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News coverage of hazards is often commented to be of critical importance to individuals' perceived risk
associated with tourist destinations. Despite the signiﬁcance of this issue to the global tourism industry,
the link between portrayals of hazards and audience reception is rarely studied in this context. This study
adopted the framing theory to evaluate media effect on tourists' perceived risk of portrayals of terrorism
and political instability incidents. This involved a survey-embedded experiment which manipulated
potential elements of a news report concerning a hazard. The content of ﬁctitious articles used in the
experiment was created on the basis of extant risk perception theories. Results revealed that the use of
risk amplifying frame and risk attenuating frame result in higher and lower ratings of risk respectively.
Moreover, tourist psychographic characteristics were found to moderate the inﬂuence of news frames on
perceived risk. Implications for tourism destination managers and marketers were discussed.
© 2016 The Authors. Published by Elsevier Ltd. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0/).
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1. Introduction
The media coverage of hazards is fundamental as to the way in
which some hazards are perceived as risky and some are trivialised
(Flynn, Slovic, & Kunreuther, 2001; Kasperson, 2005; Petts, HorlickJones, & Murdock, 2001). Lack of personal experience with hazards
such as terrorism or political instability (hereafter ‘PI’) increases
audiences' reliance on secondary sources of information. Among
these, the news media are often commented to be a particularly
important source of risk perceptions of hazards and the tourist
destinations in which they take place. While providing people with
crucial information in a timely manner, news media coverage of
hazards is commonly believed to be associated with producing
distorted understanding of safety levels at destinations (Chew &
Jahari, 2014; Larsen, Brun, Torvald, & Selstad, 2011; L’Etang,
Falkheimer, & Lugo, 2007). Consequently, this is of importance to
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Destination Management Organisations (DMOs) who wish to
minimise negative impacts of such coverage by understanding how
potential tourists make sense and act upon this information and
devising their own communication strategies to convey a more
balanced view of the situation (Baxter & Bowen, 2004; Ritchie,
Dorrell, Miller, & Miller, 2004).
Media scholars note that key to understanding the potential
media effect on perception of risk is the way in which hazardous
events are framed (Hove, Paek, Y., & Jwa, 2015; Hughes, Kitzinger, &
Murdock, 2006; Marks, Kalaitzandonakes, Wilkins, & Zakharova,
2007). A number of studies demonstrate cases of mass media
coverage of hazards which puts emphasis on some aspects of
hazards to the exclusion of others (Daye, 2014; Spencer & Triche,
1994; Woods, 2007). It is widely agreed that the aspects of an
issue highlighted by the speaker can inﬂuence the way audiences
understand and interpret the issues covered (Price & Tewksbury,
1997). Tourism and hospitality studies that employ framing theory demonstrate that message frames can inﬂuence hotel booking
intentions and trust (Sparks & Browning, 2011) and destination
attractiveness (Min, Martin, & Jung, 2013). However, despite the
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agreement among tourism scholars that news framing can cause
destinations to appear safer or more dangerous (Hall, 2002), there
is a paucity of empirical studies on tourists’ responses to different
portrayals of risk (risk frames). The need for a study in this area is
reinforced by a recent call on framing effects research in tourism by
Liu and Pennington-Gray (2015).
Beyond considering the inﬂuence of different ways of portraying
hazards, framing effects scholars note that it is equally important to
consider characteristics of the audiences (Lecheler, de Vreese, &
Slothuus, 2009). This is especially relevant in the context of
perceived risk, which is subjective and depends upon a broad range
of tourist characteristics. Among these, the degree of allocentricity
has seldom been used to understand variance in perceived risk.
Plog (1974) model of allocentricity identiﬁes tourists’ personality
along a continuum from allocentrics to psychocentrics. The allocentric type is described by Plog (2001; 2002) as more outgoing,
adventuresome and exploring, and self-conﬁdent than the psychocentric traveller.
Guided by framing effects theory and existing knowledge of
perceived risk in tourism, this study sought to understand whether
different media frames concerning hazards inﬂuence tourists'
judgment of risk. Speciﬁcally, this study employed an experimental
design to explore the impact of different portrayals of terrorism and
PI hazards. Moreover, tourist characteristics of age, gender, and
degree of allocentricity were considered as potential moderators of
the media effect. The ﬁndings should provide needed empirical
support for the often implied yet rarely tested inﬂuence of media
messages on tourists’ perception of risk. This issue is of signiﬁcance
from a theoretical standpoint and for the practice of communication strategies that help to recover problematic destination images.
2. Literature review
2.1. Risk perception
The concept of perceived risk, or subjective risk, in social scientiﬁc literature is commonly agreed to mean ‘the processing of
physical signals and/or information about potentially harmful
events or activities, and the formation of a judgement about seriousness, likelihood and acceptability of the respective event or
activity’ (Slovic, Fischhoff, & Lichtenstein, 1982 cited by Grobe et al.
2008, p. 16; Brehmer, 1987; Renn, 2004). Proponents of the psychometric paradigm of risk (Fischhoff, Slovic, Lichtenstein, Read, &
Combs, 1978) demonstrate that when evaluating risks, people are
inﬂuenced by a host of qualitative risk features (see Table 1), or
simplifying heuristics, which produce subjective biases and misjudgements of formal (quantitative) risk assessments (Fischhoff
et al., 1978; Slovic et al., 1982). For example, the public is more
concerned about involuntary risks (Slovic, 1987) and risk in affectrich contexts such as terrorist attacks, than about less spectacular
but much more probable ones such as heart disease (Lowenstein,

Table 1
Qualitative aspects attenuating or amplifying perceived risk.
Attenuate perceived risk

Amplify perceived risk

Familiar
Controllable
Limited effects
Natural
Fair impact distribution
Clear beneﬁts
Voluntary
Positive affect
Consequences not-fatal

Exotic/New
Uncontrollable
Catastrophic effects
Man-made
Unfair impact distribution
No clear beneﬁts
Imposed
Negative affect
Consequences fatal

Adapted from: Renn (2008).

235

€berg, 2007).
Hsee, Weber, & Welch, 2001; Sjo
2.2. Risk perception in tourism: terrorism and political instability
In tourism, risk perception is a function of uncertainty and
consequences (Moutinho, 2000), with some consequences being
more desirable to tourists than others. Although risk may entail
positive and negative outcomes, it is often studied as undesirable
outcomes, such as loss of time or money, that may arise from
consuming tourism products, for example, trekking in unfamiliar
environments. Risks identiﬁed include threats to health (e.g. food
poisoning), and terrorism or PI, e.g. in hazards such as coups, kidnappings, bombings, and street disturbances. Terrorism and PI are
often commented to be particularly intimidating risks due to the
uncontrollable, involuntary and random nature of the potential
harm involved in visiting destinations struck by such incidents
(Cavlek, 2002; Heng, 2006). This is supported by Gray and Wilson
(2009) who ﬁnd that political hazards such as terrorism are
perceived as riskier than other physical threats (e.g. weather) and
social hazards (e.g. hostile local people). This may be partly
attributed to the emotional charge carried by such events, which is
further ampliﬁed by the man-made nature of harm involved, as
opposed to acts of nature. One of the main consequences of manmade disasters is that, apart from the physical damage, the
biggest impact is often felt on the psychological level (Jenkin, 2006;
Schmid, 2005).
While related, PI and terrorism have a separate conceptual
identity, which is supported by a number of authors who examine
the phenomena from this perspective (e.g. Enders & Sandler, 1998;
Richter & Waugh, 1986; Saha & Yap, 2013; Sonmez, 1998).
Numerous and diverse deﬁnitions have been proposed over the
years. In an attempt to address the call from scholars for terminological unity and conceptual clarity (Gupta, 1990; Seddighi,
Theocharous, & Nuttall, 2002), Tcheocharous (2010) reviews and
evaluates existing approaches to studying PI and proposes a deﬁnition which encompasses the key features of the phenomenon. He
describes PI as “a situation where a political system is subjected to
challenges or changes in the form of internal conﬂict, internal
change and external conﬂict. The extent/level of instability is
determined by the deviation of any given political event (or a
combination of events) from the speciﬁc normal pattern of the
system in which it occurs.” (Tcheocharous, 2010, p. 358). PI is
related to terrorism in the sense that the latter can be an indicator
and an expression of the former (Sonmez, 1998). This said, it is not
uncommon for terrorist attacks to take place in politically stable
destinations (e.g. Bali, 2005; London 2005; Marrakech, 2010),
which is one of the differences between these phenomena. Others
may be identiﬁed on the basis of a deﬁnition of terrorism proposed
by Schmid and Jongman (1988, p. 28) who suggest that “Terrorism
is an anxiety-inspiring method of repeated violent action …
whereby the direct targets of violence are not the main targets. The
immediate human victims of violence are generally chosen
randomly (targets of opportunity) or selectively (representative or
symbolic targets) from a target population, and serve as message
generators. Threat and violence-based communication processes
between terrorists (organisations), (imperilled) victims, and main
targets are used to manipulate the main target (audience).” This
deﬁnition highlights that terrorism is concerned with the intentional use of violence against carefully selected targets to
communicate a message and satisfy speciﬁc aims, for example,
targeting civilians to generate media attention, moral repugnance
in the target population, and behavioural changes undertaken by
the affected (e.g. avoiding travel, or certain places) (Rubin, Brewin,
Greenberg, Simpson, & Wessely, 2007; Silver, Holman, McIntosh,
Poulin, & Gil-Rivas, 2002) as a means to satisfy political or

ski, B. Richards / Tourism Management 57 (2016) 234e244
G. Kapuscin

236

religiously motivated goals. While media attention may aid the
goals of actors such as protestors, for example by generating sympathy amongst international audiences to their goals, its involvement is not the key to achievement of these goals. The dependence
of terrorism upon media attention is well captured by the comparison by Ted Koppel, ABC's host, who said: “without television,
terrorism becomes rather like the philosopher's hypothetical tree
falling in the forest: no one hears it fall and therefore it has no
reason for being” (Koppel, quoted in Farnen, 1990, p. 104).
While some researchers note that terrorism and PI are not always a major concern for tourists (Fuchs, Uriely, Reichel, & Maoz,
2013; Hunter-Jones, Jeffs, & Smith, 2007; Rittichainuwat & Chakraborty, 2009) the literature is rich in cases where demand for
tourism products falls as an outcome of these hazards (see Table 2).
Whether or not the magnitude of risk involved in visiting a destination is high, people tend to avoid places they perceive as unsafe
because in tourism perception is reality when it comes to decisionmaking (Santana, 2001). These studies highlight that understanding how people perceive and respond to these hazards remains a
serious concern for the tourism industry.
2.3. Tourist destination, risk management and media effects
In the context of numerous crises that happen around the world,
risk management has become a vital aspect of the way businesses
operate within the tourism system. Unmanaged, hazardous events
can lead to problematic safety images of tourist destinations, which
~ a & Leo
 n,
is a major constraint to a thriving tourism industry (Aran
2008; Avraham & Ketter, 2008; George, 2003; Law, 2006; Tarlow,
2014). Therefore, it is key that destinations have comprehensive
management strategies in place that assess and respond to risks in
a manner that protects the safety and security of visitors and staff,
and maximises the potential for continuity of business (APEC,
2006). To address this issue, a number of frameworks and guidelines for crisis and disaster management in tourism have been
created (APEC, 2006; Henderson, 2004; Ritchie, 2004; Tourism
Victoria, 2010).
Media are key to any risk management strategy. Given the potential to misrepresent the magnitude of events and inﬂuence the
image of destinations, Faulkner (2001) notes that monitoring of
media reporting to assess the nature of information that is sent
regarding the event is crucial. Beyond this, scholars stress the need
for a proactive relationship with the news media such as provision
of information about safety and the security situation at the
destination and how it is being managed (Mansfeld, 2006; Ritchie
et al., 2004; Wang & Ritchie, 2010). To this end, the literature on
crisis and disaster management proposes tourism crisis communication strategies to engage the media in the process of mitigation
of negative perceptions and recovery (Avraham & Ketter, 2008,

2016; Beirmann, 2003; Ritchie, 2009). According to Avraham and
Ketter (2008), three groups of media strategies should be considered in designing a campaign; these are source, audience, and
message strategies. The latter focuses on the message itself and
may include tactics such as contradicting the negative messages,
perceptions, stereotypes, etc. in reports upon the destination. In
essence, such strategy is concerned with a focus on the development of messages that correct and neutralise unbalanced portrayals
of destinations. Important to these management strategies is the
issue of framing and the inﬂuence that different representations of
hazards may have on the perceived reality of tourist destination
safety among audiences in the tourist-generating countries.
2.4. Media coverage e framing effects
In essence, research on framing effects is concerned with the
inﬂuence of differences in presentation of issues on the attitudes,
emotions and decisions of media users (Iyengar, 1991; Pan &
Kosicki, 1993; de Vreese, 2005). Framing studies can be separated
into two distinct types depending on the kind of framing effect
studied (Druckman, 2001b). The ﬁrst type, concerning ‘equivalency’
or ‘valence’ framing effect, investigates how the use of different but
logically equivalent words that highlight positive or negative aspects of an issue (e.g. 5% unemployment versus 95% employment)
elicits different responses from individuals (e.g. Kahneman &
Tversky, 1984). This type of framing research into wording effects
(Druckman, 2001a) is an approach not easily applicable to more
complex communicative situations (Sniderman & Theriault, 2004)
such as terrorism or PI.
Research on framing in relation to tourism effects typically
employs equivalence framing, for example studies of tourists’ attitudes to environmental protection (Kim & Kim, 2014), hotel linen
reuse (Blose, Mack, & Pitts, 2015), and hotel booking intentions in
response to online reviews (Sparks & Browning, 2011).
The second type, emphasis framing, is ‘closer to “real” journalistic news coverage’ (Nelson, Lecheler, Schuck, & Vreese, 2012, p. 3)
and is concerned with the inﬂuence on individuals of presenting
alternative perspectives that stress different aspects of complex
topics (e.g. emphasis on advantages over disadvantages of technology) without the assumption that the information is factually
equivalent (Tankard, 2001). The focus of this study is to examine
tourists' perceptions and attitudes in relation to coverage of the
complex hazards of terrorism and PI. This suggests the use of an
‘emphasis’ framing approach to framing effects.
de Vreese (2005) notes that from the perspective of emphasis
framing, frames are generally seen as coherent packages of information containing a ‘central organising idea or story line that
provides meaning to an unfolding strip of events’ (Gamson &
Modigliani, 1989: 143). In short, a news frame is an ‘emphasis in

Table 2
The effects of terrorism and political instability on tourism.
Destination

Effect(s) of incidents

Thailand

As an effect of PI the number of tourist arrivals in Thailand went down from 1.7 million in December 2009 to 1.1 million in April 2010.
With security concerns hotel occupancy fell from 60.2% in January 2010 to 46.6% in April 2010 (Euromonitor, 2010)
Ongoing disturbances and demonstrations throughout Egypt which erupted on January 2011 resulted in a 37% fall in visitor numbers to
reach 9 million compared to over 14 million in 2010 (Euromonitor, 2012)
The war in Afghanistan initiated in October 2001 had an adverse impact on visitor arrivals to Nepal in 2002,
which fell at an average of 40% in the peak season (JAN-JUN) harming the total economy of the country (Thapa, 2003, p .129, p .129)
In the ﬁve month period following the Mumbai 2008 attacks Foreign Tourist Arrivals to India declined by 10,000 (Bhattacharya & Basu, 2010)
Following the 2005 terrorist attack, tourist arrivals decreased by 5% in 2005 and by 9% in 2006 (Aschauer, 2014, p. 168).
The bombings of US targets in Nairobi 1998 resulted in 90% of inbound international ﬂights being cancelled, which caused serious harm to
the Kenyan economy (Kuto & Groves, 2004)
Following the September 11th, 2001 terrorist attacks North American International Air Transport Association recorded a 33% decline in
passenger trafﬁc from European, Far Eastern, and Central and South American carriers (IATA cited in Lee, Oh, & O'Leary, 2005)

Egypt
Nepal
India
Bali
Kenya
USA
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salience of different aspects of a topic’ (de Vreese, 2005: 53).
Through the selection and emphasis on some aspects of a topic
above others, journalists present a story to the public within a
particular frame of reference (Entman, 2004; Van Gorp, 2007). In
this way, certain attributes, judgments and decisions are suggested
(Entman, 1993) which helps people classify information to handle it
efﬁciently (Scheufele, 2006). A framing effect is said to occur when,
in the course of describing an issue or event, a speaker's emphasis
on a subset of potentially relevant considerations causes receivers
to focus on these considerations when constructing their opinions
or judgements (Sniderman & Theriault, 2004).
Numerous framing effects studies have manipulated news
frames through experimentally prepared news stories to determine
their inﬂuence upon individual responses. These studies demonstrate how variations in the make-up of messages elicit noticeable
variations in audiences' perceived risk associated with complex
issues such as earth quality (Durfee, 2006), nanotechnology (Schütz
& Wiedemann, 2008), climate change (Otieno et al., 2014), and
invasive species (Otieno, Spada, & Renkl, 2013). Woods (2011)
investigated perceived risk in response to ﬁctitious news stories
about terror threat which contained different degrees of emphasis
on the level of control over hazard and catastrophic potential
(Slovic, 1987). He found that his study subjects perceived more risk
of terrorism when the danger was associated with ‘radical Islamic
groups’ (suggestive of perceived lack of control over potential
exposure to an attack), and ‘nuclear’ technology (suggestive of
perceived high catastrophic potential of an attack).
2.5. Factors inﬂuencing perceived risk in tourism
Tourism literature suggests that perceived risk depends on a
range of tourist characteristics. Previous studies found that
perceived risk ratings can differ based on factors such as gender
(Carr, 2001), age (Floyd & Pennington-Gray, 2004; Kozak, Crotts, &
Law, 2007), travel experience (Sonmez & Graefe, 1998a), nationality
(Seddighi, Nuttall, & Theocharous, 2001) and personality (Lepp &
Gibson, 2003). More recent studies suggest the signiﬁcance for
subjective risk of religion (Adam, 2015; Mansfeld, Jonas, & Cahaner,
2016), knowledge (Sharifpour, Walters, Ritchie, & Winter, 2014),
risk tolerance and risk related competences (Williams & Bal
a
z,
2013). Among these, personality traits are often considered to be
of particular relevance (Fuchs, 2011; Pizam et al., 2004; Roehl &
Fesenmaier, 1992). Perception of risk has been found to depend
on degree of novelty seeking (Correia, Pimpao, & Crouch, 2008),
self-conﬁdence (Valencia & Crouch, 2008) sensation-seeking
(Fuchs, 2011; Lepp & Gibson, 2008; Sharifpour, Walters, & Ritchie,
2013) and multi-trait factors (e.g. extroversion, venturesomeness)
(Reisinger & Mavondo, 2005). A variable that has received less
attention in this context is the psychographic typology of Plog
(1974; 1991), who divided tourism consumers into two broad
groups of allocentrics and psychocentrics (with additional nearpsychocentric, mid-centric, and near-allocentric groups). According to Plog, psychocentrics are characterised by being anxious
within their daily lives, risk averse, and preferring to travel on
package tours to familiar and commonplace destinations. Moreover, they tend to visit sun-and-fun destinations which are
consistent with their preference for low activity levels (Plog, 2001).
In contrast, allocentrics prefer unstructured trips to unusual places
and more contact with local cultures. They are more conﬁdent, less
anxious, motivated by novelty, discovery, and seek active vacations
that allow them to explore the physical and cultural worlds around
them (Plog, 2002). In reality the situation is a lot more complicated,
as most people are mid-centric, that is, they combine elements of
both types, and therefore distinct types are difﬁcult to identify.
A number of studies used Plog's system to investigate tourist
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preferences, which resulted in some support for this personality
factor (Grifﬁth & Albanese, 1996; Nickerson & Ellis, 1991; Weaver,
2012). Others found no association between Plog's personality
types and destination preferences (Litvin, 2006; Smith, 1990).
While the ability of the instrument to predict destination choices
has received much attention, its use in understanding variances in
tourists' risk perception in responses to hazards deserves more
research.
In light of the outlined gaps in the literature on the relationship
between media framing, terrorism, PI and tourism risk perception,
the study set out to address the following research questions:
RQ1: Does leisure tourists’ perceived risk depend on media
frames concerning the magnitude of terrorism and political instability risk (high or low)?
RQ2 Does leisure tourists’ perceived risk depend on media
frames concerning event type (terrorism or PI)?
RQ3 Does leisure tourists’ perceived risk depend on the degree
of allocentrism (allocentric, midcentric, or psychocentric).

3. Methods
An online survey-based experiment was employed with a focus
on the causal link between news media frames of terrorism and PI,
and leisure tourists' perceived risk. A mixed factorial 2 (hazard
type: terrorism or PI) x 2 (risk framing: risk amplifying or risk
attenuating) between-subject design was employed (see Table 3).
The sample of experiment participants was obtained from a
questionnaire-survey (N ¼ 475) that preceded the experiment. All
respondents identiﬁed themselves as leisure tourists. A total of 160
respondents (N ¼ 160) expressed an interest in participating in a
follow-up study by providing an e-mail address. Apart from
providing a sample for the experiment, the ﬁrst questionnaire
survey, which measured UK leisure tourists' risk perceptions, holiday choices and a range of demographic and psychographic factors,
identiﬁed tourist characteristics (i.e. degree of allocentricity, age,
gender) relevant to the dependent variable (i.e. perceived risk). The
personality variable was measured with a scale comprised of 8
items adapted from Jackson and Inbakaran (2006). Each of the
items represented a different aspect of the tourist personality, i.e
the need for structure, familiarity/novelty, off-the-beaten-track,
reliance on the tourism industry, venturesomeness, intellectual
curiosity, activity, and openness to other cultures, which was
phrased as a statement referring to tourists’ holiday preferences.
The data were then used to control for relevant variables in the
experiment. Following the procedure used in media effects studies
(Wimmer & Dominick, 2011), participants were matched on relevant variables (degree of allocentricity, age, gender) to create four
groups before being assigned at random to different treatments.
On the 6th of March 2013 the participants (N ¼ 160) were sent
an e-mail containing a link to an online survey questionnaire. Each
group received a different scenario, i.e. one of Terrorism A,
Terrorism B, PI A or PI B. After the initial campaign, 7 e-mails were
returned as non-deliverable and identiﬁed as non-existing. The

Table 3
Experiment design.
Levels

Factor 2 -Risk
framing

(A) Perceived risk
amplifying
(B) Perceived risk
attenuating

Factor 1 e hazard type
Terrorism

Political instability
(PI)

Treatment 1
Terrorism A
Treatment 2
Terrorism B

Treatment 3
PI A
Treatment 4
PI B
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ﬁnal number of conﬁrmed e-mail deliveries was reduced to 153
(N ¼ 153).
3.1. Stimulus material and measures
The respondents were placed in a scenario of considering a
holiday in a non-speciﬁc country. Role playing is a commonly
adopted method in experimental designs (Petty et al. 1991; cited by
Jun & Vogt, 2013). The reason for the de-contextualised scenario
was to exclude the inﬂuence on dependent variables of the
potentially confounding effects of respondents’ attitudes and feelings towards the country and prior visit experiences. After reading
the scenario the respondents were invited to read a short news
article about an incident in this destination country and rate their
perceived risk associated with visiting the destination. Perceived
risk was measured only post-test to avoid cueing the respondent to
the speciﬁc goal of the media stimulus. Similar experimental designs have been used in past research on framing effects to avoid
sensitising participants (e.g. Lecheler & de Vreese, 2010; Maoz,
2012). No control group was used in the experiment. Each of the
four treatments acted as a control group for the other three treatments, as it manipulated message elements that the other treatments did not.
With respect to the stimulus material, the news article was
produced in four alternative versions. Following common practice
employed in experimental framing studies to separate content
from frames (e.g. Iyengar, 1991; Price et al. 1997; Valkatenburg et al.
1997; cited in; Schuck & de Vreese, 2006), versions about terrorism
and PI were designed in a fashion that holds the factual base of
events constant while manipulating aspects of risk.
With respect to factor 1 (event type), terrorism and PI have been
identiﬁed in the tourism literature as similar but also distinct
phenomena. Consequently, different characteristics associated with
these distinct hazardous events were incorporated into two pairs of
ﬁctitious articles. Within each pair, the articles differed in the
hypothesised direction of their inﬂuence on dependent variables of
interest. Event descriptions should not be treated as representative
of any case of PI or terrorism as these may involve different targets,
tactics, locations etc. The goal of manipulation was to increase the
likelihood of activation in audiences of different thoughts and
feelings associated with these events, and potentially different
judgments of risk. To achieve this the event descriptions were
designed in a manner that resembles hazardous events that
received attention in UK national newspapers and were identiﬁed
by reporters as either PI or terrorism. With respect to PI, given that
data was collected in March 2013, arguably, the most prominent
and recent event preceding this date were the January 2011 protests in Egypt. A search on the Lexis Nexis UK database between
(28.01.2011 and 28.03.2011) with keywords (‘Egypt’; ‘Political

Instability’, ‘Unrest’) resulted in 481 hits. On the basis of this content, PI was described as an incident involving protests in a city
centre location, human casualties, some potential spread of protests to other locations and no advice from the FCO against travel to
the country.
With respect to terrorism, two prominent events preceding the
data collection period were the April 2011 bombing in Marrakech
and July 2011 triple attack in Mumbai. The following searches were
performed to source articles about the events in 1) Marrakech:
Keywords (‘Marrakech’; ‘Terror!’) between (28.04.2011 and
28.06.2011) resulted in 22 hits, and 2) Mumbai: Keywords
(‘Mumbai’; ‘Terror!’) between (13.7.11 and 13.9.11) resulted in 41
hits. Next, terrorist attack was conceptualised as an incident
involving a bomb explosion in a city centre location, with human
casualties, unknown perpetrators and no advice from the Foreign
and Commonwealth Ofﬁce (FCO) against travel to the country.
Manipulations of factor 2 (risk framing) were guided by a
theoretical assumption that different portrayals of qualitative features of terrorism and PI will have different effects on tourists' risk
perception. In this sense, factor 2 represents the message framing
with two levels, i.e. frame intended to amplify perceived risk (A), or
frame intended to attenuate perceived risk (frame B). Each frame
embedded within an article involved manipulation of message elements concerning four qualitative features of terrorism and PI (see
Tables 4 and 5). The qualitative dimensions selected for this
exploratory experiment that may indicate different levels of
magnitude of risk (e.g. level of control) were guided by research on
risk perception. What needs to be noted is that the message elements selected are not an exhaustive list of risk indicators that may
be used in reporting on terrorism and PI. Rather, they are a set of
potential elements of news reports that may inﬂuence the level of
audiences’ perceived risk associated with visiting an affected area.
The speciﬁcity of the message elements employed within versions
A and B, and their expected direction of inﬂuence, are explained
and justiﬁed in the following sections.
In the case of terrorism, the four qualitative dimensions of the
hazard that involved different levels of emphasis on information
potentially relevant to the judgment of magnitude of risk were (see
Table 4): 1) targets of attack, 2) suspected perpetrators, 3) location
of explosion and threat of further attacks, and 4) event atmosphere
and conﬁdence level.
With respect to targets of attack, the extent to which a hazard
receives media attention and possibly affects audiences' perceived
risk is partly dependent on who the violence, or its threat, is
directed at. In other words, it isn't only about ‘body counts’ but also
about ‘whose body counts’ (Kitzinger, 2009). Media coverage which
puts emphasis on victims that are particularly relevant to audiences, for example, tourists of certain nationality, religion etc., as
opposed to ‘others’ such as foreign military units, may be

Table 4
Message elements used in constructing the articles about a terrorist attack.
Dimension of terrorism risk

Scenario A

Scenario B

Perceived risk amplifying

Perceived risk attenuating

1) Targets of attack

 “Including British tourists”

2) Suspected Perpetrators
3) Location of explosion and
threat of further attacks

 “al-Qaeda and associated radical Islamic groups”
 “Police vehicles parked in city square situated on the edge of
a district full of restaurants, cafes and shops”
 “City centre locations”
 Security “Airports, train station and markets”
 “Further indiscriminate attacks in areas popular with tourists
cannot be ruled out”
 “I have never seen anything like this and I cannot believe it
happened right here. Now people will not have peace of mind”







4) VoxPopuli- Event atmosphere
and conﬁdence level

“Mainly police ofﬁcers”
“Security Forces”
“Domestic rebel separatist group”
“Police vehicles parked in city square”
Security “Across the country”

 “Yes it was a terrorist attack but we
refuse to be terrorised. Life here goes on as usual”.
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Table 5
Message elements used in constructing the articles about an event of political instability.
Dimensions of PI risk

1) Violence
2) Commentary on degree of socio-political tension
VoxPopuli commentary on socio-political tension
and consequences (conﬁdence)
3) Geographical spread and consequences

4) Disruptions to transport network

Scenario A

Scenario B

Perceived risk amplifying

Perceived risk attenuating











“Violent clashes”
“Violent protests”
“Threatening atmosphere of high tension”
“I have never seen anything like this, it was
complete chaos. We all feel nervous because
the problem will not just go away overnight”
 “There is a possibility that further violent
protests could spread”
 “which would likely have serious consequences
for public safety and order”
 “in the event of conﬂict escalation, delays and
cancellations cannot be ruled out”

particularly relevant to judgments of vulnerability and greater
personal risk.
Another frame dimension employed in the article is the information on suspected perpetrators. Given that attribution of responsibility is one of the most basic heuristics people employ to
make sense of an issue or event (Iyengar, 1991), emphasis on a
particular group may activate a schematic representation concerning, for example, typical tactics, targets, or other memorable
events and the magnitude of threat. In Britain, as well as globally, it
is not uncommon for the media to frame the contemporary threat
of terrorism as a problem of Islamic extremism (Alouche & Lind,
2010). Examples include several high proﬁle events of ‘new’
terrorism such as Bali (2002, 2005), London (2005), or Madrid
(2004), where responsibility has been attributed to, or claimed by,
al-Qaeda and associated networks. Moreover, according to Pape
(2005, cited by Woods, 2011), terrorism framed as motivated by
religious extremism, may appear irrational, beyond compromise,
and uncontrollable. As a consequence, as postulated by the psychometric risk paradigm (Fischhoff et al., 1978), a lack of control in
association with a hazard may lead to higher levels of perceived
risk. While there are no strong theoretical bases for an assumption
that separatist-nationalist groups such as the Basque Fatherland
and Freedom (ETA) would appear less threatening to people, it is
possible that the connection between violence and civilian victims
(or western victims) in this case is less prominent in peoples'
minds. A search on the Global Terrorism Database (GTD) (START,
2012) of incidents between 1980 and 2011 carried out by the IRA
and ETA on non-civilian targets (i.e. Police, Military, Government,
Utilities) produced 1825 instances, compared to 391 attacks against
civilians (including tourists). Using this logic, the article was
designed in a way as to suggest the linkage between particular
groups and typical targets of attacks. Beyond this, differences in
perception may exist mainly on the basis of activation of beliefs
about al-Qaeda as an extreme expression of otherness and intolerance to the western way of life, e.g. the freedoms and wealth
displayed by tourists.
With regards to location of explosion and threat of further
attacks, it is logical to expect that a report of an attack on a
‘paradise’ beach island resort carries different implications for
interpretation of risk than an attack on a police vehicle on the
outskirts of a city. The location of an attack may be indicative of
motives and tactics that lead to certain conclusions e.g. ‘targeting
tourists’.
The fourth dimension of risk ampliﬁcation/attenuation concerns
how commentary from the general public (vox populi, or ‘vox
pops’) inﬂuences perceptions of event atmosphere and conﬁdence level. Vox pops (or any other news source) can be used to
frame an issue by supplying background information or story

“Clashes”
“Protests”
“Isolated acts of frustration”
“It was loud at the square but outside
life went on as usual. I do not think there
will much trouble, people are just venting anger”
 “Any further protests are likely to be
conﬁned to city squares”
 Outside “predicted to remain calm
and not affected in any way”
Absence

suggestions (Matthews, 2010). Drawing on ﬁndings from the psychometric tradition of perceived risk, new risks (e.g. unknown
technologies) are perceived as involving more risk than ones that
audiences are familiar with. Using this logic, version A of the article
emphasises the ‘newness’ of the problem as perceived by the local
public, and its negative consequences on individuals' conﬁdence in
response to the event. In contrast, version B presents the information from a balanced point of view with an emphasis on the
habituation of the members of the public to the problem, and their
resilience. As such, the frames represent two distinct ways of
reacting to terrorism, i.e. with fear or determination, which may
suggest to readers which course of action is most suitable.
In the case of PI, the four dimensions were: 1) violence, 2)
commentary on degree of socio-political tensions, 3) geographical
spread and consequences, 4) disruptions to transport network (see
Table 5).
The ﬁrst dimension of the frame employed in the article concerned the presence or absence of violence. While the challenge to
a political system can be sought through peaceful means such as
protests or strikes (Scarbrough, 1998) PI is often associated with
violence, whether civil, wars, military coups or riots (Hall &
O'Sullivan, 1996). Exposure of audiences to reports of violence
may result in risk perceptions disproportionate to the actual
probability of harm, a phenomenon Sunstein (2003) refers to as
probability neglect. Therefore, in describing the nature of the
confrontations, the word “violent” is employed in version A of the
article, expecting to add to the concern of the audience, as opposed
to its absence in version B.
Next, socio-political tension, seen by Siermann (1998) as a
common thread to different expressions of PI, was used as another
dimension of PI that can be used by individuals to arrive at risk
judgments. However, it can be argued that the ability of tourists to
judge personal risk on the basis of the extent of underlying sociopolitical tensions and the ability of the government to maintain
social order is likely to be limited due to the complexity of such
issues. In this context, a news frame may simplify the process and
enable conclusions to be drawn. Therefore, portraying the event as
being characterised by a “threatening atmosphere of high tension”
in version A versus “isolated acts” in version B may promote
different degrees of perceived risk. As such, the degree of social
tension as captured in vox pops pertains to the level of control and
ability to avoid the potential problems a tourist may have in an
affected destination.
In a similar vein, the frame dimension concerning the
geographical spread and consequences of the event pertains to
the level of control and so has implications for the magnitude of
risk perception. Therefore, version A of the article stresses the
possibility of unrest spreading to areas across the country, and its
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“serious consequences for public safety and order”. Conversely, in
version ‘B’, emphasis is placed on a prediction that events will
remain “contained to city squares” and other areas will remain
“calm and not affected”, and is expected to produce lower ratings of
risk.
The fourth dimension of the frame employed concerns disruptions to the transport network. It is proposed that an emphasis
placed on the possibility of transport “delays and cancellations” in
version A of the article would be expected to heighten tourists’ risk
perception, as opposed to an absence of such emphasis in version B.
Perceived risk was measured only after participants’ exposure
to the article treatment on a 5-point Likert scale: from 1 ¼ Very
Worried, to 5 ¼ Not at all worried. No pre-test of perceived risk was
taken due to a concern over sensitising the participants to the
objective of the experiment. Moreover, since the country context
was non-speciﬁc, i.e. respondents had no perceptions of risk present in the country (or other feelings and attitudes which may have
inﬂuenced the judgment), one measure was sufﬁcient to observe
the impact of the article.
3.2. Participants
A sample of UK leisure tourists was used in the experiment. The
ﬁnal groups that responded to each of four news report scenarios
were as follows: Terrorism A ¼ 30, Terrorism B ¼ 34, PI A ¼ 28, PI
B ¼ 32. The sample comprised of 60 (48.4%) males and 64 (51.6%)
females. The ages ranged from 18 to 65 years old and over, with
‘45e54’ being the largest age category (26.6%), followed by ‘35e44’
(25%), and ‘25e34’ and ‘55e64’ (both 17.7%). ‘65þ’ and ‘18e24’
were the smallest age categories with 7.3% and 5.6% respectively.
The data reﬂect the UK population of outbound holidaymakers
measured between 2005 and 2009 (ONS, 2011). Using psychographic proﬁles established on the basis of items suggested by
Weaver (2012) and Jackson and Inbakaran (2006), the sample
included 21 (16.9%) Psychocentrics, 74 (76.6%) Midcentrics, and 29
(23.4%) Allocentrics. The data were analysed using Kruskal-Wallis
and Mann Whitney U tests.
4. Results
4.1. RQ1
A non-parametric Kruskal-Wallis test was run to examine the
differences in perceived risk between the groups of respondents
exposed to different article versions. The result of the test was
signiﬁcant at p < 0.000 level. Therefore, to test for differences between article pairs A (risk amplifying) and B (risk attenuating), a
post-hoc Mann-Whitney test was employed with the conﬁdence
level set at p < 0.025. It was hypothesised that the tourists exposed
to article version A would perceive more risk than those who had
read version B.
The results (Table 6) were signiﬁcant in both the terrorism and
PI pairs, that is, as hypothesised, the risk amplifying version of articles caused signiﬁcantly higher risk concerns (lower scores) than
risk attenuating version B. Therefore, the null hypothesis can be
rejected. The variations in the presentation of the different aspects,
or indicators, of risk produced an effect on the tourists' responses.
The difference in tourists’ risk perception between the articles in
the PI pair was larger (r ¼ 0.55) than in the terrorism pair
(r ¼ 0.31).
4.2. RQ2
A Mann-Whitney test was employed to examine the difference
in risk perception between the frames concerning the event type,

Table 6
Results of the Mann-Whitney post-hoc test for perceived risk and magnitude of risk
frames.
Perceived risk mean ranking
Article
groups

Terrorism A
N ¼ 30
26.90
PI A
N ¼ 28
20.75

Terrorism B
N ¼ 34
37.44
PI B
N ¼ 32
39.03

MUW

z

Asympt.
Sig.

342.000

2.463

0.014

175.000

4.267

0.000

i.e. PI versus terrorism. The results (see Table 7) indicate a statistically signiﬁcant difference of low to medium strength (r ¼ 0.337)
between terrorism and PI in the B pair (risk attenuating frame). A
reverse relationship was expected in the A version of the articles,
where a severe version of PI, such as the recent events in Egypt or
Syria, might be expected to be more intimidating than a terrorist
attack which speciﬁcally targets tourists or popular tourist areas.
While this may also be complicated by other factors such as, for
instance, weapon type, in general a terrorist attack, such as a
bombing, shooting or kidnapping, represents a different degree of
threat to a large scale event of PI, both in terms of the potential for
physical harm, the geographical spread of vulnerable zones and the
length of time in which a destination may be vulnerable to such
actions. This, however, was not supported by the ﬁndings of this
study.

4.3. RQ3
A signiﬁcant result (p < 0.000) was derived from application of a
Kruskal-Wallis test comparing the three personality types across all
four versions of the article. To follow up on this result, a series of
Mann-Whitney tests were performed between the extreme groups
of the psychocentrics and allocentrics in each article condition
expecting the latter group to score higher (i.e. lower perceived risk).
The results (see Table 8) point to differences in the expected direction, but the only signiﬁcant result was noted with respect to the
Terrorism A article (p < 0.005). Interestingly, when the perceived
risk of the allocentrics and psychocentrics was compared across all
the article groups, a highly signiﬁcant result (p < 0.001) was obtained. That is, regardless of the article read, the allocentrics
perceived less risk (r ¼ 0.48) than their psychocentric counterparts. This suggests that psychocentrics are more sensitive than
allocentrics to message elements which suggest a deviation from
an acceptable level of risk. This ﬁnding is in line with a “cognitivetransactional” model of media effects (Perse, 2001, p. 51) which
suggests that the effect of media content may be moderated by
audience variables such as schema make-up and speciﬁc beliefs
and attitudes.

Table 7
Results of the Mann-Whitney post-hoc test for perceived risk and event type frames.
Perceived risk mean
ranking
Article
groups

Terrorism A
N ¼ 30
31.57
Terrorism B
N ¼ 34
27.90
Terrorism
N ¼ 58
59.43

PI A
N ¼ 28
27.57
PI B
N ¼ 32
39.45
PI
N ¼ 66
65.78

MUW

z

Asympt.
Sig.

358.000

1.066

0.286

353.500

2.612

0.009

1723.500

1.044

0.297
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Table 8
Results of the Mann-Whitney post-hoc test for perceived risk and allo/psychocentric
audience types.
Article groups

Perceived risk mean ranking

Terrorism A

Allo N ¼ 7
8.79
N¼7
8.00
N¼5
7.25
N¼9
8.83
N ¼ 29
904.00

Terrorism B
PI A
PI B
All articles

Psycho N ¼ 5
3.30
N¼6
5.83
N¼6
4.50
N¼5
5.10
N ¼ 21
371.00

MUW

Z

Asympt sig

1.500

2.715

0.005

14.00

1.096

0.366

7.500

1.535

0.177

10.500

1.893

0.058

140.00

3.413

0.001

5. Discussion
An effect on leisure tourists’ risk perception was observed as a
result of the exposure of audiences to different frames concerning
the magnitude of terrorism/political instability risk. Readers of
article versions A (risk amplifying) perceived more risk than those
who read versions B (risk attenuating), regarding both terrorism
and PI, albeit the differences were larger in the PI group. Specifically, the result demonstrates that the emphasis on some aspects
of a source of risk, to the exclusion of others, may result in different
risk perceptions associated with visiting a destination among the
message recipients. This ﬁnding supports the results of framing
effects studies carried out outside the tourism consumer behaviour
context (e.g. Schuck & de Vreese, 2006; Woods, 2011), and addresses the calls for research on framing effects in tourism (Liu &
Pennington-Gray, 2015), and speciﬁcally on the relationship between the media coverage of hazards and destination perceived
risk (e.g. Schroeder, Pennington-Gray, Kaplanidou, & Zhan, 2013;
Sonmez & Graefe, 1998a).
Interestingly, the differences in perceived risk between readers
of risk amplifying and attenuating article versions were smaller in
the terrorism pair. This suggests that in judging the risk associated
with visiting foreign countries for leisure purposes, tourists may be
particularly sensitive to any information about terrorism due to the
discretionary nature of holiday activity and a limited knowledge of
the country. In this context, they may be less motivated to consider
incident characteristics, such as the perpetrators and the targets,
and instead make a risk judgment on the basis of the fact that an
attack has occurred and another one is possible. This explanation is
contrary to the ﬁndings of the experimental research on terrorism
of Woods (2011), which show that differences in the information
concerning the perpetrators (i.e. ‘Islamic extremists’ versus other
terrorists) signiﬁcantly inﬂuence perceived risk. However, notably,
this research was conducted in a different context, namely the risk
of terrorism to US citizens, which may be completely different to
assessing the risk to oneself in association with visiting a foreign
country. In the case of PI, the larger difference may be due to the
fact that while information concerning large-scale unrest likely
brings to mind a range of dramatic images (e.g. violent unrest in
Egypt, Syria etc.) and scares people, the portrayal of an event as
localised and under control reassures people by conveying a picture
of reasonably safe conditions.
The risk-attenuating frame had more impact on perceived risk in
relation to PI than in relation to terrorism. This suggests that
despite variations in event characteristics, a terrorist attack may be
a much more deterring factor, at least in the short term, than a case
of PI which appears to be limited in scope. No difference in risk
perception between terrorism and PI was observed in version A of
the article, where the risk-amplifying frame might be expected to
have produced higher levels of anxiety in relation to PI. This is
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contrary to the ﬁndings of Saha and Yap (2013) who ﬁnd that political events have a more deterring effect on the tourism industry
than terrorist attacks. The data of this study may be explained by
the perceived random character of terrorist attacks which implies
low ability to control the severe consequences, and hence leads to
judgements of greater personal risk.
Notably, the study indicates that the risk perceived by respondents post-reading of the article about a hazard depends on
their psychographic characteristics. In their study of the inﬂuence
of Uganda's tourism website on tourists' perceived risk, Lepp,
Gibson, and Lane (2011) found no relationship to Cohen's tourist
types, a construct related to allocentricity. Here, however, the
allocentric recipients were less concerned about terrorism and PI
post reading of the article versions than the psychocentrics. This
supports the notion that the impact of risk communication depends
not only upon the content of the message but also the characteristics of the audience (e.g. Lecheler et al. 2009), in this case, the
tourist personality proﬁle.
6. Conclusion
The ﬁndings enhance the understanding of the relationship
between perceived risk, the media, and tourist consumer behaviour
by empirically supporting the validity of the framing theory of
media effects (Scheufele, 1999). Drawing on theories of the psychometric paradigm of risk (Slovic, Fischhoff, & Lichtenstein, 1986),
the exploratory experiment established that the effects were not
uniform across recipients and were contingent upon audience
characteristics, most notably tourist personality type. Importantly,
this aspect of the media and perceived risk interaction points toward a two-directional relationship, which recognises both the
power of the media to inﬂuence message recipients and the power
of audiences to oppose and negotiate the messages. This research
proposes that marketers can inﬂuence the way tourists attend to
risk messages and evaluate tolerability of risk involved in holidays.
Methodologically, the experimental design employed in this
study contributes to the growing body of experimental work in the
study of consumer behaviour in tourism, and to our best knowledge
is the ﬁrst experimental study of framing effects on perceived risk
in tourism. Jun and Vogt (2013) and Cohen, Prayag, and Moital
(2014) note that experimental research designs are seldom used
in travel and tourism research, which is dominated by the crosssectional approach. Despite calls for their use in tourism
perceived risk research (e.g. Chew & Jahari, 2014; Roehl &
Fesenmaier, 1992), examples of studies that employ such designs
are still rare (e.g. Lepp et al. 2011). Future studies that employ an
experimental design could investigate the potential effects of media frames in a more dynamic context, i.e. with the use of images
and audio. A further area for research would be to adopt a longitudinal approach to studying media effects, rather than a one-shot
media exposure approach.
In terms of practical implications, on the one hand, the media
effect found in this study poses challenges to tourism marketers
who wish to minimise the negative effect of media coverage of
hazards such as terrorism and PI. On the other, it stresses the need
to further research the formats of presenting the information.
Findings indicate that when judging the risk involved in visiting a
country subject to a terrorist attack, tourists may be less sensitive to
information about the characteristics of the event and draw conclusions mainly on the fact that the event took place. Secondly, the
clear disparity in perceived risk between the readers of the two PI
articles demonstrates that while tourists are relatively unconcerned about unrest portrayed as contained to small or non-tourist
areas, its extreme expression is a source of grave concern. These
ﬁndings are of importance to communication practices in a post-
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disaster context, especially the aftermath of terrorist attacks and PI.
Moreover, in recognition of tourist characteristics that determine
differences in perceived risk, catering for experienced tourists with
allocentric tendencies may be particularly useful for destinations in
the post security crisis phase. To this end, destination marketers can
tailor their offers to match the needs of this segment by providing
novel, active, culturally stimulating and exciting experiences that
increase the propensity to rationalise risk.
There are limitations in the research design used. To control for
the potential confounding effects in the experiment that tourists’
ideas and feelings about a destination may have on the perceived
risk, the relationship between the news reports and perceived risk
was investigated in a scenario of a hypothetical destination.
Whereas a destination that tourists recognise would have been
ideal, arguably the choice made by the researcher represents a
common scenario where tourists make holiday decisions with
imperfect knowledge of destinations. Furthermore, while allowing
for the studying of responses of a diverse sample of respondents,
the online survey-experiment was also associated with limited
control over the participants, which is typically overcome by a
laboratory approach. Following procedures employed by Jun and
Vogt (2013), to control for the issue of respondents attending to
other information during participation, responses from those who
spent more than 20 min on the study were excluded from analysis.
With respect to the sample, the study focused on British tourists,
which may not be representative of potential responses of other
nationalities to similar ﬁctitious stories. Future studies could focus
on samples of different nationalities or those that comprise of two
or more nationalities. Other questions require more attention. Due
to the design employed in this study it is not possible to isolate the
inﬂuence on perceived risk of, for example, nationality of perpetrators. Future studies could seek to manipulate this aspect of the
message to seek to understand whether attacks and/or threat of
further attacks on tourists of the same nationality have a stronger
effect on perceived risk than those directed at ‘others’.
Moreover, given the sample of the study and the fact that a
number of recent attacks and/or warnings in major European
destinations (e.g. France, Belgium, Germany) were perpetrated by
the Islamic State (IS), rather than al Qaeda, it can be argued that the
focus in this paper on the latter actor constitutes another limitation
of this research. This said, at the time of data collection (March
2013) IS was an unknown entity in Europe, hence why al Qaeda was
chosen as a group likely to be recognised by respondents and taken
into account in making risk judgments. Future studies could focus
on stories concerning other perpetrators and the relative impact of
such information on tourists’ judgments.
Finally, beyond the message content, the stories presented to
respondents were not attributed to any speciﬁc news source or
presented in different news outlets e.g. newspapers, social media,
etc. Future studies could seek to address this by manipulating these
variables.
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