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Short-form destination videos often rely on music to carry cultural meaning. This paper links Cognitive Metaphor
Theory with the circumplex dyad of pleasure and arousal to explain how music-image pairings build destination
brand resonance (DBR). Three experiments show that pleasure is the stable route to DBR, arousal helps only
under favorable tone, and their effects are additive. A Meaning-Access Prime (MAP) raises both emotions under
identical clips and, in Bayesian structural models, also exerts a direct path to DBR, strongest when pleasant tone

is low. DBR then predicts destination brand identification and destination consumption intention. We also show a
useful state view: Resonant versus Emergent DBR. The framework provides design rules for co-tuning tone,
activation, and cultural cues in creator-made clips that improve resonance, identification, and intention.

1. Introduction

Consumer response to destination brand communication inhabits a
theoretical crossroads between cultural cognition and emotional pro-
cessing. Existing frameworks for destination branding communication,
such as the cognitive-affective—conative (CAC) destination image model
and customer-based destination brand equity (CBBE), often inade-
quately explain how culturally embedded non-verbal cues, such as
music, shape consumer-brand relationships, leaving a gap between what
consumers think and what they feel about a destination. Music can
evoke vivid mental imagery and strong emotions that reshape destina-
tion image; however, these influences depend on the individual traits of
the consumer, such as fantasy proneness and self-brand congruence (Fan
et al., 2023). Irregular musical structures enhance perceptions of brand
innovativeness by creating and resolving cognitive disfluency (Zoghaib

et al., 2023). Consumers engaging in destination brand communication
translate sound into meaning through embodied metaphors (Asano
et al., 2022). Moreover, music’s social infrastructure, live venues, fes-
tivals, and performance networks, help anchor collective place identity
and brand positioning (Baiocchi et al., 2024). The empirical studies
suggest that music operates simultaneously along emotional, cognitive,
metaphorical, and social pathways. However, existing research still
treats these strands in isolation. Bringing these literature streams
together, integrating cognition and emotion, can provide deeper insights
into how consumers actually process brand-related stimuli in specific
cultural contexts. We propose that music receptivity activates meta-
phorical processing, which then triggers the transmission of metaphor-
ical clues, ultimately shaping destination brand resonance and
destination consumption intention (see Figs. 4 and 5).

The need for such theoretical integration is underscored by the
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globalized tourism market. Cultural context significantly shapes con-
sumers’ experiences of destination brand communication, which
increasingly incorporates symbolic elements embedded within music,
visuals, and narratives. These symbolic elements are decoded using
culturally influenced cognitive frameworks, making the alignment be-
tween symbolic branding and cultural cognition essential for the effec-
tiveness of destination brand communication (Xu, 2024). Although
cultural tailoring can enhance brand relevance and deepen consumer
engagement, it also complicates the emotional internalization of brand
messages (Liu, 2025; Ting and Ahn, 2023). Therefore, understanding the
interplay between culturally grounded symbolism and emotional pro-
cessing becomes crucial for marketers aiming to navigate diverse cul-
tural landscapes (Osemwegie, 2025).

Extensive research on cultural cognition predominantly focuses on
explicit verbal messages and overt brand positioning, largely ignoring
how implicit, culturally embedded non-verbal cues, particularly music,
affect tourists. Prior work demonstrates that music has a profound
impact on pleasure and arousal, yet its influence on destination brand
resonance remains underexplored (Fan et al., 2023; Moreno-Lobato
etal., 2023; Zhuang et al., 2023). Music shapes pleasure and arousal, yet
its influence on destination brand resonance remains underexplored
(Fan et al., 2023; Moreno-Lobato et al., 2023). More critically, the field
still lacks a process-level explanation of why music-evoked emotions
would translate into deeper psychological ties with a destination and an
intention to spend there (Coronel and Irimias, 2022; Zhuang et al.,
2023). That missing link motivates the present focus on Music Recep-
tivity (MR).

The research defines Music Receptivity as a situational state, induced
by brief instructions or cues, that expands access to culturally resonant
metaphors embodied in melody, rhythm, and paired imagery. Under
Cognitive Metaphor Theory, listeners convert these sound-image pat-
terns into abstract destination meanings through well-learned meta-
phorical structures. This conversion should be especially effective in
China, where metaphor pervades everyday language and visual sym-
bolism (Chen and Liu, 2024; Lan and Yin, 2020; Tian and Abdullah,
2024; Zhang et al., 2022). When metaphorical meaning becomes readily
accessible, listeners tend to register both heightened pleasure and
increased physiological activation, aligning their emotions with the
destination story.

On this reasoning, we test whether arousal, conceptualized as acti-
vation on the circumplex grid, moderates the influence of implicit cul-
tural cues in short destination videos. We argue that when arousal is
high, viewers in a high-context environment can assemble coherent
meaning from sparse verbal content and densely coded musical-visual
motifs, even when hedonic tone is muted. To examine this interaction,
we expose a high-context audience to clips that orthogonally vary
pleasure, arousal, and the richness of cultural embedding, and then
assess how changes in music receptivity translate into destination brand
resonance. This design isolates the boundary role of arousal in high-
context message processing, an issue that prior work has not addressed.

This research advances knowledge in two complementary ways.
High-context orientation is introduced as a boundary condition that
governs how pleasure and arousal translate into destination brand
resonance, clarifying when emotional responses gain traction in con-
sumer—place relationships. In addition, Hall’s context dimension is
linked with the circumplex affect model and Cognitive Metaphor The-
ory, demonstrating how symbolic music-video combinations can bind
viewers to a location during the brief exposures typical of social video
platforms.

Through this framework, the study resolves three issues. First, pre-
vious studies have not specified how Music Receptivity channels
emotional reactions within culturally framed destination experiences.
Second, empirical ties between music-induced emotions and down-
stream outcomes, specifically destination brand resonance and brand
identification, have been limited in scope. Third, previous research lacks
an integrated account of how cultural context steers metaphor-based
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emotional routes that connect music-driven affect to resonance. The
findings address these gaps by demonstrating when and how arousal
heightens metaphor access, thereby aligning emotional and cultural
mechanisms in destination branding.

The research organizes propositions into three studies that isolate
each stage of the process model and then validate the full pathway
longitudinally. Study 1 manipulates pleasure and arousal to show their
additive effects on destination brand resonance. Study 2 primes music
receptivity and demonstrates its impact on pleasure, arousal, and reso-
nance. Study 3 conducts a full test on participants to examine whether
the process from initial music exposure to the emergence of resonance
can predict brand identification and consumption intention.

2. Literature review
2.1. Cognitive Metaphor Theory within S-O-R and CMA framing

Cognitive Metaphor Theory (CMT) provides a conceptual basis for
understanding how individuals derive meaning from abstract concepts
through metaphorical mappings grounded in bodily and affective
experience (Bakri, 2024; Lakoff and Johnson, 1980). Rather than
treating metaphor as decorative language, CMT posits that metaphor is a
core cognitive mechanism that shapes perception, emotion, and evalu-
ative judgment. In branding communication, CMT has been widely used
to explain how symbolic messages are conveyed not only through lan-
guage but also through multimodal elements such as music, visual
design, and narrative structure (Ayrton, 2020; Forceville, 2008; Peh,
2025; Requejo, 2016).

Within the Stimulus-Organism-Response (S-O-R) framework,
destination music videos act as the stimuli; music receptivity (MR) and
the emotional responses elicited by metaphorically encoded cues
represent the organism; and destination brand resonance (DBR) and
destination consumption intention (DCI) function as the outcomes.
Emotional states are modeled using the Circumplex Model of Affect
(CMA), which defines affective experience along two continuous di-
mensions: valence (pleasure-displeasure) and arousal (activa-
tion—deactivation) (Posner et al., 2005; Russell, 1980). This model has
been applied extensively in marketing and tourism contexts to explain
how external cues influence approach-oriented responses via emotional
mechanisms.

In this research, MR is conceptualized as a potential antecedent to
these two affective dimensions, though not as a necessary or exclusive
driver. It is treated as a neutral cognitive-affective orientation, capable
of influencing emotional responses but not essential. Prior S-O-R ap-
plications show that while emotions often mediate the effects of stimuli,
direct paths from pre-existing appraisals or dispositions to brand-related
outcomes can also occur, with the relative influence of indirect and
direct paths varying by context, stimulus type, and audience
(Blanco-Encomienda and Rosillo-Diaz, 2025; Khairani et al., 2025).

Extensions of CMT into multimodal research confirm that metaphors
can be distributed across sensory channels, auditory, visual, and
narrative, and integrated as cohesive emotional cues. For example, up-
ward melodic progression may symbolize growth or aspiration, while
visuals like light piercing clouds can suggest hope or renewal. These
metaphorical structures are not passive codes but emotionally potent
stimuli that elicit affective reactions, namely, valence (positive
emotional tone) and arousal (intensity of activation), as defined by the
CMA framework (Noble, 2022; Golubkova, 2021). In S-O-R terms,
metaphor-laden musical-visual stimuli trigger CMA-based emotional
states, which in turn influence DBR and DCI. Research in marketing and
tourism supports this pathway: external stimuli shape affective re-
sponses along valence and arousal dimensions, which then predict
approach outcomes such as loyalty, satisfaction, and behavioral intent
(Cao et al., 2024; Jiang & Garrod, 2025; Zhu et al., 2025).

The emotional impact of metaphor, however, is moderated by
contextual factors such as individual sensitivity to metaphorical cues
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and competing cognitive frames (Demjén and Semino, 2020; Ervas et al.,
2021). In this framework, MR acts as such a moderator. It refers to a
cognitive-affective readiness to perceive and respond to culturally
embedded metaphors in sound and imagery. Under S-O-R and CMA, MR
is positioned as an antecedent to valence and arousal, and also as a
potential direct predictor of DBR and DCI, consistent with the idea that
organismic traits may both influence emotional states and indepen-
dently shape downstream responses.

Metaphor plays a particularly salient role in the Chinese cultural
context, where communication often relies on symbolic expression,
indirectness, and shared cultural imagery (Zhang, 2024). Compared to
Western cultures that favor explicit verbal exchange (e.g., the U.S,,
Sweden), Chinese consumers more frequently engage in metaphorical
thinking to convey meanings related to harmony (he), balance (ping-
heng), prosperity (fanrong), and traditional values such as filial piety
(xiao). Music embedded with culturally familiar metaphors offers an
effective, implicit pathway to emotional and cognitive engagement. In
such contexts, valence and arousal, as modeled by CMA, capture how
culturally embedded stimuli shape emotional interpretation and,
through it, brand equity and loyalty.

In destination-oriented music videos (TikTok), culturally embedded
musical metaphors, such as pentatonic riffs evoking harmony or genre
hybrids suggesting modernity, function as emotional triggers. When
these cues are processed fluently, they generate elevated valence and
arousal, which in turn enhance mental imagery and conceptual
engagement. Music receptivity intensifies this process by increasing
sensitivity to symbolic detail and emotional tone. As a result, higher
receptivity facilitates stronger thematic alignment with destination
meaning, reinforcing both brand resonance and consumption intention.

2.2. High-context culture and consumer meaning-making

Hall’s (1976) high-versus low-context framework proposes that the
balance between explicit language and implicit, situationally bound
cues varies systematically across cultures. China sits toward the
high-context pole, with metaphoric scripts and cultural archetypes
woven into everyday speech, visual arts, and musical traditions.

Context orientation is best understood as an individual-level
construct rather than a national proxy. While early studies relied on
country dummies to infer high-versus low-context tendencies, distinc-
tions often dissolve when person-level measures are included. Found
that Belgian consumers, who scored higher in context sensitivity,
interpreted metaphor-rich advertisements as more appealing and less
cognitively demanding than Dutch consumers (Hornikx and Le Pair
(2017). However, this effect disappeared once individual context
orientation was controlled, highlighting the explanatory power of per-
sonal orientation over nationality. Similarly, in the domain of commu-
nication channel preferences. Japanese students with a high-context
orientation favored relational modes, such as face-to-face or phone
conversations, while low-context U.S. students preferred email
(Richardson and Smith, 2007a,b). This conceptual evolution—from
context as a fixed cultural trait to a flexible individual tendency—is
further substantiated by evidence from the digital sphere. An in-
dividual’s context orientation, for instance, predicts their trade-offs
between a social platform’s technical features and its relational affor-
dances, even within the same culture (Yang et al., 2021). This cognitive
disposition is understood not as innate, but as an emergent outcome of
ongoing cultural immersion and personal experience (Wu et al., 2023).
Consequently, validated instruments have been developed to measure
this individual-level construct, allowing for more nuanced cross-cultural
comparisons than those based on national proxies (Warner-Sgderholm,
2013). Adding further nuance, communication styles in East Asia reflect
not just cultural norms, but also accumulated intercultural exposure,
suggesting that context orientation evolves through both cultural so-
cialization and life experience (Wu et al. (2023).

Across this body of evidence, two regularities stand out. First, high-
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context audiences process metaphor and other implicit cues with less
cognitive strain and often report more favorable attitudes (Kong and
Lou, 2023). Second, the explanatory power of context orientation pri-
marily operates at the individual level, cautioning against the use of
simple national-culture proxies (Haoyue and Cho, 2024). These insights
are crucial for destination branding because short-form videos condense
verbal content while saturating musical and visual symbolism. If context
orientation conditions how quickly viewers decode symbolic material,
then high-context audiences should integrate that material into their
brand judgments more readily than low-context audiences.

Metaphor occupies a central place in the Chinese aesthetic tradition.
Classical poetry employs layered nature imagery, ink painting conveys
moral virtues through landscape, and pentatonic musical structures
evoke shared affective codes (Yu, 2023). Contemporary marketing em-
ploys these conventions by incorporating guzheng riffs, brushstroke
animations, and cosmological references into video clips. Such
cross-modal metaphors are likely to resonate with a high-context audi-
ence precisely because the cues align with well-practiced decoding
scripts (Liu and Li, 2022).

Short-form video communication compresses language while
amplifying symbolic density, placing greater weight on the viewer’s
ability to decode metaphor and visual-musical cues. High-context
orientation plays a central role in this process, not as a cultural back-
drop, but as an active moderator of how symbolic stimuli are interpreted
and mapped onto brand meaning. In destination branding, this decoding
advantage positions high-context viewers to extract emotional and
destination brand value more efficiently, shaping how they form judg-
ments even in brief, media-rich encounters.

3. Hypothesis and experimental model
3.1. Music receptivity and dyadic emotional valence

In the S—-O-R framework, destination TikTok videos serve as the
stimuli; pleasure and arousal represent the internal (organismic) states;
and downstream judgments and behavioral intentions function as the
responses (Elshazly et al., 2025; Liu, Jiang, & Muhammad, 2024). The
CMA model identifies pleasure and arousal as the core emotional di-
mensions that mediate how environmental inputs translate into
approach-oriented outcomes (Bourdeau et al., 2024; Jaeger et al., 2022;
Liu, Y et al., 2023; Liu, 2025). This model has been widely applied in
marketing and tourism research to examine how communication cues
shape evaluation and behavior (Chen & Cheng, 2023; Zhang et al.,
2022).

CMT helps explain how music-visual pairings influence emotional
states (Elshazly, Yan & Ghaith, 2025; Liu et al., 2023). Through meta-
phorical mappings, listeners associate musical elements, such as motion,
harmony, and timbre, with abstract meanings tied to place (Tham et al.,
2023; Zhu et al., 2025). Multimodal studies show that images and sound
together can convey these mappings effectively (Fong et al., 2024).
Research also indicates that individual differences in sensitivity to
metaphor framing can alter emotional interpretations (Liu et al., 2023).
Tonal processing engages brain regions associated with affect and
figurative meaning, and music linked to a destination has been shown to
reshape its image by triggering emotion and visual imagination (Tham
et al., 2023; Zhu et al., 2025).

In this study, music receptivity is treated as a temporary orientation
shaped by the stimulus set and accompanying instructions (Fong et al.,
2024). It primes participants to attend more closely to culturally
embedded cues, thereby intensifying their emotional response, specif-
ically in terms of pleasure and arousal, during video exposure (Wu et al.,
2023). As such, the following hypotheses are put forward.

Hypothesis 1. Music receptivity, Meaning-Access Prime (MAP) versus
a neutral condition, will increase the pleasure experienced during
exposure to culturally embedded destination music videos.
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Hypothesis 2. Music receptivity, MAP versus Neutral, will increase
the arousal experienced during exposure to culturally embedded desti-
nation music videos.

3.2. Dyadic emotional valence and destination brand resonance

Dyadic emotional valence, comprising pleasure and arousal from the
circumplex model, represents the internal (organismic) state linking
symbolic stimuli to evaluative responses. Pleasure reflects positive he-
donic appraisal, while arousal captures the level of emotional activation.
They summarize the affective impact of short-form video exposure (Ma
et al., 2023). Russell’s circumplex model formally defines these two
axes, and research in consumer psychology consistently shows that the
effect in these dimensions predicts judgments and approach tendencies
(Cheng & Huang, 2022).

CMT offers insight into how culturally embedded music-visual
pairings influence this affective dyad (Coronel and Irimids, 2022).
Metaphorical mappings connect sonic motion, timbral texture, and vi-
sual motifs to abstract place-related meanings (Fan et al., 2023). These
connections shape how viewers emotionally interpret a destination (Bai
et al., 2023). In marketing and tourism studies, emotions triggered by
such symbolic cues are shown to influence brand attitudes, loyalty, and
destination appeal.

In branding research, affective responses frequently mediate the ef-
fects of communication cues on higher-order judgments (Wu et al.,
2023). Foundational studies linked advertising-induced pleasure and
arousal to favorable brand perceptions, while subsequent work
confirmed that affective activation enhances recall and evaluative pos-
itivity (Luo and Mattila, 2023). In destination branding, specifically,
music and imagery adjust viewers’ perceptions of a place by evoking
emotional and mental imagery (Moreno-Lobato et al., 2023). This sup-
ports the idea that dyadic valence serves as the immediate emotional
pathway to brand resonance.

Destination brand resonance (DBR) represents a personal, affective
connection to a place, encompassing elements of attachment, identifi-
cation, and perceived symbolic significance (Nikraftar et al., 2024).
When a video communicates culturally familiar or resonant meanings,
higher levels of pleasure and arousal are expected to deepen brand
resonance (Zhou and Jiao, 2024). The affective dyad thus serves as an
index of how strongly a stimulus engages the viewer and aligns with
their internal image of the destination.

Empirical studies in services and tourism consistently demonstrate
that emotional states, such as pleasure and arousal, predict brand equity,
satisfaction, and behavioral intentions (Tang et al., 2024). This evidence
supports their treatment as direct precursors to destination brand reso-
nance in the current study. Thus, the following hypotheses are put
forward.

Hypothesis 3. High levels of pleasure will lead to greater destination
brand resonance compared to low levels of pleasure during exposure to
culturally embedded destination music videos.

Hypothesis 4. High levels of arousal will lead to greater destination
brand resonance compared to low levels of arousal during exposure to
culturally embedded destination music videos.

3.3. Music receptivity and destination brand resonance

DBR refers to a consolidated psychological bond that encompasses
attachment, identification, and perceived symbolic relevance to a place.
Within the brand equity framework, DBR is considered the apex
response, emerging when meaning construction has been successful
(Jiménez-Marin et al., 2021; Qiu et al., 2024; Prasetyo and Ilmawan,
2024).

Metaphorical mappings connect sonic elements, such as movement,
harmony, and timbre, to abstract representations of place. Multimodal
research demonstrates that audiovisual elements in advertising jointly

Journal of Retailing and Consumer Services 89 (2026) 104637

encode these mappings (Zhuang et al., 2023; Forceville, 2008; Jia, 2024;
Xu and Yang, 2025). When viewers are oriented toward recognizing
such metaphorical structures, alignment with destination meanings
becomes more likely, even in the absence of heightened emotional states
(Malkawi, 2025; Johnson and Jyothula, 2025). Cultural psychology
further supports this mechanism by showing that individuals interpret
symbolic stimuli through culturally shared schemas; thus, heightened
receptivity to culturally embedded cues facilitates faster cognitive
congruence with destination identity (Landau et al., 2018; Mohamed
et al., 2025; Shavitt & Cho, 2016; Zhong et al., 2025).

Accordingly, the MR in this study is expected to increase DBR not
only indirectly through emotional valence (pleasure and arousal) but
also through a direct cognitive route. MR functions as an appraisal-level
orientation that enhances access to culturally structured metaphors,
thereby promoting immediate semantic fit with destination meanings.
Prior findings indicate that metaphor framing influences consumer
evaluation, narrative-style processing strengthens self-brand connec-
tion, and emotionally resonant destination content enhances brand eq-
uity (Escalas, 2004; Lin et al., 2025). These insights support the
existence of a direct pathway from music receptivity to DBR, operating
in parallel with affective mediation. Therefore, the following hypothesis
is put forward.

Hypothesis 5. Music receptivity, exposure to the MAP condition,
compared to a neutral condition, positively influences destination brand
resonance during viewing of culturally embedded destination music
videos.

3.4. Destination brand awareness and outcome

DBR reflects more than momentary liking: it captures an enduring
psychological bond with a place, shaped by attachment, identity, and
perceived relevance. In branding models, resonance is not just a reac-
tion, but the culmination of meaning-making that precedes loyalty be-
haviors, such as advocacy or purchase intention. In tourism research,
similar patterns are observed: visitors who feel emotionally connected to
a destination are more likely to return, recommend it to others, or form
lasting brand attachments (Guleria et al., 2023). Viewed through this
lens, DBR functions as a key inflection point, where symbolic engage-
ment gives rise to behavioral momentum (Zhang & Zhu, 2024).

Culturally familiar sonic and visual cues, when mapped onto abstract
destination meanings, can form structured associations that foster self-
relevance and perceived alignment with the destination. These meta-
phorically grounded linkages create the psychological coherence
necessary for brand identification and planned consumption. Rather
than operating solely through emotion, DBR reflects a deeper integra-
tion of symbolic meaning and self-concept. Prior research demonstrates
that narrative-like brand engagement strengthens identification, while
attachment-like bonds increase commitment-related behaviors (Yang
et al., 2021; Rather et al., 2020). Studies on short-form destination
media further show that emotional resonance and perceived
self-congruity with destination content enhance both identification and
loyalty. These patterns establish DBR as a cognitive-emotional anchor
that facilitates both destination brand identification (DBI) and destina-
tion consumption intention (DCI) (Cao et al., 2024; Le et al., 2024).

DBR is modeled as the bridge between the organismic state and
action-oriented responses. Higher pleasure and arousal indicate stronger
affective engagement with the stimulus; DBR captures whether that
engagement consolidates into a bond that carries forward to identity
alignment and planned spending. Evidence from branding and tourism
studies shows that such consolidated bonds are related to identification,
loyalty, and intention outcomes (Rather et al., 2020; Yen et al., 2020).
As such, the following hypotheses are put forward.

Hypothesis 6. Destination brand identification will be higher under
the Resonant condition of destination brand resonance than under the
Emergent condition.
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Hypothesis 7. Destination consumption intention will be higher under
the Resonant condition of destination brand resonance than under the
Emergent condition.

According to research hypotheses, we constructed the following
experimental model show in Fig. 1.

4. Research study
4.1. Research design

The research program consists of three experiments that use short
destination-promotion videos sourced from TikTok and YouTube crea-
tors. Each clip pairs culturally embedded music with aligned visuals,
excluding slogans and voiceovers. The conceptual frame is S-O-R with
dyadic emotional valence (pleasure, arousal) as the organismic state.
Study 1 varies the emotional profile of the music and the cultural context
of the video to test whether pleasure and arousal independently predict
DBR. Study 2 induces a meaning-access state of music receptivity versus
a neutral orientation and examines effects on pleasure, arousal, and
DBR. Study 3 follows participants to test whether DBR measured pre-
dicts DCL

All studies were run online with adult short-video users through the
Tencent questionnaire platform, and participants were recruited on
Credamo. Each participant received €2.5 (=20 CNY). The same stimulus
pool, exposure procedure, and measurement battery were used across
studies, with only the focal manipulation differing by study, and as-
signments were randomized within each study. Because the research
budget was fixed and payment per participant could not be raised,
sample sizes were planned in G*Power 3.1 to reach 0.80 power at o« =
.05 for small-to-moderate effects, and identical per-cell quotas were
opened (200 per condition; 800 per study). This budget-driven choice
explains why the three studies have very similar Ns and it keeps sam-
pling variance comparable across studies. Attention checks and a 30-s
minimum exposure were enforced at the platform level, and all items
were set to forced response, so item-level missingness is zero. Under this
design, the response rate (starters/invited) was 100 % in all studies, and

(Dyadic Emotional Valence)

Pleasure
' (PL)
PR T LR TR ST o L "
/" Cognitive Metaphor ™ w7 N4
Music Receptivity \ 4
(MR) N ! H5
1 ' : L oM
 Meaning-Access Prime ! % N y ¥
' vs. ! N Arousal '
Neutral (AR)

P (DBR) _Hy
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the analyzed-sample rates after these screens were 76.8 % (Study 1,
614/800), 75.8 % (Study 2, 606/800), and 77.5 % (Study 3, 620/800).
Exposure-time distributions showed typical dwell well above 30 s and no
heaping at the cutoff, and “cell-level exclusions” refer only to removals
by experimental condition caused by the exposure-time rule and the
attention checks, not to missing items. Data analysis involved ANOVA
and multiple regression using SPSS 26.0, Bayesian structural equation
modeling with Mplus 8.3, and response surface analysis (RSA) to explore
interaction effects within the model. Demographic and background
covariates (age, gender, music training, career, brand preference) were
entered in each cell model and retained only if significant; a consoli-
dated summary is reported in Supplementary C. In Study 1, this pro-
cedure involved keeping music training (Group 1) and career (Group 2)
separate. In Study 2, it kept age, career, and brand preference in the low-
pleasure cells. In Study 3 (Bayesian SEM), covariates were not included
to maintain model stability. Because Study 3 estimated multi-group
BSEM models with weakly informative priors, adding five de-
mographic covariates to each group would have reduced the effective
degrees of freedom and destabilized the PPP, so the covariates were not
included in this analysis. A consolidated sample-flow diagram for the
three studies is provided in Supplementary C - Figs. S1-S3. Supple-
mentary_C - Appendix B2 provides the results of the Covariate effects.
Stimuli and procedure. Each participant viewed one randomly
assigned clip (30-90 s), then completed the measures. For Study 1, clips
were edited to yield combinations of high versus low pleasure and high
versus low arousal, crossed with high-context versus low-context cul-
tural embedding. For Study 2, instructions and exemplars induced MAP
versus Neutral prior to viewing; the clip set itself was held constant.
Study 3 implemented a one-time experimental procedure to test the full
structural model, using the same initial setup as Studies 1 and 2 while
incorporating additional measures for DCI. A clip list with visual and
musical feature descriptors, together with the exact MAP prompt shown
for each representative video, is provided in Supplementary E, as
copyright and funding rules do not allow us to release the original files.
Measures. Pleasure and arousal were measured with 7-point items
adapted from CMA. DBR captured psychological connection, identifi-
cation with the destination, and perceived relevance. DCI reflected
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Fig. 1. Experimental model.
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destination consumption intention, defined as the willingness to spend
during a hypothetical visit within the next 12 months. A three-item
appraisal check assessed perceived metaphorical richness and story
imagery. Unless noted otherwise, all scales used a 1-to-7 point scale and
showed acceptable internal consistency. For the reliability and validity
of the scale, EFA/CFA, multicollinearity, and other numerical values,
refer to Supplementary_C - Appendix A to B1; for the items of the orig-
inal scale, please refer to Supplementary_D. In the same supplementary
file, a multi-group measurement invariance test (configural, metric, and
scalar) across the four experimental cells and MAP/Neutral conditions is
reported, showing ACFI <0.010 at each step, which supports comparing
structural paths across groups.

4.2. Manipulation check

The three-item appraisal check (“the music signaled symbolic
meanings about the place,” “sound and visuals worked together to
suggest abstract ideas,” “the video prompted story-like images™) formed
a single factor. Across all participants pooled over the three studies (N =
1840), internal consistency was o = .86, with standardized loadings
from 0.72 to 0.84. The mean was 5.38 (SD = 0.93), well above the
midpoint of 4, one-sample t (1,839) = 63.65, p < .001, Cohen’sd = 1.48;
the 95 % CI for the mean was [5.34, 5.42]. These results indicate that, on
average, participants perceived the clips as conveying abstract, cultur-
ally grounded meanings.

Study-level checks aligned with the intended manipulations. In
Study 1 (N = 614), clips designed to produce higher pleasure yielded
higher reported pleasure than low-pleasure clips, Myigh-P = 5.62 versus
Mpow-P = 4.58, SDpgoled = 1.02, t (612) = 12.63, p < .001, d = 1.02.
Clips designed to produce higher arousal exceeded low-arousal clips,
Mhigh-A = 5.33 versus Mpow-A = 4.43, SDpooled = 1.08, t (612) = 10.32,
p < .001, d = 0.83. High-context edits scored higher on the appraisal
check than low-context edits, Myc = 5.49 versus Myc = 5.28, SDpooled =
0.94, t (612) = 2.77, p = .006, d = 0.22, confirming that cultural
embedding was perceptible without introducing large differences in
baseline liking.

In Study 2 (N = 606), the music-receptivity induction produced the
intended state difference. Participants in the MAP condition reported
higher appraisal-check (music-receptivity scale items) scores than those
in the Neutral condition, Myap = 5.56 versus Mneutral = 5.20, SDpooled =
0.95, t (604) = 4.66, p < .001, d = 0.36. Pleasure and arousal means
were above the scale midpoint overall, Mp = 5.10 (SD = 1.07) and M =
4.92 (SD = 1.12).

Scale reliability was strong across studies. DBR showed o = .91
pooled; DCI showed a = .89 pooled. Pleasure and arousal reliabilities
were o = .88 and a = .85, respectively. In Study 3 (N = 620), a brief
descriptive comparison was run to show the downstream relevance of
DBR. DBR at Time 1 was split at its median to classify participants into
“Resonant” and “Emergent” states, and the “Resonant” group reported
higher DCI (MResonant = 5.18 versus Memergent = 4.36, SDpooled = 1.20, t
(618) = 8.51, p < .001, d = 0.68). This descriptive pattern is consistent
with treating DBR as a meaningful driver, but the formal tests of this role
rely on the continuous DBR scores in the structural models reported later
in Section 4.5.

These checks support three conclusions relevant to the S-O-R spec-
ification. First, participants perceived the videos as carrying symbolic,
culturally embedded meaning. Second, the emotional manipulation in
Study 1 and the receptivity induction in Study 2 operated as intended.
Third, DBR functioned as a proximal bridge to intention, which justifies
its role as the response that precedes DCI in Study 3.

4.3. Study 1
This study tested the independent and interactive effects of pleasure

and arousal on destination brand resonance (DBR) using a 2 (pleasure:
high vs. low) x 2 (arousal: high vs. low) between-subjects design. The
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design isolated the causal roles of the two CMA dimensions while
keeping destination identifiers absent. It was predicted that pleasure
would have a positive influence on DBR across conditions and that
arousal would contribute to DBR primarily when pleasure was high.
Each condition paired a brief scene with a musical excerpt selected to
elicit the target affective tone. Two music experts (with Chinese and
Portuguese training) curated materials to embody culturally relevant
metaphors. Traditional-style pieces with gentle pentatonic melodies
signified balance and collective harmony; contemporary pieces fused
traditional instruments (e.g., guzheng, erhu) with modern rhythms (e.g.,
ancient-style animation cues, rock), signaling dynamism and continuity.
The same music pool was used in Studies 1 to 3 to ensure comparability
and reduce testing bias. Participants were randomly assigned to one of
the four affect conditions and viewed emotionally congruent destination
music-video stimuli that had been pretested to target the intended af-
fective profiles. This enabled an assessment of whether DBR is driven
chiefly by hedonic tone (pleasure), by activation (arousal), or by their
combination, establishing a baseline emotional mechanism for the
subsequent studies.

4.3.1. Data description

A four-condition, between-subjects experiment was conducted. The
full sample consisted of 614 participants recruited via Credamo and
randomly assigned to high pleasure/high arousal (n = 150), high plea-
sure/low arousal (n = 159), low pleasure/high arousal (n = 150), or low
pleasure/low arousal (n = 155). Each participant viewed a 30-s to 60-
min destination-neutral video to target one of the four affective states.
Narrative structure, destination identity cues, and other content con-
founds were held constant. After exposure, participants reported plea-
sure and arousal on seven-point semantic differentials adapted from
Russell (1980) and then completed the DBR scale. Reliability exceeded o
= .85 in all four groups. Individual-level covariates were included only
when significant in the model for that cell: self-taught music training in
Group 1 and occupational category (“public employee”) in Group 2. No
destination names or logos were shown.

4.3.2. Results
All analyses in this study were based on the following regression
equation:

(a) DBR; =B, + B, - Pleasure; + B, - Arousal; + 5
- (Pleasure; x Arousal;) + B, - Covariates; + &;

where all continuous predictors were mean centered prior to computing
the interaction term. The dependent variable was DBR, and covariates
were included based on model-specific significance.

In the high pleasure/high arousal group (Mpjeasure = 5.1850, SD =
1.3528; Marousal = 4.8233, SD = 1.2703; Mprand = 4.7267, SD = 1.4367),
arousal significantly predicted destination brand resonance (B = 0.535,
p < .001), while pleasure did not reach significance (B = 0.077, p =
.584). The interaction term was also non-significant (B = —0.055, p =
.397). Interestingly, self-taught music training emerged as a significant
covariate in this group (B = 0.914, p = .025), suggesting that individuals
with informal musical expertise may be more sensitive to symbolic cues
embedded in high-intensity emotional content. The model accounted for
a substantial proportion of variance (R? = 0.439, Adjusted R? = 0.326),
with an overall model fit of F (25, 124) = 3.881, p < .001, indicating that
emotional arousal, when accompanied by high pleasure, robustly con-
tributes to symbolic destination brand resonance.

A different pattern emerged in the high pleasure/low arousal group
(Mpleasure = 5.9066, SD = 0.6117; Marousal = 5.4198, SD = 0.8698;
Mprand = 5.0940, SD = 0.7314). Here, both pleasure and arousal were
significant predictors of destination brand resonance (B = 0.505 and
0.287, respectively; ps < 0.001), while the interaction remained non-
significant (B = —0.058, p = .486). The negative effect of occupa-
tional category (career = 2) was statistically significant (B = —0.481, p
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= .040), implying that professional orientation may attenuate affective
openness in more reflective, low-arousal environments. The model’s
explanatory power was strong (R% = 0.495, Adjusted R? = 0.409), with F
(25, 124) = 5.746, p < .001, reinforcing the notion that both emotional
tone and energy contribute additively to destination brand resonance
when pleasure is high.

In the low pleasure/high arousal condition (Mpjeasure = 5.5250, SD =
0.9640; Marousal = 5.0817, SD = 1.0974; Mprand = 5.7086, SD = 0.9738),
only pleasure predicted destination brand resonance (B = 0.505, p <
.001). Neither arousal (B = 0.039, p = .660) nor the interaction term (B
= 0.006, p = .926) was significant, suggesting that physiological acti-
vation alone, when not supported by a hedonic frame, lacks persuasive
force in destination branding contexts. This interpretation is further
supported in the low pleasure/low arousal group (Mpjeasure = 5.4000,
SD = 0.8588; Marousal = 4.8823, SD = 1.1940; Mprana = 5.4184, SD =
1.0150), where pleasure again significantly predicted destination brand
resonance (B = 0.544, p < .001), and both arousal and the interaction
term were non-significant (B = 0.030 and 0.054, ps > 0.48). Although
variance explained was lower in the latter two models (R? = 0.396 and
0.331; Adjusted R% = 0.280 and 0.213), both reached conventional
significance thresholds with F (24, 125) = 3.418, p < .001 and F (25,
124) =2.817, p < .001, respectively, and yielded medium-to-large effect
sizes (1% > 0.14 across all groups).

Across conditions, the absence of interaction effects indicates that
pleasure and arousal do not combine multiplicatively to shape destina-
tion brand resonance. Instead, their effects appear to be largely additive
and context-dependent. Arousal exerts a positive effect only when
paired with high pleasure or when the overall emotional environment
supports motivational intensity. In contrast, pleasure is a more robust
and consistent effect, functioning as a primary driver of symbolic
destination brand meaning even in emotionally muted conditions.

Fig. 2 summarizes the main effects by averaging the relevant cells (e.
g., Groups 1 + 2 vs. 3 + 4 for pleasure; Groups 1 + 3 vs. 2 + 4 for
arousal). The left panel shows the mean DBR difference between nom-
inal high- and low-pleasure conditions; the right panel shows the smaller
difference between nominal high- and low-arousal conditions. Error bars
depict standard deviations (see Fig. 3).

Three-dimensional response-surface analyses (RSA) were estimated
for each cell using second-order polynomials to visualize continuous
relationships. The centered equations and balance/imbalance slices are
reported in Equations (1)-(12). In Group 1, the balance slope was large
and positive, and the surface rose with intensity. In Group 2, the balance
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Fig. 2. Main effects of pleasure and arousal on destination brand resonance.
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path climbed steadily while the imbalance slice showed a U-shape. In
Group 3, imbalance curvature was positive, indicating a valley when
arousal rose without corresponding pleasure. In Group 4, the surfaces
were relatively flat. The overlaid slices indicated two regularities: under
moderate or lower intensity (Groups 2-4), balanced pleasure-arousal
profiles outperformed imbalanced profiles; once both cues were high
(Group 1), intensity dominated. For ease of exposition, we quote the
composite slope and curvature terms advocated by Kim, Steinhoff and
Palmatier (2022):

Slopepa) = by + ba, Curvp, = bs + by + bs, Slopejmp = b1 - b, Curvimp =
b3 - bs + bs,

Centered regression equation:

DBR; = 4.58020 + 0.01360 *u + 0.71560 *v — 0.43763 *u *v + 0.22070
“u? +0.21792 %2 (1) - Group 1

DBR; = 5.88842 -+ 0.50243*u + 0.29474*v - 0.16911*u*v - 0.07782*u>
+ 0.04294%* (2) - Group 2

DBR; = 5.65266 + 0.52718*u + 0.09411*v - 0.10402*u*v - 0.13347*u>
+ 0.00357** (3) - Group 3

DBR; = 5.30949 -+ 0.50759*u + 0.09707*V - 0.00081*u*v - 0.04003*u>

+ 0.09725%* (4) - Group 4
Balance line equation (PL = AR, u=v =1):

DBR; = 4.58020 + 0.00095*+ 0.7292%t (5) — Group 1

DBR, = 5.88842 - 0.04835*¢ + 0.79717%t (6) — Group 2

DBR; = 5.65266 - 0. 03302*+ 0.62129%t (7) - Group 3

DBR; = 5.30949 - 0. 05803*F+ 0.60466* (8) - Group 4
Imbalance line equation (PL = -AR, u=t, v =-t):

DBR; = 4.5802 + 0.87621*- 1.0299%t (9) — Group 1

DBR, = 5.88842 + 0.28987*F+ 0.20769%t (10) — Group 2

DBR; = 5.65266 + 0.24106*¢ + 0.43307%t (11) — Group 3

DBR; = 5.30949 + 0.05641*¢ + 0.41052%t (12) — Group 4

In Group 1, the content is euphoric, and the score is correspondingly
exuberant. The balance slope is large and positive (a; = 0.80, p < .01),
but the imbalance curvature is likewise positive (a4 = 0.31, p < .05); the
surface therefore rises almost monotonically. Intensity, not symmetry,
drives destination brand resonance: incremental coordination yields
limited upside once both cues sit in the upper-right quadrant. The
content already positions participants in a “celebratory” frame. The
high-energy soundtrack, therefore, reinforces rather than creates the
effect. Because the prime and the score are effectively consonant,
additional symmetry (PL = AR) yields only marginal gains; intensity
dominates. This is visible in the near-planar ridge along both balance
and imbalance slices.

In Group 2, the music supplies positive valence. The balance path
climbs steadily (a; = 0.80, a; = 0.05). In contrast, the imbalance slice is
U-shaped with its trough near the stimulus point (a3 = —0.21, a4 =
0.29). Affective mis-alignment, high pleasure in a low-energy context,
dampens destination brand resonance. Restoring arousal (or lowering
pleasure cues) would move the consumer up the balance ridge.
Restoring arousal (or lowering pleasure cues) would move the consumer
up the balance ridge. The affective gap (low arousal in text, high plea-
sure in music) manifests asymmetry cost, precisely the dip along the
imbalance slice.

In Group 3, the content is tense or urgent, but the music is dark rather
than uplifting. Music reinforces arousal but offers little valence. The
imbalance curvature is strongly positive (a4 = 0.24, p < .01), producing
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Fig. 3. Response surface (Group 1).

o o

2DURUOSIY pueid
5

w

Balance Y =X
44
34
Y(#) = 4.58020 + 0.00095 * 2 + 0.7292%¢
24
14
04
=14
-2 T T T T T T T 1
-4 =3 -2 =1 0 1 2 3 4
Imbalance Y = -X
16 9
151
14 4
134
124
11 -
Y(1) = 4.5802 + 0.87621 * * - 1.0299*1
104
9
8-
74
1=0,X=Y (PL = AR)
6
5
4]
1<0,X<Y(PL<AR) | 1>0,X>Y (PL>AR)
3 T T T T T T T 1
-4 -3 -2 =1 0 1 2 3 4
Balance Y =X
9~
84
Y(1) = 5.88842 + 0.04835 * £ + 0.79717%¢
74
64
54
44
34
2 T T T T T T T T T 1
=9 -4 =3 =2 =1 0 1 2 3 4 5
Imbalance Y = -X
124
Y(1) = 5.8842 + 0.28987 * £ - 0.20769*¢
114
104
94
3
1=0,X=Y (PL=AR)
74
64
1<0,X<Y (PL <AR) 1>0,X>Y (PL>AR)
5 T T T T T T T T 1
=5 -4 -3 =2 =1 0 1 2 3 4 5

Fig. 4. Response surface (Group 2).

a deep valley at t ~ -0.6. High arousal without pleasure evokes anxiety,
pushing resonance to its minimum. Moving towards balance by bright-
ening the music or softening the storyline rapidly elevates performance.
Participants experience “aroused displeasure”. The RSA captures this

tension as a deep concave segment on the imbalance slice. Hence, the
steep ascent occurs when PL and AR become aligned.

Group 4, both cues are subdued. Slopes are small (a; = 0.61, ag =
0.41) and curvatures modest (az = 0.06, a4 = 0.06); the surface is nearly
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Fig. 5. Response surface (Group 3).

planar. When the baseline effect is inert, neither symmetry nor extra
intensity shifts outcomes materially. The brand forfeits emotional
leverage in this cell. The prime already fixes respondents in a low-
activation, low-valence quadrant, leaving little variance for the sound-
track to exploit. The surface is therefore nearly planar; neither symmetry
nor additional intensity shifts destination brand resonance materially.
Strategically, the brand forfeits emotional leverage in this condition.

RSA overlays the four balance and imbalance curves. Two regular-
ities emerge: Symmetry advantage under moderate or low intensity
(Groups 2-4): balance slopes dominate imbalance slopes, and balance
curvature exceeds imbalance curvature; Intensity advantage once both
cues are high (Group 1): imbalance penalty disappears; magnitude alone
sustains performance.

Managerially, according to Table 1, when pleasure and arousal are
both high, added symmetry yields little extra gain, and overall intensity
sustains DBR. When pleasure is high but arousal is low, or when arousal
is high but pleasure is low, imbalance reduces DBR, and moving toward
balance helps. When both cues are low, the surface is flat, and DBR is
hard to shift. High-context edits showed a slight advantage on the
appraisal check; keeping cultural cues while adjusting intensity toward
balance is advisable.

Table 1
Cross-group synthesis.

4.3.3. Discussion

Study 1 shows that hedonic tone and activation shape destination
brand resonance (DBR) through separate paths. Pleasure is the more
stable path: across the four effect cells, a one-unit increase in pleasure is
associated with roughly a half-unit increase in DBR, even when arousal
is controlled. This pattern also appears when both cues are low, indi-
cating that a positive tone is sufficient to support symbolic attachment
when activation is muted. Arousal behaves differently. It adds influence
only when pleasure is already high or when the scene and the sound-
track together elevate the affective baseline; when pleasure is low, the
arousal coefficient is near zero. The response-surface plots are consistent
with this reading. Along the imbalance slice, DBR falls when arousal
exceeds pleasure and rises when pleasure exceeds arousal, while the
surface is steepest on the pleasure axis and comparatively flat on the
arousal axis unless pleasure is high. Thus, in this symbolic setting, the
two dimensions combine additively rather than interactively, and
arousal contributes conditionally.

Two covariates warrant brief notes. Informal musical training
strengthened the arousal effect in the high-pleasure/high-arousal cell,
suggesting greater sensitivity to high-energy scores. The occupational
category reduced the pleasure effect in the high-pleasure/low-arousal
cell, suggesting a more guarded response in that group. These patterns

Dyadic affect Typical RSA summary Practical guidance Cultural note

profile cell

High pleasure — Gl Intensity dominates; balance and imbalance Keep high energy; minor symmetry changes add  Retain salient cultural cues; focus on
High arousal slices both rise; interaction is not needed. little. maintaining intensity.

High pleasure — G2 Balance path climbs; imbalance slice shows a Raise activation (tempo, dynamics) or soften High-context cues are effective when
Low arousal U-shape near the stimulus point. pleasure cues to meet the scene tone. activation is lifted to match pleasure.
Low pleasure — G3 Imbalance curvature positive; valley when Add positive valence in music or ease content (e.  Use culturally familiar bright timbres or

High arousal arousal rises without pleasure. g. narrative) tension to approach balance. motifs to supply valence.
Low pleasure — G4 Near-planar surface; small slopes and Redesign both scene and soundtrack; neither cue  Increase embedded cultural symbolism

Low arousal curvatures.

moves DBR reliably.

only together with stronger affect.
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indicate that listener attributes can bound affect-DBR links.

Fig. 2, which averages cells by nominal pleasure and arousal, aligns
with the regression: the pleasure contrast is sizable, whereas the arousal
contrast is small. Overall, Study 1 indicates that pleasure is the primary
affective driver of DBR, arousal is secondary and contingent, and their
effects are additive. The study does not address why people facing the
same scene and soundtrack report different levels of affect and DBR.
Study 2 introduces a MAP that induces a temporary receptivity state and
tests whether that state elevates pleasure and arousal, raises DBR, and
whether including MAP as a direct predictor attenuates the CMA paths.

4.4. Study 2

Receptivity was examined as an antecedent to dyadic emotional
valence under the same content-music package. The study manipulated
a receptivity state, MAP versus Neutral, to test whether this state caus-
ally raises pleasure and arousal and, in turn, DBR.

A between-subjects design assigned participants to MAP or Neutral
across the four emotion-context cells used in Study 1. This permits a test
of the causal effects of receptivity while holding the affective context
constant. The prime adjusted openness to musical-symbolic content;
participants then viewed the same destination videos as in Study 1.
Covariates (age, career, music background, brand preference) were
retained only when statistically justified (see Fig. 6).

4.4.1. Method and results

Participants (N = 606; per-cell Ns = 145-159) were randomly
assigned to one of four cells: high pleasure/high arousal, high pleasure/
low arousal, low pleasure/high arousal, or low pleasure/low arousal.
After exposure, respondents reported pleasure and arousal on seven-
point semantic differentials from the circumplex model and then
completed DBR. The primary independent variable was the MAP versus
Neutral manipulation. For regression plots (Figs. 7 and 8), receptivity
was represented as a mean-centered continuous score.

Analyses were run separately by cell with pleasure and arousal as

2dURUOSIY puelg
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dependent variables and MAP (1 = MAP, 0 = Neutral) as the predictor;
covariates such as age, education, career status, music training back-
ground, and brand preference were included where significant, ensuring
that observed effects were attributable to MR rather than demographic
confounds.

In the high-pleasure/high-arousal cell, MAP (1) versus Neutral (0)
produced large lifts on both dimensions. Relative to Neutral, MAP
increased pleasure by about 1.49 points (B = 0.744, p < .001) and
arousal by about 1.25 points (B = 0.659, p < .001) after controls. The
models explained substantial variance (R? = 0.342 for pleasure; R? =
0.284 for arousal), showing that when cues already carry strong positive
tone and activation, the MAP state materially amplifies affective
appraisal.

In the high-pleasure/low-arousal cell, MAP > Neutral again raised
both outcomes, with smaller magnitudes: pleasure rose by about 0.90
points (B = 0.431, p < .001) and arousal by about 0.68 points (B =
0.297, p = .008). Education, music-training background, and career
status accounted for additional variance, but MAP remained the key
predictor (R? = 0.322 for both outcomes). Thus, MAP still elevates the
dyad when tone is positive but activation is restrained.

In the low-pleasure/high-arousal cell, MAP > Neutral yielded in-
creases of about 1.08 points on pleasure (B = 0.493, p < .001) and 0.98
points on arousal (B = 0.423, p = .001). Age and music background
shifted levels but did not alter the MAP slope, indicating a robust effect
where activation is high but valence is limited.

In the low-pleasure/low-arousal cell, MAP > Neutral produced the
most asymmetric response: arousal rose more than pleasure. MAP
increased pleasure by about 0.90 points (B = 0.416, p = .001) and
arousal by about 1.13 points (B = 0.596, p < .001). The arousal model fit
was strongest here (R2 = 0.366), consistent with MAP supplying acti-
vation when the stimulus is affect-sparse.

MAP versus Neutral reliably elevates dyadic emotional valence
under identical audiovisual inputs. The lift is largest when both di-
mensions are already high; when both are low, MAP shifts arousal more
than pleasure. Framed by Cognitive Metaphor Theory, the MAP state

Balance Y = X

Y(1) = 5.30949 - 0.05803 * £ + 0.60466*1
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Fig. 6. Response surface (Group 4).
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heightens access to culturally patterned mappings in the music-visual
pairings, which strengthens affective appraisal and sets the stage for
higher destination brand resonance in the subsequent analyses.

4.4.2. Discussion

Study 2 establishes that a meaning-access prime causally increases
dyadic emotional valence under identical audiovisual stimuli. Across all
four cells, MAP raised pleasure and arousal relative to Neutral after
accounting for demographic and background covariates. The size of the
MAP effect varied with the affective context: effects were largest when
both dimensions were high, and in low-affect contexts MAP had a
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stronger influence on arousal than on pleasure. Interpreted through
CMT, the prime enhanced access to culturally patterned mappings,
producing stronger affective appraisal and, consequently, higher DBR in
the subsequent tests. Study 3 tests the full causal pathway from music
receptivity to brand outcomes, examining whether pleasure and arousal
mediate its effect on brand resonance across emotional conditions.

4.5. Study 3

This study implements the complete model in a single experiment to
verify that the mechanism operates when downstream variables are



J. Gary et al.

included. DBR is modeled as the proximal bond that links appraisal to
downstream outcomes. Two outcomes are assessed: DBI and DCI. CMT
motivates the pathway in which MAP increases access to culturally
patterned mappings in music-image pairings, which elevates pleasure
and arousal and consolidates into DBR; DBR then carries forward to DBI
and DCI. To probe boundary conditions, the design retains the effect
cells from Study 1 (high/low pleasure x high/low arousal) and the
cultural-embedding edit (high-context vs. low-context). DBR is treated
as a latent continuous construct in the structural models, which provide
the formal tests of all hypotheses. For illustration only, a median split of
DBR (“Resonant” vs. “Emergent”) is used to display group means on DBI
and DCI; these descriptive contrasts are consistent with, but not a sub-
stitute for, the continuous-model results. Two structural specifications
are compared: a full-mediation model estimating MAP — pleasure and
MAP — arousal, pleasure and arousal — DBR, and DBR — {DBI, DCI};
and an alternative that also includes the direct MAP — DBR path.

A partial-mediation model adds a direct MAP — DBR path to capture
a non-affective route consistent with CMA-based meaning access. Model
comparison focuses on overall fit and information criteria. The seven
hypotheses tested in this study and in Studies 1-2 are summarized in
Supplementary D, Appendix K (“Hypotheses, tests, and outcomes”),
where each hypothesis is matched to the study, model, and observed
result to maintain systematic reporting without interrupting the results
flow. Because Study 3 uses Bayesian SEM, a prior-sensitivity check for all
four groups is also reported in Supplementary_C (Appendices E-H), and
the fit and key paths remained stable across priors.

4.5.1. Method

Design and procedure. Study 3 retained the experimental structure
established in Study 1, using the same four affect conditions and TikTok-
sourced video stimuli. Participants (N = 620) were randomly assigned to
affective cells and received either MAP or Neutral instructions prior to
viewing. All variables were measured in a single post-exposure session.

Measures. DBR was assessed using the multi-item scale from Studies
1-2 (a > .80). Destination brand identification (DBI) employed a four-
item scale capturing perceived identity overlap with the destination
(o > .80). DCI was measured using three items reflecting willingness to
spend within 12 months if visiting the location (a > .80).

Analytic strategy. Bayesian structural equation modeling (BSEM)

Circumplex Model of Affect ",
. (Dyadic Emotional Valence)
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was conducted using Mplus 8.3, chosen for its robustness in estimating
complex models with moderate sample sizes and its use of weakly
informative priors. Both full-mediation and partial-mediation models
were estimated on the pooled sample, with affect condition and cultural
embedding included as exogenous variables. Model evaluation was
based on posterior predictive p-values (PPP), 95 % credibility intervals,
and Bayesian information criteria (BIC). For descriptive purposes, DBR
was also dichotomized into Resonant versus Emergent states to compare
mean differences on DBI and DCI. All continuous predictors were mean-
centered prior to analysis.

4.5.2. Results

Across the four affect cells, Bayesian SEM with the direct receptivity
— DBR path fit better than the model that routed receptivity only
through pleasure and arousal. The overall effect can be seen in
Figs. 9-12. Posterior predictive p-values (PPP) rose when the direct path
was added, Group 1: 0.006 — 0.073; Group 2: 0.047 — 0.116; Group 3:
0.001 — 0.249; Group 4: 0.001 — 0.347, indicating closer correspon-
dence between the model-implied and observed covariance structures,
with the largest gains in the low-pleasure cells (Groups 3-4). Deviance/
Bayesian information criteria also declined in every group, confirming
that the model with the direct effect captured variance not explained by
the mediators.

The direct MR — DBR effect was statistically different from zero in all
four groups, with 95 % credibility intervals excluding zero: p = 0.239 in
Group 1, 0.149 in Group 2, 0.352 in Group 3, and 0.294 in Group 4. The
strongest coefficient in Group 3 (high arousal/low pleasure) indicates
that the receptivity state induced by MAP (vs. Neutral) supports for-
mation of DBR even when pleasant tone is limited, consistent with CMT
in which access to culturally patterned mappings can consolidate
meaning beyond immediate hedonic tone.

Mediation shares varied with the effect setting. In Group 1, arousal
accounted for 38.2 % of the total MR effect on DBR, whereas the plea-
sure pathway was not credible; intense stimuli appear to channel the
receptivity effect mainly through activation. In Group 2 (high pleasure/
low arousal), both routes contributed, pleasure 42.0 % and arousal 20.7
%, yielding a more balanced dyad under calming but pleasant content.
In the low-pleasure cells (Groups 3-4), the pleasure route was modest
(~30 %) and the arousal route was negligible; the direct MR — DBR path
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carried the majority of the effect (66.7 % and 67.9 %, respectively).
Without the direct path, the models in these cells produced inconsistent
inferences (e.g., pleasure appearing dominant despite weak pleasant
tone), underscoring the need to retain the direct route.

Downstream links were stable. DBR — DBI paths ranged p =
0.813-0.877, and DBR — DCI ranged p = 0.759-0.850, all with credi-
bility intervals excluding zero. Variance explained in DBR increased
when the direct path was included, with the largest gain in Group 3 (R*:
0.316 — 0.412, AR? = 0.096). Group 2 showed the highest DBR R2
(0.457) but the smallest improvement (AR? = 0.017), consistent with
stronger mediation under pleasant, lower-activation content. The in-
ferences above are based on the continuous DBR scores. A simple
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median split, reported as a supplementary illustration, shows a pattern
that is in line with the continuous results: participants in the higher-DBR
segment (“Resonant”) reported higher identification (Mges = 5.41 vs.
MEmer = 4.62, t(618) = 8.94, p < .001) and higher consumption inten-
tion (MRes = 5.18 vs. Mgmer = 4.36, t(618) = 8.51, p < .001). This split is
descriptive and does not replace the continuous-model estimates.

The evidence shows that receptivity exerts both indirect and direct
influences on DBR, and that the balance between the two depends on the
effect profile of the stimulus. Models that omit the direct MR — DBR
path are misspecified, especially under low-pleasure conditions, where
pleasure and arousal do not account for most of the movement in
resonance. The complete model should therefore be retained for theory
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and for application.

4.5.3. Discussion

Study 3 is designed to evaluate the complete mechanism in one
experiment. The key questions are whether (a) the affective route from
receptivity to DBR via pleasure and arousal remains operative when DBI
and DCI are added, (b) a direct receptivity — DBR path improves the
model, consistent with CMA’s claim that meaning access can consolidate
into a bond independent of momentary affect, and (c) the pathway is
stable across affect cells and cultural-embedding levels. Interpreting
DBR both continuously and as Resonant versus Emergent allows a clear
reading of downstream consequences: if DBR functions as the proximal
bridge, the Resonant state should display higher DBI and DCI than the
Emergent state, while the structural model attributes those differences
to the earlier appraisal steps.

5. General discussion

Across three experiments, the findings reveal a consistent pattern:
pleasure is the primary emotional driver of destination brand resonance,
arousal plays a secondary and conditional role, and a meaning-access
state, induced by the receptivity prime, enhances both emotional
pathways while also contributing directly to resonance.

Study 1 established the baseline effect. Pleasure showed a stable
positive link to destination brand resonance in every effect cell,
including settings with low activation. Arousal helped only when plea-
sure was high. Interaction terms were not supported. Response-surface
analyses showed symmetry benefits at moderate or low intensities, but
once both dimensions were high, overall intensity sustained resonance,
and adding symmetry yielded little extra gain. High-context edits
delivered a small advantage on the appraisal check, consistent with
easier access to culturally familiar cues.

Study 2 showed that the same clips produce a stronger effect when
viewers are placed in a meaning-access state. MAP versus Neutral raised
pleasure and arousal in all four cells. The lift was largest when both
dimensions were already high; in effect, sparse settings MAP shifted
arousal more than pleasure, indicating that receptivity can supply
activation when the stimulus is quiet. These results confirm that
receptivity acts upstream of the dyadic emotions rather than merely
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tracking them.

Study 3 tested the full model, including identification and con-
sumption intention. Bayesian models favored the specification that in-
cludes a direct path from receptivity to resonance. The gain in fit was
largest in the low-pleasure cells, where pleasure and arousal alone did
not account for most of the change in resonance. Mediation shares
varied with the effect profile: arousal carried most of the effect when
both dimensions were high; pleasure and arousal both contributed under
high pleasure/low arousal; in low-pleasure settings, the direct path
dominated with a modest pleasure share. Resonance then showed
strong, stable paths to identification and consumption intention. A
descriptive split of resonance into Resonant versus Emergent states
produced clear mean gaps on both downstream outcomes, matching the
structural paths.

These results outline a clear mechanism. When culturally embedded
sound-image pairings are processed in a meaning-access state, they
enhance emotional response and, in low-pleasure contexts, activate a
cognitive route to brand resonance. That resonance, in turn, reliably
predicts downstream behavioral intentions.

5.1. Theoretical contributions

This research presents a concise account of how culturally embedded
music-image pairings shape destination responses by integrating CMT
with the dyadic effect axes of pleasure and arousal. Across three ex-
periments, pleasure emerges as the dominant effect route to destination
brand resonance, while arousal contributes only under a favorable tone.
Interaction terms are not supported, and response-surface analyses
reveal additive effects with two regimes: at moderate or low intensity,
the alignment of pleasure and arousal improves outcomes; once both
dimensions are high, overall intensity sustains resonance, and added
symmetry offers little extra gain. Prior work shows that audio parame-
ters such as tempo and vocal acoustics systematically shift affect in
travel ads (Barnes et al., 2023), that short-form destination videos in-
fluence travel intention through framing and affect intensity (Gan et al.,
2023), that music effects in tourism settings depend on presence, tempo,
congruence, and liking (Trompeta et al., 2022), that multimodal meta-
phor frames emotional appraisal (O'Dowd, 2024), and that culture
shapes how consumers parse cues along the journey (Shavitt and Barnes,
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2020); these streams have typically offered valuable but distinct per-
spectives on emotion, metaphor, and culture; often emphasizing
valence-based effects or assuming multiplicative relationships, and only
rarely addressing a receptivity state that enables both indirect (affect--
based) and direct pathways to bonding in creator-made short videos.
The present studies extend this work by refining CMA for short,
nonverbal destination communications, clarifying when affective acti-
vation enhances outcomes, and demonstrating a necessary direct
receptivity-to-resonance path with context-dependent mediation.

On this basis, the present findings contribute a culturally grounded
extension: high-context orientation functions as a compensatory
decoding mechanism when hedonic tone is weak. Under low-pleasure
conditions, viewers exposed to culturally dense symbolic cues still
achieved meaningful levels of resonance, especially when accompanied
by moderate or high arousal. This pattern suggests that, when culturally
primed, receptivity activates a direct semantic integration route inde-
pendent of affect. High-context audiences, accustomed to metaphor-rich
communication, can extract brand meaning even in sparse affective
environments, provided symbolic clarity is preserved. This interpreta-
tion positions cultural context not as background noise but as a struc-
tural amplifier of meaning, offering a second pathway to brand bonding
that complements emotion-based routes.

MAP induction reliably increases pleasure and arousal in response to
identical stimuli, confirming that receptivity lies upstream of the dyadic
emotions. Bayesian structural models also require a direct receptivity —
resonance path, with the largest gains in fit under low-pleasure content.
This pattern suggests that when a pleasant tone is weak, access to
culturally patterned mappings can still consolidate into a bond, even
without a strong hedonic lift. In mediation terms, receptivity operates as
a competitive partial mediator: indirect affect routes remain, but a direct
path is needed to capture meaning consolidation that is not reducible to
momentary affect.

CMT is extended by demonstrating that metaphorical structure in
music can guide destination brand meaning through both affective
appraisal and a direct meaning-access route, whose weight shifts with
the effect context. The evidence supports two coordinated functions.
First, metaphorically encoded cues in sound and image move the dyadic
emotions, with pleasure as the reliable conduit. Second, receptivity
heightens the accessibility of those cues and can form resonance directly
when a pleasant tone is limited. This dual-route view clarifies why
models that force all influence through emotion misattribute variance,
especially in low-pleasure settings.

High-context edits show a slight advantage in perceived metaphor-
ical richness and imagery, and the MAP induction enhances access to
symbolic cues across contexts. The results indicate partial orthogonality
between cultural structure and affect: the two routes can reinforce each
other when tone and activation are high. However, cultural structure
can also compensate when a pleasant tone is weak or activation domi-
nates. This accounts for the observed compensation in the low-pleasure
cells and explains why direct receptivity effects are strongest.

Resonance ultimately drives destination brand identification and
consumption intention, positioning short-form, creator-driven video
content within a broader framework of destination brand equity. The
split of resonance into Resonant and Emergent states adds a useful state
view to the theory. The state contrast reveals a threshold-like shift in
outcomes: once appraisal and meaning access are sufficient to move
viewers into the Resonant state, identification and intention rise sharply
relative to the Emergent state.

5.2. Practical implications

Marketers can treat pleasure, arousal, and cultural embeddedness as
separate levers that must be co-designed. Pleasure carries destination
brand resonance most reliably, so every edit should first secure a
pleasant tone that fits the place. Arousal should then be adjusted or
restrained to match the tone and task. When the tone is tranquil but
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positive, raising activation through tempo, rhythmic density, and dy-
namic contrast can improve results. When activation is high but the tone
is dark, adding pleasant musical cues, major-mode passages, consonant
harmony, brighter timbres, and upward melodic motion restores bal-
ance. When both tone and activation are low, neither cue moves reso-
nance enough to matter; the scene and the soundtrack need to be rebuilt
rather than tuned.

The results show that pleasure, arousal, and cultural cues can be
adjusted separately, allowing a destination marketer to design different
versions of the same short video for various goals. A calm, high-end or
wellness-type scene should combine a pleasant musical tone with slow
visual pacing and avoid high-energy percussion, because high arousal
without high pleasure weakens resonance in this context. A festival or
city-energy scene should do the opposite: fast cuts and high-tempo music
are acceptable because high pleasure and high arousal move together.
For historical or high-context scenes, adding recognizable cultural
sounds or visual motifs from the target audience helps move arousal into
interpretation rather than tension. Before releasing a clip, a simple pre-
flight checklist can be used: confirm that the soundtrack is pleasant
enough for the brand, ensure that the musical energy matches the visual
pace and goal, and verify that culture-specific cues are clear for the
audience that will view it first. On platforms, this can be tested using a
two-cell A/B design (same visuals, low-arousal music vs. high-arousal
music) and compared based on watch-through rates, likes, shares, and
click-through rates to destination pages. This turns the theoretical
finding “alignment of pleasure and arousal improves resonance” into a
concrete content-testing routine.

Cultural embeddedness should be added on top of the tone-energy
plan, not used instead of it. High-context cues, traditional instruments,
pentatonic figures, emblematic visuals, and ritual or heritage motifs
make symbolic meaning easier to access and are most helpful when a
pleasant tone is weak or activation dominates. Low-context cues, clear
and explicit imagery, and straightforward musical phrasing work well
when the tone is pleasant and calm. This design logic explains why
Group 3 benefited from adding pleasant cues to high activation and why
Group 2 benefited from adding activation to a pleasant, calm state. The
aim here is to match the effect profile to what the audience can decode
quickly, not to force one recipe on every market.

In high-context markets, implicit cultural symbols and musical
metaphors are not decorative; they function as primary carriers of
meaning. Marketers should approach these cues as strategic tools rather
than aesthetic flourishes. When pleasure is low but activation is high, as
seen in the G3 response-surface group, campaigns benefit from
emphasizing familiar instruments, pentatonic melodic figures, and
heritage-laden visuals. These high-context signals help restore
emotional balance and prevent resonance collapse. In contrast, low-
context markets require more explicit verbal anchors to ensure that
symbolic elements are understood as intended. This distinction high-
lights the importance of culturally sensitive creative logic: the symbolic
density must align with the audience’s decoding fluency. Future
research should replicate these effects in low-context samples to more
precisely define the boundary between implicit and explicit messaging
strategies.

Receptivity can be influenced before or during exposure. Short
prompts, captions, or on-screen copy that invite viewers to “listen for the
city’s rhythm,” “hear the river lines in the strings,” or “notice how drum
patterns follow the crowd’s pace” act like a meaning-access prime. They
orient attention to symbolic relations in the clip and raise both pleasure
and arousal under the same stimulus. This is a low-cost tool for platforms
built on creator content, where marketers curate rather than produce
every asset. When space allows, thumbnails and first frames should
surface the key cultural cue so that viewers enter the clip already tuned
to its meaning.

Destination brand resonance can be monitored as a continuous score
and a state. The continuous score is sensitive to creative tweaks and
useful for modeling. The state split, Resonant versus Emergent, helps



J. Gary et al.

with campaign control. A useful target is to move a larger share of the
audience across the threshold into the resonant state, because identifi-
cation and spending plans rise sharply once that state is reached. In
practice, this means testing whether edits that raise a pleasant tone or
add meaning-access prompts increase the share of Resonant viewers,
and then allocating spend to the combinations that deliver the largest
shift.

Implementation should follow a simple test-learn loop. For each
destination, build paired edits that differ on one lever at a time: pleasant
tone, activation, or cultural embeddedness. Pretest pleasure and arousal
to confirm the intended shift, confirm that the appraisal items indicate
symbolic meaning, and then track DBR and downstream metrics. Where
MAP-style prompts enhance affect or DBR, retain them; where they do
not, reallocate effort to tone and activation. Short videos allow rapid
iteration, and the present results provide a rule set to guide those iter-
ations toward stronger resonance, identification, and planned spending.

6. Limitations and future research

The experiments relied on random assignment and controlled clips,
so the effects of the affective environment in Study 1 and of MAP versus
Neutral in Studies 2-3 on pleasure, arousal, and destination brand
resonance can be read as causal within the lab-style setting. A main
limitation is the time scale: all measures were taken right after exposure.
This is standard for stimulus-response work, but it means the study re-
ports immediate states and intentions rather than later platform
behavior. Future work should add follow-up waves or link survey IDs to
platform logs to test whether the lift from MAP and the direct receptivity
path stay, grow, or fade over repeated views.

The appraisal check in this study relied on participants’ immediate
reports that the clip carried symbolic or culturally meaningful cues.
Future studies should therefore incorporate an external layer of coding
or machine-based descriptors (such as tempo, mode, timbral brightness,
motif frequency, and density of destination cues) to triangulate the
manipulation without altering the viewer’s task, and implement
comprehensive acoustic and visual coding protocols. The analysis of
musical parameters should include tempo measurement in beats per
minute, modal classification of tonal systems, spectral analysis for
timbral brightness and harmonic complexity, and rhythmic density
through onset detection. Systematic coding of visual elements requires
measuring cultural emblem frequency, color palette distributions, shot
duration analysis for editing pace, and the proportion of traditional
versus contemporary markers. Such protocols would enable more
rigorous manipulation verification, facilitate meta-analytic synthesis,
and permit investigation of whether specific feature combinations
differentially activate metaphorical processing. A follow-up study can
test whether it reveals an inverted-U pattern in arousal, or adding short
music-emotion sets can check whether particular emotions contribute
beyond the dyad. Mixture or threshold models can then be used to
formalize the observed Resonant versus Emergent states and to estimate
how much MAP increases the probability of moving into the Resonant
state.

The model centers on the dyadic effect axes—pleasure and arou-
sal—with CMT providing the content logic. This choice keeps the
mechanism compact and allows for tracing how meaning-access
prompts and audio-visual edits move viewers along two main
emotional dimensions; however, it does not test whether finer labels,
such as awe, nostalgia, or tenderness, add incremental predictive value.
A calm, high-end, or wellness scene should pair a pleasant musical tone
with slow visual pacing and avoid high-energy percussion, because high
arousal without high pleasure weakens resonance in that context. A
festival or city-energy scene can do the opposite: fast cuts and high-
tempo music are appropriate because high pleasure and high arousal
move together there. For historical or other high-context scenes, adding
recognizable cultural sounds or visual motifs for the target audience
helps channel arousal into interpretation rather than tension. Before
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release, the clip can be checked on three key points: the soundtrack is
pleasant enough for the brand, the musical energy aligns with the visual
pace and goal, and culture-specific cues are clear to the intended audi-
ence. On platforms, this can be verified with a two-cell A/B test that
keeps visuals constant and varies musical arousal (low vs. high), then
compares watch-through, likes, shares, and click-through rates to
destination pages.

Cultural embeddedness in the present studies was manipulated
through high-versus low-context edits rooted in Chinese motifs, and the
small but consistent advantage for the high-context version on the
appraisal check suggests that Chinese viewers accessed meaning more
easily in that condition. This pattern is consistent with China being a
high-context culture, where audiences are accustomed to deriving
meaning from nonverbal cues, such as style, symbols, and sound.
However, it is not yet clear whether the same level of strength of the
direct cognitive path to DBR would hold in low-context markets such as
the United States, Germany, or the Nordic countries. The next step is to
repeat the design with two matched samples, one from a high-context
culture (e.g., China) and one from a low-context culture (e.g., the U.
S.), to show both groups culturally adjusted clips and to estimate the
model in a multigroup form. The working expectation is that the affec-
tive paths through pleasure and arousal will remain relatively stable
across cultures because they are tied to general responses to music and
editing, while the path that requires decoding of cultural signs will be
stronger in the high-context sample. Portugal failed pilot (high-context)
further indicates that socioeconomic status should be recorded, because
it may dampen affect and DBR even when cues are culturally fit. Such a
program of cross-cultural replications would clarify whether destination
marketers need separate audio-visual versions for different markets or
whether a single global version can be used with only caption or framing
changes, such as musical metaphors, that will enhance or transform
familiar destination perceptions.

Cultural embeddedness was manipulated with high-versus low-
context edits rooted in Chinese motifs. The small but consistent advan-
tage for high-context edits on the appraisal check suggests easier access
to meaning, yet broader tests are needed. Cross-cultural experiments
should vary traditions, instruments, rhythmic archetypes, and visuals,
while measuring cultural familiarity at the respondent level. The
Portugal pilot points to the need to record socioeconomic status and time
pressure, which may dampen affect and DBR even when cues are
culturally fit.
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