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Tab.1 The approaches of theme-setting in France and Japan pavilion of Shanghai Expoy
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Tab.2 Results of pre-event image of goal-oriented tourists by open-ended interview
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Tab.3 Results of the during-event images of two kinds of tourists by open-ended interview
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Tab. 4 Results of the image related words before and after visiting the pavilions
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Tab.5 Results of the framed theme and changes of image cognition

RIS A
e % SN HPER E3ii7 SN
B ik AFI IR HIR(AK) —_— PR EREA
RARM iﬁﬁi (%) (AK) (AR Pre-event @ﬁ% - AE Features of
iy Display . ) : . Media .
. During-event  During-event During-event display-form- . Framed agenda- setting
Pavilion form . . . display
Attention agreed words image-related  related cognitive
(Count) words(Count) image words
(Count)
HAtg FRR 85,90 RRA(18) y:3::30)) x HARH hHEL R VENE;
Japan  Musicals BRI EOHREEG) HFIAE;
pavilion RIESEEL) Kbl /M HARBAIRS
HH(Q) B R E A R NN
REEX (D
4B8 Nippon 56;43 CIRWAY N
MEEE 1)
15K AL E 26321 Fig(3) FR(G6) BiEQ) R R WESAEEY
B AR FEF AR Li:EN
Sewage treatment HUUIAE
technology
BEE EAERE 75574 EF32(39) HEE(9) x gt AR 8 mROE;
France French garden FIRG9) Eie10) WS EEEY
pavilion 545(19) AHK;
M2/ () H{EHE
FHERICL)
[E % Treasure 93;84 {E13(36) TARIXEG0)  EARE) YRR R ¥E AENE;
EAH(25) N 0] (ERRL) HAE;
HHEREAT) Ay
BERR 64;72 (X)) £ (24) BHEEQ7ILV(1S) EEER i BN
Fashion show BI(O) B 4 2 H5(9) FE(15) HIHIAE 5
WhheLVuee 6465 mOKD  fHOEKD FEO B
B41(1) BB B 145(4) LR S

.53 .



BHEYH $£29% 204FEcH

Tourism Tribune Vol. 29 No. 6, 2014

BRI EREE AU ORYOER IE L X
MEE W ASREHETN R, ARRRIER
EERTLAEI, T, HA-F R BT B E
KIS TR AR AT s IR
RESEHENUERERR, BHIEERIRN:
B AR B 2 RT3 o SRR o R AL, 38
SHER S B AL s HRTA TR 58 B2 AR
KA AL % 76 3 op S L B H I L6 75 T B R BA
Ho =, REMERR HE (TR FEOER.
R TE F R LR B S A M E#T AR
LEBUE N B, B IERES REFFEL AN
b, XF T & 5 P B BRBCR I LR A
RERERAES GRS | 2R B4R BRTZE
IR 2 EN S AR 2, FEIAESCRA X H R
HHE

R , A S R T AT L AR P A A R T 3K
(FBOHATHRE, MUBEF EENPIREH,
REXT SRR R — 5 /R o 36—, X TR AR (S
FEJFTIE , KRB H H b Ll 20 Ll X R
RIEAIE 5 ARG B 3R S T RO , Xt
ORI BRI ZHAL R MR AR, 8
T XTI E i X AR
MEHREREWEHHFANNBRTREEZER
ST, EX S REREZOE R RS B,
BBt , KBS AR — PR RHIE SRR, FONE A
LRI SR E N2 FHIPREEAFPTER
THE B BURAAR ™, B R AR RS 5 B
REEAHESARFRRITNEHERE, T
ME ARG X HE R R L HEDEF
THAERIRUR , X i et X B B P4 i (] i 344
SR — KRR

$ % 30k (References)
Mules T, Faulkner B. An economic perspective on special events
[J]. Tourism Economics, 1996, 2(2): 107-117.
Wang Xiaoyun. The World Expo and the city travelling:

(1

[2]
Climbing the peak by interaction{J]. Tourism Tribune, 2004, 19
(2): 70-75. [ElR . R R < SWATHREE: L3 PILahgs
[3]. fikiE 2T, 2004, 19(2): 70-75. ]

Dale D, Katz E; Ma Zhenggi trans. Media- event[M]. Beijing:
Beijing Broadcasting Institute Press, 2000. 30-32. [#+ & 7% - &
B, IR -RR; BRFIE. A M. JUF U
B AR AL, 2000. 30-32. ]

Ritchie J R B. Assessing the impacts of hallmark events:

(3]

(4]

Conceptual and research issues[J]. Journal of Travel Research,

.54 .

{51

(6]

(7

(8]

(9]

(10

(11]

(12]

[13]

(14]

[15]

[16]

[17]

(18]

(19]

[20]

1984, 23(1): 2-11.

Bramwell B. Strategic planning before and after a mega- event
[9]. Tourism Management, 1997, 18(3): 167-176.

Chalip L, Green B C, Hill B. Effects of sport event media on
destination image and intention to visit[J}." Journal of Sport
Management, 2003, 17(3): 214-234.

Lang G E, Lang K. Watergate: an exploration of the agenda-
building- process{J]. Mass Communication Reivew Yearbook,
1981, (2): 447-468.

Smith A. Conceptualizing city image change: The re-imaging of
Barcelona[J]. Tourism Geographies. 2005, 7(4): 398-423.

Huang J Z, Li Mimi, Cai L P. A model of community- based
festival image[J]. International Journal of Hospitality
Management, 2010, 29(2): 254-260.

Hunt J D. Image as a factor in tourism development[J]. Journal
of Travel Research, 1975, 13(3): 1-7.

Jeong G H, Faulkner B. Resident perceptions of mega- event
impacts: The Taejon International Exposition case[J]. Festival
Management and Event Tourism, 1996, 4(1): 3-11.

Fakeye P C, Crompton J L. Image differences between
prospective, first- time, and repeat visitors to the Lower Rio
Grande valley[J]. Journal of Travel Research, 1991, 30(2): 10-
16.

Jones C. Mega-events and host-region impacts: Determining the
true worth of the 1999 Rugby World Cup[J]. International
Journal of Tourism Research, 2001, 3(3): 241-251.

John D, Manzenreiter H W. Accounting for mega- events:
Forecast and actual impacts of the 2002 Football World Cup
Finals on the host countries Japan/Korea[J). International
Review for the Sociology of Sport, 2004, 39(2): 187-203.

Ritchie J R B, Smith B. The impact of a mega-event on host
region awareness: A longitudinal study[}]. Journal of Travel
Research, 1991, 29(1): 3-10.

Zhou Changchun, Dai Guangquan. A study on image influence
of mage- event: A case of Kunming World Expo[J]. Human
Geography, 2005, (2): 38-42. [E# &, Bt £. KEEEHHF
MBI —LL 99 B O 2 o B[], A SCHb 3, 2005,
(2): 38-42.]

Dai Guangquan, Bao Jigang. A study on image influence of
Kunming World Expo[J]. Human Geography, 2006, (2): 65-74.
[HOb4, AR, g ot B I R MR T I]. A
HIFE, 2006, (2): 65-74. ]

Kim S S, Morrsion M A. Change of images of South Korea
among foreign tourists after the 2002 FIFA World CuplJ].
Tourism Management, 2005, 26(2): 233-247.

Lee C, Lee Y, Lee B. Korea’ s image formed by the 2002 World
Cup(J). Annals of Tourism Research, 2005, 32(4): 839-858.

Xu Chunxiao, Chai Xiaomin, Fu Shuli. A study of the change of

the residents’ cognition on mage-event: A case of World Leisure
Expo[J]. Tourism Tribune. 2007, 22(11): 89-94, [ % B8, Le b8
H, ATHRGAL. TR R E RS B AL FT——2006 5L
PH 57O R 9500 300 [ ) A 1o BF 5 (). il I 2 I, 2007, 22




FPUEF I LELMSNBENERERANDRRAR

E2oH 204FE6H

[21]

{22]

{231

[24]

[25]

[26]

(27

[28]

(29]

[30]

{31]

{32]

(33]

(34]

(11): 89-94.]
Custodio M J F, Pedro M D, Gouveia C B. Evaluation of the
cognitive image of country/destination by the media during the
coverage of mega- events: The case of UEFA EURO 2004 in
Portugal[J]. International Journal of Tourism Research, 2007, 9
(4): 285-296.
Falkheimer J. Events framed by the mass media: Media
coverage and effects of America’ s Cup PREREGATTA in
Sweden[J]. Event Management, 2007, 11(1/2): 81-88.
Kim S S, Petrick F J. Residents’ perceptions on impacts of the
FIFA 2002 World Cup: The case of Seoul as a host city[J].
Tourism Management, 2005, 26(1): 25-38.
Ritchie W B, Shipway R, Chien P M. The role of the media in in
uencing residents’ support for the 2012 Olympic Games[J].
International Journal of Event and Festival Management, 2010,
1(2): 202-220.
Crompton L G, McKay L S. Motives of visitors attending
festival events[J]. Annals of Tourism Research, 1997, 24(2): 429-
435.
Mercille J. Media effects on image: The case of Tibet[J]. Annals
of Tourism Research, 2005, 32(4): 1039-1055.
Peel V, Steen A. Victims, hooligans and cashcows: Backpackers
and media representation in Australia[J]. Tourism Management,
2007, 28(4): 1057-1067.
Ma Zhengqi, Xu Yang. The text and meaning of sport live: The
narrative pattern[J]. Contemporary Communication, 2006, (6):
66-68; 72. R, 1815, A F EIE A SCATIE XL K ]
BRI I]. H{EHE, 2006, (6): 66-68; 72].
Kim H J, Gursoy D, Lee S. The impact of the 2002 World Cup
on South Korea: Comparisons of pre- and post- games[J].
Tourism Management, 2006, 27(1): 86-96.
Yan Mei, Li Yujie. The breakthrough and innovation of the
reports on Beijing Olympics: The analysis basic on the media
event[J]. Journal of International Communication, 2008, 169
(11): 71-76. (B4, FEEHE. LIt RBLFERENERES
BURR: BT H7 I IRGE A S EH S B A 87T E bR
MR, 2008, 169(11): 71-76. ]
Shi Zengzhi. The country image formation by medias on Beijing
Olympic Games{J]. International Communication, 2008, (9): 28-
30. [T . JLal iz ik A L2 (8 T i E A B S B[],
SHoMERE. 2008, (9): 28-30. ]
Etang L J. Public relations and sport in promotional culture[J].
Public Relations Review, 2006, 32(4): 386-394.
Feng Huiling, Hu Baijing. The culture image formation of China
during the Beijing Olympic Games[J). Jowrnal of Renmin
University of China, 2008, (4): 16-25. (3 E ¥, i E¥E. LR
B 530t EEFERMED]. FEARKFER, 2008,
(4): 16-25.]
Tuo Jiguang, Huang Jibing. The gaming of China’ s image
during the broadcasting of Beijing Olympic Games{J]. Journal
of Chengdu University, 2008, 22(3): 1-4. [JE#k, HEF. b=

. 55.

[35]

[36]

(371

[38]

[39]

[40]

[41]

(42]

[43]

[44]

[45]

{46]

RIELFEBEE TP EERERERD). BEKEFR,
2008, 22(3): 1-4.]

Zhou Qinghong. The issues of international medias on cities that
have held Olympic Games: A study of the negative reports on
the five host cities[J]. News Front, 2008, (7): 42-44. [ K41, E
FRfgfxt Bz F AR A HGE DU —RE S EH IR
AT R IR R A SE [J]. BT ARER, 2008, (7): 42-44. ]
Wan Xiaohong. The analysis of the relationship between the
reports on Beijing Olympic Games and the formation of China’s
image[J). Journal of Capital Institute of Physical Education,
2009, 21(6): 694-697. [JTBRAT. LAl BiE &4RiE 5 HEFIE
G B M SRS BT [J]. B R E B2 )R, 2009, 21(6): 694-
697.1]

Xu Guangjin, Gong He. The country image broadcasting in
Beijing Olympic Games under the agenda- setting theory[J].
China Radio & TV Academic Journal, 2008, (7): 6-7. [ &,
B AR RE SRFTEREET IR ESRD). PEEE
P T, 2008, (7): 6-7. ]

Guo Jurong, Su Hui. The change of propaganda model about
several World Expos{J]. Shanghai Management Science, 2007,
(6): 71-72. L B3R, FFF. TRt 4 F SN0 AR B
LiEttELBRRD. EBEEREE 2007, (6): 71-72.]

Wan Junbao. Culture marketing and soft cultural power
formating of Shanghai World Expo[J]. Urban Planning Forum,
2006, (3): 64-69. [T R . FigtHEM BN ERL N
F[T]. WATHLRIZE T, 2006, (3): 64-69. ]

Li Huagiang. The strategy of image broadcasting of foreign
country pavilions(J]. International Communications, 2010, (6):
11-13. [Z4e5E,. S SS RFZ M X SR EESR
FEIBIRBE[T]. XFHMEHE, 2010, (6): 11-13. ]

Chen Kaihe. The change of country images and values of World
ExpolJ]. International Communications, 2010, (7): 42-43. [BEJF
. HESHNMETTSERELRI). XSMERE, 2010, (7): 42-
43.]

Zeng Jun. The formation of China image based on the Chinese
elements in Shanghai World Expo[J]. Academics in China, 2010,
(7:5-14. [BZE, LEHEHNFECESFERRERNEN
[J]. ZARS, 2010, (7): 5-14. ]

Zheng Huan, Ding Ting. Constructing of the brand of the cities
in the future: A case study on the best practice area in Shanghai
Expo Garden(the foreign area){J]. Advertising Panarama, 2010,
15(9): 131-142. [¥BIKR, T V7. KA 5 A5 A BL L i M ——3F
A T B SR R X B (B AR T4 KW, 2010, 15
(9): 131-142. ]

Getz D. Tourism event: Definition, evolution and research[J].
Tourism Management, 2008, 29(3): 409-419.

Deccio C, Baloglu S. Nonhost community resident reactions to

the 2002 Winter Olympics: The spillover impacts[J]. Journal of
Travel Research, 2002, 41(1): 46-56.

Luo Qiuju. A study on the tourism image of the hosts of mage
event [J]. Tourism Tribune, 2009, 24(2):6-7.[ B k35, KB H {4
T B FHE I M IR B TR PPN BT R (], AR BF 4 T, 2009, 24
2):6-7.]



WA ST E29oH 20U4FFH Tourism Tribune Vol 29 No. 6, 2014

Research on the Communication Effect of Mega-events on National Image
Cognition: Based on Agenda-setting Theory

LUO Qiuju', TONG Juanjuan’
(1. Sun Yat-sen University, Guangzhou 510275, China; 2. Zhejiang Financial College, Hangzhou 310018, China)

Abstract: The influence of the image projected by mega-events has been an ongoing source of debate
in tourism research. In its role as a “media event”, the mega-event has been examined in detail in the
field of communication research. From the perspective of communication, this study chose the French
and Japanese Pavilions during Expo 2010 Shanghai China as research subjects, focusing on studying
tourists’ cognitive image of France’ s and Japan’ s national images. Using agenda-setting theory, this
study discusses the national image cognation of two tourist types (the goal-oriented visitors and the
mass visitors) at three specific periods: pre-event (before entering the pavilion); during-event (visiting
the pavilion); and post-event (from exiting the pavilion until the end of the expo). Methods used in this
research included interview and participant observation. Moreover, content analysis was applied in
analyzing the content and effect of the media.

The research questions addressed by this study are: Does the agenda-setting of a media event exert
an influence on a tourist’ s national image cognition? How does it work? Does it become part of the
factors that affect the mega-event’ s image? Are there differences between goal-oriented visitors and
mass visitors? In detail, those questions could be further explored: 1) As the main communication body,
what themes did the pavilion display during the expo and what was the media communication
approach? 2) Why did both tourist types choose each of the two pavilions and to what extent did the
media influence their choices? 3) Did the pre- and during-event national image cognition change for
both tourist types, and if so how did it change? 4) How did the tourists’ during-event image cognition
influence their post-event behavior? How did the influence exist and how long did the influence last?

To address these questions, the author visited the Shanghai Expo on three occasions in 2010. In
total, 156 tourists were surveyed before and during the expo and 37 tourists were tracked after the expo.
The main findings of the study include: 1) The pavilion, as a new media display form, had features of
agenda-setting in national image-construction and image-communication, particularly in the theme and
methods of display. 2) During the process of decision making, the mass media interacted with the
media event agenda-setting to have a joint impact on tourist choices. Moreover, media event features
also influenced tourist choices; hence, those features highlighted in the agenda setting were recognized
by the visitors when deciding which pavilion to next visit. 3) The study indicated that tourists’
cognitive image of the specific country’s national image before and during the visit went through three
changes, image-intensification, image-weakening and image-construction, which occurred in parallel.
These changes were related to pavilion’ s agenda-setting, the higher identified setting was more likely
to lead to image-intensification and image-construction, while the lower settings were related to image-
weakening. 4) The during-image formed by agenda-setting has a different impact on tourists. A high-
recognized image formed during the event becomes a new existing stereotype in a tourist’ s mind that
can influence their future memory and behavior: such influences last even after the event. A low-
recognized image formed during the event weakens when the expo ended and the pre- expo image
returned.

Keywords: Shanghai World Expo; event-media; tourist; national image cognition; agenda-setting
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