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Abstract 
 

Objective: This study investigates the role of place dependence and place identity in shaping domestic tourists' 

intentions to revisit beach destinations, focusing on the mediating effect of positive emotional experiences.  

Design/Methods/Approach: This study used a quantitative methodology with 314 respondents through an online 

questionnaire to collect data, which were then analyzed using PLS-SEM with SmartPLS 4.  

Findings: The findings indicate a significant positive influence of both place dependence and place identity on the 

intention to return, which is mediated by positive emotional experiences.  

Originality: In accordance with place attachment theory, this study highlights the significance of understanding the 

interconnection between place dependence and identity in building tourists' sense of attachment to specific destinations. 

Practical/Policy implication: To encourage repeat visits, it is crucial for stakeholders to preserve the destination's 

unique attributes and enhance the tourist experience through quality facilities, cultural events, and culinary and leisure 

activities. By offering exceptional experiences and high-quality services, stakeholders can foster long-term relationships 
with tourists and enhance a destination's appeal for future visits. 
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1. Introduction 
It is beneficial to recognize the economic value of tourism in any country. A country can be developed in a 

multitude of ways (Karalım, 2024). A country's total prosperity can be enhanced by the potential for tourism to act as 

a catalyst for growth in other areas. Destinations with distinctive physical characteristics, natural beauty, and iconic 

landscapes frequently attract travelers (Ruiz-Real et al., 2020). Many natural resources, including land, lakes, oceans, and 

mineral waters, are used by the tourism sector, and in most situations, this is what makes a place so appealing. The 

sustainability of a destination's tourism offering is dependent on the preservation of its natural landscape, which is its 

primary resource (Öztüren et al., 2021). For many, visiting the beach has become a fundamental aspect of their well-

being, offering them a place for relaxation, recovery, and recreation (Diop et al., 2023). In addition, tourism is an 

important industry that is central to global and local sustainable development (McNaughton et al., 2020). Over the years, 

the many benefits of tourism have been used as an instrument for reducing poverty and bridging income gaps in different 

economic areas (Sarjana & Pitana, 2024). According to data from the World Tourism Organization (WTO), international 

tourist arrivals exhibit robust growth during the initial nine months of 2024. This surge can be attributed to several 

factors, including the sustained post-pandemic demand observed in Europe, the substantial performance of major source 

markets on a global scale, and destinations in the Asia-Pacific region recovered. The enhancement of air connectivity 

and the streamlining of visa processes have also contributed to promoting international travel (WTO, 2024). 

Consequently, the sustainable utilization of natural resources in tourism fosters long-term development and loyalty by 
reinforcing tourists' attachment to destinations and catalyzing economic growth.  

The present study focuses on domestic tourists as the subject of research because of their considerable 

contribution to local tourism, particularly in beach destinations. This contribution is evident in the support provided to 

local businesses, including accommodations, food services, and tourist activities. Moreover, domestic tourists exhibit 

strong emotional and cultural attachments to domestic destinations (Lei & Suntrayuth, 2023). This aspect renders it 

pertinent to examine the role of place attachment in supporting sustainable beach management. The high potential for 

repeat visits among domestic tourists, attributable to factors such as proximity, cost-effectiveness, and cultural 

connection (Lebrun et al., 2021), is a salient reason for this. Moreover, the diverse social, economic, and cultural 

backgrounds of domestic tourists enable the comprehensive identification of factors that influence the tourist experience 

(Wendt et al., 2022)This, in turn, provides relevant empirical data to support national policies aimed at enhancing the 

attractiveness of coastal destinations and strengthening tourism as a pivotal economic sector. 

The extant literature suggests that place attachment not only increases traveler satisfaction and loyalty but also 

fosters stronger identification with the destination, thereby contributing to sustainable development. This concept is 

applicable to a number of disciplines, including sociology, psychology, and geography. This makes it important to 

understand how tourists behave, including how likely they are to revisit the same destination (Sop & Kervankıran, 2023; 

Zhang et al., 2021). The decision of travelers to return to a place is indicative of an increased appreciation of its grandeur 

and the variety of factors that influence those plans (Leou & Wang, 2023). In the meantime, according to Karakuş (2023), 

travelers base future decisions on their past experiences. Additionally, travelers who derive pleasure from their 

experiences are more likely to consider revisiting the same destinations in the future (Raja et al., 2023). Therefore, it is 

crucial for destination management organizations (DMOs) to gain a comprehensive understanding of the factors that 

influence tourists' decisions to return to a particular destination. As elucidated by Back et al. (2020), this desire reflects 

tourists' aspiration to derive enjoyment from their experience and indicates that they are gratified and content with the 

offerings of the destination. These results are consistent with those of Chen et al. (2021), which indicate  that a 

destination where tourists have had a particularly positive travel experience is more likely to be visited again.  

Prior research has addressed the positive impact of place attachment on revisit intention. For instance, Jin et 

al. (2020) investigated the impact of place attachment on revisit intention in Guilin, China, while Ispas et al. (2021) 

investigated the same phenomenon in the Black Sea Coastal region. Similarly, Dada et al. (2021) explored the connection 

between place attachment and revisit intention, which was investigated in Lagos, Nigeria, situated along the Atlantic 

Ocean. However, most of these studies examine place attachment as a single concept without separating it into two 

distinct variables, namely place dependence and place identity (Baah et al., 2024; Zhang et al., 2024.  Therefore, this 

study addresses a gap in the current literature by examining place attachment separately as place dependence and place 

identity and examining their impact on revisit intention in beach destinations. In addition, earlier studies predominantly 

examined visitor behavior in urban or non-coastal settings. Hence, this study contributes to the existing literature by 

providing a new perspective on topics with distinctive cultural and natural characteristics. Furthermore, the study 

examines the role of positive emotional experiences as a mediating factor in this relationship, a topic that has not been 

sufficiently explored in existing research, as these experiences have been shown to increase tourists' overall satisfaction 

and build their emotional connection to a destination, thereby fostering loyalty and influencing revisit intention, it is 

important to study positive emotional experiences. Doing so helps bridge place attachment by revealing how place 

dependence and place identity influence actionable behaviors, such as the decision to revisit. 

The aim of this study is to examine the nexus between place dependence, place identity, positive emotional 

experiences, and revisit intention for beach destinations. Furthermore, the study explores the influence of place 

dependence and place identity on revisit intention, with positive emotional experiences serving as a mediation variable 



Putri & Yudhistira, Journal of Theoretical and Applied Management, Vol. 18 No. 1, 2025, pp. 168-189 
 

170 

 

in this relationship. This study employs the framework of place attachment theory. The theory of place attachment 

(PAT) holds that an individual's emotional link with a certain area may be characterized (Gao et al., (2022).  

This study makes a significant contribution to the existing body of knowledge regarding the motivations of 

domestic tourists to return to beach destinations. It does so by exploring place attachment using its dimensionality 

namely place dependence and place identity in shaping positive emotional experiences and revisit intention, a topic that 

has been largely overlooked in the context of beach tourism. This study offers novel insights into tourists' mobility and 

decision-making by integrating place dependence—defined as the extent to which tourists rely on a specific location to 

satisfy their needs and expectations—and place identity, which refers to the emotional attachment and sense of 

belonging to a particular location. A partial least squares structural equation model was utilized to assess the proposed 

model, which is a reliable approach for elucidating intricate relationships between variables.  From a managerial 

perspective, these findings offer strategic insights for destination managers. Understanding the importance of emotional 

factors in travelers' decision to return can help in designing more effective strategies. For example, managers can 

strengthen place identity through local community engagement, cultural promotion, and creation of authentic 

experiences that reflect destination's uniqueness. In addition, marketing campaigns can emphasize emotional and 

personal aspects, such as featuring stories of previous travelers’ experiences or highlighting cultural elements that evoke 

a sense of belonging.  

The following section of the study is dedicated to an in-depth examination of the methodology employed, 

findings obtained, and analytical techniques utilized. Furthermore, it examines the implications, limitations, and potential 

for future research, including the examination of varied tourist demographics and the incorporation of social and cultural 

variables. 

 

 

2. Literature Review and Hypotheses Development 

2.1 Place Attachment Theory 
The concept of place attachment proposed that people’s behavioral inclination in a particular physical setting is 

profoundly shaped by their emotional bond with that place (Inalhan et al., 2021). This attachment is correlated with a 

sense of identity and belonging to a specific location and with a feeling of social connectedness that is formed through 

interactions within that place (Wang et al., 2021). According to Dang and Weiss, (2021), in tourism, the place attachment 

theory highlights the significance of emotional attachment to a particular place as a key factor influencing tourists' 

intention to return. Hospitality and tourism experts frequently emphasize the significance of this attachment in 

motivating repeat visits. Singh et al. (2023) identified two main types of place attachment such as place dependence and 

place identity. Place dependence refers to the extent to which a place enables an individual to achieve their objectives 

and engage in activities. On the other hand, place identity develops over time, leading to a stronger connection and a 

sense of belonging to the place (Boley et al., 2021). The interconnection of these two aspects gives rise to a profound 

attachment, which in turn motivates the intention to return to the place. 

Furthermore, these poignant moments and profound attachments evoke sentimental emotions and a strong 

desire to encourage others to visit such locations (Cho, 2021). This relationship has been further explored in several 

studies that apply place attachment theory. For example, Luong (2023) researched on eco-destinations in Da Lat City, 

while Wohl and Blit Cohen (2024) examined how individuals residing in a Jerusalem neighborhood undergoing a 

demographic transition perceived their place and sense of community. Existing research has consistently applied place 

attachment theory to investigate how place dependence and place identity influence positive emotional experiences and 

intentions to revisit. 

 

2.2 Place Dependence and Place Identity 
The topic of attachment to place has been extensively examined in tourism studies as a social science field. This 

analysis has concentrated on the function of place attachment in developing a unique destination image, promoting visitor 

engagement, and reinforcing destination loyalty (Liu et al., 2020). The results of previous research suggest that 

attachment plays an important role in influencing behavioral intentions. Guo et al. (2022) found such intentions are often 

categorized as pre- and post-visit. It is important to consider these intentions when attempting to forecast tourists' 

prospective destination choices along with their planned future activities (Afshardoost & Daravi, 2020). As of now, a 

considerable proportion of behavioral intention research is concerned with examining the relatedness between visitor 

attachment and post-visit intentions, such as the desire to return (Zhou et al., 2023). Previous research has 

demonstrated that attachment to place exerts a positive impact on post-visit behavioral intentions, including the desire 
to return (Isa et al., 2019). The dimensions of place attachment have been repeatedly validated by both theoretical and 

empirical research in recent years (Hosany et al., 2019). Thus, understanding attachment and its dimensions can provide 

valuable insights in evaluating tourists' behavioral intentions after a visit. 

According to Alrobaee and Al-Kinani (2019), place dependence is defined as the strength of an individual's 

emotional attachment to a specific location. This attachment is formed by the perception of an area's uniqueness and 

preference over other potential locations. Furthermore, place dependency is determined by the depth to which a place 
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is perceived to meet the needs and goals of visitors, as well as how it is perceived in terms of location, engagement, 

distinctiveness, and other functional dependencies (Dwyer et al., 2019).  

Place identity refers to a variety of deep meanings, experiences, and connections that can help shape the sense 

of place that endures (Pohlmann et al., 2023). The concept of place identity has been employed in academic literature 

since the late 1970s (Isa et al., 2022).  Strandberg and Ek Styvén (2021) posit that the concept of place identity can be 

approached from two distinct perspectives. The first is the object identity perspective, which considers places as 

locations imbued with diverse content. The second is the subject identity perspective, which examines how social and 

personal identity perspectives are reflected in the descriptions of place images.  

 

2.3 Positive Emotional Experiences 
A traveler's emotional attachment to the destinations that they visit is a significant factor influencing their 

motivation, assessment, and behavioral intentions following their stay (Pestana et al., 2020). Extensive research has 

explored the causes and effects of emotional tourism experiences on tourists' psychological states and behaviors (Kim 

et al., 2021). For instance, a series of studies by Godovykh and Tasci (2021) showed that various emotional cues 

presented after a visit can influence several aspects of destination loyalty, such as tourists' intention to revisit, willingness 

to recommend the destination to others, willingness to pay higher prices, and overall satisfaction with the destination. 

Furthermore, as seen in the context of red tourism (Wang et al., 2023),  previous research has also found that positive 
emotional experiences significantly influence tourists' behavioral intentions(Nazarian et al., 2024; Sari & Burhanudin, 

2023). 

 

2.4 Revisit Intention 
The concept of revisit intention, which originated from the idea of intention to repurchase (Agnihotri et al., 

2022), was first introduced in the field of tourism in 1989 (Chen et al., 2022). It refers to an individual's behavior that is 

influenced by expectations within a specific context (Wardi & Trinanda, 2022). This concept signifies a strong 

commitment to returning to a particular place, despite environmental factors or marketing efforts that might encourage 

a change in destination. The intention to return to a location is driven by positive feelings toward  it (Hasan & Rahman, 

2023).  According to Çevik (2020), it was found that retaining existing customers is a more cost-effective strategy than 

attracting new ones. In the context of tourism, the strategy of attracting returning tourists has proven to be very 

effective. The intention of tourists to return to a destination is important, as it can provide significant economic benefits 

to tourist destinations by fostering positive feelings and emotional attachment to the destination (Zhang et al., 2020). 

Additionally, the probability of tourists returning to a destination is often considered an important element in measuring 

the success of a destination (Mai et al., 2019). 

 

2.5 Place Dependence, Place Identity, Revisit Intention 
Place dependence is described as a physical and behavioral attachment to a particular place, whereas place 

identification is stated as ideas and symbolic meanings unique to a place (Ganji et al., 2021). According to Aleshinloye  

and Joo (2024), people and place bonding highlights how people relate to their surroundings. The growth of tourism 

significantly affects a region's physical attributes, cultural significance, and social interactions. Zhan et al. (2020) identified 

two-dimensional constructs of place attachment, encompassing place dependence and place identity. It is widely 

acknowledged that the management of tourist destinations has a responsibility to maintain visitor loyalty and retain 

tourists (Damanik & Yusuf, 2022; Li et al., 2023). Previous studies by Palacios-Florencio et al. (2021) and Rasoolimanesh 

et al. (2021) have demonstrated that the desire of tourists to visit or return to a destination must be evaluated and 

modified in light of the necessity to facilitate the destination's sustainable growth.  

Participating in local recreational activities develops a sense of belonging by enhancing individuals' connections 

to the location and its community, which molds self-identity and supports personal growth to integrate with the 

environment (Liu et al., 2016). Empirical research has demonstrated that the role of place identity and place dependence 

in shaping visitor behavior may vary. There is a lack of research examining the aspects of place dependence and identity 

in isolation (Liu et al., 2023). Therefore, it indicates the necessity for further investigation into the isolation of these 

aspects. In their study, Tasci et al. (2022) examined the impact of place attachment on destination loyalty in Antalya, 

Turkey. Their findings indicated that place identity exerted a more significant influence on past loyalty, whereas place 

dependence emerged as a more pronounced factor in shaping future loyalty. This phenomenon can be rationalized by 

considering the concept of place identity, which reflects an individual's comprehensive connection to a specific location. 

By contrast, place dependence is more closely associated with future intentions and activities within a particular locale.   
Individuals who develop a strong connection with a particular destination are more likely to return to that 

destination to reinforce their attachment. This increased connection often leads to a higher inclination to revisit or 

choose a destination as a tourist spot (Qu et al., 2021). According to Souza et al. (2020), people develop a stronger 

sense of place identification when they feel that a place allows them greater freedom to express themselves. Numerous 

studies have examined how place identity and location reliance affect the intention to return in a range of situations. 

For instance, Islamiyati and Chairy (2021) investigated revisit intention to Malioboro, while Kamenidou and Stavrianea 
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(2022) examined revisit intention in the context of a tourist monastery. Furthermore,  Luo et al. (2021) explored the 

intention to revisit Macau from the perspective of its customers. Consequently, it can be inferred that tourists visit a 

place more frequently if they have a greater attachment to it (Song et al., 2017). Therefore, this study investigates the 

influence of place dependence and place identity on tourists' intention to revisit beach destinations. Based on previous 

findings, we propose the following hypotheses: 

H1: Place Dependence has a positive and significant impact on Revisit Intention 

H2: Place Identity has a positive and significant impact on Revisit Intention 

 

2.6 Place Dependence, Place Identity, Positive Emotional Experience 
The positive perceptions of a destination held by visitors have been demonstrated to enhance their overall 

experience (Suntikul et al., 2020; Widjaja et al., 2020). One factor that influences this perception is place dependence, 

which refers to the need for a particular location for factors such as comfort, community, security, and economy (Kuryk 

et al., 2023). This dependency reflects the capacity of a place to facilitate visitors' desired activities (Ispas et al., 2021), 

and is established when the place successfully fulfills the needs of its residents (Prayitno et al., 2021).Moreover, the 

concept of place identity, which is intrinsic to the formation of self-identity, is also of significant importance. The 

formation of this identity is contingent upon the individual's daily experiences with their surrounding environment. These 

experiences serve to cultivate an emotional bond and imbue a sense of purpose and belonging to a particular place 
(Dlamini et al., 2021; Jiang, 2020). 

According to Nyamekye et al. (2023),   place attachment is a concept that can be understood as an aspect of 

human emotionality. The experience of positive emotions facilitates the development of a sense of affinity towards a 

particular location. It constitutes an essential element of place attachment, along with place dependence and social ties.    

Maricchiolo et al. (2021) empirically demonstrated that place identity is positively correlated with individual and 

interdependent happiness. It is reasonable to hypothesize that place dependence and identity have a significant impact 

on positive emotional experiences. The presence of both functional satisfaction and profound emotional resonance 

contributes to the heightened emotional response observed in individuals who feel a strong connection with a particular 

destination. The experience becomes particularly positive and memorable when the needs of travelers are met and the 

destination becomes an integral part of their personal identity. Therefore, this study aims to examine the impact of place 

dependence and place identity on positive emotional experiences: 

H3: Place Dependence has a positive and significant impact on Positive Emotional Experience 

H4: Place Identity has a positive and significant impact on Positive Emotional Experience 

 

2.7 Positive Emotional Experiences on Revisit Intention 
Positive emotional experiences are typically associated with positive valence and arousal, resulting in increased 

engagement and motivation  (Segaran et al., 2021). Such experiences are shown to be highly influential on the intention 

to revisit a destination. Individuals with positive experiences have a greater probability of returning, as evidenced by 

several studies that have shown that lasting and memorable experiences strongly influence revisit intention (Sari & 

Burhanudin, 2023). Furthermore, research indicates that emotions are essential in creating memorable experiences and 

affect satisfaction, destination attachment, and loyalty (Nazarian et al., 2024).  

Tourism experiences encompass all facets of a traveler’s journey, including interactions, psychological states, 

emotions, impressions, and services encountered at a destination. Thus, the tourism experience is not limited to physical 

aspects alone; it also includes psychological, emotional, and spiritual elements that can significantly influence the intention 

to revisit (Ratih & Noer, 2024). This is consistent with Hussain and Omar’s (2016) finding that interactions with the 

surroundings, staff, and other visitors shape the visitor experience. The traveler's willingness to return and the 

experience's overall rating is determined by these encounters.  

In essence, the positive emotional experiences a traveler encounters during a visit can profoundly influence 

their desire to return to a destination. These experiences, when deeply felt, engender a strong and memorable 

impression of the destination, fostering a sense of emotional attachment, enhancing satisfaction, and cultivating loyalty. 

Consequently, travelers are more inclined to seek out and repeat enjoyable experiences. Moreover, research indicates 

that pleasant experiences can also impact the perceived value of a destination, thereby reinforcing their intentions to 

return. Consequently, the greater the number of positive emotional experiences, the more pronounced the traveler's 

desire to revisit the destination. Therefore, we propose  the following hypotheses: 

H5: Positive Emotional Experience has a positive and significant impact on Revisit Intention 

 

2.8 The Mediating Role of Positive Emotional Experience on Place Dependence, Place Identity, and Revisit Intention 
There has been growing interest in the connection between feeling connected to a place and positive feelings 

(Io, 2018).  Yan and Halpenny, (2022) discussed that place attachment may increase positive emotional experiences 

through a deeper connection to the place, thereby encouraging tourists to enjoy their emotions, which ultimately leads 

to sustained enjoyment and a richer journey experience. Positive emotional experiences in tourism, such as feelings of 

joy, love, and positive amazement (Tiwari et al., 2023), have been demonstrated to significantly contribute to tourist 
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satisfaction, revisit intention, and recommendation intention (Riptiono et al., 2023). The emotional experiences of 

tourists are similarly affected by the emotional labor of the local population. When residents engage in sincere deep 

acting, it has been shown to create positive experiences for tourists, enhancing their place attachment to the destination 

(Shi et al., 2021). Moreover, a positive evaluation of the experience during and after the trip strengthens their attachment 

to the place and leads to satisfaction and a higher probability of revisit intention (Tlili & Amara, 2016). Several studies 

have used the mediating effect of pleasant feelings and memories created to explain how positive experiences affect the 

likelihood of returning to a particular place (Tsai, 2016), including in the context of cultural heritage tourism (Ramadan 

& Ahmed, 2023; Richards, 2018). In conclusion, travel experiences are a key factor in determining the willingness of 

tourists to return to their destination (Delvi & Saroyini, 2023). 

Place identity is a part of self-identification and consists of daily and cognitive encounters with the surroundings 

that serve as a mediator between attachment and a place. These feelings and experiences contribute to symbolic place 

attachment, which gives meaning to life and helps people define their relationships and sense of belonging. Positive 

emotional experiences play a crucial role in affective commitment, which involves emotional attachment to a group or 

place and is one of the three forms of place identity (Dlamini et al., 2021). These experiences have a significant implication 

for the travelers' cultural identity and behaviors, for instance in the conservation of heritage (Yang et al., 2023), and 

mediate the relationship between place identity (Wang et al., 2022). Following an assessment of the relevant literature, 

the following hypotheses are offered: 

H6: Positive Emotional Experience positively and significantly mediates the effect of Place Dependence and Revisit 

Intention 

H7: Positive Emotional Experience positively and significantly mediates the effect of Place Identity and Revisit Intention 

The literature review informed the development of a hypothetical model (Figure 1) and research hypotheses. 

 

 

 

 

 

 

 

 

 

 

 

 

Figure I. Hypothetical Model 

 

 
3. Method 

3.1. Overview of Research Environment 
Beach destinations in Bali, Indonesia, were  chosen as the suitable research environment for our study. 

Indonesia is home to numerous noteworthy tourist attractions, with Bali as a prime example. Bali's appealing natural 

beauty is a major tourist attraction  (Listiani et al., 2024). Renowned for its distinct identity, Bali has earned global 

recognition as a premier tourist destination (Purwanto et al., 2022). Bali has retained its status as a popular tourist 

destination due to its capacity to continually captivate visitors with magnificent scenery, notably its beaches, which are 

renowned for their mesmerizing sunsets, recreational options, and rich cultural attractions. One of the most appealing 

aspects of a visit to Bali is the opportunity to unwind from the beach (Indonesia Travel, 2023). Bali plays a pivotal role 

in Indonesia's tourism and economy, by attracting visitors from both domestic and international markets (Sugita & 

Wisnawa, 2021).  

According to the Bali Provincial Tourism Office, domestic tourist arrival data to Bali in 2024 show  a total of 

9,179,649 tourists by the end of the year, with the month with the highest number of visits being April, with 1,124,781 

tourists, reflecting the popularity of Bali as a tourist destination during that period. In addition, June and July also showed 
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a high number of visits, with 898,335 and 926,975 tourists, respectively, indicating an increase in tourist interest during 

the mid-year holiday season; however, the number of domestic tourist arrivals in 2024 decreased by 7.07% compared 

to 2023, which recorded a total of 9,877,911 domestic tourist visits (Dinas Pariwisata Provinsi Bali, 2025). In contrast, 

destination managers are attempting to cultivate long-term loyalty among passengers by enhancing their overall 

experience (Mallick et al., 2022).  

Some of Bali's beaches, including Nusa Dua, Sanur, Kuta, and Tanah Lot, are popular tourist destinations, and 

the southern part of the island has a thriving tourism sector. In addition, the Balinese Hindu community places high 

priority on beaches (Putro & Lee, 2020). According to Suadnyana (2024), Nusa Dua Beach, under the administration of 

the Indonesia Tourism Development Corporation (ITDC), is a distinguished destination characterized by its pristine 

sandy shores and family beaches, including Samuh, Geger, and Mengiat. In contrast, Kuta Beach offers a blend of serene 

beach days, exhilarating surf, and vibrant nightlife, making it a highly recommended destination. For those seeking 

tranquility and sunrises of exceptional beauty, Sanur Beach provides a serene retreat with convenient access to the 

idyllic islands of Nusa Penida and Nusa Lembongan. Meanwhile, Tanah Lot Beach is distinguished by its spiritual charm, 

featuring the iconic Tanah Lot Temple and stunning sunset views that attract visitors from around the world. 

 

3.2 Data Collection and Questionnaire Design 
A quantitative approach using PLS-SEM was employed in this study. The purpose of this research is to investigate 

the relationships between place dependence (PD) and place identity (PI) as independent variables, positive emotional 

experiences (PE) as a mediating variable, and revisit intention (RI) as a dependent variable. Age and gender were used 

as the control variables. This study's respondents were domestic tourists who had visited Bali's beaches. Data were 

collected using purposive sampling, which is an excellent way to select a sample based on specific aspects connected to 

the study aims.  In this study, participants were selected based on the following criteria: (1) domestic tourists who had 

visited Bali's beaches at least once in the past three years, (2) individuals aged 18 years or older, and (3) all genders were 

eligible to participate. In this process, the data were obtained by distributing online questionnaires via Google Forms. 

Subsequently, the author distributed the questionnaire link through social media to the participants who met the 

inclusion criteria. This enables researchers to gather information that is more specific and relevant to the research 

objectives (Bougie & Sekaran, 2019).  

Furthermore, the number of indicators was multiplied by five or ten to determine the minimum representative 

sample size (Hair et al., 2022). This yielded a representative sample of 314 respondents. This study includes 27 indicators. 

Each measurement was made using a five-point Likert scale (1 being strongly disagree  and 5 being highly agree), with 

each construct being taken from previous research and considerably altered for this particular study. The items 

measuring place dependence (12 items) and the place identity (6 items) were adopted from Dada et al. (2021). The 

scales for positive emotional experiences (5 items) were adopted from Huang et al. (2023). The four-item revisit 

intention construct was adapted from Kusumawati et al. (2023). The last section looked at the sample's socio-

demographic and travel characteristics (gender, age, educational background, occupation, frequency of travel, and the 

purpose of travel).  PLS-SEM was performed using SmartPLS4  (Ringle et al., 2024). The PLS-SEM approach was the 

optimal choice for this investigation due to its suitability for models with (multiple constructs and indicators) and larger 

samples (Hair et al., 2022).  In line with the guidelines provided by Hair et al. (2023), a one-tailed test was conducted.  
 

 
      Table 1. Definition and Measurement 

Variable Operational Definition Variable Measurement Source 

Place Dependence The connotations people 

associate with beaches 

based on their experiences 

PD1: The beach is more 

crucial for what I do than 

anywhere else 

(Dada et al., 2021) 

  PD2: The beach makes me 

tell people about the things 

that happen here 

 

  PD3: The beach is the ideal 

place for what I enjoy doing 

 

  PD4: The beach contributes 

to a strong sense of 

belonging to its facilities 

 

  PD5: The beach makes me 

have a special connection 

with the people here 

 

  PD6: The beach fulfills my 

needs better than other 

places  
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Variable Operational Definition Variable Measurement Source 

  PD7: I love the way this 

beach facility is organized 

 

  PD8: I have an emotional 

bond with the beach 

 

  PD9: The beach seems to be 

an integral part of who I am 

 

  PD10: This beach is a big 

part of why I feel at home. 

 

  PD11: For me, this beach is 

incredibly special 

 

  PD12: I find that going to 

this beach gives me more 

happiness than going 

somewhere else 

 

Place Identity The importance of a place 

in making people feel and 

connect with each other in 

a way that gives meaning 

and purpose to their lives 

PI1: I discovered a lot about 

myself while I spent the day 

at the beach 

(Dada et al., 2021) 

  PI2: I considered visiting the 

beach a lot 

 

  PI3: I associate closely with 

the beach 

 

  PI4: I always feel at ease on 

this beach 

 

  PI5: The sensation of playing 

with beach sand is pleasant 

 

  PI6: I miss the activities of 

the beach when I am away 
from it for too long a time 

 

Positive Emotional 

Experiences 

It boosts people's mood 

and energy, increasing 

their interest and 

motivation in their 

activities 

PEE1: The beach makes me 

feel happy 

(Huang et al., 

2023) 

  PEE2: The beach makes me 

feel relaxed  

 

  PEE3: The beach makes me 

feel cheerful 

 

  PEE4: The beach makes me 

feel good 

 

  PEE5: The beach makes me 

feel a sense of familiarity  

 

Revisit Intention A person's intention to 

return to a visited 

destination in the future 

because the destination 

managed to provide an 

unforgettable experience 

RI1: I intend to visit the 

beach again 

(Kusumawati et al., 

2023) 

  RI2: I am willing to visit the 

beach again 

 

  RI3: I will try to revisit the 

beach 

 

  RI4: I am willing to spend 

time to visit the beach again 
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4. Result and Discussion 

4.1. Respondent’s Characteristics 
The 314 respondents were categorized into six categories based on their gender, age, occupation, education, 

frequency of visits, and purpose of travel. As illustrated in Table 1, the 314 respondents included 132 males (42.04%) 

and 182 females (57.96%). The data demonstrate  a preponderance of female respondents in the gender classification. 
The majority of respondents, comprising 184 individuals (58.60%), were between the ages of 18 and 25. Concerning 

occupational status, the largest percentage of respondents were students, with 157 respondents (50.00%) identifying 

themselves as such. This suggests that the majority of participants are likely to be young adults who are still engaged in 

higher education. In regard to the respondents' educational background, 124 (39.49%) had completed senior high school, 

making it the most represented category. Furthermore, most of the respondents 154 (49.04%) had visited the beach on 

two or three occasions. Lastly, the primary purpose of their travel is for vacation, with 218 (69.43%) of respondents 

indicating this as their main reason. 

 

     Table 2. Respondents’ Characteristics 

Characteristics Classification Frequency Percentage 

Gender Male 132 42.04% 

 Female 182 57.96% 

Age 18 – 25 184 58.60% 

 26 – 35 70 22.29% 

 36 – 45 49 15.61% 

 46 – 55 8 2.55% 

 >55 3 0.96% 

Occupation Students 157 50.00% 

 Private Employees 62 19.75% 

 Entrepreneur 26 8.28% 

 Civil Servant 31 9.87% 

 Others 38 12.10% 

Education Senior High School 124 39.49% 

 Diploma Degree 44 14.01% 

 Bachelor Degree 110 35.03% 

 Master Degree 22 7.01% 

 Others 14 4.46% 

Frequency of Visits 1 84 26.75% 

 2 – 3 154 49.04% 

 >3 76 24.20% 

Purpose of Travel Vacation 218 69.43% 

 Business Travel 34 10.83% 

 Adventure 21 6.69% 

 Relaxation 41 13.06% 
 

 

 

 

4.2  Construct Validity and Common Method Bias Assessment 
As posited in Bougie and Sekaran (2019), the process of validating the outer model entails an examination of 

the data's validity and dependability.   Table 3  indicates that the data indicators are valid and show a strong correlation 

(Hair et al., 2022). Furthermore, the Cronbach's alpha and composite reliability values in Table 3 exceed the 0.6 and 0.7 

thresholds, respectively, indicating that the data are deemed reliable and consistent in measuring the variables.  

In addition, this research uses the variance inflation factor (VIF) to assess indicator-formative collinearity. A VIF 

value of 3.3 or above is indicative of pathological collinearity among indicators of a formatively measured construct 

(Kock, 2015).  The VIF value for the variables place dependence and place identity with positive emotional experiences 

was 2.334. Furthermore, the VIF values for age, gender, and positive emotional experience in relation to revisit intention 

were 1.028, 1.022, and 1.007, respectively. Based on the VIF values being less than 3.3, the analysis concluded that no 

collinearity issues existed. 
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Table 3. Convergent validity and Internal Consistency 

Construct Item Code Outer Loading Cronbach's alpha AVE 

Place Dependence (PD) PD1 0.691 0.862 0.508 

 PD2 0.679   

 PD4 0.711   

 PD7 0.725   

 PD8 0.73   

 PD9 0.713   

 PD10 0.745   

 PD11 0.705   
Place Identity (PI) PI1 0.722 0.808 0.509 

 PI2 0.732   

 PI3 0.699   

 PI4 0.74   

 PI5 0.688   

 PI6 0.699   
Positive Emotional Experiences 

(PEE) 
PEE1 0.771 0.836 0.604 

 PEE2 0.775   

 PEE3 0.745   

 PEE4 0.818   

 PEE5 0.775   
Revisit Intention (RI) RI1 0.791 0.835 0.668 

 RI2 0.831   

 RI3 0.842   

 RI4 0.806   
 

4.3 Discriminant Validity 
The level of significance at which a construct under study is not significantly associated with other constructs 

is referred to as discriminant validity (Bougie & Sekaran, 2019). The heterotrait-monotrait ratio (HTMT) is employed 

to determine the level of discriminant validity; values less than 0.90 indicate an ideal level of discriminant validity (Hair 

et al., 2022). All of the HTMT values in Table 4 have values less than 0.90, indicating valid and uncorrelated constructs 

(Hair et al., 2022).  

Table 4. Results of the Heterotrait-Monotrait Ratio Statistics, Which Assess the Discriminant Validity of the Variables. 

  PD PEE PI RI 

PD      
PEE 0.724     
PI 0.896 0.855    
RI 0.610 0.819 0.771   

 

4.4 Structural Model Assessment: Hypotheses Testing 
The inner model needs to be measured after the outside model assessment is completed to ensure that it 

satisfies the requirements. As described by Hair et al. (2019), inner model measurement is the assessment of structural 

measurements, with the objective of determining the importance of predicting correlations between variables or 

constructs. In this stage, the SmartPLS 4 bootstrapping technique is employed to validate the present hypotheses, as it 

produces path coefficients and t-values. A t-value greater than 1.645 on a one-tailed test indicates a significant association 

between the constructs (Hair et al., 2023). The findings of the hypotheses testing are displayed in Table 5. The t-values 

for hypotheses 1 to 7 were as follows 3.051, 7.091, 3.212, 9.074, 14.497, 3.051, and 7.091, respectively. These values 
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H7 

0.385 (7.091) 

H2 

0.385 (7.091) 

H3 

0.207 (3.212) 

 

H6 

0.142 (3.051) 

H1 

0.142 (3.051) 

0.055 (0.638) 

-0.014 (0.377) 

R2= 0.469 

 
H4 

0.559 (9.074) 

R2 = 0.526 

 

PD 

PI 

H5 

0.689 (14.497) 

 RI 

Age 

Gender 

PEE 

are above 1.645, indicating that the proposed hypotheses are accepted. Meanwhile, the effect of age and gender as 

control variables has t-values less than 1.645, indicating that the control variables are not significant in our model. 

Table 5. Summary of the Results of Hypotheses Testing 
 

Note: PD (Place Dependence), PI (Place Identity), PEE (Positive Emotional Experience), RI (Revisit Intention) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2. Structural Model Assessment Results 

4.5 Coefficient of Determination (R2 Value) 
The inner model is evaluated by the R² value of the exogenous constructs and their influence on the endogenous 

constructs. Hair et al. (2022) proposed that R2 values between 0.25, 0.50, and 0.75 are indicative of weak, medium, or 

strong classification of models, respectively. The adjusted R-squared value obtained indicates the extent to which the 

model explains the variability in the variable under study. The adjusted R² value of 0.526 for PEE suggests that the model 

is capable of explaining 52.6% of the variability in PEE, which falls within the moderate category. Meanwhile, the adjusted 

value of R2 for RI is 0.469, implying that the model was able to explain 46.9% of the variability in RI, which also falls into 

the moderate category. Following the criteria established by Hair et al. (2022), these two values suggest that the model 

provides a moderate degree of explanation for the observed variability in the two variables. 

 

Hypotheses Path 
Std. 

Beta 

Std. 

Error 
t- values Bias 

Confidence Interval 
Decision 

5.00% 95.00% 

H1 PD → RI 0.142 0.047 3.051 0.000 0.068 0.221 Supported 

H2 PI → RI 0.385 0.054 7.091 0.002 0.293 0.472 Supported 

H3 PD → PEE 0.207 0.064 3.212 -0.000 0.101 0.310 Supported 

H4 PI → PEE 0.559 0.062 9.074 0.002 0.450 0.655 Supported 

H5 PEE →RI 0.689 0.048 14.497 0.002 0.450 0.655 Supported 

H6 
PD → PEE 

→ RI 
0.142 0.047 3.051 0.000 0.068 0.221 Supported 

H7 
PI → PEE → 

RI 
0.385 0.054 7.091 0.002 0.293 0.472 Supported 

Control  

Variables 

Age → RI -0.014 0.036 0.377 -0.002 -0.072 0.047 
Not  

Supported 

Gender → RI 0.055 0.086 0.638 -0.000 -0.091 0.191 
Not  

Supported 
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4.6 Effect Size (f2 Value) 
According to Hair et al. (2022), an exogenous construct has a small, medium, or large influence on the 

endogenous construct if its f² values are 0.02, 0.15, and 0.35, respectively. The analysis results show that the effect sizes 

vary among the relationships between the variables. The effect size of place dependence and positive emotional 

experiences were 0.039, which means that the influence of place dependence on positive emotional experiences was 

small. In contrast, the effect size between place identity and positive emotional experience was 0.284, indicating a 

moderate but significant influence of place identity on positive emotional experience. Additionally, the size of the effect 

for the relationship between revisit intention and age, gender, and positive emotional experience were 0.000, 0.001, and 

0.896, respectively. This indicates that age and gender have a very small influence, while positive emotional experience 

has a very large influence on return visit intention. 

 

4.7 The Results of Importance – Performance Analysis (IPMA) 
Based on Ringle and Sarstedt (2016), construct predictability was gauged using IPMA to ascertain how one 

construct influences another. This highlights the significance of the IPMA in pinpointing areas that require enhancement. 

The IPMA results indicate that the dependent variable of revisit intention is most strongly predicted by positive 

emotional experience (0.689), followed by place identity (0.385), place dependence (0.142), age (-0.014), and gender 

(0.055). This means that the importance-performance map (IPMA) indicates that the variables of age and gender are of 

minimal importance and performance. In contrast, the variables associated with place dependence (PD) are of medium 

importance and demonstrate relatively high performance, indicating that although these variables contribute to the 

outcome, they are not the most significant factors. In conclusion, the variables of positive emotional experience (PEE) 

and place identity (PI) are of greater importance, exhibiting excellent importance and performance. 

 

 

 
 

 

 

 

 

 
 

 

 

 

 
 

 

 

 
 

 

 

 

 
Figure 3. Importance-performance map (constructs) 
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Figure 4. Importance-performance map (indicators) 

 

 

4.8 Discussion 
The researchers employed place attachment–conceptualized as comprising two distinct aspects: dependence 

and identity (Singh et al., 2023)– to investigate the influence of these on intentions to revisit beach destinations. For a 

deeper understanding, the researchers examined place dependence and place identity separately. The influence of revisit 

intention among domestic tourists is the focus of this study. The research is based on place attachment theory, which 

states that attachment is an important factor connected with revisit intention.  

The research findings show that place dependence has a positive and significant direct effect on revisit intention 

(hypotheses 1), and place identity has a positive and significant direct effect on revisit intention (hypothesis 2) for beach 

tourist destinations. Thus, it can be concluded that the level of place dependence and place identity influence the 

intention to return domestic tourists. The findings further suggested that the greater tourists' dependence on these 

beaches and the stronger their identity associated with these places, the greater their intention to revisit. The results 

of this study support the findings of earlier studies that have shown a relationship between place dependence, place 

identity, and revisit intention (Islamiyati & Chairy, 2021; Kamenidou & Stavrianea, 2022; Luo et al., 2021). Specifically, 

place dependence is the degree of importance tourists place on beaches to satisfy their needs or preferences. On the 

other hand, place identity represents the extent to which tourists associate their identity with these places (Ispas et al., 

2021). In conclusion, an awareness of the concepts of place dependence and place identity is of considerable value in 

promoting tourist visits to beaches.  
The fundamental objective of leisure travel is to acquire experiences and emotions. Upon returning home, 

memories and sentiments are essentially stored in the memory of the individual  (Serra-Cantallops et al., 2018). It's 

important for businesses to understand that experience is one of the best ways of reaching and maintaining customers. 

For this reason, businesses use this strategy to give their customers a positive experience with their brand (Akın & 

Gürbüz, 2024). In addition, the results show that place dependence has a positive and significant influence on positive 

emotional experiences (hypothesis 3), while place identity also has a positive and significant positive and significant 

influence on positive emotional experiences. Therefore, this research has supported hypothesis 4. These results are 

consistent with those of the previous research (  Aleshinloye et al., 2020; Maricchiolo et al., 2021; Yan & Halpenny, 

2022).  This emotional bond makes tourists more likely to return. When a destination aligns with tourists' identity, 

cultural values, or meaningful experiences, they are more likely to desire a subsequent visit (Pohlmann et al., 2023).  

On the other hand, positive emotional experiences were positively linked with revisit intention (hypothesis 5). 

These results align with earlier research demonstrating the impact of experiential bonds on plans to revisit (Nazarian et 

al., 2024; Sari & Burhanudin, 2023). For businesses, enhancing repeat customers' intentions to revisit is vital for 

profitability, as repeat business represents a substantial source of revenue (Scarpi et al., 2019). As a multifaceted notion, 

experience should be viewed from an integrated perspective that includes both the services rendered and the emotional 

bonds created throughout a destination tour (Santos et al., 2022). Suhartanto et al. (2020) state that a traveler’s overall 
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satisfaction and willingness to return to a destination are significantly affected by the quality of their experience, namely 

the emotions it evokes. 

In addition, positive emotional experiences were found to mediate positively and significantly between place 

dependence and revisit intention (hypothesis 6), and between place identity and revisit intention (hypothesis 7). It 

supports previous studies (Tlili & Amara, 2016; Tsai, 2016; Yan & Halpenny, 2022). Therefore, the positive emotional 

experience of tourists not only enhances their attachment to the place but also plays a mediating factor that bridges the 

influence of place dependence and place identity on Bali beach revisit intention. For instance,  study by Richards (2018) 

and Ramadan and Ahmed, (2023) indicated that the authenticity of heritage has a favorable impact on the experience of 

tourists. When it comes to tourists' location attachment and intention to return, the experience then serves as a 

mediator. In other words, visitors who have an authentic experience at a cultural site are more likely to feel an emotional 

connection to the location, which in turn makes them more likely to return in the future. 

 

 

5. Conclusion 
5.1 Theoretical Implication 

Seven hypotheses were proposed to investigate the direct and indirect correlations of place dependence, place 

identity, and positive emotional experiences to revisit intention. Furthermore, the role of positive emotional experiences 

as mediators of the relationship between place dependence and return visit intentions and between place identity and 

revisit intention will be investigated. The results found that place dependence and place identity directly impact positive 

emotional experiences and revisit intention. In addition, positive emotional experiences act as a mediator in the 

relationship. Moreover, there was no discernible impact of age or gender as controlling variables on the intention to 

revisit. 

The study's findings highlight the theoretical contribution of the tourist industry by examining place attachment 

as a multidimensional concept consisting of two main elements, namely place dependence and place identity. The 

separation of the two variables highlights the unique role of each factor in shaping positive emotional experiences and 

revisit intentions. Thus, this study provides new insights for the study of tourism and tourist behavior by deepening the 

understanding of tourist attachment to destinations. 

Emotional experiences play a key role in promoting traveler loyalty by acting as an intervening variable among 

place dependence, place identity, and revisit intention. These findings enhance our understanding of the psychological 

variables that shape traveler behavior and are consistent with previous studies linking place attachment to revisit 

intention (Kuryk et al., 2023; Maricchiolo et al., 2021; Nyamekye et al., 2023). According to the IPMA investigation, one 

of the key elements motivating a visitor to return to a place is a positive emotional experience.  

 

5.2 Managerial Implication 
A destination's ability to remain competitive and attract tourists depends on the quality of its experiences. A 

positive experience often fosters a favorable attitude toward  the destination, including its products and services (Karim 

et al., 2023). We find that both place identity and place dependence are significant factors in influencing travelers' 

intentions to return. Place identity impacts emotional attachment, while place dependence strengthens functional and 

behavioral connections to the destination.  

In particular, we find that the formation of place identity is also a crucial factor in increasing the frequency of 

visits. The interactions of beach visitors with the elements of the tourist destination can significantly influence their 

enjoyment and intention to revisit, as they typically dedicate the majority of their time to exploring the local culture, 

cuisine, and leisure activities (Cong, 2016; Sangpikul, 2018). In conclusion, to enhance place identity, the introduction of 

local seafood-based dishes from the local community will increase the emotional appeal for the visitors, allowing them 

to experience the unique culture embedded within the destination as well as the natural beauty of the beach. In order 

to capitalize on these insights, stakeholders should develop marketing plans that emphasize the emotional connections 

that travelers have with Bali's beaches. Furthermore, they should utilize personal narratives and cultural values to attract 

repeat business. Moreover, it would be prudent for destination managers to concentrate on developing and advertising 

experiences such as customized services and local cultural events that resonate with visitors on an emotional level.  

To further enhance visitor propensity to return, it is also crucial to prioritize the intensification of place 

dependency. Augmenting place dependency by optimizing the functional attributes and comprehensive utility of the 

destination can reinforce the emotional connection and identity factors, culminating in a more comprehensive strategy 

to increase return visits (Ispas et al., 2021). Destination managers can develop experiences that are more closely aligned 
with tourists' needs and preferences such as snorkeling, surfing, and wellness tourism. The provision of well-maintained 

infrastructure, including shaded rest areas, walking paths, and convenient transportation, has been demonstrated to 

enhance accessibility and convenience, thereby increasing the desirability of a destination for visitors. In addition, the 

collaboration with local communities such as the making of beach handicrafts, is a strategy that gives tourists a 

memorable experience. This insight allows for the development of more effective promotional strategies and relevant 

tourism products, which can enhance tourists' emotional connection and satisfaction.  
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Consequently, this comprehension not only facilitates the attraction of new visitors but also encourages the 

development of brand loyalty, thereby promoting repeat visits to beaches. By integrating tourists' perspectives, feedback 

mechanisms can be constructed to enhance place identification and dependency. Providing hospitality training to locals 

will augment their capacity to contribute to the overall tourist experience, whereas including locals in tourism 

development will increase place identification and cultural preservation. Organizations should strive to establish enduring 

relationships with clients by offering exceptional experiences and high-quality service while collaborating with regional 

partners to develop travel offerings that authentically capture Bali's distinctive character. 

  

5.3 Limitation and Future Research 

This research was limited to variables such as place dependence and place identity as independent variables, 

revisit intention as a dependent variable, and positive emotional experiences as a mediating variable, which can also 

function as a dependent variable. Although the effects of age and gender have been previously demonstrated (Clark et 

al., 2024; Solarevi et al., 2023), other potential factors influencing revisit intentions have not been considered. Such 

factors may include socioeconomic status (Tegambwage, 2023), travel experience (Rasoolimanesh et al., 2022; Rather 

& Hollebeek, 2021), and personal preferences (Yang et al., 2022). Additionally, this study focuses on domestic tourists 

as respondents, thereby limiting the generalizability of its conclusions to travelers from other countries. The outcomes 

may vary owing to differences in cultural backgrounds, travel goals, and expectations among domestic and overseas 
tourists. 

For future research, the study can expand its scope to include additional factors and more respondents or 

include alternative variables such as tourist perception of risk (Bhati et al., 2021; Wen et al., 2020), price perception 

(Cakici et al., 2019; Lai et al., 2020), and destination image (Zulfiqar et al., 2024) more appropriate to the existing dataset. 

Furthermore, the implementation of this study's framework in other coastal destinations exhibiting similar 

characteristics would facilitate the acquisition of invaluable cross-cultural insights and contribute to the enhancement of 

the robustness theoretical model. In light of the increasing prevalence of social media and digital marketing, future 

research endeavors should explore the impact of internet representations of places on emotional experiences and revisit 

intentions among travelers. In addition, by investigating how interactions with residents can impact overall tourist 

experiences and loyalty, future research should examine how local community engagement can strengthen visitors' 

emotional ties to destinations. 

 

Acknowledgment 

The authors would like to express their gratitude to the anonymous referees for their invaluable feedback, which has 

significantly enhanced the quality and impact of this article. 

 

Author Contribution  
Author 1: conceptualization, writing original draft, data curation, formal analysis, investigation, methodology. Author 2:  

review and editing, writing review and editing, supervision, validation, visualization.  

 

Financial Disclosure  
This article is unfunded and not associated with any funding agency. 

 

Conflict of Interest  
The authors declare that the research was conducted in the absence of any commercial or financial relationships that 

could be construed as a potential conflict of interest. 

 

References 
Afshardoost, M., & Daravi, S. (2020). Destination image and tourist behavioural intentions: A meta-analysis. Tourism 

Management, 81, 104154. https://doi.org/10.1016/j.tourman.2020.104154 

Agnihotri, D., Kulshreshtha, K., & Tripathi, V. (2022). Emergence of social media as new normal during COVID-19 

pandemic: a study on innovative complaint handling procedures in the context of banking industry. International 

Journal of Innovation Science, 14(3–4), 405–427. https://doi.org/10.1108/IJIS-10-2020-0199 

Akın, S., & Gürbüz, E. (2024). The relationship of internet banking users’ emotional brand experiences and consumer-

based brand equity. European Journal of Management Studies, 29(1), 85–113. https://doi.org/10.1108/ejms-03-

2023-0013 

Aleshinloye, K. D., Fu, X., Ribeiro, M. A., Woosnam, K. M., & Tasci, A. D. A. (2020). The Influence of Place 

Attachment on Social Distance: Examining Mediating Effects of Emotional Solidarity and the Moderating Role of 

Interaction. Journal of Travel Research, 59(5), 828–849. https://doi.org/10.1177/0047287519863883 



Putri & Yudhistira,  Jurnal Manajemen Teori dan Terapan, Vol. 18 No. 1, 2025, pp. 168-189 
 

183 

 

Aleshinloye, K., & Joo, D. (2024). The influence of place attachment and emotional solidarity on residents’ involvement 

in tourism: perspectives from Orlando, Florida. Journal of Hospitality and Tourism Insights, 7. 

https://doi.org/10.1108/JHTI-09-2023-0664 

Alrobaee, T. R., & Al-Kinani, A. S. (2019). Place dependence as the physical environment role function in the place 

attachment. IOP Conference Series: Materials Science and Engineering, 698(3). https://doi.org/10.1088/1757-

899X/698/3/033014 

Baah, C., Saleem, M. A., Tenakwah, E. S., Chakrabarty, D., & Greenland, S. (2024). Place attachment, spirituality and 

residential water conservation behaviour in Australia’s Northern Territory: application of an extended 

protection motivation theory. Australasian Journal of Environmental Management. 

https://doi.org/10.1080/14486563.2024.2406951 

Back, R. M., Tasci, A. D. A., & Milman, A. (2020). Experiential consumption of a South African wine farm destination as 

an agritourism attraction. Journal of Vacation Marketing, 26(1), 57–72. https://doi.org/10.1177/1356766719858642 

Bhati, A. S., Mohammadi, Z., Agarwal, M., Kamble, Z., & Donough-Tan, G. (2021). Motivating or manipulating: the 

influence of health-protective behaviour and media engagement on post-COVID-19 travel.  Current Issues in 

Tourism, 24(15), 2088–2092. https://doi.org/10.1080/13683500.2020.1819970 

Boley, B. B., Strzelecka, M., Yeager, E. P., Ribeiro, M. A., Aleshinloye, K. D., Woosnam, K. M., & Mimbs, B. P. (2021). 

Measuring place attachment with the Abbreviated Place Attachment Scale (APAS). Journal of Environmental 

Psychology, 74, 101577. https://doi.org/https://doi.org/10.1016/j.jenvp.2021.101577 

Bougie, R., & Sekaran, U. (2019). Research Methods for Business. Wiley.  

Cakici, A. C., Akgunduz, Y., & Yildirim, O. (2019). The impact of perceived price justice and satisfaction on loyalty: the 

mediating effect of revisit intention. Tourism Review, 74(3), 443–462. https://doi.org/10.1108/TR-02-2018-0025 

Çevik, H. (2020). The Relationship Between Park Satisfaction, Place Attachment and Revisit Intention in 

Neighborhood Parks with Physical Activity Facilities. Journal of Education and Learning, 9(2), 178. 

https://doi.org/10.5539/jel.v9n2p178 

Chen, H., Wang, Y., & Li, N. (2022). Research on the Relationship of Consumption Emotion, Experiential Marketing, 

and Revisit Intention in Cultural Tourism Cities: A Case Study. Frontiers in Psychology, 13, 1–13. 

https://doi.org/10.3389/fpsyg.2022.894376 

Chen, L. H., Wang, M. J. S., & Morrison, A. M. (2021). Extending the memorable tourism experience model: a study of 

coffee tourism in Vietnam. British Food Journal, 123(6), 2235–2257. https://doi.org/10.1108/BFJ-08-2020-0748 

Cho, H. (2021). How nostalgia forges place attachment and revisit intention: a moderated mediation model. Marketing 

Intelligence and Planning, 39(6), 856–870. https://doi.org/10.1108/MIP-01-2021-0012 

Clark, W. A. V., Ong ViforJ, R., & Phelps, C. (2024). Place Attachment and Aging in Place: Preferences and Disruptions. 

Research on Aging, 46(3–4), 179–196. https://doi.org/10.1177/01640275231209683 

Cong, L. C. (2016). A formative model of the relationship between destination quality, tourist satisfaction and 

intentional loyalty: An empirical test in Vietnam. Journal of Hospitality and Tourism Management, 26, 50–62. 

https://doi.org/10.1016/j.jhtm.2015.12.002 

Dada, O. T., Ojo, D. B., Popoola, A. S., Agboba, O. A., & Adebara, T. M. (2021). Users’ satisfaction and attachment to 

beaches along the Atlantic Ocean, Lagos, Nigeria. Journal of Place Management and Development, 14(4), 381–403. 

https://doi.org/10.1108/JPMD-05-2020-0036 

Damanik, J., & Yusuf, M. (2022). Effects of perceived value, expectation, visitor management, and visitor satisfaction on 

revisit intention to Borobudur Temple, Indonesia. Journal of Heritage Tourism, 17(2), 174–189. 

https://doi.org/10.1080/1743873X.2021.1950164 

Dang, L., & Weiss, J. (2021). Evidence on the relationship between place attachment and behavioral intentions 

between 2010 and 2021: A systematic literature review. Sustainability (Switzerland),13(23). MDPI. 

https://doi.org/10.3390/su132313138 

Delvi, A. I. P. M., & Saroyini, P. P. (2023). The Mediating Role of Destination Image in The Effects of E-Wom and 

Travel Experience on Revisit Intention to Bali. Russian Journal of Agricultural and Socio-Economic Sciences, 136(4), 

75–89. https://doi.org/10.18551/rjoas.2023-04.06 



Putri & Yudhistira, Journal of Theoretical and Applied Management, Vol. 18 No. 1, 2025, pp. 168-189 
 

184 

 

Dinas Pariwisata Provinsi Bali. (2025, January 6). Data Kunjungan Wisatawan Nusantara ke Bali Tahun 2019-2024.   

https://disparda.baliprov.go.id/rilis-data-statistik-resmi-bulan-nopember-2024/2025/01/ 

Diop, A., Diongue, K., Ndiaye, M., Diallo, M. A., Seck, M. C., Badiane, A. S., & Ndiaye, D. (2023). Fungal biodiversity of 

the IFAN beach sand in Dakar, Senegal. Microbes and Infectious Diseases, 5(2), 799–806. 

https://doi.org/10.21608/mid.2023.178988.1421 

Dlamini, S., Tesfamichael, S. G., & Mokhele, T. (2021). A review of place identity studies in post-apartheid South Africa. 

South African Journal of Psychology, 51(1), 121–133. https://doi.org/10.1177/0081246320954040 

Dwyer, L., Chen, N., & Lee, J. (2019). The role of place attachment in tourism research. Journal of Travel and Tourism 

Marketing, 36(5), 645–652. https://doi.org/10.1080/10548408.2019.1612824 

Ganji, S. F., Johnson, L., & Sadeghian, S. (2021). The effect of place image and place attachment on residents’ perceived 

value and support for tourism development. Current Issues in Tourism, 24, 1304–1318. 

https://doi.org/10.1080/13683500.2020.1784106 

Gao, S., Low, S. P., & Gong, H. Q. (2022). Effects of activity-based workspaces on employee belongingness. Facilities, 

40(1–2), 98–117. https://doi.org/10.1108/F-08-2020-0093 

Godovykh, M., & Tasci, A. D. A. (2021). The influence of post-visit emotions on destination loyalty. Tourism Review, 

76(1), 277–288. https://doi.org/10.1108/TR-01-2020-0025 

Guo, Y. Z., Ji, X. Z., Gan, X. N., & Cao, X. T. (2022). A Study on the Path Mechanism of Para-social Interaction and 

Place Attachment on Film-Induced Tourists’ Behavioral Intention. Journal of Tourism and Hospitality Management, 

10. https://doi.org/10.17265/2328-2169/2022.03.003 

Hair, J. F. , Page, M., Brunsveld, N., Merkle, A., & Cleton, N. (2023). Essentials of Business Research Methods. Taylor & 

Francis.   

Hair, J. F., Hair, J., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2022). A Primer on Partial Least Squares Structural 

Equation Modeling (PLS-SEM) (3rd ed.). SAGE.   

Hasan, A. A. T., & Rahman, M. T. (2023). Factors influencing green hotel revisit intentions after the COVID-19 in 

Bangladesh. International Journal of Tourism Cities, 9(1), 143–158. https://doi.org/10.1108/IJTC-03-2022-0065 

Hosany, S., Buzova, D., & Blas, S. (2019). The Influence of Place Attachment, Ad-Evoked Positive Affect, and 

Motivation on Intention to Visit: Imagination Proclivity as a Moderator. Journal of Travel Research, 59, 

004728751983078. https://doi.org/10.1177/0047287519830789 

Huang, Z., Zhu, Y., Hao, A., & Deng, J. (2023). How social presence influences consumer purchase intention in live 

video commerce: the mediating role of immersive experience and the moderating role of positive emotions. 

Journal of Research in Interactive Marketing, 17(4), 493–509. https://doi.org/10.1108/JRIM-01-2022-0009 

Hussain, K., & Omar, R. (2016). Diagnosing customers experience, emotions and satisfaction in Malaysian resort 

hotels. European Journal of Tourism Research, 12, 25–40. https://doi.org/10.54055/ejtr.v12i.211 

Inalhan, G., Yang, E., & Weber, C. (2021). Place Attachment Theory. In A Handbook of Theories on Designing Alignment 

Between People and the Office Environment (pp. 181–194). CRC Press. https://doi.org/10.1201/9781003128830-16 

Indonesia Travel. (2023, November 30). Suluban Beach: The Surfer’s Paradise.   

https://Www.Indonesia.Travel/Gb/En/Destinations/Bali-Nusa-Tenggara/Bali/Suluban-Beach.Html. 

Io, M. U. (2018). The Relationships Between Positive Emotions, Place Attachment, and Place Satisfaction in Casino 

Hotels. International Journal of Hospitality and Tourism Administration, 19(2), 167–186. 

https://doi.org/10.1080/15256480.2017.1305315 

Isa, M. I., Hedayati Marzbali, M., & Saad, S. N. (2022). Mediating role of place identity in the relationship between place 

quality and user satisfaction in waterfronts: a case study of Penang, Malaysia. Journal of Place Management and 

Development, 15(2), 130–148. https://doi.org/10.1108/JPMD-08-2020-0083 

Isa, S., Ariyanto, H., & Kiumarsi, S. (2019). The effect of place attachment on visitors’ revisit intentions: evidence from Batam. 

https://doi.org/10.1080/14616688.2019.1618902 



Putri & Yudhistira,  Jurnal Manajemen Teori dan Terapan, Vol. 18 No. 1, 2025, pp. 168-189 
 

185 

 

Islamiyati, D., & Chairy, C. (2021). The Influence of Memorable Souvenirs Shopping Experience and Place Identity on 

Revisit Intention (The Case of Yogyakarta). Jurnal Muara Ilmu Ekonomi Dan Bisnis, 5(1), 205. 

https://doi.org/10.24912/jmieb.v5i1.11054 

Ispas, A., Untaru, E. N., Candrea, A. N., & Han, H. (2021). Impact of Place Identity and Place Dependence on 

Satisfaction and Loyalty toward Black Sea Coastal Destinations: The Role of Visitation Frequency. Coastal 

Management, 49(3), 250–274. https://doi.org/10.1080/08920753.2021.1899914 

Jiang, Y. (2020). A Cognitive Appraisal Process of Customer Delight: The Moderating Effect of Place Identity. Journal of 

Travel Research, 59(6), 1029–1043. https://doi.org/10.1177/0047287519872827 

Jin, M. L., Choi, Y., Lee, C. K., & Ahmad, M. S. (2020). Effects of place attachment and image on revisit intention in an 

ecotourism destination: Using an extended model of goal-directed behavior. Sustainability (Switzerland), 12(18). 

https://doi.org/10.3390/SU12187831 

Kamenidou, I. E., & Stavrianea, A. (2022). Profiling Monastery Tourists based on Memorable Experiences, Place 

Identity, Satisfaction, Intention to Revisit and Intention to Recommend. Review of Integrative Business and 

Economics Research, 11(1), 86–110. 

Karakuş, Y. (2023). Navigating tourist preferences: The role of cognitive shortcuts in destination choice. Tourist 

Destination, 1(1), 15–23. https://doi.org/10.5281/zenodo.10053678 

Karalım, P. Y. (2024). A thematic analysis of contemporary tourism education. In Worldwide Hospitality and Tourism 

Themes (Vol. 16, pp. 2–9). Emerald Publishing. https://doi.org/10.1108/WHATT-02-2024-0020 

Karim, R. Al, Rabiul, M. K., & Arfat, S. M. (2023). Factors influencing tourists’ behavioural intentions towards beach 

destinations: the mediating roles of destination experience and destination satisfaction. Journal of Hospitality and 

Tourism Insights, 7(4). https://doi.org/10.1108/JHTI-04-2023-0276 

Kim, J.-H., Guo, J., & Wang, Y. (2021). Tourists’ negative emotions: antecedents and consequences. Current Issues in 

Tourism, 25, 1–19. https://doi.org/10.1080/13683500.2021.1935793 

Kock, N. (2015). Common method bias in PLS-SEM: A full collinearity assessment approach. International Journal of E-

Collaboration, 11(4), 1–10. https://doi.org/10.4018/ijec.2015100101 

Kuryk, K., Funk, L. M., Warner, G., Macdonald, M., Lobchuk, M., Rempel, J., Spring, L., & Keefe, J. (2023). Ageing in 

place with non-medical home support services need not translate into dependence. Ageing and Society, 45(3). 

https://doi.org/10.1017/S0144686X23000478 

Kusumawati, A., Dewantara, R. Y., Azizah, D. F., & Supriono, S. (2023). Determining outcome factors of city branding 

post-COVID-19: roles of brand satisfaction, brand experience and perceived risk. Journal of Tourism Futures, 

10(2), 1–22. https://doi.org/10.1108/JTF-03-2022-0080 

Lai, K. P., Yee Yen, Y., & Siong Choy, C. (2020). The effects of service quality and perceived price on revisit intention 

of patients: the Malaysian context. International Journal of Quality and Service Sciences, 12(4), 541–558. 

https://doi.org/10.1108/IJQSS-02-2019-0013 

Lebrun, A. M., Su, C. J., & Bouchet, P. (2021). A more sustainable management of domestic tourists in protected 

natural parks: A new trend in sport tourism after the covid-19 pandemic? Sustainability (Switzerland), 13(14). 

https://doi.org/10.3390/su13147750 

Lei, J., & Suntrayuth, S. (2023). A Study on the Impact of Chinese Domestic Tourists’ Participation on Their Post-

Travel Behaviors in Traditional Chinese Villages. Heritage, 6(7), 5187–5201. 

https://doi.org/10.3390/heritage6070275 

Leou, E. C., & Wang, H. (2023). A holistic perspective to predict yoga tourists’ revisit intention: An integration of the 

TPB and ECM model. Frontiers in Psychology, 13. https://doi.org/10.3389/fpsyg.2022.1090579 

Li, C., Lv, X., & Scott, M. (2023). Understanding the dynamics of destination loyalty: a longitudinal investigation into the 

drivers of revisit intentions. Current Issues in Tourism, 26(2), 323–340. 

https://doi.org/10.1080/13683500.2021.2012433 

Listiani, W., Ningdyah, A. E. M., & Rohaeni, A. J. (2024). Desire to Revisit: Memorable Experiences Drive Domestic 

Tourists to Return to Bali. Jurnal Kajian Bali, 14(1), 147–168. https://doi.org/10.24843/JKB.2024.v14.i01.p07 



Putri & Yudhistira, Journal of Theoretical and Applied Management, Vol. 18 No. 1, 2025, pp. 168-189 
 

186 

 

Liu, J., Su, Y., Ren, L., & Nijkamp, P. (2023). The influence of individual authenticity experience on tourists’ behavioral 

intentions: the chain mediating role of place dependence and place identity. Asia Pacific Journal of Tourism 

Research, 28(11), 1279–1294. https://doi.org/10.1080/10941665.2023.2293809 

Liu, Y., & Cheng, J. (2016). Place Identity: How Tourism Changes Our Destination. International Journal of Psychological 

Studies, 8(2), 76. https://doi.org/10.5539/ijps.v8n2p76 

Liu, Y., Hultman, M., Eisingerich, A. B., & Wei, X. (2020). How does brand loyalty interact with tourism destination? 

Exploring the effect of brand loyalty on place attachment. Annals of Tourism Research, 81. 

https://doi.org/10.1016/j.annals.2020.102879 

Luo, J. M., Lam, C. F., & Wang, H. (2021). Exploring the Relationship Between Hedonism, Tourist Experience, and 

Revisit Intention in Entertainment Destination. SAGE Open, 11(4). https://doi.org/10.1177/21582440211050390 

Luong, T. B. (2023). Eco-destination image, place attachment, and behavioral intention: the moderating role of eco-

travel motivation. Journal of Ecotourism, 23(4), 2–26. https://doi.org/10.1080/14724049.2023.2286886 

Mai, K. N., Nguyen, P. N. D., & Nguyen, P. T. M. (2019). International tourists’ loyalty to Ho Chi Minh City 

destination-a mediation analysis of perceived service quality and perceived value. Sustainability (Switzerland), 

11(19). https://doi.org/10.3390/su11195447 

Mallick, I., Miravet, D., & Gutiérrez, A. (2022). Tourist Satisfaction During the Pandemic: An Analysis of the Effects of 

Measures to Prevent Covid-19 in a Mediterranean Coastal Destination. Geojournal of Tourism and Geosites , 45(4), 

1706–1716. https://doi.org/10.30892/gtg.454spl20-991 

Maricchiolo, F., Mosca, O., Paolini, D., & Fornara, F. (2021). The Mediating Role of Place Attachment Dimensions in 

the Relationship Between Local Social Identity and Well-Being. Frontiers in Psychology, 12. 

https://doi.org/10.3389/fpsyg.2021.645648 

Nazarian, A., Shabankareh, M., Ranjbaran, A., Sadeghilar, N., & Atkinson, P. (2024). Determinants of Intention to 

Revisit in Hospitality Industry: A Cross-Cultural Study Based on Globe Project. Journal of International Consumer 

Marketing, 36(1), 62–79. https://doi.org/10.1080/08961530.2023.2192537 

Nyamekye, M. B., Adam, D. R., Boateng, H., & Kosiba, J. P. (2023). Place attachment and brand loyalty: the moderating 

role of customer experience in the restaurant setting. International Hospitality Review, 37(1), 48–70. 

https://doi.org/10.1108/ihr-02-2021-0013 

Palacios-Florencio, B., Santos-Roldán, L., Berbel-Pineda, J. M., & Castillo-Canalejo, A. M. (2021). Sustainable Tourism as 

a Driving force of the Tourism Industry in a Post-Covid-19 Scenario. Social Indicators Research, 158(3), 991–1011. 

https://doi.org/10.1007/s11205-021-02735-2 

Pestana, M. H., Parreira, A., & Moutinho, L. (2020). Motivations, emotions and satisfaction: The keys to a tourism 

destination choice. Journal of Destination Marketing and Management, 16. 

https://doi.org/10.1016/j.jdmm.2018.12.006 

Pohlmann, A., Velasco, F., Guerra-Leal, E. M., & Sepulveda, C. J. (2023). Elevating the boutique appeal: generating a 

sense of place in luxury hospitality through virtual tours. Consumer Behavior in Tourism and Hospitality, 18(1), 66–

80. https://doi.org/10.1108/CBTH-05-2022-0121 

Prayitno, G., Ashari, M. I., & Rukmi, W. I. (2021). Structural equation model with partial least square (SEM-PLS) of 

place dependence with land used change. Journal of International Studies, 14(1), 2021. 

https://doi.org/10.14254/2071-8330.2021/14 

Purwanto, P., Retnowati, W., & Suryanto, H. (2022). Risk Factors to Tourism Visit Decisions with Destination Image 

as a Mediation: Case Study of Rawa Pening Lake, Indonesia. GeoJournal of Tourism and Geosites, 44, 1450–1458. 

https://doi.org/10.30892/gtg.44433-965 

Putro, A. H. S., & Lee, J. L. (2020). Analysis of longshore drift patterns on the littoral system of nusa dua beach in bali, 

indonesia. Journal of Marine Science and Engineering, 8(10), 1–19. https://doi.org/10.3390/jmse8100749 

Qu, Y., Dong, Y., & Xiang, G. (2021). Attachment-triggered attributes and destination revisit. Annals of Tourism 

Research, 89, 2–11. https://doi.org/10.1016/j.annals.2021.103202 



Putri & Yudhistira,  Jurnal Manajemen Teori dan Terapan, Vol. 18 No. 1, 2025, pp. 168-189 
 

187 

 

Raja, S., Soundararajan, V., & Parayitam, S. (2023). Community support and benefits, culture and hedonism as 

moderators in the relationship between brand heritage, tourist satisfaction and revisit intention. Journal of 

Hospitality and Tourism Insights, 7(5). https://doi.org/10.1108/JHTI-05-2023-0324 

Ramadan, M., & Ahmed, M. (2023). Cultural Heritage Authenticity: Effects on Place Attachment and Revisit Intention 

Through the Mediating Role of Tourist Experience.   JAAUTH,24(1). https://jaauth.journals.ekb.eg 

Rasoolimanesh, S. M., Seyfi, S., Rather, R. A., & Hall, C. M. (2022). Investigating the mediating role of visitor satisfaction 

in the relationship between memorable tourism experiences and behavioral intentions in heritage tourism 

context. Tourism Review, 77(2), 687–709. https://doi.org/10.1108/TR-02-2021-0086 

Rasoolimanesh, S. M., Wang, M., Roldán, J. L., & Kunasekaran, P. (2021). Are we in right path for mediation analysis? 

Reviewing the literature and proposing robust guidelines. Journal of Hospitality and Tourism Management, 48, 395–

405. https://doi.org/https://doi.org/10.1016/j.jhtm.2021.07.013 

Rather, R. A., & Hollebeek, L. D. (2021). Customers’ service-related engagement, experience, and behavioral intent: 

Moderating role of age. Journal of Retailing and Consumer Services, 60. 

https://doi.org/10.1016/j.jretconser.2021.102453 

Ratih, I. K., & Noer, L. R. (2024). Impact of Tourist Experience on Satisfaction and Revisit Intention: A Bibliometric 

Review and Content Analysis. Journal of Economic, Business and Accounting (COSTING), 7(4). 

Richards, G. (2018). Cultural tourism: A review of recent research and trends. Journal of Hospitality and Tourism 

Management, 36, 12–21. https://doi.org/10.1016/j.jhtm.2018.03.005 

Ringle, C. M., & Sarstedt, M. (2016). Gain more insight from your PLS-SEM results the importance-performance map 

analysis.  Industrial Management and Data Systems,116(9),1865–1886). https://doi.org/10.1108/IMDS-10-2015-0449 

Ringle, C. M., Wende, S., & Becker, J. M. (2024). SmartPLS 4. Bönningstedt: SmartPLS.   https://www.Smartpls.Com. 

Riptiono, S., Wibawanto, S., Raharjo, N. I., Susanto, R., Syaputri, H. S., & Bariyah. (2023). Tourism Revisit and 

Recommendation Intention on Heritage Destination: The Role of Memorable Tourism Experiences. Journal of 

International Conference Proceedings, 6(1), 201–210. https://doi.org/10.32535/jicp.v6i1.2244 

Ruiz-Real, J. L., Uribe-Toril, J., & Gázquez-Abad, J. C. (2020). Destination branding: Opportunities and new challenges. 

Journal of Destination Marketing and Management, 17, 2–13. https://doi.org/10.1016/j.jdmm.2020.100453 

Sangpikul, A. (2018). The effects of travel experience dimensions on tourist satisfaction and destination loyalty: the 

case of an island destination. International Journal of Culture, Tourism, and Hospitality Research, 12(1), 106–123. 

https://doi.org/10.1108/IJCTHR-06-2017-0067 

Santos, V., Ramos, P., Sousa, B., Almeida, N., & Valeri, M. (2022). Factors influencing touristic consumer behaviour. 

Journal of Organizational Change Management, 35(3), 409–429. https://doi.org/10.1108/JOCM-02-2021-0032 

Sari, S. L., & Burhanudin. (2023). Emotional Experience and Conative Loyalty: The Mediating Role of Revisit Intention. 

Jurnal Manajemen Dan Kewirausahaan, 11(1), 40–48. https://doi.org/10.26905/jmdk.v11i1.10194 

Scarpi, D., Mason, M., & Raggiotto, F. (2019). To Rome with love: A moderated mediation model in Roman heritage 

consumption. Tourism Management, 71, 389–401. https://doi.org/10.1016/j.tourman.2018.10.030 

Segaran, K., Mohamad Ali, A. Z., & Hoe, T. W. (2021). Does avatar design in educational games promote a positive 

emotional experience among learners? E-Learning and Digital Media, 18(5), 422–440. 

https://doi.org/10.1177/2042753021994337 

Serra-Cantallops, A., Ramon-Cardona, J., & Salvi, F. (2018). The impact of positive emotional experiences on eWOM 

generation and loyalty. Spanish Journal of Marketing - ESIC, 22(2), 142–162. https://doi.org/10.1108/SJME-03-2018-

0009 

Shi, Y., Zhang, R., & Ma, C. (2021). Emotional Labor and Place Attachment in Rural Tourism: The Mediating Role of 

Perceived Authenticity. International Journal of Marketing Studies, 13(3), 33. https://doi.org/10.5539/ijms.v13n3p33 

Singh, N., Yu, J., & Ariza-Montes, A. (2023). Exploring the impact of functional, symbolic, and experiential image on 

approach behaviors among state-park tourists from India, Korea, and the USA. Humanities and Social Sciences 

Communications, 10. https://doi.org/10.1057/s41599-023-01527-y 



Putri & Yudhistira, Journal of Theoretical and Applied Management, Vol. 18 No. 1, 2025, pp. 168-189 
 

188 

 

Solarevi, M., Đerčan, B., Brunn, S., Bubalo-Živković, M., Gatarić, D., & Penjišević, I. (2023). Re-evaluating the Place 

Attachment Concept and Developing the New Place Relatedness Scale: Evidences from Serbia. Geographica 

Pannonica, 27(4), 269–279. https://doi.org/10.5937/GP27-45493 

Song, H. M., Kim, K. S., & Yim, B. H. (2017). The mediating effect of place attachment on the relationship between golf 

tourism destination image and revisit intention. Asia Pacific Journal of Tourism Research, 22(11), 1182–1193. 

https://doi.org/10.1080/10941665.2017.1377740 

Sop, S. A., & Kervankıran, İ. (2023). How does place attachment affect word-of-mouth? Evidence from a street with 

emerging cafes. Journal of Leisure Research, 54(1), 109–130. https://doi.org/10.1080/00222216.2022.2096421 

Souza, L. H., Kastenholz, E., Barbosa, M. de L. A., & Carvalho, M. S. e. S. C. (2020). Tourist experience, perceived 

authenticity, place attachment and loyalty when staying in a peer-to-peer accommodation. International Journal of 

Tourism Cities, 6(1), 27–52. https://doi.org/10.1108/IJTC-03-2019-0042 

Strandberg, C., & Ek Styvén, M. (2021). An image worth a thousand words? Expressions of stakeholder identity 

perspectives in place image descriptions. Journal of Place Management and Development, 14(3), 315–330. 

https://doi.org/10.1108/JPMD-07-2019-0059 

Suadnyana, W. (2024, October 26). Discover 10 Most Beautiful Beaches in Bali: Traveler’s Guide. Wira Water Sports.   

https://www.water-sports-bali.com/bali-10-most-beautiful-beaches-guide/ 

Sugita, W. I., & Wisnawa, I. M. B. (2021). Strategi Pengembangan Pariwisata Bali Menghadapi Pandemi COVID-19 

Melalui Peran Asosiasi Profesi Pariwisata. Jurnal Manajemen Pelayanan Hotel Akademi Komunitas Manajemen 

Perhotelan Indonesia, 5(1), 30–50. https://doi.org/10.37484/052724 

Suhartanto, D., Brien, A., Primiana, I., Wibisono, N., & Triyuni, N. N. (2020). Tourist loyalty in creative tourism: the 

role of experience quality, value, satisfaction, and motivation. Current Issues in Tourism, 23(7), 867–879. 

https://doi.org/10.1080/13683500.2019.1568400 

Suntikul, W., Pratt, S., & Chong, Y. W. J. (2020). Factors that Influence Chinese Outbound Tourists’ Intention to 

Consume Local Food. Journal of China Tourism Research, 16(2), 230–247. 

https://doi.org/10.1080/19388160.2019.1625841 

Tasci, A. D. A., Uslu, A., Stylidis, D., & Woosnam, K. M. (2022). Place-Oriented or People-Oriented Concepts for 

Destination Loyalty: Destination Image and Place Attachment versus Perceived Distances and Emotional 

Solidarity. Journal of Travel Research, 61(2), 430–453. https://doi.org/10.1177/0047287520982377 

Tegambwage, A. G. (2023). Multilevel relationships and loyalty in the microfinance industry: evidence from Tanzania. 

Journal of Business and Socio-Economic Development, 5(1). https://doi.org/10.1108/jbsed-01-2023-0006 

Tiwari, A. V., Bajpai, N., & Pandey, P. K. (2023). The role of human emotions in memorable tourism experience and 

revisit intention. Tourism and Management Studies, 19(1), 15–27. https://doi.org/10.18089/tms.2023.190102 

Tlili, H. T., & Amara, D. (2016). Towards Emotional Experience and Place Attachment as Tourist Satisfaction Attributes.  

Journal of Business & Economic Policy,3(3).   

Tsai, C.-T. (2016). Memorable Tourist Experiences and Place Attachment When Consuming Local Food. International 

Journal of Tourism Research, 18. https://doi.org/10.1002/jtr.2070 

Wang, G., Huang, L., Xu, C., He, K., Shen, K., & Liang, P. (2022). Analysis of the Mediating Role of Place Attachment in 

the Link between Tourists’ Authentic Experiences of, Involvement in, and Loyalty to Rural Tourism. Sustainability 

(Switzerland), 14(19). https://doi.org/10.3390/su141912795 

Wang, J., Sun, J., Wang, G., Yang, L., Zhang, Y., & Morrison, A. M. (2023). Red tourism in China: emotional 

experiences, national identity and behavioural intentions. Tourism Review, 78(4), 1037–1059. 

https://doi.org/10.1108/TR-09-2022-0440 

Wang, K., Tai, J., & Chang, H.-L. (2021). Influences of place attachment and social media affordances on online brand 

community continuance. Information Systems and E-Business Management, 19. https://doi.org/10.1007/s10257-019-

00418-7 

Wardi, Y., & Trinanda, O. (2022). Halal tourism and coronavirus: understanding the influence of halal reputation and 

fear of COVID-19 on tourist’s revisit intention. Journal of Islamic Accounting and Business Research, 13(7), 1095–

1109. https://doi.org/10.1108/JIABR-11-2021-0290 



Putri & Yudhistira,  Jurnal Manajemen Teori dan Terapan, Vol. 18 No. 1, 2025, pp. 168-189 
 

189 

 

Wen, J., Aston, J., Liu, X., & Ying, T. (2020). Effects of misleading media coverage on public health crisis: a case of the 

2019 novel coronavirus outbreak in China.   Anatolia,31(2), 331–336. 

https://doi.org/10.1080/13032917.2020.1730621 

Wendt, M., Sæþórsdóttir, A. D., & Waage, E. R. H. (2022). A Break from Overtourism: Domestic Tourists Reclaiming 

Nature during the COVID-19 Pandemic. Tourism and Hospitality, 3(3), 788–802. 

https://doi.org/10.3390/tourhosp3030048 

Widjaja, D. C., Jokom, R., Kristanti, M., & Wijaya, S. (2020). Tourist behavioural intentions towards gastronomy 

destination: evidence from international tourists in Indonesia. Anatolia, 31(3), 376–392. 

https://doi.org/10.1080/13032917.2020.1732433 

Wohl, A., & Blit Cohen, E. (2024). The dark side of community development and place attachment in a diverse 

neighborhood. Community Development, 2–18. https://doi.org/10.1080/15575330.2024.2313534 

WTO. (2024, December 4). Global Tourism Set for Full Recovery by End of The Year with Spending Growing Faster than 

Arrivals. https://www.unwto.org/news/global-tourism-set-for-full-recovery-by-end-of-the-year-with-spending-

growing-faster-than-arrivals 

Yan, N., & Halpenny, E. A. (2022). Tourists’ savoring of positive emotions and place attachment formation: a 

conceptual paper. Tourism Geographies, 24(2–3), 369–389. https://doi.org/10.1080/14616688.2019.1647454 

Yang, S., Isa, S. M., Ramayah, T., Wen, J., & Goh, E. (2022). Developing an extended model of self-congruity to predict 

Chinese tourists’ revisit intentions to New Zealand: the moderating role of gender. Asia Pacific Journal of 

Marketing and Logistics, 34(7), 1459–1481. https://doi.org/10.1108/APJML-05-2021-0346 

Yang, Y., Wang, Z., Shen, H., & Jiang, N. (2023). The Impact of Emotional Experience on Tourists’ Cultural Identity and 

Behavior in the Cultural Heritage Tourism Context: An Empirical Study on Dunhuang Mogao Grottoes. 

Sustainability (Switzerland), 15(11). https://doi.org/10.3390/su15118823 

Zhan, F., Luo, W., & Luo, J. (2020). Exhibition attachment: effects on customer satisfaction, complaints and loyalty. Asia 

Pacific Journal of Tourism Research, 25(6), 678–691. https://doi.org/10.1080/10941665.2020.1754261 

Zhang, X., Chen, Z., & Jin, H. (2020). The effect of tourists’ autobiographical memory on revisit intention: does 

nostalgia promote revisiting? Asia Pacific Journal of Tourism Research, 26, 1–20. 

https://doi.org/10.1080/10941665.2020.1718171 

Zhang, X., Nketiah, E., Shi, V., & Cheng, J. (2024). Who Will Save Energy? An Extension of Social Cognitive Theory 

with Place Attachment to Understand Residents’ Energy-Saving Behaviors. Sustainability (Switzerland), 16(1). 

https://doi.org/10.3390/su16010213 

Zhang, Y., Park, K. S., & Song, H. (2021). Tourists’ motivation, place attachment, satisfaction and support behavior for 

festivals in the migrant region of China. Sustainability (Switzerland), 13(9). https://doi.org/10.3390/su13095210 

Zhou, B., Xiong, Q., Li, P., Liu, S., Wang, L., & Ryan, C. (2023). Celebrity involvement and film tourist loyalty: 

Destination image and place attachment as mediators. Journal of Hospitality and Tourism Management, 54, 32–41. 

https://doi.org/https://doi.org/10.1016/j.jhtm.2022.11.004 

Zulfiqar, U., Aman-Ullah, A., Mehmood, W., & Singh, H. (2024). Destination image and revisit intentions: a mediation-

moderation study through tourist satisfaction and place attachment. Global Knowledge, Memory and 

Communication, ahead of print. https://doi.org/10.1108/GKMC-01-2024-0023 

 

 

 


