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Åstrøm, J. K. (2019). Why theming? Identifying the purposes of theming in tourism. Journal of Quality

Assurance in Hospitality & Tourism, 21(3), 245–266.
Atadil, H. A., Sirakaya-Turk, E., Baloglu, S., & Kirillova, K. (2017). Destination neurogenetics:

Creation of destination meme maps of tourists. Journal of Business Research, 74, 154–161.
http://doi.org/10.1016/j.jbusres.2016.10.028

Atalay, A. S., Bodur, H. O., & Rasolofoarison, D. (2012). Shining in the centre: Central gaze cascade
effect on product choice. Journal of Consumer Research, 39(4), 848–866.

Atance, C. M., & O’Neill, D. K. (2005). The emergence of episodic future thinking in humans.
Learning and Motivation, 36(2), 126–144.

Atkinson, R. C., & Shiffrin, R. M. (1968). Human memory: A proposed system and its control pro-
cesses. In Psychology of learning and motivation (pp. 89–195). Academic Press.

Avnet, T., Pham, M. T., & Stephen, A. T. (2012). Consumers’ trust in feelings as information. Journal
of Consumer Research, 39(4), 720–735.

Azevedo, A. (2010). Designing unique and memorable experiences: Co-creation and the surprise factor.
International Journal of Hospitality and Tourism Systems, 3(1), 42–54.

Azima, S., Jafari, P., Motie Nasrabadi, A., & Sammaknejad, N. (2021). Evaluating consumers’
emotional, cognitive, and behavioral responses to nostalgic stimuli in advertising: A mix
method study. Consumer Behavior Studies Journal, 8(3), 140–171.

Baars, B. J. (1993). A cognitive theory of consciousness. Cambridge University Press.
Baars, B. J. (2002). The conscious access hypothesis: Origins and recent evidence. Trends in Cognitive

Sciences, 6(1), 47–52.
Baars, B. J. (2005). Global workspace theory of consciousness: Toward a cognitive neuroscience of

human experience. Progress in Brain Research, 150, 45–53.
Baars, B. J., & Franklin, S. (2003). How conscious experience and working memory interact. Trends in

Cognitive Sciences, 7(4), 166–172.
Baars, B. J., & Gage, N. M. (2010). Cognition, brain and consciousness. Introduction to cognitive

neuroscience (2nd ed.). Elsevier Ltd.
Babakhani, N., Randle, M., & Dolnicar, S. (2020). Do tourists notice social responsibility information?

Current Issues in Tourism, 23(5), 559–571.
Babin, B., Darden, W., & Griffin, M. (1994). Work and/or fun: Measuring hedonic and utilitarian

shopping value. Journal of Consumer Research, 20(4), 644–656.
Baer, R. A. (2003). Mindfulness training as a clinical intervention: A conceptual and empirical review.

Clinical Psychology: Science and Practice, 10(2), 125–143. https://doi.org/10.1093/clipsy.bpg015
Baer, R. A. (2009). Assessment of mindfulness (pp. 153–168). Springer New York.
Baer, R. A. (2011). Measuring mindfulness. Contemporary Buddhism, 12(1), 241–261.
Baggio, R., Scott, N., & Cooper, C. (2010). Network science–A review with a focus on tourism. Annals

of Tourism Research, 37(3), 802–827.
Bagozzi, R. P., Baumgartner, H., & Pieters, R. (1998). Goal-directed emotions. Cognition & Emotion,

12(1), 1–26.
Bagozzi, R. P., Gopinath, M., & Nyer, P. U. (1999). The role of emotions in marketing. Journal of the

Academy of Marketing Science, 27(2), 184–206.

References 327

doi:https://doi.org/10.1215/03335372-7558052
http://dx.doi.org/10.1016/j.jbusres.2016.10.028
doi:https://doi.org/10.1093/clipsy.bpg015


Bagozzi, R. P., & Utpal, D. (1999). Goal setting and goal striving in consumer behavior. Journal of
Marketing, 63(4), 19–32.

Bai, X., Yan, G., Liversedge, S. P., Zang, C., & Rayner, K. (2008). Reading spaced and unspaced
Chinese text: Evidence from eye movements. Journal of Experimental Psychology: Human
Perception and Performance, 34(5), 1277–1287.

Bainbridge, W. A., Dilks, D. D., & Oliva, A. (2017). Memorability: A stimulus-driven perceptual
neural signature distinctive from memory. NeuroImage, 149, 141–152. https://doi.org/10.1016/j.
neuroimage.2017.01.063

Baird, T. R., & Wahlers, R. G. (2007). Non-recognition of print advertising: Emotion arousal and
gender effects. Journal of Marketing Communications, 13(1), 39–57. https://doi.org/10.1080/
13527260600942616

Baker, J. (1986). The role of the environment in marketing services: The consumer perspective. In J. A.
Czepiel, A. Carole, C. A. Congram, & J. Shanahan (Eds.), The services challenge: Integrating
for competitive advantage (pp. 79–84). American Marketing Association.

Baker, J. P., & Berenbaum, H. (2007). Emotional approach and problem-focused coping: A com-
parison of potentially adaptive strategies. Cognition & Emotion, 21(1), 95–118.

Bakker, I., van der Voordt, T., Vink, P., & de Boon, J. (2014). Pleasure, arousal, dominance: Meh-
rabian and Russell revisited. Current Psychology, 33(3), 405–421.

Balaji, M. S., Roy, S. K., & Quazi, A. (2017). Customers’ emotion regulation strategies in service
failure encounters. European Journal of Marketing, 51(5/6), 960–982.

Ballantyne, R., Packer, J., Hughes, K., & Dierking, L. (2007). Conservation learning in wildlife
tourism settings: Lessons from research in zoos and aquariums. Environmental Education
Research, 13(3), 367–383. https://doi.org/10.1080/13504620701430604

Ballantyne, R., Packer, J., & Sutherland, L. A. (2011). Visitors’ memories of wildlife tourism: Impli-
cations for the design of powerful interpretive experiences. Tourism Management, 32(4),
770–779.

Baloglu, S., & McCleary, K. (1999). US international pleasure travelers’ images of four mediterranean:
A comparisons of visitors and non-visitors. Journal of Travel Research, 38(2), 144–152.

Baloglu, S., & McCleary, K. W. (1999). A model of destination image formation. Annals of Tourism
Research, 26(4), 868–897.

Balota, D. A. (2000). Cognition. In A. Kazdin (Ed.), Encyclopedia of psychology (Vol. 2, pp. 131–132).
American Psychological Association.

Bandura, A. (1986). Social foundations of thought and action: A social cognitive theory. Prentice-Hall,
Inc.

Bandura, A. (1994). Self-efficacy. In V. S. Ramachaudran (Ed.), Encyclopedia of human behavior (Vol.
4, pp. 71–81). Academic Press.

Bandura, A. (1997). Self-efficacy: The exercise of control. Freeman.
Bandura, A., & Schunk, D. H. (1981). Cultivating competence, self-efficacy, and intrinsic interest

through proximal self-motivation. Journal of Personality and Social Psychology, 41(3),
586–598.

Banich, M. T. (2009). Executive function: The search for an integrated account. Current Directions in
Psychological Science, 18(2), 89–94.

Bargh, J. A. (2002). Losing consciousness: Automatic influences on consumer judgment, behavior, and
motivation. Journal of Consumer Research, 29(2), 280–285.

Bargh, J. A. (2006). What have we been priming all these years? On the development, mechanisms, and
ecology of nonconscious social behavior. European Journal of Social Psychology, 36(2),
147–168.

Bargh, J. A., & Ferguson, M. J. (2000). Beyond behaviorism: On the automaticity of higher mental
processes. Psychological Bulletin, 126(6), 925–945. https://doi.org/10.1037/0033-2909.126.6.925

Bargh, J. A., & Gollwitzer, P. M. (1994). Environmental control of goal-directed action: Automatic
and strategic contingencies between situations and behavior. In W. D. Spaulding (Ed.),
Integrative views of motivation, cognition, and emotion (pp. 71–124). University of Nebraska
Press.

328 REFERENCES

https://doi.org/10.1016/j.neuroimage.2017.01.063
https://doi.org/10.1016/j.neuroimage.2017.01.063
doi:https://doi.org/10.1080/13527260600942616
doi:https://doi.org/10.1080/13527260600942616
https://doi.org/10.1080/13504620701430604
https://doi.org/10.1037/0033-2909.126.6.925


Bargh, J. A., & Huang, J. Y. (2009). The selfish goal. In G. B. Moskowitz & H. Grant (Eds.), The
psychology of goals (pp. 127–150). Guildford Press.

Bargh, J. A., & Morsella, E. (2008). The unconscious mind. Perspectives on Psychological Science, 3(1),
73–79.

Barnett, L. A. (2013). What people want from their leisure: The contributions of personality facets in
differentially predicting desired leisure outcomes. Journal of Leisure Research, 45(2), 150–191.

Barrett, L. F. (2017). The theory of constructed emotion: An active inference account of interoception
and categorization. Social Cognitive and Affective Neuroscience, 12(1), 1–23.

Barrett, L. F., Mesquita, B., Ochsner, K. N., & Gross, J. J. (2007). The experience of emotion. Annual
Review of Psychology, 58, 373–403. https://doi.org/10.1146/annurev.psych.58.110405.085709

Barrett, L. F., & Russell, J. A. (2014). The psychological construction of emotion. Guilford Publications.
Barsalou, L. W. (2008). Grounded cognition. Annual Review of Psychology, 59, 617–645.
Barsalou, L. W. (2014). Cognitive psychology: An overview for cognitive scientists. Psychology Press.
Barsalou, L. W. (2020). Challenges and opportunities for grounding cognition. Journal of Cognition,

3(1), 1–24. https://doi.org/10.5334/joc.116
Bartels, K. (2013). Public encounters: The history and future of face-to-face contact between public

professionals and citizens. Public Administration, 91, 469–483.
Bartlett, F. C. (1932). Remembering. Cambridge University Press.
Barto, A., Mirolli, M., & Baldassarre, G. (2013). Novelty or surprise? Frontiers in Psychology, 4(907),

1–15.
Bastiaansen, M., Lub, X. D., Mitas, O., Jung, T. H., Ascenção, M. P., Han, D.-I., Moilanen, T., Smit,

B., & Strijbosch, W. (2019). Emotions as core building blocks of an experience. International
Journal of Contemporary Hospitality Management, 31(2), 651–668.

Bastiaansen, M., Mazaheri, A., & Jensen, O. (2012). Beyond ERPs: Oscillatory neuronal dynamics. In
S. Luck & E. Kappenman (Eds.), Oxford handbook of event-related potential components (pp.
31–49). Oxford University Press.

Bastiaansen, M., Oosterholt, M., Mitas, O., Han, D., & Lub, X. (2022). An emotional roller coaster:
Electrophysiological evidence of emotional engagement during a roller-coaster ride with virtual
reality add-on. Journal of Hospitality & Tourism Research, 46(1), 29–54.

Bastiaansen, M., Straatman, S., Driessen, E., Mitas, O., Stekelenburg, J., & Wang, L. (2018). My
destination in your brain: A novel neuro marketing approach for evaluating the effectiveness of
destination marketing. Journal of Destination Marketing & Management, 7, 76–88.

Bastiaansen, M., Straatman, S., Mitas, O., Stekelenburg, J., & Jansen, S. (2022). Emotion measure-
ment in tourism destination marketing: A comparative electroencephalographic and behavioral
study. Journal of Travel Research, 61(2), 252–264.

Batra, R., & Ahtola, O. T. (1991). Measuring the hedonic and utilitarian sources of consumer attitudes.
Marketing Letters, 2(2), 159–170.

Baumeister, R. F., Vohs, K. D., & Oettingen, G. (2016). Pragmatic prospection: How and why people
think about the future. Review of General Psychology, 20(1), 3–16.

Beall, J. M., Boley, B. B., Landon, A. C., & Woosnam, K. M. (2020). What drives ecotourism:
Environmental values or symbolic conspicuous consumption? Journal of Sustainable Tourism,
29(8), 1215–1234. https://doi.org/10.1080/09669582.2020.1825458

Beard, J., & Ragheb, M. (1983). Measuring leisure motivation. Journal of Leisure Research, 15(3),
219–228.

Bec, A., Moyle, B., Timms, K., Schaffer, V., Skavronskaya, L., & Little, C. (2019). Management of
immersive heritage tourism experiences: A conceptual model. Tourism Management, 72,
117–120.

Becken, S., & Kaur, J. (2021). Anchoring “tourism value” within a regenerative tourism paradigm–A
government perspective. Journal of Sustainable Tourism, 30(1), 52–68. https://doi.org/10.1080/
09669582.2021.1990305

Belk, R. W. (1974). An exploratory assessment of situational effects in buyer behavior. Journal of
Marketing Research, 11(2), 156–163.

Belk, R. W. (1975). The objective situation as a determinant of consumer behavior. ACR North
American Advances, 2, 427–438.

References 329

doi:https://doi.org/10.1146/annurev.psych.58.110405.085709
doi:https://doi.org/10.5334/joc.116
https://doi.org/10.1080/09669582.2020.1825458
doi:https://doi.org/10.1080/09669582.2021.1990305
doi:https://doi.org/10.1080/09669582.2021.1990305


Bellman, S., & Rossiter, J. R. (2004). The website schema. Journal of Interactive Advertising, 4(2),
38–48.

Ben-Zur, H. (2009). Coping styles and affect. International Journal of Stress Management, 16(2),
87–101.

Benn, Y., Webb, T. L., Chang, B. P., Sun, Y. H., Wilkinson, I. D., & Farrow, T. F. (2014). The neural
basis of monitoring goal progress. Frontiers in Human Neuroscience, 8, 688. https://doi.org/10.
3389/fnhum.2014.00688
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Čavlek, N. (2015). Experiential learning in tourism education. In Tourism education: Global issues and

trends (pp. 101–113). Emerald Group Publishing Limited.
Chaitin, J. (2003). Narratives and story-telling. In G. Burgess & H. Burgess (Eds.), Beyond intractability,

conflict information consortium. University of Colorado. http://www.beyondintractability.org/
essay/narratives

Chalmers, D. J. (1998). The problems of consciousness. In H. Jasper, L. Descarries, V. Castellucci, &
S. Rossignol (Eds.), Consciousness: At the frontiers of neuroscience. Advances in neurology (pp.
7–18). Lippincott-Raven Press.

Chandralal, L., & Valenzuela, F. R. (2013). Exploring memorable tourism experiences: Antecedents
and behavioural outcomes. Journal of Economics, Business and Management, 1(2), 177–181.

Chaney, D. W. (2013). An overview of the first use of the terms cognition and behavior. Behavioral
Sciences, 3(1), 143–153.

Chang, C. (2013). Imagery fluency and narrative advertising effects. Journal of Advertising, 42(1),
54–68. https://doi.org/10.1080/00913367.2012.749087

Charatsari, C. (2014). Collecting and using autobiographical memories in rural social research: A step-
by-step guide. Journal of Agricultural & Food Information, 15(1), 19–41.

Chekalina, T., Fuchs, M., & Lexhagen, M. (2014). A value co-creation perspective on customer-based
brand equity model for tourism destinations–A case from Sweden. Matkailututkimus, 10(1),
8–24.

Chen, G., Bao, J., & Huang, S. (2014). Segmenting Chinese backpackers by travel motivations.
International Journal of Tourism Research, 16(4), 355–367.

Chen, H., & Rahman, I. (2018). Cultural tourism: An analysis of engagement, cultural contact,
memorable tourism experience and destination loyalty. Tourism Management Perspectives, 26,
153–163.

Chen, L. I.-L. (2022). Traversing the time of COVID-19 lockdown with mindful leisure. Wakayama
Tourism Review, 2, 30–33. https://doi.org/10.19002/10.19002.2.30

334 REFERENCES

doi:https://doi.org/10.1093/clipsy/bpg015
doi:https://doi.org/10.4324/9780203390498
doi:https://doi.org/10.1080/08961530.2011.543055
doi:https://doi.org/10.1080/08961530.2011.543055
doi:https://doi.org/10.1038/nclimate2339
doi:https://doi.org/10.1038/nclimate2339
doi:https://doi.org/10.1080/14616688.2020.1768434
http://www.beyondintractability.org/essay/narratives
http://www.beyondintractability.org/essay/narratives
doi:https://doi.org/10.1080/00913367.2012.749087
https://doi.org/10.19002/10.19002.2.30


Chen, G., So, K. K. F., Hu, X., & Poomchaisuwan, M. (2022). Travel for affection: A stimulus-
organism-response model of honeymoon tourism experiences. Journal of Hospitality & Tourism
Research, 46(6), 1187–1219.

Chen, Z., King, B., & Suntikul, W. (2020). Co-creation of value for cultural festivals: Behind the scenes
in Macau. Tourism Recreation Research, 45(4), 430–444.

Chen, T. (2015). The persuasive effectiveness of mini-films: Narrative transportation and fantasy
proneness. Journal of Consumer Behaviour, 14(1), 21–27.

Chen, L. I.-L., Scott, N., & Benckendorff, P. (2014). An exploration of mindfulness theories in eastern
and western philosophies. In P. M. Chien (Ed.), Proceedings of the 24th council for Australasian
university tourism and hospitality education (CAUTHE) annual conference (pp. 164–175). The
University of Queensland.

Chen, L. I.-L., Scott, N., & Benckendorff, P. (2017). Mindful tourist experiences: A Buddhist
perspective. Annals of Tourism Research, 64, 1–12. https://doi.org/10.1016/j.annals.2017.01.013

Cheong, Y., & Kim, K. (2011). The interplay between advertising claims and product categories in
food advertising: A schema congruity perspective. Journal of Applied Communication Research,
39(1), 55–74.

Cherif, H., & Miled, B. (2013). Are brand communities influencing brands through co-creation? A
cross-national example of the brand AXE: In France and in Tunisia. International Business
Research, 6(9), 14–29.

Cheung, S. Y., Mak, J. Y., & Dixon, A. W. (2016). Elite active sport tourists: Economic impacts and
perceptions of destination image. Event Management, 20(1), 99–108.

Chi, O. H., & Chi, C. G. (2022). Reminiscing other people’s memories: Conceptualizing and measuring
vicarious nostalgia evoked by heritage tourism. Journal of Travel Research, 61(1), 33–49.

Chiew, K. S., & Braver, T. S. (2011). Positive affect versus reward: Emotional and motivational
influences on cognitive control. Frontiers in Psychology, 2, 279. https://doi.org/10.3389/fpsyg.
2011.00279

Chirico, A. (2020). Awe. In V. P. Glăveanu (Ed.), The Palgrave encyclopedia of the possible (pp. 1–9).
Springer International Publishing. https://doi.org/10.1007/978-3-319-98390-5_30-1

Chirico, A., Ferrise, F., Cordella, L., & Gaggioli, A. (2018). Designing awe in virtual reality: An
experimental study. Frontiers in Psychology, 8, 2351. https://doi.org/10.3389/fpsyg.2017.02351

Chirico, A., & Gaggioli, A. (2021). The potential role of awe for depression: Reassembling the puzzle.
Frontiers in Psychology, 12, 617715. https://doi.org/10.3389/fpsyg.2021.617715

Chirico, A., Yaden, D., Riva, G., & Gaggioli, A. (2016). The potential of virtual reality for the
investigation of awe. Frontiers in Psychology, 7, 1766. https://doi.org/10.3389/fpsyg.2016.01766

Chirico, A., & Yaden, D. B. (2018). Awe: A self-transcendent and sometimes transformative emotion.
In H. C. Lench (Ed.), The function of emotions (pp. 221–233). Springer. https://doi.org/10.1007/
978-3-319-77619-4_11

Choi, H., & Choi, H. C. (2019). Investigating tourists’ fun-eliciting process toward tourism destination
sites: An application of cognitive appraisal theory. Journal of Travel Research, 58(5), 732–744.

Choi, H. M., Mohammad, A. A., & Kim, W. G. (2019). Understanding hotel frontline employees’
emotional intelligence, emotional labor, job stress, coping strategies and burnout. International
Journal of Hospitality Management, 82, 199–208.

Christian, B., Miles, L., Fung, F., Best, S., & Macrae, N. (2013). The shape of things to come:
Exploring goal-directed prospection. Consciousness and Cognition, 22(2), 471–478.
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Gössling, S., Scott, D., & Hall, C. M. (2020). Pandemics, tourism, and global change: A rapid
assessment of COVID-19. Journal of Sustainable Tourism, 29(1), 1–20.

Goussinsky, R. (2015). Customer aggression felt anger and emotional deviance: The moderating role of
job autonomy. International Journal of Quality and Service Sciences, 7(1), 50–71.

Govers, R., Go, F., & Kumar, K. (2007). Promoting tourism destination image. Journal of Travel
Research, 46(1), 15–23.

Govers, R., Go, F. M., & Kumar, K. (2007). Promoting tourism destination image. Journal of Travel
Research, 46(1), 15–23. https://doi.org/10.1177/0047287507302374

Grabe, M. E., Lang, A., Zhou, S., & Bolls, P. D. (2000). Cognitive access to negatively arousing news:
An experimental investigation of the knowledge gap. Communication Research, 27(1), 3–26.
https://doi.org/10.1177/009365000027001001

Graesser, A., Olde, B., & Klettke, B. (2002). How does the mind construct and represent stories? In M.
Green, J. Strange, & T. Brock (Eds.), Narrative impact: Social and cognitive foundations (pp.
229–262). Lawrence Erlbaum Associates.

Graham, D. J., & Jeffery, R. W. (2011). Location, location, location: Eye-tracking evidence that
consumers preferentially view prominently positioned nutrition information. Journal of the
American Dietetic Association, 111(11), 1704–1711.

Graham, S., & Weiner, B. (1996). Theories and principles of motivation. In D. C. Berliner & R. C.
Calfee (Eds.), Handbook of educational psychology (Vol. 4, pp. 63–84). Macmillan Library
Reference.

Grandey, A. A., & Gabriel, A. S. (2015). Emotional labor at a crossroads: Where do we go from here?
Annual Review of Organizational Psychology and Organizational Behavior, 2(1), 323–349.

Grant, A. M., & Shin, J. (2012). Work motivation: Directing, energizing, and maintaining effort (and
research). In R. M. Ryan (Ed.), The Oxford handbook of human motivation (pp. 505–519).
Oxford University Press.

Grappi, S., & Romani, S. (2012). Emotions that drive consumers away from brands: Measuring
negative emotions toward brands and their behavioral effects. International Journal of Research
in Marketing, 29(1), 55–67. https://doi.org/10.1016/j.ijresmar.2011.07.001

Great Barrier Reef Marine Park Authority (GBRMPA). (2017). Annual report 2017–18. https://hdl.
handle.net/11017/3403

Greenwald, A. G., & Banaji, M. R. (1995). Implicit social cognition: Attitudes, self-esteem, and ste-
reotypes. Psychological Review, 102(1), 4–27.

Greenwald, A. G., McGhee, D. E., & Schwartz, J. L. (1998). Measuring individual differences in
implicit cognition: The implicit association test. Journal of Personality and Social Psychology,
74(6), 1464–1480.
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