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Linking multi-sensory images to information sources: an examination of potential 

Chinese tourists’ multi-sensory images of the UK 

Abstract 

This study examines potential Chinese tourists’ multi-sensory images of the UK and their 

information sources. Interviews with 25 potential Chinese tourists in China reveal that visual 

images dominate multi-sensory images, and that autonomous sources, such as news reports 

and textbooks, are key information agents. The relationship between multi-sensory images 

and information sources is also examined, showing that organic agents are associated 

particularly with the tactile sense. This study enriches knowledge of multi-sensory images, 

and especially of information sources that shape potential tourists’ multi-sensory images. 

Understanding the content of multi-sensory images of the UK and their information sources 

may help British tourism marketers to understand existing images and identify potential 

marketing channels, including information sources, through which to promote the UK in 

China. 

 

Keywords: multi-sensory image, information source, United Kingdom, Chinese, potential 

tourists 
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Introduction 

The Chinese tourist market is one of the largest markets in the global tourism industry in 

terms of tourist numbers and expenditure (VisitBritain, 2020), and a growing number of 

Chinese tourists are visiting long-haul destinations, such as the UK. The UK’s Chinese tourist 

market grew by 262% between 2008 and 2018, and an average of 0.33 million Chinese 

tourists visited the UK annually from 2016 to 2018 (VisitBritain, 2020). However, only a 

very small proportion of China’s 1.4 billion population visit the UK each year, so it is 

important for both academics and practitioners to understand the potential Chinese tourist 

market. Existing literature on Chinese outbound tourism to the UK focuses on Chinese and 

British tour operators’ opinions on its development (de Sausmarez et al., 2012), and Chinese 

tourists’ satisfaction with their travel experiences in the UK (Li et al., 2012). However, 

surprisingly, no previous study has investigated potential Chinese tourists’ perceptions of the 

UK as a tourist destination. 

Destination image is one of the most commonly studied topics in relation to tourist 

destinations. Existing literature on destination image focuses mainly on cognitive and 

affective aspects (Baloglu et al., 2014), whereas multi-sensory components have received 

little academic attention (Huang & Gross, 2010; Pan & Ryan, 2009; Son & Pearce, 2005). 

Studies have established that consumers’ multi-sensory experiences (Hultén, 2011) and their 

multi-sensory imagination of a product or destination contribute significantly to their long-

term memories and intentions to revisit (Agapito et al., 2017). Therefore, it is vital to 

research multi-sensory images of destinations. 

A few tourism scholars have started to apply the multi-sensory concept to destination 

image. The term “multi-sensory image” has been developed in research on Australia as an 

overseas tourist destination (Huang & Gross, 2010; Son & Pearce, 2005), and on China as a 

domestic tourist destination (Xiong et al., 2015). However, while these studies present the 
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content of multi-sensory images in terms of the five senses (visual, auditory, tactile, gustatory 

and olfactory), they fail to examine the information sources of tourists’ multi-sensory images 

of destinations. 

There are three key gaps in the existing literature. First, no study has investigated multi-

sensory images of the UK from either Chinese tourists’ or potential Chinese tourists’ 

perspectives. Second, no study has explored the information sources contributing to tourists’ 

multi-sensory images. Third, there is limited understanding of the link between multi-sensory 

images and information sources in tourism. Therefore, this study makes theoretical 

contributions to existing knowledge. Addressing the above-mentioned knowledge gaps will 

be beneficial to marketers of British tourism. Understanding the content of multi-sensory 

images of the UK and their information sources may give British tourism marketers a better 

understanding of existing images of the UK in China, and help them to identify potential 

marketing channels (e.g., information sources) through which to promote the UK in China. In 

addition, understanding the link between multi-sensory images and information sources may 

help British tourism practitioners to develop marketing strategies that use selected 

information sources to promote specific destination images of the UK in China. This study 

reports on multi-sensory images of the UK among potential Chinese tourists, investigates 

information sources of potential Chinese tourists’ multi-sensory images of the UK, and 

explores the link between multi-sensory images and information sources. 

Literature review 

Multi-sensory studies in tourism and marketing 

The multi-sensory concept originated in the marketing and retail disciplines, particularly in 

relation to the impact of stores’ stimuli of the five senses on consumers’ cognition, affect and 

behavior (Krishna & Schwarz, 2014; Spence et al., 2014). This literature focuses on the 
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retailing context, although tourism scholars have also conducted research on “multi-sensory 

images” and “multi-sensory experiences.” 

The concept of multi-sensory images has developed from the literature on destination 

image, which has been widely researched over the past 40 years. Destination image refers to 

“a totality of impressions, beliefs, ideals, expectations and feelings accumulated towards a 

place over time” (Kim & Richardson, 2003, p. 218). It has been extensively studied from 

various perspectives, including cognitive and affective (Baloglu et al., 2014), holistic and 

attributive, functional and psychological, common and unique (Echtner & Ritchie, 1993), and 

perceived and projected (Hsu & Song, 2013, 2014; Song & Hsu, 2013). Research on multi-

sensory images adopts a different angle on destination image in relation to the five senses, 

which responds to the new area of sensory marketing. For example, Son and Pearce’s (2005), 

study, the first in tourism to introduce the concept of multi-sensory images, examines 

international students’ multi-sensory images of Australia. All participants in their study 

answered questions on multi-sensory images based on their personal travel experiences in 

Australia (Son & Pearce, 2005). Xiong et al. (2015) report on tourists’ multi-sensory images 

of a tourist destination in China. In Huang and Gross’s (2010) examination of Chinese 

tourists’ and potential tourists’ multi-sensory images of Australia, potential tourists called up 

fewer multi-sensory image features than actual tourists (Huang & Gross, 2010). 

Rather than examining multi-sensory images, some tourism research addresses “multi-

sensory experiences.” For example, Agapito et al. (2017) find that richer sensory experiences 

may play a significant role in tourists’ long-term memories, encouraging favorable tourist 

behavior towards destinations. Agapito et al. (2014) identify four clusters of experiences 

(rural, generic beach-related, nature-based and balanced experiences) based on tourists’ 

sensory impressions of destinations, and explore relationships between multi-sensory images 

and other constructs such as memories, behavior and characteristics of tourists’ experiences. 
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The tourism literature makes no clear distinction between multi-sensory experiences and 

multi-sensory images in relation to either content or themes. Actual tourists appear to be 

likely to recall multi-sensory experiences of a destination, whereas potential tourists only 

have multi-sensory images. To avoid confusion, this study adopts the term “multi-sensory 

image,” focusing particularly on potential tourists. 

Information sources of multi-sensory images 

Information sources play a significant role in manipulating destination image (Kim & Chen, 

2016), and Gartner’s (1994) classic framework has been used as a theoretical foundation for 

studies of this topic. This framework has three key categories of information sources: 

induced, autonomous and organic. Induced agents are subdivided into overt induced I (e.g., 

advertising), overt induced II (e.g., tour operators), covert induced I (e.g., second-party 

endorsements of products through advertising) and covert induced II (e.g., second-party 

endorsements through apparently unbiased reports). Autonomous agents include news, 

popular culture and documentaries. Sub-categories of organic agents include unsolicited 

organic (e.g., unsolicited information from friends and relatives), solicited organic (e.g., 

solicited information from friends and relatives) and organic (e.g., actual visits). Although 

Gartner (1994) did not elaborate on the relationship between these agents and specific tourist 

destination images, he found that destination managers often use induced agents to directly 

influence potential tourists, but the latter perceive these induced agents as having low or 

medium credibility. On the other hand, tourists are more likely to trust autonomous and 

organic agents that are not directly manipulated by destinations. 

Since the framework was developed in 1994, more information sources such as social 

media have emerged, so the framework needs to be updated. Furthermore, the model focuses 

on tourists and may be unsuitable for non-tourists. Other studies of information sources (e.g., 

McCartney et al., 2008; Sparks & Pan, 2009) have paid greater attention to tourists, such as 
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the types of information sources used to influence tourists’ destination choices. However, 

potential tourists’ use of information sources is largely ignored in the existing literature. This 

paper aims to fill this knowledge gap. 

Method 

No previous study appears to have examined Chinese tourists’ perceptions of the UK, for 

example through multi-sensory images and information sources. To gain an in-depth 

understanding of this under-researched phenomenon, a qualitative method was considered 

appropriate (Song & Cheung, 2010). Among the alternative qualitative approaches, 

interviews enable substantial amounts of information to be gathered on individuals’ thoughts 

and interpretations (Song et al., 2016; Song et al., 2017). Therefore, this study utilized in-

depth interviews to achieve the objective of understanding multi-sensory images of the UK 

and their information sources. 

Data collection 

As Song et al. (2016) find that tourists and potential tourists have differing opinions of 

destinations owing to the influence of previous travel experiences, the interviewees selected 

for this study were required to be potential Chinese tourists who had not visited the UK. 

Using a purposive and snowball sampling approach, two research assistants recruited 

participants through their networks in mainland China. First, both contacted their friends, 

family and relatives through We-Chat, a Chinese multi-purpose messaging and social media 

app, to identify a pool of potential qualifying participants. They introduced the objective of 

the research project and inquired whether or not these contacts had visited the UK. If they 

had not, they were eligible to participate in this study and were invited to do so. Second, these 

participants were asked to recommend others who had not visited the UK who might be 

willing to participate. In order to gather diverse views on the research topic, the research 

assistants also asked friends, family and relatives to recommend interviewees from different 
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age groups. Prior to the interviews, the research assistants sent We-Chat messages to the 

interviewees to arrange mutually convenient interview times. All interviews were conducted 

in March and April 2018, and were voice-recorded with the interviewees’ permission. 

Although 26 interviews were completed, one was invalid owing to poor-quality voice 

recording, resulting in 25 valid interviews. A total of 25 Chinese residents (15 males and 10 

females) came from east and west China, including Shanghai, Jiangsu, Shandong, Liaoning 

and Sichuan. The participants, aged between 22 and 75, were engaged in a variety of 

occupations, such as teacher, lawyer, accountant, engineer, consultant, freelancer and 

business owner, and some were retired. The interviews were conducted in Mandarin Chinese 

and lasted between 50 and 80 minutes. 

In order to address tourists’ multi-sensory images of the UK and their information 

sources, interview questions were developed from previous literature on multi-sensory and 

destination images (Huang & Gross, 2010; Son & Pearce, 2005; Xiong et al., 2015). The 

interviews had three sections. The first comprised questions on interviewees’ multi-sensory 

images of the UK. The interviewer asked questions such as “When you think of the UK, what 

can you see? What can you hear? What can you taste? What can you smell? What can you 

touch?” The second section focused on information sources affecting tourists’ multi-sensory 

images, including questions such as “How did you acquire these images? Why do you give 

these answers? Any sources that form your images?” Questions in the third section collected 

information on the interviewees’ demographic backgrounds. In addition, during the 

interviews, follow-up questions were asked to gain a deeper understanding of interviewees’ 

answers. 

Data analysis 

One research assistant transcribed all 25 interviews, and the other checked the accuracy of the 

transcripts by listening to the recordings. All transcripts were then input into NVivo 11 for 



9 

further data analysis. In the data coding process, the researcher read the transcripts several 

times to gain familiarity with the materials. As one research objective focused on multi-

sensory images of the UK, the researcher first identified materials relating to each sense and 

developed five separate sets of material. The researcher coded the materials by identifying 

basic codes, such as “blue sky,” “fog” and “pollution,” which were then merged into 

categories, such as “air quality,” “arts and sports,” “general infrastructure” and “business.” 

These were grouped into two themes: natural and socio-cultural. In addition, the researcher 

analyzed and coded the information sources given in each answer on the five senses, and 

again merged the codes into categories. Overlaps between different multi-sensory image 

codes and information source codes were identified for further analysis. Correspondence 

analysis was then carried out in SPSS to analyze relationships between multi-sensory images 

and information sources. 

Results 

Multi-sensory images of the UK in potential Chinese tourists’ minds 

Table 1 summarizes the multi-sensory images of the UK of the Chinese interviewees in this 

study. With regard to the total frequency of the five types of sensory image, visual images 

were most frequent (249), followed by auditory (75), gustatory (56), tactile (47) and olfactory 

(40), showing that potential Chinese tourists in this study mainly imagined the UK through 

visual images. 

[Insert Table 1 here] 

Interviewees’ visual images can be grouped into two major categories, natural and socio-

cultural, with the latter being predominant. Participants mentioned nine types of socio-

cultural information: arts and sports, general infrastructure and business, food and drink, local 

residents and society, cultural tourist attractions, economy and finance, history and politics, 

the Queen and the royal family, and university. They frequently mentioned British TV 
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dramas and movies, musicians, football, literature and novels, cities and architecture, 

indicating that these Chinese tourists tended to associate the UK with arts and sports, and 

general infrastructure and business, which were two major themes. The other most popular 

themes were residents (e.g., gentlemen and local lifestyle), the Queen and the royal family, 

cultural tourist attractions, and university. With regard to the natural environment, air quality 

and the eco-environment were two leading themes. Specifically, the Chinese interviewees 

mentioned aspects such as air, blue sky, fog, pollution, farms and flowers. 

Interviewees’ auditory images also fell into the two major categories of natural and 

socio-cultural. Objects relating to the natural environment (19), including animals (e.g., 

horses and birds), climate (e.g., wind and rain) and water-related images (e.g., water and sea), 

were linked with sounds. The interviewees mentioned more socio-cultural objects (56), such 

as arts and sports (e.g., music, English songs, British English, football and the Olympics), 

general infrastructure and business (e.g., cars, ports, boats, the tube and church bells), 

residents and society (e.g., free debate, polite conversation, kids playing and making noises, 

and the sound of street stalls) and cultural tourist attractions. Unsurprisingly, gustatory 

images (56) related mainly to food and drink, such as coffee, afternoon tea, dessert, fish and 

chips, wine and whisky. However, one interviewee mentioned that she could taste clean 

water, which is part of the natural environment. 

In relation to tactile images, the two sub-categories were mentioned with very similar 

frequency (natural 24, socio-cultural 23). The interviewees imagined being able to physically 

touch objects in the natural environment, such as air, birds, farms, grass, rain, wind, rivers 

and beaches, with their hands, legs or skin. In terms of the socio-cultural environment, the 

interviewees mentioned that they could touch socio-cultural objects physically or mentally 

with their bodies (e.g., hands, feet or skin). Physical tactility included playing football with 

kids, touching old architecture, walking across Tower Bridge in London and touching 
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commercial products, such as Burberry and Clarks. Mental tactility (psychological touch) 

included feeling the research atmosphere of world-leading institutions such as Oxford 

University, and the slow-paced and relaxed lifestyle of playing with kids. Surprisingly, 

olfactory images were associated equally with the natural (20) and socio-cultural (20) themes. 

The theme of the natural environment was associated with words such as fragrance of 

flowers, smell of grass, fresh air, foggy weather and dirty air, showing that the Chinese 

interviewees easily linked smell with the UK’s natural environment. The theme of the socio-

cultural environment related to food and local life. The main food words mentioned were 

coffee, afternoon tea, food, and fish and chips, and local life related mainly to personal 

interpretations such as different lifestyles. 

This section has presented the Chinese interviewees’ images of the UK relating to each 

of the five senses. It should be noted that some objects were associated with more than one 

sense (Pink, 2011). For instance, the eco-environment and climate related to visual, auditory, 

tactile and olfactory senses, whereas food and drink related to visual, gustatory and olfactory 

senses. With regard to climate, interviewees could use their eyes to see the rain, their ears to 

hear the sound of rain, their skin to touch the rain, and their noses to smell the moisture in the 

air. For food and drink, interviewees could both visualize and taste food, such as fish and 

chips. The results also show that tourists may experience the UK through either their physical 

senses (objects) or psychological senses (mental interpretations). For example, football, 

music and university are objects, whereas historical events, and feeling the local lifestyle and 

the research atmosphere in world-leading universities are mental interpretations of the 

country. 

Information sources 

Participants based their multi-sensory images of the UK on a variety of information agents. 

Table 2 summarizes the source types—induced, autonomous and organic—generated from 
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the interviews according to Gartner’s (1994) classification. The results show that all 

interviewees in this study mentioned autonomous information sources, and relied heavily on 

these rather than induced and organic information sources. Most participants mentioned two 

key autonomous sources: news reports and school textbooks. News reports were viewed on 

television and the internet, and textbooks related mainly to secondary and high-school 

education (e.g., history, geography and English classes). Other autonomous sources included 

movies (e.g., Braveheart and The Lion King), TV dramas (Sherlock and Game of Thrones), 

music (rock and roll, popular music and nursery rhymes), literature and novels (e.g., work by 

Shakespeare and a poem by Xu Zhimo), sports programs and documentaries. 

[Insert Table 2 here] 

Induced and organic information sources were mentioned by just a few interviewees, 

showing that social influences (real or online) and tourism-related efforts had relatively little 

effect. Induced information included guide books, travel agencies’ websites and tourism 

magazines. Organic information sources included friends, relatives, British people in China 

and Made-in-UK products. Friends and relatives who had previously visited the UK had 

shared their experiences with the participants. A few mentioned friends, relatives, students or 

friends’ children who had studied or were studying in the UK. Face-to-face conversations and 

social media (e.g., We-Chat) were used as channels for sharing UK-related information. 

Interestingly, some interviewees mentioned that they had met British people in China (e.g., 

“some British are my daughter’s teachers”), had seen British-made products in bars or 

supermarkets, or had used Made-in-UK brands (e.g., Burberry and Clarks), showing that they 

had direct encounters with British citizens or British-related products. 

Linking information sources with multi-sensory images 

Table 3 presents a matrix of multi-sensory images and information sources, the most popular 

of which were autonomous sources and visual images. Table 4 summarizes the results of the 



13 

correspondence analysis, in which dimension 1 explains 85.5% of the variance. As the 

recommended rule for determining the number of dimensions is that the variance explained 

should be greater than 70%, a one-dimensional solution adequately explains the data in this 

study (Higgs, 1991). More specifically, only items that explain more than 50% of the 

variance in the corresponding dimension (Chen, 2001; Kim et al., 2020) should be reported. 

In Table 4, variances for all five multi-sensory images are explained mainly (or completely) 

by dimension 1, and variances for autonomous and organic sources are explained mainly by 

the same dimension. Since dimension 2 has a low singular value below 0.2, the results show 

that relationships between multi-sensory images and information sources are better 

represented by dimension 1, consisting of five multi-sensory images and two information 

sources. 

[Insert Tables 3 and 4 here] 

Figure 1 presents a joint plot of the relationships between multi-sensory images and 

information sources. In the correspondence map, proximity indicates greater perceived 

similarity (Whitlark & Smith, 2001). A check of the original materials shows that tactility is 

closely linked with organic sources, whereas visual, auditory, gustatory and olfactory images 

are associated with autonomous sources. 

[Insert Figure 1 here] 

Since autonomous sources were the most frequently mentioned information agents, in 

order to develop a deeper understanding, these were grouped into three sub-categories, 

namely education (e.g., textbooks, literature and documentaries), entertainment (e.g., movies 

and TV dramas, sports programs, music and entertainment shows) and news (e.g., news 

reports on TV and the internet, and newspapers). Another correspondence analysis was 

conducted between the five types of sensory image and three autonomous agents, the 
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frequencies of which are shown in Table 5. Entertainment was the most popular autonomous 

information source, and education and news occurred with similar frequency. 

[Insert Table 5 here] 

As shown in Table 6, dimension 1 explains a total of 97.9% of variance in the data; thus, 

a one-dimensional approach is appropriate for this study. All items for multi-sensory images 

and autonomous information sources explain more than 50% of variance in the corresponding 

dimension. In addition, only dimension 1 has a high singular value above 0.2. Therefore, all 

items for multi-sensory images and autonomous information sources in dimension 1 should 

be reported and interpreted. Figure 2 shows that auditory, tactile and gustatory images are 

associated with entertainment agents, whereas visual and olfactory images are linked with 

education and news agents. 

[Insert Table 6 and Figure 2 here] 

Discussion 

Theoretical contributions 

This study contributes to knowledge of multi-sensory images and information sources in 

tourism. First, it enriches understanding of multi-sensory research. It confirms the findings of 

previous studies of multi-sensory images (Xiong et al., 2015) and multi-sensory experiences 

(Agapito et al., 2017), in that sight is the most frequently mentioned sense and smell is least 

frequently mentioned. The findings of this and previous studies indicate that both tourists and 

potential tourists use their eyes to receive the majority of information about destinations, and 

their sense of smell the least to obtain information. A possible reason for this is that 

individuals are generally more likely to use their eyes rather than other sensory organs, such 

as ears or nose, to access information (Hultén, 2017). Huang and Gross’s (2010) examination 

of potential tourists’ multi-sensory images of Australia also reveals relatively few multi-

sensory images of destinations. However, the findings of this study suggest that potential 
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Chinese tourists without actual travel experiences are also able to imagine a variety of multi-

sensory images of a destination based on diverse information sources. In addition, this study 

groups sensory images into natural and social-cultural features, and the results show that 

images of the UK relate mainly to the latter. Natural and social-cultural elements of a 

destination form tourists’ perceived images. For example, tourists perceive Australia as a 

destination with an unspoiled natural environment but not as a destination offering many 

cultural activities (Son & Pearce, 2005), whereas the UK is often portrayed in the media as a 

cultural tourist destination (Iwashita, 2006). For example, most of the UK’s top tourist 

attractions are cultural attractions, such as museums (Appleton, 2006). Therefore, it is 

unsurprising that potential Chinese tourists perceive predominantly social-cultural destination 

images. 

Second, this study contributes to knowledge of which information sources affect 

potential tourists’ multi-sensory images. Previous studies have focused mainly on 

information sources that affect tourists’ destination choices (McCartney et al., 2008; Sparks 

& Pan, 2009). When actively searching for information about a destination, tourists most 

frequently use television programs, friends and fashion magazines (McCartney et al., 2008; 

Sparks & Pan, 2009). However, the results of this study show that autonomous sources are 

key agents forming potential tourists’ multi-sensory images. The main autonomous sources 

are TV and internet news reports, and school textbooks. The Chinese interviewees considered 

news reports and textbooks to be reliable sources, and had gained knowledge of the UK 

particularly from middle-school and high-school textbooks. In addition, as English is a 

compulsory subject in Chinese middle schools and high schools, every student has to learn 

the language, which influences their formation of images of the UK. Huang and Gross (2010) 

found that tourism advertisements (e.g., TV commercials by Tourism Australia) reinforced 

potential tourists’ visual images. However, in this study, induced agents were less frequently 
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mentioned, possibly because little effort is made by British destination marketing 

organisations (e.g., Visit Britain), since the Chinese tourist market accounts for only a small 

proportion of the UK’s tourism industry. 

Third, this study also explores the relationship between multi-sensory images and 

information sources. Tactility is linked with organic sources, whereas visual, auditory, 

gustatory and olfactory images are associated with autonomous sources. Surprisingly, no 

specific sensory category is connected with induced sources. As no previous research has 

explored the relationship between multi-sensory images and information sources, this study 

draws on previous research on multi-sensory experiences for possible explanations of the 

results. Tactility is often experienced through real-life experiences of face-to-face encounters, 

such as physical sensations of the wind, coolness and heat (Agapito et al., 2014). In this 

study, Made-in-UK clothing products, an organic information source, were physically 

touched by potential Chinese tourists without visiting the UK. Consequently, the tactile sense 

is linked with some organic sources. Many autonomous information sources, such as TV 

dramas, movies, music and cookery shows, provide potential Chinese tourists with diverse 

sensory experiences (visual, auditory, gustatory and olfactory). Through a detailed 

investigation of autonomous agents, this study reveals that auditory, tactile and gustatory 

senses are associated with entertainment agents, whereas visual and olfactory senses are 

linked with educational and news agents. The results show that entertainment agents, such as 

music, TV dramas, sports programs and cookery shows, can arouse vivid and unique senses 

of sound, touch and taste. Characteristics of these information sources may strongly 

determine specific sensory experiences. For example, the atmosphere of cookery shows is 

often associated with sensory experiences of sound, touch and taste (Cardwell, 2017). 



17 

Practical contributions 

The results of this study have several implications for managers. Socio-cultural aspects of 

multi-sensory images were frequently mentioned, showing the significant role of socio-

cultural elements in multi-sensory images of the UK, which may be a key attraction in 

Chinese residents’ minds. Therefore, when promoting tourism in China, UK tourism 

organizations might pay greater attention to socio-cultural attractions. Although autonomous 

information sources, such as school education and television news, are key sources of 

tourists’ multi-sensory images, UK tourism marketers’ efforts to influence textbooks and 

news reports may be limited. However, the various organizations representing the UK should 

work together to promote positive images of the country. For example, UK destination 

management organizations, such as VisitBritain, might work closely with travel agencies in 

China to promote UK tourism products, and might develop different types of partnerships 

with a variety of culture-related companies. Sensory marketing efforts might focus on non-

visual images appealing to the auditory, gustatory, tactile and olfactory senses. As cultural 

organizations, such as music companies, TV channels and football clubs, are linked with 

auditory, gustatory and tactile senses, these organizations should actively promote not only 

their own products, but also images of the UK. 

Limitations and future research directions 

Through interviews with 25 potential Chinese tourists, this study makes a preliminary attempt 

to investigate information sources that shape multi-sensory images of the UK. To verify the 

results, future research might use a quantitative approach to survey a large number of 

potential Chinese tourists. Future studies might investigate the influence of variables such as 

demographic background (e.g., generational cohorts) and location (e.g., urban versus rural), 

as these may influence tourists’ lifestyles, travel experiences and use of information sources. 
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Further quantitative studies might also verify the relationships between the information 

sources and multi-sensory images identified in this study. 
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Table 1. Multi-sensory images of the UK among potential Chinese tourists 

Senses Themes Categories 

Visual 

(249) 

Natural 

perspective (44) 

Air quality, Eco-environment, Climate, Natural tourist 

attraction, Water 

Socio-cultural 

perspective 

(205) 

Arts and sports, General infrastructure and business, Food and 

drink, Residents and society, Cultural tourist attraction, 

Economy and finance, History and politics, The Queen and 

royal family, University 

Auditory 

(75) 

Natural 

perspective (19) 

Eco-environment, Climate, Water 

Socio-cultural 

perspective (56) 

Arts and sports, General infrastructure and business, Residents 

and society, Cultural tourist attraction 

Gustatory 

(56) 

Natural 

perspective (2)  

Water 

Socio-cultural 

perspective (54)  

General infrastructure and business, Food and drink 

Tactile 

(47) 

Natural 

perspective (24) 

Air quality, Eco-environment, Climate, Water 

Socio-cultural 

perspective (23)  

Arts and sports, General infrastructure and business, Residents 

and society, Cultural tourist attraction, University 

Olfactory 

(40)  

Natural 

perspective (20)   

Air quality, Eco-environment, Climate, Natural tourist 

attraction, Water 

Socio-cultural 

perspective (20) 

Food and drink, Residents and society 
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Table 2. Information sources forming potential Chinese tourists’ multi-sensory images of the 

UK 

Information 

sources 

Examples 

Induced (15)  Guide books 

 Travel agency websites 

 Tourism-related magazines 

Autonomous (378)  School textbooks 

 News reports (TV, web and micro-blogging) 

 Literature and novels 

 Movies and TV dramas 

 Sports programs 

 Entertainment shows 

 Documentaries 

 Newspapers 

 Music and songs 

Organic (38)  Friends and relatives who have studied or lived in the UK 

 Friends who have visited the UK 

 British people in China 

 Made-in-UK products 
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Table 3. Frequency of multi-sensory image categories for three types of information source 

Multi-sensory 

image 

Information source 

Autonomous Induced Organic TOTAL 

Visual 129 9 16 154 

Auditory 34 0 1 35 

Gustatory 17 0 4 21 

Tactile 8 0 8 16 

Olfactory 6 0 2 8 

TOTAL  194 9 31 234 
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Table 4. Summary of correspondence analysis results 

Multi-sensory 

image 
Mass 

Explanation by 

dimension 1 

Explanation by 

dimension 2 
Total 

Auditory .150 .555 .445 1.000 

Visual .658 .525 .475 1.000 

Olfactory .034 .872 .128 1.000 

Gustatory .090 .553 .447 1.000 

Tactile .068 1.000 .000 1.000 

Active Total 1.000    

Information 

source 
Mass 

Explanation by 

dimension 1 

Explanation by 

dimension 2 
Total 

Autonomous .829 .917 .083 1.000 

Induced .038 .158 .842 1.000 

Organic .132 .998 .002 1.000 

Active Total 1.000    

Dimension 
Singular 

Value 
Inertia 

Proportion of 

Inertia Accounted 

For 

Proportion of 

Inertia 

Cumulative 

1 .327 .107 .855 .855 

2 .134 .018 .145 1.000 

Total  .125 1.000 1.000 

Notes: chi square = 29.187, p < .001 

 

  



25 

Table 5. Frequency of five sensory images from three autonomous information sources 

Multi-sensory 

image 

Autonomous information source 

Education Entertainment News TOTAL 

Visual 66 59 74 199 

Auditory 5 39 5 49 

Gustatory 6 11 3 20 

Tactile 3 5 3 11 

Olfactory 3 3 4 10 

TOTAL 83 117 89 289 
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Table 6. Summary of correspondence analysis results 

Multi-sensory 

image 
Mass 

Explanation by 

dimension 1 

Explanation by 

dimension 2 
Total 

Auditory .170 .997 .003 1.000 

Visual .689 .999 .001 1.000 

Olfactory .035 .873 .127 1.000 

Gustatory .069 .715 .285 1.000 

Tactile .038 .970 .030 1.000 

Active Total 1.000    

Information 

source 
Mass 

Explanation by 

dimension 1 

Explanation by 

dimension 2 
Total 

Education .287 .928 .072 1.000 

Entertainment .405 1.000 .000 1.000 

News .308 .964 .036 1.000 

Active Total 1.000    

Dimension 
Singular 

Value 
Inertia 

Proportion of 

Inertia Accounted 

For 

Proportion of 

Inertia 

Cumulative 

1 .387 .150 .979 .979 

2 .057 .003 .021 1.000 

Total  .153 1.000 1.000 

Notes: chi square = 44.231, p < .001 
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Figure 1. Correspondence map of multi-sensory images and information sources 
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Figure 2. Correspondence map of multi-sensory images and autonomous information sources 

 

 


