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ABSTRACT 

Norms shape tourist behaviour, and can influence loyalty, sustainable consumption, pro-

environmental behaviour, tourist attachment, intentions to revisit, tourist volunteer behaviour, 

littering behaviour, positive word of mouth, and more. However, what is not clear is the 

circumstances in which norms are more or less effective.  

Norms help tourists connect with a destination and stay loyal. Plus, they have a significant impact 

�R�Q���S�H�R�S�O�H�
�V���E�H�K�D�Y�L�R�X�U�D�O���L�Q�W�H�Q�W�L�R�Q�V�����,�W���L�V���E�H�O�L�H�Y�H�G���W�K�D�W���W�K�H�V�H���D�U�H���W�K�H���I�D�F�W�R�U�V���W�K�D�W���L�Q�I�O�X�H�Q�F�H���S�H�R�S�O�H�¶�V��

decisions and actions. Despite the significant role assigned to norms in the behavioural field, they 

seldom feature in the tourism and hospitality sector. Moreover, the literature suggests that there 

has not yet been a definitive finding on what influence norms have on tourist behaviour. Rather, 

there are specific gaps in our understanding. First, prior research in the tourism and hospitality 

stream has adapted only partial aspects of the construct, such as socially desirable behaviour. 

Further, the concept of norms proposed is mismatched to how they have been operationalised. 

Second, how different norms and personality characteristics influence attachment and loyalty 

behaviours in tourists is under-researched. Lastly, there are few recommendations on how norms 

and personal characteristics can be used by the tourism and hospitality industry as marketing tools.  

This thesis draws on normative and behavioural theories, including the theory of normative 

conduct, the theory of planned behaviour, and social congruity theory, to examine the influence 

of norms and personal characteristics on tourism. The goal is to determine whether norms can play 

a role in the growth and sustainability of the tourism industry by enhancing behavioural intentions 

and place attachment. Normative conduct theory focuses on the importance of norms in shaping 

human behaviour. The theory holds that, by guiding an individual's behaviour, norms can be used 

to assess whether other people might approve of their actions. This theory additionally states that 

people should consider how other people feel about their actions, while taking their personal 

features into account. This theory is not widely used in tourism and hospitality research. In this 

study, this theory is used to examine the different behaviours of tourists. According to the theory 

of planned behaviour, a person's actions are influenced by their perceived control, subjective 

�Q�R�U�P�V�����D�Q�G���D�W�W�L�W�X�G�H�V�����D�Q�G���W�K�H���P�D�L�Q���I�D�F�W�R�U�V���W�K�D�W���P�R�W�L�Y�D�W�H���D���S�H�U�V�R�Q�¶�V���E�H�K�D�Y�L�R�X�U�V���D�U�H���W�K�H�L�U���L�Q�W�H�Q�W�L�R�Q�V����

Although this theory has been widely used in tourism research, using any one theory as the sole 

basis of a study has been broadly criticised. This is among the reasons why this thesis draws on 

several theories to predict behaviour. Similarly, social congruity theory suggests that people are 



ii 

 

motivated to conform to social norms and expectations in order to maintain positive social 

relationships and avoid social disapproval or rejection. This theory proposes that individuals 

compare their own attitudes and behaviours to those of their social group, and that they adjust their 

attitudes and behaviours to be more congruent with the norms of that group. The theory suggests 

that the strength of social influence depends on the importance of the group to the individual and 

the degree of unanimity within the group regarding the particular norm or expectation in question. 

Social congruity theory has been used to explain a wide range of social phenomena, including 

conformity, compliance, and obedience to authority. 

This thesis is framed within a pragmatic research approach and employs both quantitative and 

qualitative methods with the research design consisting of two phases. The first phase involved of 

a systematic literature review to, first, explore the relationship between norms and tourist 

behaviour and, second, to look for strategies that might be effective marketing tools. This literature 

review contributed significantly to the development of the empirical studies in the second phase. 

For example, in the first empirical investigation, data were collected from 668 tourists at five 

different tourist locations in a developing country to examine how various norms affect customer 

loyalty behaviours, including intentions and positive word of mouth. A more detailed explanation 

of the research questions and the objectives the three papers of this thesis aim to address is 

provided in Chapter 1.     

The thesis is presented in a series of published papers so as to provide direct evidence of this 

�U�H�V�H�D�U�F�K�¶�V�� �S�R�W�H�Q�W�L�D�O�� �W�R�� �E�H�� �S�X�E�O�L�V�K�H�G���� �$�� �W�K�H�V�L�V-by-papers format was deliberately selected to 

leverage the peer review process and the increasing number of published works. This also created 

opportunities for me to be mentored. The thesis's three main chapters are presented as a sequence 

of papers. All the three papers have already been published in journals ranked on the ABDC list �± 

a widely recognised journal-ranking list in Australia. 

Paper one presents the findings of a quantitative and systematic literature review of 81 articles 

published in English-language academic journals about the intersection of behavioural intentions 

and norms in hospitality and tourism. This study reveals a need to understand how norms affect 

this sector in more detail and also a need to link different norms to different types of tourist 

behaviours. The paper also identifies several other gaps in our knowledge about the intersection 

of norms and tourist behaviours and presents a conceptual framework that can be used to study 

the various consequences and antecedents of this link. The framework provides a deeper 
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understanding of the phenomenon, which should have a significant impact for marketers and 

managers in the tourism and hospitality sector. 

Paper two presents the results from an empirical study that examines how various norms affect 

customer loyalty behaviours, including intentions to revisit and positive word of mouth (WoM). 

Subjective norms were modelled as independent variables, while personal and cultural norms were 

used as mediators. Normative conduct theory and the theory of planned behaviour were used to 

help develop the integrated models in this paper. The results demonstrate that injunctive norms 

are significant predictors of both a t�R�X�U�L�V�W�¶�V���L�Q�W�H�Q�W�L�R�Q�V���W�R���U�H�Y�L�V�L�W���D���G�H�V�W�L�Q�D�W�L�R�Q���D�Q�G���S�R�V�L�W�L�Y�H���:�R�0����

Descriptive norms are also significant in predicting revisit intentions. However, surprisingly, these 

norms appear to be insignificant in terms of a direct relationship with positive WoM. Nevertheless, 

personal and cultural norms significantly mediate these two relationships. The findings of this 

study yield useful insights for marketers and government bodies that will aid in future decision-

making.  

Paper three presents the results from two separate studies (Study A and Study B), which were 

developed using the concepts of normative conduct theory and social congruity theory. The data 

in Study A were collected from 453 Australian and overseas tourists with the results showing that 

subjective and descriptive norms have a significant direct and indirect connection to place 

�D�W�W�D�F�K�P�H�Q�W�����7�K�H���W�R�X�U�L�V�W�¶�V���S�H�U�V�R�Q�D�O�L�W�\���S�U�R�Y�H�V���W�R���E�H���W�K�H���V�W�U�R�Q�J�H�V�W���S�U�H�G�L�F�W�R�U���R�I���D�W�W�D�F�K�P�H�Q�W���E�H�K�D�Y�L�R�X�U��

while, surprisingly, cultural norms are not a significant factor in predicting place attachment. This 

finding contradicts already existing knowledge on the phenomenon. Destination preference 

mediates all the hypothesised paths, while travel companions significantly moderate most of the 

paths. Study B involves an eye-tracking experiment conducted to test the attention and emotions 

of tourists regarding heritage places. It shows that tourists are more interested in and attached to 

heritage sites as compared to non-heritage sites where tourism-related activities are being 

organised.  

The systematic literature review in the first paper serves as a foundational step, revealing gaps in 

our understanding of norms and their connection to tourist behaviours. Building upon this, the 

second paper delves into the impact of norms on loyalty behaviours in tourists. It not only 

identifies the significance of injunctive and descriptive norms but also provides a nuanced model, 

incorporating personal and cultural norms as mediators. Taking this exploration a step further, the 

third study broadens the scope by investigating how attachment behaviour is influenced by norms. 
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Interestingly, the findings from this analysis challenge existing knowledge in that cultural norms 

were not found to be a significant factor in predicting place attachment, contrary to expectations. 

The integration of normative conduct theory and social congruity theory into both studies provided 

a comprehensive framework. 

This research journey progressed from identifying gaps in understanding norms and tourist 

behaviours to exploring the intricate relationship between norms and loyalty behaviours, finally 

culminating in an examination of attachment behaviours. Together, these studies contribute a 

layered understanding of the role norms play in shaping various facets of tourist experiences. 

Overall, these papers offer valuable insights for marketers, policymakers, and researchers in the 

field of tourism and hospitality. Additionally, this thesis makes several theoretical and practical 

contributions for academicians, marketers, and policymakers. It extends our current understanding 

of norms, their definitions, their core concepts, and how they are measured. Further, this thesis 

enhances the current body of knowledge on how norms influence customer behaviour, particularly 

in the hospitality and tourism sector.  

Theoretically, paper contributes to the current state of affairs regarding norms in leisure research. 

In the prior literature, authors have mostly limited the scope of their research to justify the various 

�G�L�P�H�Q�V�L�R�Q�V���R�I���W�K�H���Q�R�U�P�V�¶���F�R�Q�V�W�U�X�F�W�V�����3�D�S�H�U���W�Z�R���F�R�Qtributes to three bodies of knowledge. First, it 

contributes to the tourism loyalty literature by examining the determinants of tourist loyalty 

beyond attitudes to destinations and tourist satisfaction. Second, it contributes to novel 

applications of norma�W�L�Y�H���F�R�Q�G�X�F�W���W�K�H�R�U�\���E�\���X�V�L�Q�J���W�K�L�V���W�K�H�R�U�\�¶�V���F�R�Q�F�H�S�W�V���L�Q���W�K�H���I�L�H�O�G���R�I���W�R�X�U�L�V�P����

Third, this study also contributes to the sustainable tourism literature. Despite the significant 

importance of norms in the behavioural field, they are rarely used to predict sustainable activities 

for tourists. Paper three contributes by discussing the normative determinants of place attachment, 

whereas most previous studies focus on socio-economics, demographic variables, or tourist 

satisfaction levels. This study also reveals that place attachment is a complex multi-stage process 

that spans a multitude of phases from an individual personality trait to making final decisions. 

Overall, this thesis presents empirical evidence to support the application of norms in behavioural 

studies in the fields of tourism and hospitality.  

Practically, this thesis provides several managerial recommendations, such as using norms to 

design comprehensive marketing messages for tourism and hospitality offerings that will attract 

more tourists and increase their satisfaction through pro-environmental initiatives. In addition, this 
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thesis informs marketers and governments to provide reminders to tourists about taking care of 

�W�R�X�U�L�V�P�� �G�H�V�W�L�Q�D�W�L�R�Q�V���� �,�W�� �D�O�V�R�� �K�L�J�K�O�L�J�K�W�V�� �W�K�D�W�� �W�K�H�� �L�P�S�R�U�W�D�Q�W�� �S�H�R�S�O�H�� �L�Q�� �R�Q�H�¶�V�� �O�L�I�H�� �D�O�V�R�� �D�I�I�H�F�W�� �R�X�U��

decisions and the attachment we have to places. Finally, it suggests that stakeholders in heritage 

tourism sites should organise different cultural activities at these locations to attract and retain 

more tourists.   
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CHAPTER 1 INTRODUCTION  

This chapter provides an introduction to the research background and scope of the study. 

It explores the various aspects of the project e.g., research aims, research questions, and 

its conceptual framework. It also covers the managerial and theoretical contributions of 

the study. The chapter concludes with a review of the research methods applied in this 

study, structure of the thesis, relevant key terms and limitations of the work.  

1.1 Background of the study  

The tourism industry has been growing over the past couple of decades, and it is becoming 

a multi-faceted sector that caters to different demographics (Achmad and  Yulianah, 

2022). Today, it is a vital part of the global economy (Huseynov, 2023). The industry 

supports local communities and provides employment opportunities, which contribute to 

the development of healthy and positive societies. In fact, the tourism industry has been 

experiencing strong growth over the past couple of years and the global tourism industry's 

revenue reached over US$1 trillion in 2018 (WTTC, 2023). The industry's contribution 

to the global economy also increased by 4%. The revenue shown a slight growth of 4.2% 

in 2019 and 4.3% in 2020 (WTTC, 2023). More recently, the world tourism industry 

�Z�L�W�Q�H�V�V�H�G���R�Y�H�U���8�6�������W�U�L�O�O�L�R�Q���W�R���W�K�H���J�O�R�E�D�O���H�F�R�Q�R�P�\���L�Q�������������D�Q�G���W�K�H���L�Q�G�X�V�W�U�\�¶�V���U�H�Y�H�Q�X�H���L�V��

expected to grow by 4.7% annually (WTTC, 2023). Therefore, it is important to  

understand how tourists look at this industry and what influence their positive behaviour 

regarding tourism. 

�,�Q���W�R�G�D�\�¶�V���F�R�P�S�H�W�L�W�L�Y�H���H�Q�Y�L�U�R�Q�P�H�Q�W�����W�R�X�U�L�V�P���V�H�U�Y�L�F�H���S�U�R�Y�L�G�H�U�V���D�Q�G���P�D�U�N�H�W�H�U�V���I�D�F�H���Y�D�U�L�R�X�V��

consumer behavior issues each day. Understanding consumer behavior, especially tourist 

behavior, helps organizations design their services, improve strategies, and satisfy tourists 

(Caldito, Dimanche and  Ilkevich, 2015). Most of the professionals in tourism field seek 

answers to the following questions: Why do tourists like a destination? Why do they 

travel? What is their destination selection process? How can tourism service providers 

create value and satisfy tourists? The questions mentioned above can be answered by 

knowing (1) the psychology (e.g., how they think, feel, select and evaluate services and 

brands) of tourists; (2) what motivates tourists to travel and to select a specific destination; 

(3) most importantly the psychology of how tourists which is assumed to be influenced 

by their environment (e.g., norms, society, culture, family and friends, destination 

branding, social media, and advertising). Responding to these questions and issues is 

important. It will help marketers in the planning and development decisions at the 
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destination and the organizational level (Kock, Josiassen, Assaf, Karpen and  Farrelly, 

2019). Also, it will help all service providers increase visitor satisfaction and generate 

memorable experiences, which will ultimately affect businesses' long-term interests or 

financial success.  

Consumer (tourist) behavior can be defined as 'activities people undertake when 

obtaining, consuming, and disposing of products and services (Blackwell, Miniard, and  

Engel, 2001, p. 6). Besides the importance of understanding tourist behavior, factors 

affecting tourist behavior are still underemphasized and latent. Tourism marketers are 

�F�R�Q�F�H�U�Q�H�G�� �Z�L�W�K�� �D�O�O�� �L�Q�I�O�X�H�Q�F�H�V�� �W�K�D�W�� �D�I�I�H�F�W�� �W�R�X�U�L�V�W�V�¶�� �E�H�K�D�Y�L�R�U�� �E�H�F�D�X�V�H�� �X�Q�G�H�U�V�W�D�Q�G�L�Q�J and 

analyzing tourist behavior focuses on competing destinations, tourism organizations, and 

firms (Caldito, 2015). Also, there is minimal work explaining what factors can be used in 

effective marketing campaigns to gain tourists positive behavior and attachment with the 

destinations. Therefore, the current study will fill the gap in understanding tourist 

behavior by investigating personal normative forces, their types, and influences through 

an integrated model based on normative and behavioural theories e.g., a focus theory of 

normative conduct (Cialdini, 1991), theory of planned behaviour (Ajzen, 1991) and 

social-congruity theory (Sirgy, Johar, Samli and  Claiborne, 1991). In the next section, 

the significance of the study is provided with the explanation of main theories and their 

postulates as well as justification of utilizing their concepts and the possible contribution 

to the advancement of these theories. 

1.2 Research gaps and rationale of the study 

Research Gap 1: Normative influences on tourism and hospitality marketing and 

management 

The first research gap addresses the need to explore the intersection of normative 

psychology and consumer behavior in tourism. Norms, as described by Cialdini and Trost 

(1998), are socially constructed rules that significantly shape human behavior, including 

decision-making processes in a tourism context. Despite extensive studies on tourist 

behavior, there has been limited exploration of how norms influence tourist decision-

making within the specific contexts of marketing and management. 

Significance for the industry: A systematic literature review (covering 81 peer-reviewed 

articles) revealed a strong relationship between normative factors and tourist behavior. 

For instance, studies have shown that tourists' choices are influenced by cultural norms, 

social expectations, and moral frameworks (Dolnicar, Grün, and  Leisch, 2011). This gap 
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is critical for the tourism industry because understanding these normative influences can 

inform targeted marketing and management strategies that align with tourists' socially 

driven motivations and expectations. By filling this gap, tourism managers can better 

cater to diverse visitor needs and enhance customer satisfaction (Pearce, 2011). 

Research Gap 2: Norms and tourist loyalty behaviors 

The second research gap extends the investigation into how norms shape tourist loyalty 

behaviors. Previous research has predominantly focused on individual-level factors like 

satisfaction and perceived value when examining loyalty (Oppermann, 2000). However, 

there is limited literature that explores the impact of norms on loyalty, particularly in 

terms of revisits and word-of-mouth recommendations (Oliver, 1999). The systematic 

review identified this under-�U�H�V�H�D�U�F�K�H�G�� �D�U�H�D���� �L�Q�G�L�F�D�W�L�Q�J�� �W�K�D�W�� �W�R�X�U�L�V�W�V�¶�� �O�R�\�D�O�W�\��may be 

influenced by broader social and cultural norms, suggesting a need for empirical research 

that connects these dimensions. 

Significance for the industry: For the industry, filling this gap is crucial because loyalty 

behaviors directly impact the economic sustainability of tourism destinations (Yoon and  

Uysal, 2005). Understanding the normative influences on loyalty can help managers 

develop strategies to foster stronger emotional connections with tourists, encouraging 

repeat visits and positive endorsements. 

Research Gap 3: Subjective social norms, personality traits, and place attachment 

The third gap identified pertains to the complex relationships between subjective social 

norms, personality traits, and place attachment. While there is ample research on place 

attachment in environmental psychology (Williams and  Vaske, 2003), there is 

insufficient integration of norms and personality traits into this body of work. The 

literature points to the importance of subjective norms in shaping emotional connections 

to places (Lewicka, 2011), yet the interaction between norms, personality, and attachment 

remains underexplored. 

Significance for the industry: This research is vital for the tourism industry because 

place attachment can significantly impact tourists' emotional investment in a destination, 

influencing their long-term relationships with specific places (Scannell and  Gifford, 

2010). By examining these dynamics, destination managers can design experiences that 

foster deeper emotional connections, ultimately enhancing visitor retention and 

destination loyalty.  
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1.3 Overall significance of the study 

This thesis contributes to the hospitality and tourism field of studies and make practical 

contributions to fields and will help managers of different consumer-oriented 

organizations, especially those involved in the tourism and hospitality business. This 

study offers several contributions and fills significant gaps in the literature on consumer 

behavior, especially by explaining the normative role in the rapidly changing tourist 

behaviors. Firstly, the current study advances past studies for fully explaining the concept 

of norms, while previous studies emphasized just partial concepts of the constructed norm 

like social acceptance or have proposed the mismatched concept and operationalization 

of the construct (Vesely, and Klöckner, 2020). Also, few studies have identified how 

norms can be utilized for marketing consumer goods and services since their development 

in 1936 (Sherif, 1936), particularly tourist destinations, to generate business for the 

stakeholders. These are important gaps to fully comprehend the concept of norms by 

investigating their research context, theoretical background, definitions, measurements, 

roles, and main results.  

Secondly, past studies strongly demonstrate norms' power and reach; they can hardly be 

overestimated (Kelman, 1961). Norms detail appropriate behavior, but these expectations 

define what an individual does and who he is. Human behavior is believed to be formed 

and directed by different norms and conforming to them. Deviation from norms leads to 

(if expectations are not met) loss of social status or exclusion (McDonald and  Crandall, 

2015); still, Wang and Zhang (2020) found that norms were ignored in past studies in 

consumer behavioral fields. Besides the significant importance of norms in behavioral 

development and guidance, they are rarely utilized in explaining consumer behavior, 

especially from the hospitality and tourism perspective. Therefore, there lies a huge gap 

in knowing normative influence on consumer behavioral intentions (McDonald et al., 

2015), which is critical for the growth and sustainability of a business. Thus, scholars 

need to explore this less-debated domain of tourism and hospitality as it has a significant 

role in changing tourist behavior.  

Thirdly, Studies have shown that various psychological factors can be used to predict the 

likelihood of a person being attached to a certain place (Mandal, 2016), such as the 

personal normative and cultural factors (WTO, 2012). This suggests that the restorative 

effects of a holiday can influence the choice of a destination and the subsequent 

attachment of tourists. However, there are limited studies on the link between norms and 

destination attachment. To fill these gaps, current study utilized normative and 
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�E�H�K�D�Y�L�R�X�U�D�O�� �W�K�H�R�U�L�H�V�� �W�R�� �H�[�S�O�D�L�Q�� �W�R�X�U�L�V�W�V�¶�� �U�H�Y�L�V�L�W�� �E�H�K�D�Y�L�R�X�U���� �S�R�V�L�W�L�Y�H�� �Z�R�U�G�� �R�I�� �P�R�X�W�K�� �D�Q�G��

attachment behaviours. This study's theoretical and practical contributions are discussed 

in the next section.            

1.4 The parent theories of the study  

The current study utilized the concept of three theories namely a social congruity theory, 

theory of planned behaviour and a focus theory of normative conduct. A social congruity 

model is a framework that aims to predict the behavior of consumers based on the 

attributes of a product or service (i.e., destination offers). It can also identify the factors 

that influence their decision making (Sirgy, 1982). These include the type of destination 

they are visiting, their intention, and loyalty (or attachment). Various types of congruities 

are typically used to describe the various aspects of a person's self-perception, such as his 

or her social self-esteem, self-confidence, and social consistency (Claiborne et al., 1991). 

When a person experiences actual self-congruity, they are more likely to visit a place that 

will satisfy their own needs. On the other hand, when they experience the ideal self-

perception, they are more likely to visit a place that will satisfy their social approval, and 

self-esteem needs (Beerli, Meneses and  Gil, 2007). Through the selection of a destination 

to visit, consumers can fulfill various needs, such as social approval, self-esteem, and 

consistency. This is expected to increase their positive behaviour regarding tourist 

destinations (Moons, De Pelsmacker and  Barbarossa, 2020).  

Similarly, the theory of planned behavior (TPB) is one of the most broadly used socio-

psychological theories to predict human decisions and behaviors (Guerin and  Toland, 

2020). Its applicability and anticipation power for diverse human behaviors have been 

demonstrated through meta-analyses (McEachan, Conner, Taylor and  Lawton, 2011). 

Undeniably, the TPB is a commonly applied theory in the tourism domain to explain 

travelers' decision-making processes and behaviors (Kim and  Hwang, 2020; Wu, Tsai, 

and  Lee, 2017; Song, Lee, Reisinger and  Xu, 2017). The important aspects of these 

decision formations and behaviors comprise the tourism destination preferences (Eom 

and  Han, 2019). Thus, TPB utilization is often considered efficient in a wide range of 

destination selection processes and behaviors and destination branding (Han, 2015; 

Guggenhein, Taubman-Ben-Ari and  Ben-Artzi, 2020). Under the framework of the TPB, 

individuals' intentions can be sturdily explained because of its scope, which comprises 

volitional and non-volitional processes (Ajzen, 2001).  

The components of the TPB are the attitudinal factors, subjective norms, and perceived 
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behavioral control (Ajzen and  Kruglanski, 2019). The attitude toward the behavior and 

the subjective norm are the constituents of the volitional process, whereas the perceived 

behavioral control is the major factor of the nonvolitional process (Ajzen, 1991). The 

TPB framework posits that the behavioral intention is the most proximal determinant of 

the actual behavior (Guerin and  Toland, 2020) and that this intention is built based on 

the attitude toward the behavior, the subjective norm, and the perceived behavioral 

control (Guggenhein et al., 2020). In other words, the individuals' intention develops 

through volitional and nonvolitional procedures in a simultaneous manner (Guerin and  

Toland, 2020). The TPB is an advanced model of reasoned action (TRA) (Ajzen, 1991). 

Unlike the TPB, the TRA solely considers the volitional dimension to predict human 

behaviors (Ajzen, 1991; Ajzen and  Kruglanski, 2019).  

Attitudinal factors are undoubtedly salient determinants of travelers' intentions (Han and  

Hyun, 2017). This concept indicates individuals' general assessments regarding whether 

a particular behavior is positively or negatively valued (Perugini and  Bagozzi, 2001). 

The subjective norm is another critical predictor of travelers' behavioral intentions (Wu, 

Tsai and  Lee, 2017). The subjective norm refers to an individual's perception of social 

pressure to or not to perform a particular behavior (Guerin, R.J.; Toland, 2020; Ajzen and  

Kruglanski, 2019). The perceived behavioral control is also a crucial determinant of the 

tourists' intention (Kim and  Hwang, 2020). This nonvolitional factor indicates an 

individual's perception of their capability to or not to be involved in a particular behavior 

(Perugini and  Bagozzi, 2001). The positive associations between attitude, subjective 

norm, perceived behavioral control, and behavioral intention has long been tested and 

demonstrated in the extant studies of tourism and consumer behavior (Hwang, Kim and  

Gulzar, 2020; Kim and  Hwang, 2020; Wu, Tsai and  Lee, 2017). These studies 

empirically supported the conceptual justification of the TPB by Ajzen (Ajzen, 1991), in 

which the customer's behavioral intention for a specific action develops based on the 

influence of a positive attitude toward the action, the perceived social pressure, and the 

perceived ability to act. 

The normative conduct theory (NCT) also deals with the behavioral factors influenced by 

normative forces, such as personal, cultural, descriptive, or injunctive norms (Cialdini, 

1991). The normative conduct theory (Cialdini, Reno and  Kallgren, 1990) describes how 

human behavior (e.g., related to tourism) is influenced by norms (personal, cultural, and 

social). Injunctive norms �U�H�I�H�U���W�R���D���S�H�U�V�R�Q�¶�V���S�H�U�F�H�S�W�L�R�Q�V���D�E�R�X�W���Z�K�D�W���R�W�K�H�U�V���H�[�S�H�F�W���W�K�H�P���W�R��

do (Morris et al., 2015), while descriptive norms refer to one's perceptions regarding what 
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other people do. Therefore, conceptually, descriptive norms are formed by the influence 

of what others are doing (norms of 'is'), while injunctive norms are influenced by the 

beliefs that others expect one to perform a particular behavior or approve of one's 

engagement in a particular action (norms of 'ought') (Cialdini et al., 1991, p. 203). The 

conceptual model of the current study is designed by integrating the main postulates of 

the social-congruity theory, TPB and NCT. The next section justifies opting for these 

theories.  

1.4.1 Justification for utilizing the underpinning theories    

The focus theory of normative conduct (Cialdini, Kallgren and  Reno, 1991) gained the 

attention of researchers in the last few years in the tourism and hospitality fields with 

4010 citations to date (source: Google Scholar). Currently, the basic postulates of this 

theory are utilized because this is the only scientific theory that will comprehensively 

elaborate on the concepts of subjective social norms; more specifically, it explains in 

detail the normative influence in changing an individual's behavior. In addition, the focus 

theory of normative conduct (Cialdini et al., 1991) puts light on the role of cultural and 

personal norms in changing an individual's behavior. It is exactly in line with the current 

study. Similarly, recently, many researchers have utilized the concepts of the normative 

conduct theory (1991) to develop research models and reported the significant influence 

of norms in the same direction described by the theory (e.g., Saleem, Eagle and  Low, 

2021). Similarly, considering the clarity of concepts and importance of the focus theory 

of normative conduct, many other researchers in the tourism and hospitality field have 

utilized its basic postulates (e.g., Han, McCabe, Wang and  Chong, 2018; Luu, 2019). As 

the current study strives to examine the significance of subjective social norms and 

personal and cultural norms in changing tourist behavior, the focus theory of normative 

conduct is the best suited scientific theory for this study. 

In addition, the researchers believe that the theory of planned behavior is a prominent 

framework for predicting and explaining behavior in various domains (Steinmetz, 

Knappstein, Ajzen, Schmidt and  Kabst, 2016). The theory is also increasingly being used 

as a framework for behavior change interventions, for example, in tourism and 

hospitality. An analysis by Steinmetz et al. (2016) confirmed the effectiveness of TPB-

based interventions. Furthermore, TPB is the advanced version of reasoned action (TRA) 

theory, which explains intentions and behavior relations. TRA lacks justifying the control 

factors involved in the behavior formation process, and TPB filled this gap by 

incorporating a behavioral control in the model. TPB is the most widely used theory in 
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behavioral sciences, with 118744 citations in different research (based on Google 

scholar). Although the TPB received some critics from researchers (e.g., Kaiser, Schultz, 

and  Scheuthle, 2007), it is still the prominent theory used in most studies to understand 

tourist behavior.  

Similarly, several researchers have endorsed the positive role of social congruity theory 

in explaining different types of consumers in tourism and hospitality fields (e.g., Wang 

and  Yan, 2022; Luna-Cortés, López-Bonilla and  López-Bonilla, 2019; Correia, Kozak 

and  Reis, 2016). Social congruity theory was utilized in this thesis because it provides a 

critical lens to examine how tourists' behaviors align with social norms and group 

expectations. This theory suggests that individuals adjust their actions to conform to the 

norms of their reference groups to maintain positive relationships and avoid social 

rejection, which is particularly relevant in tourism contexts where group dynamics often 

influence behavior (Cialdini and  Goldstein, 2004). The thesis integrates this theory with 

other normative frameworks, such as the theory of planned behavior and normative 

conduct theory, to offer a more comprehensive understanding of how norms, alongside 

personal characteristics, shape tourists' loyalty, place attachment, and sustainable 

consumption (Ajzen, 1991; Cialdini, Reno, and  Kallgren, 1990). Empirical evidence 

from the thesis demonstrates that social congruity significantly impacts behaviors such as 

revisit intentions and positive word of mouth, highlighting its relevance in explaining the 

influence of social norms on tourist behavior (Dolnicar, 2006).  

1.4.2 Contribution of current study to the parent theories 

The normative conduct theory is powerful in understanding behavioral intentions, 

especially in promoting environmental behavior (Cialdini, 2003). This theory emphasizes 

the importance of normative influence in affecting behavior. The main focus of the theory 

is the distinction between injunctive and descriptive norms. Injunctive norms specify 

what is typically approved of and, therefore, what 'ought' to be done. Descriptive norms 

are related to the people's original behavior that important others will accept (Kallgren, 

Reno and  Cialdini, 2000). According to NCT, both norms affect behavior; however, it is 

not true in all situations. The primary principle of the normative conduct theory is the 

importance of norm salience in influencing behavior. Norms play the primary role when 

they are salient, and people will try to follow the norms' expectations to demonstrate 

socially acceptable behavior (Cialdini, Reno and  Kallgren, 1990). The normative conduct 

theory also discusses cultural and personal norms. The theory says that these norms 

directly or indirectly influence an individual's behavior. Personal and cultural norms also 
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play the role of mediators between subjective social norms (injunctive and descriptive 

norms) and behavioral intentions. As the theory explains normative influence on 

behavioral intentions in detail, it has a wide range of applications in the consumer 

behavioral sciences. Considering its importance, the concept of this theory has been 

utilized in the current study. Injunctive, descriptive, personal, and cultural norms from 

the normative conduct theory are conceptualized as predictors of consumer behavior, 

while destination branding is modeled as intervening factor and personality as the 

moderating variable in this study.    

Furthermore, this theory lacks discussion of the possibility of any moderating effect on 

norm formation and behavioral change. While some researchers endorse moderating 

influence in behavioral studies. For example, MacKinnon (2011) informs that a 

moderating factor enhances the quality and clearance of research and enriches the 

information from outcome studies. Hence, this study will fill this gap by discussing the 

role of a moderating factor in norm formation and behavior change.    

In addition, as TPB received some critics from previous researchers (e.g., Kaiser, Schultz, 

and  Scheuthle, 2007) in explaining behavioral intentions, in this study, some major 

changes will be made to design a new model to understand tourist behavior. For example, 

we utilized NCT complete theory to predict behavior instead of subjective norms. 

Furthermore, tourist personality has been introduced as a controlling factor in the 

extended model of TPB. In the end, a new intervening variable, destination branding, is 

incorporated into the TPB model to test tourist behavior. Conclusively, the current flow 

of the TPB process starts with norms as predictors, destination branding as a mediator, 

and tourist personality as a moderator of the relationships between norms and tourist 

behavior. Based on an extensive literature review and up to the author's knowledge, this 

is a unique (and potential) model to understand tourist behavior. In the proceeding section, 

norms being the main predictors of tourist behavior are explained in detail with their 

measurement. Similarly, some unique potential constructs (e.g., personality 

characteristics, travel companion and norms) are introduced in social congruity theory to 

test its applicability in tourism and hospitality research. 

1.5 Research questions and conceptual framework  

This study investigates the relationships between different norms, tourist personality, 

destination branding, and tourist loyalty and attachment behaviors. Specifically, this 

thesis addresses the following research questions:  



10 

 

Research Question 1: What is the relationship between norms and tourism and  

hospitality marketing and management? 

Research Question 2: �:�K�D�W���L�V���W�K�H���U�H�O�D�W�L�R�Q�V�K�L�S���E�H�W�Z�H�H�Q���Q�R�U�P�V���D�Q�G���W�R�X�U�L�V�W�V�¶���E�H�K�D�Y�L�R�X�U�D�O��

intentions? 

Research Question 3: What is the relationship between subjective social norms, 

personality characteristics, and place attachment? 

Study paper 1, the systematic literature review, answers the research Question 1 and 

serves as the foundation in informing the relationship between norms and tourism and  

hospitality marketing and management. Study 1 carefully went through 81 articles, giving 

a full picture of what is known about the relationship between norms and tourism and  

hospitality marketing and management. The insights garnered laid the groundwork for 

subsequent explorations in research papers 2 and 3. 

Building upon the findings of Study 1, Study 2 seamlessly integrates into the narrative by 

delving into the specifics of how norms influence tourists' behavioral intentions. Utilizing 

the conceptual framework established in the literature review, research paper 2 presents 

empirical evidence and an integrated model that quantifies the impact of various norms 

on customer loyalty behaviors. This progression from understanding the general 

relationship to homing in on behavioral intentions exemplifies the logical evolution of 

research in this domain. The second research paper answer the second research question 

as well.  

Building on the insights from the first two research papers, the third study explores a new 

dimension. It looks closely at the complex connections between subjective social norms, 

personality traits, and the emotional bond people form with a place, known as place 

attachment. The third study uncovers significant direct and indirect connections between 

norms and place attachment. It not only addresses the third research question but also 

challenges pre-existing notions, showcasing the broader implications of norms on the 

emotional ties tourists form with a destination. 

In essence, these studies form a cohesive narrative, with each building upon the insights 

of the previous one. The systematic literature review sets the stage, Study 2 refines the 

focus on behavioral intentions, and Study 3 delves deeper into the emotional landscape 

of place attachment, collectively providing a nuanced understanding of the multifaceted 

impact of norms in the realm of tourism and hospitality. 
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Based on the theoretical foundation of this thesis and research questions, a conceptual framework is proposed (see Figure 1-1).     

 

                            

 

The research questions and accompanying hypotheses for the empirical investigations are 

presented in Table 1-1. 
 

 

Figure 1-1 Conceptual framework of the thesis 
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effectiveness of this approach in areas such as risk and gender (Yang, Khoo-Lattimore, 

and  Arcodia, 2017), virtual and augmented reality (Yung and  Khoo-Lattimore, 2019), 

and air transport and tourism (Spasojevic, Lohmann and  Scott, 2018).  

Systematic quantitative literature reviews are particularly useful in exploring new fields 

(Pickering and  Byrne, 2014) and are systematic because the methods used to survey the 

literature and to select papers to be included are explicit, reproducible, and 

comprehensive (Tranfield, Denyer, and  Smart, 2003; Pickering and  Byrne, 2014). The 

review process included four stages: 1) Planning and conducting the review; 2) 

searching; 3) screening; and 4) extraction and synthesis (Tranfield et al., 2003; Pickering 

and  Byrne, 2014). Firstly, the review process began with the scoping of studies in order 

to clarify the theoretical context of the subject area (Tranfield et al., 2003). Secondly, a 

comprehensive search was conducted using various electronic databases, such as 

ScienceDirect, Scopus and Web of Science. The search terms *personal norms* OR 

*social norms* OR *subjective norms* OR *theory of planned behaviour* OR TPB OR 

value-belief-norm OR VBN AND *tourist behaviour* were used as these were common 

keywords from the seminal papers and used in recent tourism studies, which applied 

normative and behavioural theories (Zhang et al., 2018; Chiu et al., 2015; Hasan et al., 

�������������*�D�X�W�D�P�������������������7�K�H���³�2�5�´���R�S�H�U�D�W�R�U���Z�D�V���X�V�H�G���Z�K�H�U�H���D�W���O�H�D�V�W���R�Q�H���W�H�U�P���Z�D�V���P�X�V�W���W�R��

appear and �W�K�H���³�$�1�'�´���R�S�H�U�D�W�R�U���Z�D�V���X�V�H�G���Z�K�H�U�H���E�R�W�K���W�H�U�P�V���Z�H�U�H���P�X�V�W���W�R���D�S�S�H�D�U�����7�K�H��

�U�H�V�H�D�U�F�K�H�U�V�� �V�H�D�U�F�K�H�G�� �I�R�U�� �G�L�I�I�H�U�H�Q�W�� �W�\�S�H�V�� �R�I�� �W�R�X�U�L�V�W�� �E�H�K�D�Y�L�R�U�V�� ���H���J������ �W�R�X�U�L�V�W�V�¶�� �S�U�R-

environmental behavior, pro-�W�R�X�U�L�V�P�� �E�H�K�D�Y�L�R�U���� �W�R�X�U�L�V�W�V�¶�� �Y�R�O�X�Q�W�H�H�U�� �E�H�K�D�Y�L�R�U���� �J�U�H�H�Q��

behavior, littering behavior and sustainable behavior) that are related to norms. A total 

of 265 records were identified on the link between norms and different behavioural types 

in tourism. Out of 265 papers, 101 were removed in initial screening and 78 records 

were deleted during full text screening. Finally, 81 articles were included in the analysis.   

The current study used inductive content analysis to analyze 81 peer-reviewed articles 

because there was inadequate prior knowledge about the phenomenon, and existing 

knowledge was fragmented (Kim, 2020). Microsoft Excel software was utilized to 

create a summary table, in which the bibliographic details of the 81 studies were 

tabulated. The authors coded categories based on information such as the author's 

country, publication details (year, article title, and journal title), article type (empirical 

vs non-empirical), theoretical frameworks applied, methodological frameworks 

(quantitative, qualitative, and mixed methods), research context, and characteristics of 

research samples. For further details of the review process and the procedure of the 
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studies were passed through different tests for validation and reliability checks. 

Furthermore, the data was analyzed using SPSS 24 and AMOS 24. Structural equation 

modeling, which includes exploratory and confirmatory factor analysis (EFA and  CFA), 

was used to analyze the quantitative data. In addition to quantitative analysis, data from 

�W�K�H���H�[�S�H�U�L�P�H�Q�W���Z�D�V���D�Q�D�O�\�]�H�G���W�K�U�R�X�J�K���K�H�D�W���P�D�S�V���D�Q�G���H�P�R�W�L�R�Q�V�¶���J�U�D�S�K�V�����)�L�J�X�U�H��1-3 depicts 

the research design for the empirical investigation, and the overall process is further 

discussed in Chapter 3.  

 

1.7 Theoretical and practical contributions 

This thesis comprises three research papers, two of which have already been published, 

and one that is currently undergoing the review process. These papers make significant 

contributions to the fields of marketing, tourism and hospitality, and normative 

psychology. In addition, the thesis presents practical strategies for marketers and 

managers in the tourism and hospitality industry to improve their marketing and design 

approaches, ultimately leading to increased behavioral intentions and destination 

attachment. Table 1-3 provides an overview of the theoretical and practical contributions, 

which are further elaborated on in Chapters 4, 5, and 6 of the theses. 
 

Figure 1-3 Empirical enquiry research design 
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behaviors. By doing so, the framework 

aims to enhance the understanding of 

how consumer behavior is stimulated 

within the context of tourism and 

hospitality. 

�W�R�X�U�L�V�W�V�¶���O�L�N�L�Q�J�V�� 
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tourists. 

 

Third, this study also contributes to the 

sustainable tourism literature. Despite 

the significance of norms in the 

behavioural field, they are rarely used to 

�S�U�H�G�L�F�W���W�R�X�U�L�V�W�V�¶���V�X�V�W�D�L�Q�D�E�O�H���D�F�W�L�Y�L�W�L�H�V�� 

provide reminders to tourists to help 

them during decision-making process, 

with the help of messages highlighting 

that other people are also taking care of 

the tourism destinations by creating 

positive WOM and repeat visits. 

 

 

 

 

 

 





23 

 

decision-making processes related to 

destination preference. As such, 

researchers in the field of tourism should 

recognize the complexity of place 

attachment and its various contributing 

factors. 

 

Through marketing campaigns, 

marketers can create identities for 

visitors that are based on their tourist 

self-concept and link them with the 

attributes of the destinations.  
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1.8 L imitations of the study 

The thesis has several delimitations related to its research scope and methodology. Firstly, the 

thesis output is primarily relevant to the tourism and hospitality fields, and the findings may require 

careful consideration before being applied to other disciplines. Furthermore, the systematic 

literature review used only a few selected keywords, and other potentially relevant keywords may 

have been overlooked. 

Secondly, the quantitative studies employed self-reporting methods, which may have introduced 

social desirability bias, potentially affecting the accuracy of the findings. Additionally, the study 

does not address certain important norms such as religious and family norms, which could be 

explored in future research. 

Lastly, the research sample used in this study was not specific to any particular tourism context. 

To address these limitations, each of the three papers included in the thesis highlights areas for 

future research and opportunities to expand upon the present findings. 

1.9 Structure of the thesis 

The thesis is structured according to the Griffith University Thesis Policy and Griffith Business 

thesis guidelines for a PhD thesis in the form of published and unpublished papers. The three 

papers, corresponding to the three research questions, are presented respectively in Chapters 4, 5, 

and 6, to ensure a clear and logical flow. All the three papers are published in the Tourism Review, 

Journal of Hospitality and Tourism Management and Journal of Retailing and Consumer Services 

respectively. 

The thesis consists of seven chapters (see Figure 1-4). Chapter 1 establishes the foundation of the 

thesis by introducing the research background, objectives, theoretical justifications, and 

significance of the research. Chapter 2 provides a review of the relevant literature on tourist 

behavior from the lens of normative psychology, which discusses the supporting constructs 

included in the three papers. There may be some repetition within the thesis due to this overlap. 

Additionally, Chapter 2 presents the theoretical framework adopted in the thesis. 

Chapter 3 discusses the methodology used in each of the three papers, including research 

paradigms and justification for the pragmatic paradigm with quantitative and qualitative research 

designs. The research methods used for the systematic quantitative literature review and empirical 

investigation are presented in this chapter, including the sampling method, data collection, data 
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analysis methods, and ethical considerations. While there may be some repetition in this chapter, 

as the methodology for each paper is also outlined in Chapters 4, 5, and 6, Chapter 3 provides 

additional details on the methodology, particularly for the empirical investigation, which is subject 

to journal guidelines regarding structure and word limit. 

Chapters 4, 5, and 6 present the findings of the thesis. Chapter 4 presents the results of paper one, 

which is a systematic quantitative literature review of 81 peer-reviewed articles on norms and 

consumer behaviors in tourism studies. Chapter 5 presents the findings of paper two, which 

�L�Q�Y�H�V�W�L�J�D�W�H�V���W�K�H���U�R�O�H���R�I���Q�R�U�P�D�W�L�Y�H���S�V�\�F�K�R�O�R�J�\���L�Q���W�R�X�U�L�V�W�V�¶���E�H�K�D�Y�L�R�U�D�O���L�Q�W�H�Q�W�L�R�Q�V�����&�K�D�S�W�H�U�������S�U�H�V�H�Q�W�V��

the findings of paper three, which examines the relationship between norms, personality 

characteristics, destination preference, and destination attachment. The third paper uses a mixed-

method approach involving both a quantitative study and an experiment. 

Chapter 7 provides the general discussion and conclusion of the thesis, outlining the theoretical 

contributions and practical implications of each paper. It also discusses the limitations of the thesis, 

including areas for future research. 

 
Figure 1-4 Structure of the thesis 
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1.10 Chapter summary 

Chapter 1, the introduction adeptly establishes the framework for the research's overarching theme, 

articulating the imperative for undertaking three distinct yet interconnected studies. The chapter 

adeptly articulates the research problem, emphasizing the critical role of understanding normative 

forces in the tourism industry. The argument is convincingly made that such understanding is 

pivotal for the sustainability of the tourism industry, particularly concerning crucial aspects like 

behavioral intentions, including revisit intention and positive word-of-mouth, as well as the 

nuanced concept of destination attachment. 

The proposed conceptual framework, deeply rooted in normative and behavioral theories, not only 

outlines the overall aim but also eloquently frames the accompanying research questions. This 

approach aligns seamlessly with the three separated yet interconnected studies, reflecting the 

multi-faceted nature of the research. The significance of the research is thoughtfully discussed, 

emphasizing its contributions to existing bodies of knowledge in tourist behavior, normative 

psychology, and place attachment literature. Importantly, the practical implications of the research 

are acknowledged, underlining its potential impact on informing strategies for tourism 

stakeholders. 

Moreover, the inclusion of a concise overview of the research methodology provides a roadmap 

for addressing the thesis's overall aim, ensuring transparency and coherence in the research 

process. As a final touch, the chapter adeptly presents the structure of the thesis, providing a clear 

outline that reflects the content of each chapter. Overall, Chapter 1 successfully introduces the 

research's overarching theme, emphasizing its significance, and effectively answering three 

important research questions. 
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Chapter 2 LITERATURE REVIEW  

2.1 Introduction  of chapter 2 

This chapter provides comprehensive detail of previous work on norms, tourist behavior, and 

relationships between them. This chapter is divided into four different sections. The first section 

of this chapter highlights the fundamental concepts of norms, including their definition, 

measurements, types, and origin, to check their linkage with tourist behavioral intentions. It also 

discusses supporting constructs used in this thesis. The second section discusses the relationship 

of norms with consumer behavior and the gap in the existing literature regarding normative 

influence on consumer behavior. The third section describes the association between norms and 

tourist behavioral intentions and how normative forces, even having the great potential to modify 

tourist behavior, were ignored in tourism and hospitality research in the past. The fourth section 

explains the basic postulates of the normative conduct theory (Cialdini, 1991) and social congruity 

theories. Conclusively, the main focus of this work is to get a deep understanding of the concepts 

of norms as they are key forces behind tourists behavior change and explore the relationship 

between norms and tourists behavior (Cialdini et al., 1991).    

Understanding norms and their impact on behavior is crucial, especially in the context of tourist 

behavior. Norms are societal expectations and standards that guide individuals in their actions and 

interactions. In the realm of tourism, these norms play a pivotal role in shaping how tourists behave 

in different destinations. Past research has highlighted significant gaps in comprehending the 

intricate relationship between norms and tourist behavior. These gaps have spurred current efforts 

to bridge the knowledge deficit and delve deeper into the dynamics at play. By unraveling the 

influence of norms on tourist behavior, researchers aim to provide valuable insights that can inform 

tourism management strategies and enhance the overall tourist experience. This ongoing endeavor 

reflects a commitment to unraveling the complexities of human behavior within the tourism 

context, contributing to a more nuanced understanding of the factors that shape tourist interactions 

and choices. 

The initial section of this chapter intricately explains the concept of norms, serving as a 

foundational step towards addressing the primary research question: What is the relationship 

between norms and tourism and  hospitality marketing and management? This segment delves into 

a comprehensive exploration of norms, shedding light on their multifaceted nature and the pivotal 
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role they play in shaping human behavior within the tourism context. By offering a nuanced 

understanding of norms, the chapter aims to establish a robust framework for examining their 

intricate interplay with tourism marketing and management practices. This groundwork is essential 

for unraveling the dynamics that govern how societal expectations and standards influence the 

strategies employed in promoting and overseeing tourism activities. Normative psychology being 

the base of this study is discussed first.  

2.2 Normative psychology  

Norm is defined as "a statement made by a number of members of a group, not necessarily by all 

of them, that the members ought to behave in a certain way in certain circumstances" (Homans, 

1961, p. 46). Norms are social rules that govern behavior in a particular group or society (Bicchieri, 

2005). They are shared expectations and standards about how people should behave, what is 

considered acceptable or unacceptable, and what actions are rewarded or punished. Norms can be 

formal or informal (Cialdini and  Trost, 1998). Formal norms are often written down, such as laws 

or rules, and enforced by institutions like the government or courts. Informal norms, on the other 

hand, are not written down and are often enforced through social pressure or expectations.  

Norms play a crucial role in behavioral studies because they provide a framework for 

understanding and predicting human behavior (Turner, 1991). Norms are social expectations and 

guidelines that define what is acceptable and unacceptable behavior in a particular culture or 

society (Cialdini and  Goldstein, 2004). They shape the way people think, act, and interact with 

others, and they help to maintain social order and stability (Asch, 1956). 

One of the main functions of norms is to regulate behavior by setting standards of appropriate 

behavior (Tajfel and  Turner, 1986). Norms can be explicit, such as laws and regulations, or they 

can be implicit, such as unwritten rules and customs (Hogg and  Vaughan, 2005). For example, 

norms about personal space and eye contact can vary across cultures and influence social 

interactions and communication styles. 

Norms also influence attitudes and beliefs, shaping the way people view themselves and others 

(Sherif, 1936). They can reinforce stereotypes and prejudices or challenge them, and they can 

contribute to the development of social identities and group dynamics (Goffman, 1959; Deutsch 

and  Gerard, 1955). Furthermore, norms play a role in social control and conformity. People who 

violate norms may face social sanctions, such as criticism, ostracism, or punishment (Festinger, 
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1957). Conversely, conforming to norms can lead to social approval and acceptance. Hence, norms 

are important in behavioral studies because they provide a framework for understanding the social 

context of behavior, including its origins, causes, and consequences. By studying norms, 

researchers can gain insights into the dynamics of social behavior and how it is influenced by 

cultural, historical, and situational factors. 

The exploration of the relationship between norms and behavior has long been a focal point in 

social sciences, yet a persistent gap in understanding exists (Legros and  Cislaghi, 2020). Despite 

extensive research, the complexities of how norms shape and influence behavior remain elusive 

(Wasaya et al., 2022). This gap is particularly pronounced in the nuanced context of tourism, where 

the interplay of cultural, social, and individual factors adds layers of intricacy. Past studies have 

laid the groundwork, acknowledging the significance of norms in guiding actions (e.g., Cui and  

Liu, 2022). However, the specific mechanisms and variations in how norms impact behavior, 

especially within the diverse landscape of tourist activities, remain insufficiently explored. 

Recognizing this void, current research endeavors are directed towards filling these gaps, 

employing interdisciplinary approaches to unveil the subtle dynamics at play. Addressing this 

knowledge deficit not only contributes to academic inquiry but also holds practical implications 

for industries such as tourism, where a deeper understanding of norm-behavior relationships can 

inform more effective management and engagement strategies. 

2.3 Norms in tourism and hospitality research  

As the initial sections thoroughly explores the origins, definitions, dimensions, and past scholarly 

contributions surrounding norms, it seamlessly sets the stage for the subsequent exploration of 

norms in the context of tourist behaviors. The groundwork laid in the initial section, which 

establishes a comprehensive understanding of norms, acts as a natural precursor to examining their 

intersection with broader consumer dynamics. The transition from the theoretical underpinnings 

of norms to their application in consumer behaviors in tourism and hospitality contexts allows for 

a seamless flow of insights. The narrative smoothly evolves from the theoretical framework to the 

practical implications, showcasing the intricate links between the conceptualization of norms and 

their manifestation in the broader realm of tourism consumer conduct. 

Norms are widely discussed in the literature for their importance in different research fields. 

However, a single conclusive study about all the fundamental concepts of norms is still needed 
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(Opp, 2017). A single comprehensive study on norms will guide future researchers to understand 

different aspects of norms and how customizable marketing policies can be developed utilizing 

norms as the influencing forces especially in tourism and hospitality studies. Therefore, the current 

study aims to demystify norms in tourism research. Besides tourism, norms also remained the main 

focus of all social sciences, particularly sociology, economics, political science, social psychology, 

and anthropology. Research in the social sciences is inclined towards studying empirical concepts 

of norms, while scholars of philosophy and jurisprudence report what 'good' norms are and how 

normative reasoning can be utilized in behavioral development, modification, and guidance (Opp, 

2017).   

Coleman, a famous endorser of normative forces, is convinced that norms are critical parts of 

social systems (1964). That is why he focused on explaining norms instead of just assuming the 

concepts of norms. According to Coleman, norms are the control units of a target action. Opp 

�������������� �I�X�U�W�K�H�U�� �H�Q�O�L�J�K�W�H�Q�H�G�� �&�R�O�H�P�D�Q�¶�V�� �S�H�U�V�S�H�F�W�L�Y�H�� �D�Q�G�� �Q�D�P�H�G�� �K�L�V�� �G�H�I�L�Q�L�W�L�R�Q�� �R�I�� �Q�R�U�P�V�� �D�Q��

�³�L�Q�V�W�U�X�P�H�Q�W�D�O�L�W�\�´�� �D�S�S�U�R�D�F�K�� �W�R�� �X�Q�G�H�U�V�W�D�Q�G�L�Q�J�� �W�K�H�� �H�P�H�U�J�H�Q�F�H�� �R�I�� �Q�R�U�P�V���� �2�S�S�� �������������� �O�L�Q�N�V�� �Q�R�U�P�V��

with behavior and thinking (e.g., respecting their elders). Norms refer to different beliefs like 

Christians must believe in God, and also there are norms related to every act, goal, attitude, or 

emotion (Opp, 2001). The wide use of norms in different fields makes their explanation fuzzy, 

which needs to be discussed in future research. Therefore, a detailed study explaining norms, 

including their behavioral implications, is discussed in this thesis while answering one of the 

questions of the thesis.  

Norms are an important concept in tourism and hospitality research, as they play a significant role 

in shaping both the behavior of tourists and the practices of tourism and hospitality providers. In 

the context of tourism and hospitality, norms can encompass a range of behaviors, from dress 

codes and etiquette to more fundamental values and beliefs about what constitutes acceptable 

behavior. 

One way that norms can impact tourism and hospitality research is by influencing the behavior of 

tourists. For example, norms around environmental responsibility may shape tourists' decision-

making processes when choosing destinations or accommodations. Similarly, norms around 

cultural sensitivity and respect may influence tourists' behavior when interacting with local 

communities. Similarly, norms can also impact the practices of tourism and hospitality providers. 

For example, norms around customer service may shape the way that providers interact with guests 
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and handle customer complaints. Norms around workplace safety and hygiene may influence the 

way that providers train their staff and maintain their facilities. 

Therefore, understanding the role of norms in tourism and hospitality research is important because 

it can help researchers to identify patterns of behavior and values within these industries. This 

knowledge can be used to inform policy and practice, for example by developing guidelines and 

best practices that align with existing norms, or by working to shift norms in order to promote 

more sustainable or ethical tourism and hospitality practices. To gain a comprehensive insight into 

how norms influence tourist behavior, starting with the definition of norms, the following section 

offers an in-depth exploration of the concept of norms and their application in behavioral domains. 

2.4 Definition of norms 

Normative literature provides several definitions of norms. Gibbs (1965) wrote a comprehensive 

work discussing different definitions of norms. George C. Homans (1974, p. 96) gave the most 

famous definition widely used in past studies. Homans defines norms �D�V���³�D���V�W�D�W�H�P�H�Q�W���V�S�H�F�L�I�\�L�Q�J��

how a person is, or persons of a particular sort are, expected to behave in given circumstances-

expected, in the first instance, by the person that utters the norm� .́ What I expect of you is what 

you ought to do. In this definition, Homans refers to four different dimensions of norms. The first 

dimension here is oughtness which means a norm is an expectation about some behavior to be 

performed. The second dimension says that norms expect different behavior in different 

circumstances (e.g., one should not kill anybody). While killing is normatively allowed to the 

armed forces during a war. Similarly, Homans definition's third dimension of norms is behavior, 

not beliefs and attitude. At the same time, other researchers include beliefs and attitudes in their 

definitions, like Morris (1956). The last dimension explained by Homans is the "actor," who utters 

the norm or initiates it. Several other definitions can also be found in the literature; Morris (1956) 

�G�H�I�L�Q�H�V���Q�R�U�P�V���D�V���³�J�H�Q�H�U�D�O�O�\���D�F�F�H�S�W�H�G�����V�D�Q�F�W�L�R�Q�H�G���S�U�H�V�F�U�L�S�W�L�R�Q�V���´�����S�����������������7�K�H���Z�R�U�G���µ�V�D�Q�F�W�L�R�Q�L�Q�J�¶��

here means that others may punish someone if a behavior is not performed as it was intended. For 

example, breaking a contract or promise can cost someone a lot. If someone does not fulfill 

expectations and is sanctioned with some probability, it shows that a norm exists. Similarly, some 

other most frequently used definitions of norms are presented in Table 2-1.  
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Table 2-1 Definitions of norms 

(Bierstedt, 1963, p. 222.) 

 

�³�$���Q�R�U�P���L�V���D���U�X�O�H���R�U���D���V�W�D�Q�G�D�U�G���W�K�D�W���J�R�Y�H�U�Q�V���R�X�U���F�R�Q�G�X�F�W���L�Q���W�K�H��

social situations in which we participate. It is a societal 

expectation. It is a standard to which we are expected to 

�F�R�Q�I�L�U�P���Z�K�H�W�K�H�U���Z�H���G�R���V�R���R�U���Q�R�W�´���� 

(Broom and  Selznick, 

1963, p. 68.)  

�³�$�O�O���V�R�F�L�H�W�L�H�V���K�D�Y�H���U�X�O�H�V���R�U���Q�R�U�P�V���V�S�H�F�L�I�\�L�Q�J���D�S�S�U�R�S�U�L�D�W�H���D�Q�G��

inappropriate behavior, and individuals are rewarded or 

punished as they conform to or deviate from the rules. The 

norms are blueprints for behavior, setting limits for individuals 

seeking alternate ways to achieve their goals. Norms are based 

on cultural values, which are justified by moral standards, 

�U�H�D�V�R�Q�L�Q�J�����R�U���D�H�V�W�K�H�W�L�F���M�X�G�J�P�H�Q�W�´�� 

(Johnson, 1960, p. 8.)  

 

�³�$���Q�R�U�P���L�V���D�Q���D�E�V�W�U�D�F�W���S�D�W�W�H�U�Q���K�H�O�G���L�Q���W�K�H���P�L�Q�G���W�K�D�W���V�H�W�V���F�H�U�W�D�L�Q��

limits for behavior. An 'operative' norm is not merely 

entertained in mind but is considered worthy of following in 

actual behavior; thus, one feels that one ought to conform to it. 

This fee�O�L�Q�J���P�H�D�Q�V���W�K�D�W���R�Q�H���
�D�F�F�H�S�W�V�
���W�K�H���Q�R�U�P�´���� 

(Newcomb, 1958, p. 266) 

 

�³�7�K�H�� �W�H�U�P�� �
�Q�R�U�P���
�� �X�Q�I�R�U�W�X�Q�D�W�H�O�\���� �K�D�V�� �V�H�Y�H�U�D�O�� �P�H�D�Q�L�Q�J�V���� �:�H��

shall use it, however, only in the sense of 'more or less fixed 

frame of reference,' whether of quantitative or qualitative 

�Q�D�W�X�U�H�´�� 

(Williams, 1960, pp. 24, 

25, 30.)  

�³�1�R�U�P�V�� �D�U�H�� �U�X�O�H�V�� �R�I�� �F�R�Q�G�X�F�W���� �W�K�H�\�� �V�S�H�F�L�I�\�� �Z�K�D�W�� �V�K�R�X�O�G�� �D�Q�G��

should not be done by various kinds of social actors in various 

kinds of situations. The term 'cultural norm' refers to a specific 

prescription of the course that action should (is supposed to) 

follow in a given situation. For a whole group or society, 

probably the best index to an institutional norm is the 

occurrence of severe penalties for violation. Such penalties are 

truly institutional, however, only if supported by an effective 

consensus of the �V�R�F�L�H�W�\�´������ 

  



37 

 

The question is, what definition should be preferred? It is alarming that having too many 

definitions in the literature does not answer the question. Researchers in the past did not give any 

reason or logic to use a specific definition in their research. One popular criterion for choosing a 

definition with explanatory power is the problem a scientist wants to solve. To what extent norms 

are concerned, normative researchers are interested in explaining the norms to know when people 

accept norms and fulfill expectations and what sanctions are attached to norms due to which people 

fulfill expectations. A single definition of a norm with too many dimensions cannot answer these 

complex questions. All the norms' definition contains certain combinations of values, e.g., 

probability of approval from the important others and the existence of a behavioral regularity (e.g., 

laws, rules, regulations). Therefore, norms can be explained by combining two or more different 

values, but not all values can be added into a single definition norm as it will blur the true meaning 

of a specific norm. The first part of Figure 2-1 illustrates this situation. In the first part, three 

different dimensions of norms are combined to use them for a specific cause. In addition, it is also 

important to know how the dimensions combined in a definition are causally linked with each 

other (the second part of Figure 2-1 depicts this). For instance, if strong sanctions are applied and 

norms are shared, it is most likely that the expected behavior will be performed (Opp, 2017). 

Simply, the second part of Figure 2-1 shows the direction of the impact.    

In this study, we utilized George C. Homans' definition of norms (1974, p. 96), which describes 

�Q�R�U�P�V���D�V���³�D���V�W�D�W�H�P�H�Q�W���V�S�H�F�L�I�\�L�Q�J���K�R�Z���D���S�H�U�V�R�Q���L�V�����R�U���S�H�U�V�R�Q�V���R�I���D���S�D�U�W�L�F�X�O�D�U���V�R�U�W���D�U�H�����H�[�S�H�F�W�H�G���W�R��

behave in given circumstances�² expected, in the first instance, by the person that utters the norm. 

�:�K�D�W���,���H�[�S�H�F�W���R�I���\�R�X���L�V���Z�K�D�W���\�R�X���R�X�J�K�W���W�R���G�R���´���7�K�L�V���G�H�I�L�Q�L�W�L�R�Q���Z�D�V���F�K�R�V�H�Q���G�X�H���W�R���L�W�V���F�O�D�U�L�W�\���D�Q�G��

relevance to our research focus on observable behaviors as well as �E�H�O�L�H�I�V���R�U���D�W�W�L�W�X�G�H�V�����+�R�P�D�Q�V�¶��

definition captures essential dimensions of norms�² such as "oughtness," situational variance, and 

the role of the actor�² that align with our study's objective of examining how individuals behave 

in response to normative expectations across different contexts. It provides a clear and 

operationalizable framework for analyzing behavior, making it the most suitable choice given the 

study's aims and scope.  
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2.4.1  Types of norms   

As norms remained the focus of the researchers in social sciences, they were quite aware of 

different types of norms, but a comprehensive and conclusive study is still wanting. Normally, 

norms are divided into three major types: folkways, mores, and laws; but it cannot be claimed that 

�W�K�H�V�H���W�\�S�H�V���H�[�S�U�H�V�V���D�O�O���W�K�H���S�R�V�V�L�E�L�O�L�W�L�H�V���R�I���Q�R�U�P�¶�V���W�\�S�H�V�����+�R�Z�H�Y�H�U�����W�K�H�V�H���W�K�U�H�H���W�\�S�H�V���D�U�H���F�R�Q�V�L�G�H�U�H�G��

the main types but on an ad hoc basis about which it is difficult to know their referable components. 

To know suitable dimensions of norms, a procedure that does subtraction clarifies the various 

attributes of norms and may lead to a specific typology of norms, including more than three major 

types (Barton, 1955). Whatever the typology is constructed, the true attributes of norms should not 

be confused with sub-attributes or contingent ones. In this way, researchers can differentiate norms 

even if norms belong to the same type. Therefore, using Richard T. Morris' (1955) analysis, for 

example, norms can be differentiated based on such attributes as (1) the degree to which norms 

are recognized or known, (2) the degree to which norms are being just and accept, (3) the extent 

to which norms are applied to all categories or groups, (4) level of sanctions, (5) consistent 

enforcement, (6) provide authority, (7) level of internalization, (8) how they are transmitted, and 

(9) kind and amount of conformity to norms (Hart, 1961). Generally, all types of norms involve 

(1) evaluation of behavior (e.g., what it ought to be), (2) expectation (e.g., what behavior will be), 

or (3) reactions to behavior (Gibbs, 1965). Some of the most frequently used norms in the 

hospitality and tourism literature are discussed below. After explaining the major normative forces 

in the coming section, their relation to tourism will be discussed. The first and the most impotent 

type of norms is subjective social norms. The subjective social norms have further two types named 

injunctive and descriptive norms. Injunctive norms are discussed below in detail.     

2.4.1.1 Injunctive norms 

�,�Q�M�X�Q�F�W�L�Y�H���Q�R�U�P�V���U�H�I�H�U���W�R���D���S�H�U�V�R�Q�¶�V���S�H�U�F�H�S�W�L�R�Q�V���D�E�R�X�W���Z�K�D�W���R�W�K�H�U�V���H�[�S�H�F�W���W�K�H�P���W�R���G�R�����0�R�U�U�L�V���H�W��

al., 2015). Injunctive norms are driven by the belief that engaging in a particular behavior is 

acceptable to important others (Morris et al., 2015). These norms are someone's perception of 

others' expectations of them. The theory of planned behavior says others' approval of a specific 

behavior (injunctive norms) is a motivation, like rewards and appreciation (Fishbein and  Ajzen, 

2010, p. 130). Whereas Kredentser et al. (2012) describe injunctive norms as reflectors of behavior 

acceptable by most people in a specific group or culture. They further told that injunctive norms 
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�D�U�H���W�K�H���Q�R�U�P���R�I���µ�R�X�J�K�W���W�R�
�
�����Z�K�L�F�K���P�H�D�Q�V���Z�K�D�W���R�W�K�H�U�V���H�[�S�H�F�W�����)�R�U���F�O�D�U�L�I�L�F�D�W�L�R�Q���U�H�J�D�U�G�L�Q�J���W�K�H���X�V�H���R�I��

norms, Berkowitz (2005) provides seven assumptions of norms (e.g., injunctive norms):  

�x Most of the actions are based on misperceptions of other behavior or misinformation.  

�x If misperceptions are perceived as real, they result in real behavior.  

�x People unconsciously accept misperceptions and normally hide their true feelings, beliefs, 

or perceptions.   

�x Misperceptions lead to self-perpetuation. These do not allow freedom of actions or 

opinions that are nonconforming and endorse negative behavior against the accepted 

norms.   

�x While right information regarding norms may encourage individuals to demonstrate beliefs 

consistent with the true, healthier norm and discourage behaviors creating problems.  

�x Individuals talking about a problematic behavior also contribute to the problem even if they 

are not participating in the problem behavior.  

�x A norm does not need a majority to believe it, but it requires a majority to believe that the 

majority believes it.   

 

2.4.1.2 Descriptive norms  

Descriptive norms refer to one's perceptions regarding what other people do. Therefore, 

conceptually, descriptive norms are formed by the influence of what others are doing (norms of 

'is'), while injunctive norms are influenced by the beliefs that others expect one to perform a 

particular behavior or approve of one's engagement in a particular action (norms of 'ought') 

(Cialdini et al., 1991, p. 203). Similarly, Pryor, Perfors, and Howe (2019) found that individuals 

try to copy others or prefer behaving the way others are acting. For example, Rimal, Lapinski, 

Cook, and Real (2005) claim that individuals normally ignore group identity and follow general 

hypotheses or standards set by society or important others. Besides the great importance of 

descriptive norms in behavioral sciences, not a single research points out the in-group or out-group 

effects on the individuals regarding opting norms (Tajfel, Billig, Bundy and  Flament, 1971), 

which remains a gap in the literature and current study will try to fill it.   
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2.4.1.3 Cultural norms 

Cultural norms are considered the standards we follow to live a life. These norms are shared 

expectations or rules which guide an individual's behavior in a specific society or group (Gelfand 

et al., 2011). Furthermore, they found that cultural norms are learned behaviors reinforced by 

friends, teachers, parents, and others during society development. While these norms guide 

individual behavior, they create confusion or misunderstandings among different cultures 

(Gelfand, 2018). Many studies record these misunderstandings. However, Michele Gelfand (2011) 

and his fellow researchers posed a big question: if cultural norms cause misunderstanding among 

different societies, do they matter? To explain this, they have introduced two unique terminologies, 

e.g., "cultural tightness" and "culturally loose." According to them, some societies follow cultural 

norms very tightly, called cultural tightness. Some nations do not give too much importance to 

cultural norms and are called culturally loose nations. Gelfand and team (2011) informed that 

cultural tightness and loss of culture happen within different levels of a culture, and they have 

explained the following four levels of culture.     

1. Ecological and historical threats  

Desperate nations like people in a desperate time like Coivd-19 and highly populated nations tend 

to follow culture more strictly.  

2. Socio-Political Institutions  

Tight nations with respect to culture (e.g., Pakistani culture) have restricted media, autocratic 

governments, strong suppressions, and severe punishments for the crime.  

3. Everyday social situations 

Culturally tight nations follow formal methods to have interactions with their fellows. For 

example, they behave very formally while at home or working in offices. A similar situation exists 

in Pakistani culture. On the other hand, loose cultures provide relaxation in indicial and group 

meetings or interactions.   

4. Psychological adaptations 

Normally, individuals' minds get used to the rules and regulations of their places. Whether they 

belong to a tight or loose culture, they get used to daily routine matters. People living in tight 

cultures try to avoid mistakes. Overall, cultural norms guid�H���D�Q���L�Q�G�L�Y�L�G�X�D�O�¶�V���E�H�K�D�Y�L�R�U���W�R���V�S�H�Q�G���D��

smooth life with minimum mistakes and more acceptance in society. Following are the most 

commonly known dimensions of a culture provided by Geert Hofstede (1984). In Pakistan, people 
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are emotionally very strong and feel attached to their lives. That is why Pakistani people try to 

follow the rules and regulations of the society and country (Hofstede, 1984). So, the people of 

Pakistan psychologically get attached to their destinations and try to help destination stakeholders 

for long-term progress. As Pakistani people are more reluctant to follow different norms and 

values, that is why the current study tries to check the normative influence on Pakistani tourists' 

behavior.       

2.4.1.4 Personal norms  

Schwartz (1977) defined personal norms as a self-expectation of specific action in a particular 

situation, considering it a moral obligation. These norms are internal forces or drivers that regulate 

individual behavior, and Kallgren et al. (2000) believe behavior is internally regulated instead of 

external forces. Hence, personal norms align with internal reasons consistent with internal values, 

e.g., conceptions of good and bad or right and wrong (Thøgersen, 2006). It is believed that personal 

norms are created within individuals' personalities based on elaborative reasoning and reflection 

without considering social expectations (Thøgersen, 2009). Researchers link compliance with 

personal norms with pride and noncompliance with a feeling of guilt and shame (Onwezen et al., 

2013). For example, from an environmental context, past studies show that people who personally 

feel a moral obligation to save the environment from pollution will reduce the use of such materials 

that damage the environment (Nordlund and  Garvill, 2003). 

Similarly, past research shows a strong association between personal norms and individual 

behavior (Soo and  Yoo-Kyoung, 2019; Zhang, Liu and  Zhao, 2018). For instance, the norm 

�D�F�W�L�Y�D�W�L�R�Q���P�R�G�H�O���V�X�J�J�H�V�W�V���W�K�D�W���S�H�U�V�R�Q�D�O���Q�R�U�P�V���D�U�H���D�Q���L�Q�G�L�Y�L�G�X�D�O�¶�V���I�H�H�O�L�Q�J�V���R�I���R�E�O�L�J�D�W�L�R�Q���W�R�Z�D�U�G�V��

performing a specific behavior (Schwartz, 1977), and either directly or indirectly, personal norms 

are linked with any behavior performed in a specific situation (Soo et al., 2019). The four norms 

(injunctive, descriptive, personal, and cultural norms) are discussed above because these are the 

basic postulates of the focus theory of normative conduct (the base of the model used in the current 

study). Cialdini et al. (1991) focused on these four norms to explain human behavior and found 

these four norms very influential, having direct and indirect impacts on an individual's behavior. 

Therefore, as these four norms are the basis for the normative conduct theory and are widely used 

in tourism and hospitality research, these are also included in the current study to enrich already 

available literature on normative influence and suggest some practical implications to the tourism 
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industry stakeholders. In the subsequent section, a detailed discussion on consumer behavior, 

particularly within the realms of tourism and hospitality, and its connection with norms is 

presented.  

Table 2-2 Summary of difference among definitions of norms 

 

2.1.1.5 Tourist behavior  

In the current thesis, tourist behavior and consumer behavior have been used interchangeably. 

Tourist behavior in the context of consumer behavior in the purchase, uptake, and abandonment 

of tourist services (Juvan, Omerzel and  �0�D�U�D�Y�L�ü�������������������$�W���W�K�H���V�D�P�H���W�L�P�H�����W�K�H���V�W�X�G�\���R�I���L�Q�G�L�Y�L�G�X�D�O�V����

Type of 
Norm 

Definition  Key Characteristics Example 

Injunctive 
Norms 

Norms that specify what 
behaviors are approved 
or disapproved by others. 

Focus on social approval and 
disapproval. Emphasizes what 
is deemed right or wrong by 
others. 

Expectation to recycle 
because it is socially 
approved and 
encouraged. 

Descriptive 
Norms 

Norms that describe what 
most people do in a given 
situation. 

Focus on common behaviors 
observed within a group. 
Emphasizes what is commonly 
done rather than what is 
approved. 

Observing that most 
people at a party are 
drinking, so one might 
also choose to drink. 

Personal 
Norms 

Norms based on an 
individual's personal 
values and beliefs about 
what is right or wrong. 

Emphasizes individual moral or 
ethical standards. Driven by 
personal principles rather than 
group norms. 

Choosing not to lie due 
to personal belief in 
honesty, regardless of 
others' behavior. 

Cultural 
Norms 

Norms that are shared by 
a particular culture or 
social group, reflecting 
cultural values and 
traditions. 

Reflects the collective values 
and customs of a cultural or 
social group. Influences 
behavior in a cultural context. 

In some cultures, it is 
customary to greet with 
a bow rather than a 
handshake. 

Subjective 
Norms 

Norms based on an 
individual's perception of 
what important others 
expect them to do. 

Focus on personal perceptions 
of others' expectations. 
Influenced by one's views of 
social pressure. 

Feeling pressured to 
pursue a specific career 
path because it is 
expected by family or 
peers. 
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groups, or organizations and their activities related to the purchase, use, and disposal of goods and 

services and when and why goods are purchased comes under an umbrella term known as 

consumer behavior (Kotler, 1994). Consumer behavior also informs us about consumers' attitudes, 

emotions, and preferences. In tourism, it is called tourist behavior, and it emerged as a sub-

discipline of marketing in the 1940 and the 50s but now has turned into an interdisciplinary field 

of study including social science, psychology, sociology, social anthropology, anthropology, 

ethnography, marketing, and economics (Wikipedia contributors, 2021). Tourists (consumers) 

normally decide to buy or not to buy what a host offers. In other words, the survival of the tourism 

provider is dependent on tourists. Therefore, it has become essential for marketers to study tourist 

behavior, understand their decision-making process, and follow the basic principles of buying 

behavior (Andres, 2020). 

Therefore, understanding tourist behavior, knowing their decision-making process, and the types 

of decision roles essential roles is critical. For example, in a family unit, usually, an adult female 

makes destination preferences while children play the role of influencer. The following decision 

roles are considered important in tourist (consumer) behavior (Rossiter, and  Percy, 1985, pp 510-

524).  

�x The Initiator  

The person who initiates the process of destination preference while expecting something in 

return 

�x The Influencer  

The person who recommends some destinations for consideration  

�x The Decider  

The decider is the person who makes the final decision  

�x The Purchaser  

The person who buys the tourists products or services   

�x The User  

The end-user who experiences the services. 

Consumer (tourist) behavior has changed dramatically in the last two decades. The technological 

boom is the main reason behind a huge change in tourist choices. The change has occurred 

�J�O�R�E�D�O�O�\���� �7�R�G�D�\�¶�V�� �W�R�X�U�L�V�W�V�� �J�H�W�� �L�Q�I�R�U�P�D�W�L�R�Q�� �D�E�R�X�W�� �D�Q�\�� �G�H�V�W�L�Q�D�W�L�R�Q�� �Z�L�W�K�� �D single click. One of the 

main influencers of tourist behavior today is social media, which has changed how business was 
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done before. Now, products are accessible even from different corners of the world, and nearly all 

products have their alternatives, and today's consumer is aware of this fact (Samli, 2012). 

Therefore, tourists' information and bargaining power have increased, so they demand more than 

expected previously. Marketers now focus more on international marketing strategies than local 

ones by observing consumer behavior changes. 

Consequently, knowing marketers' problems, designing effective marketing plans, and 

communication skills are a must in the 21st century (Samli, 2012). As we have discussed tourist 

behavior in detail, therefore, now, we will put some light on its relation to the four major norms 

which are discussed above. Before doing this, first, it is important to know what tourism is.  

Individuals become tourists when they leave their surroundings and normal routine life to visit 

another place (Camilleri, 2018) and get engaged in different activities regardless of the distance of 

the destination (Hall, 2008; Holloway and  Taylor, 2006; Jafari, 2002). Hence, visitors to a 

destination are called tourists, and what they do during their visit is known as tourism (Camilleri, 

2018). The United Nations (UN) Conference on International Travel and Tourism in 1963 

introduced the term 'visitors' instead of residents for the people visiting another country or place. 

The United Nations (UN) definition of tourists consists of two classes: all tourists who visit a 

destination for 24 hours are named temporary visitors. On the other hand, visitors who visited other 

destinations for health, recreation, sport, holiday, religious purpose, or study were categorized as 

leisure. One missing thing in these definitions was the consideration of local tourists. This issue in 

definition was addressed in 1976 by the Institute of Tourism (now known as Tourism Society), 

which suggested that individuals who visit any place on a short-term basis outside of places where 

they normally live can be called a tourist. Therefore, tourism is the name of the movement of 

people for all purposes including excursions or day visits (Cooper, 2008; Holloway and  Taylor, 

2006).  

Tourism is among the very sensitive businesses in the world. Even small incidents affect the 

tourism sector a lot. Major factors influencing the tourism industry include economic factors like 

strong exchange rate fluctuations, oil prices, and other commodities. In addition, social factors like 

tourists' global concerns can also change their behavior. Similarly, the regulatory environment also 

affects the airline business and tourist industry (Belobaba, Odoni and  Barnhart, 2015). One of the 

examples is the deregulation and liberalization of the airline industry, which has created many 

opportunities for many airlines, including some low-cost airlines.  
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Overall, competition in the tourism market has increased significantly. Therefore, competition in 

this industry cannot be underestimated and ignored. Today's tourists have many alternative options 

to visit. These options can also be a new entrance into the market. Even business stakeholders can 

become competitors. Therefore, marketers should know different business models as competition 

can take different shapes, like low-cost service providers or differentiated, full-service companies. 

That is why organizations working in the tourism industry should monitor all the latest 

developments to stay focused (Camilleri, 2018). Especially during Covid-19, tourism remained 

the most affected sector (UNWTO, 2020). Hence, marketers need to concentrate on both the 

tourism and travel motivation and discouraging factors. Some of the major motivation factors are 

provided in table 2-3 below.  

Table 2-3 Major motivation factors 

Category  Motivations 

Physical Refreshment of body and mind for health purposes by participation in sports, 

fun, romance, excitement, shopping, and entertainment, among 

Others 

Cultural Curiosity about foreign people, places, and foreign countries or interest in 

music or art, folklore, architecture, or historic places  

Personal Visiting relatives and friends, meeting new people, or seeking friendships 

�H�V�F�D�S�L�Q�J���I�U�R�P���R�Q�H�¶�V���G�D�L�O�\���U�R�X�W�L�Q�H���� 

Prestige and 

status 

Pursuit of education, hobbies, and learning or seeking business contacts also 

professional goals like meetings and conferences  

  Source:  Travel Marketing, Tourism Economics and the Airline Product (Camilleri, 2018).     

2.4.2 Norms and tourist behavior   

In the previous section, norms and tourism are explained in detail. The current section will discuss 

the relationship between norms and tourists' behavior based on previous studies. The existing 

literature relating to the drivers of behavioral intentions towards tourism mentions several factors, 

including service value, brand image, service quality, and relationship quality (Abubakar and  

Mavondo, 2014; Kim, Lee, and  Mattila, 2014; Narteh et al., 2013). Researchers also indicate that 

intricate processes governed by internal and external norms drive tourists' behavior. Tourists 

positively influenced by different norms are more likely to engage in positive referrals relating to 
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a destination and stay loyal (Han and  Kim, 2010). Normative influence has emerged as a vital 

component of behavioral intentions. 

Further, it is noted that norms provide us with an expected idea of how to behave and function, 

and hence these are the basis of individuals' behavioral intentions (McLeod, 2008). Nevertheless, 

despite the significant importance of norms in the behavioral field, these are rarely used to predict 

tourist loyalty intentions. As norms have received limited attention in previous studies of tourists' 

behaviors, a conclusive finding on the influence of norms on loyalty intentions remains a 

significant gap in the literature (Chowdhury, Salam and  Tay, 2016) which needs to be addressed 

as it is critical for overall tourism development. The following section will discuss the impacts of 

some prominent norms on tourist behavioral intention.       

In addition, despite a history of extensive use of norms within psychology, there is no current 

consensus about the predictive power of norms. Contrarily, some researchers see the norms as 

crucial to fully understanding human behavior (e.g., Berkowitz, 1972; Fishbein and  Ajzen, 1975; 

McKirnan, 1980; Pepitone, 1976). On the other hand, those view norms as overly general and ill-

suited to predict human behavior (e.g., Darley and  Latant, 1970; Krebs, 1970; Krebs and  Miller, 

1985; Marini, 1984). However, in a conclusive study (Cialdini, Kallgren, and  Reno, 1991), it was 

found that norms can be demonstrated to affect human behavior powerfully and systematically. 

Therefore, these concepts have been utilized in different scenarios like norms widely used in past 

research to predict tourist behavior.  

Two main segments remained the focus of researchers in the leisure industry, tourism and 

hospitality. For example, subjective norms were key antecedents of tourist behavior regarding self-

serving hotels located at tourist destinations (Kaushik, Agrawal, and  Rahman, 2015). Similarly, 

Seow, Choong, Moorthy, and Choong (2020) suggest norms can be utilized to develop push 

marketing strategies to mold medical tourists' behavior. Past experiences and expectations of 

important others influence tourists to try the local cuisine (Ryu and  Han, 2010). Furthermore, they 

examined the role of gender as a moderator of the relationship between norms and local cuisine 

tourists and found it a positive catalyst for behavior. Similarly, many other researchers have 

discussed the role of norms in changing tourists' behavior (Zhang, Li, Yang, and  Zhang, 2018; 

Chiu, Yen, and  Chu, 2015; Hasan, Biswas, Roy, Akter, and  Kuri, 2020; Gautam, 2020).  

  



48 

 

2.4.2.1 Descriptive norms and tourist behavior  

Descriptive norms refer to one's perceptions regarding what other people do. Therefore, 

conceptually, descriptive norms are formed by the influence of what others are doing (norms of 

'is') (Cialdini et al., 1991, p. 203). In the theory of planned behavior, these norms combined with 

injunctive norms are termed subjective norms because descriptive and injunctive norms are 

subjective perceptions by individuals that important others expect individuals to engage in such 

behaviors (injunctive norms) or are themselves engaged in specific behaviors (descriptive norms) 

(Fishbein, Ajzen and  Belief, 2010).  

Descriptive norms provide useful insights into decision-making when choosing which behavior is 

appropriate in a particular situation (Khare, 2015; Milan et al., 2018). Therefore, descriptive norms 

are considered a strong influencer of complex behaviors, particularly sustainability. For instance, 

Kim, Lee, and Hur (2012) assessed that customers were inclined to purchase environmentally 

friendly products because others were buying similar products. Therefore, it can be assumed that 

individuals are influenced by the people important to them. In addition, Suki et al. (2016) found 

that descriptive norms were strong predictors of customers' positive word of mouth regarding 

environmentally friendly products. It means customers follow what those they admire are 

practicing. They also look for social acceptance for their behavior. Postulates of the normative 

conduct theory claim that subjective norms guide the behavior of individuals (Cialdini et al., 1991).   

2.4.2.2 Injunctive norms and tourist behavior 

What others approve of matters to individuals in routine work (Cialdini et al., 1991). People try to 

portray themselves as acceptable members of society and avoid unacceptable acts (Cialdini et al., 

1991). It has been found that customers look for acceptance of the society in which they live. For 

�H�[�D�P�S�O�H�����F�X�V�W�R�P�H�U�V���F�R�Q�V�L�G�H�U���V�R�F�L�H�W�D�O���Y�D�O�X�H�V���Z�K�H�Q���S�X�U�F�K�D�V�L�Q�J���)�D�P�L�O�\���7�D�N�—�I�X�O���6�F�K�H�P�H�V�����$�]�L�]���H�W��

al., 2020). In the same manner, tourists also prefer doing sustainable acts (e.g., spreading positive 

WOM) following the norms of the society (Wan, Shen and  Choi, 2018). Previous studies 

recognize interpersonal influence as a key influencing factor in consumer decision-making (Litvin, 

Goldsmith and  Pan, 2008). Importantly, one's social acceptance is regarded as an even stronger 

impactor on positive word of mouth than advertising and other marketing communication tools 

(Trusov, Bucklin and  Pauwels, 2009). Some theorists suggest that cognitive image positively 

affects how customers look for social acceptance, which creates an overall place image (e.g., 
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Zenker and  Braun, 2017). Furthermore, social, cognitive, and overall place image are all found to 

influence the intention to engage in positive WOM (Papadimitriou et al., 2018; Stylidis, Shani and  

Belhassen, 2017). However, social acceptance �± particularly by those who are important to us �± 

has greater influence than the cognitive image in creating place attachment and spreading positive 

WOM, especially for tourists (Stylidis, Shani and  Belhassen, 2017). 

2.4.2.3 Cultural norms and tourist behavior 

 Culture is a strong influencer of individual behavior. For instance, Cialdini, Reno, and Kallgren 

(1990) found three main norms that influence individual behavioral intentions, especially 

sustainability (revisit intentions), with cultural norms as the core influencer. Viet, Dang, and 

Nguyen (2020) found that revisiting intention directly affected cultural norms and perceived risk. 

Many previous studies have witnessed that cultural norms influence tourists' revisit intentions. For 

example, Allameh et al. (2015) found that sports tourists' revisit intentions were strongly 

influenced by the cultural norms and beliefs of the tourists. Past studies have also quoted cultural 

norms as the core factors in forming individual behaviors. For example, many studies advocate 

that, as well as being influenced by physical and economic factors, tourists' behavior related to 

travel or revisit decisions is also shaped by cultural forces (Halonen, 2020; Liu et al., 2017). The 

impact of cultural norms has been studied, but the findings are insufficient to design policies. It is 

fundamentally important to know that cultural norms are vital in shaping tourist behaviors, 

specifically in shaping revisit intentions (Halonen, 2020).  

In addition, Lam, Lee, and Mizerski (2009) explored the idea that cultural norms' dimensions 

positively influence customers' WOM regarding a specific product or service (e.g., suitability-

oriented products). In addition, Parry, Yang, and Takemura (2021) found that the generation of 

positive WOM is a function of the desire to share a common culture. They also found that positive 

WOM is positively related to the desire to follow cultural values while planning tourism activities. 

Even cultural norms indirectly affect positive WOM and change tourists' choices (Parry, Yang, 

and Takemura, 2021). When tourists plan in a hurry, spontaneous, cultural factors will influence 

their behavior (Halonen, 2020). Furthermore, Halonen (2020) states that if someone close or 

important asks for a recommendation regarding a tourist destination, cultural norms will guide the 

response. He states that customers generally see any marketing campaign through a cultural lens, 

and in the same way, customers' communication regarding a product or service (e.g., tourist 

destination) is influenced by cultural norms.  
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2.4.2.4 Personal norms and tourist behavior  

The norms activation model describes personal norms as basic elements of altruistic sustainability 

behavioral intentions or behaviors (Onwezen, Antonides and  Bartels, 2013). Personal norms relate 

to the self-concept and feeling of moral obligation to display a positive behavior in a particular 

situation (e.g., revisit intentions) (Schwartz, 1977). Similarly, it is a common argument that, as 

part of personal norms, both introjected and integrated norms are positively associated with 

sustainable initiatives such as revisiting intentions by the tourists (Ünal, Steg and  Gorsira, 2018). 

The theory of planned behavior was tested to check tourists' behavior regarding revisit intention, 

and it was found that many factors, including attitude and other behavioral controls, influence 

tourist revisit intentions (Kerner and  Kalinski, 2002). Kerner and Kalinski further explain that 

norms (e.g., personal norms) also strongly control tourists' behavior, especially when planning a 

revisit. Similarly, some studies claim a highlighted relationship between personal norms and revisit 

intention (e.g., Al Muala, 2011). Based on these previous studies, we can conclude that personal 

norms significantly impact tourist behavior, whether the effect is direct or indirect. 

In addition, Ajzen (1988, p. 91) explains normative influence on behavioral intentions. According 

to his findings, norms play an important role in changing customers' intentions regarding different 

products and services. For example, tourists' attitudes may guide them to do something, but they 

will do other actions if it is against their norms (Perugini and Bagozzi, 2001). Ajzen (1991) found 

a similar impact and explains it in his theory of reasoned action, which states that behavioral intent 

occurs for two reasons: our attitude and our norms. Similarly, Doran and Larsen (2016) found that 

personal norms showed the strongest association with behavioral intentions such as WOM and that 

they also mediate the relationship between social norms and behavioral intentions. Overall, 

findings indicate that personal norms seem related to travel choices and positive WOM regarding 

tourist destinations. Many researchers argue that personal norms provide a basis for tourists' 

behavior. For example, personal norms influence tourists' destination preferences and whether they 

will recommend the destinations to others (Ababio-Donkor, Saleh and  Fonzone, 2020). Further, 

personal norms urge tourists to engage in tourism activities such as creating positive WOM and 

spending more money on the destinations. Similarly, Bamberg, Hunecke, and Blo (2007) explain 

that a person will recommend a tourist destination to others only if they are satisfied with the place 

and their motivation is internal (personal norm).  
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2.4.2.5 Subjective norms and tourist behavior 

Subjective norms refer to an individual's perception of the social pressure to perform or not 

perform a particular behavior. Several research articles have examined the relationship between 

subjective norms and tourist behavior. For example, (Ahmad, Kim, Anwer and  Zhuang, 2020) 

found that subjective norms significantly influenced tourists' intention to visit a destination. The 

authors argue that social influence plays a crucial role in shaping tourists' behavior, and destination 

marketers should consider the opinions of significant others in their marketing strategies. In 

addition, subjective norms were found to have a significant positive effect on tourists' intention to 

engage in sustainable tourism behavior (Ibnou-Laaroussi, Rjoub and  Wong, 2020). The authors 

suggest that promoting sustainable tourism practices among tourists' social network and 

emphasizing social norms may encourage tourists to adopt sustainable behaviors. Similarly, Hsu, 

Robinson and Scott (2018) found that subjective norms had a significant impact on tourists' 

decision-making regarding food consumption. The study found that tourists' perception of social 

pressure from their travel companions influenced their food choices and preferences.  

Overall, these studies suggest that subjective norms can play a critical role in shaping tourists' 

behavior. Travel marketers and policymakers should consider the impact of social influence on 

tourists' decision-making processes and incorporate strategies that promote socially acceptable 

behaviors.     

2.4.3 Tourist personality and tourist behavior 

�7�K�H���L�Q�G�L�Y�L�G�X�D�O���S�H�U�V�R�Q�D�O�L�W�\���L�V���G�H�I�L�Q�H�G���D�V���³�W�K�H���V�H�W���R�I���F�K�D�U�D�F�W�H�U�L�V�W�L�F�V���R�U���D���V�H�W���R�I���E�H�K�D�Y�L�R�U�V�����F�R�J�Q�L�W�L�R�Q�V����

�D�Q�G���H�P�R�W�L�R�Q�D�O���S�D�W�W�H�U�Q�V���W�K�D�W���H�Y�R�O�Y�H���I�U�R�P���E�L�R�O�R�J�L�F�D�O���D�Q�G���H�Q�Y�L�U�R�Q�P�H�Q�W�D�O���I�D�F�W�R�U�V�����0�D�W�W�K�H�Z�V�����������������´��

Psychologists believe that an individual's personality strongly influences behavior (Hunsley, Lee, 

and  Wood, 2003). For example, the five-factor (Big Five) model of personality explains different 

personality types and their relationship with individual behavior (Costa and  McCrae, 1992; 

Goldberg, 1982). Similarly, Tett, Jackson, and Rothstein (1991) endorse the influence of 

personality on human behavior, and they found a positive correlation between high 

conscientiousness and positive behavior of individuals. In addition, it is found that many 

personality types influence tourist behavior positively, e.g., Jani (2014) found that tourists with an 

openness personality type are more curious about traveling and behaving environmentally friendly. 

He also found that other dimensions of a big-five model like neuroticism and agreeableness 
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positively change tourist behavior. However, openness to experience is the most influential type 

of tourist personality n showing environmentally friendly behavior. Keeping in mind the 

importance of different personality types, the big-five model of personality has been incorporated 

into the current study's model as a moderator of the relationships between norms and tourist 

behavior.            

2.5 Place attachment  

Place attachment has been gaining increased attention in the field of tourism research since the last 

decade (Shen, Wang and  Loverio, 2022). Place attachment refers to the emotional connection that 

individuals develop towards a particular place or destination (Silva, Kastenholz and  Abrantes, 

2013). This emotional connection can be influenced by various factors such as personal 

experiences, cultural values, and socio-economic backgrounds. 

From a tourism perspective, place attachment is a critical factor that can influence tourist behavior 

and destination loyalty. Tourists who develop a strong attachment to a particular destination are 

more likely to revisit the destination and recommend it to others (Moore, Rodger and  Taplin, 

2015). This can lead to increased tourism revenue and a positive brand image for the destination. 

Research has shown that place attachment can be influenced by a range of factors. Personal 

experiences at the destination, such as positive interactions with locals, unique cultural 

experiences, and stunning natural landscapes, can create a strong emotional connection towards 

the destination (Tsai, 2016). In addition, cultural values, norms and socio-economic backgrounds 

can also play a role in shaping place attachment (Abbott-Chapman, Johnston and  Jetson, 2014). 

For example, individuals who have a strong connection to their cultural heritage may develop a 

strong emotional attachment towards a destination that is significant to their culture. 

The tourism industry can also play a role in shaping place attachment through effective marketing 

and destination promotion (Xu and  Zhang, 2016). Destination marketing campaigns that showcase 

the unique features and attractions of a destination can influence a tourist's decision to visit and 

create expectations that shape their behavior during the trip (Xu et al., 2016). For example, a 

destination that markets itself as a food and wine destination might attract tourists interested in 

culinary experiences and create a sense of place attachment by offering unique dining experiences 

and local food products. 
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Understanding the factors that influence place attachment is critical for tourism stakeholders, 

including destination marketers, policymakers, and tourism operators (Stylidis, 2020). By 

identifying the factors that shape place attachment, stakeholders can develop effective strategies 

to enhance tourists' emotional connection towards the destination (Liu, Hultman, Eisingerich and  

Wei, 2020). For example, tourism operators can create unique experiences that showcase the 

destination's cultural heritage and natural beauty, while destination marketers can develop 

marketing campaigns that highlight the destination's unique features and attractions. Therefore, 

place attachment is considered as a critical concept in tourism research that has important 

implications for tourist behavior and destination loyalty. By understanding the factors that 

influence place attachment, tourism stakeholders can develop effective strategies to enhance 

tourists' emotional connection towards the destination, ultimately leading to increased tourism 

revenue and positive brand image for the destination. 

The notion of place attachment was initially established in the field of environmental psychology 

and refers to an emotional bond between individuals and specific locations (Hernández, Hidalgo, 

Salazar-Laplace and  Hess, 2007). Although there is no widely accepted definition or formal 

concept of place attachment, this study considers it as a developmental process whereby normative 

influences are internalized at an unconscious level and subjectively manifest as an attachment to 

the place (Blatt and  Behrends, 1987). Within the context of tourism, place attachment is a 

significant construct that characterizes the culmination of a trip. 

Research in tourism has demonstrated that place attachment plays a crucial role in shaping tourists' 

behaviours (Dwyer, Chen and  Lee, 2019), as a strong attachment to a place is linked to increased 

loyalty and revisit intentions (George and  George, 2012). Previous studies have also suggested 

that people's connection with particular places can impact their future visit decisions (Banister, 

2008), as individuals develop an attachment to a place and frequently visit it for relaxation (Peters, 

Elands and  Buijs, 2010). However, the place attachment theory does not explain the specific 

processes involved in developing place attachment (Milligan, 1998). Therefore, this study applies 

the place attachment theory to explore how personal characteristics and norms are associated with 

destination. 
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2.6 The role of travel companion  

Travel companions can have a significant impact on tourists' behavior and overall travel experience 

(Su, Cheng and  Swanson, 2020). Travel partners, for example, can contribute to positive behavior 

such as intimacy, communication, and shared experiences, and can also promote adventurous 

activities that increase positive emotions towards the destination. Traveling with friends can 

enhance social interactions and group activities, leading to increased enjoyment and satisfaction 

(Grissemann and  Stokburger-Sauer, 2012). Family members can strengthen bonds and facilitate 

learning and cultural exchange, particularly between generations. Similarly, solo travel can 

promote personal growth, self-discovery, and flexibility in decision-making. In addition, tour 

guides can provide valuable information and a sense of security, while facilitating cultural 

exchange and insider knowledge (Eyisi, Lee and  Trees, 2021). Even traveling with strangers can 

lead to new relationships, cultural exchange, and personal growth.  

Similarly, traveling with colleagues can influence tourists' behavior in several ways. Colleagues 

may encourage a work-related focus, provide social support and encouragement, influence 

decision-making based on shared expenses, and shape tourists' professional reputation (Cohen, 

Prayag and  Moital, 2014). While these influences can be both positive and negative, it is important 

to consider the dynamics of the group and the goals of the trip to ensure a successful and enjoyable 

experience for everyone involved. Hence, different types of travel companions can significantly 

impact tourists' behavior, shaping their overall attitude and behavior during the trip. However, the 

past research in tourism has often overlooked the influential role of the travel companion, 

neglecting the nuanced dynamics and impact they bring to the overall travel experience (Sun et al., 

2023). 

2.7 The role of destination preference 

Destination preference plays a critical role in shaping tourist behavior and creating attachment to 

places. The destination preference is the initial stage in the tourist behavior process and influences 

the overall perception and evaluation of the destination (Hong, Kim, Jang and  Lee, 2006). Tourists' 

decision-making process is based on several factors such as the attractiveness of the destination, 

norms followed at the places, personal preferences, and travel motivations (Boavida-Portugal, 

Ferreira and  Rocha, 2017). For instance, tourists who prefer adventure and outdoor activities 

might choose a destination that offers such activities as hiking, camping, or skiing. On the other 
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hand, those interested in cultural tourism might choose destinations with unique cultural and 

historical significance (Apostolakis, 2003). 

Once a tourist chooses a destination, their experiences at the destination can shape their behavior 

and create a sense of place attachment (Campelo, Aitken, Thyne and  Gnoth, 2014). Positive 

experiences such as friendly locals, stunning landscapes, and unique cultural experiences can 

create a positive emotional connection towards the destination (Hudson and  Ritchie, 2009). This 

connection can lead to repeat visits and positive word of mouth recommendations, which can 

ultimately benefit the destination through increased tourism revenue and a positive brand image. 

In addition to personal experiences, destination marketing and promotion also play a role in 

shaping tourist behavior and creating place attachment (Wang, Huang, Morrison and  Wu, 2022). 

Effective marketing campaigns that showcase the unique features and attractions of a destination 

can influence a tourist's decision to visit and create expectations that shape their behavior during 

the trip (Leisen, 2001). For example, a destination that markets itself as a food and wine destination 

might attract tourists interested in culinary experiences and create a sense of place attachment by 

offering unique dining experiences and local food products. 

Therefore, destination preference is considered as a critical factor in shaping tourist behavior and 

creating place attachment. Tourists' personality characteristics, norms and motivations influence 

their destination preferences, and their experiences at the destination can create positive emotional 

connections that lead to repeat visits and positive word of mouth recommendations. Effective 

destination marketing and promotion can also influence tourist behavior and create expectations 

that shape their experiences and emotional connection towards the destination.  

The above discussion presents a comprehensive exploration of the literature pertaining to the 

intricate relationships among norms, personal characteristics, and tourist behaviors, including 

attachment behaviors. Beginning with an overview of normative psychology and its relevance to 

tourist behavior, the chapter establishes a foundational understanding. The subsequent focus on 

supporting constructs in the literature review is aligned with the three research questions of the 

current study. Research Question 1 seeks to unveil the relationship between norms and tourism 

and hospitality marketing and management, a logical extension from the normative psychology 

background. Research Question 2 builds upon the supporting constructs, aiming to decipher the 

connection between norms and tourists' behavioral intentions. Finally, Research Question 3 

emerges organically from the literature review's exploration of supporting constructs, investigating 
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the intricate interplay between subjective social norms, personality characteristics, and place 

attachment in shaping tourist behaviors. The seamless transition from literature review to research 

questions ensures a cohesive and purposeful trajectory in unraveling the complexities of norm-

driven influences on tourist behavior. 

2.8  Chapter summary 

This chapter provides a comprehensive review of the relevant literature regarding the relationship 

between norms, personal characteristics, and tourist behaviors, including attachment behaviors. 

To begin with, the chapter presents a background on normative psychology and its connection to 

tourist behavior. Next, it discusses the supporting constructs in this study by reviewing the relevant 

literature. Finally, the chapter presents the relationship between the supporting constructs and 

tourist behavior. In the following section, the methodology used in this study is outlined, 

addressing each of the three research questions.  
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Chapter 3 METHODOLOGY  

3.1 Introduction  of chapter 3 

Chapter 3 outlines the methodology employed in the thesis, starting with a discussion on research 

paradigms and the rationale for selecting the one that underpins this work. Since the thesis is 

presented as a collection of published studies, this chapter is structured around the specific research 

methods used in each of the three studies. The study 1 covers the method and procedures used for 

a systematic quantitative literature review, while study 2 and 3 detail the research design, sampling 

method, sample size, questionnaire design, stages and procedures of data collection for the 

empirical investigation. Additionally, the chapter explains the data analysis techniques used to test 

the hypotheses in the empirical investigation. Ethical issues are also addressed. It is worth noting 

that the research methods for the three studies are also discussed in the core chapters of the thesis 

(Chapters 4, 5 and 6), resulting in some overlap in content.  

3.2 Research paradigms 

Paradigms are known to play a significant role in the process of scientific and social science inquiry 

(Babbie, 1990b). There are several different research paradigms (e.g., ontology, epistemology, 

methodology, interpretivism, pragmatic and  positivist) in social sciences; however, it is difficult 

to say which paradigm is the main one. The Kuhnian perspective regarding the research paradigm 

summarizes researchers' beliefs regarding their efforts to create knowledge. (Tracy, 2012). At the 

same time, some researchers consider mental models or stances more helpful than paradigm 

concepts (Mackenzie and  Knipe, 2006; Morgan, 2007). In contrast, other researchers believe that 

the paradigm concept should be considered fluid-like 'constructed entities' instead of static. 

Paradigms should not be considered exclusionary but as tools useful to the research process 

(Biesta, 2010). Even though many studies discussed the concepts of the research paradigm, still 

researchers consider it very important to deeply understand it to carry out their research as it will 

help them to identify and justify the research design suitable for their study (Creswell, Hanson, 

Clark Plano, and  Morales, 2007).   

Individuals normally carry their own beliefs regardless of their characteristics which influence the 

entire research process. Research paradigms capture researchers' basic beliefs, which enforce them 

to know more and more about the world they live in (Guba and  Lincoln, 1994). The structure of 
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beliefs can be divided into three major categories: ontology, epistemology, and methodology 

(Guba and  Lincoln, 1994). These categories have a significant difference between them which 

remained a hot topic for many researchers in the last decade (Johnson and  Onwuegbuzie, 2004; 

Migiro and  Magangi, 2011). To find objective truth, a positivist views the world using the lens of 

science (Scotland, 2012; Taylor and  Medina, 2013); whereas a post-modernist considers 

information gathered from subjective sources as only a representation rather than an absolute truth 

(Schultz and  Hatch, 1996; Taylor and  Medina, 2013). Being more reliable, accurate, and more 

scientific, the pragmatic paradigm dominates the rest of the paradigms. The pragmatic paradigm 

is particularly useful when research aims to address practical problems and generate actionable 

knowledge that can be applied in real-world settings (Feilzer, 2010, p. 7). This is why the pragmatic 

research paradigm is opted for this thesis. Below, the pragmatic paradigms is explained in detail.  

3.2.1 Pragmatic paradigm and its importance  

In the context of this thesis, the pragmatic research paradigm plays a pivotal role by seamlessly 

integrating normative and behavioral theories into a framework that goes beyond theoretical 

exploration. The pragmatic approach facilitates a nuanced examination of the influence of norms 

on tourist behavior, loyalty, and place attachment, grounding the research in practical applications 

within the tourism industry. By combining quantitative and qualitative methods in a two-phase 

study, the pragmatic paradigm ensures a comprehensive understanding of the complexities 

involved, offering valuable insights for marketing and management strategies. The resulting 

published studies not only contribute to academic discourse but also provide actionable 

implications for decision-makers, demonstrating the pragmatic paradigm's significance in 

unraveling the intricate dynamics of the tourism landscape.  
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Figure 3-1 Research philosophy positioning (adopted from Noordin and  Masrek, 2016) 

 

The goal of the pragmatic research philosophy is to provide a framework for the practical 

application of scientific findings (Giacobbi, Poczwardowski and  Hager, 2005). This approach is 

particularly useful in the fields of education, public health, behavioural studies and social work, 

where it is commonly used to inform the practice and policies of these organizations. This thesis 

introduces the readers to the various features of this research paradigm and how it differs from 

others. The main distinguishing feature of the pragmatic approach from other research paradigms 

is that it focuses on practical application of findings (Kaushik and  Walsh, 2019). Unlike other 

paradigms that prioritize abstract or theoretical knowledge, the pragmatic approach places a high 

importance on the development of knowledge that can be utilized to address real-world issues 

(Allemang, Sitter and  Dimitropoulos, 2022). The emphasis on practicality is also reflected in the 

way that research is conducted in this paradigm. It involves collaboration with other stakeholders, 

such as policymakers and practitioners.  
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One of the main features of the pragmatic method is its emphasis upon mixed-method research 

(Lipscomb, 2008). This allows researchers to create a comprehensive understanding by using both 

qualitative and quantitative methods. For instance, in behavioural studies, quantitative techniques 

can be used to analyze the effects of a new strategy on the performance of students, while 

qualitative methods are used to study how teachers and learners perceive the new approach. One 

of the main characteristics of the pragmatic approach is its emphasis on context (Morgan, 2013). 

Since it is concerned with the practical application of findings, researchers in this paradigm pay 

attention to the various factors that affect the results of their studies. This is especially important 

in studies related to education, as the effectiveness of certain strategies may depend on various 

factors, such as the students' socioeconomic status, the teachers' cultural background, and the 

school district's practices and policies.  

Despite the numerous advantages of the pragmatic approach, it is still criticized because it can 

sometimes lead to the prioritization of practicality over rigor (Nenonen, Brodie, Storbacka and  

Peters, 2017). This is because the emphasis on practicality is so high that it can sometimes prevent 

researchers from producing useful results. One criticism of the pragmatic approach is that it tends 

to ignore the root causes of social problems (Weaver and  Olson, 2006). Instead, it focuses on the 

practical application of solutions. This can lead to the development of solutions that do not address 

the root causes of the issue.  

Despite the criticism, the pragmatic approach is a philosophy of research that focuses on the 

practical application and generation of knowledge that can be utilized to address real-world issues. 

It is characterized by close collaboration between practitioners and researchers, mixed-method 

research, and an emphasis on context. The practicality of the paradigm makes it superior to other 

paradigms and for this reason, the pragmatic approach is utilized in current thesis.  

The importance of the pragmatic research approach is acknowledged by scholars and practitioners, 

as it emphasizes the practicality of the findings, which makes it applicable in fields such as 

behavioural studies, public health, education, and social work (Tolley, Ulin, Mack, Robinson and  

Succop, 2016). The goal of the approach is to bridge research and practice by producing actionable 

knowledge, which can be applied to specific problems. The pragmatic approach places emphasis 

on context, as it recognizes that different factors, such as normative, cultural, political, and social 

elements, can affect the effectiveness of certain interventions or strategies (Ekbia, and  Maguitman, 

2001). This helps ensure that the findings are sensitive to the complex issues that face society.  
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3.3 Research design of current study  

The concept of tourism research involves examining the behavior of individuals when they travel 

outside of their home (Braun and  Clarke, 2013). This research is conducted in a variety of ways, 

such as qualitative and quantitative methods. The goal of this thesis is to explore the effects of 

personal normative factors on tourism and hospitality. The research design used for this study is 

based on a pragmatic framework. It utilizes a mixed-method approach that combines qualitative 

and quantitative elements. Study 1 is a systematic literature review of norms in tourism context, 

while study 2 utilized a quantitative research method. In addition, study 3 utilized a mixed-method 

approach. Following is a detailed description of the various research techniques utilized in each of 

the studies in this thesis. 

3.4 Study 1 �± systematic quantitative literature review method  

Study one employed a systematic quantitative literature review method to address Research 

Question 1, which seeks to explore the relationship between norms and tourism and hospitality 

marketing and management. This approach was chosen because one of the primary objectives of 

the thesis was to map the existing knowledge in the intersection of normative psychology and 

tourist behavioral studies.  

A systematic literature review is a type of academic research that involves analyzing the literature 

on a specific phenomenon. There are two main types of literature reviews: meta-analysis and 

narrative reviews (Green, Johnson and  Adams, 2006). Meta-analysis is usually focused on the 

analysis of prior research, while narrative reviews are more subjective. Compared to a narrative 

literature review, a systematic review is more reproducible and comprehensive (Pickering and  

Byrne, 2014). It involves carrying out a thorough analysis of the literature and selecting the most 

relevant papers (Mays, Pope, and  Popay, 2005). It also uses explicit procedures to critically 

appraise the evidence presented.  

A systematic review is useful for identifying new trends and improving the knowledge base in 

various disciplines (Pickering and  Byrne, 2014). In tourism-related studies, it has been used in the 

analysis of gender and risk factors in travel and tourism. The objective of this project was to map 

out the current knowledge about the intersection of tourist behavioral studies and normative 

psychology. The systematic review process is carried out through a set of procedures that involve 

identifying, choosing, and critically evaluating the most relevant studies. It also involves extracting 
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and analyzing the data from the studies that were included in the review. This type of analysis is 

ideal for this study, which looked into the current state of knowledge regarding the intersection of 

tourist behavioral and normative psychology. Through quantitative and systematic methods, 

boundaries can be established, and gaps can be identified in knowledge (Pickering, Grignon, 

Steven, Guitart, and  Byrne, 2015). In the past, various doctoral programs have also utilized these 

procedures to examine various topics (e.g., Spasojevic, Lohmann and  Scott, 2018; Yung and  

Khoo-Lattimore, 2017). 

3.4.1 Planning and conducting the review 

This section describes how the literature review on the link between norms and tourism and 

hospitality marketing was conducted. The procedure followed the guidelines of Pickering and 

Byrne (2014). The research question was then established, and the scope of the study was refined 

by reviewing the most relevant studies in the field. The findings of this study helped to identify 

the key words that will be used in the future. The study utilized various databases to minimize 

bias. The researchers were cross-referenced using the search terms that they used. The extraction, 

screening, and assessment stages were supervised by the first author. The review process was 

divided into four phases: the exploratory phase, the screening phase, the extraction phase, and the 

synthesis phase. The exploratory stage focused on identifying important papers in tourism and 

normative psychology research. The various phases of the review process were carried out in a 

way that minimized the chances of bias. Throughout the systematic review process, the co-authors 

of this study were actively involved in verifying each stage and providing consultation to ensure 

the study's integrity. 

In addition, steps were taken to minimize personal bias and errors during the article review process 

by adopting systematic review methods and adhering to established guidelines. For example, the 

PRISMA (Preferred Reporting Items for Systematic Reviews and Meta-Analyses) framework was 

employed to ensure transparency and consistency (Moher et al., 2009; Higgins et al., 2011). 

Moreover, the inclusion and exclusion criteria were clearly defined in advance, based on objective 

parameters to further ensure that the review process remained rigorous and impartial (Liberati et 

al., 2009). These measures helped to maintain the integrity and reliability of the review. 
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3.4.2 Searching  

Based on an initial scoping of the literature and consultation with supervisors, the keywords 

personal norms, social norms, subjective norms, theory of planned behavior (TPB), value-belief-

norm (VBN), and tourist behavior were identified as common terms used in seminal and recent 

tourism studies applying normative theories. These terms were chosen to ensure that the search 

would find the most relevant literature while not extending the scope of the study (Pickering and  

Byrne, 2014). The researchers searched three databases e.g., Scopus, ScienceDirect, and Web 

Science to find articles that addressed the various themes related to tourism and norms. The 

Boolean operators (OR/AND) were used to identify the articles that deal the phenomenon under 

study. The results of the search indicated that the multiple databases and their related keywords 

were well-structured and thorough. 

3.4.3 Screening 

As of December 2021, a search of ScienceDirect, Scopus as well as Web of Science generated 265 

articles which were exported to Microsoft Excel. The articles were filtered for the subject areas 

e.g., social sciences, business, management and accounting, arts and humanities, environmental 

sciences, ecology science technology, biodiversity conservation, business economics, 

oceanography, sociology and water resource. 7 articles were removed from the data due to 

duplication. 78 articles not fulfilling the inclusion criteria were removed from the data (e.g., some 

articles just mentioned norms in the future recommendations). A total of 86 articles related to 

norms and tourist behaviour published between 2014 and 2021 (inclusive) were included in the 

final analysis.  

3.4.4 Extraction and synthesis 

The inductive content analysis was used to analyze 86 studies as the existing knowledge on the 

phenomenon was fragmented (Vesely, and  Klöckner, 2020). Microsoft Excel software was used 

�W�R���J�H�Q�H�U�D�W�H���E�L�E�O�L�R�J�U�D�S�K�L�F���G�H�W�D�L�O�V���R�I���W�K�H���F�R�O�O�H�F�W�H�G���D�U�W�L�F�O�H�V�����$�X�W�K�R�U�V�¶���L�Q�I�R�U�P�D�W�L�R�Q���Z�D�V���F�R�G�H�G���E�\���W�K�H��

category (i.e., country), publication information (i.e., article title, year, and journal title), 

methodological frameworks (quantitative, qualitative, and mixed methods), theoretical 

frameworks applied, characteristics of research samples and research context. Qualitative data 

analysis software like NVivo and Leximancer are normally applied in systematic literature 

reviews, however, the current study used quantitative analysis techniques to analyze and interpret 
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data as this method has been deemed a significant technique to an effective literature review 

(Bandara, Furtmueller, Gorbacheva, Miskon, and  Beekhuyzen, 2015).  

3.5 Study 2 and 3 �± empirical investigations 

The study 2 utilized a quantitative design to answer the second research question, while the study 

3 utilized a mixed-methods strategy to answer the third research question. In most quantitative 

research designs, the goal is to conduct true experiments and quasi-experimental studies (Babbie, 

1990b). Causal experiments are scientific studies that attempt to establish a relationship between 

an intervention or treatment and an outcome (Creswell et al., 2007). A survey research method 

(used in the second study) is commonly used in empirical studies to collect information about a 

large population (Creswell et al., 2007). It allows researchers to collect various details about a 

subject and then analyze them in a way that's flexible enough to accommodate their data (Tracy, 

2012).  

Unlike qualitative research, which typically focuses on a single phenomenon, qualitative research 

allows researchers to explore a phenomenon through various methods and approaches. For 

instance, this thesis explores the link between consumer behavior and norms in tourism. The 

second and third studies of this thesis utilized a cross-sectional design to analyze the various 

hypotheses presented in the studies. The findings of the first systematic review of the literature on 

quantitative research in tourism revealed that over 83% of the studies that use normative 

psychology involve the use of survey questionnaires while 5.8 % used a mixed method design. 

Knowing the importance of quantitative and qualitative designs, both the designs have been 

utilized in the current thesis. 

3.5.1 Research design and process 

A self-administered survey instrument was used to collect data in the second study. Quantitative 

research methods have been applied in this study. Recruitment of respondents (tourists) followed 

�D���S�U�R�S�R�U�W�L�R�Q�D�W�H���V�W�U�D�W�L�I�L�H�G���U�D�Q�G�R�P���V�D�P�S�O�L�Q�J���S�U�R�F�H�G�X�U�H���E�D�V�H�G���R�Q���W�K�H���W�R�X�U�L�V�W�V�¶���V�K�D�U�H���R�I���W�R�S���W�R�X�U�L�V�P��

destinations in Pakistan. Using proportionate stratified random sampling is appropriate because 

the top tourism destinations (northern areas including Murree, Naran, Kaghan, Gilgit, Chitral, 

Hunza Valley and Muzaffarabad) considered in this study constitute unique tourism segments, the 

representation of which is critical to the generalization of the study. Also, the stratified sampling 

method has been proven to provide greater statistical precision of the results (Maxwell, Bickman 
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and  Rog, 2009).  

For the third study, two separate studies were conducted, one quantitative and the other 

experimental study (qualitative). For the quantitative study, a survey instrument using the 

LimeSurvey software was used for the design and collection of data. To ensure that all responses 

were completed without missing data, all questions on the survey had a forced response. While a 

qualitative approach was taken in Study 2 to investigate the level of attachment to chosen tourism 

destinations. A detailed research design and process is presented in Figure 3-2.  

 
Figure 3-2 Research design and process. 

3.5.2 Questionnaire construction 

The process of developing a questionnaire for a research thesis typically involves three steps, 

which are commonly discussed in literature on research methodology (Tracy, 2012; Neuman, 

2002). The first step involves defining the constructs that are relevant to the research hypotheses 

and identifying indicators that can be used to operationalize these constructs. The second step 

involves selecting appropriate scales and measurements to be applied to the indicators, while 

considering the reliability and validity of these scales. The third and final step is to evaluate the 

questionnaire for its overall length and ease of completion. These steps are important for ensuring 

that the questionnaire is appropriately designed to collect the necessary data for the research 

project.  

3.5.3 Operationalization and measurement of constructs  
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Constructs are concepts or ideas that cannot be observed directly, and therefore, researchers need 

to describe or define them using language. To measure a construct, researchers must determine 

how to operationally define or provide measurable indicators of the phenomenon (Babbie, 1990b). 

Operationalization is defined by Babbie (1990, p. 217) as "the process by which researchers 

identify empirical observations that can be used as indicators of the attributes that are contained 

within given concepts." In this thesis, the measurement items in the survey questionnaire were 

derived from a review of relevant literature and previous studies that used the same scales and 

measurements to assess norms and tourism. The next section will present the constructs used in 

study 2 and 3 and will discuss the operationalization of these concepts in this thesis, as well as the 

application of measurements.  

Descriptive norms  

Descriptive norms are widely used in tourism research because they shape behavior. According to 

Cialdini and colleagues, Descriptive norms have the ability to regulate behavior in various ways. 

They also believe that their effects depend on the situation at hand. According to a study conducted 

by Cialdini and colleagues in 1990, descriptive norms describe the appropriate behaviors that 

people should adopt based on what they see around them. For instance, tourists might avoid 

littering when the area they're visiting is cleaned up. Descriptive norms are based on the idea of 

subjective norms. They are also similar to the theories of planned behavior and reasoned action. 

Similarly, descriptive norms have been shown to have powerful effects on a person's willingness 

to engage in environmental behavior. For instance, in 2010, a study conducted by Bergin- Seers 

and Mair revealed that the use of descriptive norms significantly affected the willingness of 

individuals to participate in environmental activities. Measurement scale for the construct is 

adapted from previous studies �± for instance, descriptive norms were measured by four items 

(Moons and  De Pelsmacker, 2015) with a Cronbach alpha coefficient about 0.82. A sample item 

�I�R�U���G�H�V�F�U�L�S�W�L�Y�H���Q�R�U�P�V���L�V�����µ�,���E�H�O�L�H�Y�H���W�K�D�W���P�R�V�W���R�I���W�K�H���S�H�R�S�O�H���Z�K�R���D�U�H���L�P�S�R�U�W�D�Q�W���W�R���P�H���V�K�R�Z���O�R�\�D�O�W�\��

intentions (e.g., revisit a tourism destination and spread positive word abo�X�W���L�W���¶�� 

Injunctive norms 

Injunctive norms, also known as moral norms, refer to people's perceptions of how others believe 

they ought to behave (Nielsen and  McGregor, 2013). They can be measured through various 

questions, such as what age someone's parents would be okay with drinking alcohol, or how much 

they would disapprove of it. In current study, injunctive norms are measured with a scale 
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developed by Fishbein and Ajzen (1975) with a Cronbach alpha coefficient about 0.75. The scale 

�F�R�Q�W�D�L�Q�V���������L�Q�W�H�U�Y�D�O�V�����$���V�D�P�S�O�H���L�W�H�P���I�R�U���W�K�H���L�Q�M�X�Q�F�W�L�Y�H���Q�R�U�P�V���L�V�����µ�3�H�R�S�O�H���Z�K�R���D�U�H���L�P�S�R�U�W�D�Q�W���W�R���P�H��

�Z�L�O�O���V�X�S�S�R�U�W���P�H���Z�K�H�Q���,���G�R���W�R�X�U�L�V�P���U�H�O�D�W�H�G���D�F�W�L�Y�L�W�L�H�V���¶ 

Personal norms 

�3�H�U�V�R�Q�D�O���Q�R�U�P�V���D�U�H���G�H�I�L�Q�H�G���D�V���³�D�Q���L�Q�G�L�Y�L�G�X�D�O�
�V���F�R�Q�Y�L�F�W�L�R�Q���W�K�D�W���D�F�W�L�Q�J���L�Q���D���F�H�U�W�D�L�Q���Z�D�\���L�V���U�L�J�K�W���R�U��

�Z�U�R�Q�J�´�����%�D�P�E�H�U�J���H�W���D�O�������������������S�����������������7�K�H���S�H�U�V�R�Q�D�O���Q�R�U�P�V���W�K�D�W���D�G�R�O�H�V�F�H�Q�W�V���H�[�K�L�E�L�W���D�U�H���U�H�O�D�W�H�G���W�R��

their self-presentation. These are feelings of obligation or moral responsibility that they should 

perform in certain ways. According to Cialdini et al. (1990), personal norms are self-defined 

standards that emerge from one's own values. They do not rely on external rewards or penalties. 

The concept of the personal norms model is commonly used to explain how people develop their 

own behavior. It has been shown that these factors can influence their health and behavior. In 

current study, to measure personal norms, a five-items Likert-based scale adapted from Doran and 

Larsen (2016) was adapted with a Cronbach alpha coefficient about 0.70. A sample item for 

�S�H�U�V�R�Q�D�O���Q�R�U�P�V���L�V�����µ�,���G�R���I�H�H�O���D���P�R�U�D�O���R�E�O�L�J�D�W�L�R�Q���W�R���G�R���D�F�W�L�Y�L�W�L�H�V���Z�K�L�F�K���K�H�O�S�V���W�R�X�U�L�V�P���W�R���J�U�R�Z���¶ 

Cultural norms  

Cultural norms can be defined as the shared beliefs, values, behaviors, and customs that shape the 

way people within a particular culture or society interact with each other and the world around 

them (Henslin, 2018). These norms are learned through socialization and are passed down from 

generation to generation, shaping individual behaviors and influencing social interactions (Cooke 

and  Rousseau, 1988). The importance of cultural norms can be seen in the way they dictate what 

is considered acceptable or unacceptable behavior, how people communicate and express 

emotions, and how they form relationships with others (Yang and  Mossholder, 2004). 

In current study, cultural norms are measured using an eight-item scale adapted from Singelis et 

�D�O�������������������Z�L�W�K���D���&�U�R�Q�E�D�F�K���D�O�S�K�D���F�R�H�I�I�L�F�L�H�Q�W���������������$���V�D�P�S�O�H���L�W�H�P���I�R�U���F�X�O�W�X�U�D�O���Q�R�U�P�V���L�V�����µ�,���I�H�H�O���J�R�R�G��

when I cooperate with others by showing loyalty towards a �W�R�X�U�L�V�W���G�H�V�W�L�Q�D�W�L�R�Q�¶�� 

Tourist personality  

�3�H�U�V�R�Q�D�O�L�W�\���L�V���G�H�I�L�Q�H�G���D�V���W�K�H���³�V�H�W�V���R�I���E�H�K�D�Y�L�R�X�U�V�����F�R�J�Q�L�W�L�R�Q�V�����D�Q�G���H�P�R�W�L�R�Q�D�O���S�D�W�W�H�U�Q�V���W�K�D�W���D�U�H���I�R�U�P�H�G��

�I�U�R�P�� �E�L�R�O�R�J�L�F�D�O�� �D�Q�G�� �H�Q�Y�L�U�R�Q�P�H�Q�W�D�O�� �I�D�F�W�R�U�V���� �D�Q�G�� �Z�K�L�F�K�� �F�K�D�Q�J�H�� �R�Y�H�U�� �W�L�P�H�´�� ���.�K�D�]�D�Q���� �������������� �$��

history exists on how personality influences individual behaviour with a myriad of research on the 

topic (Camoiras-Rodriguez and  Varela, 2020). Knowing the value of personality features in 

changing behaviour, many researchers from hospitality and tourism also incorporated these 
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�F�R�Q�F�H�S�W�V���L�Q�W�R���W�K�H�L�U���V�W�X�G�L�H�V���D�Q�G���I�R�X�Q�G���D���V�W�U�R�Q�J���U�H�O�D�W�L�R�Q���E�H�W�Z�H�H�Q���D�Q���L�Q�G�L�Y�L�G�X�D�O�¶�V���S�H�U�V�R�Q�D�O�L�W�\���W�U�D�L�W�V��

and behaviour (Woosnam, Russell, Ribeiro, Denley, Rojas, Hadjidakis and  Mower, 2022). In this 

thesis, tourist personality is measured using a 10-item scale assessing the Big Five personality 

traits: extraversion, agreeableness, conscientiousness, emotional stability, and openness was 

adapted from Rammstedt et al. (2013) with a Cronbach alpha coefficient round about 0.70.  

Destination preference  

By definition, destination preference is a tourist's decision on which destination to travel from 

multiple alternatives (Seddighi and  Theocharous, 2002). A destination preference model is based 

on a well-known behavioral principle. It states that when an individual makes a decision, there are 

initially several alternatives that are being actively considered. The destination preference is a 

selection criterion that influences the likelihood of a person making a behavioural decision (e.g., 

revisiting a place; Ebrahim, Ghoneim, Irani and  Fan, 2016). It involves ranking attributes such as 

normative and cognitive components (Ramsøy, Michael and  Michael, 2019). In current study, the 

measurement scale was adapted from Mukherjee, Adhikari and Datta (2018) with Cronbach alpha 

coefficient 0.764. �$���V�D�P�S�O�H���L�W�H�P���I�R�U���W�K�H���V�F�D�O�H���L�V���³Heritage destination is exactly what I actually 

look for�´���� 

Travel companion 

A traveling companion is defined as a person or group of people with whom the tourist has made 

�W�U�D�Y�H�O���D�U�U�D�Q�J�H�P�H�Q�W�V���D�Q�G���L�Q�W�H�Q�G�V���W�R���W�U�D�Y�H�O���Z�L�W�K���G�X�U�L�Q�J���W�K�H�L�U���W�U�L�S�����2�¶�5�H�L�O�O�\�������������������,�W�
�V���L�P�S�R�U�W�D�Q�W���W�R��

note that a group or tour leader is not considered a traveling companion unless they are sharing 

room accommodations with the tourist. Because of how social animals are, people who travel with 

you can have a significant influence on the behavior of others (Twenge, Baumeister, DeWall, 

Ciarocco and  Bartels, 2007). Keeping in mind the importance of tourist in changing tourist 

behavior, it is modelled as moderator in the current study. To measure travel companion, it was 

categorized into five sub-groups (e.g., family, friends, partner, colleagues, and alone).  

�$���V�D�P�S�O�H���L�W�H�P���I�R�U���W�K�H���V�F�D�O�H���L�V���³Travel companions are more important than tourism destinations�´���� 

Level of education  

A person's level of education can have a huge impact on their behavior (Staw, 1976). Not only 

does it prepare them for academic success, but education also teaches them how to think critically 

and effectively, and it helps them make informed decisions (Borich, 1988). Individuals with high 

levels of education are more likely to excel at problem-solving (Pajares and  Miller, 1994). In 
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tourism and hospitality, several researchers have tested the influence of different levels of 

education on tourist behaviour (�%�D�N�N�H�U�����������������0�H�ú�H�F�L�����&�D�P�S�E�H�O�O��and  �$�U�V�O�D�Q�����������������ù�H�ú�H�Q����and  

Pruett, 2014). In the current thesis, levels of education were measured by five different categories 

like i) no formal education ii) secondary school iii) undergraduate iv) masters v) others.  

Behavioral intentions  

Behavioral intentions refer to an individual's anticipated actions in a specific situation or context 

(Fishbein and  Ajzen, 1975). They represent a person's subjective probability of engaging in a 

particular behavior, based on their attitudes, beliefs, and personal norms. Behavioral intentions are 

an important predictor of actual behavior, as they reflect an individual's motivation and willingness 

to perform a particular action (Nash and  Wakefield, 2022). Measuring behavioral intentions can 

provide insights into consumers' future behavior, such as repurchase intention, word-of-mouth 

communication, and recommendations (Lin, 2022). In this study, a six-item scale adapted from 

Cronin, Brady, and Hult (2000) and Arnett, German, and Hunt (2003) was used to measure 

behavioral intentions, which consisted of revisit intention and WOM communication with a 

Cronbach alpha coefficient 0.92. An example of a behavioral intention item is "I am highly likely 

�W�R���U�H�Y�L�V�L�W���W�K�L�V���W�R�X�U�L�V�P���G�H�V�W�L�Q�D�W�L�R�Q�´�� 

Place attachment  

The concept of place attachment refers to the bond that people develop with a certain place or 

destination. This is very important for tourism as it can influence their decision-making and 

behavior when traveling. Having a strong attachment to a particular area can also help boost the 

local economy. Place attachment is modelled as a dependent variable in current study and to 

measure it, an 11-item scale was adapted from Williams and Vaske (2003) with a Cronbach alpha 

coefficient 0.920. The sample items are �³�,�� �I�H�H�O�� �W�K�L�V�� �G�H�V�W�L�Q�D�W�L�R�Q�� �L�V�� �D�� �S�D�U�W�� �R�I�� �P�H�´���� �³�+�H�U�L�W�D�J�H��

�G�H�V�W�L�Q�D�W�L�R�Q���L�V���Y�H�U�\���V�S�H�F�L�D�O���W�R���P�H�´�����³�,���L�G�H�Q�W�L�I�\���V�W�U�R�Q�J�O�\���Z�L�W�K���K�H�U�L�W�D�J�H���G�H�V�W�L�Q�D�W�L�R�Q�V���´ 

In selecting the measurement scales for the current study, we carefully considered various factors 

to ensure the appropriateness and relevance to the context of my research. The decision to opt for 

specific scales while leaving others was driven by a combination of established reliability and 

validity of the chosen instruments, as evidenced by their widespread utilization in previous 

research endeavors. These scales have demonstrated their effectiveness in translating societal 

norms, which serve as key influencers of behavior in this study. By aligning with scales that have 

been extensively employed by other researchers, we aimed to enhance the robustness and 
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credibility of my own findings. Furthermore, the selected scales proved to be a seamless fit for the 

unique nuances of my research context, capturing the intricacies of the variables under 

investigation more accurately than alternative options. This deliberate choice ensures that the 

measurement instruments employed are not only validated by previous scholarly work but also 

tailored to the specific demands of my study, ultimately contributing to the methodological rigor 

and validity of my research outcomes.  

 

3.5.3.1 Study 2 �± Constructs  

�6�W�X�G�\�� ���� �D�G�G�U�H�V�V�H�G���5�H�V�H�D�U�F�K�� �4�X�H�V�W�L�R�Q�� ������ �³�:�K�D�W�� �L�V�� �W�K�H�� �U�H�O�D�W�L�R�Q�V�K�L�S�� �E�H�W�Z�H�H�Q�� �Q�R�U�P�V�� �D�Q�G�� �W�R�X�U�L�V�W�V�¶��

�E�H�K�D�Y�L�R�X�U�D�O�� �L�Q�W�H�Q�W�L�R�Q�V�"�´�� �7�K�H�U�H�I�R�U�H���� �W�K�H�� �V�X�S�S�R�U�W�L�Q�J�� �F�R�Q�V�W�U�X�F�W�V�� �X�Q�G�H�U�O�\�L�Q�J�� �W�K�H�� �K�\�S�R�W�K�H�V�L�V�� �Z�H�U�H��

norms (descriptive, injunctive, personal and  cultural norms), level of education and behavioural 

intentions. 

3.5.3.2 Study 3 �± Constructs 

�6�W�X�G�\���W�K�U�H�H���D�G�G�U�H�V�V�H�G���5�H�V�H�D�U�F�K���4�X�H�V�W�L�R�Q���������³�:�K�D�W���L�V���W�K�H���U�H�O�D�W�L�R�Q�V�K�L�S���E�H�W�Z�H�H�Q���V�X�E�M�H�F�W�L�Y�H���V�R�F�L�D�O��

�Q�R�U�P�V���� �S�H�U�V�R�Q�D�O�L�W�\�� �F�K�D�U�D�F�W�H�U�L�V�W�L�F�V���� �D�Q�G�� �S�O�D�F�H�� �D�W�W�D�F�K�P�H�Q�W�"�´�� �7�K�H�U�H�I�R�U�H���� �W�K�H�� �V�X�S�S�R�U�W�L�Q�J�� �F�R�Q�V�W�U�X�F�W�V 

underlying the hypothesis were norms (subjective, descriptive and  cultural norms), tourist 

personality, destination preference as a mediator, travel companion as a moderator and place 

attachment as dependent variable. 

3.5.4 Format of questionnaire 

The questionnaire of quantitative studies in study 2 and 3 consisted of five main sections, 

beginning with an introduction that explained the research's purpose and ethical considerations, as 

�Z�H�O�O�� �D�V�� �J�H�Q�H�U�D�O�� �T�X�H�V�W�L�R�Q�V�� �D�E�R�X�W�� �W�R�X�U�L�V�W�V�¶�� �U�H�F�H�Q�W�� �Y�L�V�L�W�V���� �7�K�H�� �V�H�Fond section focused on tourists' 

portfolios, while the third section inquired about normative influences. The fourth section asked 

about destination preference, and the fifth section explored the participants' feelings towards the 

destination, specifically their level of place attachment. The questionnaire utilized a five-point 

Likert scale for most sections, allowing respondents to indicate their level of agreement or 

disagreement. To ensure clarity and understanding of questions, the wording of the questions was 

carefully scrutinized. The sequencing of items adhered to accepted guidelines, placing the most 

interesting and important items first to maintain participants' attention. The questionnaire's length 

was also controlled, with a target duration of 15-20 minutes to minimize the potential for 
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participant fatigue (Lefever, Dal, and  Matthiasdottir, 2007). An online copy of the questionnaire 

is available in Appendix 5.  

3.5.5 Sampling method and participants  

Sampling is the process of using a small subset of a population to draw conclusions about the entire 

population (Tracy, 2012). There are two types of sampling methods: probability sampling and non-

probability sampling (Babbie, 1990b). Probability sampling involves giving all individuals in the 

population an equal chance of being selected as part of the representative sample. On the other 

hand, non-probability sampling does not ensure that every individual in the population has an equal 

chance of being selected (Tracy, 2012). Non-probability sampling methods include convenience 

sampling, purposive sampling, quota sampling, and snowball sampling. While probability 

sampling methods include random sampling, stratified random sampling, systematic random 

sampling.  

In this thesis, the sample consisted of Australian and international tourists aged 18 or older who 

had taken a trip within the past three years. Research has shown that studying a tourist's experience 

as close to the event as possible yields more valuable insights than relying on delayed recollections 

of their visit (Filep, 2012). For study 2, the study employed stratified random sampling to identify 

the population of interest and to select cases systematically without prior knowledge of the 

expected outcomes. Proportionate stratified random sampling involves selecting a sample from 

each stratum in proportion to the population size of the entire population of strata. For study 3, the 

study used purposive random sampling to select cases based on the characteristics of the 

population and the study's objective. Purposive random sampling is a non-probability sampling 

method that can yield useful insights.  

3.5.6 Sampling size 

There is no consensus among researchers regarding the optimal sample size (Nunkoo, 

Ramkissoon, and  Gursoy, 2013). To determine the sample size, the researcher must consider the 

required accuracy of the results in relation to the survey's objectives, the statistical tests required 

for analysis, the available resources for the project, and the anticipated response rate (Veal, 2017). 

The primary concern for determining the sample size in this thesis is the proposed analysis method, 

structural equation modeling (SEM). SEM is a widely used statistical technique for testing 

complex models involving several dependent and independent variables (Nunkoo et al., 2013).  
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Various rules-of-thumb exist for estimating sample sizes in SEM research. For example, a 

commonly accepted rule-of-thumb is 10 cases per statement in a questionnaire for survey-based 

research (Bentler and Chou,1987). However, Hair, Ringle, and Sarstedt (2013) suggest that the 

minimum sample size for a particular SEM model depends on the model's complexity and the 

communalities (average variance extracted among items) in each factor. Conversely, it has been 

suggested that a larger sample size may not necessarily result in better statistical outcomes (Wolf 

et al., 2015). The sample size for this thesis was 668 tourists for study 2 and 453 tourists for study 

3.  

3.5.7 Data collection 

Data were collected for two empirical studies (study 2 and study 3) using different methods. For 

study 2, a proportionate stratified random sampling procedure was followed to recruit respondents 

(tourists) based on their share of top tourism destinations in Pakistan. This method was appropriate 

because the top tourism destinations, including Murree, Naran, Kaghan, Gilgit, Chitral, Hunza 

Valley, and Muzaffarabad, are unique tourism segments that are critical for generalizing the study 

(Maxwell, Bickman and  Rog, 2009). A structured questionnaire consisting of standardized 

questions was used to gather information from respondents who were personally met by survey 

assistants at the selected tourism destinations. They were approached during the day on the roads 

leading to tourism locations and offered different incentives, such as a drink or chocolates, in return 

for agreeing to participate. 

For study 3, an online survey was the main instrument for data collection using LimeSurvey 

software. Online surveys offer many benefits, including speed of response, convenience, and cost 

and time efficiency (Van Selm and  Jankowski, 2006). They also allow researchers to obtain 

information from participants living in different geographical locations, making them increasingly 

common in tourism and marketing research (Evans and  Mathur, 2005). To ensure that only 

qualified participants were invited to participate in the survey, certain conditions were applied 

during the screening process. All questions on the survey had a forced response to ensure that all 

responses were completed without missing data. The online survey was closed once a sample size 

of 453 was reached. Following the closure of the online survey, the LimeSurvey software allowed 

the researcher to download the data into an SPSS file format for analysis. 

 

3.5.8 Statistical Analysis  
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3.5.9 Data screening 

After collecting data through a self-administered survey for study 2 and receiving the initial data 

file from LimeSurvey for study 3, the data quality was checked for missing values and outliers. 

First, the coding of variables was examined and surveys that had the same response for many 

consecutive items were removed to ensure data accuracy (Kline, 2011). Next, demographic 

characteristics such as age, gender, education, travel companion, occupation, income, marital 

status, purpose of visit, and nationality were analyzed using frequency analysis. Finally, a 

descriptive analysis of all items was conducted to gain a general understanding of data distribution, 

including mean scores, standard deviation, minimum and maximum scores, skewness, and 

kurtosis. 

SPSS 24 and AMOS 24 were used for quantitative data analysis. SPSS 24 processed raw data for 

meaningful analysis such as descriptive analysis and exploratory factor analysis (EFA). AMOS 24 

conducted confirmatory factor analysis (CFA) and structural equation modeling (SEM) to examine 

variable relationships. The next section discusses the main statistical techniques used in this thesis 

- EFA, CFA, and SEM. 

3.5.10 Exploratory Factor Analysis 

The concept of EFA explores the underlying structure of a set of variables without making 

assumptions about their outcome (Yong and  Pearce, 2013). It establishes the link between the 

constructs and the items by considering the correlations between them. The value of the 

correlations that are calculated should be high on the same latent object where they belong and 

low on other influential variables (Vermunt and  Magidson, 2002). The EFA (exploratory factor 

analysis), which is a type of analysis, indicates that the relationship among various items can be 

explained by a single concept. The EFA features three tables that can be used to explore a 

construct's structure. These are the Rotated Matrix, Structure Matrix, and Component Correlation 

Matrix. The component correlation matrix helps in identifying the link between various 

dimensions and factors within a construct (Yong and  Pearce, 2013). The rotational matrix is useful 

in determining the individual loading of each item on a given dimension or factor. On the other 

hand, the Structure Matrix provides information about the correlations between various variables.  

Before extracting the data, a set of variables, namely the eigenvalue rule and the plot test, is needed. 

The concept of the eigenvalue rule states that factors having less than one eigenvalue are not 
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important in a construct (Patil, Singh, Mishra and  Donavan, 2008). Therefore, an analysis should 

not include these elements. Another test that can be used is the Scree plot (Cattell, 1966), which 

indicates the degree to which certain factors have eigenvalue that is higher than one (Jackson, 

1993). The exclusion of all the lesser-than-one eigenvalue elements makes the plot test a relative 

measure (Siddiqi, Shabbir, Abbas, Mahmood and  Salman, 2022). The Scree plot rule also states 

that the number of factors that are retained before a curve turns sharply right or makes an elbow is 

the most important factor that can be considered before the curve changes direction (Hill, 2011). 

This method is commonly used in factor analysis when the data is not distributed. Generally, the 

PCA technique provides the best results when the data set is not normal. The use of varimax 

rotation is beneficial for the process of rotation of the data (Dien, 2010).  

Despite the fact that EFA is mainly used for scale development, this thesis employed EFA as the 

items and scales of constructs that were derived from existing literature in normative psychology. 

Several sets of criteria have been suggested by researchers to effectively operate principal factor 

analysis (Hair et al., 2013). These criteria include selecting the number of factors based on 

eigenvalues greater than one, using varimax axis rotation to ensure that the correlation between 

factors is close to zero, and ensuring that factor loading scores are greater than 0.5. 

For this thesis, the principal factor analysis was examined using the Kaiser-Meyer-Olkin (KMO) 

test and the Bartlett's sphericity test. The KMO test measured the adequacy of the sample. A score 

closer to one indicates that the analysis is appropriate, while a score less than 0.5 indicates that the 

analysis is unacceptable. The Bartlett's sphericity test was used to test the correlation between 

variables. Factors were extracted using eigenvalues greater than one, and items with a factor 

loading of less than 0.4 were eliminated (Guadagnoli and  Velicer, 1988). The correlation matrix 

was also scanned to identify coefficients higher than 0.9, and items with commonalities less than 

0.5 were eliminated as they do not have common correlations with other items. The results 

obtained from the EFA were used to determine the dimensionality of the constructs. The next step 

was to conduct CFA. 
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3.5.11 Confirmatory Factor Analysis 

Confirmatory factor analysis (CFA) is a theory-driven technique used to confirm the relationships 

among observed and unobserved variables. The planning of the analysis is guided by the 

theoretical relationships among the variables, and the goal is to minimize the difference between 

the estimated and observed matrices (Haenlein and  Kaplan, 2004). Prior to conducting the CFA 

of the first-order factor measurement model, other analyses such as Cronbach Alpha, exploratory 

factor analysis (EFA), and uni-dimensional CFA were performed. After obtaining the Cronbach 

Alpha for the first-order model, variables or factors were further analyzed at the second-order level 

to achieve a valid model fit for the data obtained, as well as theoretical support for the developed 

model (Chin, 1998).  

In this thesis, three categories of fit measures were employed to test the model fit: absolute fit 

measures, incremental fit measures, and parsimonious fit measures. The important indices for these 

�F�D�W�H�J�R�U�L�H�V���L�Q�F�O�X�G�H�G���Q�R�U�P�H�G���$�������F�K�L-square/degree of freedo�P�����$�����G�I������ �U�R�R�W���P�H�D�Q���V�T�X�D�U�H���H�U�U�R�U���R�I��

approximation (RMSEA), comparative fit index (CFI), and goodness-of-fit index (GFI) (Kline, 

���������������7�K�H���Q�R�U�P�H�G���$�����Z�D�V���X�V�H�G���W�R���P�H�D�V�X�U�H���W�K�H���P�R�G�H�O���I�L�W�����D�Q�G���D���V�P�D�O�O�H�U���Y�D�O�X�H���L�Q�G�L�F�D�W�H�G���D���E�H�W�W�H�U��

fit. The CFI and GFI indicators should range from zero to one, with values closer to one indicating 

an acceptable fit. An acceptable value was greater than 0.9. The RMSEA was used to measure the 

average of unexplained variance and covariance, and an acceptable value was less than .05 or .08 

(Jöreskog and  Sörbom, 1989; Kline, 2011). After achieving model fit through CFA analysis, SEM 

was conducted to test each hypothesis. 

3.5.12 Structural Equation Modelling  

Structural equation modeling (SEM) is a powerful multivariate technique that is increasingly used 

in scientific investigations to evaluate causal relationships among multiple variables. Unlike other 

modeling approaches, SEM tests both direct and indirect effects on pre-assumed causal 

relationships. 

SEM has a long history spanning almost a century, during which it has undergone significant 

development across three generations. The first generation of SEMs developed the logic of causal 

modeling using path analysis, pioneered by Wright in the early 1900s. In the second generation, 

SEM expanded its capabilities to include factor analysis, and it has since continued to evolve. The 

third generation of SEM, beginning in 2000, was characterized by the development of the 
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"structural causal model" by Judea Pearl, followed by Lee's integration of Bayesian modeling 

(2007). SEM remains a valuable tool for testing and evaluating causal relationships in complex 

systems, and it continues to be refined and improved with new advancements in statistical 

modeling and computing technology (Pearl, 2009). 

In the current thesis, the final stage of data analysis involved building a Structural Equation Model 

(SEM) based on the results of Confirmatory Factor Analysis (CFA). SEM is a statistical technique 

used to test measurement, functional, and predictive hypotheses that approximate real-world 

phenomena (Nunkoo, Ramkissoon and  Gursoy, 2013). Its primary objective is to explain the 

pattern of interrelated dependence relationships simultaneously among a set of latent (unobserved) 

constructs, each measured by one or more manifest (observed) variables (Reisinger, Turner, 1999). 

SEM employs a conceptual model, path diagram, and a system of linked regression-style equations 

to capture complex and dynamic relationships among observed and unobserved variables 

(Gunzler, Chen, Wu and  Zhang, 2013). It allows the evaluation of how well an expected model 

fits the real data and enables the exploration of more possible correlations among all constructs, 

rather than only those specified in the hypotheses. The use of SEM in this thesis provides a more 

realistic understanding of the analysis and is appropriate as the technique is theory-driven and used 

to evaluate a substantive theory with empirical data (Nunkoo et al., 2013). 

There were four steps involved in the SEM procedure, as follows. First, after CFA was applied to 

assess the measurement model, the researchers drew the structural model by adding single-ended, 

directional arrows to represent the structural hypotheses. Second, the identification and estimation 

of the structural model were conducted using Maximum Likelihood (ML) estimation, which is a 

default method in most SEM computer tools. The fit indices used to assess the model followed the 

same criteria as the CFA, usi�Q�J���Q�R�U�P�H�G���$�������5�0�6�(�$�����D�Q�G���*�)�,���D�V���D�E�V�R�O�X�W�H���I�L�W���L�Q�G�L�F�H�V�����D�Q�G���&�)�,���D�V��

incremental indices. 

Third, the researchers examined the path coefficients, which were interpreted as standardized betas 

���������E�H�W�Z�H�H�Q���F�R�Q�V�W�U�X�F�W�V�����,�I���W�K�H���S�D�W�K���F�R�H�I�I�L�F�L�H�Q�W�V���Z�H�U�H���J�U�H�D�W�H�U���W�K�D�Q���]�H�U�R���X�Q�G�H�U���V�W�D�W�L�V�W�L�F�D�O���S�U�R�E�D�E�L�O�L�W�\��

(p<.001), positive relationships were predicted. If the path coefficients did not meet statistical 

probability, the p-values were reported to indicate that the relationship between the two constructs 

was insignificant. 
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3.5.13 Mediation testing 

In this thesis, the SEM framework was used to test various hypotheses across two studies. The 

second study explored cultural and personal norms as mediators between behavioral intentions and 

norms, while the third study examined destination preference as a mediator between place 

attachment, personal characteristics, and norms. Using the SEM framework has several advantages 

in mediation analysis, as outlined by Gunzler et al. (2013). It simplifies the analysis of mediation 

hypotheses by allowing for a single analysis to be conducted and can be used to extend the 

mediation process to include outcomes and independent variables. According to Vandenberg and 

Sardeshmukh (2017), SEM is the preferred method for testing hypotheses related to mediation. 

The goal of this thesis was to analyze the effects of mediation using the SEM framework. The 

primary aim of mediation analysis is to determine whether the effect of an independent variable 

on an outcome can be mediated by changes in the mediating variable. The key difference between 

full mediation and partial mediation is that the former involves the presence of both the mediator 

and the independent variable, preventing the independent variable from directly influencing the 

outcome. Conversely, in partial mediation, the independent variable can have some effect on the 

outcome even after the model has been introduced. 

3.5.14 Moderation testing 

In both study 2 and study 3 of this thesis, moderation testing was used to examine the impact of 

certain variables on the relationship between other variables. In study 2, the focus was on the effect 

of education levels on the relationship between norms and behavioral intentions, while in study 3, 

the impact of travel companions on the relationship between norms, personality traits, destination 

preference, and place attachment was studied. 

To assess whether these relationships differed across different groups, a multi-group analysis was 

conducted. The chi-squared difference test was used to determine if there were statistically 

significant differences between the constrained and unconstrained models for moderation analysis 

(Hair et al., 2010). In moderation analysis, a third variable is used to control the effects of other 

variables on one another (Hopwood, 2007). This approach can help researchers better understand 

how different factors impact a relationship. 
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3.6 Validity and reliability  

Validity and reliability are important processes in research, serving as checks to ensure that the 

study is practical, and its findings are meaningful (Svensson, 2011). When it comes to survey 

instruments, content and construct validity are key considerations. Construct validity is particularly 

important, as it ensures that the survey items accurately represent the theoretical construct they are 

designed to measure (Babbie, 1990a). In this thesis, both divergent and convergent validity were 

assessed, following recommendations by Zhu (2000). These coefficients help determine whether 

the survey items are reliable indicators of the underlying construct. 

Divergent validity, also known as discriminant validity, measures how distinct one independent 

variable is from others in measuring changes in the dependent variable (Watson, 2015). 

Convergent validity, on the other hand, assesses the proportion of variance for all factors or the 

strength of the association between items that demonstrate a latent construct (Henseler, J., Ringle 

and  Sarstedt, 2015). Average variance extracted (AVE) is used to estimate convergent validity, 

with a value greater than 0.5 indic�D�W�L�Q�J���W�K�D�W���F�R�Q�Y�H�U�J�H�Q�W���Y�D�O�L�G�L�W�\���H�[�L�V�W�V�����=�D�L� ��and  Bertea, 2011). In 

the case of discriminant validity, a mean shared variance (MSV) value less than AVE suggests no 

significant issues (Alumran, Hou, Sun, Yousef and  Hurst, 2014). To assess model validity, 

correlation values and standardized regression weights were examined. If AVE is greater than 

MSV then it is considered acceptable according to Hair et al. (2013). 

Reliability, on the other hand, refers to the consistency and stability of measures over time (Babbie, 

1990a). In survey research, reliability issues can arise due to interviewer bias, sampling bias, and 

respondent perceptions of questions (Bryman, 2008). The internal reliability of survey measures 

can be evaluated using Cronbach's alpha, which assesses the consistency of indicators (Churchill, 

1979). In this thesis, Cronbach's alpha was used to check the internal reliability of the survey 

questionnaire, which had a value of 0.7 or higher, indicating that the measures were reliable. 

Additionally, prior to their adoption in this study, the Cronbach's alpha values for all scales and 

measures used in previous research were thoroughly checked and assessed for internal reliability 

(refer to Table 3-1).  
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postulated by Homans (1961) and the elaboration of the same by Bicchieri (2005) shows that 

norms are the set of rules that determine acceptable behaviors in a particular society or group. 

Thus, formal or informal rules set the boundaries of what is considered proper or improper and 

�G�H�I�L�Q�H�V�� �S�H�R�S�O�H�¶�V�� �E�H�K�D�Y�L�R�X�U�� ���&�L�D�O�G�L�Q�L��and  Trost, 1998). The conceptual framework of norms is 

basic to the understanding of the general concept of norms as well as to the role of norms on 

behaviour and social order (Turner, 1991; Asch, 1956).  

Thus, norms, the concept which provides the framework for the current study, can be defined as 

both law-like prescriptions which are formulated explicitly, and tacit rules that are inherent in 

social interaction and culture (Hogg and  Vaughan, 2005). Norms influence perception, attitudes 

and beliefs, as well as perpetuate stereotypes, and help define the self-identity (Sherif, 1936; 

Goffman, 1959). They also are involved in the process of social control in which conformity is 

rewarded while nonconformity is punished (Festinger 1957). This shows that norms are crucial in 

�W�K�H���V�R�F�L�H�W�\���D�V���W�K�H�\���K�H�O�S���L�Q���N�H�H�S�L�Q�J���W�K�H���V�R�F�L�H�W�\���F�R�K�H�U�H�Q�W���D�Q�G���G�L�U�H�F�W���S�H�R�S�O�H�¶�V���F�R�Q�G�X�F�W���� 

Although there is a vast literature on norms, the literature is still quite lacking in explaining the 

nature of norms, particularly in context, for example, in the context of tourism. Recent research 

suggests that there is a need to look at the ways norms shape behaviour in various contexts in a 

better way (Legros and Cislaghi, 2020; Wasaya et al. , 2022). According to the literature, while 

there is a good understanding of the foundational theories and definitions of norms and their 

application in the modern world especially in the area of tourism and hospitality is still relatively 

scarce (Cui and  Liu, 2022). This gap suggests that there is a need to conduct further studies in 

order to identify the actual processes that link norms to behaviour in these environments.  

This study seeks to fill these gaps by adopting multi-disciplinary frameworks that may help to 

explain the complex relationship between norms and behaviour in tourism. To this end, the current 

research aims to give a conceptual and conceptual-analytical framework on the definition and 

dimensions of norms with a special emphasis on the work of Homans (1974) and other authors 

(Morris, 1956; Opp, 2001). This framework will not only enhance theoretical contribution to the 

field but also provide relevant implications for the practice of the tourism industry in line with 

current norms and standards of sustainable and ethical tourism. Consequently, this review offers a 

firm foundation for future work that is directed at integrating theoretical underpinnings with real 

world contexts, especially within the context of tourism and hospitality. 
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Chapter 4 STUDY 1: NORMS AND CONSUMER BEHAVIOURS IN 

TOURISM: A SYSTEMATIC LITERATURE REVIEW  

The research methodology outlined in the prior chapter seamlessly integrates with the current 

systematic review of norms in tourism consumer behavior. The thorough approach in the thesis 

resonates in the structured analysis, providing a comprehensive understanding of the subject. A 

published paper is fully incorporated in this chapter, and the paper is a co-authored journal article. 

In accordance with Griffith University requirements, full bibliographic details and statement of 

contribution of the paper are presented below. The published version of the paper is provided in 

Appendix 6.  

Article detail with APA  

The writer of this thesis contributed to the manuscript in conceptualization, data collection and 

analysis, writing of the original draft, review and editing, and acting as corresponding author.  
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Norms and consumer behavior in tourism: a systematic literature review 

 

Abstract 

Purpose �± This paper reviews norms and their relationship with consumer behavior in the tourism 

sector. The review aims to identify gaps in relation to various norms and their impact on the 

literature to provide future research recommendations.   

Methodology - A systematic literature review method was employed to analyze norms in 

consumer behavior research within the context of tourism and hospitality. The review focused on 

the research context, conceptualizations, roles, measurements, theoretical backgrounds, and the 

major findings.  

Findings - The review reveals that the conceptualizations and dimensionality of norms in the 

existing studies are inconsistent, and most research in the tourism context only adopted the concept 

partially without capturing the totality of the concept. The theoretical gaps and measurement of 

norms were also identified for future research.  

Implications - This study contributes to a better understanding of the role of norms in shaping 

tourist behavior and can guide practitioners in developing effective marketing strategies. The 

findings suggest the need for a more comprehensive understanding of the concept of norms in 

tourism in relation to theoretical underpinnings, measurement, and application. The 

recommendations provided in this study can guide future research on norms and tourist behavior.  

Originality/value �± Norms have been extensively discussed in the literature. This paper is the first 

to systematically review norms and their influence on consumer behavior in the tourism sector.  

Keywords - Norms; tourism and hospitality; systematic literature review; consumer behavior. 

Paper type - Systematic literature review  
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4.1 Introduction  

A norm is a statement specifying how a person is, or persons of a particular sort are, expected to 

behave in given circumstances-expected, in the first instance, by the person that utters the norm. 

�³�:�K�D�W���,���H�[�S�H�F�W���R�I���\�R�X���L�V���Z�K�D�W���\�R�X���R�X�J�K�W���W�R���G�R�´�����+�R�P�D�Q�V�����������������S���������������1�R�U�P�V���F�D�Q���E�H���F�D�W�H�J�R�U�L�]�H�G��

into two subtypes: explicit and implicit norms. The former can be found in written documents 

(laws, regulations, policies, and formal agreements), and the latter refers to unspoken or unwritten 

rules that are not explicitly communicated but understood and followed by members of a society 

(Burnett and Bonnici, 2003). Some norms in many cultures are implicit and not explicitly uttered 

or taught but is understood and adopted. Norms provide a foundation for behavioral intentions and 

act as rules of behavior (Reese et al., 2019). Sincere behavior is an outcome of norms (Reese et 

al�������������������D�Q�G���D�U�H���U�H�J�D�U�G�H�G���D�V���F�U�L�W�L�F�D�O���G�U�L�Y�H�U�V���R�I���W�R�X�U�L�V�W�V�¶���E�H�K�D�Y�L�R�U�D�O���L�Q�W�H�Q�W�L�R�Q�V����Wang and Zhang, 

2020). 

Despite the extensive use of norms in psychology and tourism, there is currently no consensus 

about their predictive power and there are conflicting views about their importance. For example, 

some researchers view norms as overly general and ill-suited to predict human behavior (e.g., 

Marini, 1984), whereas Cialdini et al. (1991) consider norms as core factors of behavior. Cialdini 

et al. (1991) demonstrated that norms can have a powerful and systematic effect on human 

behavior.  Therefore, these concepts have been used in different scenarios just as norms have been 

widely used in past research to predict tourist behavior. 

Two segments have continued to be the focus of normative researchers in fields such as tourism 

and hospitality. Subjective norms were found to be key antecedents of tourist behavior in relation 

to self-serving hotels located within tourist destinations (Kaushik et al,. 2015). Similarly, Seow et 

al. (2020) suggested norms can be used to develop push marketing strategies to mold medical 

�W�R�X�U�L�V�W�V�¶���E�H�K�D�Y�L�R�U�����3ast experiences and expectations of important others can also influence tourists 

to try local cuisine (Ryu and Han, 2010). Only a few researchers have discussed the role of norms 

�L�Q���F�K�D�Q�J�L�Q�J���W�R�X�U�L�V�W�V�¶���E�H�K�D�Y�L�R�U�����H���J�������*�D�X�W�D�P������������������ 

Norms are a highly regarded mechanism to understand behavior (Wasaya et al., 2022). However, 

there has been no integration of the operationalization of norms, nor a categorization of their 

subtypes or major definitional variations, particularly in tourism research. Most studies have 

adopted partial aspects of norms (e.g., Jang et al., 2017) or have mismatched the fundamental 

concept of norms within the research context (Kim, 2020). This lack of integration creates 
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confusion in a fundamental understanding the concept, its operationalization, and its role in 

defining and predicting tourist behavior (Kim, 2020). Three major shortcomings related to norms 

have been established from a review of the literature: a) a classificatory scheme is needed to 

distinguish the differing types of norms; b) there is a lack of agreement in relation to the generic 

definitions of norms, and c) there is no consistent distinction between the attributes of norms within 

the literature. These observations suggest a systematic literature review on the value of norms in 

developing and explaining tourist behavior within tourism will be of academic benefit.  

The current study has three main objectives. First is to identify research related to the various 

norms and theories used to guide studies within tourism and hospitality. Second, the study explores 

the relationships between norms and tourist behavior, and finally, it attempts to identify gaps 

within the literature to provide suggestions for future research.  

Discussion of key papers 

1. Homans, G. C. (1961). Social Behavior: In fact, it is Its Elementary Forms. In the most basic 

contribution, Homans develops a theory of norms in order to explain social behavior as a function 

of normative expectations. From the above definition of norms where Homans defines norms as 

�³�V�W�D�W�H�P�H�Q�W�V���V�S�H�F�L�I�\�L�Q�J���K�R�Z���D���S�H�U�V�R�Q���L�V���H�[�S�H�F�W�H�G���W�R���E�H�K�D�Y�H���L�Q���J�L�Y�H�Q���F�L�U�F�X�P�V�W�D�Q�F�H�V�´�����Z�H���F�D�Q���V�H�H��

the importance of norms in the society as they provide direction on how one is supposed to behave. 

This particular work is considered to be one of the most important in the given field and has 

impacted further research focusing on social norms as the determinants of behavior. However, 

there is a drawback in the paper due to the fact that the authors developed their theoretical construct 

�Z�L�W�K�R�X�W�� �D�G�H�T�X�D�W�H�� �H�P�S�L�U�L�F�D�O�� �V�X�S�S�R�U�W���� �6�X�E�V�H�T�X�H�Q�W�� �U�H�V�H�D�U�F�K�� �K�D�V�� �H�[�W�H�Q�G�H�G�� �R�Q�� �+�R�P�D�Q�V�¶��

conceptualization, but several difficulties have been encountered in using these concepts in other 

settings, including tourism.  

2. Bicchieri, C. (2005). The Grammar of Society: Understanding Social Norms: Nature and 

�'�\�Q�D�P�L�F�V���R�I���1�R�U�P�V�����%�\���D�Q�D�O�\�]�L�Q�J���%�L�F�F�K�L�H�U�L�¶�V���Z�R�U�N�����R�Q�H���L�V���D�E�O�H���W�R���J�D�L�Q���L�Q�V�L�J�K�W�V���R�Q���K�R�Z���Q�R�U�P�V���D�U�H��

created, perpetuated and altered in societies. With game theory, Bicchieri gives an account of the 

processes through which norms are maintained and developed. She has emphasized on the fact 

that norms are not static but rather relative to individual expectations as well as social context. 

�'�H�V�S�L�W�H���W�K�H���I�D�F�W���W�K�D�W���%�L�F�F�K�L�H�U�L�¶�V���P�R�G�Hl is based on such a strong theoretical background, the model 

might not always be very useful in certain fields, particularly in tourism where norms are 

oftentimes rather situational and can be shaped by numerous cultural and situational factors.  
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3. Cialdini, R. B. , and Trost, M. R. (1998). Social Influence: Social Influence, Conformity, and 

Obedience to an Authority. This paper aims at discussing the characteristics of social norms and 

social influence and conformity as the key processes through which norms influence behaviour. 

The research by Cialdini and Trost support how descriptive and injunctive norms influence 

�L�Q�G�L�Y�L�G�X�D�O�V�¶���E�H�K�D�Y�L�R�U�V���L�Q���G�L�I�I�H�U�H�Q�W���V�R�F�L�D�O���F�R�Q�W�H�[�W�V�����7�K�H�V�H���I�L�Q�G�L�Q�J�V���D�U�H���P�R�V�W���X�V�H�I�X�O���I�R�U���S�U�H�G�L�F�W�L�Q�J��

�K�R�Z���F�R�Q�V�X�P�H�U�V�¶���E�H�K�D�Y�L�R�U���L�Q���W�R�X�U�L�V�P can be affected by the existing norms. Nevertheless, the study 

is more general and may not reflect the details about certain industries, for example, the tourism 

industry, where cultural and regional differences are quite essential.  

4. Turner, J. C. (1991). Social Influence. In the analysis of the social influence and the normative 

behavior, Turner gave a significant insight of the role of norms in the society and how they control 

the behaviors of people. Speaking of his theory of social identity and group dynamics, it is possible 

to state that it provides helpful suggestions on how norms influence the behavior of groups and 

�L�Q�G�L�Y�L�G�X�D�O���V�X�E�M�H�F�W�V�����'�H�V�S�L�W�H���W�K�H���I�D�F�W���W�K�D�W���7�X�U�Q�H�U�¶�V���F�R�Q�W�U�L�E�X�W�L�R�Q���L�V���Y�L�W�D�O���L�Q���H�[�S�O�D�L�Q�L�Q�J���J�U�R�X�S-based 

normative pressure, his theories cannot always explain variability in individual responses to norms 

especially where groups are diversely composed as in the case of tourism.  

4.2 Methods 

Procedure 

This study used a systematic, quantitative method to map the literature on norms and consumer 

behavior, as well as their impacts by designing protocols to review past studies to achieve the aims 

of the study. These protocols relate to the databases, search terms, and screening criteria. Three 

databases were investigated to collect articles relevant to norms and tourist behavior. After 

collecting the articles, initial filtration was performed based on title, abstract, and keywords. 

Finally, the articles were filtered based on a full text reading and matching it against the inclusion 

exclusion criteria (see Table 4-1). 

A search string of the keywords using Boolean operators were designed to search for appropriate 

articles. For example, *personal norms* OR *social norms* OR *subjective norms* AND *tourist 

behavior/behaviour*�����7�K�H���³�2�5�´���R�S�H�U�D�W�R�U���Z�D�V���X�V�H�G���Z�K�H�U�H���D�W���O�H�D�V�W���R�Q�H���W�H�U�P���Z�D�V���W�R���D�S�S�H�D�U���D�Q�G���W�K�H��

�³�$�1�'�´���R�S�H�U�D�W�R�U���Z�D�V���X�V�H�G���Z�K�H�U�H���E�R�W�K���W�H�U�P�V���Q�H�H�G�H�G���W�R���D�S�S�H�D�U�����:�H���V�H�D�U�F�K�H�G���I�R�U���G�L�I�I�H�U�H�Q�W���W�\�S�H�V���R�I��

�W�R�X�U�L�V�W�� �E�H�K�D�Y�L�R�U�V�� ���H���J������ �W�R�X�U�L�V�W�V�¶�� �S�U�R-environmental behavior, pro-tourism behavior, to�X�U�L�V�W�V�¶��

volunteer behavior, green behavior, littering behavior, and sustainable behavior) related to norms. 
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A realistic timeframe to conduct a systematic review (6 to 18 months) should be established 

considering the nature of the research questions (Smith et al., 2011). As the purpose of writing a 

review paper is to draw a conclusion the relevance of time frame is limited (Okyere, 2020). Roy 

(2020) found that most systematic reviews collected articles for up to 10 years and indicated that 

older literature tends to lose its relevance. In case of large social phenomenon or change, studies 

prior, during, and after the phenomenon should be included in the review (Amin, 2020). This study 

included articles > 2014 and < 2022 which includes articles before, during, and after a period of 

social change (COVID-19). 

4.3 Extraction and synthesis 

An inductive content analysis was used to analyze 81 studies as the existing knowledge on the 

phenomenon was fragmented (Vesely and Klöckner, 2020). Microsoft Excel software was used to 

generate the bibliographic details of the articles. Author information was coded by category (i.e., 

country), publication information (i.e., article title, year, and journal title), methodological 

frameworks (quantitative, qualitative, and mixed methods), theoretical frameworks applied, the 

characteristics of research samples, and the research context. Qualitative data analysis software 

such as NVivo and Leximancer are normally applied in systematic literature reviews. However, 

the current study used quantitative analysis techniques to analyze and interpret data as this method 

has been deemed more effective for a literature review (Bandara et al., 2015). Figure 4-1 shows 

the number of articles screened during the database search.   
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the lighter colors represent a smaller number of studies.   

 

The articles were found in 34 different journals. Most of the papers were published in 2019 and 

2020 with 20 articles published each year. Eleven articles were published in 2021 and a total of 13 

papers were published in 2018. In the remaining years, six research articles were published on 

average. A year-wise distribution of articles is provided in Figure 4-3. 

Figure 4-2 Location of samples presented in red shades. Darker the shade, more the no. of articles 
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Sr. No. Name of Journal      Frequency  Percentage 

10 Leisure Studies 3 3.7 

12 Annals of Tourism Research 2 2.4 

13 International Journal of Tourism Research 2 2.4 

14 Journal of Hospitality and Tourism Technology 2 2.4 

15 Journal of Environmental Management 2 2.4 

16 Science of the Total Environment 2 2.4 

17 Tourism Management Perspectives 2 2.4 

18 Ocean and Coastal Management 2 2.4 

19 Tourism Analysis 2 2.4 

20 International journal of business 2 2.4 

21 Tourism Review 2 2.4 

22 Environment, Development and Sustainability 1 1.2 

23 Heliyon 1 1.2 

24 Journal of Cleaner Production 1 1.2 

25 Waste Management 1 1.2 

26 Environmental Science and Policy 1 1.2 

27 Journal of Business Research 1 1.2 

28 International Journal of Culture, Tourism and 

Hospitality 

1 1.2 

29 Tourism Geographies 1 1.2 

30 GeoJournal of Tourism and Geosites             1 1.2 

31 Anatolia             1  1.2 

32 Geoheritage             1 1.2 

33 ANTHROZOÖS             1 1.2 

34 Sustainable Development             1  1.2 

 Total            81 100 

 

Theoretical frameworks  

Of the 81 articles collected, 13 different theories were used, and the most common theory was the 

theory of planned behavior, which was applied in 37 research articles. There were five that either 
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cited or applied models and one framework (see Table 4-3). Theories cited originate from various 

fields of study but were applied within the context of tourism and hospitality. The majority were 

adopted from normative psychology. Theories and models which applied normative concepts 

included the theory of planned behavior, value belief norms theory, theory of reasoned action, and 

the norm-activation model. Norms and tourist behavior were the main variables measured in this 

study. 

Table 4-3 Theoretical frameworks in peer-reviewed articles 

 

 

The frequent utilization of the theory of planned behavior (TPB) in tourism research is due to 

predictive power of subjective norms and perceived behavioral control in explaining tourist 

behaviors, (Ajzen, 2020). TPB's applicability to diverse tourism contexts has implications for 

marketers and policymakers (Chin et al.�������������������0�D�U�N�H�W�H�U�V���F�D�Q���X�W�L�O�L�]�H���7�3�%���W�R���S�U�H�G�L�F�W���F�R�Q�V�X�P�H�U�V�¶��

purchase intention and loyalty behaviors. Policymakers can also benefit by using TPB to identify 

key determinants of tourist behavior, allowing them to develop appropriate strategies to optimize 

No. Theoretical framework  No. of studies 

1 Theory of planned behaviour 37 

2 Integration of two or more theories 15 

3 Value-Belief-Norm 5 

4 Norm-activation model 2 

5 Technology acceptance model 2 

6 Theory of reasoned action 2 

7 Neutralisation theory 2 

8 Model of goal-directed behaviour 1 

9 Self-Categorisation Theory 1 

10 The broken window theory 1 

11 Social exchange theory 1 

12 Expectancy-value theory 1 

13 A decision process framework 1 

14 Cognitive Hierarchy Theory 1 

 Total 73 
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destination development. 

 

Methodological frameworks 

The majority of articles in the study were empirical in nature and used quantitative, qualitative, 

and mixed methods to explain tourist behavior (see Figure 4-4). From the 81 papers, a quantitative 

approach was used by 67 articles, qualitative research methods were used in nine articles, and 

mixed methods were used in five. In the qualitative studies, thematic analysis was mostly used to 

analyze data, while structural equation modelling (SEM) was used for most of the quantitative 

studies. 

 

 

Figure 4-5 presents greater detail on analysis techniques applied in articles. All studies were cross 

sectional and almost every study recommended longitudinal studies for future research. The 

articles also generally adopted measurement scales from previous studies. In relation to subjective 

norms, most of the studies used the scales developed by Ajzen and Fishbein (1980). For behavioral 

intentions, the most commonly used scale was adapted from Baker and Churchill (1977). 

The possible justification for the majority of quantitative and cross-sectional studies may be that 

quantitative methods have greater scientific objectivity and higher reliability and validity 

(Federico, 2020). Qualitative research tends to focus on problem identification. Cross-sectional 
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studies are also considered to be more efficient than longitudinal studies as they are usually 

inexpensive and easy to conduct (Wang and Cheng, 2020). They can be conducted to establish 

links between various variables. Although well-sighted in the literature, quantitative and cross-

sectional studies can result in less accurate findings.  

Most studies (61 in total) have utilized structural equation modeling (SEM) in the data analysis. 

This option can be used to test complex models that incorporate latent and observed variables (Hox 

and Bechger, 1998). SEM allows researchers to investigate mediation and moderation effects and 

account for measurement errors (Williams et al., 2009). SEM's popularity in tourism research 

stems from its compatibility with various theoretical frameworks in behavioral fields. This method 

facilitates the analysis of intricate models that involve multiple variables and relationships. 

However, SEM testing can have a range of limitations and should be cautioned (see Nunkoo et al., 

2013).  

 

Research sample 

Participation in studies based on gender suggested that 4.99% less males than females participated 

in research (females 15,791; males 14,292). A total of 58 (67.44%) research samples were 

conducted in primarily developing countries (China, India, Iran, Egypt, and Indonesia; see Table 

4-4). Only eight studies focused on U.S. tourists and five studies contained Australian respondents. 

Only one study each was conducted in the United Kingdom, Spain, and Greece (e.g., VG et al., 

2021; Gössling et al., 2019; Stylos and Bellou, 2019). The sample size for all studies tended to be 
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small. For example, within the quantitative research, the largest sample size of 1611 Canadian 

tourists was from a study by Dodds and Holmes (2018). 

Table 4-4 Peer-reviewed articles by country 

No. Country  No. of Articles % 

1 China  25 30.8 

2 Korea  8 9.8 

3 USA  8 9.8 

4 Multiple Countries  7 8.6 

5 India  5 6.1 

6 Australia  5 6.1 

7 Indonesia  4 4.9 

8 Egypt  3 3.7 

9 Iran  3 3.7 

10 Taiwan  2 2.4 

11 Czech Republic  2 2.4 

12 Austria  1 1.2 

13 Spain  1 1.2 

14 UK  1 1.2 

15 Greece  1 1.2 

16 Portugal  1 1.2 

17 Denmark  1 1.2 

18 Thailand  1 1.2 

19 Serbia  1 1.2 

20 Jordan  1 1.2 

 Total  81 100 

  

�7�K�H�� �V�W�X�G�L�H�V�� �W�H�Q�G�H�G�� �W�R�� �H�[�D�P�L�Q�H�� �W�K�H�� �W�R�X�U�L�V�W�V�¶�� �S�H�U�V�S�H�F�W�L�Y�H�� �D�Q�G�� �W�K�H�� �I�R�F�X�V�� �R�I�� �P�R�V�W�� �V�W�X�G�L�H�V�� �Z�D�V�� �R�Q��

sustainable tourism, eco-tourism, tourism development, and tourism marketing. The majority of 

studies aimed to understand the role of norms in influencing tourists�¶���V�X�V�W�D�L�Q�D�E�O�H���D�Q�G���U�H�V�S�R�Q�V�L�E�O�H��

behaviors. For example, behaviors are more likely to be environmentally friendly when individuals 

notice that others (subjective norms) are doing the same thing (Han et al., 2017). Norms are more 
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likely to influence tourist behavior than cognitive forces (Zhao et al., 2020). Individuals tend to 

feel more satisfied when they follow host culture norms and tourists prefer to visit ecofriendly 

destinations that reflect their own central beliefs and tenets (Ahmad et al., 2020). Most of the 

research focused on the demand side of tourism or tourists (e.g., Kaushik et al., 2015). Research 

on the supply side of tourism is needed to understand how tourism providers can contribute to the 

development and sustainability of the industry (Csete and Szécsi, 2015). 

Geographical location  

The majority of studies in this research was undertaken in developing countries, including China, 

South Korea, Egypt, India, and Iran, with a relatively smaller representation from developed 

countries such as the United Kingdom, Australia, and the United States had. This finding may be 

accounted for by the influence of cultural norms on human behaviors exhibited in developing 

countries, (e.g., House et al., 2004). Table 4-5 presents a summary of the key findings from this 

systematic review, providing an overview on the distribution relating to geographic locations.  

Norms in tourism 

Most tourism and hospitality studies in this systematic review focused on specific contexts (e.g., 

sustainable tourism and eco-tourism). Hence, norms are least applied in other aspects of tourism 

and hospitality research (e.g., virtual, digital, and space tourism). Scholars of norms in tourism and 

hospitality have used these concepts to explain various types of behavior, feelings, perceptions, 

and emotions within different research settings (e.g., Liu et al.���� ������������ �I�R�U�� �W�R�X�U�L�V�W�V�¶�� �F�L�Y�L�O�L�]�H�G��

behavior; and Coghlan, 2015, for prosocial behavior). Scholars of normative theories have used 

the theoretical backgrounds of their studies to support their arguments for the application of norms 

in different fields. 

While research has focused on theory of planned behavior, some studies also considered the 

concepts of value-belief-norms (VBN) theory. These theories propose a framework for 

understanding the interactions between different factors and norms. However, the studies do not 

provide sufficient theoretical justification for a focus on particular aspects of norms and not others 

(Choi et al., 2015). Tourism and hospitality scholars may benefit by the consideration of a variety 

of theoretical and practical perspectives that may be used to extend the scope of their research. For 

instance, if the research aims to develop theories and methods that can apply norms to the 

perceptions and behavior of the target population, then they should consider a broader perspective 
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(e.g., using all aspects of norms or using a norm with all of its dimensions). This study provides a 

comprehensive analysis of the effects of norms on the behavior of tourists 
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Table 4-5 Key findings  
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Title  Key Findings 

What are norms? Norms are considered the expectations of important others or perceptions 

about what important others do and they are generally accepted, sanctioned 

prescriptions which guide behavior (Homans, 1974, p. 96; Morris, 1956, p. 

610).   

Norms in tourism  Norms are believed to be the fundamental factors influencing consumer 

decision-making in the tourism field (Gao  et al., 2022).  

Prior research on norms  Prior research has proposed mismatched fundamental concepts and 

operationalization of norms and has adapted partial aspects of norms 

construct.  

Use of norms  Previous studies have utilized the concepts of norms to understand various 

behaviors e.g., pro-environmental, littering, sustainable and civilized 

behavior.  

The inconsistent approach The inconsistent approach in various studies leads to misunderstanding of 

the concept, operationalization  and/or role of norms in the decision-making 

process.  

Systematic review None of the previous studies conducted systematic literature review of norms 

to formulate research hypothesis and model to measure every aspect of the 

concept.  

Research trends Sustainable tourism, pro-environmental behavior, use of technology in 

tourism (e.g., artificial intelligence), shred economy, bicycle and volunteer 

tourism were the hot topics of research where normative influence was 

tested.  

Country with the most 

published articles on norms 

in tourism  

China had the most published articles (32.5%). The second most published 

articles belong to South Korea (10.6%). Most of the studies were conducted 

in developing countries.  
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Title  Key Findings 

Theoretical frameworks and 

methods 

The theory of planned behavior was the most used theory and majority of 

the researchers preferred quantitative research methods over qualitative or 

mixed methods.  

Analysis SEM was the most utilized analysis technique.  

Theoretical application Most of the studies recommended a mixture of two or more behavioral 

theories to understand tourist behavior. A single theory to predict behavior 

was discouraged.  

Practical application Persuasive communication, creating a culture of pro-environmental behavior 

and organizing different events on the tourist destinations are highly 

recommended for tourism success.  

Recommendations A comprehensive literature review of different norms (e.g., religious, family 

norms) is recommended to fully understand the normative influence by 

focusing on different theoretical backgrounds.  
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4.5 Discussion and implications 

The aims of this study were to understand various norms in detail, their normative influence on 

tourist behavior, and to identify gaps in the literature. This allowed the study to identify future 

directions for norms within tourist behavior. A systematic review of 81 peer-reviewed articles 

relating to the intersection between norms and tourist behavior was undertaken to achieve this aim. 

�7�K�H�� �R�X�W�F�R�P�H�V�� �R�I�� �W�K�H�V�H�� �V�W�X�G�L�H�V�� �V�X�J�J�H�V�W�� �W�K�H�� �L�P�S�R�U�W�D�Q�F�H�� �R�I�� �Q�R�U�P�V�� �Z�L�W�K�L�Q�� �W�R�X�U�L�V�W�V�¶�� �E�H�K�D�Y�L�R�U�D�O��

development or modification. However, within the tourism and hospitality context, a mismatch 

between the concept and operationalization of norms has been proposed or adaptation of partial 

aspects of the construct was the practice. Furthermore, the geographical location of the samples 

was predominantly developing countries and most of the studies were quantitative in nature. In 

many articles, qualitative research methods were recommended for future research. There was also 

criticism of the use of a single behavioral theory to explain tour�L�V�W�V�¶���E�H�K�D�Y�L�R�U�����Z�L�W�K���P�D�Q�\���V�W�X�G�L�H�V��

calling for the integration of two or more theories to be applied in future research. Sustainable 

tourism and eco-tourism are still not fully understood and new dimensions need to be explored to 

uncover these concepts. 

Theoretical implications  

This study aims to clarify the current state of affairs regarding norms in tourism research. While 

some articles included in the systematic review effectively operationalize and measure the 

dimensions of norms (Ajzen and Fishbein, 1980), others have used measures unrelated to the 

research context. For example, only the  biospheric dimension of personal norms was used in Choi 

et al. (2015) as a determinant  of attitudes and behavior, whilst the altruistic and egoistic 

dimensions of personal norms are evidently strong predictors of attitude and behavior (Learning, 

2003). Consequently, the findings of these studies differ from those of other studies due to varying 

theoretical backgrounds. The analysis exhibits similarity to explain the role of norms in changing 

tourist behaviors. Additionally, there appears to be a lack of differentiation between the 

measurements and dimensions of norms. researchers have limited the scope of their studies to 

justify the various dimensions of the norms. This study provides a comprehensive understanding 

of norms in tourism research. 

Previous work within the tourism and hospitality context has shown there are various ways to 

measure norms. These include the extent to which people approve or disapprove of a behavioral 
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dimension, as well as the formulation of multiple items that are designed to capture the 

conditionality of a norm and factorial surveys. There is no clear justification for the use of various 

theoretical backgrounds and measures in the design and implementation of a specific norm 

measurement or dimension. To offer effective managerial or theoretical applications, future 

research should focus on the theoretical development of norms. Studies that provide a framework 

for developing a deeper understanding of the various dimensions of the concept and the role of 

norms in the tourism and hospitality fields would be of benefit. An exploration of how these 

dimensions can be used to predict the behavior and attitudes of a target population is also desirable. 

Studies that identify the theoretical backgrounds of the various norms commonly used in the 

tourism industry would also be helpful. This study indicates that previous studies of norms in 

tourism and hospitality research are yet to reach maturity. This study explored the various 

theoretical backgrounds of norms in tourism research and provides a deeper understanding of norm 

construction. 

An assessment of norms and an understanding of their effects on behavior is susceptible to 

response bias. Therefore, novel research methodologies, for example, implicit association tests 

(IATs), are recommended for future norm related tourism research (Kim et al., 2011). Implicit 

association tests (IATs) are a type of psychological test used to measure implicit bias and attitudes 

towards certain social groups, concepts, or objects (Greenwald et al., 2003). These tests are 

designed to gage the strength of the associations between different stimuli and responses that 

individuals hold in their subconscious mind which can be different from their conscious beliefs 

(Brunel et al., 2004). IATs use reaction times to check the strength of association into two 

categories and provide insights into implicit biases which are difficult to detect in self-report 

measures (Schimmack, 2021). Therefore, IATs are recommended for future studies when testing 

normative influences on tourism related behavior.  



 

124 

 

Practical implications 

This systematic review identifies several key findings and implications and offers important 

insights for tourism marketers and other stakeholders in the tourism industry. Firstly, norms have 

proven to be effective in attracting more tourists, increasing their satisfaction, and promoting 

pro-environmental initiatives (Gössling et al., 2019). To leverage this, tourism marketers should 

design and present concise and impactful messages through various marketing channels. These 

messages should incorporate visuals, texts, and images that showcase the destination's culture or 

norms, thereby enticing potential tourists. 

Secondly, personal and subjective norms are found to be influential factors in shaping tourists' 

behavior in most studies (Liu et al., 2020). Tourism marketers should focus on understanding 

and addressing individual and collective norms when devising marketing plans, and tailor their 

plans to align with tourists' desires, as proposed by Spash et al. (2009).  

Thirdly, tourism marketers and managers can benefit from fostering a culture that promotes 

environmentally friendly practices as cultural norms can have a significant impact on tourism 

activities and enhancing tourist, experience (Cresswell, 2004). By incorporating these norms into 

their operations and activities, marketers can create a more sustainable tourism environment. 

Fourth, when crafting normative messages, destination managers should explicitly link social 

�Q�R�U�P�V�� �W�R�� �W�R�X�U�L�V�W�V�
�� �L�Q�W�U�L�Q�V�L�F�� �P�R�U�D�O�� �Y�D�O�X�H�V�� �Z�K�L�F�K�� �D�I�I�H�F�W�� �7�K�H�V�H�� �Y�D�O�X�H�V�� �W�R�X�U�L�V�W�V�¶�� �E�H�K�D�Y�L�R�U�V����

particularly in relation to pro-environmental actions (Wang and Zhang, 2020). By establishing 

this connection, marketers can effectively appeal to tourists' moral compass and encourage 

responsible behaviors. 

Fifth, norms can be used in service marketing and to modify individual tourist behavior. They 

can help improve the experience of travelers by making them feel more culturally sensitive and 

positive. For instance, by showcasing local dishes and offering incentives to follow norms, 

businesses can influence consumers' behavior. By understanding and using norms, businesses 

can improve their reputation and create a stronger connection with their target customers.  

Finally, researchers have also recommended that the use of norms to influence tourist behavior 

should be used with caution as they can be both beneficial and problematic (Darley and Latant, 

1970). Where norms can help establish clear expectations for behavior and ensures a certain level 

of comfort for tourists (Kemp et al., 2003), they can also perpetuate cultural imperialism and 

discourage practices within diverse cultures. The enforcement of norms can also be selective, 

with some groups facing harsher consequences for perceived violations (Jordan et al., 2014). 
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Hence, while norms can be useful in promoting positive tourism experiences, care must be taken 

to avoid reinforcing harmful power dynamics and to prioritize respect for cultural diversity.  

Limitations and future research  

Due to the selective and retroactive nature of systematic reviews, this review is not free of 

limitations. While data screening, many articles were removed as they appeared irrelevant to the 

topic. These articles might have been overlooked, and future research may focus on the norms 

from different theoretical backgrounds relevant to tourism and hospitality research. In addition, 

the systematic literature review used keywords which were limited to the descriptive, injunctive, 

personal, and cultural norms of the past. Future studies may include different potential types of 

norms (e.g., religious, societal, and family norms), scholars of norms (Karl-Dieter Opp, Hechter, 

Baker, Saldanha), and the various aspects of norms (i.e., integrated norms, interjected norms, 

moors, emotions, beliefs, values) as keywords to increase the reach of the research of normative 

influence and compare these results with the current review. 

Furthermore, to test a pure normative influence on tourist behavior, theories which have norms 

as a central concept should be utilized (e.g., social identity theory, social norms theory, and 

constructivism theory). It is noted that most studies utilized only a few dimensions of a specific 

norm type, opting for a complete type of norm may produce a better understanding of the 

phenomenon under study. Considering both the dimensions of subjective norms is recommended 

instead of using only a descriptive or injunctive dimension.  
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Chapter 5 STUDY 2-: THE INFLUENCE OF NORMS ON TOURIST 

BEHAVIOURAL INTENTIONS  

The prior chapter systematically reviewed norms in tourism consumer behavior, revealing 

inconsistent conceptualizations and gaps in existing studies. The current chapter builds on this 

foundation by examining how various norms impact customer loyalty behaviors. A published 

paper is fully incorporated in this chapter, and the paper is a co-authored journal article. In 

accordance with Griffith University requirements, full bibliographic details and statement of 

contribution of the paper are presented below. The published version of the paper is provided in 

Appendix 6.  
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The influence of norms on tourist behavioural intentions 

Abstract  

This paper examines how various norms affect customer loyalty behaviors including revisiting 

intentions and positive word of mouth (WOM). Subjective norms were modelled as independent 

variables while personal and cultural norms act as mediators. The current study extends the 

�H�[�L�V�W�L�Q�J���H�P�S�L�U�L�F�D�O���D�Q�G���W�K�H�R�U�H�W�L�F�D�O���E�R�G�\���R�I���H�Y�L�G�H�Q�F�H���U�H�J�D�U�G�L�Q�J���W�R�X�U�L�V�W�V�¶���V�X�E�M�H�F�W�L�Y�H�����F�X�O�W�X�U�D�O���D�Q�G��

�V�R�F�L�D�O���Q�R�U�P�V���D�Q�G���W�K�H�L�U���H�I�I�H�F�W�V���R�Q���W�R�X�U�L�V�W�V�¶���U�H�Y�L�V�L�W���L�Q�W�H�Q�W�L�R�Q�V���D�Q�G���S�R�V�L�W�L�Y�H���:�2�0�����7�K�H���Q�R�U�P�D�W�L�Y�H��

conduct theory was utilized in the development of the theoretical model. Data were collected 

from 668 tourists at five different tourist locations in districts that comprise the northern province 

�R�I���3�D�N�L�V�W�D�Q�����7�K�H���U�H�V�X�O�W�V���G�H�P�R�Q�V�W�U�D�W�H���W�K�D�W���L�Q�M�X�Q�F�W�L�Y�H���Q�R�U�P�V���Z�H�U�H���V�L�J�Q�L�I�L�F�D�Q�W���S�U�H�G�L�F�W�R�U�V���R�I���W�R�X�U�L�V�W�V�¶��

revisit intentions and positive WOM intentions. Descriptive norms were also significant in 

predicting revisit intentions. Surprisingly, however, these norms appeared insignificant in terms 

of a direct relationship with positive WOM. Personal and cultural norms also significantly 

mediated all of the conceptualized relationships. The findings yield useful insights for marketers 

and governmental bodies that will aid in future decision making. 

Keywords: Subjective norms; cultural norms; personal norms; consumer behaviors; customer 

loyalty; services marketing. 

5.1 Introduction  

Tourism industries across the world are rapidly growing, contributing significantly to the 

economy. However, in Pakistan, the tourism industry has suffered adversely due to law and order 

issues and terrorism that have worsened in recent years. More recently, a sustained and marked 

growth in the tourism sector has been observed. Particularly, during 2016 as compared to 2015 

the number of tourists visiting different tourist destinations has increased by 25% (APP, 2016). 

Currently, travel and tourism contributes for 3.3 percent of the total global GDP in 2019, showing 

a small growth than the previous year (Statista, 2021). The tourism sector is growing not only 

due to tourist attraction in northern areas of the country but also by economic growth resulting 

from public works projects on the massive-scale, for instance, China-Pakistan Economic 

Corridor (CPEC). These events have led to an increased tourists visits and hotel occupancy rate 

of around 80% in 2016 which was just 35% in 2015 (Khan, 2017). The ratio is much better than 

�W�K�H���K�L�J�K�H�V�W���J�O�R�E�D�O���R�F�F�X�S�D�Q�F�\���U�D�W�H���R�I���������������L�Q���(�X�U�R�S�H�����-�&�5�9�,�6�������������������7�K�H���L�Q�F�U�H�D�V�H���L�Q���W�R�X�U�L�V�W�V�¶��

visits and the hotel occupancy rate make the industry attractive for marketers and investors. 

Based on the potential of the tourism industry, many players have emerged collectively investing 
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a substantial amount of money in infrastructure and assets. These players are aggressively 

challenging each other on price and service quality, increasing competition resulting in providing 

an overall satisfying experience to the tourists (Saleem, Yaseen and  Wasaya, 2018). However, 

it is quite difficult for tourism hosts to enhance the quality of tourist destinations and service 

�Z�L�W�K�R�X�W���W�R�X�U�L�V�W�V�¶���K�H�O�S�����3�U�D�K�D�O�D�G��and  Ramaswamy, 2004). Tourism development is a two way 

process in which tourists and hosts play equal roles (Binkhorst and Dekker, 2009). Retaining the 

existing customers and continuously increasing the customer base by providing memorable 

experience to tourists has become vital for sustainability of tourism and survival for the hosts 

(Binkhorst et al., 2009). Providing a memorable experience makes the customers revisit a 

destination and show loyalty (Vada, Prentice and  Hsiao, 2019). In return tourists can serve the 

purpose in many ways like by spreading positive word of mouth regarding a destination and 

spending more money on their visits. Due to the fragmented structure of the industry, gaining 

new customers is highly dependent on referrals from existing consumers, acquired by spreading 

positive WOM. Therefore, it is a challenge for marketers within the tourism industry is to 

understand the drivers of WOM and revisit intentions to develop effective marketing strategies. 

The existing literature relating to the drivers of WOM and revisit intentions mentions several 

factors including service value, brand image, service quality and relationship quality (Abubakar 

and  Mavondo, 2014; Kim, Lee, and  Mattila, 2014; Narteh, Agbemabiese, Kodua, and  Braimah, 

�����������������5�H�V�H�D�U�F�K�H�U�V���D�O�V�R���L�Q�G�L�F�D�W�H���W�K�D�W���W�R�X�U�L�V�W�¶�V���E�H�K�D�Y�L�R�U���L�V���G�U�L�Y�H�Q���E�\���D���V�H�W���R�I���L�Q�W�U�L�F�D�W�H���S�U�R�F�H�V�V�H�V��

governed by some internal and external norms. Tourists who are positively influenced by 

different types of norms are more likely to engage in positive referrals relating to a destination 

and stay loyal (Han and  Kim, 2010). Therefore, normative influence has emerged as a vital 

component of positive WOM and revisit intentions. Further, it is noted that norms provide us 

with an expected idea of how to behave, and function and hence these are the basis of individual�¶�V��

behavioral intentions (McLeod, 2008). . Despite the significant importance of norms in 

behavioral field, these are rarely used to predict tourist loyalty intentions. As norms have 

�U�H�F�H�L�Y�H�G�� �D�� �O�L�P�L�W�H�G�� �D�W�W�H�Q�W�L�R�Q�� �L�Q�� �W�K�H�� �S�D�V�W�� �V�W�X�G�L�H�V�� �Z�L�W�K�� �U�H�J�D�U�G�� �W�R�� �W�R�X�U�L�V�W�¶�V�� �E�H�K�D�Y�L�R�U�V���� �W�K�H�U�H�I�R�U�H���� �D��

conclusive finding on the influence of norms on loyalty intentions remains a significant gap in 

the literature (Chowdhury, Salam, and  Tay, 2016). Considering the above research gaps, current 

study offers an integrated model of revisit intentions and positive WOM, utilizing the concepts 

�R�I���V�X�E�M�H�F�W�L�Y�H���Q�R�U�P�V�����S�H�U�V�R�Q�D�O���Q�R�U�P�V�����F�X�O�W�X�U�D�O���Q�R�U�P�V���D�Q�G���W�R�X�U�L�V�W�V�¶���Y�D�U�\�L�Q�J���H�G�X�F�D�W�L�R�Q�D�O���O�H�Y�H�O�V�����7�K�H��

model follows basic postulates of the normative conduct theory (Cialdini, Reno, and  Kallgren, 
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1990) in which cultural and personal norms are mentioned as intervening factors affecting 

�E�H�K�D�Y�L�R�U�D�O���L�Q�W�H�Q�W�L�R�Q�V�����7�K�H���W�K�H�R�U�\���H�P�S�K�D�V�L�]�H�V���R�Q���G�L�I�I�H�U�H�Q�W���Q�R�U�P�V���W�R���H�[�S�O�D�L�Q���L�Q�G�L�Y�L�G�X�D�O�¶�V���E�H�K�D�Y�L�R�U��

and explicates that behavior is not the product of a single norm but a consequence of the 

combination of different norms.   

The following sections provide a brief summary of the literature review followed by 

methodology and analysis of data. Discussion of results and future recommendations are 

provided at the end. 

5.2 Literature review  

Norms and customer loyalty  

Generally, norms refer to behaviors that are commonly approved in the society. Different types 

of norms based on how they are formed. The basic postulates of normative conduct theory 

(Cialdini, Reno, and  Kallgren, 1990) describe how human behavior (e.g. related to tourism) is 

�L�Q�I�O�X�H�Q�F�H�G���E�\���Q�R�U�P�V�����S�H�U�V�R�Q�D�O�����F�X�O�W�X�U�D�O���D�Q�G���V�R�F�L�D�O�������,�Q�M�X�Q�F�W�L�Y�H���Q�R�U�P�V���U�H�I�H�U���W�R���R�Q�H�¶�V���S�H�U�F�H�S�W�L�R�Q��

�D�E�R�X�W���R�W�K�H�U�V�¶���H�[�S�H�F�W�D�W�L�R�Q�V���I�U�R�P���R�Q�H���W�R���G�R�����0�R�U�U�L�V�����+�R�Q�J�����&�K�L�X����and  Liu, 2015) while descriptive 

�Q�R�U�P�V�� �U�H�I�H�U�� �W�R�� �R�Q�H�¶�V�� �S�H�U�F�H�S�W�L�R�Q�� �U�H�J�D�U�G�L�Q�J what other people do. Therefore, conceptually, 

descriptive norms are formed by the influence of what others are actually doing (so norms of 

�³�L�V�´�������2�Q���W�K�H���F�R�Q�W�U�D�U�\�����L�Q�M�X�Q�F�W�L�Y�H���Q�R�U�P�V���D�U�H���L�Q�I�O�X�H�Q�F�H�G���E�\���W�K�H���E�H�O�L�H�I�V���W�K�D�W���R�W�K�H�U�V���H�[�S�H�F�W���R�Q�H���W�R��

perform a particul�D�U���E�H�K�D�Y�L�R�U���R�U���R�W�K�H�U�V���D�S�S�U�R�Y�H���R�Q�H�V�¶���H�Q�J�D�J�H�P�H�Q�W���L�Q���D���S�D�U�W�L�F�X�O�D�U���D�F�W�L�R�Q�����V�R���W�K�H��

�Q�R�U�P�V���R�I���³�R�X�J�K�W�´�������&�L�D�O�G�L�Q�L���H�W���D�O�������������������S�����������������,�Q���W�K�H���W�K�H�R�U�\���R�I���S�O�D�Q�Q�H�G���E�H�K�D�Y�L�R�U���W�K�H�V�H���Q�R�U�P�V��

termed subjective norms because descriptive and injunctive norms are subjective perceptions by 

individuals that important others expect individuals to engage in such behaviors (injunctive 

norms) or are themselves engaged in specific behaviors (descriptive norms) (Fishbein and  

Ajzen, 2010). Similarly, the theory explains impacts of personal and cultural norms on 

behavioral intentions. 

Descriptive norms provide useful insights to individuals with regards to decision-making while 

choosing which behavior is appropriate in a particular situation (Arpita, 2015). Therefore, 

descriptive norms are considered to have a strong influence on complex behaviors, particularly 

related to sustainability. For instance, Kim, Lee, and Hur (2012) assessed that customers shown 

an inclination towards the purchase of environmentally friendly products because others were 

buying similar products. Therefore, it can be assumed that individuals are influenced by the 

actions of the people who are important to them. In addition, Suki, Suki, Mokhtar and Ahmad 
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�������������� �I�R�X�Q�G�� �G�H�V�F�U�L�S�W�L�Y�H�� �Q�R�U�P�V�� �D�V�� �V�W�U�R�Q�J�� �S�U�H�G�L�F�W�R�U�V�� �R�I�� �F�X�V�W�R�P�H�U�V�¶�� �S�R�V�L�W�L�Y�H�� �Z�R�U�G�� �R�I�� �P�R�X�W�K��

regarding environmentally friendly products. It implies that customers follow what their ideals 

are practicing. Also, they look for social acceptance for their behavior. Postulates of the 

normative conduct theory provide basis for the above discussion which claims that subjective 

�Q�R�U�P�V�� �J�X�L�G�H�� �L�Q�G�L�Y�L�G�X�D�O�¶�V�� �E�H�K�D�Y�L�R�U�� ���&�L�D�O�G�L�Q�L�� �H�W�� �D�O������ �������������� �%�D�V�H�G�� �R�Q�� �W�K�H�� �D�E�R�Y�H�� �G�L�V�F�X�V�V�L�R�Q���� �Z�H��

hypothesize the following: 

H1: �'�H�V�F�U�L�S�W�L�Y�H���Q�R�U�P���K�D�V���D���V�L�J�Q�L�I�L�F�D�Q�W���L�Q�I�O�X�H�Q�F�H���R�Q���W�R�X�U�L�V�W�¶�V���E�H�K�D�Y�L�R�U�D�O���L�Q�W�H�Q�W�L�R�Q�V�� 

Injunctive norms are driven by the belief that engaging a particular behavior is acceptable to 

important others (Morris, Hong, Chiu and  Liu���� �������������� �7�K�H�V�H�� �Q�R�U�P�V�� �D�U�H�� �V�R�P�H�R�Q�H�¶�V�� �S�H�U�V�R�Q�D�O��

perception of others expectations of them. Theory of planned behavior says others approval of a 

specific behavior is one of the motivation like rewards, appreciation (Fishbein and  Ajzen, 2010, 

p. 130). In addition, Jiang, Ling, Feng, Wang, and Shao (2017) noted that customers when 

influenced by the advice of accompanying family or friends change their decision regarding 

revisiting a tourist destination. Similarly, it was found (Guido, Prete and Peluso, 2012) in 

Chinese students try to fulfill expectations of others (e.g. teachers) while visiting tourist 

destination and deciding on a revisit. People participate in activities which they are acceptable 

in the society or by the people they have respect for (Siperstein, Widaman, and  Leffert, 1996). 

They also, found that it does not matter for the doers whether an act is right or wrong but they 

perform it as they think it is acceptable by their loved ones or by the people who are successful 

�L�Q���W�K�H�L�U���H�\�H�V�����6�L�P�L�O�D�U�O�\�����L�W���L�V���I�R�X�Q�G���W�K�D�W���W�R�X�U�L�V�W�V�¶���S�H�U�F�H�L�Y�H�G���V�R�F�L�D�O���L�P�S�D�F�W�V���R�I���W�R�X�U�L�V�P���S�X�W�V���D���G�L�U�H�F�W��

influence on tourist revisit intentions and interpersonal trust (Ramkissoon, 2020). He further 

�H�[�S�O�R�U�H�G���W�K�D�W���W�R�X�U�L�V�W�V�¶���S�H�U�F�H�L�Y�H�G���V�R�F�L�D�O���D�F�F�H�S�W�D�Q�F�H���D�O�V�R���L�Q�I�O�X�H�Q�F�H���W�K�H�L�U���D�W�W�D�F�K�P�H�Q�W���R�U���O�R�\�D�O�W�\���Z�L�W�K��

the destination. It is a mental state which creates an urge in tourists to behave pro-social and pro-

environmental. To show this, most of the tourists involve themselves into activates which are 

assumed to be acceptable by the society like repeat visits to the same destination (Ramkissoon, 

2020). Therefore, it can be hypothesized that: 

What is approved by others matters to individuals in routine work (Cialdini et al., 1991). People 

try to portray themselves as acceptable members of society and avoid unacceptable acts (Cialdini 

et al., 1991).  It was found that customers lo ok for acceptance of the society they live in. For 

�H�[�D�P�S�O�H�����L�W���L�V���R�E�V�H�U�Y�H�G���W�K�D�W���F�X�V�W�R�P�H�U�V���F�R�Q�V�L�G�H�U���V�R�F�L�H�W�D�O���Y�D�O�X�H�V���I�R�U���S�X�U�F�K�D�V�L�Q�J���)�D�P�L�O�\���7�D�N�—�I�X�O��

Schemes (Aziz, Shahab, Afaq, Zahra, Muhammad, Lakhi, Khan and Basharat, 2020). In the same 

manner, tourists also prefer doing sustainable acts (e.g. spreading positive word of mouth) 
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following the norms of the society (Wan, Shen and Choi, 2018). The past studies recognizes 

interpersonal influence as key influencing factors in consumer decision-making (Litvin, 

Goldsmith, and  �3�D�Q�������������������,�P�S�R�U�W�D�Q�W���R�Q�H�¶�V���D�F�F�H�S�W�D�Q�F�H���L�V���U�H�J�D�U�G�H�G���D�V���H�Y�H�Q���V�W�U�R�Q�J�H�U���L�P�S�D�F�W�R�U��

on positive word of mouth than advertising and other marketing communication tools (Trusov, 

Bucklin, and  Pauwels, 2009). Some theorists suggest that cognitive image has a positive effect 

on the way customers look for social acceptance and this creates overall place image (e.g. Zenker 

and  Braun, 2017). Furthermore, social, cognitive, and overall place image are all found to have 

an influence intentions to engage in positive WOM (Papadimitriou et al., 2018, Stylidis et al., 

2017). However, social acceptance or acceptance by the important ones has greater influence 

than cognitive image in creating place attachment and spreading positive WOM, especially for 

tourists (Stylidis et al., 2017). Based on the above discussion it can be hypothesized that:     

H2: �,�Q�M�X�Q�F�W�L�Y�H���Q�R�U�P���K�D�V���D���V�L�J�Q�L�I�L�F�D�Q�W���L�Q�I�O�X�H�Q�F�H���R�Q���W�R�X�U�L�V�W�¶�V���E�H�K�D�Y�L�R�U�D�O���L�Q�W�H�Q�W�L�R�Q�V���� 

Cultural norms are linked with the subjective norms as studied by many researchers (e.g. 

Triandis, 1989). The theory of planned behavior advocates this concept by explaining the 

relationship between subjective norms and cultural norms (Ajzen, 1991). It says that subjective 

norms and cultural norms can have a reverse causation in which both may impact each other. In 

most of the cases cultural norm are found to be influencer (Hassan and  Shiu, 2017) whereas in 

some studies it is also found that subjective norms also play a vital role in developing cultural 

values or norms (Triandis, 1989). He further added that cultural norms are not just linked with 

the subjective norms but also have a significant impact on the customer behavioral intentions.  

In the same way, subjective norms (injunctive and descriptive) provides basis for shaping 

�V�R�P�H�R�Q�H�¶�V�� �S�H�U�V�R�Q�D�O�� �Y�D�O�X�H�V�� �R�U�� �W�K�H�� �Z�D�\�� �R�Q�H�� �O�R�R�N�V�� �D�W�� �K�L�V�� �V�X�U�U�R�X�Q�G�L�Q�J�V���� �3�H�U�V�R�Q�D�O�� �Q�R�U�P�V�� �F�K�D�Q�J�H��

�L�Q�G�L�Y�L�G�X�D�O�¶�V���E�H�K�D�Y�L�R�U�D�O���L�Q�W�H�Q�W�L�R�Q�V���D�I�W�H�U���J�H�W�W�L�Q�J���L�Q�I�O�X�H�Q�F�H�G���E�\���V�X�E�M�H�F�W�L�Y�H���Q�Rrms (Park and  Smith, 

2007). The theory of planned behavior (Ajzen, 1991) also explains this with respect to behavioral 

�L�Q�W�H�Q�W�L�R�Q�V�� �W�K�D�W�� �S�H�U�V�R�Q�D�O�� �Q�R�U�P�V�� �L�Q�I�O�X�H�Q�F�H�� �W�K�H�� �E�H�K�D�Y�L�R�U�D�O�� �L�Q�W�H�Q�W�L�R�Q�V�¶�� �I�R�U�P�D�W�L�R�Q�� �S�U�R�F�H�V�V�� �D�Q�G�� �D�U�H��

influenced by the subjective norms at first. Cialdini in his theory of the normative conduct (1990) 

said that the formation of personal and cultural norms is a long-term process and some forces 

(e.g., subjective) acts as the bases or catalysts to boost the process. Based on the above discussion 

it can be hypothesized that:            

H3: Subjective norm has a significant influence on personal and cultural norms.  

 

Personal norms, cultural norms, and behavioral intention  
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The norms activation model describes personal norms as basic elements of altruistic 

sustainability behavioral intentions or behaviors (Onwezen, Antonides, and  Bartels, 2013). 

Personal norms relate to the self-concept and feeling of moral obligation to display a positive 

behavior in a particular situation (e.g. revisit intentions) (Schwartz, 1977a). Similarly, a common 

argument that, as part of personal norms, both (Introjected and  integrated norms) are positively 

associated with sustainable initiatives such as revisit intentions by the tourists (Ünal, Steg, and  

�*�R�U�V�L�U�D�������������������7�K�H�R�U�\���R�I���S�O�D�Q�Q�H�G���E�H�K�D�Y�L�R�U���W�H�V�W�H�G���W�R���F�K�H�F�N���W�R�X�U�L�V�W�V�¶���E�H�K�D�Y�L�R�U���U�H�J�D�U�G�L�Q�J���U�H�Y�L�V�L�W��

and it was found that many factors like attitude other behavioral controls influence tourist revisit 

intentions (Kerner and  Kalinski, 2002). They further explained that norms (e.g. personal norms) 

�D�O�V�R�� �D�F�W�� �D�V�� �V�W�U�R�Q�J�� �F�R�Q�W�U�R�O�O�H�U�� �R�I�� �W�K�H�� �W�R�X�U�L�V�W�V�¶�� �E�H�K�D�Y�L�R�U�� �H�V�S�H�F�L�D�O�O�\�� �Z�K�L�O�H�� �W�K�H�\�� �S�O�D�Q�� �D�� �U�H�Y�L�V�L�W����

Similarly, some studies claim that there is a highlighted relation between personal norms and 

revisit intention (e.g. Al Muala, 2011). Based on the previous work, we can conclude that 

personal norm has significant impact on tourist revisit intention whether the effect is direct or 

indirect.  

In addition, Ajzen (1988, 91) have explained normative influence on behavioral intentions. 

�$�F�F�R�U�G�L�Q�J�� �W�R�� �K�L�V�� �I�L�Q�G�L�Q�J�V���� �Q�R�U�P�V�� �S�O�D�\�� �D�Q�� �L�P�S�R�U�W�D�Q�W�� �U�R�O�H�� �L�Q�� �F�K�D�Q�J�L�Q�J�� �F�X�V�W�R�P�H�U�¶�V�� �L�Q�W�H�Q�W�L�R�Q�V��

�U�H�J�D�U�G�L�Q�J���G�L�I�I�H�U�H�Q�W���S�U�R�G�X�F�W�V���D�Q�G���V�H�U�Y�L�F�H�V�����)�R�U���H�[�D�P�S�O�H���W�R�X�U�L�V�W�V�¶���D�W�W�L�W�X�G�H���Juides doing something 

�E�X�W�� �L�I�� �L�W�� �L�V�� �D�J�D�L�Q�V�W�� �W�R�X�U�L�V�W�V�¶�� �S�H�U�V�R�Q�D�O�� �Q�R�U�P�V���� �W�K�H�\�� �W�H�Q�G�� �W�R�� �G�R�� �V�R�P�H�� �R�W�K�H�U�� �D�F�W�L�R�Q��(Perugini and 

Bagozzi, 2001). Ajzen found a similar impact and explain it in his theory of reasoned action 

(1991) that says behavioral intent occurs due to two reasons, our attitude and our norms. 

Similarly, Doran and Larsen (2016) found that personal norms showed the strongest association 

with behavioral intentions such as word of mouth and also mediate relationship social norms and 

behavioral intentions. Overall findings indicate that personal norms seem related to travel 

choices and positive word of mouth regarding tourist destinations. Many researchers argue that 

personal provide basis for tourists behavior. For example, it is found personal norms influence 

tourists destinations choices and whether tourist will recommend the destinations to others or 

not (Ababio-Donkor, Saleh and  Fonzone, 2020). Further they said that personal norms create an 

urge in the tourists to engage themselves in the tourism activities like creating positive word of 

mouth and spending more money on the destinations. In a similar way, Bamberg, Hunecke and 

Blo (2007) explained that a person can recommend some tourist destinations to other only if he 

or she is satisfied form the place and it is an internal motivation (personal norms) which force 

them to do so. Therefore, it can be hypothesized that:     
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H4: �3�H�U�V�R�Q�D�O���Q�R�U�P�V���K�D�V���D���V�L�J�Q�L�I�L�F�D�Q�W���L�Q�I�O�X�H�Q�F�H���R�Q���W�R�X�U�L�V�W�¶�V���E�H�K�D�Y�L�R�U�D�O���L�Q�W�H�Q�W�L�R�Q�V���� 

In the same way, culture is a strong influencer of individual behavior. For instance, Cialdini, 

Reno Kallgren (1990) found three main types of norms, that influence individual behavioral 

intentions especially related to sustainability (revisit intentions) and cultural norms are the core 

influencer. For example, Viet, Dang and Nguyen (2020) found that revisit intention directly 

affected by cultural norms and perceived risk. In many previous studies the same have been 

witnessed that cultural norms influences tourists revisit intentions. For example, Allameh, 

�.�K�D�]�D�H�L���� �-�D�E�H�U�L���� �6�D�O�H�K�]�D�G�H�K�� �D�Q�G�� �$�V�D�G�L�� �������������� �I�R�X�Q�G�� �V�S�R�U�W�V�� �W�R�X�U�L�V�W�V�¶�� �U�H�Y�L�V�L�W�� �L�Q�W�H�Q�W�L�R�Q�V�� �D�U�H��

strongly influenced by cultural norms and beliefs of the tourists. Past studies have quoted cultural 

norms as the core factors in forming individual behavior. For example, many studies advocates 

�W�K�D�W�� �W�R�X�U�L�V�W�¶�V�� �E�H�K�D�Y�L�R�U���� �� �H�V�S�H�F�L�D�O�O�\�� �U�H�O�D�W�H�G�� �W�U�D�Y�H�O�� �R�U�� �U�H�Y�L�V�L�W�� �G�H�F�L�V�L�R�Q�V���� �E�H�V�L�G�H�V�� �S�K�\�V�L�F�D�O�� �D�Q�G��

economic factors, is also shaped by cultural forces (Halonen, 2020; Liu et al., 2017). Impact of 

cultural norms has been studied in the past but the findings are not enough to design policies. It 

is fundamentally important to know that cultural norms play a vital role in shaping tourist 

behavior more specifically in shaping revisit intentions (Halonen, 2020).  

In addition, Lam, Lee, and Mizerski (2009) explored that the idea that all the dimensions of 

�F�X�O�W�X�U�D�O���Q�R�U�P�V���S�R�V�L�W�L�Y�H�O�\�� �L�Q�I�O�X�H�Q�F�H���F�X�V�W�R�P�H�U�V�¶���Z�R�U�G���R�I���P�R�X�W�K���U�H�J�D�U�G�L�Q�J���D���V�S�H�F�L�I�L�F���S�U�R�G�X�F�W���R�U��

service (e.g. suitability oriented products). In addition, Parry, Yang and Takemura (2021) found 

that the generation of positive word-of-mouth is a function of the desire to share a common 

culture. They also found that positive WOM is positively related to the desire to follow cultural 

values while planning for tourism activities. Even cultural norms, affect positive WOM in an 

indirect manner and changes tourists choices (Parry et al., 2021). Especially, when tourists plan 

in a hurry or spontaneous, cultural factors influence their behavior (Halonen, 2020). 

Furthermore, it was explained by Halonen that if some close or important asks for 

recommendations regarding a tourist destination, cultural norms guide (2020). Furthermore, he 

said that usually customers see any marketing campaign through cultural lens and in the same 

way customers communicate regarding a product or service (e.g. tourist destination) by getting 

influenced by the cultural norms. Hence, it can be hypothesized that: 

H5: Cultural norms have �D���V�L�J�Q�L�I�L�F�D�Q�W���L�Q�I�O�X�H�Q�F�H���R�Q���W�R�X�U�L�V�W�¶�V���E�H�K�D�Y�L�R�U�D�O���L�Q�W�H�Q�W�L�R�Q�V������ 

 

 

Mediated relationships of subjective norms with customer behavioral intentions  
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In most cases, descriptive norms affect revisit intentions in an indirect manner as noted by Jin et 

al. (2020). They pointed out some significant mediators for the normative influences on revisit 

intentions like personal norms. Their findings do not reject the direct relation among subjective 

norms and revisit intentions but explains the obvious findings. Furthermore, it was also observed 

that at first stage descriptive norms change emotions of tourists then behavioral intentions 

towards tourism. Tourists indirectly receive permission from a person important to them before 

showing behavioral intentions regarding tourism decisions (Perugini and Bagozzi, 2001). The 

�S�U�H�G�L�F�W�L�R�Q�� �R�I�� �W�R�X�U�L�V�W�V�¶�� �E�H�K�D�Y�L�R�U�V�� ���V�X�F�K�� �D�V�� �U�H�Y�L�V�L�W�� �L�Q�W�H�Q�W�L�R�Q�V�� �D�Q�G�� �S�R�V�L�W�L�Y�H�� �:�2�0���� �E�\�� �S�H�U�V�R�Q�D�O��

norms through injunctive norms is well-argued in previous studies (Bertoldo and  Castro, 2016; 

Kim and  Seock, 2019; Lede, Meleady, and  Seger, 2019). For instance, Savani, Wadhwa, 

Uchida, Ding, and Naidu (2015) found that Indian tourists were likely to decide their travel 

destination preferences and spread positive word of mouth under the influence of introjected 

norms induced through the expectations of an authority figure (such as teacher and parent). 

Therefore, it can be proposed that the manipulation of injunctive norms can be instrumental in 

altering personal norms and, consequently, behave according to desire of authority figures. It has 

previously been argued that personal norms can be seen as intervening forces between 

descriptive norms and tourism related activities (e.g. Thøgersen, 2006, 2009). Several empirical 

studies support this view mainly ross-sectional studies investigating the relative importance of 

�S�H�U�V�R�Q�D�O�� �Q�R�U�P�V�� �L�Q�� �H�[�S�O�D�L�Q�L�Q�J�� �W�R�X�U�L�V�W�V�¶�� �E�H�K�D�Y�L�R�U�� �Z�K�L�O�H�� �Y�L�V�L�W�L�Q�J�� �D�� �W�R�X�U�L�V�W�V�¶�� �G�H�V�W�L�Q�D�W�L�R�Q�� �V�X�F�K�� �D�V��

spreading WOM and having revisit intentions (Bamberg and  Möser, 2007). One common 

finding in these studies is that the strength of descriptive norms as a predictor of behavioral 

intentions is mediated through personal norms. Behavioral domains where controlling for 

personal norms attenuates the effects of social norms include spreading WOM and deciding to 

revisit a destination (López-Mosquera et al., 2014), purchasing organic food products 

(Thøgersen and Ölander, 2006), household recycling (Thøgersen, 2009), and travel-mode choice 

(Klöckner and Blöbaum, 2010). Hence, it can be assumed that 

H6: �3�H�U�V�R�Q�D�O�� �Q�R�U�P�V�� �P�H�G�L�D�W�H�V�� �W�K�H�� �U�H�O�D�W�L�R�Q�V�K�L�S�� �R�I�� �L�Q�M�X�Q�F�W�L�Y�H�� �Q�R�U�P�V�� �Z�L�W�K�� �W�R�X�U�L�V�W�¶�V�� �E�H�K�D�Y�L�R�U�D�O��

intentions.  

Similarly, in recent studies Doran and Larsen (2016) found that descriptive norms explain 

�W�R�X�U�L�V�W�V�¶�� �E�H�K�D�Y�L�R�U�� �W�K�U�R�X�J�K�� �W�K�H�� �F�K�D�Q�Q�H�O�� �R�I�� �S�H�U�V�R�Q�D�O�� �U�H�J�X�O�D�W�L�R�Q�V���� �)�X�U�W�K�H�U�P�R�U�H���� �:�H�Q�]�L�J�� �D�Q�G��

Gruchmann (2018) reported that descriptive norms lead to personal norms, which consequently 

�S�U�H�G�L�F�W���W�R�X�U�L�V�W�V�¶���E�H�K�D�Y�L�R�U���O�L�N�H���U�H�Y�L�V�L�W�L�Q�J���D���G�H�V�W�L�Q�D�W�L�R�Q���D�Q�G���V�S�U�H�D�G�L�Q�J���S�R�V�L�W�L�Y�H���:�2�0�����,�Q���D�G�G�L�W�L�R�Q����
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Farrow, Grolleau, and Ibanez (2017) in a systematic literature review suggested that descriptive 

norms hold distinctive importance to predicting the various sustainability oriented intentions of 

tourists. In a tourism context, Ong and Musa (2011) found that subjective norms predicted 

environmentally responsible behavior such as spreading positive word of mouth or deciding to 

revisit a destination among recreational divers that the strength of this relationship increased 

when personal norms were added as a predictor. Further analyses showed that the effect of 

subjective norms on environmentally responsible diving behavior was indeed mediated through 

personal norms. Likewise, we assume that personal norms contribute to the relationship between 

descriptive norms and intentions to revisit a destinations as well as spread a positive word of 

mouth regarding the destinations. Base on the above discussion, it can be hypothesized that 

H7: �3�H�U�V�R�Q�D�O�� �Q�R�U�P�V�� �P�H�G�L�D�W�H�V�� �W�K�H�� �U�H�O�D�W�L�R�Q�V�K�L�S�� �R�I�� �G�H�V�F�U�L�S�W�L�Y�H�� �Q�R�U�P�V�� �Z�L�W�K�� �W�R�X�U�L�V�W�¶�V�� �E�H�K�D�Y�L�R�U�D�O��

intentions.  

�&�X�O�W�X�U�D�O�� �Q�R�U�P�V�� �F�D�S�W�X�U�H�G�� �W�K�H�� �D�W�W�H�Q�W�L�R�Q�� �R�I�� �W�R�X�U�L�V�P�� �U�H�V�H�D�U�F�K�H�U�V�� �Z�K�L�O�H�� �H�[�D�P�L�Q�L�Q�J�� �W�R�X�U�L�V�W�V�¶��

behavioral choices. For instance, Chow, Deng, and Ho (2000) found people from different 

cultures are often expected to select different messages, groups and methods that influence 

behavioral intentions and word of mouth of individuals. Therefore, we would expect that culture 

strongly mediate channels via which behavioral intentions and WOM is interconnected. In 

addition, Tylor (1891, p. 23) found that culture consists different factors such as belief, 

�G�H�V�F�U�L�S�W�L�Y�H���Q�R�U�P�V�����L�Q�M�X�Q�F�W�L�Y�H���Q�R�U�P�V������ �P�R�U�D�O�V���� �O�D�Z���D�Q�G���F�X�V�W�R�P�V���Z�K�L�F�K���D�I�I�H�F�W�V���L�Q�G�L�Y�L�G�X�D�O�¶�V���O�L�I�H��

and choices. Similarly, one study found that cultural norms which are made up of different norms 

(subjective) and values is capable �R�I�� �F�K�D�Q�J�L�Q�J�� �W�R�X�U�L�V�W�V�¶�� �U�H�Y�L�V�L�W�� �L�Q�W�H�Q�W�L�R�Q�V�� �D�Q�G�� �F�D�Q�� �P�R�W�L�Y�D�W�H�� �W�R��

spread a positive word of mouth (Olivas-Lujan, Harzing and  McCoy, 2004). To understand how 

�F�X�O�W�X�U�D�O���Q�R�U�P�V���W�U�L�J�J�H�U���L�Q�G�L�Y�L�G�X�D�O�¶�V���E�H�K�D�Y�L�R�U���L�V���G�L�I�I�L�F�X�O�W���D�V���L�W���L�V���Q�R�W���D���V�W�U�D�L�J�K�W�I�R�U�Z�D�U�G���S�U�R�F�H�V�V�����,�Q��

many cases cultural norms are influenced by many factors like subjective norms (injunctive 

�Q�R�U�P�V���� �D�Q�G�� �I�X�U�W�K�H�U�� �P�R�G�L�I�\�� �L�Q�G�L�Y�L�G�X�D�O�¶�V�� �E�X�\�L�Q�J�� �E�H�K�D�Y�L�R�U���� �)�R�U�� �H�[�D�P�S�O�H���� �W�R�X�U�L�V�W�V�� �H�Q�J�D�J�H�� �L�Q��

sustainable tourism activities (e.g. spending money on tourist destinations, spreading positive 

WOM and revisiting a destination) influenced by cultural values which are developed under the 

influence of subjective norms like injunctive norms (LaPlante, LaPlante, Aaker and  Briley, 

2005). Therefore, it can be hypothesized that 

H8: �&�X�O�W�X�U�D�O�� �Q�R�U�P�V�� �P�H�G�L�D�W�H�V�� �W�K�H�� �U�H�O�D�W�L�R�Q�V�K�L�S�� �R�I�� �L�Q�M�X�Q�F�W�L�Y�H�� �Q�R�U�P�V�� �Z�L�W�K�� �W�R�X�U�L�V�W�¶�V�� �E�H�K�D�Y�L�R�U�D�O��

intentions.  

Gelfand, Michele, Harrington and Jesse (2015) advocates that descriptive norms, or cognitions 
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concerning the dominant beliefs, values, and behaviors of a particular reference group, are 

distinct from personal values and predict a wide range of cultural behavior that ultimately convert 

into tourism behavior. However, questions is still not clear regarding in what context descriptive 

norms predict behavior and what cultural, situational, and individual difference factors influence 

their motivational force. An online survey was conducted to active online customers to test their 

behavioral intentions regarding environmental friendly consumption. The results indicate that 

cultural norms mediate the relationship between tourism activities and intentions to buy (Kim, 

Lee and  Hur, 2012). Moreover, descriptive norms have a greater effect on intention to visit any 

destination and spread a positive word of mouth regarding the destination than social norms do 

(Gelfand et al., 2015). In addition, it is found that cultural profile of the communities involved 

in tourism activities on cultural routes act as mediators or moderators of the impact of traditional 

cultural values on the successful implementation of tourism activities such as spreading positive 

WOM and planning to revisit a destination (Vana, Mircea, Simona and  Malaescu, 2016). In 

addition, it found (LaPlante et al., 2005) that cultural norms are highly effected by subjective 

norms and help in shaping tourist behavior especially relate to sustainability (e.g. spreading 

positive word of mouth and planning to revisit a destination). Therefore, it can be hypothesized 

that: 

H9: �&�X�O�W�X�U�D�O�� �Q�R�U�P�V�� �P�H�G�L�D�W�H�V�� �W�K�H�� �U�H�O�D�W�L�R�Q�V�K�L�S�� �R�I�� �G�H�V�F�U�L�S�W�L�Y�H�� �Q�R�U�P�V�� �Z�L�W�K�� �W�R�X�U�L�V�W�¶�V�� �E�H�K�D�Y�L�R�U�D�O��

intentions. 

�7�R�X�U�L�V�W�V�¶���Y�D�U�\�L�Q�J���H�G�X�F�D�W�L�R�Q���O�H�Y�H�O�V���D�V���P�R�G�H�U�D�W�R�U�V���R�I���W�K�H���U�H�O�D�W�L�R�Q�V�K�L�S�V���L�Q���W�K�L�V���V�W�X�G�\ 

Knowing the characteristics of tourists such as their age, level of education, gender. is valuable 

for discovering tourist behavioral intention and hence for the tourism development (Moscardo, 

���������������)�R�U���H�[�D�P�S�O�H���P�D�Q�\���W�K�H�R�U�L�V�W�V���F�O�D�L�P���W�K�D�W���L�Q�G�L�Y�L�G�X�D�O�¶�V���H�G�X�F�Dtional level either influence or 

get influenced by different types of norms and values (�0�H�ú�H�F�L�����&�D�P�S�E�H�O�O��and  Arslan, 2017). For 

�L�Q�V�W�D�Q�F�H�����L�Q���W�K�H���F�D�V�H���R�I���F�X�O�W�X�U�D�O���Q�R�U�P�V���D�Q�G���L�W�V���U�H�O�D�W�L�R�Q���Z�L�W�K���H�G�X�F�D�W�L�R�Q���L�V���O�L�N�H���D���³�F�K�L�F�N�H�Q���R�U���W�K�H��

�H�J�J�´���F�K�D�U�D�F�W�H�U���D�V���H�G�X�F�D�W�L�R�Q���Slays an important role in the development of a culture and in return 

cultural values influence the educational levels of individuals. There is also a debate on whether 

different levels of education effect personal and social norms and how these norms influence 

�E�H�K�D�Y�L�R�U�D�O���L�Q�W�H�Q�W�L�R�Q�V�����,�Q�G�L�Y�L�G�X�D�O�¶�V���S�H�U�V�R�Q�D�O�L�W�\���F�K�D�U�D�F�W�H�U�L�V�W�L�F�V���D�U�H���V�K�D�S�H�G���E�\���G�L�I�I�H�U�H�Q�W���I�D�F�W�R�U�V���O�L�N�H��

age, gender and education level (Stern, Dietz and  Kalof, 1993) and these characteristics 

�L�Q�I�O�X�H�Q�F�H���L�Q�G�L�Y�L�G�X�D�O�¶�V���E�H�K�D�Y�L�R�U�D�O���L�Q�W�H�Q�W�L�R�Q�V���V�L�J�Q�L�I�L�F�D�Q�W�O�\����Similarly, a significant amount of the 

literature suggests that education makes individuals more reflective and facilitates the 
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structured questionnaire was applied to collect the data. Tourists have been met personally by 

�V�X�U�Y�H�\���D�V�V�L�V�W�D�Q�W�V���D�W���W�K�H���V�H�O�H�F�W�H�G���W�R�X�U�L�V�W�V�¶���G�H�V�W�L�Q�D�W�L�R�Q�V�����5�H�V�S�R�Q�G�H�Q�W�V���Z�H�U�H���D�S�S�U�R�D�F�K�H�G���G�X�U�L�Q�J���G�D�\��

�W�L�P�H�V���R�Q���W�K�H���U�R�D�G�V���R�I���W�R�X�U�L�V�W�¶�V���O�R�F�D�W�L�R�Q�V�����7�K�H�\���Z�H�U�H���R�I�I�H�U�H�G���G�L�Iferent incentives like a drink or 

�F�K�R�F�R�O�D�W�H�V���L�Q���U�H�W�X�U�Q���W�R���W�K�H�L�U���S�R�V�L�W�L�Y�H���U�H�V�S�R�Q�V�H���W�R���V�X�U�Y�H�\���D�V�V�L�V�W�D�Q�W�¶�V���U�H�T�X�H�V�W������ 

For sample size calculations, guidelines provided by Kline are followed (2011) who 

recommended to obtain 20 observations for each free parameter to be estimated to make an 

adequate sample size in structural equation modelling (SEM). Bearing in mind the initial number 

of free parameters to be estimated (33) adopted from previous studies, a sample size of 668 

(33*20 = 660) was considered appropriate. The extra responses were added to increase the 

reliability and generalizability of the study. A total of 1400 respondents were randomly selected 

and contacted for data collection due to expectation of some non-response bias, which can be 

expected in survey methods (Adams, Khan, Raeside, and  White, 2007). Finally, a total of 780 

(55.71 percent) responses providing a satisfactory response rate (LaRose and  Tsai, 2014) were 

obtained and 668 responses were used for the analyses after removing outliers and missing 

values. For data analysis, including exploratory and confirmatory factor analysis, SPSS and 

AMOS v. 23.0 was utilized. The explanation of the demographic variables is provided in Table 

5-1. 

Table 5-1 Demographic characteristics of respondents. 

Variable Category              Distribution 

   Frequency         Percentage 

Gender Male       390                     58.40      

 Female       278                     41.60 

Age 18-25       181                     27.10 

 26-33       261                     39.10 

 34-41       127                     19.00 

 42-49        64                      09.60 

 50 and  above        35                      05.20 

Marital Status Single       360                     53.90  

 Married       308                     46.10 

Income (Pak. Rupees) 20k-35k       190                     28.40 

 36k-50k       177                     26.50 

 51k-65k       121                     18.10 
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Variable Category              Distribution 

   Frequency         Percentage 

 >66k       180                     26.90 

Education No Formal Education         7                       01.00 

 Secondary School (year 

10) 

       50                      07.50 

 Undergraduate (year 16)       182                     27.20 

 Masters (year 18)                 209                     31.30 

 Others       220                     32.90 

 

Measurement instruments  

Measurement scales for the study were adopted from previous studies like descriptive norms 

�Z�H�U�H�� �P�H�D�V�X�U�H�G�� �E�\�� �I�R�X�U�� �L�W�H�P�V�� ���.�� � �� �������������� �D�G�D�S�W�H�G�� �I�U�R�P�� �H�[�L�V�W�L�Q�J�� �V�W�X�G�L�H�V�� ���0�R�R�Q�V��and  De 

�3�H�O�V�P�D�F�N�H�U�������������������6�D�P�S�O�H���L�W�H�P�V���R�I���G�H�V�F�U�L�S�W�L�Y�H���Q�R�U�P�V���D�U�H���D�V���³�,���E�H�O�L�H�Y�H���W�K�D�W���P�R�V�W���R�I���W�K�H���S�H�R�S�O�H��

who are important to me show loyalty intentions (e.g. revisit a tourism destination and spread 

�S�R�V�L�W�L�Y�H���Z�R�U�G���D�E�R�X�W���L�W���´�����³�,���E�H�O�L�H�Y�H���W�K�D�W���P�R�V�W���R�I���W�K�H���S�H�R�S�O�H���What are important to me show loyalty 

�L�Q�W�H�Q�V�L�R�Q�V���U�H�J�D�U�G�L�Q�J���W�R�X�U�L�V�P�´���� 

In addition, injunctive norms were measured with a scale developed by Fishbein and Ajzen 

���������������� �7�K�H�� �V�F�D�O�H�� �F�R�Q�W�D�L�Q�V�� �W�H�Q�� �W�L�P�H�V�� �Z�L�W�K�� �D�Q�� �D�O�S�K�D�� �Y�D�O�X�H�� �.�� � �� �������������� �6�D�P�S�O�H�� �L�W�H�P�V�� �I�R�U�� �W�K�H��

�L�Q�M�X�Q�F�W�L�Y�H�� �Q�R�U�P�V�� �D�U�H�� �D�V�� �³�3�H�R�S�O�H�� �Z�K�R�� �D�U�H�� �L�P�S�R�U�W�D�Q�W���W�R���P�H�� �Z�L�O�O���V�X�S�S�R�U�W���P�H�� �Z�K�H�Q�� �, do tourism 

�U�H�O�D�W�H�G���D�F�W�L�Y�L�W�L�H�V�´�����³�3�H�R�S�O�H���Z�K�R���D�U�H���L�P�S�R�U�W�D�Q�W���W�R���P�H���W�U�\���W�R���F�R�Q�Y�L�Q�F�H���P�H���V�K�R�Z���O�R�\�D�O�W�\���L�Q�W�H�Q�V�L�R�Q�V�´���� 

For personal norms a five-items Likert based scales from (Doran and  Larsen, 2016; Rouven and  

�6�Y�H�L�Q�����������������Z�D�V���D�G�R�S�W�H�G���K�D�Y�L�Q�J���D���U�H�O�L�D�E�L�O�L�W�\���Y�D�O�X�H�����.��� �������������������6�D�P�S�O�H���L�W�H�P�V���R�I���S�H�U�V�R�Q�D�O���Q�R�U�P�V��

�D�U�H�� �D�V�� �³�,�� �G�R�� �I�H�H�O�� �D�� �P�R�U�D�O�� �R�E�O�L�J�D�W�L�R�Q�� �W�R�� �G�R�� �D�F�W�L�Y�L�W�L�H�V�� �Z�K�L�F�K�� �K�H�O�S�V�� �W�R�X�U�L�V�P�� �W�R�� �J�U�R�Z�´���� �³�,�� �I�H�H�O�� �D�Q��

obligation to revisit a tourist destination and spread positive �Z�R�U�G���D�E�R�X�W���L�W�´�����³�,���V�R�P�H�W�L�P�H�V���K�D�Y�H��

�D���E�D�G���F�R�Q�V�F�L�H�Q�F�H���W�K�D�W���,���G�R���Q�R�W���V�K�R�Z���O�R�\�D�O�W�\���L�Q�W�H�Q�V�L�R�Q�V���W�R�Z�D�U�G�V���W�R�X�U�L�V�P�´���� 

�6�L�P�L�O�D�U�O�\�����I�R�U���F�X�O�W�X�U�D�O���Q�R�U�P�V���Z�H�U�H���P�H�D�V�X�U�H�G���X�V�L�Q�J���D�Q���H�L�J�K�W���L�W�H�P�V�¶���V�F�D�O�H���D�G�R�S�W�H�G���I�R�U�P�����6�L�Q�J�H�O�L�V��

�H�W���D�O�������������������K�D�Y�L�Q�J���D���U�H�O�L�D�E�L�O�L�W�\���Y�D�O�X�H���.�!�������������6�D�P�S�O�H���L�W�H�P�V���R�I���F�X�O�W�X�U�D�O���Q�R�U�P�V���D�U�H���D�V���³�,���I�H�H�O���J�R�R�G��

when I cooperate with others by showing loyalty towards a tou�U�L�V�W���G�H�V�W�L�Q�D�W�L�R�Q�´�����³�0�\���K�D�S�S�L�Q�H�V�V��

�G�H�S�H�Q�G�V���Y�H�U�\���P�X�F�K���R�Q���W�K�H���K�D�S�S�L�Q�H�V�V���R�I���W�K�R�V�H���D�U�R�X�Q�G���P�H�´�����³�7�K�H���Z�H�O�O-being of local people at 

�W�R�X�U�L�V�W�V�¶���G�H�V�W�L�Q�D�W�L�R�Q���L�V���L�P�S�R�U�W�D�Q�W���W�R���P�H�´���� 

Furthermore, revisit intentions was measured using a three items scale adapted from Cronin et 
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�D�O���� �������������� �K�D�Y�L�Q�J�� �D�� �U�H�O�L�D�E�L�O�L�W�\�� ���.�� � �� ���������������� �6�D�P�S�O�H�� �L�W�H�P�V�� �R�I�� �U�H�Y�L�V�L�W�� �L�Q�W�H�Q�W�L�R�Q�V�� �D�U�H�� �D�V�� �³�7�K�H��

�S�U�R�E�D�E�L�O�L�W�\���W�K�D�W���,���Z�L�O�O���U�H�Y�L�V�L�W���W�K�L�V���W�R�X�U�L�V�P���G�H�V�W�L�Q�D�W�L�R�Q���D�J�D�L�Q���L�V���K�L�J�K�´�����³�7�K�H���O�L�N�H�O�L�K�R�R�G���W�K�D�W���,���Z�R�X�O�G��

�U�H�F�R�P�P�H�Q�G���W�K�L�V���W�R�X�U�L�V�P���G�H�V�W�L�Q�D�W�L�R�Q���W�R���D���I�U�L�H�Q�G���L�V���K�L�J�K�´�����³�,�I���, had to do visit a destination, I would 

�Y�L�V�L�W���W�K�H���V�D�P�H���G�H�V�W�L�Q�D�W�L�R�Q�´���� 

For positive word of mouth, the measurement scale was adopted from Arnett, German, and Hunt 

(2003) consisting three items and with a reliability of 0.790. Sample items of positive WOM are 

�D�V���³�,���Z�L�O�O���W�D�O�N���S�R�V�L�W�L�Y�H���U�H�J�D�U�G�L�Q�J���W�K�H���W�R�X�U�L�V�W�V�¶���G�H�V�W�L�Q�D�W�L�R�Q�V���,���K�D�Y�H �Y�L�V�L�W�H�G���W�R���S�H�R�S�O�H���,���N�Q�R�Z�´�����³�,��

�E�U�L�Q�J�� �X�S�� �W�R�X�U�L�V�W�V�¶�� �S�O�D�F�H�V�� �,�� �Y�L�V�L�W�� �L�Q�� �D�� �S�R�V�L�W�L�Y�H�� �Z�D�\�� �L�Q�� �F�R�Q�Y�H�U�V�D�W�L�R�Q�V�� �,�� �K�D�Y�H�� �Z�L�W�K�� �I�U�L�H�Q�G�V�� �D�Q�G��

�D�F�T�X�D�L�Q�W�D�Q�F�H�V�´���� 

5.4 Analysis and results 

Confirmatory factor analysis, validity and reliability  

Confirmatory factor analysis was used to verify the factor structure of a set of observed variables 

and to test the hypothesis that a relationship between observed variables and their underlying 

latent constructs exists. Many researcher recommend conducting CFA before the hypothesis 

testing (e.g. Suhr, 2006). An overall measurement model fitness has been tested by conducting 

�&�)�$�� �D�Q�G�� �W�K�H�� �P�R�G�H�O�� �I�L�W�� �I�R�U�� �W�K�L�V�� �F�R�Q�V�W�U�X�F�W�� �Z�D�V�� �D�F�F�H�S�W�D�E�O�H���� �$2/d.f. = 1.98; GFI=.925; IFI=.944; 

TLI=.921 and CFI=.944. All the coefficients were significant at the 0.05 level (Fornell and  

Larcker, 1981). Table 5-2 shows results of confirmatory factor analysis. 

Table 5-2 Confirmatory factor analysis, AVE, and composite reliability. 

Constructs                                   Item                                     FL       �.��     CR   AVE  

Injunctive 

Norms  

  0.75 0.89  0.68 

 People who are important to me will support me when I do 

tourism related activities 

0.56    

 People who are important to me try to convince me to show 

loyalty intensions  

0.57    

 Most people who are important to me think I should show 

loyalty intensions  

0.88    

 People whose opinion I value would prefer me to show 

loyalty intensions  

0.81    

 Many of the people that are important to me insinuated that I 

should show loyalty intensions  

0.43    
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Constructs                                   Item                                     FL       �.��     CR   AVE  

Descriptive 

Norms  

  0.82 0.83 0.56 

 I believe that most of the people who are important to me 

show loyalty intentions  

0.83    

 I believe that most of the people that are important to me show 

loyalty intensions towards tourism  

0.83    

 I believe that most of the people that are important to me show 

loyalty intensions towards tourism   

0.87    

      

Personal 

Norms 

  0.68 0.68 0.53 

 I do feel a moral obligation to do activities which helps 

tourism to grow  
0.71    

 I feel an obligation to revisit a tourist destination and spread 

positive word about it  

0.68    

 I sometimes have a bad conscience that I do not show loyalty 

intensions towards tourism   

0.69    

 I sometimes have a bad conscience that I do not revisit a 

destination or spread WOM about it   

0.83    

Cultural 

Norms  

  0.73 0.66 0.50 

 I feel good when I cooperate with others by showing loyalty 

towards a tourist destination  

0.73    

 My happiness depends very much on the happiness of those 

around me  

0.73    

 The well-�E�H�L�Q�J�� �R�I�� �O�R�F�D�O�� �S�H�R�S�O�H�� �D�W�� �W�R�X�U�L�V�W�V�¶�� �G�H�V�W�L�Q�D�W�L�R�Q�� �L�V��

important to me 

0.86    

Positive 

WOM  

  0.55 0.72 0.48 

 �,���Z�L�O�O���W�D�O�N���S�R�V�L�W�L�Y�H���U�H�J�D�U�G�L�Q�J���W�K�H���W�R�X�U�L�V�W�V�¶���G�H�V�W�L�Q�D�W�L�R�Q�V���,���K�D�Y�H��

visited to people I know  

0.76    

 �,�� �E�U�L�Q�J�� �X�S�� �W�R�X�U�L�V�W�V�¶�� �S�O�D�F�H�V�� �,�� �Y�L�V�L�W�� �L�Q�� �D�� �S�R�V�L�W�L�Y�H�� �Z�D�\�� �L�Q��

conversations I have with friends and acquaintances  

0.76    

 If my friends were looking to visit a destination, I would 

recommend them the destination I visited  

0.65    

Revisit 

Intensions  

  0.92 0.91 0.79 
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Constructs                                   Item                                     FL       �.��     CR   AVE  

 The probability that I will revisit this tourism destination 

again is high  
0.95    

 The likelihood that I would recommend this tourism 

destination to a friend is high  

0.95    

 If I had to visit a destination, I would visit the same 

destination  

0.88    

 �1�R�W�H���� �.� �&�U�R�Q�E�D�F�K�
�V�� �D�O�S�K�D���� �)�/�� � �I�D�F�W�R�U�� �O�R�D�G�L�Q�J�V���� �&�5�� � �F�R�P�S�R�V�L�W�H�� �U�H�O�L�D�E�L�O�L�W�\���� �$�9�(�� � �D�Y�H�U�D�J�H��

variance extracted.    

Direct and indirect effects  

Table 5-3 shows directs effects of independent variables on mediators and dependent variables. 

Also, the table shows direct impacts of personal and cultural norms on revisit intensions and 

positive word of mouth. While Table 5-4 presents results for the mediated paths. 

Table 5-3 Direct effects of structural model 

Predictor (X) Outcome (Y)     ������������������������������     SE          t  P-value Result 

Injunctive Norms   Cultural Norms 0.297 0.033     7.771 0.00* Supported 

Injunctive Norms   Positive WOM 0.052 0.027     9.49 0.01**  Supported 

Injunctive Norms   Revisit 

Intentions 

-0.123 0.057    -2.171 0.03**  Supported 

Injunctive Norms   Personal Norms 0.298 0.037      7.872 0.00* Supported 

Descriptive 

Norms  

Personal Norms 0.489 0.023   21.170 0.00* Supported 

Descriptive 

Norms  

Cultural Norms 0.428 0.021   20.501 0.00* Supported 

Descriptive 

Norms  

Positive WOM -0.058 0.043    -4.220 0.09 Not 

Supported 

Descriptive 

Norms  

Revisit 

Intentions 

0.127 0.032      2.44 0.00* Supported 

Persona Norms Positive WOM 0.704 0.047    16.72 0.00* Supported 

Persona Norms  Revisit 

Intentions 

0.614 0.034      5.49 0.00* Supported 

Cultural Norms  Positive WOM 0.251 0.080    10.306 0.00* Supported 
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Predictor (X) Outcome (Y)     ������������������������������     SE          t  P-value Result 

Cultural Norms  Revisit 

Intentions 

1.623 0.101    16.020 0.00* Supported 

*Supported at p<0.01; ** Supported at p<0.05.   

The estimates of direct effect show that injunctive norms are positively associated with personal 

�Q�R�U�P�V��������� �����������������S�������������������D�Q�G���Z�L�W�K���F�X�O�W�X�U�D�O���Q�R�U�P�V��������� �����������������S�������������������D�V���Z�H�O�O���D�V���Z�L�W�K���S�R�V�L�W�L�Y�H��

�:�2�0�� ������ � �� �������������� �S�� ���� �������������� �+�R�Z�H�Y�H�U���� �L�W�V�� �U�H�O�D�W�L�R�Q�V�� �Z�L�W�K�� �U�H�Y�Lsit intentions is negative but 

�V�X�S�S�R�U�W�H�G�� ������ � ��-0.123, p < 0.05). Similarly, descriptive norms are positively associated with 

�S�H�U�V�R�Q�D�O���Q�R�U�P�V��������� �����������������S���������������������F�X�O�W�X�U�D�O���Q�R�U�P�V��������� �����������������S�������������������D�Q�G���U�H�Y�L�V�L�W���L�Q�W�H�Q�W�L�R�Q�V��

������ � �� �������������� �S�� ���� ������������ �D�Q�G�� �K�D�V�� �Q�R���V�L�J�Q�L�I�L�F�D�Q�W�� �U�H�O�D�W�L�R�Q�V�K�L�S�� �Z�L�W�K�� �:�2�0�� ������ � -0.058, p > 0.05). 

Personal norms were found having a positive significant direct relationships with positive WOM 

������� �����������������S�������������������D�Q�G���U�H�Y�L�V�L�W���L�Q�W�H�Q�W�L�R�Q�V���K�D�Y�L�Q�J���W�K�H��������� �����������������S���������������������$�O�V�R�����F�X�O�W�X�U�D�O���Q�R�U�P�V��

had �S�R�V�L�W�L�Y�H���D�Q�G���V�L�J�Q�L�I�L�F�D�Q�W���U�H�O�D�W�L�R�Q�V�K�L�S�V���Z�L�W�K���S�R�V�L�W�L�Y�H���:�2�0��������� �����������������S�������������������D�Q�G���U�H�Y�L�V�L�W��

�L�Q�W�H�Q�W�L�R�Q�V��������� �����������������S�������������������� 

Table 5-4 Indirect effects of the structural model 

       

Predictor                  Consequent              ������  Boot    Status*  

 Mediator    Dependent Variable   SE     LLCI  ULCI   

Injunctive 

Norms 

Personal Norms     Positive 

WOM 

-0.152  0.026     -0.197 -

0.111 

Supported   

Injunctive 

Norms 

Cultural Norms      Positive 

WOM 

  0.036 0.016      0.011  

0.065 

Supported   

Injunctive 

Norms 

Personal Norms     Revisit 

Intentions   

 -

0.186     

0.029     -0.235 -

0.140 

Supported   

Injunctive 

Norms 

Cultural Norms      Revisit 

Intentions  

  0.051 0.024       0.012  

0.091 

Supported   

Descriptive 

Norms 

Personal Norms     Positive 

WOM 

 -

0.289 

0.043      -0.359 -

0.221 

Supported   

Descriptive 

Norms 

Cultural Norms      Positive 

WOM 

  0.126 0.026       0.083  

0.170 

Supported   

Descriptive 

Norms 

Personal Norms     Revisit 

Intentions  

 -

0.358 

0.043      -0.433 -

0.293 

Supported   

    95% confidence 
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Predictor                  Consequent              ������  Boot    Status*  

 Mediator    Dependent Variable   SE     LLCI  ULCI   

Descriptive 

Norms 

Cultural Norms      Revisit 

Intentions  

  0.176  0.032       0.126  

0.232 

Supported   

*Mediated paths are supported at p<0.05      

The results of indirect effects report that injunctive norms has a significant but negative indirect 

�U�H�O�D�W�L�R�Q�V�K�L�S�V���Z�L�W�K���S�R�V�L�W�L�Y�H���:�2�0��������� ��-���������������S�������������������D�Q�G���U�H�Y�L�V�L�W���L�Q�W�H�Q�W�L�R�Q�V��������� ��-0.186, p < 

0.05) mediated by personal norms. Similarly, cultural norms positively mediates the relationship 

�R�I���L�Q�M�X�Q�F�W�L�Y�H���Q�R�U�P�V���Z�L�W�K���U�H�Y�L�V�L�W���L�Q�W�H�Q�W�L�R�Q�V��������� �����������������S�������������������D�Q�G���S�R�V�L�W�L�Y�H���:�2�0��������� ����������������

p < .05). Furthermore, personal norms negatively mediates the relationship between descriptive 

�Q�R�U�P�V���D�Q�G���S�R�V�L�W�L�Y�H���:�2�0��������� ��-0.289, p < 0.05). However, cultural norms positively mediated 

�W�K�H���U�H�O�D�W�L�R�Q�V�K�L�S���R�I���G�H�V�F�U�L�S�W�L�Y�H���Q�R�U�P�V���Z�L�W�K���U�H�Y�L�V�L�W���L�Q�W�H�Q�W�L�R�Q�V��������� �����������������S�������������������D�Q�G���S�R�V�L�W�L�Y�H��

�:�2�0��������� �����������������S���!���������������,�Q���D�G�G�L�W�L�R�Q�����S�H�U�V�R�Q�D�O���Q�R�U�P�V���P�H�G�L�D�W�H�V���D���Q�H�J�D�W�L�Y�H���U�H�O�D�W�L�R�Q�V�K�L�S���E�H�W�Z�H�H�Q��

de�V�F�U�L�S�W�L�Y�H���Q�R�U�P�V���D�Q�G���U�H�Y�L�V�L�W���L�Q�W�H�Q�W�L�R�Q�V��������� ��-0.358, p < .05).  

Multiple group invariance analysis  

Multi -group invariance analysis tells about how two or more groups are different from each 

other. In current study, five different levels (groups) of education were tested to know their 

impact on the relationships between positive WOM, revisit intentions and their predictors. 

Different levels of education in multiple group analysis have differentiating effects on the overall 

model level. On individual path levels, seven paths out of twelve were significantly affected by 

different levels of education. The moderation test is significant based on the criterion set by 

Steenkamp and  Baumgartner (1998) since the difference in chi-�V�T�X�D�U�H���Y�D�O�X�H�����û�$�������L�V������������������

while the difference in degrees of freedom (DF) is 48 at p<.01. This verifies that the five groups 

in this study are significantly different in predicting relationships of positive WOM, revisit 

intensions and their predictors on the overall model level, further providing support for 

�+�\�S�R�W�K�H�V�L�V���������0�X�O�W�L�S�O�H���J�U�R�X�S�V�¶���D�Q�D�O�\�V�L�V���I�R�U���G�L�I�I�H�U�H�Q�W���J�U�R�X�S�V���R�I���H�G�X�F�D�W�L�R�Q���I�R�U individual paths 

are shown in Table 5-5. The Chi-square threshold levels for 99%, 95% and 90% confidence were 

706.00, 702.21 and 700.50 respectively. The Chi-square differences for threshold levels were 

13.28, 9.49 and 7.78 respectively.  

    95% confidence 
 





 

152 

 

�L�Q�W�H�Q�W�L�R�Q�V�� ���U�H�Y�L�V�L�W�� �L�Q�W�H�Q�W�L�R�Q�V������ �)�X�U�W�K�H�U�P�R�U�H���� �L�W�� �V�K�R�Z�V�� �W�K�D�W�� �W�R�X�U�L�V�W�V�¶�� �D�F�W�L�Y�L�W�L�H�V�� �L�Q�I�O�X�H�Q�F�H�� �O�R�F�D�O��

cultural norms. Past studies also endorse current findings like Kim et al. (2012) found that social 

�L�Q�I�O�X�H�Q�F�H���G�L�U�H�F�W�V���W�R�X�U�L�V�W�V�¶���E�H�K�D�Y�L�R�U�����,�Q���R�W�K�H�U���Z�R�U�G�V���L�W���F�D�Q be said that people try to imitate others 

(Suki, Suki, Mokhtar and  Ahmad, 2016). Hence, current study verifies that tourists follow other 

�W�R�X�U�L�V�W�V���R�U���Z�K�D�W���W�K�H���O�R�F�D�O���S�H�R�S�O�H���D�U�H���G�R�L�Q�J�����,�I���W�K�H�\���D�U�H���W�D�N�L�Q�J���F�D�U�H���R�I���W�R�X�U�L�V�W�V�¶���G�H�V�W�L�Q�D�W�L�R�Q�V�����W�K�H��

tourists noticing them will also do the same. However, opposing to the previous studies, this 

study found that tourists do not follow others in creating a positive WOM. In previous studies 

the results are conflicting with the current study as Arpita (2015) found that people do what they 

�W�K�L�Q�N���V�X�L�W�V���W�K�H���F�X�U�U�H�Q�W���V�L�W�X�D�W�L�R�Q�����$�V�����L�W���L�V���Q�R�W�H�G���L�Q���P�D�Q�\���V�W�X�G�L�H�V���W�K�D�W���:�2�0���L�V���V�R�O�H�O�\���V�R�P�H�R�Q�H�¶�V��

personal behavior, so, it may not get influenced by what others are saying.  

Injunctive norms and behavioral intentions  

The results from the direct effects table show that injunctive norms directly affect positive 

WOM. It also affects revisit intentions significantly but had a negative relation with it. This result 

gives insights regarding how people are influenced by the expectations of others. It means people 

want to follow the cultural norms or values of the host destinations to fulfill the expectations 

others may have from the people. These findings are in line with the already conducted studies 

which reported that people try to follow cultural values and customs of local endogenous people 

(e.g. Morris, Hong, Chiu, and  Liu, 2015). Similarly, according to the results of direct effects, 

�S�H�U�V�R�Q�D�O���Y�D�O�X�H�V���D�U�H���D�O�V�R���L�Q�I�O�X�H�Q�F�H�G���E�\���V�R�P�H�R�Q�H�¶�V���S�H�U�F�H�S�W�L�R�Q�V���D�E�R�X�W���Z�K�D�W���R�W�K�H�U�V���D�U�H���H�[�S�H�F�W�L�Q�J��

from him. So, he modifies or changes his own norms or values to get adjusted in the society or 

culture he resides. Normally, personal value are considered as very strong but current study tells, 

even these values can be changed.  Furthermore, direct results show that people spread a positive 

�:�2�0�� �R�I�� �P�R�X�W�K�� �L�Q�� �W�K�H�L�U�� �V�R�F�L�D�O�� �F�L�U�F�O�H�� �R�U���I�D�P�L�O�\�� �P�H�P�E�H�U�V�� �U�H�J�D�U�G�L�Q�J�� �W�R�X�U�L�V�W�V�¶�� �G�H�V�W�L�Q�D�W�L�R�Q�V�� �W�K�H�\��

visit. This is also because of the perception that local people (destination hosts) expect from them 

to do. Therefore, cu�U�U�H�Q�W���V�W�X�G�\�� �V�X�J�J�H�V�W�V�� �W�K�D�W���S�H�R�S�O�H�� �G�R�� �V�S�U�H�D�G�� �S�R�V�L�W�L�Y�H���:�2�0�� �W�R�� �I�X�O�I�L�O�O�� �K�R�V�W�V�¶��

expectations and this verifies the previous studies (Fishbein and  Ajzen, 2010, p. 130). However, 

�L�Q�M�X�Q�F�W�L�Y�H���Q�R�U�P�V�¶���K�D�Y�H���D���Q�H�J�D�W�L�Y�H���U�H�O�D�W�L�R�Q���Z�L�W�K���U�H�Y�L�V�L�W���L�Q�W�H�Q�W�L�R�Q�V���G�L�U�H�F�W�O�\�����7�K�H���Q�R�Wion this finding 

gives is, people may spread a positive WOM to others and follow all the instructions, cultural 

rules or regulations of the local people but it is not necessarily that they themselves will visit the 

same destination again. It means people m�D�\���I�R�O�O�R�Z���O�R�F�D�O���F�X�O�W�X�U�H���R�U���I�X�O�I�L�O���H�Q�G�R�J�H�Q�R�X�V���S�H�R�S�O�H�¶�V��

expectations just to make them satisfied and to make their current visit a successful one but with 

no promise to visit again.  
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Injunctive norms, personal and cultural norms  

Personal norms and cultural norms are also influenced by injunctive norms and these norms have 

significant direct relations with behavioral intentions. This directs that personal and cultural 

values can result in positive WOM and revisit intentions. It also tells if a tourist himself finds a 

tourist destination matching with his own personality and he is also inclined to follow rules of 

local people, he may wish to revisit the destination again and spread a positive WOM in his 

circle. These findings regarding persona and cultural norms verifies the already available 

literature (Ünal, Steg, and  Gorsira, 2018; Cialdini, Reno Kallgren, 1990).     

Indirect relation of injunctive norms with behavioral intentions  

In indirect relations, personal norms and cultural norms mediated the relations between 

injunctive norms and revisit intentions also cultural norms mediates the indirect relation of 

injunctive norms and positive WOM. The accepted mediated paths are similar to and verifies the 

previous studies however, personal norms were found having negative relations in all the indirect 

paths which is contradictory to the already conducted studies. It implies that, tourists produce 

positive WOM by getting influenced by what others expect from them also they get influenced 

by the local culture.  

Indirect relation of descriptive norms with behavioral intentions  

Similarly, cultural norms also mediate the relation of descriptive norms and positive WOM. In 

addition, personal norms also mediate relation of descriptive norms and revisit intentions but the 

paths mediated by personal norms were negative in nature. However, cultural norms mediated 

the relation between descriptive norms and revisit intentions and personal norms mediated the 

descriptive norms and positive WOM which verifies the past studies (Olivas-Lujan, Harzing and  

McCoy, 2004). A logical argument can be given here for the negative mediated paths as tourists 

remain on a specific location for a short period of time and personal norms (Doran and Larsen, 

2016; Morris et al., 2015; Onwezen et al., 2013; Wang, 2014) influence perishes quickly and 

�P�D�\���Q�R�W���W�U�D�Q�V�O�D�W�H���S�R�V�L�W�L�Y�H�O�\���L�Q�W�R���W�R�X�U�L�V�W�V�¶���E�H�K�D�Y�L�R�U�D�O���L�Q�W�H�Q�W�L�R�Q�V�����,�Q�V�W�H�D�G�����L�I���V�R�P�H�R�Q�H���K�D�Y�H���V�W�U�R�Q�J��

personal norms and others try to influence them, he may get irritated and act opposite to what 

others expect.  Another logical argument can be formed that any compulsion creates irritation 

which can be resulted in opposite behavior from what others expect. In addition, it was found 

that different levels of education moderates most of the paths in this study. It implies that 

�G�L�I�I�H�U�H�Q�W���I�D�F�L�O�L�W�L�H�V���D�W���W�R�X�U�L�V�W�V�¶���G�H�V�W�L�Q�D�W�L�R�Q�V���V�Kould be available for different tourists based on their 

education level.     
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Implications 

Theoretical contributions  

This study discusses the influence of subjective norms as determinants of loyalty intentions and 

the mediating role of personal and cultural norms on this relationship. It also examines whether 

�W�R�X�U�L�V�W�¶�V���Y�D�U�\�L�Q�J���O�H�Y�H�O�V���R�I���H�G�X�F�D�W�L�R�Q���L�Q�I�O�X�H�Q�F�H���G�L�I�I�H�U�H�Q�W���U�H�O�Dtionships in the study or not. This 

�V�W�X�G�\���P�D�N�H�V���W�K�U�H�H���W�K�H�R�U�H�W�L�F�D�O���F�R�Q�W�U�L�E�X�W�L�R�Q�V�����)�L�U�V�W�O�\�����W�K�L�V���V�W�X�G�\���F�R�Q�W�U�L�E�X�W�H�V���W�R���W�K�H���W�R�X�U�L�V�W�¶�V���O�R�\�D�O�W�\��

�L�Q�W�H�Q�W�L�R�Q�V�¶�� �O�L�W�H�U�D�W�X�U�H�� �E�\�� �H�[�D�P�L�Q�L�Q�J�� �L�W�V�� �G�H�W�H�U�P�L�Q�D�Q�W�V�� �E�H�\�R�Q�G�� �D�W�W�L�W�X�G�H�� �W�R�Z�D�U�G�V�� �G�H�V�W�L�Q�D�W�L�R�Q�V�� �D�Q�G��

tourist satisfaction. Pr�H�Y�L�R�X�V�� �V�W�X�G�L�H�V�� �K�D�Y�H�� �H�[�D�P�L�Q�H�G�� �W�R�X�U�L�V�W�¶�V�� �O�R�\�D�O�W�\�� �D�V�� �W�K�H�� �U�H�V�X�O�W�� �R�I�� �W�K�H��

satisfaction of tourists with a destination (e.g. Lee, Jeon, and  Kim, (2011). This study has shown 

that customer loyalty is a consequence personal and cultural norms which are influenced by 

�V�X�E�M�H�F�W�L�Y�H�� �Q�R�U�P�V���� �7�K�L�V�� �V�W�X�G�\�� �K�D�V�� �D�O�V�R�� �V�K�R�Z�Q�� �W�K�D�W�� �W�R�X�U�L�V�W�¶�V�� �Y�D�U�\�L�Q�J�� �O�H�Y�H�O�V�� �R�I�� �H�G�X�F�D�W�L�R�Q��

significantly moderate most of the relationships in this study. Therefore, the findings validates 

previous studies explaining influence education on tourism activities (e.g. Farrow et al., 2017); 

Ramkissoon, 2020; Park and  Smith, 2007). 

Secondly, this study contributes to the applications of the normative conduct theory (Cialdini et 

al., 1991) by utilizing its concepts in the field of tourism. Generally, the theory explains 

normative influence on human behavioral intentions, however, current study has extended its 

�D�S�S�O�L�F�D�W�L�R�Q�� �E�\�� �X�W�L�O�L�]�L�Q�J�� �L�W�V�� �F�R�Q�F�H�S�W�V�� �W�R�� �H�[�S�O�D�L�Q�� �W�R�X�U�L�V�W�¶�V�� �E�H�K�D�Y�L�R�U�D�O�� �L�Q�W�H�Q�W�L�R�Q�V���� �7�K�L�V�� �V�W�X�G�\�� �K�D�V��

shown how an integrated model subjective social norms influences tourists choices and 

behaviors.  

Thirdly, this study also contributes to sustainable tourism literature. Despite of significant 

�L�P�S�R�U�W�D�Q�F�H�� �R�I�� �Q�R�U�P�V�� �L�Q�� �E�H�K�D�Y�L�R�U�D�O�� �I�L�H�O�G���� �W�K�H�\�� �D�U�H�� �U�D�U�H�O�\�� �X�V�H�� �W�R�� �S�U�H�G�L�F�W�� �W�R�X�U�L�V�W�V�¶�� �V�X�V�W�D�L�Q�D�E�O�H��

activities. Most of the previous studies explored the role of natural resources and economics on 

the sustainable tourism development (e.g. Vu, Tran, Nguyen, and  Nguyen, 2020). This study 

suggests the use of norms for sustainable tourism development, hence it enriches its literature.  

Managerial implications  

This study provide useful insights for the marketers and tourism stakeholders to get a competitive 

�D�G�Y�D�Q�W�D�J�H���� �%�X�V�L�Q�H�V�V�� �R�Z�Q�H�U�V�� �F�D�Q�� �H�Q�K�D�Q�F�H�� �W�K�H�L�U�� �X�Q�G�H�U�V�W�D�Q�G�L�Q�J�� �U�H�J�D�U�G�L�Q�J�� �W�R�X�U�L�V�W�V�¶�� �L�Q�W�H�U�Q�D�O�� �D�Q�G��

external motivations or forces which instigate to revisit their businesses and spread a positive 

word of mouth. In addition, outcomes of the study also guide about how to sustain tourism 

business. Sustainable tourism is critical for the survival of the industry and it is only possible 
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when both the players (tourists and hosts) play an equal role in sustaining tourism (Binkhorst 

and  Dekker, 2009). Especially, in the desperate times of pandemics like Covid-19 which has 

higher transmission rate than SARS (Khan, Tariq, Nawaz and  Ahmed, 2021) when new 

customers are difficult to attract. Among many important factors of sustainable tourism, positive 

word of mouth and revisit intentions are prominent. Tourists repeat visits and positive WOM can 

boost economic conditions of the local people which will result in sustaining tourism. Therefore, 

outcomes of the current can be utilized in two different ways one for getting a competitive 

advantage and the second sustaining the tourism industry.        

Marketers and governments should provide reminders to tourists to help them during decision 

making process with the help of messages highlighting that other people are also taking care of 

the tourists destinations (by creating positive WOM and visiting repeatedly). Especially, it can 

be helpful in a socialist culture in the societies of Pakistan where decision making related to 

revisit and spreading a positive WOM is highly influenced by the opinion and wishes of others. 

In addition, it is noted in the study that personal and cultural norms are influenced by the 

�V�X�E�M�H�F�W�L�Y�H���Q�R�U�P�V���Z�K�L�F�K���O�H�D�G�V���W�R���W�R�X�U�L�V�W�V�¶���E�H�K�D�Y�L�R�U�����7�K�H�U�H�I�R�U�H�����L�W���L�V���F�O�H�D�U���W�K�D�W���X�W�L�O�L�]�D�W�L�R�Q���R�I���R�Q�O�\��

�V�X�E�M�H�F�W�L�Y�H���Q�R�U�P�V���Z�L�O�O���Q�R�W���E�H���W�R�R���P�X�F�K���E�H�Q�H�I�L�F�L�D�O���L�Q���F�U�H�D�W�L�Q�J���W�R�X�U�L�V�W�V�¶���E�H�K�D�Y�L�R�U�D�O���L�Q�W�H�Q�W�L�R�Q�V�����)�R�U��

that reason, a link is needed between the two to promote tourism activates like spreading positive 

word of mouth and planning to revisit a tourists destination. Results of the current study give 

important insight to the marketers who are trying to understand how cultural and personal norms 

can be influenced and translate into positive WOM and revisit intentions. Marketers should 

provide verbal or visual illustrations of how authority figures perform tourism activities and 

expect the same from their followers.  

Limitations and future research directions  

This research offers useful findings regarding the state of tourism in Pakistan but there is also 

some crucial cautions to consider. First, the transferability of the findings is limited by the 

selection of the study area which is geographically confined. In detail, the data was gathered 

only from the northern regions of Pakistan namely Murree, Naran, Kaghan, Gilgit, Chitral and 

Muzaffarabad. However, these top tourist destinations provide valuable information about 

tourism and its impact on the environment, and they are mainly visited by tourists with higher 

education, income and concern towards the environment. As a result, this study may not reflect 

�D�O�O���W�K�H���S�R�V�V�L�E�L�O�L�W�L�H�V���R�I���W�R�X�U�L�V�W�V�¶���E�H�K�D�Y�L�R�U���D�Q�G���D�W�W�L�W�X�G�H���L�Q���R�W�K�H�U���D�U�H�D�V�����I�R�U���H�[�D�P�S�O�H�����K�L�V�W�R�U�L�F�D�O���D�Q�G��

desert zones that may have different characteristics. Further studies of this kind should have a 
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more diverse sample of tourist destinations in order to increase the external validity of the 

findings.  

Also, the data collected in the studied areas may be affected by the socio-economic status of the 

tourists. Tourists who travel to these regions may be different in one way or another from those 

who travel to other lesser-known areas. Therefore, future research should seek to sample from 

all strata of the tourist population in order to assess whether normative effects found in this study 

are generalisable to other sub-groups of the tourist population.  

The other concern is on the methodological choice. The present study used self-report measures, 

and these are known to suffer from social desirability bias. There is also the possibility of 

participants changing their response to fit the social norms that they believe are expected of them. 

Further research could use better methods that minimize this form of bias for example 

anonymous questionnaires or implicit association tests to give a more credible picture on the 

�W�R�X�U�L�V�W�V�¶���E�H�K�D�Y�L�R�X�U���D�Q�G���S�H�U�F�H�S�W�L�R�Q�����,�Q���O�Lght of these limitations and based on the findings of this 

research, suggestions for future research directions are proposed to provide a more complete 

picture about tourism dynamics in Pakistan and to increase the generalisability of the findings.  

  



 

157 

 

References 

Ababio-Donkor, A., Saleh, W., and  Fonzone, A. (2020). The role of personal norms in the 

choice of mode for commuting. Research in Transportation Economics, 83, 100966. 

Abubakar, B., and  Mavondo, F. (2014). Tourism destinations: Antecedents to customer 

satisfaction and positive word-of-mouth. Journal of Hospitality Marketing and  

Management, 23(8), 833-864. 

Adams, J., Khan, H. T., Raeside, R., and  White, D. I. (2007). Research methods for graduate 

business and social science students. SAGE publications India. 

Ajzen, I. (1988). Attitudes, personality, and behavior. Chicago: Dorsey.  

Ajzen, I. (1991). The theory of planned behavior. Organizational behavior and human 

decision processes, 50(2), 179-211. 

Al Muala, A. M. (2011). Antecedents of Actual Visit Behavior amongst International 

Tourists in Jordan: Structural Equation Modeling (SEM) Approach. American 

Academic and  Scholarly Research Journal, 1(1), 35-42. 

Alice LaPlante, LaPlante, A., Aaker, J., and  Briley, D. (2005). When Does Culture Matter 

in Marketing? Stanford Graduate School of Business. 

https://www.gsb.stanford.edu/insights/when-does-culture-matter-marketing.  

Allameh, S. M., Pool, J. K., Jaberi, A., Salehzadeh, R., and  Asadi, H. (2015). Factors 

�L�Q�I�O�X�H�Q�F�L�Q�J���V�S�R�U�W���W�R�X�U�L�V�W�V�¶���U�H�Y�L�V�L�W���L�Q�W�H�Q�W�L�R�Q�V�� Asia Pacific Journal of Marketing and 

Logistics. 

APP. (2016). More than one million tourists visited northern areas of Pakistan this season. 

Retrieved from http://tribune.com.pk/story/1156578/1-million-tourists-visited-

northern-areas-ptdc/. 

Arnett, D. B., German, S. D., and  Hunt, S. D. (2003). The identity salience model of 

relationship marketing success: The case of nonprofit marketing. Journal of 

marketing, 67(2), 89-105. 

Awang, Z., Yusnita, Y., and  Afthanorhan, A. (2018). Sustainable Tourism: The Moderating 

�(�I�I�H�F�W�� �R�I�� �7�R�X�U�L�V�W�V�¶�� �(�G�X�F�D�W�L�R�Q�D�O�� �%�D�F�N�J�U�R�X�Q�G�� �L�Q�� �W�K�H�� �5�H�O�D�W�L�R�Q�V�K�L�S�� �%�H�W�Z�H�H�Q�� �*�U�H�H�Q��



 

158 

 

Practices and Customer Satisfaction. International Journal of Engineering and  

Technology, 7(4.34), 21-27. 

Aziz, S., Afaq, Z., Muhammad, L., and  Khan, B. (2020). The Role of Media, Word of Mouth, 

and Subjective Norms in determining Attitude and Intentions to Purchase Family 

Takaful Schemes. Journal of Islamic Business and Management, 10(1), 111-131. 

Bâc, D. P. (2014). The emergence of sustainable tourism�±A literature review. Quaestus 

Multidisciplinary Research Journal, (4), 131-140. 

Bamberg, S., and  Möser, G. (2007). Twenty years after Hines, Hungerford, and Tomera: A 

new meta-analysis of psycho-social determinants of pro-environmental 

behaviour. Journal of environmental psychology, 27(1), 14-25. 

Bamberg, S., Hunecke, M., and  Blöbaum, A. (2007). Social context, personal norms and the 

use of public transportation: Two field studies. Journal of environmental 

psychology, 27(3), 190-203. 

Bertoldo, R., and  Castro, P. (2016). The outer influence inside us: Exploring the relation 

between social and personal norms. Resources, Conservation and Recycling, 112, 

45-53. 

Binkhorst, E., and  Den Dekker, T. (2013). Agenda for co-creation tourism experience 

research. In Marketing of tourism experiences (pp. 219-235). Routledge. 

Brady, H. E., Verba, S., and  Schlozman, K. L. (1995). Beyond SES: A resource model of 

political participation. American political science review, 271-294. 

Brand, J. E. (2010). Civic returns to higher education: A note on heterogeneous 

effects. Social forces, 89(2), 417-433. 

Chow, C. W., Deng, F. J., and  Ho, J. L. (2000). The openness of knowledge sharing within 

organizations: A comparative study of the United States and the People's Republic of 

China. Journal of Management Accounting Research, 12(1), 65-95. 

Chowdhury, M., Salam, K., and  Tay, R. (2016). Consumer preferences and policy 

implications for the green car market. Marketing Intelligence and  Planning. 

Cialdini, R. B., Reno, R. R., and  Kallgren, C. A. (1990). A focus theory of normative 

conduct: Recycling the concept of norms to reduce littering in public places. Journal 

of personality and social psychology, 58(6), 1015. 

Costello, A. B., and  Osborne, J. (2005). Best practices in exploratory factor analysis: Four 

recommendations for getting the most from your analysis. Practical assessment, 



 

159 

 

research, and evaluation, 10(1), 7. 

Cronin Jr, J. J., Brady, M. K., and  Hult, G. T. M. (2000). Assessing the effects of quality, 

value, and customer satisfaction on consumer behavioral intentions in service 

environments. Journal of retailing, 76(2), 193-218. 

Diaz-Serrano, L. (2009). Disentangling the housing satisfaction puzzle: Does 

homeownership really matter?. Journal of Economic Psychology, 30(5), 745-755. 

Doran, R., and  Larsen, S. (2016). The relative importance of social and personal norms in 

explaining intentions to choose eco�æfriendly travel options. International Journal of 

Tourism Research, 18(2), 159-166. 

Doran, R., and  Larsen, S. (2016). The relative importance of social and personal norms in 

explaining intentions to choose eco�æfriendly travel options. International Journal of 

Tourism Research, 18(2), 159-166. 

Farrow, K., Grolleau, G., and  Ibanez, L. (2017). Social norms and pro-environmental 

behavior: A review of the evidence. Ecological Economics, 140, 1-13. 

Fishbein, M. E., and  Ajzen, I. (1975). Belief, Attitude, intention and Behavior: An 

Introduction to Theory and Research. Reading MA: Addison-Wesley. 

Fishbein, M., Ajzen, I., and  Belief, P. (2010). Changing behavior: The reasoned action 

approach. Predicting and. 

Forza, C. (2002). Survey research in operations management: a process�æbased 

perspective. International journal of operations and  production management. 

Gelfand, M. J., and  Harrington, J. R. (2015). The motivational force of descriptive norms: 

For whom and when are descriptive norms most predictive of behavior?. Journal of 

Cross-Cultural Psychology, 46(10), 1273-1278. 

�+�D�O�R�Q�H�Q�����(���������������������'�R�H�V���³�L�U�U�D�W�L�R�Q�D�O�L�W�\�´���W�U�D�Y�H�O�"���:�K�\���D�S�S�O�L�H�G���E�H�K�D�Y�L�R�X�U�D�O���V�F�L�H�Q�F�H���Q�H�H�G�V���W�R��

consider cultural context. January 15. https://www.behavioraleconomics. com/does-

irrationality-travel-why-applied-behavioural-science-needs-to-consider-c ultural-

context/.  

Han, H., and  �.�L�P�����<���������������������$�Q���L�Q�Y�H�V�W�L�J�D�W�L�R�Q���R�I���J�U�H�H�Q���K�R�W�H�O���F�X�V�W�R�P�H�U�V�¶���G�H�F�L�V�L�R�Q���I�R�U�P�D�W�L�R�Q����

Developing an extended model of the theory of planned behavior. International 

journal of hospitality management, 29(4), 659-668. 

Hassan, L. M., and  Shiu, E. (2017). The role of national cultural values within the theory of 

planned behaviour. In The Customer is NOT Always Right? Marketing Orientationsin 



 

160 

 

a Dynamic Business World (pp. 813-813). Springer, Cham. 

JCRVIS. (2016). Sector update -hotel industry. Retrieved from 

http://www.jcrvis.com.pk/docs/ Hotels201609.pdf.  

Jiang, K., Ling, F., Feng, Z., Wang, K., and  Shao, C. (2017). Why do drivers continue 

driving while fatigued? An application of the theory of planned 

behaviour. Transportation Research Part A: Policy and Practice, 98, 141-149. 

Jin, M. L., Choi, Y., Lee, C. K., and  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, 12(18), 7831. 

Kerner, M. S., and  Kalinski, M. I. (2002). Scale construction for measuring adolescent boys' 

and girls' attitudes, beliefs, perception of control, and intention to engage in leisure-

time physical activity. Perceptual and motor skills, 95(1), 109-117. 

Khan, M. S., Tariq, M. O., Nawaz, M., and  Ahmed, J. (2021). MEMS Sensors for 

Diagnostics and Treatment in the Fight Against COVID-19 and Other 

Pandemics. IEEE Access. 

Khare, A. (2015). Antecedents to green buying behaviour: a study on consumers in an 

emerging economy. Marketing Intelligence and  Planning. 

Kim, H., Lee, E. J., and  Hur, W. M. (2012). The mediating role of norms in the relationship 

between green Kim, H., Lee, E. J., and  Hur, W. M. (2012). The mediating role of 

norms in the relationship between green identity and purchase intention of eco-

friendly products. Human Ecology Review, 125-135. 

Kim, M. G., Lee, C. H., and  Mattila, A. S., 2014. Determinants of customer complaint 

behavior in a restaurant context: The role of culture, price level, and customer loyalty. 

Journal of Hospitality Marketing and  Management, 23(8), 885�±906. 

doi:10.1080/19368623.2014.896762 

Kim, S. H., and  Seock, Y. K. (2019). The roles of values and social norm on personal norms 

and pro-environmentally friendly apparel product purchasing behavior: The 

mediating role of personal norms. Journal of Retailing and Consumer Services, 51, 

83-90. 

Kline, R. B. (2015). Principles and practice of structural equation modeling. Guilford 



 

161 

 

publications. 

Klöckner, C. A., and  Blöbaum, A. (2010). A comprehensive action determination model: 

Toward a broader understanding of ecological behaviour using the example of travel 

mode choice. Journal of Environmental Psychology, 30(4), 574-586. 

Knoema. (2021). Pakistan Contribution of travel and tourism to GDP (% of GDP), 1995-

2019 - knoema.com. [online] Available at: 

<https://knoema.com/atlas/Pakistan/topics/Tourism/Travel-and-Tourism-Total-

Contribution-to-GDP/Contribution-of-travel-and-tourism-to-GDP-percent-of-

GDP#:~:text=Pakistan%20%2D%20Contribution%20of%20travel%20and,as%20a

%20share%20of%20GDPand 

text=In%202019%2C%20contribution%20of%20travel,)%20for%20Pakistan%20w

as%207.2%20%25.> [Accessed 18 April 2021]. 

Lam, D., Lee, A., and  Mizerski, R. (2009). The effects of cultural values in word-of-mouth 

communication. Journal of international marketing, 17(3), 55-70. 

LaRose, R., and  Tsai, H.-y. S. (2014). Completion rates and non-response error in online 

surveys: Comparing sweepstakes and pre-paid cash incentives in studies of online 

behavior. Computers in Human Behavior, 34, 110-119. 

doi:https://doi.org/10.1016/j.chb.2014.01.017 

Lede, E., Meleady, R., and  Seger, C. R. (2019). Optimizing the influence of social norms 

interventions: Applying social identity insights to motivate residential water 

conservation. Journal of Environmental Psychology, 62, 105-114. 

Lee, S., Jeon, S., and  Kim, D. (2011). The impact of tour quality and tourist satisfaction on 

tourist loyalty: The case of Chinese tourists in Korea. Tourism Management, 32(5), 

1115-1124. 

Litvin, S. W., Goldsmith, R. E., and  Pan, B. (2008). Electronic word-of-mouth in hospitality 

and tourism management. Tourism management, 29(3), 458-468. 

Liu, C., Vlaev, I., Fang, C., Denrell, J., and  Chater, N. (2017). Strategizing with biases: 

Making better decisions using the mindspace approach. California Management 

Review, 59(3), 135-161. 

López-Mosquera, N., García, T., and  Barrena, R. (2014). An extension of the Theory of 

Planned Behavior to predict willingness to pay for the conservation of an urban 

park. Journal of environmental management, 135, 91-99. 



 

162 

 

Maxwell, J., Bickman, L., and  Rog, D. J. (2009). The Sage handbook of applied social 

research methods. SAGE Publications, Inc., Thousand Oaks. doi, 10, 

9781483348858. 

McLeod, S. A., 2008. Social roles. Simply Psychology. 

 https://www.simplypsychology.org/social-roles.html  

�0�H�ú�H�F�L���*�L�R�U�J�H�W�W�L�����)�������&�D�P�S�E�H�O�O�����&������and  Arslan, A. (2017). Culture and education: Looking 

back to culture through education. 

Moons, I., and  De Pelsmacker, P. (2015). An extended decomposed theory of planned 

behaviour to predict the usage intention of the electric car: A multi-group 

comparison. Sustainability, 7(5), 6212-6245. 

Morris, M. W., Hong, Y. Y., Chiu, C. Y., and  Liu, Z. (2015). Normology: Integrating 

insights about social norms to understand cultural dynamics. Organizational 

Behavior and Human Decision Processes, 129, 1-13. 

Moscardo, G. (2015). Sustainability education for tourists. In Education for sustainability in 

tourism (pp. 171-184). Springer, Berlin, Heidelberg. 

Narteh, B., Agbemabiese, G. C., Kodua, P., and  Braimah, M. (2013). Relationship marketing 

and customer loyalty: Evidence from the Ghanaian luxury hotel industry. Journal of 

Hospitality Marketing and  Management, 22(4), 407-436. 

Nguyen Viet, B., Dang, H. P., and  Nguyen, H. H. (2020). Revisit intention and satisfaction: 

The role of destination image, perceived risk, and cultural contact. Cogent Business 

and  Management, 7(1), 1796249. 

Olivas-Luján, M. R., Harzing, A. W., and  McCoy, S. (2004). September 11, 2001: Two 

quasi-experiments on the influence of threats on cultural values and 

cosmopolitanism. International Journal of Cross Cultural Management, 4(2), 211-

228. 

Ong, T. F., and  Musa, G. (2011). An examination of recreational divers' underwater 

behaviour by attitude�±behaviour theories. Current issues in Tourism, 14(8), 779-795. 

Park, H. S., and  Smith, S. W. (2007). Distinctiveness and influence of subjective norms, 

personal descriptive and injunctive norms, and societal descriptive and injunctive 

norms on behavioral intent: A case of two behaviors critical to organ 

donation. Human Communication Research, 33(2), 194-218. 

Parry, M. E., Yang, X., and  Takemura, M. (2021). The Impact of Social Motivations on 



 

163 

 

Word-of-Mouth Generation by Japanese Consumers. Journal of International 

Consumer Marketing, 33(2), 115-136. 

Perugini, M., and  Bagozzi, R. P. (2001). The role of desires and anticipated emotions in 

goal�ædirected behaviours: Broadening and deepening the theory of planned 

behaviour. British Journal of Social Psychology, 40(1), 79-98. 

Prahalad, C. K., and  Ramaswamy, V. (2004). The future of competition: Co-creating unique 

value with customers. Harvard Business Press. 

Published by Statista Research Department, and  4, F. (2021). Travel and tourism: share of 

global gdp 2000-2019. Statista. https://www.statista.com/statistics/1099933/travel-

and-tourism-share-of-

gdp/#:~:text=The%20direct%20contribution%20of%20the,of%20the%20total%20

GDP%20worldwide.  

Ramkissoon, H. (2020). Perceived social impacts of tourism and quality-of-life: a new 

conceptual model. Journal of Sustainable Tourism, 1-17. 

Saleem, M. A., Eagle, L., and  Low, D. (2021). Determinants of eco-socially conscious 

consumer behavior toward alternative fuel vehicles. Journal of Consumer Marketing. 

Saleem, M. A., Yaseen, A., and  Wasaya, A. (2018). Drivers of customer loyalty and word 

of mouth intentions: moderating role of interactional justice. Journal of Hospitality 

Marketing and  Management, 27(8), 877-904. 

Savani, K., Wadhwa, M., Uchida, Y., Ding, Y., and  Naidu, N. V. R. (2015). When norms 

loom larger than the self: Susceptibility of preference�±choice consistency to 

normative influence across cultures. Organizational Behavior and Human Decision 

Processes, 129, 70-79. 

Schwartz, S. H. (1977). Normative influences on altruism. In Advances in experimental 

social psychology (Vol. 10, pp. 221-279). Academic Press. 

Singelis, T. M., Triandis, H. C., Bhawuk, D. P., and  Gelfand, M. J. (1995). Horizontal and 

vertical dimensions of individualism and collectivism: A theoretical and 

measurement refinement. Cross-cultural research, 29(3), 240-275. 



 

164 

 

Siperstein, G. N., Widaman, K., and  Leffert, J. S. (1996). Social behavior and the social 

acceptance and rejection of children with mental retardation. Education and training 

in mental retardation and developmental disabilities, 271-281. 

Steenkamp, J. B. (1998). EM, and  Baumgartner, H.(1998). Assessing measurement 

invariance in. 

Stern, P. C., Dietz, T., and  Kalof, L. (1993). Value orientations, gender, and environmental 

concern. Environment and behavior, 25(5), 322-348. 

Stylidis, D., Shani, A., and  Belhassen, Y. (2017). Testing an integrated destination image 

model across residents and tourists. Tourism Management, 58, 184-195. 

Suhr, D. D. (2006). Exploratory or confirmatory factor analysis?  

Suki, N. M., Suki, N. M., Mokhtar, A. H. A., and  Ahmad, R. (2016). Assessing normative 

�D�Q�G�� �L�Q�I�R�U�P�D�W�L�R�Q�D�O�� �L�Q�I�O�X�H�Q�F�H�V�� �R�Q�� �V�W�X�G�H�Q�W�V�¶�� �R�S�L�Q�L�R�Q�� �L�Q�� �H�Q�J�D�J�L�Q�J�� �H�O�H�F�W�U�R�Q�L�F�� �Z�R�U�G�� �R�I��

mouth via social networking sites. Procedia Economics and Finance, 37, 190-195. 

Th�U gersen, J. (2009). The motivational roots of norms for environmentally responsible 

behavior. Basic and Applied Social Psychology, 31(4), 348-362. 

Thøgersen, J., and  Ölander, F. (2006). The dynamic interaction of personal norms and 

environment�æfriendly buying behavior: a panel Study 1. Journal of Applied Social 

Psychology, 36(7), 1758-1780. 

Triandis, H. C. (1989). The self and social behavior in differing cultural 

contexts. Psychological review, 96(3), 506. 

Trusov, M., Bucklin, R. E., and  Pauwels, K. (2009). Estimating the dynamic effects of online 

word-of-mouth on member growth of a social network site. Journal of 

Marketing, 73(5), 90-102. 

Tylor, Edward Burnett. (1891). Primitive Culture. London: Murray. 

Ünal, A. B., Steg, L., and  Gorsira, M. (2018). Values versus environmental knowledge as 

triggers of a process of activation of personal norms for eco-driving. Environment 

and behavior, 50(10), 1092-1118. 

Vada, S., Prentice, C., and  Hsiao, A. (2019). The influence of tourism experience and well-

being on place attachment. Journal of Retailing and Consumer Services, 47, 322-330. 

Vana, M. V., and  Malaescu, S. (2016). Cultural thematic tourism itineraries: Mediators of 

success. Procedia Economics and Finance, 39, 642-652. 

VU, D. V., TRAN, G. N., NGUYEN, H. T. T., and  NGUYEN, C. V. (2020). Factors 



 

165 

 

Affecting Sustainable Tourism Development in Ba Ria-Vung Tau, Vietnam. The 

Journal of Asian Finance, Economics, and Business, 7(9), 561-572. 

Wan, C., Shen, G. Q., and  Choi, S. (2018). The moderating effect of subjective norm in 

predicting intention to use urban green spaces: A study of Hong 

Kong. Sustainable Cities and Society, 37, 288-297. 

Wenzig, J., and  Gruchmann, T. (2018). Consumer preferences for local food: Testing an 

extended norm taxonomy. Sustainability, 10(5), 1313. 

Yong, A. G., and  �3�H�D�U�F�H���� �6���� ���������������� �$�� �E�H�J�L�Q�Q�H�U�¶�V�� �J�X�L�G�H�� �W�R�� �I�D�F�W�R�U�� �D�Q�D�O�\�V�L�V���� �)�R�F�X�V�L�Q�J�� �R�Q��

exploratory factor analysis. Tutorials in quantitative methods for psychology, 9(2), 

79-94. 

Zenker, S., and  �%�U�D�X�Q�����(���������������������4�X�H�V�W�L�R�Q�L�Q�J���D���³�R�Q�H��

�V�L�]�H���I�L�W�V���D�O�O�´���F�L�W�\���E�U�D�Q�G�� Journal of Place Management and Development. 

 

  



 

166 

 

Chapter 6 STUDY 3: SHAPING DESTINATION MARKETING  WITH 

NORMS AND PERSONALITY  

This chapter explores a shift from understanding norms in the previous chapter to 

examining the interplay of personal traits and destination appeal. It unfolds a narrative 

evolution from external opinions to tourists' personal connections with places, revealing 

deeper emotions and bonds. The seamless integration of a co-authored journal article 

enhances the exploration, adhering to Griffith University requirements with full 

bibliographic details and a contribution statement, while the published version is 

accessible in Appendix 6.  
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Shaping destination marketing with norms and personality 

Abstract                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                  

This research applies a multiple perspective approach to examine how norms, personal 

�F�K�D�U�D�F�W�H�U�L�V�W�L�F�V�����D�Q�G���G�H�V�W�L�Q�D�W�L�R�Q���S�U�H�I�H�U�H�Q�F�H���D�I�I�H�F�W���D���W�R�X�U�L�V�W�¶���S�O�D�F�H���D�W�W�D�F�K�P�H�Q�W���W�R���D���F�K�R�V�H�Q���W�R�X�U�L�V�P��

destination. This paper also investigates the level of attachment based on the characteristics of 

a destination. Two studies involving experimental and survey-based methods were undertaken 

to examine these relationships. Study 1 was conducted with tourists in Australia. The results 

show that subjective and descriptive norms have significant direct and indirect effects on place 

attachment. In contrast to previous research, cultural norms were insignificant in predicting 

place attachment. Destination preference and tourist personality played significant mediation 

and moderation roles respectively in the relationship between the proposed antecedents and 

place attachment. An eye-tracking experiment in Study 2 was conducted to understand what 

type of destinations were more appealing to tourists. Results of Study 2 reveal that tourists are 

more interested in, and attached to, destinations with heritage attributes. The findings from the 

two studies have implications for destination marketing and the management literature and has 

relevance for tourism practitioners.  

Keywords: Place attachment; norms; personality; heritage tourism; experimental study.           

6.1 Introduction  

Place attachment, characterized by an emotional and cognitive bond with physical 

environments, plays a pivotal role in shaping tourist experiences and behaviors (Scannell and  

Gifford, 2010). A tourism destination with cultural heritage often becomes a favourable or 

preferred place for tourists to attach to or future patronage. Defined as official locations 

preserving pieces of history for their cultural heritage values (Othman and  Heba, 2018, p. 

1704), heritage tourism has demonstrated its worth through improved destination management 

and increased revenue (Zhang et al., 2022). Destination preference, denoting a tourist's decision 

among multiple alternatives, stands as a key factor in the overall development of heritage 

tourism (Liu, 2014). While prior studies have delved into factors influencing tourists' 

preferences and attachment to heritage places, a crucial dimension remains overlooked�² the 

normative influences on heritage destination preference and attachment. 
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Norms, encapsulating the standards, expectations, and rules within a group, hold profound 

influence over what is deemed normal and appropriate in feeling, thinking, and doing (Stok 

and  de Ridder, 2019, pp. 95�±110). Despite their importance in behavioral science, scant 

attention has been given to understanding how norms may affect place attachment and 

destination, with limited exploration under the umbrella of the theory of planned behavior 

(Lewicka, 2011). The absence of research in this realm is striking, given the extensive citation 

of norms in behavioral science. Concurrently, the impact of a tourist's personality and its role 

as a filter in perceiving and evaluating heritage destinations has been underexplored, despite 

indications that it significantly influences decision-making processes and subsequent 

destination attachment (Pizam and  Mansfeld, 1999; Su et al., 2018; Moghavvemi et al., 2020). 

Consistent with the foregoing discussion, the study aims to examine the intricate relationships 

between a tourist's norms and personality with destination preference and attachment to a 

cultural tourism destination. Drawing on social congruity theory (Klipfel et al., 2014) and the 

focus theory of normative conduct (Cialdini et al., 1991), we delve into these relationships, 

aiming to provide insights with implications for tourism marketers, destination management, 

and the broader tourism literature. The subsequent sections of this paper present a 

comprehensive literature review, articulate study hypotheses, outline the methodology 

employed for hypothesis testing, and present the results. The paper concludes with a discussion 

of findings and their implications for the field of tourism. 

6.2 Literature review  

2.1. Social congruity theory and the focus theory of normative conduct  

A social congruity model is a framework that aims to predict the behavior of consumers based 

on the attributes of a product or service (Islam et al., 2019) (i.e., destination offers). The model 

can also identify the factors that influence decision-making (Sirgy, 1982). These may include 

the type of destination the tourist is visiting, their intentions, and attachment. Various types of 

�F�R�Q�J�U�X�L�W�L�H�V�� �D�U�H�� �W�\�S�L�F�D�O�O�\�� �X�V�H�G�� �W�R�� �G�H�V�F�U�L�E�H�� �W�K�H�� �G�L�I�I�H�U�L�Q�J�� �D�V�S�H�F�W�V�� �R�I�� �D�Q�� �L�Q�G�L�Y�L�G�X�D�O�¶�V�� �V�H�O�I-

perception, such as their social self -esteem, self-confidence, and social consistency (Claiborne 

et al., 1991). When an individual experiences actual self-congruity, they are more likely to visit 

a place that will satisfy their own needs. On the other hand, when they experience the ideal 
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self-perception, they are more likely to visit a place that will satisfy their social approval, and 

self-esteem needs (Beerli et al., 2007). The selection of a destination can fulfil various needs, 

such as social approval, self-esteem, and consistency. Thi�V���L�V���H�[�S�H�F�W�H�G���W�R���L�Q�F�U�H�D�V�H���D���W�R�X�U�L�V�W�V�¶��

attachment to a place (Moons et al., 2020).  

A focus theory of normative conduct identifies the importance of the norms shaping human 

�E�H�K�D�Y�L�R�U�����&�L�D�O�G�L�Q�L���H�W���D�O���������������������6�H�Y�H�U�D�O���W�\�S�H�V���R�I���Q�R�U�P�V���F�D�Q���E�H���X�V�H�G���W�R���J�X�L�G�H���D�Q���L�Q�G�L�Y�L�G�X�D�O�¶�V��

behavior. For example, subjective social norms, cultural norms, and personal norms. Subjective 

social norms are used to describe the expectations of others, while personal norms or 

characteristics are used to describe the behavior of an individual (Cialdini et al., 1991). The 

focus theory of normative conduct informs the perception of how others may approve of an 

�L�Q�G�L�Y�L�G�X�D�O�¶�V�� �D�F�W�L�R�Q�V���� �Z�K�L�O�H�� �F�R�Q�W�U�R�O�O�L�Q�J�� �I�R�U�� �S�H�U�V�R�Q�D�O�� �I�H�D�W�X�U�H�V���� �(�Y�H�Q�� �Z�K�H�U�H�� �R�W�K�H�U�� �Q�R�U�P�V�� �P�D�\��

dictate differently, an individual will still follow the dictates of the norm that is most familiar 

(Park et al., 2022). Therefore, given an understanding of the power of norms, researchers have 

highlighted the importance of normative conduct and social congruity theories in developing 

tourism-related behaviors (Wasaya et al., 2022).  

2.2. Norms and place attachment 

In this study, place attachment is conceptualized as a combination of two dimensions of the 

heritage destination: place dependence and place identity (Williams and  Vaske, 2003). The 

concept of place attachment emerged within the social sciences during the 1960s with the 

development of new theoretical elements in geography, sociology, and psychology (Manzo et 

al., 2013). Researchers created a framework to better understand the various facets of place 

attachment (Scannell and  Gifford, 2010). This framework consists of three dimensions: person, 

place, and process (See Figure 6-4 in Appendix). The person dimension examines the 

experience and collective meanings of attached people, while the process dimension explores 

the actions and cognition used to express attachment (Scannell, 2017). The place dimension 

looks at the destination to which people become attached (Scannell, 2017). The current study 

consists of some factors from all the three dimensions (e.g., personality form person dimension, 

destination preference from the process dimension and showing physical attributes of heritage 

places in eye-tracking experiment).                               
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The influence of social norms on human behavior is widely acknowledged. In psychology, it 

is regarded as one of the main drivers of human behavior (Berkowitz, 1972). For example, 

social norms (e.g., descriptive and cultural norms) have been used in various theories and 

models to predict human behaviour (Stern et al., 1999) and are often used in conjunction with 

normative concepts. However, scholars have raised doubts about their usefulness in relation to 

positive behavior change. It is claimed that the concept is too vague and can lead to 

extrapolation and may decrease the intensity of a well-established behavior (Marini, 1984). For 

instance, Hansmann and Binder (2021) found that subjective social norms may cause 

individuals to travel less to certain destinations. For example, there has been a call to boycott 

of travel to Russia due to the Russia-Ukraine war (Siyamiyan et al., 2022). However, studies 

have also indicated the power of norms in changing human behavior. Cialdini et al. (1990) 

refined the concept of descriptive and social norms and the way they affect human behavior. 

They developed the focus theory of normative conduct and properly defined the concept of 

�V�X�E�M�H�F�W�L�Y�H�� �V�R�F�L�D�O�� �Q�R�U�P�V���� �Z�K�L�F�K�� �D�L�P�H�G�� �W�R�� �V�K�H�G�� �O�L�J�K�W�� �R�Q�� �W�K�H�L�U�� �L�Q�I�O�X�H�Q�F�H�� �R�Q�� �D�Q�� �L�Q�G�L�Y�L�G�X�D�O�¶�V��

behavior.  

�1�R�U�P�V�� �S�O�D�\�� �D�Q�� �L�P�S�R�U�W�D�Q�W�� �U�R�O�H�� �L�Q�� �F�K�D�Q�J�L�Q�J�� �D�Q�� �L�Q�G�L�Y�L�G�X�D�O�V�¶�� �S�O�D�F�H�� �D�W�W�D�F�K�P�H�Q�W�� �E�H�K�D�Y�L�R�U�� �E�\��

influencing attitudes, a sense of belonging, and behaviors towards a specific place (Escalera-

Reyes, 2020). Norms act as unwritten rules dictating expected and acceptable behavior within 

society (Sachs, 2019). If norms are associated with the customs and values of a specific place, 

�W�K�H�\���P�D�\���V�W�U�H�Q�J�W�K�H�Q���D�Q���L�Q�G�L�Y�L�G�X�D�O�V�¶���D�W�W�D�F�K�P�H�Q�W���W�R���W�K�H���S�O�D�F�H�����%�U�L�Q�N��and  Wamsler, 2019). For 

example, if there are norms promoting heritage activities in a society and the society values 

heritage conservation, individuals living and visiting the destination may develop a stronger 

sense of attachment to that place (Taher Tolou Del et al., 2020). However, if norms conflict 

�Z�L�W�K�� �D�Q�� �L�Q�G�L�Y�L�G�X�D�O�¶�V�� �D�W�W�D�Fhment to a place, it may create feelings of disconnection and 

discomfort (Flett and  Hewitt, 2020). Therefore, critically analyzing and understanding the 

relationship between place attachment and norms is crucial for positive place connections and 

experiences for all.   

Subjective social norms and heritage place attachment are closely related (Wu et al., 2023). 

Subjective norms refer to an individual's perception or belief about what others think they 

should or should not do in a given situation (Ham et al., 2015). Place attachment is an emotional 
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bond that people have to a particular place (e.g., heritage destination), which can be based on 

feelings of familiarity, comfort, and security (Wang et al., 2022). Thus, subjective norms can 

�L�Q�I�O�X�H�Q�F�H���W�K�H���V�W�U�H�Q�J�W�K���R�I���D�Q���L�Q�G�L�Y�L�G�X�D�O�¶�V���D�W�W�D�F�K�P�H�Q�W���W�R���K�H�U�L�W�D�J�H��destinations because behaviors, 

attitudes, and beliefs may be shaped by the beliefs and values of those around them (Noel 

Biseko Lwoga, 2017). Based on the above discussion, it can be hypothesized that: 

H1: Subjective social norms are positively related to attachment to a heritage destination.  

According to Lewicka's two-path model (2005), cultural capital and descriptive norms are 

important factors that can influence the willingness of individuals to perform place-related 

activities and attachment. Similarly, Damanik and Yusuf (2022) studied the influence of 

descriptive norms on the choice of a heritage destination. It was revealed that the expectations 

of authority figures influenced the choice of a heritage destination. It was also found that the 

manipulation of descriptive norms could affect tourists' intention to visit a heritage destination 

(See and  Goh, 2019). Although it is not possible to confirm how many factors influence 

heritage destination attachment or loyalty, normative appeals (e.g., descriptive norms) are 

valuable evidence that help to explain tourist attachment (Jin et al., 2020).  

Descriptive norms affect the way individuals feel attachment to a heritage place (Prince, 2022). 

Descriptive norms refer to an individual's perception or belief about what others actually may 

do in a given situation (Ajzen, 1991). These expectations can be based on previous experience 

�R�U���V�R�F�L�H�W�D�O���H�[�S�H�F�W�D�W�L�R�Q�V�����D�Q�G���W�K�H�\���F�D�Q���L�Q�I�O�X�H�Q�F�H���K�R�Z���L�Q�G�L�Y�L�G�X�D�O�¶�V���I�H�H�O���D�E�R�X�W���D���S�O�D�F�H�����*�D�X�O�G��and  

Reeves, 2023). For example, individuals may feel greater attachment to a heritage place with 

positive or accepted descriptive norms than they would to a place with negative or less accepted 

norms. Heritage place attachment, on the other hand, is a feeling of connection and emotional 

attachment to a heritage place (Vong, 2015). It is based on the experiences and memories 

individuals have of a heritage place and can be influenced by the descriptive norms that are 

associated with the place. Therefore, it can be proposed that:  

H2: Descriptive norms are positively related to attachment to a heritage destination.  

�&�X�O�W�X�U�D�O���Y�D�O�X�H�V���D�U�H���F�R�Q�V�L�G�H�U�H�G���W�R���E�H���S�R�Z�H�U�I�X�O���L�Q�I�O�X�H�Q�F�H�U�V���R�I���W�R�X�U�L�V�W�V�¶���E�H�K�D�Y�L�R�U�����:�D�V�D�\�D���H�W���D�O������

���������������&�L�D�O�G�L�Q�L���H�W���D�O���������������������I�R�X�Q�G���W�K�D�W���Y�D�U�L�R�X�V���F�X�O�W�X�U�D�O���Q�R�U�P�V���F�D�Q���L�Q�I�O�X�H�Q�F�H���D�Q���L�Q�G�L�Y�L�G�X�D�O�¶�V��

behavior, such as decision-making (Allameh et al., 2015). Allameh et al. (2015) found that the 

beliefs and cultural values of tourists can influence the decisions of those who visit the country. 
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It is important to note that because cultural norms can have a significant influence on the 

decisions of tourists, they can also help influence tourists' choices and attachment behaviors. 

For example, Lee et al. (2009) explored the idea that cultural values can influence the decisions 

of customers when it comes to a certain product or service. They found that norms can help 

influence the overall level of positive feedback that customers provide about a particular 

product or service and can influence the selection process. In a similar way, these norms can 

influence the process of destination selection and attachment. For example, Halonen (2020) 

found that cultural norms can help guide tourist recommendations related to a tourist 

destination. Tourists generally see marketing campaigns through a cultural lens, and cultural 

norms influence the selection of a destination. A culture is comprised of various characteristics 

that individuals share with one another, leading to attachment  to a location (Tylor, 1871). 

Culture can influence the way individuals make travel decisions (choosing a destination; 

Triandis, 1994).  

Shared cultural values can form a strong sense of belonging and attachment to a heritage place 

(Wang, 2023). Cultural norms help to define a place and shape the experiences of those who 

live there. Those who share the same values and culture are more likely to form a strong sense 

of attachment to their environment. This connection can create a sense of community and 

identity and provide an emotional connection to the place (e.g., heritage place) they live in 

(Gustafson, 2001). Hence, it can be hypothesized that:  

H3: Cultural norms are positively related to attachment to a heritage destination.  

2.3. The role of destination preference  

Tourism has been regarded as a strategy for regional development in many countries (Pan et 

al., 2021). It is, therefore, important that policies and strategies that promote tourism are well 

researched. In addition to a destination's physical characteristic�V�����R�W�K�H�U���I�D�F�W�R�U�V�����V�X�F�K���D�V���W�R�X�U�L�V�W�V�¶��

motivational factors, should also be considered to determine tourist choice (Battour et al., 

2017), as tourist choice influences tourist behavior both directly and indirectly. For example, 

Lupu et al. (2021) found that heritage destination preference was a strong mediator for 

behaviors such as electronic word of mouth and heritage destination attachment. Understanding 

�W�K�H���Y�D�U�L�R�X�V���I�D�F�W�R�U�V���W�K�D�W���L�Q�I�O�X�H�Q�F�H���D���W�R�X�U�L�V�W�¶�V���G�H�V�W�L�Q�D�W�L�R�Q���S�U�H�I�H�U�H�Q�F�H���L�V���D�O�V�R���L�P�S�R�U�W�D�Q�W���W�R���W�R�X�U�L�V�P��
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marketers because preferences influence behavior or attachment with the place (Lupu et al., 

2021). Destination preference is a selection criterion that influences the likelihood of a 

behavioral decision (e.g., revisiting a place; Ebrahim et al., 2016) based on the ranking of 

attributes such as normative and cognitive components (Ramsøy et al., 2019). 

�5�H�V�H�D�U�F�K�H�U�V�� �K�D�Y�H�� �K�L�J�K�O�L�J�K�W�H�G�� �V�H�Y�H�U�D�O�� �I�D�F�W�R�U�V�� �W�K�D�W�� �D�I�I�H�F�W�� �W�R�X�U�L�V�W�V�¶�� �K�H�U�L�W�D�J�H�� �G�H�V�W�L�Q�D�W�L�R�Q��

preferences, such as age, gender, and social normative factors (Remoaldo et al., 2014), first 

impressions (Deng and  �&�K�H�Q�������������������&�R�R�S�H�U���D�Q�G���%�X�F�N�O�H�\�����������������D�O�V�R���V�X�J�J�H�V�W�H�G���W�K�D�W���W�R�X�U�L�V�W�V�¶��

�P�H�Q�W�D�O�� �K�H�D�O�W�K���� �P�D�U�N�H�W�L�Q�J���� �D�Q�G�� �W�K�H�� �G�H�V�W�L�Q�D�W�L�R�Q�V�� �F�D�S�D�F�L�W�\�� �W�R�� �P�D�W�F�K�� �Z�L�W�K�� �W�K�H�� �L�Q�G�L�Y�L�G�X�D�O�¶�V��

personality drive heritage destination preference. Wong et al. (2016) have also suggested that 

dest�L�Q�D�W�L�R�Q�� �S�U�H�I�H�U�H�Q�F�H�� �G�H�S�H�Q�G�V�� �X�S�R�Q�� �D�� �W�R�X�U�L�V�W�¶�V�� �V�R�F�L�R-cultural and psychological 

characteristics. Researchers have also argued that destination preference plays a role as a 

mediator among different relationships (e.g., Su and  Huang, 2018). Destination preferences 

were found to be shaped through social factors and positively influence place attachment. It 

has also been posited that there is a positive link between place attachment and destination 

preference (Stylos et al., 2016������ �$�V���W�R�X�U�L�V�W�V�¶��destination preference tends to reflect preferred 

activities and hobbies (Scannell et al., 2017) therefore, it can be hypothesized that: 

H4a/b: Destination preference mediates the relationship between subjective social norms / 

descriptive norms and attachment to a heritage destination.  

The cultural influence on destination preference and behavior has also been discussed 

(Filimonau and  Perez, 2018). Culture can influence decision-making processes (e.g., deciding 

on a destination) and can affect the actions and thoughts of individuals (i.e., tourist) and groups 

(Lehman et al., 2004). As cultural practices and norms change, these changes can influence the 

�Z�D�\�� �L�Q�G�L�Y�L�G�X�D�O�V�� �W�K�L�Q�N�� �D�Q�G�� �D�F�W�� ���/�H�K�P�D�Q�� �H�W�� �D�O������ �������������� �&�X�O�W�X�U�D�O�� �Y�D�O�X�H�V�� �D�U�H�� �U�H�O�D�W�H�G�� �W�R�� �W�R�X�U�L�V�W�V�¶��

attitudinal factors (e.g., heritage destination preferences) and behavior (Filimonau and  Perez, 

2018). Therefore, understanding the length of stay in relation to heritage destination 

preferences helps to attract the right customers and develop long-term relations or attachment 

(Hassan, 2000). This can be achieved through the development of strategies that include 

supply-side (e.g., destination or local cultural values) and demand factors (Mussalam et al., 

�������������� �7�K�H�� �L�Q�G�L�U�H�F�W�� �L�P�S�D�F�W�V�� �R�I�� �S�H�U�V�R�Q�D�O�� �I�D�F�W�R�U�V�� �D�Q�G�� �F�X�O�W�X�U�D�O�� �Y�D�O�X�H�V�� �R�Q�� �W�R�X�U�L�V�W�V�¶�� �G�H�V�W�L�Q�D�W�L�R�Q�V��

choices and attachment behavior are clear and it can be hypothesized that:   
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H5: Destination preference mediates the relationship between cultural norms and attachment 

to a heritage destination.  

2.4. The role of tourist personality   

�3�H�U�V�R�Q�D�O�L�W�\�� �L�V�� �³�W�K�H�� �L�Q�G�L�Y�L�G�X�D�O�
�V�� �F�K�D�U�D�F�W�H�U�L�V�W�L�F�� �V�W�\�O�H�V�� �R�I�� �W�K�R�X�J�K�W���� �I�H�H�O�L�Q�J���� �D�Q�G�� �E�H�K�D�Y�L�R�U����

�G�H�P�R�Q�V�W�U�D�W�L�Q�J���V�W�D�E�L�O�L�W�\���D�V���O�L�I�H�O�R�Q�J���V�W�\�O�H�V���R�I���U�H�O�D�W�L�Q�J�����F�R�S�L�Q�J�����E�H�K�D�Y�L�R�U�����W�K�L�Q�N�L�Q�J�����D�Q�G���I�H�H�O�L�Q�J���´��

forming five personality factors (Costa and  McCrae, 1986, p. 408). These factors are openness, 

conscientiousness, extraversion, agreeableness, and neuroticism (OCEAN) (Costa and  

McCrae, 1986). In this study, the five dimensions are utilized as moderators of the relationships 

between different norms, destination preference, and place attachment.  

Personality influences individual behavior and has been discussed extensively within the 

literature (Camoiras-Rodriguez and  Varela, 2020). Given the value of personality features in 

relation to behavior change, these concepts have been applied in hospitality and tourism where 

�L�W�� �Z�D�V�� �I�R�X�Q�G�� �W�K�D�W�� �D�� �V�W�U�R�Q�J�� �U�H�O�D�W�L�R�Q�V�K�L�S�� �H�[�L�V�W�V�� �E�H�W�Z�H�H�Q�� �D�Q�� �L�Q�G�L�Y�L�G�X�D�O�¶�V�� �S�H�U�V�R�Q�D�O�L�W�\�� �W�U�D�L�W�V�� �D�Q�G��

behavior (Woosnam et al., 2022). For example, Settembre Blundo et al. (2017) found that 

personality traits and personal values were good predictors of heritage destination preference.  

Similarly, it was found that people who were more likely to have an extraverted personality 

were more likely to go on adventurous trips to novel destinations (Settembre Blundo et al., 

2017). Those with neurotic tendencies are prone to experiencing feelings of fear, anxiety, 

worry, and uncertainty. This condition makes them feel like they are dependent on others, and 

they would rather be attached to places with others rather than try new things (Kahle et al., 

2005). Scannell and Gifford (2017) claim that place attachment has some benefit for all tourists 

(no matter their personality type). Figure 6-3 (See Appendix) shows common benefits of place 

attachment as reported by tourists, presented as a percentage of the tourists who voted for each 

benefit. As place attachment has many of the benefits desired by tourists, understanding the 

factors of heritage place attachment is crucial for heritage tourism development.   

Personality influences how an individual lives their life (Kersting, 2003). It plays an important 

role in the selection of destination and developing feelings and emotions for it (Hiebler-Ragger 

et al., 2018). Individuals become attached to objects or places that match with their own 

personality (Usakli and  Baloglu, 2011). Kroneisen and Heck (2020) indicated that there is a 





 

176 

 

�U�H�S�R�U�W�L�Q�J�� �W�K�D�W�� �D�G�G�U�H�V�V�H�G�� �W�K�H�� �V�W�X�G�\�¶�V�� �K�\�S�R�W�K�H�V�H�V���� �$�Q�� �H�[�S�H�U�L�P�H�Q�W�D�O�� �G�H�V�L�J�Q�� ���H�\�H-tracking) was 

then undertaken in Study 2 to investigate what attributes of a destination were appealing to 

tourists. The eye-tracking experiment determined if participants exhibited signs of genuine 

attachment to heritage destinations (e.g., showing excitement, looking happy, or emotional and 

attentive when heritage destination pictures were shown to them). While eye-tracking data can 

provide insights into participants' visual focus and engagement, it is important to note that 

interpreting these patterns as indicating excitement or happiness is subjective and requires 

careful analysis. The two studies are related and triangulates the data to explore aspects of a 

single phenomenon (heritage place attachment) using two different methods (Heale and  

Forbes, 2013). 

3.1. Study 1  

The target population of the empirical study were national and international tourists who had 

visited an Australian heritage site in the last three years. The minimum age was set to 18 years 

with no upper age limit. A non-probability sampling technique (purposive sampling) was 

�G�H�H�P�H�G���W�R���I�X�O�I�L�O�O���W�K�H���V�W�X�G�\�¶�V���R�E�M�H�F�W�L�Y�H�V�����)�R�U���H�[�D�P�S�O�H�����W�R�X�U�L�V�W�V�¶���D�Y�D�L�O�D�E�L�O�L�W�\���D�Q�G���P�R�W�L�Y�D�W�L�R�Q���W�R��

participate and subjective judgement. Also, a non-probability sampling technique can be cost-

effective and speedy with high accessibility (Tse and  Tung, 2022). The data was collected 

using an online platform (LimeSurvey) during the summer of 2022. A survey link was created 

using the LimeSurvey platform and distributed to potential respondents across various 

platforms. The link was shared in Facebook and Instagram groups associated with Australian 

tourism. Additionally, it was sent to electronic mail groups and Facebook groups of randomly 

selected Australian universities from all the states. The LimeSurvey platform provided the 

details of survey responses to determine the eligibility (Bentler and Chou, 1987).  

�%�H�Q�W�O�H�U���D�Q�G���&�K�R�X�¶�V�����������������V�D�P�S�O�H���V�L�]�H���J�X�L�G�H�O�L�Q�H�V���Z�H�U�H���I�R�O�O�R�Z�H�G�����7�K�H�V�H���J�X�L�G�H�O�L�Q�H�V���U�H�F�R�P�P�H�Q�G��

5�±10 observations for each free parameter estimated, establishes a suitable sample size for 

structural equation modelling (SEM). The sample for the study was 453 (44 x 10=440). All 

responses were retained as no responses had missing values due to the LimeSurvey setup which 

required respondents to answer the question before moving on to the next or offering an option 

to quit the survey. The respondents were allowed to quit the survey at any time to ensure that 
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Category 

Distribution 

only interested candidates participated in the study. The survey took approximately 8�±10 

minutes to complete. SPSS and AMOS were employed to perform various analyses, such as 

factor analysis, validity and reliability tests, and hypothesis testing. 

Table 6-1 �5�H�V�S�R�Q�G�H�Q�W�V�¶���S�U�R�I�L�O�H�� 

                    
 
Variable  

  
Frequency 

          
       Percentage 

Age (Years) 18�±25 421 92.9 
 26�±35 22 04.9 
 36�±45 7 01.5 
 46�±55 1 0.20 
 �•���� 2 0.40 
Gender Male 314 69.3 
 Female 137 30.2 
 Other 2 0.40 
Education Secondary School 73 16.1 
 Diploma/trade certificate 37 1.50 
 �%�D�F�K�H�O�R�U�¶�V���G�H�J�U�H�H 294 64.9 
 Postgraduate degree 48 10.6 
 Graduate diploma 12 2.60 
 Other 19 4.20 
Occupation Company employee 83 18.3 
 Own business 30 6.60 
 Sales/service 1 0.20 
 Student  326 72.0 
 Housewife 4 0.90 
 Not employed 3 0.70 
 Other 6 1.30 
Income (AUD) $0-$29,999 386 85.2 
 $30,000-$60,000 34 7.50 
 $61,000-$90,000 11 2.40 
 $91,000-$120,000 8 1.80 
 $121,000-$150,000 5 1.10 
 �•���������������� 9 2.00 
Marital Status Single 429 94.7 
 Married without children 10 2.20 
 Married with children 14 3.10 
Purpose of visit Business 29 6.40 
 Tourist 192 42.4 
 Visiting family/friends 77 17.0 
 Education 124 27.4 
 Other 31 6.80 
Nationality Australia 416 91.8 
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3.2. Measures  

The current study adapted existing scales with high reliability and validity from the literature 

to measure the constructs. Place attachment was adapted from Williams and Vaske (2003). 

Subjective social norms were adapted from Han and Kim (2010). Descriptive norms were 

measured using a 4-item adapted scale from Moons and De Pelsmacker (2015). Cultural values 

were adapted from Choi et al. (2007). To measure tourist personality, a 10-item scale assessing 

the big five personality traits: extraversion, agreeableness, conscientiousness, emotional 

stability, and openness were adapted from Rammstedt et al. (2013). Destination preference was 

adapted from Mukherjee et al. (2018).  

Modifications were performed to ensure scale alignment before proceeding to the next step of 

the assessment (e.g., normality estimations, factor analysis, multicollinearity and discriminant 

validity verifications, and structural equation modelling [SEM] for hypotheses testing). All 

latent constructs were measured through a 5-�S�R�L�Q�W���/�L�N�H�U�W���V�F�D�O�H�����H���J�������U�D�Q�J�L�Q�J���I�U�R�P������� ���³�V�W�U�R�Q�J�O�\��

�D�J�U�H�H�´���W�R������� ���³�V�W�U�R�Q�J�O�\���G�L�V�D�J�U�H�H�´������ 

3.3 Common method bias                                                                                                                                                                                                                                       

To mitigate common method bias, various measures were implemented. The questionnaire 

design prioritized simplicity and clarity by avoiding complex language and unfamiliar terms. 

Additionally, checks for consistency involved the incorporation of negative items 

corresponding to positive ones, with no significant discrepancies found. Statistical remedies, 

such as Harman's single factor test and partial correlation were applied following Podsakoff et 

al.'s (2003) recommendations. Harman's (Harman, 1976) single factor test revealed that the 

first factor accounted for 25.68% of the variance. The partial correlation procedure confirmed 

the stability of the hypothesized relationships. Multicollinearity diagnosis using the variance 

inflation factor (VIF) demonstrated no issues, as all VIFs remained below 2.0 and Tolerance 

greater than 0.1 (Johnson and  LeBreton, 2004).  

6.4 Analysis and results of Study 1 

 Oversea 37 8.20 
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4.1. Confirmatory factor analysis 

Confirmatory factor analysis was performed to check the factor loadings (see Table 6-2) and 

to verify the structure of the observed variables highlighting the relationship between these 

variables and their underlying constructs. Researchers (e.g., Suhr, 2006) recommend 

conducting this procedure before the hypothesis testing is carried out.  

Table 6-2 Confirmatory factor analysis, Cronbach's alpha, and composite reliability 

Constructs Items Factor Loadings �. CR 

Subjective Most people who are important to 
me like heritage places.   

.780 0.885 0.787 

Norms The people whose opinion I value, 
identify themselves with heritage 
places.  

.768   

 The people who are important to 
me are attached to heritage place.  

.803   

Descriptive Norms I believe that most people who are 
important to me are involved in 
tourism activities at heritage 
destinations. 

.771 0.738 0.809 

 I believe that most people who are 
important to me show interest in 
tourism related activities at 
heritage destinations. 

.822   

 I believe that most people who are 
important to me want me engaged 
in tourism activities at heritage 
destinations.   

.849   

 I believe that most people who are 
important to me think it would be 
a good idea to engage in tourism 
activities at heritage destinations.    

.532   

Cultural Cultural heritage must be a part of 
our life.  

.735 0.763 0.825 

Norms We need to conserve more 
cultural heritage for future 
generations. 

.811   

 The present cultural heritage 
should be available for my 
�F�K�L�O�G�U�H�Q�¶�V���F�K�L�O�G�U�H�Q�� 

.787   

 Culture helps us to live with 
people of different backgrounds.  

.844   

Tourist I see myself as someone who 
tends to find fault with others. 

.536 0.709 0.872 

Personality I see myself as someone who is 
generally trusting.  

.510   

 I see myself as someone who is 
relaxed, handles stress well.  

.551   

 I see myself as someone who has 
few artistic interests. 

.576   
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Constructs Items Factor Loadings �. CR 

 I see myself as someone who does 
a thorough job. 

.536   

 I see myself as someone who gets 
nervous easily. 

.506   

Destination Heritage destination is exactly 
what I actually look for. 

.691 0.764 0.793 

preference I choose a heritage destination 
with which my memories are 
associated. 

.672   

 I choose heritage destination 
which is distinctly different over 
other preferred destinations. 

.662   

 I choose heritage destination 
which possess many specialties. 

.660   

 I choose heritage destination 
which refreshes my mind. 

.709   

 I choose heritage destination 
which I want to visit for a long 
time.  

.675   

Place I feel heritage destination is a part 
of me. 

.825 0.920 0.941 

Attachment Heritage destination is very 
special to me.  

.786   

 I identify strongly with heritage 
destination. 

.818   

 I am very attached to heritage 
destination. 

.826   

 Living at heritage destination says 
a lot about who I am. 

.668   

 Heritage destination means a lot 
to me.  

.788   

 Heritage is the best destination 
for what I like to do.  

.842   

 I get more satisfaction out of 
living at heritage destination than 
any other destination. 

.811   

 Doing what I do at heritage 
destination is more important to 
me than doing it at any other 
destination. 

.747   

 I would not substitute any other 
area for doing the types of things 
that I do at heritage destination.    

.652   

 

The Shapiro-Wilk test was conducted to assess the normal distribution of the data. The results 

(p>.05) indicated that there is not enough evidence to conclude that the data significantly 

deviates from normality (Shapiro and  Wilk, 1965). Additionally, an overall model fitness test 

�Z�D�V���S�H�U�I�R�U�P�H�G�����D�Q�G���D�O�O���Y�D�O�X�H�V���I�H�O�O���Z�L�W�K�L�Q���D�F�F�H�S�W�D�E�O�H���W�K�U�H�V�K�R�O�G�V�����$�����G���I����� �����������������*�)�,��� ����������������
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IFI = 0.924, TLI = 0.912, and CFI = 0.903, as recommended by Hu and Bentler (1999).  

 

 

 

 

Table 6-3 Results for correlations, means and SD among study variables. 

Note: **Correlation is significant at the 0.01 level (2-tailed). The values in bold represent average variance 
�H�[�W�U�D�F�W�H�G�����$�9�(�������
�
�S�”�����������������6�1�����6�X�E�M�H�F�W�L�Y�H���1�R�U�P�V�����'�1�����'�H�V�F�U�L�S�W�L�Y�H���1�R�U�P�V�����&�1�����&�X�O�W�X�U�D�O���1�R�U�P�V�����7�3�����7�R�X�U�L�V�W��
Personality; DP: Destination Preference; PA: Place Attachment.  

The values in Table 6-3 reflect the convergent and discriminant validity of the constructs. The 

�P�L�Q�L�P�X�P�� �U�H�F�R�P�P�H�Q�G�H�G�� �D�Y�H�U�D�J�H�� �Y�D�U�L�D�Q�F�H�� �H�[�W�U�D�F�W�H�G�� ���$�9�(���� �Z�D�V�� �•�� �������� ���+�D�L�U�� �H�W�� �D�O������ ��������������

suggesting adequate convergent validity. Furthermore, if the value of mean square variance 

(MSV) is less than the average variance extracted for a particular construct, it indicates good 

discriminant validity between that construct and the other constructs in the model (Fornell and  

Larcker, 1981). The results of this study were within the acceptable threshold levels for 

validity. 

4.2. Hypothesis testing  

Table 6-4 shows direct relationships among the independent variables and place attachment 

(dependent variable) including mediator. It also presents the impact of destination preference 

on place attachment. Table 6-5 presents the indirect relationships between subjective norms, 

descriptive norms, cultural norms, tourist personality, and place attachment mediated by 

destination preference.  

 

Variables Mean SD MSV VIF  SN DN CN TP DC PA 

SN 2.682 .643 0.487 1.729 0.566      

DN 2.436 .670 0.510 1.792 0.576** 0.585     

CN 2.076 .710 0.107 1.414 0.301** 0.365** 0.543    

TP 2.423 .477 0.510 1.809 0.517** 0.532** 0.434** 0.774   

DP 2.294 .593 0.497 1.979 0.523** 0.539** 0.510** 0.582** 0.569  

PA 2.475 .714 0.611 NA 0.528** 0.547** 0.357** 0.540** 0.713** 0.641 
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Consequent Boot 95% confidence 

  

 

Table 6-4 Direct effects of structural model. 

*Supported at p < 0.01; **Supported at p < 0.05  

�6�X�E�M�H�F�W�L�Y�H���Q�R�U�P�V���Z�H�U�H���S�R�V�L�W�L�Y�H�O�\���D�V�V�R�F�L�D�W�H�G���Z�L�W�K���S�O�D�F�H���D�W�W�D�F�K�P�H�Q�W��������� �����������������S�������������������D�Q�G��

�G�H�V�W�L�Q�D�W�L�R�Q���S�U�H�I�H�U�H�Q�F�H��������� �����������������S���������������������6�L�P�L�O�D�U�O�\�����G�H�V�F�U�L�S�W�L�Y�H���Q�R�U�P�V���Z�H�U�H���D�O�V�R���S�R�V�L�W�L�Y�H�O�\��

�U�H�O�D�W�H�G���W�R���S�O�D�F�H���D�W�W�D�F�K�P�H�Q�W�������� � �� �������������� �S������ �������������D�Q�G���G�H�V�W�L�Q�D�W�L�R�Q���S�U�H�I�H�U�H�Q�F�H�������� � �� �������������� �S������

0.01). However, cultural norms showed a negative, but insignificant direct impact on place 

�D�W�W�D�F�K�P�H�Q�W�� ������ � ��-0.054, p > 0.05). Prior studies had shown a positive significant relation 

between these two variables (e.g., Tylor, 1871). The remaining hypotheses were supported. 

�+�R�Z�H�Y�H�U�����F�X�O�W�X�U�D�O���Q�R�U�P�V���K�D�V���D���S�R�V�L�W�L�Y�H���V�L�J�Q�L�I�L�F�D�Q�W���L�P�S�D�F�W���R�Q���G�H�V�W�L�Q�D�W�L�R�Q���S�U�H�I�H�U�H�Q�F�H��������� ����������������

p < 0.01). Destination preference was found to be the strongest determinant of place attachment 

������� �����������������S���!����������).  

Table 6-5 Indirect effects of the structural model. 

a Mediated paths are supported at p < 0.05.  

Subjective norms were found to have a positive significant indirect relation with place 

�D�W�W�D�F�K�P�H�Q�W���P�H�G�L�D�W�H�G���E�\���G�H�V�W�L�Q�D�W�L�R�Q���S�U�H�I�H�U�H�Q�F�H��������� �����������������S���������������������,�Q���D�G�G�L�W�L�R�Q�����G�H�V�F�U�L�S�W�L�Y�H��

�Q�R�U�P�V���K�D�G���D���S�R�V�L�W�L�Y�H���L�Q�G�L�U�H�F�W���U�H�O�D�W�L�R�Q���Z�L�W�K���S�O�D�F�H���D�W�W�D�F�K�P�H�Q�W��������� �����������������S < 0.05). The indirect 

�L�P�S�D�F�W���R�I���F�X�O�W�X�U�D�O���Q�R�U�P�V���R�Q���S�O�D�F�H���D�W�W�D�F�K�P�H�Q�W���Z�D�V���D�O�V�R���V�L�J�Q�L�I�L�F�D�Q�W���D�Q�G���S�R�V�L�W�L�Y�H��������� �����������������S������

0.05).   

Table 6-6 Conditional direct effects of the structural model. 

Predictor (X) Outcome (Y) Beta-value SE T P-value Result 
Subjective Norms Place Attachment 0.136 0.045 2.983 0.031**  Supported 

Descriptive Norms Place Attachment 0.162 0.044 3.642 0.007* Supported 
Cultural Norms Place Attachment -0.054 0.037 -1.464 0.250 Not Supported 
Subjective Norms Destination Preference 0.183 0.040 4.588 0.001* Supported 
Descriptive Norms Destination Preference 0.166 0.039 4.251 0.001* Supported 
Cultural Norms Destination Preference  0.224 0.031 7.069 0.001* Supported 
Destination Preference Place Attachment 0.639 0.052 12.128 0.001* Supported 

Predictor Mediator  Dependent variable �� SE LLCI  ULCI    Status a 

Subjective Norms Destination Preference  Place Attachment  0.117 0.039 0.275 0.427 Supported  
Descriptive Norms Destination Preference  Place Attachment  0.106 0.038 0.268 0.417 Supported  
Cultural Norms Destination Preference  Place Attachment   0.143 0.039 0.296 0.445 Supported  

Predictor (X) Moderator  Outcome (Y) Beta-value SE P-value Result a 
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a Moderated paths are supported at p < 0.05. S = Supported; NS = Not Supported   

Table 6-6 presents the results of the moderation analysis. Tourist personality significantly 

moderated most of the paths. Subjective norms, descriptive norms, and cultural norms had a 

�S�R�V�L�W�L�Y�H���V�L�J�Q�L�I�L�F�D�Q�W���U�H�O�D�W�L�R�Q���Z�L�W�K���G�H�V�W�L�Q�D�W�L�R�Q���S�U�H�I�H�U�H�Q�F�H��������� �����������������S�������������������� = 0.336, p < 

������������ �D�Q�G�� ���� � �� �������������� �S�� ���� ���������� �U�H�V�S�H�F�W�L�Y�H�O�\������ �+�R�Z�H�Y�H�U���� �W�K�H�� �P�R�G�H�U�D�W�H�G�� �H�I�I�H�F�W�V�� �R�I�� �V�X�E�M�H�F�W�L�Y�H��

�Q�R�U�P�V���� �G�H�V�W�L�Q�D�W�L�R�Q�� �S�U�H�I�H�U�H�Q�F�H���� �D�Q�G�� �S�O�D�F�H�� �D�W�W�D�F�K�P�H�Q�W�� �Z�H�U�H�� �Q�H�J�D�W�L�Y�H�� �D�Q�G�� �L�Q�V�L�J�Q�L�I�L�F�D�Q�W�� ������ � ��-

���������������S���!�������������D�Q�G������� ��-0.008, p > 0.05 respectively). The moderated path of descriptive norms 

�Z�L�W�K�� �S�O�D�F�H�� �D�W�W�D�F�K�P�H�Q�W�� �Z�D�V�� �V�L�J�Q�L�I�L�F�D�Q�W�� �E�X�W�� �Q�H�J�D�W�L�Y�H�� ������ � ��-0.182, p < 0.05). In addition, the 

moderated relationship between cultural norms and place attachment was positive but 

�L�Q�V�L�J�Q�L�I�L�F�D�Q�W��������� �����������������S���!����������������A detailed explanation and application of these results is 

provided in the discussion section.   

5. Study 2 

An eye-�W�U�D�F�N�L�Q�J���H�[�S�H�U�L�P�H�Q�W���Z�D�V���F�R�Q�G�X�F�W�H�G���W�R���W�H�V�W���W�R�X�U�L�V�W�V�¶���D�W�W�H�Q�W�L�R�Q���D�Q�G���H�P�R�W�L�R�Q�V���U�H�O�D�W�L�Q�J���W�R��

notable Australian heritage destinations. Heritage destinations were selected based on the 

number of visitations and the amount of revenue generated in a year. The data for the Australian 

heritage destinations was obtained via the World Tourism Organization and Tourism Australia 

websites and annual reports. The main purpose of the experiment was to analyze and compare 

tourist attachment levels with heritage and non-heritage places. An eye-tracking technique can 

�E�H���X�V�H�G���W�R���P�H�D�V�X�U�H���K�H�U�L�W�D�J�H���S�O�D�F�H���D�W�W�D�F�K�P�H�Q�W�����'�R�÷�D�Q�������������������D�V���L�W���F�D�Q���P�H�D�V�X�U�H���H�\�H���P�R�Y�H�P�H�Q�W�V��

as they see pictures of various places. The tracker monitors the length of time spent looking at 

certain features. This can provide insight into how people feel about a place and how attached 

they are to it. Therefore, eye-tracking was the most suitable technique to test place attachment 

for this study.  

Subjective Norms Tourist Personality  Destination Preference 0.203 0.042 0.00 S 

Descriptive Norms Tourist Personality  Destination Preference 0.336 0.044 0.00 S 

Cultural Norms Tourist Personality  Destination Preference 0.588 0.035 0.00 S 

Subjective Norms Tourist Personality  Place Attachment -0.020 0.058 0.73 NS 

Descriptive Norms Tourist Personality  Place Attachment -0.182 0.063 0.00 S 

Cultural Norms Tourist Personality  Place Attachment 0.030 0.060 0.61 NS 

Destination Preference Tourist Personality  Place Attachment  -0.008 0.064 0.89 NS 
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The experiment aimed to test attention levels and emotions that respondents could not express 

in the first survey-based study. Attention is a key component of tourist behavioral decisions. 

However, it is taken for granted in many applications and has not been adequately studied to 

date (Babakhani et al., 2020). Eye-tracking as a research method is uncommon in heritage 

research, however, recording eye movements can provide valuable information and insights 

�D�E�R�X�W���D�Q���L�Q�G�L�Y�L�G�X�D�O�¶�V���L�Q�W�H�U�H�V�W�V���D�Q�G���I�R�F�X�V���R�I���D�W�W�H�Q�W�L�R�Q�����'�R�÷�D�Q�������������������7�K�L�V���V�W�X�G�\���I�L�O�O�V���W�K�L�V���J�D�S��

by utilizing eye-tracking technology to test the attachment levels of tourists towards heritage 

destinations.  

5.1. Participants 

Twenty tourists were approached following snowball sampling via an electronic mail request 

to individuals who had visited an Australian heritage place, at least once, in the last three years. 

The minimum age was set at 18 years with no upper age limit. Twelve males (avg. age = 32.16) 

and eight females (avg. age = 31.62) agreed to participate in the experiment. They understood 

that their information would be used only for the purpose of this study and would not be shared 

with any third party. Participants were required to have compatible devices, and they received 

instructions on how to remotely calibrate their eye trackers. The tasks and objectives of the 

experiment were clearly communicated to the participants. 

5.2. Measures and procedure  

Participants were seated at different locations in Australia and participated in the experiment 

online. They were requested to turn their computer or device camera on, and eye movements 

were recorded using The RealEye, an online research platform that offers webcam eye-

tracking. The display resolution was 1366 x 768 px, average Eye-Tracking data grade = perfect, 

�D�Q�G���D�Y�H�U�D�J�H���³�*�D�]�H���Y�V���&�O�L�F�N�´���D�F�F�X�U�D�F�\��� ���������������7�K�H���F�D�O�L�E�U�D�W�L�R�Q���S�U�R�F�H�V�V���O�D�V�W�H�G���a�������V�H�F�R�Q�G�V���I�R�U��

each participant, and it used 40 calibration dots displayed on various backgrounds to provide 

the highest accuracy. After initial instruction, the experiment started and continued for 60 

seconds for each participant.  

5.3. Experiment content 

A total of 13 pictures of leading Australian tourist destinations were used in the experiment. 
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�7�K�H�V�H���S�L�F�W�X�U�H�V���V�K�R�Z�H�G���W�K�H���G�H�V�W�L�Q�D�W�L�R�Q�V���Z�L�W�K���D�Q�G���Z�L�W�K�R�X�W���W�R�X�U�L�V�W�V�¶���D�F�W�L�Y�L�W�L�H�V�����2�Q�H���S�L�F�W�X�U�H���Z�D�V��

comprehensive containing a group of pictures from nine destinations, including leading 

heritage places and non-heritage places. The pictures were presented to the participants in a 

random manner. Participants were asked to click on the destination they like the most in the 

comprehensive picture. Tourists were also asked whether they found the place they liked the 

most in the given pictures or if their favorite place was missing. All participants answered that 

their favorite place was present in the pictures.         

6.5 Analysis and results of Study 2 

�3�D�U�W�L�F�L�S�D�Q�W�V�¶�� �I�R�F�X�V�� �S�R�L�Q�W���D�Q�G�� �D�W�W�H�Q�W�L�R�Q�� �O�H�Y�H�O�V�� �Z�H�U�H�� �R�E�V�H�U�Y�H�G�� �I�R�U���H�D�F�K�� �G�H�V�W�L�Q�D�W�L�R�Q�� �L�P�D�J�H���� �)�R�U��

example, it was noted at which part of the destination the observer spent more time and what 

their facial expression suggested (whether the tourist was excited, looked satisfied, neutral). It 

was also noted if participants looked at the complete image or just parts of the image. In pictures 

�W�K�D�W�� �V�K�R�Z�H�G�� �E�R�W�K�� �W�K�H�� �G�H�V�W�L�Q�D�W�L�R�Q�� �D�Q�G�� �D�F�W�L�Y�L�W�\���� �S�D�U�W�L�F�L�S�D�Q�W�V�¶�� �I�R�F�X�V�� �R�Q�� �W�K�H�� �D�F�W�L�Y�L�W�\�� �D�Q�G�� �W�K�H��

destination were observed. The purpose was to detect if the tourist was interested in the 

activities or the destination itself or if the tourist was interested in activity at that specific 

destination. Results for attention and emotions are provided below.    

5.5. Attention 

It was observed that most of the participants focused more on the destinations where activities 

occurred. The majority liked heritage destinations for these activities (see pictures a, b, c, and  

d for heat maps showing attention points).              



 

186 

 

 

 

 

The red shaded area demonstrates the attention point of the participants. It can be observed that 

they focused more on the activity area within the picture. Focus also drifted away from the 

activity to the background. This suggests the participants were also interested in the destination, 

not just the activities. In the main picture, most of the participants demonstrated some attention 

a b 

c d 
Figure 6-2 heat maps showing attention points 
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The highest wave shows the attention level of the participant while looking at the specific side 

of the destination, while fluctuations in the waves and color represents the other three emotional 

states (e.g., see Graphs 1 and  2).  

Similar to the heat maps, tourists looked more attentive and emotional while looking at the 

heritage places, especially those where activity was occurring. This tends to confirm that 

tourists prefer activity-oriented destinations more than simple destinations (Woosnam et al., 

2018). Some participants looked excited while watching a group of people had a get together 

at Uluru (a sacred heritage place for Indigenous Australians). Very few participants preferred 

other than heritage places for their tourism-related activities. Therefore, results of the two 

studies are integrated as the factors identified in the quantitative study, such as personal norms, 

cultural norms, tourist personality, and subjective norms, helped us in the selection and design 

of the place stimuli (heritage places pictures) used in the experimental study. 

The quantitative study (Study 1) identified subjective norms, cultural norms, and descriptive 

norms, which guided the selection and design of place stimuli (heritage place pictures) used in 

the eye-tracking experiment (Study 2). The results from both studies reinforce the preference 

for activity-oriented destinations, especially heritage places. The quantitative study (Study 1) 

and the eye-tracking experiment (Study 2) provide complementary insights into tourist 

behavior and preferences. Study 1 reveals the direct and indirect relationships between various 

factors and tourist outcomes, such as place attachment and destination preference. It identifies 

1 

2 
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the influence of subjective norms and descriptive norms on destination preference, while 

cultural norms appear to have a limited impact. Subjective norms, descriptive norms, and 

cultural norms had significant positive relationships with destination preference, moderated by 

tourist personality. This indicates that the effect of norms on destination preference varies 

depending on an individuals' personality traits. However, some of the moderated direct 

relationships with heritage place attachment were insignificant. 

Study 2 captured tourists' attention and emotional responses through eye-tracking and 

demonstrated that tourists are particularly drawn to activity-oriented destinations, especially 

within heritage places. The integration of the two studies emphasizes the significance of 

activity-based experiences and the role of heritage sites in attracting tourists' attention and 

evoking positive emotions. Together, these findings shed light on the multifaceted aspects of 

tourist decision-making and highlight the importance of considering both social influences and 

sensory experiences in destination management and marketing strategies. 

6.6 Discussion and implications  

A favorite place to spend time can create a strong attachment within individuals (Vada et al., 

2019), because it provides a sense of community and belonging. It is easier for destinations to 

retain visitors than to attract new ones, which is why developing strategies that help enhance 

place attachment can be beneficial for sustaining tourism for both current and future 

generations (Wilkins and  de Urioste-Stone, 2018). This study achieved several objectives. An 

integrated model for place attachment was tested applying social congruity theory.  Focus 

theory of normative conduct was extended by the incorporation of personal factors. The 

findings demonstrate that: (a) subjective norms have a significant impact on place attachment 

and destination preference; (b) descriptive norms positively influence place attachment and 

destination preference; (c) cultural norms were insignificant in predicting place attachment 

directly although they have a significant and positive indirect relation with place attachment 

mediated by destination preference; (d) destination preference emerged as the strongest 

predictor of place attachment and a significant mediator of all of the indirect paths; (e) tourist 

personality was found to be a significant moderator of the majority of hypothesized paths; and 

(f) results from the experiment show that tourists are more interested in destinations where 
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some sort of tourism related activity is happening, especially within heritage places. They view 

an ideal destination as one that has heritage features with added value through activities. A 

detailed discussion is presented below.  

The study shows that subjective norms have a significant role in predicting place attachment. 

This finding indicate that one would be attached to a destination when he or she perceive that 

their friends, family, or significant others prefer or recommend a particular destination. This 

finding is consistent with that in Anton and Lawrence (2016). Similar to subjective norms, 

descriptive norms were also found to be significant predictors of place attachment. When 

individuals observe and mimic the behaviors of others, it can contribute to a sense of belonging 

and attachment to a particular place (Lewis et al., 2010).  

On the other hand, the study found that cultural norms were not significant predictors of 

attachment behaviors. This finding contrasts with that in previous research which emphasizes 

the impact of cultural values on tourist attachment (e.g., Halonen, 2020). One possible 

explanation is that contemporary tourists may prioritize tourism-related activities over cultural 

values when forming attachments. 

Nonetheless, all the norms used in this study, including subjective, descriptive, and cultural 

norms, were found to have a significant, direct relationship with destination preference. This 

suggests that the influence of social expectations, observed behaviors, and cultural values 

collectively shape individuals' preferences for specific destinations. 

The results from the eye-tracking experiment reveal that contemporary tourists may be more 

interested in tourism-related activities at a destination with  heritages. This finding suggests a 

shift in tourist preferences, where experiential and activity-based elements may play a more 

prominent role in forming attachments compared to traditional cultural values. It highlights the 

evolving nature of tourist motivations and interests.  

The results from the mediation testing support the relationships between  subjective norms, 

descriptive norms, cultural norms, and place attachment., except cultural values which were 

insignificant in a direct relationship with place attachment and were found significant in an 

indirect relation mediated by destination preference. This justifies the role of destination 

preference as a mediator. Previous studies have found that destination preferences depend upon 

the socio-cultural and psychological characteristics of the traveler and influence attachment 
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behavior (Su and  Huang, 2018). It means destination preference is a major factor which can 

turn a negative intention to positive in relation to behavior (e.g., attachment behavior). Within 

this study, destination preference was found to be the strongest predictor of attachment.  

Tourist personality demonstrates a significant moderation effect in the proposed relationships. 

For example, all the direct paths of subjective, descriptive, and cultural norms with destination 

preference were positively and significantly moderated by tourist personality. However, 

moderated paths of subjective norms, cultural norms, and destination preference with place 

attachment were found to be insignificant. The moderated relationship of descriptive norms 

with place attachment was significant but negative. A possible explanation for this may be that 

tourists with a more individualistic personality have a lower inclination to follow what others 

do at a tourist destination. They might give more value to personal preferences and experiences 

over conforming �W�R���R�W�K�H�U�V�¶���H�[�S�H�F�W�D�W�L�R�Q�V���R�U���I�R�O�O�R�Z�L�Q�J���Z�K�D�W���W�K�H�\���G�R�����=�K�D�Q�J���H�W���D�O���������������������O�H�D�G�L�Q�J��

to a weaker attachment to the sites they visit. Cultural norms were found to be the strongest 

positive predictor of destination preference moderated by tourist personality. This seems 

logical as people prefer destinations with rich cultures and there is an increased likelihood of 

attachment to these destinations (Keese, 2011).   

Furthermore, the eye-tracking experiment in Study 2 complements the survey study in Study 1 

by providing an objective and non-intrusive method to measure tourists' visual attention and 

emotional responses, which are key components in understanding place attachment but are 

often difficult to capture through self-reported data alone. While the survey in Study 1 provided 

insights into the subjective and descriptive norms affecting place attachment, the eye-tracking 

experiment in Study 2 offered a direct measure of how these norms translate into actual 

attention and emotional engagement with heritage sites. Specifically, by tracking where and 

for how long tourists fixate on various attributes of heritage destinations, the eye-tracking data 

provide empirical evidence of the subconscious attention that participants pay to different 

aspects of these locations, complementing the self-reported attachment measures captured in 

the survey. This multimethod approach, combining subjective survey responses with objective 

eye-�W�U�D�F�N�L�Q�J�� �G�D�W�D���� �D�O�O�R�Z�V�� �I�R�U�� �D�� �P�R�U�H�� �F�R�P�S�U�H�K�H�Q�V�L�Y�H�� �X�Q�G�H�U�V�W�D�Q�G�L�Q�J�� �R�I�� �W�R�X�U�L�V�W�V�¶�� �E�H�K�D�Y�L�R�U�D�O��

decisions, bridging the gap between what tourists say they are attached to and how they visually 

engage with heritage destinations in real time.  
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7. Implications 

7.1. Theoretical contributions  

The current study makes several contributions to the fields of tourism and hospitality research. 

First, unlike prior research that predominantly delved into socio-economic variables, 

demographic factors, and tourist satisfaction levels, this study was the first to examine the 

normative determinants of place attachment (Dlamini et al., 2020). This study underscores the 

pivotal role of norms in shaping human behavior (Wasaya et al., 2022). The findings reveal 

that both subjective and descriptive norms emerge as influential predictors of tourists' 

attachment behaviors.  

Second, this study enriches normative psychology literature by highlighting the significance of 

subjective personal factors in delineating place attachment and providing a holistic 

understanding of the multifaceted process of place attachment. The study encompasses various 

stages�² from individual personality traits to decision-making aspects such as destination 

preference. By incorporating destination preference as a key attitudinal factor, the study 

acknowledges attitudes as potent mediators between behavior and its antecedents, echoing 

Ajzen's seminal work (1991). Additionally, the research introduces tourist personality as a 

moderator, acknowledging the impact of a tourist's self-concept and identity-related factors on 

attachment to heritage sites (Prayag et al., 2022). 

Third, while earlier studies explored diverse factors in behavior analysis, including subjective, 

personal, and descriptive norms, this study introduces a novel dimension�² attitude, specifically 

destination preference�² as a mediator in the relationships between normative forces and place 

attachment. This integration showcases the interplay between normative forces and place 

attachment. 

Fourth, this study contributes to personality research by modelling personal factors as 

moderators. This testing sheds light on the influence of normative forces on destination 

preference and, subsequently, place attachment. These additions not only enrich our 

understanding of the dynamics involved but also provide a framework for future studies in 

tourism and hospitality research. 
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7.2. Practical implications  

This research delivers valuable insights into the factors influencing tourists' destination 

preferences and proposes strategies for leveraging these insights to support a business's 

competitive advantage. By delving into the external and internal motivations of travelers, as 

well as the drivers of place attachment, business owners gain a delicate understanding that can 

inform targeted approaches for both domestic and international markets. The study highlights 

the significance of tailoring strategies to align with the preferences of tourists, particularly the 

emphasis on activities within heritage places. To meet the expectations of the domestic market, 

it is imperative to carefully review and understand visitor experiences. Implementation of a 

comprehensive marketing and communication plan, incorporating modern tools such as QR 

codes, on-site displays, and knowledgeable tour guides, can seamlessly connect the site with 

its historical context, fostering a deeper engagement with heritage destinations. For domestic 

audiences, the key focus lies in creating a robust emotional connection between the site and its 

visitors through effective positioning and content strategies, celebrating the rich historical 

tapestry that inspired the destination. 

Moreover, the location's offerings (e.g., heritage related activities) emerges as a paramount 

consideration for tourists when selecting a destination. To capitalize on this, it is crucial for the 

site to be well-equipped with essential resources and services as well activities aimed at 

attracting and retaining visitors. Marketing campaigns play a pivotal role in shaping visitor 

identities based on their tourist self-concept, while also fostering emotional connections 

through narratives rooted in history, ancestry, and local culture (Sestino et al., 2023; Ouyang 

et al., 2017). Destination managers can strategically market the proximity of the area to other 

attractions with heritage activities, presenting a compelling narrative that extends beyond the 

immediate heritage site. Crafting heritage visits to evoke positive experiences involves 

integrating storytelling elements that resonate with tourists' subjective social norms. For 

instance, reconstructions of daily life activities not only provide historical insights but also 

contribute to a sense of belonging and connection to family and community norms from the 

past. These approaches are instrumental in creating a holistic heritage experience for visitors. 

In conclusion, this study not only sheds light on the factors influencing tourist behavior but 

also provides actionable strategies for businesses and destination managers to enhance the 
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overall visitor experience, whether catering to the domestic or international market. By 

seamlessly weaving together historical context, modern communication tools, and personalized 

narratives, businesses can establish a lasting and meaningful connection with their audience. 

Ultimately, fostering sustainable success in the competitive tourism landscape. 

8. Limitations and future recommendations   

�$�O�W�K�R�X�J�K���W�K�L�V���L�V���D���F�R�P�S�U�H�K�H�Q�V�L�Y�H���V�W�X�G�\���W�K�D�W���G�L�V�F�X�V�V�H�V���W�K�H���I�R�U�F�H�V���V�K�D�S�L�Q�J���W�R�X�U�L�V�W�V�¶���D�W�W�D�F�K�P�H�Q�W��

behavior, it is not free from limitations, which can be addressed in future research. First, a 

purposive sampling (non-probability) technique was used to collect data which has 

implications for generalizability. Using random sampling methods will increase the validity of 

the study. Second, place attachment was studied from a normative perspective while other 

norms were not discussed (e.g., religious norms, family norms) and may have some influence 

on behavior. Future studies are recommended to include these norms to enhance the 

applicability of the current study. Third, the measurement scales were presented in English 

language via online platforms, which could have limited the response rate. Future studies may 

aim to collect data using multiple languages to maximize participation. Data should also be 

collected at heritage sites to increase validity of the data as well as the model.     
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Figure 6-3 Benefits of place attachment (Scannell and  Gifford, 2017). 

 

Figure 6-4 The person-process-place framework of place attachment (Scannell and  Gifford, 2010). 
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Chapter 7 GENERAL DISCUSSION AND CONCLUSION  

7.1 Introduction of chapter 7 

This final chapter provides a general discussion of the key findings presented in this thesis to 

conclude the study. The section begins by revisiting the research aim and questions. This is 

followed by a review of the results from the three papers �± a quantitative systematic literature 

review paper as well as two empirical papers. The implications for both theory and practice are 

then discussed, outlining the theoretical and managerial contributions of this thesis. Finally, the 

chapter concludes with a discussion of the limitations of the thesis and recommendations for 

future research.  

7.2 Revisiting the research aim and research questions 

The field of normative psychology and behavioural studies on tourists is not a stagnant field of 

research. However, unfortunately, the literature on this subject is still fragmented, and there are 

few theoretical foundations supporting the link between tourist behaviours and norms. There 

are also not enough studies on the relationship between personality characteristics and norms 

and how these influence behaviours. The connections between the various factors that influence 

tourism and the development of marketing strategies to improve the industry's performance is 

missing. This thesis aimed to fill this knowledge gap by examining the effects of personality 

features and subjective social norms on the behaviour of tourists. It also explored whether these 

factors could help to make the tourism industry more sustainable. Thus, the goal of this thesis 

was to, first, analyse the link between the behaviours of tourists, social norms, and personality 

traits, and then, explore the possibility of developing marketing strategies that use normative 

forces to increase the attachment of travellers to different tourist destinations.  

In order to accomplish the aim of investigating the impact of subjective social norms and 

personality traits on tourism behaviour, three interconnected research questions were 

introduced in the first chapter.  

Research Question 1: What is the relationship between norms and tourism/hospitality 

marketing and management?  
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Research Question 2: �:�K�D�W�� �L�V�� �W�K�H�� �U�H�O�D�W�L�R�Q�V�K�L�S�� �E�H�W�Z�H�H�Q�� �Q�R�U�P�V�� �D�Q�G�� �W�R�X�U�L�V�W�V�¶�� �E�H�K�D�Y�L�R�X�U�D�O��

intentions?  

Research Question 3: What is the relationship between subjective social norms, personality 

characteristics, and place attachment? 

The first research question was answered through a quantitative systematic literature review. 

This involved analysing behavioural studies and the normative psychology literature as it 

pertains to tourists. The review highlighted the gaps in the current research, giving rise to 

Research Questions 2 and 3, which were then filled through two empirical studies.  

Overall, this research was supported by three theoretical foundations: social congruity theory, 

planned behaviour theory, and normative conduct theory. These allowed for a deeper 

understanding of the link between subjective social norms and tourist behaviours. Additionally, 

this thesis is based on a pragmatic research paradigm, which means that the last two research 

questions were addressed using both qualitative and quantitative research methods. This 

ensured that the findings could be applied to real-world situations. Each research question was 

dealt with in a distinct manner and tailored to its specific objective. The following sections 

highlight the various steps involved in the research process. 
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these factors and implementing effective strategies.  

Research Question 2: �:�K�D�W�� �L�V�� �W�K�H�� �U�H�O�D�W�L�R�Q�V�K�L�S�� �E�H�W�Z�H�H�Q�� �Q�R�U�P�V�� �D�Q�G�� �W�R�X�U�L�V�W�V�¶�� �E�H�K�D�Y�L�R�X�U�D�O��

intentions?  

The aim of Study 2 was to address Research Question 2, which looked into the effects of 

descriptive and injunctive norms on the loyalty behaviours of tourists. Cultural and personal 

norms were hypothesised as mediators between the relationships and different educational 

levels were modelled as moderators of the in the study. Ten hypotheses were added to the study 

model, testing the direct and indirect effects of the norms.  

Research Question 3: What is the relationship between subjective social norms, personality 

characteristics, and place attachment? 

Study 3 sought to investigate Research Question 3, which concerns exploring the relationship 

between various norms and place attachment in tourists. Three types of normative forces were 

examined: subjective, descriptive, and cultural norms. The proposed model included 

destination preference as a mediator while travelling companions were modelled as a moderator 

on the relationships between norms, personality features, destination preference and place 

attachment. Overall, this study tested 16 hypotheses about the potential relationships between 

these variables. 

7.3 The results of the systematic literature review  

As mentioned, the main aim of this study was to understand a range of norms in more detail, 

including their normative influence on the social, economic, and environmental behaviours of 

tourists. Identifying gaps in the literature where future research would be both promising and 

useful was an additional goal. Thus, the review spanned 86 peer-reviewed articles on the 

intersection between norms and tourist behaviour. The main outcomes were that the existing 

research does recognise the importance of norms in how tourist behaviours develop and change. 

However, the concepts are mismatched to how the norms are operationalised. Furthermore, the 

samples were primarily drawn from developing countries, and most of the studies were 

quantitative in nature. Numerous articles called for qualitative research as part of their 
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recommended future research agenda. In addition, using a single behavioural theory to explain 

�W�R�X�U�L�V�W�V�¶���E�H�K�D�Y�L�R�X�U���G�U�H�Z���P�X�F�K���F�U�L�W�L�F�L�V�P�����0�R�V�W���V�W�X�G�L�H�V���U�H�F�R�P�P�H�Q�G�H�G���L�Q�W�H�J�U�D�W�L�Q�J���W�Z�R���R�U���P�R�U�H��

theories. Sustainable tourism and eco-tourism (the central focus of most studies) are still not 

fully understood and new dimensions need to be explored to fully explain these concepts. 

Finally, tourism hosts and residents were not considered, as the focus of most of the studies 

was on tourists. 

Interestingly, most prior research that has examined tourist loyalty and attachment behaviours 

has done so with these constructs as outcome variables. Three main areas of focus were 

identified: 1) antecedents (forces shaping tourist behaviour), 2) interventions (bridging 

variables), and 3) consequences or benefits for tourism stakeholders. However, there is a need 

to connect these behaviours to practical outcomes that are beneficial to tourism and hospitality 

operators. 

The subsequent empirical investigations involved applying behavioural and attachment 

theories to further explore the effects of norms and personal characteristics in tourism on 

behavioural intentions and place attachment. The results of these studies are discussed next. 

7.4 The results of the empirical investigations (Studies 2 and 3) 

The objective of the second and third research questions was to test the conceptual models that 

were developed based on the findings of the systematic review and other relevant literature. 

The findings were then analysed and compared to the extant literature from which conclusions 

were drawn. The analyses were framed by attachment and behavioural theories, which revealed 

the effects of personal attributes and norms on place attachment and behavioural intentions.  

7.4.1 The results of Study 2  

The aim of Study 2 was to examine the role of norms in predicting loyalty intentions in tourists 

�± specifically, intentions to revisit and positive WoM. An integrated model of behavioural 

intentions was devised that included subjective, personal, and cultural norms, drawing on 

normative conduct theory (Cialdini, Reno and  Kallgren, 1990) and the theory of planned 

behaviour (Ajzen, 1991). Structural equation modelling was used to test the proposed 
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relationships, with the results indicating that all hypotheses were supported. The subsequent 

section discusses each hypothesis in detail and relates the findings back to the extant literature.  

2a: Descriptive norms, injunctive norms, and behavioural intentions  

Injunctive norms were found to have a significant relationship with both intentions to revisit 

and positive WoM. However, the descriptive norms only had a significant (positive) 

relationship with intentions to revisit; they failed to predict positive WoM. Overall, tourists 

generally try to follow the standards a society sets to become accepted (Muldoon, 2022). 

Further, in high-context cultures, most people try to fulfil the expectations of others (Flores and  

Day, 2006). These findings are in line with the literature on normative psychology and 

behavioural intentions (e.g., Ayaz and  Sherman, 2022; Duong, Phan, Nguyen, Huynh, Truong 

and  �'�X�R�Q�J�����������������'�¶�$�U�F�R�����0�D�U�L�Q�R��and  Resciniti, 2023). Therefore, people either try to follow 

what others are doing or do what others expect them to do (Ronnie and  Philip, 2021).  

2b: Subjective norms, personal norms, and cultural norms 

Subjective norms were found to be significant predictor of personal norms and cultural norms. 

This implies that individual behavioural intentions in tourism destinations are influenced by 

�Z�K�D�W���R�W�K�H�U�V���G�R�����D�Q�G���W�R�X�U�L�V�W�V�¶���D�F�W�L�Y�L�W�L�H�V���D�O�V�R���D�I�I�H�F�W���O�R�F�D�O���F�X�O�W�X�U�D�O��norms (Zhang, Chen, Law and  

Zhang, 2020). Previous studies have also supported these findings, showing that social 

�L�Q�I�O�X�H�Q�F�H���G�L�U�H�F�W�V���W�R�X�U�L�V�W�V�¶���E�H�K�D�Y�L�R�X�U�����D�V���S�H�R�S�O�H���W�H�Q�G���W�R���L�P�L�W�D�W�H���R�W�K�H�U�V�����$�O-Htibat and  Garanti, 

2019; Pan, Rasouli and  Timmermans, 2019; Confente and  Vigolo, 2018). Thus, tourists tend 

to follow the cultural values and customs of the local people. In addition, it was found that 

�S�H�U�V�R�Q�D�O�� �Y�D�O�X�H�V�� �F�D�Q�� �E�H�� �L�Q�I�O�X�H�Q�F�H�G�� �E�\�� �S�H�R�S�O�H�¶�V�� �S�H�U�F�H�S�W�L�R�Q�V�� �R�I�� �Z�K�D�W�� �R�W�K�H�U�V�� �H�[�S�H�F�W�� �R�I�� �W�K�H�P����

indicating that tourists may modify or change their own values to fit into the society or culture 

they are visiting. Overall, these results suggest that even strong personal values can be changed 

based on social norms and expectations. 

2c: Personal norms, cultural norms and behavioural intentions 

Cultural and personal norms had a significant influence on the behaviour of tourists, 

specifically when it comes to their revisit intentions and positive WoM. It also showed that 

these values can help boost the likelihood of returning to a destination. This suggests that 
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tourists should follow local rules and regulations in order to have a positive experience when 

visiting a place. The findings support the existing literature on the subject of cultural norms 

and their influence on the behaviour of individuals and groups. For instance, in 1990, Cialdini, 

Reno, and Kallgren talked about the role of norms in shaping the behaviour of individuals and 

groups in various contexts, such as tourism. The results of the study provide valuable 

information on the role that cultural and personal norms play in shaping the intentions of 

tourists, verifying the existing literature on the phenomenon (Cialdini, Reno Kallgren, 1990; 

Ünal, Steg and  Gorsira, 2018). This also suggests that destinations can encourage their visitors 

to follow local values and rules.  

2d: The mediating role of personal and cultural norms  

The analysis shows that personal and cultural norms play a crucial role in mediating the 

�U�H�O�D�W�L�R�Q�V�K�L�S�V���E�H�W�Z�H�H�Q���L�Q�M�X�Q�F�W�L�Y�H���Q�R�U�P�V���D�Q�G���G�H�V�F�U�L�S�W�L�Y�H���Q�R�U�P�V�����D�V���Z�H�O�O���D�V���W�R�X�U�L�V�W�V�¶���E�H�K�D�Y�L�R�X�U�D�O��

intentions. The mediated paths were consistent with previous research, confirming the findings 

of past studies (Olivas-Luján, Harzing and  McCoy, 2004). However, the analysis revealed 

something new and surprising: personal norms have a negative relationship to the behavioural 

intentions of tourists on all the indirect paths examined. This finding goes against existing 

research and suggests that tourists spread positive WoM by being influenced not only by what 

others expect from them but also by the local culture (Wood, 2018). 

Moreover, cultural norms also play a positive mediating role in the relationship between 

�L�Q�M�X�Q�F�W�L�Y�H���Q�R�U�P�V���D�Q�G���W�R�X�U�L�V�W�¶�V���E�H�K�D�Y�L�R�X�U�D�O���L�Q�W�H�Q�W�L�R�Q�V�����L�Q�F�O�X�G�L�Q�J���S�R�V�L�W�L�Y�H���:�R�0���D�Q�G���L�Q�W�H�Q�W�L�R�Q�V��

to revisit the destination. Additionally, cultural norms positively mediate the relationship 

between descriptive norms and intentions to revisit, whereas personal norms negatively 

�P�H�G�L�D�W�H���W�K�L�V���U�H�O�D�W�L�R�Q�V�K�L�S�����7�K�L�V���V�X�J�J�H�V�W�V���W�K�D�W���D���W�R�X�U�L�V�W�¶�V���R�Z�Q���E�H�O�L�H�I�V���D�E�R�X�W���Z�K�D�W���L�V���U�L�J�K�W���R�U���Z�U�R�Q�J��

might not have a positive impact on their behavioural intentions (Chen, Shang and  Li, 2014). 

In addition, personal norms mediate the relationship between descriptive norms and positive 

WoM. These findings are consistent with previous studies conducted by Olivas-Lujan, 

Harzing, and McCoy in 2004. 

One reason conjectured for these negative mediated paths is that tourists usually only stay in 
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one place for a brief period of time. As a result, the influence of personal norms decreases 

�U�D�S�L�G�O�\�� �D�Q�G�� �P�L�J�K�W�� �Q�R�W�� �K�D�Y�H�� �D�� �S�R�V�L�W�L�Y�H�� �L�P�S�D�F�W�� �R�Q�� �W�K�H�� �W�R�X�U�L�V�W�V�¶�� �E�H�K�D�Y�L�R�X�U�D�O�� �L�Q�W�H�Q�W�L�R�Q�V����

Alternatively, if a tourist has strong personal norms and others attempt to influence them, they 

might become annoyed and act in the opposite way to what others expect. 

2e: The moderating role of different education levels 

A multi-group moderation test was applied to check the moderating role of different levels of 

education on the relationships between different norms and behavioural intentions. The results 

indicate that different levels of education have different impacts on the overall model. More 

specifically, when looking at individual paths, it was found that seven out of eight paths were 

�V�L�J�Q�L�I�L�F�D�Q�W�O�\���P�R�G�H�U�D�W�H�G���E�\���W�K�H���J�U�R�X�S���R�I���W�R�X�U�L�V�W�V���Z�K�R���K�H�O�G���D���E�D�F�K�H�O�R�U�¶�V���G�H�J�U�H�H���R�U���K�L�J�K�H�U�����7�K�L�V��

finding is supported by a moderation test, which revealed a difference in the chi-square value 

between the constrained and unconstrained models that exceeded the critical value of 3.84 at a 

significance level of p<.01, with 10 degrees of freedom. The results of moderation analysis 

support Hypothesis 10, which states that different levels of education can influence how tourists 

perceive and predict their behavioural intentions and the factors that contribute to them. The 

results are in line with already-conducted studies on the influence of education levels (Stern, 

Dietz and  Kalof, 1993; Brady et al., 1995; Brand, 2010).  

7.4.2 Discussion of results of study 3 

Study 3 addresses Research Question 3: What is the relationship between subjective social 

norms, personality characteristics, and place attachment? A discussion of the results follows.  

3a: Subjective norms, destination preference and place attachment 

H1a and H1b pertain to the relationships between subjective norms, destination preference, and 

place attachment and were supported. In essence, this means people follow or try to copy the 

people that are important to them when deciding on a destination to visit. Similarly, the results 

suggest that tourists build emotional bonds with the destinations where the important people in 

their lives visit. These results align with prior studies on the phenomenon. For example, Miao  

(2015) conducted a study on Chinese tourists who intended to visit Thailand and found that the 

subjective norms of tourists significantly influenced their choices when it came to choosing a 
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destination. It is believed that family members are the most common source of norms 

�L�Q�I�O�X�H�Q�F�L�Q�J���D�Q���L�Q�G�L�Y�L�G�X�D�O�¶�V���G�H�F�L�V�L�R�Q���R�Q���Z�K�L�F�K���G�H�V�W�L�Q�D�W�L�R�Q���W�R���Y�L�V�L�W�����)�X�U�W�K�H�U�����I�D�P�L�O�\���D�O�V�R���K�H�O�S�V���W�R��

create an emotional bond with that destination (Hernandez, Martin, Ruiz and  del Carmen 

Hidalgo, 2010); Currie, Wesley and  Sutherland, 2008). 

3b: Descriptive norms, destination preference, and place attachment 

�7�K�H�� �P�R�G�H�O�V�� �D�O�V�R�� �U�H�Y�H�D�O�H�G�� �W�K�D�W�� �G�H�V�F�U�L�S�W�L�Y�H�� �Q�R�U�P�V�� �S�R�V�L�W�L�Y�H�O�\�� �L�Q�I�O�X�H�Q�F�H�� �D�� �W�R�X�U�L�V�W�¶�V�� �F�K�R�L�F�H�� �R�I��

destination and also the process of creating an emotional bond with the selected destinations. 

These findings suggest that people try to follow the rules and values of the destinations they 

visit. In other words, they try to imitate others at these locations. Previous work on this topic 

has reached similar findings, i.e., that descriptive norms are strong influencers of the 

destination preferences tourists make, and t�K�D�W���W�K�H�\���F�U�H�D�W�H���S�H�U�F�H�S�W�L�R�Q�V���R�I���µ�Z�K�D�W�¶�V���Q�R�U�P�D�O�¶���L�Q��

the area (Doran, and  Larsen, 2016). For instance, people may be more inclined to visit a place 

if they think it is popular among their peers. Further, research has shown that descriptive norms 

can influence the emotional connections of tourists to a certain place (Fang, Ng, Wang and  

Hsu, 2017). For instance, if a tourist believes that a certain destination is popular, they may feel 

more attached to that place. 

3c: Cultural norms, destination preference, and place attachment 

H3a, was not supported, which contradicts prior research on the phenomenon. Tourists are 

more likely to be interested in tourism-related activities. But this is not the only factor that 

affects their behaviour. There are also various other factors that influence a person's decision-

making process when it comes to travelling. For instance, some people may prioritise learning 

about cultural values and heritage activities, while others may be more drawn to adventure or 

entertainment. These contradictory findings can be attributed to various factors, including 

differences in research methodology, sample size, and data analysis techniques. It is possible 

that the studies focused on different aspects of tourism behaviour, leading to diverse outcomes.  

�+�R�Z�H�Y�H�U���� �F�X�O�W�X�U�D�O�� �Y�D�O�X�H�V�� �G�R�� �K�D�Y�H�� �D�Q�� �L�P�S�D�F�W�� �R�Q�� �D�� �W�R�X�U�L�V�W�¶�V�� �G�H�F�L�V�L�R�Q-making process when 

selecting a destination to visit. This finding is significant in explaining the previous 

contradictory research findings. It suggests that, although some contemporary tourists may not 
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be influenced by cultural values when building a bond with a destination, cultural values can 

still play a critical role when it comes to destination preference. Past research supports the 

findings that tourists may be influenced by the social expectations and norms of culture 

regarding travel and tourism (Seongseop Kim and  McKercher, 2011). For example, in some 

cultures, it may be expected that one will visit certain destinations or engage in specific 

activities while traveling. 

3d: Tourist personality, destination preference, and place attachment 

�$���W�R�X�U�L�V�W�¶�V���S�H�U�V�R�Q�D�O�L�W�\���L�V���W�K�H���V�W�U�R�Q�J�H�V�W���S�U�H�G�L�F�W�R�U���R�I��destination preference and place attachment. 

This means people select the destinations that most suit their personal characteristics. This, of 

course, comes from the basis that different tourist destinations have different personalities 

(Ekinci and  Hosany, 2006). The congruence between destinations and tourist personalities 

influences destination selection and, over the long-term with repeat visits, it results in an 

emotional bond with a place known as place attachment (Lee, 1999). These results are aligned 

with the past research on the links between place attachment and tourist personality. For 

example, Lepp and Gibson (2008) report that, because of the relationship between tourist 

personality and destination preference�����D���S�H�U�V�R�Q�¶�V���S�H�U�V�R�Q�D�O�L�W�\���F�D�Q���K�D�Y�H���D�Q���L�Q�I�O�X�H�Q�F�H���R�Q���W�K�H�L�U��

attachment to a given place. An individual who is more extroverted or adventurous may be 

more likely to choose a destination that is unfamiliar to them. Additionally, a person with a 

more outgoing personality may be more likely to form an emotional connection with a place 

than someone who is more introverted (Larsen and  Ketelaar, 1991).  

3e: The mediating role of destination preference 

H5a, H5b and H6a, H6b were supported as destination preference significantly mediated all 

hypothesised paths. Notably, the relationship between cultural values and place attachment was 

insignificant in the direct manner, but significant in the mediation analysis. This means that 

when tourists choose a destination based on cultural values, then the chances of becoming 

attached to that place are high. It seems logical that tourists would develop an emotional bond 

with the destination of their choice. Similarly, other mediated paths were also significant and 

in line with past studies on the mediating role of destination preference. For example, Su and 

Huang (2018) find that destination preferences shaped through social factors positively 
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influence place attachment. Similarly, another study conducted on the personal normative 

forces and their link with destination preference explains a positive link between place loyalty 

(or attachment) and destination preference (Stylos, Vassiliadis, Bellou and  Andronikidis, 

2016). 

3f: The moderating role of a travel companion  

All hypotheses on the mediating role a travel companion plays were supported. Five different 

types of travel companions were tested as moderators �± these being family, friends, partners, 

colleagues, and alone. A multi-group moderation analysis was run using the latest versions of 

SPSS and AMOS. These travel partners moderated the overall model level and most of the 

individual paths affecting these relationships were also significant. However, some of the paths 

were insignificant. The difference in chi-square value between the constrained and 

unconstrained model was greater than the 3.84 chi-�V�T�X�D�U�H���Y�D�O�X�H�����û�$����� �������������������D�Q�G���W�K�H���G�H�J�U�H�H�V��

of freedom was 4 at p<.05, which provides justification for the significance of moderation 

analysis (Steenkamp and  Baumgartner, 1998). Overall, the results suggest that tourists have a 

different experience if they travel with their partner. Additionally, tourists who travel with their 

partner, family, or friends tend to develop a stronger bond with places they visit than when 

travelling with colleagues or alone, which had the lowest score of the analysis. These results 

align with already available knowledge on the moderating role of travelling companions. As 

Rhama (2023) reports, travelling with a companion can increase the relationship between 

different norms, individual personalities, and place attachment in a number of ways. For 

example, spending time together in a new environment can help to establish shared experiences 

and memories, which can lead to a stronger sense of connection and attachment to that place 

(Soonsan and  Somkai,  2023).  

Interconnection of study1, study 2, and study 3 

�7�K�H�V�H�� �W�K�U�H�H�� �L�Q�W�H�U�F�R�Q�Q�H�F�W�H�G�� �S�D�S�H�U�V�� �V�L�J�Q�L�I�L�F�D�Q�W�O�\�� �D�G�Y�D�Q�F�H�� �W�K�H�� �I�L�H�O�G�¶�V�� �X�Q�G�H�U�V�W�D�Q�G�L�Q�J�� �R�I�� �W�K�H��

relationships between norms, tourist loyalty, and attachment behaviours. Starting with Study 

1, the systematic literature review provides a foundational overview of norms in the tourism 

sector, highlighting the inconsistent conceptualisations and dimensionality in existing studies. 

This review identifies theoretical gaps and measurement issues related to norms in tourist 
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behaviour, emphasising the need for a more comprehensive understanding. The practical 

implications of Study 1 are crucial as they should guide practitioners to develop more effective 

marketing strategies, setting the stage for a deeper exploration of norms in subsequent studies. 

Building on the insights from Study 1, Study 2 delves into the relationship between various 

�Q�R�U�P�V�� �D�Q�G�� �W�R�X�U�L�V�W�V�¶�� �O�R�\�D�O�W�\�� �E�H�K�D�Y�L�R�X�U�V���� �7�K�L�V�� �U�H�V�H�D�U�F�K�� �V�S�H�F�L�I�L�F�D�O�O�\�� �L�Q�Y�H�V�W�L�J�D�W�H�V�� �W�K�H�� �L�P�S�D�F�W�� �R�I��

subjective norms on intentions to revisit and positive WoM, employing injunctive and 

descriptive norms as predictors. The study introduces personal and cultural norms as mediators, 

�U�H�Y�H�D�O�L�Q�J�� �V�L�J�Q�L�I�L�F�D�Q�W�� �G�L�U�H�F�W�� �D�Q�G�� �L�Q�G�L�U�H�F�W�� �H�I�I�H�F�W�V�� �R�Q�� �W�R�X�U�L�V�W�V�¶�� �E�H�K�D�Y�L�R�X�U�D�O�� �L�Q�W�H�Q�W�L�R�Q�V���� �%�\��

incorporating normative conduct theory and the theory of planned behaviour, Study 2 expands 

�W�K�H�� �H�P�S�L�U�L�F�D�O�� �D�Q�G�� �W�K�H�R�U�H�W�L�F�D�O�� �H�Y�L�G�H�Q�F�H�� �V�X�U�U�R�X�Q�G�L�Q�J�� �W�R�X�U�L�V�W�V�¶�� �V�X�E�M�H�F�W�L�Y�H���� �F�X�O�W�X�U�D�O���� �D�Q�G�� �V�R�F�L�D�O��

norms. The findings provide valuable insights for marketers and government bodies, setting 

the stage for a more comprehensive understanding of the factors influencing tourist loyalty. 

Study 3 complements the previous two studies by adopting a multiple perspective approach to 

�H�[�S�O�R�U�H���K�R�Z���Q�R�U�P�V�����S�H�U�V�R�Q�D�O���F�K�D�U�D�F�W�H�U�L�V�W�L�F�V�����D�Q�G���G�H�V�W�L�Q�D�W�L�R�Q���S�U�H�I�H�U�H�Q�F�H�V���L�Q�I�O�X�H�Q�F�H���D���W�R�X�U�L�V�W�¶�V��

place attachment. This study goes beyond mere behavioural intentions, delving into the 

emotional connection tourists develop with a chosen destination. Study 3 uncovers significant 

direct and indirect effects of subjective and descriptive norms on place attachment, with 

cultural norms being surprisingly insignificant. Furthermore, the research reveals that 

�G�H�V�W�L�Q�D�W�L�R�Q�� �S�U�H�I�H�U�H�Q�F�H�� �D�Q�G�� �D�� �W�R�X�U�L�V�W�¶�V�� �R�Z�Q�� �S�H�U�V�R�Q�D�O�L�W�\�� �S�O�D�\�� �F�U�X�F�L�D�O�� �U�R�O�H�V�� �L�Q�� �P�H�G�L�D�W�L�Q�J�� �D�Q�G��

moderating the relationship between antecedents and place attachment. The eye-tracking 

experiment in Study 3 adds a unique dimension by demonstrating that tourists are more 

attached to destinations with heritage attributes. This study offers nuanced insights for 

destination marketing and management, completing the triad of research by highlighting the 

emotional and psychological aspects of tourist attachment. 

The progression from Study 1 to Study 3 provides a comprehensive understanding of norms in 

the tourism sector. Starting with an overview and identification of gaps in norm 

conceptualisation (Study 1), moving on to exploring the relationship with loyalty behaviours 

(Study 2), and finally, delving into the emotional attachment aspect (Study 3). Thus, these 
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interconnected studies collectively contribute to advancing the field's knowledge. The 

synthesis of these papers enhances our understanding of how norms shape tourist behaviour 

and attachment, offering practical implications for marketing strategies and destination 

management.  

7.5 Implications for theory and practice 

This thesis contains some useful conclusions and make several important contributions to both 

theory and practice. For example, this research reveals that the expectations of others, local 

norms, and self-characteristics can influence the intentions of travellers. Additionally, 

attachment behaviours, decision-making, and recommendations can be influenced by 

normative psychology. By analysing the results of this research through various normative and 

behavioural theories, these findings bridge the gap between the theoretical and practical 

perspectives on tourism. These theories include the theory of planned behaviour, the theory of 

normative conduct, and social congruity theory. Since most of the studies reviewed for this 

thesis only use subjective norms to study tourist behaviour, in the future, researchers might 

expand their scope beyond this traditional paradigm. It could also be valuable to incorporate 

new methods into the research, such as text-based topic modelling, or extend the scope of the 

sample to include tourism workers and host communities.  

One of the aims of this thesis was to contribute to the field of behavioural studies and normative 

psychology pertaining to tourists by providing some useful recommendations. Although there 

has been a substantial increase in the number of studies examining the link between these two 

disciplines, there are still gaps that need to be filled. For example, the attachment people have 

to a destination can be influenced by various factors beyond its offerings and experiences. For 

instance, if a destination is popular among certain individuals, or if someone important to the 

target individual expects to visit that destination, that can foster an emotional bond to that 

destination. The findings of this thesis provide valuable information on the role that social 

factors can play in influencing the attachment behaviours of travellers. It also emphasises the 

need for further research to examine these topics. 
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7.6 Theoretical implications 

This thesis encompasses three sub-studies that collectively add to the existing body of 

knowledge in tourism and hospitality marketing, while also enriching the literature on 

normative psychology. For example, Study 1: A systematic quantitative literature review on 

norms in the tourism and hospitality industry provides important theoretical applications for 

future research in this area. One key recommendation is for researchers to focus on developing 

a deeper understanding of the various dimensions of the concept of norms and their theoretical 

backgrounds. Further, the study highlights the importance of differentiating the construct of 

norms from other similar constructs, such as emotions. Researchers can use this understanding 

to explore how the dimensions of norms can be used to predict the behaviour and attitudes of 

the target population. Thus, the study provides important theoretical insights into the construct 

of norms in the context of the tourism and hospitality industry. 

Another theoretical application from the systematic review is the need for future studies to 

identify the most effective ways of measuring norms in the tourism and hospitality context. 

The study highlights the varying ways of measuring norms that have been used in previous 

research, including the extent to which people approve or disapprove of a behavioural 

dimension, the formulation of multiple items, and factorial surveys. The study recommends 

that future research should focus on the theoretical development of norms to provide a clearer 

justification for using various theoretical backgrounds and measures in the design and 

implementation of norm-specific measurements or dimensions. This can help researchers better 

understand the role of norms in changing the behaviour of tourists while providing practical 

implications for industry. 

Similarly, the empirical studies (Studies 2 and 3) also offer important theoretical applications. 

For example, by examining the determinants of tourist loyalty beyond attitudes to destinations 

and tourist satisfaction, these studies provide important theoretical implications for the 

literature on tourism loyalty. Study 2??/3?? demonstrates that customer loyalty is a 

consequence of personal and cultural norms, which are influenced by subjective norms. 

Additionally, Study 2/3?? validates the influence of education on tourism activities, indicating 

that different levels of education can significantly moderate the relationships found. 
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These studies also extend the use of normative conduct theory in the field of tourism. This can 

help researchers and practitioners better understand how normative influences affect human 

behavioural intentions in the tourism industry. Moreover, the empirical research suggests that 

leveraging norms could support the development of sustainable tourism, providing important 

theoretical implications for the sustainable tourism literature. The study recommends that 

future research should focus on using norms to predict the sustainable activities tourists might 

like to participate in, along with developing sustainable tourism strategies that target personal 

and cultural norms. 

In addition, the two empirical studies provide important theoretical applications for 

understanding the role of different types of norms in influencing tourist decision-making and 

attachment behaviours. The studies distinguish between subjective norms, descriptive norms, 

cultural norms, and injunctive norms, examining the role of all these types of norms in 

predicting attachment behaviour in tourists. Another theoretical application from empirical 

research is the use of an integrated model following social congruity theory and the theory of 

�Q�R�U�P�D�W�L�Y�H�� �F�R�Q�G�X�F�W�� �W�R�� �X�Q�G�H�U�V�W�D�Q�G�� �W�R�X�U�L�V�W�V�¶�� �E�H�K�D�Y�L�R�X�U�V���� �7�K�L�V�� �L�Q�W�H�J�U�D�W�L�R�Q�� �S�U�R�Y�L�G�H�V�� �D�� �I�U�H�V�K��

perspective to deepen our understanding of the norms described in the theory of planned 

behaviour. These insights should help researchers and practitioners better understand how 

�V�X�E�M�H�F�W�L�Y�H�� �D�Q�G�� �F�X�O�W�X�U�D�O�� �Q�R�U�P�V�� �D�I�I�H�F�W�� �W�R�X�U�L�V�W�V�¶�� �E�H�K�D�Y�L�R�X�U�D�O�� �L�Q�W�H�Q�W�L�R�Q�V���� �$�G�G�L�W�L�R�Q�D�O�O�\���� �W�K�L�V��

knowledge can also be used to develop marketing strategies that target personal and cultural 

norms to increase customer attachment.  

Hence, the thesis provides a robust theoretical foundation that justifies the recommendations 

presented. Across the three sub-studies, key theoretical implications are grounded in an 

extensive review and empirical examination of norms in tourism and hospitality. Study 1 

systematically identifies gaps in the literature, emphasizing the need for researchers to explore 

the multiple dimensions of norms, such as differentiating norms from related constructs like 

emotions and developing improved measurement techniques. Empirical studies 2 and 3 further 

validate these theoretical insights by demonstrating how personal and cultural norms, shaped 

by subjective influences, directly affect tourist loyalty and sustainable behavior. Additionally, 

these studies contribute to normative conduct theory and social congruity theory, offering 
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deeper insights into how normative factors influence tourist behavior. Thus, the generalizations 

made are well-supported by both literature review and empirical evidence, and the call for 

future research to delve deeper into these dimensions is justified as it aims to refine the 

conceptual understanding of norms and their practical applications in tourism marketing.  

7.7 Managerial implications 

This thesis also offers some practical applications for tourism stakeholders. For example, the 

literature review in Chapter 3 highlights the importance of designing and presenting short, 

comprehensive, and influential messages through visuals, text, and images when undertaking 

promotional activities to attract tourists as these will increase their satisfaction and cultivate 

pro-environmental initiatives. As personal and subjective norms were found to be the most 

influential variables in most of the studies, tourism marketers should therefore focus on 

individual as well as collective norms when designing their marketing plans.  

The systematic review also suggests the role of social media in promoting tourism and the need 

for tourism marketers to leverage these platforms to attract and engage tourists. Further, the 

study highlights the importance of designing content that aligns with the values and beliefs of 

potential tourists to generate interest and create a positive impact. Additionally, the study 

suggests that tour operators should provide tourists with opportunities to participate in pro-

environmental activities and make positive contributions to the environment, which can 

improve tourist satisfaction and enhance their experience. 

Similarly, the two empirical studies also provide useful insights for the marketers and managers 

of tourism related businesses. Study 2 is a quantitative investigation into the matter of loyalty. 

i.e., intentions to revisit and positive WoM, while Study 3 uses a mixed methods approach to 

uncover the story behind place attachment. These studies provide suggestions on how to gain 

�D���F�R�P�S�H�W�L�W�L�Y�H���D�G�Y�D�Q�W�D�J�H�� �D�Q�G���V�X�V�W�D�L�Q���W�K�H���W�R�X�U�L�V�P���L�Q�G�X�V�W�U�\���E�\�� �X�Q�G�H�U�V�W�D�Q�G�L�Q�J���W�R�X�U�L�V�W�V�¶���L�Q�W�H�U�Q�D�O��

and external motivations. Playing to these motivations should foster positive WoM and 

�L�Q�F�U�H�D�V�H�� �D�� �F�X�V�W�R�P�H�U�¶�V�� �L�Q�W�H�Q�W�L�R�Q�� �W�R�� �U�H�Y�L�V�L�W���� �7�R�� �S�U�R�P�R�W�H�� �W�R�X�U�L�V�P�� �D�F�W�L�Y�L�W�L�H�V���� �V�X�F�K�� �D�V�� �V�S�U�H�D�G�L�Q�J��

positive WoM or planning to revisit a tourist destination, marketers should provide verbal or 

visual illustrations of how authority figures perform tourism activities and expect the same 
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�I�U�R�P���W�K�H�L�U���I�R�O�O�R�Z�H�U�V�����,�Q���D�G�G�L�W�L�R�Q�����W�K�H���H�P�S�L�U�L�F�D�O���V�W�X�G�L�H�V���V�X�J�J�H�V�W���W�K�D�W���D���W�R�X�U�L�V�W�¶�V���L�Q�W�H�Q�W�L�R�Q���W�R���U�H�Y�L�V�L�W��

a destination can also be influenced by the quality of their previous experience and the extent 

to which their expectations were met. Therefore, tourism marketers should focus on enhancing 

the quality of service and ensuring that tourists have a positive experience that exceeds their 

expectations. 

�)�X�U�W�K�H�U�P�R�U�H�����W�K�L�V���W�K�H�V�L�V���R�I�I�H�U�V���Y�D�O�X�D�E�O�H���L�Q�V�L�J�K�W���L�Q�W�R���W�K�H���I�D�F�W�R�U�V���W�K�D�W���L�Q�I�O�X�H�Q�F�H���D���W�R�X�U�L�V�W�¶�V���F�K�R�L�F�H��

�R�I���G�H�V�W�L�Q�D�W�L�R�Q�V���D�Q�G���K�R�Z���W�K�H�V�H���F�D�Q���E�H���X�V�H�G���W�R���H�Q�K�D�Q�F�H���D���E�X�V�L�Q�H�V�V�¶�V���F�R�P�S�H�W�L�W�L�Y�H���D�G�Y�D�Q�W�D�J�H�����7�R��

attract domestic tourists, businesses should focus on activities at heritage sites and develop a 

comprehensive marketing and communications plan to create a strong emotional connection 

between the destination and its visitors. In terms of international tourists, the convenience of 

the location is an essential factor. Therefore, businesses can focus on developing effective 

positioning and content strategies to celebrate the ancient civilizations that inspired the site and 

create a stronger sense of place identity. Finally, creating a strong sense of place identity is of 

the utmost importance in attracting and retaining tourists. Businesses should focus on 

developing a unique value proposition that highlights the distinctive features and attributes of 

their tourist destination(s) and use these attributes in their marketing campaigns to attract 

tourists of similar personality features. For this purpose, using digital technologies could be 

more effective at creating personalised and interactive experiences that cater to the preferences 

and interests of individual tourists.  

In conclusion, the findings emphasize the importance of aligning marketing strategies with 

personal and collective norms to enhance tourist engagement. For instance, the study advocates 

for crafting messages that resonate with the values and beliefs of target audiences, integrating 

pro-environmental initiatives into promotional activities, and leveraging digital technologies to 

create personalized experiences. Additionally, empirical insights suggest that enhancing 

service quality and creating a strong sense of place identity are critical for increasing tourist 

satisfaction and revisitation intentions. These recommendations provide a more nuanced 

approach to marketing, focusing on tailoring strategies to the internal and external motivations 

of tourists, thereby offering a competitive advantage in the tourism industry. 
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7.8 Limitations and recommendations for future research 

This thesis is not without limitations. As the thesis is comprised of three research papers, each 

paper has its own limitations and future recommendations. For example, the first study is a 

systematic quantitative literature review that involves a selective and retrospective approach. 

While screening for relevant articles, some may have been excluded due to perceived 

irrelevance, which may limit the overall scope of the study. Therefore, it is recommended that 

future researchers should explore norms from different theoretical backgrounds and use 

additional keywords to broaden the search. Furthermore, the study only focused on descriptive, 

injunctive, personal, and cultural norms, while other types of norms, such as religious, societal, 

and family norms, as well as different aspects of norms, such as integrated, interjected, morals, 

emotions, beliefs, and values, could be included in future studies. 

Similarly, the two empirical studies also have some limitations that can be addressed in future 

research. For example, it is worth noting that these studies were situated in the top tourism 

destinations of Pakistan, which may limit the generalisability of the findings to other 

populations. Therefore, future research should include other tourism destinations and 

populations to validate the results and increase the generalisability of this thesis. In addition, 

as the study relied on self-reported data, the findings may be subject to social desirability bias. 

Also, the COVID-19 pandemic may have affected tourists' attitudes and behaviours, which 

should be considered in the interpretation of the findings. 

The empirical studies in this thesis are interrelated, as they both examine aspects of tourist 

behaviours in the tourism context �± these being loyalty and attachment behaviours. In the third 

research paper, two separate studies were conducted, an online survey and an experiment. The 

survey found that a majority of tourists reported feeling attached to heritage destinations, while 

the experiment aimed to validate these self-reported responses using eye-tracking experiments. 

However, it should be noted that interpreting eye-tracking data as indicators of excitement or 

happiness is subjective and requires careful analysis and proper application in the practical 

world. In addition, the survey used purposive sampling, which may affect the generalisability 

of the results. Future research may consider using a random sampling method to increase the 

validity of the study. Finally, the study only examined place attachment from a normative 
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perspective and did not consider other potential norms, such as religious or family norms, 

which can be included in the future studies to enhance applicability. 

7.9 Summary 

This chapter discussed the research findings related to the three research questions of this 

thesis. The first paper was based on a systematic quantitative literature review using secondary 

data, while the second paper employed an empirical cross-sectional self-administered survey. 

The third paper followed a mixed-method research approach consisting of a quantitative study 

and an experiment. These studies aimed to address gaps identified from the literature review 

by incorporating normative and behavioural theories. The theoretical and practical 

contributions of the three studies as well as their limitations are also discussed in this chapter, 

which both provide opportunities for future research.   
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Appendices 

Appendix 1. Griffith University Thesis Policy  
Home > Research > Griffith Graduate Research School > Preparing your thesis > Inclusion of 

papers within the thesis 

Inclusion of papers within the thesis 

This information is not relevant to those candidates enrolled in the PhD by Prior Publication 
program, 6002 or 6024. Candidates enrolled in the PhD by Prior Publication should refer to 
the degree finder for program-specific thesis formatting information. 

HDR candidates may include one or more papers within the body of their thesis if the papers 
have been produced under supervision and during the period of candidature; and where the 
quality is appropriate to Doctoral or Masters (Research) level research. A thesis prepared in 
this way is a different thesis format, it is not a different degree. There are several advantages 
to organising a thesis in this way: 

�x Preparing papers for publication saves time when preparing the thesis for examination 
as papers may make up one or several chapters within the thesis 

�x It is to your advantage to publish work from your thesis as a means of disseminating 
your research and developing your writing skills 

�x It may improve the quality of your thesis as part of your thesis has already been 
subjected to peer review 

�x Examiners may have more confidence in your thesis if they can see that you have 
already published your research and you will have already met one of the criteria of 
examination, with the thesis suitable for publication. 

As a candidature requirement, all doctoral candidates are expected to have at least one peer 
reviewed output accepted for publication during candidature. Candidates are encouraged to 
include this publication in the body of the thesis. 

Requirements for inclusion of papers within the thesis 
A higher degree by research program involves independent as well as supervised study, 
resulting in significant and original research outcomes presented in the form of a thesis or 
exegesis. While including papers in a thesis may be appropriate for specific research projects, 
it may not be suitable for all. For example, collaborative projects with multiple co-authors can 
make it challenging for examiners to assess the candidate's own work. Furthermore, if primary 
data is not collected until later in the candidature or if the research does not produce a logical 
sequence of papers that can be integrated into a whole, the inclusion of papers may not be the 
most suitable format for thesis. 

Candidates should also consider whether this thesis format is an accepted practice within their 
discipline and likely to be received well by the thesis examiners (refer also to the examination 
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requirements below). Candidates are required to consult with their supervisor(s) early in their 
candidature to determine if this thesis format is appropriate. It is expected that candidates will 
identify as part of the confirmation of candidature milestone if their thesis is to be prepared in 
this format. Candidates should consult their Group specific guidelines in addition to the 
requirements detailed below. Candidates are also encouraged to attend the workshop: 
�µ�,�Q�F�O�X�V�L�R�Q���R�I���S�D�S�H�U�V���Z�L�W�K�L�Q���D���W�K�H�V�L�V�¶���R�I�I�H�U�H�G���E�\���W�K�H���*�U�L�I�I�L�W�K���*�U�D�G�X�D�W�H���5�H�V�H�D�U�F�K���6�F�K�R�R�O�� 

Refer also to the Griffith University code for the Responsible Conduct of Research (PDF, 
202k), specifically the sections pertaining to publication ethics and the dissemination of 
research findings, and authorship. 

Status of papers: A thesis may include papers that have been submitted, accepted for 
publication, or published. Some disciplines may specify a variation to the status of papers 
requirement, refer to your Group specific guidelines. 
 
Type of papers: For the purpose of this requirement, papers are defined as a journal article, 
conference publication, book or book chapter. Papers which have been rejected by a publisher 
must not be included unless they have been substantially rewritten to �D�G�G�U�H�V�V���W�K�H���U�H�Y�L�H�Z�H�U�V�¶��
comments or have since been accepted for publication. Some disciplines may specify a 
variation to the type of papers requirement, refer to your Group specific guidelines. 
 
Number of papers: A thesis may be entirely or partly comprised of papers. A paper maybe 
included as a single chapter if the paper contributes to the argument of the thesis, or several 
papers may form the core chapters of the theses where they present a cohesive argument. Where 
a thesis is entirely comprised of papers, there is no minimum requirement for the number of 
papers that must be included (except as noted below) and is a matter of professional judgment 
for the supervisor and the candidate. Overall, the material presented for examination needs to 
reflect the research thesis standard required for the award of the degree. 

Where a thesis is entirely comprised of papers, some disciplines may specify a minimum 
number of papers to be included, refer to your Group specific guidelines. 

Authorship: The candidate should normally be principal author (that is, responsible for the 
intellectual content and the majority of writing) of any work included in the body of the thesis. 
Where a paper has been co-authored, the candidate is required to have made a substantial 
contribution to the intellectual content and writing. Co-authored work in which the candidate 
was a minor author can only be used and referenced in the way common to any other research 
publication cited in the thesis. A signature from the corresponding author is required in order 
to include co- authored material in the body of the thesis, refer to the declarations section below. 
For co-authored papers, the attribution of authorship must be in accordance with the Griffith 
University code for the Responsible Conduct of Research (PDF, 202k), which specifies that 
authorship must be based on substantial contributions in one or more of: 
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�x Conception and design of the research project 
�x Analysis and interpretation of research data 
�x Drafting or making significant parts of the creative or scholarly work or critically 

revising it so as to contribute significantly to the final output. 

Some disciplines may specify a variation to the authorship requirement, refer to your Group 
specific guidelines. 

Quality of papers: Candidates should endeavour to publish their research in high-quality, peer-
reviewed publications. Papers to be included in the body of the thesis should be published (or 
submitted for publication) in reputable outlets that are held in high regard in the relevant field 
of research. Candidates can consult their supervisor(s) for advice on suitable publications 
specific to their research discipline. Some disciplines may specify quality standards that must 
be met for papers to be included, please see below for Group-specific guidelines. 
The library provides detailed support and advice to candidates on choosing journals in which 
�W�R���S�X�E�O�L�V�K�����&�D�Q�G�L�G�D�W�H�V���V�K�R�X�O�G���W�D�N�H���F�D�U�H���W�R���D�Y�R�L�G���µ�S�U�H�G�D�W�R�U�\�¶���M�R�X�U�Q�D�O�V���D�Q�G���S�X�E�O�L�V�K�H�U�V�� 

�‡ Scholarly publishing strategies 
�‡ Open research: Make your research visible 

Copyright: As copyright in an article is normally assigned to a publisher, the publisher must 
give permission to reproduce the work in the thesis and put a digital copy on the institutional 
repository. Information on how to seek permission is available at: Copyright and Articles in 
thesis. If permission cannot be obtained, students may still include the publication in the body 
of the thesis, however following examination the relevant chapter(s) will be redacted from the 
digital copy to be held by the Griffith University Library so that the copyright material is not 
made publicly available in the institutional repository. Students are required to advise the 
copyright status of each publication included in the thesis via a declaration to be inserted in the 
thesis, as detailed below. 
Students requiring further advice regarding copyright issues can contact the Information Policy 
Officer on (07) 3735 5695 or copyright@griffith.edu.au. 

Group and discipline requirements 
 
Some groups or elements may specify additional requirements for including papers within a 
thesis, refer below: 

�x Arts, Education and Law 
�x Griffith Business School (PDF, 214k) 
�x Griffith Health 
�x Griffith Sciences (PDF, 271k) 

Format of thesis  

General: Consult the thesis preparation and formatting guidelines for general information about 
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the requirements for formatting the thesis. Some disciplines may specify a variation to the 
thesis format requirements below, refer to your Group specific guidelines. 
Structure of thesis and linking chapters 
The structure of the thesis will vary depending on whether the thesis is partly or entirely 
comprised of papers. Whatever the format, the thesis must present as a coherent and integrated 
body of work in which the research objectives, relationship to other scholarly work, 
methodology and strategies employed, and the results obtained are identified, analysed and 
evaluated. 
A thesis should include a general introduction and general discussion to frame the internal 
chapters. The introduction should outline the scope of the research covered by the thesis and 
include an explanation of the organisation and structure of the thesis. The general discussion 
should draw together the main findings of the thesis and establish the significance of the work 
as a whole and should not just restate the discussion points of each paper. 
It is important that candidates explicitly argue the coherence of the work and establish links 
between the various papers/chapters throughout the thesis. Linking text should be added to 
introduce each new paper or chapter, with a foreword which introduces the research and 
establishes its links to previous papers/chapters. 
Depending on the content of the paper(s) and nature of research, a research methods chapter 
may also be necessary to ensure that any work that is not included in the paper(s), but is integral 
to the research, is appropriately covered. Any data omitted from a paper may also be included 
as an addendum to the thesis. 
For further information on the thesis structure, refer to the following examples of acceptable 
ways to format the thesis when including papers. 

�‡ See Examples of Table of Contents (PDF, 39k) 
Format of papers 
The papers may be rewritten for the thesis according to the general formatting guidelines; or 
they can be inserted in their published format, subject to copyright approval as detailed above. 
Pagination: Candidates may repaginate the papers to be consistent with the thesis. However, 
this is at the discretion of the candidate. 
Declarations: All theses that include papers must include declarations which specify the 
publication status of the paper(s), your contribution to the paper(s), and the copyright status of 
the paper(s). The declarations must be signed by the corresponding author (where applicable). 
If you are the sole author, this still needs to be specified. The declaration will need to be inserted 
at the beginning of the thesis, and for any co-authored papers, additional declarations will need 
to be inserted at the beginning of each relevant chapter. You may wish to consult 
the declaration requirements for inclusion of papers under Thesis Structure to ensure that you 
insert the correct declaration(s) within the thesis. Please note that completion of the 
declaration(s) does not negate the need to comply with any other University requirement 
relating to co-authored works as outlined in the Griffith University code for the Responsible 
Conduct of Research (PDF, 202k). 
  
Examination requirements  
 
Assessment by examiners: Candidates who wish to include papers within their thesis, and who 
have determined that this thesis format is appropriate to the research project, should also 
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consider whether this thesis format will be well received by the thesis examiners. The inclusion 
of papers may negatively impact on the thesis upon assessment by the examiners where: the 
thesis format is not a common or accepted practice within the candidates discipline area; where 
the inclusion of co-authored papers makes it difficult for the examiner to establish the 
independence and originality of the candidates work; where the thesis does not present to the 
examiner as an integrated whole; or where there is too much repetition in the thesis which an 
examiner may view as a weakness. 
Theses that include papers are subject to the same examination criteria as theses submitted in 
the traditional format. It should also be noted that the inclusion of published papers within the 
thesis does not prevent an examiner from requesting amendments to that material. 
Candidates should discuss the suitability of this thesis format for examination with their 
supervisor(s). 
Nomination of examiners 
It is the responsibility of the principal supervisor to nominate thesis examiners, and the process 
dictates that the principal supervisor must approach all nominees to determine their willingness 
�W�R���H�[�D�P�L�Q�H�����:�K�H�U�H���D���F�D�Q�G�L�G�D�W�H�¶�V���W�K�H�V�L�V���L�V���I�R�U�P�D�W�W�H�G���W�R���L�Q�F�O�X�G�H���S�D�S�H�U�V�����W�K�H���S�U�L�Q�F�L�S�D�O���V�X�S�H�U�Y�L�V�R�U��
must also ensure that the examiners are familiar with and/or accepting of, this thesis format. 
�8�S�R�Q���G�L�V�S�D�W�F�K���R�I���D���F�D�Q�G�L�G�D�W�H�¶�V���W�K�H�V�L�V���W�R���D�Q���H�[�D�P�L�Q�H�U�����W�K�H���H�[�D�P�L�Q�H�U���Z�L�O�O���E�H���U�H�P�L�Q�G�H�G���W�K�D�W���W�K�H��
thesis has been formatted to include papers. The examiner will also be provided with the 
relevant information and regulations regarding this thesis format. 
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Appendix 3. Ethical Clearance 

GRIFFITH UNIVERSITY HUMAN RESEARCH ETHICS REVIEW 
 
 
Dear Dr Aaron Hsiao 
 
 
I write further to the additional information provided in relation to the provisional approval 
granted to your application for ethical clearance for your project "Investigating the influence 
of norms on tourist behavioural intentions" (GU Ref No: 2022/167). 
 
This is to confirm that this response has addressed the comments and concerns of the Griffith 
University Human Research Ethics Committee (GUHREC). 
 
The GUHREC resolved to grant your application a clearance status of "Fully Approved". 
 
Consequently, you are authorised to immediately commence this research on this basis. 
 
 
 
 
Regards 
 
Kim Madison 
 
Acting Manager, Research Ethics and  Integrity 
Office for Research 
Griffith University | Nathan | QLD 4111 | Level 0, Bray Centre 
T +61 7 373 54375 | email: k.madison@griffith.edu.au  
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Appendix 4. Participant Information Sheet  
  

 
PARTICIPANT INFORMATION SHEET  

 
�³�7�K�H���L�Q�I�O�X�H�Q�F�H���R�I���Q�R�U�P�V���R�Q���W�R�X�U�L�V�W���E�H�K�D�Y�L�R�X�U�D�O���L�Q�W�H�Q�W�L�R�Q�V�´ 

 
 

Who is conducting the 
research 

Senior Investigators: Dr. Aaron Hsiao  
Associate Professor Catherine Prentice 
Associate Professor Dr. Xin Jin 
  
 
PhD candidate 
Allah Wasaya 
Griffith Business School / THS 

 
  

 
Purpose of the research  
  
This research is going to be conducted to fulfil the requirement of the doctoral 
study at Department of Tourism, Sport and Hotel Management. The respondents 
in this study will be local tourists at Pakistani tourist destinations. This research 
�L�V���D���S�D�U�W���R�I���D���G�R�F�W�R�U�D�O���V�W�X�G�H�Q�W�¶�V���G�H�J�U�H�H�� 
 
What we will ask from the participants  
  
Participants will be asked to answer a few questions relevant to their destination 
preference and what influences it. It will take about 10 to 15 minutes to complete 
the questionnaire.   
  
The basis by which participants will be selected  
  
Participants will be selected if they are local tourists at the local destinations aging 
18 years and above having a minimum income of Pakistani Rupees 20,000. 
Tourists with or without a university degree will be selected.  
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The expected benefits of the research 
  
This research has several benefits. The ultimate purpose of the research is to 
provide tourists a better experience by developing and sustaining the tourist 
destinations. For example, Government of Pakistan and other tourism 
stakeholders will get insights �U�H�J�D�U�G�L�Q�J���W�R�X�U�L�V�W�V�¶���S�U�H�I�H�U�H�Q�F�H�V���D�Q�G���L�Q�I�O�X�H�Q�F�H�U�V���R�I��
their behaviors.   
 
Risks to research team 
  
The research team do not have any potential risk in conducting the research.  
 
Your confidentiality   
We (the research team) assure that no personal information of tourists will be 
gathered like their name, email address or any other document which may show 
their identity. 
 
Your participation is voluntary  
 
Participation is voluntary. You may withdraw from the research without 
explanation or penalty up until submission of the questionnaire.   
 
�3�D�U�W�L�F�L�S�D�Q�W�¶�V���U�L�V�N���V�W�D�W�H�P�H�Q�W 
There are no foreseeable risks associated with participation in this research.  
 
Data storage and deletion  
Research data will be retained in a password protected electronic file at Griffith 
University for a period of five years from the date of the final publication before 
being destroyed.  
 
Questions / further information 
 
Do you have any questions now? If you have questions later, please contact me 
at +61448433167 or via email at   
 
If you have any adverse effects or concerns about the research, please contact the 
primary investigator at  (Dr. Aaron Hsiao) or contact the 
Manager, Research Ethics on 3735 4375 or research-ethics@griffith.edu.au. 



 

239 

 

The primary contact person is the research student who is currently living in his 
home country (Pakistan) and will answer all the questions of participants in native 
language. Also, Manager, Research Ethics, Griffith University will be promptly 
notified if any adverse events occur or if any concerns or complaints are received 
about the ethical conduct of this research, or if the project is suspended or 
discontinued for any reason. 
 
Feedback to you 
 
The research will be used only for study purposes and feedback (like summary of 
the research results) will be provided regarding overall results to the respondents 
via electronic mail (e.g., email).   
 
Privacy Statement �± non disclosure 
 
We do not require any of your personal information like your name, email address 
or any other document which may show your identity. Still, your responses will 
be kept private and will be used only for study purposes in the doctoral degree. 
The data will be shared only with the university administration and a total privacy 
of your responses is guaranteed even if it does not contain your identity 
information. The research results will be reported in an academic thesis and may 
also be disseminated via journal articles and / or conference presentations.  For 
�I�X�U�W�K�H�U���L�Q�I�R�U�P�D�W�L�R�Q���F�R�Q�V�X�O�W���W�K�H���8�Q�L�Y�H�U�V�L�W�\�¶�V���3�U�L�Y�D�F�\���3�O�D�Q at  
http://www.griffith.edu.au/about-griffith/plans- publications/griffith-university-
privacy-plan or telephone (07) 3735 4375. 
 
Consent �± Questionnaires  
 
Completion of the questionnaire will be taken as your consent to participate in 
the research.  
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Appendix 5. Questionnaire for the online survey 
 

INVITATION TO PARTICIPATE IN A RESEARCH PROJECT  

My name is Allah Wasaya, and I am a Ph.D. student at Griffith University 
Australia.  I would like to invite you to participate in my research study to 
investigate normative influence on tourist behavior to provide a better tourism 
experience.  You may participate if you are a local tourist.  
As a participant, you will be asked to answer a few questions relevant to your 
destination preference and what influences your choice. It will take about 10 to 
15 minutes to complete the questionnaire.   
We do not require any of your personal information like your name, email address 
or any other document which may show your identity. Still, your responses will 
be kept private and will be used only for study purposes in the doctoral degree. It 
will cost you 10 to 15 minutes only. The data will be shared only with the 
university administration and a total privacy of your responses is guaranteed even 
if it does not contain your identity information.   
Participation is voluntary and it will not impact your standing/relationship if any 
with the Griffith University and the research site.   
If you would like to participate in this research study, please read each question 
in the questionnaire and select your option from the five points given at the end 
of each question.    
Do you have any questions now? If you have questions later, please contact me 
at +61448433167 or via email at  
If you have any adverse effects or concerns about the research, please contact the 
primary investigator at  (Dr. Aaron Hsiao) or the Griffith 
�8�Q�L�Y�H�U�V�L�W�\�¶�V���5�H�V�H�D�U�F�K���,�Q�I�R�U�P�D�W�L�R�Q���0�D�Q�D�J�H�P�H�Q�W���6�\�V�W�H�P���D�W�����������������������������������R�U��
(research- ethics@griffith.edu.au) if you have any concerns about the ethical 
conduct of the project; and cite the following details: (GU Ref No: 2022/167). 
For further information, please refer to the Participant information sheet.  
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Sr. 
No. Injunctive Norms  

Strongly 
Agree Agree Neutral Disagree 

Strongly 
Disagree 

1. 
People who are important to me will support me 
when I engage in tourism-related activities. 1 2 3 4 5 

2. 
People who are important to me try to convince me 
to show loyalty intentions. 1 2 3 4 5 

3. Most people who are important to me think I 
should show loyalty intentions.  

1 2 3 4 5 

4. People whose opinion I value would prefer me to 
show loyalty intentions.  

1 2 3 4 5 

5. Many of the people who are important to me 
insinuated that I should show loyalty intentions.  

1 2 3 4 5 

6. 
I want to get engaged in tourism-related activities 
because my spouse thinks I should do.   1 2 3 4 5 

7. 
I want to get engaged in tourism-related activities 
because my best friend think I should do.  1 2 3 4 5 

8. 
I want to get engaged in tourism-related activities 
because my mother thinks I should do.  1 2 3 4 5 

9. 
I want to get engaged in tourism-related activities 
because my father thinks I should do.  1 2 3 4 5 

10. I want to get engaged in tourism-related activities 
because my teacher thinks I should do.  

1 2 3 4 5 

Sr. 
No. 

Descriptive Norms  Strongly 
Agree 

Agree Neutral Disagree Strongly 
Disagree 

1. I believe that most people who are important to me 
show loyalty intentions. 

1 2 3 4 5 

2. 
I believe that most people who are important to me 
show loyalty intentions towards tourism.  1 2 3 4 5 

3. 
I believe that most people who are important to me 
want me engaged in tourism-related activities.  1 2 3 4 5 

4. 
I believe that most people who are important to me 
think it would be a good idea to engage in tourism-
related activities.  

1 2 3 4 5 

Sr. 
No. Personal Norms  Strongly 

Agree Agree Neutral Disagree Strongly 
Disagree 

1. I do feel a moral obligation to do activities that 
help tourism to grow. 

1 2 3 4 5 

2. I feel an obligation to revisit a tourist destination 
and spread positive WOM about it. 

1 2 3 4 5 

3. I sometimes have a bad conscience that I do not 
show loyalty intentions towards tourism. 

1 2 3 4 5 

4. 
I sometimes have a bad conscience that I do not 
revisit a destination or spread WOM about it. 1 2 3 4 5 



 

242 

 

5. I do feel a moral obligation to convince others to 
visit a tourism destination.  1 2 3 4 5 

Sr. 
No. Cultural Norms  

Strongly 
Agree Agree Neutral Disagree 

Strongly 
Disagree 

1. 
The well-�E�H�L�Q�J�� �R�I�� �O�R�F�D�O�� �S�H�R�S�O�H�� �D�W�� �W�R�X�U�L�V�W�V�¶��
destination is important to me. 1 2 3 4 5 

2. I feel good when I cooperate with others by 
showing loyalty towards a tourist destination. 

1 2 3 4 5 

3. 
�,�I�� �W�R�X�U�L�V�W�V�¶�� �K�R�V�W�V�� �Z�H�U�H�� �L�Q�� �I�L�Q�D�Q�F�L�D�O�� �G�L�I�I�L�F�X�O�W�\���� �,��
would help within my means for the sake of 
tourism.  

1 2 3 4 5 

4. It is important to maintain harmony within local 
people at tourism destinations.  

1 2 3 4 5 

5. I like sharing little things with local people.  1 2 3 4 5 
6. I feel good when I cooperate with others.  1 2 3 4 5 
7. My happiness depends very much on the 

happiness of those around me.  1 2 3 4 5 

8. To me, pleasure is spending time with others. 1 2 3 4 5 
Sr. 
No. 

Positive WOM  Strongly 
Agree 

Agree Neutral Disagree Strongly 
Disagree 

1. I will talk positively to people I know regarding 
the tourism destinations I have visited. 

1 2 3 4 5 

2. I bring up tourism places I visit in a positive way 
in conversations I have with friends and 
acquaintances. 

1 2 3 4 5 

3.  If my friends were looking to visit a destination, I 
would recommend the destination I visited. 1 2 3 4 5 

Sr. 
No. Revisit Intentions  

Strongly 
Agree Agree Neutral Disagree 

Strongly 
Disagree 

1. The probability that I will revisit this tourism 
destination is high. 1 2 3 4 5 

2. The likelihood that I would recommend this 
tourism destination to a friend is high. 

1 2 3 4 5 

3.  If I had to visit a destination, I would visit the same 
destination. 

1 2 3 4 5 

 

Gender:     (1) Male             (2) Female    

Age (in years): (1) 18�±25 (2) 26�±33 (3) 34�±41 (4) 42�±49 (5) 50 and  above. 

Marital status:    (1) Single               (2) Married               

Monthly income (in Pakistani Rupees): (1) 20,000�±35,000 (2) 36,000�±50,000 (3) 51,000�±
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65,000 (4) Equal to or greater than 66,000.  

Education: (1) No formal education (2) Secondary school (Year 10) (3) Undergraduate (Year 

16) (4) Masters (Year 18) (5) Others. 

 

 

Sr. 
No. Subjective Norms  Strongly 

Agree Agree Neutral Disagree Strongly 
Disagree 

1. 
Most people who are important to me think that I 
should visit this place.  1 2 3 4 5 

2. The people whose opinion I value would approve 
my decision to visit Xinjiang in the near future.  

1 2 3 4 5 

3. 
Most people who are important to me would visit 
Xinjiang in the near future. 1 2 3 4 5 

Sr. 
No. Descriptive Norms  Strongly 

Agree Agree Neutral Disagree Strongly 
Disagree 

1. 
I believe that most people who are important to me 
are involved in the regeneration of tourism.  1 2 3 4 5 

2. I believe that most people who are important to me 
show interest in regenerative tourism.  

1 2 3 4 5 

3. I believe that most people who are important to me 
want me engaged in regenerative tourism activities.  

1 2 3 4 5 

4. 
I believe that most people who are important to me 
think it would be a good idea to engage in the 
regeneration of tourism.   

1 2 3 4 5 

Sr. 
No. Cultural Norms  Strongly 

Agree Agree Neutral Disagree Strongly 
Disagree 

1. 
The well-being of local people at �W�R�X�U�L�V�W�V�¶��
destination is important to me. 1 2 3 4 5 

2. 
I feel good when I cooperate with others by showing 
loyalty towards a tourist destination. 1 2 3 4 5 

3. 
�,�I���W�R�X�U�L�V�W�V�¶���K�R�V�W�V���Z�H�U�H���L�Q���I�L�Q�D�Q�F�L�D�O���G�L�I�I�L�F�X�O�W�\�����,���Z�R�X�O�G��
help within my means for the sake of regeneration 
of tourism.  

1 2 3 4 5 

4. It is important to maintain harmony within local 
people at tourism destinations.  

1 2 3 4 5 

5. I like sharing little things with local people.  1 2 3 4 5 
6. I feel good when I cooperate with others.  1 2 3 4 5 
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7. My happiness depends very much on the happiness 
of those around me.  1 2 3 4 5 

8. To me, pleasure is spending time with others. 1 2 3 4 5 
Sr. 
No. Tourist Personality  Strongly 

Agree Agree Neutral Disagree Strongly 
Disagree 

1. I see myself as someone who is reserved.  1 2 3 4 5 
2. I see myself as someone who is outgoing, sociable. 1 2 3 4 5 

3. I see myself as someone who tends to find fault with 
others. 

1 2 3 4 5 

4. I see myself as someone who is generally trusting.  1 2 3 4 5 

5. I see myself as someone who tends to be lazy.  1 2 3 4 5 
6. I see myself as someone who is relaxed, handles 

stress well.  
1 2 3 4 5 

7. I see myself as someone who has few artistic 
interests. 

1 2 3 4 5 

8. I see myself as someone who does a thorough job. 1 2 3 4 5 

9. I see myself as someone who gets nervous easily. 1 2 3 4 5 

10. I see myself as someone who has an active 
imagination.  1 2 3 4 5 

Sr. 
No. Destination preferences   Strongly 

Agree Agree Neutral Disagree Strongly 
Disagree 

1. This destination is exactly what I actually look for. 1 2 3 4 5 

2. I choose a destination with which my memories are 
associated. 1 2 3 4 5 

3. I choose a destination which is distinctly different 
over other preferred destinations. 

1 2 3 4 5 

4.  I choose a destination which possess many 
specialties. 

1 2 3 4 5 

5. I choose a destination which refreshes my mind. 1 2 3 4 5 

6. I choose a destination which I want to visit for a long 
time.  

1 2 3 4 5  

Sr. 
No. 

Place Attachment (Place Identity and  
Dependence) 

Strongly 
Agree Agree Neutral Disagree Strongly 

Disagree 
1. I feel this place is a part of me. 1 2 3 4 5 

2. This place is very special to me. 1 2 3 4 5 

3.  I identify strongly with this place. 1 2 3 4 5 
4. I am very attached to this place. 1 2 3 4 5 
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5. Living at the place says a lot about who I am. 1 2 3 4 5 

6. This place means a lot to me.  1 2 3 4 5 

7.  This is the best place for what I like to do. 1 2 3 4 5 

8. No other place can compare with this place.  1 2 3 4 5 

9. I get more satisfaction out of living at this place than 
any other place. 1 2 3 4 5 

10. Doing what I do in this place is more important to 
me than doing it at any other place. 1 2 3 4 5 

11. I would not substitute any other area for doing the 
types of things that I do at this place.  1 2 3 4 5  

 

Variable Category 
Age (Years) 18�±25 
 26�±35 
 36�±45 
 46�±55 
 �•���� 
Gender Male 
 Female 
 Other 
Education Secondary School 
 Diploma/trade certificate 
 �%�D�F�K�H�O�R�U�¶�V���G�H�J�U�H�H 
 Postgraduate degree 
 Graduate diploma 
 Other 
Travel  Family  
Companion  Friends 
 Partner 
 Colleagues 
 Alone 
Occupation Company employee 
 Own business 
 Sales/service 
 Student  
 Housewife 
 Not employed 
 Other 
Income (AUD) $0-$29,999 
 $30,000-$60,000 
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 $61,000-$90,000 
 $91,000-$120,000 
 $121,000-$150,000 
 �•���������������� 
Marital Status Single 
 Married without children 
 Married with children 
Purpose of visit Business 
 Tourist 
 Visiting family/friends 
 Education 
 Other 
Nationality Australia 
 Oversea 
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Appendix 6. Published papers  
  

Norms and consumer behaviors in tourism: a systematic literature  review 
 

Allah Wasaya, Catherine Prentice and Aaron Hsiao 
 

 
Abstract 
Purpose �� This paper aims to review norms and their relationship with consumer behavior in the tourism sector. 
The review aims to identify gaps in relation to various norms and their impact on the literature  to provide future 
research recommendations. 
Design/methodology/approach �� A systematic literature review method was used to analyze norms in 
consumer behavior research within the context of tourism and hospitality. The review focused on the research context, 
conceptualizations, roles, measurements, theoretical backgrounds and the major findings. 
Findings �� The review reveals that the conceptualizations and dimensionality of norms in the existing studies 
are inconsistent, and most research in the tourism context only adopted the concept partially without 
capturing the totality  of the concept. The theoretical gaps and measurement of norms were also identified for 
future research. 
Research limitations/implications �� This study contributes to a better understanding of the role of norms in 
shaping tourist behavior and can guide practitioners in developing effective marketing strategies. The findings 
suggest the need for a more comprehensive understanding of the concept of norms in tourism in relation to 
theoretical underpinnings, measurement and application. The recommendations provided in this study can 
guide future research on norms and tourist behavior. 
Originality/value �� Norms have been extensively discussed in the literature. This paper is the first to 
systematically review norms and their influence on consumer behavior in the tourism sector. 
Keywords Norms, Tourism and hospitality, Systematic literature  review, Consumer behavior 
Paper type Literature review 
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Resumen 

Normas y comportamiento del consumidor en turismo: una revisio' n bibliogra' fica sistema' tica Propo' sito: 
Este �ƒ�”�–�Ç�²�…�—�Ž�‘ examina las normas y su relacio' n con el comportamiento del consumidor en el sector �–�—�”�Ç�²�•�–�‹�…�‘�ä El 
objetivo de la revisio' n es identificar brechas con relacio' n a diversas normas y su impacto en la literatura, 
para proporcionar recomendaciones en futuras investigaciones. 
Metodología: Se empleo'  un me' todo de revisio' n sistema' tica de la literatura para analizar las normas en la 
investigacio' n del comportamiento del consumidor en el contexto del turismo y �Š�‘�•�–�‡�Ž�‡�”�Ç�²�ƒ�ä La revisio' n 
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se centro'  en el contexto de investigacio' n, conceptualizaciones, roles, medidas, fundamentos teo' ricos y los 
principales hallazgos. 
Resultados: La revisio' n revela que las conceptualizaciones y la dimensionalidad de las normas en los estudios 
previos son inconsistentes, y la �•�ƒ�›�‘�”�Ç�²�ƒ de las investigaciones en el contexto del turismo solo adoptaron 
parcialmente el concepto sin capturar la totalidad de este. Tambie' n se identificaron lagunas teo' ricas y 
medicio' n de las normas para futuras investigaciones. 
Implicaciones: Este estudio contribuye a una mejor comprensio' n del papel de las normas en la formacio' n 
�†�‡�Ž���…�‘�•�’�‘�”�–�ƒ�•�‹�‡�•�–�‘���–�—�”�Ç�²�•�–�‹�…�‘���›���’�—�‡�†�‡���‘�”�‹�‡�•�–�ƒ�”���ƒ���Ž�‘�•���’�”�‘�ˆ�‡�•�‹�‘�•�ƒ�Ž�‡�•���‡�•���‡�Ž���†�‡�•�ƒ�”�”�‘�Ž�Ž�‘���†�‡���‡�•�–�”�ƒ�–�‡�‰�‹�ƒ�•���†�‡���•�ƒ�”�•�‡�–�‹�•�‰��
efectivas. Los resultados sugieren la necesidad de una comprensio' n ma' s �Š�‘�Ž�Ç�²�•�–�‹�…�ƒ del concepto de normas en el 
turismo en relacio' n con los fundamentos teo' ricos, la medicio' n y la aplicacio' n. Las recomendaciones 
proporcionadas en este estudio pueden guiar futuras investigaciones �•�‘�„�”�‡���•�‘�”�•�ƒ�•���›���…�‘�•�’�‘�”�–�ƒ�•�‹�‡�•�–�‘���–�—�”�Ç�²�•�–�‹�…�‘�ä 
Originalidad/valor: ���ƒ�•���•�‘�”�•�ƒ�•���Š�ƒ�•���•�‹�†�‘���ƒ�•�’�Ž�‹�ƒ�•�‡�•�–�‡���†�‹�•�…�—�–�‹�†�ƒ�•���‡�•���Ž�ƒ���Ž�‹�–�‡�”�ƒ�–�—�”�ƒ�ä�����•�–�‡���ƒ�”�–�Ç�²�…�—�Ž�‘���‡�•���‡�Ž��primero 
en revisar sistema' ticamente las normas y su influencia en el comportamiento del consumidor en el sector 
�–�—�”�Ç�²�•�–�‹�…�‘�ä 
Palabras clave Normas, Turismo, Comportamiento del consumidor 

Tipo de papel Revisio' n de literatura  
 
 

Introduction  

A norm is a statement specifying how a person is, or persons of a particular sort are, expected to behave in 
given circumstances-expected, in the first instance, by the person that utters the norm. �ò���Š�ƒ�– I expect of 
you is what you ought to �†�‘�ó����Homans, 1974, p. 96). Norms can be categorized into two subtypes: explicit 
and implicit  norms. The former can be found in written documents (laws, regulations, policies and formal 
agreements), and the latter refers to unspoken or unwritten rules that are not explicitly communicated but 
understood and followed by members of a society (Burnett and Bonnici, 2003). Some norms in many 
cultures are implicit and not explicitly uttered or taught but is understood and adopted. Norms provide a 
foundation for behavioral intentions and act as rules of behavior (Reese et al., 2019). Sincere behavior is an 
outcome of norms (Reese et al., 2019�����ƒ�•�†���ƒ�”�‡���”�‡�‰�ƒ�”�†�‡�†���ƒ�•���…�”�‹�–�‹�…�ƒ�Ž���†�”�‹�˜�‡�”�•���‘�ˆ���–�‘�—�”�‹�•�–�•�ï���„�‡�Š�ƒ�˜�‹�‘�”�ƒ�Ž���‹�•�–�‡�•�–�‹�‘�•�•��
(Wang and Zhang, 2020). 

Despite the extensive use of norms in psychology and tourism, there is currently no consensus about their 
predictive power, and there are conflicting views about their importance. For example, some researchers 
view norms as overly general and ill-suited to predict human behavior (Marini, 1984), whereas Cialdini et 
al. (1991) consider norms as core factors of behavior. Cialdini et al. (1991) demonstrated that norms can 
have a powerful and systematic effect on human behavior. Therefore, these concepts have been used in 
different scenarios just as norms have been widely used in past research to predict tourist behavior. 

Two segments have continued to be the focus of normative researchers in fields such as tourism and 
hospitality. Subjective norms were found to be key antecedents of tourist behavior in relation to self-serving 
hotels located within tourist destinations (Kaushik et al., 2015). Similarly, Seow et al. (2020) suggested 
norms can be used to develop push marketing strategies to mold medical �–�‘�—�”�‹�•�–�•�ï behavior. Past 
experiences and expectations of important  others can also influence tourists to try  local cuisine (Ryu and 
Han, 2010). Only a few researchers have discussed the role of norms in changing �–�‘�—�”�‹�•�–�•�ï behavior (Gautam, 
2020). 

Norms are a highly regarded mechanism to understand behavior (Wasaya et al., 2022). However, there has 
been no integration of the operationalization of norms nor a categorization of their subtypes or major 
definitional variations, particularly in tourism research. Most studies have adopted partial aspects of norms 
(Jang et al., 2017) or have mismatched the fundamental concept of norms within the research context (Kim, 
2020). This lack of integration creates confusion in a fundamental understanding the concept, its 
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Only articles that focused on norms (e.g. personal, subjective norms and cultural norms) and tourist 
behavior were selected. Searches of ScienceDirect, Scopus and Web of Science up until December 2021 
generated 265 articles which were exported to Microsoft Excel. The articles were filtered according to 
subject areas social sciences, business, management and accounting, arts and humanities, environmental 
sciences, ecology science technology, biodiversity conservation, business economics, oceanography, 
sociology and water resources. A total of seven articles were removed due to duplication. A total of 78 
articles did not fulfil the inclusion criteria and were also removed (e.g. some articles just mentioned norms 
in the future recommendations). A total of 81 articles related to norms and tourist behavior published 
between 2014 and 2021 (inclusive) were included in the final analysis. The current study followed the 
instructions of Yang et al. (2017) in the development of the PRISMA flowchart. 

A realistic time frame to conduct a systematic review (6��18 months) should be established considering the 
nature of the research questions (Smith et al., 2011). As the purpose of writing a review paper is to draw a 
conclusion the relevance of time frame is limited  (Okyere, 2020). Roy (2020) found that most systematic 
reviews collected articles for up to 10 years and indicated that older literature  tends to lose its 
relevance. In case of large social 
phenomenon or change, studies prior, during and after the phenomenon should be included in the review 
(Amin, 2020). This study included articles > 2014 and < 2022, which includes articles before, during and 
after a period of social change (COVID-19). 

 

Extraction and synthesis 

An inductive content analysis was used to analyze 81 studies as the existing knowledge on the phenomenon 

was fragmented (Vesely and Klö ckner, 2020). Microsoft Excel software was used to generate the 
bibliographic details of the articles. Author information  was coded by category (i.e. country), publication 
information (i.e. article title, year and journal title), methodological frameworks (quantitative, qualitative 
and mixed methods), theoretical frameworks applied, the characteristics of research samples and the 
research context. Qualitative data analysis software such as NVivo and Leximancer are normally applied in 
systematic literature reviews. However, the current study used quantitative analysis techniques to analyze 
and interpret data, as this method has been deemed more effective for a literature  review (Bandara et al., 
2015). Figure 1 shows the number of articles screened during the database search. 

 
Findings  
Based on the study location, 15 countries were identified. Chinese studies had the most publications 
(30.8%), followed by South Korea (9.8%), the USA (9.3%), multiple countries (8.1%), India (5.8%), 
Australia (5.8%), Indonesia (4.6%), Iran (3.4%), Egypt (3.4%), with Spain, the UK, Greece, Portugal, 

Denmark, Thailand, Serbia and Jordan at 1.1% each. Jinhe Zhang, Heesup Han and Stefan Gö ssling were the 
most published authors (e.g. Jinhe 

Zhang ¼ 7, Heesup Han ¼ 5, Stefan Gö ssling ¼ 3). Figure 2 presents the country of origin 
of the articles investigated. The darker color designates countries with a higher number of studies, and the 
lighter colors represent a smaller number of studies. 

The articles were found in 34 different journals. Most of the papers were published in 2019 and 2020 with  
20 articles published each year. Eleven articles were published in 2021, and a total of 13 papers were 
published in 2018. In the remaining years, six research articles were published on average. A year-wise 
distribution of articles is provided in Figure 3. 

Tourism Management had the highest number of selected articles (12.3%). The Journal of 
Sustainable Tourism followed at 9.2%, followed by the Asia Pacific Journal of Tourism Research 
(6.8%), the International Journal of Hospitality Management (5.7%) and the 
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developed countries such as the UK, Australia and the USA had. This finding may be accounted for by the 
influence of cultural norms on human behaviors exhibited in developing countries (House et al., 2004). 
Table 5 presents a summary of the key findings from this systematic review, providing an overview on the 
distribution  relating to geographic locations. 

 

Norms in tourism 
Most tourism and hospitality studies in this systematic review focused on specific contexts (e.g. sustainable 
tourism and ecotourism). Hence, norms are least applied in other aspects of tourism and hospitality 
research (e.g. virtual, digital and space tourism). Scholars of norms in tourism and hospitality have used 
these concepts to explain various types of behavior, feelings, perceptions and emotions within different 
research settings (Liu et al., 2020, for �–�‘�—�”�‹�•�–�•�ï civilized behavior; and Coghlan, 2015, for prosocial behavior). 
Scholars of normative theories have used the theoretical backgrounds of their studies to support their 
arguments for the application of norms in different fields. 

While research has focused on TPB, some studies also considered the concepts of VBN theory. These 
theories propose a framework for understanding the interactions between different factors and norms. 
However, the studies do not provide sufficient theoretical justification for a focus on particular aspects of 
norms and not others (Choi et al., 2015). Tourism and hospitality  scholars may benefit by the consideration 
of a variety of theoretical and practical perspectives that may be used to extend the scope of their  
research. For 

 
Table 5 Key �¤ndings 

Title Key findings 
 

What are norms? Norms are considered the expectations of important others or perceptions about what 
important  others do and they are generally accepted, sanctioned prescriptions which guide 
behavior (Homans, 1974, p. 96; Morris, 1956, p. 610) 

Norms in tourism Norms are believed to be the fundamental factors influencing consumer decision-making in 
the tourism field (Gao et al., 2022) 

Prior research on norms Prior research has proposed mismatched fundamental concepts and operationalization of 
norms and has adapted partial  aspects of norms construct 

Use of norms Previous studies have used the concepts of norms to understand various behaviors, e.g. 
proenvironmental, littering and sustainable and civilized behavior 

The inconsistent approach The inconsistent approach in various studies leads to misunderstanding of the concept, 
operationalization and/or  role of norms in the decision-making process 

Systematic review None of the previous studies conducted systematic literature  review of norms to formulate 
research hypothesis and model to measure every aspect of the concept 

Research trends Sustainable tourism, proenvironmental behavior, use of technology in tourism (e.g., artificial 
intelligence), shred economy, bicycle and volunteer tourism were the hot topics of research 
where normative influence was tested 

Country with the most 
published articles on norms 
in    tourism 
Theoretical frameworks and 
methods 

China had the most published articles (32.5%). The second most published articles belong to 
South Korea (10.6%). Most of the studies were conducted in developing countries 

 
The theory of planned behavior was the most used theory, and majority  of the researchers 
preferred quantitative research methods over qualitative or mixed methods 

Analysis SEM was the most used analysis technique 
Theoretical application Most of the studies recommended a mixture of two or more behavioral theories to 

understand tourist  behavior. A single theory to predict behavior was discouraged Practical 
application Persuasive communication, creating a culture of proenvironmental behavior and organizing 

different  events on the tourist  destinations are highly recommended for tourism success 
Recommendations A comprehensive literature  review of different  norms (e.g. religious and family norms) is 

recommended to fully  understand the normative influence by focusing on different theoretical 
backgrounds 

Source: This table is created by the authors 
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instance, if the research aims to develop theories and methods that can apply norms to the perceptions and 
behavior of the target population, then they should consider a broader perspective (e.g. using all aspects of 
norms or using a norm with  all of its dimensions). This study provides a comprehensive analysis of the 
effects of norms on the behavior of tourists. 

 
Discussion and implications  

The aims of this study were to understand various norms in detail, their  normative influence on tourist 
behavior, and to identify gaps in the literature. This allowed the study to identify future directions for norms 
within  tourist  behavior. A systematic review of 81 peer-reviewed articles relating to the intersection 
between norms and tourist behavior was undertaken to achieve this aim. The outcomes of these studies 
�•�—�‰�‰�‡�•�–���–�Š�‡���‹�•�’�‘�”�–�ƒ�•�…�‡���‘�ˆ���•�‘�”�•�•���™�‹�–�Š�‹�•���–�‘�—�”�‹�•�–�•�ï behavioral development or modification. However, within  
the tourism and hospitality context, a mismatch between the concept and operationalization of norms has 
been proposed, or adaptation of partial aspects of the construct was the practice. Furthermore, the 
geographical location of the samples was predominantly developing countries, and most of the studies were 
quantitative in nature. In many articles, qualitative research methods were recommended for future 
�”�‡�•�‡�ƒ�”�…�Š�ä�����Š�‡�”�‡���™�ƒ�•���ƒ�Ž�•�‘���…�”�‹�–�‹�…�‹�•�•���‘�ˆ���–�Š�‡���—�•�‡���‘�ˆ���ƒ���•�‹�•�‰�Ž�‡���„�‡�Š�ƒ�˜�‹�‘�”�ƒ�Ž���–�Š�‡�‘�”�›���–�‘���‡�š�’�Ž�ƒ�‹�•���–�‘�—�”�‹�•�–�•�ï���„�‡�Š�ƒ�˜�‹�‘�”�á���™�‹�–�Š��
many studies calling for the integration of two or more theories to be applied in future research. Sustainable 
tourism and eco-tourism are still not fully understood, and new dimensions need to be explored to uncover 
these concepts. 

 
Theoretical implications  

While some articles included in the systematic review effectively operationalize and measure the 
dimensions of norms (Ajzen and Fishbein, 1980), others have used measures unrelated to the research 
context. For example, only the biospheric dimension of personal norms was used in Choi et al. (2015) as a 
determinant of attitudes and behavior, while the altruistic and egoistic dimensions of personal norms are 
evidently strong predictors of attitude and behavior (Tasci et al., 2022; Learning, 2003). Consequently, the 
findings of these studies differ  from those of other studies due to varying theoretical backgrounds. The 
analysis exhibits similarity to explain the role of norms in changing tourist behaviors. In addition, there 
appears to be a lack of differentiation between the measurements and dimensions of norms. Researchers 
have limited the scope of their studies to justify the various dimensions of the norms. This study provides a 
comprehensive understanding of norms in tourism research. 

Previous work  within  the tourism and hospitality  context has shown there are various ways to measure 
norms. These include the extent to which people approve or disapprove of a behavioral dimension, as well 
as the formulation of multiple items that are designed to capture the conditionality of a norm and factorial 
surveys. There is no clear justification for the use of various theoretical backgrounds and measures in the 
design and implementation of a specific norm measurement or dimension. To offer effective managerial or 
theoretical applications, future research should focus on the theoretical development of norms. Studies that 
provide a framework for developing a deeper understanding of the various dimensions of the concept and 
the role of norms in the tourism and hospitality  fields would be of benefit. An exploration of how these 
dimensions can be used to predict the behavior and attitudes of a target population is also desirable. Studies 
that identify the theoretical backgrounds of the various norms commonly used in the tourism industry  
would also be helpful. This study indicates that previous studies of norms in tourism and hospitality  
research are yet to reach maturity. This study explored the various theoretical backgrounds of norms in 
tourism research and provides a deeper understanding of norm construction. 
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An assessment of norms and an understanding of their  effects on behavior is susceptible to response bias. 
Therefore, novel research methodologies, for example, implicit association tests (IATs), are recommended 
for future norm-related tourism research (Kim et al., 2011). IATs are a type of psychological test used to 
measure implicit bias and attitudes toward certain social groups, concepts or objects (Greenwald et al., 
2003). These tests are designed to gage the strength of the associations between different stimuli and 
responses that individuals hold in their subconscious mind which can be different from their  conscious 
beliefs (Brunel et al., 2004). IATs use reaction times to check the strength of association into two categories 
and provide insights into implicit biases, which are difficult to detect in self- report measures (Schimmack, 
2021). Therefore, IATs are recommended for future studies when testing normative influences on tourism-
related behavior. 

 
Practical implications  

This systematic review identifies several key findings and implications and offers important insights for 
tourism marketers and other stakeholders in the tourism industry. First, norms have proven to be effective 
in attracting more tourists, increasing their satisfaction and promoting proenvironmental initiatives ( Gö 
ssling et al., 2019). To leverage this, tourism marketers should design and present concise and impactful 
messages through various marketing channels especially with customer journeys (Yadav et al., 2021). 
���Š�‡�•�‡�� �•�‡�•�•�ƒ�‰�‡�•�� �•�Š�‘�—�Ž�†�� �‹�•�…�‘�”�’�‘�”�ƒ�–�‡�� �˜�‹�•�—�ƒ�Ž�•�á�� �–�‡�š�–�•�� �ƒ�•�†�� �‹�•�ƒ�‰�‡�•�� �–�Š�ƒ�–�� �•�Š�‘�™�…�ƒ�•�‡�� �–�Š�‡�� �†�‡�•�–�‹�•�ƒ�–�‹�‘�•�ï�•�� �…�—�Ž�–�—�”�‡�� �‘�”��
norms, thereby enticing potential tourists. 

Second, personal and subjective norms are found to be influential factors in shaping tourists behavior in 
most studies (Liu et al., 2020). Tourism marketers should focus on understanding and addressing individual 
�ƒ�•�†���…�‘�Ž�Ž�‡�…�–�‹�˜�‡���•�‘�”�•�•���™�Š�‡�•���†�‡�˜�‹�•�‹�•�‰���•�ƒ�”�•�‡�–�‹�•�‰���’�Ž�ƒ�•�•���ƒ�•�†���–�ƒ�‹�Ž�‘�”���–�Š�‡�‹�”���’�Ž�ƒ�•�•���–�‘���ƒ�Ž�‹�‰�•���™�‹�–�Š���–�‘�—�”�‹�•�–�•�ï���•�‘�…�‹�ƒ�Ž���Ž�‹�ˆ�‡��
atmosphere (Zhong et al., 2023; Spash et al. (2009). 

Third, tourism marketers and managers can benefit from fostering a culture that promotes environmentally 
friendly practices, as cultural norms can have a significant impact on tourism activities and enhancing 
tourist experience (Cresswell, 2004). By incorporating these norms into their operations and activities, 
marketers can create a more sustainable tourism environment. 

Fourth, when crafting normative messages, destination managers should explicitly link social norms to 
�–�‘�—�”�‹�•�–�•�ï intrinsic  moral values which affect �–�‘�—�”�‹�•�–�•�ï behaviors, particularly  in relation to pro-environmental 
actions (Wang and Zhang, 2020). By establishing this connection, marketers can effectively appeal to 
�–�‘�—�”�‹�•�–�•�ï���•�‘�”�ƒ�Ž���…�‘�•�’�ƒ�•�•���ƒ�•�†���‡�•�…�‘�—�”�ƒ�‰�‡���”�‡�•�’�‘�•�•�‹�„�Ž�‡ behaviors. 

Fifth, norms can be used in service marketing and to modify individual tourist behavior. They can help 
improve the experience of travelers by making them feel more culturally sensitive and positive. For 
instance, by showcasing local dishes and offering incentives to follow norms, businesses can influence 
�…�‘�•�•�—�•�‡�”�•�ï�� �„�‡�Š�ƒ�˜�‹�‘�”�ä�� ���›�� �—�•�†�‡�”�•�–�ƒ�•�†�‹�•�‰�� �ƒ�•�†�� �—�•�‹�•�‰�� �•�‘�”�•�•�á businesses can improve their  reputation and 
create a stronger connection with  their target customers. 

Finally, researchers have also recommended that the use of norms to influence tourist behavior should be 
used with caution as they can be both beneficial and problematic (Darley and Latant, 1970). Where norms 
can help establish clear expectations for behavior and ensures a certain level of comfort for tourists (Kemp 
and Dwyer, 2003), they can also perpetuate cultural imperialism and discourage practices within diverse 
cultures. The enforcement of norms can also be selective, with some groups facing harsher consequences 
for perceived violations (Jordan et al., 2014). Hence, while norms can be useful in promoting positive 
tourism experiences, care must be taken to avoid reinforcing harmful power dynamics and to prioritize 
respect for cultural diversity. 
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Limitations and future research 
Due to the selective and retroactive nature of systematic reviews, this review is not free of limitations. While 
data screening, many articles were removed as they appeared irrelevant to the topic. These articles might 
have been overlooked, and future research may focus on the norms from different theoretical backgrounds 
relevant to tourism and hospitality research. In addition, the systematic literature review used keywords 
which were limited to the descriptive, injunctive, personal and cultural norms of the past. Future studies 
may include different potential types of norms (e.g. religious, societal and family norms), scholars of norms 
(Karl-Dieter Opp, Hechter, Baker, Saldanha) and the various aspects of norms (i.e. integrated norms, 
interjected norms, moors, emotions, beliefs and values) as keywords to increase the reach of the research 
of normative influence and compare these results with the current review. 

Furthermore, to test a pure normative influence on tourist  behavior, theories which have norms as a central 
concept should be used (e.g. social identity theory, social norms theory and constructivism theory). It  is 
noted that most studies used only a few dimensions of a specific norm type, and opting for a complete type of 
norm may produce a better understanding of the phenomenon under study. Considering both the 
dimensions of subjective norms is recommended instead of using only a descriptive or injunctive dimension. 
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A B S T R A C T   
 

This article examines how various norms affect customer loyalty behaviours, including revisiting intentions and positive 
word of mouth (WOM). Subjective norms were modelled as independent variables, while personal and cultural norms 
were used as mediators. The rationale for these proposed relationships is provided in the article. The normative conduct 
theory and the theory of planned behaviour were utilized in the development of this integrated model. Data were collected 
from 668 tourists at five different tourist locations in districts in the northern province of Pakistan. The results demonstrate 
that injunctive norms were significant predictors of �W�R�X�U�L�V�W�V�¶���U�H�Y�L�V�L�W���L�Q�W�H�Q�W�L�R�Q�V���D�Q�G���S�R�V�L�W�L�Y�H���:�2�0���L�Q�W�H�Q�W�L�R�Q�V�����'�H�V�F�U�L�S�W�L�Y�H��
norms were also significant in predicting revisit intentions. Surprisingly, these norms appeared insignificant in terms of a 
direct relationship with positive WOM. Nevertheless, personal and cultural norms significantly mediated the proposed 
relationships. The current �V�W�X�G�\�� �H�[�W�H�Q�G�V�� �W�K�H�� �H�[�L�V�W�L�Q�J�� �H�P�S�L�U�L�F�D�O�� �D�Q�G�� �W�K�H�R�U�H�W�L�F�D�O�� �E�R�G�\�� �R�I�� �H�Y�L�G�H�Q�F�H�� �U�H�J�D�U�G�L�Q�J�� �W�R�X�U�L�V�W�V�¶��
subjective, cultural and �V�R�F�L�D�O���Q�R�U�P�V�����D�Q�G���W�K�H�L�U���H�I�I�H�F�W�V���R�Q���W�R�X�U�L�V�W�V�¶���E�H�K�D�Y�L�R�X�U�D�O���L�Q�W�H�Q�W�L�R�Q�V�����7�K�H���I�L�Q�G�L�Q�J�V���D�O�V�R���\�L�H�O�G���X�V�H�I�X�O��
insights for marketers and governmental bodies that will  aid in future decision-making. 

 
 

 
1. Introduction  

Tourism industries across the world are growing rapidly, contrib- uting 
significantly to the economy (Loss, 2019). However, in Pakistan the tourism 
industry has suffered adversely due to legal and terrorism issues, which have 
worsened in recent years. Nevertheless, a sustained and marked growth in the 
tourism sector has been observed globally. Since 2018, tourism revenues have 
rapidly increased by more than 300% in Pakistan due to tightened security 
measures. (Torres, 2022). While overall travel and tourism contributed 3.3 per 
cent of total global GDP in 2019, showing a small growth over the previous 
year (Statista Research Department, 2021). The tourism sector is growing not 
only due to tourist attractions in the northern areas of the country but also 
because of economic growth resulting from public works projects on a massive-
scale �± for instance, the China�±Pakistan Economic Corridor (CPEC). These 
developments led to increased tourist visits and hotel occupancy by 67% in 
December 2021, whereas only 3% in December 2019 (Trusov, Bucklin, and  
Pauwels, 2009). The increase in tourist visits and the hotel occupancy rate make 
the industry attractive for marketers and investors. Based on the potential of the 
tourism industry, many players have emerged, collectively investing a 
substantial amount of 

money in infrastructure and assets. These players are aggressively challenging 
each other on price and service quality, and thus increasing competition, 
resulting in providing an overall satisfying experience for tourists (Saleem, 
Yaseen and  Wasaya, 2018). However, it is quite difficult for tourism hosts to 
enhance the quality of tourist destinations and service without the help of 
tourists (Prahalad and  Ramaswamy, 2004). 

Tourism development is a two-way process in which tourists and hosts play 
equal roles (Binkhorst and  Den Dekker, 2009). Retaining existing customers 
and continuously increasing the customer base by providing memorable 
experiences to tourists has become vital for the sustainability of tourism and the 
economic survival of the hosts (Bink- horst and  Den Dekker, 2013). Providing 
a memorable experience makes customers revisit a destination and show their 
loyalty (Vada, Prentice, and  Hsiao, 2019). In return, tourists can benefit 
tourism operators in many ways, such as by spreading positive word of mouth 
(WOM) regarding a destination and spending more money on their visits. Due 
to the frag- mented structure of the industry, gaining new customers is highly 
dependent on referrals from existing consumers, which occurs through 
spreading positive WOM. Therefore, it is an imperative for marketers within 
the tourism industry to understand the drivers of WOM and revisit intentions 
to develop effective marketing strategies. 
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The existing literature relating to the drivers of behavioural in- tentions 
towards tourism mentions several factors, including service value, brand 
image, service quality and relationship quality (Abubakar and  Mavondo, 
2014; Kim, Lee, and  Mattila, 2014; Narteh, Agbemabiese, Kodua, and  
Braimah, 2013). Researchers also indicate that �W�R�X�U�L�V�W�V�¶ behaviour is driven by 
a set of intricate processes governed by both internal and external norms. 
Tourists who are positively influenced by different types of norms are more 
likely to engage in positive referrals relating to a destination, and to stay loyal 
(Han and  Kim, 2010). Norma- tive influence has emerged as a vital component 
of behavioural in- tentions. Further, it is noted that norms provide us with an 
expected idea of how to behave and function, and hence these are the basis of 
in- �G�L�Y�L�G�X�D�O�V�¶�� �E�H�K�D�Y�L�R�X�U�D�O�� �L�Q�W�H�Q�W�L�R�Q�V�� ��McLeod, 2008). Yet, despite the sig- 
nificant importance of norms in the behavioural field, these are rarely used to 
predict tourist loyalty intentions. As norms have received limited attention in 
�S�U�H�Y�L�R�X�V���V�W�X�G�L�H�V���R�I���W�R�X�U�L�V�W�V�¶���E�H�K�D�Y�L�R�X�U�V�����D���F�R�Q�F�O�X�V�L�Y�H���I�L�Q�G�L�Q�J on the influence 
of norms on loyalty intentions remains a significant gap in the literature 
(Chowdhury, Salam, and  Tay, 2016). Considering this research gap, the current 
study offers an integrated model of behav- ioural intentions, utilizing the 
concepts of subjective norms, personal norms and cultural norms. The study 
draws on the normative conduct 
theory (NCT) (Cialdini, Reno, and  Kallgren, 1990) and theory of planned 
behaviour (TPB) (Ajzen, 1991a, 1991b), and proposes how different norms can 
be used to explain �L�Q�G�L�Y�L�G�X�D�O�V�¶ behaviour. 

On the other hand, education paves the foundations of behavioural 
intentions by escalating the process of norm formation (Ojemann, 1962). 
Positive psychology endorses it by elaborating differential effects of education 
in behavioural sciences (White, 2016). Education increases the probability of 
behaviour execution or reiteration (Ohly and  Fritz, 2007), strengthens the 
norms and values of a society and stabilizes in- �G�L�Y�L�G�X�D�O�V�¶�� �E�H�K�D�Y�L�R�X�U�� ��Baki, 
2004). Consistent with this discussion, ed- ucation is included in this study to 
understand its relationship with the norms and behaviours in the tourism 
context. The following sections provide a brief summary of the literature 
followed by a description of the �S�U�R�M�H�F�W�¶�V methodology and analysis of data. 
Discussion of results and future recommendations are provided at the end. 
2. Literature review  
2.1. Norms and customer loyalty 

Generally, norms refer to behaviours that are commonly approved in a 
society. Different types of norms are based on how they are formed. The 
basic postulates of NCT (Cialdini et al., 1990) TPB (Ajzen, 1991a, 1991b) 
describe how human behaviour (e.g. related to tourism) is influenced by 
norms (personal, cultural and social). Injunctive norms �U�H�I�H�U���W�R���D���S�H�U�V�R�Q�¶�V��
perceptions about what others expect them to do (Morris, Hong, Chiu, and  
Liu, 2015), while descriptive norms �U�H�I�H�U���W�R���R�Q�H�¶�V own perceptions regarding 
what other people do. Therefore, conceptually, descriptive norms are formed 
by the influence of what others are actually doing (norms of �µ�L�V�¶���� while 
injunctive norms are influenced by the beliefs that others expect one to 
perform a particular behaviour or �D�S�S�U�R�Y�H�� �R�I�� �R�Q�H�¶�V�� �H�Q�J�D�J�H�P�H�Q�W�� �L�Q�� �D��
�S�D�U�W�L�F�X�O�D�U�� �D�F�W�L�R�Q�� ���Q�R�U�P�V�� �R�I�� �µ�R�X�J�K�W�¶�� (Cialdini et al., 1991, p. 203). These 
norms are referred to as subjective norms in TPB because descriptive and 
injunctive norms are subjective perceptions by individuals that important 
others expect individuals to engage in such behaviours (injunctive norms) or 
are themselves engaged in specific behaviours (descriptive norms) (Fishbein, 
Ajzen and  Belief, 2010). The TPB is one of the most broadly used socio-
psychological �W�K�H�R�U�L�H�V�� �W�R�� �H�[�S�O�D�L�Q�� �L�Q�G�L�Y�L�G�X�D�O�V�¶�� �D�W�W�L�W�X�G�H�V���� �S�H�U�F�H�S�W�L�R�Q�V����
behaviours and behavioural intentions (Guerin and  Toland, 2020; 
Guggenheim, Taub- 
man�±Ben-Ari, and  Ben-Artzi, 2020). Its applicability and predictability for 
diverse human behaviors are well documented in meta-analyses (e.g., 
McEachan, Conner, Taylor, and  Lawton, 2011). Individuals tend to behave as 
expected by their peers, social groups or important others. Undeniably, the TPB 
is also a commonly applied theory in the tourism domain 

�W�R�� �H�[�S�O�L�F�D�W�H�� �W�R�X�U�L�V�W�V�¶�� �E�H�K�D�Y�L�R�X�U�D�O�� �L�Q�W�H�Q�W�L�R�Q�V�� ��Kim and  Hwang, 2020; Song, 
Lee, Reisinger, and  Xu, 2017; Wu, Tsai, and  Lee, 2017). 

Descriptive norms provide useful insights to individuals with regard to 
decision-making when choosing which behaviour is appropriate in a particular 
situation (Khare, 2015; Milan, Slongo, Eberle, De Toni, and  Bebber, 2018). 
Therefore, descriptive norms are considered to have a strong influence on 
complex behaviours, particularly related to sus- tainability. For instance, Kim, 
Lee, and Hur (2012) assessed that cus- tomers showed an inclination towards 
the purchase of environmentally friendly products because others were buying 
similar products. There- fore, it can be assumed that individuals are influenced 
by the actions of the people who are important to them. In addition, Suki, 
Mokhtar, and Ahmad (2016) found that descriptive norms were strong 
predictors of �F�X�V�W�R�P�H�U�V�¶�� �S�R�V�L�W�L�Y�H�� �Z�R�U�G�� �R�I�� �P�R�X�W�K�� �U�H�J�D�U�G�L�Q�J�� �H�Q�Y�L�U�R�Q�P�H�Q�W�D�O�O�\��
friendly products. This implies that customers follow what those they admire 
are practising. They also look for social acceptance for their behavioural. 
Postulates of the normative conduct theory and TPB claim that subjec- tive 
norms guide the behaviour of individuals (Cialdini et al., 1991). The norms 
�K�D�Y�H���E�H�H�Q���X�V�H�G���W�R���H�[�S�O�D�L�Q���F�X�V�W�R�P�H�U�V�¶���U�H�O�D�W�L�R�Q�V�K�L�S���Z�L�W�K���W�K�H���V�H�U- vice provider, 
a brand, or a tourism destination (e.g. Narwal and  Nayak, 2019; Vlontzos and  
Duquenne, 2014; Andrews and  Bianchi, 2013). Psy- chologists claim that it is 
difficult  to see how human society could operate   without   norms   
specifically   in   behavioural   sciences   (e.g. 
customer loyalty behaviour) (Sripada and  Stich, 2005). This claim is 
evidently consistent with the theory of planned behavior (TPB) (Ajzen, 1991a, 
1991b). TPB considers subjective norms (descriptive and injunctive norms) as 
the key forces to modify behavior. Based on the above discussion, we 
hypothesize the following: 

H1. Descriptive norms have a significant influence on �W�R�X�U�L�V�W�V�¶ behavioural 
intentions. 

Injunctive norms are driven by the belief that engaging a particular 
behaviour is acceptable to important others (Morris et al., 2015). These 
�Q�R�U�P�V���D�U�H���V�R�P�H�R�Q�H�¶�V���S�H�U�V�R�Q�D�O���S�H�U�F�H�S�W�L�R�Q���R�I���R�W�K�H�U�V�¶���H�[�S�H�F�W�D�W�L�R�Q�V���R�I them. 
�7�K�H�� �W�K�H�R�U�\�� �R�I�� �S�O�D�Q�Q�H�G�� �E�H�K�D�Y�L�R�X�U�� �V�D�\�V�� �R�W�K�H�U�V�¶�� �D�S�S�U�R�Y�D�O�� �R�I�� �D�� �V�S�H- cific 
behaviour is a motivation, like rewards and appreciation (Fishbein and  Ajzen, 
2010, p. 130). In addition, Jiang, Ling, Feng, Wang, and Shao (2017) note 
that when influenced by the advice of accompanying family or friends, 
customers change their decision regarding revisiting a tourist destination. 
Similarly, Pino, Peluso, and Guido (2012) found that Chinese students try to 
fulfil the expectations of others (e.g. teachers) while visiting a tourist 
destination and deciding on a revisit. People participate in activities that they 
believe are acceptable in a society or approved by the people for whom they 
have respect (Siperstein, Widaman and  Leffert, 1996). Pino et al. (2012) also 
found that it does not matter for the doers whether an act is right or wrong; 
they still perform it because they think it is acceptable to their loved ones or 
the people who are successful in their eyes. Similarly, Ramkissoon (2020) 
�I�R�X�Q�G�� �W�K�D�W�� �W�R�X�U�L�V�W�V�¶�� �S�H�U�F�H�L�Y�H�G social impacts of tourism directly influence 
both their tourist revisit intentions and their interpersonal trust. Ramkissoon 
further explored �W�K�H�� �L�Q�I�O�X�H�Q�F�H�� �R�I�� �W�R�X�U�L�V�W�V�¶�� �S�H�U�F�H�L�Y�H�G�� �V�R�F�L�D�O�� �D�F�F�H�S�W�D�Q�F�H�� �R�Q��
their attachment or loyalty to the destination. This is mental state creates an 
urge in 
tourists to behave in a pro-social and pro-environmental way. To show 
this, most of the tourists involve themselves in activities that are assumed to 
be acceptable by society, such as repeat visits to the same destination 
(Ramkissoon, 2020). 

What is approved by others matters to individuals in routine work (Cialdini 
et al., 1991). People try to portray themselves as acceptable members of society 
to and avoid unacceptable acts (Cialdini et al., 1991). It has been found that 
customers look for acceptance of the society in which they live. For example, 
they customers consider societal values  when purchasing  Family Tak̄aful  
Schemes (Aziz,  Afaq,  Muham- mad, and  Khan, 2020). In the same manner, 
tourists also prefer doing sustainable acts (e.g. spreading positive WOM) 
following the norms of the society (Wan, Shen, and  Choi, 2018). Previous 
studies recognize interpersonal influence as a key influencing factor in 
consumer 
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decision-making (Litvin, Goldsmith and  Pan, 2008). Importantly, �R�Q�H�¶�V social 
acceptance is regarded as an even stronger impactor on positive word of mouth 
than advertising and other marketing communication tools (Trusov, Bucklin 
and  Pauwels, 2009). Some theorists suggest that cognitive image has a positive 
effect on the way customers look for so- cial acceptance, which creates overall 
place image (e.g. Zenker and  Braun, 2017). Furthermore, social, cognitive and 
overall place image are all found to influence intention to engage in positive 
WOM (Papadimitriou, Kaplanidou, and  Apostolopoulou, 2018; Stylidis, 
Shani, and  Belhassen, 2017). However, social acceptance �± particularly by 
those people who are important to us �± has greater influence than cognitive 
image in creating place attachment and spreading positive WOM, especially 
for tourists (Stylidis, Shani and  Belhassen, 2017). The value-belief-norm 
theory of environmentalism (Stern, 2000; Stern, Dietz, Abel, Guag- nano, 
and  Kalof, 1999) provides a framework for understanding the re- lationships 
between normative factors and �L�Q�G�L�Y�L�G�X�D�O�¶�V behavior. This theory has been 
widely used in behavioral studies and indicates that individuals tend to engage 
in a moral obligation (injunctive norms) to do what is acceptable by important 
others in the society, and e act in a sustainable fashion (Stern, 2000; Stern and  
Dietz, 1994; Stern et al., 1999). 

Based on the above discussion it can be hypothesized that: 

H2. �,�Q�M�X�Q�F�W�L�Y�H���Q�R�U�P�V���K�D�Y�H���D���V�L�J�Q�L�I�L�F�D�Q�W���L�Q�I�O�X�H�Q�F�H���R�Q���W�R�X�U�L�V�W�V�¶���E�H�K�D�Y- ioural 
intentions. 

Cultural norms are linked with subjective norms, as studied by many 
researchers (e.g. Triandis, 1989). With reference to Hofstede (2011) model of 
siX dimensions of national cultures, Pakistani culture has strong power 
difference, collective, masculinity and short term oriented and these 
dimensions strongly influence customer behaviour (North- ouse, 2021). The 
theory of planned behaviour advocates this concept by explaining the 
relationship between subjective norms and cultural norms (Ajzen, 1991a, 
1991b). It says that subjective norms and cultural norms can have a reverse 
causation, in which each may impact the other. In most cases, cultural norm 
are found to be influencers (Hassan and  Shiu, 2017), and in some studies it is 
also found that subjective norms play a vital role in developing cultural values 
or norms (Triandis, 1989). Triandis further adds that cultural norms are not just 
linked with the subjective norms, but also have a significant impact on 
customer behavioural intentions. 

In the same way, subjective norms (injunctive and descriptive) pro- 
�Y�L�G�H���D���E�D�V�L�V���I�R�U���V�K�D�S�L�Q�J���V�R�P�H�R�Q�H�¶�V��personal values or the way they look at their 
�V�X�U�U�R�X�Q�G�L�Q�J�V�����3�H�U�V�R�Q�D�O���Q�R�U�P�V���F�K�D�Q�J�H���L�Q�G�L�Y�L�G�X�D�O�V�¶���E�H�K�D�Y�L�R�X�U�D�O intentions after 
being influenced by subjective norms (Park and  Smith, 2007). The theory of 
planned behaviour (Ajzen, 1991a, 1991b) also explains this with respect to 
behavioural intentions. It maintains that personal norms influence the formation 
of behavioural intentions and are initially  influenced by the subjective norms. 
In his theory of the normative conduct, Cialdini (1990) states that the formation 
of personal and cultural norms is a long-term process and some forces (e.g. 
subjec- tive) act as a catalyst to boost the process. Based on the above 
discussion it can be hypothesized that: 

H3. Subjective norms have a significant influence on personal and cultural 
norms. 

 
2.2. Personal norms, cultural norms and behavioural intention 

The trait theory (Epstein, 1994) explains that �L�Q�G�L�Y�L�G�X�D�O�¶�V person- ality is 
deterministic of their behaviors. Similarly, the norms activation model 
describes personal norms as basic elements of altruistic sustain- ability 
behavioural intentions or behaviours (Onwezen, Antonides and  Bartels, 2013). 
Personal norms relate to the self-concept and feeling of moral obligation to 
display a positive behaviour in a particular situation (e.g. revisit intentions) 
(Schwartz, 1977). Similarly, it is a common argument that, as part of personal 
norms, both introjected and inte- grated norms are positively associated with 
sustainable initiatives such 

as revisit intentions by the tourists (Ünal, Steg and  Gorsira, 2018). The theory 
of planned behaviour was tested to check �W�R�X�U�L�V�W�V�¶���E�H�K�D�Y�L�R�X�U regarding revisit 
intention, and it was found that many factors, including attitude and other 
behavioural controls, influence tourist revisit in- tentions (Kerner and  Kalinski, 
2002). Kerner and Kalinski further explain that norms (e.g. personal norms) 
�D�O�V�R���D�F�W���D�V���V�W�U�R�Q�J���F�R�Q�W�U�R�O�O�H�U���R�I���W�R�X�U�L�V�W�V�¶ behaviour, especially when they plan a 
revisit. Similarly, some studies claim that there is a highlighted relationship 
between personal norms and revisit intention. Based on these previous studies, 
we can conclude that personal norms have a significant impact on tourist revisit 
inten- tion, whether the effect is direct or indirect. 

In addition, Ajzen (1988, p. 91) explains normative influence on 
behavioural intentions. Norms play an important role in changing cus- �W�R�P�H�U�V�¶ 
intentions regarding different products and services. For �H�[�D�P�S�O�H���� �W�R�X�U�L�V�W�V�¶��
attitude may guide them to do something, but if it is against their personal 
norms, they will  tend to do some other action (Perugini and  Bagozzi, 2001). 
(Ajzen, 1991a, 1991b) states that behav- ioural intent occurs for two reasons: 
our attitude and our norms. Simi- larly, Doran and Larsen (2016) found that 
personal norms showed the strongest association with behavioural intentions 
such as WOM, and that they also mediate the relationship between social norms 
and behav- ioural intentions. Overall, findings indicate that personal norms 
seem related to travel choices and positive WOM regarding tourist destina- 
tions. Many researchers argue that personal norms provide a basis for �W�R�X�U�L�V�W�V�¶ 
behaviour. For example, personal norms influence �W�R�X�U�L�V�W�V�¶ destination 
preferences and whether they will  recommend the destinations to others 
(Ababio-Donkor, Saleh and  Fonzone, 2020). Further, personal norms create 
an urge in the tourists to engage in tourism activities such as creating positive 
WOM and spending more money on the destinations. In a similar way, 
Bamberg, Hunecke and Blo (2007) explain that a person would recommend a 
tourist destination to others only if they are satisfied with the place and their 
motivation is internal (personal norm). Therefore, it can be hypothesized that: 

H4. �3�H�U�V�R�Q�D�O���Q�R�U�P�V���K�D�Y�H���D���V�L�J�Q�L�I�L�F�D�Q�W���L�Q�I�O�X�H�Q�F�H���R�Q���W�R�X�U�L�V�W�V�¶���E�H�K�D�Y- ioural 
intentions. 

In the same way, culture is a strong influencer of individual behav- iour. 
For instance, Cialdini et al. (1990) found three main types of norms that 
influence individual behavioural intentions especially related to sustainability 
(revisit intentions), with cultural norms the core influ- encer. Viet, Dang, and 
Nguyen (2020) found that revisit intention directly affected cultural norms 
and perceived risk. Many previous studies have witnessed that cultural norms 
influence �W�R�X�U�L�V�W�V�¶�� �U�H�Y�L�V�L�W intentions. For example, Allameh, Pool, Jaberi, 
Salehzadeh, and Asadi (2015) found that sports �W�R�X�U�L�V�W�V�¶ revisit intentions were 
strongly influenced by the cultural norms and beliefs of the tourists. Past studies 
have also quoted cultural norms as the core factors in forming individual 
behaviours. For example, many studies advocates that, as well as being 
�L�Q�I�O�X�H�Q�F�H�G�� �E�\�� �S�K�\�V�L�F�D�O�� �D�Q�G�� �H�F�R�Q�R�P�L�F�� �I�D�F�W�R�U�V���� �W�R�X�U�L�V�W�V�¶�� �E�H�K�D�Y�L�R�X�U�� �U�H�O�D�W�H�G to 
travel or revisit decisions is also shaped by cultural forces (Halonen, 2020; Liu, 
Vlaev, Fang, Denrell, and  Chater, 2017). The impact of cultural norms has 
been studied in the past, but the findings are not sufficient to design policies. It 
is fundamentally important to know that cultural norms play a vital role in 
shaping tourist behaviours, and more specif- ically in shaping revisit intentions 
(Halonen, 2020). 

In addition, Lam, Lee, and Mizerski (2009) explored the idea that all 
�W�K�H�� �G�L�P�H�Q�V�L�R�Q�V�� �R�I�� �F�X�O�W�X�U�D�O�� �Q�R�U�P�V�� �S�R�V�L�W�L�Y�H�O�\�� �L�Q�I�O�X�H�Q�F�H�� �F�X�V�W�R�P�H�U�V�¶�� �:�2�0 
regarding a specific product or service (e.g. suitability-oriented prod- ucts). In 
addition, Parry, Yang, and Takemura (2021) found that the generation of 
positive WOM is a function of the desire to share a com- mon culture. They 
also found that positive WOM is positively related to the desire to follow 
cultural values while planning tourism activities. Even cultural norms affect 
positive WOM in an indirect manner, and �F�K�D�Q�J�H���W�R�X�U�L�V�W�V�¶���F�K�R�L�F�H�V����Parry et al., 
2021). Particularly when tourists plan in a hurry, spontaneous, cultural factors 
will tend to influence their behaviour (Halonen, 2020). Furthermore, Halonen 
(2020) states that if  
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someone close or important asks for a recommendation regarding a tourist 
destination, cultural norms will guide the response. He states that customers 
generally see any marketing campaign through a cultural lens, and in the same 
way �F�X�V�W�R�P�H�U�V�¶ communication regarding a product or service (e.g. tourist 
destination) is influenced by cultural norms. Hence, it can be hypothesized 
that: 

H5. �&�X�O�W�X�U�D�O�� �Q�R�U�P�V�� �K�D�V�� �D�� �V�L�J�Q�L�I�L�F�D�Q�W�� �L�Q�I�O�X�H�Q�F�H�� �R�Q�� �W�R�X�U�L�V�W�¶�V�� �E�H�K�D�Y�L�R�X�U�D�O 
intentions. 

 
2.3. Mediated relationships of subjective norms with customer 

behavioural intentions 

In most cases, descriptive norms affect revisit intentions in an indi- rect 
manner, as noted by Jin, Choi, Lee, and Ahmad (2020). They point out some 
significant mediators of normative influences on revisit in- tentions, including 
personal norms. Their findings do not reject the direct relationship between 
subjective norms and revisit intentions, but rather explain the obvious findings. 
It was also observed that in the early stages, descriptive norms change the 
emotions of tourists more than behavioural intentions towards tourism. Tourists 
indirectly receive permission from a person important to them before showing 
behavioural intentions regarding tourism decisions (Perugini and  Bagozzi, 
2001). The �S�U�H�G�L�F�W�L�R�Q�� �R�I�� �W�R�X�U�L�V�W�V�¶�� �E�H�K�D�Y�L�R�X�U�V�� ���V�X�F�K�� �D�V�� �U�H�Y�L�V�L�W�� �L�Q�W�H�Q�W�L�R�Q�V�� �D�Q�G��
positive WOM) by personal norms through injunctive norms is well argued in 
previous studies (Bertoldo and  Castro, 2016; Kim and  Seock, 2019; Lede, 
Meleady, and  Seger, 2019). For instance, Savani, Wadhwa, Uchida, Ding, and 
Naidu (2015) found that Indian tourists were likely to decide their travel 
destination preferences and spread positive WOM under the influence of 
introjected norms induced through the expectations of an authority figure. 
Therefore, it can be proposed that the manipulation of injunctive norms can be 
instrumental in altering personal norms, and consequently behaviour, according 
to the desire of authority figures. It has previously been argued that personal 
norms can be seen as intervening forces be- 
tween descriptive norms and tourism-related activities (e.g. Thøgersen, 2009;  
Thøgersen  and   Ö lander,  2006).  Several  empirical  studies  support 
this view; they are mainly ross-sectional studies that investigate the relative 
�L�P�S�R�U�W�D�Q�F�H���R�I���S�H�U�V�R�Q�D�O���Q�R�U�P�V���L�Q���H�[�S�O�D�L�Q�L�Q�J���W�R�X�U�L�V�W�V�¶���E�H�K�D�Y�L�R�X�U while visiting 
a tourist destination, such as spreading WOM and revisit intentions  (Bamberg  
and   Möser,  2007).  One  common  finding  in  these studies is that the strength 
of descriptive norms as a predictor of behavioural intentions is mediated 
through personal norms. Behav- ioural domains where controlling for personal 
norms attenuates the ef- fects of social norms include spreading WOM and 
deciding to revisit a destination  (López-Mosquera  et  al.,  2014),  purchasing  
organic  food 

assume that personal norms contribute to the relationship between descriptive 
norms and intentions to revisit a destination, as well as to spread positive WOM 
regarding the destination. Based on the above discussion, it can be 
hypothesized that: 

H7. Personal norms mediates the relationship of descriptive norms with 
�W�R�X�U�L�V�W�¶�V behavioural intentions. 

Cultural norms have captured the attention of tourism researchers while 
examining �W�R�X�U�L�V�W�V�¶ behavioural choices. For instance, Chow, Deng, and Ho 
(2000) found that people from different cultures are often expected to select 
different messages, groups and methods that influence behavioural intentions 
and the WOM of individuals. Therefore, we would expect that culture strongly 
mediates the channels via which behavioural intentions and WOM are 
interconnected. In addition, Tylor (1891, p. 23) found that culture consists of 
different factors, such as beliefs, descriptive norms (injunctive norms), morals, 
law and customs, all of which affect the life and choices of individuals. 
Similarly, Olivas-Luján,  Harzing,  and  McCoy  (2004)  found  that  cultural  
norms made up of different norms (subjective) and values are capable of 
�F�K�D�Q�J�L�Q�J���W�R�X�U�L�V�W�V�¶���U�H�Y�L�V�L�W���L�Q�W�H�Q�W�L�R�Q�V�����D�Q�G���F�D�Q��motivate them to spread positive 
WOM. It is difficult to understand how cultural norms trigger �L�Q�G�L�Y�L�G�X�D�O�V�¶��
behaviour, as this is not a straightforward process. In many cases, cultural 
norms are influenced by factors such as subjective norms (injunctive norms), 
which further modify the buying behaviour of in- dividuals. For example, 
tourists engage in sustainable tourism activities (e.g. spending money on tourist 
destinations, spreading positive WOM and revisiting a destination), influenced 
by cultural values that are developed under the influence of subjective norms 
such as injunctive norms (LaPlante, Aaker, and  Briley, 2005). Therefore, it can 
be hypothe- sized that: 

H8. Cultural norms mediate the relationship of injunctive norms with 
�W�R�X�U�L�V�W�V�¶ behavioural intentions. 

Gelfand and Harrington (2015) advocate that descriptive norms, or 
cognitions concerning the dominant beliefs, values and behaviours of a 
particular reference group, are distinct from personal values, and that they 
predict a wide range of cultural behaviours that ultimately convert into tourism 
behaviour. However, still unclear is the context in which descriptive norms 
predict behaviour, and what cultural, situational and individual difference 
factors influence their motivational force. An on- line survey was conducted 
with active online customers to test their behavioural intentions regarding 
environmentally friendly consump- tion. The results indicate that cultural 
norms mediate the relationship between tourism activities and intention to buy 
(Kim et al., 2012). Moreover, descriptive norms have a greater effect than 
social norms on 

products    (Thøgersen    and    Ö lander,    2006),    household    recycling intention to visit a destination and spread positive WOM regarding the 

(Thøgersen,  2009)  and  choice  of  travel  mode  (Klöckner  and   Blöbaum, 
2010). Hence, it can be hypothesized that: 

H6. Personal norms mediate the relationship of injunctive norms with �W�R�X�U�L�V�W�V�¶ 
behavioural intentions. 

Doran and Larsen (2016) found that descriptive norms explain �W�R�X�U�L�V�W�V�¶ 
behaviour through the channel of personal regulation. Furthermore, Wenzig 
and Gruchmann (2018) report that descriptive norms lead to personal norms, 
which consequently predict �W�R�X�U�L�V�W�V�¶ behaviour, such as revisiting a destination 
and spreading positive WOM. In addition, Farrow, Grolleau, and Ibanez 
(2017), in a systematic liter- ature review, suggest that descriptive norms hold 
distinctive importance for predicting the various sustainability-oriented 
intentions of tourists. In a tourism context, among recreational divers, Ong and 
Musa (2011) found that subjective norms predicted environmentally 
responsible be- haviours, such as spreading positive WOM or deciding to 
revisit a destination, and that the strength of this relationship increased when 
personal norms were added as a predictor. Further analyses showed that the 
effect of subjective norms on environmentally responsible diving behaviour 

was indeed mediated through personal norms. Likewise, we 
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destination (Gelfand and  Harrington, 2015). In addition, it has been found that 
the cultural profiles of the communities involved in tourism activ- ities on 
cultural routes act as mediators or moderators of the impact of traditional 
cultural values on the successful implementation of tourism activities such as 
spreading positive WOM and planning to revisit a destination (Vana and  
Malaescu, 2016). LaPlante et al. (2005) found that cultural norms are highly 
influenced by subjective norms, and help to shape tourist behaviour, especially 
in relation to sustainability (e.g. spreading positive word of mouth and 
planning to revisit a destination). Therefore, it can be hypothesized that: 

H9. Cultural norms mediates the relationship of descriptive norms with 
�W�R�X�U�L�V�W�V�¶ behavioural intentions. 

 
2.4. �7�R�X�U�L�V�W�V�¶���Y�D�U�\�L�Q�J���H�G�X�F�D�W�L�R�Q���O�H�Y�H�O�V���D�V���P�R�G�H�U�D�W�R�U�V���R�I���W�K�H���U�H�O�D�W�L�R�Q�V�K�L�S�V��

in this study 

Knowing the individual characteristics of tourists, such as their age, level 
of education, gender and so on, is valuable for discovering tourist behavioural 
intentions and hence for tourism development (Moscardo, 
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2015). The pedagogic theory indicates that education explains human 
behaviors in both personal and social arenas (Britton, 1987). Education as a 
systematic process involves upbringing, teaching, learning, and social and 
cultural development (Britton, 1987). Many theorists claim that 
�L�Q�G�L�Y�L�G�X�D�O�V�¶ educational level either influences or is influenced by different 
types of norms and values (Bakker, 2017; Mes¸eciGiorgetti, Campbell, and  
Arslan, 2017; S  ̧es¸en and  Pruett, 2014). For instance, the relationship between 
�F�X�O�W�X�U�D�O���Q�R�U�P�V���D�Q�G���H�G�X�F�D�W�L�R�Q���L�V���D���µ�F�K�L�F�N�H�Q���R�U���H�J�J�¶ situation, as education plays 
an important role in the development of a culture, and in return cultural 
values influence the educational levels of individuals. There is also debate 
about whether different levels of edu- cation effect personal and social 
norms, and how these norms influence �E�H�K�D�Y�L�R�X�U�D�O�� �L�Q�W�H�Q�W�L�R�Q�V���� �,�Q�G�L�Y�L�G�X�D�O�V�¶��
personality characteristics are sha- ped by factors such as age, gender and 
education level (Stern, Dietz, and  Kalof, 1993), and these characteristics 
�L�Q�I�O�X�H�Q�F�H�� �L�Q�G�L�Y�L�G�X�D�O�V�¶�� �E�H�K�D�Y- ioural intentions significantly. Similarly, a 
significant body of literature suggests that education makes individuals more 
reflective and facilitates the development of different norms (Brady, Verba, and  
Schlozman, 1995; Brand, 2010). From the above discussion, it is clear that 
different educational levels influence the formation of norms. Furthermore, 
a substantial amount of literature can be found explaining normative in- 
fluence on customer behavioural intentions, including revisit intentions 
and positive WOM (e.g. Farrow et al., 2017; Park and  Smith, 2007; 
Ramkissoon, 2020). Based on the above discussion, �W�R�X�U�L�V�W�V�¶���Y�D�U�\�L�Q�J levels of 
education have been used as moderators on all the relationships in this study, 
so it can be hypothesized that: 

H10. �7�R�X�U�L�V�W�V�¶ varying education levels moderate the relationships between 
subjective social norms and behavioural intentions. 

Based on the above literature, the model conceptualized in this study is 
presented in Fig. 1. 

 
2.5. Participants and procedure 

Quantitative research methods have been applied in this study. Recruitment 
of respondents (tourists) followed a proportionate stratified random sampling 
procedure based on the �W�R�X�U�L�V�W�V�¶���V�K�D�U�H���R�I���W�R�S���W�R�X�U�L�V�P destinations in Pakistan. 
Using proportionate stratified random sam- pling is appropriate because the top 
tourism destinations (northern areas including Murree, Naran, Kaghan, Gilgit, 
Chitral, Hunza Balley and Muzaffarabad) considered in this study constitute 
unique tourism seg- ments, the representation of which is critical to the 
generalization of the 

study. Also, the stratified sampling method has been proven to provide greater 
statistical precision of the results (Maxwell, Bickman, and  Rog, 2009). The 
data were collected between February and April  2020. Although the COVID-
19 was announced to be pandemic at this period, Pakistan had very few cases. 
The government undertook flexible pre- ventive measures and had minimal 
restrictions. As a result, the data collection was not affected by the pandemic. 
A structured questionnaire consisting of standardized questions was used to 
gather information from respondents. It specified the exact wording and order 
of the questions. Tourists were met personally by survey assistants at the 
selected tourism destinations. Respondents were approached during the day on 
the roads leading to tourism locations. They were offered different incentives, 
such as a drink or chocolates, in return for agreeing to the survey �D�V�V�L�V�W�D�Q�W�¶�V 
request. 

For sample size calculations, guidelines provided by Kline (2011) are 
followed; these recommend obtaining 20 observations for each free 
parameter to be estimated, to provide an adequate sample size in structural 
equation modelling (SEM). Bearing in mind the initial number of free 
parameters to be estimated (33) adopted from previous studies, a sample size 
of 668 (33*20 660) was considered appropriate. The extra responses were 
added to increase the reliability and generalizability of the study. A total of 
1400 respondents were randomly selected and contacted for data collection 
due to expectations of some non-response bias, which can be expected in 
survey methods (Adams, Khan, Rae- side, and  White, 2007). Finally, a 
total of 780 (55.71 per cent) responses providing a satisfactory response rate 
(LaRose and  Tsai, 2014) were ob- tained and 668 responses were used for 
the analyses after removing outliers and missing values. For data analysis, 
including exploratory and confirmatory factor analysis, SPSS and AMOS v. 
23.0 were utilized. The explanation of the demographic variables is 
provided in Table 1. 

 
2.6. Measurement instruments 

Measurement scales for the study were adapted from previous studies �± for 
example, descriptive norms were measured by four items (Moons and  De 
Pelsmacker, 2015). A sample item for descriptive norms is, �µ�,���E�H�O�L�H�Y�H���W�K�D�W���P�R�V�W��
of the people who are important to me show loyalty intentions (e.g. revisit a 
tourism destination and spread positive word about �L�W���¶�� 

In addition, injunctive norms were measured with a scale developed by 
Fishbein and Ajzen (1975). The scale contains 10 intervals. A sample item for 
the injunctive norms is, �µ�3�H�R�S�O�H who are important to me will  

 

 

Fig. 1. The proposed model of this study Methods. 
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Table 1 
Demographic characteristics of respondents. 

 
 

Variable Category Distribution 
 

 

Frequency Percentage 

Gender Male 390 58.40 
Female 278 41.60 

Age 18�±25 181 27.10 
26�±33 261 39.10 
34�±41 127 19.00 
42�±49 64 09.60 

cultural norms on behavioural intentions. Table 5 presents results for the 
mediated paths. 

Descriptive norms are positively associated with personal norms ���� 
� �����������������S���������������������F�X�O�W�X�U�D�O���Q�R�U�P�V��������� �����������������S�������������������D�Q�G���U�H�Y�L�V�L�W �L�Q�W�H�Q�W�L�R�Q�V��������
= 0.127, p < 0.01) and have no significant relationship with �:�2�0�������������� 0.058, 
p > 0.05). Similarly, the estimates of direct effect show that injunctive norms 
are positively associated with personal �Q�R�U�P�V�������� � �����������������S������������������ �D�Q�G���Z�L�W�K��
�F�X�O�W�X�U�D�O���Q�R�U�P�V��������� �����������������S���� 0.01), as well as with positive WOM ���� = 0.052, 
p < 0.05). However, its 
relationship with revisit intentions is negative but supported ���� = 

 
Marital status 

 
Income (Pak. Rupees) 

 

 
Education 

50 and  above 35 05.20 
Single 360 53.90 
Married 308 46.10 
20k�±35k 190 28.40 
36k�±50k 177 26.50 
51k�±65k 121 18.10 
>66k 180 26.90 
No formal education 7 01.00 
Secondary school (Year 10) 50 07.50 
Undergraduate (Year 16) 182 27.20 
Masters (Year 18) 209 31.30 

�² 0.123, p < 0.05). Personal norms were found to have a positive sig- nificant 
direct �U�H�O�D�W�L�R�Q�V�K�L�S�� �Z�L�W�K�� �S�R�V�L�W�L�Y�H�� �:�2�0�� ������ � �� �������������� �S�� ���� ������������ �D�Q�G revisit 
�L�Q�W�H�Q�W�L�R�Q�V��������� �����������������S���������������������&�X�O�W�X�U�D�O���Q�R�U�P�V���D�O�V�R���K�D�G���S�R�V�L�W�L�Y�H and significant 
�U�H�O�D�W�L�R�Q�V�K�L�S�V���Z�L�W�K���S�R�V�L�W�L�Y�H���:�2�0��������� �����������������S���������������� and revisit intentions 
���� 1.623, p < 0.01). 

The results of indirect effects report that injunctive norms have a significant 
but negative indirect relationship with positive WOM ������ �  0.152, p < 0.05) 
and revisit �L�Q�W�H�Q�W�L�R�Q�V���������������� 0.186, p < 0.05) medi- ated by personal norms. 
Similarly, cultural norms positively mediate the 

  Others 220 32.90  

 

support me when I do tourism related �D�F�W�L�Y�L�W�L�H�V���¶ 
For personal norms, a five-items Likert-based scale from Doran and Larsen 

(2016) �Z�D�V���D�G�R�S�W�H�G�����$���V�D�P�S�O�H���L�W�H�P���I�R�U���S�H�U�V�R�Q�D�O���Q�R�U�P�V���L�V�����µ�,���G�R feel a moral 
�R�E�O�L�J�D�W�L�R�Q���W�R���G�R���D�F�W�L�Y�L�W�L�H�V���Z�K�L�F�K���K�H�O�S�V���W�R�X�U�L�V�P���W�R���J�U�R�Z���¶ Similarly, cultural 
norms were measured using an eight-item scale adapted from Singelis, 
Triandis, Bhawuk, and Gelfand (1995). A sample item for cultural norms is, 
�µ�, feel good when I cooperate with others by showing loyalty towards a 
tourist destination. Behavioural intentions were measured using a siX-item 
scale adapted from Cronin, Brady, and Hult (2000) and Arnett, German, and 
Hunt (2003), consisting of revisit intention and WOM communication. A 
sample item of behavioural �L�Q�W�H�Q�W�L�R�Q���L�V�����µ�7�K�H���S�U�R�E�D�E�L�O�L�W�\���W�K�D�W���,���Z�L�O�O���U�H�Y�L�V�L�W��
this tourism destination �D�J�D�L�Q�� �L�V�� �K�L�J�K���¶��Table 2 presents results for 
correlations, means and SD among study variables. 
3. Analysis and results 

 
3.1. Confirmatory factor analysis 

Confirmatory factor analysis was used to verify the factor structure of a set 
of observed variables and to test the hypothesis that a relationship exists 
between observed variables and their underlying latent con- structs. Many 
researchers (e.g. Suhr, 2006) recommend conducting CFA before the 
hypothesis testing. An overall measurement model fitness has 
been tested by conducting CFA and the model fit for this construct was 
acceptable at �$2/d.f. = 1.98; GFI = 0.925; IFI = 0.944; TLI = 0.921 and CFI = 
0.944 as suggested in Hu and Bentler (1999) (see Table 3). 

 
3.2. Hypothesis testing 

Table 4 shows directs effects of independent variables on mediators and 
dependent variables. It also shows direct impacts of personal and 

 
Table 2 
Results for correlations, means and SD among study variables. 

�U�H�O�D�W�L�R�Q�V�K�L�S���R�I���L�Q�M�X�Q�F�W�L�Y�H���Q�R�U�P�V���Z�L�W�K���U�H�Y�L�V�L�W���L�Q�W�H�Q�W�L�R�Q�V��������� �����������������S���� 0.05) and 
�S�R�V�L�W�L�Y�H�� �:�2�0�� ���� 0.036, p < .05). Furthermore, personal norms negatively 
mediate the relationship between descriptive norms and positive WOM ���� 
0.289, p < 0.05). However, cultural norms positively mediate the relationship 
of descriptive norms with revisit intentions �������������� 0.176, p < 0.05) and positive 
WOM �������������� 0.126, p > 
0.05). In addition, personal norm mediates a negative relationship be- tween 
descriptive norms and revisit intentions ���� = �² 0.358, p < 0.05). 
3.3. Multiple group invariance analysis 

Multi -group invariance analysis was conducted to test the modera- tion of 
education on the relationships between the proposed relation- ships. In the 
current study, education was categorized into those with a �%�D�F�K�H�O�R�U�¶�V���G�H�J�U�H�H��
and above and those without this level of education. Different levels of 
education in multiple group analysis have different effects on the overall model 
level. On individual path levels, seven paths out of eight were significantly 
moderated by the group of tourists having a �%�D�F�K�H�O�R�U�¶�V degree or above. The 
moderation test is significant, since the difference in chi-square value between 
the constrained and uncon- strained model is greater than 3.84 chi-square value 
���û�$2      16.449) and 

degrees of freedom (DF) is 10 at p < 0.01 (Steenkamp and  Baumgartner, 
1998). This shows that the two groups in this study are significantly different in 
predicting relationships of behavioural intentions and their predictors on the 
overall model level, further providing support for hypothesis 10. The results for 
the proposed relationships with the two groups are shown in Table 6. 
4. Discussion 

A norms-driven viewpoint in the tourism industry can be traced back 
through previous research. However, most studies were conducted in developed 
countries. This seems logical because developed nations are more inclined 
towards tourism and can be involved in tourism-related activities; however, 
over the last few decades, the tourism industry in 

 
 

Variables Mean SD MSV IN DN PN CN RI WOM 

IN 2.15 .74 0.50 0.824 
DN 3.30 .98 0.13 0.255** 0.748 
PN 3.45 .76 0.26 0.292** 0.634** 0.728 

CN 3.27 .67 0.47 0.288** 0.622** 0.806** 0.707 
RI 3.01 .89 0.60 0.349** 0.472** 0.402** 0.357** 0.888 

WOM 2.87 1.28 0.20 0.322** 0.477** 0.309** 0.301** 0.662** 0.692 

Note: **  Correlation is significant at the 0.01 level (2-tailed). The values in bold are square root of average variance extracted. �
�
�S�”�� 0.01. IN: 
Injunctive Norms; DN: Descriptive Norms; PN: Personal Norms; CN: Cultural Norms; RI: Revisit Intentions; WOM: Word of Mouth. 
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Table 3 
Confirmatory factor analysis, AVE, and composite reliability.  

 
Table 3 (continued ) 

Constructs Item Factor 

 
 

�. CR AVE 

Constructs Item Factor 
Loadings 

Injunctive 
norms 

�. CR AVE 

 
0.75 0.89 0.68 

 
If  my friends were looking to 
visit a destination, I would 
recommend the destination 

Loadings 0.65 

People who are important to 
me will  support me when I 
engage in tourism-related 
activities. 
People who are important to 
me try to convince me to 
show loyalty intentions. 
Most people who are 
important to me think I 
should show loyalty 
intentions. 
People whose opinion I 
value would prefer me to 

0.56 

 

 
0.57 

 

0.88 

 

 
0.81 

Revisit 
intentions 

I visited. 

 

The probability that I will  
revisit this tourism 
destination is high. 
The likelihood that I would 
recommend this tourism 
destination to a friend is 
high. 
If  I had to visit a destination, I 
would visit the same 
destination. 

 
 

0.95 

 

0.95 

 

 
0.88 

0.92 0.91 0.79 

 
 
 

Descriptive 
norms 

 
 
 
 
 
 
 
 

Personal 
norms 

 
 
 
 
 
 
 
 
 
 
 

Cultural 
norms 

 
 
 
 
 
 
 
 

Positive 
WO
M 

show loyalty intentions. 
Many of the people who are 
important to me insinuated 
that I should show loyalty 
intentions. 

 
I believe that most people 
who are important to me 
show loyalty intentions. 
I believe that most people 
who are important to me 
show loyalty intentions 
towards tourism. 
I believe that most people 
that are important to me 
show loyalty intentions 
towards tourism. 

 
I do feel a moral obligation 
to do activities that help 
tourism to grow. 
I feel an obligation to revisit a 
tourist destination and spread 
positive WOM about it. 
I sometimes have a bad 
conscience that I do not 
show loyalty intentions 
towards tourism. 
I sometimes have a bad 
conscience that I do not 
revisit a destination or 
spread WOM about it. 

 
I feel good when I cooperate 
with others by showing 
loyalty towards a tourist 
destination. 
My happiness depends very 
much on the happiness of 
those around me. 
The wellbeing of local 
people at tourism 
destination is important to 
me. 

 
I will talk positively to people 
I know regarding the tourism 
destinations I have visited. 
I bring up tourism places I 
visit in a positive way in 
conversations I have with 
friends and acquaintances. 

0.43 

 
 
 
 

0.83 

 

0.83 

 

 
0.87 

 
 
 
 

0.71 

 

0.68 

 

 
0.69 

 

 
0.83 

 
 
 
 

0.73 

 

 
0.73 

 

0.86 

 
 
 
 

0.76 

 

 
0.76 

 
 
 

0.82 0.83 0.56 

 
 
 
 
 
 
 
 
 

0.68 0.68 0.53 

 
 
 
 
 
 
 
 
 
 
 
 

0.73 0.66 0.50 

 
 
 
 
 
 
 
 
 

0.55 0.72 0.48 

 

Note: �.��� ���&�U�R�Q�E�D�F�K�¶�V���D�O�S�K�D�����)�/��� ���I�D�F�W�R�U���O�R�D�G�L�Q�J�V�����&�5��� ���F�R�P�S�R�V�L�W�H���U�H�O�L�D�E�L�O�L�W�\�� AVE = 
average variance extracted. 

the developing world has gained considerable recognition and experi- enced an 
increase in activities. This has created a need to study behav- ioural intentions 
towards tourism in the developing world. This study has attempted to fill this 
gap. It provides an integrated model that uti- lizes concepts from normative 
conduct theory (Cialdini et al., 1991) to �X�Q�G�H�U�V�W�D�Q�G�� �W�R�X�U�L�V�W�V�¶�� �E�H�K�D�Y�L�R�X�U�D�O��
intentions. In this study, some results verify those of previous studies, while 
others are conflicting. 

Descriptive norms were found to have a significant direct relation- ship with 
cultural norms, personal norms and revisit intentions, but the study failed to 
make a significant connection with positive WOM. This implies that what other 
people do at tourism destinations influences �L�Q�G�L�Y�L�G�X�D�O�V�¶���E�H�K�D�Y�L�R�X�U�D�O���L�Q�W�H�Q�W�L�R�Q�V��
(revisit intentions). Furthermore, it �V�K�R�Z�V���W�K�D�W���W�R�X�U�L�V�W�V�¶���D�F�W�L�Y�L�W�L�H�V���L�Q�I�O�X�H�Q�F�H���O�R�F�D�O��
cultural norms. Past studies also endorse current findings. Kim et al. (2012) 
found that social influ- �H�Q�F�H���G�L�U�H�F�W�V���W�R�X�U�L�V�W�V�¶���E�H�K�D�Y�L�R�X�U���± in other words, people 
try to imitate others (Suki et al., 2016). Hence, the current study verifies that 
tourists follow other tourists or what the local people are doing. If these people 
are taking care of tourism destinations, the tourists noticing them will also do 
the same. However, in contrast with the previous studies, this study found that 
tourists do not follow others in creating a positive WOM. The results of 
previous studies conflict with the current study, as Arpita (2015) found that 
people do what they think suits the current situation. It is noted in many studies 
that WOM is solely �V�R�P�H�R�Q�H�¶�V personal behaviour, so it may not be influenced 
by what others are saying. 

The results from the direct effects table show that injunctive norms 
directly affect positive WOM. They also affect revisit intentions signifi- cantly, 
but have a negative relation with these. This result provides in- sights regarding 
how people are influenced by the expectations of others. It means people 
want to follow the cultural norms or values of the host destinations to fulfil 
the expectations others may have of them. These findings are in line with 
previous studies reporting that people try to follow the cultural values and 
customs of local people (e.g. Morris et al., 2015). Similarly, according to the 
results of direct effects, personal �Y�D�O�X�H�V�� �D�U�H�� �D�O�V�R�� �L�Q�I�O�X�H�Q�F�H�G�� �E�\�� �S�H�R�S�O�H�¶�V��
perceptions about what others are expecting from them. Tourists therefore 
modify or change their own norms or values to adjust to the society or culture 
they are visiting. Normally, personal values are considered very strong, but as 
the current study shows, even these can be changed. Furthermore, direct results 
show that people spread positive WOM in their social circle or among family 
members regarding the tourism destinations they visit. This is also because of 
the perception that local people (destination hosts) expect them to do so. 
Therefore, the current study suggests that people do spread positive WOM to 
�I�X�O�I�L�O�� �K�R�V�W�V�¶�� �H�[�S�H�F�W�D�W�L�R�Q�V���� �D�Q�G�� �W�K�L�V�� �Y�H�U�L�I�L�H�V�� �W�K�H results of previous studies 
(Fishbein and  Ajzen, 2010, p. 130). However, injunctive   norms   have   a   
negative   relation   with   revisit   intentions 
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Table 4 
Direct effects of structural model. 

Predictor (X) Outcome (Y) Beta-value SE t P-value Result 

Descriptive norms Personal norms 0.489 0.023 21.170 0.00* Supported 
Descriptive norms Cultural norms 0.428 0.021 20.501 0.00* Supported 
Descriptive norms Positive WOM �² 0.058 0.043 �² 4.220 0.09 Not supported 
Descriptive norms Revisit intentions 0.127 0.032 2.44 0.00* Supported 
Injunctive norms Cultural norms 0.297 0.033 7.771 0.00* Supported 
Injunctive norms Positive WOM 0.052 0.027 9.49 0.01** Supported 
Injunctive norms Revisit intentions �² 0.123 0.057 �² 2.171 0.03** Supported 
Injunctive norms Personal norms 0.298 0.037 7.872 0.00* Supported 
Personal norms Positive WOM 0.704 0.047 16.72 0.00* Supported 
Personal norms Revisit intentions 0.614 0.034 5.49 0.00* Supported 
Cultural norms Positive WOM 0.251 0.080 10.306 0.00* Supported 
Cultural norms Revisit intentions 1.623 0.101 16.020 0.00* Supported 

*Supported at p < 0.01; **Supported at p < 0.05. 

 

Table 5 
Indirect effects of the structural model. 

Predictor Consequent  �� Boot 95% confidence interval Statusa 

Mediator Dependent variable  SE LLCI  ULCI 

Injunctive norms Personal norms Positive WOM �² 0.152 0.026 �² 0.197 �² 0.111 Supported 
Injunctive norms Cultural norms Positive WOM 0.036 0.016 0.011 0.065 Supported 
Injunctive norms Personal norms Revisit intentions �² 0.186 0.029 �² 0.235 �² 0.140 Supported 
Injunctive norms Cultural norms Revisit intentions 0.051 0.024 0.012 0.091 Supported 
Descriptive norms Personal norms Positive WOM �² 0.289 0.043 �² 0.359 �² 0.221 Supported 
Descriptive norms Cultural norms Positive WOM 0.126 0.026 0.083 0.170 Supported 
Descriptive norms Personal norms Revisit intentions �² 0.358 0.043 �² 0.433 �² 0.293 Supported 
Descriptive norms Cultural norms Revisit intentions 0.176 0.032 0.126 0.232 Supported 

a  Mediated paths are supported at p < 0.05. 

 
Table 6 
The results for the proposed relationships for different education groups.  

 

 Beta 1 Beta 2 

Cultural norms Descriptive norms 0.34 ***  0.15***  
Personal norms Descriptive norms 0.44***  0.42***  
Personal norms Injunctive norms 0.12 0.47 
Cultural norms Injunctive norms 0.11 0.14* 
Behavioural intentions Injunctive norms 0.06 0.12 
Behavioural intentions Descriptive norms 0.29***  0.35***  
Behavioural intentions Personal norms 0.72***  0.11 

Behavioural intentions Cultural norms 0.32***  0.17 

Note: *p < 0.05, ***p < 0.0005. Beta 1 refer to the effects of different norms on 
behaviors for tourists with university degrees; Beta 2 represent those without 
university degrees. 

 
directly. This finding reveals that people may spread positive WOM to others 
and follow all the instructions, cultural rules or regulations of the local people, 
but they will  not necessarily visit the destination again. People may follow 
local culture or fulfil  local �S�H�R�S�O�H�¶�V expectations just to satisfy them, and to 
make their current visit a successful one �± but with no promise to visit again. 

Personal and cultural norms are also influenced by injunctive norms, and 
these norms have a significant direct relationship with behavioural intentions. 
This shows that personal and cultural values can result in positive WOM and 
revisit intentions. It also demonstrates that if tourists find that a destination 
matches their own personality, and are inclined to follow the local rules, they 
may wish to revisit the destination and spread a positive WOM among those 
they know. These findings regarding personal and cultural norms verify the 
existing literature (Cialdini et al., 1990; Ünal, Steg, and  Gorsira, 2018). 

In indirect relations, personal norms and cultural norms mediate the 
relations between injunctive norms and revisit intentions; cultural norms also 
mediate the indirect relation of injunctive norms and positive WOM. The 
accepted mediated paths are similar to those shown in pre- vious studies, and 
therefore verify the research; however, personal 

 
norms were found to have negative relations on all the indirect paths, which 
contradicts the existing studies and implies that tourists produce positive WOM 
by being influenced by what others expect from them, as well as by the local 
culture. 

Similarly, cultural norms also mediate the relation of descriptive norms 
and positive WOM. In addition, personal norms mediate relation of 
descriptive norms and revisit intentions, but the paths mediated by personal 
norms were negative in nature. However, cultural norms mediated the 
relation between descriptive norms and revisit intentions and personal norms 
mediated the descriptive norms and positive WOM, which  verifies  previous  
studies  (Olivas-Luján  et  al.,  2004).  A  logical explanation for the negative 
mediated paths is that tourists remain in a specific location for a short period 
of time, and the influence of personal norms (Doran and  Larsen, 2016; Morris 
et al., 2015; Onwezen, Antonides and  Bartels, 2013; Wang, Liu, and  Qi, 2014) 
diminishes quickly and may not �W�U�D�Q�V�O�D�W�H���S�R�V�L�W�L�Y�H�O�\���L�Q�W�R���W�R�X�U�L�V�W�V�¶���E�H�K�D�Y�L�R�X�U�D�O��
intentions. Instead, if someone has strong personal norms and others try to 
influence them, they may become irritated and act in the opposite way to 
what others expect. In addition, it was found that different levels of 
education moderate most of the paths in this study, implying that different 
facil- ities at tourism destinations could be available for tourists with a 
�%�D�F�K�H�O�R�U�¶�V���G�H�J�U�H�H���D�Q�G���D�E�R�Y�H���D�Q�G���W�K�R�V�H���Z�L�W�K���Q�R���X�Q�L�Y�H�U�V�L�W�\���G�H�J�U�H�H�� Tourists 
with a university degree demand higher quality in services than those with a 
lower level of education. 
5. Implications 
5.1. Theoretical contributions 

This study has discussed the influence of subjective norms as de- terminants 
of loyalty intentions and the mediating role of personal and cultural norms on 
this relationship. It has also examined whether tour- �L�V�W�V�¶�� �Y�D�U�\�L�Q�J�� �O�H�Y�H�O�V of 
education influence different relationships. This study makes three theoretical 
contributions to the research in this area. First, it contributes to the tourism 
loyalty literature by examining the 
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determinants of tourist loyalty beyond attitudes to destinations and tourist 
satisfaction. Previous studies have examined tourist loyalty as the result of 
satisfaction with a destination (e.g. Lee, Jeon, and Kim (2011). This study has 
demonstrated that customer loyalty is a consequence of personal and cultural 
norms, which are influenced by subjective norms. It has also shown that 
�W�R�X�U�L�V�W�V�¶�� �Y�D�U�\�L�Q�J�� �O�H�Y�H�O�V�� �R�I�� �H�G�X�F�D�W�L�R�Q�� �V�L�J�Q�L�I�L�F�D�Q�W�O�\ moderate most of the 
relationships in this study. Therefore, the findings validate those of previous 
studies explaining the influence of education on tourism activities (e.g. Farrow 
et al., 2017); Park and  Smith, 2007; Ramkissoon, 2020). Second, this study 
contributes to the applications of the normative conduct theory (Cialdini et al., 
1990) by utilizing that �W�K�H�R�U�\�¶�V���F�R�Q�F�H�S�W�V���L�Q���W�K�H���I�L�H�O�G���R�I���W�R�X�U�L�V�P�����*�H�Q�H�U�D�O�O�\�����W�K�H��
theory explains normative influence on human behavioural intentions; 
however, the current study has extended its application by utilizing its concepts 
to explain the behavioural intentions of tourists. This study has shown how an 
integrated model of subjective social norms influences �W�R�X�U�L�V�W�V�¶ choices and 
behaviours. Third, this study also contributes to the sus- tainable tourism 
literature. Despite the significance of norms in the behavioural field, they are 
rarely used to �S�U�H�G�L�F�W�� �W�R�X�U�L�V�W�V�¶�� �V�X�V�W�D�L�Q�D�E�O�H activities. Most of the previous 
studies explored the role of natural re- sources and economics on sustainable 
tourism development (e.g. Vu, 
Tran, Nguyen, and  Nguyen, 2020). This study suggests the use of norms for 
sustainable tourism development, hence enriching the literature. In addition, 
the current study was the first to integrate TPB and NCT to understand 
individual behaviours with a focus on tourists. This inte- gration provides a 
fresh perspective on deepening the norms described in TPB. In particular, the 
operationalization and examining in- terrelationships of norms broaden the 
scope of TPB in understanding �L�Q�G�L�Y�L�G�X�D�O�V�¶ attitudes, perceptions and 
behaviours. 
5.2. Managerial implications 

This study has provided useful insights for marketers and tourism 
stakeholders to gain a competitive advantage. Business owners can enhance 
their understanding regarding �W�R�X�U�L�V�W�V�¶�� �L�Q�W�H�U�Q�D�O and external motivations or 
forces that lead them to revisit businesses and spread positive WOM. In 
�D�G�G�L�W�L�R�Q�����W�K�H���V�W�X�G�\�¶�V���R�X�W�F�R�P�H�V���S�U�R�Y�L�G�H���J�X�L�G�D�Q�F�H���R�Q how to sustain a tourism 
business. Sustainable tourism is critical for the survival of the industry, and it 
is only possible when both the tourists and hosts play an equal role in 
sustaining tourism (Binkhorst and  Den Dekker, 2009). This is especially 
so in desperate times such as those experienced during the COVID-19 
pandemic (Khan, 2017 , 21 May), when new customers are difficult to attract. 
Among the many important factors of sustainable tourism, positive WOM 
and revisit intentions are �S�U�R�P�L�Q�H�Q�W���� �7�R�X�U�L�V�W�V�¶�� �U�H�S�H�D�W�� �Y�L�V�L�W�V�� �D�Q�G�� �S�R�V�L�W�L�Y�H��
WOM can boost the economic conditions of the local people, which will  
result in sustaining tourism. Therefore, outcomes of the current study can be 
utilized in two different ways: to gain a competitive advantage, and to 
sustain the tourism industry. 

Marketers and governments should provide reminders to tourists to 
help them during decision-making process, with the help of messages 
highlighting that other people are also taking care of the tourism des- tinations 
by creating positive WOM and repeat visits. In particular, it can be helpful in a 
socialist culture, such as that of Pakistani society, where decision-making 
related to revisit and spreading a positive WOM is highly influenced by the 
opinion and wishes of others. In addition, it is noted in the study that personal 
and cultural norms are influenced by the �V�X�E�M�H�F�W�L�Y�H���Q�R�U�P�V���W�K�D�W���O�H�D�G���W�R���W�R�X�U�L�V�W�V�¶��
behaviours. Therefore, it is clear that the utilization just of subjective norms 
will  not be particularly �E�H�Q�H�I�L�F�L�D�O���L�Q���F�U�H�D�W�L�Q�J���W�R�X�U�L�V�W�V�¶���E�H�K�D�Y�L�R�X�U�D�O���L�Q�W�H�Q�W�L�R�Q�V�� 
For that reason, a link is needed between the two to promote tourism activities 
such as spreading positive WOM and planning to revisit a tourist destination. 
The results of the current study provide important insight to marketers who are 
trying to understand how cultural and personal norms can be influenced, and 
translate into positive WOM and revisit intentions. Marketers should provide 
verbal or visual illustrations of how authority 

figures perform tourism activities and expect the same from their followers. 
The study shows that norms are significantly related to �W�R�X�U�L�V�W�V�¶ behavioral 

intentions (about 70% change). Marketers should integrate appropriate 
personality features into marketing campaigns to attract tourists and entice their 
revisit intentions, such as font styles, color schemes and the overall layout of 
content of ads, billboards and other marketing material which may match 
�W�R�X�U�L�V�W�V�¶ individual attributes. Images, videos or infographics can be utilisd to 
engage tourists. Since cultural norms are found to be the second most 
influencing norms of tourist behavior, marketers should design culture friendly 
campaigns and promotions that cater for different tourists. Descriptive norms 
are shown to have a significant influence on other norms �������������D�Q�G���W�R�X�U�L�V�W�V�¶ 
behaviours (13%)it is advisable to identify and engage the appropriate 
influencers for promoting a destination. For example, celebrity endorsement of 
a destination can be an effective means to influence �W�R�X�U�L�V�W�V�¶�� �G�H�F�L�V�L�R�Q�� �D�Q�G��
behaviours. As education levels exerted a signifi- cant moderation effect in the 
proposed norms-behaviour relationships, tourism marketers could use these 
findings to develop a more appro- priate market segmentation and identify 
more viable markets to target. 
6. Limitations  and future  research directions 

Pakistan has numerous tourism destinations, including mountains, deserts 
and historical places, but this study was conducted only from only top 
tourism destinations (northern areas of the country, including Murree, Naran, 
Kaghan, Gilgit, Chitral and Muzaffarabad). Other tourism destinations could 
be included in future research. Top tourism destinations attract tourists with 
higher education levels and incomes, and greater environmental sensitivity, 
which makes them more sensitive to messages related to tourism activities. 
Future studies could collect data from other populations to validate whether 
normative influences hold true for other segments. A self-reporting method was 
utilized in this study, social desirability bias may affect the findings. Finally, 
although Pakistan had minimal restrictions on tourism and took limited preven- 
tive measures at the time of this study, the COVID-19 might still have played 
a role in �W�R�X�U�L�V�W�V�¶���D�W�W�L�W�X�G�H�V and behaviours. Consequently, the findings must be 
interpreted with caution. 
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Ş eşen,  H.,  and   Pruett,  M.  (2014).  The  impact  of  education,  economy  and  culture  on 
entrepreneurial motives, barriers and intentions: A comparative study of the United States 
and Turkey. Journal of Entrepreneurship, 23(2), 231�±261. 

Singelis, T. M., Triandis, H. C., Bhawuk, D. P., and  Gelfand, M. J. (1995). Horizontal 
and vertical dimensions of individualism and collectivism: A theoretical and 
measurement refinement. Cross-Cultural Research, 29(3), 240�±275. 

Siperstein, G. N., Widaman, K., and  Leffert, J. S. (1996). Social behaviour and the social 
acceptance and rejection of children with mental retardation. Education and Training in 
Mental Retardation and Developmental Disabilities, 31, 271�±281. 

Song, H., Lee, C. K., Reisinger, Y., and  Xu, H. L. (2017). The role of visa exemption in 
�&�K�L�Q�H�V�H�� �W�R�X�U�L�V�W�V�¶�� �G�H�F�L�V�L�R�Q-making: A model of goal-directed behavior. Journal of 
Travel and  Tourism Marketing, 34(5), 666�±679. 

Sripada, C. S., and  Stich, S. (2005). A framework for the psychology of norms. The 
innate mind, 2, 280�±301. 

Statista Research Department. (2021). Travel and tourism: Share of global GDP 2000�±2019.     
https://www.statista.com/statistics/1099933/travel-and-tourism-share 
-of-gdp/#:~:text        The%20direct%20contribution%20of%20the,of%20the%20total 
%20GDP%20worldwide. 

Steenkamp, J.-B. E. M., and  Baumgartner, H. (1998). Assessing measurement invariance in 
cross-national consumer research. Journal of Consumer Research, 25(1), 78�±90. 

Stern, P. (2000). Toward a coherent theory of environmentally significant behavior. 
Journal of Social Issues, 56(3), 407�±424. 

Stern, P. C., and  Dietz, T. (1994). The value basis of environmental concern. Journal of 
Social Issues, 50(3), 65�±84. 

Stern, P. C., Dietz, T., Abel, T., Guagnano, G. A., and  Kalof, L. (1999). A value-belief-
norm theory of support for social movements: The case of environmentalism. Human 
Ecology Review, 81�±97. 

Stern, P. C., Dietz, T., and  Kalof, L. (1993). Value orientations, gender, and environmental 
concern. Environment and Behavior, 25(5), 322�±348. 

Stylidis, D., Shani, A., and  Belhassen, Y. (2017). Testing an integrated destination image 
model across residents and tourists. Tourism Management, 58, 184�±195. 

Suhr, D. D. (2006). EXploratory or confirmatory factor analysis?. In Proceedings of the 31st 
annual SAS? Users group international conference. Cary, NC: SAS Institute. 

 
  



 

275 
 

 
Suki, N. M., Mokhtar, A. H. A., and  Ahmad, R. (2016). Assessing normative  and informational influences on �V�W�X�G�H�Q�W�V�¶���R�S�L�Q�L�R�Q in engaging electronic word of mouth via social networking 
sites.   Procedia Economics and Finance, 37, 190�±195. 
Thøgersen, J. (2009). The motivational roots of norms for environmentally responsible behaviour. Basic and Applied Social Psychology, 31(4), 348�±362. 
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psychology (Manzo and Devine-Wright, 2013). Researchers created a 
framework to better understand the various facets of place attachment 
(Scannell and Gifford, 2010). This framework consists of three di­ 
mensions: person, place, and process (See Fig. A1 in Appendix). The 
person dimension examines the experience and collective meanings of 
attached people, while the process dimension explores the actions and 
cognition used to express attachment (Scannell and Gifford, 2017). The 
place dimension looks at the destination to which people become 
attached (Scannell and Gifford, 2017). The current study consists of 
some factors from all the three dimensions (e.g., personality form 
person dimension, destination preference from the process dimension 
and showing physical attributes of heritage places in eye-tracking 
experiment).  

The influence of social norms on human behavior is widely 
acknowledged. In psychology, it is regarded as one of the main drivers 
of human behavior (Berkowitz, 1972). For example, social norms (e.g., 
descriptive and cultural norms) have been used in various theories and 
models to predict human behavior (Stern et al., 1999) and are often 
used in conjunction with normative concepts. However, scholars have 
raised doubts about their usefulness in relation to positive behavior 
change. It is claimed that the concept is too vague and can lead to 
extrapolation and may decrease the intensity of a well-established 

behavior (Marini, 1984). For instance, Hansmann and Binder (2021) 
found that subjective social norms may cause individuals to travel less 
to certain destinations. For example, there has been a call to boycott of 
travel to Russia due to the Russia-Ukraine war (Siyamiyan Gorji et al., 
2022). However, studies have also indicated the power of norms in 
changing human behavior. Cialdini et al. (1990) refined the concept of 
descriptive and social norms and the way they affect human behavior. 
They developed the focus theory of normative conduct and properly 
defined the concept of sub­ jective social norms, which aimed to shed 
�O�L�J�K�W���R�Q���W�K�H�L�U���L�Q�I�O�X�H�Q�F�H���R�Q���D�Q���L�Q�G�L�Y�L�G�X�D�O�¶�V behavior.  

�1�R�U�P�V�� �S�O�D�\�� �D�Q�� �L�P�S�R�U�W�D�Q�W�� �U�R�O�H�� �L�Q�� �F�K�D�Q�J�L�Q�J�� �D�Q�� �L�Q�G�L�Y�L�G�X�D�O�V�¶�� �S�O�D�F�H��
attachment behavior by influencing attitudes, a sense of belonging, and 
behaviors towards a specific place (Escalera-Reyes, 2020). Norms act as 
unwritten rules dictating expected and acceptable behavior within so­ ciety 
(Sachs, 2019). If norms are associated with the customs and values of a 
�V�S�H�F�L�I�L�F���S�O�D�F�H�����W�K�H�\���P�D�\���V�W�U�H�Q�J�W�K�H�Q���D�Q���L�Q�G�L�Y�L�G�X�D�O�V�¶���D�W�W�D�F�K�P�H�Q�W���W�R���W�K�H���S�O�D�F�H��
(Brink and Wamsler, 2019). For example, if there are norms promoting 
heritage activities in a society and the society values heritage conservation, 
individuals living and visiting the destination may develop a stronger sense 

of attachment to that place (Taher Tolou Del et al., 2020). However, if norms 
�F�R�Q�I�O�L�F�W���Z�L�W�K���D�Q���L�Q�G�L�Y�L�G�X�D�O�¶�V���D�W�W�Dchment to a place, it may create feelings of 
disconnection and discomfort (Flett 

 
 
  
 
 
 
 
 
 
 
 
 
 



 

279 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
A. Wasaya et al. 
 
and Hewitt, 2020). Therefore, critically analyzing and understanding the 
relationship between place attachment and norms is crucial for positive 
place connections and experiences for all.  

Subjective social norms and heritage place attachment are closely 
�U�H�O�D�W�H�G�� ���:�X�� �H�W�� �D�O������ �������������� �6�X�E�M�H�F�W�L�Y�H�� �Q�R�U�P�V�� �U�H�I�H�U�� �W�R�� �D�Q�� �L�Q�G�L�Y�L�G�X�D�O�¶�V��
perception or belief about what others think they should or should not 
do in a given situation (Ham et al., 2015). Place attachment is an 
emotional bond that people have to a particular place (e.g., heritage 
destination), which can be based on feelings of familiarity, comfort, and 
security (Wang, 2023). Thus, subjective norms can influence the 
�V�W�U�H�Q�J�W�K���R�I���D�Q���L�Q�G�L�Y�L�G�X�D�O�¶�V���D�W�Wachment to heritage destinations because 
behaviors, attitudes, and beliefs may be shaped by the beliefs and 
values of those around them (Noel Biseko Lwoga, 2017). Based on the 
above discussion, it can be hypothesized that:  
H1. Subjective social norms are positively related to attachment to a 

heritage destination.  
�$�F�F�R�U�G�L�Q�J�� �W�R�� �/�H�Z�L�F�N�D�¶�V�� �W�Z�R-path model (Lewicka, 2005), cultural 

capital and descriptive norms are important factors that can influence 
the willingness of individuals to perform place-related activities and 
attachment. Similarly, Damanik and Yusuf (2022) studied the influence 
of descriptive norms on the choice of a heritage destination. It was 
revealed that the expectations of authority figures influenced the choice 
of a heritage destination. It was also found that the manipulation of 
descriptive norms could �D�I�I�H�F�W�� �W�R�X�U�L�V�W�V�¶�� �L�Q�W�H�Q�W�L�R�Q�� �W�R�� �Y�L�V�L�W�� �D�� �K�H�U�L�W�D�J�H��
destination (See and Goh, 2019). Although it is not possible to confirm 
how many factors influence heritage destination attachment or loyalty, 
normative appeals (e.g., descriptive norms) are valuable evidence that 
help to explain tourist attachment (Jin et al., 2020).  

Descriptive norms affect the way individuals feel attachment to a heritage 
�S�O�D�F�H�����3�U�L�Q�F�H�������������������'�H�V�F�U�L�S�W�L�Y�H���Q�R�U�P�V���U�H�I�H�U���W�R���D�Q���L�Q�G�L�Y�L�G�X�D�O�¶�V���S�H�U�F�H�S�W�L�R�Q���R�U��
belief about what others actually may do in a given situ­ ation (Ajzen, 1991). 
These expectations can be based on previous experience or societal 

�H�[�S�H�F�W�D�W�L�R�Q�V���� �D�Q�G�� �W�K�H�\�� �F�D�Q�� �L�Q�I�O�X�H�Q�F�H�� �K�R�Z�� �L�Q���� �G�L�Y�L�G�X�D�O�¶�V�� �I�H�H�O�� �D�E�R�X�W�� �D�� �S�O�D�F�H��
(Gauld and Reeves, 2023). For example, individuals may feel greater 
attachment to a heritage place with positive or accepted descriptive norms 
than they would to a place with negative or less accepted norms. Heritage 
place attachment, on the other hand, is a feeling of connection and emotional 
attachment to a heritage place (Vong, 2015). It is based on the experiences 
and memories individuals have of a heritage place and can be influenced by 
the descriptive norms that are associated with the place. Therefore, it can be 
proposed that:  
H2. Descriptive norms are positively related to attachment to a heri­ tage 

destination.  
�&�X�O�W�X�U�D�O�� �Y�D�O�X�H�V�� �D�U�H�� �F�R�Q�V�L�G�H�U�H�G�� �W�R�� �E�H�� �S�R�Z�H�U�I�X�O�� �L�Q�I�O�X�H�Q�F�H�U�V�� �R�I�� �W�R�X�U�L�V�W�V�¶��

behavior (Wasaya et al., 2022). Cialdini et al. (1990) found that various 
�F�X�O�W�X�U�D�O�� �Q�R�U�P�V�� �F�D�Q�� �L�Q�I�O�X�H�Q�F�H�� �D�Q�� �L�Q�G�L�Y�L�G�X�D�O�¶�V�� �E�H�K�D�Y�L�R�U���� �V�X�F�K�� �D�V�� �G�H�F�L�V�L�R�Q-
making (Allameh et al., 2015). Allameh et al. (2015) found that the beliefs 
and cultural values of tourists can influence the decisions of those who visit 
the country. It is important to note that because cultural norms can have a 
significant influence on the decisions of tourists, they can also help influence 
�W�R�X�U�L�V�W�V�¶���F�K�R�L�F�H�V���D�Q�G���D�W�W�D�F�K�P�H�Q�W���E�H�K�D�Y�L�R�U�V�����)�R�U���H�[�D�P�S�O�H�����/�H�H���H�W���D�O������������������
explored the idea that cultural values can influence the decisions of 
customers when it comes to a certain product or service. They found that 
norms can help influence the overall level of positive feedback that 
customers provide about a particular product or service and can influence 
the selection process. In a similar way, these norms can influence the 
process of destination selection and attachment. For example, Halonen 
(2020) found that cultural norms can help guide tourist recommendations 
related to a tourist destination. Tourists generally see marketing campaigns 
through a cultural lens, and cultural norms influence the selection of a 
destination. A culture is comprised of various characteristics that individuals 
share with one another, leading to attachment to a location (Tylor, 1871). 
Culture can influence the way individuals make travel decisions (choosing a 
destination; Triandis, 
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1994).  

Shared cultural values can form a strong sense of belonging and 
attachment to a heritage place (Wang, 2023). Cultural norms help to 
define a place and shape the experiences of those who live there. Those 
who share the same values and culture are more likely to form a strong 
sense of attachment to their environment. This connection can create a 
sense of community and identity and provide an emotional connection 
to the place (e.g., heritage place) they live in (Gustafson, 2001). Hence, 
it can be hypothesized that:  
H3. Cultural norms are positively related to attachment to a heritage 

destination. 
 
2.3. The role of destination preference 
 

Tourism has been regarded as a strategy for regional development in 
many countries (Pan et al., 2021). It is, therefore, important that policies and 
strategies that promote tourism are well researched. In addition to a 
�G�H�V�W�L�Q�D�W�L�R�Q�¶�V�� �S�K�\�V�L�F�D�O�� �F�K�D�U�D�F�W�H�U�L�V�W�L�F�V���� �R�W�K�H�U�� �I�D�F�W�R�U�V���� �V�X�F�K�� �D�V�� �W�R�X�U�L�V�W�V�¶��
motivational factors, should also be considered to determine tourist choice 
(Battour et al., 2017), as tourist choice influences tourist behavior both 
directly and indirectly. For example, Lupu et al. (2021) found that heritage 
destination preference was a strong mediator for behaviors such as 
electronic word of mouth and heritage destination attachment. 
�8�Q�G�H�U�V�W�D�Q�G�L�Q�J�� �W�K�H�� �Y�D�U�L�R�X�V�� �I�D�F�W�R�U�V�� �W�K�D�W�� �L�Q�I�O�X�H�Q�F�H�� �D�� �W�R�X�U�L�V�W�¶�V�� �G�H�V�W�L�Q�D�W�L�R�Q��
preference is also important to tourism marketers because preferences 
influence behavior or attachment with the place (Lupu et al., 2021). 
Destination preference is a selection criterion that influences the likelihood 
of a behavioral decision (e.g., revisiting a place; Ebrahim et al., 2016) based 
on the ranking of attributes such as normative and cognitive components 
(Ramsøy et al., 2019).  

�5�H�V�H�D�U�F�K�H�U�V�� �K�D�Y�H�� �K�L�J�K�O�L�J�K�W�H�G�� �V�H�Y�H�U�D�O�� �I�D�F�W�R�U�V�� �W�K�D�W�� �D�I�I�H�F�W�� �W�R�X�U�L�V�W�V�¶��
heritage destination preferences, such as age, gender, and social 

normative factors (Remoaldo et al., 2014), first impressions (Deng and 
�&�K�H�Q�������������������&�R�R�S�H�U���D�Q�G���%�X�F�N�O�H�\�����������������D�O�V�R���V�X�J�J�H�V�W�H�G���W�K�D�W���W�R�X�U�L�V�W�V�¶��
mental health, marketing, and the destinations capacity to match with 
�W�K�H���L�Q�G�L�Y�L�G�X�D�O�¶�V���S�H�U�V�R�Q�D�O�L�W�\���G�U�L�Y�H���K�H�U�L�W�D�J�H���G�Hstination preference. Wong 
et al. (2016) have also suggested that destination preference depends 
�X�S�R�Q�� �D�� �W�R�X�U�L�V�W�¶�V�� �V�R�F�L�R-cultural and psychological characteristics. Re­ 
searchers have also argued that destination preference plays a role as 
a mediator among different relationships (e.g., Su and Huang, 2018). 
Destination preferences were found to be shaped through social factors 
and positively influence place attachment. It has also been posited that 
there is a positive link between place attachment and destination pref­ 
�H�U�H�Q�F�H�����6�W�\�O�R�V���H�W���D�O���������������������$�V���W�R�X�U�L�V�W�V�¶��destination preference tends to 
reflect preferred activities and hobbies (Scannell and Gifford, 2017) 
therefore, it can be hypothesized that: 
H4a/b. Destination preference mediates the relationship between 

subjective social norms / descriptive norms and attachment to a heritage 

destination.  
The cultural influence on destination preference and behavior has also 

been discussed (Filimonau and Perez, 2018). Culture can influence decision-
making processes (e.g., deciding on a destination) and can affect the actions 
and thoughts of individuals (i.e., tourist) and groups (Lehman et al., 2004). 
As cultural practices and norms change, these changes can influence the 
way individuals think and act (Lehman et al., 2004). Cultural values are 
�U�H�O�D�W�H�G���W�R���W�R�X�U�L�V�W�V�¶���D�W�W�L�W�X�G�L�Q�D�O���I�D�F�W�R�U�V�����H���J�������K�H�U�L�W�D�J�H���G�H�V�W�L�Q�D�Wion preferences) 
and behavior (Filimonau and Perez, 2018). Therefore, understanding the 
length of stay in relation to heritage destination preferences helps to attract 
the right customers and develop long-term relations or attachment (Hassan, 
2000). This can be achieved through the development of strategies that 
include supply-side (e.g., destination or local cultural values) and demand 
factors (Mussalam et al., 2016). The indirect impacts of personal factors and 
�F�X�O�W�X�U�D�O���Y�D�O�X�H�V���R�Q���W�R�X�U�L�V�W�V�¶���G�H�V�W�L�Q�D�W�L�R�Q�V���F�Koices and attachment behavior are 
clear and 
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it can be hypothesized that: 
 
H5. Destination preference mediates the relationship between cultural 

norms and attachment to a heritage destination. 
 
2.4. The role of tourist personality 
 

�3�H�U�V�R�Q�D�O�L�W�\�� �L�V�� �³�W�K�H�� �L�Q�G�L�Y�L�G�X�D�O�¶�V�� �F�K�D�U�D�F�W�H�U�L�V�W�L�F�� �V�W�\�O�H�V�� �R�I�� �W�K�R�X�J�K�W����
feeling, and behavior, demonstrating stability as lifelong styles of 
�U�H�O�D�W�L�Q�J���� �F�R�S�L�Q�J���� �E�H�K�D�Y�L�R�U���� �W�K�L�Q�N�L�Q�J���� �D�Q�G�� �I�H�H�O�L�Q�J���´�� �I�R�U�P�L�Q�J�� �I�L�Y�H�� �S�H�U�V�R�Q-
ality factors (Costa and McCrae, 1986, p. 408). These factors are open-
ness, conscientiousness, extraversion, agreeableness, and neuroticism 
(OCEAN) (Costa and McCrae, 1986). In this study, the five dimensions 
are utilized as moderators of the relationships between different norms, 
destination preference, and place attachment.  

Personality influences individual behavior and has been discussed 
extensively within the literature (Camoiras-Rodriguez and Varela, 
2020). Given the value of personality features in relation to behavior 
change, these concepts have been applied in hospitality and tourism 
where it was found that a strong relationship exists between an in-
�G�L�Y�L�G�X�D�O�¶�V�� �S�H�U�V�R�Q�D�O�L�W�\�� �W�U�D�L�W�V�� �D�Q�G�� �E�H�K�D�Y�L�R�U�� ���:�R�R�V�Q�D�P�� �H�W�� �D�O������ �������������� �)�R�U��
example, Settembre Blundo et al. (2017) found that personality traits 
and personal values were good predictors of heritage destination 
preference.  

Similarly, it was found that people who were more likely to have an 
extraverted personality were more likely to go on adventurous trips to novel 
destinations (Settembre Blundo et al., 2017). Those with neurotic tendencies 
are prone to experiencing feelings of fear, anxiety, worry, and uncertainty. 
This condition makes them feel like they are dependent on others, and they 
would rather be attached to places with others rather than try new things 
(Kahle et al., 2005). Scannell and Gifford (2017) claim that place attachment 
has some benefit for all tourists (no matter their personality type). Fig. A2 
(See Appendix) shows common benefits of place attachment as reported by 
tourists, presented as a percentage of the tourists who voted for each benefit. 
As place attachment has many of the benefits desired by tourists, 
understanding the factors of heritage place attachment is crucial for heritage 
tourism development.  

Personality influences how an individual lives their life (Kersting, 
2003). It plays an important role in the selection of destination and 
developing feelings and emotions for it (Hiebler-Ragger et al., 2018). 
Individuals become attached to objects or places that match with their 
own personality (Usakli and Baloglu, 2011). Kroneisen and Heck (2020) 
indicated that there is a strong correlation between the personality of 
tourists and different norms and behaviors. Similarly, Harman (1976) 
proposed that personality factors play a crucial role in predicting pro-
environmental behavior and in the sustainable development of tourism 
(Kim et al., 2018). Because of the relationship between tourist 
personality, different norms, and behavior, we assume the following 
hypotheses:  
H6a. Tourist personality moderates the relationship between subjec-tive 

social norms, destination preference, and attachment to a heritage 

destination.  
H6b. Tourist personality moderates the relationship between descriptive 

norms, destination preference, and attachment to a heritage destination.  
H6c. Tourist personality moderates the relationship between cultural norms, 

destination preference, and attachment to a heritage destination. 
 
3. Methods  
 

Given the limitations of a single study in drawing broad conclusions 

about tourist behavior and preferences, two studies with a mixed 

method were undertaken to examine the proposed relationships and 

provide a more comprehensive understanding of place attachment. 

Hence, Study 1 employed a quantitative method involving a 
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questionnaire-based survey through self-reporting that addressed the 
�V�W�X�G�\�¶�V�� �K�\�S�R�W�K�H�V�H�V���� �$�Q�� �H�[�S�H�U�L�P�H�Q�W�D�O�� �G�H�V�L�J�Q�� ���H�\�H-tracking) was then 
undertaken in Study 2 to investigate what attributes of a destination 
were appealing to tourists. The eye-tracking experiment determined if 
participants exhibited signs of genuine attachment to heritage destina-
tions (e.g., showing excitement, looking happy, or emotional and 
attentive when heritage destination pictures were shown to them). While 
eye-tracking data can provid�H���L�Q�V�L�J�K�W�V���L�Q�W�R���S�D�U�W�L�F�L�S�D�Q�W�V�¶���Y�L�V�X�D�O���I�R�F�X�V���D�Q�G��
engagement, it is important to note that interpreting these patterns as 
indicating excitement or happiness is subjective and requires careful 
analysis. The two studies are related and triangulates the data to 
explore aspects of a single phenomenon (heritage place attachment) 
using two different methods (Heale and Forbes, 2013). 

 
3.1. Study 1 
 

The target population of the empirical study were national and in-
ternational tourists who had visited an Australian heritage site in the last three 
years. The minimum age was set to 18 years with no upper age limit. A non-
probability sampling technique (purposive sampling) was deemed to fulfill the 
�V�W�X�G�\�¶�V�� �R�E�M�H�F�W�L�Y�H�V���� �)�R�U�� �H�[�D�P�S�O�H���� �W�R�X�U�L�V�W�V�¶�� �D�Y�D�L�O-ability and motivation to 
participate and subjective judgement. Also, a non-probability sampling 
technique can be cost-effective and speedy with high accessibility (Tse and 
Tung, 2022). The data was collected using an online platform (LimeSurvey) 
during the summer of 2022. A survey link was created using the LimeSurvey 
platform and distributed to potential respondents across various platforms. 
The link was shared in Facebook and Instagram groups associated with 
Australian tourism. Additionally, it was sent to electronic mail groups and 
Facebook groups of randomly selected Australian universities from all the 
states. The LimeSurvey platform provided the details of survey responses to 
deter-mine the eligibility (Bentler and Chou, 1987).  

�%�H�Q�W�O�H�U�� �D�Q�G�� �&�K�R�X�¶�V�� �������������� �V�D�P�S�O�H�� �V�L�]�H�� �J�X�L�G�H�O�L�Q�H�V�� �Z�H�U�H�� �I�R�O�O�R�Z�H�G����
These guidelines recommend 5�±10 observations for each free 
parameter estimated, establishes a suitable sample size for structural 
equation modelling (SEM). The sample for the study was 453 (44 × 10 
= 440). All responses were retained as no responses had missing 
values due to the LimeSurvey setup which required respondents to 
answer the question before moving on to the next or offering an option 
to quit the survey. The respondents were allowed to quit the survey at 
any time to ensure that only interested candidates participated in the 
study. The survey took approximately 8�±10 min to complete. SPSS and 
AMOS were employed to perform various analyses, such as factor 
analysis, validity and reliability tests, and hypothesis testing. 

 
3.2. Measures 
 

The current study adapted existing scales with high reliability and validity 
from the literature to measure the constructs. Place attachment was adapted 
from Williams and Vaske (2003). Subjective social norms were adapted from 
Han and Kim (2010). Descriptive norms were measured using a 4-item 
adapted scale from Moons and De Pelsmacker (2015). Cultural values were 
adapted from Choi et al. (2007). To mea-sure tourist personality, a 10-item 
scale assessing the big five personality traits: extraversion, agreeableness, 
conscientiousness, emotional stabil-ity, and openness were adapted from 
Rammstedt et al. (2013). Desti-nation preference was adapted from 
Mukherjee et al. (2018).  

Modifications were performed to ensure scale alignment before 
proceeding to the next step of the assessment (e.g., normality estima-
tions, factor analysis, multicollinearity and discriminant validity veri-
fications, and structural equation modelling [SEM] for hypotheses 
testing). All latent constructs were measured through a 5-point Likert 
�V�F�D�O�H�����H���J�������U�D�Q�J�L�Q�J���I�U�R�P������� ���³�V�W�U�R�Q�J�O�\���D�J�U�H�H�´���W�R������� ���³�V�W�U�R�Q�J�O�\���G�L�V�D�J�U�H�H�´���� 
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3.3. Common method bias 
 

To mitigate common method bias, various measures were imple-mented. 
The questionnaire design prioritized simplicity and clarity by avoiding 

complex language and unfamiliar terms. Additionally, checks for consistency 
involved the incorporation of negative items corre-sponding to positive ones, 
with no significant discrepancies found. Statistical remedies, such as 

�+�D�U�P�D�Q�¶�V�� �V�L�Q�J�O�H�� �I�D�F�W�R�U�� �W�H�V�W�� �D�Q�G�� �S�D�U�W�L�D�O�� �F�R�U�U�H�O�D�W�L�R�Q�� �Z�H�U�H�� �D�S�S�O�L�H�G�� �I�R�O�O�R�Z�L�Q�J��
Podsakoff et al., 2003 recommen-�G�D�W�L�R�Q�V�����+�D�U�P�D�Q�¶�V�����+�D�U�P�D�Q�����������������V�L�Q�J�O�H��
factor test revealed that the first factor accounted for 25.68% of the variance. 

The partial correlation procedure confirmed the stability of the hypothesized 
relationships. Multicollinearity diagnosis using the variance inflation factor 
(VIF) demonstrated no issues, as all VIFs remained below 2.0 and Tolerance 

greater than 0.1 (Johnson and LeBreton, 2004) (see Table 1). 
 
4. Analysis and results of study 1  
 
4.1. Confirmatory factor analysis 
 

Confirmatory factor analysis was performed to check the factor 
loadings (see Table 2) and to verify the structure of the observed vari-
ables highlighting the relationship between these variables and their 
underlying constructs. Researchers (e.g., Suhr, 2006) recommend con-
ducting this procedure before the hypothesis testing is carried out.  

The Shapiro-Wilk test was conducted to assess the normal distribu-tion 

of the data. The results (p > 0.05) indicated that there is not enough evidence 

to conclude that the data significantly deviates from normality (Shapiro and 

Wilk, 1965). Additionally, an overall model fitness test was 
 
Table 1   
�5�H�V�S�R�Q�G�H�Q�W�V�¶���S�U�R�I�L�O�H��   

Variable Category Distribution   
 

  Frequency Percentage 
 

Age (Years) 18�±25 421 92.9  
 

 26�±35 22 04.9  
 

 36�±45 7 01.5  
 

 46�±55 1 0.20  
 

Gender 
�•���� 2 0.40  

 

Male 314 69.3  
 

 Female 137 30.2  
 

Education 
Other 2 0.40  

 

Secondary School 73 16.1  
 

 Diploma/trade certificate 37 1.50  
 

 �%�D�F�K�H�O�R�U�¶�V���G�H�J�U�H�H 294 64.9  
 

 Postgraduate degree 48 10.6  
 

 Graduate diploma 12 2.60  
 

Occupation 
Other 19 4.20  

 

Company employee 83 18.3  
 

 Own business 30 6.60  
 

 Sales/service 1 0.20  
 

 Student 326 72.0  
 

 Housewife 4 0.90  
 

 Not employed 3 0.70  
 

Income (AUD) 
Other 6 1.30  

 

$0-$29,999 386 85.2  
 

 $30,000-$60,000 34 7.50  
 

 $61,000-$90,000 11 2.40  
 

 $91,000-$120,000 8 1.80  
 

 $121,000-$150,000 5 1.10  
 

Marital Status 
�•����������������  9 2.00  

 

Single 429 94.7  
 

 Married without children 10 2.20  
 

Purpose of visit 
Married with children 14 3.10  

 

Business 29 6.40  
 

 Tourist 192 42.4  
 

 Visiting family/friends 77 17.0  
 

 Education 124 27.4  
 

Nationality 
Other 31 6.80  

 

Australia 416 91.8  
 

 Oversea 37 8.20  
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Table 2   
�&�R�Q�I�L�U�P�D�W�R�U�\���I�D�F�W�R�U���D�Q�D�O�\�V�L�V�����&�U�R�Q�E�D�F�K�¶�V���D�O�S�K�D�����D�Q�G���F�R�P�S�R�V�L�W�H���U�H�O�L�D�E�L�O�L�W�\��   

Constructs Items Factor �. CR 
 

  Loadings   
 

Subjective Most people who are important .780 0.885 0.787 
 

Norms 
to me like heritage places. 

.768 
  

 

The people whose opinion I   
 

 value, identify themselves with    
 

 heritage places. 
.803 

  
 

 The people who are important to   
 

 me are attached to heritage    
 

Descriptive 
place. 

.771 0.738 0.809 
 

I believe that most people who 
 

Norms are important to me are involved    
 

 in tourism activities at heritage    
 

 destinations. 
.822 

  
 

 I believe that most people who   
 

 are important to me show    
 

 interest in tourism related    
 

 activities at heritage    
 

 destinations. 
.849 

  
 

 I believe that most people who   
 

 are important to me want me    
 

 engaged in tourism activities at    
 

 heritage destinations. 
.532 

  
 

 I believe that most people who   
 

 are important to me think it    
 

 would be a good idea to engage    
 

 in tourism activities at heritage    
 

Cultural 
destinations. 

.735 0.763 0.825 
 

Cultural heritage must be a part 
 

Norms 
of our life. 

.811 
  

 

We need to conserve more   
 

 cultural heritage for future    
 

 generations. 
.787 

  
 

 The present cultural heritage   
 

 should be available for my    
 

 �F�K�L�O�G�U�H�Q�¶�V���F�K�L�O�G�U�H�Q�� 
.844 

  
 

 Culture helps us to live with   
 

Tourist 
people of different backgrounds. 

.536 0.709 0.872 
 

I see myself as someone who 
 

Personality 
tends to find fault with others. 

.510 
  

 

I see myself as someone who is   
 

 generally trusting. 
.551 

  
 

 I see myself as someone who is   
 

 relaxed, handles stress well. 
.576 

  
 

 I see myself as someone who has   
 

 few artistic interests. 
.536 

  
 

 I see myself as someone who does   
 

 a thorough job. 
.506 

  
 

 I see myself as someone who gets   
 

Destination 
nervous easily. 

.691 0.764 0.793 
 

Heritage destination is exactly 
 

preference 
what I actually look for. 

.672 
  

 

I choose a heritage destination   
 

 with which my memories are    
 

 associated. 
.662 

  
 

 I choose heritage destination   
 

 which is distinctly different over    
 

 other preferred destinations. 
.660 

  
 

 I choose heritage destination   
 

 which possess many specialties. 
.709 

  
 

 I choose heritage destination   
 

 which refreshes my mind. 
.675 

  
 

 I choose heritage destination   
 

 which I want to visit for a long    
 

Place 
time. 

.825 0.920 0.941 
 

I feel heritage destination is a 
 

Attachment 
part of me. 

.786 
  

 

Heritage destination is very   
 

 special to me. 
.818 

  
 

 I identify strongly with heritage   
 

 destination. 
.826 

  
 

 I am very attached to heritage   
 

 destination. 
.668 

  
 

 Living at heritage destination   
 

 says a lot about who I am.    
 

(continued on next page) 
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Table 2 (continued )   

Constructs Items Factor �. CR 
 

  Loadings   
 

 Heritage destination means a lot .788   
 

 to me. 
.842 

  
 

 Heritage is the best destination   
 

 for what I like to do. 
.811 

  
 

 I get more satisfaction out of   
 

 living at heritage destination    
 

 than any other destination. 
.747 

  
 

 Doing what I do at heritage   
 

 destination is more important to    
 

 me than doing it at any other    
 

 destination. 
.652 

  
 

 I would not substitute any other   
 

 area for doing the types of things    
 

 that I do at heritage destination.    
 

 
 
�S�R�V�L�W�L�Y�H��������� �����������������S��< 0.05).  

Table 6 presents the results of the moderation analysis. Tourist 
personality significantly moderated most of the paths. Subjective norms, 
descriptive norms, and cultural norms had a positive significant relation 
�Z�L�W�K���G�H�V�W�L�Q�D�W�L�R�Q���S�U�H�I�H�U�H�Q�F�H�������� � �� �������������� �S��< ���������������� � �� �������������� �S��< 0.05, 
�D�Q�G������� �����������������S��< 0.05 respectively). However, the moderated effects 
of subjective norms, destination preference, and place attachment were 
�Q�H�J�D�W�L�Y�H���D�Q�G���L�Q�V�L�J�Q�L�I�L�F�D�Q�W��������� �����������������S��> �����������D�Q�G������� �����������������S��> 0.05 
respectively). The moderated path of descriptive norms with place 
�D�W�W�D�F�K�P�H�Q�W�� �Z�D�V�� �V�L�J�Q�L�I�L�F�D�Q�W�� �E�X�W�� �Q�H�J�D�W�L�Y�H�� ������ � �� �������������� �S��< 0.05). In 
addition, the moderated relationship between cultural norms and place 
�D�W�W�D�F�K�P�H�Q�W���Z�D�V���S�R�V�L�W�L�Y�H���E�X�W���L�Q�V�L�J�Q�L�I�L�F�D�Q�W��������� �����������������S��> 0.05). A detailed 
explanation and application of these results is provided in the discussion 
section. 
 
5. Study 2  
 

performed, and all values fell within acceptable thresholds: �$2/d.f. = 
3.453, GFI = 0.902, IFI = 0.924, TLI = 0.912, and CFI = 0.903, as 
recommended by Hu and Bentler (1999).  

The values in Table 3 reflect the convergent and discriminant val-
idity of the constructs. The minimum recommended average variance 
�H�[�W�U�D�F�W�H�G�� ���$�9�(���� �Z�D�V�� �•�������� ���+�D�L�U�� �H�W�� �D�O������ �������������� �V�X�J�J�H�V�W�L�Q�J�� �D�G�H�T�X�D�W�H��
convergent validity. Furthermore, if the value of mean square variance 
(MSV) is less than the average variance extracted for a particular 
construct, it indicates good discriminant validity between that construct 
and the other constructs in the model (Fornell and Larcker, 1981). The 
results of this study were within the acceptable threshold levels for 
validity. 
 
4.2. Hypothesis testing 
 

Table 4 shows direct relationships among the independent variables 
and place attachment (dependent variable) including mediator. It also 
presents the impact of destination preference on place attachment. 
Table 5 presents the indirect relationships between subjective norms, 
descriptive norms, cultural norms, tourist personality, and place 
attachment mediated by destination preference.  

�6�X�E�M�H�F�W�L�Y�H���Q�R�U�P�V���Z�H�U�H���S�R�V�L�W�L�Y�H�O�\���D�V�V�R�F�L�D�W�H�G���Z�L�W�K���S�O�D�F�H���D�W�W�D�F�K�P�H�Q�W��������� ��
0.136, p < �������������D�Q�G���G�H�V�W�L�Q�D�W�L�R�Q���S�U�H�I�H�U�H�Q�F�H��������� �����������������S��< 0.01). Similarly, 
�G�H�V�F�U�L�S�W�L�Y�H�� �Q�R�U�P�V�� �Z�H�U�H�� �D�O�V�R�� �S�R�V�L�W�L�Y�H�O�\�� �U�H�O�D�W�H�G�� �W�R�� �S�O�D�F�H�� �D�W�W�D�F�K�P�H�Q�W�� ������ � ��
0.162, p < �������������D�Q�G���G�H�V�W�L�Q�D�W�L�R�Q���S�U�H�I�H�U�H�Q�F�H��������� �����������������S��< 0.01). However, 
cultural norms showed a negative, but insignificant direct impact on place 
�D�W�W�D�F�K�P�H�Q�W�� ������ � �� �������������� �S��> 0.05). Prior studies had shown a positive 
significant relation between these two variables (e. g., Tylor, 1871). The 
remaining hypotheses were supported. However, cultural norms has a 
positive significant impact on destination prefer-�H�Q�F�H��������� �����������������S��< 0.01). 
Destination preference was found to be the strongest determinant of place 
�D�W�W�D�F�K�P�H�Q�W��������� �����������������S��> 0.01).  

Subjective norms were found to have a positive significant indirect 

�U�H�O�D�W�L�R�Q���Z�L�W�K���S�O�D�F�H���D�W�W�D�F�K�P�H�Q�W���P�H�G�L�D�W�H�G���E�\���G�H�V�W�L�Q�D�W�L�R�Q���S�U�H�I�H�U�H�Q�F�H��������� ��
0.117, p < 0.05). In addition, descriptive norms had a positive indirect 

�U�H�O�D�W�L�R�Q���Z�L�W�K���S�O�D�F�H���D�W�W�D�F�K�P�H�Q�W��������� �����������������S��< 0.05). The indirect impact 
of cultural norms on place attachment was also significant and 
 
Table 3   
Results for correlations, means and SD among study variables.  

  
An eye-�W�U�D�F�N�L�Q�J���H�[�S�H�U�L�P�H�Q�W���Z�D�V���F�R�Q�G�X�F�W�H�G���W�R���W�H�V�W���W�R�X�U�L�V�W�V�¶���D�W�W�H�Q�W�L�R�Q���D�Q�G��

emotions relating to notable Australian heritage destinations. Her-itage 
destinations were selected based on the number of visitations and the 
amount of revenue generated in a year. The data for the Australian heritage 
destinations was obtained via the World Tourism Organization and Tourism 
Australia websites and annual reports. The main purpose of the experiment 
was to analyze and compare tourist attachment levels with heritage and non-
heritage places. An eye-tracking technique can be used to measure heritage 

place attachment (Dogan,�G 2022), as it can measure eye movements as they 

see pictures of various places. The tracker monitors the length of time spent 
looking at certain features. This can provide insight into how people feel 
about a place and how attached they are to it. Therefore, eye-tracking was 
the most suitable technique to test place attachment for this study.  

The experiment aimed to test attention levels and emotions that re-
spondents could not express in the first survey-based study. Attention 
is a key component of tourist behavioral decisions. However, it is taken 
for granted in many applications and has not been adequately studied 
to date (Babakhani et al., 2020). Eye-tracking as a research method is 
uncommon in heritage research, however, recording eye movements 
�F�D�Q���S�U�R�Y�L�G�H���Y�D�O�X�D�E�O�H���L�Q�I�R�U�P�D�W�L�R�Q���D�Q�G���L�Q�V�L�J�K�W�V���D�E�R�X�W���D�Q���L�Q�G�L�Y�L�G�X�D�O�¶�V���L�Q-

terests and focus of attention (Dogan,�G 2022). This study fills this gap by 

utilizing eye-tracking technology to test the attachment levels of tourists 
towards heritage destinations. 
 
5.1. Participants 
 

Twenty tourists were approached following snowball sampling via an 

electronic mail request to individuals who had visited an Australian heritage 

place, at least once, in the last three years. The minimum age was set at 18 

years with no upper age limit. Twelve males (avg. age = 32.16) and eight 

females (avg. age = 31.62) agreed to participate in the experiment. They 

understood that their information would be used only for the purpose of this 

study and would not be shared with any third party. Participants were 

required to have compatible devices, and they received instructions on how 

to remotely calibrate their eye trackers. The tasks and objectives of the 

experiment were clearly communicated 

 

Variables Mean SD MSV VIF SN DN CN TP DC PA 
 

SN 2.682 .643 0.487 1.729 0.566 
0.585 

    
 

DN 2.436 .670 0.510 1.792 0.576** 
0.543 

   
 

CN 2.076 .710 0.107 1.414 0.301** 0.365** 
0.774 

  
 

TP 2.423 .477 0.510 1.809 0.517** 0.532** 0.434** 
0.569 

 
 

DP 2.294 .593 0.497 1.979 0.523** 0.539** 0.510** 0.582** 
0.641 

 

PA 2.475 .714 0.611 NA 0.528** 0.547** 0.357** 0.540** 0.713** 
   

Note: **Correlation is significant at the 0.01 level (2-�W�D�L�O�H�G�������7�K�H���Y�D�O�X�H�V���L�Q���E�R�O�G���U�H�S�U�H�V�H�Q�W���D�Y�H�U�D�J�H���Y�D�U�L�D�Q�F�H���H�[�W�U�D�F�W�H�G�����$�9�(�������
�
�S�”�����������������6�1�����6�X�E�M�H�F�W�L�Y�H���1�R�U�P�V�����'�1��  
Descriptive Norms; CN: Cultural Norms; TP: Tourist Personality; DP: Destination Preference; PA: Place Attachment. 
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Table 4   
Direct effects of structural model.   

Predictor (X) Outcome (Y) Beta-value SE T P-value Result 
Subjective Norms Place Attachment 0.136 0.045 2.983 0.031** Supported 
Descriptive Norms Place Attachment 0.162 0.044 3.642 0.007* Supported 
Cultural Norms Place Attachment 0.054 0.037 1.464 0.250 Not Supported 
Subjective Norms Destination Preference 0.183 0.040 4.588 0.001* Supported 
Descriptive Norms Destination Preference 0.166 0.039 4.251 0.001* Supported 
Cultural Norms Destination Preference 0.224 0.031 7.069 0.001* Supported 
Destination Preference Place Attachment 0.639 0.052 12.128 0.001* Supported   

*Supported at p < 0.01; **Supported at p < 0.05. 
 
 
Table 5   
Indirect effects of the structural model.   

Predictor Consequent      Boot  95% confidence interval    
 

            

 

 

 

 

 Mediator Dependent variable ��  SE LLCI ULCI Status a 
 

Subjective Norms Destination Preference Place Attachment 0.117 0.039 0.275 0.427  Supported 
 

Descriptive Norms Destination Preference Place Attachment 0.106 0.038 0.268 0.417  Supported 
 

Cultural Norms Destination Preference Place Attachment 0.143 0.039 0.296 0.445  Supported 
   

a Mediated paths are supported at p < 0.05. 

 
Table 6   
Conditional direct effects of the structural model.  

Predictor (X) Moderator Outcome (Y) Beta-value SE P-value Result a 
Subjective Norms Tourist Personality Destination Preference 0.203 0.042 0.00 S 
Descriptive Norms Tourist Personality Destination Preference 0.336 0.044 0.00 S 
Cultural Norms Tourist Personality Destination Preference 0.588 0.035 0.00 S 
Subjective Norms Tourist Personality Place Attachment 0.020 0.058 0.73 NS 
Descriptive Norms Tourist Personality Place Attachment 0.182 0.063 0.00 S 
Cultural Norms Tourist Personality Place Attachment 0.030 0.060 0.61 NS 
Destination Preference Tourist Personality Place Attachment 0.008 0.064 0.89 NS   

a Moderated paths are supported at p < 0.05. S = Supported; NS = Not Supported. 

 
to the participants. 
 
5.2. Measures and procedure 
 

Participants were seated at different locations in Australia and 
participated in the experiment online. They were requested to turn their 
computer or device camera on, and eye movements were recorded 
using The RealEye, an online research platform that offers webcam 
eye-tracking. The display resolution was 1366 × 768 px, average Eye-
�7�U�D�F�N�L�Q�J���G�D�W�D���J�U�D�G�H��� ���S�H�U�I�H�F�W�����D�Q�G���D�Y�H�U�D�J�H���³�*�D�]�H���Y�V���&�O�L�F�N�´���D�F�F�X�U�D�F�\  
= 70 %. The calibration process lasted ~30 s for each participant, and 

it used 40 calibration dots displayed on various backgrounds to 

provide the highest accuracy. After initial instruction, the experiment 

started and continued for 60 s for each participant. 
 
5.3. Experiment content 
 

A total of 13 pictures of leading Australian tourist destinations were used 

in the experiment. These pictures showed the destinations with and without 

�W�R�X�U�L�V�W�V�¶�� �D�F�W�L�Y�L�W�L�H�V���� �2�Q�H�� �S�L�F�W�X�U�H�� �Z�D�V�� �F�R�P�S�U�H�K�H�Q�V�L�Y�H��containing a group of 

pictures from nine destinations, including leading heritage places and non-

heritage places. The pictures were presented to the participants in a random 

manner. Participants were asked to click on the destination they like the most 

in the comprehensive picture. Tourists were also asked whether they found 

the place they liked the most in the given pictures or if their favorite place 

was missing. All participants answered that their favorite place was present 

in the pictures. 
 
5.4. Analysis and results of study 2 
 

�3�D�U�W�L�F�L�S�D�Q�W�V�¶���I�R�F�X�V���S�R�L�Q�W���D�Q�G���D�W�W�H�Q�W�L�R�Q���O�H�Y�H�O�V���Z�H�U�H���R�E�V�H�U�Y�H�G���I�R�U���H�D�F�K 

 
 
destination image. For example, it was noted at which part of the 
destination the observer spent more time and what their facial expres-
sion suggested (whether the tourist was excited, looked satisfied, 
neutral). It was also noted if participants looked at the complete image 
or just parts of the image. In pictures that showed both the destination 
�D�Q�G���D�F�W�L�Y�L�W�\�����S�D�U�W�L�F�L�S�D�Q�W�V�¶���I�R�F�X�V���R�Q���W�K�H���D�F�W�L�Y�L�W�\���D�Q�G���W�K�H���G�H�V�W�L�Q�D�W�L�R�Q���Z�H�U�H��
observed. The purpose was to detect if the tourist was interested in the 
activities or the destination itself or if the tourist was interested in ac-
tivity at that specific destination. Results for attention and emotions are 
provided below. 
 
5.5. Attention 
 

It was observed that most of the participants focused more on the 
destinations where activities occurred. The majority liked heritage 
destinations for these activities (see Picture a, b, c, and  d for heat maps 
showing attention points).  

The red shaded area demonstrates the attention point of the partic-
ipants. It can be observed that they focused more on the activity area 
within the picture. Focus also drifted away from the activity to the 
background. This suggests the participants were also interested in the 
destination, not just the activities. In the main picture, most of the 
participants demonstrated some attention towards the heritage sites 
(see Picture e, f, g, h), particularly the blue spots on Picture e). 
 
5.6. Emotions 
 

Facial analysis was performed to check excitement and emotion levels 

while being shown different tourist destinations. Four different emotional 

states (happy, surprise, neutral, and attention) were provided in the graph 

during the experiment for each participant and destination 
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Picture a, b, c and d. 

 
picture.  

The highest wave shows the attention level of the participant while 
looking at the specific side of the destination, while fluctuations in the 
waves and color represents the other three emotional states (e.g., see 
Graphs 1 and  2).  

Similar to the heat maps, tourists looked more attentive and 
emotional while looking at the heritage places, especially those where 
activity was occurring. This tends to confirm that tourists prefer activity-
oriented destinations more than simple destinations (Woosnam et al., 
2018). Some participants looked excited while watching a group of 
people had a get together at Uluru (a sacred heritage place for Indige-
nous Australians). Very few participants preferred other than heritage 
places for their tourism-related activities. Therefore, results of the two 
studies are integrated as the factors identified in the quantitative study, 
such as personal norms, cultural norms, tourist personality, and sub-
jective norms, helped us in the selection and design of the place stimuli 
(heritage places pictures) used in the experimental study.  

The quantitative study (Study 1) identified subjective norms, cultural 

norms, and descriptive norms, which guided the selection and design of 
place stimuli (heritage place pictures) used in the eye-tracking experi-ment 

(Study 2). The results from both studies reinforce the preference for activity-
oriented destinations, especially heritage places. The quan-titative study 

(Study 1) and the eye-tracking experiment (Study 2) provide complementary 

insights into tourist behavior and preferences. Study 1 reveals the direct and 
indirect relationships between various factors and tourist outcomes, such as 

place attachment and destination preference. It identifies the influence of 

subjective norms and 

 
 
descriptive norms on destination preference, while cultural norms 
appear to have a limited impact. Subjective norms, descriptive norms, 
and cultural norms had significant positive relationships with destina-
tion preference, moderated by tourist personality. This indicates that the 
effect of norms on destination preference varies depending on an in-
�G�L�Y�L�G�X�D�O�V�¶�� �S�H�U�V�R�Q�D�O�L�W�\�� �W�U�D�L�W�V���� �+�R�Z�H�Y�H�U���� �V�R�P�H�� �R�I�� �W�K�H�� �P�R�G�H�U�D�W�H�G�� �G�L�U�H�F�W��
relationships with heritage place attachment were insignificant.  

�6�W�X�G�\�� ���� �F�D�S�W�X�U�H�G�� �W�R�X�U�L�V�W�V�¶�� �D�W�W�H�Q�W�L�R�Q�� �D�Q�G�� �H�P�R�W�L�R�Q�D�O�� �U�H�V�S�R�Q�V�H�V��
through eye-tracking and demonstrated that tourists are particularly 
drawn to activity-oriented destinations, especially within heritage pla-
ces. The integration of the two studies emphasizes the significance of 
activity-based experiences and the role of heritage sites in attracting 
�W�R�X�U�L�V�W�V�¶�� �D�W�W�H�Q�W�L�R�Q�� �D�Q�G�� �H�Y�R�N�L�Q�J�� �S�R�V�L�W�L�Y�H�� �H�P�R�W�L�R�Q�V���� �7�R�J�H�W�K�H�U���� �W�K�H�V�H��
findings shed light on the multifaceted aspects of tourist decision-
making and highlight the importance of considering both social in-
fluences and sensory experiences in destination management and mar-
keting strategies. 
 
6. Discussion and implications  
 

A favorite place to spend time can create a strong attachment within 

individuals (Vada et al., 2019), because it provides a sense of community 

and belonging. It is easier for destinations to retain visitors than to attract 

new ones, which is why developing strategies that help enhance place 

attachment can be beneficial for sustaining tourism for both cur-rent and 

future generations (Wilkins and de Urioste-Stone, 2018). This study achieved 

several objectives. An integrated model for place 
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Picture e, f, g, and h.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Graphs 1 and 2. 

 
attachment was tested applying social congruity theory. Focus theory of 

normative conduct was extended by the incorporation of personal fac-tors. 

The findings demonstrate that: (a) subjective norms have a signif-icant 

impact on place attachment and destination preference; (b) descriptive 

norms positively influence place attachment and destination preference; (c) 

cultural norms were insignificant in predicting place attachment directly 

although they have a significant and positive 

 
 
indirect relation with place attachment mediated by destination pref-erence; 
(d) destination preference emerged as the strongest predictor of place 
attachment and a significant mediator of all of the indirect paths;  
(e) tourist personality was found to be a significant moderator of the 

majority of hypothesized paths; and (f) results from the experiment show 

that tourists are more interested in destinations where some sort of tourism 

related activity is happening, especially within heritage places. 
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They view an ideal destination as one that has heritage features with added 
value through activities. A detailed discussion is presented below.  

The study shows that subjective norms have a significant role in 
predicting place attachment. This finding indicate that one would be 
attached to a destination when he or she perceive that their friends, 
family, or significant others prefer or recommend a particular destina­ 
tion. This finding is consistent with that in Anton and Lawrence (2016). 
Similar to subjective norms, descriptive norms were also found to be 
significant predictors of place attachment. When individuals observe 
and mimic the behaviors of others, it can contribute to a sense of 
belonging and attachment to a particular place (Lewis et al., 2010).  

On the other hand, the study found that cultural norms were not 
significant predictors of attachment behaviors. This finding contrasts 
with that in previous research which emphasizes the impact of cultural 
values on tourist attachment (e.g., Halonen, 2020). One possible 
explanation is that contemporary tourists may prioritize tourism-related 
activities over cultural values when forming attachments.  

Nonetheless, all the norms used in this study, including subjective, 
descriptive, and cultural norms, were found to have a significant, direct 
relationship with destination preference. This suggests that the influ­ 
ence of social expectations, observed behaviors, and cultural values 
�F�R�O�O�H�F�W�L�Y�H�O�\���V�K�D�S�H���L�Q�G�L�Y�L�G�X�D�O�V�¶���S�U�H�I�H�U�H�Q�F�H�V���I�R�U���V�S�H�F�L�I�L�F���G�H�V�W�L�Q�D�W�L�R�Q�V��  

The results from the eye-tracking experiment reveal that contem­ 
porary tourists may be more interested in tourism-related activities at a 
destination with heritages. This finding suggests a shift in tourist pref­ 
erences, where experiential and activity-based elements may play a 
more prominent role in forming attachments compared to traditional 
cultural values. It highlights the evolving nature of tourist motivations 
and interests.  

The results from the mediation testing support the relationships be­ 
tween subjective norms, descriptive norms, cultural norms, and place 
attachment., except cultural values which were insignificant in a direct 
relationship with place attachment and were found significant in an 
indirect relation mediated by destination preference. This justifies the 
role of destination preference as a mediator. Previous studies have 
found that destination preferences depend upon the socio-cultural and 
psy­ chological characteristics of the traveler and influence attachment 
behavior (Su and Huang, 2018). It means destination preference is a 
major factor which can turn a negative intention to positive in relation to 
behavior (e.g., attachment behavior). Within this study, destination 
preference was found to be the strongest predictor of attachment.  

Tourist personality demonstrates a significant moderation effect in the 
proposed relationships. For example, all the direct paths of subjec­ tive, 
descriptive, and cultural norms with destination preference were positively 
and significantly moderated by tourist personality. However, moderated 
paths of subjective norms, cultural norms, and destination preference with 
place attachment were found to be insignificant. The moderated relationship 
of descriptive norms with place attachment was significant but negative. A 
possible explanation for this may be that tourists with a more individualistic 
personality have a lower inclination to follow what others do at a tourist 
destination. They might give more value to personal preferences and 
experiences over conformin�J���W�R���R�W�K�H�U�V�¶���H�[�S�H�F�W�D�W�L�R�Q�V���R�U���I�R�O�O�R�Z�L�Q�J���Z�K�D�W���W�K�H�\��
do (S. Zhang et al., 2022), leading to a weaker attachment to the sites they 
visit. Cultural norms were found to be the strongest positive predictor of 
destination prefer­ ence moderated by tourist personality. This seems logical 
as people prefer destinations with rich cultures and there is an increased 
likeli­ hood of attachment to these destinations (Keese, 2011). 

 
7. Implications  
 
7.1. Theoretical contributions 
 

The current study makes several contributions to the fields of tourism and 

hospitality research. First, unlike prior research that predominantly delved 

into socio-economic variables, demographic factors, and tourist 
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satisfaction levels, this study was the first to examine the normative 
determinants of place attachment (Dlamini et al., 2020). This study 
underscores the pivotal role of norms in shaping human behavior 
(Wasaya et al., 2022). The findings reveal that both subjective and 
descriptive norms emerge as influential predic�W�R�U�V�� �R�I�� �W�R�X�U�L�V�W�V�¶�� �D�W�W�D�F�K����
ment behaviors.  

Second, this study enriches normative psychology literature by 
highlighting the significance of subjective personal factors in delineating 
place attachment and providing a holistic understanding of the multi­ faceted 
process of place attachment. The study encompasses various stages�² from 
individual personality traits to decision-making aspects such as destination 
preference. By incorporating destination preference as a key attitudinal 
factor, the study acknowledges attitudes as potent mediators between 
behav�L�R�U�� �D�Q�G�� �L�W�V�� �D�Q�W�H�F�H�G�H�Q�W�V���� �H�F�K�R�L�Q�J�� �$�M�]�H�Q�¶�V�� �V�H�P���� �L�Q�D�O�� �Z�R�U�N�� ����������������
Additionally, the research introduces tourist person­ ality as a moderator, 
�D�F�N�Q�R�Z�O�H�G�J�L�Q�J�� �W�K�H�� �L�P�S�D�F�W�� �R�I�� �D�� �W�R�X�U�L�V�W�¶�V�� �V�H�O�I-concept and identity-related 
factors on attachment to heritage sites (Prayag et al., 2022). 
 

Third, while earlier studies explored diverse factors in behavior 
analysis, including subjective, personal, and descriptive norms, this 
study introduces a novel dimension�² attitude, specifically destination 
preference�² as a mediator in the relationships between normative 
forces and place attachment. This integration showcases the interplay 
between normative forces and place attachment.  

Fourth, this study contributes to personality research by modelling 
personal factors as moderators. This testing sheds light on the influence 
of normative forces on destination preference and, subsequently, place 
attachment. These additions not only enrich our understanding of the 
dynamics involved but also provide a framework for future studies in 
tourism and hospitality research. 
 
7.2. Practical implications 
 

This research delivers valuable insights into the factors influencing 
�W�R�X�U�L�V�W�V�¶�� �G�H�V�W�L�Q�D�W�L�R�Q�� �S�U�H�I�H�U�H�Q�F�H�V�� �D�Q�G�� �S�U�R�S�R�V�H�V�� �V�W�U�D�W�H�J�L�H�V�� �I�R�U�� �O�H�Y�H�U�D�J�L�Q�J��
�W�K�H�V�H���L�Q�V�L�J�K�W�V���W�R���V�X�S�S�R�U�W���D���E�X�V�L�Q�H�V�V�¶�V���F�R�P�S�H�W�L�W�L�Y�H���D�G�Y�D�Q�W�D�J�H�����%�\���G�H�O�Y�L�Q�J���L�Q�W�R��
the external and internal motivations of travelers, as well as the drivers of 
place attachment, business owners gain a delicate under­ standing that can 
inform targeted approaches for both domestic and international markets. The 
study highlights the significance of tailoring strategies to align with the 
preferences of tourists, particularly the emphasis on activities within heritage 
places. To meet the expectations of the domestic market, it is imperative to 
carefully review and under­ stand visitor experiences. Implementation of a 
comprehensive market­ ing and communication plan, incorporating modern 
tools such as QR codes, on-site displays, and knowledgeable tour guides, 
can seamlessly connect the site with its historical context, fostering a deeper 
engage­ ment with heritage destinations. For domestic audiences, the key 
focus lies in creating a robust emotional connection between the site and its 
visitors through effective positioning and content strategies, celebrating the 
rich historical tapestry that inspired the destination.  

�0�R�U�H�R�Y�H�U���� �W�K�H�� �O�R�F�D�W�L�R�Q�¶�V�� �R�I�I�H�U�L�Q�J�V�� ���H���J������ �K�H�U�L�W�D�J�H�� �U�H�O�D�W�H�G�� �D�F�W�L�Y�L�W�L�H�V����
emerges as a paramount consideration for tourists when selecting a 
destination. To capitalize on this, it is crucial for the site to be well-equipped 
with essential resources and services as well activities aimed at attracting 
and retaining visitors. Marketing campaigns play a pivotal role in shaping 
visitor identities based on their tourist self-concept, while also fostering 
emotional connections through narratives rooted in history, ancestry, and 
local culture (Sestino et al., 2023; Ouyang et al., 2017). Destination 
managers can strategically market the proximity of the area to other 
attractions with heritage activities, presenting a compelling narrative that 
extends beyond the immediate heritage site. Crafting heritage visits to evoke 
positive experiences involves inte­ grating storytelling elements that resonate 
�Z�L�W�K���W�R�X�U�L�V�W�V�¶���V�X�E�M�H�F�W�Lve so­ cial norms. For instance, reconstructions of daily 

life activities not only provide historical insights but also contribute to a sense 
of belonging 
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and connection to family and community norms from the past. These 
approaches are instrumental in creating a holistic heritage experience 
for visitors.  

In conclusion, this study not only sheds light on the factors influ-
encing tourist behavior but also provides actionable strategies for 
businesses and destination managers to enhance the overall visitor 
experience, whether catering to the domestic or international market. By 
seamlessly weaving together historical context, modern communi-
cation tools, and personalized narratives, businesses can establish a 
lasting and meaningful connection with their audience. Ultimately, 
fostering sustainable success in the competitive tourism landscape. 
 
8. Limitations and future recommendations  
 

Although this is a comprehensive study that discusses the forces 

�V�K�D�S�L�Q�J�� �W�R�X�U�L�V�W�V�¶�� �D�W�W�D�F�K�P�H�Q�W�� �E�H�K�D�Y�L�R�U���� �L�W�� �L�V�� �Q�R�W�� �I�U�H�H�� �I�U�R�P�� �O�L�P�L�W�D�W�L�R�Q�V����

which can be addressed in future research. First, a purposive sampling 

(non-probability) technique was used to collect data which has impli-

cations for generalizability. Using random sampling methods will 
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increase the validity of the study. Second, place attachment was studied 
from a normative perspective while other norms were not discussed (e. 
g., religious norms, family norms) and may have some influence on 
behavior. Future studies are recommended to include these norms to 
enhance the applicability of the current study. Third, the measurement 
scales were presented in English language via online platforms, which 
could have limited the response rate. Future studies may aim to collect 
data using multiple languages to maximize participation. Data should 
also be collected at heritage sites to increase validity of the data as well 
as the model. 
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Fig. 2. The person-process-place framework of place attachment (Scannell and Gifford, 2010). 
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Fig. 3. Benefits of place attachment (Scannell and Gifford, 2017). 
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