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ABSTRACT 

This study aimed to verify the perception of customer-based brand equity (CBBE) by 

measuring event brands within an integrated model and to apply brands based on visitors’ 

perspectives. The structural equation modeling (SEM) technique was conducted to examine 

the hypothesized model of which confirmatory factor analysis (CFA) served to analyze the 

measurement model and a theoretical model was established to examine the model fit. 

Questionnaires were analyzed (N = 504), results indicated that the pattern obtained a high 

internal consistency among all model constructs and a powerful explanation of the variance 

was found. Brand loyalty was based on value, which was indirectly affected, by image and 

quality. This information may be useful to event organizers and sponsors in branding and 

operating tourists’ destinations. More importantly, the brand of Taichung Mazu Event can be 

constructed to be a powerful tourism product that diversifies the product mix in Taichung 

City.  

 

Key words: customer-based brand equity (CBBE), religious event, structural equation 

modeling (SEM), event brand value, branding.
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CHAPTER I 

INTRODUCTION 

 
     In the increasingly competitive tourism market, most destination managers recognize that 

events and festivals are an important motivator and effective in image- making so that 

developing such marketing plans and strategies is the key to success in promoting their 

destinations (Getz, 2008; Stokes, 2008). More specific, through holding an event or festivals, 

a destination could possibly create opportunities for networks of information, partnerships, 

marketing strategic, and the viability of more sustainable tourism development in particular 

(Getz, 2005; Getz, 2008; Prentice & Anderson, 2003). In this chapter, the fundamental 

concepts of religions associated with tourism were introduced through history to current time. 

Additionally, the principle role of festivals and events play in special tourism and the 

importance of destination branding in event tourism were highlighted. The background of 

study case, Mazu and the religious event was generally described. After examining the 

problem statement of current studies, the assumption and purpose of study were proposed as 

core notion of this study.  

 

1.1 Religions and Tourism 

In ancient times, numerous studies of religions have been undertaken. During the 19th 

century, tourism grew as a social phenomenon which included various religious based 

motivations (Vukonic, 1996). Tourism can be categorized in many different ways based on 

tourists’ motivations such as holiday, cultural, religious, social or group, sport, economic, and 

political (Smith, Macleod, & Robertson, 2010; Vukonic, 1996; Smith, 2003). Often tourists 

are motivated by multiple purposes and goals; therefore, no single categorization of tourism 
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is definitive.  However, many researchers have primarily examined on a basis of pilgrimage 

for religious studies for centuries, few have examined the relationship between religion and 

tourism. Since pilgrimages and religious tourism are associated with other types of tourism, 

the important role which religious tourism plays has become a specific interest area in 

modern tourism.  

There are many different types of religions in the world today. The major religions are 

known as Christian, Islam, Buddhism, and Judaism (Ryan & Gu, 2010). For example, 

Muslims are expected to complete the Hajj to Mecca at least once in a lifetime; moreover, it 

cannot be denied that without population migrations, no religions would be as widespread as 

they are today. Migration is not only a simple physical change of place by the population, but 

also a change of their total being, their culture, art and religion, and religious. Tourism might 

be classified as a voluntary, temporary, and seasonal migration (Vukonic, 1996, p.33).  

Religious tourism refers not only to the form of tourism with strong or single-minded 

religious motives for pilgrimage, but also to those non-pilgrimage tourists’ activities, for 

instance, traveling to religious sites for sightseeing, cultivation, and recreation (Smith, 2009; 

Rivera, Shani, & Severt, 2009; Smith et al., 2010; Ron, 2007; Zhang, Huang, Wang, & Liu, 

2008). In other words, tourist’s activities may or may not be motivated by a religious 

affiliation. In terms of religious tourism attractions, Nolan and Nolan (1992) presented a 

fundamental classification, which has become a well-known literature in the study of 

religious tourism. Their defined categories are:  

 Pilgrimage shrines – The destination of religious based travel.  

 Religious tourist attractions – Place or temple that has religious, historic, or 

artistic significance.  
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 Festivals with religious association – A gathering of tourist for a special event 

that honors a religiously significant time.  

Rinschede (1992) indicated that religiously motivated tourism is perhaps the oldest 

form of tourism ‘whose participants are motivated partially or completely for religion reasons’ 

(p. 52). He distinguished organizational forms of religious tourism by characteristics such as 

number of participants, choice of transport, seasonal travel, and social structure. He also 

predicted that every year there are over 300 million religious believers who travel short and 

long distances to visit religious centers or participate in conferences or ceremonies. The 

distinction between the various types of journeys was based on the time spent at the 

destination. Short-term tourism refers to a visitor who stays less than one day; on the other 

hand, long-term tourism describes those whose visit requires at least one night stay. 

Religious tourism can be identified as a subgroup of cultural tourism and is closely 

linked to holiday tourism; the incorporation of religious activity is also a special type of 

tourism (Rinschede, 1992; Smith et al., 2010; Vukonic, 1996). Religious tourism is not only 

adapted for religious followers, but also attractive for tourists who are interested in sacred 

place; with the unique architecture and cultural traditions (Mazumdar & Mazumdar, 2004; 

Zhang et al., 2008). In addition, Vukonic (1996) states that “religion is one of the essential 

factors in the general history and part of people’s life” (p. 22). Although pure religious 

phenomena cannot exist alone, the connective tract can always be found in the relationship 

with social, psychological, historical, ethical, and other reasons. While some visitors to a 

religiously based site come for religious reasons, the majority of visitors look more at the 

cultural and educational aspects (Sharpley & Sundaram, 2005). As Smith, Macleod, and 

Robertson (2010) suggested, the managers in the religious tourism should regard those 
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visitors’ behavior and motivation in a particularly sensitive manner from two aspects. One is 

providing exceptional components to meet visitors’ religious affiliation as well as to kindle 

their motives for visitation.  The other aspect is to handle religious visitor as a normal tourist 

because all visitors, regardless of their purposes in visiting a site, must have their needs met, 

for instance, food, accommodations, entertainment, and fulfillment of leisure time. Based on 

this, the supply side of the tourism industry should treat each visitor as equally important 

whether pilgrims or ordinary tourist in order to satisfy their essential needs.  

Religious festivals and events can be seen as actual or potential tourist attractions (Yeh, 

Ryan & Liu, 2009). Nolan and Nolan (1992) pinpointed that “these may include folkloric 

expressions which draw a highly mixed crowd of participants and visitors.” (p.69)  

Apparently, these sites offer great opportunities to attract more potential visitors, those who 

are non-pilgrim believers, to visit holy sites because only one-third of tourists who visit the 

Holy Land with religious reasons are pilgrims (Rinschede, 1992; Zhang et al., 2008). 

According to Zhang et al. (2008), the more than one million Muslims who visit Mecca in 

Saudi Arabia every year are motived by religious reasons. However, almost double numbers 

of visitations are by tourists who are non-pilgrim. Additionally, Smith, Macleod, and 

Robertson (2010) highlighted that an equal number of pilgrims and tourists are attracted to 

holy places. The case of the Cathedral at Chartres and Island Abbey of Mont Saint Michel in 

France served as examples.  

In addition to traditional practices, religiously motivated tourism manifests a functional 

and symbolic form. For example, festivals, events, and pilgrimages have been recognized as 

a phenomenon that has become a typical characteristic of modern tourism (Sharpley & 

Sundaram, 2005; Pernecky & Johnston, 2006; Nolan & Nolan, 1992; Rinschede, 1992; 
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Vukonic, 1996; Smith, 2003). Therefore, understanding tourists’ behaviors can inform 

tourism management in developing ways to satisfy guests’ needs on journeys to religious 

destinations and during their stay at those destinations.  

 

1.2 Festivals/Events as a Form of Special Tourism 

As the travel and tourism industry strives to achieve the US national tourism goals, the 

essential elements are extremely critical such as attracting more quality tourists, extending 

their length of stay, and increasing visitor expenditures. A number of practitioners and 

researchers emphasized that the most important factors for tourism organizers to achieve 

such goals are through effective marketing activities, promotion of tourism products and 

services carefully, and maintaining the strategic direction set by tourism organizers (Hall & 

Weiler, 1992; Getz, 1998; Allen, O’Tool, Harris, & McDonnell, 2008). On the other hand, 

from the sustainable tourism standpoint, the important issues associated with preservation of 

art, culture heritage, time-honored and natural assets should be considered by event 

organizers (Raj & Musgrave, 2009; Getz, 1998). Many tourism destinations and tourism 

organizations worldwide view the organization of “Events” as an Innovative new approach to 

tourism marketing and have made special events, tourism events and the promotion of 

traditional festivals, one of the key elements of their overall tourism promotion strategy and 

destination marketing plans (Smith et al., 2010; Hall & Weiler, 1992).  

In general, many researchers have built their conceptual foundation on how specific 

and important roles festivals and special events can play in any contemporary tourism 

destination. As Getz (1991, 1998) proposed, that components include: a) attractions, b) image 

makers, c) animators of static attractions and facilities, and d) catalysts for a destination 



Texas Tech University, Hsing-Hui Lin, December, 2011 
 

6 
 

development. Through festivals or special events, a destination cannot only enhance its vivid 

‘ambience’ but also increase its appeal to indigenous, regional, national, and international 

tourism as well as generate substantial publicity. Overall, these are held to celebrate special 

occasions and remarkable activities for tourists or for visitors (Smith et al., 2010; Hall & 

Weiler, 1992; Getz, 1998). 

The power of event tourism is huge and has become a growth industry. Zeppel (1992) 

defined festivals and special events as a broader aspect based on celebrations, such as dance, 

drama, comedy, film and music, the arts, crafts, ethnic and indigenous cultural heritage, 

religious traditions, historically significant occasions, sporting events, food and wine, 

seasonal rites, and agricultural products. In fact, researchers in both social science and 

tourism agreed that the community and culture influences how tourists understand and absorb 

the context. They may gain different meanings due to their personal expectations (Allen et al., 

2008; Zeppel, 1992; Getz, 1998). In addition, Smith et al., (2010) demonstrated the key 

concepts of festivals and events based on the most common forms and popularity in current 

trends. These can involve themes such as art, music, culinary, religious festivals, sporting, 

mega, and cultural events. Interestingly, it seems that festivals and events are everywhere and 

include anything worthy of celebration. Thus, with the groundbreaking work of Getz (2005, 

p.6), special events are best defined by their context. This definition is shown below in 

relation to both the essentials of demand and supply domains.  

 A special event is a one-time or infrequently occurring event outside the normal 

program or activities of the sponsoring or organizing body. 

 To the customer or guest, a special event is an opportunity for an experience 

outside the normal range of choices or beyond everyday experiences. 
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     A simple and explicit interpretation offered by Allen, O’toole, Harris, and McDonnell 

(2008) expressed a clear concept of what the festivals and events industry needs to cover. 

Events can be categorized by size including mega, hallmark, major, and local or community. 

Distinguishing by form or content, events can be described by the types of festivals, sporting 

events, and MICE (Meeting, Incentive tour, Convention, and Exhibition) (or business) 

(Pernecky & Johnston 2006; Hall & Weiler, 1992; Smith et al., 2010; Getz, 1998; Nolan & 

Nolan, 1992; Zeppel, 1992; Allen et al., 2008; Hall, 1992).  

In terms of special interest tourists, there are significant differences among the 

numerous types of special interest tourist; these types of travelers appear to a ‘novelty-

seeking’, ‘quality-oriented’, and ‘experientially-based’ those who are distinguished from that 

of mass tourism (Hall & Weiler, 1992). Comparisons can be made between ‘novelty-seeking’ 

and ‘quality-oriented’ types of tourists. In fact, ‘novelty-seeking’ can be illustrated as culture, 

education, art and heritage, festival, sport, and nature-based. This segment of tourists may be 

motivated by interesting activities or a special destination; one certainty is that all travelers 

desire a quality trip. Quality travel is authentic and involves four key experience elements: 

rewarding, enriching, adventuresome, and learning and so-called real experiences (Read, 

1980). Similarly, Hall and Weiler (1992) indicated that quality is achieved partly through a 

participatory or experiential dimension. Certainly, both conventional mass tourism and event 

tourism should pay additional attention in the strategy of service quality enhancement in 

order to approach a higher level of tourist satisfaction. 

Additionally, event/festival tourism can be classified as special interest tourism whose 

participants’ travel is primarily motivated by a special interest. Overall, special interest form 

encompasses unusual hobbies, themes or destinations, and activities in order to attract the 
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niché market of the event tourism sector. A profile of pilgrimage tourists or ashrams can be 

described as a visitor whose age is over 30 and who seeks spiritual experiences (Smith et al., 

2010).  

 

1.3 The Importance of Destination Branding in Event Tourism 

In the increasingly competitive tourism market, most destination managers recognize 

that events and festivals are an important motivator and image-maker so that developing such 

marketing plans and strategies are the key to success in promoting their destinations (Getz, 

2008; Stokes, 2008; Pike, 2008). According to Raj and Musgrave (2009), the impacts of 

events on a destination can be significant and viewed from a variety of aspects such as social, 

environment, and economic and connected to positive or negative effects on a destination. 

More specifically, through holding an event or festival, a destination could possibly create 

opportunities for networks of information, partnerships, marketing strategy, and the viability 

of more sustainable tourism development in particular (Getz, 2008; Prentice & Anderson, 

2003; Haven-Tang & Jones, 2009; Pike, 2009; Ritchie & Crouch, 2003).  

The festival world is becoming an integral part of the free world that is linked to more 

leisure time and discretionary spending. Generally, cities are creating festivals as components 

of leisure and community development policies. Festivals and events are not just a big-city 

phenomenon, particularly in the U.S. Given the mix of cultures, cities in the U.S. have 

developed their own traditions. Events are extremely important to get people involved and 

help establish roots in the community, especially, community-based events (Allen et al., 2008; 

Getz, 2008; Smith, 2008; Pike, 2009).  

Although festivals have tremendous potential, both as a medium of culture and 
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community arts and for their tourism potential, the problem is getting recognition of their 

importance. Such a problem can be diminished with support from government and other 

sponsors. Government support can promote events and involve event planning as part of their 

strategies for economic development and notion building, especially, for destination 

marketing (Allen et al., 2008; Pike, 200). Throughout history, people have desired to make 

important occasions in their lives to celebrate milestones or eras in both the private and 

public sectors (Smith et al., 2010; Getz, 2008; Smith, 2008). Therefore, larger social events 

are becoming more important than ever. Accordingly, Allen et al. (2008) indicated that when 

people lost contact with their religious beliefs and social norms of the past, the need still 

existed for people to mark cultural and indigenous details through social events and festivals.  

During the 1980s and 1990s, several mega events dynamically diversified the current 

event industry and set the pattern for the future. Examples of exposure to major sporting 

events include the Los Angeles, Barcelona, and the Sydney Summer Olympics and the Turin 

Winter Olympics and special events such as Expo 88 in Australia. Particularly, the Olympic 

Games in Los Angles in 1984 illustrated that events could increase a cities’ profile and 

provide economic benefits. The key components of destination branding can be demonstrated 

in the case of Australia in which certain remarkable events were held, for instance, Sydney 

Festivals, Expo 88, and the First Aboriginal Survival. Hosting such a festival becomes a 

badge of local pride, resident involvement, and cultivates resilience in regional communities 

(Derrett, 2008; Getz, 1998). These festivals and events give the cities and towns a sense of 

identity and distinction, and can become a tourist destination. Allen et al. (2008) emphasized 

that the Bicentenary caused Australians to pause and reflect on the ‘Brand Australia’ identity. 

They further argued that a public event had become a regular feature of Australian life and 
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the nature of values, identity, and imagery of being a tourist destination.  

In addition, the driven power of public and private domains plays an important role in 

merging festivals and events with destination planning. Many governments have increasingly 

come to see events as potential tools for urban regeneration and renewal. Integrated with 

other strategies, such as art and cultural development, economic development, and tourism, 

an event or festival can become powerful forces in changing the image of a destination 

(Smith, 2008; Foley, McPherson, & McGilivray, 2008). A pioneer case in urban regeneration 

and the use of event-based strategies took place in the city of Manchester, U.K., in which the 

city successfully hosted the Commonwealth Games in 2002. At the beginning of the 1990s, 

corporations revealed and used the marketing and image-making power of events in 

reinforcing their market mix and promotion sales. Particularly, when a city marketing 

strategy is in conjunction with other major events, the significance power shows in the city’s 

regeneration and reinforces its economic development (Allen et al., 2008; Raj & Musgrave, 

2009; Foley et al., 2008). 

In terms of tourism destination, destination is the place selected by the tourist and 

defines a country, region, and city, namely the location for great tourist concentrations 

(Radisic & Mihelic, 2006). In order to attain a better position in the marketplace, the best 

way to express a destination’s identity is through a well-crafted umbrella brand (Morgan & 

Pritchard, 2005; Gartner, 1993; Tasci & Gartner, 2009). Currently, destination managers 

focus on finding ways to brand destinations. In some cases, this practice has taken away the 

uniqueness and individuality (Buhalis, 2000). On the other hand, destination brand often uses 

promotion and marketing communication strategies to influence destination image (Gartner, 

1993; Keller & Lehmann, 2006; Morgan & Pritchard, 2005). In this sense, branding is a 
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powerful means of differentiation from other tourism destinations (Radisic & Mihelic, 2006; 

Tasci & Gartner, 2009; Buhalis, 2000). Examples can be found in some successful brands 

such as “Brand Canada”, “Las Vegas-the Sin City”, and “Hong Kong-Never End Shopping 

and Eating”.  

Similarly, in the case study of New Zealand and Wales, Morgan and Pritchard (2005) 

claimed the creation and promotion of a durable destination brand is to identify the brand’s 

values and translate these values into a suitably emotionally appealing personality through 

efficient ways to deliver these messages. With a simple slogan “100% pure New Zealand”, 

they conducted a survey to examine how an innovative promotion could display landscapes, 

peoples, cultures, and tourist activities of the New Zealand brand. They concluded that with a 

small share in the marketplace, a niche destination must seek other alternatives through 

advertising and focus on branding opportunities offered by events, sports, cultural, and 

political activities. Furthermore, they suggest that a strong tourism destination brand can be 

created through effective marketing research and partnerships, Internet, and public relations 

opportunities. Thus, a destination can place itself as an appealing niche player in today’s 

global tourism industry.  

     The President and CEO of the International Festivals and Events Association, Don Lunday, 

pointed out that the festival and event industry has globalized and catalyzed the tremendous 

impact on a tourism destination. He further indicated that festivals and events have proven to 

be among the most successful tools available to communities, states, regions, and even 

countries to: a) increase tourism, b) add to the quality of life, c) bond people together, d) 

encourage positive media coverage, and e) enhance economic growth. Most importantly, 

festivals and events allow a tourism destination to create powerful and memorable 
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destination brand and brand image opportunities. Consequently, a concrete statement of the 

importance of destination branding in event tourism has become a key concept throughout 

this study.  

 

1.4 Background about Mazu and the Religious Event 

Taiwan has maintained many of its religious shrines and temples because it was able to 

hold on to many of its cultural traditions. Many of the temples and religious sites that are 

frequented in the Taiwanese country were built during the same periods associated with 

China history. These survived the Cultural Revolution of the 1960s and allowed the 

Taiwanese people to maintain their Buddhist and Taoist beliefs (Zhang et al., 2008; Yang, 

2004; Yeh et al., 2009). Mazu worship first became popular during the Sung dynasty (A.D. 

960-1279) and since then temples dedicated to her were erected in southern China port cities 

because of the cultures, strong link to the sea. 

Today, Mazu is the most popular religious deity in Taiwan. According to Peikang News 

(2008), over 16 million Taiwanese believe in Mazu, accounting for 70% of Taiwan’s 

population. The belief in Mazu can be defined as a Folk religion in Taiwan. It plays an 

important role of traditional Chinese Culture for over thousands of years. For the believers, 

Mazu is a holy mother of the sea, protector from harm, provider of care, and source of 

precepts of a good life based caring for others. Her sacred journey across the Taiwan Strait 

even overcame the political tensions between Taiwan and China (Yang, 2004). By sharing 

their worship to Mazu, people maintain their personal relationships and believe Mazu 

governs the daily lives of the public (Zhang et al., 2008). Thus, in devotion to Mazu’s 

worship, many temples nearby harbors were built in Taiwan. Hansson, Mcdougal, and 
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Weightman (2002) described that a temple in which people worship to Mazu and pray to 

Mazu for help is a center of the community in the Chinese society. A temple can demonstrate 

an outstanding building focusing on a surrounding landscape and the settlement of a 

township (Hansson et al., 2002).  

Accordingly, religious ritual was of central importance in traditional festivals (Hansson 

et al., 2002). Festivals among the common people were associated with family and 

community worship or propitiation of ancestors, household gods, local gods, as well as some 

of the major Buddhist and Taoist deities. Each festival has its own role in the social domains. 

Like other festivals, ‘Taichung Mazu International Tourism and Cultural Event’ is a 

nationwide event in Taiwan and significant to the culture of the country. The “Taichung Mazu 

International Tourism and Cultural Event” builds a sense of interaction between the 

household and the community and between the community and its external relations. In 

addition, events/festivals are a performance of worship of Mazu and her historical myth.  

Based on The Liberty Times (2011), Mazu’s believers have expanded to over 150 

million people worldwide including Taiwan, China, and other countries, mainly in Southeast 

Asia. The Discovery Channel reported that Mazu’s annual event held in Taiwan was one of 

these largest three mega religious events in the world. Interestingly, one of the major places 

of such mega religious events is in Dajia District, Taichung City, Taiwan, and the site of this 

research. The “Taichung Mazu Tourism and Cultural Event” has been one of the 

representative events in Taiwan for decades. These religious events have been operated using 

a business model since the early 1980s and were organized by the Committee of Dajia Cheng 

Lan Temple. Organizers have increasingly utilized media coverage to attract worshippers as 

well as mass tourists to attend its event. In order to celebrate, Taichung City upgraded to one 
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of the five metropolitan cities in Taiwan. This mega event has been chosen to be the first 

activity of cluster events sponsored and presented by the city government. According to Getz 

(1991), destination attractions are most effective when clustered in both time and space.  

Events also can be used in conjunction with other attractions to heighten overall 

destination appeal (Getz, 2008). Nevertheless, event organizers attempt to enlarge cultural 

and art performance groups with more varieties and present these in different places as well 

as to foster tourists appeal to a particular city – Taichung. In this sense, the religious event 

has repositioned its imagination toward a national and international statue and changed its 

name to “Taichung City Mazu International Tourism and Cultural Event”. Accordingly, this 

event has shown enormous impact on promoting Taichung City to be recognizable as a major 

cultural center and religious tourism destination. It also supports the tourism strategic vision 

of Taichung City to be ‘The largest Mazu’s event in the world’ and a unique ‘Must-see- 

festival ’icon. What is more, the Mazu event does for Taichung city what the Muslim’s sacred 

journey does for Mecca – it provides a high-profile event with a strong, unique image that 

helps put Taichung city on the tourism map.  

 

1.5 The Problem Statement 

In reviewing previous studies, there were few systematic investigations of brands 

within tourism destinations (Hankison, 2005; Konecnik & Gartner, 2007). According to Cai 

(2002), developing a destination brand is more difficult than that of a product or service 

brand because a tourism destination involves complex elements for example, accommodation, 

tourist attraction, tourism policy, and the tourism industry.    

In terms of destination brand management, many researchers suggested that branding a 
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destination could communicate the brand message effectively (Ooi, 2004) and foster brand 

diversification strategy (Foley et al., 2008). Before developing a marketing strategy for a 

destination, managers must analyze the characteristics of specific destinations such as 

mixture elements, the affirmations of cultural values, inseparability of products, and manifold 

usage of local and vicinity attractions (Radisic and Mihelic, 2006; Allen et al., 2008; Getz, 

2008).    

Measuring the effectiveness of brand is a crucial aspect of successful long-term 

destination management. However, specific effects on destination brand management, such 

as the assessment of brand impact, have not been investigated. Many scholars suggested that 

the effectiveness of destination brands can be measured from a customer perspective (Qu, 

Kim, & Im, 2010; Kim, Han, Holland, & Byon, 2009; Konecnik & Gartner, 2007). On the 

other hand, Tasci and Gartner (2007) indicated that the empirical research that focuses on 

experienced travelers and their perception of a destination brand should be employed to 

measure the effects of brands on the customer base.  

In tourism, the conceptual framework of customer-based brand equity (CBBE) was 

adopted from marketing only one decade ago. The basic CBBE model assumes that brand 

value is directly generated by brand awareness, brand image, brand quality, and brand loyalty. 

However, most previous studies neither include brand value as a main dimension of the 

CBBE model to test the relationship between brand value and the other four dimensions nor 

simply examine those dimensions with one another (i.e., Konecnik & Gartner, 2007; Pike & 

Scott, 2009; Pike, Bianchi, Kerr, & Patti, 2010; Ruzzier, 2010). Therefore, the research 

findings by Boo, Busser, and Baloglu (2009) suggested that further research could focus on 

investigation of the mediating role of brand value in relation to brand loyalty.  
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In addition to integrate, the CBBE model to be more complete, the major problem is 

that the CBBE model has not been researched and applied in any studies of the event tourism 

sector. Thus, the advantage of this study is to apply the conceptual CBBE model to the event 

industry and offer valuable insight of relationships among CBBE dimensions.  

 

1.6 The Assumption of the Study 

The research assumptions focused on clarifying the characteristics of a religious event 

brand in evaluating its brand equity from the demand side standpoint. These assumptions 

encompassed:  

 The concept of CBBE could be directly transferred from the marketing domain to the 

event industry. 

 A tourism event brand should be well known and very easy to recall for tourists to take 

action.  

  The event brand equity could be measured through the perspectives of experienced 

tourists. 

 The brand equity of an event brand could be predicted by awareness, image, quality, and 

loyalty, as well as the core component of a brand- event brand value.  

 

1.7 Purpose of This Study 

This study aimed to examine the relationship between brand equity of religious events 

and tourists’ perceived value and revisit intention by using branding theory and its 

implication to religious events. In other words, this study focused on developing and testing a 

theoretical model of event branding as well as exploring the potential of ‘Taichung Mazu 
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International Tourism and Cultural Event” as a preferred event brand and tourism destination.    

In searching the literature, most tourism studies focus on tourism destinations such as 

cities or countries, especially examining destination image and its relation to other domains. 

Few investigate religious attractions, festivals and events. The lack of research regarding 

event’s brand measurement may be an indication of the complexity involved in 

understanding how tourists evaluate an event brand as well as how event organizers view 

fundamental positive and negative points of assessing an event. Thus, there is an advantage 

to exploring customers’ or participants’ perspectives after visiting a religious festival or event. 

This study measured customer-based event brands in an integrated model, which was 

significant importance for several reasons. First, the “Mazu religious event” has been held for 

over 30 years and is now in a covetable position. However, there is a need to apply a business 

model to the event. This research is as attempt to measure and establish its brand value in a 

systematic manner. Second, the exploratory work will further define the nature of an event’s 

brand, which is the step in developing a theory of the event brand constructs. Third, although 

considerable literature has evolved in the area of psychological tendencies and future tourist 

behavior, there has been relatively little work undertaken in examining the relationship 

between the dimensions of destination brand equity and perceived value within a model. 

Fourth, this study suggested a different approach to measure event brands and provided a 

valid and reliable measurement model with the CBBE (Customer-based brand equity) 

concept.  
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1.8 Significance of the study 

     The current study contributing to event CBBE literature was significant in several 

domains. Firstly, an integrated event CBBE model was measured to understand the 

multidimensional factors, which consisted of evaluating an event brand. Secondly, the 

proposed model was tested to provide evidence that event CBBE hierarchy linked with brand 

value which was generated by brand awareness, quality, image, and loyalty.  Thirdly, the 

significant components consisted of an event CBBE concept and determining the indicators 

underlying these constructs. Furthermore, the direct and indirect interrelationships among 

event brand awareness, image quality, value, and loyalty can be explained by the results of 

the present study. Although these constructs have separately led to studies in marketing and 

tourism fields, the interrelationships in predicting tourists’ behavioral intentions can be found 

in very few studies. The significance of this study was the first study to explore dimensions 

in evaluating a tourism event brand by applying the CBBE concept and to measure a brand’s 

performance from event visitors’ perspectives. Therefore, this useful information can be 

provided to event organizers and sponsors in both public and private sectors in branding and 

operating an event brand as well as a tourist destination.  
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CHAPTER II 

LITERATURE REVIEW 

In the rapidly growing marketplace, the needs for destination branding have become 

more critical than ever. In fact, marketing agencies at all levels have a great interest in 

building strong and positive images for their destinations. The significance of destination 

branding is to build on a unique identity to differentiate themselves from competitors to 

obtain a leading position in the competitive marketplace as well as to guide destination brand 

managers in operating and promoting strategies (Keller, 2008; Aaker, 1991; Keller & 

Lehmann, 2006; Hankinson, 2009; Morgonan & Pritchard, 2005; Cai, 2002). Branding is a 

powerful tool in arousing tourists’ awareness of a destination and is linked to positive 

associations (Nickerson & Moisey, 1999). However, several scholars agreed that the topic of 

tourism destination brand has not been systematically investigated and drawn very little 

attention of research (Hankison, 2005; Konecnik & Gartner, 2007).  

The concept of customer-based brand equity (CBBE) has been studied in the 

hospitality and tourism field only recently (Kim & Kim, 2005; Konecnick & Gartner, 2007; 

Boo et al., 2010; Qu et al., 2010). The concept of CBBE was adopted from marketing 

literature in which four commonly employed dimensions are underlined in creating brand 

equity – brand loyalty, brand awareness, perceived quality, and brand associations (Aaker, 

1991; Keller, 2008). Due to the natural basis, tourism destinations are far more 

multidimensional than consumer goods and other types of services (Kim & Kim, 2005).  

In fact, the review of brand literature in destination marketing revealed that most of 

these studies have investigated customer-based brand equity (CBBE) without examining a 
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comprehensive model (Blain, Levy, & Ritchie, 2005). Because the identification of the valid 

dimensions of brand equity is the foundation of conceptual framework development (Boo et 

al., 2009; Pike et al., 2009), this study centered on building the forming dimensions of brand 

equity from customer’s perspectives, particularly in a religious event brand.  

 

2.1 Brands and Branding of Tourism Destination 

Destination branding has become a top management priority in the last decade due to 

the increasing realization that brands are one of the most powerful and valuable intangible 

assets of their destinations (Keller & Lehmann, 2006). Researchers paid more attention to the 

study of brands and destination branding only recently (Tasci & Gartner, 2009; Morgonan & 

Pritchard, 2005). Many researchers persistently endeavor in these areas due to foreseeing the 

benefits to the marketing strategy. Branding can be simply defined as the use of markers (i.e. 

names, signs, symbols, or design) to differentiate the products or services from one seller to 

another (Keller, 2008; Aaker, 1991). A brand is ‘what differentiates you and makes you 

special’ (Tasci & Gartner, 2009, p.150). The primary definition of tourism destination brand 

was adopted from marketing (Cai, 2002; Blain et al., 2005; Hankinson, 2005). To define 

destination branding specifically, Cai (2002) described destination brand as selecting a 

consistent element mix to identity and distinguish it through positive image building. 

Following this stem, a brand component encompasses a name, term, logo, sign, design, 

symbol, slogan, package, or a combination of these elements. Building a brand image is the 

same as identifying the most relevant associations and strengthening their linkages to the 

brand. As Radisic and Mihelic, (2006) claimed, destination brand presents not only its name 

but also involves awareness, recognition, preference, and loyalty of tourists.  
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However, there were few systematic investigations of brands within tourism destinations 

(Hankison, 2005; Konecnik & Gartner, 2007). According to Cai (2002), developing a 

destination brand is more difficult than that of a product or service brand because a tourist 

destination involves many elements for example, accommodation, tourist attraction, tourism 

policy, and tourism industry. The challenges of a destination branding include: a) the lack of 

a conceptual framework, b) significant progress of image measurement, c) its role in tourist’s 

decision-making process, d) its components and formation, e) mismatch between perceived 

and projected image on overall destination image, and f) measuring tourists’ satisfaction 

levels (Cai, 2002; Konecnic & Gartner, 2007; Baloglu & McCleary, 1999). Although the 

examination of a destination’s brand is challenging due to a lack of a common conceptual 

framework (Konecnic & Gartner, 2007), the topic has been partly covered under the 

alternative label of destination image studies for decades (Baloglu & McCleary, 1999; 

Gallarza, Saura, & Garcia, 2002). While Ooi (2004) indicated that most destination brand 

studies concentrated on how brand images and messages are formulated and presented, Qu, 

Kim, and Im (2010) stated destination brands have two important functions, identification 

and differentiation. It is more critical to understand how associations of a brand has 

advantages over competitors and what points of different associations help tourists positively 

assess the brand and attach the brand. Specifically, researchers attempted to reduce the 

impacts of these challenges several ways. In the investigation of the “Oklahoma Native 

American” case study, Qu et al. (2010) revealed that a unique image can be considered as a 

new and highlighted component of destination brand associations due to how it affects 

customer’s evaluation on the brand and brand selection (i.e. intention to visit or purchase). 

They confirmed that the overall image of a destination plays a significant role as a mediator 
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between brand association (i.e. cognitive image, unique image, and affective image) and 

tourist’s behavioral intentions (i.e. revisit intention and recommendation).  

A similar study can be found in Cai’s work in 2002. In exploring the perception of 

respondents about a region as a vacation destination, he proposed a conceptual destination-

branding model by using the activities theory. The destination image can be built on three 

major blocks: components, formation agents, and characteristics. In comparison, the 

difference between Keller’s (2008) types of association and Gartner’s (1993) image 

components, three elements -- attributes, effective, and attitudes -- were abstracted and 

presented as internal components from tourist’s perspectives. Attributes were described as 

descriptive features characterizing a destination. Effective domain represented as personal 

value and meaning attached to the attributes. Attitudes showed tourist’s overall evaluations 

and basis for action and behavior. In order to build a more functional shape, Cai (2002) added 

the last component into the destination branding model on the basis of Gartner’s work, that is, 

typology of destination image characteristics. He further concluded that cooperative branding 

results in consistent attributes-based image across multiple rural communities to their tourists. 

In addition, a strong linkage can be constructed on the image to the brand identity, brand 

effective, and attitudes-based brand associations for a region than that of an individual 

community. Furthermore, to achieve a higher degree of success on the marketplace, the 

exterior preconditioned components of a destination need to be considered (Cai, 2002). These 

elements include existing organic image, existing induced image, destination size and 

composition, and promotion and target market (Cai, 2002; Radisic & Mihelic, 2006; Shelby 

& Morgan, 1996).  

The challenge of branding destinations is relative to tourists’ complex decision process. 
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Many tourist destinations proclaimed their scenery, such as open sea, bountiful sky, and 

remarkable beaches, that tourist may lose interest in a site before they even begin their search. 

Such “wallpaper” features is not enough for a destination to be included in tourists’ recall. 

Instead, a strong and unique image is the essence of destination positioning for its ability to 

differentiate itself from competitors and get into consumer’s mind permanently (Morgonan & 

Pritchard, 2005; Hudson & Ritchie, 2009; Qu et al., 2010). Another critical issue that tourism 

practitioners and academicians face is the complexity of its products and service providers. 

Kotler (2000) identified products whether tangible or intangible as including goods that have 

a physical form, services, experiences, events, persons, places, organization, information, and 

idea. Any tourist destination must draw upon many different aspects of what they offer and 

not relay upon only one or two elements. These components involve accommodation, 

hospitality, attractions, arts, entertainments, culture, recreation service and facilities, heritage, 

and nature environments (Buhalis, 2000; Morgan & Pritchard, 2005; Randisic & Mihelic, 

2006).  

Many current marketing scholars stated that the principles of product brand do not apply 

directly to services brands (Aaker, 1996; Keller, 2003). Konecik and Gartner (2007) 

questioned whether a brand equity methodology traditionally developed for product brands 

could be transferred to tourism destinations. According to Murphy, Prichard, and Smith 

(2000), tourist may experience many different events while at a site but they will select their 

most appealing opportunities and base their memories and recommendations on a limited 

number of experiences. However, Ooi (2004) noted that similarities in products and services 

brands are frequently underlined but scholars often disregard the different voices. Hence, 

literature of destinations suggested that the universality of a brand has to be considered in 
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terms of tourism characteristics (Cai, 2002) and destination attributes (Buhalis, 2000; 

Konecik & Gartner, 2007; Tasci, Gartner, & Cavusgil, 2007).  

Research has emphasized a unique combination of functional, symbolic, and 

experiential dimensions of a brand to create a unique destination identity (Haven-Tang & 

Jones, 2009; Williams, Gill, & Chura, 2004). In the study of destination image, Baloglu and 

McCleary (1999) evaluated the attributes of the destination through both cognitive and 

affective processes. Additionally, the role of a destination brand has been highlighted on the 

customer’s destination decision-making process (Morgan & Pritchard, 2005; Ooi, 2004). 

Moreover, Cai (2002) suggested that rural communities be promoted together as cooperative 

brand, rather than as a small individual unit in order to ascribe a distinct brand identity, which 

assists tourists’ recall abilities. Murphy, Benckendorff, and Moscardo (2007) drew the link 

between destination brand personality and tourist self-image when tourists come to make 

travel decisions. They explored the links among four key constructs proposed for the 

destination branding and choice process, which are tourist needs, destination brand 

personality, self-congruity, satisfaction, and revisit intention. These studies provided the 

critical point from supplier’s perspective toward a destination brand.  

Another challenge for destination marketers is to keep positive image in tourist’s mind 

permanently in order to reduce substitutability. To achieve this, Hudson and Rithie (2009) 

suggested that destination marketers should continue concentrating on tourists’ experiences 

and utilize these experiences as a basis to create marketing messages for attracting current 

and potential tourists. In the expansion of experiential marketing, Hudson and Rithie (2009) 

proposed and examined a four-step process of branding a destination experience in the 

“Brand of Canada”. This distinct process included: a) assess current situation of the 



Texas Tech University, Hsing-Hui Lin, December, 2011 
 

25 
 

destination brand, b) develop a brand identity and promise, c) communicate the brand 

promise, and d) measure effectiveness of brand exercise. In the case study, they indicated that 

the key to competitiveness is to provide special experiences and unforgettable memories to 

its target market. In addition, the agreement about the advantages of adopting ‘experience 

branding’ can be drawn from Hudson and Blain’s studies (Hudson & Rithie, 2009; Blain et 

al., 2005). The impacts can be found in many domains such as, a) consolidate and reinforce 

the emotional connection between the visitors and the destination, b) reduce consumer’s 

searching costs and perceived risk, c) translate experience into a unique selling points and 

increase in tourist spending. Therefore, they suggested that branding a destination requires 

offering unique experiences and opportunities that can only be found at the branded 

destination.  

However, there are two ends of information transmission in destination image 

formatting process: destination and receiver. According to Keller (2008), there are an array of 

contemporary branding applications including physical goods, service, people, geographic 

location, and ideas and causes. With this definition, many tourism destination and tourist 

activities can be branded, for example, Brand Canada, City of Las Vegas, and State Fair of 

Texas. Hence, tourism destinations such as -- cities, states, regions, and countries -- are now 

actively promoted through advertising and other communication tools in order to create 

awareness and a favorable image of a destination.  

A number of researchers argued that creating a brand image should consider from a 

supply-side (or input) approach, that is, in the way managers emphasize the use of resources 

to achieve a customer response. Alternatively, a brand can be viewed from a demand-side (or 

out-put) perspective, as in the way customers interpret and use a brand to enhance their 
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personal experience (de Chernatony, 1999; Tasci & Gartner, 2007; Keller, 2008; Konecnik & 

Gartner; 2007; Cai, 2002; Morgan & Pritchare, 2005; Gartner, 2009; Ruzzier & Ruzzier, 

2009). In contrast to formatting a destination brand, the most importance is to deliver the 

positive and uniqueness images through communication channel to its target market. While 

Morgan and Pritchare (2005) indicated that, the most appropriate way is through Internet, Qu 

et al. (2010) suggested that Word-of-Mouth (WOM) could perform the efficiency in the 

communication channel. A positive WOM is an excellent source to reduce perceived risk for 

its clarification and feedback opportunity. No matter what contents appear in the 

communication channel, more important is that customers receive the unified and clear 

messages (Cai, 2002). In addition, de Chernatony (1999) suggested that researchers should 

recognize the interactive relationship between brand identity and brand equity when they 

come to analyze a brand. In short, all dimensions regarding of both demand-side and supply-

side need to involve into consideration.  

 This study focused on developing the reliable constructs that formed the brand equity 

of a particular religious event brand on the customer base. As Tasci et al. (2007) indicated, 

the projected image is not always the same as the received image. Therefore, there was a 

need to measure the dimensions that consisted of the brand equity from consumer’s 

perspective. Due to boundary consideration, this study was primarily concentrated on visitors’ 

experiences toward a religious event brand during event annual tour. Other important factors 

involved in branding a destination (i.e. brand identity and brand personality) were addressed 

more in the discussion section in order to provide a clearer understanding of both sides of 

brand equity.  
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2.2 Customer-based Brand Equity (CBBE)  

The concept of brand equity initially emerged in marketing in the 1980s. Many 

researchers agree that brand equity is a core concept concerning brand management and is 

viewed from different perspectives (Aaker, 1991; Keller, 2008; Yoo & Donthu, 2001). 

Konecnik and Gartner (2007) defined equity as the sum of factors (or “dimensions”) 

contributes to a brand’s value in the customer’s mind. Brand equity can not only boost the 

importance of the brand in marketing strategy but also raise focus on managerial interest and 

academic attention (Keller, 2008). Meanwhile, Aaker (1991) viewed brand equity as an asset 

from a firm’s standpoint and a critical value-added provider to benefit for both customers and 

the firm. From customer’s perspectives, brand equity can affect their confidence in 

purchasing decision and enhance their satisfaction with the use experience. de Chernatony 

and McDonald (2001) emphasized that adding value is the basis for all branding strategies 

and the reason most firms are apparently attempting to perform. 

According to Keller (2003), brand equity can be defined as “a multidimensional 

concept and complex enough that many different types of measures are required because 

multiple measures increase the diagnostic power of marketing research.” (p. 477). Similarly, 

Yoo and Donthu (2001) indicated that there has been no common agreement on how brand 

equity should be measured. Considerable interests have lead to conceptualizing and 

understanding the basis of brand equity. Accordingly, the concept and meaning of brand 

equity have incurred much debate regarding its definition (Bailey & Ball, 2006) and 

measurements (Yoo & Donthu, 2001). Many scholars consent to the capacity of brand equity 

as an overall utility that customers place in a brand compared to its competitors (de 

Chernatony 1999; Konecnik & Gartner, 2007; Kim, Jin-Sun, & Kim 2008; Bailey & Ball, 
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2006; Kim, Kim, & An, 2003). In order to take a serious insightful look at brand equity, 

academics currently discussed theoretical concepts in developing an appropriate measurable 

instrument (Yoo & Donthu, 2001; Konecnic & Gartner, 2007; Boo et al., 2009). The progress 

for such areas can be discovered in some cases. In the study of Japanese outbound traveler’s 

behaviors, Kim et al. (2009) measured brand equity of a destination based on six dimensions: 

brand awareness, price premiums, preferences, popularity, value of a visit, and uniqueness.  

Another study can be found in hospitality realm. Bailey and Ball (2006) undertook an 

exploratory qualitative study in the UK to define the concept and to establish a theory of 

hotel brand equity. They cited from Myers’s work (2003) and illustrated that brand equity can 

be described in two main stems namely consumer perspectives and consumer behavior. 

Visitors will rank a brand based upon their personal values and their perceptions of quality. 

On the other hand, consumer’s behavioral components involve how loyal consumers are to 

brand and willingness of consumers to pay a price differential for a brand. As the result, the 

common themes of which were generated by 11 hotel consultants have been presented from 

company’s perspectives of brand equity such as shorthand, name, brand values, 

standardization, differentiation, and risk reducer. Surprisingly, the research findings 

suggested that brand awareness and brand loyalty did not consist of the key dimensions of 

hotel brand equity due to less importance from consultant’s point of view. A possible reason 

is there are too many hotel brands that are relatively well known. Another reason could be the 

difference in standpoint. At the general level, brand equity is associated with “value” related 

to the brand as a ‘brand value’. Bailey and Ball (2006) further indicated that brand equity 

could be simply measured in the financial performance from a company’s standpoint.  

A number of studies have been proposed at either theoretical or empirical levels. In the 
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study of destination branding, Caldwell and Freire (2004) examined the perceptual 

differences among country, region, and city in the tourist’s mind. The findings revealed that 

tourists intent to attach a country more likely in an emotion mode whilst tourists recall in 

association with a region or city much more by its functional characteristics. Similarly, Kim 

et al. (2009) conducted an empirical research on the brand equity base to evaluate the 

recognition on viewing Korea as a high value and favorable destination in Japanese tourist’s 

mind. With high satisfaction level, a casual linkage can be found among tourist’s 

involvement, destination brand equity, and behavioral intention. They further highlighted that 

destination brand equity plays a role as a potential mediator, which significantly affected 

tourist’s satisfaction level and revisit intention. Consequently, they suggested that managers 

in the tourism industry should pay more attention to manage the relevant factors, particularly 

in the subjects regarding destination brand equity (Kim et al., 2009).  

Additionally, the attractions and characteristics of tourism destination products may 

change according to which product assets are recognized by tourists, especially, a brand name 

of a destination (Konecnik & Gartner, 2007; Kim et al., 2009; Aaker, 1991). Thus, the 

promoting strategy should reflect the dissimilarity of each destination. To create a potent 

brand, a country should focus on sending emotional messages to its existing and potential 

tourists. In contrast, a destination brand, presented by a region or city, should be promoted 

association with functional capability and physical attribute such as names (Kim et al., 2009; 

Caldwell & Freire, 2004).  

     Destination brand equity has been drowning linkage with modem tourism not long ago. 

From the theoretical standpoint, the topic is still not well constructed and needs additional 

efforts in delineating a clear picture. Based on Cai (2002), the work in the subject of 
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destination brand equity is still in its toddle stage. Gartner (2009) further indicated that brand 

equity is an elusive and confusing concept when it connects with a destination. In spite of 

theoretical developing, there is growing dispute whether the concept of brand equity can be 

transferred from marketing strategy to tourism destination setting (Konecnik & Gartner, 2007; 

Gartner, 2009; Pike & Scott, 2009). While Garter (2009) questioned whether the usage and 

success of brand equity in marketing could directly pass it to a tourism destination, Room 

(2002) agreed with the statement only if the more inclusive definition of brands could be 

provided. Gartner’s (2009) offered a clear statement of destination brand equity to some 

researchers as a fundamental concept of their studies. He indicated, “The set places with a 

collection of assets both natural and socio-cultural, making up unique properties of 

destination and giving rise to its touristic value.” (p.53). In short, brands can add value, 

which gives equity. Following this direction, a tourism destination can be regarded as a brand 

(Gartner, 2009; Kim et al., 2009; Konecnic & Gartner, 2007) and its equity is associated with 

the number of tourists who select the destination, their expenditure levels, and length of stay.  

     In addition, the concept of customer-based brand equity (CBBE) and its measurement has 

been emerged in tourism and hospitality settings in current years (Kim & Kim, 2005; 

Konecnick & Gartner, 2007; Boo et al., 2010; Qu et al., 2010). According to Keller (2008), 

customer-based brand equity can be defined as “the differential effect that brand knowledge 

(brand awareness and brand image) has on customer response to the marketing of that brand” 

(p. 48). In order to understand what components build a strong brand, Keller (2008) 

undertakes the customer-based brand equity (CBBE) model, which approaches brand equity 

from customer’s perspectives and customer’s behavior. The CBBE model can incorporate 

theoretical advances and assist managerial practices in understanding and influencing 



Texas Tech University, Hsing-Hui Lin, December, 2011 
 

31 
 

consumer’s behavior (Lassar, Mittal, & Sharma, 1995; Keller, 2008). 

Although there have been no consistent measurement techniques, several researchers 

have explored brand equity measurement based on customer’s perspective (Yoo & Donthu, 

2001; Qu et al., 2010) and most of these studies were related to the topic of tourism 

destination by either country or city. Examples of the use of CBBE in hospitality include the 

measurement of brand equity of conference attendee (Lee & Bake, 2008) and hotel brand 

equity (Cobb-Walgren, Beal, & Donthu, 1995; Kim et al., 2003; Kim et al., 2008). In tourism, 

the first destination literature investigated Croatian-based brand equity for Slovenia 

(Konecknik & Gartner, 2007), short break destination brand equity for an emerging 

destination (Pike, 2009), and gambling destination – Las Vegas and Atlantic City (Boo et al., 

2009). Current studies applied CBBE to examine Australia as a long-haul destination in an 

emerging market (Pike et al., 2010), CBBE among host community (Pike & Scott, 2009), and 

extending destination image into CBBE model (Ruzzier, 2010).  

Konecnik and Gartner (2007) became a pioneer for introducing the concept of CBBE 

and applying it to a destination. In the study of brand Slovenia, they investigated brand 

equity on how consumers evaluated a destination brand with four dimensions: awareness, 

image, quality, and loyalty. They emphasized that an image plays a fundamental role in 

evaluation but the dimensions of awareness, quality and loyalty should be examined in order 

to develop a more complete evaluating chain. The results revealed that brand equity differed 

between two Slovenia’s markets based on tourist’s evaluation of brand dimensions. In 

addition, they indicated that the dimension of awareness should be thoughtful used, 

particularly in not well-known destination. A tourist’s awareness about a destination, positive 

perceptions about the image, and quality dimensions can lead to visiting or to 
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recommendation to friends and relatives (Konecnik and Gartner, 2007).  

Boo, Busser, and Baloglu (2009) conducted an online survey by employed CBBE 

model to examine empirical information from visitors who have visited two famous 

gambling cities, Las Vegas and Atlantic City. In this study, their measurement model was 

adopted from Konecnik and Gartner’s work and added “brand value” dimension in the CBBE 

model. The results were supported the concept of CBBE and confirmed its application to the 

destination context. However, multi-sample invariance tests implied that destination-specific 

items should be considered when developing a destination brand model. They concluded that 

CBBE model drawn from general marketing and focusing on products may not fully apply to 

a destination context (Gartner, 2009). Therefore, they suggested that destination brand 

experience, emerged brand image and brand quality, can be considered as a new construct of 

the brand equity measurement in terms of a destination context.  

Meanwhile, the case study by Pike and Scott (2009) not only contributed a big step 

forward to examine CBBE concept but also opened another window to notice the importance 

of community engagement to a destination brand. By employed CBBE model, Pike and Scott 

(2009) conducted a survey to assess the level of congruence between Brisbane’s destination 

brand identity and the brand image held by the host community. This study provided a 

conceptual and practical evidence of CBBE by involving local residents, a key stakeholder 

group for the destination marketing organization (DMO), into CBBE model testing. Four 

dimensions were used: brand salience, perceived quality, brand association, and brand loyalty. 

As the results, they reported that a strong level of CBBE among the host community 

represents an important source of comparative advantage for DMO. In addition, local 

community loyal to the destination appears in two important behaviors: word of mouth 
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referrals (WOM) and willingness to engage with the destination’s attractions and facilities.  

     Another latest CBBE concept literature showed in Ruzzier’s (2010) work. A more 

comprehensive measurement of destination image has been proposed along with the 

dimensions of tourism destination awareness, quality, and loyalty. The findings of this study 

consisted with previous literature and confirmed that image concept represents the most 

important dimension in a destination’s evaluation. The results revealed that both the German 

and Croatian markets held similar perceptions of Slovenia and Austria for the awareness, 

quality and loyalty dimensions but showed difference in image dimension.  

Moreover, a national-branding literature presented by Pike et al, (2010) was 

undertaken to test the efficacy of CBBE model for Brand Australia in an emerging market, 

previous visitors and non-visitors, in Chile. Four dimensions: brand salience, perceived 

quality, brand image, and brand loyalty have been constructed to test the relationship among 

the dimensions of destination CBBE. The results indicated that Australia was a well-known 

but unimpressive destination brand for tourists in Chile and was considered as a long-haul 

destination for both visitors and non-visitors. The findings indentified a positive relationship 

between perceptions of quality and brand image. Further, they suggested that CBBE 

measurement could be analyzed with separate markets in the same timeframe in order to 

compare the market perceptions with brand objectives.  
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2.3 The Conceptual Framework 

The review of brand literature in destination marketing revealed that most of these 

studies have researched on the subject of customer-based brand equity (CBBE) without the 

examining of a comprehensive model (Blain et al., 2005; Boo et al., 2009; Pike et al., 2009). 

The true value of a brand is established by ranking the various dimensions of a destination in 

which can then be used to develop a conceptual model or framework for establishing brand 

equity. Thus, an explicit review of the literature was performed in order to select the most 

appropriate method to measure each construct considered. The review offered several 

insights that previous research has provided with destination brand considerations. The four 

key constructs in the CBBE model are shown in Figure 2.1. However, previous destination 

brand studies did not include brand value as a main dimension of customer-based brand 

equity model (i.e., Konecnik & Gartner, 2007; Pike et al., 2009; Ruzzier, 2010). The research 

findings by Boo et al. (2009) suggested that further research could focus on investigation the 

mediating role of destination brand value in relation to destination brand loyalty. Therefore, 

this study aimed to offer enhanced insight into how tourists perceive an event destination 

brand and develop a specific measurement model, free from the established relationships in 

the previous literature (i.e., relationships among awareness, image, quality, value, and 

loyalty), as well as include brand value into model testing. The propositions were presented 

for the proposed model in Figurer 2.2, with the dimensions for this construct explained.  
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Figure 2.1 The CBBE dimensions 
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Figure 2.2 The conceptual model.  

 

2.3.1 Brand Awareness  

     Destination marketing aims to raise awareness of destination by creating a unique brand 

(Aaker, 1996). Brand awareness represents the strength of the brand’s presence in the mind of 

the target customers (Aaker, 1996) and enticing potential tourist’s attention (Radisic & 

Mihelic, 2006). Brand awareness refers to “customer’s ability to recall and recognize the 

brand under different conditions and to link the brand name, logo, symbol, and so forth to 

certain associations in memory” (Keller, 2008, p.61). Aaker (1991) delineated brand 

awareness as a four-level pyramid. The highest level is top-of-mind awareness that is a first-

named brand in an unaided recall task in customer’s mind.  
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In addition, promotional materials are used for established, reinforcing, or changing the 

image of a destination. These marketing activities can create destination awareness, generate 

interest, stimulate desire, and ultimately result in action (Selby & Morgan). Konecnik and 

Gartner (2007) indicated that, in terms of destination awareness, the concept has mostly been 

investigated under the topic of the tourism decision process and it has been firmly rooted in 

parts of consumer behavior studies. 

Brand salience is an extended form of brand awareness and a key dimension of brand 

equity (Pike et al., 2010). Brand salience represents the strength of awareness of the 

destination for a given travel situation and commonly measured by unaided or awareness or 

aided brand recall (Aaker, 1996; Keller, 2008; Li, Petrick, & Zhou, 2008).  

     In tourism context, the concept of brand awareness has been studies by some researchers. 

Ritchie and Smith (1991) revealed that City of Calgary has been significantly increased its 

level of awareness and a substantially image after the 1988 Calgary Olympic Winter Games. 

Konecnik and Gartner (2007) included brand awareness as one dimension in the customer-

based brand equity model. In their study, cognitive image and cognitive image constituted an 

awareness dimension used to measure Slovenia’s awareness to German and Croatian tourists. 

They used “name” and “characteristics” of the destination to measure brand awareness and 

found that brand awareness was an important dimension in their model. Thus, they suggested 

that raising awareness of the historical nature of the concept of culture in relation to the 

“extraordinary” was vigorously associated with the process of a brand formation. 

Pike, Bianchi, Kerr, and Patti (2010) involved brand salience dimension in their 

customer-based brand equity model. In their study, a five-item salience dimension employed 

to measure Australia’s awareness to a mix of previous visitors and non-visitors in Chile. They 
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reported that brand salience is the foundation of the customer-based brand equity model and 

represents more than simply awareness. In addition, a direct positive association between 

brand salience and brand loyalty was reported by Pike’s study. They pointed out that future 

advertising by the tourism organizers should focus on a call to action rather than image 

building.  

However, the different voices from Pike’s thought can be found in both Boo et al. 

(2009) and Ruzzier’s (2010) work. Boo et al. (2009) used top-of-mind awareness dimension 

in the model and revealed that brand awareness did not show a statistically significant 

relevant to brand value. Ruzzier’s (2010) adopted a two-item awareness dimension in the 

study and resulted in no direct relationship between brand awareness and brad loyalty. Hence, 

this study will adopt top-of-mind level of awareness dimension with various variables in 

order to build a validate model.  

Brand awareness is considered one of the major components of brand’s effectiveness in 

hospitality and tourism (Kim & Kim, 2005; Li et al., 2008), particularly in the consumer’s 

decision-making process (Kwun & Oh, 2004; Oh, 2000). In addition, brand awareness is a 

foundation of brand equity (Keller, 2008) and plays an important role when a customer 

values a brand’s performance (Kwun & Oh; 2004; Li et al., 2008). 

 

2.3.2 Brand Image  

Brand image has been considered as the reasoned or emotional perceptions consumers 

attach to specific brands (Keller, 2008; Fakeye & Crompton, 1991), and an important 

component in the formation of a destination brand (Cai, 2002; Baloglu & McCleary, 1999). 

Destination image is a valuable concept in understand the destination selection process of 
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tourists (Bologlue and McCleary, 1999) as well as a critical component of brand equity 

(Keller, 2003; Lassar et al., 1995; Boo et al., 2009; Ruzzier, 2010; Pike et al., 2010; Pike & 

Scott, 2009; Konecnik & Gartner, 2009). Tasci and Gartner (2007) emphasized that 

destination image is a key in successful tourism development and destination marketing due 

to its impact on both supply and demand side domain of marketing. In addition, a number of 

scholars of various areas agreed that image is primarily caused and formed by two major 

forces: stimulus factor and personal factors (Baloulu & McCleary, 1999; Tasci & Gartner, 

2007).  

    The concept of destination image has been transferred from its origin to link and analyze 

with other disciplines, such as anthropology, geography, sociology, and marketing (Gallarze 

et al., 2002). However, most of these studies have largely focused on its static structure by 

examining the relationship between image and behavior, specifically regarding the evaluation 

and selection process (Gallarza et al., 2002; Baloulu & McCleary, 1999; Tasci & Gartner, 

2009). Hence, current studies in destination image argued that a lack of conceptual 

framework (Baloglu & McCleary, 1999), formation process (Konecnik & Gartner, 2007), and 

operational strategy (Echtner & Ritchie 1993) may result in complex measurement for 

researchers to follow in future study (Qu et al., 2010; Gallarza et al., 2002; Konecnik & 

Gartner, 2007; Tasci & Gartner, 2007). Although all three areas addressed above are still 

required further improvement, many steps have been taken by researchers (Gallarza et al., 

2002).  

While several studies focused on the relationship between destination image and 

preference or visitation intentions (Goodrich, 1978; Milman & Pizam, 1995), some studies 

investigated the relationship between socio-demographic variable and destination image 
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(Baloglu 1997; Baloglu & McCleary, 1999). In addition, studies have focused on 

investigating the influence of experience on destination (Baloglu & McCleary, 1999; Vogt & 

Andereck, 2003; Hu & Ritchie, 1993). A number of studies were centered on investigating 

destination image’s effect on tourist’s behavior (Chen & Hsu, 2000; Rittichainuwat, Qu, & 

Brown, 2001).  

As Cai (2002) claimed, there were numerous definitions of brand image in the 

literature, which initially may cause confusion about the proper scale to use. In this study, the 

destination brand image was limited to the social image and self-image of brand personality 

(Sirgy & Su, 2000; Lassar et al., 1995; Beerli & Martin, 2004) because brand image has also 

been considered an element of brand personality (Hosany, Ekinci, & Uysal, 2006; Paterson, 

1999). Brand image has been significantly related to customer’s self-concepts over a brand 

(Aaker, 1991; de Chernatony & Dall’Olmo Reiley, 1998).  

Research supported a positive relationship between brand image and value (Tasci & 

Gartner, 2007). Destination image also has been identified as a key component of customer-

based brand equity (Konecnik & Gartner, 2007; Boo et al., 2009; Ruzzier, 2010; Pike et al., 

2010; Pike & Scott, 2009). It has been suggested that brand image may have a positive 

influence on customer loyalty (Cretu & Brodie, 2007; Goodrich, 1978; Milman & Pizam, 

1995).  

 

2.3.3 Brand Quality  

Brand quality is an important brand characteristic and one of the measureable 

dimensions of brand equity (Aaker, 1991; Keller, 2008). A strong perceived quality position 

is an advantage, which is not easily replaced by competitors. Aaker (1991) defined perceived 
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quality as a “customer’s perceptions of the overall quality or superiority of a product or 

service with respects to its intent purpose” (p. 85). In addition, Keller (2008) identified 

perceived quality as the most important element for customers to judge a brand due to its 

inherent in many approaches to brand equity. Moreover, Aaker (1991) emphasized that the 

perceived quality, the associations, and well-known name can provide reasons for customers 

to buy products or services and affect their usage satisfaction level as well as enhance brand 

loyalty.  

Aaker (1991) noted that perceived quality could be influenced by awareness, 

association, and loyalty. Perceived quality is a direct antecedent of perceived value (Oh, 2000, 

2003; Brady & Cronin, 2001) and has a direct link to revisit intention or willingness to 

recommend to others (Chen and Tsai, 2007; Castro, Armario, & Ruiz, 2007). The relationship 

between brand image and brand quality has been well constructed in the tourism and leisure 

literature. Chen and Tasi (2007) examined how destination image and evaluative factors such 

as trip quality and satisfaction affect behavioral intentions for vacationers. The results 

showed that destination image has a direct effect on behavioral intentions through trip quality 

and satisfaction, which in turn affects behavioral intentions.     

In the study of festival quality, Baker and Crompton (2000) investigated the 

relationships among festival quality, satisfaction, and loyalty based on four quality 

dimensions: generic features, specific entertainment features, information sources, and 

comfort amenities. As the result, they revealed that festival quality significantly affects 

attitudinal loyalty to the festival visitors. Similar literature can be found in Yoon’s work. 

Yoon, Lee, and Lee (2010) developed a structural model with four quality dimensions: 

program, souvenirs, food, and facilities to examine festival attendee’s behavior in South 
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Korea. They confirmed Baker’s findings and highlighted that perceived value significantly 

effect on tourist’s satisfaction and loyalty and verified the positive relationship between 

perceived quality and perceived value. 

According to Lassar et al. (1995), brand performance, as a dimension of brand quality, 

has been considered as a major determinant of brand equity. In discussing destination brand, 

components including environment and service infrastructure should be considered in 

measuring destination brand performance (Buhalis, 2000; Murphy et al., 2000; Williams et 

al., 2004; Crompton & Love, 1995).  

     Perceived quality is direct antecedent of perceived value (Dodds, Monroe, & Grewal, 

1991; Oh, 2000, 2003). Murphy, Prichard, and Smith (2000) reported that perceived trip 

quality positively affected perceived trip value. Woods and Deegan (2006) suggested that any 

quality brand should involve all realms of tourism products and services at the destination, in 

accordance with the concept of multi-product destination branding. Brand quality has been 

certified as a main dimension of customer-based brand equity when application to a 

destination (Konecnik & Gartner, 2007; Boo et al., 2009; Pike et al., 2010; Ruizzer, 2010). 

Additionally, many researchers have revealed a positive relationship between perceived 

quality and brand loyalty (Cretu & Brodie, 2007; Yoon et al., 2010; Baker & Crompton, 

2000). 

 

2.3.4 Brand Value 

     Perceived value has received a growing attention from marketing managers and 

researchers as one of the most influential predictors of customer satisfaction and loyalty 

(Cronin, Brady, & Hult, 2000; Egggert & Ulaga, 2002; Wang, Lo, Chi, & Yang, 2004). A 
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numerous researchers have been used the conception of value in their studies in order to 

develop a clear definition of it (Dodds et al., 1991; Zeithmal, 1998; Williams & Soutar, 2009). 

The most commonly quoted definition was that value is “the consumer’s overall assessment 

of the utility of a product based on perceptions of what is received and what is given” 

(Zeithmal, 1988, p. 14). From a services marketing point of view, customer value is key 

component of customers’ consumption and decision-making behavior (Zeithaml, 1988; 

Sweeney, Soutar, & Johnson, 2001). In this notion, all destinations and services can be 

measured by ranking higher in some areas and lower in others yet still meeting customers’ 

overall perception of value (Zeithmal, 1998; Dodds et al., 1991).  

A multidimensional value perspective is often considered more appropriate in services 

contexts (Zeithmal, 1998; Sweeney & Soutar, 2001; Petrick, 2002). Scholars have started to 

research the need for a multidimensional value perspective and to examine its relationship 

with other post-consumption constructs, such as satisfaction and behavioral intention 

(Murphy et al., 2000; Petrick, 2002; Oh, 2004). Similarly, Yoon, Lee, and Lee (2010) stated 

that perceived value affects customer choice behavior at the pre-purchase stage and 

influences customer on recommend and repurchase during the post-purchase stage.  

Several researchers have discovered the heterogeneous nature of consumption 

experiences (Ryan, 1997; Botterill & Crompton, 1996; Urry, 1990). According to Williams 

and Soutar (2009), tourism consumption experiences include a complex mix of functional, 

objective, and tangible component such as traveling, eating, drinking, and recreating. The 

subjective, hedonic, emotional, and symbolic components of tourist’s experiences can be 

described how they enjoy an experience, laugh, socialize, and have fun.  

Meanwhile, some studies have examined the direct and indirect relationship between 
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value, quality, satisfaction, and post-purchase behavior such as customer loyalty, positive 

word-of-mouth (WOM), price premiums, and repurchase intentions (Cronin & Taylor, 1992; 

Chang & Wildt, 1994). Cronin, Brady, and Hult (2000) highlighted the relationships between 

quality, value, satisfaction, and behavioral intentions were significant divergence in their 

study. Thus, it seems to be a strong link between perceived quality and perceived value and 

repurchase intention (Brady & Cronin, 2001).  

In adventure tourism context, Williams and Soutar (2009) undertook an empirical 

study in Australia to investigate the relationships between value, satisfaction, and behavioral 

intention. A multidimensional construct of customer value was employed in their study such 

as functional, emotional, social, novelty, and customer value. They reported that value 

dimensions – value for money, emotional value, and novelty value – had a strong and 

positive influence on customer behavior intentions.  

In terms of functional value, Williams and Stoutar (2009) defined as the “perceived 

utility acquired from an alternative’s capacity for functional, utilitarian or physical 

performance” (Sheth, Newman, & Gross, 1991, p.160). Common functional value attributes 

include quality, reliability, durability and price. Emotional value is a social-psychological 

dimension that is dependent on a product’s ability to arouse feelings or affective states (Sheth 

et al., 1991). Social value refers to the “perceived utility acquired from an alternative’s 

association with one or more specific social groups” (Sheth et al., 1991, p.161). Based on 

Williams and Soutar (2009), this study will use a mix of value elements (i.e. functional value, 

value for money, emotional value, and social value) and modify it to fit for the event brand 

context.  

     In viewing previous research, there was a positive relationship between the perceived 
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value of a product’s brand and future behavioral intentions characterized as repurchase or 

revisit intention (Tsai, 2005; Kim et al., 2009; Lee, Yoon, & Lee, 2007). Kim et al. (2009) 

reported a positive relationship between destination brand equity and tourists’ satisfaction 

that, in turn, influences behavioral intention to revisit or willingness to spend money. 

Additionally, a positive relationship between perceived value and customer’s loyalty has 

been reported in the tourism and leisure literature (Kwun & Oh, 2004; Konecnik & Gartner, 

2007; Baker & Crompton, 2000; Yoon et al., 2010; Williams & Soutar, 2009; Boo et al., 

2009). These findings were consistent with the standpoints that customer value plays a 

significant role in creating customer loyalty. In other words, customer value affects customer 

loyalty (Kwun & Oh, 2004; Konecnik & Gartner, 2007; Williams & Soutar, 2009; Tsai, 2005).  

 

2.3.5 Brand Loyalty 

In general, brand loyalty has been considered either an attitude or behavior (Li et al., 

2008). Due to the difficulties in measuring attitudinal loyalty, many previous studies have 

chosen to focus on the behavioral domain of loyalty. However, many researchers agreed that, 

in terms of measurement, previous literature highlighted the lack of clarity in the use of a 

variety of measurement tool producing inconsistent findings (Li et al., 2008; Williams & 

Soutar, 2009; Yoon et al., 2010; Baloglu, 1998, 2001).  

In marketing practice, brand loyalty is a major driving force in successful companies 

(Oppermnn, 2000; Jacoby & Chestnut, 1978), and a central construct and the most popular 

strategy to reduce customer’s perceived risk associated with the purchase of services (Kwun 

& Oh, 2004; Baloglu & Erickson, 1999; Bigne, Sanchez, & Sanchez, 2001). Brand loyalty is 

a measurement of how a customer attach to a brand (Aaker, 1991; Back & Parks, 2003). 
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Therefore, in hospitality and tourism field, many branded hotel chains have focused on 

enhancing brand loyalty primarily through guest loyalty program (Kim & Kim, 2005; Kim et 

al., 2008; Pallmer, McMahon-Beattie, & Beggs, 2000). Another example can be drawn in U.S. 

airline industry. United airlines started to offer a frequent flier program to increase brand 

loyalty among its customers.  

Brand loyalty has been an important research topic among marketing scholars for 

decades and has received considerable interest in hospitality and tourism only recently 

(Oppermann, 2000). Keller (2008) indicated that brand loyalty is a main source of customer-

based brand equity. Researchers in hospitality and tourism have prioritized “loyalty” as a 

subject of special practical importance for their studies. According to Li, Petrick, and Zhou 

(2008), loyalty used to be interpreted naively as synonymous with the behavior of repeat 

purchase. In spite of general function of brand loyalty, Day (1969) argued that genuine 

loyalty is consistent purchase behavior rooted in positive attitudes toward the brand. His two-

dimensional (i.e. attitudinal and behavioral) conceptualization of loyalty suggested a 

simultaneous consideration of attitudinal loyalty (the psychological commitment to a brand) 

and behavioral loyalty (behavioral consistency in using a brand). Several studies 

operationalized loyalty from this composite approach (Dick & Basu, 1994; Iwassaki & 

Havitz, 1998; Petrick, 2004; Pritchard, Howard, & Havitz, 1992; Niininen, Szivas, & Riley, 

2004). Similarly, Jacoby and chestnut (1978) distinguished three approaches to data usage: 

behavioral data, attitudinal data, and composite (combination of both) whilst customers 

received or attached to information sending from a brand.  

     In hospitality and tourism, Back and Parks (2003) stated that brand loyalty has been 

considered a consequence of multi-dimensional cognitive attitudes toward a specific brand. 
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From a destination perspective, destination organizers and academic researchers agreed that 

repeat visitation has been used as an indicator to predict tourist’s perception and attitude 

(Oppermnn, 2000; Fakeye & Crompton, 1991; Petrick, 2004). Konecnik and Gartner (2007) 

noted the importance of brand loyalty for Slovenia in the brand equity model. In addition, 

Kim and Kim (2005) found that brand loyalty from the customers’ perspectives affected a 

firm’s performance in the luxury hotel chains. Li, Petrick, and Zhou (2008) postulated the 

conceptual relationship between brand knowledge and brand loyalty (i.e. frequency, price 

premium, sequence of brand use, and proportion of purchase) in a tourism destination context. 

Additionally, Yoon, Lee and Lee (2010) measured festival attendee’s loyalty construct with 

three-dimension and reported a positive relationship between satisfaction and loyalty. In the 

study of tourist’s loyalty in Koh Chang, Thailand, Mechinda, Serirat, Popaijit, Lertwannawit, 

and Anuwichanont (2010) revealed that attitudinal loyalty was mainly driven by destination 

image and destination awareness. Loyalty tourists were more likely to create positive word-

of-mouth (WOM) referrals. They further concluded that competiveness factors (i.e. Endowed 

resources and Created resources) significantly influenced domestic tourists on location of 

destination, perceived quality, and natural resources whilst international tourists were mostly 

attracted by Thailand’ natural resources (Mechinda et al., 2010).  

Although loyalty topic has been an important research area in tourism (Woods & 

Deegan, 2006; Yoon et al., 2010), the definition of destination brand loyalty remained 

uncertain in the concept of destination brand equity. Several evidences have been found that 

brand image is related to brand loyalty. For example, Murphy et al. (2007) revealed that 

brand loyalty is related to both consumers’ self-image and their brand image/attitude. In 

addition, some studies have been found a significant and positive relationship between 
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visitors’ affective image and loyalty (Cai, Wu, & Bai, 2004; Huang, Li, & Cai, 2010). 

Moreover, brand awareness and positive image may contribute to increase brand loyalty 

(Aaker, 1992; Keller, 2003; Chi & Qu, 2008). This study limited brand loyalty to the 

attitudinal and behavioral elements and thus proposed significant relationships among brand 

image, brand quality, brand value, and brand loyalty.  

 

2.4 The Proposed Model 

     Apparently, as the conceptual model illustrated in Fig. 2.2, the customer-based brand 

equity dimensions – brand awareness, brand image, brand quality, and brand loyalty – have 

been well constructed and tested in previous hospitality and marketing literature. In addition, 

the relationship between customer-based brand equity and brand value has been examined in 

the tourism setting, particularly, mainly focused on destinations. However, the concept of 

customer-based brand equity and its relation to brand value has not yet been explored as a 

form of tourism event brand. Hence, the main purpose of this study was to apply these 

developed constructs toward event brand as well as to build a theoretical model with suitable 

dimensions in the tourism event brand setting. Five event brand dimensions – event brand 

awareness (EBA), event brand image (EBI), event brand quality (EBQ), event brand value 

(EBV), event brand loyalty (EBL) – were established to approach the rigid goal of this study. 

The proposed model with hypotheses was illustrated in the Fig. 2.3.  

     In this study, each event brand construct has been measured by multidimensional scales. 

A multidimensional measurement is often considered more appropriate in services contexts 

as the sociological and psychological aspects of consumption are more important due to the 

interaction between producers and consumers (Zeithmal, 1998; Petrick, 2002; Sweeney and  
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Figure 2.3 The proposed model.  
 
Note. EBA = Event Brand Awareness, EBI = Event Brand Image, EBQ = Event Brand Quality, EBV = Event 
Brand Value, and EBL = Event Brand Loyalty.  
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Soutar, 2001; Pike et al., 2009; Boo et al., 2009).  

Event brand awareness (EBA) construct was mainly focused on examining top-of- 

mind and call for action advertising awareness. To test Event brand image (EBI), a number of 

items have been designed to measure visitors’ social image of a brand and self-image of 

brand personality. Event brand quality (EBQ) domain was tested by consistent quality, 

performance, and quality of tourism offerings such as accommodation, cleanliness, and 

personal safety. Additionally, event brand value (EBV) construct examined how a visitor 

valued an event brand on its value for money aspect as well as functional, emotional, and 

social value. The event brand loyalty (EBL) dimension measured a visitor’s loyalty on 

attitudinal and behavioral components.  

 

2.4.1 Research Hypotheses 

In the present study, efforts were made to determine whether branding theory centered 

on customer-based brand equity would apply to tourism event brands and whether the 

variables relative advantages such as brand awareness, brand image, brand quality, and brand 

value would influence tourists’ revisit intention.  

In fact, there was a lack of a theoretical framework in evaluating a brand’s performance 

regarding brand equity from tourists’ perspectives in the event tourism field. Many academic 

and practical studies in marketing substantiated the relationships among brand awareness, 

brand image, brand quality, brand value and brand loyalty were positively related. However, 

the verification of such variables has not yet been found in the event tourism domain. The 

transformation of customer-based brand equity concepts from business marketing to the 

event tourism field remained questionably. Therefore, for the current study, the advantage of 
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knowledge was built on establishing an operational framework in evaluating an event brand 

by application of customer-based brand equity theory.  

Based on an extensive review of the literature, this study definitely concentrated on 

ascertaining some critical issues. Specifically, based on the conceptual model developed 

above and the empirical support gleaned from the literature, a number of research hypotheses 

were formulated to direct measuring variables and provide the outline for setting conclusions 

in a meaningful manner.  

 

H1. Event brand awareness (EBA) has a positive influence on event brand image (EBI).  

H2. Event brand awareness (EBA) has a positive influence on event brand quality (EBQ).  

H3. Event brand image (EBI) has a positive influence on event brand quality (EBQ). 

H4. Event brand image (EBI) has a positive influence on event brand value (EBV). 

H5. Event brand image (EBI) has a positive influence on event brand loyalty (EBL). 

H6. Event brand quality (EBQ) has a positive influence on event brand value (EBV). 

H7. Event brand quality (EBQ) has a positive influence on event brand loyalty (EBL). 

H8. Event brand value (EBV) has a positive influence on event brand loyalty (EBL). 
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CHAPTER III 

RESEARCH METHODOLOGY 

 
The main purpose of the study was to develop a theoretical model of which adopted 

from Customer-based Brand Equity (CBBE) concept in application on an event brand. The 

measurement of testing all scales was demonstrated on working backward through the 

proposed model, hypothesized model (See Figure 3.2). As Table 3.1 listed, each of the 

variables and the dimensions from where the scales and sources used to measure each 

variable were drawn and adapted.  

To approach the objectives of the study, survey instruments had been developed with a 

two-section questionnaire, 11-item form demographic information of respondents and a 30-

item hypothesized model measurement scale. In addition, this chapter included the details 

involving the population of the study, survey sampling strategy, and data collecting criteria.  

The last part of this chapter exhibited the method of collecting and analyzing the data 

set. The structural equation modeling (SEM) technique was used to analyze the hypothesized 

model. Based on Brown (2006) and Schreiber (2008), the structural equation modeling (SEM) 

was conducted to analyze collective data by following a two-step process. Firstly, a 

measurement model was developed by conducting confirmatory factor analysis (CFA). 

Secondly, a theoretical model was established to examine the model fit of the hypothesized 

research model. Furthermore, descriptive statistics of respondents’ profile and reliability 

scores of measuring scales were calculated using the Statistical Package for the Social 

Sciences (SPSS) Version 17.0. Confirmatory factor analysis (CFA) and structural equation 

modeling (SEM) analysis were employed by MPlus Version 6.0 to analyze of all data 

received for the current study.   
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3.1 Research Objectives 

Reviewing current tourism literature, there were only a few studies have been 

completed investigating the brand value of tourist events. Most of these studies focused on 

the satisfaction level and importance factors from tourist’s perspectives as well as economic 

impact on tourism destinations. However, none of research studies concentrated on viewing 

festival or event activities as a business brand, particularly in the field of religious events. In 

this sense, the present study had a great opportunity to exemplify how systematic 

development can enhance brand value and increase visitors’ behavior intention, especially in 

the festival/event tourism field. Therefore, the aim of this study was to apply and extend the 

perception of customer-based brand equity in measuring a religious event brand within an 

integrated model. In other words, this study aimed to offer valuable insight of event brands 

based on visitors’ perspectives to event organizers and sponsors of both public and private 

sectors in branding and operating facets. To achieve this goal, the current study was guided 

by several objectives:  

 To develop a valid and reliable model of consumer-based event brands 

 To empirically evaluate the dimensions of the event brand constructs 

 To test the correlation among dimensions of the event brand constructs  

 To validate the model constructs  

 To validate factor indicators of each construct 

 To provide suggestions to religious event organizers in the event brand 

development  
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3.2 Study Site 

A number of people in Taiwan are devoted to “Mazu” particularly in lunar March every 

year. Taichung City Mazu event appears to be a leading position over other types of 

community-based events regarding event size, number of visitors, and frequency of media 

reporting. The event attracts more than 100 thousands believers and tourists annually. The 

record of attendance was in the early 1990’s. (Source from Dajia Cheng Lan Temple official 

site). The length of the Mazu religious tour was held on an eight-day and seven-night base 

until two years ago. In 2011, the “Taichung Mazu International Tourism and Cultural Event” 

began holding a tour lasting of nine-days and eight-nights from April 8 to 16th. The tour was 

marketed as a religious tour, which included a visit to several unique Taoism temples, 

Mazu’s temples in particular. The “Taichung Mazu International Tourism and Cultural Event” 

is recognized as a “come and go” event. Visitors can select activities and length of stay to 

participate in the event. For over a 200 kilometers (320 miles round trip) worship trip, along 

the tour route, Mazu’s believers, local resident of nearby regions, and participating tourists 

come to be blessed for well-being and protection. The annual “Taichung City Mazu Tourism 

and Cultural Event” tour has kept the same route that includes crossed four coastal cities, 19 

townships, and more than 60 temples for the past two decades. The routine tour begins at the 

Dajia Cheng Lan Temple, in Taichung City, proceeds across Changhua County, through 

Yunlin County and arrives at Chiayi County. After visiting and holding religious ceremonies 

at Chiayi County, the tour heads back towards the Dajia Cheng Lan Temple in Taichung City 

for the largest religious ceremonies to end this tour. Various types of vehicles may be used 

by visitors to complete this trip such as bicycle, motorcycle, automobile, or bus. Some 

visitors walk to show their worship of Mazu. The map of the annual Taichung City Mazu 
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event tour is illustrated in Figure 3.1.  

It is worthwhile to note that the date of the annual Taichung City Mazu event tour is 

changeable depending on Mazu’s decision. Each year, the board of committee of the Mazu 

Foundation obtained Mazu’s consent for the starting and ending period for her annual tour at 

The Feast of Lanterns, which is the first full moon after Chinese Lunar New Year. Once the 

date and tour route have been set up, the committee board begins to make an annual tour plan. 

 

3.3 Instrument Development 

     As the study’s interest was event tourism, data were collected from participants who were 

attending the “Taichung Mazu International Tourism and Cultural Event” in Taichung City, 

Taiwan, April 14 through 16, 2011. The event is the most popular religious event destination 

in Taiwan and the third largest in the world.  

The review of literature provided a basis for on initial set of survey items (See Table 

3.1). The questionnaire was sent to a small group of academic experts to assure the integrity 

of the questionnaire in order to establish content validity. The three experts are professors 

who specialized in tourism and related fields. The panel evaluated the relevancy of items, 

representativeness of content, and format of the questionnaire. Feedback from the expert 

panel led to minor rewording of some of the items. The special questionnaire was generated 

using standard translation and back-translation procedures to ensure linguistic equivalence 

(Brislin, 1970). Following such procedures, the questionnaire was translated from English to 

Chinese. This process was necessary for participants to understand and answer questionnaires 

in their familiar language – Chinese. There were three steps in the translation process. The  
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Figure 3.1 Tour maps of the Taichung City Mazu International Tourism and Cultural Event 

 

first step was to translate original questionnaires word by word from English to Chinese; this 

step was monitored by one bilingual academic expert to ensure exact translation. The second 

step has undertaken by two experts who speak both English and Mandarin to translate the 

Chinese version of the questionnaires back to the English version. At the final step, one 

expert, a native English speaker, compared and checked the difference between the original 

English questionnaire and the two translated versions. Throughout these three steps, the 

accuracy and originality could be built into the Chinese questionnaire version regardless of 

language translation barriers.   

Each construct in the event brand model required scale items which were event 
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specific. Reis and Judd (2000) emphasized that the meaning of a psychometric approach is to 

evaluate a proposed measurement model based on compiled patterns of data. Thus, multiple 

items for each dimension were useful to examine construct validation and check the 

consistency level of a respondent who completed each question. In this study, multiple items 

were used to measure each dimension of event brand awareness (EBA), event brand image 

(EBI), event brand quality (EBQ), event brand value (EBV), and event brand loyalty (EBL). 

The various constructs were adapted from numerous references, shown in Table 3.1, as were 

the individual items used in each case. To overcome order bias, all questionnaire items had 

been randomly organized across the samples.  

The survey instrument contained two parts - the perception of five major dimensions of 

an event brand and personal information of participants. In the first section, the respondents 

were asked to evaluate their perceptions pertaining to the event brand awareness (EBA), 

event brand image (EBI), event brand quality (EBQ), event brand value (EBV), and event 

brand loyalty (EBL) delineated by 30 statements on a 7-point Likert scale with “1” 

representing “Strongly Disagreed” and “7” representing “Strongly Agreed”. These 30 

measured items were generated from the literature review and a content analysis in relation to 

five-event CBBE constructs so that attributes selected could be applied to any research which 

intended to measure a brand value from customer’s perspective.  

The second section inquired about the demographic information of respondents. A total 

of 11 items was delineated in section II of the questionnaire. In order to generate basic 

sources of respondents, five personal information items were designed by categorical scale 

for cross-evaluation of data including: age, gender, education level, marital status, and 

household income. The brand loyalty construct included three items: “last year visiting”, 
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“will visit next year” and “the total visiting time(s)”. Respondents were asked to answer a 

“yes or no” question for the first two items and the last question was open-ended. Meanwhile, 

respondents were asked to identify if they are Mazu’s believers to distinguish pilgrim visitors 

and ordinary tourists by selecting “Yes”, “No”, or “preferred not to answer” item. Two 

additional items, “transportation types” and “home zip code”, were offered by respondents to 

gain information about their transportation usage.  

 

3.4 Sampling Strategy 

An important and complex issue in sampling was to determine the appropriate sample 

size to be used. Although larger sample sizes were preferred, a number of respondents of 

between 300 and 600 were usually accepted as the critical sample size for using Structural 

Equation Modeling (SEM) data analyses method (Schreiber, 2008).  For the main study, the 

survey population is attendees who had experience visiting religious events. The survey was 

conducted during the final three days of “Taichung Mazu International Tourism and Cultural 

Event” from April 14 through 16, 2011. Participants were randomly selected in the lobby of 

three hotels of which the majority of event visitors stayed overnight. Two screening 

questions had been proposed to ensure that the respondents were over 18 years of age and 

had a current or previous experience visiting “Taichung Mazu International Tourism and 

Cultural Event”. A small incentive (Mazu charm) was given upon questionnaire completion. 

A total of 520 respondents made up the sample.  

Additionally, Getz (1991) suggested that a random sampling strategy was an 

appropriate way for collecting data with massive crowds because the difficulty occurring is 

to estimating attendance at open events. A self-completed questionnaire, on-site visitors’  
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Table 3.1 Scales Used to Represent the Constructs and Reference Source 

Construct Scale items Source 

Event brand 
awareness 
(EBA) 

Good name and reputation Boo et al. (2009), Pike et al. (2010) 
Very famous 
Fast recall characteristics  
Top-of-mind awareness 

Advertising effectiveness Konecnik & Gartner (2007), Pike et al. 
(2010) 

   
Event brand 
image (EBI) 

Personality fit Boo et al. (2009), Sirgy et al. (1997) 
Self identification 
Consistent with self-image 
Self reflection 
Identification from others  

Sirgy et al. ( 1997) 
Social image  

   
Event brand 
quality (EBQ) 

Consistent quality Sweeney& Soutar (2001), Boo et al. (2009) 
Done well Boo et al. (2009), Pike et al. (2010) 
Expectation for performance 
Accommodation quality  Konecnik & Gartner (2007) 
Level of cleanliness 
Level of personal safety 

   
Event brand 
value (EBV) 

Good return for money Sweeney& Soutar (2001), Boo et al. (2009) 
Value for money 
Gives me feel of well-being Sweeney & Soutar (2001), Williams & 

Soutar (2009)  Makes me feel happy 
Gives social approval from others 
Makes me feel acceptable to others 
Gives a good impression in other people 

 Emotional attachment Baloglu, 2002 
   
Event brand 
loyalty (EBL) 

Enjoyment Boo et al. (2009), Pike et al. (2010) 
Preferred choice for a vacation  
Overall loyalty  
Referral to other people 
Intention to revisit 
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survey provided the most helpful information for understanding visitors’ (e.g., local residents, 

day-trippers, overnight tourists, and others) perspectives of the event and was relatively easy 

and inexpensive to undertake and analyze. Consequently, this sampling strategy was 

considered as an appropriate method to collect the needed data for further analysis in a 

relatively short time-frame.  

In this study, Structural equation modeling (SEM) was used to analyze collecting 

samples. Generally, a large sample sizes were required by using SEM because of influencing 

on sampling error. Errors refer to those items or areas of which out of explanation by latent 

variable. Hence, approximately 500 samples or more were collected in order to meet criteria 

of the” rule of thumb”. According to Schreiber (2008), “the general rule of thumb is 10 cases 

for each free parameter but 5 is a more likely targeted.” (p. 85). The statistical power of data 

analysis was determined by the number of sample size, the number of free parameters, and 

degree of freedom (Brown, 2006). A simple calculation was made with 30 items that 

generated 100 free parameters. In this sense, the questionnaire using for this study possessed 

30 observed variables (indicators), if the sample size ranged between 500 and 600 cases, it 

maintained a good shape to approach the minimum criteria of the “rule of thumb”. Hence, the 

researcher of this study targeted approximately 500 completed questionnaires to meet the 

requirements for using structural equation modeling (SEM).  

 

3.5 Data Collection 

With the modified Chinese version of the questionnaire, the survey was conducted 

during the “Taichung Mazu International Tourism and Cultural Event” annual event. Each 

individual who fit the following criteria was qualified to participate in the survey: (1) age 
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over 18; (2) had visited “Taichung Mazu International Tourism and Cultural Event”. In 2011, 

the “Taichung Mazu International Tourism and Cultural Event” was held for nine-days and 

eight-nights from April 8 through 16. The tour was marketed as a religious tour, which 

included a visit to several unique Taoism temples and townships along a road of 300 

kilometers.  

The Mazu event tour date is never the same from year to year. Each year, the board of 

committee of Mazu Foundation obtains Mazu’s consent for the start and ending period for 

her annual tour at The Feast of Lanterns, which is the first full moon after Chinese Lunar 

New Year. Once the date and tour route have been set up, the committee board begins to plan 

the annual tour. 

The survey took place from April 16 through 18, 2011, in Taichung City, Taiwan, 

which was the last three days of the “Taichung Mazu International Tourism and Cultural 

Event”. The logical reasons for selecting the data collection period were the fact that 

participants had a sense of the event tour experience by the last three days. The plan was to 

collect approximately 500 questionnaires during the three days. Information related to 

whether visitors agreed or refused to participate in the study was not collected. Consequently, 

no checks could be made to assess non-response bias. The response rate of the survey was 

considered very high because a total of 520 questionnaires was collected. After checking the 

quality of responses, there were 504 usable questionnaires. Thus, non-response bias was not 

an issue in this study.  

For the main survey, six-trained research assistants approached to visitors to request 

that they complete the questionnaire. This was done at the end of the day before visitors went 

to their hotels. The researcher for this study provided training for five research assistants in a 
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pre-survey meeting to identify survey locations and procedures, how to approach visitors, 

required survey tools, and emergency contact information. The research assistants introduced 

the purpose of the survey to visitors and outlined that it was voluntary and confidential. An 

information sheet was provided to respondents in case they decided to withdraw the survey at 

anytime. The questionnaire was self-completed. The research assistants were available to 

answer questions if needed.  

 

3.6 Data Analysis 

As Figure 2.1 illustrated, the proposed model had been well constructed on a 

theoretical basis, event CBBE model. Five latent variables – event brand awareness (EBA), 

event brand image (EBI), event brand quality (EBQ), event brand value (EBV), and event 

brand loyalty (EBL) – had been well defined in the conceptualization framework. The 

proposed model was adopted from the concept of CBBE and being modified to become an 

event brand orientation. Within the hypothesized model, operational definitions of the latent 

constructs had been clearly delineated in the relation of one construct to another, shown in 

Figure 2.2. The relationship between each construct and its associated items were displayed 

in Table 3.2.  

To report SEM results effectively, researchers should accomplish certain non-analytic 

rationale before moving to the analytical stage including: a) to establish a well construct 

theoretical model, b) to define all the latent variables, and c) to present hypothesized model 

in an understandable diagram (Schreiber, 2008; Brown, 2008).  

To approach the goal of collecting effective data, the evaluation methods employed, 

data types produced, and tools and techniques were used in collecting and formatting results  
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Table 3.2 The Final Items for the Survey 

Dimension Items References 

Event 
brand 

awareness 
(EBA) 

9. This event has a good name & reputation. 3, 9, 19, & 21 
Boo et al. (2009) 
Pike et al. (2010) 

19. This event is well known. 
3. The characteristics of this event come to my mind quickly. 

21. When I am thinking of a religious event, this event comes to 
my mind immediately. 

11. I have seen a lot of advertising regarding to this event. 11. Konecnik & Gartner (2007) 
Pike et al. (2010) 

    

Event 
brand 
image 
(EBI) 

6. This event fits my personality 1, 6, 17, & 24 
Boo et al. (2009) 
Sirgy et al. (1997) 

24. My friends would think highly of me if I visited this event. 

17. The image of this event is consistent with my own self-
image. 

1. Visiting this event reflects who I am. 
10. I would be proud to visit this event. 5 & 10 Sirgy et al. ( 1997) 
5. People similar to me visit this event. 

    

Event 
brand 

quality 
(EBQ) 

22. This event provides tourist services of consistent quality. 22. Sweeney & Soutar (2001) 
Boo et al. (2009) 

13. This event provides quality experiences. 13 & 30 Boo et al. (2009) 
Pike et al. (2010) 30. From this event’s services, I can expect successful outcomes.  

26. This event provides high quality lodging. 16 & 28  
Konecnik & Gartner (2007) 16. This event offers a clean environment.  

28. This event provides a high level of personal safety. 
    

Event 
brand 
value 
(EBV) 

18. Visiting this event is economical.  2 & 18 Sweeney & Soutar 
(2001) ; Boo et al. (2009) 2. This event is worth the money that I would pay to attend it.  

20. Visiting this event gives me a sense of well-being. 4, 7, 12, 20, & 23  
Sweeney & Soutar (2001) 
Williams & Soutar (2009)  

4. Visiting this event makes me feel happy.  
12. Visiting this event helps me get approval from others. 
23. Visiting this event helps me be accepted by others.  
7. Visiting this event helps me create a good impression. 
14. I am emotionally attached to this event.  14. Baloglu, 2002 

    

Event 
brand 

loyalty 
(EBL) 

25. I enjoy visiting this event. 8, 15, 25, 27, & 29  
Boo et al. (2009) 
Pike et al. (2010) 

15. This event is my preferred choice for a vacation. 
27. Overall, I am loyal to this event. 
8. I would advise other people to visit this event. 
29. I intend to visit this event within the next 3 years.  

Note. The items were randomly arranged on the questionnaires across the samples to reduce order bias. 
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in the most meaningful ways. The collected data were analyzed by several steps. Data 

screening was employed to measure 31 continuous variables of the input data regarding 

normality, missing data, and outliners. Construct reliability of all five dimensions (event 

brand awareness (EBA), event brand image (EBI), event brand quality (EBQ), event brand 

value (EBV), and event brand loyalty (EBL)) and overall reliability were assessed with 

Cronbach’s alpha coefficient (α) values by using SPSS Version 17. The item-total correlation 

of each observed variable was being examined along with Cronbach’s alpha coefficient 

testing. The construct validity was confirmed by examining the correlation amongst all 

variables.  

Additionally, a total 11 demographic items were asked respondents to provide their 

personal information. Based on the questionnaires, most of demographic information items 

were categorical scale. Only two items were open-end questions. Demographic data of total 

usable cases was analyzed to characterize the descriptive statistic of respondents by using 

SPSS v.17. Each item’s central tendency, frequency, and percentage were calculated and 

reported. The items included gender, age, education level, household income, get-around 

method, home zip code, visited time, and visitation behavior.  

Next, structural equation modeling (SEM) was tested by using MPlus v.6.0 software 

program to examine research hypotheses and to test the hypothesized model fit. Maximum 

Likelihood (ML) estimation method was employed to measure the CFA and SEM model. 

Many scholars in quantitative research field agreed that the SEM method could operate not 

only a broad range of data but also in a variety of research designs as well as theoretical 

models at the same time.  

In this study, SEM performed a two-stage procedure that required a measurement 
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model for confirmatory data analysis (CFA) and a structural model. At the first stage, the 

measurement model evaluated and verified the relationship between a latent variable 

(construct) and its observed variables (parameters). An overall goodness-of-fit index was 

employed to measure whether the proposed model could be derived from all latent variables 

to form a good fitting model. The multiple fit indices were encompassed CFI, TLI, RMSEA 

with 90% confidence interval, and SRMR. The model modification index was used to 

localize areas of ill fit and offer strategies for focal strains in the solution. In addition, all 

parameters including no significant estimates were estimated with their factor loadings, 

factor variances, and error variances.  

At the second stage, the structural model was performed to inspect the relationship 

among all latent variables and path analysis of the model. Meanwhile, the structural model fit 

was accessed and structural parameters were reviewed to determine whether the collected 

data were supported by the proposed model. More importantly, SEM allowed researchers to 

test a hypothesized model on how well latent variables related to each other and correlated 

with their observed variables. In short, the goal for SEM model testing was to approach the 

criteria of the goodness of fit indices (Schreiber, 2008; Brown, 2006).  
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CHAPTER IV 

DATA ANALYSES AND RESULTS 
 

     The aim of this chapter was to test the hypothesized model within statistical methods as 

well as to carry out the results of data analyses in a systematic manner. The results were 

illustrated in the form of tables and figures. In this consideration, readers can understand the 

key results effortlessly. A convenient sampling strategy was performed in order to gather an 

adequate sample size. A total 520 questionnaires were collected in April 2011, during the 

period of the “Taichung Mazu International Tourism and Cultural Event” which is an annual 

event in Taiwan. Attendees were intercepted as they depart. The data were considered 

unusable if a single respondent missed or neglected to provide the response to more than five 

items whether missing at random (MAR) or missing completely at random (MCAR). 

Following this rationale, a total 504 cases were produced for further statistical analyses.  

To complete statistical data analyses, the statistical software, SPSS v.17.0 and Mplus v. 

6.0, were used to analyze the usable data set. SPSS Version 17.0 was employed to measure 

demographic data of respondents and estimate Cronbach’s alpha coefficient (α) scores. 

Mplus Version 6.0 was used to test the measurement model (CFA) and structural model 

(SEM). The features of Mplus software package are able to produce the desired amount of 

non-normality and missing data as well as capable for estimating a variety of data types and 

models (Muthen & Muthen, 1998-2007; Schreiber, 2008; Kaplan, 2009).  

Data analyses in the present study followed a five-step procedure. Firstly, frequency 

analysis provided a demographic profile of respondents. Secondly, data screening was 

performed in testing normality of the data set to indicate outliners. Thirdly, the construct 

reliability of each dimension and construct reliability were estimated by Cronbach’s alpha 
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coefficient (α). The outcomes of Pearson correlation coefficients and normality estimation 

were offered. Fourthly, a measurement model (CFA) was performed to analyze the 

underlying factor structure of the proposed constructs (Schreiber, 2008). Finally, a structural 

model, SEM model, was utilized to illustrate, ascertain and explain the causal relationships 

within the proposed model of the interrelationships among five constructs: event brand 

awareness (EBA); event brand image (EBI); event brand quality (EBQ); event brand value 

(EBV); and event brand loyalty (EBL).  

 

4.1 Demographic Profile of the Respondents 

Table 4.1 summarized the demographic profile of the respondents. As the demographic 

profile of the respondents showed, gender of the respondents was almost evenly distributed, 

with 46.4% male and 53.2% female. The majority age groups among respondents were from 

30 to 39 (25.0%) and between 40 and 49 (24.4%). The accumulated counts of these two age 

groups exceeded half of the total respondents. While respondents between 50 and 59 years of 

age consisted of 17.3% of the sample, the youngest group accounted for 14.3% of the 

respondents. A sum of those in the age group ranging 60 to 69 and over 70 years old 

represented 12.5% of the sample.  

In terms of the highest education level of participants, the results revealed that over a 

half of respondents (57.9%) did not have a college degree at the time the survey took place. 

Almost an equal amount of respondents had some college/associate degree (19.0%) or 

bachelor’s degree (18.7%). Only a few of the respondents (3%) reported that they had earned 

a graduate degree.  
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Table 4.1 Profile of the Respondents (n = 504) 

Demographics Items Percentage (%) 

Gender 
Male 46.4 

Female 53.2 

Age 

< 20 6.5 
20~29 14.3 
30~39 25.0 
40~49 24.4 
50~59 17.3 
60~69 8.7 
>= 70 3.8 

Highest education level 

No college 57.9 
Some college/associate degree 19.0 

Bachelor’s degree 18.7 
Graduate degree 3.0 

Marital status 

Single 29.6 
Single-divorced, separated, or 

widowed 6.3 

Married 61.9 
Others 1.4 

Annual household income 

< $13,333 32.7 
$13,334~20,000 24.0 
$20,001~26,666 13.3 
$26,667~33,333 14.9 

>  $33,333 11.1 

Primarily get around 
transportation method 

Walking 28.4 
Bicycle 4.0 

Motorcycle 18.7 
Automobile 19.2 

Bus 6.9 
Other 16.5 

Residence Central Taiwan 77.8 
 North Taiwan 10.6 
 South Taiwan 8.8 
 East Taiwan 2.8 
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A majority (61.9%) of the participants were married. Slightly less than 30 per cent of 

respondents (29.6%) reported that they are single. Small percentages (6.3%) were single, 

separated, or divorced, and another (1.4%) reported other.  

Furthermore, more than 30 per cent of visitors (32.7%) expressed their annual 

household income was under $13,333. About 24.0% of participants reported their annual 

income range between $13,334 and $20,000. The household annual income range between 

$20,001 and $26,666 was explained by 13.3% of the sample. Close to 15 per cent (14.9%) of 

the respondents reported that they earned more than $26,667 annually. The highest annual 

household income group presented 11.1% of visitors who earned more than $33,333 annually.  

During the religious event a majority reported that they walked (28.4%) and (19.2%) 

used an automobile. A portion of respondents (18.7%) visited the event by motorcycle. Over 

16.5% of participants completed their trip by other transportation methods. Accordingly, a 

small percentage of respondents made the entire trip by bus (6.9%) and by bicycle (4.0%).  

In fact, most of visitors came from nearby townships or cites and were considered to be 

local residents, accounting for 77.8% of total sample. Slightly over 10 per cent (10.6%) of 

the respondents were from the North Taiwan. In addition, about 8.8% of participants came 

from the South of Taiwan. Only 2.8% of visitors represented Taiwan’s population from the 

East.  

Table 4.2 represented the respondents’ number of visitation time(s), event-attending 

status for last year, and their behavioral intention for attending the Mazu annual event next 

year. Significantly, almost threefold were repeat visitors as compared to first timers. Over 50 

per cent (54%) of visitors, the majority group, reported that they have participated in Mazu’s 

annual event 
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Table 4.2 Number of Times Respondents Visited Event and Intention (n = 504) 

Descriptive Items Percentage (%) 

Times visited 

First time 28.2 
2~5 times 54.0 
6~10 times 15.0 
> 10 times 2.4 

Visited last year 
Yes 53.8 
No 46.2 

Willingness to visit next year 
Yes 73.4 
No 25.0 

 

 

Table 4.3 Respondents’ Religious Status (n = 504) 

Descriptive Items Percentage (%) 

Mazu’s believers 

Yes 76.8 

No 8.9 

Preferred not to answer 14.1 

 

between two and five times since their first visitation. The first time visitors consisted of 

28.2% of the total sample. In addition, there were 15% of the respondents who had visited 

the event over 6 times but less than 10 times. The most loyal visitors who repeated attending 

this event more than 10 times, comprised 2.4% of the sample.  

In addition, the respondents’ visitation behaviors were displayed in Table 4.2. As the 

results shown, over half of the respondents (53.8%) admitted that they came to join this event 

last year. Nearly 46% of the attendees did not take part in the event last year for unknown 
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reasons. When the respondents were asked about their willingness to visit this event again 

next year, accounting for 73.4%, confirmed that they had a high revisit intention. About 25% 

of the respondents were reluctant to attend this event again for the coming year.  

A strong religious motive was displayed in the study. The statistical results are shown 

in Table 4.3 and indicated that over three quarters of the respondents, accounting for 76.8% 

of total usable data, reported that they are Mazu’s believers; this was followed by 14.1% of 

the respondents who preferred not to answer their religious status. The results also revealed 

that a slightly less than nine per cent (8.9%) of visitors do not believe in Mazu. 

 

4.2 Assessment of Construct Reliability, Validity, and Correlation 

     The objective of this section was to provide a series assessment to ensure how well the 

collected data fit the measurement model (CFA) by several assessments: a) distributional 

properties of the data, b) Person correlation coefficients among all items, and c) construct 

reliability and validity assessment.  

 

4.2.1 Assessment of Normality 

     Testing CFA data fit was to sustain the SEM assumption of multivariate normality. Data 

screening was employed to test whether the collected samples were proper and normal for 

CFA and SEM model examination. Missing data comprised very few of the usable samples 

for which data missing completely at random (MCAR). Missing data had been maintained 

without replacement to avoid an effect on the results. The estimation of multivariate 

normality revealed a total 15 outliers of the data set. Each case of outliers had been selected 

to keep based on the author’s decision, due to the considerations of data originality, sample  
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Table 4.4 Indicator’s Mean, Skewness, and Kurtosis (n = 504) 

Items Mean SD Variance Skewness Kurtosis 

EBI1 4.83 1.60 2.569 -.403 -.550 
EBV2 5.04 1.64 2.688 -.596 -.369 
EBA3 5.27 1.59 2.523 -.804 -.091 
EBV4 5.37 1.57 2.473 -.887 .111 
EBI5 4.79 1.56 2.437 -.434 -.466 
EBI6 4.88 1.51 2.293 -.567 -.148 
EBV7 4.88 1.63 2.656 -.588 -.295 
EBL8 5.22 1.59 2.534 -.701 -.205 
EBA9 5.66 1.46 2.118 -1.106 .738 
EBI10 5.27 1.49 2.210 -.809 .318 
EBA11 5.20 1.52 2.325 -.645 -.340 
EBV12 4.79 1.50 2.260 -.614 -.001 
EBQ13 4.73 1.66 2.745 -.467 -.528 
EBL15 4.75 1.79 3.190 -.465 -.787 
EBQ16 4.24 1.75 3.072 -.190 -.940 
EBI17 4.86 1.53 2.327 -.626 .012 
EBA19 6.11 1.25 1.553 -1.532 2.159 
EBV20 5.75 1.44 2.063 -1.332 1.384 
EBA21 5.71 1.42 2.015 -1.105 .640 
EBQ22 4.90 1.58 2.481 -.616 -.191 
EBV23 4.88 1.57 2.479 -.671 -.059 
EBI24 4.81 1.57 2.466 -.588 -.231 
EBL25 5.22 1.60 2.552 -.859 .066 
EBQ26 4.10 1.65 2.732 -.180 -.694 
EBL27 4.97 1.71 2.939 -.570 -.551 
EBQ28 4.60 1.69 2.861 -.439 -.598 
EBL29 4.83 1.76 3.095 -.485 -.723 
EBQ30 5.33 1.58 2.485 -1.007 .432 
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size, and representative of population (Schreiber, 2008).  

Additionally, the test of distributional characteristic showed that the data distributed 

normally on each scale. The normality testing of each variable indicated that skewness value 

ranged from .18 to 1.53 and all kurtosis values were under 2.12 (see Table 4.4). In fact, the 

normality issue would not affect the results of CFA if the normality tests of skew and 

kurtosis exceeded acceptant level (skewness < 2; kurtosis < 7) recommend by Muthen and 

Muthen (1998-2007). This is because of one advantage offering by Mplus program that 

allows researchers to estimate a numerous continuous but perhaps non-normal distributed 

data.  

The consequence of normality testing seemed to be normal and not violated the 

assumption of multivariate normality of SEM. The results of normality testing confirmed that 

the distribution of each observed variable was normal and thus, indicated that CFA data was 

valid for SEM model testing.  

 

4.2.2 The Results of Person Correlation Coefficients Test 

     The inter-item relationships were examined by Person correlation coefficient. The results 

indicated that all observed variables were positively correlated. A wide range of correlation 

coefficients was fund between .17 and .77 at the significance level of p < .005. The 

correlation between “This event is a very well-known” variable and “This event provides 

high quality of loading” scales was significant and obtained the smallest correlation value, 

r(499) = .17, p <.005. In contrast, the correlation between respondent’s self-identification and 

acceptable to others scales was strongly correlated, r(499) = .77, p <.005. 
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Table 4.5 Results of Internal Reliability Tests (n = 504) 

Construct Item Cronbach's alpha 
Item-Total 

Correlation 

Event Brand 
Awareness 

(EBA) 

EBA3 .823 .595 
EBA9  .667 
EBA11  .541 
EBA19  .627 
EBA21  .645 

Event Brand Image 
(EBI) 

EBI1 .915 .744 
EBI5  .740 
EBI6  .806 
EBI10  .712 
EBI17  .769 
EBI24  .792 

Event Brand Quality 
(EBQ) 

EBQ13 .893 .756 
EBQ16  .721 
EBQ22  .735 
EBQ26  .720 
EBQ28  .738 
EBQ30  .616 

Event Brand Value 
(EBV) 

EBV2 .917 .709 
EBV4  .753 
EBV7  .742 
EBV12  .741 
EBV20  .730 
EBV23  .756 

Event Brand Loyalty 
(EBL) 

EBL8 .904 .698 
EBL15  .722 
EBL25  .766 
EBL27  .804 
EBL29  .809 

All Constructs  .973  

Note. Cronbach's Alpha based on standardized items. 
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4.2.3 Assessment of Construct Reliability and Validity 

     In terms of scale reliability estimation, Brown (2006) highlighted that the most frequently 

used measurement are measuring by multiple items, for example, questionnaire. The 

evaluation of reliability builds on the foundation of such measures. The scale reliability was 

estimated by Cronbach’s coefficient alpha (α) with SPSS to confirm the precision or 

consistency of measurement. Table 4.5 illustrated the reliability scores of measuring 

constructs, items, and all constructs as well as the scores of item-total correlation among each 

factor. 

Data analysis revealed that the overall reliability score (.973) contained a high 

consistent level among five constructs. Within internal reliability testing of each construct, 

event brand value (EBV) construct including eight items had the highest scale reliability 

(.917) above other constructs; followed by event brand image (EBI) with six items and 

estimated .915 score. Event brand loyalty (EBL) measured involved five items and 

valued .904 reliability score. Moreover, event brand quality (EBQ) with six items presented a 

value of reliability (.893) and event brand awareness (EBA) had five items and showed the 

lowest reliability score consisting of .823 among all measuring constructs. Accordingly, the 

results of reliability tests showed that item-total correlations all exceeded .541 and Crobach’s 

alpha values of all constructs ranged from .823 (EBA) to .917 (EBQ) and provided an 

excellent shape for further confirmatory factory analysis (CFA).  

Exploratory factor analysis was conducted by Principle Axis Factoring method to 

determine of which indicators form a latent variable and screen impotent indicators out of the 

construct. Results indicated that five latent variables were formed with 28 factor indicators 

extracting from 30-original items. The items such as “I’m emotionally attached to this event”  
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Table 4.6 Results of Construct Validity 

Factor Convergent validity Drscriminant validity 

EBA .392 - .614 .172 - .608 

EBI .512 - .726 .271 - .612 

EBQ .439 - .639 .172 - .620 

EBV .520 - .749 .297 - .738 

EBL .560 - .766 .302 - .687 

 

and “Visiting this event is economical” were shown to have no significant correlation with 

other items and eliminated by cut-off factor loading score of .4 (Brown, 2006). 

In addition, the terminology of validity is often correlated with reliability analysis. 

However, the researchers frequently used non-statistical methods such as content validity and 

more often on the theoretical based for example, construct validity to settle what the validity 

presented in their studies (George & Mallery, 2008). In the current study, the type of content 

validity was drawn from previous literature of branding theory and the CBBE model was 

clearly defined. Therefore, the construct validity of this study was well developed on a 

theoretical base. The criterion of convergent validity and discriminant validity occurred when 

each indicator loads only on a single construct (Muthen and Muthen, 1998-2007; Schreiber, 

2008; Anderson & Gerbing, 1988). In the cases such as this study, the results revealed that 

construct interval accuracy existed because a single item of the structural model did not lie 

on more than one factor.  

In practice, the Multitrait-Multimethod Matrix (MTMM) was conducted to measure 

construct validity – convergent validity and discriminant validity (Campbell & Fiske, 1959). 
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The evidence in supporting convergent validity was to measure inter-correlations where an 

indicator with its theoretically similar construct had a degree of internal relationship within 

their purported latent construct (Brown, 2006). The pattern of MTMM matrix indicated that 

all indicators of event brand awareness (EBA), event brand image (EBI), event brand quality 

(EBQ), event brand value (EBV), and event brand loyalty (EBL) were adequately or strongly 

related to their purported latent constructs and varied in magnitude range from .39 to .77. 

Thus, all indicators of a latent variable converged on the same construct. The correlations 

provided evidence in supporting of convergent validity. 

In addition, the correlation matrix also demonstrated information for discriminant 

validity evaluation. Distriminant validity measures of theoretically different constructs do not 

highly relate to each other. In other words, the evidence of discriminant validity in the 

MTMM matrix can be found by weaker correlations between different traits measured by 

different methods in relation to correlations on the validity diagonal. In the MTMM matrix, 

dircriminant validity was acquired under one condition that correlations in the off-diagonal 

component of the heteromethod blocks were generally smaller (range of rs = .17 to .74) than 

the validity coefficients (range of rs = .39 to .77).  

Based on the MMTM correlation matrix, another evidence of supporting discriminant 

validity was provided by correlation coefficient score among all variables (< 1.0) (Anderson 

& Gerbing, 1988). Thus, convergent validity and distriminant validity were confirmed.  The 

results of Cronbach's alpha reliability and construct validity testing indicated that all scales 

for measuring the model of event CBBE were reliable and valid. Table 4.6 represented the 

results of convergent validity and discriminant validity evaluation.  
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4.3 The Confirmatory Factor Analysis (CFA)  

Typically, the CFA model serves as a preceding measurement to the SEM model that 

specifies structural relationships among latent variables. The purpose of measuring the CFA 

model was to identify latent variable and their underlying factor indicators as well as the 

relationships among latent variables. 

 

4.3.1 CFA Model Specification, Input Data, and Estimation 

     With a total 504 subjects, the sample of input data was considered as a proper size to 

satisfy the rules of thumb. Many rules of thumb have been offered to measure fitting sample 

size including minimum number of cases per each free parameter (at least 5 to 10 cases per 

parameter) and minimum number of cases per indicator in the model (Brown, 2006; 

Schreiber, 2008; Muthen & Muthen, 1998-2007). Based on the initial outcome, the CFA 

model obtained 100 freed parameters indicating the number of 504 samples exceeded 

minimum acceptable criteria. The power of measuring was reflected adequately to estimate 

the structural model based on the sample size (n = 504), degrees of freedom (140), and the 

number of free parameters (100). 

The type of missing data including in the CFA model was the data missing completely 

at random (MCAR) with less than 15%  uncompleted rate of each subject (Schreiber, 2008; 

Brown, 2006). A missing data analysis was conducted to measure the relationships between 

missing values on each variables. No statistically significant relationships were observed. 

Missing data had been substituted with “999” prior to advanced CFA model measurement.  

As many researchers recommended, the use of the CFA model should build on 

rigorous  
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Figure 4.1 The CFA baseline model. 
Note. EBA - event brand awareness, EBI – event brand image, EBQ – event brand quality, EBV – event brand 

value, and EBL – event brand loyalty. 
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considerations under certain circumstances. In this sense, the measurement, CFA, model of 

this study can be specified as a theory-driven and well-constructed hypothetical base. Each 

construct of the CFA model was well defined and had multidimensional items for each 

construct (Brown, 2006; Schreiber, 2008; Muthen and Muthen, 1998-2007; Anderson & 

Gerbing, 1988).  

The CFA model presented in Figure 4.1 depicted a five-factor measurement model of 

which all measurement error was assumed random. In the CFA model, there were five factors 

that encompassed event brand awareness (EBA), event brand image (EBI), event brand 

quality (EBQ), event brand value (EBV), and event brand loyalty (EBL). Event brand 

awareness had five factor indicators - EBA9, EBA19, EBA3, EBA21, and EBA11. The 

factor of event brand image was involved 6-item such as EBI6, EBI24, EBI17, EBI1, EBI10, 

and EBI5. In addition, event brand quality compassed 6-item factor indicators - EBQ13, 

EBQ22, EBQ30, EBQ26, EBQ16, and EBQ28. There were six items in the construct of event 

brand value including EBV12, EBV2, EBV20, EBV4, EBV23, and EBV7. The factor of 

event brand loyalty was tested with 5-item (EBL27, EBL8, EBL15, EBL25, and EBL29) 

factor indicators. The highest factor-loading indicator of each latent variable had been 

selected as a marker indicator and assigned it a value of 1.0 for freely estimated. For example, 

EBA9 – “This event has a good name and reputation” was fixed to 1.0 for freely estimated 

from EBA factor. In Mplus program, the first indicator was automatically selected to be a 

marker indicator by software defaults. The fixed path assisted with measuring the pattern of 

factor-indicator loadings for each latent variable.  

To measure CFA model, a normal distributed data set, consisting of 504 subjects, had 

been accessed through Mplus v. 6.0 and estimated by Maximum Likelihood (ML) method.  
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Table 4.7 The CFA Model Goodness-of-Fit Statistics 

Absolute fit indices Obtained Recommendations on fit indices 

CFI .956 >= .95 

TLI .946 >= .95 

RMSEA .066 < .06 or close to 

90 % C.I. .059 - .073 .00 - .08 

SRMR .032 < .08 
(the closer to 0 the better) 

 446.35 The smaller the better 

/ d.f.  Close to 3  < = 3 

 

From the outcome of construct reliability and validity examination, all variables (28-item) of 

the CFA model were reliable and valid in testing the measurement model. Moreover, item 

responses were recorded using a 7-category Likert-type format. For example, “1” was 

indicating “Strongly Disagreed” and “7” meaning “Strongly Agreed”. The scale type of 

indicators was utilized to produce delicate discriminating information about participant’s 

perspective toward awareness, image, quality, value, and loyalty of an event brand. The 

baseline CFA model with factor indicators was illustrated in Figure 4.1. 

 

4.3.2 The Model Evaluation 

The evaluation of the acceptability of the model was measured by goodness-of-fit 

indices. A model fit index offers a researcher to confirm whether the collected data fit the 

hypothesized model throughout an extensive examination. The classic goodness-of-fit index 

is  value and related to degrees of freedom and probability value. More specifically, the 
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evaluation of model fit is based on goodness-of-fit index, chi-square value; in conjunction 

with several descriptive indexes (e.g., CFI, TLI) if the sample size (n > 200) is large to cause 

chi-square value no statistical significance (Hu & Betler, 1999).  

Similarly, Brown (2006) stated that the evaluation of CFA and SEM model fit for 

using Mplus software program differs from other type of program. In Mplus, the goodness-

of-fit usually relies heavily on fit indices such as CFI and TLI, rather, judges solely on  

value. In CFA research,  value is not a routine report number but it becomes importance 

in combining with other model fit indices. The common use goodness-of-fit indices for 

Mplus software program are such as Comparative Fit Indices (CFI), Tucker-Lewis Index or 

Non-normed Fit Index (TLI), Root Mean Square Error of Approximation (RMSEA), 90% 

confidence interval of RMSEA, and Standardized Root Mean Square Residual (SRMR). A 

practical model fit index proposed by Hu and Betler (1999) provided a major referral to 

guide this study in testing CFA and SEM model fit. In addition,  value along with the ratio 

of  value to degree of freedom was also reported. The recommendations of goodness-of-

fit indices and results of CFA model were displayed in Table 4.7. 

The strategy used to assess for focal strains in the solution was based on the suggesting 

of modification indices. In general, modification index reflects of how well the overall fit of 

the model could be significantly improved if the fixed or constrained parameter was freely 

estimated (Brown, 2008; Anderson & Gerbing, 1988; Muthen & Muthen, 1998-2007). 

Modification index (MI) for a parameter gives the expected drop from the model’s chi-square 

value if this parameter is freely estimated. The MI for one parameter is significant if it 

exceeds 3.84 (for  value with df. = 1) the examination of the MIs in the Mplus output.  

The results of initial analysis indicated the CFA model estimation terminated normally. 
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However, the latent variable covariance matrix (PSI) did not positively distinct so that the 

consequences might generate an ill model fit because of either one problem occurred: a 

correlation greater or equal to one between two factors or a linear dependency between more 

than two latent variables. Thus, modification indices were used to identity for which 

parameters were cross-loadings and error covariance.  

A few modifications were made in an effort to reach goodness-fitting indices by 

deleting the largest modification index and by correlating the highest error covariance of two 

factor indicators. Under this circumstance, a total amount of nine factor indicators were 

dismissed from baseline CFA model remaining 19 items on the CFA good-fitting model.  The 

CFA goodness-of-fit model with results was depicted in Figure 4.2.  

 

4.3.3 The Results and Final CFA Model 

     The CFA model with results in Figure 4.2 was tested for model fit for the entire sample (n 

= 504). The measurement model, CFA, was tested with five constructs (EBA, EBI, EBQ, 

EBV, and EBL) and 28 factor indicators. As the results, nine items had been deleted based on 

the suggesting made by model modification indices.  

The goodness-of-fit indexes indicated a reasonably well fit: (140) = 446.35,   p 

< .001; CFI = .956; TLI = .946; SAMR = .032; RMSEA = .066, with 90% confidence 

interval (CI) = (.059 - .073).  In CFA model where there were no cross-loading indicators, the 

completely standardized factor loading can be interpreted as the correlation between the 

indicator and the latent variable. All factors completely standardized loading were 

statistically significant (p < .001) and varied in magnitude from .57 to .86. The results of 

factor loadings provided evidence in supporting that there was a high dependability in the  
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Table 4.8 Results of Parameter Estimates of the CFA model   

Construct Indicator Factor 
loading 

Residual 
variances R2 p-value 

Event brand 
awareness 

(EBA) 

EBA3 .81 .34 .66 *** 

EBA9 .72 .48 .52 *** 

EBA11 .57 .68 .32 *** 

EBA21 .62 .62 .38 *** 

Event brand 
image  
(EBI)  

EBI1 .80 .37 .62 *** 

EBI5 .78 .40 .61 *** 

EBI6 .81 .34 .66 *** 

EBI10 .76 .42 .54 *** 

EBI17 .79 .37 .63 *** 

Event brand 
quality  
(EBQ) 

EBQ13 .83 .31 .69 *** 

EBQ16 .76 .42 .58 *** 

EBQ22 .78 .40 .61 *** 

EBQ28 .77 .41 .59 *** 

Event brand  
value  

(EBV) 

EBV7 .84 .29 .71 *** 

EBV12 .86 .27 .73 *** 

EBQ23 .85 .28 .72 *** 

Event brand 
loyalty 
(EBL) 

EBL15 .84 .30 .70 *** 

EBL27 .79 .37 .63 *** 

EBL29 .79 .38 .63 *** 
Note. *** p < .001.  
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Figure 4.2 The CFA final model and results.  
 
Note. EBA - event brand awareness, EBI – event brand image, EBQ – event brand quality, EBV – event brand 

value, and EBL – event brand loyalty. = 446.35 df = 140   CFI = .956   TLI = .946    RMSEA = .066    
SAMR = .032      p < .001 
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relations of the latent variable to their indicators. The inter-correlations among latent 

variables were also significant in the range from .80 to .98 and indicated all latent variables 

were highly related in the CFA model.  

     In addition, each parameter of the CFA model was estimated by zero-order relationships 

for freely estimated between pairs of indicators. The standardized residual variance of each 

indicator was positively significant (p < .001) and indicated a moderate level of the 

difference between the sample and model-implied matrices range from .27 to .68. The results 

revealed that no relationships among the indicators were substantially under-or-

overestimated by the model’s parameter estimates.  

     R2 was calculated by squared factor loadings. In the CFA model, R2 refers to the 

proportion of variability of a latent variable can be explained by its factor indicators. The 

results displayed that indicators were meaningfully related to their purported latent variables 

and varied in magnitude from .32 to .73 (p < .001). The results of the goodness of fit model 

indicated that the complete data pattern obtained a high internal consistency among all 

constructs in measuring CFA model. The construct reliability of EBA, EBI, EBQ, EBV, and 

EBL were .95, .98, .95, .96, and .95, respectively. Additionally, the evidence of convergent 

and discriminant validity were supported by the results because each indicator only loaded on 

one single factor. The results of parameter estimates of the CFA model were displayed in 

Table 4.8. 
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Table 4.9 The SEM Model Goodness-of-Fit Statistics  

Absolute fit indices Obtained Recommendations on fit indices 

CFI .965 >= .95 

TLI .955 >= .95 

RMSEA .066 < .06 or close to 

90 % C.I. .058 - .076 .00 - .08 

SRMR .028 < .08 
(the closer to 0 the better) 

 261.48 The smaller the better 

/ d.f.  Close to 3  < =  3 

 

 

4.4 The Structural Equation Modeling (SEM) 

     The SEM, structural model, specifies the nature of the relationships in the model. A SEM 

model is usually involved two major components that are the measurement model, CFA 

model and the structural model, SEM. The CFA model focuses on determining the number of 

factors and factor’s underlying indicators and the structural model which specifies whether 

the latent variables are related to one another and how the linking of latent constructs can be 

drawn. The most important component to carry out the structural model analysis was to 

identify the “direct” or “indirect” effects or causal relationships among latent constructs with 

their underlying factor indicators in the hypothesized model.  

     Mplus v.6.0 was employed to run several regression equations. Maximum Likelihood (ML) 

estimation with robust standard errors was utilized. The power of measurement was reflected 

adequately to estimate the structural model based on the sample size (n = 504), degree of 

freedom (81), and the number of free parameter (54).  
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4.4.1 The Results of the Structural Model 

The SEM model with results in Figure 4.3 was tested for model fit for the entire 

sample (n = 504). The structural model, SEM, was tested with five constructs (EBA, EBI, 

EBQ, EBV, and EBL) and 19 factor indicators. The results indicated that four items omitted 

from the model and retained 15 items in the finalized model based on the suggesting made by 

model modification indices.  

The SEM model was assessed for model fit for the entire sample (n = 504). In Figure 

4.3, the finalized SEM model with results and structural path were presented.  The goodness-

of-fit indexes indicated an excellent fit: (81) = 261.49,   p < .001; CFI = .965; TLI = .955; 

SAMR= .028; RMSEA = .066, with 90% confidence interval (CI) = (.058 - .076) (see Table 

4.9).  

In the SEM model where there were no cross-loading indicators, the completely 

standardized factor loading can be interpreted as the correlation between the indicator and the 

latent variable. All factors completely standardized loading were statistically significant (p 

< .001) and varied in magnitude from .64 to .85 (see Table 4.10). Results of factor loadings 

provided evidence in supporting that there was a high dependability in the relations of the 

latent variable to their indicators. The path loadings among latent variables (EBA, EBI, EBQ, 

EBV, and EBL) were statistically significant felt into range between .25 and .86 (p < .001). 

However, the path coefficient from event brand value to event brand loyalty was supported at 

a moderate level (R2 = .14) but not statistically significant (p =.35).  

Based on the results, the variance of event brand awareness construct can be explained 

by its indicators of “good name and reputation”, “advertising effectiveness”, and “top-of-

mind awareness” with .55, .41, and .43, respectively.  
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Table 4.10 Results of Parameter Estimates of the SEM Model  

Construct Indicator Factor 
loading 

Residual 
variances R2 p-value 

Event brand 
awareness 

(EBA) 

EBA9 .74 .45 .55 *** 

EBA11 .64 .59 .41 *** 

EBA21 .66 .57 .43 *** 

  
Event brand 

image  
(EBI) 

EBI1 .79 .37 .63 *** 

EBI5 .82 .34 .66 *** 

EBI6 .84 .29 .71 *** 

Event brand 
quality  
(EBQ) 

EBQ13 .85 .28 .72 *** 

EBQ16 .75 .44 .56 *** 

EBQ22 .79 .37 .63 *** 

Event brand  
value  

(EBV) 

EBV7 .85 .28 .72 *** 

EBV12 .85 .27 .73 *** 

EBQ23 .84 .29 .71 *** 

Event brand 
loyalty 
(EBL) 

EBL15 .84 .30 .70 *** 

EBL27 .79 .37 .63 *** 

EBL29 .79 .38 .62 *** 
Note. *** p < .001. 

 

In addition, the variables of “self-reflection”, “social image”, and “personality fit” can 

explained the variance of the event brand image with .63, .66, and .71, respectively.  

About 72%, 56%, and 63% of variance in that indicator variables of “done well 

quality”, “level of cleanliness”, and “consistent quality” explained by the factor of event 

brand quality.  

The variance of event brand value factor can be explained by “good impression”, 

“social approval from others”, and “accepted by others” with .72, .73, and .71, respectively.  
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Accordingly, about 70%, 63%, and 72% of variance in that indicator variables of 

“preferred choice for a vocation”, “overall loyalty”, and “intention to revisit” explained by 

the construct of event brand loyalty.  

The standardized residual variance of each indicator was positively significant (p 

< .001) and indicated a moderate level of the difference between the sample and model-

implied matrices range from .28 to .59. The results revealed that no relationships among the 

indicators were substantially under-or-overestimated by the model’s parameter estimates. 

     R2 was calculated by squared factor loadings. In the structural model, R2 can be 

presented the correlation coefficient that determinates how well future results are likely to 

be predicted by the current model. The results indicated that indicators were moderately 

related to their purported latent variables and varied in magnitude from .41 to .73 (p < .001). 

The results of the goodness of fit model indicated that the complete data pattern obtained a 

high internal consistency among all constructs in measuring SEM model. The construct 

reliability of EBA, EBI, EBQ, EBV, and EBL were .92, .96, .94, .96, and .94, respectively. 

Additionally, the evidence of convergent and discriminant validity were supported by the 

results because each indicator only loaded on one single factor. The results of parameter 

estimates of the SEM model were displayed in Table 4.10.  

Table 4.11 summarized all critical fit index values and compared the difference 

between CFA and SEM model. The comparative fit index (CFI) compares a proposed model 

with the null model. CFA and SEM models obtained statistically significant level (> = .95) 

for model fit and indicated that there were no relationships among the variables. Tucker-

Lewis Index or non-normed fit index (TLI) has features that compensate for the effect of 

model complexity. Both models exceeded the critical fit index values (TLI value > = .95)  
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Table 4.11 Results Comparison between CFA and SEM Model 

Model CFI TLI RMSEA 90% C.I. SRMR  df p 

CFA .956 .946 .066 .059 - .073 .032 446.35 140 .000 

SEM .965 .955 .066 .058 - .076 .028 261.49 81 .000 

 

recommended by Hu and Bentler (1999). The root mean square residual (RMSEA) is an 

index used to assess the residuals. It adjusts the parsimony in the model and is relatively 

insensitive to sample size. According to Hu and Bentler (1999), RMSEA must be equal to or 

close to .06 for an adequate model fit. The RMSEA in both models were .066, which were a 

slightly exceeded the recommended model fit value but maintained closely to it. By 

recommended model fit, the cut-off value of 90% confidence interval and SRMR are equal to 

or less than .08. Both CFA and SEM models performed well fit. Moreover, value and 

degree of freedom were significantly reduced from CFA to SEM model indicating the model 

fit improvement.  

 

4.4.2 The Path Analysis 

     One of the objectives for SEM model testing was to examine the path relationships among 

latent variables in order to provide evidence in supporting research hypotheses. The structural 

model can be assessed by examining the path coefficients, which illustrated a degree of the 

relationship between the dependent and independent variables along with the (R2) value, 

which showed the amount of variance explained by an independent variable. The path 
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analysis was estimated by using Maximum Likelihood (ML) method to test hypothesized 

path relationships among event brand awareness (EBA), event brand image (EBI), event 

brand quality (EBQ), event brand value (EBV), and event brand loyalty (EBL). The level of 

support of each hypothesis was based on the criteria suggested by Baloglu and McCleary 

(1999) shown as following: 

Path coefficient of:    .00 - .05 indicates weak support 

                                  .051 - .30 indicates moderate support 

                                  . 31 – 1.00 indicates strong support  

As the results, all path relationships (except for EBV to EBL, p > .05) of SEM model 

were statistically significant (p < .001) indicating the direct path relationships existence. The 

path loadings on EBA to EBI, EBA to EBQ, EBI to EBQ, EBI to EBV, EBI to EBL, EBQ to 

EBV, EBQ to EBL, and EBV to EBL were .86, .27, .59, .68, .54, .29, .25, and .14; 

respectively. The path relationships were shown in SEM finalized model as Figure 4.3 

demonstrated. The path coefficients from event brand awareness to event brand image 

appeared the highest score (R2 = .86) followed by the correlation between event brand image 

and event brand value (path loading = .68). While the results of the path coefficient showed a 

moderate level of supporting between EBA and EBQ (path loading =.27), between EBQ and 

EBV (path loading =.29), and between EBQ and EBL (path loading =.25), the path from 

event brand value to event brand loyalty illustrated the lowest coefficient (path loading = .14).  

The results of good-fitting model indicated that the complete data pattern obtained a 

high internal consistency among all constructs in measuring SEM model. On the other hand, 

R2 value provided a clear interpretation of the variability of the latent variables. The variance, 

accounted for 74.4% in event brand image, was explained by event brand awareness. Event 
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brand image and event brand awareness altogether accounted for 70.7% of the variability in 

event brand quality score. In addition, a total 87.7% of the variance in event brand value 

could be explained by combined effects with event brand awareness, event brand image, and 

event brand quality. Meanwhile, about 79% of the variance in event brand loyalty was 

explained by combined effects of event brand awareness, event brand image, event brand 

quality, and event brand value. This finding revealed that the structural model provided a 

strong explanation for the variance and indicated that the model can be used as a viable 

method of explaining what causes the differences.  

 Most of SEM model path were statistically significant and detected a positive direct 

correlation on one to another. However, one indirect path relationship was also found 

between event brand value and event brand loyalty. Because event brand image and event 

brand quality had a direct effect on event brand loyalty and event brand value, the indirect 

path relationship between event brand value and event brand loyalty was confirmed through 

event brand image or event brand quality. Thus, the path analysis of the structural model 

indicated that the relationship between event brand value and event brand loyalty were fully 

mediated by event brand image and event brand quality.  

 

4.4.3 The Results of Hypothesis Testing 

All research hypotheses were confirmed by the finalized model. As Hypothesis 1 

proposed, event brand awareness was found positively and significantly related to the event 

brand image. A large standardized coefficient, as compared to other factors, suggested that 

event brand awareness held considerable contribution to influencing tourists’ revisit intention. 

Regarding Hypothesis 2, event brand awareness was observed to have exerted less 
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impact on event brand quality than did event brand image but overall this hypothesis was 

confirmed by a positive relationship between event brand awareness and event brand quality.  

An interesting finding in the present study came from the testing of Hypothesized 3: 

event brand image was positively associated with event brand quality. In addition, the 

outcome of model testing confirmed that event brand image had directly affected event brand 

value and a significant effect on event brand loyalty. Thus, Hypotheses 4 and 5 were 

supported in this study.  

The relationship between event brand quality and event brand value was discovered to 

be positive and significant. Thus, Hypothesis 6, given the positive path coefficients and 

significance, received supporting from the data. Moreover, a positive and significant 

relationship was found between event brand quality and event brand loyalty and provided the 

evidence in supporting Hypothesis 7.  

The correlation between event brand value and event brand loyalty was not significant 

(p = .35). Therefore, Hypothesis 8, as shown in the path coefficients, was not supported. 

However, the indirect correlation between event brand value and event brand loyalty was 

found through two mediators - event brand image and event brand quality. Results of 

hypotheses testing were displayed in Table 4.12.  

 

4.4.4 The Results of the Finalized Model 

A number of modifications were made due to some outcomes of the hypothesis testing 

were not in the same line with the proposed model. This finalized model (see Figure 4.3) 

retained the significant paths and displayed the path patterns including direct and indirect 

path junctures. The verification was made by a series of examinations. Through the  
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Table 4.12 Measuring the Hypothetical Event Brand Equity Model 

Hypothesis Path loading Path pattern p-value Test outcome 

1 EBA EBI .86 direct *** Supported 

2 EBAEBQ .27 direct * Supported 

3 EBIEBQ .59 direct *** Supported 

4 EBIEBV .68 direct *** Supported 

5 EBIEBL .54 direct *** Supported 

6 EBQEBV .29 direct *** Supported 

7 EBQEBL .25 direct *** Supported 

8 EBVEBL .14 indirect .35 Not supported 
Note. ***p < 0.005, *p < 0.05 

 

measurement model, CFA and the structural model, SEM, five significant factors – event 

brand awareness, event brand image, event brand quality, event brand value, and event brand 

loyalty were established with 15 factor indicators as finalized model.  

As the results, each latent variable obtained an equal amount of factor indicators. Event 

brand awareness was measured by “this event has a good name and reputation”, “when I am 

thinking of a religious event, this event comes to my mind immediately”, and “I have seen a 

lot of advertising regarding to this event”. The factor loadings of these indicators felt into the 

range between .64 and .74. The item of good name and reputation (.74) was the most 

effective indicator on brand awareness demission followed by the top-of-the-mind awareness 

(.66).  

Event brand image can be explained by “this event fits my personality”, “visiting this 
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event reflects who I am”, and “people similar to me visit this event”. Factor loadings of these 

indicators ranged from .79 to .84 where the most influencing indicator was the event fits the 

visitors’ personality.  

In addition, event brand quality was built on “this event provides tourist services of 

consistent quality”, “this event provides quality experiences”, and “this event offers a clean 

environment of good quality” ranging from .75 to .85. The measure of quality experience was 

found to be the dominant indicator among others in explaining the variability of brand value 

construct.  

Meanwhile, the factor of event brand value encompassed “visiting this event helps me 

get approval from others”, “visiting this event helps me create a good impression”, and 

“visiting this event helps me be accepted by others” An equal proportion of variability ranged 

from 71% to 73% can explain the brand value factor by its indicators.  

Furthermore, event brand loyalty can be explained by “overall, I am loyalty to this 

event”, “this event is my preferred choice for a vacation”, and “I intent to visit this event 

within the next 3 years”. Factor loadings felt into the range between .79 and .84. About 70% 

(R2) of variability in the event brand loyalty can be explained by the item of “preferred 

choice for a vocation” and followed by “overall loyalty” and “revisit intention”.  

Event brand awareness accounted for 74.4% of the variability in the event brand image. 

Event brand awareness along with event brand image accounted for 70.7% of the variance in 

event brand quality. Meanwhile, event brand awareness, event brand image, and event brand 

quality accounted for 87.7% of the variability in event brand value score. Additionally, event 

brand awareness, event brand image, event brand quality, and event brand value accounted 

for 79% of the variance in event brand loyalty. The finalized model was shown in Figure 4.3.  
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Figure 4.3 The SEM finalized model and results.  
 
Note. EBA - event brand awareness, EBI – event brand image, EBQ – event brand quality, EBV – event brand 

value, and EBL – event brand loyalty. = 261.49  df = 81   CFI = .965   TLI = .955    RMSEA = .066    

SRMR = .028       **p < .001  
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CHAPTER V 

DISCUSSION AND CONCLUSION 

 
5.1 Summary  

In marketing, a business often uses branding its products or services as a leading 

marketing strategy to distinguish it from its competitors. The use of branding is a conceptual 

that is growing slowly and remains in infancy in the hospitality industry (Cai, 2002). In 

reviewing previous studies, there was very little work concentrating on systematic 

investigations of brands within the event tourism domain. This study aimed to develop an 

authentic measurement model in evaluating the brand equity of tourism event context from 

customer perspectives.  

The empirical research started with identifying the problem statement and limitations 

of current literature associated with branding tourism events and destinations. The proposed 

model of an event brand was adopted from the customer-based brand equity (CBBE) model 

that has been broadly investigated in a number of studies in the marketing and tourism 

destination areas. In order to build research assumptions, a broad range of branding literature 

has reviewed in the area of marketing and tourism. The objectives of this study were:  

(a) To develop a valid and reliable model of consumer-based event brands. 

(b) To empirically evaluate the dimensions of the event brand constructs. 

(c) To test the correlation among dimensions of the event brand constructs. 

(d) To validate the model constructs. 

(d) To validate factor indicators of each constructs. 

(f) To provide suggestions to religious event organizers in event brand development.  
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The research assumptions focused on clarifying the characteristics of a religious event 

brand in evaluating its brand equity from the demand side standpoint. These assumptions 

encompassed:  

(a) The concept of CBBE could directly transfer from marketing domain to the event industry. 

(b) A tourism event brand should be well known and very easy to recall for tourists to take  

action.  

(c) The event brand equity could be measured through the perspectives of experienced  

tourists. 

(d) The brand equity of an event brand could be predicted by awareness, image, quality, and  

loyalty, as well as the core component of a brand-event brand value.  

The proposed model had five measuring factors, which included event brand awareness 

(EBA), event brand image (EBI), event brand quality (EBQ), event brand loyalty (EBL), and 

event brand value (EBV) was established to examine the assumptions presented above. A 

case study had been suggested as the most useful method to explore the specification of a 

research by many precursors who are concentrating on CBBE or event tourism (Getz, 1991, 

1998; Pike & Scott, 2009; Bailey & Ball, 2006; Pike et al., 2010). In addition, visitors’ 

survey had been recommended by Getz (1991) to be the most efficient way in gathering 

ample samples among massive participants of an event. Thus, this study attempted to develop 

a comparable and testable measurement in depicting the characteristics and important 

constructs of the event CBBE.  

Confirmatory factory analyses indicated that the event CBBE model fit the data well. 

Data analysis revealed that the overall Cronbach's alpha reliability score contained a greatly 

high consistent level among five constructs. In addition, the Multitrait-Multimethod Matrix 
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(MTMM) was used to measure construct validity – convergent validity and discriminant 

validity. The pattern of MTMM matrix indicated that all factor indicators were adequate and 

strongly related to their purported latent constructs. The results of Cronbach's alpha 

reliability and construct validity testing revealed that all scales for measuring the model of 

event CBBE were reliable and valid. 

Furthermore, this study concentrated on identifying the underlying factor indicators of 

tourist-based brand equity of the event brand and the relationships among awareness, image, 

perceived quality, loyalty, and perceived value in tourism event industry. Eight specific 

research hypotheses had been explored to measure the relationships among five latent 

variables in the confirmatory factor analysis (CFA) model. A total of 15 items comprised the 

finalized event CBBE model. The results of factor loadings indicated a high consistency in 

the relations of the latent variable and their indicators. Nevertheless, in the CFA model, a 

high level of correlation can be found among all latent variables. In SEM model, the results 

of good fit indicated that the complete data pattern obtained a high internal consistency 

among all constructs. The results implied that tourism event brands should significantly 

ponder these five constructs whilst an event brand attempted to improve its brand courses and 

develop its brand equity from visitors’ perspectives. In sum, the event CBBE structural model 

can be used as a viable method to clarify what causes the differences.  

  

5.2 Key Findings 

Respondent’s profile can be characterized as a group of people, an equal gender and 

mid-age (between 30 and 49), who had at least associate or bachelor’s degree and most of 

them were married and had low to average annual household income. The majority of visitors 
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were local residents who were loyal to this religious event with average participating from 

two to five times ever since they were aware of the event. The Taichung Mazu Event is the 

cultural and traditional community-based event. Hence, the results came as no surprise that 

the majority of the respondents were local residents. Most of these visitors got around 

attending the event by taking motorcycle (18.7%), automobiles (19.2%) or walking (28.4%). 

Although almost half of the respondents had not participated in event in 2010, about three 

quarters of experiential visitors expressed their willingness to revisit this event in year 2012 

or within the next three years.  

In the CFA model testing, a high level of correlation was demonstrated among all 

constructs. The goodness-of-fit indexes indicated a perfect well fit: (140) = 446.35,   p 

< .001; CFI = .956; TLI = .946; SAMR = .032; RMSEA = .066, with 90% confidence 

interval (CI) = (.059 - .073).  It can be concluded the results of good-fitting model indicated 

that the complete data pattern obtained a high internal consistency among all constructs in 

measuring the event CBBE model. 

In the case of Taichung Mazu event, the overall outcomes of the structural equation 

modeling revealed that the data fit with the CBBE hierarchy model. With 504 useable 

respondents, the SEM model was assessed for model fit. The goodness-of-fit indexes 

indicated an excellent fit: (81) = 261.49,   p < .001; CFI = .965; TLI = .955; SAMR= .028; 

RMSEA = .066, with 90% confidence interval (CI) = (.058 - .076). Most of SEM model path 

were statistically significant and detected a positive direct correlation on one to another 

ranging from .25 to .86 (p < .001).  

The significant findings of indicator variables for each factor were displayed on the 

results of the structural model. The variance of event brand awareness construct can be 
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explained by its indicators that were “good name and reputation”, “advertising effectiveness”, 

and “top-of-mind awareness”. Interestingly, visitors were aware of the Taichung Mazu Event 

but did not consider the event to be well-known or famous. Additionally, the event brand 

image construct can be described by visitors’ self-reflection, social image, and personality fit 

indicators.  

The majority of visitors strong agreed that they considered the elements such as 

“quality experiences”, “level of cleanliness”, and “consistent quality” in quality that they 

received during the visitation. In contrast, the results appeared that those quality variables 

associated with lodging, personal safety and overall event’s services were rated lower.  

The variance of event brand value factor can be explained by “Visiting this event helps 

me create a good impression”, “Visiting this event helps me get approval from others”, and 

“Visiting this event helps me be accepted by others” meaning the majority of respondents 

participated in the event because of social impact.  

Accordingly, the items of “preferred choice for a vacation”, “overall loyalty”, and 

“intention to revisit” were consistent for the event brand loyalty factor. The mean was 5.22 in 

response to whether the recall would advice others to visiting this event.  

The findings of structural model revealed that the structural model presented a 

powerful explanation for the variance. The variability of the latent variables was estimated by 

R2 value where event brand awareness explained almost two-third variance of event brand 

image. Meanwhile, event brand image and event brand awareness altogether accounted for 

70% of the variability in event brand quality score. In addition, event brand awareness, event 

brand image, and event brand quality explained an extensive portion of the variance in event 

brand value. About 79% of the variance in the factor of event brand loyalty was explained by 
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all other four constructs (EBA, EBI, EBQ, and EBV).   

Based on the empirical tests of the SEM model hypothesized in this study, awareness 

construct on the event brand equity was first examined. Brand awareness was the foundation 

of the model and indicators recommended results to brand awareness was thus confirmed. 

The findings of path analysis illustrated the overall pattern of the event CBBE model. The 

path coefficients from event brand awareness to event brand image appeared the highest 

score (.86) among other paths. This significant finding provided strong support for 

Hypothesis 1 indicating that brand awareness construct positively influenced affective 

evaluations of event brands.  

Hypothesis 2, event brand awareness has a positive influence on event brand quality, 

was moderately supported with a path coefficient of .27. This finding provided evidence in 

supporting H2 indicating that a moderate level of correlation was significantly displayed 

between event brand awareness and event brand quality.  

The path coefficient between event brand image and event brand quality appeared a 

strong and positive correlation. The results provided strong support for Hypothesis 3 with all 

path coefficients from variety of brand image being significantly related to all perceived 

quality measures.  

In addition, the outcome of model testing revealed that event brand image had directly 

affected event brand value and a significant effect on event brand loyalty. Thus, Hypotheses 4 

and 5 were supported by the statistical evidence. The path coefficient confirmed these two 

paths with strong level indicating the constructs of brand image, brand value, and brand 

loyalty positively influenced affective evaluations of event CBBE model.  

Hypothesis 6, given the positive path coefficients and significance, received supporting 
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from the statistical evidence of which the relationship between event brand quality and event 

brand value was discovered to be positive and significant. Moreover, a positive and 

significant relationship was found between event brand quality and event brand loyalty and 

provided the evidence in supporting Hypothesis 7. Therefore, a moderate level of support can 

be found in Hypothesis 6 and Hypothesis 7 and emphasized that brand quality had a 

moderate level of influence on evaluations of event brands.  

An interesting finding in the present study came from the testing of Hypothesis 8. 

Although the path coefficient appeared a moderate level of support Hypothesis 8, the 

correlation between event brand value and event brand loyalty was not significant (p = .35). 

Therefore, Hypothesis 8, as shown in the path coefficients, was not supported. However, the 

indirect correlation between event brand value and event brand loyalty was found through 

two mediators - event brand image and event brand quality. According to the hypothesized 

path model, event brand image and event brand quality were the subjects to both direct and 

indirect effects from other constructs in the model. Whilst brand image and brand quality 

presented strong direct effects on brand loyalty, these two factors also implied moderate and 

indirect relationships between brand value and brand loyalty in the path coefficient.  

On the other hand, the construct of event brand value had an indirect effect on brand 

loyalty through brand quality or brand image evaluations; support the mediating role where 

brand image and quality represented. In addition to this indirect path, all other relationships 

can be interpreted by direct path coefficients.  
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5.3 Discussion 

     The usefulness of this study was to highlight any commonalities and differences in 

comparing the results with previous studies. In general, the results of this study verified that 

the “Taichung Mazu Event” is a popular and well-known event brand from the visitors’ point 

of view. When this awareness linked with call to action advertising, brand recall power can 

be significantly enhanced in visitors or potential tourists’ mind. The results also revealed that 

event brand awareness had a positive effect on event brand quality and image. This finding 

was in accord with some important destination CBBE research undertaken by Pike et al. 

(2009), Boo et al. (2009), and Baloglu (2001).  

In addition, significant finding by Bailey and Ball’s work (2006) suggested that the 

hotel brand equity could be interpreted by brand awareness and brand loyalty accounting for 

only a limited segment. Particularly, brand awareness would not be a critical component in 

customer’s mind when targeted customer made a purchase decision in selecting a hotel brand. 

It appeared that creating a positive and meaningful ‘brand association’ and perception of 

brand quality were important tasks for managing a hotel brand than presenting brand name 

alone. Similarly, two studies of destination CBBE undertaken by Boo et al.(2009) and Pike 

and Scott (2009) corroborated findings with Bailey and Ball’s consequence indicating a weak 

relationship between brand awareness and brand image.  

However, a destination study by Pike et al. (2009) found that top-of-mind awareness 

had a strong and positive connection with travelers’ previous visitation. Visitor’s destination 

preference showed on their behavior or actions of destination selection. In contrast, Pike et al. 

(2009) recommended that brand awareness had a potent association with brand loyalty while 

evaluating CBBE model for Australia as a long-haul destination in Chile’s market. These 
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findings corroborated former literature that the powerful influence of the top-of-mind 

awareness may be a derivation in the brand image attributes.   

The notion of brand awareness arguments was based on how to increase the popularity 

of a brand to be well known in its targeted segments and how to use vigorous triggers to 

boost visitors’ notifications. Thereby, in order to differentiate from other events, the 

utilization of the power of media (e.g. TV, newspaper, internet, and radio) played an 

extremely important role as a trigger to arouse potential tourist’s attention and recall current 

visitor’s awareness. Throughout media broadcasting, tourists could catch more information 

about event’s programs and correlative activities while schedule their vocation along with 

selecting activities to participate.   

In the domain of destination branding, a number of authors stated that tourists’ 

perceived self-congruity image with a destination might be linked to motivation and brand 

personality perceptions (Murphy et al., 2007). Murphy, Benchendorff, and Moscardo (2007) 

brought some issues related to forming a destination image and indicated that a destination 

brand may encompass more than one personality traits based on tourists’ perspectives. They 

further encouraged future developments to identify the relationship between brand perception 

and tourist self-congruence. As many scholars emphasized, unique image of a destination is 

the key to success in the competitive market due to its excellence in positioning the 

destination brand. Unique image was found to be an important source to form a destination 

overall image and to influence tourists’ intentions on repeat visitation and recommend to 

others (Murphy et al., 2007; Govers et al., 2007; Qu et al., 2010).  

The results of this study unveiled the influence of event brand image and quality on 

event brand loyalty. Findings were statistically significant regarding participants’ revisit 



Texas Tech University, Hsing-Hui Lin, December, 2011 
 

107 
 

intentions and willingness to recommend the event to others as well as their preference for 

selecting a vacation.  

According to Baloglu and McCleary (1999), “word-of-mouth” and “advertisement” 

were key elements, which had significant and positive influence on a destination’s overall 

image in the model of destination image formation.  The results of the current study 

corroborated the research findings by Baloglu and McCleary (1999) meaning that 

experiential tourists’ referral held a considerable capability to translate their perspectives to 

their friends, relatives, and others. Hence, this study confirmed that event brand image had a 

direct and positive effect on event brand loyalty.  

The significant power of pull advertising played an important role to reinforce brand 

image in public and call tourists to participate in the events. It is suggested that an event 

organization should pay additional attention to manage its brand because visitors’ 

determinant based on their actual experiences, might reflect objective reality and then turn 

brand image into a negative (Tasci & Gartner, 2007).  

Moreover, the effects of knowledge and social motivations on overall image were 

negative in Baloglu and McCleary’s work. In comparison, the study reported herein 

discovered different findings in that social motivations were the main values for a visitor to 

get approval and acceptance by others.  

In Boo et al (2009) study, another mode of brand components - brand experience that 

associated brand image with brand quality presented on investigating tourists’ experiences of 

two major gambling cities in USA. This significant finding indicated that tourist’ experiences 

could not simply be based on a single element but combining brand image with brand quality 

was appropriate aspect to represent the perspective of an experiential tourist. Similarly, a 
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study of tourist’s destination knowledge and loyalty undertaken by Li et al. (2008) concluded 

that a successful destination image built on unique brand associations and positive emotional 

attachment from the visitors’ point of view.  

Interesting, all items of event brand quality derived lower scores than other factors 

rating by respondents in the study reported herein. Visitors with vigorous religious belief 

were behavioral like other tourists while travelling. The religious event visitors in this study 

did not have high expectations when regarding quality. A part of reason was because this 

group of people completed their sacred journey because of a strong support of religious belief. 

It can be concluded that pilgrims might exhibit two different roles. When they are a general 

visitor, they need accommodations and food service as well as leisure activities. Meanwhile, 

if they recognize what a religious event might be offered, they seem to accept a lower level 

of quality than that of general tourists.  

In addition, Baloglu and McCleary (1999) highlighted that the perceptual image related 

to perceived quality, attractions, and perceived value of the environment accounted for 60% 

of total variance. Their findings also indicated that tourists were more likely to be interested 

in the subjects of quality experiences related to personal safety, suitable accommodations, 

and appealing local food while traveling. The visitors in this study held different opinions 

than that of Baloglu and McCleary’s findings. Thereby, the event organizations should pay 

more attention to not only maintain consistent service quality but also augment visitors’ 

personal safety as well as improve accommodations based on the quality concerns.  

According to the study of Yoon et al. (2010), the correlation coefficient among quality, 

value, and loyalty can be found in investigating festival visitors’ behaviors and indicated that 

satisfaction played a mediating role to connect the quality dimension with value and loyalty 
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positively. In their research, festival quality construct was measured by program, souvenirs, 

food, and facilities and revealed festival program was the most significant indicator to predict 

festival value. Meanwhile, the festival quality dimension was found to be a positive effect on 

value dimension.  

In terms of event brand value, a number of previous studies examined the relationship 

between value and loyalty dimensions in which value dimension was an important antecedent 

to visitors’ intentions. The results of these studies verified that the value factor displayed a 

strong power to interpret satisfaction and a direct influence on loyalty (Yoon et al., 2010; Boo 

et al., 2009; Williams & Soutar, 2009; Cronin et al., 2000). However, the study reported 

herein explored an opposite result in comparison to several of other researchers. As key 

findings indicated, the explanatory power of brand value was not significant as proposed in 

relation to behavioral and attitudinal intensions. In the value dimension, it was measured by 

multiple aspects including value for money, social, and emotional. This finding was 

consistent with a significant effort by Williams and Soutar (2009). Accordingly, social value 

was found to be a better component in understanding how a visitor assesses an event brand, 

while those factor indicators underlying emotional and value for money subcategories 

appeared not significantly in the structural model and did not obtain enough power to explain 

the value dimension.  

Visitors to the study reported here appeared to have less concern about money they 

paid to attend the event. Interesting, visitors did not feel participation in the annual Mazu trip 

was economical. The emotional items for example, “feel happy” and “give a sense of well-

being” were non-significant results indicating that visitors’ motives were not driven by their 

emotional attachment to the Mazu event. However, visitors valued the event brand mostly 
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through “ideal social self-congruity” judgments. This significant finding demonstrated that 

visitors were attached to the Mazu event because they would like to get approval from others 

and the event helped them to be accepted by others as well as helped them to create a good 

impression. The results also confirmed Kustenholz’s (2004) study showing that tourists’ 

intentional behaviors were associated with how they would like to be thought of by others.  

Brand loyalty was the most popular strategy in marketing and customer relationship 

management for reducing risk and increasing customer’s invisible trust (Statt, 1997). To 

relevant the usefulness of brand loyalty in the event CBBE concept, the measures of 

attitudinal and behavioral intentions were selected and then tested. As key findings 

discovered in the current study, the behavioral intentions were influenced positively and 

directly by their loyalty to the event. Accordingly, visitors appeared to have loyalty to the 

event as a high rating preferable vacation choice and willingness to revisit the event rather 

than appreciated the event on their enjoyment or recommended something good about their 

visiting to others. These results were in line with those of most empirical studies that had 

analyzed in the contemporary literature, that is, a direct relationship can be found between 

previous experience and future behaviors (Niininen, Sziva, & Riley, 2004; Boo et al., 2009; 

Oppermann, 2000; Pike et al., 2010). Overall, the items of the event brand loyalty showed a 

high interval consistency. The majority of respondents intended to revisit the same religious 

event again in the coming year or within three years.  

However, the analysis of brand loyalty seems to be more complex than simply 

emphasizing the intentional behavior of a visitor. In other words, repeating visitation should 

be measured on “actual behavior rather than intention” (Niininen, Sziva, & Riley, 2004). As 

Oppermann (2000) highlighted in a longitudinal study of tourists’ destination loyalty in the 
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UK, revisit intention is important to estimate loyalty but the pattern of repeat visitation has 

not been systematically studied. Another research finding contributed by Kim et al., (2009) 

showed a direct and positive relationship between tourist involvement and destination brand 

equity.  

 

5.4 Implications and Recommendations 

This study was undertaken at a religious event of which visitors enjoy high levels of 

related activities and participations. Thus, generalizations in applicability of the results for 

other events should be expected. To increase the generalization of the proposed model, 

replication of the present study targeting to other types of events should be conducted. The 

future contributions may approach from better understanding how event management can 

effectively take advantage of strong levels of event brand equity, especially in visitor’s 

experience.  

The significance of this study was to provide both theoretical and practical 

implications. From a theoretical standpoint, this study built and evaluated a conceptual model, 

which emphasized key variables in branding an event brand. The majority findings of this 

study added additional knowledge to present event tourism literature. In addition, this study 

stimulated the empirical evidence in developing event CBBE model where measured by 

brand awareness, image, quality, value, and loyalty. The outcomes of this study should 

inspire further empirical academic research in exploring and examining the essential 

connection with how tourists evaluate event brands, how event CBBE influences their 

behaviors, and the impact of event CBBE on the marketing performance.  

From a practical standpoint, implication of this study is that event-marketing 
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organizations (EMO) should include these five dimensions (brand awareness, image, quality, 

value, and loyalty) into the marketing strategy to enlarge the market share with differential 

position and reinforce the current marketing mix and strategies.  

Several recommendations can be made to extend the results of this study for further 

development in academic and practical domains. First, the economic impact of an event must 

be reviewed to portray a complete and clear picture of what important components should be 

involved in evaluating perceived value of the event brand for two reasons. A) Branding a 

religious event was a new concept in the context of event tourism. B) The Taichung Mazu 

Event was acting like a business brand for decades but has never being evaluated. On the 

other hand, the city’s economic impact can be estimated by the multiplier method based on 

descriptive data of this study. To assess the economic impact, it is recommended to take 

considerations within two domains. Event marketers should measure their promotional 

decisions on revenue, costs, market share, benefits, and overall marketing communication 

channels. Another area is to calculate the tourism multipliers of a destination or city by 

predicting actual revenues which tourists spend during the event multiplied by accumulative 

visitations.  

Second, further development may focus on investigating the environmental impacts 

from the supply side recommended by Getz (1998), especially, negative impacts. It is 

important for event managers to understand how a visitor judged the sense of place 

experience not only the natural environment but also the cultural resources as well as the 

commercial attractions and amenities. The information of positive and negative environment 

impacts can offer useful sources in developing substantial tourism to the city and country. In 

addition, by evaluating environmental, social, and economic impact, the brand of the 
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Taichung Mazu Event can be constructed to be a powerful tourism product that diversifies 

the product mix in Taichung City. There is more of potential for the Mazu cultural event 

expect to be “The third largest religious event in the world”. Hence, the tourism reports must 

be considered.  

Third, it was recognized that the degree of participant’s engagement with an event of 

which related to the scale and a variety of activities. Specifically, tourists’ attachment to 

events depending on how relevant such events could fit in their vacation plan and how the 

event’s activities could attract their attention. One of the main findings of the present study 

was that almost two third of respondents were married. The Mazu event marketers could 

design more activities during the selected to families vacations.  

Fourth, the outcomes indicated that the respondent’s expectation of Taichung Mazu 

event might be distinct to the brand identity developed by event marketing managers. This 

strengthens the need for this type of research that examines the efficacy of the brand strategy 

and marketing communication channels. The image of Taichung Mazu event has been clearly 

established, that is, the top religious event in Taiwan and the third largest religious event of 

the world. Following such creative image, several benefits can be expected including a) to 

build up event’s positioning in domestic marketing, b) to boost the city’s regeneration, and c) 

to increase Taiwan’s visibility in the international tourism market.  

Furthermore, in conjunction with “word of mouth” referral, visitors played two 

important roles. As a host, they might invite and share their positive experiences about their 

visitation to the family members, friends, and relatives. As a tourist, local residents might 

participant in event’s activities as well as enjoy the use of event’s facilities and services.  

Nevertheless, the event organizers should focus on creating an image that visiting 
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Taichung Mazu event is a great social and leisure activity not only for mid-age or elder 

population but also for young generation when planning a vacation. As Murphy, 

Benchendorff, and Moscardo (2007) reported, the young tourists were more likely to be the 

“Novel Learners”, who were more likely to catch travel information though “word-of-mouth” 

referral. In the present study, younger segment (age under 30) exhibited only 20% of the 

population; but this group of visitors has a great potential to become loyal visitors. Therefore, 

in order to draw the young generation’s interests, the recommendations to event marketers 

are to create more attractive promotion plans, for example online games, collective souvenirs, 

and exciting activities or programs connecting to the Mazu event.  

Another critical issue is that the manner a tourist receives information sources about a 

destination or event should be reviewed and restructured from supply-and-demand 

perspectives. Future contributions may focus on exploring the images of a destination’s 

personality and identity in relation of tourist’s event images. Hence, the evaluations of the 

event’s impacts could be viewed through different aspects by involving environment, cultural, 

social, and natural attractions in the analyses. 

 

5.5 Limitation and Further Research  

     There were a number of limitations of which should be more thoughtful of reviewing the 

results. Firstly, this paper limited to the objectives of the context. Although the study was 

developed and validated the essential dimensions that influenced the event CBBE structure, 

some other variables, which are known to exist and effect on branding process or brand 

equity evaluation may not involved into the measurement.  

Secondly, the samples had been selected randomly so that the difficulty was raised to 
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draw a line between pilgrim and general tourists. Within the samples, the types of 

respondents, pilgrim and tourists, had a distinct criteria of needs and behaviors for their 

spiritual journey. It could be resulting in different meanings of the event brand equity if the 

sample was widened to include tourists from other countries, or from different types of 

events. The generalization of this study resulted in questionable. It is suggested that further 

research can contribute in providing advanced intelligence to validate the findings of this 

study.  

Thirdly, the results of SEM showed that this study needed to enlarge the database in 

order to improve model fit. The bigger the sample size, the better the good fitting model 

presented. Eventually, sample size is a critical element to determine how model would fit that 

the ratio of Chi-square to degree of freedom should be below or close to three (Klein, 2005). 

To solve this limitation, it is suggested that the sample size could approach to a higher 

standard for the further research, particularly when establishing a model with multi-

dimensions and multiple scales such as this study.  

Finally, one of the major limitations in this study was failure to pilot test the 

measurement scales. Due to there was not an effortless task to gather research samples in an 

annual event, all measurement scales was not tailed prior to main survey. The opportunity to 

filter out deficient or inadequate scales was missing on the stage of pilot testing. The 

consequence might lead to increase the difficulty in using adequate scales and produce the 

validity and reliability of data set as well as influence the generalization applying to other 

researches.  

The outcomes of this study intent to encourage further empirical academic research to 

explore and examine the essential connection with what tourists evaluate event brands, how 
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event CBBE influences their behaviors, and the impact of event CBBE on the marketing 

performance. The lessons of future studies may concentrate on adding more body to the 

tourism event literature by using a variety of research methods or expanding the theoretical 

event CBBE concept with more deeply insightful. From a methodological standpoint, the 

current study attempted to explore the key dominants of establishing the event CBBE 

theoretical framework by employing survey instrument. All of measurement scales were 

adopted from prior literature in marketing or destination areas. The outcomes showed a major 

flow where some variables were not significant to represent the uniqueness of the event 

specialty. To avoid such weakness, it is thus suggested that future study may focus on 

creating the initial measurement scales utilization only for tourism event field. The desirable 

methods of focus group and expert interview could well perform these tasks. Several groups 

are considered representative to include in the focus group meeting or interview in order to 

acquire origin themes in describing the critical components of what should involve in 

measuring the event CBBE model. The set of focus group may encompass different voices 

gathering from some expert groups including experiential visitors, potential visitors, event 

organizers and marketers, local residents, and local souvenir shop representatives.  

On the other hand, from a theoretical standpoint, the key findings of the present study 

would encourage future contributions on in-depth study to carry out longitudinal analysis that 

concentrate on the event CBBE structure. To extend the study’s findings, further research can 

concentrated on testing the relationships among the model variables. Given the possibility to 

keep trajectory of this study provided significant effects in several ways. a) In comparison the 

data with data collected in the future, the commonality and differences can be made through 

data analysis, b) visitors’ behavioral patterns and characteristics can be highlighted by 
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longitudinal analysis or multiple regression estimation, and c) the validation of factor 

indicators and modification of the event CBBE model in the further studies.  

 

5.6 Conclusion 

This study aimed to establish a theoretical event CBBE concept in a more explicit 

manner for which the key components of the brand equity were evaluated from customer 

perspectives in the tourism event context. The main contributions of this study presented a 

big step forward from brand image to brand equity in the hospitality academic field. More 

importantly, this significant movement explored an adequate and useful measurement in 

assessing event CBBE in the future. 

Overall, the pattern of results provided empirical evidences to support a number of the 

assumptions of which event branding process was established and the event CBBE model 

was evaluated through visitors’ event experiences. The proposed event CBBE model with 

five constructs (event brand awareness, event brand image, event brand quality, event brand 

value, and event brand quality) provides both theoretical and managerial framework for 

analyzing and controlling the valuable implement of event brand development. Meanwhile, 

the key findings of the present study provided a valuable guideline for both public and 

private organizations. Selecting one or more of these five dimensions to focus will provide 

event marketers with a more efficient management of the event brands and improve branding 

an event brand to accomplish the purpose desired.  

Additionally, branding an event brand was a long-term task. Particularly, most of event 

marketers depended on mass media to boost tourists’ attention for repeat visitations. However, 

the outcomes of using certain typologies of communication may not result in what event 
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marketers anticipate. It is recommended that event marketers should thoughtfully select 

distribution channels. In addition to frequent use of TV commercials or radio broadcasting, 

other supporting activities for which involvement in social, cultural, sports, and public events 

can be desirable means for tourists to aware of and recall an event brand in a long run. 

Nevertheless, event organizers should pay more attention to potential costs and assess 

management affectivities as an integral part of event tourism planning and marketing strategy 

developing.  
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I. The following questions intent to measure your perception of the “Taichung Mazu 

International Tourism & Cultural Event”. Using the scale below, where “1” means 
“Strongly Disagree” and “7” means “Strongly Agree”, please circle only one response 
for each statement.  

 

No.  Strongly 
Disagree 

 Strongly 
Agree 

1 Visiting this event reflects who I am. 1 2 3 4 5 6 7 
2 This event is worth the money that I would pay to attend it.  1 2 3 4 5 6 7 
3 The characteristics of this event catch my attention quickly. 1 2 3 4 5 6 7 
4 Visiting this event makes me feel happy. 1 2 3 4 5 6 7 
5 People similar to me visit this event. 1 2 3 4 5 6 7 
6 This event fits my personality. 1 2 3 4 5 6 7 
7 Visiting this event helps me create a good impression.  1 2 3 4 5 6 7 
8 I would advise other people to visit this event. 1 2 3 4 5 6 7 
9 This event has a good name & reputation. 1 2 3 4 5 6 7 
10 I am proud to visit this event. 1 2 3 4 5 6 7 
11 I have seen a lot of advertising for this event.  1 2 3 4 5 6 7 
12 Visiting this event helps me get approval from others. 1 2 3 4 5 6 7 
13 This event provides quality experiences. 1 2 3 4 5 6 7 
14 I am emotionally attached to this event. 1 2 3 4 5 6 7 
15 This event is my preferred choice for a vacation. 1 2 3 4 5 6 7 
16 This event offers a clean environment of good quality.  1 2 3 4 5 6 7 
17 The image of this event is consistent with my own self-image. 1 2 3 4 5 6 7 
18 Visiting this event is economical.  1 2 3 4 5 6 7 
19 This event is very well known. 1 2 3 4 5 6 7 
20 Visiting this event gives me a sense of well-being.  1 2 3 4 5 6 7 
21 When I am thinking of a religious event, this event comes to my 

mind immediately.  
1 2 3 4 5 6 7 

22 This event provides tourist services of consistent quality. 1 2 3 4 5 6 7 
23 Visiting this event helps me be accepted by others.  1 2 3 4 5 6 7 
24 My friends would think highly of me if I visited this event.  1 2 3 4 5 6 7 
25 I enjoy visiting this event. 1 2 3 4 5 6 7 
26 This event provides high quality lodging. 1 2 3 4 5 6 7 
27 Overall, I am loyal to this event. 1 2 3 4 5 6 7 
28 This event provides a high level of personal safety. 1 2 3 4 5 6 7 
29 I intend to visit this event within the next 3 years.  1 2 3 4 5 6 7 
30 From this event’s services, I can expect successful outcomes.  1 2 3 4 5 6 7 
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II. Please respond to the following  
 
1. How many times have you visited the “Taichung Mazu International Tourism & Cultural 

Event”? __________ Times (including this time) 
 

2. Did you visit this event last year? 

□ Yes        □ No 

3. Do you want to visit this event again next year? 

□ Yes        □ No 

4. Are you a Mazu believer?  

□ Yes        □ No        □ Prefer not to answer  

5. What is your gender? 

□ Male       □ Female 

6. What age group are you in? 

□ Under 20    □ 20~29    □ 30~39    □ 40~49    □50~59     □ 60~69    □ Above 70 

7. Please indicate your highest educational level:  

□ No college                                       □ Bachelor’s degree  

□ Some college/associate degree       □ Graduate degree  

8. Please indicate your marital status 

□ Single (never married)   □ Single (divorced, separated, or widowed)    

□ Married                         □ Other 

9. Please indicate your annual household income 

□ Under NT$400,000                     □ NT$800,001 ~ NT$1,000,000 
□ NT$400,001 ~ NT$600,000       □ Over NT$1,000,000 
□ NT$600,001 ~ NT$800,000 
 

10. Please indicate how you primarily get around during this event  

□ Walking     □ Bicycle     □ Motorcycle     □ Automobile      □ Bus      □ Other 
 

11. What is your home zip code?  __________________    
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Appendix B – Questionnaire 

 
Chinese version 
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第一部分: 下列問題的目的是要測量您對“台中媽祖國際觀光文化節”的看法。請依據

下列級別回答問題，“1 ” 表示 “非常不同意”， “7 ” 表示 “非常同意”。每個

問題以圈選一個選項為限。 

 

編號 
 非常不

同意 

 非常 

同意 

1 參加媽祖文化節可以反映出真實的自我 1 2 3 4 5 6 7 
2 考慮到我為這趟旅程的付出，參加媽祖文化節是物超所值 1 2 3 4 5 6 7 
3 媽祖文化節的特色很快的吸引我的注意力 1 2 3 4 5 6 7 
4 參加媽祖文化節使我愉快 1 2 3 4 5 6 7 
5 和我類似的人都參加媽祖文化節 1 2 3 4 5 6 7 
6 媽祖文化節適合我的個性  1 2 3 4 5 6 7 
7 參加媽祖文化節可以得到他人對我的良好印象 1 2 3 4 5 6 7 
8 我會建議其他人來參加媽祖文化節 1 2 3 4 5 6 7 
9 媽祖文化節的名聲很好 1 2 3 4 5 6 7 
10 我感到驕傲能參加媽祖文化節 1 2 3 4 5 6 7 
11 我看過很多關於媽祖文化節的廣告  1 2 3 4 5 6 7 
12 參加媽祖文化節讓我被社會其他人認可 1 2 3 4 5 6 7 
13 媽祖文化節提供有品質的旅遊經驗 1 2 3 4 5 6 7 
14 我對媽祖文化節有情感上的聯繫 1 2 3 4 5 6 7 
15 媽祖文化節是我在假期時的優先選擇 1 2 3 4 5 6 7 
16 媽祖文化節提供高水準整潔的環境 1 2 3 4 5 6 7 
17 媽祖文化節的形象與我的自我形象相符合 1 2 3 4 5 6 7 
18 參加媽祖文化節不需要花太多錢  1 2 3 4 5 6 7 
19 媽祖文化節很有名 1 2 3 4 5 6 7 
20 參加媽祖文化節使我感受到平安康樂 1 2 3 4 5 6 7 
21 當我想到宗教節慶活動時，我馬上能聯想到媽祖文化節 1 2 3 4 5 6 7 
22 媽祖文化節提供的觀光旅遊服務品質是穩定的 1 2 3 4 5 6 7 
23 參加媽祖文化節使我感覺到被他人接受  1 2 3 4 5 6 7 
24 如果我參加媽祖文化節，我的朋友將對我有很高的評價 1 2 3 4 5 6 7 
25 我很享受參加媽祖文化節 1 2 3 4 5 6 7 
26 媽祖文化節提供高品質的住宿 1 2 3 4 5 6 7 
27 整體來說，我是媽祖文化節的忠實參加者 1 2 3 4 5 6 7 
28 媽祖文化節保障高水準的個人安全 1 2 3 4 5 6 7 
29 我打算三年內還要來參加媽祖文化節 1 2 3 4 5 6 7 
30 從媽祖文化節提供的服務來看，我可以期待它會有很好的成

果表現 

1 2 3 4 5 6 7 
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第二部分: 請回答下列問題  

 
1. 請問這是您第幾次參加“台中媽祖國際觀光文化節”? (含此次) ____________ 次 

 
2. 請問您去年有參加媽祖文化節嗎? 

□ 是        □ 否 

 

3. 請問您明年還會再來參加媽祖文化節嗎? 

□ 是        □ 否 

 

4. 請問您是媽祖的信徒嗎? 

□ 是        □ 否        □ 不作答 

 

5. 請問您的性別是? 

 □ 男性      □ 女性 

  

6. 請問您的年齡範圍? 

 □ 20歲以下 □ 20~29歲  □ 30~39歲 □ 40~49歲 □ 50~59歲  

□ 60~69歲 □ 超過 70歲 

  

7. 請說明您的教育程度 

□ 高中、職 (含以下)畢業   □ 專科畢業   □ 大學畢業   □ 研究所畢業 

 

8. 請說明您的婚姻狀態 

 □ 單身 (從未結婚)   □ 單身(離婚，分居或喪偶)  □ 已婚     □ 其他 

  

9. 請說明您家庭的年收入 

 □ 低於 40萬 台幣                  □ 80萬零一元~100萬台幣 

 □ 40萬零一元~ 60萬台幣           □ 超過 100萬台幣 

 □ 60萬零一元~新台幣 80萬台幣 

  

10. 請問您參加這次媽祖文化節過程中所搭乘的主要交通工具 

 □ 徒步    □ 腳踏車     □ 摩托車     □ 汽車    □ 巴士    □ 其他 

  

11. 請問您居住地的郵遞區號是  ________________ 

 

『本問卷到此結束，請您確定有無遺漏之處，再次謝謝您的耐心填答、合作，更感謝

您對學術研究的支持。』 
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April 11, 2011  

Dr. Jingxue Yuan Nutrition, Hospitality and Retailing (NHR) Mail Stop: 1240  

Regarding: 502859 A Multidimensional Model of Customer-Based Brand 
Equity and Its Application to Religious Events: The Case of Mazu  

Dr. Jingxue Yuan:  

The Texas Tech University Protection of Human Subjects Committee approved your 
claim for an exemption for the proposal referenced above on April 11, 2011.  

Exempt research is not subject to continuing review. However, any modifications that (a) 
change the research in a substantial way, (b) might change the basis for exemption, or 
(c) might introduce any additional risk to subjects must be reported to the IRB before 
they are implemented.  

To report such changes, you must send a new claim for exemption or a proposal for 
expedited or full board review to the IRB. Extension of exempt status for exempt 
projects that have not changed is automatic.  

The IRB will send annual reminders that ask you to update the status of your research 
project. Once you have completed your research, you must inform the Coordinator of 
the Committee either by responding to the annual reminder or by notifying the 
Coordinator by memo or e-mail (donna.peters@ttu.edu

Sincerely, 

) so that the file for your project 
can be closed.  

 
 
 

Rosemary Cogan, Ph.D., ABPP Protection of Human 
Subjects Committee  

Box 41075 | Lubbock, Texas 79409-1075 | T 806.742.3905 | F 806.742.3947 | www.vpr.ttu.edu An  
EEO/Affirmative Action Institution  
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Guidance for Training Survey Assistants 

Survey assistants help surveyor collect questionnaires about the “Taichung City Mazu 

International Tourism and Cultural Event” through April 16 to 18, 2011. They are generally 

responsible for loading survey tools and questionnaires into vehicles for transport to sites, 

assisting in conducting the survey, and attending pre-survey meeting. Each site allocates two 

assistants who work as a team and help each other during survey. When working in the site, 

survey assistants should perform the following procedures:  

 Approach and introduce him/her to the event visitors courteously. 

 Express the survey is for academic usage only and outline that it is voluntary and 

confidential.  

 Introduce the purpose of the survey to the event visitors. 

 Ensure the event visitors to meet data screening criteria: a) their age over 18 years, b) 

they had visited the “Taichung City Mazu International Tourism and Cultural Event”. 

 Ask the event visitors to fill in a questionnaire. 

 Read information sheet to the participants and express they may withdraw the survey 

at anytime.  

 Enable to answer questions regarding to questionnaire.  

 Maintain collected questionnaires in systematic order. 
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Survey assistants should check their survey tools and questionnaires in the pre-survey 

meeting including the following items. 

 50 questionnaires 

 50 information sheets 

 1 shoulder bag 

 10 pencils 

 10 clip board 

 Emergency contact information 

 2 bottles of water 
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Appendix E – The List of Item Abbreviation 
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The List of Item Abbreviation 

Abbreviation Terminology 

CBBE Customer-based Brand Equity 

CFA Confirmatory Factor Analysis 

CFI Comparative Fit Indices 

EBA Event Brand Awareness 

EBI Event Brand Image 

EBL Event Brand Loyalty 

EBQ Event Brand Quality 

EBV Event Brand Value 

MAR Missing At Random 

MCAR Missing Completely At Random 

MI Modification Index 

ML Maximum Likelihood 

MTMM Multitrait-Multimethod Matrix 

RMSEA Root Mean Square Error of Approximation 

SEM Structural Equation Modeling 

SRMR Standardized Root Mean Square Residual 

TLI Tucker-Lewis Index or Non-normed Fit Index 

 


	title page
	cover page
	ACKNOWLEDGMENTS

	Final version-1104
	The main purpose of the study was to develop a theoretical model of which adopted from Customer-based Brand Equity (CBBE) concept in application on an event brand. The measurement of testing all scales was demonstrated on working backward through the ...
	To approach the objectives of the study, survey instruments had been developed with a two-section questionnaire, 11-item form demographic information of respondents and a 30-item hypothesized model measurement scale. In addition, this chapter included...
	The last part of this chapter exhibited the method of collecting and analyzing the data set. The structural equation modeling (SEM) technique was used to analyze the hypothesized model. Based on Brown (2006) and Schreiber (2008), the structural equati...


