
 
 

Article  

Creating a Re-Tech Theme Park through the Neuromarketing 
and Cartoon Characters 

Naipeng (Tom) Bu1, Eduardo Parra-López2,*, Tairan LI3, Almudena Barrientos-Báez4, María de los Ángeles Pérez 
Sánchez5 

1. Associate Professor of Business School, Shandong University (China); bunp@sdu.edu.cn 
2. Instituto de investigación Social y Turismo (ISTUR), Universidad de La Laguna (Spain);  
3. School of Hotel and Tourism Management, The Hong Kong Polytechnic University; chris-
tine.litairan@gmail.com 
4. Universidad Complutense de Madris (Spain); almbarri@ucm.es 
5. School of Management, Tourism Department, Zhejiang University Hangzhou, Zhejiang Province China; 
mariajaen@usal.es 
Correspondence: eparra@ull.edu.es 

Abstract: Renewable energy technologies (RET) are critical to the sustainable development of mod-
ern societies. Hong Kong has set up a RET theme park so as to fulfil the needs of and impart 
knowledge on RET through entertainment and educational activities. Such understanding aids in 
formulating appropriate future park designs and neuromarketing strategies to maximize the attrac-
tiveness of the park. Therefore, this study attempts to investigate potential visitors’ preferences with 
regard to cartoon characters in the RET theme park, especially for student groups to meet the “ed-
utainment” theme of the park. A total of 400 people have participated in this study. Findings indi-
cate that Snoopy, Mickey Mouse, and Donald Duck show a high degree of likeness of presence in 
the RET theme park.  

Keywords: Cartoon characters; Neuromarketing; Preference; Renewable energy technology (RET); 
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1. Introduction 
Living standard has improved along with economic development. However, the im-

provement also imposes a heavy burden on natural environment. According to Hillis 
(2002), the economy of Hong Kong is characterized by a growth-oriented mentality, but 
its prosperity is achieved at the expense of environmental quality. In addition, energy has 
become one of the major concerns of the local government and the whole society. The hot 
climate in Hong Kong has lasted for more than 10 months, and buildings in Hong Kong 
are subjected to high cooling demands throughout most of the year (Ma & Wang, 2009). 
Hydrogen technologies driven by renewable energy source represent an attractive solu-
tion for harmful emissions and carbon dioxide emissions, due to their diversity, abun-
dance, and environmental sustainability potential (Dagdougui et al., 2011). In the past two 
decades, major incentives for implementing renewable energy source policies are encour-
aged to further reduce the environmental impact of energy supply on national and inter-
national levels (Karakosta et al., 2011).  

Considering long-term policies and stability, energy and environmental experts 
highly recommend adopting renewable energy source to reduce the environmental im-
pact of energy supply in Hong Kong. More importantly, renewable energy provides ex-
cellent business opportunities such as manufacturing renewable energy conversion facil-
ities, solar photovoltaic, and wind power technologies. The world’s consumption of re-
newable energy is predicted to increase from 57.8 quadrillion Btu in 2011 to 109.5 quad-
rillion Btu in 2035 which could potentially meet up to three quarters of total energy de-
mand by 2050 (EIA, 2011; IPCC, 2011). Renewable energy is obtained from hydro, wind, 
solar, geothermal, and biological sources (Liu & Goldstein, 2012). Thus, renewable energy 
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is a development trend in the future from energy conservation and environmental-
friendly perspectives.  

An increasing number of people welcome opportunities for greater involvement in 
renewable energy development (Upham & Shackley, 2007). Therefore, utilization of re-
newable energy is expected to be widespread and well received by the public in the future. 
Accordingly, it is comparatively important for the public to have knowledge on renewable 
energy resources and uses renewable energy technology in their daily lives and in their 
way of developing and valuing tourism activities. To further cultivate knowledge on re-
newable energy and effectively present various renewable energy technologies (RETs), 
different countries have developed or planned setting up renewable energy theme parks 
to offer educational experience and enjoyment to park visitors through entertainment and 
recreational activities. For instance, the fantastic design for UK’s first solar powered theme 
park not only can avoid 515 tons of carbon dioxide annually, but also can generate enough 
electricity to power 200 UK average households annually merely through the installation 
of one-megawatt solar panel (Energy Matters, 2012). Other initiatives are also in place to 
reduce environmental impact, including the demonstration of biodiesel usage for park 
vehicles and water provided through an on-site bore. Moreover, Universal Studios has 
also used fuel cell energy system on site which enabled the theme park to cut carbon emis-
sions from its enormous food production operations by 40% compared with traditional 
forms of power generation.  

Three large-scale theme parks are located in Hong Kong, namely, Hong Kong Dis-
neyland, Ocean Park, and Hong Kong Wetland Park. To fulfil the needs of and impart 
knowledge on renewable energy through entertainment and educational activities, setting 
up a renewable energy theme park in Hong Kong is of great relevance. It not only can 
provide a good opportunity for Hong Kong residents to further understand RETs, but also 
can make them more aware of the importance of environmental conservation. Although 
the Ma Wan Park also appears as a small-to-medium scale RET theme park in Hong Kong, 
a study exercise reveals that the education delivery process in the theme park is limited 
(Chan & Jiang, 2013). The study shows that the theme park’s facility, physical display, 
exhibition board, and schematic screen are not attractive enough. Especially, a lack of tour 
guides, information staff, or guest relation officers is observed. In this regard, Barrientos-
Báez et al. (2020) and Martín-Fuentes et al (2020), refers when they assure that being com-
petent in the professional field of Tourism means knowing how to manage skills and emo-
tional competencies, theoretically acquired in the classrooms, that allow the worker (for-
mer student) to be competent and feel closer to the needs and demands of the clients, 
which are the same as those of the society of each moment.  

Moreover, although guides are available, the information delivery from guides in the 
theme park is not attractive as those cartoon characters do. Thus, finding out the most 
appropriate cartoon characters are significant to meet the needs of this market segment. 
In addition, the attractiveness of RETs has a strong impact on arousing the interest of po-
tential visitors.  

The overall aim of the current study is to provide a detailed quantitative analysis of 
the cartoon character selection in the RET theme park and to investigate the cartoon char-
acter preferences of different groups of people. Correlative operations during planning 
and decision making in later stages are also discussed. The potential of renewable energy 
in Hong Kong could be further exploited through building renewable energy theme 
parks. The contributions of this idea should be fruitful, given that the result of better un-
derstanding of the technology can bring great potential for achieving low-cost operations 
and heightening environment-friendly behavior.  

RET theme parks can provide a good opportunity for local residents or foreign visi-
tors to learn about renewable energy technologies through the parks’ design. Especially 
for the student groups, the awareness on RETs can effectively be enhanced through study 
tours. In addition to study tours, having an exclusive program for students is ideal for 
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them to comprehensively understand the operation principle of RETs. Reasonable utiliza-
tion of renewable energy in various theme parks not only can save money for these parks 
but also can reduce the overall carbon emissions in the country. Currently, seven types of 
popular renewable energy sources are available including solar energy, wind energy, hy-
dropower, biomass energy, hydrogen, geothermal energy, and ocean energy (About.com, 
2012). Taking the UK’s solar powered theme park as an example, the proposed solar farm 
can generate enough electricity to meet approximately 90% of the park’s needs during 
peak summer months, which also includes the operation of the park’s roller coaster. Ac-
cordingly, a large amount of money can be saved.  

The park also has other initiatives in place to reduce environmental impact, such as 
biodiesel usage of parked vehicles and water provided through an on-site bore. Hong 
Kong is highly vulnerable to energy and economic security due to its heavy dependence 
on imported fossil fuels, and the serious environmental pollution is the effect of combus-
tion of fossil fuels (Ni et al., 2006). Therefore, exploring different sources of clean, renew-
able energy and developing suitable technology for clean energy in Hong Kong is im-
portant. The proposed theme park may help the current public and future generations to 
better grasp the relevant knowledge.                                        

Cartoon characters are an essential element in the theme park industry to attract tour-
ists’ interest, in the marketing terms. The tourist has become an active subject of the pro-
cess in the tourism industry: beyond his previous importance as a client, today he has a 
role as advertiser, promoter and critic of the products he consumes and the services that 
are offered (Barrientos-Báez et al., 2021; Caldevilla et al, 2020; Martínez-González and 
Parra-López, 2021). Taking Disney as an example, Mickey Mouse and Minnie Mouse are 
the first characters that typically come to mind when talking about Disneyland. Hence, 
appropriate selection of cartoon characters is vital for the overall atmosphere of a theme 
park. The same selection of environmental image and ambassadors in the park is essential 
for future promotion and development of RET theme parks.  

2. Literature review 
A paucity of studies related to cartoon character selection in the RET theme park are 

explored. To promote the RET theme park, cartoon characters are an indispensable ele-
ment in designing an attractive theme park. 

2.1. Cartoon characters influence the preference of children  
Cartoon characters are universally popular and appeal to children and young people. 

Cartoon characters appear in diverse types. Almost all cartoon characters have achieved 
fame and adulation from people of all ages. Generally, children are easily attracted by the 
novelty brought by cartoon characters, and young people are quickly influenced by fresh 
ideas. It is at this point where neuro-communication is the protagonist because it allows 
improving social communication and therefore, making known or increasing information 
on the importance of renewable energies and the correct use of current energy sources.  

Research has concluded that children strongly preferred the taste of food featuring 
popular cartoon characters on the package compared with the same food without cartoon 
characters (Roberto et al., 2010). Thus, cartoon characters play a significant role in chil-
dren’s preferences, which can increase the likelihood of selection. Another study revealed 
that compared with a human spokesperson in the same advertisement, the creative use of 
cartoon spokespeople in print advertisements leads to more positive consumer advertis-
ing outcomes, including attitude toward the advertisement, attitude toward the brand, 
and purchase intention of the advertised brand (Heiser et al., 2008). In the 1990s, a research 
has highlighted cartoons as an effective strategy for conveying information and improv-
ing relevant instructions (Delp & Jones, 1996).  

Preprints (www.preprints.org)  |  NOT PEER-REVIEWED  |  Posted: 10 June 2022                   doi:10.20944/preprints202206.0150.v1

https://doi.org/10.20944/preprints202206.0150.v1


 4 of 20 
 

 

These studies imply that cartoon characters are an indispensable component in at-
tracting potential tourists and delivering interrelated messages based on neuro-commu-
nication and more specifically: persuasive communication. Therefore, cartoon characters 
are necessary elements theme park designs to meet visitors’ needs. In fact, the word “dis-
neylization” emerged with the increasing popularity of Disney cartoon characters. For in-
stance, the Disney brand and Disney cartoon characters imply magic, mystery, and indi-
viduality. Therefore, when people think about Disney, magic will directly come into mind. 
Different cartoon characters can deliver different messages to customers given their own 
unique images. Therefore, the cartoon character selection should be associated with the 
theme of the park.  

2.2. Popular Cartoon Characters  
A cartoon is a humorous drawing or an animated piece of film. It has major influence 

on children nowadays. It is created to excite people and to make them laugh. Cartoon 
characters are featured throughout one’s lifetime. Thus, different generations will experi-
ence different cartoon characters during their childhood. From 1930s to 1960s, cartoons 
became increasingly popular. Theatrical cartoons were produced in a large number and 
were usually shown before a feature film in a movie theater. Today, Disney, Fleischer, 
Warner Bros., and MGM are the largest studios that create cartoons. The famous cartoon 
characters are as follows: Mickey Mouse, Donald Duck, Snoopy Dog, Pleasant Goat, Grey 
Wolf, Shrek, Keroro, and Hello Kitty. 

 

 

Mickey Mouse 
 

Snoopy Dog   

Donald Duck 

 

Pleasant Goat  

 

Grey Wolf 

 

 

Shrek  
 

Keroro  
 

Hello Kitty  

Figure 1. The famous cartoon characters. Source: Own elaboration  

Mickey Mouse is a funny animal cartoon character created in 1928 by Walt Dis-
ney and Ub Lwerks at the Walt Disney Studios (Kenworthy, 2001). In 1978, Mickey 
Mouse became the first cartoon character to have a star on the Hollywood Walk of 
Fame. Originally, Mickey Mouse was characterized as a mischievous antihero. How-
ever, as his popularity increased, Mickey Mouse has been rebranded. In 2009, Dis-
ney began to rebrand the character again by putting less emphasis on his pleasant 
and cheerful side. Instead, Mickey Mouse has been reintroduced with a mischievous 
and adventurous personality (Barnes, 2009).  According to Barrientos-Báez et al., 
(2021) neuromarketing is based on the analysis and study of the experiences, expec-
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tations, feelings and emotions of the client and / or the user. From here, this spe-
cialty, which is the result of neuroscience and marketing, studies why we are able to 
remember or recognize the positive or negative points of the choice and indistinctly 
enjoy a destination or tourist service. Emotions that, by the way, are what enables us 
to remember that destination as unique, beautiful, indifferent or without the possi-
bility of being repeated in future purchase choices. 

Along with his friend Mickey Mouse, Donald Duck is another popular Disney 
character. Donald Duck was included in the TV Guide’s list of the 50 greatest car-
toon characters of all time in 2002 (CNN, 2002). He is famous for his semi-intelligible 
speech and his mischievous and irritable personality. Donald Duck first appeared in 
1934 and was arranged in more films than any other Disney character throughout 
the next two decades. Donald Duck appeared in over 150 theatrical films. Further-
more, after the 1956 film “Chips Ahoy,” Donald Duck appeared primarily in educa-
tional films before eventually returning to theatrical animation.  

Snoopy Dog is a fictional character in the long-running comic strip “Peanuts” 
by Charles M. Schulz. Snoopy Dog, Charlie Brown’s pet dog, began his life in the 
strip as a fairly conventional dog, but eventually evolved into the strip’s most dy-
namic character among the most recognizable comic characters in the world (Schulz, 
1994). Animation producer voiced Snoopy Dog in numerous television specials from 
1965 to 2006.  

Pleasant Goat is the most famous character in a Chinese animated television 
series named “Pleasant Goat and Big Big Wolf,” which appeared in 2005. It is broad-
casted on 40 local TV stations including Hong Kong’s TVB, BTV Animation Chan-
nel, and CCTV. It is also shown in Taiwan, India, and Singapore. Children were en-
amoured by this animated television series and its cartoon characters. 

Grey Wolf is the main antagonist of the above mentioned series. He is usually 
motivated by the fear from his wife, who constantly demands for goats to eat. His 
failures to obtain food are met by scolding from his wife and slapstick violence. Sev-
eral funny instances happen while Grey Wolf catches a goat, which always make 
children laugh.  

Shrek is a cartoon character who is vigorously promoted by Disney. Shrek is a 
2001 American computer-animated fantasy–comedy film produced by Dream-
Works. The film established DreamWorks Animation as a prime competitor to Pixar 
in the field of feature film animation. The film’s success prompted DreamWorks to 
create three sequels. Shrek is a grouchy and terrifying green ogre that has always 
enjoyed living in peaceful solitude in his swamp. Shrek and his fiancée were dis-
rupted when numerous fairy tale characters were exiled into his swamp. He was 
brave to ask these fairy tale characters to leave his swamp and go back to where 
they came from. The brave spirit of Shrek is worth people’s appreciation.         

Keroro appeared in April 2004. Keroro is a toad leader of the Keroro Platoon 
and used to be a good officer. However, he lost his interest in the invasion and pre-
ferred to spend his time making Gundam models or watching anime since he ar-
rived to Earth. Keroro is carefree, happy-go-lucky, negligent, greedy, vengeful, un-
lucky, and has a short attention span for anything not related to Gundam models.                                                   

Hello Kitty is a fictional character produced by the Japanese company Sanrio. 
Hello Kitty’s first appearance was on a vinyl coin purse, which was introduced in 
Japan in 1974 and brought to the United States in 1976. Several Hello Kitty series 
that were targeted toward young children have been produced (Barco, 2010). Hello 
Kitty is also the main character at two Japanese Sanrio theme parks, namely, Har-
monyland and the indoor Sanrio Puroland. The market of Hello Kitty extends to 
adult consumers. Currently, the character can be found on a variety of products 
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ranging from school supplies to fashion accessories and high-end consumer prod-
ucts.  

2.3. Theme of the renewable energy theme park  
An increasing number of commercial areas are designed or produced with 

themes. Theme parks are designed with the purpose of creating a fantastic atmos-
phere, which essentially becomes the main experience of visitors (Wong & Cheung, 
1999). For Walt Disney and other successors, creating a theme is a mechanism to ap-
peal to all ages and to distinguish Disneyland from other amusement parks (Bry-
man, 1999). McClung (1991) indicated that the type of theme is one of the factors 
affecting tourists’ preference for a theme park. Research further found a correlation 
between themes and attractions. This correlation suggested that multi-segmentation 
strategies can be devised to cater to different market segments. For example, Disney-
land is a theme park that was designed as a dreamland with an atmosphere like that 
in fairy tales. Without cartoon characters, the joyful and magical atmosphere cannot 
be vividly presented.  

To make the RET theme park an environment-friendly one, the cartoon charac-
ter selection should be carefully conducted. RET denotes being environment-
friendly. Therefore, to further convey this theme, selecting an appropriate cartoon 
character that will play the role of the image ambassador is important. The cartoon 
character should not only focus on the characteristics of the park but also the envi-
ronmental messages of RET. Different characters will present different images for 
the public. Therefore, the theme of the park will directly influence the selection of 
cartoon characters. Reasonable cartoon characters will demonstrate better the 
uniqueness of the theme park.   

2.4. Education and fun  
Doering (2006, 2007) designed a framework that offers a method to engage 

learners with authentic content which defined as a hybrid distance education ap-
proach that provides students with opportunities to explore real-world issues 
through authentic learning experiences within collaborative learning environments. 
According to Currin (2004), students carry out positive and strong emotions when 
they interact with real people confronting real dilemmas while doing it under real 
stress, which emphasizes the significance of creating emotional connections via sto-
ries. Veletsianos & Doering (2010) further suggested designing environments that 
enable high engagement through the interplay of collaborative technologies, con-
structive pedagogies, and innovative design approaches while also drawing atten-
tion to authentic content. Therefore, the initiative to cultivate students using authen-
tic activities is highly commendable, but it should also be performed effectively.  

The RET theme park is unlike other theme parks that merely provide entertain-
ment for tourists. The park tour should aim to provide an understanding on the core 
values of “edutainment.” Specifically, visitors should be placed in a setting where 
they are able to understand the implications of being environmentally friendly and 
the effectiveness of advanced renewable energy equipment and technologies. The 
design and the offered activities will directly influence the appeal of the theme park. 
Boyle and Ravenscroft (2012) explained that the essence of deep learning design is to 
realize effective design principles and techniques through the possibilities offered 
by technology. To better satisfy the needs and expectations of the target market, the 
deep learning design is required and highly recommended. Moreover, the theme 
park should be based on the theme to explore the meaningful activities to arouse the 
interest of the target group by deep learning design.  
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3. Methodology  
3.1 Instrument 

 It is known to all that the new era of marketing walks through persuasive com-
munication, necessary with the idea of being more creative, flexible and adjusted to 
our target audience. Thus, the main objective of this study is to identify the most 
popular cartoon character in the RET theme park. The survey is designed to collect 
perceived data, using standard questionnaire forms administered through postage 
and online channels (Muijs, 2011). The instrument features 14 questions and a self-
reported section on demographic questions. The middle part of the questionnaire is 
designed to investigate the degree of likeness of the provided popular cartoon char-
acter.  

To achieve the current study’s objectives, the level of measurement was used to 
evaluate each option provided. The supplementary open-ended questions were also 
asked to investigate respondents’ preferences with regard to cartoon characters. 
Then, we let respondents indicate the cartoon character which they think best repre-
sents an environment-friendly image. Researchers preferred to use a 6-point scale to 
yield an even number on the scale, which corresponds to either the positive or the 
negative end of the scale. These researchers initially disagreed on whether to allow 
respondents to give a neutral or ambivalent answer (Gwinner, 2013). On the basis of 
this concept, all responses in the section about cartoon characters were recorded on 
a 6-point Likert scale (1 = don’t like…, 5 = like it very much, 6 = unknown to me). As 
a result, a letter (point 6 = unknown to me) was needed for those respondents who 
do not know a certain cartoon character.  

Eight cartoon characters were provided in this section, including Mickey 
Mouse, Donald Duck, Snoopy Dog, Hello Kitty, Grey Wolf, Pleasant Goat, Shrek, 
and Keroro. These cartoon characters are some of the most popular characters in the 
world. The final part of the questionnaire dealt with the demographic background 
of respondents, including education, occupation, and residence. These data were 
linked to the middle part to see whether any significant difference exists among dif-
ferent groups of participants. 
3.2 Development of sampling plan and sampling technique 

To reduce sampling error and neutralize the low respondent rate of the online 
survey, more questionnaires were distributed to different groups of people who 
were considered future potential visitors of the RET theme park, including primary 
school students, secondary school students, college students, parents, teachers, and 
non-teaching professionals. Owing to the “edutainment” theme of the RET theme 
park, the target population of this study was student groups. As a result of the prac-
tical difficulties of employing random sampling techniques in data collection, the 
convenient sampling technique was used in the study.  

A total of 100 questionnaires were distributed to students studying tourism 
programs, given that they have substantial knowledge on the travel sector and in-
depth understanding of the youth’s behavior and preferences. In addition, other 
parts of the questionnaires were conducted through an online survey which was 
performed by sending e-mails with a link to the survey. To cover broad insights 
from decision makers, the survey sample segment did not only cover students but 
also included parents, teachers, and non-teaching professionals. E-mail invitations 
were sent to teachers who are currently teaching in primary and secondary schools 
in Guangdong Province and Hong Kong. The survey link was also posted online 
through social media. For instance, Twitter and Facebook were used to invite college 
students to participate in the survey. Although the RET theme park focused on the 
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student group, the insights of parents, teachers, and non-teaching professionals 
were also targeted. Therefore, if the chosen respondents did not match the above 
criteria, those samples were deemed as invalid questionnaires. Finally, 400 effective 
questionnaires were collected, including 100 from postage questionnaires received 
from tourism students in Hong Kong Polytechnic University and 300 from various 
channels of the online survey.  

3.3. Data analyses  
The collected data were analysed by using SPSS 28. Descriptive statistics were 

used to analyse the preferred cartoon characters. Data analysis was conducted with 
univariate descriptive statistics including frequencies and mean rating. Coding was 
used as an interpretive technique to efficiently organize the data and provide a 
means to introduce different interpretations into certain quantitative methods. This 
technique was an appropriate and convenient way to analyse open-ended questions. 
The statistical classification of information was used to figure out high-frequency 
answers. In addition, one-way ANOVA was adopted to test whether a significant 
difference exists in relation to cartoon characters’ preferences varied by the demo-
graphic characteristics.  

3.4. Pilot testing and analytical method validity tests   
A well-conducted pilot study encourages methodological rigor and ensures that 

the study is scientifically valid (Lancaste et al., 2002). Therefore, 20 college students 
who have characteristics similar to the target population were asked to participate in 
an initial survey to test the data and make corrective changes and adjustments be-
fore actually collecting data from the target population. Accordingly, the initially 
designed questionnaire is improved in the overall aspects, including clarity, rele-
vance, and accuracy.  

3.5. Confidence interval reliability test  
According to Keeping (1962), in applied practice, confidence intervals are typi-

cally stated at the 95% confidence level. However, certain factors may affect the con-
fidence interval size, including sample size, level of confidence, and population vari-
ability. A large sample size will normally lead to a good estimate of the population 
parameter. If a corresponding hypothesis test is performed, then the confidence 
level is the complement of the respective level of significance. To test the precision 
of the mean, 90% confidence interval estimate of the mean was conducted. The pro-
cedure followed in constructing the confidence interval is shown below.  

 
x� − Zσ 2�

σx
√n

≤ μ ≤ x� + Zσ 2�
σx
√n

 

x� = sample mean 
α = 1 − C  
σx = population standard deviation 
n = sample size  
μ = unknown population mean 

With regard to the findings of this study, the desired level of confidence would be 
set at 90%, which means that 90% of the observed confidence intervals will hold the true 
value of the parameter. The precision of an interval estimate can be controlled by the 

Normal  population 𝜎𝜎
_(𝑥𝑥 )is known. The 

problem is to estimate 𝜇𝜇
using interval with 

confidence coefficient C

Select a simple random 
sample of size n to                 

compute 𝑥𝑥 ̅

Compute 𝛼𝛼/2=(1−𝑐𝑐)/2.
Look  up 𝑧𝑧_(𝛼𝛼⁄2).

Compute𝑥𝑥 ̅± 𝑧𝑧_(𝛼𝛼⁄2)(𝜎𝜎
_(𝑥𝑥 )/√𝑛𝑛).
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choice of size and confidence level. Specifically, the less variable a population is, the more 
precise will be an interval estimate of its mean. The precision of the mean scores shown in 
research findings will be tested by using this method.   

4. Findings   
4.1 Sample profile 

Table 1 shows the demographic profile of respondents. The result shows that 
college students (231) are the largest response group, accounting for 57.8%. Moreo-
ver, 28 respondents are primary school students, and 46 respondents are secondary 
school students. Accordingly, two-thirds of the respondents are from the student 
group. This surveyed sample distribution is used to explore the needs of “edutain-
ment” theme of the RET theme park. The collected data are expected to have a cer-
tain degree of representativeness of the target market. 

Table 1. Demographic Characteristics of Respondents (Descriptive). 

 Frequency Percentage Valid Percentage 
Valid Primary 

school 
students 

28 7.0 7.0 

Second-
ary 

school 
students 

46 11.5 11.6 

College 
students 

231 57.8 58.0 

Parents 18 4.5 4.5 
Teachers 25 6.3 6.3 

Non-
teaching 
profes-
sionals 

50 12.5 12.6 

Total 398 99.5 100.0 
Missing System 2 .5  

Total 400 100.
0  

4.2. Most popular cartoon characters  
To identify the most popular cartoon character in the RET theme park, the over-

all ranking of the preferred cartoon characters is analysed by using descriptive sta-
tistics as shown in Table 2.  
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Table 2. Preference Ratings of Cartoon Characters (Descriptive). 

 
 

Mickey 
Mouse  

Donald 
Duck 

Snoopy 
Dog  

 Hello 
Kitty  

Grey 
Wolf  

Pleasant 
Goat  

 
Shrek  Keroro  

N Valid 400 399 400 400 400 400 392 398 
Missing 0 1 0 0 0 0 8 2 

Mean 3.46 3.36 3.56 3.02 2.93 2.98 3.06 3.03 
Std. Deviation 1.419 1.420 1.413 1.558 1.631 1.639 1.604 1.694 
Percentile 25 2.00 2.00 3.00 2.00 1.00 1.00 2.00 1.00 

50 4.00 4.00 4.00 3.00 3.00 3.00 3.00 3.00 
75 5.00 5.00 5.00 4.00 4.00 5.00 4.00 4.00 

Source: Own elaboration 
On the basis of the mean rating of the eight cartoon characters, Snoopy Dog 

(mean = 3.56) is the most popular cartoon character, whereas Mickey Mouse (mean = 
3.46) ranked second and Donald Duck (mean = 3.36) ranked third. Grey Wolf and 
Pleasant Goat have low mean scores in terms of the degree of likeness of cartoon 
character presence in the RET theme park, which are 2.93 and 2.98, respectively. 
This result may be partially affected by the fact that Grey Wolf and Pleasant Goat 
are newer cartoon characters than other cartoon characters. Moreover, their main 
target audience is the generation Z, individuals who were born from 1995–2012 and 
will grow up with a highly sophisticated media and computer environment and will 
have more Internet expertise than generation Y (Schroer, 2013). Thus, Grey Wolf and 
Pleasant Goat are not as popular as cartoon characters that have been around 
longer.  

4.3. Reliability of the means of preferred cartoon characters 
As mentioned above, Snoopy Dog is the most popular cartoon character. To test 

the precision and reliability of this mean, the confidence interval calculation was 
used. The Z scores are used to find confidence intervals for the true unknown mean 
of the population. To estimate, we first conducted a random sample of size n from 
the population and then computed the sample mean and the population standard 
deviation. The procedure for obtaining the z value corresponds to a stated confi-
dence coefficient that can be simplified by using a table which gives the value of z 
for a specified one-tail area. The desired level of confidence is set as 90%, which 
means that 90% of the observed confidence intervals will hold the true value of the 
parameter. Therefore, C should be 0.9 and located in the central area, whereas the 
area in the two-tails should be 1−C = 1−0.9 = 0.1  

1 − C
2

=
α
2

= 0.05 
Therefore, the half of the two-tail areas, 0.05, is in each tail. By referring to the Z 

value for one-tail areas, Zα 2� =Z0.05 = 1.64.  

x� − Zσ 2�
σx
√n

≤ μ ≤ x� + Zσ 2�
σx
√n

 

A 90% confidence interval is observed for the mean of Snoopy Dog. Therefore, 
it would be 3.444 ≤ μ ≤ 3.676. For detailed calculation, please refer to the Appendix. 
Thus, with 90% confidence interval, the unknown population mean is between 3.444 
and 3.676. The number range is narrow; therefore, the variable population is less 
and the mean score is precise.  

This method can also be applied to test the mean of Mickey Mouse and Donald 
Duck. As mentioned before, Mickey Mouse ranked second and Donald Duck ranked 
third in terms of the degree of likeness of cartoon character presence in the RET 
theme park. A 90% confidence interval is observed for the mean of Mickey Mouse 
and Donald Duck. Therefore, it would be 3.344 ≤ μ ≤ 3.576 and 3.244 ≤ μ ≤ 3.476, 
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respectively (refer to the Appendix for the detailed calculation). The number ranges 
are narrow; therefore, the variable population is less and the mean score is precise. 
In conclusion, the numbers of mean scores shown above are reliable, which also 
make a strong sense of research findings.  
4.4 Differences between cartoon characters’ preferences 

 To test whether a significant difference exists among different groups of people with the degree of likeness 
of the above-mentioned cartoon characters, one-way ANOVA was conducted (Table 3).  

Table 3. Ratings of the Degrees of Likeness of Cartoon Characters (ANOVA). 

 df F Sig. 

Degree of likeness of Mickey Mouse 
Among Groups 5 1.820 .108 
Within Groups 392   

Total 397   

Degree of likeness of Donald Duck 
 

Among Groups 5 1.092 .364 
Within Groups 391   

Total 396   

 
Degree of likeness of Snoopy Dog 

Among Groups 5 3.307 .006 
Within Groups 392   

Total 397   

Degree of likeness of Hello Kitty 
Among Groups 5 3.166 .008 
Within Groups 392   

Total 397   

Degree of likeness of Pleasant Goat 
Among Groups 5 4.499 .001 
Within Groups 392   

Total 397   

Degree of likeness of Keroro 
Among Groups 5 5.474 .000 
Within Groups 390   

Total 395   

Degree of likeness of Grey Wolf  
Among Groups 5 1.765 .119 
Within Groups 392   

Total 397   

Degree of likeness of Shrek 
Among Groups 5 5.595 .000 
Within Groups 384   

Total 389   
Source: Own elaboration 

As shown in Table 3, no significant differences that varied with occupations are 
observed on the degree of likeness of Mickey Mouse (p = .108 > .05), Donald Duck (p 
= .364 > .05), and Grey Wolf (p = .119 > .05). Therefore, regardless of group, respond-
ents show no significant difference on their preference toward Mickey Mouse, Don-
ald Duck, and Grey Wolf. However, significant differences that varied by different 
groups of people are observed on the degree of likeness of Snoopy Dog (p = .006 < 
.05), Hello Kitty (p = .008 < .05), Pleasant Goat (p = .001 < .05), Keroro (p = .000 < .05), 
and Shrek (p = .000 < .05). To identify which groups of people, show significant dif-
ferences on preference toward Snoopy Dog, Hello Kitty, Pleasant Goat, Keroro, and 
Shrek, multiple comparisons are conducted. 

Table 4 shows that Pleasant Goat is the most popular among primary school 
students (mean = 3.89), whereas college students like Pleasant Goat the least (mean = 
2.74). Although Pleasant Goat is not among the most favourite cartoon characters, it 
attracts primary school students. Therefore, to meet the “edutainment” theme of the 
park, the preference of cartoon characters for primary school students should be put 
into serious consideration in the future. Different groups have different preferences 
of cartoon characters. Thus, the design of cartoon characters in different parts of the 
park should take the preference of certain groups into consideration. For instance, 
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Pleasant Goat will be best placed in children’s playground. To maximize the ob-
tained knowledge through the park’s provided education programs, cartoon charac-
ters should be integrated into the program and interact with children. This strategy 
is an effective way to convey knowledge and message to children, which is also eas-
ier for children to absorb.   

Moreover, Table 4 shows significant differences in the degree of likeness of 
Pleasant Goat in the RET theme park between primary school students and second-
ary school students (p = .040 < .05) and between primary school students and college 
students (p = .005 < .05). Primary school students tend to prefer Pleasant Goat than 
the other two student groups. Apart from these two findings, no significant differ-
ence is observed on the degrees of likeness of Pleasant Goat’s presence in the RET 
theme park among different groups of people. 

Table 4. Ratings of the Degrees of Likeness of Pleasant Goat (ANOVA - Multiple Comparisons). 

Group Comparative groups Mean 
Difference  

Std. 
Error Sig. 

95% Confidence Interval 
Lower 
Bound 

Upper 
Bound 

Primary school students 
(n = 28, mean = 3.89) 

Secondary school students 1.132* .385 .040 .03 2.23 
College students 1.148* .321 .005 .23 2.07 
Parents .560 .485 .858 −.83 1.95 
Teachers .253 .442 .993 −1.01 1.52 
Non-teaching professionals .553 .379 .690 −.53 1.64 

Secondary school students 
(n = 46, mean = 2.76) 

College students .016 .259 1.000 −.73 .76 
Parents −.572 .446 .794 −1.85 .71 
Teachers −.879 .399 .238 −2.02 .26 
Non-teaching professionals −.579 .328 .489 −1.52 .36 

College students 
(n = 231, mean = 2.74) 

Parents −.589 .393 .665 −1.71 .54 
Teachers −.895 .338 .088 −1.86 .07 
Non-teaching professionals −.595 .250 .166 −1.31 .12 

Parents 
(n=18, mean=3.33) 

Teachers −.307 .496 .990 −1.73 1.11 
Non-teaching professionals −.007 .441 1.000 −1.27 1.26 

Teachers 
(n = 25, mean = 3.64) 

Non-teaching professionals .300 .393 .973 −.83 1.43 

Non-teaching 
professionals 
(n = 50, mean = 3.34) 

- - - - - - 

* The mean difference is significant at the 0.05 level. 
 

With regard to the different levels of decision making on visiting the RET 
theme park, three studied groups, namely, parents, teachers, and non-teaching pro-
fessionals belong to the highest decision-making power group for visiting the RET 
theme park. College students comprise the moderate decision-making power group. 
Primary school students and secondary school students are the lowest decision-
making power group on visiting the RET theme park. Snoopy Dog is the most pre-
ferred cartoon character for the highest decision-making power group. As men-
tioned before, Snoopy Dog is the most popular cartoon character among the eight 
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cartoon characters. As shown in table 5, a significant difference is only observed be-
tween college students and teachers in preference for Snoopy Dog (p = .020 < .05). 
This finding implies that Snoopy Dog is a widely accepted cartoon character by dif-
ferent groups of people. This implication may also be the reason why the popularity 
of Snoopy Dog ranked number one. In sum, the study shows that Snoopy Dog, 
Mickey Mouse, and Donald Duck are the cartoon characters that can be commonly 
accepted by the public, regardless of groups they belong to. 

Table 5. Ratings of the Degrees of Likeness of Snoopy Dog (ANOVA - Multiple 
Comparisons) 

Group Comparative groups Mean 
Difference  

Std. 
Error Sig. 

95% Confidence Interval 
Lower 
Bound Upper Bound 

Primary school students 
(n = 28, mean = 3.64) 

Secondary school students .665 .369 .465 −.39 1.72 
College students .734 .308 .164 −.15 1.62 
Parents .754 .465 .584 −.58 2.08 
Teachers −.317 .423 .975 −1.53 .89 
Non-teaching professionals .783 .363 .261 −.26 1.82 

Secondary school students 
(n = 46, mean = 2.98) 

College students .069 .248 1.000 −.64 .78 
Parents .089 .428 1.000 −1.14 1.31 
Teachers −.982 .382 .107 −2.08 .11 
Non-teaching professionals .118 .314 .999 −.78 1.02 

College students 
(n = 231, mean = 2.91) 

Parents .020 .376 1.000 −1.06 1.10 
Teachers −1.051* .324 .016 −1.98 −.12 
Non-teaching professionals .049 .240 1.000 −.64 .74 

Parents 
(n = 18, mean = 2.89) 

Teachers −1.071 .475 .216 −2.43 .29 
Non-teaching professionals .029 .423 1.000 −1.18 1.24 

Teachers 
(n = 25, mean = 3.96) 

Parents 1.071 .475 .216 −.29 2.43 
Non-teaching professionals 1.100* .377 .043 .02 2.18 

Non-teaching 
professionals 
(n = 50, mean = 2.86) 

- - - - - - 

*: The mean difference is significant at the 0.05 level. 

Source: Own elaboration 
 
Table 6 shows that Hello Kitty is the most favourite cartoon character of\f 

teachers (mean = 3.96). In addition, a significant difference exists between teachers 
and college students (p = .016 < .05), whereas a significant difference is found be-
tween teachers and non-teaching professionals (p = .043 < .05) in the degree of like-
ness of Hello Kitty’s presence in the RET theme park. The results may help confirm 
earlier findings in Table 3, which state that Hello Kitty is not widely received. How-
ever, it is particularly popular among teachers and primary school students.  
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Table 6. Ratings of the Degrees of Likeness of Hello Kitty (ANOVA - Multiple Comparisons). 

Group Comparative groups Mean 
Difference  

Std. 
Error Sig. 

95% Confidence Interval 
Lower 
Bound Upper Bound 

Primary school students 
(n = 28, mean = 3.64) 

Secondary school students .665 .369 .465 −.39 1.72 
College students .734 .308 .164 −.15 1.62 
Parents .754 .465 .584 −.58 2.08 
Teachers −.317 .423 .975 −1.53 .89 
Non-teaching professionals .783 .363 .261 −.26 1.82 

Secondary school students 
(n = 46, mean = 2.98) 

College students .069 .248 1.000 −.64 .78 
Parents .089 .428 1.000 −1.14 1.31 
Teachers −.982 .382 .107 −2.08 .11 
Non-teaching professionals .118 .314 .999 −.78 1.02 

College students 
(n = 231, mean = 2.91) 

Parents .020 .376 1.000 −1.06 1.10 
Teachers −1.051* .324 .016 −1.98 −.12 
Non-teaching professionals .049 .240 1.000 −.64 .74 

Parents 
(n = 18, mean = 2.89) 

Teachers −1.071 .475 .216 −2.43 .29 
Non-teaching professionals .029 .423 1.000 −1.18 1.24 

Teachers 
(n = 25, mean = 3.96) 

Parents 1.071 .475 .216 −.29 2.43 
Non-teaching professionals 1.100* .377 .043 .02 2.18 

Non-teaching 
professionals 
(n = 50, mean = 2.86) 

- - - - - - 

*: The mean difference is significant at the 0.05 level. 

Source: Own elaboration 
 

Table 7 shows that Keroro is the most popular cartoon character among pri-
mary school students (mean = 4.32). Significant differences exist between different 
groups: 1) primary school students and secondary school students (p = .001 < .05), 2), 
primary school students and college students (p = .000 < .05), 3), primary school stu-
dents and parents (p = .049 < .05), and 4), primary school students and non-teaching 
professionals (p = .006 < .05). This finding suggests that primary school students 
show a high preference for Keroro compared with other students and other deci-
sion-making groups (parents and non-teaching professionals, except for teachers). 
Therefore, although Keroro is not one of the top favourite cartoon characters, RET 
theme park should take it into consideration to attract primary school students. 
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Table 7. Ratings of the Degrees of Likeness of Keroro (ANOVA - Multiple Comparisons). 

Group Comparative groups Mean 
Difference 

Std. 
Error Sig. 

95% Confidence Interval 
Lower Bound Upper Bound 

Primary school students 
(n = 28, mean = 4.32) 

Secondary school students 1.566* .397 .001 .43 2.70 
College students 1.469* .330 .000 .52 2.41 
Parents 1.433* .498 .049 .01 2.86 
Teachers .481 .454 .897 −.82 1.78 
Non-teaching professionals 1.381* .389 .006 .27 2.50 

Secondary school students 
(n = 45, mean = 2.76) 

College students −.097 .269 .999 −.87 .67 
Parents −.133 .460 1.000 −1.45 1.18 
Teachers −1.084 .411 .091 −2.26 .09 
Non-teaching professionals −.184 .339 .994 −1.16 .79 

College students 
(n = 230, mean = 2.85) 

Parents −.037 .404 1.000 −1.19 1.12 
Teachers −.988 .347 .053 −1.98 .01 
Non-teaching professionals −.088 .257 .999 −.83 .65 

Parents 
(n = 18, mean = 2.89) 

Teachers −.951 .510 .425 −2.41 .51 
Non-teaching professionals −.051 .453 1.000 −1.35 1.25 

Teachers 
(n = 23, mean = 3.84) 

Non-teaching professionals .900 .404 .228 −.26 2.06 

Non-teaching professionals 
(n = 50, mean = 2.94) 

- - - - - - 

*: The mean difference is significant at the 0.05 level. 
 Table 8 shows that teachers (mean = 4.04) and primary school students (mean = 

3.96) like Shrek the best, whereas college students like Shrek the least (mean = 2.78). 
Significant differences exist between primary school students and college students 
(p = .002 < .05), and college students and teachers (p = .002 < .05) in terms of the de-
gree of likeness of Shrek’s presence in the RET theme park.  

 

Table 8. Ratings of the Degrees of Likeness of Shrek (Multiple Comparisons). 

Group Comparative groups Mean 
Difference 

Std. 
Error Sig. 

95% Confidence Interval 
Lower Bound Upper Bound 

Primary school students 
(n = 28, mean = 3.96) 

Secondary school students .638 .375 .530 −.43 1.71 
College students 1.187* .313 .002 .29 2.08 
Parents .964 .472 .321 −.39 2.32 
Teachers −.076 .430 1.000 −1.31 1.16 
Non-teaching professionals .839 .372 .214 −.23 1.90 

Secondary school students 
(n = 46, mean = 3.33) 

College students .548 .253 .255 −.18 1.27 
Parents .326 .435 .975 −.92 1.57 
Teachers −.714 .388 .442 −1.83 .40 
Non-teaching professionals .201 .323 .989 −.72 1.12 

College students 
(n = 225, mean = 2.78) 

Parents −.222 .383 .992 −1.32 .87 
Teachers −1.262* .330 .002 −2.21 −.32 
Non-teaching professionals −.347 .249 .729 −1.06 .36 

Parents 
(n = 18, mean = 3.00) 

Teachers −1.040 .483 .263 −2.42 .34 
Non-teaching professionals −.125 .432 1.000 −1.36 1.11 

Teachers 
(n = 25, mean = 4.04) 

Non-teaching professionals .915 .386 .168 −.19 2.02 

Non-teaching professionals 
(n = 48, mean = 3.13) 

Teachers      
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*: The mean difference is significant at the 0.05 level.  

Source: Own elaboration 
In general, Mickey Mouse, Donald Duck, and Snoopy Dog are the most popular 

cartoon characters and widely received by different groups of people. On the basis 
of the demographic classification, primary school students and secondary school 
students belong to generation Z who have the lowest decision-making power for 
visiting the RET theme park. College students belong to generation Y, whereas par-
ents, teachers, and non-teaching professionals mainly belong to generation X. 
Mickey Mouse and Donald Duck have been around for a long time and are still pop-
ular today. Therefore, the majority of visitors, whichever generation they belong to, 
are highly familiar with Mickey Mouse and Donald Duck. However, some cartoon 
characters that have only appeared for a short time are recognizable to generation Z 
during their childhood. As aforementioned, Pleasant Goat, Keroro, and Shrek are 
more welcomed by primary school students in terms of presence in the RET theme 
park. Therefore, to fulfil the needs of different groups of visitors, the theme park 
should take into consideration their preferences to develop “edutainment” activities 
or relevant programs. 

5. Conclusion and implications 
Theoretical implications 
Following previous work by other authors (Callcott and Phillips, 1996, and 

Difranza et al, 1991) this work theoretically, reconfirms that cartoon-based market-
ing is effective in increasing product recognition and / or altering attitudes about 
products in general, a wide age range, even in adolescents and young and old 
adults, and that is why theme parks should include these types of elements in their 
marketing strategies. The world of gaming used to be a subculture, but with the 
forecast that there will be 2.9 billion players by the end of the year, we can say that 
this type of content has become part of popular culture 

Second, from the marketing point of view, this work provides new evidence on 
the need for service organizations to incorporate an exhibition of animated images 
(cartons). This typology of cartoons becomes a differential and valuable element on 
our target audiences. It should be noted that certain target audiences show better 
purchasing behaviour when faced with this type of image. These contents can offer 
a way of interaction with customers, either through live broadcasts or in a collabora-
tive format. Due to the enormous cultural turmoil engulfing the world of gaming, 
marketers should seek creative ways to connect with these communities. 

Third, the work recognizes that the use of cartoons characters can improve the 
preferences of visitors to theme parks and help a new form of communication. The 
cartoon characters, in this work, come to demonstrate the ability to make our com-
munication easier and understand that the use of these types of strategies make the 
relationship with customers more fun, generating a greater connection with them. 
Cartoon characters are great for talking to people and creating storytelling. The car-
toons characters serve as a source of entertainment, so necessary after this pandemic 
period. 

Consequently, these are not passing trends, but rather broader indicators of the 
types of content that consumers need. Marketers who integrate these themes into 
their videos and ad creatives will be able to evolve with their viewers and connect 
with key audiences at key moments. 

Managerial Implications 
Firs, this study provides information on cartoon character preferences by poten-

tial visitors to the RET theme park. The research reveals a significant difference in 
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the preference of cartoon characters according to various demographic characteris-
tics. The results clearly show that Snoopy Dog, Mickey Mouse, and Donald Duck 
have higher degree of likeness of presence in the RET theme park than other studied 
cartoons characters. Furthermore, primary school students particularly like Pleasant 
Goat, Shrek, and Keroro among the top popular cartoon characters. Apart from 
Mickey Mouse, Donald Duck, and Grey Wolf, the findings show significant differ-
ences in cartoon character preference among different groups of people. Thus, to 
fulfil the needs of target groups, from the marketing perspective, theme park de-
signers should take into consideration the studied generations’ preferences to de-
velop “edutainment activities” and relevant programs.  

Second, to maximize the appeal of the theme park, investigation of the pre-
ferred cartoon characters for potential customers is conducted. The research findings 
shed light on the early stage of planning and program development of the RET 
theme park. This study provides RET theme park operators with information on 
cartoon character preferences. 

 Finally, to fulfil the needs of the target market, theme park operators must un-
derstand what potential visitors expect and how to achieve their expectations. Neu-
romarketing and persuasive communication techniques are independent proposals 
that would facilitate meeting potential customers' expectations (Parra-López and 
Santana-Talavera, 2014) . Featuring the preferred cartoon characters in the RET 
theme park can appeal to potential visitors. In addition, theme park operators 
should develop “edutainment” activities and relevant programs based on the pref-
erence of target markets. For instance, if the designed program is focused on pri-
mary school students, then Pleasant Goat, Shrek, and Keroro definitely should ap-
pear to appeal to them. Interaction with their favorite cartoon characters during “ed-
utainment” activities will undoubtedly increase the effectiveness of learning and 
gaining new knowledge on RETs and their interests and expectations of activities. In 
general, suitable selection of cartoon characters according to various demographic 
characteristics can effectively increase visitors’ expectations and satisfactions during 
their visit to the RET theme park. 

6. Limitations and future study  
Several limitations of this study are addressed to generalize the results. First, 

the sample-related issues will influence the validity of the results. On the basis of the 
descriptive analysis of demographic characteristics of respondents, college students 
comprised the majority. Therefore, the research findings have more representative 
significance for college students. However, a few groups like that of parents, teach-
ers, and primary school students only accounted for a small proportion. Thus, such 
a small proportion is not representative enough. The small sample size may not nec-
essarily represent the whole population of certain groups, which limits the general 
applicability of the findings of the study.  

Second, the convenience sampling technique was used to distribute question-
naires to college students who are studying tourism. However, the convenience 
sampling technique was a non-probability approach that may lead to sampling bias.  

Third, respondents reside in different areas, and the broadcasting of cartoon 
characters varied by regions. For example, Keroro is popular in Guangdong Prov-
ince, but other regions may be unfamiliar with Keroro. The same is true for Pleasant 
Goat and Grey Wolf, who originated in Mainland China, and later become popular 
in other regions like Hong Kong, Taiwan, and Singapore. Therefore, respondents 
who live in different regions may vary in the cognition of certain cartoon characters. 
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Thus, discrepancy may have occurred between Mainland Chinese and Hong Kong 
residents.  

This study is exploratory in nature and provides only a general picture of pre-
ferred cartoon characters in the RET theme park. Thus, in-depth studies on specific 
groups of people with regard to the preference of cartoon characters are significant 
especially for student groups. This study, however, did not have enough respond-
ents from the primary school student group and secondary student group. Owing to 
the small sample size, the results should be treated as a rough indicator of their pref-
erence for cartoon characters. Moreover, further large-scale studies are significant, 
and a repeat study can provide more reliable and accurate information.  

Further studies on various student groups in relation to the preference of car-
toon characters should be encouraged. Furthermore, it is also recommended that the 
analysis be extended to whether a significant difference exists in cartoon character 
preference between Mainland Chinese and Hong Kong residents. The research find-
ings are useful for target potential visitors from different regions and also provide 
valuable information for future neuromarketing promotion activities. Future re-
search should be designed to identify cartoon characters that match the image of 
being environment-friendly. Selected cartoon characters can form the image as an 
ambassador of the RET theme park for future promotions.  

The established cartoon character should gain popularity. When people think of 
the RET theme park, the cartoon character should come to mind. Furthermore, it is 
also recommended to identify the cartoon character that can make people think of 
hot temperature and to find out the cartoon character that can make people think of 
freezing-cold weather. It is a good idea for the management team to identify those 
cartoon characters to appear in relevant RETs. For instance, wind turbines or Finn-
ish mass oven will make people think of hot temperature, then cartoon characters 
that can make people think of hot temperature are needed. Moreover, if the de-
signed educational program is related to the knowledge of the negative effects of 
global warming on polar animals, then chosen cartoon characters should make peo-
ple think of cold weather.  

In addition, given that primary school students and secondary school students 
belong to the low decision-making power for visiting RET theme park, it is neces-
sary to understand primary school or secondary school teachers’ preferences. Their 
suggestions and comments on renewable energy technologies should be taken into 
consideration for future planning in an increasingly digitized society with greater 
access to neuro-communication techniques to go where it was not possible before. 
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