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Abstract

:

Place attachment is a key concept in understanding affective person–place relationships, and it provides an appropriate approach for the study of human behavior. This systematic literature review based on the PRISMA guidelines focuses on the relationships between place attachment and behavioral intentions. Due to the high number of studies that used place attachment as an independent or mediating variable, we categorized the studies into different research areas, which include business and management, risk and crisis, urban planning, environmental psychology, leisure, and hospitality and tourism. The results of the qualitative analysis revealed that most of the studies provided empirical evidence of a significant relationship between place attachment and willingness to pay, loyalty, risk coping behavior, land management practices, civic engagement, pro-environmental behaviors, and pro-tourism behaviors such as revisit and recommendation intentions. After we present our results and conclusion, we provide an outlook on the need for further research.
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1. Introduction


The concept of place attachment has been studied in a variety of scientific disciplines, including environmental psychology, human geography, and sociology [1], over the past few decades. While it began the research field of psychology, the concept has now also been established in other research fields, such as tourism [2], crisis management [3], and business [4]. Depending on the research direction, different—and sometimes overlapping—terminologies are often used in this context. As a result, several definitions have emerged over the past decades, which can make a basic comparison difficult [5,6,7]. Reference [8], for example, point out that terms, such as community attachment, sense of community, place attachment, place identity, place dependence, or sense of place, are used to describe place attachment. However, behind each term lies a different meaning, even if the meanings are not easy to differentiate and the concepts partly overlap [9]. Common to all definitions is that place attachment refers to the relationship between individuals and their environment. Most definitions emphasize the emotional aspect that is associated with a specific place [9,10,11]. In many cases, these are positive emotions such as familiarity, orientation, and security. The term place attachment was primarily coined in the context of environmental psychology. Studies in this research area analyze the extent to which an individual’s attachment to a place promotes environmentally conscious behavior [12]. Since the 1980s, the term has increasingly appeared in the environmental literature in reference to neighborhoods, and since the 1990s, the focus of its use has been on the affective aspects between people and their environment [11]. Place attachment is considered a key concept for capturing affective person–place relationships [13] and it provides an appropriate approach for the study of human behavior [14]. It is therefore valuable for researchers to follow the evolution of this psychological construct and gain new insight into its effects with and on specific behaviors. Systematic literature reviews can provide an overview of existing studies by presenting existing findings (“what is already done and what is known”) to other researchers in a concise but content-rich manner [15].



Two literature reviews have already been performed on the topic of place attachment. Reference [5] examined the development of the concept over the previous 40 years. Reference [2] published the most recent literature review on place attachment, which analyzes the concept in the context of sustainable tourism, destination competitiveness, and tourism resilience. The aim of the present systematic literature review is to examine developments in the area over the past 10 years (i.e., from 2010 to mid-2021) without a particular focus on one research field, but rather to provide a general overview across all disciplines. Since much of the existing research takes up the psychological concept of place attachment to explain behavioral intentions of individuals or explains the development of place attachment with a particular behavioral intention, this paper examines these associations. While the goal of qualitative studies is to dig deep into a topic and obtain information about respondents’ motivations, thinking, and attitudes, quantitative data are used to make social phenomena measurable and evaluate them statistically. Since studies that measure statistical dependencies between place attachment and behavioral intentions have more precise data to provide a general overview, we chose to only include quantitative studies focusing on place attachment and behavioral intention.



The structure of the paper is as follows. First, we describe the methodology of this systematic literature review, which is based on the PRISMA guidelines. We present the results of the qualitative analysis in the main body of the paper. The results are divided into the operationalization of place attachment, place attachment as an independent or mediating variable, place attachment as a moderator variable, and place attachment as a dependent variable. Due to the high number of studies using place attachment as an independent or mediating variable, this section is also categorized into different research areas (i.e., business and management, risk and crisis, urban planning, environmental psychology, leisure, and hospitality and tourism). Finally, we present our conclusion, as well as an outlook on the need for further research.




2. Materials and Methods


We conducted the literature search on 23 July 2021. We used two databases for the systematic literature review, Web of Science and ProQuest, and we applied the following search criteria:




	
The term “place attachment” must be mentioned in the title.



	
The term “intention” must be mentioned in the abstract.



	
The year of publication must be between 2010 and 2021.








This search query led to 77 results from Web of Science and 60 results from ProQuest. Thus, we identified a total of 137 references. From these, 49 duplicate results were eliminated, leaving 88 results. The screening of studies was performed by both authors. We determined that only peer-reviewed journal articles should be included in the qualitative analysis to ensure the quality of the included scientific publications. Accordingly, all other literature articles, such as university theses, dissertations, working and conference papers, or books, were screened out. After these were screened out, 77 results remained. The full text of each of these results was reviewed for qualification. Since we only included quantitative studies with a behavioral intention in the analysis, we also removed one study without a behavioral intention variable, three cluster analyses, four qualitative studies, one review, and two conceptual papers from the analysis. Ultimately, we included 66 results from the literature search into the analysis. Figure 1 illustrates the PRISMA 2020 flow diagram (based on [16]).



An Excel spreadsheet was created for the 66 studies included in the qualitative analysis. For each study, the method, measurement of place attachment, key results, implications, and further research needs were documented. Based on this table, the findings were synthesized and compared by both authors.




3. Results


3.1. Operationalization


There is no clear consensus in the literature on how place attachment should be measured [6,7]. Therefore, this literature review provides an overview of the operationalization of place attachment in the studies considered.



Table 1 demonstrates that place attachment is predominantly measured one-dimensionally (19 studies) or two-dimensionally, with place identity and place dependence as subdimensions (23 studies). One-dimensional measurements of place attachment are particularly based on the work of References [17,18,19,20]. The measurement of place attachment using place identity and place dependence is predominantly based on the work of References [20,21,22,23,24,25,26].



Further prominent in the literature is the measurement of place attachment via the dimensions of place identity, place dependence, and either place effect (six studies) or place social bonding (two studies). In some cases, the latter is modified. For example, some studies make a distinction between social bonds between employees and customers [27] or between family bonding and friend bonding [28]. Nature bonding is also occasionally included [28,29].



Some of the studies (eight studies) relied on all four of the mentioned dimensions: place dependence, place identity, place affect, and place social bonding. The remaining studies considered in this literature review refer to similar yet unique dimensions. For example, Reference [30] measured place attachment with place dependence, place affect, place identity, and place symbolism rather than place social bonding, while Reference [31] drew on place satisfaction. This is contrary to the assertions of other authors who consider place satisfaction to be a result of place attachment (see, e.g., [19,30]). Reference [32] distinguished between evaluative and interactive place attachment when measuring place attachment. Evaluative place attachment is measured with the usual four dimensions, while interactive place attachment includes place memory and place expectation. In addition, Reference [33] measured place attachment with functional and cognitive attachment, while Reference [4] used social awareness, location awareness, and task awareness.
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Table 1. Operationalization of place attachment in the included studies (n = 66); (Source: own illustration).
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	Operationalization
	Authors





	Unidimensional

(19 studies)
	[7]

[34]

[35]

[3]

[36]

[37]

[38]

[39]

[40]

[41]

[42]

[43]

[44]

[45]

[46]

[47]

[48]

[49]

[50]



	Place identity and place dependence

(23 studies)
	[51]

[52]

[53]

[54]

[55]

[56]

[57]

[58]

[59]

[60]

[61]

[62]

[63]

[64]

[65]

[66]

[67]

[68]

[69]

[70]

[71]

[72]

[73]



	Place identity, place dependence, place affect

(six studies)
	[74]

[75]

[76]

[77]

[78]

[79]



	Place functions/features (place dependence), place emotion/identity, and social bonding
	[80]

[81]



	Place identity, place dependence, social bonds with employees, and social bonds with customers
	[27]



	Place identity, place dependence, nature bonding, and social bonding
	[29]



	Place dependence, place identity, family bonding, friend bonding/ties, and nature bonding
	[28]



	Place dependence, place identity, place affect, and place social bonding

(eight studies)
	[82]

[83]

[84]

[10]

[6]

[85]

[86]

[87]



	Place dependence, place symbolism, place affect, and place identity
	[30]



	Place dependence, place affect, social bonding, and place satisfaction
	[31]



	Evaluative place attachment: place identity, place dependence, affective attachment, and social bonding

Interactive place attachment: place memory and place expectation
	[32]



	Functional attachment and cognitive attachment
	[33]



	Social awareness, location awareness, and task awareness
	[4]









3.2. Place Attachment as an Independent Variable


Most of the studies included in this review use place attachment to explain a specific behavioral intention (n = 56) rather than considering place attachment as a moderating (n = 6) or dependent variable (n = 4). To provide a better overview, the studies were first categorized in terms of their research discipline by both authors. This allowed us to identify the following topics: business and management, risk and crisis, urban planning, environmental psychology, leisure (including sports and festivals), and hospitality and tourism. The topics were identified by categorizing the included studies according to their keywords in the title and abstract. The research findings and their implications are presented below.



3.2.1. Business and Management


Studies in the business and management topic focus on areas that are actively managed by companies to increase their profits. In this case, these include advertising, brand management, and customers’ loyalty and willingness to pay.



Three studies from the literature search can be assigned to the research area of business and management. Two of these focused on the connection between place attachment and online brand engagement. They found that place attachment has a positive influence on the online distribution of place brand advertising materials [7] and on participation in online brand communities [4]. The mediators between these relationships were place ad–brand congruity and self-expressiveness [7] as well as service experience and brand engagement [4]. Based on these results, it is recommended that brand managers include location-based cues in advertising [4]. These should relate to social, functional, and cultural aspects and, as far as possible, represent that with which local residents identify [7]. This approach could ensure that the positive effects of place attachment can be used to enhance intentions to promote the place as a brand online.



Another study by Reference [75] analyzed place attachment to explain customers’ loyalty to natural areas such as parks as well as their willingness to pay. They found that both affective (place affect) and functional (place dependence) components played important roles in increasing willingness to pay and loyalty. For park managers, this means that they should be aware of the wishes and needs of their target group in order to adapt their offers accordingly [75].




3.2.2. Risk and Crisis


This topic focuses on studies that deal with risk perception and risk coping behavior, for example, in connection with the occurrence of environmental disasters.



We found that research in the area of risk and crisis dealt mainly with place attachment in the context of risk perception. During the period relevant to this paper, three studies were performed on this topic. Reference [3] showed that place attachment has a negative influence on risk perception, as residents of a place see the associated risk as a part of that place. In addition, individuals with higher place attachment showed lower intentions to move away from that place and higher intentions to protest against facilities that could have harmful effects on the place and on the people in that place [28]. While in the study by Reference [3], place attachment was shown to have a negative influence on risk perception, Reference [28] indicated that higher place attachment has a negative moderation effect on the positive relationship between risk perception and the intention to move away. Both studies revealed that attachment to a place and the social ties associated with it can lead to a lower perception of the risks of the place and to lower intentions to move away. This is often referred to as risk perception normalization [88]. In risk perception normalization, individuals perceive the risk associated with a place to be a part of that place; they may also develop strategies to deal with the risk to which they have voluntarily exposed themselves [89,90].



While these two studies investigated attachment to a place of residence, the work of Reference [35] added attachment to the evacuation site. Using both types of place attachment, they aimed to explain the evacuation behavior of individuals who are exposed to natural environmental hazards, such as hurricanes or tsunamis, at their place of residence. While home place attachment was found to have no influence, evacuation site place attachment strengthened the intention to evacuate [35]. This study thus provides further empirical evidence that place attachment does have an influence on risk perception and risk coping behavior.




3.2.3. Urban Planning


Urban planning is the generic term for all planning issues within a city. This includes, for example, the behavior of landowners, plans of residents to move in or out, and civic engagement intentions within a community.



Several studies investigated the relationship between place attachment and place-oriented behavioral intentions among landowners. Among the three dimensions of place attachment in the study by Reference [80], place identity was shown to have a positive and significant influence on place intention (i.e., the owner’s intention not to sell their land property). The other two dimensions—place functions/features and place social bonding—influenced intentions to engage in land practices such as maintaining important ecosystem features on the property or protecting native plants [80]. Accordingly, place attachment has been shown to play a special role in the development of place-based behavioral intentions in land management. A more recent study by Reference [36] confirmed these findings. They also found that higher place attachment led to both a lower intention to sell land and higher intention to leave a will to bequeath the land to their heirs [36].



Closely related to land management behavioral intentions, two of the studies were devoted to the intention to live in or move away from a particular place. Reference [33] used two variables to measure the intention to move away. These variables are mismatch (i.e., the degree to which individuals’ needs are not met in their current place) and opportunities elsewhere (i.e., the opportunities are available to the individual in another place). Their results revealed that higher residential satisfaction leads to higher place attachment, which in turn negatively influences the intention to move away. While functional attachment (i.e., the functional and physical aspects of a place) negatively influences mismatch, cognitive attachment (i.e., experience, perception, and memory of the place) negatively influences both mismatch and opportunities elsewhere. Cognitive attachment relates to place identity, which implies that strong identification with a place through experience, memory, and knowledge will keep the individual from moving away. In fact, it stands to reason that individuals who feel attached to a place are more likely to engage in and help shape the environment according to their own desires. Conversely, place dependence decreases if the place does not fulfill its function—in other words, if it cannot meet the individual’s needs. These individuals would then be more willing to give up their current place of residence [33]. Contrary to the work by Reference [33], Reference [37] did not study the current residents of a place; instead, they studied students’ intentions to return to their rural home villages after graduation. Among all of the explanatory variables, place attachment was found to be the strongest predictor. This illustrates that the affective component plays a larger role in the decision to return home than objective factors, such as expected income, that were also considered in their study. Based on this, it is recommended that efforts be made to strengthen children’s and adolescents’ place attachment to their home village during the early years of education. This could be achieved, for example, by strengthening civic engagement among young people. Place attachment can be promoted by teaching social and community values in school and encouraging participation in civic activities [37].



Nevertheless, the direction of the effect between civic engagement and place attachment is not clear. While Reference [37] suggested that involvement in civic engagement activities can lead to higher place attachment, References [38,87] indicated that the relationship is reversed, holding that higher place attachment leads to higher civic engagement and loyalty to a place. Meanwhile, Reference [38] found that intervention (in this case, teaching local history) can lead to higher interest in local history, which in turn has a positive impact on place attachment. These findings are particularly relevant for urban development and for building new cities or neighborhoods. Urban planners should encourage teaching the history of a place to both the local population and to newcomers in order to increase local engagement, which can ultimately help to shape individuals’ perceptions of the place [38]. Mutually supportive neighborhoods and functioning social networks can be established if urban planners manage to create high place attachment among residents [87].




3.2.4. Environmental Psychology


The topic of environmental psychology examines the influence of human activity and underlying psychological concepts on the environment, e.g., the influence of place attachment on pro-environmental behaviors.



Most of the studies provided empirical evidence of a positive relationship between place attachment and pro-environmental behavioral intentions. References [6,10,83,84] used four subdimensions to measure place attachment: place dependence, place identity, place affect, and place social bonding. However, they obtained different results. The studies by References [10,84] found that place identity, place dependence, and place affect had a positive influence on satisfaction, whereas contrary to expectations, place social bonding had a significant negative effect. Reference [83], on the other hand, found that only place dependence and place identity had a significant positive effect on place satisfaction, which partially mediated the effects on pro-environmental behavioral intentions. In a similar vein, Reference [52] confirmed that place attachment has a direct positive influence on conservation intention, on the one hand, and an indirect influence via place satisfaction, on the other hand. Reference [81] measured place attachment as a three-dimensional construct with place identity, place dependence, and social bonding (here called “everybody’s happy”) to reveal that place identity was the only significant predictor of pro-environmental behavioral intentions. The strength of the effect of place identity became stronger when it was a behavioral intention that required a higher level of commitment [81]. Contrary to the findings of Reference [83], however, References [10,84] found that place identity and place dependence had no significant influence on pro-environmental behavioral intentions. Nevertheless, the studies agreed on the positive influence of place affect on both low-effort and high-effort pro-environmental behavioral intention [10,83,84]. Interestingly, References [10,84] also found that place social bonding positively influenced low-effort pro-environmental behavioral intention but negatively influenced high-effort pro-environmental behavioral intention. Finally, Reference [74] illustrated that the individual dimensions of place attachment may not have a separate influence on behavioral intention, but that place identity did have a positive influence on place dependence, which in turn reinforces pro-environmental behavioral intentions.



Based on the results of these studies, it can be concluded that the dimensions of place attachment do not all show the same effects; this has also been suggested by other authors (e.g., [91,92]). To increase satisfaction, all dimensions of place attachment should be addressed [10]. It would therefore be wise to use local place names and the term “we” to create a common identity in communication measures that aim to increase the commitment of visitors. Marketing efforts should frame visitor collaboration and engagement as part of the place so that visitors who identify with the place perceive collaboration and engagement as part of that identity [81]. Place affect can be strengthened, for example, by designing marketing campaigns that aim to increase repeat visits by helping visitors feel emotionally connected to the place [10]. It is further advisable to involve local communities in the conservation of endangered areas, as they have a higher place attachment than non-local people such as tourists [83]. Providing information to visitors, such as education on the relevance of pro-environmental behaviors, developing social interactions with the local population, or offering tour guides or opportunities to get involved environmentally can help build emotional connection, which can lead visitors to get involved in conservation engagement [6,10,83]. When changes are made to a park or a place, care should be taken to ensure that their effects are analyzed or that changes are made in concert with the desires and needs of the visitors; otherwise, visitors’ attachment to the place may be destroyed [52].



Other studies focused on moral and social norms related to place attachment. They showed that place attachment has a significant influence on social norms [42], moral norms [29,76], attitude, and awareness of consequences [29]. These mediators have been found to carry over the effect of place attachment to water conservation intention among farmers [76], recycling intentions [29], and climate change adaption strategies [42]. When attitudes, moral norms, and awareness of consequences are compared, the latter has been shown to be the strongest mediator [29]. Moreover, the work of Reference [42] revealed that risk perception, along with place attachment, is a significant positive predictor of social norms. However, they also found place attachment to be a stronger influencing factor than risk perception [42]. These findings strongly suggest that managers should include place attachment as a key concept in their strategy development [29,42]. Strengthening place attachment can strengthen attitudes and intentions toward pro-environmental behaviors, moral norms, and awareness of consequences, which can benefit the place’s environment [29].



The study by Reference [41] was one of the few that could not prove a significant (mediating) effect of place attachment on pro-environmental behavior (here, “protecting cultural heritage”). An individual’s perception of an outstanding universal value of the attraction or place and service quality positively influences place attachment and their intention to protect heritage. However, place attachment and intention were not significantly related in this study. The results of this research suggest that place attachment does not always have a positive, significant influence on pro-environmental behavioral intentions [41]. Further research is needed to determine under which conditions place attachment contributes to the formation of pro-environmental behavioral intentions.




3.2.5. Leisure


In the leisure category, the focus is on studying events such as sporting events or festivals. The included studies investigate, for example, to what extent visitors’ place attachment to an event affects their recommendation and revisit intentions.



Reference [56] drew an arc between environmental psychology and leisure by testing the influence of place attachment of outdoor sports participants on certain pro-environmental behaviors. The authors provided evidence that increasing visitation frequency of outdoor sports participants led to higher place identity and place dependence. Beyond that, however, place identity had no significant effect on the pro-environmental behaviors examined in this study, including the intention to actively engage in environmental protection, the intention to use something or visit somewhere less often so that the place can recover from environmental damage, and the intention to learn about pro-environmental behaviors and environmental protection. Place dependence, on the other hand, was found to have a significant positive influence on the first and third intentions. Furthermore, sports programs conducted outdoors were relevant to strengthening attachment to the place where the sports program was conducted. In addition, educational programs, for example, can help individuals remain informed about the status and importance of environmental protection in the context of the place in question [56].



The other studies in this research field used place attachment to analyze revisit or recommendation intentions. These studies agree that place attachment is a significant predictor of intention to revisit [30,44,53,54,55] or recommend the event to others [43,44,54]. Some of this research also took event satisfaction into account to explain behavioral intentions, revealing that place attachment mediates the effect of satisfaction on intentions. The work of Reference [44] proved that festival satisfaction is positively related to life satisfaction and place attachment, while all three constructs influenced revisit intention and the intention to recommend the event to others. As other studies have demonstrated (e.g., [30,52,55], place attachment was found to be the most significant predictor of intentions [44]. Other authors have confirmed that satisfaction with the attributes of an event positively contributed to place attachment, which in turn increased revisit intention [53] and intention to recommend [43]. Moreover, Reference [43] indicated that festival quality positively influenced festival experiences; good festival experiences led to higher festival satisfaction and the intention to recommend the event to others. Reference [54] considered satisfaction with the co-creation experience to explain festival satisfaction and place attachment. Satisfaction with the co-creation experience refers to satisfaction with customer–customer interactions, especially with regard to the social value and social experiences that visitors experience during their festival stay. These results suggest that satisfaction with co-creation has a positive influence on festival satisfaction and both place attachment dimensions (i.e., place identity and place dependence). However, only festival satisfaction and place dependence were found to determine the intention to visit the festival again or to recommend it to others; in this case, place dependence also mediated the effect of festival satisfaction. In contrast to these studies, which identified event satisfaction as a predictor of place attachment, Reference [30] analyzed the influence of sport involvement and place attachment on event satisfaction and intention to visit the location again. While their results demonstrated that sports involvement and place attachment positively influenced revisit intention, they did not find an effect on satisfaction with the event [30].



Based on these findings, it is recommended to improve event quality standards [43,53]. A framework of education, entertainment, escape, and aesthetics could stimulate excellent festival experiences. Festival developers should focus on informing visitors about exciting place-related features (education), providing diverse entertainment programs (entertainment) and fun activities (escape), and creating an appropriate, harmonious physical environment (aesthetics) [43]. It is suggested that event planners should align their event attributes, programs, and values according to their target audience. For example, a balanced combination of sleeping, dining, shopping, and diverse programming has been shown to strengthen visitor attachment and encourage them to return [44]. Moreover, activities that bring different festivalgoers together and promote social exchange can be effective in fostering satisfaction with the co-creation experience [54].




3.2.6. Hospitality and Tourism


Twenty-six of the studies covered the field of hospitality and tourism. This topic focuses on studies that analyze pro-tourism behavioral intentions, such as participation in tourism development or recommendation and revisit intentions.



This research area is thus the most strongly represented in this paper. All of these studies demonstrated a positive direct or indirect relationship between place attachment and pro-tourism-related behaviors. Pro-tourism behavioral intention refers to behaviors that promote the destination, such as providing information to tourists or protecting resources that are significant for tourism [49].



The research of References [32,72,73] examined residents’ support for tourism at the destination. Reference [32] compared the influence of place attachment and place satisfaction on four behavioral intentions: participation in tourism development and planning, word-of-mouth, intention to participate as a representative of the destination (ambassador behavior) (i.e., to externalize the destination’s image and values), and intention to leave. Evaluative and interactive place attachment were found to have a significant positive influence on word-of-mouth and ambassador behavior, whereas in both cases, interactive place attachment had a stronger effect. Place satisfaction, on the other hand, was not significant for either behavioral intention. With regard to participation in tourism development, only interactive place attachment emerged as a significant predictor; it did not, however, have a significant effect on intention to leave. In contrast, place satisfaction and evaluative place attachment had a significant negative influence on leaving intention.



Reference [73], meanwhile, found that attachment depends on the type of landscape. Subjects were found to have the strongest attachment to everyday landscapes, then to natural landscapes, and last to cultural and historical landscapes. Interestingly, the results of the regression analysis showed that the two strongest ties had no significant influence on the intention to support tourism. Attachment to cultural and historical landscapes was the only tie that had a significant positive influence on intention. These findings imply that positive place experiences and connections should be emphasized to encourage residents of a destination to engage in tourism [32,73]. For example, it is important to create social interactions between residents and tourists; it is also essential to provide incentives that strengthen citizens’ confidence in their competencies and skills to become valuable contributors to tourism development [32]. Additionally, destination managers should identify which kinds of cultural and historical places and characteristics are important to which groups. Once identified, these could be integrated into communication activities to motivate residents to participate [73].



Reference [72] found a significant positive influence on residents’ intentions to support tourism for place identity, while place dependence had no significant effect. The work of Reference [79] supported these findings, demonstrating that, while place dependence had no significant influence on the intention to recommend short-term accommodation rentals, place affect and place identity had a significant positive influence. Nevertheless, scholars disagree about the actual role of place dependence.



While some studies find that place dependence, unlike place identity, had no significant effect on pro-tourism behavioral intentions (e.g., [61,72,79]), others found a significant and even stronger effect than place identity (e.g., [60,67,70,78]). Reference [67] illustrated that all three types of destination images (travel environment, natural attractions, and entertainment and events) had a positive influence on place dependence, while place identity was only significantly positively influenced by entertainment and events. Moreover, place dependence was found to be a significant predictor of both behavioral intentions (i.e., loyalty to a destination and pro-environmental behavior at a destination), while place identity only predicted pro-environmental behavioral intentions. Their study results are in line with other findings, which revealed that destination image and place attachment are positively related (e.g., [49,50,60]. Reference [60], for example, showed that destination image—consisting of cognitive image and affective image—had a significant positive effect on both place attachment dimensions (i.e., identity and place dependence) and that place dependence mediates the influence of the destination image on revisit intention. Others indicated that place image had a positive influence on place attachment, which in turn positively influenced attitude [49], revisit intention [66], intention to recommend the destination, and intention to support tourism in the destination [49,50]. Interestingly, the strength of the relationship varied between residents involved in tourism and other residents of the destination. For example, the relationship between destination image and place attachment and between destination image and intention to recommend was stronger for residents who do not work in tourism than for tourism employees [50].



These results imply that the interaction of destination image and place attachment can be beneficial for promoting destinations and gaining the support of residents [49,50,67]. This could be achieved, for example, through further development and improvement of transportation networks and other infrastructure [50]. Attractive job and mobility offers, or sustainable green initiatives to protect the area, would also be of benefit [49]. Food quality, transportation convenience, or excursions to popular attractions represent further suitable ways that the attractiveness of a destination could be increased, and thus increase attachment and revisit intentions [60]. Moreover, destination managers should take care not to exaggerate in their marketing campaigns in order not to destroy the destination image. Any gap between tourists’ expectations before a visit and their perceptions after a visit should be kept as small as possible so that they are able to build a bond with the place [66].



While attention must be paid to the destination’s image, emotions and experiences also emerged from the literature as important antecedents of place attachment. Reference [31] revealed that both types of positive emotions (i.e., mild and strong feelings of pleasure) have a positive influence on the four subdimensions of place attachment (i.e., place dependence, place affect, social bonding, and place satisfaction) as well as revisit intention. In addition, place affect and social bonding were found to be significant predictors of place satisfaction and revisit intentions, with place dependence significantly influencing place affect and social bonding [31]. In a similar vein, Reference [69] illustrated a significant positive influence of personal involvement, wine involvement (i.e., wine consumers’ engagement and the positive emotions associated with it), and destination emotions on place attachment. Place attachment, in turn, positively influences behavioral intention. The work of Reference [45] also demonstrated a positive influence of satisfaction, positive emotions, and negative emotions on place attachment. Nevertheless, the mediation effect of place attachment was not proven in their study.



The study by Reference [61] illustrated that memorable tourism experiences—those consisting of, for example, local culture or knowledge—positively influenced the two dimensions of place attachment: place identity and place dependence. Place identity (but not place dependence) also had a positive influence on behavioral intentions, which include revisit intention, positive word-of-mouth, and recommendation intention. Specifically, memorable tourism experiences were shown to promote place dependence, which in turn promotes place identity, which then influences behavioral intentions. Other studies included in this analysis came to similar conclusions. Positive memories of the place, a pleasant and interesting stay, and an exciting rural experience in terms of education, entertainment, escapism, aesthetics [64], experiential quality, and nostalgia [27], as well as memorable experiences tourists have of the local cuisine [71], were all found to have a positive influence on place attachment. Place attachment, meanwhile, was found to positively influence recommendation and revisit intentions [27,64,71]. Although the study by Reference [68] demonstrated that positive destination restaurant experiences had a positive effect on place attachment, they could not find a significant relationship between place attachment and revisit intention. Similarly, the work by Reference [86] revealed that place attachment had no significant direct effect on revisit intention. Instead, the results illustrated that place attachment positively influenced all of the constructs of the theory of planned behavior: attitude toward behavior, subjective norms, and perceived behavioral control. These three constructs were found to act as full mediators between place attachment and revisit intention [86].



Based on these results, it would be wise for destination managers to focus on evoking positive emotions in tourists in order to promote satisfaction, place attachment, and intention to recommend and to revisit [31,45,69]. This could be implemented, for example, through cultural events such as visiting historical buildings, offering cooking classes for local indigenous dishes, or promoting social interactions between tourists and locals. Such offers can produce emotions and memories, and thus, attachment to the place [45]. Furthermore, providing tourists with unique and memorable tourism experiences, such as sharing local recipes, information on the history of local dishes, workshops on the preparation techniques of local dishes, or knowledge offerings about local history, could increase tourists’ place identification, and thus promote beneficial behavioral intentions [61,68,71]. Additionally, destination managers should highlight a destination’s uniqueness and its differences from other destinations in their marketing campaigns. This can develop tourists’ positive emotions and unique memories, which promotes attachment to the destination and thus revisit intention [64].



Other antecedents of place attachment whose effects on behavioral intentions are mediated by place attachment include place brand credibility, celebrity attachment, environment, and benefits. Place brand credibility [48] and celebrity attachment [62] have a significant positive influence on place attachment, which in turn positively affects revisit and recommendation intention. Reference [85] examined the relationship between environment (i.e., infrastructure, atmosphere, and culture), place attachment (i.e., place identity, place dependence, social bonding, and affective attachment), and revisit intention within the framework of a stimulus–response model. They discovered that infrastructure environment and atmosphere environment were significant predictors of place attachment, while the cultural environment had no significant influence. All place attachment dimensions positively influenced revisit intention, with social bonding having the strongest effect [85]. According to Reference [77], place attachment also acts as a mediator between both desired and actually received benefits and future revisit intention.



Based on these findings, tourism managers should focus on developing benefits for tourists. A focus on recreational or experiential activities (for example, hiking in nature or fitness activities) could increase desired and received benefits for tourists [77]. In doing so, however, managers must ensure that the statements and promises remain credible. To reduce tourist uncertainty, destination managers could also provide extra information (for example, about product quality in previous years) or offer securities such as free cancellation [48]. Finally, destination managers could use well-known celebrities to promote their destination; individuals who feel connected to a celebrity will be more likely to feel an attachment to a particular place if the celebrity expresses a positive attitude toward that place [62].



Other studies considered possible moderation effects on the relationship between place attachment and other variables. Reference [65] demonstrated in their study that the relationship between place attachment and revisit intention is positively moderated by the tourist’s imagination. This means that the higher the tourist’s imaginative talent is, the stronger positive influence place attachment has on revisit intention. Moreover, Reference [78] showed that place dependence and place affect positively affected both desire and intention to behave in an environmentally conscious manner. The relationship between place dependence and desire, meanwhile, was negatively moderated by mass tourism value orientation. Mass tourists may perceive that environmentally conscious behavior on their vacation as a reduction of benefits, as this behavior may be associated with extra costs or time expenditures. At the same time, mass tourists do not feel responsible for the local environment in which they spend their vacations. The results are consistent with these theoretical considerations and demonstrate that a stronger orientation toward mass tourism leads to a weaker influence of place dependence on pro-environmental behavior. Furthermore, the research by Reference [59] indicated that nostalgia had a positive influence on place attachment and revisit intention, with place attachment mediating the positive effect. The relationship between nostalgia and place attachment was moderated by the frequency of past experiences; the more experienced the sports tourists, the weaker the positive influence of nostalgia on place attachment.





3.3. Place Attachment as a Moderator


In this systematic literature review, six studies used place attachment as a moderating variable.



Reference [34] examined the moderation effect of place attachment in the relationship between risk perception and intention to implement preventive behavior and between risk perception and actual preventive behavior implemented. Specifically, they investigated cases in which there was a flood risk. The study determined that risk perception had a positive influence on coping behavior in the context of both intentions and actual behavior. This relationship was moderated by higher place attachment. These findings suggest that local agencies should consider affective components in their communication and coping strategies, as these have a significant impact on resident behavior. Information about hazards and risk is particularly important in this context, as individuals should be encouraged to take preventive action to protect themselves from potential environmental hazards [34].



In the area of environmental psychology, the literature examined time donations and pro-environmental behaviors. One study found that the number of victims had a negative effect on time donations [40]. This result seems contrary to expectations, as one would expect that individuals would be more likely to donate their time when many people are involved. However, Reference [40] suggested that this may be due to the fact that, as the number of victims increases, it becomes more difficult for helpers to consider the perspectives and needs of each individual. Additionally, it is more costly to help a large group of people (compared to individuals). This effect was found to be moderated by place attachment. Accordingly, a higher place attachment led to a weakening of this negative relationship [40]. Moreover, in the work of Reference [51], openness to new experiences was shown to lead to liberal attitudes, which mediated the effect of openness on environmentally responsible behaviors. At the same time, this relationship was moderated by place identity; the relationship between liberal attitudes and pro-environmental behaviors was stronger when there was a higher place identity. Place dependence, on the other hand, had no significant influence on the relationships between openness to new experiences, liberal attitudes, and environmentally responsible behaviors [51].



These results highlight the important role of place attachment in general, as well as place identity as a subdimension of place attachment, in the development of prosocial and pro-environmental behaviors. It is therefore essential to develop appropriate strategies that strengthen people’s emotional attachments to a place. In order to strengthen their intentions to help, information and communication strategies can be used to inform people, for example, about the severity of a situation and the importance of their involvement [40].



In the area of hospitality and tourism, Reference [46] analyzed the influence of perceived similarity to other guests and perceived similarity to employees on customer attitudes and loyalty. While both constructs were found to have a positive influence on attitude and loyalty, the influence of perceived similarity to other guests was stronger than that to employees. Moreover, the former relationship is moderated by place attachment, in the sense that higher place attachment strengthens the relationship. The results suggest that managers in the tourism sector (such as restaurants) should focus their efforts on existing customers rather than on new customers who may not fit into the similarity image of existing customers. Accordingly, measures such as personalization and loyalty programs could strengthen existing customers’ attachment, and thus, their loyalty [46].



The study by Reference [63] combined the analysis of hospitality and tourism and environmental psychology by showing that festival quality has a positive and significant effect on intention to revisit, word-of-mouth recommendation, and pro-environmental behaviors. Moreover, place attachment moderated these relationships, with the direction and strength of the effect depending on the dimension of festival quality as well as the type of behavioral intention. The festival program was found to have a stronger influence on the intention to revisit the festival when place attachment is low, while other factors such as convenience, aesthetics, or information had a stronger influence when place attachment was higher. It can be concluded that visitors who have established lower (or no) place attachment are more likely to evaluate the festival based on the experience—in this case, based on the program. Managers in these areas should therefore conduct comprehensive analyses on the level of place attachment among their visitors and develop their measures based on their findings [63].



Reference [47] considered destination image with the subdimensions of conative, affective, and cognitive destination image to explain intention to revisit a place. They found that all three components had a positive influence on intention to return, and this effect was mediated by holistic image, which is a kind of imaginary conception of the individual about the entire place’s image. Place attachment moderated all of the relationships except the relationship between conative destination image and intention to return. In this sense, the relationships are stronger for tourists with low place attachment than for tourists whose place attachment was already high. Destination managers should therefore analyze their target audience to determine what they value most and focus improvements and enhancements to the destination toward the tourists’ desires (to promote emotional attachment) and needs (to promote functional attachment). The affective image, for example, can be promoted by focusing the program on fun, enjoyment, and relaxation. This would be particularly effective for individuals with low place attachment [47].




3.4. Place Attachment as a Dependent Variable


In this systematic literature review, four studies used place attachment as a dependent variable.



In the research area of environmental psychology, two of the studies in our analysis considered place attachment as a dependent variable. Both studies were by References [39,82], and both investigated the relationship between place satisfaction and pro-environmental intention as well as the relationship between pro-environmental intention and place attachment. The results showed positive and significant effects for both relationships. Based on these results, managers in this area, such as destination managers or park managers, should develop strategies around strengthening place satisfaction and pro-environmental behaviors. Communication strategies about the effectiveness and benefits of pro-environmental activities can persuade people to engage in environmental activities at a particular place, which in turn will promote their place attachment. As a consequence, this can create a stronger intention to implement pro-environmental behaviors [39,82].



We identified another two studies with place attachment as the dependent variable in the hospitality and tourism sector. Both of these measured place attachment as a multidimensional construct consisting of two dimensions: place identity and place dependence. Reference [57] investigated the influence of destination image on place attachment as well as place-related behavioral intentions (i.e., the intention to visit the destination again, the intention to participate in the event again, word-of-mouth recommendations for the destination, and word-of-mouth recommendations for the event). They found that the destination image dimensions (i.e., destination atmosphere, event characteristics, and attractions) had a significant impact on place identity and place dependence. They also found a positive and significant influence on most behavioral intentions. Only event characteristics had no significant influence on the word-of-mouth recommendations for the destination, while attractions had no significant influence on the intention to attend the event again.



In addition, Reference [58] found that service quality played a significant role in the formation of place attachment. Service quality had a positive influence on satisfaction, which in turn strengthened place identity and place dependence. Behavioral intentions such as the intention to recommend and the intention to return were also promoted.



Overall, the literature shows that attractions, atmosphere, and event characteristics, as well as service quality, are particularly important in promoting place attachment. Destination managers should focus on these attributes and, for example, issue personalized advertising packages that connect potential visitors with the specific place. It is also conceivable that they could provide information about the place, such as secrets about the destination or hidden places that are not well known [57].





4. Conclusions and Further Research


The results of our qualitative analysis revealed that most of the studies included in this systematic literature review provided empirical evidence of a significant relationship between place attachment and willingness to pay, loyalty, risk coping behavior, land management practices, civic engagement, pro-environmental behaviors, and pro-tourism behavior such as revisit and recommendation intentions. The relationships were either direct or indirect through various mediation variables such as self-expressiveness [7], place satisfaction [52,83], and moral norms [29,76], or attitude, subjective norms, and perceived behavioral control from the theory of planned behavior [86]. In many of the studies, place attachment was the most significant predictor of behavioral intentions (e.g., [30,44,52,55]). Overall, this systematic literature review indicates that place attachment is a particularly relevant construct through which behavioral intentions can be studied. In most cases, place attachment leads to beneficial behaviors, which is why it is indispensable for both research and practice that this psychological construct continues to be studied and integrated into decision-making processes.



The studies considered in this literature review point to several future research needs. Some of them noted that their study focused only on a specific city or country, so future studies should enable comparisons by examining similar models in other cities or countries [7,32,39,53,62,63]. In this context, further research should be performed to determine whether the influence of place attachment differs across cultures [63]. It would be interesting to analyze whether different views on place attachment exist from different cultural backgrounds. In addition, we recommend that experimental designs or longitudinal studies also be implemented and performed. Experiments allow researchers to manipulate one or more independent factors, and thus they may enable better identification of the influencing factors that are related to place attachment [7,82,85]. Some of the authors suggested that longitudinal studies, in particular, could help examine changes in place attachment and its relationships with other variables, such as behavioral intention, over time [10,30,37,45,48,56,59,66,74,80,82]. All of the studies included in this literature review measured place attachment at a specific point in time. However, Reference [45] suggested that measuring place attachment before and after a visit would help to determine whether and how place attachment changes as a result of a visit. Other studies recommended conducting in-depth interviews or case studies [10,52,62,74,87] or combining qualitative and quantitative research (also known as mixed methods) [71,76,85].



Many of the authors saw a need for further research on the measurement of place attachment [7,37,43,67,75]. The conceptualization of the construct remains inconsistent, and it may be necessary to develop new items to measure place attachment [29]. Therefore, future studies should investigate whether place attachment is better measured unidimensionally or multidimensionally, and with which subdimensions and items it should be measured. For example, the literature suggests that besides the typical dimensions (i.e., place identity and place dependence) of place attachment, social bonding [45,54,61,74,79], place memory [45], place expectation [79], and affective attachment [72] should be included as additional dimensions of place attachment. Furthermore, Reference [45] considered place satisfaction to be a predictor of place attachment, while Reference [31], on the other hand, treated place satisfaction as a subdimension of place attachment. Other authors argued that place satisfaction is a consequence of place attachment (see, e.g., [19,30]). It is apparent, therefore, that further studies should investigate the relationship between place satisfaction and place attachment in more detail. Moreover, different types of place attachment are conceivable—for example, neighborhood attachment, heritage attachment, or destination attachment [41]. Future studies should be aware of the differences between the different types of place attachment and determine which attachment is most useful for which type of study.



In addition, some of the authors suggested that models examining place attachment should also include extensive sociodemographic and individual factors as control or moderating variables [33,85]. Reference [66], for example, recommended calculating multigroup analyses by including such variables. Various authors proposed that age [33,79], education level [33,79], length of residence, homeownership status, income [33], place of origin, occupancy [79], past experience, familiarity, satisfaction with the place [64,68,77], and frequency of past visits [64] be considered in future work.



This literature review explicitly refers to research that examines the relationship between place attachment and behavioral intention. Some of this research notes the limitation that it analyzes behavioral intention rather than actual behavior. Therefore, future studies should draw on actual behavioral data to better understand the relationship between place attachment and individual behavior [4,30,86].



Finally, we must consider the COVID-19 crisis. Among the studies included in this literature review, none examined place attachment and behavioral intention in the foreground of COVID-19. Thus, it would be interesting if future studies examined the impact of COVID-19 on place attachment, as well as on the relationship between place attachment and behavioral intention [59].
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Figure 1. PRISMA 2020 flow diagram; (Source: own illustration based on [16]). 
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