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ABSTRACT 

This study presents the two important concepts, tourism ethnocentrism (TE) and tourism 

disidentification (TDI), which relate to the predispositions of tourists/residents towards the 

attitudinal and behavioral tendencies in supporting domestic tourism. Despite the prevalence of 

ethnocentric motive in the consumer marketing and political ideology under the influence of 

globalization in the recent decades, limited studies have explored the notion of ethnocentrism in 

tourism realm. Inspired by the findings and research gaps in the literature on Tourism 

ethnocentrism (TE) (Kock, Josiassen, Assaf, Karpen, & Farrelly, 2019) and consumer 

disidentification (CDI) (Josiassen, 2011), this study provides an initial test on the TDI construct 

represents residents/tourists who disidentified themselves from the average residents/tourists 

resulting in an active avoidance and/or rejection behavior of supporting domestic tourism 

development. Based on the findings on the extant CDI research, this study further puts forward the 

antecedents of TDI model, ethnic identification and acculturation, applying to all residents, not 

only limited to immigrants or ethnic minorities. TDI exerts an independent effect on the 

tourists/residents’ predisposition from a negative domestic bias, as well as complements the existing 

research on TE representing a positive domestic bias, which ultimately contributes to developing 

an integrative framework of domestic bias in tourism domain.  

The TE and TDI model is tested using survey data from 156 residents who are currently living in 

Hong Kong for more than three years. The results support that the TE and TDI model are important 

means to investigate tourists/residents’ behaviour in supporting domestic tourism in a subnational 

level with complex ethnic identity backgrounds. The results further reveal that TE and TDI have 

significant but contrasting effects on tourist domain outcomes e.g. “willingness to recommend”, 

“willingness to visit” and “identity signaling”; and resident domain outcomes e.g. “residents’ support 

for tourism development” and “resident hospitality”. However, no significant results are found on 

both TE and TDI toward the outcome of “residents’ support for cultural heritage conservation”, 

which needs further investigation in future research. Last but not least, this empirical research has 

made significant theoretical contributions to fill the identified research gaps and practical 

marketing implications to the domain of tourism, which shed light on the development of domestic 

tourism policies and strategies by understanding the levels of TE and TDI of local inhabitants as the 

role of tourists and residents. 
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1 INTRODUCTION 

1.1 THEORETICAL BACKGROUND 

Under the influence of globalization, the tourism industry is becoming increasingly 

important within the global economy in recent decades. Tourism has benefited from 

various dimensions of global changes under rapid technological improvement and policy 

liberalization by reducing the barriers between national borders, such as the free movement 

of capital and workforce (Čerović, Vukadinović, & Knežević, 2015). It has resulted in the 

increasing number of travels with more destination choices and affordable price range. 

Since people are being increasingly exposed to a wide variety of cultures in an 

interconnected world, the impacts of globalization on cultures has generated numerous 

studies and discussion around the world. In relation to the concept of ethnocentrism, a 

study found that at the individual level, social globalization significantly reduces the 

tendency toward ethnocentrism as people are exposed to higher levels of cultural and 

information influences (Machida, 2012).  

However, when people become more concerned about the survival of their local culture 

from their ingroup and try to exclude the influences of cultures from the outgroup 

(Huntington, 1993, 1996), the ethnocentric trend will start to grow which is witnessed at the 

national level. For instance, Americans’ predisposition towards ethnocentrism of dividing 

the social world into us and them, friend and foe which rendered them the support for the 

war on terrorism after the terrorist attack on 9/11 in 2001 (Kam & Kinder, 2007). In recent 

years, ethnocentric trend is evidenced again by the social and political developments such 

as Britain’s exit from the European Union (“Brexit”) to prioritize the national interests 

before the European interests. Also, the ethnocentrism strategy adopted by Trump in the 

American election with the credos “America First” and “Make America Great Again” 

psychologically divided the voters into “ingroups” and “outgroups” based on different 
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categories such as nationality, race-ethnicity, or religion, or any other salient social 

category  (Patterson, 2016; Tumulty, 2017).  

In fact, the ethnocentric motives of expressing favoritism towards one’s own groups over 

the other groups has been manifested in the consumer market for decades. The 

phenomenon of ethnocentrism in consumer market has existed in earlier decades before 

the academic study on this concept. For instance, massive influx of foreign products in the 

local market under the influence of globalization led Australian domestic manufacturers of 

FMCGs  to establish a strategy based on call for collective patriotism where they launched 

a campaign “join the fight to buy back our country” aiming to change consumers’ purchase 

behaviour in supporting domestic products (Zarkada‐Fraser & Fraser, 2002). After that, 

consumer ethnocentrism, a prevalent and important motive, has received numerous studies 

in consumer marketing research field studying consumers’ positive bias on domestic 

products than foreign products (Josiassen, Assaf, & Karpen, 2011; Shankarmahesh, 2006; 

Verlegh, 2007). 

In addition, the social significance of domestic tourism and the links between nationalism 

and localized identity have been extensively researched. Cultural heritage tourism, in 

particular, is often seen as a key aspect in the formation and maintenance of a national 

identity (Bandyopadhyay, Morais, & Chick, 2008; Evrard & Leepreecha, 2009; Morais et al., 

2010; Pretes, 2003). In the early 1900s, the national railway corporate launched “See America 

First” campaign as a marketing strategy urging middle class tourists to refrain from visiting 

Europe and to boost Americans economy (Shaffer, 2001). It made use of tourism’s influence 

on nationalism and promoted national tourism as a ritual of American citizenship that 

rekindled their sense of patriotism (Dawson, 2011). Despite the manifestations of 

ethnocentrism in tourism from the early 1900s and the prevalence of ethnocentric motive 

in the consumer marketing and political ideology in the recent decades as discussed above, 

the empirical investigation of ethnocentrism in tourism was initially introduced by in 2018 

(Kock et al., 2019) to contribute to the paucity of research on this phenomenon. 
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The effect of ethnic identity is often regarded as a significant predictor of consumer 

attitudes and behaviors in the extensive research of consumer ethnocentrism (Durvasula, 

Andrews, & Netemeyer, 1997; Good & Huddleston, 1995; Laroche, Kim, & Clarke, 1997; Vida, 

Dmitrović, & Obadia, 2008). However, the factor of ethnic identity is ignored in the extant 

research of ethnocentrism in tourism realm that citizens of a country are regarded as a 

culturally or ethnically uniform group.  

Due to the trend of international migration in a globalized world, the ethnic composition 

in a nation is increasingly dynamic. As individuals’ ethnic identity may not be the same as 

their national identity, for instance,  individuals may have different levels of identification 

of their national identity and race-ethnicity which might affect the acculturation levels and 

hence the ethnocentric levels towards the host nation. Even though individuals of same 

race-ethnicity in the same country can possibly have different ethnic identity. In some 

cases, individuals might even disidentify with their national identity due to identity clashes 

based on certain differences such as political views, religions, values and attitudes 

(Josiassen, 2011). As a result, a subgroup identity, which holds negative predisposition and 

actively reject the dominant group is formed. In fact, the existence of such group members 

who wish to distance from a dominant group identity will affect their behaviour engaging 

in supporting the group that they belong to. In order to investigate individuals’ behaviour 

in supporting the domestic tourism under the influence of ingroup predispositions, not only 

“positive ingroup bias”, but also “negative ingroup bias” need to be taken into consideration. 

However, from the extant literature exploring the concept of tourism ethnocentrism, the 

levels of one’s identification towards an ethnic identity group and the level one’s 

disidentification have not yet been investigated, which can be an important determinant of 

tourists’ and residents’ behaviour in supporting the domestic tourism. 
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1.2  “A PART OR APART” - CONTEXT OF HONG KONG 

Hong Kong, a subnational region, with complex ethnic identity is believed to be an 

ideal setting for this study. As a result of historical colonial background and the “one 

country, two systems” policy engendered a distinctive Hongkong identity, known as 

“Hongkonger”, which connotes the differences in a multitude of aspects such as culture, 

politics and legislation, to some extent opposed to the Chinese identity. Thus, the Hong 

Kong identity goes beyond the local identity within the national identity, such as 

Shanghainese in China or New Yorker in the United States (Mathews, Ma, & Lui, 2008).  

Hong Kong is both a part of China and apart from China in certain aspects. Hong Kong, 

being a part of China geographically after the handover,  the Hongkong identity is apart 

from the national Chinese identity. Most people in Hong Kong do not combine the national 

identity in their mentality of the state, but even in rejection of that identity (Mathews et al., 

2008). Hence, even with the same race-ethnicity in the same city, the degree of identifying 

or disidentifying oneself as Hongkonger, Chinese or other ethnic identities is different for 

each individual, which also varies from time to time and in different contexts. It is common 

for Hong Kong residents to oscillate between moments of identification and 

disidentification with a specific ethnic identity, specifically Hongkonger or Chinese. Also, 

the levels of ethnic identification of being a Hongkonger or Chinese has long been an 

indication to show the political loyalty of an individual in the post-colonial society.  

With the objective to investigate residents’ domestic bias in predicting their behavioral 

intentions of supporting the domestic tourism in the setting of Hong Kong, the levels of 

ethnic identification and the corresponding levels of acculturation towards the Hongkong 

identity is measured. As the psychological affiliation feeling of an individual with an ethnic 

group varies over time in different contexts, which in turn, affects the group strength 

(Lindridge, 2010; Pires & Stanton, 2000). With the background of the existing 

disidentification with Chinese identity or Hong Kong identity due to the differences in 

political, cultural and social views (Khong, 2016), the levels of identification and 
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disidentification with the Hong Kong identity of native people or immigrants in the context 

of domestic tourism is worth investigating in the influence of individuals’ domestic 

predispositions and behavioral intentions in supporting the domestic tourism. 

1.3 RESEARCH OBJECTIVES  

The main objective of this empirical study is to investigate tourists’ and residents’ 

domestic bias in predicting their behavioral intentions of supporting the domestic tourism. 

In particular, this study sets out to further validate the TE construct as well as provide an 

initial test of the TDI constructs in a subnational level with complex ethnic identities 

context. In contrast with TE constructs, the study sets out to test whether TDI constructs 

can predict tourists’ and residents’ negative predispositions and behavioral intentions 

toward domestic tourism. In addition, this study aims to explore possible antecedents to 

TDI which provides an integrative framework and complement the existing research on TE. 

Lastly, this study investigates the influence of TDI and TE on tourism-related outcomes and 

resident-related outcomes which can contribute to future predictions on tourists’ and 

residents’ predisposition and behavioral intentions toward domestic tourism. 

1.4 RESEARCH QUESTION 

Based on the research objectives identified from the above, this study sets to investigate 

the following research question: 

 

“How do TE and TDI affect tourists and residents behaviour on domestic 
tourism?” 

 

To answer the research question, the sub-questions presented below are explored: 

• What are the possible antecedents of TDI and how do they affect the extent of 

TDI? 

•  Is there any relationship between TDI and TE?  

•  To what extent can TE and TDI respectively predict tourists’ and residents’ 

attitudinal and behavioral intentions on domestic tourism? 
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1.5 SIGNIFICANCE OF THE STUDY 

To achieve the above objectives in exploring the research question, the current study 

aims to contribute to the theoretical and empirical literature, practical managerial 

implications as well as significant research directions for future researchers.  

Theoretically, this study pioneers the application of the concept of disidentification to the 

tourism domain and provides initial investigation of the construct of TDI in the study of 

local residents’/tourists’ attitudes and behaviors in the domestic tourism domain. TDI 

exerts an independent effect on the tourists/residents’ predisposition from a negative 

domestic bias, as well as complements the existing research on TE, which contributes to 

developing an integrative framework of domestic bias in tourism domain. Furthermore, the 

study explores the antecedents of TDI, namely ethnic identification and acculturation in a 

complex ethnic identity context. It further broadens the application of ethnic identification 

that does not limit to ethnic minorities, but also the natives based on ethnic identity 

affiliation. In addition, this study further expands the generalizability of TE model to a 

subnational region with complex ethnic identity context as well as  contributes to a rounded 

development of the TE scale by adding two newly developed constructs to understand and 

predict  an individual’s tourism-related predispositions and behavioral intentions.  

In terms of practical implications, the scales of TE and TDI contribute to a multitude of 

possible insights in tourism marketing strategy. The introduction of TDI scale provides an 

indispensable indicator in the implementation of TE strategy, which further supports TE 

strategy to benefit from the competitive advantages in the domestic market with high levels 

of TE. Also, the levels of TE and TDI become useful segmentation variables which offer 

valuable insights for tourism marketers to develop differentiated marketing strategies and 

to provide different tourism-related services to different target segments. In addition, the 

study also provides implications for local government from taking TE and TDI into account 

in the tourism policies development such as to identify and alleviate the levels of TDI 

through the identified antecedents. All in all, the major implication of making use of TE 
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strategy is not only by retaining ethnocentric individuals to travel domestically but 

attracting more foreign tourists through these ethnocentric individuals’ supportive 

behaviour in promoting domestic tourism such as through identity signaling behaviour and 

engaging ethnocentric residents by participatory place branding approach.    

1.6 STRUCTURE OF THE STUDY  

Figure 1This study is structured as follows: firstly, the theoretical background of the study 

is introduced. It presents an overview of the phenomenon of ethnocentrism in the rise of 

globalization in the contemporary world, and the need to consider the influence of ethnic 

identity and disidentification in the investigation of ethnocentrism phenomenon in tourism 

domain. Then, the research objectives are addressed accordingly, and research questions 

are proposed. Secondly, the literature review covering theoretical reviews and development 

of the two main concepts, tourism ethnocentrism (TE) and tourism disidentification (TDI), 

as well as the concepts of ethnic identity and acculturation, followed by the presentation of 

Hong Kong context with the related conceptual background. Thirdly, hypotheses are 

discussed, and the conceptual framework is proposed. Fourthly, the research methodology 

is discussed, including research strategies and data analysis. Lastly, the results are disclosed. 

Lastly, the main findings are discussed as well as the implications and future research 

directions are addressed (See Figure 1).  
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Figure 1: Structure of the study (own creation) 

1.7 DELIMITATIONS AND CLARIFICATION OF TERMS 

The study of the research question is delimited to investigate the central concepts of 

“tourism ethnocentrism” and “tourism disidentification” on the influence of residents’ and 

tourists’ predispositions and behavioral intentions in supporting domestic tourism in the 

context of Hong Kong and the perspective of Hong Kong residents.  

As the study investigates the influence of the “ingroup bias” of the local residents or tourists 

(i.e. residents who travel domestically), either a “positive ingroup bias” or a “negative 

ingroup bias”, it mainly focuses on the intragroup aspects of ethnocentrism. Thus, the term 

“ingroup” that the local residents/tourists in the context of Hong Kong refers to, is the local 

identity, which is also called Hong Kong identity or Hongkonger. The “ingroup bias” that 

the local residents/tourists hold to, is the current place of residence (i.e. Hong Kong), which 

is also called “domestic bias” or “home country bias” in this study.  
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2 LITERATURE REVIEW  

For a clear understanding of the scope of our study, the body of this chapter will be divided 

into three sections. In the first section, we will review related literature covering the concept 

of ethnocentrism, consumer ethnocentrism and tourism ethnocentrism, the concept of 

disidentification, consumer disidentification, ethnic identity and acculturation. Then the 

identified research gap from the literature review will be addressed. In the second section, the 

conceptual background of tourism disidentification (TDI) and the antecedents of TDI will be 

introduced. And in the last section, the literature regarding Hong Kong context will be briefly 

presented.  

2.1 SECTION ONE: LITERATURE REVIEW 

 The concept of Ethnocentrism 

The concept of Ethnocentrism was originally introduced by (Sumner, 1906), which is 

“a technical term for the view of things in which one’s own group is the center of everything, 

and all others are scaled and rated with reference to it” (Sumner, 1906, p. 13). It is explained 

that a particular community or group of people have their own traditional way of life which 

differentiate the inner and the outer relation. According to the ethnocentrism view, people 

tend to define themselves in their own way that they can differentiate them from the others. 

For instance, people form into groups and each group develops its own pride, boasts itself 

as superior, exalts its own divinities while against the outsiders (Sumner, 1906). In other 

words, Sumner believed that the positive sentiments (i.e. pride, loyalty, and perceived 

superiority) toward the ingroup were directly correlated with negative attitude (i.e. 

contempt, hatred, and hostility) toward outgroups. 

The concept of ethnocentrism later became an interest of among anthropologists studying 

cultural relativism from a social and psychological view (Boas, 1940; Herskovits, 1949, 1972; 

Kroeber, 1948; Mead, 1928; Murdock, 1949). (Boas, 1940) opposed the ethnocentrism and 

racism and criticized the view that certain ethnic groups are better than others. “The 
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tendency to assume the universe as pivoted around one’s particular people and to see one’s 

in-group as always right and all out-groups as wrong wherever they differ” (Kroeber, 1948, 

p. 266). These theorists (Boas, 1940; Kroeber, 1948) condemned the concept of 

ethnocentrism from the theoretical view that there is no evidence to justify that any ethnic 

group is inherently superior to others. However, from a methodological point of view, it is 

argued that ethnic groups and cultures can only be understood and studied from 

ethnocentric intragroup aspects such as devotion, loyalty, and group cohesion rather than 

intergroup aspects, and that all cross-cultural comparisons are intrinsically ethnocentric 

(Bizumic, 2019). 

Another line of research was conducted by social identity theorists, in which ethnocentrism 

was studied as ingroup bias from experimental social psychology known as social identity 

theory. It is found that people often tend to prefer ingroups to outgroups even in the 

absence of conflict between groups, nevertheless, they support ingroup members favorably 

(Tajfel & Turner, 1986). However, the attitudes of ethnic ingroup devotion, group cohesion, 

purity and exploitation were not seen as core aspects of ethnocentrism in the experimental 

analogue of ingroup preferences. It implied the concept of ethnocentrism can be applied to 

any groups without the existence of ethnic connotations (Bizumic, 2019).            

In reference to the classic book “The Nature of Prejudice” in the chapter “Formation of 

Ingroup” (Allport, 1954, Chapter 3), Allport postulated ingroups are “psychologically 

primary,” in the sense that familiarity, attachment, and preferences are the basis of ingroup 

formation before the development of attitudes toward specific outgroups. It implied that 

ingroup bias and intergroup discrimination are not reciprocally related, preferential 

positivity toward ingroups does not necessarily imply negativity or hostility towards 

outgroups. Thus, it is suggested that a better understanding of the functions of ingroup 

formation and identification contributes to the maintenance of ingroup boundaries and 

protection for intergroup relations. The dual identity of an individual might have 

psychological complexity of forming one’s ingroup identities which will influence their level 
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of ethnocentrism toward the ingroup (Brewer, 1999). From the perspective of sociological 

theory of reference groups, (Merton, 1968) pointed out that individuals often belong to, or 

wish to belong to, more than one group, which makes the ingroup-outgroup boundary 

ambiguous. Yet, the outgroup might not often be seen as the object of contempt, but 

admiration. Thus, the theory of ethnocentrism should be studied as a special case of human 

intergroup relations rather than universal, particularly the more and more blurred group 

boundaries due to the rise of globalization in the contemporary world (LeVine, 2015). 

 Consumer Ethnocentrism 

Nowadays, ethnocentrism is considered to be a psycho-sociological concept in 

relation to individual, social and cultural aspects, which has been applied to many other 

disciplines, especially in marketing and consumer behaviour. The concept of “consumer 

ethnocentrism” (CE) initially introduced by Shimp & Sharma (1987). The concept defined 

as a domain-specific subset of ethnocentrism and regarded as “the beliefs held by 

(American) consumers about the appropriateness, indeed morality, of purchasing foreign- 

made products (Shimp & Sharma, 1987, p. 280). From the perspective of ethnocentric 

consumers, the act of purchasing imported products is “immoral” and “unpatriotic” since it 

hurts the domestic economy and causes loss of jobs; products from other countries (i.e., 

outgroups) are objects of contempt to highly ethnocentric consumers. Overall, consumer 

ethnocentrism gives the individual a sense of identity, feelings of belongingness, an 

understanding of which kind of purchase behaviour is deemed to be acceptable or 

unacceptable to the ingroup (Shimp & Sharma, 1987). It is important to note that the 

construct of consumer ethnocentrism relies on the presumption that the consumers’ 

patriotic emotions have significant effects on purchase behaviour (Acharya & Elliott, 2003) 

and  consumers persistently prefer domestic over imported products, often without a 

rational basis even when the foreign products are cheaper and/or of better quality (Shimp 

& Sharma, 1987).   
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2.1.2.1 Consumer ethnocentrism and ethnic identity           

Since Shimp and Sharma (1987) called for further research on the concept of consumer 

ethnocentrism and its measurement in their first literature on this concept, a number of 

research have been conducted to explore the effects of consumer ethnocentrism purchasing 

intention and consumer behaviors across different countries, with citizens of each country 

regarded as a culturally/ethnically uniform group. For example, Good and Huddleston 

(1995) investigated the ethnocentric tendencies of Polish and Russian consumers in Eastern 

European countries towards imported products from the West. Durvasula et al. (1997) 

studied the consumer ethnocentrism by a cross-cultural comparison approach in the US 

and Russia.  

Due to the trend of international migration, it increases the dynamic ethnic 

composition in nation state worldwide, the previous research findings became inconsistent, 

which ignored the cultural and ethnic differences within a nation or even an individual. 

Thus, research has been done to test the consumer ethnocentrism model based on ethnic 

and cultural identity. For example, Vida et al. (2008) examined the effects of ethnic 

affiliation on ethnocentrism and domestic purchase bias in a multi-ethnic transitional 

economy context. El Banna, Papadopoulos, Murphy, Rod, & Rojas-Méndez (2018) examined 

the “dual ethnocentrism” of the bi-cultural ethnic consumers who have divided loyalties 

between two countries: the one with ethnically linked “home”, and one where they 

presently live and work, or “host” and their purchase intentions. The result showed that 

even the “Love of home” overrides “ethnocentrism to host” but ethnic consumers’ 

preference for home-country products did not show a negative influence on the host-

country products. On the other hand, Wang and Chen (2004) found that ethnocentric 

consumers have higher preference for products from culturally similar countries over 

culturally dissimilar countries when domestic alternative is not available. Thus, it can be 

concluded that cultural and ethnic backgrounds have a significant influence on the 

consumers’ ethnocentric tendencies in purchasing domestic or foreign products. 
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 Ethnocentrism in tourism research 

The concept of ethnocentrism applied in the tourism domain research has been 

relatively little mentioned. It is found that ethnocentrism was applied in the outbound 

tourism, which was one of the factors that affected the function of tourists’ acculturation 

strategy associated with their preferences for home culture maintenance and host culture 

immersion. The study revealed that highly ethnocentric tourists have higher the tendency 

to maintain their home culture and avoid the host culture when they travel abroad in the 

manifestation of their behavioral, holiday activity and destination preferences (Rasmi, Ng, 

Lee & Soutar, 2014). Another recent study investigated the intention of Russian tourists to 

travel domestically or internationally (Stepchenkova, Su & Shichkova, 2019). The study 

using the constructs of consumer ethnocentrism, national attachment and then identified 

manifest variables to understand the destination selection process under the influence of 

instability of the world. It is found that heterogeneous variables such as gender, age affect 

ethnocentric tendencies, however, the level income decrease the tendencies of 

ethnocentrism. Older female with less income contains higher ethnocentric tendencies are 

likely to travel domestically, while those with higher incomes are less likely (Stepchenkova 

et al., 2019). 

 Tourism Ethnocentrism 

Influenced by the rising tendencies in patriotism (Balabanis, Diamantopoulos, 

Mueller & Melewar, 2001) and revitalized ethnocentrism from the social and political 

developments such as Brexit vote and American election, the concept of ethnocentrism in 

the tourism field was firstly introduced by Kock et al. (2019). Tourism ethnocentrism (TE) 

is defined as “an individual’s prescriptive beliefs and felt moral obligation to support the 

domestic tourism economy” (Kock et al., 2019, p. 1). The concept was introduced to 

investigate tourists’ and residents’ motivation to support the domestic tourism economy 

influenced by a positive home country bias. It is found that TE significantly affects tourists’ 

willingness to engage in and recommend domestic tourism, as well as residents’ support for 

domestic tourism development. Similar to the concept of consumer ethnocentrism (CE) 
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(Shimp & Sharma, 1987), TE is also a positive ingroup bias that individuals show favoritism 

to the ingroup and act accordingly to support the domestic economy. However, the concept 

of TE reflects a focus on the interests of one’s own country (i.e. positive ingroup bias) 

without necessarily explicit negative attitudes and behaviors toward other countries (i.e. 

negative outgroup bias) (Kock et al., 2019). Based on this view, the concept of consumer 

ethnocentrism includes a degree of contempt toward the imported products and gives the 

individual a sense of identity and feelings of belongingness (Shimp & Sharma, 1987) is not 

appropriate to investigate tourists’ positive preferences for domestic destinations. In 

addition, the predisposition of TE is conceptually and empirically different from destination 

image. The behaviour of supporting domestic tourism in one’s home country influenced by 

a positive ingroup bias goes beyond the consideration of objective quality criteria. Thus, the 

scope of research on TE mainly focused on individual’s positive predisposition towards 

one’s own country by explicating positive attitude that are systematically linked to TE 

without explicating negative attitudes towards other countries and quality evaluation of the 

destination. 

Due to the conceptual differences and the inappropriateness of the consumer 

ethnocentrism scale (CETSCALE), CETSCALE cannot be meaningfully adapted to the 

tourism context. Hence, the new TE scale consisting of six items was developed by (Kock et 

al., 2019) within the context of the United States, which aims to provide a clearer guiding 

principle for individuals compared to CETSCALE when making tourism-related decisions. 

Furthermore, the TE framework was developed consisting of the newly developed TE scale 

and additional seven constructs using reflective scales (Appendix 1).  

The framework aimed to test whether TE matters and can reliably predict tourist and 

resident behaviour. Specifically, TE was tested with the tourism-related outcomes (i.e. 

“willingness to visit”, “positive word of mouth”, “residents’ hospitality” and “residents’ 

support for tourism development”), as well as the perceived self-efficacy of involving the 

role as resident/tourist. Lastly, it also involved an ad hoc test to show that TE and the 
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CETSCALE perform differently in order to demonstrate the value of TE scale for the tourism 

context (Kock et al., 2019, p. 6). Overall, the TE scale was proved to be a reliable and valid 

measurement in understanding and predicting individuals’ tourism-related predispositions 

for the first time it was investigated. However, the existing research neglects the role of 

cultural and ethnic differences within a nation that the TE scale was only tested once in the 

United States at a national level. Thus, the factors of cultural sensitivity and local 

uniqueness should be taken into consideration and to explore more diversified tourism-

related outcomes in another context in further research contributing to the paucity of 

research on TE. 

 The concept of disidentification 

Building notions from social identity theory (Tajfel, 1978) and self-categorization 

theory (Turner, Hogg, Oakes, Reicher, & Wetherell, 1987), the concept of disidentification 

is a means of defining one’s self-concept from the level of identification toward one’s 

connections with social groups one belongs to. The concept of disidentification has been 

applied in literature in different domains in relation  to one’s social identity regarding on 

ethnic, nationality, culture and occupation from socio-psychological perspective (Spaeth & 

Kosmala, 2012; Verkuyten & Yildiz, 2007; Yip, 2016; Zou, Morris, & Benet-Martínez, 2008). 

For example, from ethnic, nationality and culture point of view, Yip (2016, p. 38) defined 

disidentification as “one’s cognitive distancing of a social identity from a group identity due 

to the perception that one is distant from the group prototype or norm”. From occupation 

point of view, disidentification occurs when individuals cannot physically escape from the 

group they do not wish to belong to, therefore they create psychological distance from a 

group (Becker et al., 2014). In this view, disidentification refers to “people’s active 

psychological distancing from a group due to a negative self-defining affiliation with the 

group” (Hamstra, Sassenberg, Van Yperen, Wisse & Rietzschel, 2015, p. 184). 

To understand the intentions of individuals engaging in behaviors that support or harm a 

group they belong to, Becker & Tausch (2014) distinguished the constructs of 
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disidentification from identification. The constructs are conceptualized and measured 

disidentification in three dimensions that range from feelings of alienation to an active 

separation from one’s ingroup (detachment), negative evaluation of one’s group 

membership (dissatisfaction), and in the perception that one is dissimilar to other group 

members (dissimilarity). It is found that disidentification is a negative motivational state 

which predicts active and passive harm, passive facilitation and identity concealment. 

Whereas, identification is a positive motivational state which predicts positive ingroup-

directed behavioral intentions particularly solidarity. Thus, it indicates that 

disidentification is not the opposite of identification, low scores on identification cannot be 

equaled with disidentification (Becker & Tausch, 2014). In other words, low identification 

of a certain group identity does not directly imply the expression of distance from a social 

group (Yip, 2016). Similar to social identity theory (Tajfel, 1978) and self-categorization 

theory (Turner et al., 1987), disidentification is not a fixed dimension of an individual, but 

a situation-specific decision that an individual makes about the extent to distance oneself 

from an ingroup which might change from time to time in dynamic contexts (Jasinskaja‐

Lahti, Liebkind, & Solheim, 2009).  

Regarding the consequences of disidentification, it is found that perceived ethnic 

discrimination among the immigrants with complex ethnic identity is associated with 

immigrants’ tendency to disidentify themselves from the national identity, which in turn, 

increases the hostility towards the national out-group (Jasinskaja‐Lahti et al., 2009). 

Similarly, in the context of acculturation, Matschke & Fehr (2017) found that group 

members’ incompatibilities, such as having multiple identities could hinder the integration 

process and lead to the outcome of negative integration, which in turn increases the risk 

for disidentification. However, it is argued that the motivation of group members can make 

a difference in the integration process to reduce the perceived incompatibility experiences 

(Matschke & Fehr, 2017). Thus, it is important to investigate the antecedents and 

consequences of the development of disidentification in different context especially for 

group members who have multiple ethnic identities. More importantly, to 
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motivate  individuals’ behaviour engaging in supporting the group that they belong to, not 

only the levels of one’s identification towards the group but also the level one’s 

disidentification must be considered in the process of acculturation.  

 Consumer disidentification (CDI)  

The concept of consumer disidentification is a rather new concept proposed by 

Josiassen (2011). Adapted from national disidentification (Verkuyten & Yildiz, 2007), CDI is 

defined as “consumers' active rejection of and distancing from the perceived typical 

domestic consumer” (Josiassen, 2011, p. 125). Focusing on immigrant consumers, the study 

identified that the level of CDI is directly affected by two important antecedents namely 

ethnic identification and acculturation.  

Similar to the concept of consumer ethnocentrism (Shimp & Sharma, 1987), CDI also 

represents a non-quality-based country bias, however, the two constructs have their own 

distinctiveness. Despite the fact that both concepts apply to the behaviour of purchasing 

domestic products, consumers with low ethnocentrism or little commitment to the 

domestic country does not necessarily indicate their stance of disidentification, but it can 

only imply that the country of residence is not strongly connected or important to them. 

Based on the similarity-attraction model and the dissimilarity-repulsion model, Josiassen 

(2011) proposed “consumer attraction-repulsion matrix” (Figure 2) to distinguish the four 

phenomena regarding the dimensions of attraction/repulsion and domestic/foreign 

country. Consumer ethnocentrism (Shimp & Sharma, 1987) and CDI represents the 

attraction/repulsion dimensions towards domestic countries while consumer affinity 

(Oberecker, Riefler & Diamantopoulos, 2008) and animosity (Klein, Ettenson & Morris, 

1998) represent the attraction/repulsion dimensions towards foreign countries.  

Focusing on immigrant consumers’ impact on domestic product purchase, the concept of 

CDI was investigated on a sample of second-generation of Turkish immigrants in the 

Netherlands. It is suggested that the level of  CDI affects consumers’ product judgements, 

willingness to buy and actual purchase behavior in the country that they reside. The 
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findings showed that CDI has a negative impact on consumers’ willingness to buy domestic 

products both directly and through the product judgement. In addition, the level of 

acculturation affects disidentification in the way that more acculturated consumers show 

less disidentification and increased ethnocentric tendencies (Josiassen, 2011).  

Further, Shoham, Segev, & Gavish (2017) study validated CDI constructs and examined the 

phenomenon on Cuban and Puerto Rican immigrants in the USA. The study focused on the 

effects of acculturation and ethnic identification on CDI and consumer behaviour. Contrast 

with Josiassen’s study (2011), the authors proposed that cultural adaptation and 

maintenance of the immigrants do not directly influence CDI, rather, these antecedents 

influence immigrants’ sentiments (i.e. host nation identification, disidentification and 

affinity) towards the host nations which will consequently affect CDI. The findings of the 

study confirmed that the disidentification with the host nation is a basic construct of CDI. 

It is found that low level of acculturation can decrease the identification with the host 

nation resulting in CDI whereas ethnic identification does not strongly indicate consumers’ 

attitudes toward host nation and CDI (Shoham et al., 2017). Overall, the antecedents of CDI, 

ethnic identification and acculturation, are identified in the previous studies discussed 

above, which are crucial factors affecting the predisposition of immigrant customers’ 

behaviour in purchasing domestic products. However, the extant research on CDI limits 

the ethnic identification to racial-ethnicity category and only tested in the context of 

consumer market. In fact, ethnic identity that generated from psychological aspects, such 

as social and historical conditions, rather than biological inherited deserves more attention. 
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Figure 2: The consumer attraction-repulsion matrix (Josiassen, 2011) 

 Ethnic identity 

Ethnic identity is defined as “the degree to which individuals perceive themselves to 

be included and aligned with an ethnic group” (Smith & Silva, 2011, p. 42). It is also “a 

person’s social identity within a larger context based on membership in a cultural or social 

group” (Salkind, 2005, pp. 478–479). Similarly, in relation to social identity theory, one’s 

ethnic identity reflects how a person thinks and feels about oneself and others in the society 

in order to make social comparisons and form ingroup and outgroup distinctions (Tajfel & 

Turner, 1979). The psychological importance of an individual remaining as a member of a 

group can be motivated by the contribution that the individual has made to the positive 

aspects of his social identity. In contrast, individuals tend to disidentify themselves from 

the group, if leaving the group is impossible, which can be attributed to the differentiation 

and discrimination experienced by the group members (Tajfel & Turner, 1986). 

Focusing on ethnic identity as a general phenomenon, Phinney (1992) suggested that ethnic 

identity composed of three dimensions: self-identification and ethnicity; affirmation and 
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belonging; and ethnic behaviors and practices. Self-identification refers to “the ethnic label 

that one uses for oneself” (Phinney, 1992, p. 158). For example, individuals with multiple 

ethnic backgrounds can choose their ethnic label that they most relate to. This process can 

be accessed by the second dimension, such as the feeling of belonging and proud to one’s 

ethnic group. The third dimension refers to the involvement in social activities, traditions, 

and cultural events within one’s ethnic group (Phinney, 1992).  

However,  it is criticized that the definition of ethnic identity is ambiguous that it has often 

been confused with one’s ethnic origin or race-ethnicity, which is shown in most of the 

existing research investigating ethnic behaviour, that only a particular ethnic group is 

focused (El Banna et al., 2018). Pires and Stanton (2000) pointed out that, ethnic origin is 

biological inherited and never changes, even when a person adopts a different nationality. 

Whereas, ethnic identity is defined as “the actual or perceived behavioral association with 

a given ethnic group” (Pires & Stanton, 2000, p. 46) and may vary between individuals or 

even within a single individual over time due to different factors. Though the definitions of 

ethnic identity can vary widely depending on the claim and assertion in different context, 

the classification of groups by distinctive ethnic identity according to particular claims 

made by others or oneself is a matter of contrast that distinguishes oneself from others 

(Cornell & Hartmann, 2006).  

 Acculturation 

The classical definition of acculturation is introduced by Redfield, Linton & Herskovits 

(1936, p. 149) as “acculturation comprehends those phenomena which result when groups 

of individuals having different cultures come into continuous first-hand contact, with 

subsequent changes in the original cultural patterns of either or both groups”. The change 

from acculturation can be divided into group-level and individual-level phenomenon, 

which refers to a change in the culture of the group and the psychology of the individual in 

the respective level (Graves, 1967) with varying degrees of acculturation (Berry, 1970). It is 

important to note that the changes as the result of acculturation may take place in either 
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or both groups. However, Berry (1997) argued that acculturation often resulting in induce 

more change in one of the groups than in the other. It is found that the process of 

acculturation in minority groups have less power than majorities to influence their 

outcomes (Liebkind, Mähönen, Varjonen, & Jasinskaja-Lahti, 2011).  

The investigation of the acculturation process reveals two formulations; the unidimensional 

model and bidimensional model (Ryder, Alden, & Paulhus, 2000). The distinction between 

the two is that the unidimensional model indicates that change in cultural identity occurs 

continuously over the course of time results in a disappearance of the original 

ethnic/cultural identity (Ryder et al., 2000). While, the bidimensional model has two-

dimensional change which the ethnic groups retain their original heritage cultures while 

adapting to the dominant cultural society. For example, Marin & Gamba (1996) developed 

a bidimensional scale to determine two major cultural dimensions, the scale measure two 

dimensional changes in individuals' behavior in two culture domains. In the empirical study 

by Ryder et al. (2000, p. 63), it is confirmed that “people exposed to two cultures, either 

through birth or through heritage, can incorporate, to varying degrees, two coexisting 

cultural self-identities”. In this sense, by adopting the values and behaviors of the 

mainstream culture, individuals do not need to give up their culture of origin in developing 

the self-identity as bicultural identity may engender as a distinctive ethnic identity among 

these ethnic groups. 

The concept of acculturation has been widely studied with the association with immigrants, 

sojourners and ethnic minority groups in a multicultural society (Hsiao & Wittig, 2008; 

Kim, Lujan & Dixon, 1998; Maehler, Weinmann & Hanke, 2019; McKay-Semmler & Kim, 

2014; Okumus, Okumus & McKercher, 2007; Spiro, 1955). Furthermore, extensive research 

have been found in studying the acculturation in relation to the consumption experiences 

and practices of immigrant groups in different countries across different domains 

(Chapman & Jamal, 1997; H.-H. Chen & Chien, 2018; Jamal & Chapman, 2000; Lee & Tse, 

1994; Lesser, Gasevic, & Lear, 2014). For example, Vijaygopal & Dibb (2012) studied the role 



 

  Hansen & Wong 

 

22 

of acculturation in brand choice of Indians immigrants living in the United Kingdom. The 

study found that there are three distinctive brand choice regards to different acculturation 

level; less acculturated individuals use more ethnic brands than host brands; most 

integrated individuals prefer both ethnic and host brands; and assimilated individuals are 

preferably brands from the host country. Furthermore, Ngo and Li  (2016) investigated the 

influence of cultural identity (i.e. local identity versus home country identity) on the 

attitudes, perceptions and outcomes through acculturation process among the immigrants 

from Mainland China in Hong Kong. The study confirmed that cultural identity has a 

significant influence on the acculturation process of immigrants in the host society. It is 

found that individuals who have a stronger local identity tend to adopt an assimilation 

attitude and enjoy a higher level of sociocultural adaptation and life satisfaction than those 

who remained the home country (Mainland identity).  

Although the topic of  acculturation has been investigated in different domains, research 

on the concept of acculturation of the immigrants in the tourism domain is scarce. Thus, 

the extension of acculturation in different ethnic groups in the tourism domain is needed 

as it can be beneficial for marketers. For example, Shen, Joppe, Choi & Huang’s (2018) study 

investigated the tourists’ behaviour in three ethnic Chinese groups based on their 

birthplace; Canada, Hong Kong and Mainland China and found that a certain level 

of  assimilation in second generations do not affect Canadian domestic tourism. For the 

purpose of the study, it provides an understanding of the differences between the ethnic 

groups and reflects potential marketing tools to attract and fulfil these segments.  

 Research Gap 

According to the literature review on the aforementioned paragraphs, several key research 

gaps are identified and presented as follows. 

Obviously, the central concept of this study, tourism ethnocentrism has received limited 

literature contribution by far which provides a wide array of research opportunities to 

further test the TE concept and measurement. First, as the TE concept was only investigated 
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in the context of the US on a national level, further validation of this newly developed 

concept requires more investigation to other countries and on different destination levels, 

such as subnational or regional levels.  

Second, the existing research on TE and CDI neglect the role of cultural and ethnic 

differences within a nation or even within an individual. The existence of ethnic identity 

that generated from psychological aspects, such as social and historical conditions, but not 

only biological inherited identified by individuals are neglected from current research 

which should be examined in further research.  

Third, the existing research on TE only investigated from a positive ingroup bias 

perspective, which neglected the significant impacts of a negative ingroup bias within a 

group that might affect the positive outcomes generated from TE. On the other hand, the 

current research on CDI limits to the application of negative ingroup bias to the context of 

consumer market, it will be fruitful to apply CDI in the tourism context and extend the TE 

framework from a negative predisposition.  

Lastly, as the TE concept and the TE scale have received limited efforts in the academic 

study, more diversified tourism-related outcomes, which are relevant to the investigation 

context, are required to be developed and further examined with the TE measurement. 

2.2 SECTION TWO: CONCEPTUAL BACKGROUND 

 TDI theoretical background development 

Over the decades, different marketing approaches have been employed to understand 

tourists’ behavior and their destination choices (Kock et al., 2019). One of the most widely 

used approaches is destination image (Kock, Josiassen & Assaf, 2016; Prayag & Ryan, 2012), 

which is applied to assess tourists’ intuition notion on their destination selection based on 

quality and value considerations (Kock et al., 2019). On the other hand, other studies 

suggested that tourists select destination based on symbolic meaning (Ahn, Ekinci & Li, 

2013; Ekinci, Sirakaya-Turk, & Preciado, 2013; Sirgy & Su, 2000).  
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Recently, Kock et al (2019) proposed the concept of tourism ethnocentrism (TE) explains 

that individuals’ destination choices go beyond quality criteria but guided by a positive 

ingroup bias. The individuals’ attitudes toward domestic tourism may be influenced by TE 

and they can be viewed as both tourists and residents (Kock et al., 2019). The items such as 

“Everyone should back up the American economy by spending their holiday in the US.” and 

“Americans should spend their holiday in the US because this secures jobs in the American 

tourism” indicate the purpose of tourism ethnocentrism to support domestic tourism with 

the belief that it helps one's own domestic economy, contains and generates jobs in the 

country. Evidently, TE scale is developed to measure the tendencies of positive ingroup bias. 

However, we argue that the existing scale of TE lacks the investigation from a negative bias 

perspective results from cultural sensitivity and local uniqueness which affects the mutual 

cooperation and obligation of ingroup behaviour. Yet, it is important to note that lower 

levels of TE does not represent the disidentification disposition. In other words, low 

ethnocentric tourists or residents do not show antagonistic attitudes or behaviors to the 

ingroup, rather it only implies the weak connection between the individual and the group 

(Josiassen, 2011; Kreiner & Ashforth, 2004; Verkuyten & Yildiz, 2007), which cannot 

represent the disposition of negative ingroup bias. Hence, adapted from the construct of 

CDI (Josiassen, 2011), we propose the concept of tourism disidentification (TDI) aims to fill 

the gap of TE concept by represents a negative bias disposition to support domestic 

tourism.  

According to the consumer attraction-repulsion matrix proposed by Josiassen (2011) 

showing both attraction/repulsion and domestic/foreign country dimension. It categorized 

both CE and CDI as the focus of the interests on one’s domestic country, in that, CE 

promotes group attraction by similarity while CDI promotes repulsion by dissimilarity. 

Adapted from this view, we propose “tourism attraction-repulsion model” by emphasizing 

the roles of tourists and residents in domestic tourism. Tourism ethnocentrism (Box 1) 

represents “the individuals’ biases that prefer domestic destinations for other reasons than 
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quality” (Kock et al., 2019, p. 10), which promotes group attraction by similarities to call for 

cooperation in supporting the domestic tourism. As opposed to TE, tourism 

disidentification (Box 2) represents individuals’ disidentification behaviors induced by the 

dissimilarities compared to the average domestic tourists and residents which lead to their 

active avoidance and/or rejection to support domestic tourism. Figure 3 illustrates the 

tourism attraction/repulsion model. 

 

Figure 3: The tourism attraction-repulsion model (Own creation, adapted from Josiassen (2011) 

 Introducing tourism disidentification (TDI) 

In marketing context, Josiassen (2011) suggested that the consumer disidentification 

concept explains consumers’ disidentification with the dominant group affect their 

intentions to purchase domestic products. It revealed that individuals who strongly 

associate with their subgroup tend to avoid domestic consumption because they want to 

disidentify themselves from the dominant group. Based on this concept, we propose that 

disidentification with the dominant group may also exist in the tourism domain among 

tourists and residents, which in turn, determine their predispositions and behavioral 

intentions toward domestic tourism. It implies that some individuals may not always 

support domestic tourism guided by a "positive" ingroup bias but a "negative" ingroup bias 

resulted from ingroup disidentification that may have an impact on the level of domestic 

tourism support. Since disidentification affects the survival, stability and functioning of 

social groups (Hom & Griffeth, 1995), it is reasonable to assume that the group members 

who wish to disidentify themselves from the existing group affect the group coherence and 

solidarity.  
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The term “tourism disidentification” (TDI) is adapted from the concept of consumer 

disidentification (Josiassen, 2011). As consumer disidentification represents “consumers' 

active rejection of and distancing from the perceived typical domestic consumer” (Josiassen, 

2011, p. 125), TDI represents an individual’s active rejection of and distancing from 

average domestic tourists/residents. That means, in TDI concept, an individual can be 

seen in both roles as residents and tourists. Residents who disidentified themselves from 

the average residents will likely to avoid participating in the behaviour of supporting 

domestic tourism development. Also, tourists who disidentified themselves from average 

tourists will likely avoid and/or reject to support domestic tourism. 

Thus, this study proposes that TDI affect an individual’s decision to support domestic 

tourism based on his/her active rejection of and distancing from perceived average tourists/ 

residents. In  other words, it proposes that an individual with high level of TDI avoid 

supporting domestic tourism because they want to disidentify themselves from the typical 

domestic tourists/ residents.  

 Tourism disidentification scale development 

Developing a TDI scale is necessary for three major reasons. First, the CDI 

scale  (Josiassen, 2011), similar to the TDI scale, focuses on the negative ingroup bias, 

however, they are measured in different contexts. In the CDI construct, an individual is 

viewed as the role of consumer. For example, CDI statements such as “In general, I dislike 

the consumption culture of the Dutch consumers” and “I always tend to not shop in the 

same places as the Dutch”. Evidently, the study focused solely on consumers' perspective. 

On the other hand, the aim of TDI scale is to measure the negative ingroup bias in the 

tourism context. In the TDI construct, an individual is viewed as two roles; resident and 

tourist. Thus, we argue that fully employing CDI scale to measure resident and tourist role 

does not fulfill the aim of TDI.  

Second, the acculturation measurement in the existing CDI study is employed to measure 

the acculturation tendencies among the immigrants. This measurement of acculturation 
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has long been adopted to reflect the subgroup’s degree of identification with and 

attachment to the dominant culture (e.g. Cleveland & Laroche, 2007; Kim et al., 1998; 

McKay-Semmler & Kim, 2014). However, TDI construct aims to investigate the existence of 

a negative ingroup bias among all the residents regardless of ethnicity, in other words, 

immigrants and native population are included in the study. We argue that the existing 

acculturation measurement is not suitable to measure TDI in the context of this study. 

Specifically, it does not cover the complexities of acculturation dimensions, for instance, 

the subcultures other than those defined by immigration, such as native people who 

challenge the local society. Instead, we propose a more suitable scale adapted from existing 

literature (Appendix 2).  

Lastly, CDI scale measures the disidentification levels in the consumer market context 

which predicts consumers’ product judgments, willingness to buy and product ownership. 

Yet, TDI scale measures the disidentification levels in the tourism context which focuses on 

residents’ predisposition to predict residents’ support for tourism development, residents’ 

hospitality and residents’ support for cultural heritage conservation, as well as tourists’ 

predisposition to predict willingness to recommend, willingness to visit and identity 

signaling. As a result, items from CDI scale such as “Dutch products seem good” and 

“Whenever available, I would prefer to buy products that are made in the Netherland” are 

not applicable in the context of tourism-related outcomes. 

2.3 SECTION THREE: HONG KONG CONTEXT 

 The complexity of Hong Kong identity 

To analyze the construct of TE at a regional or sub-national level, the ambivalence of 

ethnic identity resulted from the historical colonial and contemporary background of Hong 

Kong is believed to be an ideal setting for this research.  

Hong Kong was under British colonial rule from 1842 to 1997 and handed over from Britain 

to China in 1997. Since then, Hong Kong as a Special Administrative Region (SAR) of China, 
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is guaranteed to enjoy a high degree of autonomy and preserve the distinctive territory’s 

way of life for fifty years under the policy of “One Country, Two Systems” (Zhang, L’Espoir 

Decosta & McKercher, 2015). Consequently, Hong Kong retains its status quo of a capitalist 

under a communist China including its own economic system, currency, legislative system, 

and freedom of speech etc. (H.K.S.A.R, 1997). In addition, Hong Kong has independent 

control over customs and immigration responsibilities within the boundary which is 

divided apart from Mainland China. Thus, travel permits are needed for residents to travel 

between Hong Kong and Mainland China (McKercher & Zhang, 2017). 

Ethnic identity ambivalence has long been an issue for Hong Kong residents since the 

colonial period. Though Hong Kong’s population is mainly ethnic Chinese, it is by no means 

homogeneous ethnic identity for everyone. As studies suggested ethnic identity is a 

dynamic dimension that can adapt, transform, or evolve over time in different contexts 

(Matsunaga, Hecht, Elek & Ndiaye, 2010; Slootman, 2018). Hong Kong was described as a 

borrowed place on borrowed time (Hughes, 1968) in the absence of a real space or time of 

its own, neither the ethnic identity of British nor Chinese was recognized of majority of 

Hong Kong residents in the colonial period (Carroll, 2007; Faure, 2003; Tsang, 2004). 

Despite the fact of being a part of the broader political geography of China after the 

handover, Hong Kong residents are still not willing to foster closer cultural and social 

assimilation with Mainland China (Fung, 2001; Mathews et al., 2008). The mass tourism and 

immigration from Mainland China (Chan, 2017) and Chinese government’s political 

intervention in Hong Kong affairs has led to social conflicts and the contestation of “Hong 

Kong identity (Hongkonger)” and “Chinese identity” (Kwong, 2016). Hence, the ethnic 

identity is still complicated nowadays due to different factors such as cultural, political 

views, whether to combine the Hong Kong identity with the Chinese nationality or ethnicity 

remains puzzled for an individual. According to the latest survey in 2018 on Hong Kong 

citizen’s ethnic identity, more than half of Hong Kong citizens have identified themselves 

as Hongkonger and Hongkonger in China (52.9 percent and 35.8 percent), whereas only 

10.8 percent identified themselves as “Chinese”. (HKUPOP, 2019). Besides, the persons of 
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non-Chinese ethnicity make up 8 percent of the whole population according to the 

population census in 2016 (Censtatd, 2016). Hence, the residents with non-Chinese ethnic 

minorities are also included in the target population of this research, the degree of their 

ethnic identification and acculturation to the dominant culture in Hong Kong will be 

assessed to reflect their intensity of rejecting from the majority group in the tourism 

context. 

Anderson (2016) suggested in the imagined communities theory, different people within 

the same nationality, ethnicity or ethnic group may have dramatically different degrees of 

ethnic identity. For Anderson (2016, p. 6) nation is defined as "imagined political 

community and imagined as both inherently limited and sovereign”. The imagined 

collective experience can form communities constructed by a common social experience. 

Thus, the “nation” that the Hong Kong residents hold ethnocentric views to in this research 

refer to Hong Kong in the cultural sense, where they share their own distinctive history, 

cultural, common language, and collective experience. Hong Kong residents whether 

perceive themselves as “Hongkonger”, “Chinese” or “Foreigner in Hong Kong” as a result of 

ethnic identification depends on one's sense of belongingness, affirmation, and attitudes 

toward a cultural or social group through common social experience and cultural activities. 

It is important to note that an individual may consider themselves part of various social 

groups (Brewer & Gardner, 1996), and have more than one ethnic identity which may not 

necessarily be mutually exclusive (Lantz & Loeb, 1998). For instance, a person can identify 

his/her ethnic identity as Hongkonger as well as Chinese at the same time. Also, the extent 

of influence on various social identities for in-groups and out-groups depends on the 

intensity of each perceived identity (Brewer & Gardner, 1996). The group strength can thus 

vary substantially among individuals and it varies over time in different contexts (Lindridge, 

2010; Pires, Stanton, & Cheek, 2003). Thus, it is of interest to study the identification of 

various ethnic identities within an individual living in Hong Kong through their shared 

social experience and collective memory.  
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 Hong Kong Tourism 

“Asia’s world city” is the slogan of the brand image of Hong Kong after the handover, 

it features the city as “… a natural, vital and multicultural gateway not only to and from 

China but also to the rest of Asia and beyond” (BMU, 2017, p. 1). The hybrid culture of East 

and West has been the main distinctive representation of tourism in Hong Kong. To 

position Hong Kong as one of the most cosmopolitan and vibrant cities in Asia to the global 

market, the tourist attractions are not only including the modern facilities of shopping, 

dining and entertainment spots, distinctive colonial urban landscapes, traditional Chinese 

heritage monuments and intangible cultural festivals and activities. 

Promoted by Hong Kong Tourism Board (HKTB, 2018), Hong Kong has an international 

tourist appeal and has been ranked as the most visited city in the world for the eighth 

consecutive year (Euromonitor, 2018). In 2017, Hong Kong welcomed international and 

domestic tourists in the total number of 58.47 million and generate approximately 5% of 

the GDP, in which tourists from Mainland China accounts for 78% of the total arrival 

(HKTB, 2018).  However, no statistics have been found on the figure of Hong Kong residents 

travel domestically. It is shown that the outlying islands in Hong Kong are the popular 

destinations among domestic travelers, such as Cheung Chau, a special attraction for local 

residents seeking to escape from their routine lives (Ip & Law, 2010). Nevertheless, tourism 

strategy of the Hong Kong Tourism Board has put emphasis on attracting international or 

inbound visitors (HKTB, 2018), while domestic tourism and local visitors are neglected as 

they often choose to spend their holidays outside of Hong Kong. 

 Hong Kong’s Identity and Heritage     

The history of heritage is an important expression of cultural identity through the 

representation and promotion as tourist attractions. Heritage and tourism are often linked 

as heritage attractions, which is of great significance in tourism marketing and development 

strategies. The forms of cultural heritage are also a symbol and source of identity that is 

being defined by the government and present to audiences of tourists and residents 
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(Henderson, 2001). Hence, from the representation of the tourism and its images of the past 

and present, it reflects contemporary narratives about national identity (Di Pietro, 

Guglielmetti Mugion & Renzi, 2018), economic, political, sociocultural and environmental 

(Chang, Milne, Fallon, & Pohlmann, 1996), that the government can dictate the stories 

portrayed to the target audiences.  

Based on the background of “identity crisis” of the Hong Kong people, Zhang et al. (2015) 

examined how “national myths” are employed in positioning Hong Kong as a postcolonial 

tourism destination by encompassing the broad issues of identity, heritage and cultural 

history. The study categorized the tourist attractions associated with Hong Kong’s unique 

identity with a time continuum from pre-colonial to postcolonial period into four main 

themes: archaic Chinese, Hong Kong local, Chinese-plus and Contemporary PRC 

(Appendix 3). For example, archaic Chinese relates to the pre-colonial Chinese culture 

from ancient Imperial China, which is represented by numerous temples and historic 

building as well as the ancient festivals. It emphasizes the “Chineseness” of Hong Kong to 

create the nostalgic feeling to nurture the continuity of Chinese culture. Hong Kong local 

refers to the unique identity of local “Chineseness” that is built under British rule which 

reflects the contemporary city life and colonial Chinese cultural influences that have shaped 

most of older generations’ collective memory. Chinese-plus represents the “alternative” 

Chineseness identity from a hybrid culture of East and West. Contemporary PRC indicates 

the post-handover political situation of Hong Kong symbolized by the Golden Bauhinia 

Square with daily flag-raising ceremony, which emphasizes the connection between Hong 

Kong and China. The study concluded the tourism efforts portray Hong Kong as a 

“postcolonial tourism destination” by enhancing the “local Chineseness” with colonial 

history to present a hybrid identity that is different from the average Chinese city (Zhang 

et al., 2015).    
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3 HYPOTHESES & CONCEPTUAL FRAMEWORK 

In this section, hypotheses will be discussed (Table 1) will be introduced and discussed after that the 
conceptual framework (Figure 4) will be proposed.  

3.1 ETHNIC IDENTIFICATION AND ACCULTURATION RELATIONSHIP 

Ethnic identity is composed of three dimensions: self-identification and ethnicity; 

affirmation and belonging; and ethnic behaviors and practices (Phinney, 1992). 

Analogously, ethnic identification is known as the process of an ethnic identity 

development, which refers to “a person's use of racial, national or religious terms to identify 

himself, and thereby, to relate himself to others” (Glaser, 1958, p. 31). Acculturation refers 

to “the process in which individuals learn and adopt the norms and values of a culture 

different than the one in which they grew up” (Cleveland & Laroche, 2007, p. 250), which 

involves aspects such as cultural preferences, ethnic identity, friendship choice, language, 

history, and attitudes (Ryder et al., 2000; Suinn, Rickard-Figueroa, Lew, & Vigil, 1987).   

In relation to ethnic identity and acculturation, it is suggested that the process of ethnic 

identity and acculturation are interrelated. Even though ethnic identity and acculturation 

process seem to be conceptually distinct, the strength of identification with a particular 

group to relate oneself with an ethnic identity and the consideration of differentiating an 

ingroup and outgroup determines which group should a person acculturates to. Conversely 

speaking, the degree of one’s acculturation towards a particular group also determines the 

strength of identification with that particular group.  

However, the strength of ethnic identification and the degree of acculturation of a person 

towards particular group changes over time and varies in different contexts. The process of 

change in one’s identity occurs when individuals realize that the beliefs, values and norms 

of the surrounding society are contrasting with their own (Bosma & Kunnen, 2001). It is 

found that immigrants with complex ethnic identities often undergo continual change in 

the ethnic identification as a function of the acculturation process (Liebkind et al., 2011). 

Similarly, Matsunaga et al. (2010) stated that the change of one’s ethnic identity may 
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intersect with acculturation. That means changes in ethnic identity can affect the 

acculturation attitudes during the process of acculturation. Also, Liebkind (2011) pointed 

out that the role of ethnic identity contains some consensus in the acculturation process. It 

implies that the strength of ethnic identification towards a particular group and the degree 

of acculturation is a negotiation within oneself over time.  

In order to investigate Hong Kong local inhabitants’ TDI tendencies, Hong Kong is viewed 

as the “host country” and any aspects related to Hong Kong culture as the “domestic 

culture”, in which the majority of residents in Hong Kong are supposed to acculturate to. 

To examine one’s ethnic identity, individuals label themselves an ethnic label that they 

most relate to by assessing their level of involvement in social activities, traditions, and 

cultural events within one’s ethnic group (Phinney, 1992). This means that when an 

individual identifies his/her ethnic identity as a Hongkonger, he/she has acculturated to 

the domestic culture at a certain degree. We propose that ethnic identification is positively 

interrelated to acculturation process. The higher degree of the ethnic identity with the host 

country, the higher degree of acculturation to the domestic culture. Thus,  

H1a: Ethnic identification and acculturation are positively associated. 

3.2 ETHNIC IDENTIFICATION AND ACCULTURATION AS ANTECEDENTS OF TDI 

Theories of ethnic identification and acculturation are often studied in the ethnic minorities 

exploring how the strength of ethnic identification influences acculturation level of an 

individual to the host culture by negotiating one’s interactions with one’s culture of origin 

and the culture of settlement (El Banna et al., 2018; Phinney, 1992). Presumably, individuals’ 

strength of ethnic identification and level of acculturation might also be manifested or 

affect their behavioral intentions in the tourism context. For example, the domestic travel 

pattern of Asian immigrants displayed a different domestic travel pattern from the UK 

population. It is found that Asian immigrants with an early stage of acculturation preferably 

travel in the metropolitan area rather than the countryside area as the local British do 

(Klemm, 2002). Yet, a study from Myers (1997) found that the travel behaviour of 
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immigrants in the US has drastically changed after 10 years of residence that their travel 

behaviour becomes more similar to the US born residents. Further, In the investigation of 

travel pattern of Western immigrants reside in Hong Kong or Macau, the study found that 

westerners tend to travel to the destinations that are culturally dissimilar from the place 

they reside (McKercher & Yankholmes, 2018). It is also found that the western migrants’ 

acculturation process influences the adoption of the travel norms of the reside culture with 

the reflection from a low interest in learning the local language and engagement social 

activities within the expatriate network etc. (McKercher & Yankholmes, 2018).  

The constructs ethnic identification and acculturation are categorized as positive (rather 

than negative) motivational disposition that predicts positive ingroup-directed behavioral 

intentions (Becker & Tausch, 2014). It implies that individuals are motivated to acculturate 

to the culture that they identified with, which they consider as the ingroup norms. 

However, ethnic identification and acculturation are evidently investigated as major 

antecedents of consumer disidentification (Josiassen, 2011; Shoham et al., 2017) and national 

disidentification (Verkuyten & Yildiz, 2007) among the immigrants, which, conversely, 

predict negative ingroup-directed behavioral intentions. 

Based on the individual’s view of seeing the similarities and differences between oneself and 

the group (Festinger, 1954), together with the similarity-attraction model and the 

dissimilarity-repulsion model, Josiassen (2011) argued that the incompatibility between 

these two constructs (positive disposition) and CDI (negative disposition) does not exist. It 

is suggested that the more acculturated consumers, who have learned new cultural traits 

and become more familiar with the new culture, are more receptive to consumer 

ethnocentric tendencies than those who do not. Whereas, dissimilarities may arise between 

the individual and the group when the individual has increased contact with the new 

culture and gained more complex understanding of the culture. Agreed with this view, we 

propose that this assertion could also be applied in the tourism context in the investigation 

of TDI phenomenon. Meanwhile, it is important to note that the dissimilarities may arise 
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either or both groups with subsequent changes in the original culture patterns as the result 

of acculturation between the two groups (Redfield et al., 1936). Accordingly, we suggest that 

ethnic identification and acculturation are possible antecedents that affect the level of TDI 

of the immigrants from different ethnic background as well as the native local residents.  

Based on the above argument, we propose that the level of individual’s TDI is determined 

by the degree of similarities and dissimilarities as a result of the interrelated process of 

ethnic identification and acculturation towards the domestic culture in the place of 

residence. Hence, it can be assumed that less acculturated individuals who have stronger 

identification with the ethnic identity of their country of origin tend to display more 

dissimilarities from the domestic culture which attributed to higher tendencies of TDI. 

Whereas, highly acculturated individuals have stronger identification with their ethnic 

identity of the host country may tend to display less dissimilarities from the domestic 

culture which attributed to lower tendencies of TDI. 

In order to investigate tourists/residents’ predispositions and behavioral intentions towards 

domestic tourism in the context of Hong Kong. It is assumed that tourists/residents who 

identified themselves with lower levels of Hongkonger ethnic identity resulting in a lower 

level of acculturation to the domestic culture may have higher levels TDI. Whereas, 

tourists/residents who identified themselves with higher levels of Hongkonger ethnic 

identity resulting in a higher level of acculturation to the domestic culture may have lower 

levels TDI. The following hypothesis is formulated:  

H1b: Ethnic identification negatively associated with tourism disidentification.  

H1c:  Acculturation negatively associated with tourism disidentification.  
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3.3 TDI AND TE RELATIONSHIP 

The concepts of TDI and TE relate to the predispositions of tourists/residents towards 

the attitudinal and behavioral tendencies in supporting domestic tourism. According to the 

definitions, TDI is defined as an individual’s active rejection of and distancing from average 

domestic tourists/residents; whereas, TE is defined as an individual’s prescriptive beliefs 

and felt moral obligations to support the domestic tourism economy. Both concepts explain 

that individuals’ destination choices go beyond quality criteria but guided by an ingroup 

bias, in which TE represents a positive ingroup bias while TDI represents a negative ingroup 

bias.  

In fact, we argue that TDI and TE are two distinct concepts but by some means related. 

According to Higgins’s (1987) self-discrepancy theory, the negative affect is not the opposite 

of the positive affect. Accordingly, disidentification is likely not the opposite of 

identification. That means, lower levels of TE (positive affect) does not represent the 

disidentification disposition (negative affect). In fact, the presence of a negative relation to 

the group reflects active rejection of and distancing from the rest of the group members 

that affects the solidarity of the group and the call for conformity and cooperation from a 

group member. Thus, we argue that TDI is a result of disidentification from the domestic 

group and ultimately influences the group function and the TE tendencies. In this sense, 

we propose that the stronger the repulsion and disidentification towards one’s perceived 

average tourists/ residents, the weaker the obligation or moral attitude to support domestic 

tourism resulting in the neglect supporting domestic tourism development. Thus:  

H2a: The level of TDI negatively affects the level of TE. The higher/lower level of TDI, the 

lower/ higher level of TE. 
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3.4 TDI, TE AND TOURIST-DOMAIN OUTCOMES (TDOS)  

In order to investigate the influence of TDI and TE on tourists’ and residents’ 

predisposition and behavioral intentions toward domestic tourism, tourism-related 

outcomes within tourist domain and resident domain will be tested in the following 

hypotheses.  

Fishbein & Ajzen (1975) theory of reasoned action suggested that people’s behaviour is 

determined by its behavioral intention to perform it. In fact, these behavioral intentions are 

regulated and driven by the individuals’ cognitive consistency motive suggested by Heider’s 

(1968) balance theory, arguing that individuals seek psychological balance among their 

thoughts, feelings and actions. Meanwhile, the feeling of imbalanced mental state creates 

unpleasant tension that motivates individuals to restore to the position of balance by 

adjusting their attitudes and behaviors. Thereby, the following hypotheses are suggested 

based on this theoretical background to investigate the strengths of individuals supportive 

and avoidance intentions under the influence of the levels of TDI and TE.  

It is equally important for both the country level and the regional level to investigate on 

how to attract the tourists to revisit and recommend the destination to others because it 

can determine the success of regional development (Chen & Tsai, 2007). Tourists’ 

behavioral intentions namely ‘intention to revisit the destination in the future’ and their 

‘willingness to recommend it to others’ are frequently studied in the tourism context (Chi 

& Qu, 2008; Prayag & Ryan, 2012; Stylidis, Biran, Sit, & Szivas, 2014). Aiming to provide an 

extension tool for tourism managers, we propose the following tourists’ predispositions and 

behavioral intentions a) willingness to recommend; b) willingness to visit, and c) identity 

signaling as Tourist Domain Outcomes (TDOs). In that, “willingness to visit” also refers to 

as “intention to visit” or “tourists’ future behavior” (J. Kim & Kerstetter, 2016, p. 54). It is 

also a tourists’ behavioral intention that is widely used to measure the tourism related 

concepts (Chen, Shang, & Li, 2014; Kock et al., 2016; Tigre Moura, Gnoth & Deans, 2015).  
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 TDO - willingness to recommend 

In the marketing context, word of mouth is a form of communication which provides 

a significant role in consumers’ attitudes and purchasing behaviors. Choo, Park, & Petrick 

(2011) stated that consumers’ decision making rely more on recommendations from others 

than on traditional marketing. Chen & Tsai (2007) stated that willingness to recommend in 

forms of positive word of mouth is one of the common measures used in tourism context 

as it is influenced by the destination previously visited.  

In the case of ethnocentric tourists, they are interested in convincing others about taking a 

holiday in domestic destinations (Kock et al., 2019). However, Choo et al (2011) suggested 

that the level of identification with the destination also affects individuals’ willingness to 

recommend to others. If an individual identifies a low level of support to one’s own 

domestic destinations, it could be assumed that he/she disassociates from the average 

tourist behaviors of a particular host country, which shows as a level of TDI. Therefore, we 

suggest that tourists with high level of TDI will unlikely recommend domestic destination 

to others.  Thus, we hypothesize: 

H3a(1): Tourism disidentification has a negative effect on willingness to recommend. The 

higher level of TDI, the lower willingness to recommend domestic destinations.  

H3a(2): Tourism ethnocentrism has a positive effect on willingness to recommend. The higher 

level of TE, the higher willingness to recommend domestic destinations.  

 TDO - willingness to visit 

Kock et al (2019) suggested that tourists who are ethnocentric will likely spend their 

own holiday at a domestic destination based on the belief that it will benefit the domestic 

tourism economy thus higher level of willingness to visit is expected. In contrast, 

disidentified tourists who wish to actively separate from the group are not likely spend their 

own holiday at a domestic destination, therefore, negatively affects the level of willingness 

to visit. We propose that tourists with high level of TDI have a lower willingness to visit. 

Thus, we hypothesize that:  
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H3b (1): Tourism disidentification has a negative effect on willingness to visit. The higher level 

of TDI, the lower willingness to visit domestic destinations.  

H3b (2): Tourism ethnocentrism has a positive effect on willingness to visit. The higher level 

of TE, the higher willingness to visit domestic destinations.  

 TDO - identity signaling 

In addition to willingness to visit and willingness to recommend, we identify another 

related outcome i.e. identity signaling. Identity signaling is the behavior motivated by the 

belief that the behaviour will convey particular information about the individual to the self 

and/or others (Gal, 2015, p. 257). Most of the research on identity-signaling behavior is from 

consumer psychology domain explaining the identity-signaling motives as drivers of 

choosing brands and products (Belk, 1988; Gardner & Levy, 2012; McCracken, 1989). 

Gardner & Levy (2012) argued that consumers’ choices of brands and products are not only 

based on the functionality, but also on the symbolic implications, which subtly convey their 

thoughts and feelings. Belk (1988) mentioned that people’s material possessions are part of 

the self. McCracken (1989) put forth the notion that consumers define themselves and 

construct their self-identity through the choices of brands they wish to associate with 

attachment to the self.  

However, the concept of identity-signaling behavior is relatively less mentioned in the 

tourism literature. Ganglmair-Wooliscroft & Wooliscroft (2014) explored Belk’s (1988) 

concept to study “places”, rather than “physically owned possessions”, in the sense that 

meaning, and value can be shown by extended self through domestic tourism experiences, 

which defines their own identities. In tourism destination branding, tourists’ self-identity 

can be reflected by engaging in tourism related activities. This is termed as the symbolic 

attributes providing the enactment of self-concept, social identity, and enhancement of 

lifestyle (Chen, Leask, & Phou, 2016).   

As TE reflects prior cultural and moral obligations to support domestic tourism (Kock et 

al., 2019), we suggest that ethnocentric tourists may demonstrate their identity signaling 
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behavior through  their support of domestic tourism. With the positive ingroup 

predisposition, individuals feel the moral obligation to travel domestically or to support the 

domestic tourism by any means to define their identity to be regarded as part of the group, 

which leads to attachment and identity association they desire.  

On the other hand, TDI reflects a disidentification from negative ingroup bias 

predispositions. Based on this belief, it is expected that the individuals may have less desires 

to express their local identity and attachment to the self or others in domestic tourism 

context.  Therefore, individuals with high level of TDI will likely avoid and/or reject any 

kinds of domestic tourism support. Therefore, we hypothesize:  

H3c(1): Tourism disidentification has a negative effect on identity signaling. The higher level 

of TDI, the lower identity signaling toward domestic destinations. 

H3c(2): Tourism ethnocentrism has a positive effect on identity signaling. The higher level of 

TE, the higher identity signaling toward domestic destinations.  

3.5 TDI, TE AND RESIDENT-DOMAIN OUTCOMES (RDOS) 

In addition to the investigation of TE and TDI’s influences on the tourist domain, the 

resident domain should also be explored. The role of residents in the tourism development 

process has increased its significance, which has attracted a number of studies showing that 

residents’ support is a key factor in tourism development (Butler, 1980; Dyer, Gursoy, 

Sharma, & Carter, 2007; Zenker & Erfgen, 2014). In fact, residents play an important role to 

determine the growth and success of the tourism industry (Kock et al., 2019). Lundberg 

(2015) posited that there is an increasing attention on the role of local residents in the 

tourism development process. For instance, residents’ participation through tourism 

planning, development and hospitality toward domestic tourism (Almeida-García, Peláez-

Fernández, Balbuena-Vázquez, & Cortés-Macias, 2016; Woosnam, Norman, & Ying, 2009). 

Conceptually, the predisposition of the residents’ attitudes toward tourism development in 

this research is divided into two perspectives; a collective perspective and an individual 

perspective. Hence, the following resident domain outcomes are a) residents’ support for 
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tourism development; b) residents’ hospitality, and c) residents’ support for cultural 

heritage conservation. 

 RDO - residents’ support for tourism development 

From the perspective of seeing tourism development as a collective entity, tourism 

development has positive and negative effects to the community economically, socially, and 

environmentally (Almeida-García et al., 2016). From the residents’ perspective, tourism 

development is not always regarded as positive despite the economic benefits (Chen, 2000). 

Yet, residents’ support is an undeniable critical factor of the tourism development of the 

host community. “If the level of residents’ loyalty to tourism development is high, the 

potential conflicts between residents and tourism establishment could be avoided” (Chen, 

2000, p. 5). With this notion, we put forth that the ethnocentric level of the residents toward 

the domestic tourism support is positively related. On the other hand, we believe that the 

higher level of TDI residents may affect less support on domestic tourism. Thus, we 

hypothesize:  

H4a(1): Tourism disidentification has a negative effect on residents’ support for tourism 

development. The higher level of TDI, the lower level of residents’ support for tourism 

development. 

H4a(2): Tourism ethnocentrism has a positive effect on residents’ support for tourism 

development. The higher level of TE, the higher level of residents’ support for tourism 

development.  

   

  RDO - residents’ hospitality 

In addition to the residents’ support for tourism development, resident hospitality is 

crucial for the overall success of tourism development. In general, tourists’ perception 

toward residents’ behavior plays an important role in the tourists’ experience (Choo et al., 

2011). From the socio-psychological perspective of seeing tourism development as 

individuals, the intergroup behaviour is a significant dimension to show the active support 

of the residents in the tourism community. Crick (2003) suggested that the uniqueness of 
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tourism is that tourists not only encounter service employees but also general local people. 

As hospitality implies that residents directly interact with incoming tourists, different levels 

of commitment of residents reflects their active support in the local tourism community 

(Kock et al., 2018).  

Under the instrumental bias of TE and TDI, the level of residents’ support for tourism 

development depends on the mutual cooperation and solidarity of fellow ingroup members 

(Kock et al., 2018). Thus, the ethnocentric level of residents reflects the solidarity to the 

ingroup which directly influence their level of support for tourism development. On the 

other hand, we believe that the higher level of TDI residents will show less hospitality 

toward incoming tourists as they tend to avoid or reject the behavior as commonly accepted 

and expected by the average residents. Thus, we hypothesize:  

H4b(1): Tourism disidentification has a negative effect on residents’ hospitality. The higher 

level of TDI, the lower level residents’ hospitality toward incoming tourists. 

H4b(2): Tourism Ethnocentrism has a positive effect on residents’ hospitality. The higher 

level of TE, the higher level residents’ hospitality toward incoming tourists.  

 RDO - residents’ support for cultural heritage conservation 

Cultural heritage conservation and tourism development have a strong linkage in 

pursuit of social, political and economic objectives (Abuamoud, Libbin, Green, & ALRousan, 

2014; Henderson, 2001; Kim, 2002; McGehee, Andereck, & Vogt, 2002). From the social 

aspect, tourism development in preserving tangible and intangible forms of cultural 

heritage facilitate an understanding of cultural identity (Kim, 2002), and increase residents’ 

pride in their culture (McGehee et al., 2002). Individual’s identities, consisting of cultural 

identity, ethnic identity, nationality, implicitly represent one’s attitudes, values, traditions 

and heritage which give them a sense of belonging as members of society. Heritage is an 

important form of manifestation of these identities (Henderson, 2001), and the 

establishment of the unique “sense of place” when people feel a particular attachment to an 

area (Hall & Page, 2003; Whidden, 1991). With this notion, the representation of cultural 
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heritage in tourism images in portraying the stories of the society and the evolving cultural 

identity that reflect the political ideology manipulated by the government (Henderson, 

2001; Zhang et al., 2015).  

Cultural heritage tourism has become a major source of income in some of the countries 

(Abuamoud et al., 2014), yet over-development of cultural heritage tourism can endanger 

the heritage site itself (Su & Wall, 2014). The lack of local community support and 

coordination between different parties is a constraining factor of the heritage tourism 

development (Li & Lo, 2005). As the perceptions and attitudes of local people in heritage 

sites strongly influence their behaviour regarding on the heritage tourism development 

(You et al., 2014). Jimura (2011) suggested that the residents of urban heritage sites have a 

higher degree of community attachment and willingness to promote their cultural heritage 

that reflect their identity and culture. In the case of TE and TDI, the level of residents’ 

community attachment in the sense of belonging and emotional bond will reflect their level 

of support in the heritage tourism development. For ethnocentric residents, the positive 

ingroup bias result from the shared values and traditions that give them a strong sense of 

community attachment which will contribute to the support of cultural heritage tourism 

development. On the contrary, since the disidentified residents do not share the similar 

values or traditions as the mainstream society, the weaker sense of community attachment 

will deter these individuals to support the local cultural heritage tourism development. 

Thus, we hypothesize:   

H4c(1): Tourism disidentification has a negative effect on residents’ support for cultural 

heritage conservation. The higher level of TDI, the lower level of residents’ support for cultural 

heritage conservation toward domestic tourism.  

H4c(2): Tourism Ethnocentrism has a positive effect on residents’ support for cultural 

heritage conservation. The higher level of TE, the higher level of residents’ support for cultural 

heritage conservation toward domestic tourism.  
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Table 1: Hypotheses summary table 

Hypotheses 

H1a Ethnic identification and acculturation are positively associated.  

H1b Ethnic identification negatively associated with tourism disidentification. 

H1c Acculturation negatively associated with tourism disidentification. 

H2a The level of TDI negatively affect the level of TE. The higher/lower level of TDI, the lower/ higher level of TE. 

H3a (1) 

 

 

H3a (2) 

Tourism disidentification has a negative effect on willingness to recommend. The higher level of TDI, the lower 
willingness to recommend domestic destinations. 
 
 
Tourism ethnocentrism has a positive effect on willingness to recommend. The higher level of TE, the higher 
willingness to recommend domestic destinations. 
 

H3b (1) 

 

H3b (2) 

Tourism disidentification has a negative effect on willingness to visit. The higher level of TDI, the lower 
willingness to visit domestic destinations. 
 
Tourism ethnocentrism has a positive effect on willingness to visit. The higher level of TE, the higher willingness 
to visit domestic destinations. 
 

H3c (1) 

 

H3c (2) 

Tourism disidentification has a negative effect on identity signalling. The higher level of TDI, the lower identity 
signalling toward domestic destinations. 
 
Tourism ethnocentrism has a positive effect on identity signalling. The higher level of TE, the higher identity 
signalling toward domestic destinations.  
 

H4a (1) 

 

H4a (2) 

Tourism disidentification has a negative effect on residents’ support for tourism development. The higher level 
of TDI, the lower level of residents’ support for tourism development. 
 
Tourism ethnocentrism has a positive effect on residents’ support for tourism development. The higher level of 
TE, the higher level of residents’ support for tourism development.  
 

H4b (1) 

 

H4b (2) 

Tourism disidentification has a negative effect on residents’ hospitality. The higher level of TDI, the lower level 
of residents’ hospitality toward incoming tourists. 
 
Tourism ethnocentrism has a positive effect on residents’ hospitality. The higher level of TE, the higher level of 
residents’ hospitality toward incoming tourists.  
 

H4c (1): 

 

H4c (2): 

Tourism disidentification has a negative effect on residents’ support for cultural heritage conservation. The 
higher level of TDI, the lower level of residents’ support for cultural heritage conservation toward domestic 
tourism. 
 
Tourism ethnocentrism has a positive effect on residents’ support for cultural heritage conservation. The higher 
level of TE, the higher level of residents’ support for cultural heritage conservation toward domestic tourism. 
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Figure 4: Research conceptual framework 
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4 METHODOLOGY 

In this chapter, the research method conducted in this research namely research philosophy research 
approach, research strategy, research design, sampling, questionnaire design, questionnaire 
measurement and data analysis will be explained (Figure 5) 

4.1 RESEARCH PHILOSOPHY  

 Epistemological consideration - positivism  

The epistemological issues concern the questions of how knowledge is created and 

what is considered as acceptable knowledge (Blaikie, 2010). Bryman (2016) stated that in 

social sciences related to the question of whether the social can and should be studied in 

the same manner of the natural sciences. Positivism puts emphasis on imitating the 

application of the methods of the natural sciences to study of the social reality (Crowther & 

Lancaster, 2008).  

To analyze the main research question concerning the TE and TDI’s effects on tourists’ and 

residents’ behaviour on domestic tourism, the empirical research sets out with four 

objectives. First, to further validate TE construct by investigating an empirical study in a 

subnational region with complex ethnic identities namely Hong Kong. Second, to further 

expand on TE literature and provide an initial test of TDI construct from a negative ingroup 

bias. Third, to explore possible antecedents to TDI namely ethnic identification and 

acculturation and their influence on TDI. Lastly, to investigate the influence of TDI and TE 

on tourism-related outcomes and resident-related outcomes aiming to contribute to future 

predictions on tourists’ and residents’ predisposition and behavioral intentions toward 

domestic tourism. Taken from the positivism position, this study uses existing theories to 

generate hypotheses that can be tested and confirmed leading to the further development 

of theory which then may be tested by future research (Bryman, 2016).
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Figure 5: Methodology (Own creation) 
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 Ontological consideration – objectivism 

Ontology is a system of belief that reflects an interpretation by an individual about 

what constitutes a fact. It is associated with questions of the nature of reality and whether 

social entities should be considered as objectivism or constructionism (Blaikie, 2010). From 

the ontological perspective, Bryman (2016, p. 33) states, 

“Objectivism is an ontological position that asserts that social phenomenon and their 

meanings have an existence that is independent of social actors. It implies that social 

phenomena and the categories that we use in everyday discourse have an existence that is 

independent or separate from actors.” 

In other words, it stresses the objectivity and independence of the researcher in studying 

the “external facts” in the social world similarly as in the natural world, which is beyond the 

influence of the researcher. Hence, it is important to conceptualize the theoretical terms in 

conducting the research from an ontological objectivist position. For example, having an 

agreed definition of the theoretical terms and the measurable constructs items is by seeing 

these entities as objects and having objective realities.  

4.2 RESEARCH APPROACH  

 Deductive approach 

Deductive approach is concerned with “developing a hypothesis (or hypotheses) based 

on existing theory, and then designing a research strategy to test the hypothesis” (Wilson, 

2010, p. 7). This research starts from a theory-driven empirical inquiry which comes from 

observations and interrelated theories namely tourism ethnocentrism, ethnic identity, 

acculturation and consumer disidentification. The empirical inquiries are developed from 

the identified research gaps in the literature review process. Then, hypotheses are deduced 

from these interrelated concepts which are subjected to empirical study. After that, a 

conceptual framework is developed accordingly in the explanation of hypotheses 

formulation which aims to answer the research questions posed by theoretical 
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considerations within a delimited aspect of social phenomena. In addition, the concepts 

embedded within the hypotheses are constructed into researchable items or operational 

terms. By doing so, data collection can be collected specifically in relation to the concepts 

that make up the hypotheses to reflect the theory by showing the interpretation of those 

findings associated with the certain domain of investigation (Bryman, 2016).  

4.3 RESEARCH STRATEGY 

 Quantitative research  

Quantitative emphasizes quantification in data collection and data analysis (Bryman 

& Bell, 2015). Regarding the connection between theory and research, epistemological 

consideration and ontological consideration, the choice of quantitative research method is 

a result of positivism (Saunders, Lewis, & Thornhill, 2016). Bryman (2016) mentioned that 

quantitative research typically entrails data collection, a deductive perspective between 

theory and research relationship, a positivism approach and an objectivist conception. In 

addition, quantitative study provides importance to validity and reliability of finding as it 

is on point and well structured (Kumar, 2014). To fulfil the research objectives, a set of 

quantitative data is required thus with all the above considerations, the quantitative 

research design is seen to be the best research strategy for this study. 

4.4 RESEARCH DESIGN 

 Cross-sectional design 

The cross-sectional design is the most commonly used design in the social science 

(Kumar, 2014). The characteristic of the design is to observe on a sample at one time point 

or a short period and contains quantitative or quantifiable data (Bryman & Bell, 2015). Thus, 

the cross-sectional design is applied in this study as it allows researchers to collect data on 

a sample in a single point of time. 
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4.5 SAMPLING 

 Sampling population  

According to the purpose of the study, the targeted sampling population is Hong Kong 

residents. To refine the Hong Kong residents, people who live in Hong Kong for three 

consecutive years and above regardless of their ethnic origin are qualified to participate in 

the questionnaire. The reason of setting number of years is that the study aims to measure 

the tendencies of ethnic identification and acculturation with the reside country. For an 

individual to adapt his/ her life in other cultures, period of time is an essential factor. In 

addition, the study is set to collect data from the sample population who are aged over 18-

year-old due to a maturity reason.  

 Sample size 

Regarding the sample size, there is no definite answer and it should depend on a number 

of considerations (Bryman, 2016). However, de Vaus (2014) suggests that the required 

sample size depends on two key factors; the degree of accuracy and variation in the 

population. In addition, Bryman and Bell (2015) suggest that when establishing sample size, 

there are a number of factors that should be considered such as absolute and relative sample 

size, the constraints of time and cost, non-response and heterogeneity of the population.  

With all these number of factors, the targeted sample size in this research is approximately 

180 respondents with the non-response assumption of approximately 20 percent. Meaning 

that the actual samples will be 150 respondents for data analysis process.  

 Non-probability sampling - snowball sampling 

Snowball sampling is commonly used when the desired population is difficult to identify 

(Bryman & Bell, 2015). As snowball sampling selects sample using networks (Kumar, 2014). 

The process of snowball sampling is, first, the case of population needs to be contacted, 

typically one or two cases. Then, these cases are asked to identify further cases. After that, 

the new cases are asked to further identify more cases. And last, the process stops when 

there are no new cases or is as large as is manageable (Bryman & Bell, 2015).  



 

  Hansen & Wong 

 

51 

In this research, the snowball sampling is employed through one of our thesis partners who 

is originally from Hong Kong. Then, the groups of people who have already participated in 

the survey are asked to share the questionnaire further through their own social networks. 

After that, those new participants are asked to further identify their contacts. The process 

continues until the sample is reach the targeted number.  

4.6 QUESTIONNAIRE DESIGN 

 Self-administered questionnaires  

Self-administered questionnaires also known as surveys are usually completed by 

respondents (Bryman & Bell, 2015). Due to geographical location of target population 

sample and time constraints, the online survey presents suitable advantages for this 

research. First, it allows instantly access to recipients irrespective of the geographical 

location. Second, it provides financial beneficial for researchers as it requires low financial 

resources. Third, it grants short response time. And fourth, very limited researcher’s control 

of the sample (Ilieva, Baron, & Healey, 2002). 

In this research, Qualtrics software is employed to collect data. The advantages of the 

Qualtrics are that the questionnaires can be designed, captured and saved data 

automatically, the respondents are able to access the questionnaires through their web 

browser, a hyperlink and mobile device and the collected data can be automatically transfer 

to external data analysis software (Bryman & Bell, 2015). 
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 Designing the questionnaire 

In this research, questionnaire consists of seven sections, each section contains a set 

of questions that are related to a construct or specific purpose of the research. 

Questionnaire design is planned by a number of considerations as follows: 

4.6.2.1       Section one - the questionnaire introduction 

Most self-administered questionnaires contained covering letter or a welcome screen 

(Bryman & Bell, 2015). In section one, an introductory statement about the identity of the 

researchers is shown in the introduction of the questionnaire. Then the purpose of the study 

is stated clearly and concisely to explain the objectives of the study. After that, 

confidentiality reassurance and consent of data are used to convey the respondents to 

decide whether to participate in the questionnaire or not as well as to stress that the 

respondents’ participation is voluntary (Bryman & Bell, 2015). 

4.6.2.2 Section two - sequencing the sections  

The demographic questions such as gender, age, place of origin, education and 

number of years spent in Hong Kong are presented in the second section. The main reason 

for including demographics questions is to screen the respondents’ eligibility for the survey 

(Brace, 2018). Therefore, respondents who are under 18 will not be able to answer the 

questionnaire and will be led end of the survey.  

4.6.2.3 The main questionnaire - section three to seven 

The main questionnaire, from section three to section seven consists of set of 

questions regarding ethnic identification, acculturation, tourism disidentification, tourism 

ethnocentrism and residents/tourists domain outcomes.  

The ethnic identification is divided into three categories: Hongkonger, Chinese and 

Foreigner in section three. Ethnic identification questions were adopted and adapted from 

previous studies (e.g. Cleveland & Laroche, 2007; Josiassen, 2011). The respondents who 

answered the place of origin other than the places of Hong Kong or/and China will be 
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directed to the ethnic identification section that consists of the questions regarding three 

ethnic identity groups; Hongkonger, Chinese and their origin country. However, for those 

who answered either Hong Kong or China in the place of origin are only required to answer 

the ethnic identification questions related to Hongkonger and Chinese.  

In section four, all respondents are directed to answer the questions regarding acculturation 

with the objective of measuring acculturation tendencies with Hong Kong culture (e.g. 

language, media and social interact). Acculturation questions were adopted and adapted 

from Ryder et al (2000). When the acculturation questions are completed, all respondents 

are directed to section five presenting the questions of tourism disidentification.  

The tourism disidentification questions were adopted and adapted from previous study 

(Josiassen, 2011) aiming to access the level of disidentification toward the support of Hong 

Kong domestic tourism. Then, a set of questions regarding tourism ethnocentrism are  

presented. The tourism ethnocentrism questions were adopted and adapted from Kock et 

al (2019) aiming to measuring the level of ethnocentrism toward a support of Hong Kong 

domestic tourism, the set of questions is shown in section six.  

And last, a set of questions regarding residents’ domain outcomes (e.g. residents’ support 

for tourism development, residents’ hospitality and residents’ support for cultural heritage) 

and tourist’ domain outcomes (e.g. willingness to recommend, willingness to visit and 

identity signaling) are presented. In the residents’ domain outcomes, the questions 

regarding residents’ support for tourism development were adopted from previous studies 

(Kock et al., 2019; Stylidis et al., 2014; e.g. Woo, Kim, & Uysal, 2015). The questions regarding 

residents’ hospitality were adopted and adapted from Kock et al (2019). In addition, the 

questions regarding residents’ support for cultural heritage conservation are newly 

developed. A pool of items in the questions were gathered from literature on cultural 

heritage conservation (Li & Lo, 2005; Siehr, Bauer, & Sites, 2008).  

Cultural heritage can be categorized as either intangible or tangible form, which is an 

expression of the ways of living developed by a community and passed on from generation 
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to generation, including customs, practices, places, objects, artistic expressions and values 

(Siehr et al., 2008). In order to predict Hong Kong tourists/residents’ behavioral intention 

influenced by the domestic bias in relation to cultural heritage conservation, multiple 

aspects of the concept are measured including the tangible and intangible heritage; colonial 

and Chinese cultural background; and sense of belonging.  

In the tourists’ domain outcomes, the questions regarding willingness to recommend and 

willingness to visit scales were adopted from previous studies (Kock et al., 2016, 2019 e.g.). 

In addition, the questions regarding identity signaling are newly developed. A pool of items 

representing in the questions were gathered from literature on identity signaling (Gal, 2015). 

The questions measure dimensions of three drivers of identity signaling behavior, the need 

for belonging, self-expression and self-enhancement (Gal, 2015).  

The indicator of the need for belonging is measured by the degree of attachment of an 

individual to the desirable group who wants to belong to. In the measuring of self-

expression, it includes the degree of displaying one’s unobservable actual self in various 

occasions such as in the public, tourism domain and social group. The self-enhancement 

concerns with the social approval by presenting oneself in a manner that will generate a 

favorable impression of oneself in others’ eyes (Baumeister, Tice & Hutton, 1989; Schlenker, 

Forsyth, Leary & Miller, 1980). Thus, the indicators of the motives behind the behaviour of 

supporting the domestic tourism are measured.  

It should be noted that each section is set with force-answered function to terminate the 

possibility of skipping questions. It means that next section is appeared when the answers 

from previous section are completed by screen break function and respondents are unable 

to continue to the next section unless all the questions are completed. The total time spent 

completing all questions is approximately 11 minutes.  
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4.7 QUESTIONNAIRE MEASUREMENT  

 Seven-point Likert scale 

The process of devising measures of the concepts, known as operationalization, is 

crucial in the research design that may critically affect the research results. Bulmer (1984, 

p. 43) suggests that “concepts are categories for the organization of ideas and observations”, 

which are the building blocks of theory and may provide an explanation of a certain aspect 

of the social world (Bryman, 2016). Thus, in order to employ the concepts in the quantitative 

research, a measure of concepts have to be developed and quantified. It is suggested that 

the different aspects or components of a concept should be considered when developing a 

measure of a concept (Lazarsfeld, 1958).  

The nature of questions applied in this research indicate as rating questions. Rating 

questions most frequently use the “Likert-style rating” and the respondents are asked to 

rate the degree of agreement on a four-, five-, six- or seven-point rating scale (Bryman & 

Bell, 2015). Thus seven-point scale ranging from 1= “strongly disagree” , 2= “disagree”, 3= 

“somewhat agree”, 4= “Neither agree nor disagree”, 5= “somewhat agree”, 6= “agree” to 7 = 

strongly agree is employed. As this research intends to investigate an individual’s attitudes 

and behaviors toward domestic tourism, the intensity of feelings helps to increase the 

accuracy of reflecting respondents’ true state of affairs (Bryman, 2016). 

Furthermore, ten constructs were employed in the questionnaire according to the 

conceptual framework. The constructs are divided into three parts: the first part consists of 

ethnic identification and acculturation; the second part consists of tourism disidentification 

and tourism disidentification and the last part consists of tourist domain outcomes and 

resident domain outcomes.  

 Reliability consideration 

Reliability refers to the consistency of a measure of a concept (Bryman, 2016). In a 

reliable research design, the test-retest reliability and internal reliability should be 

considered. Test-retest reliability indicates whether a measure is stable over time. For 
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instance, the respondent completing an instrument meant to measure a concept should 

have almost the same responses every time the questionnaire is completed. Internal 

reliability concerns whether the indicators that make up the scale or index are consistent. 

For example the multiple-indicator measures by asking a series of questions concerned with 

a certain concept, each respondent’s answers of each question are aggregated to form an 

overall score, the respondent’s score on one set of indicators should be related to their score 

on the other indicators (Bryman, 2016).  

 Validity consideration 

Validity relates to the integrity of the conclusions that are generated from a piece of 

research. There are different facets of validity that need to be distinguished. Measurement 

validity in quantitative research mainly refers to the search for measures of social science 

concepts concerning whether a measure of a concept really measures that concept. 

Meanwhile, the measurement validity is also related to reliability: if a measure of a concept 

is stable in that the results of a measure is consistent, then it is regarded as reliable. Hence 

it implies that it can provide a valid measure of the concept. On the other hand, external 

validity is another main focus in the quantitative research, it is concerned with the question 

of whether the results of a study can be generalized beyond the specific research context 

(Bryman, 2016). Thus, it is crucial to generate representative samples in the quantitative 

research in order to apply the findings more generally to other populations. 

4.8 DATA ANALYSIS 

 Data analysis software  

IBM SPSS is a widely known computer software for analysis of quantitative data in 

Social Sciences (Bryman, 2016). Therefore, this software is the main source used in our data 

analysis.  
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 Defining new variables name in IBM SPSS 

The data collected from Qualtrics were automatically imported to IBM SPSS software. 

However, due to the nature of constructs employed in this research, computing a set of 

variables process is necessary as it provides a total score of each construct. For example, 

ethnic identification data is categorized in three categories. In order to be able to identify a 

total score of each category, scores from all items are added up and divided by the number 

of items (For example: item1+item2 +item3+item+item5+item 6/6 = total mean score). 

Then, the new variables are renamed (Appendix 4) and ready for the further analysis 

process.  

 Types of analyses 

4.8.3.1 Univariate analysis - frequency table & diagram 

Univariate analysis refers to the analysis of one characteristic of the sample at a time 

(Bryman, 2016). In this research, the univariate analysis is employed to analyze the sample 

such as gender, age, place of origin, education and years spent living in Hong Kong.  

The frequency tables are used to display numerical data that are categorized as ordinal 

variables, meaning that the data are grouped and presented in ranges (de Vaus, 2014). In 

this research, the age groups of the respondents and years spent living in Hong Kong were 

designed and grouped in ranges for the ease of analysis and therefore the results will be 

presented in a frequency table.  

Diagrams such as bar charts and pie charts are the most frequently used methods 

representing the quantitative data especially for nominal and ordinal variables (Bryman, 

2016). The advantage of these charts is that they are easy to understand and interpret 

(Bryman & Bell, 2015). A Bar graph contains separate bars that represent different categories 

of data (e.g. gender and ethnicity) (Ho, 2017). Therefore, representing the results of the 

sample such as gender, place of origin and education in the form of a bar chart will be 

appropriate.  
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4.8.3.2 Bivariate analysis - simple linear regression 

Bivariate analysis is an analysis of two variables at a time in order to investigate 

whether or not the two variables are related (Bryman, 2016). When seeking for the 

relationships between the two variables, corresponding evidence of the variation of the two 

variables is investigated (Bryman, 2016).  

Simple linear regression is an analysis that deal with the relationship between two variables. 

In the simple linear regression, the variables play different roles. The value of one of the 

variables is being predicted, this variable called dependent variable (DV) and noted as Y. 

The other variable is used to predict the dependent variable, this variable called 

independent variable (IV) and noted as X (Meyers, Gamst, & Guarino, 2013). Typically, the 

results show from simple linear regression are concerned with the direction (positive and 

negative) and magnitude (0 → ± 1.00) of the relationship between X and Y (Ho, 2017).   

As mentioned in the hypothesis chapter, the objective of hypothesis testing is to investigate 

the relationship between the two variables (DV and IV) which will determine positive and 

negative direction and magnitude. Therefore, simple linear regression is employed to 

analyze the data in this research. And, it should be noted that the significant level was set 

at 0.05. Table 2 presents the result values that will be used to report the results in the 

research.  

4.9 METHODOLOGY LIMITATIONS 

In the process of considering research design for this study, we are aware of 

methodology limitations that may emerge and therefore necessary to point out. Due to the 

geographical of targeted population and time constraints, physically travelling to Hong 

Kong to collect data is costly and time consuming. For this reason, geographic and time 

constraints are considered as first limitation.  

The online questionnaire is used to collect data with the consideration of their advantages. 

However, for a person to be able to participate in the online questionnaire, internet 
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accessibility is required. Thus, this method available only to participants who have access 

to the internet and restricted to the better educated and younger internet users (Couper, 

2000). For this reason, internet accessibility is considered as second limitation.  

Snowball sampling is the method that gathering the samples through networks (Kumar, 

2014). This sampling method may contain sample bias as the respondents are identified 

from other potential respondents that may contain similar characteristics as themselves, 

resulting in a homogeneous sample (Bryman & Bell, 2015). However, the heterogeneity of 

our respondents cannot be controlled through this sampling method. For example, the 

target population of Hong Kong residents who have been living in Hong Kong for more 

than three years with age above 18 and having different ethnic identity background is not 

easy to reach within our network. As Vogt (2011) mentioned that getting survey samples 

from populations whose members are rare or unknown raises complicated uncertainties. 

Therefore, snowball sampling provides the only possibility when targeted population are 

difficult to identify (Bryman & Bell, 2015).  

And last, the language used in the questionnaire is English. However, English is not a first 

language for most people in Hong Kong. The ability to understand the questions might be 

an obstacle for some participants, which could result in higher non-response rate and 

misunderstandings of the questions.  
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Table 2: Data analysis plan 

 

Section Hypothesis IV DV Measure ANOVA 
(value) 

Coefficients Model 
summary 

The relationship between one's ethnic identity 
and acculturation level.    

H1a ACC EIhk 
EIcn 
EIfn 

 

Linear regression 
 

df, f & p  B 
 

R2 

The antecedents of TDI  H1b 
 
 
 

H1c 

EIhk 
EIcn 
EIfn 

 
ACC 

 

TDI 
 
 
 

TDI 

Linear regression df, f & p  B R2 

TDI and TE relationship H2a 
 

TDI TE Linear regression df, f & p  B R2 

TDI and TE effect on willingness to recommend H3a (1) 
H3a (2) 

 

TDI 
TE 

WTR 
WTR 

Linear regression df, f & p  B R2 

TDI and TE effect on willingness to visit H3b (1) 
H3b (2) 

TDI 
TE 

 

WTV 
WTV 

Linear regression df, f & p  B R2 

TDI and TE effect on identity signaling H3c (1) 
H3c (2) 

 

TDI 
TE 

IS 
IS 

Linear regression df, f & p  B R2 

TDI and TE effect on residents’ support for 
tourism development 

H4a (1) 
H4a (2) 

 

TDI 
TE 

 

RSTD 
RSTD 

Linear regression df, f & p  B R2 

TDI and TE effect on residents’ hospitality H4b (1) 
H4b (2) 

 

TDI 
TE 

RH 
RH 

 

Linear regression df, f & p  B R2 

TDI and TE effect on residents’ support for 
cultural heritage conservation 
 
 

H4c (1) 
H4c (2) 

TDI 
TE 

RSCH 
RSCH 

 

Linear regression df, f & p  B R2 
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5 RESULTS 

In this section, the result will be presented into four sections. Section one presents demographic 
results. Section two presents on ethnic identification, acculturation, tourism disidentification and 
tourism ethnocentrism results. Section three presents on tourist domain outcomes and resident 
domain outcomes results. And lastly, measurement reliability result will be presented. 

5.1 HANDLING MISSING DATA 

To ensure that they are eligible for the analysis, all data sets are screened and cleaned, 

however, during this process missing data is found. Missing data arise when the target 

population is failed to reply or complete the questions (Brick & Kalton, 1996). This incident 

can accidentally happen or because the respondent decided not to continue the 

questionnaire (Bryman, 2016). Typically, there are many procedures to handle missing data 

in quantitative data analysis (Bouza-Herrera, 2013; Brick & Kalton, 1996; Little & Rubin, 

1989). In this research, 162 cases were collected in total but 6 cases from the age group 18-

year-old are found to have missing data for more than half of the complete questionnaire. 

Due to the time constraints, the researchers decided to eliminate these 6 cases from the 

data analysis, leaving  a total of 156 cases. 

5.2 SECTION ONE: DEMOGRAPHIC 

Table 3 presents age references and years living in Hong Kong. The majority of the 

respondents lied under aged between 25 and 34 accounting for 37.8 percent of the total 

following with 21.8 percent of aged between 18 and 34, 19.2 percent of aged between 35 and 

44, 10.3 percent of aged between 45 and 54, 5.1 percent of respondents age below 18 to 18, 

3.2 percent of aged between 55 and 64 and last 2.6 percent aged 65 and over. As for years 

spent living in Hong Kong, 69.2 percent have been living for more than 20 years. Following 

with 14.1 percent spent 16-20 years, 8.3 percent spent 11-15 years, 4.5 percent spent 6-10 years 

and 3.8 percent spent 0-5 years. 

Figure 6 presents gender, place of origin and education. The gender distribution shown 

that 42.3 percent of the respondents are male, 55.8 percent are female and 1.9 percent other 
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gender. Regarding the education level, about 75 percent of the respondents have a tertiary 

education level including 15.4 percent have senior secondary education, 7.1 percent of junior 

secondary education and leaving the remaining 2.6 percent of the respondents with primary 

education level. A majority of 76.3 percent of the respondents are from Hong Kong while 

14.1% are from China and 9.6 percent are foreigners.  

Table 3: Sample characteristics (N =156) 

 

 

 
 
   

Variables Number Percentage 

Age 

18 8 5.1 

18 - 24 34 21.8 

25 - 34 59 37.8 

35 - 44 30 19.2 

45 - 54 16 10.3 

55 - 64 5 3.2 

65+ 4 2.6 

Years spent living in Hong Kong 

0-5 6 3.8 

6 - 10 7 4.5 

11 - 15 13 8.3 

16 - 20 22 14.1 

20+ 108 69.2 
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Figure 6: Gender, place of origin and education 



 

  Hansen & Wong 

 

63 

5.3 SECTION TWO: RESULT OF ETHNIC IDENTIFICATION, ACCULTURATION, TOURISM 

DISIDENTIFICATION AND TOURISM ETHNOCENTRISM 

In this section, the results from ethnic identification, acculturation, tourism disidentification and 

tourism ethnocentrism will be presented. 

 Ethnic identification and acculturation  

It should be noted that for ethnic identification section, the sample has been 

categorized into three groups; Hongkonger, Chinese and Foreigner (See Table 4). 

Therefore, data was run three times to determine the relationship between ethnic 

identification of each category and acculturation.  

As H1a asserted positive association between ethnic identification and acculturation. To 

test the hypothesis, a simple linear regression was carried out to test if acculturation 

significantly predict ethnic identification Hongkonger. The results of the regression 

indicated the two predictors explained 55.3% of the variance, F(1,154)=190.29, p<.001. It was 

found that acculturation significantly predicted ethnic identification Hongkonger 

tendencies (β=.74, p<.001), supporting H1a.  

Second, a simple linear regression was carried out to test if acculturation significantly 

predict ethnic identification Chinese. The results of the regression indicated the two 

predictors explained 11.8% of the variance, F(1,154)=20.56, p<.001. It was found that 

acculturation significantly predicted ethnic identification Chinese tendencies (β = -.34, 

p<.001), rejecting H1a.  

And last, a simple linear regression was carried out to test if acculturation significantly 

predict ethnic identification Foreigner. The results of the regression indicated the two 

predictors  explained 0.3% of the variance, F(1,13)=.03, p>0.05. It was found that 

acculturation not significantly predicted identification Foreigner tendencies (β = -.05, 

p>0.05), rejecting H1a. 
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Table 4: Regression results for ethnic dentification and acculturation 

Source df β  R2 F 

EIhk → ACC (1,154) 0.74 0.55* 190.29 
EIcn→ ACC (1,154) -0.34 0.11* 20.56 
EIfn→ ACC (1,13) -0.05 0.003 (ns) 0.03 
     
Note: ns = not significant; EIhk = ethnic identification Hongkonger; EIcn= ethnic identification Chinese; EIfn = 
ethnic identification Foreigner; ACC = acculturation 
* p <.001.  

 Ethnic identification and tourism disidentification  

As mentioned, the sample has been categorized into three groups; Hong Kong, China 

and Foreign countries (See Table 5). Therefore, the data was run three times to determine 

the relationship between ethnic identification of each category and tourism 

disidentification.  

H1b asserted negative relationship between ethnic identification and tourism 

disidentification. To test the hypothesis,  a simple linear regression was carried out to test 

if ethnic identification Hongkonger significantly predict tourism disidentification. The 

results of the regression indicated the two predictors explained 7.6% of the variance, 

F(1,154)=12.69, p<.001. It was found that ethnic identification Hongkonger significantly 

predicted tourism disidentification tendencies (β = -.27, p<.001), supporting H1b. 

Second, a simple linear regression was carried out to test if ethnic identification Chinese 

significantly predict tourism disidentification. The results of the regression indicated the 

two predictors explained 17.5% of the variance, F(1,154)=32.58, p<.001. It was found that 

ethnic identification Chinese significantly predicted tourism disidentification tendencies (β 

= .41, p<.001), rejecting H1b. 

And last, a simple linear regression was carried out to test if ethnic identification Foreigners 

significantly predict tourism disidentification. The results of the regression indicated the 

two predictors explained 40% of the variance, F(1,13)=8.68, p<.05. It was found that ethnic 

identification  Foreigners significantly predicted tourism disidentification tendencies (β = 

.63, p<.05), rejecting H1b. 
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Table 5: Regression results for ethnic dentification and tourist disidentification 

Source df β  R2 F 

EIHK → TDI (1,154) -0.27 0.07* 12.69 
EICN→ TDI (1,154) 0.41 0.17* 32.58 
EIFN→ TDI (1,13) 0.63 0.40** 8.68 
     
Note: EIhk = ethnic identification Hongkonger; EIcn= ethnic identification Chinese; EIfn = ethnic 
identification Foreigner; TDI = Tourism disidentification 
* p <.001. **p<.05. 

 

 Acculturation and tourism disidentification 

H1c asserted negative association between acculturation and tourism disidentification. 

To test the hypothesis (See Table 6), a simple linear regression was carried out to test if 

acculturation significantly predict tourism disidentification. The results of the regression 

indicated the two predictors explained 10.8% of the variance, F(1,154)=18.73, p<.001. It was 

found that acculturation significantly predicted tourism disidentification tendencies (β 

=-.32, p<.001), supporting H1c. 

Table 6: Regression results for acculturation and tourist disidentification 

Source df β  R2 F 

ACC → TDI 
 

(1,154) -0.32 0.10* 18.73 

Note: TDI = Tourism disidentification; ACC = acculturation 
* p <.001.  

 

 Tourism disidentification and tourism ethnocentrism 

H2a hypothesized that the level tourism disidentification negatively affect the level of 

tourism ethnocentrism (See Table 7). A simple linear regression was carried out to test the 

hypothesis. The results of the regression indicated the two predictors explained 22.5% of 

the variance, F(1,154)=44.79, p<.001. It was found that tourism disidentification significantly 

predicted tourism ethnocentrism tendencies (β =-.47, p<.001), supporting H2a. 

Table 7: Regression results for tourism ethnocentrism and tourist disidentification 

Source df β  R2 F 

TDI → TE 
 

(1,154) -0.47 0.22* 44.79 
Note: TDI = Tourism disidentification; TE = Tourism ethnocentrism. 

* p <.001. 
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5.4 SECTION THREE: THE RESULT OF TOURISM DISIDENTIFICATION, TOURISM ETHNOCENTRISM, 

TOURIST DOMAIN OUTCOMES AND RESIDENT DOMAIN OUTCOMES 

In this section, the results from tourism disidentification, tourism ethnocentrism, tourist-domain 

outcomes and resident-domain outcomes will be shown. 

 Tourism disidentification and tourist domain outcomes  

5.4.1.1 Tourism disidentification effect on willingness to recommend 

H3a(1) asserted that the level tourism disidentification negatively affects the level of 

willingness to recommend. A simple linear regression was carried out to test the hypothesis. 

The results of the regression indicated the two predictors explained 11.8% of the variance, 

F(1,154)=20.68, p<.001. It was found that tourism disidentification significantly predicted 

willingness to recommend tendencies (β =-.34, p<.001), supporting H3a(1) (See Table 8). 

5.4.1.2 Tourism disidentification effect on willingness to visit 

H3b(1) asserted that the level tourism disidentification negatively affects the level of 

willingness to visit. A simple linear regression was carried out to test the hypothesis. The 

results of the regression indicated the two predictors explained 7.5% of the variance, 

F(1,154)=12.41, p=.001. It was found that tourism disidentification significantly predicted 

willingness to visit tendencies (β =-.27, p=.001),  supporting H3b(1) (See Table 8).  

5.4.1.3 Tourism disidentification effect on identity signaling  

H3c(1) asserted that  the level tourism disidentification negatively affects the level of 

identity signalling. A simple linear regression was carried out to test the hypothesis. The 

results of the regression indicated the two predictors explained 7.7% of the variance, 

F(1,154)=12.92, p<.001. It was found that tourism disidentification significantly predicted 

identity signalling tendencies (β =-.27, p<.001), supporting H3c (1) (See Table 8). 
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Table 8: Regression results for tourism disidentification and tourist domain outcomes. 

Source df β  R2 F 

TDI → WTR (1,154) -0.34 0.11* 20.68 
TDI → WTV (1,154) -0.27 0.07** 12.41 
TDI → IDS (1,154) -0.27 0.07* 12.92 
     
Note: TDI = Tourism disidentification; WTR = Willingness to recommend; WTV = Willingness to visit; IDS = Identity 
signaling. 
* p <.001. ** p =.001. 

 Tourism ethnocentrism and tourist domain outcomes  

5.4.2.1  Tourism ethnocentrism effect on willingness to recommend 

H3a(2) asserted that  the level tourism ethnocentrism positively affects the level of 

willingness to recommend. A simple linear regression was carried out to test the hypothesis. 

The results of the regression indicated the two predictors explained 21.9% of the variance, 

F(1,154)=43.14, p<.001. It was found that tourism ethnocentrism significantly predicted 

willingness to recommend tendencies (β =.46, p<.001), supporting H3a(2) (See Table 9). 

5.4.2.2  Tourism ethnocentrism effect on willingness to visit 

H3b(2) asserted that  the level tourism ethnocentrism positively affects the level of 

willingness to visit. A simple linear regression was carried out to test the hypothesis. The 

results of the regression indicated the two predictors explained 31.7% of the variance, 

F(1,154)=71.58, p<.001. It was found that tourism ethnocentrism significantly predicted 

willingness to visit tendencies (β =.56, p<.001), supporting H3b(2) (See Table 9).  

5.4.2.3  Tourism ethnocentrism effect on identity signaling 

H3b(2) asserted that  the level tourism ethnocentrism positively affects the level of 

willingness to visit. A simple linear regression was carried out to test the hypothesis. The 

results of the regression indicated the two predictors explained 31.7% of the variance, 

F(1,154)=71.58, p<.001. It was found that tourism ethnocentrism significantly predicted 

willingness to visit tendencies (β =.56, p<.001), supporting H3b(2) (See Table 9).  
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Table 9: Regression results for tourism ethnocentrism and tourist domain outcomes. 

Source df β  R2 F 

TE → WTR (1,154) 0.46 0.21* 43.14 
TE → WTV (1,154) 0.56 0.31* 71.58 
TE → IDS (1,154) 0.53 0.28* 61.78 
     
Note: Tourism ethnocentrism TE= WTR = Willingness to recommend; WTV = Willingness to visit; IDS = 
Identity signaling. 
* p <.001.  

 Tourism disidentification and resident domain outcomes  

5.4.3.1          Tourism disidentification effect on residents’ support for tourism 

development 

H4a(1) asserted that  the level tourism disidentification negatively affects the level of 

residents’ support for tourism development. A simple linear regression was carried out to 

test the hypothesis. The results of the regression indicated the two predictors explained 

3.4% of the variance, F(1,154)=5.38, p<.05. It was found that tourism disidentification 

significantly predicted residents’ support for tourism development tendencies (β =-.18, 

p<.05), supporting H4a(1) (See Table 10). 

5.4.3.2 Tourism disidentification effect on residents’ hospitality 

H4b(1) asserted that  the level tourism disidentification negatively affects the level of 

residents’ hospitality. A simple linear regression was carried out to test the hypothesis. The 

results of the regression indicated the two predictors explained 4.6% of the variance, 

F(1,154)=7.37, p<.05. It was found that tourism disidentification significantly predicted 

residents’ hospitality tendencies (β =-.21, p<.05 , supporting H4b(1) (See Table 10). 

5.4.3.3 Tourism disidentification effect on residents’ support for cultural heritage 

conservation 

H4c(1) asserted that  the level tourism disidentification negatively affects the level 

of  residents’ support for cultural heritage conservation. A simple linear regression was 

carried out to test the hypothesis. The results of the regression indicated the two predictors 

explained 0.4%  of the variance, F(1,154)=7.37, p=.45. It was found that tourism 
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disidentification not significantly predicted residents’ support for cultural heritage 

conservation tendencies (β =-.06, p=.45), supporting H4c(1) (See Table 10). 

Table 10: Regression results for tourism disidentification and resident domain outcomes. 

Source df β  R2 F 

TDI → RSTD (1,154) -0.18 0.03** 5.38 
TDI → RH (1,154) -0.21 0.04** 7.37 
TDI → RSCH (1,154) -0.06 0.004 (ns) 0.56 
     
Note: ns = not significant; TDI = Tourism disidentification; WTR = Willingness to recommend; WTV = 
Willingness to visit; IDS = Identity signaling. 
**p<.05.  

 Tourism ethnocentrism and resident domain outcomes  

5.4.4.1 Tourism ethnocentrism effect on residents’ support for tourism 

development 

H4a(2) asserted that  the level tourism ethnocentrism positively affects the level of residents’ 

support for tourism development. A simple linear regression was carried out to test the 

hypothesis. The results of the regression indicated the two predictors explained 15.5% of the 

variance, F(1,154)=28.22, p<.001. It was found that tourism ethnocentrism significantly 

predicted residents’ support for tourism development tendencies (β =.39, p<.001), 

supporting H4a(2) (See Table 11). 

5.4.4.2 Tourism ethnocentrism effect on residents’ hospitality 

H4b(2) asserted that  the level tourism ethnocentrism positively affects the level of 

residents’ hospitality. A simple linear regression was carried out to test the hypothesis. The 

results of the regression indicated the two predictors explained 8.4% of the variance, 

F(1,154)= 14.10, p=.08. It was found that tourism ethnocentrism significantly predicted 

residents’ residents’ hospitality tendencies (β =.29,  p<.001), supporting H4b(2) (See Table 

11). 
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5.4.4.3 Tourism ethnocentrism effect on residents’ support for heritage 

conservation 

H4c(2) asserted that  the level tourism ethnocentrism positively affects the level of residents’ 

support for heritage conservation. A simple linear regression was carried out to test the 

hypothesis. The results of the regression indicated the two predictors explained  2% of the 

variance, F(1,154)= 3.08, p=.08. It was found that tourism ethnocentrism not significantly 

predicted residents’ support for heritage conservation tendencies (β=.14, p=.08), rejecting 

H4c(2) (See Table 11). 

Table 11: Regression results for tourism ethnocentrism and resident domain outcomes. 

Source df β  R2 F 

TE → RSTD (1,154) 0.39 0.15* 28.22 
TE → RH (1,154) 0.29 0.08* 14.10 
TE → RSCH (1,154) 0.14 0.02 (ns) 3.08 
     
Note: ns = not significant; Tourism ethnocentrism TE= WTR = Willingness to recommend; WTV = Willingness to visit; 
IDS = Identity signaling. 
* p <.001.  

 

5.5 MEASUREMENTS RELIABILITY  

In this research, ten measurements were employed to test the hypotheses. The 

conceptual framework is divided into three parts; the first part consists of ethnic 

identification and acculturation measurements; the second part consists of tourism 

disidentification and tourism disidentification measurements and the last part consists of 

tourist domain outcomes and resident domain outcomes measurements. Cronbach’s alpha 

or coefficient alpha is the most commonly reported measure, typically a scale should 

present a minimum of .7 of Cronbach’s alpha value (Brace, Kemp, & Snelgar, 2006). Thus, 

to assess the reliability of the scales, the coefficient alpha is extracted for each construct 

(See Table 12).  

For the first part, ethnic identification results show that the scales were reliable, ethnic 

identification Hongkonger with 𝛂 = .946, ethnic identification Chinese 𝛂 = .955 and ethnic 

identification Foreigner  𝛂 = .706. Ethnic identification was assessed with a six item, seven-



 

  Hansen & Wong 

 

71 

point semantic differential scale. As noted, the ethnic identification scale is divided into 

three categories. The scale includes items such as “I consider myself to be Hongkonger”, “I 

consider myself to be Chines” and “I consider myself to be (country of origin)”. 

Acculturation scale result was reliable with 𝛂 = .948. Acculturation was assessed with a ten 

item, seven-point semantic differential scale. The scale includes items such as “I often 

participate in Hong Kong cultural traditions” and “I often behave in ways that are typical of 

Hong Kong culture”.  

For the second part, tourism disidentification scale was reliable 𝛂 = .913. Tourism 

disidentification assessed with a six item, seven-point semantic differential scale. The scale 

includes the item such as “I do not want to be seen as just another Hong Kong tourist” and 

“Generally, I do not want to travel like Hongkonger”. Tourism ethnocentrism was reliable 

𝛂 = .962. Tourism ethnocentrism was assessed with a six item, seven-point semantic 

differential scale. The scale includes items such as “It comes down to all Hongkongers to 

spend their holiday in Hong Kong and support Hong Kong”.  

And for the last part, the outcomes section is divided into two domains; tourist domain and 

resident domain. Willingness to recommend scale was reliable 𝛂 = .964. In the tourist 

domain, willingness to recommend was assessed with a three item, seven-point semantic 

differential scale. The scale includes items such as “I recommend Hong Kong as a holiday 

destination to people I know”. Willingness to visit scale was reliable 𝛂 = .930. Willingness 

to visit was assessed with a three item, seven-point semantic differential scale. The scale 

includes items such as “the next time I go on vacation, I will choose a domestic destination”. 

And identity signaling scale was reliable 𝛂 = .956. Identity signaling was assessed with a six 

item, seven-point semantic differential scale. The scale includes items such as “I am more 

likely to engage in visible activities that can convey my commitment to support Hong Kong 

especially when my identity of being a Hongkonger is threatened”.  

In the resident domain, residents’ support for tourism development scale was reliable with 

𝛂 = .895. Residents’ support for tourism development was assessed with a three item, seven-
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point semantic differential scale. The scale includes items such as “I support tourism 

development in our country”. Residents’ hospitality scale was reliable 𝛂 = .913. Residents’ 

hospitality was assessed with a four item, seven-point semantic differential scale. The scale 

includes items such as “If I have the opportunity, I am hospital toward tourists” and cultural 

heritage conservation scale was reliable 𝛂 = .924. Cultural heritage conservation was 

assessed with a six item, seven-point semantic differential scale. The scale includes items 

such as “I support the promotion of heritage sites as tourist spots”. 
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Table 12: Measurements reliability results 

Construct/ Items Sources Cronbach’s  
Alpha 

Ethnic identification Hongkonger (EIHK) 
1. I consider myself to be Hongkonger. 
2. I feel very proud of my Hongkonger cultural background. 
3. I think of myself as Hongkonger first and Chinese second. 
4. The Hongkonger culture has the most positive impact on my life. 
5. I would like to be known as Hongkonger. 
6. I am still very attached to the Hongkonger culture. 
 
Ethnic identification Chinese (EICN) 
1. I consider myself to be Chinese. 
2. I feel very proud of my Chinese cultural background. 
3. I think of myself as Chinese first and Hongkonger second. 
The Chinese culture has the most positive impact on my life. 
I would like to be known as Chinese. 
I am still very attached to the Chinese culture. 
 
Ethnic identification Foreigner (EIFN) 
1. I consider myself to be (country). 
2. I feel very proud of my (country) cultural background. 
3. I think of myself as (country) first and Hongkonger second. 
4. The (country) culture has the most positive impact on my life. 
5. I would like to be known as (country). 
6. I am still very attached to the (country) culture. 
 
Acculturation (ACC) 
1. I often participate in Hong Kong cultural traditions 
2. I would be willing to marry a person from Hong Kong. 
3. I enjoy social activities with people from Hong Kong. 
4. I am comfortable working with people from Hong Kong. 
5. I enjoy entertainment (e.g. movies, music) from Hong Kong culture 
6. I often behave in ways that are typical of Hong Kong culture. 
7. It is important for me to maintain or develop the practices of Hong Kong culture. 
8. I believe in the values of Hong Kong culture. 
9. I enjoy the jokes and humor of Hong Kong culture. 
10. I am interested in having friends from Hong Kong. 
 

 
 
 
 

Adapted from Cleveland & Laroche (2007); Josiassen (2011) 
 
 
 
 
 
 
 
Adapted from Cleveland & Laroche (2007); Josiassen, (2011) 
 
 
 
 
 
 
 
Adapted from Cleveland & Laroche (2007); Josiassen, (2011) 
 
 
 
 
 
 
 
 
Adapted from Ryder et al (2000) 
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Constructs / Items 

 
 

Sources 

 
 

Cronbach’s 
Alpha 

Tourism disidentification (TDI) 
1. In general, I dislike the travel culture of the Hong Kong tourists.    
2. It is good if I heard people say something bad about Hong Kong tourists.    
3. I do not want to be seen as just another Hong Kong tourist.    
4. I always tend to not visit in the same places as the Hong Kong tourists.    
5. Generally, I do not want to travel like the Hongkonger.    
6. I sometimes feel uncomfortable if people think I have the same travel preference as the 
Hongkonger do 
 
Tourism ethnocentrism (TE) 
1. Hongkongers should support the Hong Kong economy by traveling to holiday destinations in 
Hong Kong.    
2. Hongkongers should feel a duty to travel domestically when having national holiday.    
3. Everyone should back up the Hong Kong economy by spending their holiday in Hong Kong.    
4. Every time a Hongkonger decides to spend their holiday in Hong Kong, it makes Hong 
Kong’s future a little bit brighter.    
5. It comes down to all Hongkongers to spend their holiday in Hong Kong and support Hong 
Kong.   
6. Hongkongers should spend their holiday in Hongkong because this secures jobs in the Hong 
Kong tourism industry. 
 
Willingness to recommend (WTR) 
1. I recommend Hong Kong as a holiday destination to people I know.    
2. I bring up Hong Kong in a positive way in conversations about holiday destinations.    
3. In social situations, I often speak favorably about Hong Kong as a tourist destination. 
 
Willingness to visit (WTV) 
1. I intend to spend my next holiday at a destination in Hong Kong.  
2. The next time I go on vacation, I will choose a domestic destination.  
3. It is very likely that I would choose Hong Kong as my tourist destination. 

Adapted from Josiassen (2011) 
 
 
 
 
 
 
 
 
Adapted from Kock et al (2019) 
 
 
 
 
 
 
 
 
 
 
 
Adapted from Kock et al (2016); Kock et al (2019) 
 
 
 
 
Adapted from Kock et al (2016); Kock et al (2019) 
 

.913 
 
 
 
 
 
 
 
 

.962 
 
 
 
 
 
 
 
 
 
 
 

.964 
 
 
 
 

.930 
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Construct/ Items Sources Cronbach’s Alpha 

Identity signaling (IS) 
1. In general, I like to convey information about myself as a Hongkonger to others in public.   
2. I would like to be known as a Hongkonger especially in tourism domain.   
3. I feel attached being a part of the social group that can define myself as a Hongkonger.   
4. I would like to actively engage in the activities of supporting Hong Kong domestic tourism 
industry.   
5. I feel appreciated and valued by the others when my behavior of supporting Hong Kong 
domestic tourism industry is seen.    
6. I am more likely to engage in visible activities that can convey my commitment to support 
Hong Kong especially when my identity of being a Hongkonger is threatened.    
 
Residents’ support for tourism development (RSTD) 
1. I support tourism development in our country.   
2. I am supportive of increasing tourism in our country.  
3. The money invested to attract more tourists to our country is a good investment. 
 
Residence Hospitality (RH) 
1. I try to be helpful if a tourist asks me for help.   
2. I happily interact with tourists.   
3. If I have the opportunity, I am hospitable toward tourists.   
4. I would do my bit to make Hong Kong a welcoming place for tourists. 
 
Residents’ support for Cultural Heritage Conservation (RSCH) 
1. I support tangible cultural heritage conservation in Hong Kong such as artefacts, buildings 
or landscapes.  
2. I support intangible cultural heritage conservation in Hong Kong such as language, values, 
traditions, cuisines, performing arts.   
3. I support preserving Colonial cultural heritage.  
4. I support preserving Chinese-style cultural heritage.    
5. I support the promotion of heritage sites as tourist spots.   
6. I agree preserving heritage assets increase a sense of belonging to the society. 

 

Adapted from  Gal (2015) 
 
 
 
 
 
 
 
 
 
 
Adapted from  Stylidis et al  (2014); Woo et al (2015); Kock et 
al (2019) 
 
 
 
Adapted from  Kock et al (2019) 
 
 
 
 
 
Adapted from  Siehr et al  (2008);  Li & Lo (2005) 

.956 
 
 
 
 
 
 
 
 
 
 

.895 
 
 
 
 

.913 
 
 
 
 
 

.924 
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Table 13: Hypothesis results summary 

 

 

 

 

 

 

Section Hypothesis IV DV Results 

The relationship between one's ethnic 
identity and acculturation level.    
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6 DISCUSSION  

To analyse the main research question concerning the TE and TDI’s effects on tourists’ and residents’ 
behaviour on domestic tourism, the empirical research sets out with four objectives. First, to further 
validate Tourism Ethnocentrism (TE) construct by investigating an empirical study in a subnational 
region with complex ethnic identities namely Hong Kong. Second, to further expand on TE literature 
and provide an initial test of Tourism Disidentification (TDI) construct from a negative ingroup bias. 
Third, to explore possible antecedents to TDI namely ethnic identification and acculturation and their 
influence on TDI. Lastly, to investigate the influence of TDI and TE on tourism-related outcomes and 
resident-related outcomes aiming to contribute to future predictions on tourists’ and residents’ 
predisposition and behavioural intentions toward domestic tourism. 

6.1  DISCUSSION OF THE RESULTS 

The results confirm that TDI exists in domestic tourism which represents an active 

rejection of and distancing from average domestic tourists/residents supporting the 

propositions of TDI adapted from CDI concept (Josiassen, 2011). Regarding antecedents to 

TDI, the results show that ethnic identification Hongkonger and acculturation are 

positively associated. While negative relations are found between ethnic identification 

Chinese and acculturation. These results confirm the proposition that an individual with a 

higher degree of the ethnic identification with the local identity demonstrates a higher level 

of acculturation to the domestic culture. While, an individual who strongly attached to 

his/her origin ethnic identity reflects less acculturated level to the domestic culture. 

However, no effects are found on ethnic identification foreigners and acculturation. The 

explanation for these results could be that the number of respondents who identified 

themselves as foreigners in this study are not large enough to reflect an effect on the result.  

In addition, the results show that there is a negative relationship between ethnic 

identification Hongkonger and TDI while positive relationship between ethnic 

identification Chinese/foreigners and TDI. In regard to acculturation and TDI, the results 

show a negative association between the two variables. These results confirm the 

proposition that individuals who identified themselves with lower levels of Hongkonger 

ethnic identity resulting in a lower level of acculturation to the domestic culture may have 

higher levels TDI. Whereas, individuals who identified themselves with higher levels of 
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Hongkonger ethnic identity resulting in a higher level of acculturation to the domestic 

culture may have lower levels TDI. As suggested in the hypothesis section that ethnic 

identification and acculturation are possible antecedents, which affect the level of TDI of 

the immigrants from different ethnic background as well as the native local residents. 

Ethnic identification and acculturation, present as a possible parameter of disidentification 

tendencies, mainly focus on the measurement of individuals’ ethnic identification with the 

local identity as a Hongkonger and the level of acculturation towards the domestic culture, 

which might attribute to form disidentification attitudes.  

Furthermore, the results show that the level of TDI negatively affects TE tendency. While 

TDI represents an active rejection of and distancing from average domestic 

tourists/residents, TE represents an obligation or moral to support domestic tourism. These 

results confirm the proposition that the stronger level of disidentification from average 

domestic tourists/ residents, the weaker level of obligation or moral to support domestic 

tourism.  

Importantly, the results of the study show that TE have an impact on tourists’ travel 

intentions and tourism development in the domestic level. For tourism domain outcomes 

such as “willingness to recommend”, “willingness to visit” and “identity signalling” are 

positively affected by TE. These results confirm the proposition that ethnocentric tourists 

will likely to convey others to travel domestically, spend their holiday at a domestic 

destination to support their domestic economy and travel domestically to reflect their 

identity as a part of the group. On the other hand, TDI negatively affects tourism domain 

outcomes such as “willingness to recommend”, “willingness to visit” and “identity 

signalling”. These results confirm the proposition that an individual who actively disidentify 

him/herself from the average tourists will likely avoid recommending the domestic 

destination to others, avoid spending holiday domestically and has less desire to express 

the identity and attachment to the self or others via domestic tourism behaviour.  
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Moreover, the results of the study show that TE has an impact on residents’ support towards 

tourism development in the domestic level. For resident domain outcomes (e.g. residents’ 

support for tourism development and resident hospitality) are positively affected by TE. 

These results interpret the confirmation of the proposition that ethnocentric residents are 

likely to support the tourism development and display a high level of hospitality toward the 

incoming tourists. However, positive results were found, but not significantly effect on 

residents’ support for cultural heritage conservation in TE. A possible explanation for this 

result could be that the complexity of Hong Kong identity of each individual affects their 

interpretation of the cultural heritage conservation. As the preservation of cultural heritage 

has been a controversial issue in post-colonial Hong Kong due to different values and 

interests among different stakeholders in the community. In addition, Zenker & Braun 

(2017) stated that different stakeholders hold different perceptions of the city and these 

perceptions differ depending on their perspectives and interests. For example, for the 

community perspective, cultural heritages are being used as sources to reflect and reinforce 

the Hong Kong identity particularly after the handover (Lu, 2009). In contrast, for the 

tourism perspective, cultural heritages are being used as tourist attractions represent 

contemporary political ideology and economic imperatives (Henderson, 2001). Therefore, 

this might raise the residents’ concerns that whether or not cultural heritage assets should 

be used for tourism purposes. And the concern that these cultural heritage assets are not 

properly represented to show their local identity. Consequently, it decreased the residents’ 

support for cultural heritage conservation in TE.  

And last, TDI negatively affects resident domain outcomes (e.g. residents’ support for 

tourism development and resident hospitality). These results emphasis and confirm the 

proposition that disidentified residents are showing less support in the tourism 

development and demonstrating a lower level of hospitality toward the incoming tourists. 

However, there was no significant results on residents’ support for cultural heritage 

conservation in TDI confirming on the proposition that disidentified residents hold 

different values or traditions from the domestic culture. Thus, the community attachment 
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is weak or non-exist which consequently leads the rejection to support the local cultural 

heritage tourism development.  

6.2  CONTRIBUTIONS 

 Theoretical implications 

Local residents/tourists’ home country predispositions towards the domestic 

destination can greatly influence their behavioural intentions in the domestic tourism 

domain. The present research explores the local residents/tourists’ levels of 

disidentification and levels of ethnocentrism to assess the influence of these predispositions 

on the tourism field. Inspired by the findings and research gaps in the literature on TE (Kock 

et al., 2019) and CDI (Josiassen, 2011), this empirical research has made significant 

theoretical contributions to fill the identified research gaps and practical marketing 

implications to tourism research, which will be discussed as follows. 

First, this research pioneers the application of the concept of disidentification to the 

tourism domain, which represents the first investigation of the role of TDI on both tourists’ 

and residents’ perspectives. Adapted from the CDI model (Josiassen, 2011), the study 

reported here identifies, conceptualizes, and empirically validates the construct of TDI as a 

significant factor in the study of local residents/tourists’ behaviour in the domestic tourism 

domain. Complement with TE, TDI is also a dispositional response of a destination 

evaluation that is not related to quality which provides a distinctive perspective on the 

tourism domain. Specifically, TDI exerts an independent effect on the tourists/residents’ 

predisposition from a negative domestic bias, as well as complements the existing research 

on TE, which contributes to developing an integrative framework of domestic bias in 

tourism domain. Thus, TDI should be acknowledged in the future research of TE as an 

additional residents/tourists’ dispositional response to domestic tourism development.  
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Second, this research further explores the antecedents of TDI, namely ethnic identification 

and acculturation, which were investigated in the CDI model (Josiassen, 2011). The existing 

research broadens the application on ethnic identification, which does not only focus on a 

particular ethnic group or immigrants, but all the individuals who identify themselves with 

a certain ethnic identity, regardless of biological or original ethnicity. Thus, the concept of 

ethnic identification in future research should not be confined to immigrants but also the 

native people who are subjected to the process of ethnic identification and acculturation.  

Third, this research expands the generalizability of extant limited research on TE (Kock et 

al., 2019). The current study has filled the research gaps by further applying the construct 

of TE to another destination level namely a subnational region and consisting of multi-

ethnic identities. The findings have shown that the TE construct is also applicable to 

different contexts such as regional level, other than national level in the extant research, 

which further increases the validity and reliability of the TE construct.  

Last but not least, this research complements the TE scale by adding two newly developed 

constructs to understand individual’s tourism-related predispositions and predict 

behavioural intentions. The six-item scale, identity signalling and residents’ support for 

cultural heritage conservation have been adapted to contribute to a more rounded 

development of the TE scale. According to our research, this is the first time of developing 

scales measuring identity signalling and residents’ support for cultural heritage 

conservation that have been applied to a representative sample. It helps to increase the 

applicability of the TE scale in dynamic contexts such as communities with continuing 

complex ethnic identities and place identity. It is of importance to explore the willingness 

and expressiveness of ethnocentric individuals in showing their ethnic identity and place 

identity from the representation of cultural heritage conservation. 
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  Managerial implications 

The findings of this research, particularly the influence of TDI and TE on tourism-

related outcomes provide empirical implications. It can shed light on the development of 

domestic tourism policies and provide insights to the government; tourism marketers, 

including domestic destination managers and foreign destination managers; local 

inhabitants both as tourists and residents; and tourism researchers. These practical 

implications will be discussed as follows. 

In general, TE and TDI respectively represent positive domestic bias and negative domestic 

bias of the domestic inhabitants, which have contrasting influences on their behavioral 

intentions in the support of domestic tourism development. For domestic destination 

managers, higher levels of TE gives higher competitive advantage for domestic destinations 

over other foreign destinations in the beyond quality-related destination evaluation with 

TE bias. However, it should be noted that when adopting the TE strategy, such as exploiting 

ethnocentric individuals’ favoritism towards their own nation or region, managers should 

also take the levels of TDI of the inhabitants into consideration in their strategic plan as it 

may eventually backfire with the existence of high level of TDI in the domestic market. 

In addition, TE and TDI levels provide valuable insights for domestic tourism marketers to 

develop differentiated marketing strategies. For example, the scale of TE and TDI can be 

used as a segmentation variable, which helps marketers to develop and deliver TE related 

strategy and relevant messages to different segments of target tourists. Therefore, it is 

important to include these two indicators to the market segmentation bases especially 

using TE related strategy. The levels of TE and TDI of the domestic market should be 

investigated and tracked regularly, which might vary greatly over time and in different 

regions within the same country. As the current findings show that the levels of ethnic 

identification and acculturation significantly affect individuals’ TDI levels towards the place 

where they currently reside. It implies that it is not feasible to apply one strategy for all in 

a country or an ethnic group. Despite of the same ethnic group, individuals might have 
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different ethnic identity and different levels of acculturation towards the same place where 

they reside. Thus, it is of importance to measure the levels of TE and TDI especially in the 

markets that have colonial backgrounds or regions with politically independence within a 

nation.  

Despite the fact that foreign destination managers have to overcome the barrier in the 

minds of ethnocentric tourists under the influence of TE, TDI levels of the inhabitants in 

domestic destination can be seen as an indicator for both domestic and foreign destination 

managers. For instance, local tourist agencies operating overseas tours can apply TE and 

TDI scale to identify and differentiate the tourist segments for different destination 

promotions or other personalized travel packages. In the same token, foreign tourist 

agencies can use the same information to identify their target tourist segments with high 

levels of TDI and adjust their promotion strategies accordingly. Thus, both domestic and 

foreign destination managers have to be aware of the TE and TDI levels of the tourists in 

domestic or foreign destination in the selection of tourism-related services such as 

accommodation, airlines and restaurants. If the TE level is high, domestic destination 

managers can take advantage of the TE strategy by adopting the local-image strategy and 

promoting locally owned tourism-related services. However, if the TDI level is high, 

preferences for foreign owned tourism-related services might be higher. 

Furthermore, the TE and TDI scale also have managerial implications on government’s 

tourism policies. As the findings of this research show that the levels of TDI negatively affect 

the levels of TE, the existence of high levels of TDI will ultimately influence the group 

function and the level of TE, which negatively affects the ingroup’s obligation or moral to 

support domestic tourism. Thus, the government should take into consideration of tourism 

attraction-repulsion model and regularly track the levels of TE and TDI of the inhabitants 

as a reference to the tourism policies development. In particular, the causes of high levels 

of TDI should be identified and minimized. As the findings show that the stronger the level 

of ethnic identity of non-local identity, the weaker the level of acculturation to the local 
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culture. In order to minimize the levels of TDI of the local residents, it is suggested that the 

government should firstly reduce the perceived dissimilarities between the disidentified 

group and the ethnocentric group by emphasizing on the important cultural traits shared 

by the two groups.  

Overall, with positive predisposition influence, ethnocentric individuals can help to make 

a difference in the domestic tourism development both in the role of tourists and residents. 

As the results of this research show that TE and TDI have respectively positive and negative 

impact on the tourism domain outcomes such as willingness to recommend, willingness to 

visit and identity signaling. It provides tourism planners a clear understanding of the 

tourists behaviour in the current tourism phenomena. This, in turn, will give valuable 

implications for the tourism strategic development. More importantly, ethnocentric 

tourists’ willingness to visit does not confined with geographical limitations in the domestic 

destination, such as Hong Kong, which further validates the generalizability of the TE 

concept. Thus, TE scale can be generalized to benefit countries or regions with similar 

background as Hong Kong. However, in such geographical limited destination as Hong 

Kong, it is suggested the strategic development of making use of TE strategy should not 

only focus on retaining ethnocentric individuals travel domestically but also attracting 

more foreign tourists through these ethnocentric individuals. 

As the current results found that individuals with high levels of TE are more likely to have 

higher levels of identity signaling behaviour. It provides tourism marketers a valuable 

opportunity to engage these ethnocentric individuals in the domestic tourism destination 

promotion campaigns. In our study case, respondents based on the belief that Hongkongers 

have moral obligations to support the domestic tourism in Hong Kong, these individuals 

are more willing to engage in the tourism-related activities to enhance the sense of self as a 

Hongkonger and with the desire to be appreciated and valued by others. In particular, they 

are more likely to engage in the visible activities that can convey their commitment to 

support Hong Kong when their self-identity as a Hongkonger is threatened. With this 
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notion in mind, domestic tourism marketers should create more opportunities that allows 

the ethnocentric individuals to engage in identity-signaling behaviour in domains of 

supporting domestic tourism that they perceive can convey information about themselves 

to others in public, both online and offline. On the other hand, domestic tourism marketers 

should also try to identify the identity-signaling motives of the domestic tourists as drivers 

of tourism behaviour. As an individual’s self-identity and lifestyle can be reflected through 

one’s tourism experiences as a part of a tourist’s extended self (Ganglmair-Wooliscroft & 

Wooliscroft, 2014), such self-expressive identity-signaling behaviour provide tourism 

marketers valuable insights for a variety of tourism marketing activities and creating unique 

marketing messages to the target audience. 

Finally, yet importantly, the empirical results of this study can also be used by place brand 

managers in implementing the participatory place branding approach with the help of 

ethnocentric residents. With positive predisposition influence, ethnocentric individuals 

can help to make a difference in the domestic tourism development not only in the role of 

tourists as discussed above, but also as the role of residents. As the results of this research 

show that TE has positive impact on the resident domain outcomes such as residents’ 

support for tourism development and residents’ hospitality, residents with high levels of TE 

play a significant role in the domestic tourism development. Accordingly, residents can take 

different significant roles in the formation and communication of place brands through 

participatory place branding approach (Braun, Kavaratzis, & Zenker, 2013; Zenker & Erfgen, 

2014). Firstly, residents form an integral part of the place brand, not only demonstrating the 

hospitality or “visitor-friendliness” for the tourism industry, but also sending the city’s core 

values to the other target groups. Secondly, residents with high levels of TE can become 

ambassadors of the domestic tourism destination. Residents motivated by a strong sense of 

belonging and civic pride further encourage them to promote their own place through 

word-of -mouth. Finally, place brand managers have to be aware of the role of residents as 

citizens that they could either build or destroy the whole place branding effort. As 
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mentioned earlier, when exploiting the TE-strategy, the TDI levels of the residents must be 

kept in the minds of place brand managers and monitored regularly. 

6.3 LIMITATIONS AND FUTURE RESEARCH DIRECTIONS 

While this research merits with crucial implications for researchers and marketers, it 

also reflects several limitations as well as interesting dimensions that could be fruitful for 

future research. First, the current research has further validated the TE construct and 

provided initial test of TDI construct. The concepts of TE and TDI are confirmed as 

important means to investigate tourists’ and residents’ predispositions toward domestic 

tourism, yet the constructs are still in their early stage, further validations of the constructs 

are needed to contribute to the paucity of the related research.  

Second, the research delimits the investigation of TE and TDI phenomena to a subnational 

level, we suggest that further research of both constructs could be investigated in other 

cities, countries or/and different continents will enrich and broaden the concepts. Also, it 

would be interesting to examine TE and TDI effect in the context of heterogeneity 

categories such as age, gender, income level, education level and etc. For example, female 

tourists and/or residents may reflect positive or negative biases which influence attitudes 

and behaviors toward domestic tourism differently than male tourists and/or residents.  

Third, only acculturation and ethnic identification are explored as antecedents of TDI in 

the current research. We suggest that these antecedents could be further applied as 

antecedents of TE as well. It is likely that higher level of acculturation and ethnic 

identification with the local identity positively elevates the level of ethnocentrism. 

However, the acculturation measurement in the current study limits the investigation of 

acculturation process from a unidimensional model, which indicates that change in cultural 

identity occurs continuously over time in the acculturation process will result in a 

disappearance of the original ethnic/cultural identity (Ryder et al., 2000). With the aim to 

investigate individuals’ TDI tendencies towards Hong Kong, regardless of racial ethnicity, 

the current study chose to limit the measurement of the acculturation process from a single 
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ethnic identity, i.e. the local identity, Hongkonger. Further research direction could include 

the bidimensional model that measures individuals having multiethnic identities  and their 

levels of TE and TDI in respective ethnic identity in a comparative study.    

Fourth, the newly developed constructs for the two tourism-related outcomes, identity 

signaling and residents’ support for cultural heritage conservation have shown their merits 

in predicting the tourists’ and residents’ behavioral intentions. However, these constructs 

still need further investigations and tests to increase their reliability and validity. As the 

results found that TE and TDI have no significant impact on the construct of residents’ 

support for cultural heritage conservation, which could be attributed to the ethnic identity 

complexity and cultural sensitivity in the study context. Thus, we urge the future studies to 

further explore these constructs in other contexts to provide valuable insights.  

And last, the suggested tourist attraction-repulsion model focuses on domestic tourism 

context, in which only the influence of the predispositions of TE and TDI on tourists’ and 

residents’ behavioral intentions are investigated in the domestic tourism context. It would 

be interesting to further expand the model to investigate on international tourism context. 

According to Josiassen (2011), the concept of animosity, referring to consumers’ disposition 

against foreign countries (Klein et al., 1998), and the concept of affinity, referring to 

consumers’ attraction to a particular foreign country (Oberecker et al., 2008) are suggested 

as the drivers that influence customers’ disposition in purchasing foreign products. 

Similarly, we suggest that these concepts can be applied in the tourism context to predict 

tourists’ outbound travel behaviour intentions and patterns to certain countries influenced 

by the animosity bias due to certain reasons (e.g. political) or attracted by the affinity bias 

due to cultural similarity. It is important to investigate the drivers of tourists/residents’ 

behaviour in both domestic and international tourism domain as they provide stronger 

competitive advantages for domestic tourism managers to identify their target tourist 

segments and offer the suitable travel package or promotion strategies from the predicted 

travel pattern and behavioral preferences 
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7 CONCLUSION 

Local tourists/residents’ home country predispositions toward the domestic destination can 

greatly influence their behaviors in the domestic tourism domain. This empirical study sets 

out to investigate tourists’ and residents’ domestic bias in predicting their behavioral 

intentions of supporting the domestic tourism. Based on the quantitative analysis of the 

two central concepts, it can be concluded that the TE and TDI model are important means 

to predict tourists/residents’ behaviour in supporting domestic tourism.  

The first sub-question raised in the introduction of the study concerns the antecedents of 

TDI and the extent of  their influence on TDI. It is confirmed that TDI exists in domestic 

tourism representing an active rejection of and distancing from average domestic 

tourists/residents as a result of weak ethnic identification with the local identity and low 

levels of acculturation to the domestic culture. Importantly, the influence of the TDI 

antecedents on the extent of TDI also varies differently based on individuals’ level of ethnic 

identification towards the ethnic identities beyond the local identity and the corresponding 

levels of acculturation toward the domestic culture. Regarding the second sub-question, 

the relationship between TDI and TE demonstrates the ethnic identity complexity 

background of the study context, being “a part” of and “apart” from each other. The results 

show that levels of  TDI negatively affects TE tendencies, that stronger levels of 

disidentification from average domestic tourists/ residents leads to weaker levels of 

obligation or moral to support the domestic tourism. Yet, both TDI and TE respectively 

exert an independent effect  on the tourists/residents’ predisposition from an opposite 

domestic bias, TDI complements the TE framework from a negative domestic bias. The 

third sub-question concerns the extent of TE and TDI’s prediction on the tourists’ and 

residents’ attitudinal and behavioral intentions on domestic tourism. To a large extent, the 

results support that TE and TDI have significant but contrasting effects on most of the 

tourist domain outcomes and resident domain outcomes. However, it is out of expectation 

that both TE and TDI have found not significantly affect the outcome of “residents’ support 
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for cultural heritage conservation”, which could be attributed to the ethnic identity 

complexity and cultural sensitivity in the study context. Thus, further investigation in other 

context is suggested in future research regarding this outcome in the  framework of TE 

including TDI, as well as exploring more antecedents of TDI and TE.  

Finally, this empirical research has made significant theoretical contributions to fill the 

identified research gaps and practical marketing implications to tourism research. By 

understanding the levels of TE and TDI of local inhabitants as the role of tourists and 

residents, the study shed light on the development of domestic tourism policies and 

strategies facing the competitive international tourism under the influence rapid 

technological improvement and highly mobilized population. As one of the world’s major 

industries, the significance of domestic tourism has often been neglected by tourism 

policies and academic research as countries tend to focus on international tourism. In fact, 

domestic tourism is the precursor to international tourism development. Motivating the 

ethnocentric local inhabitants in the role of tourists and residents can help to make a 

difference in the domestic tourism development through engaging in the supportive 

tourism-related behaviour as discussed above. Nevertheless, the level of TDI among the 

population can never be neglected when exploiting the TE strategy in domestic tourism 

domain as it is one of the crucial factors determining the success of the TE strategy. 
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9 APPENDICES 

 

Appendix 1: Constructs Used in the Tourism Ethnocentrism Framework (Kock et al., 2019) 

 

 

 



 

  Hansen & Wong 

 

108 

Appendix 2: Acculturation measurement (Ryder et al., 2000) 

 

 

 

 

 

 

 

 

 

 

 

 

 

Appendix 3: Classification of Hong Kong’s cultural and heritage attractions (Zhang et al., 2015) 
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Appendix 4: Variable names 

 

Variables Codes 

Ethnic identification Hongkonger EIhk 
Ethnic identification Chinese EIcn 
Ethnic identification Foreigner EIfn 
Acculturation ACC 
Tourist disidentification TDI 
Tourism ethnocentrism TE 
Willingness to recommend WTR 
Willingness to visit WTV 
Identity signaling IS 
Residents’ support for tourism development RSTD 
Residents’ hospitality RH 
Residents’ support for cultural heritage conservation 
 

RSCH 
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Tourism Ethnocentrism: Hong Kong case 
 

 

Start of Block: SURVEY INSTRUCTION 

 

Start of Block: Informed Consent 

 
 

Q1  

Hello participant     

    

We are master students at Copenhagen Business School in Service Management. We are 

interested in understanding Hong Kong Tourism Ethnocentrism.     

    

In the survey, you will be asked to answer some questions about Tourism Ethnocentrism in Hong 

Kong. Please be assured that your responses will be kept completely confidential. The study 

should take you around 5-7 minutes to complete. By clicking the button below, you acknowledge 

that your participation in the study is voluntary.    

    

Thank you for your participation.   

    

Aimwalee and Nelly.   

    

  

o I consent, begin the survey  (1)  

o I do not consent, I do not wish to participate  (2)  

 

Skip To: End of Survey If Hello participant     We are three master students at Copenhagen Business School in 
Service Manag... = I do not consent, I do not wish to participate 

 

Page Break  
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Q2 Gender 

o Male  (1)  

o Female  (2)  

o Other  (3)  

 

 

 
 

Q3 Age 

o 18  (1)  

o 18 - 24  (2)  

o 25 - 34  (3)  

o 35 - 44  (4)  

o 45 - 54  (5)  

o 55 - 64  (6)  

o 65  (7)  
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Q4 Place of origin 

o Hong Kong  (1)  

o China  (2)  

o Other, please specify  (3) ________________________________________________ 

 

 

 
 

Q5 Education  

o Primary education  (1)  

o Junior secondary education  (2)  

o Senior secondary education  (3)  

o Tertiary education  (4)  
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Q6 How many years have you been living in Hong Kong? 

o 0-5  (1)  

o 6 - 10  (2)  

o 11 - 15  (3)  

o 16 - 20  (4)  

o 20-60  (5)  
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Q7 Click to write the question text 

 
Strongly 
disagree 

(1) 

Disagree 
(2) 

Somewhat 
disagree 

(3) 

Neither 
agree 
nor 

disagree 
(4) 

Somewhat 
agree (5) 

Agree 
(6) 

Strongly 
agree (7) 

I consider 
myself to be 
Hongkonger. 

(1)  
o  o  o  o  o  o  o  

I feel very 
proud of my 
Hong Kong 

cultural 
background. 

(2)  

o  o  o  o  o  o  o  

I think of 
myself as 

Hongkonger 
first and 
Chinese 

second. (3)  

o  o  o  o  o  o  o  

The Hong 
Kong culture 
has the most 

positive 
impact on 
my life. (4)  

o  o  o  o  o  o  o  

I would like 
to be known 

as 
Hongkonger 

(5)  

o  o  o  o  o  o  o  

I am still 
very 

attached to 
the Hong 

Kong 
culture. (6)  

o  o  o  o  o  o  o  
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Q8 Ethnic identification - Chinese  

 
Strongly 
disagree 

(1) 

Disagree 
(2) 

Somewhat 
disagree 

(3) 

Neither 
agree 
nor 

disagree 
(4) 

Somewhat 
agree (5) 

Agree 
(6) 

Strongly 
agree (7) 

I consider 
myself to be 
Chinese. (1)  o  o  o  o  o  o  o  
I feel very 

proud of my 
Chinese 
cultural 

background. 
(2)  

o  o  o  o  o  o  o  

I think of 
myself as 

Chinese first 
and  

Hongkonger 
second. (3)  

o  o  o  o  o  o  o  

The Chinese 
culture has 
the most 
positive 

impact on 
my life. (4)  

o  o  o  o  o  o  o  

I would like 
to be known 
as Chinese. 

(5)  
o  o  o  o  o  o  o  

I am still 
very 

attached to 
the Chinese 
culture. (6)  

o  o  o  o  o  o  o  

 



 

  Hansen & Wong 

 

117 

 

 

Display This Question: 

If If Place of origin Other, please specify Is Not Empty 

 

Q9 Ethnic identification - ${Q4/ChoiceTextEntryValue/3} 

 

Strong
ly 

disagre
e (1) 

Disagr
ee (2) 

Somewh
at 

disagree 
(3) 

Neithe
r agree 

nor 
disagr
ee (4) 

Somewh
at agree 

(5) 

Agre
e (6) 

Strong
ly 

agree 
(7) 

I consider myself to be  a 
person from 

${Q4/ChoiceTextEntryValu
e/3}. (1)  

o  o  o  o  o  o  o  

I feel very proud of my 
cultural background from 

${Q4/ChoiceTextEntryValu
e/3} . (2)  

o  o  o  o  o  o  o  

I think of myself as a 
person from 

${Q4/ChoiceTextEntryValu
e/3} first and  Hong Kong 

second. (3)  

o  o  o  o  o  o  o  

The culture  from 
${Q4/ChoiceTextEntryValu
e/3} has the most positive 

impact on my life. (4)  
o  o  o  o  o  o  o  

I would like to be known 
as a person from 

${Q4/ChoiceTextEntryValu
e/3}. (5)  

o  o  o  o  o  o  o  

I am still very attached to 
the culture from 

${Q4/ChoiceTextEntryValu
e/3}. (6)  

o  o  o  o  o  o  o  
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Q10 
Acculturation 

Strongly 
disagree 

(1) 

Disagree 
(2) 

Somewhat 
disagree 

(3) 

Neither 
agree 
nor 

disagree 
(4) 

Somewhat 
agree (5) 

Agree 
(6) 

Strongly 
agree (7) 

I often 
participate in 
Hong Kong 

cultural 
traditions. (1)  

o  o  o  o  o  o  o  

I would be 
willing to 
marry a 

person from 
Hong Kong. 

(2)  

o  o  o  o  o  o  o  

I enjoy social 
activities with 
people from 
Hong Kong. 

(3)  

o  o  o  o  o  o  o  

I am 
comfortable 

working with 
people from 
Hong Kong. 

(4)  

o  o  o  o  o  o  o  

I enjoy 
entertainment 
(e.g. movies, 
music) from 
Hong Kong 
culture. (5)  

o  o  o  o  o  o  o  

I often behave 
in ways that 
are typical of 
Hong Kong 
culture. (6)  

o  o  o  o  o  o  o  
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It is 
important for 

me to 
maintain or 
develop the 
practices of 
Hong Kong 
culture. (7)  

o  o  o  o  o  o  o  

I believe in 
the values of 
Hong Kong 
culture. (8)  

o  o  o  o  o  o  o  

I enjoy the 
jokes and 
humor of 

Hong Kong 
culture. (9)  

o  o  o  o  o  o  o  

I am 
interested in 

having friends 
from Hong 
Kong. (10)  

o  o  o  o  o  o  o  

 

 

 

Page Break  
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Q11 Tourism 
Disidentification 

Strongly 
disagree 

(1) 

Disagree 
(2) 

Somewhat 
disagree 

(3) 

Neither 
agree 
nor 

disagree 
(4) 

Somewhat 
agree (5) 

Agree 
(6) 

Strongly 
agree 

(7) 

In general, I 
dislike the travel 

culture of the 
average Hong 
Kong tourists. 

(1)  

o  o  o  o  o  o  o  

It is good if I 
heard people say 
something bad 

about Hong 
Kong tourists. 

(2)  

o  o  o  o  o  o  o  

I do not want to 
be seen as just 
another Hong 

Kong tourist. (3)  
o  o  o  o  o  o  o  

I always tend to 
not visit in the 
same places as 

the average 
Hong Kong 
tourists. (4)  

o  o  o  o  o  o  o  

Generally, I do 
not want to 

travel like the 
average 

Hongkonger. (5)  

o  o  o  o  o  o  o  

I sometimes feel 
uncomfortable if 

people think I 
have the same 

travel 
preference as 
the average 

Hongkonger do. 
(6)  

o  o  o  o  o  o  o  
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Q12 Tourism 
Ethnocentrism 

Strongly 
disagree 

(1) 

Disagree 
(2) 

Somewhat 
disagree 

(3) 

Neither 
agree 
nor 

disagree 
(4) 

Somewhat 
agree (5) 

Agree 
(6) 

Strongly 
agree (7) 

Hongkongers 
should 

support the 
Hong Kong 
economy by 
traveling to 

holiday 
destinations in 

Hong Kong. 
(1)  

o  o  o  o  o  o  o  

Hongkongers 
should feel a 
duty to travel 
domestically 
when having 

national 
holiday. (2)  

o  o  o  o  o  o  o  

Everyone 
should back 
up the Hong 

Kong 
economy by 

spending their 
holiday in 

Hong Kong. 
(3)  

o  o  o  o  o  o  o  

Every time a 
Hongkonger 

decides to 
spend their 
holiday in 

Hong Kong, it 
makes Hong 
Kong’s future 

a little bit 
brighter. (4)  

o  o  o  o  o  o  o  
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It comes down 
to all 

Hongkongers 
to spend their 

holiday in 
Hong Kong 
and support 
Hong Kong. 

(5)  

o  o  o  o  o  o  o  

Hongkongers 
should spend 
their holiday 
in Hongkong 
because this 

secures jobs in 
the Hong 

Kong tourism 
industry. (6)  

o  o  o  o  o  o  o  
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Q13 Residents Hospitality 

 
Strongly 
disagree 

(1) 

Disagree 
(2) 

Somewhat 
disagree 

(3) 

Neither 
agree 
nor 

disagree 
(4) 

Somewhat 
agree (5) 

Agree 
(6) 

Strongly 
agree (7) 

I try to be 
helpful if a 
tourist asks 
me for help. 

(1)  

o  o  o  o  o  o  o  

I happily 
interact 

with 
tourists. (2)  

o  o  o  o  o  o  o  

If I have the 
opportunity, 

I am 
hospitable 

toward 
tourists. (3)  

o  o  o  o  o  o  o  

I would do 
my bit to 

make Hong 
Kong a 

welcoming 
place for 

tourists. (4)  

o  o  o  o  o  o  o  
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Q14 Residents’ support for tourism development 

 
Strongly 
disagree 

(1) 

Disagree 
(2) 

Somewhat 
disagree 

(3) 

Neither 
agree 
nor 

disagree 
(4) 

Somewhat 
agree (5) 

Agree 
(6) 

Strongly 
agree (7) 

I support 
tourism 

development 
in Hong 
Kong. (1)  

o  o  o  o  o  o  o  

I am 
supportive 

of increasing 
tourism in 

Hong Kong. 
(2)  

o  o  o  o  o  o  o  

The money 
invested to 

attract more 
tourists to 

Hong Kong 
is a good 

investment. 
(3)  

o  o  o  o  o  o  o  
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Q15 
Residents’ 
support for 

Cultural 
Heritage 

Conservation 

Strongly 
disagree 

(1) 

Disagree 
(2) 

Somewhat 
disagree 

(3) 

Neither 
agree 
nor 

disagree 
(4) 

Somewhat 
agree (5) 

Agree 
(6) 

Strongly 
agree (7) 

I support 
tangible 
cultural 
heritage 

conservation 
in Hong 

Kong such as 
artefacts, 

buildings or 
landscapes. 

(1)  

o  o  o  o  o  o  o  

I support 
intangible 

cultural 
heritage 

conservation 
in Hong 

Kong such as 
language, 

values, 
traditions, 
cuisines, 

performing 
arts. (2)  

o  o  o  o  o  o  o  

I support 
preserving 
Colonial 
cultural 

heritage. (3)  

o  o  o  o  o  o  o  

I support 
preserving 
Chinese-

style cultural 
heritage. (4)  

o  o  o  o  o  o  o  
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I support the 
promotion of 
heritage sites 

as tourist 
spots. (5)  

o  o  o  o  o  o  o  

I agree 
preserving 
heritage 

assets 
increase a 
sense of 

belonging to 
the society. 

(6)  

o  o  o  o  o  o  o  
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Q16 Willingness to recommend  

 
Strongly 
disagree 

(1) 

Disagree 
(2) 

Somewhat 
disagree 

(3) 

Neither 
agree 
nor 

disagree 
(4) 

Somewhat 
agree (5) 

Agree 
(6) 

Strongly 
agree (7) 

I recommend 
Hong Kong 
as a holiday 
destination 
to people I 
know. (1)  

o  o  o  o  o  o  o  

I bring up 
Hong Kong 
in a positive 

way in 
conversations 
about holiday 
destinations. 

(2)  

o  o  o  o  o  o  o  

In social 
situations, I 
often speak 
favorably 

about Hong 
Kong as a 

tourist 
destination. 

(3)  

o  o  o  o  o  o  o  
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Q17 Willingness to visit  

 
Strongly 
disagree 

(1) 

Disagree 
(2) 

Somewhat 
disagree 

(3) 

Neither 
agree nor 
disagree 

(4) 

Somewhat 
agree (5) 

Agree 
(6) 

Strongly 
agree (7) 

I intend to 
spend my 

next 
holiday at a 
destination 

in Hong 
Kong. (1)  

o  o  o  o  o  o  o  

The next 
time I go 

on 
vacation, I 
will choose 
a domestic 
destination. 

(2)  

o  o  o  o  o  o  o  

It is very 
likely that I 

would 
choose 

Hong Kong 
as my 
tourist 

destination. 
(3)  

o  o  o  o  o  o  o  
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Q18 Identity 
signaling  

Strongly 
disagree 

(1) 

Disagree 
(2) 

Somewhat 
disagree 

(3) 

Neither 
agree 
nor 

disagree 
(4) 

Somewhat 
agree (5) 

Agree 
(6) 

Strongly 
agree (7) 

In general, I 
like to 
convey 

information 
about myself 

as a 
Hongkonger 
to others in 
public. (1)  

o  o  o  o  o  o  o  

I would like 
to be known 

as a 
Hongkonger 
especially in 

tourism 
domain. (2)  

o  o  o  o  o  o  o  

I feel 
attached 

being a part 
of the social 
group that 
can define 
myself as a 

Hongkonger. 
(3)  

o  o  o  o  o  o  o  

I would like 
to actively 
engage in 

the activities 
of 

supporting 
Hong Kong 

domestic 
tourism 

industry. (4)  

o  o  o  o  o  o  o  
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I feel 
appreciated 
and valued 

by the others 
when my 

behaviour of 
supporting 
Hong Kong 

domestic 
tourism 

industry is 
seen. (5)  

o  o  o  o  o  o  o  

I am more 
likely to 

engage in 
visible 

activities 
that can 

convey my 
commitment 

to support 
Hong Kong 
especially 
when my 

identity of 
being a 

Hongkonger 
is 

threatened. 
(6)  

o  o  o  o  o  o  o  

 

 

End of Block: Informed Consent 
 

 

 


