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Abstract
This paper analyses the role of destination image during the COVID-19 crisis in order to offer practical recom-

mendations for destination managers in developing countries. It is argued that the negative emotions triggered during 
the pandemic will have a direct impact on destination image. Targeting ethnocentric and cosmopolitan consumers is 
suggested as a potential mitigation strategy, as these consumer’s predispositions might moderate the adverse effect.  
The paper opts for an argumentation and conceptual model based on a thorough literature review of destination image, 
negative emotions, consumer ethnocentrism and consumer cosmopolitanism. It is argued that the negative emotions 
triggered by the COVID-19 crisis have a direct influence on destination image. Furthermore, the consumer predispo-
sitions of consumer ethnocentrism and consumer cosmopolitanism moderate the impact of destination image on tour-
ism outcomes, such as, intentions to visit and willingness to recommend a destination. Managers must distinguish the 
affective and cognitive components of destination image in order to identify attributes relevant to the development of 
tourism strategies. This study provides a theoretical and conceptual foundation for differentiating between the cogni-
tive and affective components of destination image, which allows for identifying the impact of negative emotions in 
a time of crisis. The study further enables managers to develop segmentation strategies based on consumer ethnocen-
trism and cosmopolitanism. 

Keywords: destination image, negative emotions, COVID-19 crisis, consumer ethnocentrism, consumer cosmo-
politanism, tourism

Resumen
Este artículo analiza el papel de la imagen de un destino turístico durante la crisis del COVID-19 con el fin de ofre-

cer recomendaciones prácticas para los gestores de destinos turísticos en países en desarrollo. Se argumenta que las 
emociones negativas desencadenadas durante la pandemia tendrán un impacto directo en la imagen de destinos turís-
ticos. Se sugiere dirigirse a los consumidores etnocéntricos y cosmopolitas como una posible estrategia de mitiga-
ción, ya que estas predisposiciones de los consumidores podrían moderar el efecto adverso. En este estudio se opta 
por un modelo conceptual y de argumentación basado en una revisión bibliográfica exhaustiva sobre la imagen del 
destino, emociones negativas, y las orientaciones etnocéntricas y cosmopolitas de consumidores. Se argumenta cómo 
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Introduction 
The COVID-19 pandemic has generated an unprecedented 
global crisis with consequences at all societal levels that 
are yet to be foreseen. The UNWTO expects an 80% 
decrease in global tourism in 2020, since all tourism desti-
nations had to put several restrictions in place (UNWTO, 
2020). Also, there are signs of a long and slow recovery 
given that tourists have health and safety concerns and 
are also expected to be cautious about spending money 
(Gössling et al., 2020). Developing countries are signifi-
cantly affected by this crisis, not only because health sys-
tems are weaker and lacking appropriate capacities to deal 
with such a situation, but also because the economy of the 
majority of these countries heavily relies on international 
tourism, which practically disappeared between March 
and May 2020. Although recent reports show a positive 
recovery in the years ahead given the resilient character 
of the tourism industry, several challenges are to be over-
come as the global economic contraction will have conse-
quences in the long term (UNWTO, 2020). 

With this in mind, the purpose of this paper is to pro-
vide a conceptual model that allows tourism destinations 
to identify opportunities for product development and 
marketing communications in times of global economic 
recession. To achieve this purpose, an analysis of des-
tination image is first presented in order to identify the 
key elements that constitute the overall image of a des-
tination, influencing tourist perceptions and behaviour. 
Destination image is understood as “the perceptions of 
individual destination attributes and the holistic impres-
sion made by a destination” (Echtner & Ritchie, 1993, 
p. 43). Furthermore, when analysing destination image, 
it is important to distinguish the cognitive and affec-
tive components as they might influence perceptions and 
behaviour differently. This distinction can be particu-
larly relevant for developing countries because they usu-
ally rely on affective elements for tourism strategies. It 

is argued that the affective component is mainly formed 
by the emotional responses and feelings triggered by a 
destination (Baloglu & McCleary, 1999; White & Scan-
dale, 2005). Moreover, some scholars also argue that the 
emotional state at the time of making a decision highly 
influences the affective component of destination image 
(Zeugner-Roth & Žabkar, 2015). As negative emotions 
are usually triggered and collectively perceived in times 
of crisis (Madera & Smith, 2009), it is to be expected 
that the negative emotions triggered during the COVID-
19 crisis will have a direct impact on destination image. 
Based on these theoretical assumptions and drawing 
from the theoretical framework of the Appraisal Ten-
dency Framework (Lerner & Keltner, 2000), an analysis 
of negative emotions influencing destination image will 
be provided.  

Second, based on an analysis of the consumer predis-
positions of ethnocentrism and cosmopolitanism, possi-
ble behavioural responses of tourists in times of crisis 
are suggested, which might be useful for tourism devel-
opment strategies and target segmentation. Consumer  
ethnocentrism is understood as “consumer beliefs 
about the appropriateness of purchasing foreign-made  
products” (Shimp & Sharma, 1987, p. 280). Consumer 
cosmopolitanism is defined as “the extent to which a con-
sumer exhibits open-mindedness towards foreign coun-
tries and cultures, appreciates the diversity brought about 
by the availability of products from different national and 
cultural origins, and is positively disposed towards con-
suming products from different countries” (Riefler et al., 
2012, p. 287). Ethnocentric consumption tendencies can 
be expected since consumers are inclined to support their 
local economy (Siamagka & Balabanis, 2015), whilst 
cosmopolitan consumers might support foreign develop-
ing countries as the result of sharing values within the 
global community (Cleveland & Laroche, 2012). As con-
sumer predispositions influence consumer perceptions 

las emociones negativas desencadenadas por la crisis del COVID-19 tienen una influencia directa en la imagen de 
destinos turísticos. Además, las predisposiciones de los consumidores al etnocentrismo y el cosmopolitismo mode-
ran el impacto en la imagen del destino y en el desempeño de indicadores de turismo, tales como intenciones de visi-
tar un destino y la voluntad de recomendación. Los gestores de turismo deben distinguir los componentes afectivos 
y cognitivos de la imagen de sus destinos turísticos con el fin de identificar atributos relevantes para el desarrollo de 
estrategias turísticas. Este estudio proporciona una base teórica y conceptual para diferenciar los componentes cogni-
tivos y afectivos de la imagen de destinos turísticos, lo que permite identificar el impacto de emociones negativas en  
un momento de crisis. Este análisis permite además a los gerentes desarrollar estrategias de segmentación basadas  
en orientaciones etnocéntricas y el cosmopolitas del consumidor.

Palabras clave: imagen de destino, emociones negativas, crisis COVID-19, etnocentrismo del consumidor, cos-
mopolitismo del consumidor, turismo
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and further behaviour (Zeugner-Roth et al., 2015), both 
consumer cosmopolitanism and consumer ethnocentrism 
might moderate the impact of destination image on tour-
ism behavioural outcomes, such as willigness to visit and 
intentions to recommend. 

The proposed analysis aims at providing twofold 
practical recommendations for destination managers in 
developing countries. First, the paper suggests implica-
tions for destination image management with regards to 
identifying how and when it is advisable to use affective 
elements in communication strategies. Second, the anal-
ysis is followed by recommendations for tourism product 
development and target segmentation based on ethnocen-
tric and cosmopolitan consumer profiles. By developing 
tourism products and communication strategies focused 
on consumers’ values, more opportunities for deliver-
ing memorable tourism experiences could be generated 
(Goossens, 2000). As noted by Lee et al., (2011), the 
added value to tourism experiences will increase motiva-
tion to travel again to the same destination and to recom-
mend it as well.  The novelty of our research is based on 
the analysis of basic emotions and the moderating effects 
of consumer ethnocentrism and consumer cosmopolitan-
ism in the tourism field, which have not been examined 
simultaneously to the best of our knowledge.

The paper is structured as follows. First, it entails an 
analysis of destination image, in which the importance 
of considering its affective and cognitive components 
separately, but not independently, is argued. Consid-
ering these components separately is essential for con-
ceptual and managerial implications because this would 
allow for identifying strategic aspects to be explained and 
improved in a specific way (Stylidis et al., 2017; Zeu-
gner-Roth & Žabkar, 2015). Second, an analysis of the 
consumer predispositions of ethnocentrism and cosmo-
politanism in times of crisis is presented. This analysis 
is based on the notion that tourists are to be influenced 
by the perception of how much they should support the 
local/foreign economy in difficult economic times (Chan 
et al., 2010). Third, a conceptual model will be presented 
in order to integrate the arguments provided. It is argued 
that both consumer ethnocentrism and consumer cosmo-
politanism moderate the influence of destination image 
on behavioural tourism outcomes. Finally, a section with 
conclusions, implications and limitations will be pre-
sented. This section highlights the fact that identifying 
tourism behavioural trends is crucial for tourism prod-
uct development and marketing communication strate-
gies. These insights are highly valuable for generating 
memorable experiences that add value to tourists, which 
can compensate for the difficult times that the industry is  
facing and might accelerate its economic recovery. 

Literature Review 

Destination Image
Destination image is a highly investigated construct in 
international marketing and tourism research. Empir-
ical measurements however are rather complex since 
consumers’ overall perceptions of a destination may 
be either favourable or unfavourable depending on the 
specific conditions of a place, which have high statis-
tical variance (Baloglu & McCleary, 1999; Beerli &  
Martin, 2004; Echtner & Ritchie, 1993; Gallarza et al., 
2002; Li et al., 2015; Mossberg & Kleppe, 2005; Pike, 
2002; Roth & Diamantopoulos, 2009; Zeugner-Roth & 
Žabkar, 2015). There are also conceptual issues with 
regards to the measurement scales. Some of them fail 
in operationalizing affective components, as pointed 
out by Roth and Diamantopoulos (2009). For example, 
an often-used item “people are likeable” does not mea-
sure the same aspect as the item “I like the people from 
that place”. The former measures what a person might 
think about the people from a particular place and the 
latter what a person might feel about the people from 
a particular place. These measurement issues indicate 
how complex the measures can be and also the affective 
components may be assessed as cognitive ones (Roth &  
Diamantopoulos, 2009).

The cognitive and affective components of destination 
image are simultaneously involved in the formation of 
the overall image of a destination (Baloglu, & McCleary 
1999; Echtner & Ritchie, 1993). On the one hand, the 
cognitive component is related to the beliefs and knowl-
edge about a destination, which helps to create a mental 
representation of the place (Baloglu & McCleary, 1999; 
Pike, 2002; Perpiña et al., 2019; Stylidis et al., 2017). 
This component refers to the resources and facilities of 
a tourism destination involving aspects such as the scen-
ery, climate, accommodation facilities, restaurants, and 
historical and cultural attractions (Stabler, 1995). Empi- 
rically, it has usually been assessed through some of the 
following nine dimensions: natural resources, general 
infrastructure, tourism infrastructure, tourism leisure and 
recreation, culture, economic factors, natural environ-
ment, social environment and atmosphere (for reviews see 
Li et al, 2015; Pike, 2002; Stylidis et al., 2017). Studies 
have identified empirical issues with regards to the asses-
sement of the cognitive component in destination image 
(e.g. Perpiña et al., 2019), who also revealed that empiri-
cal issues might have an effect on risk assessment.  On the 
other hand, the affective component of destination image 
concerns the emotional responses and feelings towards 
a destination (Baloglu & McCleary, 1999). These affec-
tive responses can vary highly depending on the specific 
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travel stage (pre-visit, on-site, and post-visit) and on each 
individual. Therefore, it is difficult to specify their impact 
from a comprehensive perspective (Baloglu & McCleary, 
1999; Stylidis, et al., 2017). Empirically, affective mea-
sures are usually based on the affective evaluations of four 
dimensions (pleasantness, arousement, relaxation and  
excitement) (Stylidis, et al., 2017). As Zeugner-Roth  
and Žabkar (2015) suggest, the affective component is 
particularly relevant during the evaluation and final deci-
sion-making of a specific destination. This is because, 
although several factors can play an important role in the 
decision of a travel destination, such as the overall per-
ception, available attractions, accommodation standards, 
etc., at the time of making the decision, all these factors 
are balanced out by an affective component: tourists sim-
ply want to travel or do not want to travel that particular 
destination (Zeugner-Roth & Žabkar, 2015). This is why, 
scholars argue that the affective dimension of destination 
image could be even more important than the cognitive 
dimension when explaining tourists’ decisions (Roth & 
Diamantopoulos, 2009; White & Scandale, 2005). 

Although destination image is a single construct with 
two components, these two components should be stud-
ied separately, but not independently (Stylidis et al., 2017; 
Zeugner-Roth & Žabkar, 2015). Consequently, although 
one could argue that the first level of response to a des-
tination is affective and these emotional responses influ-
ence subsequent attitudes and behaviour (Stylidis et al., 
2017), one could also argue that people’s affective evalu-
ation of a place largely depends on their previous knowl-
edge of that place (Boo & Busser, 2005). Therefore, both 
affective and cognitive components can be seen as inter-
twined, and depend on specific circumstances of both the 
tourists’ perceptions and situations. Several empirical 
studies have investigated the influence of the cognitive 
and affective components (Baloglu & McCleary, 1999; 
Lin et al., 2007; Zeugner-Roth & Žabkar, 2015). They 
have found, for instance, that tourists can develop feel-
ings about a place after they have cognitively evaluated 
it without even having been there (Lin et al., 2007). This 
means that, even though the image a tourist forms about 
a destination is composed of a cognitive and an affec-
tive component, these two components can influence fur-
ther evaluations and behaviour in different ways.  They 
should thus be considered distinctively. This distinction 
can be quite relevant for destinations that have heavily 
relied on affective components for their strategies, such 
as developing countries.

Destination Image in Developing Countries. 
Is the Affective Component so Effective 
in Times of an Economic Crisis? 
The distinction between the affective and cognitive com-
ponents of destination image can be particularly important 
for developing countries. They might suffer from nega-
tive cognitive evaluations concerning the lack of infra-
structure and general facilities. However, most of them 
have very positive evaluations with regards to the overall 
experience due to affective reasons  (Campo & Alvarez, 
2010). This factor can explain why several developing 
countries have been ranked as “top destinations” in the 
last decade, since tourist satisfaction and overall expe-
rience is evaluated positively, whilst several cognitive 
dimensions might not be as highly ranked (Forbes, 2018). 
However, heavily relying on affective elements for tour-
ism development can backfire in times of crisis. During 
times of crisis, negative emotions can easily be triggered 
and remain in collective perceptions for long periods 
of time, overshadowing the influence of positive emo-
tions (Mamun & Ullah, 2020). At this point, it is import-
ant to consider that emotions work as a tool for action 
and strongly influence perceptions and decisions (Lerner 
& Keltner, 2001; Lerner et al., 2015). Therefore, under-
standing how and why these emotional reactions are 
generated in a specific situation can be insightful when 
developing more effective destination tourism strategies.  
Given that emotional reactions can be considered part of 
the affective component of a country’s image, we argue 
that it is crucial to examine it more carefully in strategies 
appealing to that component.

Affective components have been highly relevant 
for tourism marketing campaigns overall, but par-
ticularly for Latin American countries. For instance, 
countries such as Colombia or Peru have developed con-
sistent tourism marketing communication campaigns 
based on creative concepts of enjoyable experiences for  
tourists based on sensory pleasure. In a recent tourism 
marketing campaign, Peru launched the slogan “the rich-
est country in the world” based on the country’s reputa-
tion as a “world-class cultural and culinary destination” 
(Marketing Comm News , 2017). Colombia’s latest cam-
paign “sabrosura” aims at reinforcing positive attributes 
of warmth, happiness and rhythm, focused on the coun-
try’s image of friendliness and joy (La Republica, 2018). 
These strategies have proven to be quite successful for 
both countries. Peru is one of the leading tourism des-
tinations in South America with the highest increase of 
incoming tourists in the past years and a tourist satisfac-
tion rate of 94% (UNWTO, 2016). Colombia has been 
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ranked as the number one “trending tourism destination 
in the Americas” following an unprecedented growth in 
2019 (ProColombia, 2019). However, given the uncer-
tainty of tourists regarding these countries’overall situ-
ation after the COVID-19 crisis, it would be advisable 
to reevaluate the effectiveness of this type of strat-
egy for attracting tourists in the global market. This is 
because perceptions of uncertainty, unpredictability and 
uncontrollability are intrinsically linked to the nega-
tive emotions of fear, sadness and anger. These are the 
basic emotions, which are usually and collectively trig-
gered in times of crisis, influencing people’s evaluations 
and behaviour tremendously  (Madera & Smith, 2009). 
According to Lerner and Keltner (2000; 2001), by ana-
lysing the core appraisal, goal-directed process, together 
with the action tendency of emotions, important ten-
dencies of individual perceptions and behaviour can be  
identified and strategies can be adapted accordingly.

The Impact of Negative Emotions on 
Destination Image: Fear, Sadness and Anger 
Although the use of affective components has been 
proven to be effective for promoting tourism for desti-
nations, it is important to consider that they might not be 
that effective in times of crisis, due to the negative emo-
tions triggered in such a situation. In an unprecedented 
crisis like the one brought by the COVID-19 pandemic, 
a general sense of situational uncertainty, unpredictabil-
ity and uncontrolability is generated  (Mamun & Ullah, 
2020). Uncertainty, unpredictability and uncontrollabil-
ity are the appraisal tendencies associated with the basic 
emotions of fear, sadness and anger, respectively (Lerner 
& Keltner, 2001; Lerner et al., 2015). These three emo-
tions are directly linked to the survival action instincts 
of fleeing, freezing and fighting  (Goleman, 2006). This 
explains why these are the most common emotions  
triggered in times of crisis. Drawing from the Appraisal 
Tendency Framework (Lerner & Keltner, 2000), it is 
argued that analysing the appraisal and action tendencies 
of these emotions allows for a better understanding of 
tourists’ decisions and behaviour since most human deci-
sions are driven by emotions (Lerner et al., 2015). 

Firstly, fear -understood to be an unpleasant state 
caused by a perception of threat of danger- is associated 
with the perception of negative events as being unpre-
dictable, uncertain and under situational control. Under 
a state of fear, individuals have action tendencies of 
fleeing or hiding immediately, escaping from the situa-
tion and perceiving high risk (Lerner & Keltner, 2000).  
Secondly, sadness -understood to be a sense of loss and 
the misfortune of an undesirable outcome by situational 

factors beyond anyone’s control- is associated with the 
perception of negative events as being unpredictable and 
under human control. Sad people have action tendencies 
of increasing systematic processing and perceiving low 
risk (Lerner et al., 2015). And thirdly, anger -understood 
to be a negative unpleasant state of annoyance, displea-
sure, or hostility, which is also the antecedent of frustra-
tion- is associated with the perception of negative events 
as being predictable, under human control, and brought 
about by others. Angry people have tendencies of aggres-
sive and immediate action, their heuristic and stereotypi-
cal processing increases, and their perceptions of risk are 
lower (Lerner & Keltner, 2000). 

It might seem difficult for a destination marketer to 
know what to do in times of crisis when the entire tour-
ism industry is wondering the same. Appealing to emo-
tional arguments which sell enjoyable experiences can 
simply become common place, in which differentiation 
can hardly take place. Although it is important to always 
consider affective elements in tourism marketing com-
munication, it is also highly relevant to consider cognitive 
aspects that compensate for the appraisal of a negative 
emotion. For instance, the emotion of sadness refers to 
a “sense of not keep losing something”; therefore, what 
sad people need to experience in order to feel less sad is 
a “sense of having something or finding a connection to 
hold on to”. In the same way, people who are feeling fear 
have a sense of uncertainty and lack of control; therefore, 
they need to experience certainty and control that makes 
them avoid risk (Lerner et al., 2015). Table 1 summarizes 
the analysis.

Consumer Predispositions for Target 
Segmentation in a Global Tourism Crisis

Consumer Ethnocentrism. When Buying 
Local Seems the Right Thing to Do.
As seen in the handling of previous crises, developed 
countries are expected to encourage their citizens to buy 
domestic products in order to protect local businesses 
(Chan et al., 2010). Although the survival of emerging 
countries is also crucial for the global market, significant 
efforts are to be put into strengthening local capacities 
and promoting domestic production and consumption. 
This means that global consumers are persuaded to 
buy local and travel locally, consequently supporting  
economic nationalism and fostering tendencies of eth-
nocentric consumption (Gössling et al., 2020). Con-
sumer ethnocentrism has widely been documented in 
the literature explaining the preferences of local prod-
ucts (Wang & Zhen, 2004; Zeugner-Roth et al., 2015).  
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Ethnocentric consumers tend to prefer domestic products 
for economic motives, such as the fear that opting for 
foreign alternatives would threaten the domestic industry  
(Verlegh, 2007). Thus, in terms of a global economic cri-
sis, when feelings and collective sentiments of fear are 
generated (Mamun & Ullah, 2020), it is to be expected 
that consumers will show tendencies of ethnocentric  
purchasing behaviour. 

Several studies have been conducted about how  
ethnocentric tendencies can even become a moral obli-
gation where spending at home feels like “the right 
thing to do” (Shimp & Sharma 1987; Wang & Zhen, 
2004). Ethnocentric tendencies can be analysed as infor-
mation cues that influence the image of local prod-
ucts positively, and that of foreign products negatively  
(Zeugner-Roth, Žabkar et al., 2015). Ethnocentrism is thus a  
predisposition, which is more pronounced in developed 
countries, as consumers tend to highly appreciate local pro-
duction (Chan et al., 2010). This is also a tendency used in  
destination image strategies for tourism marketing. For 
instance, Austria, a developed country with a compara-
tively positive balance in the handling of the COVID-19 
crisis with respect to the number of cases in Europe, has 
started to strongly encourage people living in Austria to 
enjoy regional tourism (Austrian Official Travel Portal, 
2020). Austria’s current strategy also focuses on provid-
ing frequent and up-to-date information on the COVID-19  
situation and offering virtual tours to foreign tourists. 

Creating More Conversations: Consumer 
Cosmopolitanism as an Opportunity 
for Developing Countries. 
In times of economic crisis, consumers also show a pre-
disposition to support other people, showing openness 
and affinity towards global solidarity (Kyriakidou, 2008). 
As several studies have shown, this type of tendency can 
be analysed within the notion of cosmopolitanism, in 
which individuals consider themselves to be citizens of 
the world, having the planet as a home rather than a par-
ticular country (Hill & Hult, 2019).  The investigation 
of consumer cosmopolitanism has provided insightful 
findings with regards to a global culture of consumption 
(Cleveland & Bartsch, 2019). However, its research in 
the field of tourism is relatively scarce. Studies having 
an anthropological perspective (Salazar, 2010), concep-
tual perspective (Johnson, 2014) and critical perspective 
(Mota, 2017) can be found. According to Salazar, it is 
crucial that cosmopolitan tourists feel familiar in destina-
tions, in the sense that they can see themselves connected 
to their life-world and engage with the local culture (Sala-
zar, 2010). According to Hannerz, “the perspective of the 
cosmopolitan must entail relationships to a plurality of 
cultures, including an orientation, a willingness to engage 
with the other” (Hannerz, 1990, p. 239). Cosmopolitan-
ism is associated with a willingness to engage in daily 
life practices, rendering the concept to be holistic and 
multidimensional. Thus, when addressing cosmopolitan  

Table 1. Analysis of Negative Emotions 

Negative Emotions 

Anger Fear Sadness

Definition 

Negative unpleasant state of annoyance, 
displeasure, or hostility.

Unpleasant state caused by a threat of danger, 
pain, or harm when being too close to a potentially 

contaminating object. 

Loss and misfortune of an undesirable outcome by 
situational factors beyond anyone’s control. 

Appraisal Tendency

Perceive negative events 
as predictable, under 
human control, and 
brought about by 

others.

Perceive negative events 
as uncertain and 
under situational 

control.

Perceive negative events as unpredictable and 
under human control.

Action tendency

Aggressive immediate action. Increase heuristic 
processing. Immediate action leaving the object. Seeking reward, increase systematic processing.

Influence on outcome

Perception of low risk. Perception of high risk. Perception of low risk.

Possible Actions to Mitigate Influence

Sense of action - having an active role - getting 
achievements.

Sense of certainty,  awareness and situational 
control.

Sense of not keep losing - having something to hold 
on to - feeling connections.

Source: Lerner et al., 2015 and Lerner and Keltner, 2000.
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consumers, it is crucial to consider comprehensive strat-
egies, in which not necessarily traditional marketing 
through conventional ads is generated. Instead, interest-
ing tourism products that become relevant to consumers 
are recommended, as well as communication through rel-
evant messages in targeted channels. 

Zeugner-Roth, Žabkar and Diamantopoulos have 
empirically shown that both consumer ethnocentrism 
and consumer cosmopolitanism influence consumers’ 
evaluations,  and their willingness to buy domestic and  
foreign products (Zeugner-Roth et al., 2015). In both 
cases, emotional responses would influence the predis-
position towards an event in a favourable or unfavour-
able manner, given that both constructs have an affective 
component. Thus, it can be expected that when emotions 
are highly aroused, both consumer predispositions will 
have an effect on the impact of destination image as is 
hypothesized and explained below.

Conceptual Model 
The discussion above sets the conceptual model illus-
trated in Figure 1. It is argued that negative emotional 
responses as a result of the COVID-19 crisis will impact 
destination image. It is further argued that the predispo-
sitions of consumer ethnocentrism and cosmopolitan-
ism can also influence the impact of destination image 
and consequent tourism outcomes, moderating the rela-
tionship. It is suggested that willingness to visit (Chen 
& Phou, 2013) and intentions to recommend (Chi & 
Qu, 2008) might be relevant outcomes to be investi-
gated, as they are key indicators of successful destination  
development. 

Conclusion and Implications 
During and after the COVID-19 crisis, the tourism sector 
is expected to be negatively impacted the hardest world-

wide, and its recovery is estimated to once again become 
an important pillar of the global economy (UNWTO, 
2020). Given that destinations in developing countries 
will have to compete in a global tourism market, it is 
important to identify key elements that strengthen their 
destination images and provides them with more compet-
itive advantages. In this paper a conceptual model was 
presented by analysing the notions of destination image 
and the consumer predisposition of ethnocentrism and 
cosmopolitanism. This can provide practical recommen-
dations for tourism marketers in developing countries. It 
was argued that destination image is influenced by neg-
ative emotions, and its impact on intentions to visit and 
willingness to recommend is moderated by consumer 
ethnocentrism and consumer cosmopolitanism. 

It has been argued that destination image is a con-
struct with two components, a cognitive and an affective, 
the latter being more relevant for tourists when decid-
ing on a travel destination. Therefore, considering which 
emotions are triggered when a person makes a decision 
is highly relevant, particularly in times of crisis. Based 
on this notion, an analysis of fear, sadness and anger has 
been provided. The use of cognitive evaluations mitigat-
ing the effect of negative emotions has also been recom-
mended. This is because negative emotions might have 
a stronger influence on evaluations and thus, they might 
overshadow the efforts of communication entirely based 
on positive affect. 

In addition, it was argued that the consumer predis-
positions of ethnocentrism and cosmopolitanism might 
have a strong influence during economic hardship, as 
individual evaluations might be shaped by the perception 
on how much people should support the local/foreign 
economies. In both cases, identifying behavioural trends 
on different media platforms is highly recommendable as 
this might increase the possibilities to interact and create 
conversations with different audiences. As destination 

Figure 1. Conceptual Model 

Source: The author. 
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image is a multidimensional construct, highly influenced 
by affective aspects as well as individual predispositions, 
it is important to focalize efforts in a targeted manner. 
Analysing which cognitive aspects of the destination are 
to be communicated and how to communicate them to 
segmented target audiences should thus be addressed. 

Managerial Implications 
The presented analysis has several managerial impli-
cations for tourism developers and marketers. First, it 
is recommendable to understand the notion of destina-
tion image from a comprehensive perspective where the 
affective component plays an important role. This would 
allow for making the distinction between cognitive and 
affective attributes of the destination, which can be fos-
tered in communication efforts. Moreover, it is essential 
to consider the negative emotions triggered in an eco-
nomic crisis. In this regard, considering Lerner et al., 
2015, emotions can strongly influence evaluations and 
behaviour; therefore, identifying how these emotional 
responses can be mitigated is highly recommended. By 
analysing the appraisal tendencies and action tendencies 
of emotions, specific insights can be identified for prod-
uct development and marketing communication strate-
gies. Table 1 is presented as a guiding tool for managers 
to consider when dealing with negative emotions, so they 
can find possible actions to mitigate their influence.

These considerations have useful implications 
for developing activities to engage communities. For 
instance, if consumers show signs of sadness, they will 
seek information on how to feel connected to a specific 
social affiliation such as a social media group or commu-
nity, which can make them feel better. Consequently, if 
marketers know that people in their target group feel sad, 
they could develop strategies for creating social media 
groups or activities in order to develop a sense of con-
nectedness and solidarity. In the case of fear, people need 
a sense of certainty and control. In this regard, marketers  
could develop platforms to provide up-to-date informa-
tion about security risks, precautions and safety, while 
ensuring a pleasant stay. Thus, a more in-depth analysis 
of the type of emotions tourists might be feeling when 
evaluating a destination could be insightful in order to 
identify which type of activities should be created or 
which unique attributes of the destination are communi-
cated. With respect to the latter point, an in-depth anal-
ysis of social media trends influencing tourists is highly 
recommended since these are the most common source of 
information shaping their opinion. 

Regarding consumer predispositions, it is crucial to 
acknowledge that ethnocentric tendencies can be seen 

as challenging, but also as an opportunity for develop-
ing countries. Targeting foreign tourists from developed 
countries with direct and traditional advertising in the 
mass media could be seen as slightly ineffective since 
their own local governments have deployed this strategy. 
Therefore, traditional marketing should also focus on 
fostering local tourism and strengthening local capabil-
ities. This does not mean, however, that the prospects to 
increase incoming tourism from developed countries are 
to be neglected. There are several opportunities to keep 
communications with global tourists open through differ-
ent digital channels, in which the destination image stays 
relevant. 

Consequently, understanding tourism trends in social 
media is crucial when identifying possibilities to create 
conversations online. Through establishing permanent 
and motivating communication alternatives, the image of 
the destination might remain relevant and memorable for 
a longer period of time. Communication strategies should 
not be based only on affective components, but instead 
also on smart connections created over time and through 
interesting conversations on online platforms.

When addressing cosmopolitan consumers for tourism 
development strategies, several aspects should be consid-
ered. First, conducting in-depth research into interests and 
affinity for tourism product development is important, 
since what is delivered as a tourism experience is what 
actually matters, and will consequently be recommended. 
Holistic experiences adding value constitute a key ele-
ment for generating word of mouth and first hand recom-
mendations (Goossens, 2000). This aspect is particularly 
important for cosmopolitan consumers, as the notions of 
connectedness and belonging in the global community 
are highly valued. In fact, during the times of “hard lock-
downs” in Europe, multiple virtual community activi-
ties where generated, focusing on social connections,  
a global community and different aspects of conscious-
ness. Several cosmopolitan characteristics, such as  
openness toward other people and their willingness to 
explore, learn and help other cultures (Hannerz, 1990) 
can be identified in these groups. Importantly, the holistic 
experience delivered by a destination should also be con-
sistent with cosmopolitan values; hence, moving beyond 
marketing communication, the delivery of the tour-
ism brand promise should be associated with the actual  
performance of a positive cosmopolitan tourism experi-
ence. Therefore, destinations should focus on strength-
ening delivering capacities in tourism products, tourism 
experiences, and the overall perceived value. 

Another aspect to be considered when targeting cos-
mopolitan consumers for tourism development is associ-
ated with credible communication strategies and affinity. 
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Salazar found that the cross-cultural interpretation deliv-
ered by tourism guides is essential to translate cultural 
aspects for tourists, “making the unfamiliar, familiar” 
(Salazar, 2010). A familiar story told in an interesting 
manner can link cultural aspects of a destination to the 
cosmopolitan values of a tourist, which can then turn 
into something meaningful and create a special bond in 
a person’s mind. Thus, communication is a very import-
ant aspect for cosmopolitan consumers, but needs to be 
conducted thoughtfully and in a relevant manner. On the 
one hand, communication should not only be connected 
to the personal values of an individual, but it should also 
be conducted in a familiar way that makes the message 
natural with high affinity too. In this sense, understand-
ing trends on online platforms that make tourists connect 
with their interests can be seen as an opportunity to iden-
tify channels for delivering messages about the destina-
tion in a way that appears natural and familiar. 

The world has yet to face the various consequences 
of this unprecedented global crisis. However, endurance 
and resilience are human characteristics that are also fos-
tering in extreme situations. The tourism industry is one 
of the most resilient economic sectors and will undoubt-
edly recover with important lessons learned from the cri-
sis. It is important however, that developing countries 
make the most of the opportunities to be generated in the 
current situation and foster their economy and the social 
development as a result of them, making a virtue out of 
necessity.

Future Research and Limitations
The conceptual nature of the paper makes it suffer from 
the lack of empirical evidence supporting the hypothe-
ses. However, given the solid theoretical foundations, it 
is strongly recommended that future research empirically 
investigate the proposed conceptual model.  By identifying 
the specific mechanisms of moderation, more insight into 
the role of consumer ethnocentrism and cosmopolitan-
ism in tourism outcomes can be established. Comparative 
studies in different settings between developed and devel-
oping countries are also suggested in order to examine  
the conditions under which the effect of each variable 
plays a more prominent role. 
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