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Purpose: There is a lack of research on the composition of destination attributes of memorable tourism experiences (MTEs) and their
impact on tourist loyalty in Chinese rural tourism. Based on the extended SOR (stimulus-organism-response) theory, this study
constructs a model of destination attributes (gastronomy, accommodation, physiography, and rural lifestyle) of MTEs on tourists’
recommend intention and revisit intention under the chain mediating effect of positive arousal and memory in Chinese rural tourism.
Methods: Through the judgment sampling method, this study distributed questionnaires to the subjects who met the sampling
standard in all provincial administrative regions in China. Finally, 270 valid questionnaires from 29 provincial administrative regions
were obtained and the proposed hypotheses were verified using a structural equation model.

Results: The results show that gastronomy, accommodation, physiography and rural lifestyle are all destination attributes of MTEs in
Chinese rural tourism, and all have a positive impact on positive arousal. In addition, they are positively correlated with recommend
intention and revisit intention through the chain mediating effect of positive arousal and memory.

Conclusion: This study explored the impact mechanism of destination attributes of MTEs on tourist destination loyalty in the field of
Chinese rural tourism to enrich findings pertaining to the study of MTEs in different contexts. Four destination attributes of MTEs
were proposed and verified, and this study also confirmed that destination attributes of MTEs vary with respect to the research context.
The new destination attribute of MTEs was discovered. The research results showed that managers can deliver MTEs to tourists
through optimizing gastronomy, accommodation, physiography and rural lifestyle, thus generating positive arousal, deepening their
memory and then gaining their loyalty. In addition, the extended SOR theory proved that it could effectively and comprehensively
explain the influencing mechanism of MTEs on tourist loyalty.

Keywords: destination attributes, memorable tourism experiences, positive arousal, memory, behavioral intention, rural tourism

Introduction

The experience economy is a stage of economic development that advocates providing consumers with more personal
memorable experiences. For enterprises, providing better experiences to consumers is the key to gaining competitive
advantage and staying ahead in the future.' Specifically, for the tourism industry, experiences are seen as the key to
success, innovation and competitiveness.” Creating memorable experiences for tourists is the essence of tourism* and
the core of the tourism industry.5 Therefore, in the current field of tourism research, research on topics related to
memorable tourism experiences (MTEs) has attracted increasing attention from researchers.

MTEs are a multidimensional construct, currently, there is no unified consensus on the composition of the dimensions of
MTEs in academia, because they may change as the research context changes,® which also makes researchers interested in the
composition of MTEs dimensions in different contexts. Such as gastronomic tourism in Iran,” zoo and museum tourism in
Finland,® forest tourism in Taiwan,” and island tourism in Santorini and Greece.'® However, the existing research results
supported that there is still a lack of research on MTEs in rural tourism. “Memorable experience*” and “rural tourism” or

“memorable touris* experience*” and “rural tourism” or “memorable touris* experience*” and “rural travel” or “memorable
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travel* experience®” and “rural tourism” or “memorable travel* experience*” and “rural travel” were used as the search terms
in the Web of Science (WOS) core collection database, the literature type is “article”, and the search time range is set as “all”.
By May 2022, only 8 articles were retrieved, and the first one was published in 2018.

Rural tourism refers to a range of tourism activities in rural areas and is characterized by rural experiences, culture,
landscape and craft consumption that on farms or in rural communities.'' Rural tourism often provides an experience that
relieves the stress of everyday city life."? It is a type of tourism that must not be neglected because rural tourism not only
provides visitors with opportunities to get close to nature, scenery and rural culture, but also helps to support the
sustainable development of rural local communities.'* Therefore, rural tourism deserves more attention from industry
practitioners and tourism researchers, both for the diversity of tourist choices and the long-term development of rural
local communities. In the current research on MTEs, there are few studies specifically based on the background of
Chinese rural tourism, but it deserves more attention. Presently, the beautiful leisure village model, which combines rural
leisure tourism with construction of rural ecology, is a development model in Chinese rural areas, and by the year 2021,
a total of 1470 Chinese villages were selected as beautiful leisure villages according to the list released by the Ministry of
Agriculture and Rural Affairs of China.'* This not only shows that the Chinese government attaches great importance to
the development of rural tourism, but also shows that China has abundant resources in the rural tourism destinations. In
addition, China also has a huge consumer group of rural tourism. In 2020, just after the outbreak of COVID-19, although
the number of rural tourists in China decreased by 54.1% compared with 2019, it still reached 1.42 billion tourists.'®
Whether it is weekends or holidays, a growing number of urban Chinese prefer to spend time at the countryside.'® To
sum up, Chinese rural tourism, with its rich of rural tourism destinations and large number of tourists, deserves more
attention of researchers and practitioners. For managers and relevant practitioners of rural tourism destinations, gaining
the loyalty of tourists to rural tourism destinations is crucial to the long-term prosperity of a tourist destination.'’
Retaining existing customers is preferable and less costly than attracting new ones.'® Compared with general customer
loyalty, tourists’ loyalty to a destination is more difficult to obtain and therefore requires more effort.'® Researchers
believe that it is very important to incorporate MTEs into the antecedents of tourist loyalty,”®*? but only a few
researchers have tried to do s0.>* %

Through review of the existing research in this field, the following research gaps were identified:

First, rural tourism plays an important role in the development of rural communities and in enriching the travel
choices of the tourists. China has abundant resources in rural tourism destinations and a large number of tourists.
Hence, in order to cope with the fierce competition in the tourism industry, it is necessary to study how to deliver MTEs
to tourists to gain tourist loyalty. However, few relevant studies have been conducted in the Chinese rural tourism
context.

Second, there are few studies on which destination attributes belong to the destination attributes of MTEs in the
context of Chinese rural tourism.

Third, although some researchers believe that it is necessary to consider MTEs as the antecedent of tourists’ loyalty,
few researchers have discussed it in the context of Chinese rural tourism for verifying the mechanism of influence of
MTEs on tourist loyalty.

Fourth, although some researchers have applied the SOR theory to study the impact of MTEs on tourist loyalty, it
should be noted that SOR theory is constantly developing. Few studies have applied the extended SOR theory to explore
the impact of MTEs on tourist loyalty. Therefore, whether the extended SOR theory can better explain the influencing
mechanism of MTEs on tourist loyalty needs to be studied through empirical research.

Based on the extended SOR theory, which has not been fully applied in the current research on the relationship
between MTEs and behavioral intention, this study focuses on the destination attribute dimensions of MTEs in Chinese
rural tourism, and proposes four destination attributes, namely, gastronomy, accommodation, physiography and rural
lifestyle, to explore their impacts on tourist loyalty-behavioral intention (including recommend intention and revisit
intention) under the chain mediating effect of positive arousal and memory. At the same time, it also verifies whether the
four destination attributes proposed in this study are the destination attributes of MTEs in the setting background. The
contributions of this study are as follows:
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First, this study focuses on Chinese rural tourism, an area that has limited exploration, which enriches the study of
MTE:s in context of different kinds of tourism.

Second, four destination attributes of MTEs belong to Chinese rural tourism are proposed and verified, these four
destination attributes are a validation of the generality of some existing research findings, as well as a supplement to
omissions. At the same time, it verifies that with the change in the research background, the destination attributes of
MTEs may also change.

Third, the results show that MTEs have a positive impact on recommend intention and revisit intention through the
chain mediating effect of positive arousal and memory. This not only provides evidence that MTEs are the antecedents of
tourist loyalty, but also illustrates how MTEs impact tourist loyalty. This study constructs a complete mechanism as to
how MTE:s influence tourist loyalty.

Fourth, the study proves that as compared to the original SOR theory, the extended SOR theory, specifically,
O (organism) is expanded from emotional responses in the initial model to affective reaction and cognitive reaction in
the existing model, can more comprehensively explain the influencing mechanism of MTEs on tourist destination loyalty.

Fifth, this study provides insights for rural tourism destination managers on how to deliver MTEs to tourists.

This study has the following parts: the theoretical background and hypothesis development section discusses the
theoretical basis of this study and puts forward relevant hypotheses. The research methods section shows the research
process of this study. The results section is a test of the research hypotheses. The discussion and conclusion section
mainly includes the summary and discussion of the results, the theoretical contributions and managerial implications of
the study, the limitations of the research, and future research directions.

Theoretical Background and Hypothesis Development
Theoretical Background
SOR Theory
Different from the research of Soliman,>® which was based on the extended theory of planned behavior to predict
tourists’ loyalty behavior. SOR theory was used as the basis of this study. In order to study the influence of material
environment on individual emotions and behaviors, Mehrabian and Russell proposed the SOR theory based on environ-
mental psychology, namely, stimulus-organism-response theory, which is refined based on stimulus-response theory,
S (stimulus) mainly refers to various environmental factors, such as visual, auditory, taste or the overall atmosphere
outside of the person, O (organism) refers to the internal structure or process that intervenes between the external
stimulus and the final action or response, and in this initial model, it mainly refers to the emotional responses,
R (response) refers to the behavioral response of individuals, which mainly includes two types: approach behavior and
avoidance behavior, approach behavior is characterized by staying, exploring the environment or communicating with
people in the environment, while avoidance behavior is the opposite.?’ In the field of tourism research, approach
behaviors usually include actual approach behaviors such as attachment to the tourism experience, actual visiting and
purchasing of relevant souvenirs, as well as intentional approach behaviors such as revisit intention, recommendation
intention, travel intention and giving positive evaluation.”® *° The whole model follows the following logic: stimuli are
specific factors that awaken an individual’s bodily processes,’’ through the processing of stimuli within the organism,
ultimately leading to a response.’”

SOR theory is constantly being enriched. Mehrabian and Russell only focused on affective responses in the
O (organism) part of the original model.>” Compared with the initial model, the O (organism) part of the current SOR
theory mainly includes two types of internal reactions: affective reaction and cognitive reaction.®® Affective reaction
refers to the emotional response that occurs when an individual interacts with a stimulus, and cognitive reaction refers to
the mental process, positive cognitive reaction stimulates an individual’s behavioral response, while a negative cognitive
reaction inhibits an individual’s behavioral response.**

SOR theory has not been fully applied in research on the impact of MTEs on behavioral intention.*® Moreover, in the
existing studies, few studies apply SOR theory after O (organism) is extended. This study specifically refers to
gastronomy, accommodation, physiography and rural lifestyle, which belong to S (stimulus) in SOR theory. Arousal,

Psychology Research and Behavior Management 2022:15 https: 3641

Dove:


https://www.dovepress.com
https://www.dovepress.com

Huang and Bu Dove

as an emotion,*® refers to the emotional response of tourists to the stimulus, which triggers the tourists’ memory of the
whole rural tourism experience, and memory belongs to cognition.”” Therefore, the positive arousal and memory
involved in this study are the positive affective and cognitive reactions generated by rural tourists after the positive
stimulus of MTEs, that is, the factors included in the O (organism). If tourists’ memories of previous rural tourism
experiences are positive, the behavioral intention will be generated. This study specifically includes recommend intention
and revisit intention, both of which belong to intentional approach behaviors, namely, R (response).

MTEs

Searching for MTEs in a specific setting is the driving factor for rural tourism.*® MTEs are defined as those experiences
that are positively remembered and recalled after the event has occurred.®® In the multistage experience model of
Clawson and Knetsch, MTEs occur in the last stage, namely the recall stage.** MTEs are selectively constructed based on
an individual’s evaluation of tourism experiences.”” Only those dimensions of tourism experiences that have a strong
impact on individual tourists and lead to memories are considered in the dimensions of MTEs.?® MTEs are complex and
multidimensional.*' Therefore, the study of the dimensions of MTEs has become one of the important topics in this
research field.*?

Although current studies have not formed a unified understanding of the dimensions of MTEs, they can be generally
divided into two types of dimensions: personal psychological factors and destination attributes.*> The seven dimensions
proposed by Kim et al include hedonism, knowledge, meaningfulness, refreshment, novelty, local culture, and
involvement,*® which are typical representatives of individual psychological factors. Kim found that the studies of the
dimension composition of MTEs from the perspective of personal psychological factors failed to clearly explain the roles
of MTEs from the perspective of practice, and the research on the dimensions of MTEs from the perspective of
destination attributes can improve the understanding of how the destination environment enables tourists to obtain
MTEs, in this way, tourism destination managers can design the environment according to the special advantages and
attractions of the destination to improve their ability to deliver MTEs to tourists.** Based on the study of Crouch and
Ritchie,*> Kim proposed that MTEs consist of ten dimensions, including quality of service, local culture, destination
management, infrastructure, superstructure, accessibility, physiography, place attachment, activities and events, and
hospitality,** which are typical representative of destination attribute dimensions of MTEs. Sahin and Guzel proposed
some new destination attributes of MTEs for Antalya and Istanbul on the basis of this study which include novelty,
gastronomy, value for money and affection.*® Destination attributes are the collection of various components of
a destination, such as the physical and natural environment and the services and facilities that attract tourists.*’
According to Kiatkawsin and Han, destination attributes can be divided into two broad categories: the first category is
called inherited or endowed resources, mainly including climate, nature, heritage and local cuisine,*® which is usually the
primary factor to attract tourists to the destination.*” The second category is called created resources, mainly including
accommodation, transportation, tourism information, tourism activities, shopping, and entertainment.*®

Consistent with the research by Kim,** this study takes the perspective of destination attributes to explore the
dimension composition of MTEs in Chinese rural tourism. Although the study of Kim** is widely cited, there are some
limitations: First, due to the limitation of the data sample, the generality of the research results needs to be further
verified, second, the number of destination attributes included in the study is limited, and new destination attributes can
be added according to the specific situation of the destination.** Previous studies suggested that the dimension
composition of MTEs differ due to the different types of tourism destinations, tourism activities, tourists’ previous
experiences and cultural backgrounds.® Therefore, it is necessary to study the destination attributes of MTEs under the
background of this study. Four destination attributes - gastronomy, accommodation, physiography and rural lifestyle were
selected to discuss whether they belong to the destination attributes of MTEs in the setting background. This discussion
not only took into account both categories of destination attributes, but it also included other specific considerations.

Gastronomy is an important part of the tourism experiences.® Ritchie and Zins found through interviews with tourists
and residents of tourist destinations that both groups believe that gastronomy is a very important cultural factor in
attracting tourists.”' Local food has the potential to create strong connections between tourists and the destination, as well
as the people, history and culture, enhancing and enriching tourism experiences.’>> However, in the study of Kim,*
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gastronomy is a neglected dimension.*® In addition to the aforementioned importance and the lack of previous research,
considering the background of this study, the gastronomy experience is based on authentic food that represents the local
food culture,* and rural gastronomy is representative of rural characteristics,”> therefore, the gastronomy experience
enjoyed in the countryside has its own characteristics.

Goss-Turner found that accommodation, as tourism infrastructure, is an important part of the tourism experiences,
typically accounting for approximately one-third of total tourism spending.’® Accommodation is included in the tourist
activity,”’ which is often one of the first components of tourism planning, and the quality of accommodation plays an
important role in creating MTEs.** Vogt and Andereck emphasize the continuous provision of quality and diverse
accommodation and ancillary services to promote MTEs.”® In addition, as a supportive experience, the accommodation
experience cannot be ignored in the study of tourism experiences.’” Since tourists who are in close contact with the local
culture of the destination are more likely to form MTEs, tourism projects should include opportunities to experience the
local culture, and staying in traditional types of local accommodation can enhance the experience of the local culture and
thus form MTEs.*’

Kim proved that physiography is one of the destination attributes of MTEs based on the research data of Taiwan
university students.** According to the study of Sahin and Guzel, physiography is not the destination attribute of MTEs
for tourists who take coastal tourism in Antalya and historical and cultural tourism in Istanbul.*® However, the rural
physiography is representative of rural characteristics. Rural physiography only exists in the rural geographic space. The
parts of physiography that can be included in rural tourism are natural resources that can best represent rural authenticity
after careful selection by rural tourism managers. In Chinese rural tourism, whether physiography is one of the
destination attributes of MTEs needs to be further studied.

Rural lifestyle is a destination attribute factor in rural tourism.®® The traditional rural lifestyle is a basic component of
rural tourism experiences.’> However, few studies regarded it as one of the dimensions of MTEs, and most of the existing
studies are from a Western perspective, believing that most tourists have limited interest in the rural lifestyle."2
Furthermore, the research of Reisinger et al shows that due to the existence of cultural differences, Eastern and Western
tourists are different in evaluating destination attributes and tourism consumption habits.%® It remains to be studied
whether Chinese tourists who travel to Chinese rural destinations consider the rural lifestyle, as mentioned above.

Positive Arousal

In the study of Oh et al, arousal is defined as the intensity of the physiological response to a stimulus on the continuum
from calm to excitement, which is considered an emotion after tourism experiences.>® Kim et al proposed that arousal is
a physiological or psychological state that is stimulated or activated,*® representing the degree to which a person feels
enthused and active in the consumption experience.® It also refers to a person’s self-stimulated emotional level.®® In the
field of tourism, arousal is often regarded as the psychological state of being stimulated or activated and as the emotion
after tourism experiences.>***¢’ Positive arousal refers to the positive halo effect formed in the attitude immediately after
the evaluation of the destination or accommodation.®® Positive arousal includes joy, ecstasy, interest, happiness, love, and
so on.*” Because it’s easier for people to remember experiences that contain emotional arousal,’’ Loureiro and
Kastenholz emphasize that in the context of rural tourism, rural tourists need experiences that bring positive arousal to
generate positive affect.”’

In the current research, few studies have explored the relationship between the destination attributes of MTEs and
positive arousal. With further research, some researchers have found that using positive arousal as a mediating variable
between the destination attributes of MTEs and memory is helpful to better explain the effect of the destination attributes
of MTEs on memory.*¢

Memory

Memory means remembering some certain events.”> Memory is an active and constructive process of acquiring, storing
and retrieving information for decision-making.”” There are two types of memory, namely, semantic memory and
episodic memory, semantic memory stores information related to the tourist destination name or the name of the place
visited, and episodic memory stores the details of the tourism experiences.”*’® Episodic memory is also called
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autobiographical memory or an individual’s recollection of personal events at a specific time and within a specific
context.”” People store their tourism experiences in autobiographical memory,78 therefore, MTEs are considered as a type
of autobiographical memory.*” Talarico and Rubin indicated that special, surprising, unexpected and emotional experi-
ences can form very vivid and lasting memories in the mind of individual.”’ Individuals are more likely to keep
memories of highly positive events than negative events.*

Memory plays an important role in future tourism decisions,®’ and Kim et al emphasize the necessity to bring
memory into the tourism experiences study.”” In the current research on the relationship between MTEs and tourist

10.19.82-84 41d is often considered an antecedent of tourist

loyalty, satisfaction is often applied as a mediating variable
loyalty,® however, other studies have shown that satisfaction alone does not create loyalty to a destination.”? Previous
studies have shown that MTEs are stored in memory, and memories are an important information source for tourists to

decide whether to revisit a destination in the future.

Behavioral Intention
Loyalty is mainly studied from two perspectives: behavioral loyalty related to consumers’ repeated purchases and
attitudinal loyalty related to consumers’ psychological commitment.®” The research of Soliman and Abou-Shouk
confirmed that behavioral intention has a positive impact on behavior.*® In tourism research, behavioral intention is
often used to reflect the loyalty of tourists, and behavioral intention is attitudinal loyalty.'*>>® In the study of tourist
loyalty, the perspective focused on attitude is the most appropriate, because tourists will be loyal to the destination, even
if they do not visit it many times.***°

Behavioral intention refers to an individual’s tendency to show a behavior,”' which is highly correlated with behavior
and is an effective method to predict individual behavior.”? In tourism research, the behavioral intention of tourists
usually refers to the willingness of a tourist revisiting a tourism destination and providing recommendations about it to
family and friends.”> Revisit intention involves the likelihood that tourists will return to a tourism destination.*’
Recommend intention refers to the psychological behavior of encouraging family members, colleagues, and friends to
use something that the recommender likes.”' The revisit intention and recommend intention of tourists are important
indicators to measure tourist loyalty.”*

Hypothesis Development

Gastronomy and Positive Arousal

Tourism and gastronomy are seen as hedonic products.”>*® Therefore, when tourists experience gastronomy in rural
tourism, they are engaged in hedonic consumption. When consumers engage in hedonic consumption related to the
positive emotions of the consumption experience, they will experience the emotional response of arousal.”’*® The study
of Sahin and Guzel also confirmed that gastronomy experienced in tourism leads to positive arousal.*® Therefore, this
study speculates that the more rural gastronomy can meet the hedonic consumption experience needs of rural tourists, the
stronger positive arousal will be generated by tourists. To sum up, this study puts forward the following hypothesis:

HI: In Chinese rural tourism, the gastronomy experienced in rural tourism destinations is positively associated with
positive arousal.

Accommodation and Positive Arousal

Research of Kim shows that infrastructure is the destination attribute of MTES,44 while accommodation is included in the
category of the infrastructure of tourism destinations. Since arousal is a psychological state when tourists are stimulated or
activated, it is an emotion that takes place after tourism experiences.”®**” These emotional states that are activated in tourism
are associated with memorable experiences.”” An accommodation experience is a common event in the tourism context. The
study of Sthapit on tourists who obtain accommodation experience through Airbnb showed that, due to the different qualities of
accommodation services, tourists’ accommodation experience vary greatly, which may lead to positive or negative emotional
arousal.'® Positive arousal is the positive halo effect that develops in the attitudes formed immediately after the evaluation of the
accommodation.®® Therefore, this study speculates that rural accommodation, which exists as rural tourism infrastructure, when
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it meets the requirements of rural tourists, tourists are likely to make positive comments and form a good rural accommodation
experience, which will lead to the positive arousal of tourists. The better rural tourists evaluate the rural accommodation
experienced, the stronger the positive arousal generated. To sum up, this study puts forward the following hypothesis:

H2: In Chinese rural tourism, accommodation experienced in rural tourism destinations is positively associated with
positive arousal.

Physiography and Positive Arousal

Physiography includes natural landscapes, natural areas, flora and fauna.*® Previous studies have examined the effects of
physiography on arousal from the perspective of auditory, visual and tactile sensations.'®''°* As an important element of
nature tourism destinations, the natural soundscape has been widely recognized as an important perceived element and
ideal experience for tourists in nature tourism destinations.'®" Jiang studied the connection between the sound landscape
in the natural landscape and the emotions of tourists from the perspective of the auditory senses, which shows that the
natural soundscape significantly affects the emotional arousal of tourists.'®® Hartmann and Apaolaza-Ibanez found that
visual stimuli provided by natural landscapes with biosphere content have a positive impact on arousal, in addition,
people prefer green landscapes with water and familiar biota, and the visual stimulation of both landscapes can trigger
arousal.'®® Yamauchi et al showed that, compared with simple visual or tactile interaction, tactile and visual multisensory
interaction with plants effectively enhanced the arousal level.'® Therefore, this study speculates that rural tourists either
visually appreciate the natural landscape in rural physiography, have intimate contact with the natural areas and flora and
fauna through tactile touch, or listen to the various natural sounds, which all trigger emotional arousal. Moreover, the
more positive the evaluation of rural physiography experienced through viewing, touching and listening, the stronger the
positive arousal will be. To sum up, this study puts forward the following hypothesis:

H3: In Chinese rural tourism, the physiography experienced in rural tourism destinations is positively associated with
positive arousal.

Rural Lifestyle and Positive Arousal

The rural lifestyle is the rural landscape represented by authentic lifestyles and folk customs, which is also a unique rural
form of tranquility.'®>'°® Zhang and Xu mentioned two types of landscapes of tourism destinations: the social symbolic
landscape, which refers to symbols, signs and handicrafts with social collective significance, will affect tourists in
a unique subcultural way and have unique significance for tourists; and the restorative landscape, which refers to an
environment where visitors can escape from everyday life, become fascinated and live in harmony.'®” The rural lifestyle,
as a rural landscape, is connected to both of the above-mentioned landscapes. Symbols, signs and handicrafts with rural
folk customs are the manifestation of the collective culture of rural society, which is unique to rural tourists and belongs
to the social symbolic landscape. The tranquility of the rural form allows tourists to escape the daily hustle and bustle of
the city and is an expression of the restorative landscape. Zhang and Xu showed that both social symbolic and restorative
landscapes have positive effects on emotional arousal.'®” In addition, although tranquility describes an emotional state of
low arousal, it contains positive emotional states, such as peace, calm, relaxation, joy, happiness, satisfaction, comfort,
and serenity.'®®'%’ As a unique rural form of tranquility, rural lifestyle is associated with positive arousal. Therefore, this
study speculates that the higher the recognition of the social symbolic and restorative landscape of the rural tourism
destination, that is, the more positive the evaluation of the rural lifestyle, the stronger the positive arousal of the tourists.
To sum up, this study puts forward the following hypothesis:

H4: In Chinese rural tourism, the rural lifestyle experienced in rural tourism destinations is positively associated with
positive arousal.

Positive Arousal and Memory

Since arousal is an emotion,”® positive arousal is a positive emotion. The emotional aspects of past experiences help

110

people remember those experiences better.''® Memory is affected by one’s arousal state.''' Researchers believe that
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higher levels of arousal help aid in memory formation and long-term memory.''? In the field of tourism, some researchers
have reached similar conclusions.*®6%113-115 Therefore, this study speculates that in rural tourism destinations, the
stronger positive arousal will lead to the deeper memory. To sum up, this study puts forward the following hypothesis:

H5: In Chinese rural tourism, positive arousal is positively associated with memory.

Memory and Recommend Intention/Revisit Intention

. . . . . 116.11
Many tourism scholars have emphasized the role of memory in tourist behavior,*”''®!!”

in particular, the impact on
tourists’ revisit intention is obvious.*®!'® Both marketing and tourism research has found that the decisions of consumers
and tourists are influenced by their memories of past experiences.”® Wirtz et al believe that the memory of past tourism
experiences is the best predictor for making similar tourism decisions in the future.''® Marschall highlights the influence
of memory on destination choice, as tourists usually revisit places in connection with positive memories of previous trips
for nostalgia.'?® Positive memories of a destination increase the likelihood that first-time tourists’ revisit intention.'?'
According to the study of Zhang et al, autobiographical memory has a positive relationship with revisit intention, and the
memory discussed in this study focuses on autobiographical memory.'** Some studies in the field of tourism have shown
a positive relationship between memory and behavioral intention (including recommend and revisit intention).®®'%?
Therefore, this study speculates that in rural tourism destinations, the more positive and profound the memory is, the

greater the impact on recommend intention and revisit intention. Therefore, the hypotheses adopted are as follows:
H6: In Chinese rural tourism, memory is positively associated with recommend intention.

H7: In Chinese rural tourism, memory is positively associated with revisit intention.

The Chain Mediating Effect of Positive Arousal and Memory

Previous studies show that positive arousal, memory and post experience behavior are the outcome variables of
experience dimensions.**''* Good experiences lead to positive emotions,”> and MTEs lead to positive arousal.
Loureiro found that in the context of rural tourism, positive arousal will impact memory positively.”® Hassan and
Soliman found that arousal has an impact on revisit intention.'** Sahin and Guzel also confirmed that positive arousal and
memory are the results of MTEs, and both can mediate the relationship between MTEs and behavioral intention.*® To
sum up, this study speculates that in rural tourism destinations, the higher the tourists evaluate the four destination
attributes of gastronomy, accommodation, physiography and rural lifestyle, the more likely the tourists are to have
stronger positive emotions, that is, positive arousal. Stronger positive arousal brings the deeper memory of rural tourists.
Memory is an important information source for making future behavioral decisions. Therefore, the hypotheses adopted
are as follows:

H8: In Chinese rural tourism, the destination attributes of MTEs (gastronomy, accommodation, physiography, and rural
lifestyle) have a positive impact on recommend intention through the chain mediating effect of positive arousal and
memory.

H9: In Chinese rural tourism, the destination attributes of MTEs (gastronomy, accommodation, physiography, and rural
lifestyle) have a positive impact on revisit intention through the chain mediating effect of positive arousal and memory.

To sum up, this study proposes the research model shown in Figure 1 according to the extended SOR theory.

Research Methods

Sampling Design and Data Collection

Judgment sampling is a non-probability sampling technique, which requires the researcher to select the sample on the
basis of certain appropriate characteristics, and if the researcher has some knowledge of the appropriate characteristics
required of the sample members and needs to satisfy some specific purpose, the method of judgment sampling can be
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Figure | Research model.

used.'?® Chinese tourists who have experienced rural tourism in China between 2020 and May 2022 are the population of
this study. The time range is limited in order to meet the general requirements for data collection in this research field,
which will be explained in the next paragraph. However, this study intends to obtain the data of Chinese mainstream rural
tourist groups. The research of Zhou et al was referred to ascertain the characteristics of the mainstream groups of rural
tourism in China.'?® Primarily on the basis of occupational characteristics, Zhou et al indicate that the majority of
Chinese rural tourists are middle-class and office workers living in urban areas.'?® For the definition of China’s middle
class, this study took the study of Lu as a reference, including office workers, private entrepreneurs, professional and
technical personnel, managers, individual business owners, and state and social administrators.'>’ To summarize,
considering the specific purpose of this study and the preferred characteristics, the method of judgment sampling was
adopted to collect data.

Since this study focused on the stage after the end of tourism, the time interval range between the end of rural tourism
and the implementation of the survey must be considered. Based on the relevant literature in this research field,
researchers usually took tourists who have had tourism experiences within 2 years,*>?*'*® 3 years® or 5
years> 129139 from the survey implementation point as the survey objects. Therefore, this study specifically limited
the tourism time range of the respondents from 2020 to May 2022, which is in line with a time range requirement of the
existing research data collection on MTEs.

The questionnaire was designed and distributed on Credamo, a smart research platform. The data collected on the

platform was approved by the international authoritative journals: the articles of Gai and Puntoni'*' and Su et al'*?

were
published in the Journal of Consumer Research and Annals of Tourism Research, respectively. In this study, only the
participants registered with the real name system in Credamo were selected as the respondents. According to the
standards set for judgment sampling, and also to reflect the situation of rural tourism in China as much as possible,
the questionnaire was distributed in all provincial administrative units in China, and the occupations of the participants
were limited to the six types of occupations as per the standards of judgment sampling, so as to achieve accurate delivery
of the questionnaire. The questionnaire was designed with selection question. Only the participants who answered “Yes”
to the question: “Have you participated in rural tourism in China between January 2020 and May 2022 were allowed to
answer the following questions. At the same time, the nationality, the specific date for rural tourism, the times of rural
tourism, and the location of rural tourism destinations (If the participants had more than one time rural tourism
experiences during this period, they were asked about the location of the destination where they had the most memorable
rural tourism experiences) were considered to check whether the participants were suitable for filling in the questionnaire.
Eligible participants could fill the online questionnaire via smart phones, tablets and computers, and received cash
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rewards after completing it. At the same time, in order to ensure the quality of data, this study conducted quality control
for the participants, which was set in the background of Credamo: 1) participants who had used the research platform at
least 30 times to ensure that they were familiar with its operation; 2) the credit score of the participants was greater than
or equal to 80 points/100 points, and the historical adoption rate was greater than or equal to 80% to ensure that the
participants were serious enough; 3) only one person from an area having coverage of 10 Km was allowed to answer, to
prevent questionnaire survey agencies from answering; 4) intelligent man-machine verification was sent to prevent the
machine from answering; 5) repeat answers were not allowed; 6) participants were not allowed to forward the
questionnaire; 7) participants should allow to obtain their IP address in order to verify their locations.

The sample size should be at least five times the number of model parameters,'**!3*

so at least 125 samples are
required for this study (25 parametersx5 observations for each parameter). In this study, 270 valid questionnaires were
finally obtained. The sample size is 10.8 times the number of model parameters, in addition to the above mentioned
criteria, combined with some studies in the field of tourism, such as Xiang et al’” and Zhou et al,"* which show the

sample size meets the requirements.

Measurement Scales

The scales selected are all derived from mature scales. Since the original language of the scales selected was English and
the respondents were Chinese tourists, it was necessary to translate and back-translate the scales to reduce the problem of
inequality caused by cultural differences.'*® In addition, the content of the scale was also integrated with the rural
tourism background of this study in the translation. After completing the translation and back translation, the ques-
tionnaires were submitted to experts in tourism research for review, and the contents of the questionnaire were further
amended according to the opinions of experts.

The five-point Likert scale was used to measure the variables, with “1” representing “strongly disagree” and “5”
representing “strongly agree”. Gastronomy was measured by the three items used in the research of Sahin and Guzel.*®
Accommodation was measured by the three items used in the research of Kiatkawsin and Han.*® Physiography was
measured by the three items used in the research of Kim.** Rural lifestyle was measured by the three items used in the
research of Han.®® Positive arousal was measured by the four items used in the research of Kastenholz et al.*® Memory
was measured by the three items used in the research of Oh et al.*® Recommend intention was measured by the three
items used in the research of Chen and Rahman.?* Revisit intention was measured by the three items used in the research
of Chen et al.*

Data Analysis

Data analysis involved in this study was completed by online application software SPSSAU (Statistical Product and
Service Software Automatically). SPSSAU has powerful data analysis functions, including more than 300 data analysis
methods such as reliability analysis, validity analysis and SEM analysis. Articles published in well-known journals also
use SPSSAU to process data, such as those by He et al'*” and Zhang et al'*® were accepted by Medical Science Monitor
and Disease Markers, respectively. The data analysis procedure was as follows: First, the data were tested for normality
and common method variance (CMV). Second, a structural equation model (SEM) was used to verify the model.

According to the two-step modeling approach recommended by McDonald and Ho,'*’

the reliability and validity of the
measurement model were evaluated by confirmatory factor analysis. The structural model and path effects were then
evaluated by SEM analysis. In addition, the bootstrap method was used to test the chain mediating effect of positive

arousal and memory, to verify the hypotheses proposed in this study.

Descriptive Statistics

As shown in Table 1, males accounted for 42.2% of the 270 respondents. Ninety percent of tourists were between the
ages of 21 and 40. Office workers (39.3%) and professional and technical personnel (27.8%) were the two largest groups.
In addition, 88.9% of the tourists had traveled to rural tourism destinations in China twice or more during the period. The
270 respondents came from 29 provincial administrative regions in China. The rural tourism destinations were distributed
in 28 provincial administrative regions in China, with Zhejiang, Guangdong and Shanxi as the top three.
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Table | Demographic Profile

Demographic Frequency | Percent
Gender

Male 114 422
Female 156 57.8
Age

18-20 years | 0.4
21-30 years 125 46.3
31-40 years 118 43.7
41-50 years 18 6.7
51-60 years 8 3.0
60 years above 0 0.0

Occupation

Office workers 106 393
Individual business owners 10 37
State and social administrators 32 1.9
Managers 41 15.2
Private entrepreneurs 6 22
Professional and technical personnel | 75 27.8

Times of rural tourism

| time 30 1.1
2 times 99 36.7
3 times or above 141 522

Results

Normality Test and Common Method Variance Test
First, it was found through analysis that the absolute value of the kurtosis coefficient of all items in this study was
between 0.097 and 4.190, less than 10, meanwhile, the absolute value of the skewness coefficient was between 0.006
and 1.939, less than 3, and therefore, the data of this study can be accepted as normal distribution.'*® This provides
a prerequisite for the study to use the maximum likelihood estimation method to estimate the model parameters.
Second, exploratory factor analysis (EFA) was used to test the CMV effect. Through Harmon’s one-factor test, the
results showed that the maximum covariance explained by one factor was 14.819%, which is less than 50%, indicating
that there is no obvious CMV problem in the data of this study.'*!

Measurement Model

The goodness of fit indices of the measurement model was as follows: x*=255.730, df=247, y*/df=1.035<3,
GFI1=0.930>0.9, RMSEA=0.011<0.10, RMR=0.023<0.05, CFI=0.997>0.9, NFI=0.922>0.9, NNFI=0.996>0.9, which
indicates that the measurement model fitted well.'*?

The measurement model in this study belongs to the reflective measurement model. For reflective measurement
model, composite reliability, convergent validity and discriminant validity are usually used to evaluate it.'** Cronbach’s a
and composite reliability (CR) are adopted to evaluate the composite reliability of construct.'** As shown in Table 2, the
Cronbach’s a of each construct in this study ranged from 0.735 to 0.873, in addition, the composite reliability of all
constructs in this study ranged from 0.771 to 0.883, which exceeded the cut-off value of 0.7.'*> Hence, the composite
reliability of constructs in this study was good.

Factor loading, composite reliability and Average Variance Extracted (AVE) are commonly used to evaluate the
convergent validity.'*® As shown in Table 2 that the factor loadings of the measurement items ranged from 0.645 to
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Table 2 Measurement Model Analysis

Construct and Items Factor Composite Cronbach’s o Average Variance
Loadings Reliability (CR) Extracted (AVE)

Gastronomy

GASI: The rural destination offers good opportunities 0.764 0.779 0.735 0.541

to experience local food

GAS2: The rural destination offers good opportunities 0.766

to try rural cuisines

GAS3: The rural destination offers availability of 0.673

different gastronomic experiences

Accommodation

ACCI: Accommodation quality of the rural destination 0.746 0.821 0.814 0.604

is good

ACC2: The rural destination has a variety of 0.769

accommodation options

ACC3: Standards of accommodation of the rural 0.816

destination can meet requirement

Physiography

PHY I: The rural destination has different ecology zones 0.730 0.796 0.784 0.566

PHY2: The rural destination has well preserved areas 0.711

PHY3: The rural destination has awe-inspiring 0.812

landscapes

Rural lifestyle

RLI: The rural destination has a simple lifestyle 0.740 0818 0.812 0.600

RL2: The rural destination has an authentic folkway 0.798

RL3: | can feel stress-free in the rural destination 0.785

Positive arousal

PA1: My stay there was interesting 0.834 0.883 0.873 0.656

PA2: My stay there was enjoyable 0.645

PA3: My stay there was exciting 0.858

PA4: My stay there was stimulating 0.881

Memory

MEMI: | have wonderful memories of the rural 0.670 0.771 0.764 0.531

destination

MEM2: | will not forget my experience at that rural 0.697

destination

MEM3: | will remember many positive things about that 08I1

rural destination

Recommend intention

RECII: | would recommend this rural destination to my 0.766 0.805 0.801 0.579

relatives, friends and colleagues

RECI2: | would say positive things about this rural 0.737

destination

RECI3: | would encourage my relatives, friends and 0.779

colleagues to visit this rural destination

Revisit intention

REVII: If | could, | would come to this rural destination 0.649 0.799 0.792 0.573

again

REVI2: | will always consider this rural destination to be 0.767

my first destination choice

REVI3: | have a strong intention to visit this rural 0.843

destination again
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0.881, all greater than 0.6, which was an acceptable range.*® The CR values of all constructs were over 0.7, and the AVE
values were over 0.5, indicating that the measurement model had good convergent validity.'4¢'4¢

According to Fornell and Larcker, good discriminant validity is indicated if the AVE square root values of all
constructs are over the absolute values of the correlation coefficients between this construct and other constructs.'*® As
shown in Table 3, all constructs’ AVE square root values were over the absolute values of the correlation coefficients
between constructs, and this indicated the distinctiveness of every construct in this study was significant. In addition, the
heterotrait-monotrait ratio of correlations (HTMT) was used to determine the discriminant validity. In Table 3, the
numbers above the diagonal represent the HTMT values between pairwise constructs. In general, the HTMT value less
than 0.85 (sometimes 0.90 is used as the standard) indicates that there is discriminant validity between the two
constructs.'** As can be seen from Table 3, all HTMT values in the table lay within the standard range. To summarize,

the measurement model applied in this study passed the discriminant validity test.

Structural Model Analysis and Hypothesis Test

The goodness of fit indices of the structural model was as follows: ){2:354.242, df=262, Xz/df:1.352<3, GF1=0.903>0.9,
RMSEA=0.036<0.10, RMR=0.047<0.05, CFI=0.969>0.9, NNFI= 0.964>0.9, which indicated that the structural model
fitted well.'*?

According to the research of Hair et al, collinearity should be fully considered when analyzing the structural model,
and variance inflation factor (VIF) is usually used for judgment.'** If VIF is less than 5, it indicates that no problem of
multicollinearity exists.'** VIF values in this study were less than five and ranged from 1.712 to 4.184, indicating that
there was no multicollinearity problem in this study.

Moreover, the coefficient of determination values (R?) was adopted to reflect the in-sample predictions of the
structural model. Specifically, R? (positive arousal)=0.531, R? (memory)=0.430, R? (recommend intention)=0.409, and
R? (revisit intention)=0.385. The value of R” lay between 0 and 1, with higher values being better.'*> On the basis of the
research of Jannesari et al, the value of R? greater than or equal to 0.25, 0.50 and 0.75 reflects that the in-sample
prediction of the structural model was weak, moderate and substantial, respectively.'*® Overall, the R? values in this
study were satisfactory.

In order to test the proposed hypotheses, the path coefficients need to be analyzed. Table 4 shows the path coefficients
of the model. It can be found that gastronomy has a significant positive effect on positive arousal (5=0.227, p=0.004), so
H1 is accepted. Accommodation has a significant positive effect on positive arousal (5=0.274, p < 0.001), so H2 is
accepted. Physiography has a significant positive effect on positive arousal (5=0.302, p < 0.001), so H3 is accepted. Rural
lifestyle has a significant positive effect on positive arousal (#=0.206, p=0.003), so H4 is accepted. Positive arousal has
a significance positive effect on memory ($=0.656, p < 0.001), so HS is accepted. Memory has a significant positive
effect on recommend intention ($=0.640, p < 0.001), so H6 is accepted. Memory has a significant positive effect on
revisit intention (=0.620, p < 0.001), so H7 is accepted.

Table 3 Discriminant Validity (Fornell-Larcker Criterion and Heterotrait-Monotrait Ratios)

GAS ACC PHY RL PA MEM RECI REVI
GAS 0.736 0.464 0.373 0.478 0.568 0.568 0.286 0.276
ACC 0.376 0.777 0.335 0.162 0.485 0.594 0.485 0.541
PHY 0.278 0.271 0.752 0.390 0.580 0.467 0.240 0.151
RL 0.382 0.136 0314 0.774 0.492 0.322 0.070 0.132
PA 0.463 0.408 0.485 0.420 0.810 0.715 0.333 0.284
MEM 0.430 0.468 0.366 0.258 0.583 0.729 0.614 0.606
RECI 0.223 0.391 0.194 0.057 0.281 0.483 0.761 0.655
REVI 0.220 0.439 0.123 0.102 0.242 0.477 0.531 0.757

Note: The bold numbers on the diagonal represent the square roots of AVE, the numbers below the diagonal represent the correlation estimates, and the numbers above
the diagonal represent heterotrait-monotrait ratios.

Abbreviations: GAS, gastronomy; ACC, accommodation; PHY, physiography; RL, rural lifestyle; PA, positive arousal; MEM, memory; RECI, recommend intention; REVI,
revisit intention.
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Table 4 Path Coefficient Results

X Y Unstd. Std. S.E. z p

Gastronomy Positive arousal 0.428 0.227 0.148 2.897 0.004
Accommodation Positive arousal 0.309 0.274 0.077 4.019 0.000
Physiography Positive arousal 0.324 0.302 0.074 4.407 0.000
Rural lifestyle Positive arousal 0.236 0.206 0.080 2.958 0.003
Positive arousal Memory 0.441 0.656 0.053 8.321 0.000
Memory Recommend intention 0.886 0.640 0.120 7.409 0.000
Memory Revisit intention 0.636 0.620 0.093 6.823 0.000

Abbreviations: Unstd, unstandardized coefficients; Std, standardized coefficients; S.E., standardized error.

Table 5 Chain Mediating Effect Results

Item Effect BootLLCI BootULCI P

Gastronomy=>Positive arousal=Memory=Recommend intention 0.045 0.013 0.061 0.000
Accommodation=Positive arousal=>Memory=Recommend intention 0.031 0.010 0.068 0.038
Physiography=Positive arousal=Memory=Recommend intention 0.042 0.019 0.075 0.004
Rural lifestyle=Positive arousal=Memory=Recommend intention 0.031 0.012 0.058 0.008
Gastronomy=Positive arousal=Memory=Revisit intention 0.048 0.014 0.060 0.000
Accommodation=Positive arousal=Memory=Revisit intention 0.033 0.012 0.065 0014
Physiography=Positive arousal=Memory=Revisit intention 0.045 0.021 0.076 0.001
Rural lifestyle=Positive arousal=Memory=Revisit intention 0.034 0014 0.059 0.004

Note: BootLLClI represents lower limit of 95% interval in bootstrap sampling, BootULCI represents upper limit of 95% interval in bootstrap sampling.

In this study, the bootstrap method was applied to examine the chain mediating effect of positive arousal and memory.
The number of bootstrap sampling was set to 5000 and the confidence level is 95%. Table 5 is obtained. It can be seen
from Table 5 that all chain mediating paths do not contain 0 in the 95% interval and all chain mediating effects are
positive, which proves that gastronomy, accommodation, physiography and rural lifestyle had positive effects on
recommend intention and revisit intention through the chain mediating effect of positive arousal and memory, respec-
tively, so H8 and H9 are accepted.

Discussion and Conclusion

Conclusion

With Chinese rural tourism as the background, the judgment sampling method was employed and an online questionnaire
survey was conducted on 270 Chinese tourists who had experienced rural tourism in China from 2020 to May 2022. The
study explored the destination attributes of MTEs and its effect on tourist loyalty. Based on the extended SOR theory, this
study proposed a model to explore the mechanism of the impact of the destination attributes of MTEs on tourist loyalty.
The results show that the four destination attributes experienced by Chinese tourists in Chinese rural tourism destinations,
namely gastronomy, accommodation, physiography and rural lifestyle, all have a positive impact on positive arousal, and
so is the relationship between positive arousal and memory. Moreover, memory has positive impacts on recommend
intention and revisit intention, furthermore, the destination attributes of gastronomy, accommodation, physiography and
rural lifestyle all have a positive impact on recommend intention and revisit intention through the chain mediating effect
of positive arousal and memory. It also shows that the destination attributes of gastronomy, accommodation, physio-
graphy and rural lifestyle are the destination attributes of MTEs in the context of this study.
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Rural gastronomy is representative of the rural characteristics,” it provides an important way for tourists to under-
stand the rural tourism destinations. Chinese rural gastronomy emphasizes local materials and highlights local character-
istics, both in cooking methods and raw materials. Rural accommodation, as a carrier of rural culture, enables close
contact of the tourists with the culture of the rural tourism destinations, and the closer the connection with the local
culture, the more likely it is to form MTEs.** In Chinese rural tourism, a variety of rural homestays with local cultural
characteristics help in overcoming the distance between the tourists and the local culture. The definition of rural tourism
refers to the consumption of rural landscapes which is a part of a series of activities,'' and physiography is the carrier of
rural landscapes. The vastness of the Chinese land allows for diverse physiography between villages, enriching the
memory of the tourists with regard to their experiences. The rural lifestyle proposed in this study includes the authenticity
and folk customs of the countryside as well as a unique rural form of tranquility.'®>'%® In addition, an important function
of rural tourism is to provide an experience that relieves the stress of everyday city life,'* and rural lifestyle enables
realization of such a function. The four destination attributes discussed above play significant roles in Chinese rural
tourism, which are the reasons why they can become the destination attributes of MTEs in the context of this study.

The four destination attributes of MTEs that were verified in this study are both different and related to those
mentioned in the previous studies. In previous tourism studies which explored Istanbul and Antalya, gastronomy was
identified as a destination attribute of MTEs.*® This study also arrived at the same conclusion, which reflects the
importance of gastronomy to the tourists. Accommodation is a part of the infrastructure, which is a destination attribute
of MTEs as per the study of Kim.** The results of this study show that as an infrastructure, the role of accommodation in
providing supportive experiences in rural tourism cannot be ignored. Whether physiography is a destination attribute of
MTEs has been controversial in the previous studies, which is supported by the findings of Kim** and contradicted by the
findings of Sahin and Guzel.*® The results of our study show that physiography has a greater impact on rural tourists in
China than on the cultural and historical tourists in Istanbul and the coastal tourists in Antalya, as per the study of Sahin
and Guzel.* Rural lifestyle is a new destination attribute of MTEs, which was proposed in the context of this study. As
compared to the previous studies, this destination attribute supplements the existing research.

The study of Sahin and Guzel is one of the few existing studies that have confirmed the impact of destination
attributes of MTEs on behavioral intention through the chain mediating effect of positive arousal and memory.*® This
study is similar in that gastronomy has been proved to be a destination attribute of MTEs. However, the study of Hosseini
et al indicates that MTEs may vary in different research contexts.® As this study differs from the types of tourism studied
by Sahin and Guzel,46 one is rural tourism, and the other is historical and cultural tourism and coastal tourism, so the
destination attributes of MTEs are not completely consistent. Physiography was removed from the list of destination
attributes of MTEs by Sahin and Guzel.*® This study not only confirms that physiography is a destination attribute of
MTEs, but also positively influences recommend intention and revisit intention through the chain mediating effect of
positive arousal and memory. At the same time, this study proved that the two destination attributes of MTEs, namely
accommodation and rural lifestyle, can also have a positive impact on recommend intention and revisit intention through
the same chain mediating effect, which has rarely been explored in previous studies.

Theoretical Contributions

This study has the following theoretical contributions: First, throughout the existing research on the relationship between
MTEs and tourist loyalty, most of them start from the dimension of personal psychological factors of MTEs.*>>%* There
is no explicit discussion of the question of how destinations can deliver MTEs to tourists,** and few studies have been
carried out on the background of Chinese rural tourism. Different from the existing research, this study starts with the
destination attribute dimensions of MTEs and takes Chinese rural tourism as the background, which is a supplement to
the existing research.

Second, this study did not directly and completely copy the widely cited research results of Kim.** It took into
account the research settings to propose and verify the destination attributes of MTEs in the context of Chinese rural
tourism. This study shows that gastronomy, accommodation, physiography, and rural lifestyle experienced in Chinese
rural tourism destinations lead to positive arousal and thus have a positive impact on memory. According to the definition
of MTEs proposed by Kim et al,*® it can be verified that the four destination attributes proposed in this study are the
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destination attributes of MTEs in the Chinese rural tourism destinations. In addition, Kensinger have explored that people
are more tend to memorize experiences that contain emotional arousal,’® which could also prove the four dimensions that
lead to positive arousal in our study are the destination attributes of MTEs. This is also in line with the research of Zare
that MTEs under specific tourism types should have new dimensions.'"* The rural lifestyle in this study is a new
dimension of destination attribute of MTEs under the specific tourism type. Therefore, when it comes to some distinctive
tourism types, the destination attributes of MTEs that are exclusive to this tourism type can be explored on the basis of
previous research.

Third, the gastronomy dimension is neglected in the study of Kim,** but this study, consistent with the study of Sahin
and Guzel,*® confirms that gastronomy should be included in the destination attributes of MTEs. This study shows that
although the research results that have been widely cited have not covered the entire destination attributes of MTEs, new
destination attributes of MTEs should be identified in different research contexts to supplement the existing research
results.

Fourth, this study proves that destination attributes that provide supportive experiences can be the destination
attributes of MTEs. This study confirms Sthapit et al that accommodation experience as a supportive experience cannot
be ignored in research regarding tourism experiences.”® Experiencing something new or different from everyday life is
inherent in tourism, and this experience is referred to as peak experience, which mainly includes some scenic spots that
account for the main motivation for the tourist to travel, and tourism experiences include both peak experiences and
supportive (extensions of daily life) experiences, such as sleeping and transportation.'>® But if an overemphasis on peak
experiences leads to neglecting supportive experiences, it can have a negative impact on the overall tourism
experiences.”® Therefore, when studying the destination attributes of MTEs, especially for the purpose of discovering
new destination attributes of MTEs, in addition to the destination attributes that provide peak experiences, due
consideration should be given to those that provide supportive experiences.

Fifth, in contrast to the research results of Sahin and Guzel,*® but similar to the research results of Kim,**
physiography is confirmed as one of the destination attributes of MTEs in the context of this study. This also confirms
the findings of Hosseini et al that in different research contexts, the dimensions that constitute MTEs may change.’
Therefore, researchers should hold a critical attitude towards the destination attributes of MTEs that have been found in
the existing studies, and specific analysis should be carried out in light of specific research backgrounds.

Sixth, rural lifestyle is rarely mentioned in existing studies. In addition to confirming that it belongs to one of the
destination attributes of MTEs, this study also verifies the view of Reisinger et al that Eastern and Western tourists are
different in evaluating destination attributes.®> Therefore, researchers should fully consider the differences between
Eastern and Western tourists when exploring the destination attributes of MTEs in the context of same type of tourism.

Seventh, the SOR theory has not been fully applied to study the impact of MTEs on behavioral intention.*
Meanwhile, the SOR theory is constantly evolving. Comparing with the existing research of Chen et al,** which proved
that the SOR theory is appropriate to explain the influencing mechanism of MTEs on behavioral intention. This study not
only uses the SOR theory but is also one of the few studies that apply the extended SOR theory, which takes the affective
reaction of positive arousal and the cognitive reaction of memory as chain mediators in the study of the impact of MTEs
on behavioral intention. The results show that a chain mediating effect exists. On the one hand, it shows a more complete
mental process of tourists’ recommend intention and revisit intention due to MTEs. On the other hand, it also proves the
rationality of the extended SOR theory in the research on the impact of MTEs on behavioral intention. This study
provides suggestions for future research, which can introduce more factors belonging to affective reaction and cognitive
reaction for an O (organism), so as to explore the psychological activities of tourists in-depth.

Finally, satisfaction is often considered an antecedent of tourist loyalty,®> but another study shows that satisfaction
itself cannot make tourists loyal to the destination.”* This study found that the destination attributes of MTEs, positive
arousal, and memory should also be included in the study of the antecedents of tourist destination loyalty, providing more
theoretical perspectives for the acquisition of tourist destination loyalty.
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Managerial Implications

The results of this study have managerial implications for how rural tourism destination managers and industry
practitioners operate rural tourism. The results show that the destination attributes of gastronomy, accommodation,
physiography and rural lifestyle belong to the destination attributes of MTEs, and all have a positive impact on tourists’
recommend intention and revisit intention through positive arousal and memory. Although this study is based on rural
tourism in China, the destination attributes of MTEs found in this study, such as gastronomy and physiography, are also
destination attributes of MTEs in other tourism types, which show that the results of this study can be generalized to
other extent. In terms of the overall guiding idea of management, managers and industry practitioners need to establish
the idea of experiential marketing to improve the experience of tourists in rural tourism destinations.

Rural tourism destination managers and industry practitioners should mobilize the positive emotions of tourists to
deepen their positive memories of the countryside. A breakthrough can be made in the way of contact with tourists and
the design of tourism projects. Managers and employees should always pay attention to the influence of the surrounding
environment on tourists’ emotions in the process of communication with tourists, to consciously mobilize tourists’
positive emotions, which makes tourists form positive memories, increases the tourists’ recommend and revisit inten-
tions, and provides a guarantee for the acquisition of stable tourist sources in rural tourism destinations. The design of
tourism projects should fully rely on the advantages and characteristic destination attributes of rural areas, and take the
positive emotions, such as pleasure and happiness, generated by tourists after experiencing the project as the guiding
principle. Combined with this study, design of tourism projects can take into consideration these four aspects:

First, based on ensuring the authenticity of rural gastronomy, rural tourism destinations should actively promote
ecological gastronomy, cooking techniques, rural recipes, and diversified development of gastronomy types. Providing
a variety of online and offline channels for tourists to access rural gastronomy, so as to improve the convenience of
tourists’ during their stay. Rural tourism destinations can also obtain feedback from tourists through timely communica-
tion, and use this as a reference for the improvement and adjustment of gastronomy.

Second, while maintaining the localized characteristics of rural accommodation, operators should differentiate their
accommodation styles so that tourists can obtain a variety of accommodation experiences in the same rural tourism
destination. Tourists with specialized knowledge and backgrounds are encouraged to participate in the design of rural
accommodation to strengthen the connection between them. Managers should pay attention to tourists’ accommodation
experiences and comprehensively improve their quality from the comfort, facilitation, safety, hygiene level and
characteristics perspectives. The accommodation feedback of tourists can be obtained in time through a survey ques-
tionnaire of tourists’ accommodation experiences, and the problems and advantages of tourists’ responses can be sorted
out and classified for reference for future decision-making. Managers should actively take advantage of the word-of-
mouth effect among the tourists. They should not only set up self-media channels to communicate with the tourists, but
also encourage the tourists involved in accommodation design to spread their designed works through various modes of
self-media. The standard accommodation quality management system should be introduced, and the skills and service
awareness training of accommodation staff should be emphasized to improve the accommodation experiences of
tourists.

Third, protecting rural physiography, and carrying out the idea of ecologically sustainable development in the
development of rural physiography plays an important role in rural tourism destination management. Rural tourism
destinations should hire physiography development professionals to make comprehensive plans for the development of
rural physiography.

Fourth, the unique folk cultures should be explored and protected in the countryside. To organize, record and preserve
them in a standardized manner, rural folk cultures should be included in the design of rural tourism projects. For
example, by holding rural folk culture festivals with different themes, displays of rural folk culture can be realized.
According to the feedback of tourists in each themed activity, rural folk culture can be selectively integrated into the
design of tourism projects. Rural tourism destinations should establish a folk culture inheritance and training system and
standardize the training of folk culture inheritors. Balancing the relationship between commercialization and rural
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tranquility that emerges during the development of rural tourism destinations could eliminate the damage to rural
tranquility caused by commercialization.

In summary, combined with the results of this study, it can be seen that the optimization of the four destination
attributes of rural tourism destinations, namely gastronomy, accommodation, physiography and rural lifestyle, will help
the tourists in forming MTEs and gain tourist loyalty. However, in reality, each village has different advantageous
destination attributes. Therefore, for the optimal arrangement with respect to the above mentioned four destination
attributes, it requires the manager to fully consider the existing situation and give priority to the development of
destination attributes with a good basis. If the existing basis of these four destination attributes is not much different,
considering the limitation of human resources and financial resources, based on the results of this study, the four
destination attributes have a descending influence on tourist loyalty: gastronomy, physiography, rural lifestyle and
accommodation. Managers can arrange the optimization of rural tourism destination attributes in this order.

Limitations and Prospects

The limitations of this study are as follows: First, this study only focuses on four destination attributes of MTEs, and the
destination attributes are limited. Second, the results of this study are only for Chinese tourists who have had experiences
in rural tourism in China, and the generality of the results needs to be further verified. Third, this study does not consider
the issue of demographic differentiation of MTEs of tourists within the same context. Fourth, although the methodology
of sample selection was based on the studies of Zhou et al'*® and Lu,'*” which reflected the mainstream tourist source
market of China’s rural tourism, the sample was selected by employing the judgement sampling method which may not
be fully representative,'*> therefore, the individual market groups need to be further studied in future research.

Future research can be expanded in the following aspects. First, more destination attributes in the same context should
be further studied. Second, existing research results can be applied to new research backgrounds to verify generality. Third,
future research could assess the model with a larger sample of tourists from different countries with different characteristics.
Fourth, scholars may consider the longitudinal approach to investigate how memories impact behavior. Fifth, in addition to
the six types of tourists’ occupation involved in this study, tourists engaged in other types of occupation in China, such as
freelance tourists, can be included in the sample in future research. Last but not least, future research should investigate
constructs that may moderate the impact of the destination attributes of MTEs on tourism outcomes.

Ethics Statement

This study is guided by the 1964 Declaration of Helsinki and its subsequent amendments or similar ethical standards. All
procedures are approved by The Institute for Sustainable Development at Macau University of Science and Technology.
All of the participants are anonymous and volunteered to participate in the study and their information will be kept
strictly confidential. In the revised manuscript all participants provided informed consent.

Acknowledgments
The authors would like to thank editors and anonymous reviewers for their valuable works.

Disclosure
The authors report no conflicts of interest in this work.

References

. Pine BJ, Gilmore JH. Welcome to the experience economy. Harv Bus Rev. 1998;76(4):97—-105.

. Ellis GD, Rossman JR. Creating value for participants through experience staging: parks, recreation, and tourism in the experience industry. J Park
Recreat Adm. 2008;26(4):1-20.

. Stamboulis Y, Skayannis P. Innovation strategies and technology for experience-based tourism. Tourism Manage. 2003;24(1):35-43. doi:10.1016/
$0261-5177(02)00047-x

4. Pizam A. Creating memorable experiences. /nt J Hosp Manag. 2010;29(3):343. doi:10.1016/j.ijhm.2010.04.003

. Ritchie JRB, Tung VWS, Ritchie RJB. Tourism experience management research: emergence, evolution and future directions. Int J Contemp Hosp
Manag. 2011;23(4):419-438. doi:10.1108/09596111111129968

N —

(95}

W

3656 hetps: Psychology Research and Behavior Management 2022:15

Dove!


https://doi.org/10.1016/s0261-5177(02)00047-x
https://doi.org/10.1016/s0261-5177(02)00047-x
https://doi.org/10.1016/j.ijhm.2010.04.003
https://doi.org/10.1108/09596111111129968
https://www.dovepress.com
https://www.dovepress.com

Dove

Huang and Bu

. Hosseini S, Macias RC, Garcia FA. Memorable tourism experience research: a systematic review of the literature. Tour Recreat Res. 2021;1-15.

doi:10.1080/02508281.2021.1922206

. Movahed A, Ghasemi M, Gholamalifard N. An analysis of the culinary tourism experience between gender groups in Iran. Quaest Geogr.

2020;39(1):99-108. doi:10.2478/quageo-2020-0008

. Coudounaris DN, Sthapit E. Antecedents of memorable tourism experience related to behavioral intentions. Psychol Mark. 2017;34

(12):1084-1093. doi:10.1002/mar.21048

. Yu CP, Chang WC, Ramanpong J. Assessing visitors’ Memorable Tourism Experiences (MTEs) in forest recreation destination: a Case Study in

Xitou Nature education area. Forests. 2019;10(8):15. doi:10.3390/f10080636

10. Stavrianea A, Kamenidou I. Memorable tourism experiences, destination image, satisfaction, and loyalty: an empirical study of Santorini Island.
EuroMed J Bus. 2022;17(1):1-20. doi:10.1108/emjb-10-2020-0106

11. Woods M. Rural Geography: Processes, Responses and Experiences in Rural Restructuring. 1st ed. Thousand Oaks, CA: SAGE; 2004.

12. Kastenholz E, Carneiro MJ, Marques CP, Lima J. Understanding and managing the rural tourism experience - The case of a historical village in
Portugal. Tour Manag Perspect. 2012;4:207-214. doi:10.1016/j.tmp.2012.08.009

13. Wang MJ, Chen LH, Su PA, Morrison AM. The right brew? An analysis of the tourism experiences in rural Taiwan’s coffee estates. Tour
Manag Perspect. 2019;30:147—-158. doi:10.1016/j.tmp.2019.02.009

14. Xie YC, Meng XZ, Cenci J, Zhang JZ. Spatial pattern and formation mechanism of rural tourism resources in China: evidence from 1470
National Leisure Villages. ISPRS Int Geo Inf. 2022;11(8):25. doi:10.3390/ijgi11080455

15. 36 Krypton-Institute. 2022 China rural tourism industry insight report; 2022. Available from: http://www.myzaker.com/article/
6344abaa8e9f091c43745a59. Accessed October 30, 2022.

16. Shen SY, Wang H, Quan QH, Xu J. Rurality and rural tourism development in China. Tour Manag Perspect. 2019;30:98-106. doi:10.1016/j.
tmp.2019.02.006

17. Erawan T. India’s destination image and loyalty perception in Thailand. Int J Tour Cities. 2020;6(3):565-582. doi:10.1108/ijtc-08-2019-0129

18. Petrick J, Sirakaya E. Segmenting cruisers by loyalty. Ann Touris Res. 2004;31(2):472—475. doi:10.1016/j.annals.2003.12.009

19. Azis N, Amin M, Chan SF, Aprilia C. How smart tourism technologies affect tourist destination loyalty. J Hosp Tour Technol. 2020;11
(4):603-625. doi:10.1108/jhtt-01-2020-0005

20. Kim JH, Ritchie JRB. Cross- cultural validation of a Memorable Tourism Experience Scale (MTES). J Travel Res. 2014;53(3):323-335.
doi:10.1177/0047287513496468

21. Prayag G, Hosany S, Muskat B, Del Chiappa G. Understanding the relationships between tourists’ emotional experiences, perceived overall
image, satisfaction, and intention to recommend. J Travel Res. 2017;56(1):41-54. doi:10.1177/0047287515620567

22. Chen H, Rahman I. Cultural tourism: an analysis of engagement, cultural contact, memorable tourism experience and destination loyalty. Tour
Manag Perspect. 2018;26:153-163. doi:10.1016/j.tmp.2017.10.006

23. Kim JH. The Impact of memorable tourism experiences on loyalty behaviors: the mediating effects of destination image and satisfaction.
J Travel Res. 2018;57(7):856—870. doi:10.1177/0047287517721369

24. DiPietro RB, Peterson R. Exploring cruise experiences, satisfaction, and loyalty: the case of Aruba as a Small-Island Tourism Economy.
Int J Hosp Tour Adm. 2017;18(1):41-60. doi:10.1080/15256480.2016.1263170

25. Sharma P, Nayak JK. Understanding memorable tourism experiences as the determinants of tourists’ behaviour. Int J Tour Res. 2019;21
(4):504-518. doi:10.1002/jtr.2278

26. Soliman M. Extending the theory of planned behavior to predict tourism destination revisit intention. Int J Hosp Tour Adm. 2021;22
(5):524-549. doi:10.1080/15256480.2019.1692755

27. Mehrabian A, Russell JA. An Approach to Environmental Psychology. Cambridge, MA, USA: MIT Press; 1974.

28. Kim MJ, Lee CK, Jung T. Exploring consumer behavior in virtual reality tourism using an extended stimulus-organism-response model.
J Travel Res. 2020;59(1):69-89. doi:10.1177/0047287518818915

29. Min Z, Jie Z, Xiao X, et al. How destination music affects tourists' behaviors: travel with music in Lijiang, China. Asia Pac J Tour Res. 2020;25
(2):131-144. doi:10.1080/10941665.2019.1683046

30. Rajaguru R. Motion picture-induced visual, vocal and celebrity effects on tourism motivation: stimulus organism response model. Asia Pac
J Tour Res. 2014;19(4):375-388. doi:10.1080/10941665.2013.764337

31. Eroglu SA, Machleit KA, Davis LM. Atmospheric qualities of online retailing - A conceptual model and implications. J Bus Res. 2001;54
(2):177-184. doi:10.1016/s0148-2963(99)00087-9

32. Donovan RJ, Rossiter JR. Store atmosphere - an environmental psychology approach. J Retail. 1982;58(1):34-57.

33. Chan TKH, Cheung CMK, Lee ZWY. The state of online impulse-buying research: a literature analysis. /nf Manage. 2017;54(2):204-217.
doi:10.1016/j.im.2016.06.001

34. Pantano E, Viassone M. Engaging consumers on new integrated multichannel retail settings: challenges for retailers. J Retail Consum Serv.
2015;25:106—114. doi:10.1016/j.jretconser.2015.04.003

35. Chen X, Cheng ZF, Kim GB. Make it memorable: tourism experience, fun, recommendation and revisit intentions of Chinese outbound tourists.
Sustainability. 2020;12(5):1904. doi:10.3390/su12051904

36. Oh H, Fiore AM, Jeoung M. Measuring experience economy concepts: tourism applications. J Travel Res. 2007;46(2):119-132. doi:10.1177/
0047287507304039

37. Fan YM, Xie YJ. An exploration of experience connotations and tourist experience characteristics. Tourism Tribune. 2017;32(11):16-25.
doi:10.3969/j.issn.1002-5006.2017.11.008

38. Kastenholz E, Carneiro MJ, Marques CP, Loureiro SMC. The dimensions of rural tourism experience: impacts on arousal, memory, and
satisfaction. J Travel Tour Mark. 2018;35(2):189-201. doi:10.1080/10548408.2017.1350617

39. Kim JH, Ritchie JRB, McCormick B. Development of a scale to measure memorable tourism experiences. J Travel Res. 2012;51(1):12-25.
doi:10.1177/0047287510385467

40. Clawson M, Knetsch JL. Economics of Outdoor Recreation. Baltimore, MD: Johns Hopkins Press; 1966.

41. Coelho MD, Gosling MD. Memorable tourism experience (MTE): a scale proposal and test. Tour Manag Stud. 2018;14(4):15-24. doi:10.18089/
tms.2018.14402

Psychology Research and Behavior Management 2022:15 https: 3657

Dove:


https://doi.org/10.1080/02508281.2021.1922206
https://doi.org/10.2478/quageo-2020-0008
https://doi.org/10.1002/mar.21048
https://doi.org/10.3390/f10080636
https://doi.org/10.1108/emjb-10-2020-0106
https://doi.org/10.1016/j.tmp.2012.08.009
https://doi.org/10.1016/j.tmp.2019.02.009
https://doi.org/10.3390/ijgi11080455
http://www.myzaker.com/article/6344abaa8e9f091c43745a59
http://www.myzaker.com/article/6344abaa8e9f091c43745a59
https://doi.org/10.1016/j.tmp.2019.02.006
https://doi.org/10.1016/j.tmp.2019.02.006
https://doi.org/10.1108/ijtc-08-2019-0129
https://doi.org/10.1016/j.annals.2003.12.009
https://doi.org/10.1108/jhtt-01-2020-0005
https://doi.org/10.1177/0047287513496468
https://doi.org/10.1177/0047287515620567
https://doi.org/10.1016/j.tmp.2017.10.006
https://doi.org/10.1177/0047287517721369
https://doi.org/10.1080/15256480.2016.1263170
https://doi.org/10.1002/jtr.2278
https://doi.org/10.1080/15256480.2019.1692755
https://doi.org/10.1177/0047287518818915
https://doi.org/10.1080/10941665.2019.1683046
https://doi.org/10.1080/10941665.2013.764337
https://doi.org/10.1016/s0148-2963(99)00087-9
https://doi.org/10.1016/j.im.2016.06.001
https://doi.org/10.1016/j.jretconser.2015.04.003
https://doi.org/10.3390/su12051904
https://doi.org/10.1177/0047287507304039
https://doi.org/10.1177/0047287507304039
https://doi.org/10.3969/j.issn.1002-5006.2017.11.008
https://doi.org/10.1080/10548408.2017.1350617
https://doi.org/10.1177/0047287510385467
https://doi.org/10.18089/tms.2018.14402
https://doi.org/10.18089/tms.2018.14402
https://www.dovepress.com
https://www.dovepress.com

Huang and Bu Dove

42

43.

44,

45.

46.

47.
48.

49.

50.

. Hosany S, Sthapit E, Bjork P. Memorable tourism experience: a review and research agenda. Psychol Mark. 2022;39(8):1467-1486.
doi:10.1002/mar.21665

Wei C, Zhao WY, Zhang CZ, Huang KJ. Psychological factors affecting memorable tourism experiences. Asia Pac J Tour Res. 2019;24
(7):619-632. doi:10.1080/10941665.2019.1611611

Kim JH. The antecedents of memorable tourism experiences: the development of a scale to measure the destination attributes associated with
memorable experiences. Tourism Manage. 2014;44:34-45. doi:10.1016/j.tourman.2014.02.007

Crouch GI, Ritchie JRB. Application of the analytic hierarchy process to tourism choice and decision making: a review and illustration applied
to destination competitiveness. Tour Anal. 2005;10(1):17-25. doi:10.3727/1083542054547930

Sahin I, Guzel FO. Do experiential destination attributes create emotional arousal and memory?: a comparative research approach. J Hosp
Market Manag. 2020;29(8):956-986. doi:10.1080/19368623.2020.1746214

Lew AA. A framework of tourist attraction research. Ann Touris Res. 1987;14(4):553-575. doi:10.1016/0160-7383(87)90071-5

Kiatkawsin K, Han H. An alternative interpretation of attitude and extension of the value-attitude-behavior hierarchy: the destination attributes
of Chiang Mai, Thailand. 4sia Pac J Tour Res. 2017;22(5):481-500. doi:10.1080/10941665.2016.1276466

Dwyer L, Kim C. Destination competitiveness: determinants and indicators. Curr Issues Tour. 2003;6(5):369-414. doi:10.1080/
13683500308667962

Anton C, Camarero C, Laguna M, Buhalis D. Impacts of authenticity, degree of adaptation and cultural contrast on travellers’ memorable
gastronomy experiences. J Hosp Market Manag. 2019;28(7):743-764. doi:10.1080/19368623.2019.1564106

51. Ritchie JB, Zins M. Culture as determinant of the attractiveness of a tourism region. Ann Touris Res. 1978;5(2):252-267. doi:10.1016/0160-
7383(78)90223-2

52. Mak AHN, Lumbers M, Eves A, Chang RCY. Factors influencing tourist food consumption. Int J Hosp Manag. 2012;31(3):928-936.
doi:10.1016/j.ijhm.2011.10.012

53. Sims R. Food, place and authenticity: local food and the sustainable tourism experience. J Sustain Tour. 2009;17(3):321-336. doi:10.1080/
09669580802359293

54. Bjork P, Kauppinen-Raisanen H. Exploring the multi-dimensionality of travellers’ culinary-gastronomic experiences. Curr Issues Tour. 2016;19
(12):1260-1280. doi:10.1080/13683500.2013.868412

55. Boyne S, Hall D. Place promotion through food and tourism: rural branding and the role of websites. Place Brand Public Dipl. 2004;1
(1):80-92. doi:10.1057/palgrave.pb.5990007

56. Goss-Turner S. The accommodation sector. In: Peter J, editor. Introduction to Hospitality Operations: An Indispensable Guide to the Industry.
London: Cassell; 1996:21-35.

57. Xiang KH, Xu CH, Wang J. Understanding the relationship between tourists’ consumption behavior and their consumption substitution
willingness under unusual environment. Psychol Res Behav Manag. 2021;14:483-500. doi:10.2147/prbm.S303239

58. Vogt CA, Andereck KL. Destination perceptions across a vacation. J Travel Res. 2003;41(4):348-354. doi:10.1177/0047287503041004003

59. Sthapit E, Bjork P, Coudounaris DN, Stone MJ. A new conceptual framework for memorable Airbnb experiences: guests’ perspectives.
Int J Cult Tour Hosp Res. 2022;16(1):75-86. doi:10.1108/ijcthr-01-2021-0002

60. Han J. Vacationers in the countryside: traveling for tranquility? Tourism Manage. 2019;70:299-310. doi:10.1016/j.tourman.2018.09.001

61. Kastenholz E, Davis D, Paul G. Segmenting tourism in rural areas: the case of North and Central Portugal. J Travel Res. 1999;37(4):353-363.
doi:10.1177/004728759903700405

62. Frochot 1. A benefit segmentation of tourists in rural areas: a Scottish perspective. Tourism Manage. 2005;26(3):335-346. doi:10.1016/].
tourman.2003.11.016

63. Reisinger Y, Mavond FT, Crotts JC. The importance of destination attributes: Western and Asian Visitors. Anatolia. 2009;20(1):236-253.
doi:10.1080/13032917.2009.10518907

64. Kim SB, Kim DY, Bolls P. Tourist mental-imagery processing: attention and arousal. Ann Touris Res. 2014;45:63—76. doi:10.1016/].
annals.2013.12.005

65. Rufin R, Medina C, Rey M. Adjusted expectations, satisfaction and loyalty development. Serv Ind J. 2012;32(14):2185-2202. doi:10.1080/
02642069.2011.594874

66. Bigne JE, Andreu L, Gnoth J. The theme park experience: an analysis of pleasure, arousal and satisfaction. Tourism Manage. 2005;26
(6):833-844. doi:10.1016/j.tourman.2004.05.006

67. Carpentier FRD, Potter RF. Effects of music on physiological arousal: explorations into tempo and genre. Media Psychol. 2007;10(3):339-363.
doi:10.1080/15213260701533045

68. Loureiro SMC. The role of the rural tourism experience economy in place attachment and behavioral intentions. Int J Hosp Manag.
2014;40:1-9. doi:10.1016/j.ijhm.2014.02.010

69. Oxendine JB. Emotional arousal and motor performance. Quest. 1970;13(1):23-32. doi:10.1080/00336297.1970.10519673

70. Kensinger EA. Remembering emotional experiences: the contribution of valence and arousal. Rev Neurosci. 2004;15(4):241-252. doi:10.1515/
REVNEURO.2004.15.4.241

71. Loureiro SMC, Kastenholz E. Corporate reputation, satisfaction, delight, and loyalty towards rural lodging units in Portugal. /nt J Hosp Manag.
2011;30(3):575-583. doi:10.1016/j.ijhm.2010.10.007

72. Pine BJ, Gilmore JH. The Experience Economy: Work is Theatre & Every Business a Stage. Boston, MA: Harvard Business Press; 1999.

73. Braun KA. Postexperience advertising effects on consumer memory. J Consum Res. 1999;25(4):319-334. doi:10.1086/209542

74. Nyberg L, Tulving E. Classifying human long-term memory: evidence from converging dissociations. Eur J Cogn Psychol. 1996;8(2):163—183.
doi:10.1080/095414496383130

75. Oakley DA. Brain mechanisms of mammalian memory. Br Med Bull. 1981;37(2):175-180. doi:10.1093/oxfordjournals.bmb.a071697

76. Tulving E. How many memory-systems are there. Am Psychol. 1985;40(4):385-398. doi:10.1037/0003-066x.40.4.385

77. Brewer WE. What is autobiographical memory? In: Rubin DC, editor. Autobiographical Memory. Cambridge, UK: Cambridge University Press;
1986:25-49.

78. Robinson JA. Autobiographical memory: a historical prologue. In: Rubin DC, editor. Autobiographical Memory. Cambridge, UK: Cambridge
University Press; 1986:19-24.

3658 https: Psychology Research and Behavior Management 2022:15

Dove!


https://doi.org/10.1002/mar.21665
https://doi.org/10.1080/10941665.2019.1611611
https://doi.org/10.1016/j.tourman.2014.02.007
https://doi.org/10.3727/1083542054547930
https://doi.org/10.1080/19368623.2020.1746214
https://doi.org/10.1016/0160-7383(87)90071-5
https://doi.org/10.1080/10941665.2016.1276466
https://doi.org/10.1080/13683500308667962
https://doi.org/10.1080/13683500308667962
https://doi.org/10.1080/19368623.2019.1564106
https://doi.org/10.1016/0160-7383(78)90223-2
https://doi.org/10.1016/0160-7383(78)90223-2
https://doi.org/10.1016/j.ijhm.2011.10.012
https://doi.org/10.1080/09669580802359293
https://doi.org/10.1080/09669580802359293
https://doi.org/10.1080/13683500.2013.868412
https://doi.org/10.1057/palgrave.pb.5990007
https://doi.org/10.2147/prbm.S303239
https://doi.org/10.1177/0047287503041004003
https://doi.org/10.1108/ijcthr-01-2021-0002
https://doi.org/10.1016/j.tourman.2018.09.001
https://doi.org/10.1177/004728759903700405
https://doi.org/10.1016/j.tourman.2003.11.016
https://doi.org/10.1016/j.tourman.2003.11.016
https://doi.org/10.1080/13032917.2009.10518907
https://doi.org/10.1016/j.annals.2013.12.005
https://doi.org/10.1016/j.annals.2013.12.005
https://doi.org/10.1080/02642069.2011.594874
https://doi.org/10.1080/02642069.2011.594874
https://doi.org/10.1016/j.tourman.2004.05.006
https://doi.org/10.1080/15213260701533045
https://doi.org/10.1016/j.ijhm.2014.02.010
https://doi.org/10.1080/00336297.1970.10519673
https://doi.org/10.1515/REVNEURO.2004.15.4.241
https://doi.org/10.1515/REVNEURO.2004.15.4.241
https://doi.org/10.1016/j.ijhm.2010.10.007
https://doi.org/10.1086/209542
https://doi.org/10.1080/095414496383130
https://doi.org/10.1093/oxfordjournals.bmb.a071697
https://doi.org/10.1037/0003-066x.40.4.385
https://www.dovepress.com
https://www.dovepress.com

Dove

Huang and Bu

79.

80.

Talarico JM, Rubin DC. Confidence, not consistency, characterizes flashbulb memories. Psychol Sci. 2003;14(5):455-461. doi:10.1111/1467-
9280.02453

Rubin DC, Berntsen D. Life scripts help to maintain autobiographical memories of highly positive, but not highly negative, events. Mem Cogn.
2003;31(1):1-14. doi:10.3758/BF03196077

81. Ballantyne R, Packer J, Sutherland LA. Visitors’ memories of wildlife tourism: implications for the design of powerful interpretive experiences.
Tourism Manage. 2011;32(4):770-779. doi:10.1016/j.tourman.2010.06.012

82. Chen LH, Wang MJS, Morrison AM. Extending the memorable tourism experience model: a study of coffee tourism in Vietnam. Br Food J.
2021;123(6):2235-2257. doi:10.1108/bfj-08-2020-0748

83. Chen GH, So KKF, Hu XY, Poomchaisuwan M. Travel for affection: a stimulus-organism-response model of honeymoon tourism experiences.
J Hosp Tour Res. 2022;46(6):1187-1219. doi:10.1177/10963480211011720

84. Gohary A, Pourazizi L, Madani F, Chan EY. Examining Iranian tourists’ memorable experiences on destination satisfaction and behavioral
intentions. Curr Issues Tour. 2020;23(2):131-136. doi:10.1080/13683500.2018.1560397

85. Prayag G, Ryan C. Antecedents of tourists’ loyalty to Mauritius: the role and influence of destination image, place attachment, personal
involvement, and satisfaction. J Travel Res. 2012;51(3):342-356. doi:10.1177/0047287511410321

86. Braun-LaTour KA, Grinley MJ, Loftus EF. Tourist memory distortion. J Travel Res. 2006;44(4):360-367. doi:10.1177/0047287506286721

87. Rundle-Thiele S. Exploring loyal qualities: assessing survey-based loyalty measures. J Serv Mark. 2005;19(7):492-500. doi:10.1108/
08876040510625990

88. Soliman MSA, Abou-Shouk MA. Predicting behavioural intention of international tourists towards geotours. Geoheritage. 2017;9(4):505-517.
doi:10.1007/s12371-016-0200-5

89. Joseph SC, Dogan G. An investigation of tourists’ destination loyalty and preferences. Int J Contemp Hosp Manag. 2001;13(2):79-85.
doi:10.1108/09596110110381870

90. Nam J, Ekinci Y, Whyatt G. Brand equity, brand loyalty and consumer satisfaction. Ann Touris Res. 2011;38(3):1009-1030. doi:10.1016/].
annals.2011.01.015

91. Tsai CT. Memorable tourist experiences and place attachment when consuming local food. Int J Tour Res. 2016;18(6):536—548. doi:10.1002/jtr.2070

92. Ajzen . The theory of planned behavior. Organ Behav Hum Decis Process. 1991;50(2):179-211. doi:10.1016/0749-5978(91)90020-t

93. Chen CF, Tsai D. How destination image and evaluative factors affect behavioral intentions? Tourism Manage. 2007;28(4):1115-1122.
doi:10.1016/j.tourman.2006.07.007

94. Litvin SW, Goldsmith RE, Pan B. Electronic word-of-mouth in hospitality and tourism management. Tourism Manage. 2008;29(3):458-468.
doi:10.1016/j.tourman.2007.05.011

95. Kemperman A, Borgers AWJ, Oppewal H, Timmermans HJP. Consumer choice of theme parks: a conjoint choice model of seasonality effects
and variety seeking behavior. Leis Sci. 2000;22(1):1-18. doi:10.1080/014904000272920

96. Kivela J, Crotts JC. Tourism and gastronomy: gastronomy’s influence on how tourists experience a destination. J Hosp Tour Res. 2006;30
(3):354-377. doi:10.1177/1096348006286797

97. Lucas AF. The determinants and effects of slot servicescape satisfaction in a Las Vegas hotel casino. UNLV Gaming Res Rev J. 2003;7(1):1-19.

98. Ryu K, Jang SS. The effect of environmental perceptions on behavioral intentions through emotions: the case of upscale restaurants. J Hosp
Tour Res. 2007;31(1):56-72. doi:10.1177/1096348006295506

99. Tung VWS, Ritchie JRB. Exploring the essence of memorable tourism experiences. Ann Touris Res. 2011;38(4):1367-1386. doi:10.1016/j.
annals.2011.03.009

100. Sthapit E. My bad for wanting to try something unique: sources of value co-destruction in the Airbnb context. Curr Issues Tour. 2019;22
(20):2462-2465. doi:10.1080/13683500.2018.1525340

101. Jiang JD, Zhang J, Zhang HL, Yan BJ. Natural soundscapes and tourist loyalty to nature-based tourism destinations: the mediating effect of
tourist satisfaction. J Travel Tour Mark. 2018;35(2):218-230. doi:10.1080/10548408.2017.1351415

102. Jiang JD. The role of natural soundscape in nature-based tourism experience: an extension of the stimulus-organism-response model. Curr
Issues Tour. 2022;25(5):707-726. doi:10.1080/13683500.2020.1859995

103. Hartmann P, Apaolaza-Ibanez V. Beyond savanna: an evolutionary and environmental psychology approach to behavioral effects of nature
scenery in green advertising. J Environ Psychol. 2010;30(1):119-128. doi:10.1016/j.jenvp.2009.10.001

104. Yamauchi T, Seo JH, Sungkajun A. Interactive plants: multisensory visual-tactile interaction enhances emotional experience. Mathematics.
2018;6(11):18. doi:10.3390/math6110225

105. Silva L, Prista M. Social differentiation in the consumption of a pastoral idyll through tourist accommodation: two Portuguese cases. J Rural
Stud. 2016;43:183-192. doi:10.1016/j.jrurstud.2015.12.006

106. van Dam F, Heins S, Elbersen BS. Lay discourses of the rural and stated and revealed preferences for rural living. Some evidence of the
existence of a rural idyll in the Netherlands. J Rural Stud. 2002;18(4):461-476. doi:10.1016/s0743-0167(02)00035-9

107. Zhang H, Xu HG. A structural model of liminal experience in tourism. Jourism Manage. 2019;71:84-98. doi:10.1016/j.tourman.2018.09.015

108. Russell JA. A circumplex model of affect. J Pers Soc Psychol. 1980;39(6):1161-1178. doi:10.1037/h0077714

109. Watson D, Tellegen A. Toward a consensual structure of mood. Psychol Bull. 1985;98(2):219-235. doi:10.1037/0033-2909.98.2.219

110. Sipe LJ, Testa MR. From satisfied to memorable: an empirical study of service and experience dimensions on guest outcomes in the hospitality
industry. J Hosp Market Manag. 2018;27(2):178-195. doi:10.1080/19368623.2017.1306820

111. Liu DLJ, Graham S, Zorawski M. Enhanced selective memory consolidation following post-learning pleasant and aversive arousal. Neurobiol
Learn Mem. 2008;89(1):36—46. doi:10.1016/j.nlm.2007.09.001

112. Jeong EJ, Biocca FA. Are there optimal levels of arousal to memory? Effects of arousal, centrality, and familiarity on brand memory in video
games. Comput Hum Behav. 2012;28(2):285-291. doi:10.1016/j.chb.2011.09.011

113. Kim JH, Jang S. Memory retrieval of cultural event experiences: examining internal and external influences. J Travel Res. 2016;55(3):322-339.
doi:10.1177/0047287514553058

114. Hosany S, Witham M. Dimensions of cruisers’ experiences, satisfaction, and intention to recommend. J Travel Res. 2010;49(3):351-364.
doi:10.1177/0047287509346859

Psychology Research and Behavior Management 2022:15 https: 3659

Dove:


https://doi.org/10.1111/1467-9280.02453
https://doi.org/10.1111/1467-9280.02453
https://doi.org/10.3758/BF03196077
https://doi.org/10.1016/j.tourman.2010.06.012
https://doi.org/10.1108/bfj-08-2020-0748
https://doi.org/10.1177/10963480211011720
https://doi.org/10.1080/13683500.2018.1560397
https://doi.org/10.1177/0047287511410321
https://doi.org/10.1177/0047287506286721
https://doi.org/10.1108/08876040510625990
https://doi.org/10.1108/08876040510625990
https://doi.org/10.1007/s12371-016-0200-5
https://doi.org/10.1108/09596110110381870
https://doi.org/10.1016/j.annals.2011.01.015
https://doi.org/10.1016/j.annals.2011.01.015
https://doi.org/10.1002/jtr.2070
https://doi.org/10.1016/0749-5978(91)90020-t
https://doi.org/10.1016/j.tourman.2006.07.007
https://doi.org/10.1016/j.tourman.2007.05.011
https://doi.org/10.1080/014904000272920
https://doi.org/10.1177/1096348006286797
https://doi.org/10.1177/1096348006295506
https://doi.org/10.1016/j.annals.2011.03.009
https://doi.org/10.1016/j.annals.2011.03.009
https://doi.org/10.1080/13683500.2018.1525340
https://doi.org/10.1080/10548408.2017.1351415
https://doi.org/10.1080/13683500.2020.1859995
https://doi.org/10.1016/j.jenvp.2009.10.001
https://doi.org/10.3390/math6110225
https://doi.org/10.1016/j.jrurstud.2015.12.006
https://doi.org/10.1016/s0743-0167(02)00035-9
https://doi.org/10.1016/j.tourman.2018.09.015
https://doi.org/10.1037/h0077714
https://doi.org/10.1037/0033-2909.98.2.219
https://doi.org/10.1080/19368623.2017.1306820
https://doi.org/10.1016/j.nlm.2007.09.001
https://doi.org/10.1016/j.chb.2011.09.011
https://doi.org/10.1177/0047287514553058
https://doi.org/10.1177/0047287509346859
https://www.dovepress.com
https://www.dovepress.com

Huang and Bu Dove

115. Dao TT, Yang C-H. Impact of interactive service on international customers’ behavior intentions regarding local tourism services in Vietnam:
the mediating effects of pleasant arousal and memory. Int J Bus Inf. 2019;14(1):145-167. doi:10.6702/ijbi.201903_14(1).0006

116. Chandralal L, Rindfleish J, Valenzuela F. An application of travel blog narratives to explore memorable tourism experiences. 4sia Pac J Tour
Res. 2015;20(6):680—693. doi:10.1080/10941665.2014.925944

117. Marschall S. Personal memory tourism’ and a wider exploration of the tourism-memory nexus. J Tour Cult Chang. 2012;10(4):321-335.
doi:10.1080/14766825.2012.742094

118. Chandralal L, Valenzuela F-R. Exploring memorable tourism experiences: antecedents and behavioural outcomes. J Bus Econ Manag. 2013;1
(2):177-181. doi:10.7763/JOEBM.2013.V1.38

119. Wirtz D, Kruger J, Scollon CN, Diener E. What to do on spring break? The role of predicted, on-line, and remembered experience in future
choice. Psychol Sci. 2003;14(5):520-524. doi:10.1111/1467-9280.03455

120. Marschall S. Tourism and memory. Ann Touris Res. 2012;39(4):2216-2219. doi:10.1016/j.annals.2012.07.001

121. Martin D. Uncovering unconscious memories and myths for understanding international tourism behavior. J Bus Res. 2010;63(4):372-383.
doi:10.1016/j.jbusres.2009.04.020

122. Zhang XT, Chen ZG, Jin HY. The effect of tourists’ autobiographical memory on revisit intention: does nostalgia promote revisiting? Asia Pac
J Tour Res. 2021;26(2):147-166. doi:10.1080/10941665.2020.1718171

123. Ali F, Hussain K, Ragavan NA. Memorable customer experience: examining the effects of customers experience on memories and loyalty in
Malaysian resort hotels. In: Nair V, Hussain K, Kahl C, Poulain JP, Ragavan NA. editors. Asia-Euro Conference 2014 in Tourism, Hospitality &
Gastronomy. Vol. 144. Amsterdam: Elsevier Science Bv;2014:273-279.

124. Hassan SB, Soliman M. COVID-19 and repeat visitation: assessing the role of destination social responsibility, destination reputation,
holidaymakers? Trust and fear arousal. J Destin Mark Manag. 2021;19:1-11. doi:10.1016/j.jdmm.2020.100495

125. Zikmund WG, Babin BJ, Carr JC, Griffin M. Business Research Methods. 9th ed. Mason, USA: Cengage Learning; 2012.

126. Zhou Y, He J, Rong H. Satisfaction evaluation of tourist and influence factors analysis in rural tourism. Bus Manag J. 2016;38(07):156-166.
doi:10.19616/j.cnki.bmj.2016.07.014

127. Lu X. Dangdai Zhongguo Shehui Jieceng Yanjiu Baogao [Report on Research into Social Stratification in Contemporary China]. Beijing:
Social sciences acdemic press (China); 2002.

128. Sthapit E, Bjork P. Relative contributions of souvenirs on memorability of a trip experience and revisit intention: a study of visitors to
Rovaniemi, Finland. Scand J Hosp Tour. 2019;19(1):1-26. doi:10.1080/15022250.2017.1354717

129. Kim JH. Determining the factors affecting the memorable nature of travel experiences. J Travel Tour Mark. 2010;27(8):780-796. doi:10.1080/
10548408.2010.526897

130. Kim JH. A cross-cultural comparison of memorable tourism experiences of American and Taiwanese college students. Anatolia. 2013;24
(3):337-351. doi:10.1080/13032917.2012.762586

131. Gai PJ, Puntoni S. Language and consumer dishonesty: a self-diagnosticity theory. J Consum Res. 2021;48(2):333-351. doi:10.1093/jcr/ucab001

132. Su LJ, Tang BL, Nawijn J. How tourism activity shapes travel experience sharing: tourist well-being and social context. Ann Touris Res.
2021;91:1-14. doi:10.1016/j.annals.2021.103316

133. Comrey A, Lee H. Interpretation and application of factor analytic results. In: Comrey A, Lee H, editors. A4 First Course in Factor Analysis. 2nd
ed. New Jersey: Hillsdale; 1992:2.

134. Myers ND, Ahn S, Jin Y. Sample size and power estimates for a confirmatory factor analytic model in exercise and sport: a monte carlo
approach. Res Q Exerc Sport. 2011;82(3):412—423. doi:10.1080/02701367.2011.10599773

135. Zhou JL, Xiang KH, Cheng Q, Yang C. Psychological and behavioural consistency value seeking of tourists in Niche Tourism: nostalgia,
authenticity perception, and satisfaction. Psychol Res Behav Manag. 2021;14:1111-1125. doi:10.2147/prbm.S322348

136. Naresh KM, James A, Mark P. Methodological issues in cross-cultural marketing research. A state-of-the-art review. Int Market Rev. 1996;13
(5):7-43. doi:10.1108/02651339610131379

137. He F, Liang Y, Gong XL, Wang AL, Zhang WZ. Transcultural adaptation of Tibetan nursing trainees: a case study of “9+3” vocational technical
students in Sichuan Province, China. Med Sci Monitor. 2021;27:19. do0i:10.12659/msm.931729

138. Zhang Y, Zhao J, Wang Y], et al. Changes of tumor markers in patients with breast cancer during postoperative adjuvant chemotherapy. Dis
Markers. 2022;2022:14. doi:10.1155/2022/7739777

139. McDonald RP, Ho MHR. Principles and practice in reporting structural equation analyses. Psychol Methods. 2002;7(1):64-82. doi:10.1037//
1082-989x.7.1.64

140. Kline RB. Principles and Practice of Structural Equation Modeling. 3rd ed. New York, NY, USA: The Guilford Press; 2011.

141. Zhang HM, Wu Y, Buhalis D. A model of perceived image, memorable tourism experiences and revisit intention. J Destin Mark Manag.
2018;8:326-336. doi:10.1016/j.jdmm.2017.06.004

142. Cheng ZF, Chen X. The effect of tourism experience on tourists’ environmentally responsible behavior at cultural heritage sites: the mediating
role of cultural attachment. Sustainability. 2022;14(1):1-18. doi:10.3390/su14010565

143. Jannesari MT, Zolfagharian M, Torkzadeh S. Effect of social power, cultural intelligence, and socioeconomic status on students’ international
entrepreneurial intention. Psychol Res Behav Manag. 2022;15:1397-1410. doi:10.2147/prbm.S360901

144. Hair JF, Black WC, Babin BJ, Anderson RE. Multivariate Data Analysis: A Global Perspective. Tth ed. Hoboken, NJ, USA: Pearson; 2010.

145. Manley SC, Hair JF, Williams RI, McDowell WC. Essential new PLS-SEM analysis methods for your entrepreneurship analytical toolbox.
Int Entrep Manag J. 2021;17(4):1805-1825. doi:10.1007/511365-020-00687-6

146. Fornell C, Larcker DF. Evaluating structural equation models with unobservable variables and measurement error. J Mark Res. 1981;18
(1):39-50. doi:10.2307/3151312

147. Nunnally JC, Bernstein IH. Psychometric Theory. 3rd ed. New York, NY, USA: McGraw-Hill; 1994.

148. Hair JJF, Anderson RE, Tatham RL, Black WC. Multivariate Data Analysis. 5th ed. Englewood Cliffs, NJ: USA: Prentice Hall; 1998.

149. Zare S. Cultural influences on memorable tourism experiences. Anatolia. 2019;30(3):316-327. doi:10.1080/13032917.2019.1575886

150. Quan S, Wang N. Towards a structural model of the tourist experience: an illustration from food experiences in tourism. Tourism Manage.
2004;25(3):297-305. doi:10.1016/s0261-5177(03)00130-4

3660 hetps: Psychology Research and Behavior Management 2022:15

Dove!


https://doi.org/10.6702/ijbi.201903_14(1).0006
https://doi.org/10.1080/10941665.2014.925944
https://doi.org/10.1080/14766825.2012.742094
https://doi.org/10.7763/JOEBM.2013.V1.38
https://doi.org/10.1111/1467-9280.03455
https://doi.org/10.1016/j.annals.2012.07.001
https://doi.org/10.1016/j.jbusres.2009.04.020
https://doi.org/10.1080/10941665.2020.1718171
https://doi.org/10.1016/j.jdmm.2020.100495
https://doi.org/10.19616/j.cnki.bmj.2016.07.014
https://doi.org/10.1080/15022250.2017.1354717
https://doi.org/10.1080/10548408.2010.526897
https://doi.org/10.1080/10548408.2010.526897
https://doi.org/10.1080/13032917.2012.762586
https://doi.org/10.1093/jcr/ucab001
https://doi.org/10.1016/j.annals.2021.103316
https://doi.org/10.1080/02701367.2011.10599773
https://doi.org/10.2147/prbm.S322348
https://doi.org/10.1108/02651339610131379
https://doi.org/10.12659/msm.931729
https://doi.org/10.1155/2022/7739777
https://doi.org/10.1037//1082-989x.7.1.64
https://doi.org/10.1037//1082-989x.7.1.64
https://doi.org/10.1016/j.jdmm.2017.06.004
https://doi.org/10.3390/su14010565
https://doi.org/10.2147/prbm.S360901
https://doi.org/10.1007/s11365-020-00687-6
https://doi.org/10.2307/3151312
https://doi.org/10.1080/13032917.2019.1575886
https://doi.org/10.1016/s0261-5177(03)00130-4
https://www.dovepress.com
https://www.dovepress.com

Dove Huang and Bu

Psychology Research and Behavior Management Dove

Publish your work in this journal

Psychology Research and Behavior Management is an international, peer-reviewed, open access journal focusing on the science of psychology and
its application in behavior management to develop improved outcomes in the clinical, educational, sports and business arenas. Specific topics
covered in the journal include: Neuroscience, memory and decision making; Behavior modification and management; Clinical applications; Business
and sports performance management; Social and developmental studies; Animal studies. The manuscript management system is completely online

and includes a very quick and fair peer-review system, which is all easy to use. Visit http://www.dovepress.com/testimonials.php to read real quotes
from published authors.

Submit your manuscript here: https://www.dovepress.com/psychology-research-and-behavior-management-journal

Psychology Research and Behavior Management 2022:15



https://www.dovepress.com
http://www.dovepress.com/testimonials.php
https://www.facebook.com/DoveMedicalPress/
https://twitter.com/dovepress
https://www.linkedin.com/company/dove-medical-press
https://www.youtube.com/user/dovepress
https://www.dovepress.com
https://www.dovepress.com

	Introduction
	Theoretical Background and Hypothesis Development
	Theoretical Background
	SOR Theory
	MTEs

	Positive Arousal
	Memory
	Behavioral Intention
	Hypothesis Development
	Gastronomy and Positive Arousal

	Accommodation and Positive Arousal
	Physiography and Positive Arousal
	Rural Lifestyle and Positive Arousal
	Positive Arousal and Memory
	Memory and Recommend Intention/Revisit Intention
	The Chain Mediating Effect of Positive Arousal and Memory

	Research Methods
	Sampling Design and Data Collection
	Measurement Scales
	Data Analysis
	Descriptive Statistics

	Results
	Normality Test and Common Method Variance Test
	Measurement Model
	Structural Model Analysis and Hypothesis Test

	Discussion and Conclusion
	Conclusion
	Theoretical Contributions
	Managerial Implications

	Limitations and Prospects
	Ethics Statement
	Acknowledgments
	Disclosure

