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Abstract: This investigation aims to study the perception of “foreign” tourists regarding the destination image of Luanda, thus 
evaluating the impact of place identity, optimal distinctiveness and authenticity on positive and negative emotions and how these 

emotions can influence satisfaction, affective attachment and the intention to revisit. For the analysis of statistical data, the Structural 
Equation Model was used. Results were based on a sample of 252 tourists. This research showed that place identity influences 
positive and negative emotions, while optimal distinctiveness and authenticity only impact the positive emotions of the tourist. It was 
further evidenced that positive and negative emotions have a positive influence on satisfaction, but only positive emotions have an 
impact on affective attachment and intention to revisit. This investigation shows how positive and negative emotions may link the 
tourists’ perceptions when visiting Luanda to the relationship they want to maintain with the city and to their willingness to return. 
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INTRODUCTION 

Tourism represents one of the most important industries in the world and plays a key role in the development and 

competitiveness of many regions. Tourism not only generates economic benefits; it also brings relevant socio-cultural gains 

(Teixeira and Ferreira, 2019). According to Loi et al.,  (2017), since 1995, the tourism sector has grown at an average rate of 4.1% 

and is expected to account for 1.56 billion international arrivals per year over the next 25 years (Loi et al., 2017). By consuming 

tourism and leisure services, tourists not only expect professional services, but also want to satisfy emotional experiences, so 

understanding tourists’ emotions is crucial for service companies (Brunner-Sperdin et al., 2012). Therefore, it is not enough to 

guarantee and offer quality services that meet the standards, it is also important to consider the willingness of the tourist to 

acquire experiences and feel emotions that contribute to maximizing satisfaction (Tlili and Amara, 2016). 

Prior literature, however, lacks consistent and appropriate instruments to help destination managers identify distinctive 

local characteristics (Truong et al., 2018). Furthermore, understanding and measuring tourists’ emotional experiences with the 

destination and how these emotions influence affection to the place are little explored (Hosany, 2012). At the same time, the 
coexistence of positive and negative emotions and their impact on customer behaviour lacks further investigation, namely on 

customer satisfaction (Xu et al., 2019).  There are few studies that have looked at tourists’ behaviours towards visiting Africa, as 

this continent is an emerging destination choice that has not previously attracted applied research (Mlozi and Pesämaa, 2013).  

 The main objective of this study is to fill this gap, presenting a model that can help to understand how the place identity, 

optimal distinctiveness and authenticity can contribute to the tourists’ emotions, and in turn, how the emotional feeling can 

affect satisfaction, affective attachment to the place and intention to revisit. To meet these objectives, cross sectional data was 

collected based on a structured questionnaire with 252 respondents. Structural equation modelling was used to test the 

hypotheses developed in this research to achieve the proposed objectives. This study presents itself as innovative, since it 

proposes a new relationship between the variables place identity, optimal distinctiveness and authenticity with positive and 

negative emotions and their role, linking these variables with the bonds tourists may establish with the place. Additionally, this 

investigation takes place in Luanda, Angola’s capital. Luanda is the capital of Angola and is in the northwestern zone of the 
country and has 9 municipalities. Luanda is the third largest Portuguese-speaking city, after the Brazilian cities of São Paulo 

and Rio de Janeiro, and in 2014 the province had 6,945,386 inhabitants, according to the National Statistics Institute (Instituto 

Nacional de Estatística, 2018).  In Angola, the tourism sector is relatively new, worth 3.5% of GDP (Ministério da Hotelaria e 

Turismo, 2018). The main reason for foreign tourist travel to Angola was “service” tourism, with a total weight of 59% in the 

biennium 2016 - 2017. Business, with 28%, and holidays, with 13%, were in second and third place, respectively (Ministério 
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da Hotelaria e Turismo, 2018). According to the Ministry of Hospitality and Tourism (2018), Europeans are the ones who 
travel to Angola most, and Portugal is the largest emitter of tourists, in a movement that needs to be increased.  

 

MATERIALS AND METHODS 

Tourist Emotion 

According to Yang et al. (2011), emotion is defined as a psychological state that arises from cognitive evaluations of events 

or thoughts. The authors reinforce that emotion has a phenomenological tone, which is accompanied by physiological 

processes and is often physically expressed (gestures, posture, facial features). Emotion is also considered as an affective state 

characterized by an intense feeling associated with something specific (such as a person, object, or event) that stimulates a 

specific response (Hosany et al., 2017). These authors suggest that the psychology literature refers to two main theoretical 

approaches to the study of emotions, namely categorical (emotion specificity) and dimensional (valence-based). For them, 

categorical approaches conceptualize emotions as a set of idiosyncratic affective states (e.g., joy, disappointment, surprise) 

while dimensional approaches conceptualize emotions using few dimensions, such as positive and negative or pleasure and 

arousal. Each emotional experience is influenced by the environment and represents the consumer's real perceptions and 

feelings about a service product (Deng et al., 2013). On the other hand, it is important to note that these authors highlight the 
existence of two types of consumer emotions, which are: positive emotions and negative emotions (Deng et al., 2013; Pestana 

et al., 2020). These authors also point out that the customer behaviour shows that both positive and negative emotions have 

significant positive or negative influence on consumer satisfaction. According to Del Bosque and San Martín (2008), emotions 

are necessary to understand consumer psychology and are expressed in terms of feelings about the service. Emotions can, 

moreover, be important in tourism because the experimental component and ambiguity of the experience are extraordinary: the 

bigger the gap between the tourist’s expectations and the experience provided, the bigger will be the likelihood of the emotions 

generated (Xu et al., 2019). Regarding the formation of emotions, evaluation theories establish that the emotions of individuals 

are influenced by their evaluations and interpretations of a specific event (Del Bosque et al., 2008). In tourism, emotions are 

ubiquitous and play a central role in defining memorable experiences. Tourist emotional reactions are fundamental precursors 

of post-consumer behaviour (Hosany et al., 2015). According to appraisal theory Lazarus (1991), environment, context or 

situation leads the tourist through an evaluation process that triggers emotions and an emotional response that turns into positive 
(when emotions are positive) – desire to stay, to return, to explore, to enjoy - or negative (when emotions are negative) – to leave, 

not return, not explore, not enjoy – behaviours (Yang et al., 2011). Most of the past investigation tends to ignore the likelihood of 

the coexistence of positive and negative emotions and the fact that conflicting emotions may arise, especially in exceptional 

situations (Xu et al., 2019). In fact, they seem to be more frequent than expected, and tourism and the diverse experiences it may 

provide may be a very interesting field to investigate the formation and influence of positive and negative emotions. 
 

ANTECEDENTS OF TOURIST EMOTION 

Place Identity 

A place is a setting to which are attributed meanings based on human experiences, relationships, emotions, and thoughts. 

The place consists of the physical environment, activities performed in that environment, and social or psychological 

processes (Wang and Chen, 2015). Identity is seen as a set of meanings attached to self that serves as a standard or 

reference that guides behaviour in situations (Wang and Chen, 2015). Thus, a place identity is determined not only by the 

physical components, but also by the meaning and association developed between people and place. Within that concept of 

place identity, Yuksel et al. (2010) clarifies that this variable defines the connection between the self and a particular place 
that consists of a collection of ‘‘memories, interpretations, ideas and related feelings about physical settings as well as types 

of settings” (Yuksel et al., 2010: 276). The term "place identity" is thus used to capture a wide range of social relationships 

that contribute to the construction of a "sense of place", a sense that allows people to feel that they "belong" to a place, or that a 

place "belongs" to them (Kneafsey, 1998). Identities are culturally constructed, i.e., organized around a specific set of values 

whose meaning and shared use are marked by specific codes of self-identification: the community of believers, the icons of 

nationalism, the geography of the place (Lima et al., 2007). According to Kneafsey (1998) the place identity of the destination 

is created to meet the needs of tourists, because when tourists visit a place, they develop emotional ties with the place. According 

to Dias et al. (2017) people's emotional relationships with places contain a wide range of physical contexts and emotions. Knez et 

al. (2018) suggest that place identity may influence variables like well-being, through the effect of emotions.  

Consequently, the following hypothesis is proposed: 
 

Hypothesis1a: There is a relationship between place identity and positive emotions. 

Hypothesis1b: There is a relationship between place identity and negative emotions. 

 

Optimal Distinctiveness 

In response to a heightened need for inclusion or differentiation, individuals engage processes such as emotional and trait 

self-stereotyping, altering judgments of group memberships, perceptions of consensus, and social comparison (Goldman et al., 

2016). The optimal distinction can be defined as the level of freedom to remain different while still being part of the group's 

identity (Zenker et al., 2017). People are selective in finding similarities (e.g., age, gender, or social status) while still 

recognizing other differences to satisfy their need to remain recognizable as individuals (Zenker et al., 2017). 

In the tourism sector, this variable represents the fact that a destination can be perceived as being unique, in other words, a 

destination that has distinct characteristics from other competing offers. This distinctiveness is crucial and the marketing strategy 

should reinforce it in the development of products and services related to the place, providing a unique and innovative experience, 
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based on the local particularities (Truong et al., 2018).  Therefore, the same authors point out that tourists recognize when 
destination specificity has been integrated into tourist products, and this affects satisfaction with the place they have visited, 

namely through its emotional value. The authors point out that tourists are satisfied when the destination provides them with 

unique moments that differ from other destinations, generating memorable emotions.  

Consequently, the following hypothesis is proposed: 
 

Hypothesis2a: There is a relationship between optimal distinctiveness and positive emotions. 

Hypothesis2b: There is a relationship between optimal distinctiveness and negative emotions. 

 

Authenticity 

Cunha (2011) argues that the first motivation for travel is linked to the search for authenticity and that tourist knowledge is 

motivated by the desire for an authentic experience. According to Cunha (2011), the complex nature of authenticity in tourism 

can be classified into objective authenticity, constructive authenticity and existential authenticity, the first two being related to 

objects and the last to activities. Objective authenticity refers to the authenticity of objects (e.g., museums and monuments) 

and, in this case, authentic experiences are felt by the recognition that the objects visited are authentic (Ram et al., 2016; 
Cunha, 2011; Kim and Kim, 2020). In this sense, what the tourist seeks is a symbolic authenticity. Constructivists see 

authenticity as a dynamic concept in the sense that it can be attributed to a visited place that was initially perceived as 

inauthentic, and suggest that “tourist experiences can be authentic even when tourists are fully aware that reality it is staged 

(symbolic authenticity)” (Cunha, 2011: 16). Authenticity is recognized as a universal value and one of the driving forces that 

motivate tourists to travel, the search for authenticity being considered one of the keys to tourism trends (Cunha, 2011). 

Authenticity as a "state of being" includes a philosophical discussion of the self in context (external world) and a reflection 

of how important it is to balance two parts of itself: rational and emotional. This perspective defines existential authenticity as 

an alternative tourism experience, focusing on how open the tourists are to their experiences in the threshold spaces that 

tourism offers (Ram et al., 2016). In tourist experiences people feel that they are much more authentic and freer than in their 

daily lives, not because they discover objects, but because they are engaged in activities free from daily constraints (Cunha, 

2011). The context that influences experiences, the heritage value of destinations and the iconicity of tourist attractions can all 

affect the authenticity of visitor attractions. This is particularly pertinent to heritage tourism destinations, where visitors travel 
to experience the places, artefacts, and activities that authentically represent history and people from the past and present (Ram 

et al., 2016). The sense of authenticity as a traveller may be linked to the emotion produced by being the only foreigner among 

the natives, or on a beach, or on public transportation (Piscitelli, 2007). However, the most intense point of these sensations is 

reached through experiences and emotions (Piscitelli, 2007). In fact, Jang and Ha (2015) showed how authenticity could 

influence emotions, both positively and negatively. Consequently, the following hypothesis is proposed: 
 

Hypothesis3a: There is a relationship between authenticity and positive emotions. 

Hypothesis3b: There is a relationship between authenticity and negative emotions. 

 

CONSEQUENCES OF TOURIST EMOTION 

Satisfaction with destination 

Each destination seeks to attract as many tourists as possible through its main tourism products, such as accommodations, 

entertainment packages, city infrastructure and transportation and experiences provided (Loi et al., 2017). Satisfaction depends 

on the experience of using services and has been treated as a one-dimensional construct that might vary over a range from 
dissatisfaction to satisfaction. According to the World Tourism Organization, satisfaction is a psychological state that involves 

a sense of well-being and pleasure resulting from obtaining a product or service. Tourist satisfaction is also considered as the 

result of comparing “a tourist's experience at the destination visited and the expectations about the destination” (Sukiman et al., 

2013: 80). It is a key element in the success of a destination, as satisfaction leads to tourist loyalty (Chi et al., 2018). For this, it 

is important to understand what facilitates a satisfying experience. If visitors have a satisfying experience, they are more likely 

to return, and are also more likely to recommend a destination to others (Plunkett and Brooks, 2018). In this way we can see 

the fact that customer satisfaction has always been considered an essential objective in all markets, and this is also true for 

tourism (Garín-Muñoz and Moral, 2017). For Sukiman et al., (2013) a tourism product is any offer that can satisfy the need to 

travel and escape routine. It may consist of one or a combination of components, including physical goods, services, 

experiences, events, people, places, properties, organizations, information, and ideas that generate emotions, when used. 

Therefore, in tourist destination management, maximizing emotions and travel satisfaction is crucial to a successful business. 
Therefore, tourist satisfaction is one of the primary variables for sustaining competitive business in the tourism industry, as it 

affects destination choice and the consumption of products and services (Rajesh, 2013). Tlili et al., (2016) show that positive 

emotions during the service experience increase satisfaction, while negative emotions decrease satisfaction. In the same vein, 

Io (2018) shows that emotions may predict tourists’ satisfaction. Therefore, the following hypothesis is proposed: 
 

Hypothesis4a: There is a relationship between positive emotions and satisfaction. 

Hypothesis4b: There is a relationship between negative emotions and satisfaction. 

 

Affective Attachment  

Social theorists believe that places are sources of identification and affiliation that provide meaning and purpose for life.  

Places are significant through their associated attitudes, values, and beliefs. Affective attachment to a place continues to be 

defined as the emotional bond between an individual and a particular spatial environment (Prayag and Ryan, 2012). Scannell 
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and Gifford (2010) emphasize place attachment as a multifaceted concept that characterizes the bonding between individuals and 
their important places. Other authors define place attachment as a positive affective bond between an individual and a specific 

place, the main characteristic of which is the tendency of the individual to maintain proximity to that same place (Hidalgo and 

Hernández, 2001). Scannell and Gifford (2010) argue that affective attachment is a multidimensional concept involving 

psychological processes and place dimensions. According to these authors, the first dimension is centred on the individual. It 

consists of reflecting on the following questions: who is attached? To what extent is the attachment based on individually and 

collectively held meanings? The second dimension is the psychological process. It allows us to reflect on the following 

questions: how are affect, cognition, and behaviour manifested in the attachment? Finally, the third dimension is the object of 

the attachment and questions like what the attachment is and what the nature of that place is (Scannell and Gifford, 2010). 

When tourists visit a place, they develop emotional bonds with it, and this is important for understanding their behaviour 

(Gu and Ryan, 2008). An experience in a tourist destination, in a place or accommodation, leads to memories, as tourism is 

concerned with “helping people build stories and collect memories” (Loureiro, 2014: 3). Thus, the place attachment is 
considered as an indicator of how tourists consider the place in their tourism experiences (Gross and Brown, 2006). Affective 

attachment is thus defined as being an emotional link to a particular environment (Yuksel et al., 2010). These affective 

experiences potentially modify consumer behaviour, creating or strengthening attachment to the place, and so consumers’ 

affective experiences, while visiting a place, directly influence their behaviour (Orth et al., 2012). 

According to Grisaffe and Nguyen (2011) there is a relationship between emotions and attachment and Hosany et al. (2017) 

show that positive emotions about a place reinforce a sense of attachment through person-place interactions. Emotions related 

to the destination experience contribute to the formation of place attachment. The authors also point out that tourism 

experiences are not devoid of negative emotions (Hosany et al., 2017; Ouyang et al., 2017). Thus, we assume that: 
 

Hypothesis5a: There is a relationship between positive emotions and affective attachment. 

Hypothesis5b: There is a relationship between negative emotions and affective attachment. 
 

Revisit Intention  

From the point of view of the consumption process, tourist behaviour is divided into three stages: pre-visit, during the visit and 

post-visit (Mat Som et al., 2012). The revisit intention consists of positive behavioural results from satisfactory tourist 

experiences. Satisfied tourists are more likely to revisit the destination (Huang and Hsu, 2009; Mat Som et al., 2012; Seetanah et 

al., 2020). Satisfied visitors have positive attitudes toward their destination. Satisfaction with the experience at a destination 
positively affects the intention to revisit (Huang and Hsu, 2009). In the tourism industry, there is empirical evidence that tourist 

satisfaction is a strong indicator of the intention to revisit and recommend the destination to others (Machado and Gosling, 2010). 

According to the same authors, reasons for why people return to their destination have been identified: 1) If the tourist is satisfied 

with his destination, he may return to the place in order to reduce the risk of going to another place he does not like; 2) In a 

destination already known, the tourist is already more familiar with the type of people he will meet at the place; 3) The tourist 

tends to show the destination to other people; 4) He explores and knows the destination more deeply and 5) There is an emotional 

and affective attachment with the destination. Su et al. (2014) consider that if a tourist destination can extract positive emotions 

and eliminate negative emotions at the same time, then it can be hypothesized that tourists are more likely to revisit the 

destination. In the same vein, Io (2018) shows how emotions might influence the intention to return.According to Mat Som et al. 

(2012) destination attributes affect perceived quality, which affects satisfaction, which in turn leads to the intention to revisit. The 

author also found that satisfaction influences the tourist’s intention to revisit in the short term, while novelty-seeking influences 

the tourist’s intention to revisit in the midterm, and long term. Similarly, Huang and Hsu (2009) demonstrated that the intention to 
revisit is determined by sets of interrelated stimuli (sources of information), psychological factors (sociopsychological motivation 

for travel) and images (perceptive or cognitive and affective images). Past travel experiences could also significantly influence 

the behaviour of tourists to revisit a destination (Huang and Hsu, 2009; Hosany et al., 2015). So, we assume that: 
 

Hypothesis6a: H6.a: There is a relationship between positive emotions and revisit intention. 

Hypothesis6b: H6.b: There is a relationship between negative emotions and revisit intention.  

Hypothesis7:  There is a relationship between satisfaction and revisit intention.  

Hypothesis8: There is a relationship between affective attachment and revisit intention.  
 

According to figure 1, the conceptual model presents the set of hypotheses that express the objectives of this investigation. 

                                                                                                          The sample population for this study consisted of tourists from 

 
 

Figure 1. Conceptual model (Source: Self elaboration) 

various parts of the world who visited Luanda in the last 12 months. 

A total of 252 tourists agreed to participate in this survey. Data was 

collected between January and March 2019. The self-administered 

questionnaires were distributed at Luanda International Airport, at 

several different hotels and other touristic places in the city. 

Regarding the data collected, we found that the majority of tourists 
(59.1%) were male, 40.9% were female. With regard to age, 105 

(41.7%) are between 36 and 45 years and the average is 40 years old. 

Regarding the academic level, it was observed that more than half of 

the respondents, 145 (57.5%) have a degree. 57 (22, 6%) have a 

Master's/PhD and 45 individuals (17.9%) have a secondary 

education. 82.9% have been in the city more than once.  
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The measures to assess each variable were collected and adapted from prior investigations. Place Identity was measured 
using the scale from Yuksel et al. (2010). Optimal Distinctiveness was measured using the scale from Zenker et al., (2017) and 

Authenticity was measured using the scale from Ram et al., (2016). Positive emotions and Negative emotions were measured 

according to the scale proposed by Hosany et al. (2016).  Satisfaction was measured using the scale from Songshan et al. 

(2009) and Affective attachment was measured using the scale from Yuksel et al. (2010). Finally, Revisit Intention was 

measured using the scale from Songshan et al. (2009). To measure all the variables, the questionnaire was based on a 7-point 

Likert scale. The items used to measure each variable were translated from English to Portuguese and then from Portuguese to 

English to ensure the items remain true to the original. Subsequently, a pre-test was performed to ensure the comprehensibility 

of the questionnaire. Confirmatory factor analysis (CFA) was performed to assess the psychometric properties of the scales and 

the measurement model fit, using AMOS 25 and we concluded that the model shows a good fit (Incremental Fit Index = 0.958; 

Tucker Lewis Fit Index = 0.951; Comparative Fit Index = 0.958; Root Mean Square Error of Approximation = 0.071; Chi 

Square (χ2) = 2.245). After analysing Composite Reliability and Average Variance Extracted, it was found that all constructs 
used in the conceptual model presented values higher than 0.7 and 0.5, respectively (Hair et al., 2014). The discriminant 

validity of latent variables is evident if the squared correlation between them is lower than the average variances extracted 

(Fornell and Larcker, 1981). Therefore, considering that the squared correlations between the variables are, in this study, lower 

than the average variances extracted for all variables, it is concluded that there is discriminant validity (Table 1). 

 
Table 1- Squared correlations. Cronbach alpha. Composite reliability. Average variances extracted 

 

Variables SD X1 X2 X3 X4 X5 X6 X7 X8 AVE CR 

Place Identity (X1) 1.98 0.95 
       

0.87 0.98 

Optimal Distinctiveness (X2) 1.63 0.53 0.93 
      

0.83 0.93 

Authenticity (X3) 1.39 0.64 0.57 0.92 
     

0.79 0.92 

Positive emotions (X4) 1.72 0.82 0.59 0.70 0.97 
    

0.82 0.97 

Negative emotions (X5) 1.63 -0.33 -0.19 -0.25 -0.36 0.95 
   

0.86 0.95 

Satisfaction (X6) 1.72 0.65 0.51 0.59 0.79 -0.47 0.95 
  

0.88 0.96 

Affective attachment (X7) 2.15 0.78 0.45 0.58 0.82 -0.31 0.69 0.97 
 

0.92 0.97 

Revisit Intention (X8) 2.11 0.56 0.43 0.48 0.65 -0.25 0.60 0.65 0.98 0.92 0.98 
 

Notes: Diagonal entries are Cronbach’s alpha coefficients. SD- standard deviation. CR = Composite reliability. AVE = Average variance extracted 

 

FINDINGS AND DISCUSSION 
After establishing the hypotheses proposed in the investigation, the Structural Equation Model was estimated through 

AMOS (version 25). The model presents a good fit (Incremental Fit Index 0.955; Tucker Lewis Fit Index = 0.949; 

Comparative Fit Index = 0.955; Root Mean Square Error of Approximation = 0.072; Chi Square (χ2) = 2.300 (Table 2). 
 

  Table 2- Results 
 

   Hyp SRW P 

Place Identity → Positive emotions H1a 0.601 *** 

Place Identity → Negative emotions H1b -0.29 *** 

Optimal Distinctiveness → Positive emotions H2a 0.128 *** 

Optimal Distinctiveness → Negative emotions H2b 0.009 n.s. 

Authenticity → Positive emotions H3a 0.247 *** 

Authenticity → Negative emotions H3b -0.078 n.s. 

Positive emotions → Satisfaction H4a 0.719 *** 

Negative emotions → Satisfaction H4b -0.222 *** 

Positive emotions → Affective attachment H5a 0.819 *** 

Negative emotions → Affective attachment H5b -0.02 n.s. 

Positive emotions → Revisit Intention H6a 0.252 *** 

Negative emotions → Revisit Intention H6b 0.024 n.s. 

Satisfaction → Revisit Intention H7 0.195 *** 

Affective attachment → Revisit Intention H8 0.313 *** 

             Notes: *** p <0.01; n.s: hypothesis not supported 

 

Place identity has a significant impact on positive and negative emotions (SRW = 0.601, p <0.01), (SRW = -0.29, p <0.01), 

thus supporting H1.a and H1.b. It is recalled that place identity has been defined as a more emotional, or even symbolic, 

dimension of place attachment, which is formed and strengthened over time (Wang and Chen, 2015). According to Knez et al. 

(2018) emotions are the linking element that transfer the effects from place features, like identity, to attitudes and behaviours, 

like memorability, affect, revisiting, among others. These results suggest that the identity of the place must be an important 

factor in the perceptions of the characteristics of the destination in order to provide positive emotions and avoid negative 

emotions, to tourists. Regarding the relationship between optimal distinctiveness and positive emotions, the result is 

statistically significant (SRW = 0.128, p <0.01), thus supporting H2.a. However, the influence of the optimal distinctiveness on 

negative emotions (SRW = 0.009, p> 0.1) was not significant, not supporting H2.b. In fact, positive emotions appear to be 
determinant, more frequent and more decisive. When on vacation or in touristic activities, positive emotions may arise more 

easily and, somehow, there might be some openness to inconvenience or to “bad moments”, waiting for the best moments and 
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the biggest emotions provided by the experience. Perhaps, the tourist’s good mood tends to mitigate the negative impacts and 
the negative emotions (Lee et al., 2008). In fact, the same authors found stronger effects with positive than with negative 

emotions.  The relationship between authenticity and positive emotions is statistically significant (SRW = 0.247, p <0.01), which 

supports H3.a. The result of the relationship between authenticity and negative emotions is negative, as expected, but statistically 

insignificant (SRW = -0.078, p> 0.1), therefore, not supporting H3.b. Even if these relationships have so far been little explored, 

the results are similar to the previous hypotheses, showing how positive emotions might prevail in a touristic experience.  

Positive emotions (SRW = 0.719, p <0.01) and negative emotions (SRW = -0.222, p <0.01) are related to satisfaction with 

destination, therefore supporting H4.a and H4.b.  According to the study developed by Oliver (1993), emotions (positive and 

negative) influence the satisfaction with destination. The more frequent positive emotions are during the tourist experience, the 

higher the level of satisfaction (Io, 2018). And the less frequent negative emotions are during the tourist experience, the higher 

the level of satisfaction. Emotions occur as a result of cognitive and emotional assessments of the experience, that is, the 

satisfaction of the tourists is based on their own experiences. These relationships support the importance of the touristic 
managers’ betting on the quality of the services and experiences they offer to tourists, in order to provide them with memorable 

emotions and avoiding the negative ones. The results also show a positive relationship between positive emotions and affective 

attachment (SRW = 0.819, p <0.01), supporting H5.a. Unlike what was predicted in our conceptual model, the data were 

unable to support the relationship between negative emotions and affective attachment (SRW = -0.02, p> 0.1), H5.b. At the 

same time, positive emotions contribute positively to the revisit intention (SRW = 0.252, p <0.01), but the negative ones have 

no significant influence on revisit intention (SRW = 0.024, p> 0.1), thus supporting H6.a, but not H6.b. Positive emotions were 

found to increase affective attachment and the likelihood of revisiting intentions, while negative emotions show the opposite 

but not significant influence. Apparently, as already suggested, positive emotions might be dominant or at least, more present 

and more influential on touristic experiences. In fact, the same statistical insignificant relationship between negative emotions 

and these desired outcomes have also been found by Lee et al. (2008) and Faullant et al. (2011). 

There is a positive relationship between destination satisfaction and revisit intention (SRW = 0.195, p <0.01), supporting 

H7. This link had also been found by Huang and Hsu (2009); Mat Som et al. (2012) and Hosany et al. (2015), among others. 
Satisfaction is sometimes a prerequisite to loyalty and the intention to revisit: a destination that provides a pleasant and 

satisfactory visit and experience is more likely to attract the interest of its visitors to come back and try and discover new 

features and new experiences as well as to disseminate a positive word of mouth about the destination (Chi et al., 2018).  

Additionally, this research shows that affective attachment to a place also has a positive impact on revisit intention (SRW = 

0.313, p <0.01), therefore supporting H8. Many authors have previously established the relationship between affective 

attachment to a place and revisit intention (e.g., Yuksel et al., 2010; Loureiro, 2014). However, with this study it is once again 

argued that the greater the emotional connection between the tourist and the place, the greater the intention to revisit it, namely 

through affective attachment. In recent years, several studies have recognized the importance of emotions in tourism (Hosany, 

2012). One of the reasons that has led to this growing demand has to do essentially with the fact that some models, essentially 

based on more rational variables, have failed to explain the relationship tourists feel with their destinations. This investigation 

was developed to investigate the antecedents and consequences of positive and negative emotions in order to understand the 
perception that international tourists have about Luanda. Results show that, somehow, tourists are looking for experiences that 

might provide strong and positive emotions that might mitigate the power and effects of negative emotions. This is one of the 

main highlights of this investigation, identifying how positive and negative emotions may act differently in the tourists’ 

attitudes and behaviours. These results can be useful for tourism operators, managers and decision makers, as they identify the 

factors that provide positive emotions for tourists making it easier to create strategies that aim to meet the expectations of 

tourists and consequently increase the affective attachment to destination and revisit intention. 

 

Theoretical and Practical Contributions 

This investigation intended to identify how positive and negative emotions might link the tourists’ perceptions about 

destination, to the relationship they want to maintain with it and to the willingness to return. Therefore, the results present 3 

major contributions: (1) identifying the different action and effects of positive and negative emotions, which might act 

differently in touristic activities or experiences; (2) introducing the place attachment on the relationship between emotions 
and intention to revisit as well as an outcome of these emotions, especially when positive;  (3) and identifying the chain of 

effects between the destination features and the way the tourists want to relate with the place and their intentions to revisit, 

through the effects of emotions and satisfaction. The results show how positive and negative emotions act differently giving 

new clues to investigation and practice. These results might also give important clues to managers and professionals acting 

in the touristic sector. The positive impact of satisfaction and affective attachment on the revisit intention, identified in  this 

work, reinforces Loureiro’s theory (2014), which argues that affective attachment implies identification with its physical 

attributes, but also the links developed in relationships with other people, claiming that social relationships are more 

important than physical attributes, providing stronger and more memorable experiences and emotions.  
Therefore, a tourist with strong connections to a destination tends to revisit it and look to visit and experience new and 

different features, but it is important that tour managers rely on services that can ensure positive experiences and positive  

emotions in order to develop deep positive memories that will gradually reinforce the revisit intention. Accordingly, 

negative emotions are to be avoided, but these results are very interesting for tourist operators in Angola: not always 

infrastructure, staff, services and touristic offer are prepared to offer conventional services in the terms provided by other 

countries, especially in other continents. However, if the impressions, the experiences and the positive emotions provided 

are really strong and memorable, they might obliterate the possible negative effects of any negative emotion that might arise 
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due to the country’s specificities. We believe that knowing tourists’ perceptions of Luanda as well as how their revisit 
intentions are created will enable managers to better plan and develop their strategies to meet tourists' expectations. 

 

LIMITATIONS AND FUTURE RESEARCH LINES 

This investigation is based on cross sectional data collected from a convenience sample with the obvious limitations in 

terms of generalizability and in terms of establishing a true causality between the concepts adopted. A longitudinal 

investigation might provide a better comprehension of the proposed relationships. Additionally, the measurement of emotions 

might introduce several difficulties and the lapse of time between the experience and the measurement might introduce 

significant bias. We therefore suggest the adoption of a qualitative investigation using, namely, ethnography, to capture 

emotions at the moment they are produced, identifying their nature and intensity. It might also be interesting to explore tourist 

perceptions of risk (insecurity / instability) provided by destination, especially in countries with a high level of poverty.  
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