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ABSTRACT

This paper performs a content analysis on thealitee focused on the emotions and
involvement in tourism consumer behaviour. The saofthis research is to cover two
of the most critical aspects of consumer behaviowolvement and emotions that are
the two biggest elements that drive tourist consusegaviour on tourist activity. We
aim to define the concepts and understand its aalsvin the behaviour of tourists on
tourist activity in leisure tourism destinationdhieTmethodological approach used is a
content analysis to show definitions, mixed resditteeneworks, different theoretical
and practical approaches, comparisons and blewdrmfus scales of involvement
scales and emotions with the confrontation of awsthd@hese results show that
constructs are increasingly prominent on travebbedur and are increasingly being
explored and investigated in leisure sciences.fifligngs provide theoretical support
bringing together a consensus on definitions. Tdment analysis produces insights on
how the concepts and definitions of involvement amibtions were clarified and
defined in a more holistic way.
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1 INTRODUCTION

A review of involvement and emotions to the levielaurist behaviour has been under
progress and conceptualizations, with differentragghes from different authors.

To Isaac (2008the consumer behaviour area is the key to explathunderstand all
marketing activities applied to develop, promotd aell tourism products. The
involvement and emotions are crucial concepts @fésearch in consumer behaviour
(Soscia, 2011

However, there are still some critical gaps inkhewledge about tourists’ emotions
and involvement linked to their touristic experiertbat have to be overcome. The
involvement construct has grown and attracted raacemore interest by researchers,
because of its theoretical and practical valuexXandris et al. 2012 Although studies
have been developed on the role of emotions inwroes behaviour those have only
been empirical applied in the tourism field studea very limited extend{osany &
Gilbert, 2009. However, while the majority focuses primarily thre role and impact of
emotions in consumer behaviour generally, with seweeptions (e.gZins 2003. To
our knowledge to this date, no studies have bederteken in order to understand the
synergetic role of involvement and emotions of istsrin their tourist activity on
leisure vacations. Although the studygmyarks (2007address the factors that help to
predict tourist behavioural intentions when plagrenwine tourism vacation, is limited
because focuses on wine tourism and is need td ifsegssumptions into a broader
context. Leisure marketing is emerging as new afeasearch, it is, therefore, crucial
to understand the principles of marketing and alsterstand the leisure activitghank
2009) In its investigatiorPrayag, Osany & Odeh (201their results direct link
between tourists' emotional responses and behauiteations. According td/artin &
Rodriguez del Bosque (20@8Jtural values could play a significant role imtiem
through important effects on the behaviour of tetgrin general. In this context, there
are more and more studies that explore the inflel@hculture on tourism behaviour
and preferenceg.itvin, Crotts, & Hefner, 2004)The examination of theoretical and
practical implications of involvement and emotiawginitions in tourism consumer
behaviour and the reasons for this examinatiothmezfold:

First, as an emergent approach, the consumer lmhamitourism represents a growing
study domain, to develop and understand the tsupstformance on the leisure
sciences@ross & Brown, 200K and the involvement construct has received atgre
deal for attention in recent years in tourism angure domainGursoy & Gavcar,

2003. Second, to explore and provide some insighte@tonnection between
involvement and emotions that will help to predaririst behavioural intentions. Third,
contribute to the development of scientific knovgedabout a clarification of the
concepts of involvement and emotions and theiticgiahip on consumer behaviour in
tourism.




Most conceptualizations and operations of emotansinvolvement that have
appeared in the leisure literature (, Bearks (2007)Gross & Brown (2008)Kyle,
Graefe, Manning & Bacon, (2003)juang, Chou & Lin (2010Q)Alexandris et al.
(2012)andLee & Shen (2013))suggest a holistic approach, as they all adaptel
and concepts from in psychology, marketing and eores behaviour.

The purpose of this investigation is to examinedteceptual definition and the
relationship between the two constructs within eati@ns leisure context. This is
crucial to better understand the definitions ofithelvement and emotions in
consumer behaviour in tourism to better definelibigndaries and overlaps between
these two concepts. A content analysis of key qoiniedizations of travel behaviour in
terms of specific research would be beneficiakl@r following four objectives:

First, it would promote the clarification and adiation of the main constructs
(involvement and emotions) in a deeper semantispeetive. Second, it would
integrate different perspectives and methodologiparoaches (scales and
frameworks). Third, it analyses the evolution othere of the leisure involvement
dimensions and emotions that have been introduEedlly, it would complement and
advance this knowledge about the impacts on titaefehviour. This paper is divided
into two sections. The first section was basedhenrvolvement construct. The second
section consists by emotion construct. Neverthelesshoped that by linking some key
concepts and approaches in the leisure studies fiet article will encourage further
research that will bring our knowledge of tourishhviour in area of leisure studies.
The main contribute of this work is to enrich thaeip of knowledge on tourist
behaviour by examining in depth the multidimensloreaure of involvement and
emotions concepts, as well as his value as hisunst activity.

2  Paper format

M ethodological approach and conceptual framework

In consumer research, the use of content analysiBeotexts must be scientific,
objective, systematic, quantitative and generaledbscription of communications (...)
(Kassarjian, 1977 used in a particular item of the tegtil{ferman, 197). This
methodology — content analysis — is applied in tegearch as a tool for consumer
research, as shovryre (1992)It"s represents a major topic on the role of eont
analysis in consumer behaviour research that'schasse@lefinitions and detailed studies
(Kassarjian, 197 This paper use the systematic content analysigioned in the

body of research literature before. The contenlyarsamethodology to consumer
research has been introduced by Kassarjian since. 2&cording to Kassarjian (1977),
this methodology “... integrates the set of stuthe®rms of themes, we are in a better
position to describe current knowledge and pracagaluate theoretical progress,
identify gaps and weak points that remain, and @lodurse for future research”. From
ever, content analysis has described as “a vithjpapular technique in the consumer
researcher’s toolkit”,Nlulvey & Stern, 2000t Methodological papers have
demonstrated the effective use of this contentyaigathrough the differentiation of
various types of scientific studies.




Involvement analysis

Involvement is a construct originated from socsgyghology, specifically in the 1940s.
The history of involvement started very eadyichkowsky (1986pioneered the
conceptualization of involvement and its theoretasal empirical explanation and
described three main application areas of involvdma light of this, the first area of
involvement research was advertising measuringuégisement were truly relevant to
the receivers. The second area of involvement relsésthe relationship between
consumer and product and the product category ipertey the consumer. The third
area is in the broad field of consumer behaviormadketing, specifically its
contribution to purchase decision&(chkowsky, 198) Some of the major researchers
use the construct of ‘involvement’ to better untmd how and why consumers form
particular attachments with product classésgferer and Laurent, 19858lama &
Tashchian, 19857aichkowsky, 1985Richins & Bloch, 198§ such as cars, music or
advertising. Involvement is a multifaceted condegtause it’s can be used to describe
the personal importance, for individuals, of a lore@nge of objects, such as
products/services, brands, activities, advertisimgl decisions (e.g<im, 2005. Based
on the dominant literature involvement is concelited in two ways: unidimensional
concept (e.gZaichkowsky, 198band multidimensional constru¢tdpferer & Laurent,
1993. Therefore there is a contrast between theseesjttue to different
conceptualizations that are widely cited in a graywf studies. In their empirical to
authors contend that the impact of different faocéts involvement in the research
results are not always equalgineiro & Crompton, 20)0Involvement knowledge has
also progressed through the application of theat@®loped in other disciplines as
tourism and leisure marketing, and some researehras have been developed, tested
and widely reported in journals. Thus, the aretbofism has contributed much to the
development of the concept of involvement. Involeatwas developed in consumer
behaviour and the involvement has aroused inteseatgreat number of

scholars that analyzed these constructs in tesearches, thus they considered this
construct valuable (e.Gherif & Cantril, 1947Bloch, 1981 a,pBloch & Richins,
1983Zaichkowsky, 1985Kapferer & Laurent, 1985 &, Mittal 1995 Dholakia,

1997 Gabbott & Hogg, 1990 Bloch & Richins (1983were they introduced the term
"self-involvement” in order to explain engagemeihich exists only in cases where the
consumer is identified with the brand choice orisiea. The involvement is a special
importance construct due to its potential effecpenples’ attitudes, because of its
interaction with several elements such as the mend® a certain activity or object, and
its behaviour related or towards to some activitproduct Beatty & Smith,

198%Slama & Tashian, 1995Douglas (2006)states that involvement can be seen on
the interest an individual shows for some product @n the importance given to the
purchase decision. The involvement of consumer\ebais based on the causes or
sources, which are described as antecedents asdqumncesZ@ichkowsky,

1985 Bloch & Richins, 198) was presented in Table Il. As argueddaychkowsky
(1985)andBloch & Richins (1983there are three factors that can influence
involvement, i.e. (1) person’s variables, (2) padriables and (3) situational
variables. The first factor is related to the clhtgastics of the person individual, where
the needs, importance, motivation, interest andesmotivate the consumer to a
particular object or product, thus creating invohent. The second factor is associated
with the component and the physical characteristidhe object, causing differentiation
are associated with further stimulating factorsduse they increase interest. The third




and final factor is situational depending on thedfg and value in terms of purchase
and use at a given timevasaki and Havitz (199&uggested that the antecedents of
involvement can be classified in two types of chtastics: individual (values,

attitudes and needs, for example) and social (gt factors, social and cultural

rules, for example). Howeveraurent and Kapferer (198ppstulated on the existence
of four antecedents, which are: (1) the perceivegiortance of the product as well as its
personal significance (interest), (2) the assodiatk the purchase of the product,
which turn the background into two segments: thegieed importance through the
negative consequences when you make a wrong cfwipertance of the risk) and
perceived importance of making a wrong choice (pisdbability). (3) The remaining
antecedent is the symbolic or sign value that coress attach to a product, its purchase
or consumption (nominal value). (4) The last fiaatecedent is the hedonic value that
consumers attach to the product, your emotionallirament and autonomy to promote
pleasure and also affect (pleasure)drews, Durvasula and Akhter (199rouped the
previous antecedents differently, and in threeedéiit groups: (1) personal needs
(personal goals and consequences values, cultineadlegree to which the subject has
significance ego-related, personal value of theabpurpose and importance of
personality factors) and (2) situation and decisamtors (purchase occasion, object
usage, perceived risk of the decision, magnitudb@tonsequences of the decision, the
decision imminent, degree of irrevocability of thecision and the degree of
responsibility).

About the antecedents’ context, the above authare nspired interest from a
discussion of the involvement of the theoreticaliess and implications for consumer
behaviour. In general, Zaichkowsky is the authat firesents a more integrated and
detailed conceptualization, because she segmentmtbcedents of involvement, in
situations in that the same occur with advertisésenith products or with purchase
decisions. Laurent and Kapferer also suggestedtagrated set of involvement
antecedents, where the antecedent of risk assod¢regurchase of the product was
further explored, for their double significant. Hever, lwasaki and Havitz and
Andrews, Durvasula and Akhter classify the antentdef involvement in an approach
more simple and general, only two types of antectsde the same line of thought. As
well as the antecedents, the consequences hava adgoin this process depending of
the involvement. In the perspectivesfichkowsky (1986)there’s a set of possible
consequences of involvement, which derive from imement with advertisements;
involvement with products and involvement with ghasing decisions, as shown in
Table 1.

For Andrews, Durvasula & Akhter (1990the consequences are due to the engagement
intensity, direction and duration of the effectgagement and divided into three
components: the first component refers to (1) Rebdaehaviour: increasing demand
and buying behaviour, the increasing complexitdedision, the largest layoff of time
evaluating alternatives and greater perceptionftdrdnces in product attributes. (2)
The second component is processing of informattmatotal growth in activity and
targeted response cognition: the largest numbpersonal calls, the more sophisticated
coding strategies and increased memory and undedista (3) And the third

component is the persuasion, that’s based in comgrarguments, in that attitude
change is greateraurent and Kapferer (198aJso enunciated five behavioral
consequences of origin from the involvement: (Ipded maximization of satisfaction
on brand choice according to a selection procasgrflany brands, waiver of time and
analyze various products), (2) the active searcinformation through alternative




sources, (3) likely to be influenced by referencaugs, (4) the probability to express
your lifestyle and personal characteristics on 8relmice and (5) cognitive processing
in communication, through the stages of awarenestgrstanding, attitude and
behavior. There are still various perspectivesapputoaches of the involvement
consequences in literature. Conceptual consequeha@solvement have differed with
different issues and contexts of marketing. Re$eaiscand much research concentrate
on the role of multiple dimensions of antecedent$ @nsequences of the involvement
on generic consumer of products and services magkiterature. From this
perspectives, the involvement construct has eaattedtion not only in the field of
consumer behaviour, but also recently in leisureketang research, specifically the
leisure consumet{orner, S. & Swarbrooke, J., 2005

In this paper it is used to summarize and guidergent analysis of principals
differences between the conceptualization of tkelirement construct by the most
contributive authors. In marketing, the involvemeocept appears in two different
contexts or meanings: involvement with the produnat involvement with the purchase
of a product Kapferer & Laurent, 1989aTherefore the lasting involvement establishes
a connection with the situational involvement, ditinational involvement does not
connect with the lasting involvemeiitapferer & Laurent, 1985aThus, in situations
where the purchase of a product does not causeediederest and pleasure, the
consumer only takes the final purchase decisiordas price or brand, which only
implies the existence of a transient or situatiomablvement. Involvement is a
hypothetical variable, hence it cannot be measdiredtly (Kapferer & Laurent,

1985h). Rothschild (1984suggested that involvement has three forms oistype
enduring, situational, and response. To make andigin between enduring and
situational involvement types it is used the notburation to highlight these
differences Richins & Bloch, 198k In this paper we present the main involvement
concepts used in consumer behaviour, as shown Table




Table |
Main involvement concepls

Author Definition
[Mifchall, 1978 internal stale varable that reflects the
amount of arousal, interest, or arive evoked by a
particular stimuli or situation that mediates
consumer behavior

Beatty and Smilh {1883} degres to which a partcular situation engenders
invalvermeant
(Rotnschild, 1884) State of motivation, arousal, or interest with regard

lo a product, an aclivity, or an object

Park and hMittal (1885) “goal-directed arousal capacity’ governed by bwao
sets of mobves: cognitve and affective’

Celsi & Dlson (1988, pp. 211}  “perceived personal relevance”

Johnzson and Eagly {1989, pp.  "metwvational stale induced by an association
283} betwesn an actvated attitude and some aspect of
the self-concepl”

[Dimanche, Havitz & Howard, degree bo which consumars engage in differant

1983 tfactors of the consumpbon process: producl,
advertsing, information search, informabion
processing, decisicn making and the act of

purchasze

Lzaksonen {1904 cognifrve based, individual stale, and response
basead

Mowen & Minor (1038} percaved personal importance and the

importance consumers give to the purchasa,
consumplion and disposal of a good, service or
rea

Blackwell, Miniard and Engel ratationship between a pereon and a
(2001} product
[Kim, 2005) multifaceted concept because it's can be used to

describe the personal importance, for individuals,
of a broad range of oojects, such as
products’services, brands, activities, advertising,
and decisions

Douglas (2008 the interast an indiwmdual shows for some product
and on the importance given to the purchase
decision

Michaelidou, Mina and Libk & “individual difference vanable found to infilence

Sally {2004 consumaers dacisicn making

ard communication beheviors”; "relationship
between an individual, an object and a sduation”

According to Table I, there is no a single predsénition of involvement and it is
derived because the different applications. Inveigat in consumer behaviour is
classified by conceptualization, classificationd &pes. Td_aaksonen (1984here are
three groups to definition the involvement cogréthased, individual state, and
response based. The main differences of the coonf@ptolvement have to do with the
different areas and multiple contexts includingalvement such as advertising
(Andrews, et al., 199&aichkowsky, 1994Greenwald and Leavitt, 1984); product
class (e.gKkapferer & Laurent, 198%#&apferer & Laurent, 1993Michaelidou & Dibb,
2000; purchase decision (eJglttal, 1989 Slama & Tashchian, 1986luang, Chou &
Lin, 2010 and leisure (e.ddavitz et al., 1994Gursoy & Gavcar, 20Q3wasaki &
Havitz, 2004 Kyle & Mowen, 2009.

However, it is clear that there is some overlaphexwrapping concept. The
construction involved is connected with the natfrthe motivational state consumers.
When consumers are involved, pay enough attentgatize the importance and behave
differently than when they are not involveth(chkowsky, 198% In essence, this
analysis posits that various definitions are rezpito conceptualize and complement
the involvement in consumer research.




Tablell: Summary of principals differences between the conceptualization of the
Involvement construct by the most contributive authors

Table 11
Summary of pripcipels differences between the conceprzalizadon of the [avolvement constrant by the mest conirbuzive aushors
Authors
Laurent & Kapferer {1983)
Antecedents Conseguences

. Pemceived tmpanmnce of the product {inerest); Demand meximzation of srisfacton on brand chedce through en extensive selection process;

1.
i Risk ossocioted wih the puschase of the prodect: the 2, Actve search for informetion throwgh alicmetive soarces;
imponznoe of risk and probabilie of the risk; 3. Likely wbe influenced by reference groups;
Symbodic valoe; 4. Likely to express their lifescyle and personel charncteristics in brend chaice;
4, Plezsure 5. Cognittve process of commumicenon: smges of awareness, undersmnding, aitivode and behaviour
£aichkawsky [1946h)
Antecedents Consequences
l. Pemon fociors with adveriscmenis end with products; 1.  Elicimtiom of counter argumenss to ads end effectivencas af as 0 indude purchase witl adverBsements;
needs; impartance; interes? znd values; 1. Relwive imporance of the product class, percerved differsnces m product seriboies ond percerved
2 Object or Stimulus Fartors with sdvendsemens aad with dafferences in product hremd with products;
produocts; differentintion  of aWernotives; soumce of Y. Inflwence of price oo brand chodoe, amount of information seanch, time spent delibemating aliematives and
comrmsnicabion; cootent of commEnications; type of decision rubs used in choice with purchase decissons

Y. Sitestional Factors with advertisements and with purchase
decisions: porchase/issue and occasion.
Andrews, Durvazols & Akhter (1999)

Antecedents Consequences
. Pewonnd necds (personal goals and comseguences yiues, 1. Research beheviour: mereasing demasd and buying beheviour, the increasing complexity of decisiog, ihe
ruliural, the degres to which ihe sobject has significance largest layoff of ime svalunting alternatives and greater perceprion of differences in prodect aitribuzes;

Processing of information: the tosal growdh in octivity end mrgessd response cognition: the lsgest number
gies end increased memory and understanding

cgo-reloted, personal value of the object. purpose znd
imponence of personality factars); of personal calls, the more sophisticeted coding smraz

Zirzaion and dectsiom fecioes (porchass oocesios, object 3. Pemsunszon, that's hased in convinring arguments, m that afitode change is greasor.
usage, perceived misk of the decision, magnitde of the

cansequences: of tho decisiom, the decision imminent

degree of tmevocability of the decision and the dogros of

respoasihiling)

There are different perpectives to analyse the oreagent dimensions and variables of
the involvement. Methods for measuring involvemartonsumer research were
introduced are in Table IlI.



Tablc 111

Irvalvememi measurement dimensions and variables analvsis

Methods for messuring involvement in consumer research

Authors Clopect of stucy/drmensions
Lagreni oo Kaplerer's Risk; symbol, mierest ond
Cip pleasure

Louchkewsky's P Adverising, prodicts and

puarchase situshions

Lawchkowsky's FILA Personal, reboral and emotioral
ad relevance and high and low

o lvement guy with advertising.

Mattal's P Linderstand the differences of the
marks, ihe importance of the
prodiect, the motor of nisk that
arises through the purchase of a
product and the mnporfance it

halds 1o parchase in person's bba.

Bloch's IPCA Interest m cars, the ense with
which you talk nbowt the topic, list
of cars with the mosl imporiant
vilues or needs and use the car as
an expression of the person

Tigert et al."s F1E & FlI Time of purchase and

inavairveness in fashion, fashion

as tpierpersonal communication,
inderest an fashion, the level ot
information  for fashiom  amd
[ashion awarercss and reaction to

changes in trends,

Maorshall ané Bell's FIS Ropresents o general measure of
irvalvemen! 1n the process of
provisiomiag of tood and not just
for a specific food product or

‘arand

Levels of consumer involvement were discoveredianestigated early in the literature
based on product's pleasure value, sign value|mipbkrtance, probability of purchase
error, attitude, perception, commitment, familigribrand importance, optimum
stimulus level, for exampled(upfer & Gardner, 197%ITraylor, 198).

There are two central aspects in the leisure ireroknt research, their dimensions and
the behavioural manifestations of the consurhiend, Breen & Gordon, 20)2Most
studies have focused on the dimensions of leiswu@vement, sincéaurent and
Kapferer (1985have advanced the application of Consumer InvoardrRrofile

(CIP). Laurent and Kapferer (198suggest the involvement should not be measured by
the antecedents (product’s pleasure value, sigyrabolic value, risk importance and
probability of purchase error) isolated from eateo, but with the antecedents
grouped to measure consumer involvement. Thussétief antecedents gives rise to
the CIP. There has been general consensus wittdregthe multidimensional nature
of leisure involvementi{yle et al, 2007 Lee & Scott, 200p However, there is still
disagreement over the nature and definition ofdltesiensions and which ones are
more salient to understand the nature of leisurel#@ment (Hing, Breen & Gordon,
2012). With the introduction of CIP and other new chemgmerged based on this, the
level of factor structuresi@viiz & Dimanche, 1997 in which some dimensions
remained, others were excluded and others addéeistme tourism, the applications of
involvement consists of three dimensionsit-action (Funk, Ridinger, & Moorman,




2004, self-expressiofSelin & Howard, 198Bandcentrality to lifestylgHavitz,
Dimanche, & Bogle, 1994 The principals and most dimensions of leisur@ivement
were introduced are in Table VI.

Takle IV

Involvement dimensions iz fersure aclivities

Authors scales Mimensions

{Havitx & [hmaccke, Perceived interestimpartonce,

1947 percerved  pleasune, ond sign or
symbolic value

iScob & Sjeawer . JO0D] Centrahity to hifestyla

iHwang & Chen, 2005 Place sHachment and
izterpretation satistaction

{iross & Hrowe, JEW,  Lifestyle and place attackment

200K into looram

iLee & Sooit, 20059 Inferestimporiance and plessure

dmmenstons. have been combined
izt ar attraction dimension

Lee & Chen, 2013} Leisure 1mvolvement and place
aitachmert on desticabion loyalty

The construct of involvement in tourism researcpliag to a wide variety of consumer
behaviours and marketing contexts. On field ofuesand tourism literature, most
research chooses to use the multidimensional ecansif involvement, with three
facets as attraction/pleasure, centrality, and igmton, Funk, & Alexandris,

2009 Havitz & Dimanche, 1997 Involvement has a central impact on comprehensio
of the experience of leisure and tourist behav{@uid & Crompton, 1993 largely due
to its effectiveness as a predictor of consumeatwielr in leisure Gross & Brown
2009 . It is for this reason that the engagement le@s lwvidely examined in the leisure
and tourism areg3ursoy & Gavcar , 20Q3Havitz & Dimanche , 199McGehee et al.,
2003. Most studies of leisure and tourism apply inteats of activity Havitz &
Dimanche , 1995 ee , Kim & Scott , 2008, but also some additional research have
been applied in the decision of traveling (etta| , Breiter & Feng , 2004

The involvement has been explored extensively withultiples contexts and meanings
on marketing and consumer behaviour disciplinesafRmverall view, the Table V
summarizes a set of studies about involvementsaie, tourism and marketing
context.



Table ¥

Summary studies of involvement in leisere, tounism acd marketing context

Author

Dbject of stody

{Stone, 19H4)

Leisure involvemert kas been found
to infleence fime andlor mtemsity of
etfort expended

Leisure invalvement kas been found
to infiuence frequency and length of
participation

Relationship between imvolvement

and zttriudinal loyalty

{Havitz & Howarnd,
1905: Kim et aol.
ﬁ; Vankatraman,
1958}

Park (19W6])
Jamrozy, Hackmen

& Dackman | [986)

Involvement and opinion kzadorsbip

In Eourism

{BRiach, 1993 Hmm ot

Ledsure inwelvemernt kas been found

al, 19497;  io influence money spent
Swegentholer & Lam,

19923

[wasaky & [Havite, Relsborship hetween mvolvement,
{1995) commitment and loyaliy

{Kim eial, 1997

Ledsure inwvalvement kas been found

o infleence miles iraveled and

ahilidy or skall

{Bloch et al, [9H9;
Koam et al., 1967}

Leisure involvement bas been found
to mfluence ownership ol
squipmentsooks and momber o

memberships

[Walkins, T9E7)

Leisure involvement kos been found
to  influence imformation  search

Behaviour

{Gahwaler & Flavidz,
106K; Havitz et al,
1954,
Havitz, 2004; Kyle
& Mowen, 20055

Iwasak: &

Leisure involvement has been found
to tnfluence amé preferences znd
evaluation of activily compotents
sich os fociliftes and providers

Kyle o Chick (2002)  The socm] nature of leisure
invalvemeont

Luarspy & Gavear  Internaobonal  Leisure  Toumsis®

(2003 Invalvement Profile

Mechaeldow & Dibb
(200

Product involvement: an application
in clothing

Kyie etal. {2006)

Relationship  betwesn  motivation
and zsnduring mvalvement

Sparks [THET)

Wine loursm vacation: factors that
help to predict lowrist behavioural
inlentons




(liress & Hrown, Relsbonship betwcen mvolvement
2008; Kyle, Cracte, and place attachment

Monming & Haoon,
20033

ITaang, Chou & Lin  Involvement theary i consfrocimg
12010 bloggers” mitemtion {0 purchase

truvel pradicts

Wichie, Tkaczynskt  Mobivahon and travel bebaveour of

& Faulks (ZOEE) cycle tourists. wsing  mmvolvememt
profilies

Alexoncdres el 2l Involvement  with  achve  leisore

{2012] participation

Ferns. & Walls Encuring travel mvolvament,

2012Z) destination  brand  equity, and
travelers’  visit.  iolenbons: A

structural model analysis

Hipg et al. (2013} A case  stwdy of gombling

mvalvenent s s CansoquInoes

(Filo etal. 2003} Yport tourists' mvolvement widh o
destimation

Yeh (2013) Towrism invelvemert, wark
cngagement ard job . satistaction

among trortlme holel employees

Lee & Shen {(2011) The miluence ol leisire
izvaleemeni and place attachment
on destmatior  loyalty: Evidence
from  recreabonists walking  ther
dogs m wrban parks

Emotions analysis

In the literature of psychology emotions have beedensively investigated by the rich
body of researchers in different fields of knowled4gristotle was pioneer to emphasize
the emotion. In past years, after Descartes, mgsbitant studious on the emotions
have been Darwin, Ekman, Damasio and Goleraamgoli, 201). The role of

emotion in tourism has received unprecedented rettoqg in the field of tourism and
marketing. The emotions establish a strong impodan the comprehension of
consumer behaviour and even the definition of eéepees and also enhance consumer
reactions and on tourisP(ayag, Hasany & Odeh, 2013; pp.).19

The effort to define the term “emotion” has a ldngtory in the discipline of
psychology and marketing. There are many defingtiohemotions as the authors
investigate, and each focusing on different matatesns or components of the
emotion, but all reflects the theoretical basip®fchology. Several authors’ present
definitions and each of these definitions haveitgins in several theories (psychology
and sociology). In the field of emotion has beesagvariety of definitions that have
been proposed for many authors that diverged ititdrature of psychologyzard
(1977) whose emotion scale has been applied in a nuailsudies to consumer
behaviour research, presents three definitionsnait®ns as shown Table VI, in the
cast of the main concepts of emotions. The emotoas valence affective reaction to
perception of situationSRichins, 1997,)




Tahble %1

Main emolions concepls

Aunthor Dicfinition

Descaries [ 16:49) Emodions  were o series of
suiomatisms and human behaviours
ditferent than copnitive processes

Leard {1977) 1. "The oxpenence of conscious
o b e 2] P
feehmng of emotion™
2. "The processes thot pocurs . ibe
orain and nervous system™
3. "The observahle expressive
patterns of emobions  (partioelarly
on the tace)™

Lohen A Aremr “Emobons are dezeribed 04
419903 episodes of intense feelings thal are

associated with o specific referemt
and  iostigale  specific  response

oehaviours™
Bagozx: et al 1209, % menial states of readioess thai
pp. 1B} arise from cognilive apprasals of

evands  or  thoughts;  has a
phenomenociogical lone; s
accompanied by  physiological
processes;, s oflen oxpressed
physically  (e.g. Im pestures,
postare, facial features); and may
result in specific actions to affirm or
cope with the emaotsn, dependimg
an 1is nature ard meanmyp tor the
person havmg 11"

Fracia [T Shor-lived, are short-bved 1 the
field of consciouscess, require

mmediabe attenbion and mobivaie
hehaviour

Laros and Steenkamp (200dA)our study about emotions in consumer behaviaur:
hierarchical approach, the hierarchy of consumestiems supporting the different
emotion structures, i.e., positive and negativea@ffThe final result can be seen in
Table VII.




Tahle V11
Hierarchy of consumer emodions

Negative affect

Anger Fear Sadnoss Shame
Angry Soared Depressed Embarmssed
Frustraled Adrad Had Asbamad
Irrrated Paricky Miserable Hamihated
Uinfulitelled Mervaas Helploss

Meconient Wamed Moslalgia

LEavioms Tense Ciathty

Jealons

Positive nffect

Contestment.  Happiness Lawve Pride
UContented Optimast Boxy Prode
Fulfalled Emcouraged Romumtic
Peacetil Hopefal Pessiomate
Happy Laving
Pleased Sepbimenial
Jovybul Warm -hearted
Reheved
Thrafled

Enthusiastic

Emotions have been the target of large and impbrésearch investigation in
marketing literature applied consumer behavioerditure. In this area, there is a rich
group of researchers who normally uses and adagtheoretical scales of emotions.
Thus, there are four scales of emotions that haea lwidely used in marketing as the
primary method of research as followszhrabian and Russell (197Rleasure,
Arousal and Dominan¢PAD); Izard (1977Differential Emotion Scale

(DES) Plutchik (1980)ight primary emotion scale (PTE); anthitson, Clark and
Tellegen (198 ositive Affect and Negative Affect Sc{lRANAS). HoweverRichins
(1997)developed the Consumption Emotion Set (CES), thexeonsidered that the
scales that which had been developed presentegtioms to assess the range of
emotions during the consumption experience. The @iSprises of 16 dimensions and
the difference of this scale compared to the previones is that consists in the
exception of envy, loneliness, peacefulness anteatment, and t&ichins
(1997)andBagozzi et al. (1999]jts measures achieved satisfactory reliability.

Hosany & Gilbert (2009argues that these scales have limitations wherwsmt to
capture emotions associated consumption, althosgfulufor situations in which they
were originally developed. In addition to theseréhareBaumgartner, Pieters

and Bagozzi (2008yith anticipated and anticipatory emotions, ifeture oriented
emotions. More recentlyjosany and Gilbert (200€pntributed with develop

of Destination Emotion Sca(®ES). The following emotions scales analysis, ¢ree
different methods for measuring emotions on conswoetext and this content
analysis examines different authors’ perspectié$erent methods and scales have
been used by several authors throughout time tsunea@motions, for several
empirical investigations in consumer researchhasva in Table VII. In summary, the
different scales analyzed to measure the emotgiatds developed by scholars prove
that there are wide variations in content. Thistenhanalysis of measures of emotions
shows several differences between their contergrpof study subject.




Tahle ¥11
Emaotions analyss

Emotions dimensions in consumer rescarch

Aathars Dimensions

Izard’'s DES Interosi, joy, amger,  cisgust,
contempt, sadness, fear, shame, guil

znd sarpriso.

Platchak's primary  Fear, unger, Joy, sainess,.,

emotions [PTEL. FCCopiapern,  Cmgusl.  expeotancy,
SUTPrise

Mehratian & Hussell Pleasure, arousal and domnance

(PAIN

Watson, Clork & Postbve sffecl: enifhusiastic, active

Tellegen (PANAY) and alert

Kegative affect aoper--coniempdl.
dusgust, guilt fear, and nervousness
Richins™s CES Positive: momanbe  lowe. love.
eacefulness, confent, opimism,
P
Jov, excitement
Megalive: anger, disconleni, worry,
B B ]

sadnoss, fear, shome,  envy,
lonchness
Baumgariner et al’s  Anticipated Positive: relieved,
anircipaled Al satestied. happy.
anfcipatory emolions proad
Negairve:
dusappamied,

amnoyed, regretful,
stupid, puilty, angry
at self

Anticipatory  Posibhve:  oplimishc,

confident

Negative:  waormied,

anxious,

uncomiormnle
Hosamy & (hlbert Joy, love, posdive SUTPFISE,

{DES) satisfachion

Different scales on consumer research context haga originally development in
various field studies and different forms in mankgtand consumer behaviour. As the
scales are designed for a behavioral amalgam stutizle VIl presented their
applications in field study.



Tahble VIII
Emotions

Emotions Field study

[zard s DES Across various  consumption
settings, wvaricty of consumer
research contexts.

Plutchik's primary  Advertising research

emotions (PTE)

Mehrabian & Russell Environmental psychology

(BATY)

Watson, Clark & Consumption emotions
Tellegen (PANAS)

Richins's CES Diversified consumer contexts
Baumgariner et al's Decision-making

anticipated and

anticipatory emotions
Hosany & Gilbert Measuring consumers' reactive
(DES) cmotlons

A rich body of studies has examined the influenicensotions on leisure marketing,
hospitality and tourism. The main studies are agddn Table IX, for a straightforward
query.



Tahle 1X
*aoin past studies of emobions m global tpunsm conlext

Auwthor Object of study
{Fhovd  [1997); Zmns The relatsonshap bekween
2003 de Hosas & omotiors and overall sztisfacton
Camarero  (2008); ded
Bosque & San Morim
(A00RT)

{Borsky & MNosh (20023 The relattonship between

emobons and customer loyally

(Hrpné I Arndren, The emotions as B segmenfation

20045 varahle for besure and loonsm
SErVICES

{Bigne, Andren, & The relattonshap between

Linoth, 2005 emotions, cognition, satisfaction

and tehavioural imlentons 1o fke
context of theme parks

(dang & Mamkung, The relatronskip between

2006 emiotions and bchavioural
mclemiions

{Chosny (2007): Infloence of cmobiors an

Kwaorinik K Ross, decisions io purchase fourtsm and

20074 leasure services

Yukss| 3 Yuxsol LExomine emotions os antecedeni

(20077; Lrnppi & of mstisfactor and behaviowral

Miomtanar [ME11]) inleniions

{Hosany, 008 The dimensions of emottonal
rERPOnses towards tovzrisd
destinatinns

Hosany [ Lirfbert  The relationship between towrsis”

(2008 emotional EXpeTiEnces,
sattsfachon, and imtembor  io
recommend - to measore towresis”
cmotional responses loward
destinations

iMoreno, Molinga & Touwnst's safisfaction, mape or

Moreno, 20111 zmotions?

(Pravag, Honey & The role of tounsls' ematwonal

Odeh, 3013 oxperiences and - satisfaclion in
uncerstanding behavionrul
iztentions

Lie et al (2014} Changes m emobons and ther

icteractions with personality m =
vacation contexd

In summary, this overview shows that studies inglodal tourism focus on studying
behavioural intentions, cognition, satisfaction;ghase decision and decision-making,
customer loyalty, emotions as a segmentation viagri@l leisure and tourism services,
its relationship with overall satisfaction, tousistmotional experiences and intention to
recommend, emotional responses towards tourisind#isins, tourists' emotional
experiences and satisfaction and emotions andittieractions with personality in a
vacation context. Previous research advancelibat is a positive correlation between
positive emotions, satisfaction and behaviourartibns Bigné et al. (200%)Yuksel

& Yuksel (2007); Grappi & Montanari (2011andHan & Jeong (2013)

Yet, there is a dichotomy between positive and tieg@motions in this context,
because when negative emotions are introducedtesealents of satisfaction and/or
behavioral intentions, the contradictory resulterge(Prayag, 2013)

Generally, the tourism potentiates a positive eepee with satisfying and pleasurable
emotions {annell, 198) and the tourism experience offers unique momwittsa
high personal value and an emotional charge ofdmsumersi\{icintosh & Siggs,




2009. ToHirschman and Holbrook (1984)eld study of emotions in the consumption
experience is mostly associated with product categavith high hedonic charge. In
this perspective, leisure travel may be includethis type of product, according to
their hedonic character. The experiences provigemristic destinations are
emotionally attractive and, the more important anghout a doubt, the emotional
“promises” of touristic destinations that increéise tourist’s involvement in the process
of decision making and his perception of the uniclu@ acteristics of the destination
(Goossens, 2000Emotions are always part of the touristic inwshent, in fact, the
tourist’s decision usually involves rationality lalso emotion, and, although they seem
hardly connected, they both participate, as exéteifactors, in a good decision
processPamasio, 199 Emotions also influence the choice of a bramdaose they
identify what's more important for the consumee(nasio, 199/ Emotions are the
most important aspect of consumer behaviour. Emalitactors are particularly
powerful in the process of purchase decision omtiag. Sometimes, tourists make
their vacation decisions according to their persenaotions (Vhite & Scandale, 2005
Therefore tourism is no exception; on the contrhofidays in touristic destinations
provide tourists a great deal of experiencesdth, 199). Following the ideas
previously exposed, the experience given by tourssray itself, a complex amount of
factors Guhalis, 200pSwarbrooke, 2002 namely social, emotional, economical and
psychological Bowen, 200). The role of emotions and the type of emotioraponse
are, due to its essence, delicate and somewhatleonygecause emotions can play
different roles, meaning, of cause, mediation,&ffeonsequence and moderation
depending of the involvemerit§gozzi, Gopinath & Nyer, 1999In recent years,
emotions and feelings has been of attention byarekers in recent consumer behaviour
literature. They concluded that emotions and fegliplay an important role in
processing informatiorS(rakaya & \Woodside, 2005 In the same way, the tourist’s
satisfaction comes from the emotional experiencesgiged by a destination or event
(Lee & Jeong, 2009 Overall, the experience is rich in tourist erons and tourists are
constantly engaged in their own experiences thegiyme Hosany & Gilbert,

2009. Goossens (200@lso assigns a very important role for the ematioecause

they increase the involvement of tourists in decigprocess and also increases the
perception of the uniqueness of the destinatiothe@motions are a predictor in the
selection and consumer behaviour. As previouslytioeed, tourist's emotions are an
extremely important element when it comes to chaodeavel; in fact, a leisure trip
means an opportunity to be “more” happy and f@éll The more negative aspects of
our existence are related to our daily lifgippendorf, 198Y. For tourists, leisure
vacation are an escape to daily routine, a waypemence feelings of freedom, escape
and a world of new and different feelings and edgreres that, consequently, produce
higher levels of happiness and improve, as revibair, well-being Gilbert &

Abdullah, 200). Accordingly, emotions and satisfaction influetahavioural

intentions Baker & Crompton, 20Q0@igné et al., 2005S0scia, 200;/Faullant et al.,
2011andWalsh et al., 2001 Goossens (200(ighlights the emotions and feelings as
strong predictors in motivating tourists to plattip and postulates that these two
factors have a prominent role in the selection@rtsumer behaviour. In this
sensePeter & Oslon (2009, pp.30also extol that emotions and feelings in consumers
decision, as well as its impact on changing consurekaviourGnoth
(1997)andChuang (2007expresses that emotions also affect decisionarichpse
tourism and leisure services. In the line of tha, emotions have different effects on
behavioural intentionsZelenberg & Pieters, 20080scia, 200)




Content analysis of emotions and involvement

Within the psychology literature, there are twodamental approaches to studying
emotions: dimensional (valence based) and cateaj@emotion specificity)(Prayag,
Hosany & Odeh, 2013)

The contributions in social psychology literatussrbnstrate that individuals are
closely connected to their societigéstvin, Crotts, & Hefner, 2004)In fact of this, there
is a cultural approach to the concept of emoti@us.according td-ridja (2007)the
emotions motivate behavior, have a short duratos short-lived in the field of
consciousness and require immediate attention elibealso a behavioral versus
cultural approachHridja, 2007 Litvin, Crotts, & Hefner, 200yt Cultural norms play a
predominant role, and impact on nature and conistitwf emotions in how they are
expressed and managec:(tner, 2003 Mesquita, 200).

Then it is considered that the concept of emotemmpasses the management of
multidimensionality. For the content analysis af toncepts of emotions, it is possible
to consider that on literature of emotion the majablem has been the growing set of
different definitions that have been proposed amdesdefinitions are relatively precise,
while others are quite vague, in various contertsapproachesi(einginna &
Kleinginna, 198).

Although the involvement is quite comprehensivesgchology and consumer
behaviour literature, the current definitions oygwological involvement and leisure
involvement developed and evolved from Rothschiti¥fnition and actually are
equally instructivefunk, Ridinger & Moorman, 2004The adaptation of the
engagement construct has emerged, while the aféasvard applied to study the
involvement. Many studies have conceptualizedtlielvement as a multidimensional
construct Havitz & Dimanche, 199MHavitz & Howard, 1995Laurent & Kapferer,
1985 Mclntyre, 1989 Wiley, Shaw, & Havitz, 200)) Although the characteristics of
multidimensionality of engagement remain the sulpéenuch discussion and
attention, initial conceptual framework argued lautent and Kapferer remains widely
prevalent. Consistent with previous leisure literaf we treat the involvement concept
as a multidimensional construct. But agreemenbotduil, some researchers have
approached involvement from a unidimensional patspge (e.g., Kim et al., 1997; Reid
& Crompton, 1993), although a vast majority of engail evidence supports and treats
its multidimensionality lavitz & Dimanche, 1997, 1999vasaki & Havitz,

1998 Wiley et al., 200D,

A critical content analysis of involvement and eioi$ constructs produces insights for
a critical assessment of the literature. TablehH®ves the content analysis of
involvement and emotions constructs most citecheycbntributive scholars and
researchers, specifically the principal and frequategories. This two constructs are
extensively used a large number of studies in amesdpehaviour, marketing, tourism
and hospitality literature.



Table IX
Content analysis of constructs

Principal and frequent categories

Involvement Emuotions

Paychology and Psychology and sociology
sociolopy

Particular situation Sausfaction

Individual seate hMental states

Cognitive state Cognitive process
Affective state Valence affective reaction
Motvation state Feelinps

Fesponse based Consumer reactions
Personal importance Personal value

Product variables Consumption
Consumpiion process Furchase decision
Antecedents and Behavioural iptentions and
CONSEQUences satisfaction

Interest Motivation

The dimensions of each of the concepts presentethase that have a higher frequency
and the table attests that dimensions and categuoirieoth concepts are related. This
content analysis attests that involvement and emstare linked and connected. In light
of the content analysis, there is a consistentvafid relationship between involvement
and emotions in consumer behaviour in tourism.

Discussion and implications

The following content analysis on constructs, mdthand their relevance’s it’s quite
prevalent the study of emotions and involvemenh\sérvices, products, including
tourism, has been extensively explored within miamkeand consumer behaviour
disciplines. On a superficial level of this contanalysis, the results presented show
that emotions and involvement demonstrate greatgress and scientific development
to the level of marketing and consumer behaviobe Gombined use of emotions and
involvement has not yet applied by marketing redesns and tourism. The use of the
emotions and Involvement constructs only occuregghgately in marketing studies,
leisure and tourism.

More specifically, although it is acknowledged thahsumers have both emotional to
their immediate environmeftlachleit & Eroglu, 2000yet no empirical study has
investigated and explored the dimensions of ematicesponses of tourists in tourist
activity. ToOtto and Ritchie (199@&he tourist destinations are rich in terms of
experiences and attributes and contributes to pateran emotional response even
greater.

However, to date, the relationship between involeetand emotion on tourist activity
involvement has not been explored and this is andiimitation on the current study.



This kind of knowledge is particularly valuable togtter understand the consumer
behaviour tourist in tourism. Understanding howrigts involve in leisure tourism
destinations can provide a better comprehensidheoflynamics of the tourist
consumer behaviour and the nature and role ofg¢ouim society.

A number of studies must attempt to understandntiigence of emotion in tourism,
leisure marketing and hospitality and also the ichpd involvement to understand the
relationship of these two constructs, through tleasarement of emotions and of
involvement in tourism.

3 Conclusions

In recent years, much research include on theafodenotions in the generic marketing
and consumer behaviour literature, however empisicalies in the field of tourism
remain limited and require more scientific devel@ms. The present content analysis
concludes that involvement and emotions constiuassbeen shown to play a crucial
role on tourists” behavioural intentions on leisunarketing and tourism. To address
this knowledge gap, the current content analydievie a methodical process in
exploring and explanation of emotions and involvet@nstructs of tourists’
emotional experiences in their touristic activithe study offers important implications
for theorizing emotion in the context of tourisstirations. A key theoretical
contribution of this study is the development @oatent analysis about of these two
constructs that maintains the tourist behavioyrtwide direction for future research
on consumer behavior in tourism. The consumer bhebhain tourism area should focus
on relationship between involvement and emotiarsclear that this field study needs
more advance and scientific knowledge on the subjdds research can mean as an
important starting point on tourist behaviour, antner of future scientific studies can
be developed to explore the consumer in tourisgemeral and the involvement and
emotions on travel behaviour in tourist activityparticular.
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