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Abstract
The objective of this study basically was to explore the antecedents of behavioral intention to tourists in rural area based upon self-congruity theory
(SCT). However, customers decision-making process is very intricate; it is generally believed that their decision formation can be a clue in comprehending
this process. Specifically, an investigation of the underlying volitional and non-volitional factors affecting customers decisions may provide important
insights into their purchasing decision-making process. Given this, the current study tries to employ the theory of planned behavior (TPB) in order
to gain a better understanding of tourists post-purchasing decision-making formation. Questionnaire survey was employed. The questions in the
questionnaire are based on a review of the literature and specific destination characteristics. The survey instrument was revised and finalized based
on feedback from three tourism experts and a pilot sample of 30 postgraduate students studying in tourism management program in Taiwan.  After
questionnaire survey, 408 valid samples were received and the measurement model and structural model were estimated. The results show that the
model fitness for both SCT and TPB were adequate and all of the hypotheses were statistically supported. The self-image congruity tourist perceived
was the key antecedent when the owner only considering to the SCT and the subjective norm of a tourist would be the better one when considering
to TPB. Furthermore, SCT and TPB is useful tool for predicting tourists intentions and can be merged into a model for B&B industry in rural area.
Finally, the self-image congruity of tourists should be concerned first by the managers. Some suggestions (i.e., the pictures on the internet should be
improved first to fit the actual ones) were offered herewith. This can benefit tourists by enhance their self-image congruity and subjective norm.
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Introduction
In today’s highly competitive market, consumers are not only
surrounded by numerous brands but are also exposed to many
different marketing practices that are developed to differentiate
these brands from their competitors 65. Specifically it is difficult for
B&B owners to compete to resorts, hotel, and theme park because
it’s small scale and the limited capital. How to clarify the motivations
of consumers, enhance their positive attitude and raise their
intentions is an emergent issue for B&B owners in rural area.

Reflecting upon problems mentioned above, researchers have
demonstrated that decision making studies are multi disciplinary
in nature and have evolved from a wide range of fields including
psychology 45, sociology 47, marketing 16, and communication 29.
Different theories or conceptual models (e.g., Theory of Planned
Behavior 3; Goal Hierarchy of Motivation  8; Brand Personality 1;
Self-congruity theory 29) have been proposed for explaining
consumers decisions. For rural tourism,  Yen and Chung 69 have
found that the destination image would be the important variable
for predicting tourist intentions. Few studies, however, unify one
more theory to fully explain decision making. This might be because

consumer behavior is too complex to be meaningfully captured
in a single model 53. Therefore, the current study try to propose
an integrated model, situated in Self-congruity theory (SCT) and
Theory of Planned Behavior (TPB) framework, for explaining
tourists intentions.

As regard to SCT, the concept of self-congruity (SC)originally
implies the consistency between self-image (self-identity) and user
image, personality, or images of the product, brand, and store14, 33,

58, 59. It has been widely used to predict consumer behavior in terms
of satisfaction, loyalty, and brand preference on marketing20, 43, 58,

59, 69and also it exhibited a positive effect on satisfaction with
tourist destinations 13, restaurants 66 and hotels 6, 23, on travel
intentions toward cruises 29 and convention 51 in tourism and
hospitality research. Specifically, SC has been found that the
more likely tourists show the intention of revisiting and positive
referral65. This implies that tourists prefer destinations with images
similar to their self-images, given that they tend to express or
enhance self-identity through destination brand. Understanding
tourists SC toward to a product/brand can benefit firms by
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predicting their intentions.
Moreover, many hospitality and marketing researchers agree

that increasing customers positive pre/post-purchasing decisions
is the key to firms long-term success 23, 39. However, customers
decision-making process is very intricate, it is generally believed
that their decision formation can be a clue in comprehending this
process24, 34. Specifically, an investigation of the underlying
volitional and non-volitional factors affecting customers decisions
may provide important insights into their purchasing decision-
making process 3, 24, 34. Given this, the current study employed the
theory of planned behavior (TPB), an extension of the theory of
reasoned action (TRA) 3, 4, in order to gain a better understanding
of B&B customers post-purchasing decision-making formation.

Self-congruity: Self-congruity can be considered a natural
extension of self-concept. Self-concept (also referred to as self-
image) has been defined as “the totality of individuals thoughts
and feelings having reference to himself as an object 49”. Self
congruity is defined in marketing research as “the match between
consumers self concept and the users image of a given product,
brand, store, etc 33”. Review of tourism image literatures, self
congruity refers to the match between tourists self image and
perceived destination image 51.

With regard to the components of self-congruity, previous
studies have offered more insight. For example, relevant research
works that adopt a multidimensional notion of self-concept in the
field of consumer behavior 30, 40, 56, 57, 58. They have attempted to
explain variables such as satisfaction, loyalty, involvement, and
motivation on the basis of the various perspectives comprising
self-image. In short, four dimensions of self-concept have
traditionally been used to explain and predict consumer behavior21,

22; real self-image or how people see themselves; social self-concept
or how they think others see them; ideal self-identity or how they
would like to see themselves; and ideal social self-concept or how
they would like others to see them.

Because self-concept has been treated as a multidimensional
construct reflecting four major types of self-concept, self-
congruity in turn, has been treated multidimensionally. Four major
types of self-congruity are defined in literature: actual self-
congruity, ideal self-congruity, social self-congruity, and ideal
social self-congruity 56. Therefore, this study defines self-concept
(self-image) as how a tourist hopes others see them. A tourists
self-image comprises their actual, ideal and social selves 55.

Moreover, according to Sirgy, the degree of consistency
between consumers self-concept and that of brand is referred to
as self-image/product image congruity, self-image congruence, or
self-congruity for short 59. The self-congruity theory proposes
that consumer behavior is determined, in part, by a cognitive
matching between value-expressive attributes of a product or
brand and consumer self-concept 61. The self-congruity denotes
the match between destination image and tourist self-image 58.

Furthermore, self-congruity was proved to be an antecedent of
customer attitude toward products 31, 65, travel intentions 29 and a
predictor of their shopping behavior 37. According to functional
attitude theory, one of the important motives for customers in
their purchase behavior is to solidify and express those values
which are important to them57, 60, 61. When customers identify that
the store image is congruent with their self-image, they agree that
the store can represent their identity, and thus, favorable attitudes

will be formed 56. Based on the discussion above, the hypotheses
are proposed as follows:

H1: Self-congruity of a tourist has positive influence on attitude
toward to a B&B.
H2: Self-congruity of a tourist has positive influence on his/her
behavioral intentions to a B&B.

Theory of Planned Behavior: The Theory of Planned Behavior
(TPB), first proposed by Ajzen 2, concerns volitional behavioral
decisions and the motives behind the related behavior. The TPB
has been examined in previous studies in many Asian countries,
including South Korea 28, 35, 44, 63 and China 34, 36, 54, 62, 63. The basic
paradigms of Ajzens TPB are that people are likely to carry out a
particular type of behavior if they believe 2, 3: (1) such behavior
will lead to an outcome they value, (2) their important referents
will value and approve of the behavior and (3) they have the
necessary resources, abilities and opportunities to perform such
behavior34. Specifically, attitudes, subjective norms and perceived
behavioral control influence behavioral intentions.

Attitude: TPB assumes attitude toward a behavior, subjective
norm, and perceived behavioral control are three conceptually
independent determinants of behavioral intention 24. The first
important determinant of behavioral intention is attitude (ATT),
which can be described as “the degree to which a person has a
favorable or unfavorable evaluation or appraisal of the behavior
in question”3. One states that attitude toward a behavior represents
the perceived consequences of the behavior and his/her
evaluation of the significance of the consequences 19. Another
demonstrates that AT is the feelings of favourability or
unfavourability toward performing a behavior 15; represents a
persons overall positive and negative beliefs and evaluations of
the behavior 12. Others argued that an individual tends to possess
a favorable attitude when the outcomes are positively evaluated
and, thus, he/she is likely to engage in that specific behavior 3,11;
a favorable or unfavorable predisposition to respond in a
consistent way toward an object, such as a holiday choice 34, 42. In
other words, tourists attitude toward to B&B is his/her evaluation
of the significance of the consequences/outcomes for lodging in
B&B. Based on the TPB, hypothesis is developed.

Finally, attitude was evidenced to be one of the antecedents of
behavioral intentions in TPB model 32, 38, 67. The greater attitude
toward to a B&B a tourist perceived might have higher probabilities
to influence his/her intention to revisit. Thus, a hypothesis is
proposed as follows:

H3: The attitude toward to a B&B of a tourist has positive
influence on his/her behavioral intentions to a B&B.

Subjective norm: Subjective norm (SN) is an individuals erception
of general social pressures from important others to perform or
not to perform a given behavior 12. SN measures the importance
people attach to reference groups endorsements and peoples
willingness to conform to these groups shared beliefs, attitudes
and choices, such as their holiday choices 42.

As regard to the relationship between SN and ATT, a possible
link was proposed and tested in previous studies 10, 24, 52. Scholar
developed a modified model of the TPB and found that adding the
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path from subjective norm to attitude was essential to improving
the structural model fit 10. Scholar verified that attitude toward a
green hotel is a positive function of a subjective norm; this added
path in the original TPB significantly improved the fit of the model24.
Given this evidence, the current study assumed that ones
perceived social pressure from salient referents to engage in a
certain behavior induces his/her favorable/unfavorable evaluation
of a behavior. Thus, the path from subjective norm to attitude was
added to the proposed model. Hence, hypothesis is developed:

H4: The subjective norm of a tourist has positive influence on
his/her attitude toward to a B&B.

Furthermore, people think about other expectations and their
willingness to comply when they form their own attitudes 48. While
it might be argued that attitudes influence subjective norms, it is
more likely attributes of the social environment will influence
attributes of the person. Other states it is likely social pressure to
act will influence peoples perceptions of the external impediments
to acting 48. As such, the paths from subjective norms to attitudes
and to perceived behavioral control is proposed:

H5: The subjective norm of a tourist has positive influence on
his/her perceived behavioral control.

Finally, it reflects the perceived desire of significant referents to
approve or disapprove of a particular behavior 15. In turn, it is the
social pressures from reference groups to approve or disapprove
of lodging in B&B. Subjective norms was evidenced to be one of
the antecedents of behavioral intentions in TPB model32, 38, 67.
Based on the TPB, hypothesis is developed:

H6: The subjective norm of a tourist has positive influence on
his/her perceived behavioral intentions.

The concept of perceived behavioral control: Perceived
behavioral control (BC) refers to an individuals perception of the
ease or difficulty of performing a behavior 3 and directly affects
intention and behavior. BC is a measure of the difficulty people
attach to the performance of a behavior, such as making holiday
choices34. Another states BC is related to perceptions of internal
and external constraints on performing a behavior 15. In turn, it is
a tourists perception of the ease or difficulty when lodging in
B&B. Based on the TPB, hypothesis is developed:

H7: The perceived behavioral control of a tourist has positive
influence on his/her  perceived behavioral intention.

To sum, the main objective of this study was to establish an
integrated model situated in Self-congruity theory (SCT) and
Theory of Planned Behavior (TPB) framework (Fig.1). Therefore,
the current study will compare the difference among SCT, TPB,
and integrated model. Finally some more implications will be drawn.
A core proposition is that the effect of self-congruity on intentions
depends on the magnitude of TPBs components in the B&B
context. TPB should play a greater role when the effects of SCT
are generated. This proposition, if supported, would (1) augment
existing SCT models which focus mostly on self-congruity, (2)
help to explain variability in the self-congruity-intentions

relationship evidenced in prior research, and (3) provide guidance
to B&B in developing self-congruity-intentions programs.

Methodology
This study aims to identify factors that influence tourists’ intentions
in the B&B industry, and then to determine which factors are of
most and least importance in accounting for tourists behavior. It
is adequate for its purpose is the identification of factors that
influence an outcome to adopt quantitative design based upon
the criteria 17. Furthermore, questionnaire survey will be adopted
for collecting data.

To ensure validity, this study is constructed on the basis of
scales adopted, in large part, from previous studies, using existing
scales for measuring self-image congruity, attitude, subjective
norms, behavioral control and behavioral intentions. Four items
for self-image congruity are distinguished, based on the studies24,

29, 31, 65. The three items adopted for attitude are based on the
studies31. Three items for subjective norms, behavioral
control,behavioral intentionsare drawn from Antón et al.5, He and
Mukherjee25 and Yen68. Likert scales (1-5) with anchors ranging
from “strongly disagree” to “strongly agree” were used for all
questions except attitude. The concept of attitude is measure by
good/bad, pleasure/displeasure, and favorable/unfavorable. All
of these scales have been shown to be reliable and valid, based
upon prior research.

The samples in this study consists of tourists in the
accommodation industry in Kenting, Taiwan. The lack of a
database of the population made it necessary for the researcher
to conduct non-probability techniques to select a sample. A
combination of non-probability convenience and snowball
sampling methods was employed to locate managers for this study.
Even though these techniques are useful to locate members of a
specific group that are difficult to reach, neither convenience nor
snowball sampling is representative of the wider population.
Therefore, a primary limitation of this study relates to the difficulty
in generalising results obtained from this research.

A personal interview method was employed for the survey.
Before collecting data, 6 surveyors were trained for three hours
by researchers in order to familiarize them with the aims and
methods of this survey. Items measuring the various constructs
were incorporated into the questionnaire in order to reduce halo
effects. To ensure that respondents were distributed across ages
and genders, surveyors were assigned particular combinations of
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Figure 1. Research model.
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quota criteria and were allowed to select respondents who matched
these criteria (e.g., friends, family and neighbors). Respondents
were asked to complete the questionnaire and then to describe
the meaning of each question, to explain their answers, and to
state any problems they encountered while answering questions.
Some questionnaires were also offered at the counter for visitors
to fill in, thus allowing the researcher to collect different kinds of
sample.

Furthermore, collecting data on both weekends and weekdays
during June-July of 2013 helped the researchers to collect both
peak and off-peak time samples. Finally, a total of 408 valid
questionnaires were received from B&B in Kenting area in Taiwan.
With regard to demographic characteristics (Table 1),
approximately 56.6% of respondents were female. As regards age,
28.2% of respondents were less than 22 years old, 32.6%  ranged
from 22-32 years old, 17.4%  ranged from 32-42 years old, and
21.8% of respondents exceed 42 years old or above. Approximately
70.1% respondents were university graduates or above, and
approximately 39.0% of respondents were first-time visitors.

Results
Normality was tested by means of SPSS 17.0, based on the
skewness and kurtosis of the observed variables 9. Both samples
revealed  acceptable skewness (-1.068~ 0.130) and kurtosis (-1.243
~ 0.546) for most observed variables (Table 2). A confirmatory
factor analysis (CFA) using AMOS 17.0 was conducted to test
the measurement model. The chi-square value (χ2 = 290) was found
to be significant (p <0.05) 9, a finding is not unusual with large
sample sizes 18. The ratio of chi-square to degrees of freedom (d.f.)
was 3.296 for the measurement model 41, not exceeding 5.The value
for the goodness-of-fit index (GFI) was 0.924 and the adjusted
goodness-of-fit index (AGFI) was 0.882. The value of the root
mean square error of approximation (RMSEA) was 0.075. All of
the model fitness measures were higher or acceptably close to the
standards suggested by Hu and Bentler 27, i.e., 0.90 for GFI and
AGFI, and 0.08 for RMSEA. Given that the overall goodness-of-
fit (GFI) indices were good, that the model was developed on
sound theoretical bases, and the level of consistency of the
samples was high, no respecifications of the model were made.

The study assessed the quality of the measurement efforts by
investigating unidimensionality, convergent validity, reliability and
discriminant validity for the unidimensionality of each construct,
including appropriate items that loaded at least 0.738 onto their

respective hypothesized component and loaded no larger than
0.30 on other components in a factor analysis. In addition, the
overall goodness-of-fit supports unidimensionality 64. Convergent
validity is supported by all loadings being significant (p < 0.01)
and nearly all R2 exceeding 0.50 26. For an item and a construct to
be assesses as having good reliability 7, square multiple correlation
(SMC) should be higher than 0.5, composite reliability should
exceed 0.60, and the average variance extracted (AVE) should at
least be 0.50. All these scales demonstrate good reliabilities, and
hence overall reliability was successfully achieved. The study
tested discriminant validity by means of checking whether
correlations among the latent constructs were significantly less
than 1 and the shared variances between factors were less than
their AVE. In all samples, construct correlations met this criterion
(Table 3).

As regards the results of the structural model analysis are
reported in Table 4. The effect of SC on ATT is 0.666; ATT on BI is
0.596; SC on BI is 0.210. Overall, 44.3% variance of ATT can be
explained by SC and 56.7% variance of BI can be explained by SC
and ATT. H1, H2 and H3 are therefore accepted. Consequently
the model of Image Congruity Theory is supported.

Furthermore, the TPB model is estimated. The effect of SN on
ATT is 0.512; SN on BC is 0.630; ATT on BI is 0.367; SN on BI is
0.551; BC on BI is 0.106. Overall, 26.3% variance of ATT can be
explained by SC, 39.7% variance of BC can be explained by SN,
and 78.9% variance of BI can be explained by ATT, SN, and BC.
H3, H4, H5, H6, and H7 were supported. Consequently the TPB
model is supported.

Finally the SCT and the TPB model are merged. The effect of SC
on ATT is 0.346; SC on BI is 0.213; ATT on BI is 0.125; SN on ATT
is 0.522; SN on BC is 0.653; SN on BI is 0.603; BC on BI is 0.121.
Overall, 54.0% variance of ATT can be explained by SC, 42.6%
variance of BC can be explained by SN, and 80.3% variance of BI
can be explained by ATT, SN, and BC. H1, H2, H3, H4, H5, H6, and
H7 were supported. Consequently the integrated model is
supported.

Discussion and Conclusions
The main objective of this study was to establish an integrated
model situated in Self-congruity theory (SCT) and Theory of
Planned Behavior (TPB) framework for tourists to select the B&B.
This study investigated the theoretical and empirical evidence for

 

Variable Item  t-values SMC 

SC Consistent with how I see myself .850 - .722 

 Reflect who I am .908 29.967 .825 

 Fits well with my image .964 28.812 .929 

 Tourists similar to me attend this B&B .948 27.850 .899 

ATT Good for me .892 - .796 

 Beneficial for me .886 25.952 .784 

 Positive opinion .916 27.785 .839 

BI Tell other the advantages .882 - .778 

 Willingness to recommend .894 25.276 .800 

 Likeliness to revisit .730 17.821 .533 

SN Think I should select B&B .851 - .724 

 Want me to select B&B .926 24.295 .858 

 Prefer that I select B&B .738 17.994 .545 

BC Control the time schedules  .892 - .795 

 Control the budgets  .886 24.018 .784 

 Control the activities  .759 18.993 .576 
2 2 /df = 3.296, GFI=.924, AGFI= .882, 

CFI= .968, RMSEA= .075 

 

Item n % Item n % 

Gender Month Average Income(thousand) 

Male 177 43.4 <30 218 53.4 

Female 231 56.6 30-45 149 36.5 

Age(years) 45-60 16 3.9 

<22 115 28.2 >60 25 6.2 

22-32 133 32.6 Resident Area 

32-42 71 17.4 North 212 52.0 

42 89 21.8 Center 32 7.8 

   South 23 5.6 

   East 21 5.2 

Education   Foreign 120 29.4 

Primary 11 2.7 Experience(time) 

High school 111 27.2 First 159 39.0 

Undergraduate 241 59.1 2-4 205 50.3 

Graduate 45 11.0 5-8 21 5.1 

   >8 23 5.6 

Table1. Demographic characteristics

Table2. Reliability and validity.
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the relationships among the SCT and TPB constructs. The findings
show that of all the model fitness of SCT, TPB, and integrated
model are adequate. Of all the hypotheses are supported. Most
important of all, the R squire of BI is better in TPB than in SCT and
it reveals the highest one in the integrated model indicating that
SCT and TPB can be merged into a model for predicting tourists
intentions. Several implications can be drawn from these findings.
First of all, the results of Model 1 show that the higher self-
congruity a tourist perceived will lead to the greater attitude toward
to B&B and hence lead to the higher behavioral intentions. It
indicates that the tourists perceive a good fit between their self-
image and the image of B&B will foster their favorable attitude,
positive words-of-mouth, recommend intentions, and revisit
intentions. In line with previous study, Aaker stated that people
use product, service, or brand as a medium through which to
express their self-image/identity and likely create a favorable
attitude toward these items by perceiving a match between their
self-image and a users image156. In other words, when prospective
tourists feel congruence with a B&B, they are motivated to send
the positive message, to recommend and to revisit the firm that
acts as a vehicle for communicating their identity to others.
Conversely, for those who experience low SC, they likely develop
negative attitude toward products/services given that the low SC
triggers dissonance or threat to their self-identity 55.

Furthermore, the results of Model 2 show that the greater attitude
toward to B&B, the higher subjective norm and perceived
behavioral control of a tourist will positively lead to the higher
behavioral intentions. The result performs high level of R squire
for behavioral intentions indicating the predictors in this model
are more efficiency than previous studies 32. This implies TPB is
an efficiency and effective tool for predicting tourists intentions
and thus can be applied to the decision-making model of B&B

 

Model Paths  t-values R2 Result Model fitness 

1 SC ATT .666 13.996*** .443 supported 2 2 /df 

= 3.106, GFI=.957, AGFI= .924, 

CFI= .984, RMSEA= .072 

 ATT BI .596 10.1058*** .567 supported 

 SC BI .210 3.839***  supported 

2 SN ATT .512 10.649*** .263 supported 2 2 /df 

= 3.108, GFI=.951, AGFI= .908, 

CFI= .978, RMSEA= .072 

 SN BC .630 12.792*** .397 supported 

 ATT BI .367 6.967*** .789 supported 

 SN BI .551 10.684***  supported 

 BC BI .106 1.808*  supported 

3 SC ATT .346 8.397*** .540 supported 2 2 /df 

= 3.692, GFI=.916, AGFI= .869, 

CFI= .963, RMSEA= .08 

 SN ATT .522 10.588***  supported 

 SN BC .653 13.320*** .426 supported 

 ATT BI .125 2.022** .803 supported 

 SC BI .213 5.219***  supported 

 SN BI .603 10.382***  supported 

 BC BI .121 2.326**  supported 

*p<.10, **p<.05, *** p<.01

industry.
Finally, the integration of SCT and TPB reveals much more

efficiency and effective. This finding can be construed from the
study of wherein SC is hypothesized to enhance customer
satisfaction and commitment in the hairstyling service industry
and SC is evidenced to influence the travel intention 29, 69. This
implies B&B owner can catch tourists mind through two ways:
enhance their image from internet to make tourists feel this nice
place is consistent with how they see themselves and thus enhance
tourist intention to B&B; establish better relationship with group
head to make them release their social pressure. This can benefit
B&B to predict tourists intentions.

For practice, the coefficient of correlation between SC and SN
is positive and both of them highly influence tourists behavioral
intentions have offered a significant symbol. Both SC and SN
should be concerned first when predicting tourists behavioral
intentions. Furthermore, the item means which reveals lower
loadings of SC and SN should be improved first in order to foster
tourists behavioral intentions. Consequently the item “This B&B
isconsistent with how I see myself” and “People whose opinions
I value would prefer that I select this B&B”should be concerned
first for improvement. One of the possible suggestion would be
the pictures on the internet should be improved first to fit the
actual ones.

Kenting has a wealth of local ecological environment and has
become one of the famous destinations of eco-tourism in Taiwan.
From the finding of our study, tourists faith among the ecological
environment is consistent when they have higher self-consistency
involved eco-tourism; furthermore, the destination appears the
higher magic image attracting tourists re-visit, and it will appear
the more society influence in attract more attention to sustainable
environmental tourists.

 

Variable Mean Std. Dev CR SC ATT BI SN BC AVE 

SC(4 items) 17.13 2.68 .96      .84 

ATT(3 items) 11.37 2.63 .93 .626**     .81 

BI(3 items) 15.82 3.03 .88 .601** .740**    .70 

SN(3 items) 11.84 2.30 .88 .372** .527** .718**   .71 

BC(3 items) 12.14 2.64 .88 .533** .707** .675** .600**  .72 
**p<.01

Diagonal elements are average variance extracted. Off-diagonal elements are correlations.

Table3. Discriminate validity.

Table4. Results of hypotheses testing.
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