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Abstract

In many Asian countries and areas, such as Taiwan, Japan, Korea, Hong Kong, and China, etc., group package tour is one of the
main modes of outbound travel. Several studies have highlighted the important role played by tour leaders in group package tours;
they are considered to be indispensable by the tourists themselves and their presentation can make or break a tour. Previous studies
have mainly used celebrities, experts, CEOs, and consumers as endorsers for advertising. However, few empirical studies have
examined how the advertising effectiveness would be changed if tour leader is used as endorsers for group package tour brochures.

This study adopts an epistemological perspective towards extending the limited research on the impact of tour leaders used in
advertising as endorsers. A rigorous experimental design was employed; nine experimental groups were included, in total, 844
student subjects participated in the study. The results showed that tour leaders as endorsers for group package tour brochures had a
more positive advertising effectiveness than the traditional brochure design and CEO as an endorser elicited higher purchase
intention than tour leader as endorser. Implications for managers and scholars are discussed and suggestions for the direction of

future study and practice are also provided. © 2002 Elsevier Science Ltd. All rights reserved.
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1. Introduction

The significance of tour leaders and travel brochures
has often been indicated in prior literature. In many
Asian countries and areas, such as Taiwan, Japan, Hong
Kong, Korea, China, etc., the group package tour
(hereafter abbreviated GPT) is one of the main modes of
outbound travel (Wang, Hsieh, & Huan, 2000; Prideaux,
1998; Tourism Bureau, 2000; Wang & Sheldon, 1995;
Nozawa, 1992; Yamamoto & Gill, 1999). The most
distinctive feature of the GPT is the tour leader. Quiroga
(1990) and Schmidt (1979) have pointed out that the
function of the tour guide within the group is considered
to be indispensable by the tourists themselves, and the
quality of the tour guide is a crucial variable; his or her
presentation can make or break a tour. Studies by
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Mossberg (1995) and Agrusa (1994) also concluded that
the tour leader is important to a tourist’s perception of
the tour and a professional tour guide is a first-choice
amenity for group tours. Furthermore, Holloway’s
(1981) one day coach-tours study, Cohen (1985), and
Schuchat (1983), all indicated that the tour guide’s
various important roles and responsibilities include:
provision of security and protection, information,
promotion of group interaction, surrogate parent,
pathfinder and mentor, leader and mediator, and
entertainer.

With regard to the importance of the travel brochure,
Yamamoto and Gill (1999) have noted that the most
important source of information for tourists planning
overseas package tours is the tour brochure. In addition,
Holloway and Plant (1988) have demonstrated that
among the array of promotional methods available, the
travel brochure is one of the most important and widely
utilized. Coltman (1989) has also indicated that poten-
tial customers will compare the brochure of one
destination or supplier with the brochure of its
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competitors, and it is likely that the one with the best
brochure will receive the business. In Gladwell and
Wolff’s (1989) research, the travel brochure was assessed
by travel writers as more important than videotape,
photographs, audio cassettes, etc. Furthermore,
although tourists were often critical of the brochures,
they did rely on them in making holiday choices
(McCullough, 1977). Potential tourists are bound to
read and be influenced by travel brochures (Moeran,
1983). Wicks and Schuett (1991) also found that the
brochure is an attractive information source for many
vacation decision makers.

In brief, the aforementioned studies have clearly
established that the tour leader and the travel brochure
are two important variables in the relationship between
tourists and travel operators. However, to the knowl-
edge of the authors no research with which we are
familiar has systematically tested the advertising effec-
tiveness of featuring the tour leader in the GPT
brochure. Does the tourist have a more favorable
attitude toward the GPT brochure if it includes the
tour leader’s photo and a brief personal resume? What
effect does this feature of travel brochure design have on
GPT tourists’ purchasing intentions?

From the perspective of advertising theory, we can
regard the tour leader as an endorser. If so, this connects
our analysis of the leader’s role to the existing literature
on the effectiveness of endorsement-driven advertising.
Whether or not this connection proves relevant and
fruitful is an issue to be examined in the following
sections.

2. Research problem

Early endorsement studies have shown that the
effectiveness of endorsers varies according to the nature
of the product (Friedman & Friedman, 1979). Using the
company president as an endorser helped to increase
subjects’ rating of the commercial (Rubin, Mager, and
Friedman, 1982). The endorser type was a significant
source of variation across a set of 16 advertising related
criterion variables (Freiden, 1984). Recent studies high-
light the advertising effectiveness of: the celebrity as an
endorser (Agrawal & Kamakura, 1995); multiple pro-
duct endorsements (Tripp, Jensen, & Carlson, 1994);
corporate and endorser credibility (Lafferty & Gold-
smith, 1999); and the distinction between the endorser’s
physical attractiveness and expertise (Till & Busler,
1998).

Although these early and recent endorsement studies
provided useful information, they did not examine the
specific issues addressed in our research.

First, consider substitution and tourists’ expectations,
Middleton (1995) has indicated that the brochure
performs a “product substitute” role and it establishes

expectations of quality, value for money, product image
and status. In a similar vein, the importance of the tour
leader has been confirmed (Wang et al., 2000; Quiroga,
1990; Schmidt, 1979). Accordingly, from the tourist’s
point of view, it may imply that if the tour brochure
contains information about the tour leader, the tourist
will have a more complete and tangible expectation with
regard to the tour brochure. Since the endorsers used in
prior advertising research are typically company pre-
sidents, CEOs, celebrities, experts, and typical consu-
mers, in essence, they are not bonded with the tour.
Therefore, they cannot generate the above-mentioned
expectation to the same extent as the tour leaders are
able to do on the tour brochure.

Secondly, consider the issue of informational search-
ing. Hass, Petty, Ostrom, and Brock (1981) have
demonstrated that the persuasiveness of advertising
source mainly comes from the source’s characteristics,
namely, the spokesman’s characteristics. Ohanian (1990)
once indicated that the communicator’s character has a
significant effect on persuasiveness of the message.
However, in Lafferty and Goldsmith’s (1999) recent
study of corporations’ and endorsers’ credibility, the
two authors indicated that under conditions of high
involvement, the product’s attributes are more impor-
tant to the purchase decision than those of the endorser.

Apparently, from the above discussion the character-
istics of either the endorser or the attributes of the
product have an important effect on the customer’s
information searching. Based on studies by Clarke and
Belk (1979) and Capella and Greco’s (1987) information
sources used by elderly vacationers, it may be inferred
that a GPT is a high involvement product, and tourists
are likely to spend more time engaging in an external
search for information. Besides, Wang et al. (2000) also
argued that the role played by the GPT leader is an
important part of the tour.

According to the above reasoning, if we incorporate
the tour leader as an endorser, then, from the
perspective of a tourist who is seeking information, the
GPT leader’s advertising effectiveness should be differ-
ent from the company president, CEO, celebrity, expert,
and typical consumer.

Thirdly, consider attribution theory. People tend to
make internal attributions for positive outcomes but
external attributions for negative outcomes (Folkes,
1988, Bitner, Booms, & Mohr, 1994). In view of that,
some researchers have indicated that if an advertising
endorser apparently stands to advance his/her own
economic interests on the basis of the endorsement,
what he/she advocates is less effective (Folkes, 1988;
Mowen & Brown, 1980; Rubin et al., 1982; Tripp et al.,
1994). As a rule, in GPTs, the group size will directly
influence the personal income of the tour leader through
the amount of tips, commissions which from the
shopping and optional tours, etc. (Wang et al., 2000).
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Accordingly, in observing the tour leader as endorser,
the tourist may possibly attribute the tour leader’s
advocacy of his own tour to a monetary incentive rather
than to a sincere belief in the GPT, thereby making the
advertising less effective.

In summary, the preceding rationale indicates that the
tour leader plays an important role in the GPT
(Quiroga, 1990; Schmidt, 1979), as part of the tour
(Wang et al., 2000). Moreover, Mowen and Brown
(1980) also noted that if a strong unit relationship exists
between the endorser and the product, advertising
effectiveness will be at a maximum. Thus, incorporating
the tour leader as an endorser for the GPT in the
brochure can enhance advertising effectiveness and
stimulate consumers’ purchase intentions. However,
from the attribution theory perspective, such endorse-
ments are less effective (Mowen & Brown, 1980; Rubin
et al. 1982; Tripp et al., 1994).

Though the GPT and endorsement related research
has considered different cultural milieus, prior empirical
evidence concerning how tourists react to the tour leader
as an endorser in the GPT brochure is scant, leaving
unresolved and conflicting issues in an important
research arena. Additionally, the tour leader as an
endorser is quite different from traditional types of
endorser, such as president, CEO, celebrity, expert, and
typical consumer. Does the tour leader as endorser have
any different effect on tourist attitudes and purchase
intentions compared with other endorsers? Is the tour
leader an effective endorser for a GPT brochure?

The present study will discuss these questions,
proposes specific hypotheses, and uses an experiment
to assess the impact of the tour leader and the brochure
on tourist purchase intentions and attitudes toward the
brand and the ad itself. Finally, implications for
managers and scholars are discussed and suggestions
are offered for the direction of future study and practice.

3. Research concepts and hypotheses

Uzzell (1984) recognized that holiday brochures
include two mediums for the communication of myth:
(1) the photographic image; and (2) the printed word.
Liu (1986) further emphasized that people process
pictures differently from words and that pictures are
represented in memory by differing forms of cognitive
structure. Pictures are more memorable than words
(Leong, Ang, & Tham, 1996), since pictures can evoke
mental images (Childers & Houston, 1984; Unnava &
Burnkrant, 1991). This distinction has been reviewed
and examined in previous advertising effectiveness
research (Leong et al. (1996); Laskey, Seaton, &
Nicholls, 1994).

The aforementioned discussions imply that a GPT
brochure containing an endorsement by the tour leader

should have a positive effect on customer attitudes and
purchase intentions. Thus, it is hypothesized:

Hi.: Subjects will have a more positive attitude-
towards-the-ad for a GPT brochure that features
the tour leader’s photo than towards a brochure
with no such stimulus.

H;,: Subjects will have a more positive attitude-
towards-the-brand for a GPT brochure that
features the tour leader’s photo than towards a
brochure with no such stimulus.

Hi.: Subjects will have greater purchase intentions for
a GPT brochure that features the tour leader’s
photo than for a brochure with no such stimulus.

Leong et al. (1996) once concluded that better recall
was obtained with ads containing pictures and words
than with words-only ads. Abernethy and Butler (1993)
also indicated that service firms with standard employee
training programs could incorporate training informa-
tion in their advertising. This information could then be
incorporated into the firm’s advertising as tangible
evidence of service quality. Duke and Persia (1993) also
noted that travelers expect the tour to be the best
method of seeing as much as possible in a congenial
atmosphere, with comfort, scenery, and experienced
tour guides.

Accordingly, if a GPT brochure not only features the
tour leader’s photo but also contains his/her brief
personal resume (background, tour leading experien-
ce...etc.), it will be more influential than a brochure
with only the tour leader’s photo, hence:

H,,: Subjects will have a more positive attitude-
towards-the-ad for a GPT brochure that features
the tour leader’s photo and brief personal resume
than towards a brochure with no such stimulus.

H,,: Subjects will have a more positive attitude-
towards-the-brand for a GPT brochure that
features the tour leader’s photo and brief personal
resume than towards a brochure with no such
stimulus.

H,.: Subjects will have greater purchase intentions for
a GPT brochure that features the tour leader’s
photo and brief personal resume than for a
brochure with no such stimulus.

The impact of repetition on recall is well documented
(Singh, Rothschild, & Churchill, 1988). Many studies in
verbal learning have demonstrated a positive relation-
ship between exposure frequency and message memory
(Crowder, 1976). Repetition enhances recall by strength-
ening memory traces; it increases redundancy and
provides more opportunities for processing the message
(Pechmann & Stewart, 1988). A study by Hawkins and
Hoch (1992), also indicated that simple repetition of a
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message can be an effective means of changing
consumers’ beliefs about products.

Accordingly, it is reasonable to assume that more
advertising exposure and repetition will increase the
influence of the brochure on potential customers.
Therefore, it is posited that:

Hs.: Subjects will have a more positive attitude-
towards-the-ad for a GPT brochure that features
the tour leader’s photo and repeats once than
towards a brochure with no such stimulus.

Hj,: Subjects will have a more positive attitude-
towards-the-brand for a GPT brochure that
features the tour leader’s photo and repeats once
than towards a brochure with no such stimulus.

Hs.: Subjects will have greater purchase intentions for
a GPT brochure that features the tour leader’s
photo and repeats once than for a brochure with
no such stimulus.

The advertising effectiveness of a CEO as endorser
has been examined (Freiden, 1984). According to
cognitive response theory, an expert source such as a
CEO will be persuasive because consumers limit their
negative thoughts when exposed to such a source
(Stephens & Faranda, 1993). Moreover, based on the
rationale of the tourists’ expectations (Middleton, 1995)
and informational searching (Hass et al., 1981; Ohanian,
1990), this current research postulates that the advertis-
ing effectiveness of a tour leader will be different from
that of a CEO.

In practice, a number of CEOs in travel agencies also
play the role of tour leader. Therefore, the possible
advertising effectiveness of CEO as an endorser in a
travel brochure is quite complex, confounded, and still
unclear. However, in Rubin et al.’s (1982) study they
concluded that using the company president (versus
professional spokesperson) as an endorser could help
improve subjects’ ratings of a commercial. It seems
advisable for companies to consider using their own
CEO as an endorser rather than an anonymous spokes-
person.

According to the above reasoning, it is plausible to
assume that a CEO as an endorser in a travel brochure
will involve two diverse roles (CEO and expert) which is
different from the tour leader (expert) as an endorser.
Accordingly:

Hy.: Subjects will have a more positive attitude-
towards-the-ad, attitude-towards-the-brand, and
greater purchase intentions for a GPT brochure
that features a CEO’s photo than to a brochure
with a tour leader’s photo.

Hy4,: Subjects will have a more positive attitude-
towards-the-ad, attitude-towards-the-brand, and
greater purchase intentions for a GPT brochure

that features a CEO’s photo and brief personal
resume than to a brochure with a tour leader’s
photo and brief personal resume.

Hy4.: Subjects will have a more positive attitude-
towards-the-ad, attitude-towards-the-brand, and
greater purchase intentions for a GPT brochure
that features a CEO’s photo and repeats once
than to a brochure with a tour leader’s photo and
repeats once.

4. Research design

The experimental design is employed and as the
previous studies indicated this approach to assessing
advertising effectiveness are needed (Woodside, 1990;
Laskey et al., 1994). The entire research design includes
the following three stages.

4.1. First stage-selecting the tour leader

Prior research indicated that physically attractive
models or communicators might produce higher ad
ratings than unattractive models (Baker & Churchill,
1977; Joseph, 1982). Taking this factor into considera-
tion so as to avoid likely biases, a rigorous procedure for
selecting the tour leader’s photo was conducted.
According to their physical attractiveness, nine tour
leaders’ photos (Fig. 1) were initially ranked by 100
randomly selected non-business undergraduate students.
The ranking scale was 1-9 points and mean scores were
computed for each of the 9 photos. The photo with the
fifth highest mean was finally selected as the stimulus for
the brochure design. Besides, in order to test interjudge
reliability, Kendall coefficient of concordance (W) was
computed. The result seems sound; the W of 0.462,
p<0.001.

4.2. Second stage-subjects and procedures

This stage was divided into two parts. In the first,
student subjects were selected for the experiment.
Students are considered appropriate for experimental

Sald
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Fig. 1. The selection of tour leader.



K.-C. Wang et al. | Tourism Management 23 (2002) 489-498 493

research because of their homogeneity (Mowen &
Brown, 1980). In Singh, Lessig, Kim, Gupta, and
Hocutt’s (2000) study of the advertising effectiveness
of pictures, it was shown that with respect to effective-
ness, students and community volunteers are the same.
A study by Laskey et al. (1994) also noted that students
evince significant interest in the travel experience, their
use is appropriate for experimental control and external
validity. Therefore, with the assistances of the College of
Business Faculties, five departments participated in
this current experiment. The Department of Tourism
Management was deliberately excluded so as to avoid
the possibility of judgments by experts (Freiden, 1984).
Within each department a total of 18 classes were
randomly assigned to one of nine groups (two classes
per group). Furthermore, in order to reduce demand
characteristics (Zikmund, 1994) and rationalize the
subjects (Till & Shimp, 1998), during the experiments,
the researchers informed the subjects that a major
wholesale travel agency was interested in their opinions
about an advertising campaign for a new itinerary. The
second part of the second stage involved the develop-
ment of stimulus materials and the creation of a
brochure.

Initially, the researchers collected five different whole-
sale travel agencies’ ““American West Coast 9-day tour”
brochures. This destination was chosen because the
United States is among the top five destination countries
for Taiwanese outbound travelers (Tourism Bureau,
2000). After extensive discussion, one travel agency’s
brochure was selected as the model brochure. Subse-
quently, the researchers contacted this travel agency and
requested the authorization to redesign and duplicate its
American West Coast 9-day tour brochure.

Finally, a fictitious brand name was developed for the
purpose of avoiding potential confounding effects from
preexisting brand attitudes (Woodside, 1990; Till &
Shimp, 1998; Stafford, 1998), and a professional graphic
designer was also asked to help redesign the company’s
logo and layout of the brochure. Nine different color
print brochures were created; in total, 1080 copies. The
copies were virtually the same, the only differences being
the photo (tour leader’s/CEO’s/no), a brief personal
resume (yes/no), and repetition (yes/no). The entire
experimental groups are presented in Table 1. (Copies of
the experimental brochures are available from the first
author.)

4.3. Third stage-dependent variables and covariates

This stage was designed in five parts. In the first part,
to assess attitude toward the brand, the student subjects
were asked to rate on three 7-point bipolar adjective
scales. The scales were anchored with “good/bad”,
“favorable/unfavorable, and ‘‘satisfactory/unsatisfac-

Table 1
The experimental groups
Group Dimension
Endorser’s Personal Repetition
photo resume
Control group No No No
Experimental group 1  Tour leader  No Once
Experimental group 2 Tour leader  Yes Once
Experimental group 3 Tour leader  No Twice
Experimental group 4  Tour leader  Yes Twice
Experimental group 5 CEO No Once
Experimental group 6 CEO Yes Once
Experimental group 7 CEO No Twice
Experimental group 8 CEO Yes Twice

tory” (Bruner & Hensel, 1992; Lafferty & Goldsmith,
1999).

In the second part, three items were ranked on
a 7-point bipolar scale anchored by ‘“good/bad”,
“favorable/unfavorable”, and “pleasant/unpleasant” to
measure attitude toward the ad (MacKenzie & Lutz,
1989; Lafferty & Goldsmith, 1999). In the third part,
purchase intentions were measured by a three-item 7-
point bipolar scale anchored by ‘“very likely/very
unlikely”, ‘“‘probable/improbable”, and ‘‘possible/im-
possible” (Yi, 1990; Lafferty & Goldsmith, 1999).

In the fourth part, a previous study had indicated that
social desirability and acquiescence biases can occur
when subjects respond to a questionnaire, threatening
the reliability and validity of the other measures
(Bagozzi, 1994). Therefore, five items from the Mar-
lowe—Crowne social desirability scale (Crowne &
Marlowe, 1964; Paulhus, 1984), five items from the
self-deception scale (Paulhus, 1984), and five items from
the YN-2 scale (Goldsmith, 1987; Wells, 1961) were
included in the questionnaire to assess the likely social
desirability and yea-saying biases (Lafferty & Gold-
smith, 1999).

The final part consisted of seven questions included to
capture the subjects’ demographic profiles, an open-
ended question to assess hypothesis guessing was also
asked, and the subjects’ overseas traveling experiences
and the modes of travel used were asked. The purpose of
these last two questions was to determine if the
dependent and independent variables would be moder-
ated by the subjects’ traveling experiences and modes
(Dholakia & Sternthal, 1977). Lastly, the subjects
were asked if they had seen the brochure and endorser
before. This question was asked in order to minimize
preexisting knowledge and any affect due to prior
exposure and familiarity (Till & Shimp, 1998). If they
did, it could bias their responses and invalidate the
results. Therefore, those subjects were not considered
and analyzed further.
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5. Results
5.1. Reliability and validity test

Before the large-scale experiment took place, this
study used a small-scale pre-test (40 samples) in order to
uncover any potential problems. Based on the respon-
dents’ results and comments, some revisions were made
to improve the clarity of the questionnaire items. The
reliability of the measurement scale was tested and
Cronbach o was employed. Attitude toward the ad,
attitude toward the brand and purchase intentions were
tested. The results seemed sound, all the Cronbach a
were at least above 0.75. With respect to the test of
social desirability, self-deception, and YN-2, the results
indicated that none of the potential biases existed; thus,
these items were not considered further.

5.2. Subjects and characteristics

Among the nine groups 1004 questionnaires were
collected. In total, 844 questionnaires were useable. Of
the 844 subjects, 107 were in the control group, 84 were
in experimental group 1, 86 were in experimental group
2, 93 were in experimental group 3, 92 were in
experimental group 4, 92 were in experimental group
5, 93 were in experimental group 6, 109 were in
experimental group 7, and 88 were in experimental
group 8.

The characteristics of the 844 participants were as
follows: 55.1% were female and 44.9% were male.
About 28.2% were 20 years old and 20.0% were 19
years of age; 47% subjects were from the Department of
International Trade, 19.2% were from the Department
of Business Administration. Nearly 45% of subjects had
at least one experience of overseas travel. For their first
trip, most of them were by GPT (63.9), 36.1% were by
foreign independent tour (FIT).

5.3. Attitudes and purchase intentions
Multivariate analysis of variance (MANOVA) was

run to test whether there were significant differences in
response to various GPT brochure designs. Attitude

Table 2

The advertising effectiveness between control and experimental groups?®

toward the ad, attitude toward the brand, and purchase
intentions represented the dependent variables, and the
different groups as independent variables. As shown in
Table 2, no significance was found in either attitude
toward the ad or attitude toward the brand. However, a
statistical difference was found in the purchase inten-
tions variable (F = 9.886, p<0.01), and the mean score
also indicated that experimental groups 2 (3.81), 3
(4.00), and 4 (4.00) were significantly higher than the
control group (3.05).

In brief, as the preceding results and Table 2 show, the
advertising effectiveness that was increased by featuring
the tour leader’s photo in the travel brochure was
limited. Therefore, hypotheses H;,, H;,, and H;. were
not supported. However, featuring the tour leader’s
photo with his personal resume in the travel brochure
increased consumer’s purchase intentions. But this
effectiveness was not found in attitude toward the ad
or attitude toward the brand. Hence, hypotheses H,,
and H,, were not supported, but hypothesis H,. was
supported. Finally, in a similar vein, group 3 results
indicated that subjects had greater purchase intentions
from a GPT brochure with the tour leader’s photo
featured in it and repeated once than the control group.
Hence hypotheses Hs, and Hs, were not supported, but
hypothesis H;. was supported.

One interesting result was found in group 4 where
the experimental brochure featured the tour leader’s
photo twice with his brief personal resume (the
largest stimuli design). According to the mean score of
Table 2, for purchase intentions group 4 had the same
mean as group 3 and among the five groups, group 4
had the lowest mean in attitude toward the ad and
attitude toward the brand, though not significantly
different.

An independent-samples ¢ test was used for examining
the advertising effectiveness between the tour leader and
a CEO as endorser in eight experimental groups. As
reported in Table 3, the two specific endorsers employed
in this research elicited very similar responses even
though they represented distinctly different executions.
The ¢ test results indicated that only two pairs of the
experimental groups were found to differ significantly.
Groups 1 and 5 differed in purchase intentions p <0.01,

Advertising effective Control group Group 1 Group 2 Group 3 Group 4 F Wilks’ Lambda
Attitude toward the ad 4.47 4.56 4.43 4.39 0.469 0.865*
Attitude toward the brand 4.44 4.40 4.65 4.29 1.994

Purchase intentions 3.05* 3.46 4.00° 4.00° 9.886*

#Means with similar superscripts are not significantly different based on Scheffe tests p significant at 0.01 level. If no superscripts appear, none of

the means was significantly different.
*Represents statistically significant at 0.01 level.
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Table 3
Advertising effectiveness among the experimental groups

The mean of advertising effectiveness

Tour leader CEO t
Photo Group 1 Group 5
ATTA? 4.56 (0.93) 4.55 (1.00) 0.112
ATTB 4.40 (0.98) 4.49 (0.90) —0.598
PI 3.46 (1.34) 3.99 (1.36) —2.598%*
Photo and brief personal resume Group 2 Group 6
ATTA 4.49 (0.81) 4.58 (1.15) —0.589
ATTB 4.31 (0.89) 4.45 (0.96) —0.992
PI 3.81 (1.18) 3.84 (1.42) —0.146
Photo repeat once Group 3 Group 7
ATTA 4.43 (0.84) 4.40 (0.80) 0.197
ATTB 4.65 (0.98) 4.36 (0.87) 2.153*
PI 4.00 (1.31) 3.75 (1.31) 1.360
Photo repeat once and brief personal resume Group 4 Group 8
ATTA 4.39 (0.76) 4.40 (0.84) —0.023
ATTB 4.29 (0.81) 4.38 (0.81) —0.798
PI 4.00 (1.19) 3.77 (1.13) 1.335

“ATTA (attitude toward the ad); ATTB (attitude toward the brand); PI (purchase intentions). Numbers in parentheses are standard deviations.
*Represents ¢ significant at 0.05 level; ** represents ¢ significant at 0.01 level.

revealing that featuring the photo of CEO as an
endorser in a GPT brochure can induce higher purchase
intentions than the tour leader.

The other significantly different pairing was that of
groups 3 and 7 in attitude toward the brand p<0.05, in
contrast to the expected direction, tour leader as
endorser with photo and repeated once had a more
positive effect on attitude toward the brand. These
above findings lent partial support for Hy,, but not for
H4b and H4c~

6. Conclusion and discussion

The propensity of travelers to choose a GPT is
somehow dependent on travel risks or financial con-
siderations (Sheldon & Mak, 1987; Roehl & Fesenmaier,
1992; Tsaur, Tzeng, & Wang, 1997). The general
marketing service literature has also indicated that more
search for decision-making information occurs when
risk rises (Murray, 1991), and the provision of informa-
tion leads to attitudinal and behavioral change (Uzzell,
1984). The results of this present study revealed that
featuring the photo and personal resume of the tour
leader in the GPT brochure had a more positive effect
than traditional brochure design with these features
omitted. This finding may imply that the experimental
brochure designs provide important travel related
information and that information causes the subjects

to change their attitude and behavior toward the GPT
brochure.

This result may also reflect that a GPT is essentially
an intangible product and the tour leader is a crucial
variable of it (Quiroga, 1990; Schmidt, 1979). Customers
cannot “inspect” the product until the day the GPT
commences. Therefore, an innovative GPT brochure
design with more information about the tour leader may
reduce the customers’ risk perception and this risk
reduction finally leads to changes in attitude and
behavior toward the advertising. However, how much
information is needed seems to remain unclear as rev-
ealed in Table 2. When more information was provided
(group 4) no differences were found. This phenomenon
may suggest an avenue for continued research.

CEO as an endorser would have more advertising
effectiveness than the tour leader was the hypothesis of
the present research; the results were to some extent
unexpected. As presented in Table 3, using the CEO as
the endorser elicited higher purchase intentions than
using the tour leader. This is possibly because the CEO
was perceived by the subjects to be both an expert and
trustworthy. The effect of such credibility has been
pointed out in prior studies of the CEO or company
president as the endorser (Stephens & Faranda, 1993;
Rubin et al.,, 1982). Such credibility could generate
the most opinion change (McGinnies & Ward, 1980;
Friedman & Friedman, 1979).

More specifically, from Heung and Chu’s (2000) study
travel agency reputation was rated by Hong Kong
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consumers first among 29 travel agency selection
attributes. It is reasonable to infer that from the
customers’ perspective, the CEO might be viewed as
the travel agency; his role and characteristics represent
the guarantee of service quality. Therefore, using the
CEO as an endorser elicited higher purchase intentions
than tour leader. However, more research is necessary
before drawing any firm conclusions about this in-
ference. Future research may take both the CEO and
tour leader’s perceived attractiveness, trustworthiness,
and expertise into consideration (Ohanian, 1990), to
further examine advertising effectiveness.

Results of this study have several practical implica-
tions. In many Asian countries and areas such as
Taiwan, Japan, China, Korea, and Hong Kong, where
competition for the outbound travel market is fierce
(Wang et al., 2000; Heung & Chu, 2000). Tours often
operate on low margins and one of the largest areas of
expenditure is the brochure, many hundreds and
thousands of which are printed and distributed. Very
few tour operators appear to devote the enough
attention to the brochures’ design (Hodgson, 1991).
In light of the GPT brochure design result, including
the tour leader as endorser on GPT brochure not
only has a more positive advertising effect but also is
a way for tour operators’ to convey the messages that:
(1) the company is trying to provide more information,
and (2) the company has confidence in its employees.
Kendall and Booms (1989) once noted that many
statements from the focus groups suggested that
respondents feel if you have seen one travel agency,
you have seen them all. Furthermore, Abernethy and
Butler (1993) also noted that firms using advertising
to convince potential consumers that a firm’s perso-
nnel are superior may also reap a competitive advan-
tage since contact people are a key component of
service quality. In short, an innovative GPT brochure
design with inclusion of the tour leader is definitely
not a strategy. But it could play an important part
and undoubtedly differentiate the brochure from that
of the competitors’ as potential tourists plan their
GPTs.

Although using the tour leader as endorser has a
positive effect on advertising and also entails numerous
important practical implications, the tour company may
still confront difficulties when this creative idea is
actually carried out.

Typically, there is an interval of time between the day
the brochure is published and the commencement of a
GPT. Thus, if the endorser for the brochure turns out
not to be the actual tour leader, a dispute between the
consumer and the tour operator could possibly occur.
Because the tour operator cannot change the endorser
after the brochure is finally published, it seems that
“tour leader as endorser” approach lacks an important
dimension of flexibility, and such inflexibility might

make this idea nothing but a fantasy. The inflexibility
problem may be difficult, but it is possible to find a way
to solve it.

Several options may diminish the extent of the
problem. First, use company employees as tour leaders
instead of free lancers. Usually, free lancers will lead
GPTs for several different tour operators, they are more
changeable and unmanageable. In Taiwan, many travel
agencies frequently use free lancers, approximately
40-55%, to lead their overseas GPTs. Though, the
above idea would definitely add some extra costs to tour
operation. But, the authors believe it is a trade-off
between quality and costs of a GPT. Marketing
managers may conduct a pilot-study on certain routes
of GPTs, to further examine the genuine cost and
effectiveness of this idea.

Second, each GPT brochure could insert two tour
leaders as endorsers. They could lead the same itinerary
with different GPT commencement days and under
certain circumstances (critical illness, death...etc.), the
tour operator could retain the right to interchange these
two tour leaders. Third, as many companies and
educational institutions are now using the Web as a
means to distribute information on products and
services to potential customers and clients (Arlitt,
1996), the GPT brochure for Internet marketing would
be more flexible and economical.

Some ideas for future study are suggested by the
limitations of the current research. First, students were
used as subjects for this study, although several studies
have stated that students are appropriate for experi-
mental research and they are just the same as commu-
nity volunteers (Mowen & Brown, 1980; Singh et al.,
2000). However, the subjects that were used of previous
experimental research were mainly university students in
the western world. Is it possible that the fundamental
attributes of the students that we used in this present
study are different from western students, as a result of
cultural differences, educational system (e.g., entrance
examinations), and compulsory military service?
Whether these factors actually influence students’
perceptions with regard to travel and travel advertising
so as to make them distinct from the general population
remains unknown. Future research could take this view
into consideration.

Second, customers typically collect a number of
different tour operators’ GPT brochures for comparator
and selection. Besides, Biehal and Chakravarti (1982)
once indicated that a reader interested in buying the
product in the near future may pay more attention to
advertising and process the advertisement at a deeper,
more semantic level by comparing and contrasting the
features of competing brands. Therefore, future study
could take these two factors into consideration: the
timing of the interest of buyer and the behavior of
comparing the different GPT brochures.
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In conclusion, this study has provided useful market-
ing information for those interested in the GPT. As
Wang and Sheldon (1995) has pointed out, China
represents the largest population in the world and is
currently experiencing stunning growth in outbound
travel as travelers are now discovering the rest of the
world. Taiwan and China are similar in race, culture,
and language; and it is reasonable to believe that China
will become the largest outbound GPT export country
in the world (Wang et al., 2000). Certainly, it is
worthwhile for destination countries to pay closer
attention to this situation and the findings and ideas
of this rigorous study could be generalized to this travel
market. Finally, an understanding of the relationship
between the GPT brochure and a tour leader as endorser
helps to advance the distinct body of theory and
operational knowledge that is accumulating about the
travel business. However, empirical study is still needed
to increase our knowledge for GPT so as to extend the
epistemology of outbound travel.
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