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Abstract This study investigated what type of destination image on Facebook increases positive attitude
towards the destination and desire to travel. More specifically, we hypothesized that Facebook user’s
public self—consciousness will moderate the advertising effect, so we tested the difference in attitude
towards the destination and willingness to visit and recommend based on the type of destination image
(presence/absence of a tourist in the image) and user’s public self—consciousness (high/low). As a result,
when a tourist was present in the photo, positive attitude toward destination was higher than when
absent. In addition, the high public self—consciousness group showed greater attitude toward
destination and higher willingness to visit and recommend than low public self—consciousness group
when a tourist was present in the image. However, the low public self—consciousness group showed no
difference depending on the presence of a tourist. This research not only is academically significant
as it experimentally tested advertising effect depending on type of destination image and Facebook
user’s public self—consciousness, but also holds practical significance as it suggests advertisement
method to consider consumer’s predisposition.
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Table 1. Means(SD) of attitudes to the sights : :
Public self—consciousness
Level of Public
self—consciousness All
Low High % : g 2987
. -~
. M 3.30 3.81 351 2.7 R
Bt spy e Lon) (82) 26 2.44 e 2
Figure of the tourist : 8019
Absenc M 319 324 322 2.5 30}
e (SD) (.84) (.82) (.95) 2.4
ol M 3.25 347  3.35 Exist Absence
(SD) (.83) (.96) (.90)
Figure of the tourist
Table 2. Means(SD) of intention to visit
Public self—consciousness
Level of Public
self—consciousness All
Low High 3.9
past M 2.44 2.87 261 3.7 3;;\-\\
. . > (SD) (.67) (.62)  (.68) 35 : S 3.24
Figure of the tourist . "~
Absen M 2.49 2.49 2.49 3.3 S 3.19
e (SD) (79 (.82) (80) 51 A
M 2.46 2.64 255 : .
All D) (72)  (76) (75) Exist Absence
Figure of the tourist
Table 3. Means(SD) of intention to recommend
Level of Public Public self—consciousness
Intention to Recommendate self—consciousness All
Low High
. M 2.53 3.00 2.72 3 Q.
, , Bxist (spy (8D (.88) (.87) 2.9 S
Figure of the tourist 28 . 2 59
Absenc M 2.59 2.50 2.54 . 253 S .
e (SD) (.88) (91 (.89) %Z} : S 2.5
M 2.56 2.70  2.63 : o—<2
All SD) (84  (93) (88) 2.5 , ®
Exist Absence
Figure of the tourist
Table 4. Two—way ANOVA analysis results
Dependent variable Source df SS MS F p
Figure of the tourist(A) 1 3.51 3.51 4.57 .03
Public self—consciousness(B) 1 2.06 2.06 2.68 .10
Attitudes to the sight AxB 1 3.27 3.27 4.25 .04
Error 166 127.76 77
All 169 136.612
Figure of the tourist(A) 1 .67 .67 1.24 27
Public self—consciousness(B) 1 1.43 1.43 2.64 11
Intention to visit A=xB 1 2.26 2.26 4.17 .04
Error 166 89.96 .54
All 169 94.33
Figure of the tourist(A) 1 1.42 1.42 1.87 17
Public self—consciousness(B) 1 0.88 0.88 1.17 .28
Intention to recommend AxB 1 3.73 3.73 4.93 .03
Error 166 127.76 77
All 169 136.61
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