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Context and Purpose: Place is an integral part of tourism, and in tourism, almost all issues
can ultimately be traced back to human-place interactions and human-place relationships.
Place attachment is important in tourism marketing because it affects revisit intentions and
destination loyalty. Based on the theory of place attachment, this study examines how
memorable tourism experiences and well-being affect destination attachment in tourism.
With this approach, the present research has tried to provide an analysis of the issue of

attachment to the tourist
destination, well-being of
the destination

Received: attachment to the tourist destination, and in this way, it has used the tourist experience
June 3, 2024 index as an independent variable of the destination's well-being as a mediating variable.

Received in revised: Design/methodology/approach: The current research is of the applied type in terms of the
]u]y 9, 2024 research’s purpose and is of descriptive survey type in terms of nature and method. The
Accepted: statistical population of the research was all the tourists who have visited the region and the

tourist city of Masuleh. The statistical sample of the research was determined to be 384
people based on Cochran's formula. Data analysis was done using SmartPLS software. The
data collection tool was a questionnaire that included three variables and 16 items. Likert
August 5, 2024 scale was used to measure the questionnaire items. Cronbach's alpha method was used to
determine its validity based on experts' opinions and to check the reliability of the research
tool.

Findings: A memorable tourism experience has a positive and significant effect on
attachment to a tourist destination. Also, the well-being of the destination plays a mediating
role in the relationship between a memorable tourism experience and attachment to the
tourist destination.

Conclusion: Considering the positive and constructive impact of a memorable tourism
experience on the heart of a tourist destination, business owners in the tourism industry are
advised to make all their efforts to provide tourism services to create a memorable trip for
tourists. In this case, they can expect tourists to travel there again with an attachment to
the tourist destination. They are also suggested to create pleasant moments for tourists
instead of focusing on long-term functions because the results have shown that tourists
care more about the well-being of the destination than having fun.

Originality /value: Paying attention to the views and motivations of tourists to travel to a
destination is a necessity for marketing and planning tourism development, and it is also a
basis for designing tourism-related infrastructures.
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1. Introduction

Well-being is one of the basic concepts in
the category of positive psychology. At
the same time, tourism as a conscious
and selective activity is an important
context for experiencing well-being. In
particular, tourism during holidays shows
that tourism memories help to increase a
person's happiness, which affects his
well-being and those around him.

Following  Pierce's study, other
researchers have used theories in positive
psychology to find out how tourism and
travel affect mental well-being. Positive
psychology includes the two components
of fun and well-being, and there are
serious distinctions between them. Fun
includes positive emotions, happiness,
and enjoyment (feeling good when
performing an activity), while well-being
focuses on personal growth and
performance. Well-being can result from
activities that are not pleasant during the
experience but lead to positive effects
that may occur after the activity is
successfully completed. Empirical
research supports the relationship
between memorable tourism and the
welfare sector. For example, they found
that tourism during the New Year has a
positive and significant effect on
subjective pleasure. This mindset inspires
the concept that positive and memorable
tourism experiences can contribute to
enjoyment and well-being.

Researchers also found that weekend
vacations are effective in improving the
level of happiness of those who have fun
in this way and lead to mental well-being
of the type of happiness. Also, music and
fun seriously lead to well-being through
increasing the level of fun. From the sum

of these discussions, we can see that the
expectation that having a memorable
experience from a tourist trip can
improve people's mental well-being.

Place attachment to a tourism
destination plays an important role in
tourism  marketing. When  tourists
experience a high level of satisfaction in a
destination, they become attached to that
destination and think more about
revisiting there in the future.

Existing studies in this field have
assumed that the construction of the
tourism experience is based on the
interaction between the individual
experience of the tourist and the
destination. When tourists are asked
about their travels, they often refer to
experiences that are memories that form
a formative process. In fact, an important
outcome of a tourism experience is its
memorability, which has been found to
influence  the  tourist's  behavioral
intention and the likelihood of revisiting.
From the results of the studies conducted
in this field, it appears that place
attachment is influenced by factors such
as the 1image of the destination,
attractiveness of the destination, personal
relationships, and satisfaction of visitors.

Therefore, one of the factors that
experts in the field of tourism are
interested in is the creation of
attachment to the tourist destination for
tourists, because it is thought that the
dynamism and growth of this industry
depend on increasing the attachment of
tourists to the tourist destination and, as
a result, increasing the probability of
visiting the region again.

Therefore, with this approach, the
current research has tried to analyze the
problem of attachment to the tourist
destination. To fulfill this aim, the tourism
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experience index was wused as an
independent variable, and to strengthen
the desired analysis, the welfare variable
of the destination was used as a
mediating variable.

2. Research Methodology

The current research is of the applied
type in terms of purpose and descriptive
survey type in terms of nature and
method. The statistical population of the
research was all the tourists who have
visited the region and the tourist city of
Masuleh. The statistical sample of the
study was determined according to
Cochran's formula, which was equal to
384 people, while the sampling method
was simple random sampling. Data
analysis was based on structural equation
modelling using SmartPLS software. The
data collection tool was a questionnaire
that included three variables and 16 items
(four items related to the memorable
experience variable, eight related to the
destination welfare variable, and four
related to the destination attachment
variable). The Likert scale, which is one of
the most widely used scales in research,
was used to measure the items in the
questionnaire. Cronbach's alpha method
was used to determine its validity based
on experts' opinions and to check the
reliability of the research tool.

3. Research Findings

The first hypothesis is that a memorable
tourism experience has a significant
effect on attachment to the tourist
destination.

Based on the obtained results, the
coefficient of the route is equal to 0.165
and the value of the route is 1.992, which
can be concluded that the memorable
tourism experience has a positive and

significant effect on the attachment to
the tourist destination.

The second hypothesis is that the
memorable experience of tourism has a
significant effect on the well-being of the
destination.

Based on the obtained results, the
coefficient of the route is equal to 0.739
and the value of the route is 10.837, which
can be concluded that the memorable
tourism experience has a positive and
significant effect on the well-being of the
destination.

The third hypothesis is that the well-
being of the destination has a significant
effect on the attachment to the tourist
destination.

Based on the obtained results, the
route's coefficient is equal to 0.583, and
the route's value is 2.911, which suggests
that the destination's well-being has a
positive and significant effect on tourism.
The fourth hypothesis is that destination
well-being has a mediating effect on the
relationship between a memorable
tourism experience and attachment to
the tourist destination.

Based on the obtained results,
according to the significance of both the
input and output paths of the mediating
variable, i.e., destination welfare, this
variable has a mediating effect on the
relationship between the memorable
tourism experience and attachment to
the tourist destination. The final
coefficient of influence is equal to 0.431.
Considering the appropriateness of the
results of all validation tests, the paths of
interpretation and research hypotheses
were examined.

Hoseyn Pakdel, Ali Hoseini. Investigating the Impact of Destination Well-being and Tourism Experience on Place
Attachment

Volume 2. Issue 1. Spring and Summer 2024. Pages 219 to 235.




Volume 2. Issue 1. Spring and Summer 2024. Pages 219 to 235.

The Journal of Tourism and Hospitality Marketing Research

4. Conclusion

During recent decades, tourism has been
one of the main factors in the economic
and social development of many regions.
According to research by the World
Tourism Organization, during the next
two decades, the tourism industry will
continue to grow rapidly and become the
largest industry in the world. The
systematic development of tourism and
the use of the many capabilities of this
sector to improve the current state of
tourism in the country requires the use of
tourism planning so that according to the
existing sensitivities and subtleties of the
society and the needs of tourists, the
capabilities of this industry can be used
for the progress and development of the
society. At the same time, planning for
tourism development requires developing
and paying attention to the needs,
characteristics, and demands of the
market as tourism demand factors. In this
regard, paying attention to the views and
motivations of tourists to travel to a
destination is a necessity for marketing
and planning tourism development and is
also a basis for designing tourism-related
infrastructures. Suppose the motivations
and goals of the tourists are correctly
known according to their demographic
and psychological characteristics; in that
case, the target markets for the tourism
industry can be determined in such a way

that while respecting the values of the
host society, the tourists' needs can be
met appropriately.

The studies related to the detailed
investigation of the impact of the
effective  indicators on  creating
attachment to the tourist destination in
the country are not very rich. Therefore,
it is not possible to make an exact
comparison in this field. The results of
this study show that memorable tourism
experiences significantly affect
attachment to places, and pleasant
experiences completely mediate this
relationship. When tourists make their
experience memorable, they enhance
satisfaction and strengthen their purpose
and meaning towards travel.
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