See discussions, stats, and author profiles for this publication at: https://www.researchgate.net/publication/334259810

MODELING KEY SELECTED MULTISENSORY DIMENSIONS ON PLACE
SATISFACTION AND PLACE ATTACHMENT AMONG TOURISTS IN VICTORIA
FALLS, ZIMBABWE
Article in Geojournal of Tourism and Geosites · July 2019
DOI: 10.30892/gtg.25224-382

CITATIONS

READS

2

157

3 authors:
Matilda Modjadji Mashapa

Eugine Maziriri

University of Johannesburg

University of the Free State

2 PUBLICATIONS 2 CITATIONS

48 PUBLICATIONS 124 CITATIONS

SEE PROFILE

SEE PROFILE

Nkosivile Welcome Madinga
University of Cape Town
28 PUBLICATIONS 48 CITATIONS
SEE PROFILE

Some of the authors of this publication are also working on these related projects:
MODELING KEY SELECTED MULTISENSORY DIMENSIONS ON PLACE SATISFACTION AND PLACE ATTACHMENT AMONG TOURISTS IN VICTORIA FALLS, ZIMBABWE View
project

All content following this page was uploaded by Eugine Maziriri on 05 July 2019.

The user has requested enhancement of the downloaded file.

GeoJournal of Tourism and Geosites
ISSN 2065-1198, E-ISSN 2065-0817

Year XII, vol. 25, no. 2, 2019, p.5
580-594
DOI 10.30892/gtg.2
25224-382

MODELING KEY SELECTED MULTISENSORY DIMENSIONS
ON PLACE SATISFACTION AND PLACE ATTACHMENT AMONG
TOURISTS IN VICTORIA FALLS, ZIMBABWE
Modjadji Matilda MASHAPA*

University of Johannesburg, School of Tourism and Hospitality,
College of Business and Economics, South Africa, e-mail: mmashapa@uj.ac.za

Eugine Tafadzwa MAZIRIRI

University of the Witwatersrand, School of Economics and Business Sciences,
Faculty of Commerce, Law and Management, Private Bag 3, WITS, 2050,
Johannesburg, South Africa, e-mail: euginemaziriri@gmail.com

Welcome MADINGA

University of Cape Town, School of Management Studies, Department
of Marketing, South Africa, e-mail: welcome.mading@uct.ac.za

Citation: Mashapa, M.M., Maziriri, E.T., & Madinga, W. (2019). MODELING KEY SELECTED
MULTISENSORY DIMENSIONS ON PLACE SATISFACTION AND PLACE ATTACHMENT
AMONG TOURISTS IN VICTORIA FALLS, ZIMBABWE. GeoJournal of Tourism and Geosites,
25(2), 580–594. https://doi.org/10.30892/gtg.25224-382

Abstract: This study investigated the influence of multisensory dimensions on place
satisfaction and attachment in the African tourism context. Using a data set
consisting of 151 tourists who had visited the Victoria Falls of Zimbabwe, the study
examines the relationships involved. All the posited six hypotheses are supported.
The results indicate that the relationship between sight, sound and place satisfaction,
as well as the relationship between place satisfaction, place dependence, place
identity, place affect, and place social bonding were significantly positive. The
research paper discusses both the academic and the managerial implications of the
results, and future research directions are suggested.
Key words: Sight, sound, place satisfaction, place attachment, Zimbabwe

* * * * * *
INTRODUCTION
Due to the local activities, a lovely natural landscape, important individuals, or
symbolic meanings, tourists form an attachment to a destination (Yuksel et al., 2010).
Gross and Brown (2008) propose that the amount of tourist participation in a location is
favourably linked to the degree of place attachment of the visitors concerned. Yuksel et al.
(2010) verify that the intention to revisit the site can be efficiently predicted by location
*
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attachment. Hidalgo and Hernandez (2001), therefore, indicate that individuals develop a
desire to remain close to specific locations. Individuals are also claimed to describe
themselves as belonging to certain locations (Stedman, 2002). Thus, in relation to
particular settings, they may shape their identity (Shamsuddina & Ujangb, 2008). The
attachments concerned may occur on various scales, such as a neighbourhood, a certain
landscape, a village, or a bigger region than the aforementioned (Schilar & Keskitalo,
2018). As far as tourism actors are concerned, individuals are possibly connected to the
built tourist ‘location’, or make sense of location alongside other geographical scales
(Schilar & Keskitalo, 2018). Connections, or bonds, between people and sites are
conceived as site attachments (Line et al., 2018; McDowell, 2018; Woosnam et al., 2018).
Previous studies have demonstrated place importance in predicting revisit behaviour or
behavioural intent (Lee et al., 2012; Loureiro, 2014) and how place attachment
mechanisms play a different role in terms of tourism decision-making (Kil et al., 2012; Lee
et al., 2012; Prayag & Ryan, 2012). This discussion is inconclusive, because the majority of
the previous studies include place attachment with only two or three sub-dimensions (Kuo
et al., 2018). The amount of research undertaken into place attachment combined with the
four sub-dimensions (i.e. place identity, place dependence, place social bonding, and
place affect) (Xu et al., 2016) has, so far, been limited.
Against the above-mentioned background, and based on the discussion of the
importance of place attachment, it is essential to note that the prior researchers within
the African context have, among others, examined place attachment in different
settings, focusing on place attachment and on living arrangement determinants in a
family house in Ibadan, Nigeria (Akinjokun et al., 2018); on gated nature and its role in
establishing place attachment and place of identity in post-apartheid South Africa: on
analysis of the private housing property in Grotto Bay (Ramsawmy, 2017); on place
attachment in Newtown, Johannesburg (Van Loggerenberg, 2007); and on the
background of the allegiance of visitors to Mauritius with regard to the role and impact
of the target picture, attachment, private participation, and happiness (Prayag & Ryan,
2012). Along such lines, there appears to be a lack of research into the key multisensory
dimensions influencing place satisfaction and place attachment, leading to the basic
motive behind the current inquiry being to fill the existing gap in knowledge pertaining
to the above. Furthermore, no, or few, researchers have yet used structural equation
modelling (SEM) to assess the causal relationships of sight, sound, place satisfaction,
and place attachment dimensions to the utmost understanding of the investigators
involved. The research model is also unique in terms of its robustness in relation to the
study in question. Moreover, the study gap limits the holistic knowledge of the
perceptions, experiences and behaviours of tourists. Furthermore, the impact of place
attachment on the intention of visitors to revisit is contentious. Some studies conclude
that place attachment directly predicts revisit behavioural intent (Loureiro, 2014; Shi et
al., 2016), while others address the indirect impact through other mediating factors,
such as location satisfaction, or attitude (Lee et al., 2012) .
The absence of a solid theoretical context is ascribed to the inconclusive explanations
as yet given for the connection between location attachment and revisit conduct. To tackle
the existing gaps, the present research uses the interpersonal attachment theory to enhance
the clarification of the theoretical connection between place satisfaction and place
attachment, by means of revisiting the issue of destination, using the chosen multisensory
dimensions of the visitors concerned. The current article is structured as follows: the
theoretical grounding is provided, followed by the conceptual framework. The literature
review, together with the hypothesis statements, is presented. The research design and
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methodology, as well as the study demarcation area, is then described, the findings
submitted, and the central issue discussed. The final parts of the article address the
implications, constraints and instructions of the present research for future studies.
THEORETICAL GROUNDING: THE INTERPERSONAL ATTACHMENT
THEORY
To attain a clear understanding of the context of the present research, the current
study is anchored within the framework of the interpersonal attachment theory, which is
deemed to provide an appropriate theoretical grounding for the study.
The attachment theory describes the innate human need to form affectionate
bonds (Bowlby, 1980). Additionally, the theory propounds that attachment to figures is an
inborn behavioural system (Chinomona & Maziriri, 2017). Amin and Malin (2012) point
out that, according to the theory in question, a child shows separation anxiety and
distress as soon as a parent or significant other is no longer present. Such behaviour
indicates attachment to place, with the consumer showing feelings of regret and sorrow
when the desired object is no longer available (Amin & Malin, 2012). Conversely, Moussa
and Touzani (2013, p. 339) argue that many of the attachment theory’s premises are
transferable to the consumer-brand relationship. According to Ismail and Ali (2013, p.
55), the basic underlying premise of attachment theory is “Separation Distress”, which
refers to the extent to which consumers show their emotions when they are exposed to
real, or imagined, separation from an object of strong attachment. Thomson (2006)
suggests that the attachment theory can have input into the conceptualisation of
destination marketing, because of the distinctive qualities pertaining to an attachment.
Therefore, based on the authors’ explanations, it can be noted that, the
consideration of attachment theory could assist the tourism managers at various natural
tourism geographical sites to gain a thorough understanding of what motivates tourists to
seek satisfaction from, and, ultimately, to become attached to, a place like Victoria Falls.

Figure 1. Conceptual framework

Conceptual Model and Hypothesis Development
The connection between variables investigated in the research is described in terms
of a conceptual model (Maziriri et al., 2018). Furthermore, Maziriri et al., (2018) note that
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a conceptual model schematic diagram enables the viewer to visualise the theoretical
interactions between the factors in the model, and, thus, to ascertain quickly how a
leadership issue can be solved. The conceptual model in the present research indicates
that sight and sound are the predictor variables.
In addition, the model also suggests that place satisfaction is the mediator variable.
Moreover, the dependent, or outcome, variables for the current study model are place
dependence, place identity, place social bonding, and place affect. Based on a synthesis of
the converging literature related to the research variables concerned, a conceptual model
was, accordingly, proposed to guide the empirical study, as is shown in Figure 1.
LITERATURE REVIEW
Sight
Sight has commonly been recognised as a sensory dimension impacting on the
subjective perception of visitors, as well as on consequent conduct, and choice of
destination (Mao & Lyu, 2017; Miller et al., 2017; Hartwell et al., 2018; Wu et al., 2018).
Tourism management theorists have defined sight (destination image) as consisting of a
set of impressions, ideas, expectations, and emotional thoughts that tourists hold of a
place (Foroudi et al., 2018; Lin et al., 2011), representing the associations and pieces of
information related to a destination (Rahmani et al., 2019). Destinations with more
favourable pictures are thought to be more likely to be included in the decision-making
process. Furthermore, the holding of a destination picture has a beneficial impact on
perceived quality and satisfaction (Papadimitriou et al., 2018). Increased tourist
satisfaction results in a comparatively favourable picture. In the above-mentioned
context, the Victoria Falls is seen as one of the world's most dramatic natural attractions
(Cosgrove, 2018). Affectionately known as ‘Mosi-oa-Tunya’, meaning the smoke that
thunders, the Falls consist of a towering spray column that drops away in a beautiful
cascade, when the Zambezi River is high. The Victoria Falls are known as the favourite
tourist attraction in Zimbabwe, and throughout most of Africa, due to the amazing views,
landscapes and broad variety of operations that are associated therewith (Matura &
Mapira, 2018).
Hypothesis 1: Sight positively influences tourists’ sense of place satisfaction .
Sound
Sound, which is a basic component of immersing visitors in ‘sensing’ the
destination of tourism, plays a key role in shaping the experiences and the happiness of
tourists in terms of destinations (Henrique de Souza et al., 2018). As noise is an
important component of tourist attractions and tourism products, the sound of a
destination is described as the nature and magnitude of the auditory component that is
perceived by visitors at a destination (Neuburger et al., 2018). The sound environment
generated at the location, thus, adds considerably to the general tourism experience of the
tourists visiting there. In addition, the presence of sound emphasises the
interrelationships between listeners, sounds and the surrounding environment, and takes
into consideration the destination's social, cultural and aesthetic significance (Al-Saad et
al., 2014). The Victoria Falls is one such place, with it being characterised by the thunder
of falling water, the stunning gorge, and the quiet lagoons upstream, where hippos and
crocodiles reside (Davidson, 2012). Against such a background, therefore, efficient sound
management is as essential as is maintaining the visual picture of a destination. The
above is so because sound can improve the picture of a destination, and it may also define
a feeling of location.
Hypothesis 2: Sound positively influences tourists’ sense of place satisfaction.
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Place satisfaction
Ramkissoon et al., (2012) describe place satisfaction as consisting of the
perceived quality of an environment in terms of meeting the requirements of tourists
relating to the physical characteristics and facilities concerned. Those individuals who
are relatively well attached to a natural environment are more likely to be satisfied by
the place than are others who are less well attached to it (Prayag & Ryan, 2012). Place
satisfaction is seen as a key to the achievement of many tourist destinations (Chen &
Dwyer, 2018). Emotions are seen to play a significant part in the creation of satisfacti on
by tourism attractions (Yan et al., 2018). Place satisfaction consists of a
multidimensional summary judgment of the perceived performance of an environment,
in regard to whether it meets the requirements of an individual in terms of the physical
features of a place, as well as its facilities and social dimensions, according to Han et al.
(2019). Although some studies, including that of Eusébio et al., (2018), have shown the
connections between the dimensions of place attachment and place satisfaction, further
study is justified in terms of investigating the connection between the two constructs.
Evidence indicates that place attachment, which is conceptualised as place dependency,
place identity (Eusébio et al., 2018; Prayag et al., 2018), and place influence (Prayag et
al., 2018), can play a substantive role in predicting the levels of tourist satisfaction
experienced. However, the literature still has to establish the connection between place
social bonding and place satisfaction (Ramkissoon et al., 2012). Thus, place satisfaction
and place attachment in today's competitive market are viewed as being key to the
achievement of nature-based attractions (Schilar & Keskitalo, 2018) .
Place attachment
Place attachment relates to the emotional and psychological bonds that have been
established between a person and a specific place (Fu et al., 2019), as well as to the extent
to which people value, and identify with, specific environmental environments
(Ballantyne et al., 2018). Han et al., (2019) state that a place attachment can be
understood in relation to individuals within a natural setting, in terms of which
identification, gratification, and concern for distinctive environments is evoked, thus
affecting the related human affections, perceptions, and behaviours (Eller & Frey, 2019).
Place attachment is, therefore, considered to be a unique marketing force for tourism,
which has a significant effect on the creation of the attitude allegiance of the tourist, and
which revisits the conduct adopted towards the destination (Lai et al., 2019). Studies have
shown that place attachment also plays a significant part in tourist experiences covered in
tourism research (Io & Wan, 2018), as place attachment intensity enhances loyalty and
revisit behaviour (George & George, 2012). Positive tourism experiences can determine
the satisfaction of visitors and their emotional attachment to a destination (Io & Wan,
2018). The above study indicates a need to further examine the function of satisfaction in
predicting place attachment, in terms of its four sub-dimensions (reliance, identity,
impact, and social bonding).
Place Dependence
In a tourism and leisure context, place dependence is described as visitors'
functional attachment to a specific place, and their awareness of the uniqueness of a
setting, which contributes to meeting their visitation goals (Silva et al., 2018). Such
functional attachment reflects the importance of a resource in providing required services
for desired recreational activities (Abou‐Shouk et al., 2018), with it being embodied in the
physical characteristics of a setting (the Victoria Falls) (Wiltshire et al., 2019).
Hypothesis 3: Place satisfaction positively influences tourists sense of place
dependence.
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Place Identity
Shamir and Eilam-Shamir (2018) state that place identity refers to the connection
between a place and one's personal identity, with it containing both cognitive and affective
elements. Natural settings, like the Victoria Falls, offer individuals the opportunity to
develop a sense of identity with a place (Chen et al., 2018), due to the latter’s uniqueness, or
distinctiveness, from other places (Truong et al., 2018). Several researchers have
operationalised place attachment, using just the two sub-constructs of place dependence
and place identity (Combrinck, 2018; Truong et al., 2018).
Hypothesis 4: Place satisfaction positively influences tourists sense of place identity.
Place Affect
Some researchers conceptualise place attachment as including place affect (Kals
et al., 1999; Ramkissoon et al., 2012). While, in the environmental psychology and
tourism literature, destinations are widely acknowledged as being grounded in
environmental and social experiences (Price et al., 2018; Schild, 2018), they also note an
affective link that individuals develop by building their sentiments about the place (Slaby
et al. 2019). Within the context of the current study, affective connection with Victoria
Falls generates a sense of psychological well-being for tourists. Therefore, it is evident
that natural settings tend to further increase positive emotions in individuals about the
setting (Fonagy, 2018a; Wyles et al., 2019). Individuals with relatively extensive
experience with natural environments might express stronger emotional attachment with
those environments than do those with less experience of such environments (Wood &
Kenyon, 2018).
Hypothesis 5: Place satisfaction positively influences tourists sense of place affect .
Place Social Bonding
Another sub-dimension of place attachment is place social bonding. A place can be
valued by an individual, due to it facilitating the development of interpersonal
relationships (Moulay et al., 2018), and due to it fostering a sense of ‘group belonging’
(Truong et al., 2018). In terms of such spatial contexts, individuals tend to develop
communal bonds with others through people–place interaction (Wellman,
2018; Jovchelovitch, 2019). Fonagy (2018b) and Ramkissoon et al., (2018) argue that
natural settings set the context for social experiences which, if they are maintained in
such settings, are likely to lead to relatively high levels of attachment. Place social
bonding was found to be a strong predictor of place attachment by Tumanan and
Lansangan (2012). Social bonds, in fact, can be the primary source of meaning in some
contexts (Fonagy, 2018b). Taken together, the multivalent nature of place illustrates the
cultivation of place attachment through dependence, identity, affect, and the socially
shared experiences associated with the place. The above review suggests that place
attachment is a multidimensional construct consisting of place dependence, place
identity, place social bonding, and place affect. Each sub-construct is conceptually
different from the others, with it reflecting the various underlying dimensions of place
attachment (Fonagy, 2018a; Ramkissoon et al., 2018; Wyles et al., 2019).
Hypothesis 6: Place satisfaction positively influences tourists sense of place social
bonding.
MATERIALS AND METHODS
The current study submits to the positivist paradigm, since it intends to test
several a priori hypotheses to determine the relationships concerned existing between
the independent and dependent variables. The authors selected to adopt a quantitative
research approach, since the application of such an approach increases the degree of
585

Modjadji M. MASHAPA, Eugine T. MAZIRIRI, Welcome MADINGA

accuracy attained through statistical analysis. The adoption of the design justified
requesting the required data related to sight, sound, place satisfaction, place
dependence, place identity, place affect, and place social bonding.
The Victoria Falls is one of the most famous geographical characteristics of the
African continent as a whole. The international fame of the Falls relies heavily on
concepts of natural form and beauty rooted in European romantic and natural history
traditions, which have earned it a prominent place in the worldwide lexicon of natural
wonders (McGregor, 2003). In addition, the town of Victoria Falls is Zimbabwe's most
prominent tourist destination, with it being chosen as the country's main attraction,
and the main venue for Africa's basketball (Mudimba & Tichaawa, 2017). The
destination offers such prominent tourist-related activities as bungee jumping, gorge
swinging, abseiling, elephant-back paths, and cheetah walking, which distinguishes it
from other locations on the continent (Mudimba & Tichaawa, 2017). The current study
centres on the Victoria Falls, and on visitors to the destination.
Research Instrument and Questionnaire Design
Table 1 depicts the demographic data of the participants, including their gender,
age, marital status, and frequency of visits to the Victoria Falls. The respondents were
found to be mainly women (57.6%), with the average age of the respondents being under
30 years old (54.3%). Of the respondents, 57% were single. Their degree of agreement with
the statements made was indicated on a scale of 1 (strongly disagree) to 5 (strongly agree).
Participants and Sampling
Table 1 displays the depiction of the participants. The respondents were
requested to report their demographic data, including gender, age, marital status and
frequency of visit to the Victoria Falls. The respondents were mainly females (57.6%).
The average age of the respondents was under 30 years (54.3%). Fourthy -three per
cent of the respondents were married.
Table 1. Sample demographic characteristics
Characteristics
Frequency
Gender
Male
64
Female
87
Total
151
Age
≤30
82
31–60
51
≥60
18
Total
151
Marital status
Married
65
Single
86
Total
151

%
42.4
57.6
100.0
54.3
33.8
11.9
100.0
43.0
57.0
100.0

RESULTS AND DISCUSSIONS
The research model developed in the present investigation was tested using partial
least squares (PLS), which is a variance-based structural equation modelling approach
(Subramaniama et al., 2017). Additionally, Monecke and Leisch (2012, p. 3) elucidate that
“SmartPLS is stand-alone software specialized for PLS path models and it is built on a
Java Eclipse platform making its operating system independent”. Partial least squares can
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facilitate the assessment of both the measurement and structural models (Subramaniama
et al., 2017). The current study utilised PLS for two main reasons: firstly, the aim of the
study was oriented towards the prediction of the dependent variable (Chin, 2010), and,
secondly, the latent variable scores were used in the subsequent analysis for predictive
relevance (Hair et al., 2011). Furthermore, Hair et al., (2011) stress that such arguments
have led to the widespread acceptance of PLS in research. Specifically, the present study
used the smart PLS approach introduced by Ringle et al., (2005).

Research
constructs

PLS
code
item

ST1
ST2
ST3
SD1
SD2
SD3
Sound
SD5
SD6
SD7
PS1
Place
PS2
satisfaction
PS3
PD1
Place
dependence PD2
PD3
PI1
Place
identity
PI2
PI3
PA1
Place affect PA2
PA3
Place social PSB1
bonding
PSB3
Sight

Table 2. Accuracy statistics table
Descriptive
Cronbach’s test
statistics*
Item- Cronbach’salpha
Mean SD
total
value
0.716
3.03 1.300 0.784
0.713
0.750
0.741
0.872
0.781
3.79 1.655
0.851
0.775
0.767
0.719
0.718
3.10 1.133 0.754
0.719
0.726
0.736
3.23 1.239 0.739
0.794
0.729
0.815
3.37 1.394 0.843
0.850
0.853
0.621
3.63 1.470 0.741
0.615
0.798
0.774
3.90 1.588
0.670
0.771

CR

AVE

0.843 0.646

0.891 0.581

0.843 0.642
0.876 0.702

0.909 0.769

0.757 0.519
0.749 0.622

Measurement
item loadings
0.898
0.856
0.632
0.834
0.904
0.765
0.618
0.802
0.603
0.843
0.819
0.739
0.868
0.852
0.790
0.884
0.908
0.837
0.500
0.801
0.816
0.992
0.509

Note: ST = Sight; SD = Sound; PS = Place satisfaction; PD = Place dependence; PI = Place identity; PA = Place
affect; PSB = Place social bonding.

The researchers checked the measurements’ reliability and validity. The reliability
of the study was checked using mainly the composite reliability (CR) and Cronbach’s
alpha values. To ensure the convergent validity of the study, the researcher checked
whether the items loaded on their respective (a priori) constructs with loadings greater
than 0.5, while the discriminant validity was checked by means of the use of the average
variance extracted (AVE) value, and by means of ensuring that no significant interresearch variable cross-loadings were present (Chin, 1998). Moreover, the statistical
measures of accuracy tests, as shown in Table 2, specify the different measures that were
used to assess the reliability and validity of the constructs for the study.
Confirmatory factor analysis (CFA) was employed, and the SEM was estimated
with the PLS data. Table 3 and Figure 2 depict the CFA findings that were made,
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whereas Table 4 and Figure 2 summarise the SEM findings. The CFA was used to
evaluate the measurement model, representing the outer model in PLS. Maria and
Yusniza (2016:1) mention that the purpose of the measurement model is to “evaluate
the reliability and validity of variables”. Table 2 shows that the item-total correlation
value lies between 0.621 and 0.872, which is above the cut-off point of 0.5, as
recommended by Anderson and Gerbing (1988, p. 411). The higher inter-item correlations
reveal convergence among the measured items. Nunnally and Bernstein (1994, p. 1)
explain that “alpha values should exceed 0.6”. All variables in the current study
represented good reliability, with the Cronbach’s alpha being between 0.615 and 0.851.
The study also used CR values in testing the reliability of the five research
constructs, with the values ranging between 0.749 and 0.909. The values obtained from
the CR exceeded the acceptable reliability score of 0.7, thus validating the internal
consistency of the five research construct measures, according to Nunnally and Bernstein
(1994). The result shows that the AVE of the study ranged between 0.519 and 0.762. The
AVE values exceeded the recommended 0.40, indicating a satisfactory measure
(Anderson & Gerbing, 1988, p. 411). As shown in Table 2, “loadings of all items should be
more than the suggested value of 0.5” (Hair et al., 2009 p. 23). Factor loadings in the
study met the specification of the recommended value of 0.5, ranging from 0.500 to
0.992. Items PSB2 and SD4 were deleted, due to the low factor loadings that were below
0.5. The remaining items fulfilled the requirement of reliability and convergent validity.
According to Hair et al., (2013, p. 13), discriminant validity refers “to items measuring
different concepts”. Table 3 indicates the results of discriminant validity obtained.
Variables
ST
SD
PS
PD
PI
PA
PSB

Table 3. Results of discriminant validity analysis
ST
SD
PS
PD
PI
1.000
0.494
1.000
0.343
0.540
1.000
0.491
0.565
0.347
1.000
0.294
0.447
0.566
0.501
1.000
0.527
0.402
0.537
0.488
0.412
0.342
0.458
0.500
0.478
0.312

PA
1.000
0.234

PSB
1.000

Note: ST = Sight; SD = Sound; PS = Place satisfaction; PD = Place dependence; PI = Place identity; PA = Place
affect; PSB = Place social bonding.

Inter-construct Correlation Matrix
Nunnally and Bernstein (1994) have shown that one of the methods used to check
for the discriminant validity of research constructs is the evaluation of whether the
correlations among latent constructs are less than 0.60. A correlation value of less than
0.60 is recommended in the empirical literature to confirm the existence of
discriminant validity (Nunnally & Bernstein, 1994). As can be seen, all the correlations
in the present study are below the standard level of 0.60, which indicates the existence
of discriminant validity. As shown in Table 3, the inter-construct correlation values
range from 0.234 to 0.566 below the rule of thumb of 0.8 (Fraering & Minor, 2006),
indicating the attainment of discriminant validity. Therefore, Table 3 above shows that
the results serve still further to validate the existence of discriminant validity.
Assessment of the Goodness of Fit (GoF)
Smart PLS, unlike the AMOS and LISREL software, does not offer the GoF
measures for the full path model. Rather, the software simply gives the R² values for the
dependent variables (place satisfaction, place dependence, place identity, place affect, and
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place social bonding). Nevertheless, the GoF in the current article was determined by
utilising a universal GoF method, which, according to Tenenhaus, Amato and Vinzi
(2004), accounts for both the quality of measurement and the structural model. The
following formula was used to calculate the global goodness of fit:
Goodness of Fit = 2√ (average of all AVEs values* average of all R2)
= 2√ 0.640*0.212
= 0.37
Where AVE represents the average of all AVE values for the research variables;
while R² represents the average of all R² values in the full path model.
The calculated global GoF is 0.37, which exceeds the threshold of GoF > 0.36
suggested by Wetzels et al. (2009). Therefore, the present study concludes that the
research model has a good overall fit.
Path Model Results and Factor Loadings
The PLS estimation results for the structural model, as well as the item loadings for
the research constructs, are shown in Figure 2.

Figure 2. Path modelling and factor loading results

Outcomes of Hypothesis Testing
In the current study, the testing of the hypothesis was determined by the path
coefficient values, as well as the t-values for the structural model obtained from the
bootstrapping algorithm. According to Beneke and Blampied (2012), the t -values
indicate whether or not a significant relationship exists between variables within a
model, and the path coefficients demonstrate the strength of the relationships in the
model. Two tailed t-tests were conducted at the 5% significance level.
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In the current study, the related hypothesis was supported. Figure 2 and Table 4
show that sight exerted a positive impact (β = 0.787), and that it was statistically
significant (t = 11.971) in predicting place satisfaction. The result suggests that sight
positively influences place satisfaction in a significant way. With regards to hypothesis
two, Figure 2 and Table 4 show that sound exerted a positive impact (β = 0.070 ), and
that it was statistically insignificant (t = 1.614) in predicting place satisfaction. The
result implies that sound directly influences place satisfaction both positively and
significantly. In the present study, the related hypothesis was supported.
Figure 2 and Table 4 show that place satisfaction exerted a positive impact on (β
= 0.278), and was statistically significant (t = 2.254) in, predicting place dependence.
The result suggests that place satisfaction positively influences place dependence in a
significant way. The fourth hypothesis, which proposed that place satisfaction has a
positive impact on place identity, was reinforced in the study.

Path
ST  PS
SD  PS
PS PD
PS PI
PS PA
PS PSB

Table 4. Results of structural equation model analysis
Path
Decision
Hypothesis
T-statistics
coefficients (β)
H1(+)
0.787
11.971
Positive and significant
H2(+)
0.070
1.614
Positive and insignificant
H3(+)
0.278
2.254
Positive and significant
H4(+)
0.555
8.943
Positive and significant
H5(+)
0.402
5.127
Positive and significant
H6(+)
0.254
2.138
Positive and significant

Note: ST = Sight; SD = Sound; PS = Place satisfaction; PD = Place dependence; PI = Place identity; PA = Place
affect; PSB = Place social bonding.

Figure 2 and Table 4 indicate that place satisfaction and place identity are
supported. Place satisfaction exerted a positive influence (β = 0.555) on place identity,
with it being statistically substantial (t = 8.943). The result signifies that place
satisfaction is related both positively and meaningfully to place identity. In addition, the
fifth hypothesis proposed that place satisfaction has a positive impact on place affect.
The related hypothesis was reinforced in the present study. Figure 2 and Table 4
indicate that place satisfaction and place affect were supported. Place satisfaction
exerted a positive impact (β = 0.402) on place affect (t = 5.127). The result signifies that
place satisfaction is positively related to place affect. Figure 2 and Table 4 show that the
related hypothesis is supported significantly. The t-statistic is 2.138. The strength of the
relationship is indicated by the path coefficient (β = 0.254). The finding suggests that
place satisfaction has a positive impact on place social bonding .
Academic and Practical Implications of the Study
The present study offers implications for academicians. For example, an
investigation of the research findings indicates that sight  place satisfaction has the
strongest mutual influence, as indicated by a path coefficient of (β = 0.787). Therefore,
for academicians in the field of geosites and tourism, the finding enhances their
understanding of the relationship between sight and place satisfaction, as it is a useful
contribution to the existing literature on the two variables.
On the practitioners’ side, the current study therefore submits that tourism
managers can benefit from the implications of the findings made. For example, given
the robust relationship between place satisfaction and place social bonding (β = 0.254),
tourism managers should find ways of keeping their tourists satisfied in their
environment, which would ultimately result to place social bonging among tourists.
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CONCLUSION
The current research was undertaken with the aim of investigating the impact of
selected multisensory dimensions, like sight and sound, on place satisfaction and place
attachment. In particular, six hypotheses were postulated.
To test the proposed hypotheses, the required data were collected from
individuals in the town of Victoria Falls in Zimbabwe. The study validates the thesis
that such factors as sight and sound are instrumental in stimulating place satisfaction
and place attachment among Zimbabwean tourists at Victoria Falls. The managerial
implications of the findings were discussed, and the limitations of the study, as well as
the future research directions, were indicated. Above all, the study should add new
knowledge to the existing body of tourism management literature in the African setting,
which is a research context that has been under-researched in the past. Although the
present study offers valuable insights into the antecedents of place attachment, it is
limited, thus offering avenues for future research. The results of the study were ba sed
on a relatively small sample of 151 respondents situated in Victoria Falls, so that the
findings may not be generalised to most other geosites of Zimbabwe. Therefore, future
studies should consider investigating the other tourism attractions of Zimbabw e.
Doing so should offer additional insights into, and accurate research findings in
relation to, the understanding of the antecedents of place satisfaction and place
attachment. Furthermore, the researchers concerned adopted only a quantitative
research approach. Future research might consider using a mixed-method approach,
including both a qualitative and quantitative research design, as a quantitative design
technique could prove to be more reliable and objective than the technique employed in
the present study, due to the use of statistics to generalise the findings made.
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