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Abstract 

Destination personality plays a crucial role in understanding tourist’s intention to travel 

to the place. This study focuses on identifying perceptions of Hong Kong’s personality traits 

as a travel destination. Specifically, it attempts to recognize variety of impressions that 

travellers who have visited the city, communicate with others on the travel platform 

TripAdvisor. This is undertaken by analysing the content of  704 social media posts describing 

15 famous tourist attractions located in Hong Kong. Diverse destination personality dimensions 

found in the literature were adopted. New dimensions specific to the selected location were 

discovered. The results of this part of the study identified four perceived dimensions of Hong 

Kong destination personality, including Excitement, Competence, Liveliness and Peacefulness. 

They were the most frequently observed among the sampled social media posts. Liveliness, 

which refers to vibrant and diverse ambience of the city, is an original dimension no identified 

in the literature. All four dimensions are adopted in the second part of the study. The objective 

is to consider how these dimensions influence actual, ideal, social and ideal social aspects of 

self-congruity. In this framework, self-congruity can be defined as the match between one’s 

individual self-concept and the destination personality which individuals experience when 

building tourist-destination relationships.  

The majority of studies investigating the links between these notions did not review 

two aspects of self-congruity – private and public – separately, and rather, considered it as one 

construct. The original idea of this study is that the private and public aspects of self-congruity, 

and their subsequent relationship with communicating travel experience were analyzed 

independently. Travelers who are digitally active often communicate their impressions of 

visited destinations on diverse platforms, including TripAdvisor. Prior research shows that the 

self-congruity may positively influence the degree of online platforms usage and therefore 

determine the extent of communicating travel experience online. Tourists who regularly create 



and upload posts, pictures or videos, increase the visibility of the destination and encourage 

other persons to consider that travel destination.  

Another aim of this study is to investigate which attributes of traveler’s behavior – 

private (represented by actual and ideal self-congruities) or public (social and ideal-social self-

congruities) more significantly influence the extent of communicating travel experience online. 

Although previous investigation looked into the relationships between self-congruity and 

intensity of using digital networks, it did not particularly focus on communicating travel 

experience online. Presented research investigates the consequences of creating posts with 

regards to Hong Kong tourist’s attractions and their possible impact on perceived social value 

as well as interpersonal connections on online platforms. In the context of this study, perceived 

social value refers to the level of social approval received by individuals who decided to share 

their travel experiences with travel platform users. Interpersonal connections on the other hand, 

consider the outcome of establishing new relationships or maintaining existing relationship 

through communicating travel experience online. A theoretical model was proposed that had 

seven hypotheses relating to the key variables of perceived Hong Kong personality, private 

self-congruity, public self-congruity, creation of content online, perceived social value and 

interpersonal connection on social media platforms.  

In the first part of the study, content analysis of social media posts among those tourists 

who visited Hong Kong in 2019 and before evaluates Hong Kong perceived personality traits. 

Wilcoxon Signed Rank Test and Phi correlation coefficient were used to measure the degree 

of relationships between different dimensions of perceived destination personalities of Hong 

Kong. In the second part of the study, 700 social media users who visited Hong Kong for 

tourism-oriented purposes and communicated their travel experience completed an online 

survey during the period of April to August 2021. The sample was a purposive non-probability 

sample. The Confirmatory Factor Analysis (CFA) and Structural Equation Models (SEM) were 



used to test the proposed theoretical model. The results of the second part of the study revealed 

that although perceived Hong Kong personality positively influences private self-congruity, it 

does not influence public self-congruity. In contrast to private self-congruity, public self-

congruity positively influences the creation of online content. Finally, the creation of online 

content positively influences perceived social value as well as interpersonal connections on 

social media platforms.  

The findings of both studies will assist tourism organizations as well as 

communication practitioners to better recognize both the physical and emotional needs of 

visitors to Hong Kong. Due to vast amount of online content presenting users feelings 

regarding specific destination, travel industry can learn more about the perceived personality 

of the travel destination in tourist’s eyes. They gain the opportunity to apply this knowledge 

in favour of improving already established communication strategies and create new ones, 

unique to that travel destination. 

 


