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TÓM TẮT: 
Nghiên cứu này nhằm phân tích ảnh hưởng của các thành phần của trải nghiệm du lịch đáng nhớ tới gắn kết điểm đến của khách du lịch trong bối cảnh tỉnh Gia Lai, Việt Nam. Dựa trên thang đo trải nghiệm du lịch đáng nhớ gồm bảy thành phần do Kim và cộng sự đề xuất, nghiên cứu xây dựng mô hình nghiên cứu kiểm định mối quan hệ giữa các thành phần trải nghiệm du lịch đáng nhớ và gắn kết điểm đến. Dữ liệu được thu thập thông qua khảo sát khách du lịch đã tham quan các điểm du lịch tại Gia Lai. Phân tích dữ liệu được thực hiện bằng phương pháp mô hình với các bước kiểm định EFA, CFA và kĩ thuật phân tích hồi quy. Kết quả nghiên cứu cho thấy các thành phần khoái cảm, sự tham gia, ý nghĩa trải nghiệm và sự thư giãn có ảnh hưởng tích cực tới gắn kết điểm đến. Ngược lại, tính mới lạ và tri thức không có ảnh hưởng đáng kể đến gắn kết điểm đến, trong khi trải nghiệm văn hóa địa phương thể hiện mối quan hệ nghịch chiều trong mô hình nghiên cứu. Kết quả nghiên cứu góp phần làm rõ vai trò của các trải nghiệm du lịch đáng nhớ trong việc hình thành mối liên kết tâm lý giữa du khách và điểm đến, đồng thời cung cấp những hàm ý quản trị quan trọng cho phát triển du lịch tại các điểm đến mới nổi như Gia Lai.
Từ khoá: trải nghiệm du lịch đáng nhớ, gắn kết điểm đến, Gia Lai.
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ABSTRACT:
This study examines the influence of the multidimensional components of memorable tourism experiences on tourists’ place attachment in the context of Gia Lai province, Vietnam. Based on the memorable tourism experience scale proposed by Kim and colleagues, the study develops a conceptual model to investigate the relationships between seven experiential dimensions and tourists’ attachment to the destination. Data were collected from tourists who had visited tourism sites in Gia Lai province through a questionnaire survey. The data were analyzed through exploratory factor analysis, confirmatory factor analysis, and multiple regression techniques. The results indicate that hedonism, involvement, meaningfulness, and refreshment have significant positive effects on place attachment. In contrast, novelty and knowledge do not show statistically significant relationships with place attachment, while local culture exhibits a negative association within the structural model. The findings contribute to a better understanding of how memorable tourism experiences shape tourists’ psychological connections with destinations. The study also provides practical implications for tourism development and destination management in emerging tourism destinations such as Gia Lai province.
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[bookmark: _fogft2otzud1]1. INTRODUCTION
Tourism research has increasingly shifted its focus from service provision toward the creation of meaningful experiences. Within the experience economy perspective, tourism destinations are expected not only to provide services but also to deliver emotionally engaging experiences that remain in visitors’ memories after the trip.1 In this context, the concept of memorable tourism experiences (MTEs) has attracted considerable scholarly attention as an important determinant of tourist behavior and destination competitiveness.
Memorable tourism experiences refer to tourism experiences that are positively remembered and recalled after the travel experience has occurred.2 Unlike ordinary travel experiences, MTEs are characterized by emotional intensity, personal meaning, and cognitive engagement, which allow them to be retained in long term memory and influence future attitudes and behaviors toward destinations.3,4 Previous studies have demonstrated that memorable experiences can shape tourists’ perceptions of destinations and influence important behavioral outcomes such as destination image, revisit intention, and word of mouth communication.5-7
Early research on tourism experiences often treated the concept as a general or unidimensional construct. However, subsequent studies have emphasized that tourism experiences are complex psychological processes that consist of multiple emotional, cognitive, and social dimensions.3 Based on scale development research, conceptualized MTE as a multidimensional construct consisting of seven components including hedonism, novelty, local culture, refreshment, meaningfulness, involvement, and knowledge.3 This multidimensional approach allows researchers to capture the diverse ways in which tourists experience and remember destinations. Later studies further confirmed that these components represent important experiential elements that shape tourists’ perceptions and post trip behaviors.4,8
Among the various outcomes of tourism experiences, place attachment has been widely recognized as a critical concept explaining tourists’ psychological relationships with destinations. Place attachment refers to the emotional and psychological bonds that individuals develop with specific places through their experiences and interactions with the physical and social environment.9 From an environmental psychology perspective, place attachment is often understood as a multidimensional construct involving emotional, cognitive, and behavioral processes linking individuals to places.10 In tourism contexts, such bonds may develop when visitors accumulate meaningful experiences, interact with local communities, and become familiar with the cultural and social environment of a destination.11
Previous studies suggest that tourism experiences play a fundamental role in the formation of place attachment. Positive experiences at destinations can generate emotional responses that strengthen tourists’ feelings of belonging and connection to a place.12 Similarly, argued that engaging tourism experiences contribute to both affective and cognitive attachment toward destinations.13 Through repeated interactions and meaningful encounters with local culture and activities, tourists gradually develop deeper psychological connections with places.
Although the relationship between tourism experiences and place attachment has been acknowledged in prior research, empirical studies examining the influence of multidimensional memorable tourism experiences on place attachment remain relatively limited. Many existing studies have primarily focused on behavioral outcomes such as satisfaction, loyalty, or revisit intentions rather than the psychological attachment that tourists develop toward destinations.5,6 Moreover, research investigating the individual effects of different MTE components on place attachment is still scarce, particularly in emerging tourism destinations.
This research gap is particularly evident in the context of developing tourism destinations where cultural and natural resources offer diverse opportunities for experiential tourism but remain under explored from a scientific perspective. In Vietnam, recent studies have examined tourism experiences in relation to storytelling behavior or destination brand advocacy, while other research has explored memorable tourism experiences in festival contexts.14-16 However, empirical investigations focusing on the relationship between multidimensional memorable tourism experiences and place attachment remain limited.
Gia Lai province represents an interesting research context for examining this relationship. Located in the Central Highlands region of Vietnam, Gia Lai possesses diverse ecological landscapes including mountains, forests, lakes, and ethnic cultural heritage. Such characteristics provide favorable conditions for developing rich and emotionally engaging tourism experiences rooted in local culture and natural environments.17,18 In recent years, the region has increasingly attracted attention for its potential in experiential tourism development. However, tourism products in Gia Lai remain relatively underdeveloped and lack diversity, while the emotional attachment of visitors to the destination has not yet been clearly understood from an academic perspective. Furthermore, the changing structure of global tourism markets after the COVID 19 pandemic has highlighted the growing importance of domestic tourism as a key driver of tourism recovery and sustainability.19 Understanding how memorable tourism experiences shape domestic tourists’ attachment to destinations has therefore become increasingly important for destination management and tourism development strategies.
Given these considerations, investigating the relationship between multidimensional memorable tourism experiences and place attachment in the context of Gia Lai is both theoretically and practically significant. From a theoretical perspective, this study contributes to the tourism literature by examining how different components of MTE influence tourists’ psychological attachment to destinations. From a contextual perspective, the research provides empirical evidence from an emerging tourism destination in Vietnam, thereby enriching the understanding of tourism experiences in developing country contexts. From a practical perspective, the findings may provide valuable insights for destination managers in designing experiential tourism products that enhance tourists’ emotional connection with destinations. Therefore, this study aims to examine the influence of multidimensional memorable tourism experiences on place attachment in Gia Lai province. By analyzing the roles of hedonism, novelty, local culture, meaningfulness, involvement, knowledge, and refreshment, the study seeks to clarify how different experiential dimensions contribute to the development of tourists’ attachment to destinations.
2. LITERATURE REVIEW
[bookmark: _fpmeorhx78g2]2.1 Memorable tourism experiences
Tourism research has increasingly emphasized the importance of experiential value in shaping tourists’ perceptions and behaviors. Within the experience economy framework, tourism destinations compete not only through physical attractions or service quality but also through the ability to create meaningful and memorable experiences for visitors.1 In this context, memorable tourism experiences have emerged as an important concept for understanding how tourism experiences influence long term tourist attitudes and behaviors.
Memorable tourism experiences refer to tourism experiences that are positively remembered and recalled after the trip has ended.2 Not all tourism experiences become memorable. Rather, memorable experiences are characterized by strong emotional responses, meaningful personal interpretation, and cognitive engagement that allow them to remain in tourists’ long term memory.3 These experiences can shape tourists’ perceptions of destinations and influence behavioral outcomes such as satisfaction, loyalty, and revisit intentions.5,6
Early tourism studies often approached travel experiences as a general construct. However, subsequent research recognized that tourism experiences are complex and multidimensional phenomena involving emotional, cognitive, and social processes. To address this complexity, developed a multidimensional scale of memorable tourism experiences consisting of seven key dimensions: hedonism, novelty, local culture, refreshment, meaningfulness, involvement, and knowledge.3 This framework has been widely adopted in tourism research and provides a comprehensive approach to measuring memorable tourism experiences.
Later studies further confirmed the multidimensional nature of MTE. For example, suggested that memorable tourism experiences emerge through the interaction between emotional responses, reflective recollection, and contextual elements of destinations.4 Similarly, emphasized that the multidimensional structure of MTE allows researchers to capture the complex psychological processes through which tourists construct meaningful memories during travel.8
Empirical studies have also demonstrated that memorable tourism experiences play a critical role in shaping destination related outcomes. For instance, found that memorable tourism experiences significantly enhance destination loyalty through emotional engagement with cultural attractions.18 Further showed that components such as local culture, participation, and knowledge influence tourists’ behavioral intentions in heritage tourism contexts.6 These findings suggest that memorable tourism experiences serve as an important mechanism through which destinations can strengthen tourists’ emotional connections and long term behavioral responses.
Despite the growing body of literature on memorable tourism experiences, the ways in which individual dimensions of MTE influence tourists’ psychological attachment to destinations remain insufficiently explored. In particular, empirical research examining the relationship between multidimensional MTE and place attachment remains relatively limited, especially in emerging tourism destinations.
2.2 Place attachment
Place attachment is an important concept in environmental psychology and tourism research, referring to the emotional and psychological bonds that individuals develop with specific places. Define place attachment as the affective connection between individuals and places, formed through interactions with the physical and social environment.9 These bonds reflect not only emotional attachment but also cognitive meanings and behavioral relationships between individuals and places.
From an environmental psychology perspective, proposed a tripartite model suggesting that place attachment consists of three interacting dimensions: person, psychological process, and place.10 This framework emphasizes that attachment develops through emotional, cognitive, and behavioral interactions between individuals and their environments.
In tourism research, place attachment has been widely used to explain tourists’ relationships with destinations. Ramkissoon conceptualized place attachment as a multidimensional construct consisting of four dimensions: place identity, place affect, place dependence, and social bonding.20 Place identity reflects the extent to which a place becomes part of an individual’s self concept. Place affect refers to emotional responses toward a place. Place dependence captures the functional importance of a destination in fulfilling activity needs, while social bonding represents interpersonal relationships formed at the destination.
Previous studies have shown that place attachment plays an important role in explaining tourist behavior. Strong attachment to a destination has been associated with higher levels of satisfaction, loyalty, revisit intentions, and pro environmental behaviors.12,13 In tourism contexts, place attachment often develops through repeated interactions with a destination and the accumulation of meaningful experiences.11
Importantly, tourism experiences are often considered a key antecedent of place attachment. When tourists engage deeply with local culture, participate in destination activities, and accumulate meaningful experiences, they are more likely to develop emotional bonds with the destination. Memorable tourism experiences therefore represent an important mechanism through which place attachment can be formed and strengthened.
2.3 Hypotheses development
The relationship between memorable tourism experiences and place attachment can be explained through several theoretical perspectives. According to Experiential Consumption Theory, tourism experiences involve emotional, symbolic, and sensory dimensions that shape individuals’ attitudes toward consumption contexts.21 Within tourism settings, emotionally engaging experiences can generate lasting memories that influence tourists’ perceptions and psychological relationships with destinations.
Similarly, Self Expansion Theory suggests that individuals develop attachment to places that contribute to personal growth, identity formation, and meaningful experiences.22 Tourism experiences that offer novelty, meaningful interactions, and cultural engagement may therefore strengthen tourists’ sense of connection with destinations.
From an environmental psychology perspective, Place Attachment Theory emphasizes that emotional bonds with places emerge through meaningful interactions between individuals and the environment.9 Experiences that generate strong emotional responses or personal significance can reinforce these bonds and lead to stronger place attachment.
Furthermore, Affective Events Theory suggests that emotional experiences occurring in specific environments can shape individuals’ attitudes and attachments toward those environments.23 In tourism contexts, memorable experiences may therefore trigger emotional responses that contribute to the formation of place attachment.
Based on these theoretical foundations, each component of memorable tourism experiences may influence place attachment in different ways.
Hedonism refers to the pleasurable feelings and enjoyment experienced during travel activities. Positive emotions generated through enjoyable experiences can strengthen tourists’ emotional connections with destinations.3 When tourists experience pleasure and satisfaction during travel, they are more likely to develop favorable attitudes and emotional bonds with the destination.
H1: Hedonism positively influences place attachment.
Novelty represents the perception of experiencing something new or unfamiliar. Novel experiences stimulate curiosity and cognitive engagement, which can enhance tourists’ memory formation and emotional involvement with destinations.3 Novel experiences can therefore strengthen tourists’ psychological connections with destinations.
H2: Novelty positively influences place attachment.
Local culture reflects tourists’ interactions with the cultural characteristics and traditions of the destination. Cultural encounters allow tourists to engage with local lifestyles and traditions, creating deeper experiential meanings and emotional engagement with the destination.18
H3: Local culture positively influences place attachment.
Knowledge refers to the new information or understanding that tourists gain during their travel experiences. Learning about local history, culture, or environment can enhance tourists’ cognitive connections with destinations and contribute to the development of place related meanings.3
H4: Knowledge positively influences place attachment.
Involvement represents the degree of active participation in tourism activities. Higher levels of participation allow tourists to immerse themselves more deeply in the destination environment, thereby strengthening emotional and psychological connections with the place.
H5: Involvement positively influences place attachment.
Meaningfulness captures the extent to which tourism experiences create personal value or significance for tourists. Experiences that provide meaningful insights or emotional reflections can contribute to stronger psychological attachment to destinations.
H6: Meaningfulness positively influences place attachment.
Refreshment refers to the feelings of relaxation, rejuvenation, and escape from daily routines experienced during travel. Such experiences can generate positive emotional responses that enhance tourists’ emotional connection with destinations.
H7: Refreshment positively influences place attachment.
Based on the above theoretical arguments, this study proposes that the seven dimensions of memorable tourism experiences influence tourists’ place attachment in the context of Gia Lai province.
2.4 Research model
Based on the theoretical foundations and hypotheses developed in the previous sections, this study proposes a conceptual model examining the influence of multidimensional memorable tourism experiences on place attachment.
Memorable tourism experiences are conceptualized as a multidimensional construct consisting of seven experiential dimensions: hedonism, novelty, local culture, meaningfulness, involvement, knowledge, and refreshment.3 These dimensions represent tourists’ emotional, cognitive, and psychological responses that arise during interactions with a destination environment. When tourists engage in enjoyable activities, experience cultural immersion, acquire new knowledge, or participate actively in tourism activities, these experiences can create lasting memories that shape their perceptions and attitudes toward the destination.2,4
From a theoretical perspective, memorable tourism experiences can contribute to the development of place attachment through emotional and cognitive mechanisms. Positive tourism experiences generate favorable emotions and meaningful memories, which strengthen the psychological bond between tourists and destinations.12 Such experiences allow tourists to perceive destinations not only as physical spaces but also as places associated with personal meanings, memories, and emotional connections.10
Previous tourism studies have also suggested that experiential factors play an important role in shaping tourists’ attachment to destinations. Meaningful interactions with local culture, participation in tourism activities, and exposure to novel experiences can reinforce tourists’ emotional involvement and sense of belonging to a destination.13,18 As a result, destinations that provide diverse and memorable experiences are more likely to foster stronger psychological bonds with visitors.
Drawing upon the multidimensional MTE framework proposed by Kim, this study treats the seven experiential dimensions as independent constructs that influence tourists’ place attachment.3 Each dimension captures a distinct aspect of tourism experience that may contribute differently to the formation of emotional bonds with destinations.
Specifically, hedonism reflects the pleasurable feelings associated with tourism activities, novelty captures the sense of experiencing something new or unique, and local culture represents tourists’ engagement with cultural traditions and lifestyles. Meanwhile, meaningfulness reflects the personal significance of tourism experiences, involvement captures the degree of participation in activities, knowledge represents learning and cognitive enrichment during travel, and refreshment refers to feelings of relaxation and psychological renewal generated through tourism experiences.
Place attachment is conceptualized as the psychological bond that tourists develop with destinations through emotional and cognitive interactions with the place environment.9,20 In tourism contexts, such attachment may emerge when visitors accumulate meaningful experiences and develop a sense of familiarity, belonging, or identity with a destination.11
Based on these theoretical arguments, this study proposes that the seven dimensions of memorable tourism experiences influence the level of place attachment among tourists visiting Gia Lai province. The conceptual model therefore examines the direct relationships between the seven components of memorable tourism experiences and place attachment.
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Figure 1. The conceptual framework of the study
3. RESEARCH METHODOLOGY
[bookmark: _9xktugppme7s]3.1 Research design and study context
This study adopts a quantitative research design to examine the relationships between the multidimensional components of memorable tourism experiences and place attachment. Structural equation modeling was employed to test the proposed conceptual model and hypotheses. SEM is widely used in tourism research because it allows the simultaneous examination of complex relationships among latent constructs and provides a comprehensive assessment of measurement reliability and model fit.24
The study was conducted in Gia Lai province, located in the Central Highlands region of Vietnam. Gia Lai possesses diverse natural landscapes including mountains, forests, lakes, and waterfalls, along with rich cultural traditions of ethnic minority communities. Such characteristics provide favorable conditions for developing experiential tourism based on ecological landscapes and cultural heritage. In recent years, Gia Lai has received increasing attention as a potential destination for nature based and cultural tourism. However, tourism development in the province remains relatively modest, and visitors’ emotional connections with the destination have not yet been fully explored. Investigating how memorable tourism experiences influence tourists’ attachment to Gia Lai may therefore provide useful insights for destination development and management.
3.2 Sample and data collection
Data for this study were collected through a questionnaire survey administered to domestic tourists visiting Gia Lai province. The survey targeted visitors who had completed or were completing their travel experiences in the destination, ensuring that respondents were able to recall and evaluate their tourism experiences.
A convenience sampling approach was employed due to the difficulty of obtaining a complete sampling frame of tourists. Questionnaires were distributed at major tourism attractions in Gia Lai province, including natural and cultural tourism sites. Respondents were first asked whether they had participated in tourism activities in Gia Lai during their trip. Only those who confirmed having travel experiences in the destination were invited to participate in the survey.
A total of questionnaires were distributed to tourists during the data collection period. After removing incomplete responses and questionnaires with missing data, the final sample consisted of valid responses used for analysis. This sample size is considered adequate for structural equation modeling, as SEM typically requires a minimum sample size of at least 200 observations or five to ten observations per estimated parameter.24
3.3 Measurement of constructs
The measurement scales used in this study were adapted from established instruments in previous tourism research to ensure reliability and validity. Memorable tourism experiences were measured using the multidimensional scale developed by Kim.3 This scale conceptualizes MTE as consisting of seven experiential dimensions: hedonism, novelty, local culture, meaningfulness, involvement, knowledge, and refreshment. Each dimension was measured using multiple items reflecting tourists’ emotional and cognitive responses during their travel experiences. Place attachment was measured using items adapted from previous tourism studies examining tourists’ emotional and psychological bonds with destinations.12,20 These items capture the degree to which tourists feel emotionally connected to the destination and perceive a sense of belonging or attachment to the place. All measurement items were assessed using a five point Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree). Prior to the main survey, the questionnaire was reviewed and refined to ensure clarity and relevance in the tourism context of Gia Lai province.

3.4 Data analysis procedure
Data analysis was conducted using SPSS software. The analysis followed several steps commonly applied in quantitative tourism research. First, descriptive statistics were used to summarize the demographic characteristics of the respondents and to provide an overview of the sample profile. Second, reliability analysis using Cronbach’s alpha was conducted to assess the internal consistency of the measurement scales. Items with low corrected item–total correlations were removed to improve the reliability of the scales. Third, exploratory factor analysis (EFA) with principal component extraction and promax rotation was employed to examine the underlying structure of the measurement items and to confirm the dimensionality of the memorable tourism experience constructs. Factor loadings and the Kaiser–Meyer–Olkin (KMO) measure, along with Bartlett’s test of sphericity, were used to evaluate the suitability of the data for factor analysis. Finally, multiple regression analysis was conducted to examine the effects of the seven dimensions of memorable tourism experiences on place attachment. The standardized regression coefficients were used to evaluate the relative influence of each factor on the dependent variable.

4. RESULTS
4.1 Exploratory factor analysis
Exploratory factor analysis (EFA) was first conducted to examine the underlying structure of the measurement scales and to ensure the dimensionality of the constructs. Principal component analysis with promax rotation was applied to identify the factor structure of the memorable tourism experience dimensions and place attachment.
The results indicate that the Kaiser Meyer Olkin (KMO) measure of sampling adequacy exceeded the recommended threshold of 0.6, suggesting that the data were suitable for factor analysis. Bartlett’s test of sphericity was statistically significant (p < 0.001), confirming that correlations among variables were sufficient for factor extraction.
The analysis extracted multiple factors corresponding to the theoretical constructs proposed in the study, including the seven dimensions of memorable tourism experiences and place attachment. Factor loadings for all retained items exceeded the recommended threshold of 0.50, indicating satisfactory convergent validity. Items with low loadings or cross loadings were removed during the purification process to improve the clarity of the factor structure.
The extracted factors collectively explained a substantial proportion of the total variance in the data, suggesting that the measurement items adequately represent the underlying constructs.









Table 1. Exploratory factor analysis results.


	
Pattern Matrixa

	
	Component

	
	1
	2
	3
	4
	5
	6
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	ML2
	.838
	
	
	
	
	
	

	ML4
	.618
	
	
	
	
	
	

	HT1
	
	.925
	
	
	
	
	

	HT2
	
	.876
	
	
	
	
	

	HT4
	
	.765
	
	
	
	
	

	HT3
	
	.722
	
	
	
	
	

	VHDP1
	
	
	.959
	
	
	
	

	VHDP3
	
	
	.931
	
	
	
	

	VHDP2
	
	
	.738
	
	
	
	

	TT1
	
	
	
	.872
	
	
	

	TT2
	
	
	
	.859
	
	
	

	TT3
	
	
	
	.794
	
	
	

	STG3
	
	
	
	
	.924
	
	

	STG2
	
	
	
	
	.919
	
	

	STG1
	
	
	
	
	.795
	
	

	YN2
	
	
	
	
	
	.987
	

	YN1
	
	
	
	
	
	.872
	

	YN3
	
	
	
	
	
	.534
	

	STM1
	
	
	
	
	
	
	.846

	STM2
	
	
	
	
	
	
	.801

	STM3
	
	
	
	
	
	
	.703




The results of the Exploratory Factor Analysis (EFA) were employed to examine and refine the measurement scales based on the theoretical structure consisting of seven constructs. The rotated factor matrix (Pattern Matrix) indicates that all observed variables load strongly on their corresponding factors, with factor loadings greater than 0.5, thereby satisfying the requirement for convergent validity of the measurement scales.

These results indicate that the observed variables converge appropriately on the seven factors consistent with the proposed theoretical structure, and no significant cross-loadings are observed among the factors. Therefore, the measurement scales demonstrate satisfactory convergent validity and discriminant validity, and all items are retained for subsequent analyse.

Table 2: Factor loadings of the observed variables measuring the Place Attachment construct.


	
	Component

	
	1

	GKDD4
	.929

	GKDD2
	.915

	GKDD5
	.910

	GKDD3
	.909

	GKDD6
	.883

	GKDD1
	.865


The results presented in Table 2 indicate that six observed variables meet the required criteria, as each variable has a factor loading greater than 0.5. In addition, the measurement scale used to assess the factors related to place attachment satisfies the necessary statistical requirements.
Thus, the preliminary research results suggest that all dimensions of memorable
tourism experiences, including hedonism, novelty, local culture, meaningfulness, involvement, knowledge, and refreshment, influence tourists’ place attachment in the context of Gia Lai Province. From the initial proposal of 23 observed variables representing the independent constructs, the results of the quantitative analysis indicate that all measurement items meet the required standards and are therefore retained for subsequent analyses in the research model.



4.2 Multiple regression equation
 After extracting the factors from the Exploratory Factor Analysis (EFA), a correlation analysis was conducted to examine the relationships among the variables. The strength of the relationships was interpreted based on the correlation coefficient (r) as follows: r < 0.3 indicates a weak relationship, 0.3 ≤ r < 0.5 indicates a moderate relationship, and r ≥ 0.5 indicates a strong relationship. Subsequently, regression analysis was performed to identify the relationships between the factors influencing impulse buying behavior on e-commerce platforms among students and to determine the magnitude of the effects of these factors.
In addition, potential violations of the assumptions of the multiple linear regression model were examined. This included checking the standardized residuals and the Variance Inflation Factor (VIF) to detect the presence of multicollinearity. According to the rule of thumb, a VIF value exceeding 10 indicates a sign of multicollinearity.
If these assumptions are not violated, the proposed theoretical model with hypotheses H1 to H6 is tested using multiple regression analysis at a 5% significance level. The regression equation is specified as follows:
Place Attachment =  β0​+β1​*ML​+β2​*HT​+β​3*VHDP+β4*TT+β5*STG+ β6*YN+ β7*STM +  ε.
β₀: Regression constant (intercept)
βᵢ: Regression coefficients (weights)
ε: Error term

Table 3: Regression analysis result


	Coefficientsa




	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	,287
	,225
	
	1,275
	,203

	
	Novelty
	,186
	,061
	,172
	3,069
	,002

	
	Hedonism
	,143
	,072
	,128
	1,975
	,049

	
	Local Culture
	-,270
	,059
	-,262
	-4,601
	,000

	
	Knowledge
	,171
	,064
	,155
	2,681
	,008

	
	Involvement
	,168
	,063
	,168
	2,680
	,008

	
	Meaningfulness
	,275
	,063
	,267
	4,390
	,000

	
	Refreshment
	,263
	,069
	,256
	3,816
	,000



The regression coefficients can be expressed in two forms: (1) unstandardized coefficients and (2) standardized coefficients. The unstandardized coefficient (B) depends on the measurement scale of each variable; therefore, it cannot be used to compare the relative impact of independent variables on the dependent variable within the same model.
In contrast, the standardized regression coefficient (Beta, denoted as β) is obtained after standardizing the variables so that they share the same unit of measurement. As a result, standardized coefficients are commonly used to compare the relative strength of the effects of independent variables on the dependent variable.

GKDD=0.172*ML+0.128*HT-0.262*VHDP+0.155*TT+0.168*STG+0.267*YN+0.256*STM.






5. DISCUSSION
This study aimed to examine the influence of multidimensional memorable tourism experiences on tourists’ place attachment in the context of Gia Lai province. By integrating the multidimensional memorable tourism experience framework with place attachment theory, the study provides empirical evidence regarding how different experiential dimensions contribute to the development of tourists’ emotional bonds with destinations. The results reveal that several experiential components significantly influence place attachment, while others do not exhibit statistically significant effects. These findings contribute to a deeper understanding of how tourism experiences shape tourists’ psychological relationships with destinations.
The results first confirm that memorable tourism experiences are important antecedents of place attachment. This finding is consistent with previous tourism research suggesting that meaningful travel experiences can shape tourists’ emotional and cognitive bonds with destinations. Kim proposed that memorable tourism experiences represent experiences that remain in tourists’ long term memory and influence their future attitudes toward destinations.3 The current study supports this argument by demonstrating that several dimensions of memorable tourism experiences significantly influence tourists’ attachment to the destination.
More specifically, the findings indicate that hedonism, involvement, meaningfulness, and refreshment have positive and significant effects on place attachment. These results highlight the importance of emotionally engaging and personally meaningful tourism experiences in shaping tourists’ psychological connections with destinations.
The significant effect of hedonism suggests that pleasurable and enjoyable travel experiences contribute to the development of tourists’ emotional bonds with destinations. This finding aligns with the experiential nature of tourism consumption, where emotional enjoyment plays a central role in shaping travel experiences. According to experiential consumption theory, consumption experiences involve emotional, sensory, and symbolic responses that shape individuals’ attitudes toward consumption environments.21 In tourism contexts, enjoyable activities and positive emotional responses may therefore enhance tourists’ perceptions of destinations and strengthen their emotional attachment.
Similarly, the positive effect of involvement on place attachment indicates that active participation in tourism activities strengthens tourists’ psychological relationships with destinations. When tourists actively engage in destination activities rather than passively observing attractions, they are more likely to develop deeper emotional connections with the destination environment. This finding is consistent with previous tourism research suggesting that participatory tourism experiences enhance tourists’ engagement and attachment to destinations.18 Active participation allows tourists to interact with the destination environment and local communities, thereby fostering stronger emotional and social connections with the place.
Meaningfulness was also found to significantly influence place attachment. This result suggests that tourism experiences that generate personal significance or emotional reflection contribute to the development of deeper psychological bonds with destinations. Experiences that are perceived as meaningful may shape tourists’ personal memories and identity related associations with the destination. This finding can be interpreted through the lens of self expansion theory, which proposes that individuals seek experiences that contribute to personal growth and identity development.22 Tourism experiences that provide meaningful insights or emotional fulfillment may therefore enhance tourists’ sense of connection with destinations.
The dimension of refreshment also exhibits a strong positive effect on place attachment. Tourism often functions as a temporary escape from daily routines, allowing individuals to relax and psychologically renew themselves. Experiences that provide relaxation, rejuvenation, and emotional recovery may therefore generate positive emotional associations with destinations. Such experiences contribute to tourists’ favorable perceptions of destinations and encourage the development of emotional bonds with the place.
In contrast, novelty and knowledge were not found to significantly influence place attachment. Although novelty and knowledge are important components of memorable tourism experiences, their effects on place attachment appear to be less direct compared with emotionally oriented experiential dimensions. Novelty refers to the perception of experiencing something new or different, which may enhance tourists’ curiosity and cognitive stimulation. However, novelty alone may not necessarily create strong emotional bonds with destinations. Instead, novelty may function primarily as a stimulus for short term excitement rather than long term attachment.
Similarly, knowledge acquisition during travel may enrich tourists’ understanding of the destination but may not automatically lead to emotional attachment. Learning about local culture, history, or environmental features may enhance cognitive appreciation of a destination, yet emotional bonds with places often require deeper personal engagement and emotional experiences. These findings suggest that cognitive aspects of tourism experiences may not be sufficient to generate strong psychological attachment to destinations.
Interestingly, the results reveal a significant negative relationship between local culture and place attachment. This finding contrasts with some previous studies suggesting that cultural experiences enhance tourists’ engagement with destinations.18 One possible explanation is that cultural experiences may vary in their authenticity and accessibility to tourists. In some cases, cultural presentations designed for tourism consumption may appear staged or disconnected from local daily life, which may reduce tourists’ emotional engagement with the destination.
Another possible explanation relates to the contextual characteristics of the research setting. Gia Lai province is known for its diverse ethnic cultures and traditions. However, if cultural experiences are not effectively interpreted or communicated to visitors, tourists may find it difficult to connect emotionally with local cultural practices. As a result, cultural experiences may not always translate into stronger attachment to the destination. This finding highlights the importance of designing culturally authentic tourism experiences that allow visitors to meaningfully interact with local traditions and communities.
From a theoretical perspective, the findings support the argument that emotional and experiential factors play a critical role in shaping tourists’ attachment to destinations. According to place attachment theory, emotional bonds with places develop through meaningful interactions between individuals and their environments.9 Tourism experiences that generate strong emotional responses and personal meanings therefore contribute to the formation of psychological connections with destinations.
The results can also be interpreted through affective events theory, which suggests that emotional events occurring within specific environments influence individuals’ attitudes toward those environments.23 In tourism contexts, memorable experiences may function as affective events that shape tourists’ emotional evaluations of destinations. Positive emotional experiences such as enjoyment, relaxation, and meaningful engagement may therefore strengthen tourists’ attachment to the destination.
Furthermore, the multidimensional perspective of memorable tourism experiences proposed by Kim is supported by the findings of this study.3 The results demonstrate that different experiential components influence place attachment in distinct ways. Emotional and participatory experiences appear to play a stronger role in shaping tourists’ psychological bonds with destinations compared with purely cognitive experiences.
These findings also align with the conceptual arguments proposed by Hosany, who emphasize that memorable tourism experiences emerge through complex interactions between emotions, memories, and contextual elements of tourism environments.4 Experiences that generate emotional resonance and personal significance are more likely to remain in tourists’ memories and influence their perceptions of destinations. Consequently, such experiences contribute more strongly to the development of place attachment.
Overall, the findings of this study provide empirical evidence that memorable tourism experiences play an important role in shaping tourists’ attachment to destinations. However, not all experiential components contribute equally to the formation of place attachment. Emotional engagement, meaningful participation, and psychological refreshment appear to be the most influential experiential factors. These results highlight the importance of designing tourism experiences that go beyond providing information or novelty and instead focus on creating emotionally engaging and personally meaningful experiences for visitors.
By examining the influence of the multidimensional components of memorable tourism experiences on place attachment, this study contributes to the growing body of literature on experiential tourism and destination psychology. The findings suggest that tourism destinations seeking to strengthen visitors’ attachment should focus on enhancing emotional engagement, participatory experiences, and meaningful interactions with the destination environment. Such experiential strategies may help destinations develop stronger psychological connections with visitors and foster long term relationships between tourists and places.

6. CONCLUSION
This study examined the influence of the multidimensional components of memorable tourism experiences on tourists’ place attachment in the context of Gia Lai province, Vietnam. Drawing upon the memorable tourism experience framework proposed by Kim and the concept of place attachment from environmental psychology literature, the study developed and tested a structural model to explore how different experiential dimensions contribute to the formation of emotional bonds between tourists and destinations.3 The results indicate that memorable tourism experiences play an important role in shaping tourists’ attachment to destinations. Specifically, four experiential dimensions including hedonism, involvement, meaningfulness, and refreshment were found to have significant positive effects on place attachment. These findings suggest that tourism experiences characterized by emotional enjoyment, active participation, personal meaning, and psychological relaxation contribute to strengthening tourists’ emotional connections with destinations. In contrast, novelty and knowledge did not show statistically significant relationships with place attachment. This result implies that cognitive aspects of tourism experiences may not necessarily lead to the development of strong emotional bonds with destinations. Interestingly, the dimension of local culture exhibited a negative relationship with place attachment in this study, suggesting that cultural experiences may influence tourists’ perceptions of destinations in complex ways depending on how they are interpreted and experienced by visitors. Overall, the findings highlight the importance of emotionally engaging and meaningful tourism experiences in fostering tourists’ psychological connections with destinations. The results also demonstrate that different experiential dimensions influence place attachment in different ways, emphasizing the need for a multidimensional approach when examining tourism experiences and their outcomes.
This study contributes to tourism literature in several ways. First, the study extends the memorable tourism experience framework by examining the influence of its multidimensional components on place attachment. While previous studies have primarily focused on behavioral outcomes such as satisfaction, loyalty, or revisit intentions, this study investigates the psychological attachment that tourists develop toward destinations.5,6 By integrating the concept of memorable tourism experiences with place attachment theory, the study provides a deeper understanding of the psychological mechanisms through which tourism experiences influence tourists’ relationships with destinations. Second, the study provides empirical evidence supporting the multidimensional nature of memorable tourism experiences. Consistent with the framework proposed by Kim, the findings demonstrate that different experiential components contribute differently to destination related outcomes.3 Emotional and participatory dimensions such as hedonism, involvement, meaningfulness, and refreshment appear to play stronger roles in shaping place attachment compared with cognitive dimensions such as novelty and knowledge. Third, this study contributes to the literature on experiential tourism by highlighting the importance of emotional engagement in tourism experiences. The results support theoretical perspectives from environmental psychology and experiential consumption research, which suggest that emotional and meaningful interactions with environments play a central role in shaping individuals’ attachment to places.9,21 Finally, the study contributes to tourism research in emerging destinations by providing empirical evidence from the context of Gia Lai province in Vietnam. Much of the existing literature on memorable tourism experiences has focused on well established tourism destinations or heritage sites. By examining tourism experiences in an emerging destination characterized by ecological and cultural diversity, the study expands the geographical scope of memorable tourism experience research.
The findings of this study provide several practical implications for tourism destination managers and policymakers, particularly in the context of emerging tourism destinations such as Gia Lai province. First, destination managers should focus on designing tourism experiences that generate emotional enjoyment for visitors. Since hedonism was found to significantly influence place attachment, tourism activities should emphasize pleasurable and enjoyable experiences. Nature based tourism activities, recreational experiences, and interactive cultural events may help enhance tourists’ enjoyment and emotional engagement with the destination. Second, tourism planners should encourage tourists’ active participation in destination activities. The positive influence of involvement suggests that participatory tourism experiences strengthen tourists’ psychological connections with destinations. Activities such as community based tourism, cultural workshops, and interactive tourism experiences can provide opportunities for tourists to engage directly with the local environment and communities. Third, tourism development strategies should emphasize meaningful experiences that allow tourists to reflect on their travel experiences and develop personal connections with destinations. Experiences that incorporate storytelling, cultural interpretation, and authentic local interactions may help create deeper experiential meanings for visitors. Fourth, the importance of refreshment highlights the role of tourism as a means of psychological relaxation and escape from daily routines. Tourism products in Gia Lai should therefore emphasize the destination’s natural landscapes and tranquil environments. Ecotourism activities such as trekking, nature exploration, and lake tourism may help provide visitors with restorative experiences that strengthen their emotional bonds with the destination. Finally, the negative relationship between local culture and place attachment suggests that cultural tourism experiences require careful design and interpretation. Cultural activities should aim to provide authentic and meaningful interactions rather than superficial presentations of local traditions. Involving local communities in tourism activities and improving cultural interpretation may help enhance tourists’ understanding and appreciation of local culture.
Despite its contributions, this study has several limitations that should be acknowledged. First, the study employed a convenience sampling approach to collect data from tourists visiting Gia Lai province. Although this method is commonly used in tourism research, it may limit the generalizability of the findings. Future studies may consider using probability sampling methods or collecting data from larger and more diverse samples to enhance the representativeness of the results. Second, the study focused on a single destination context. While Gia Lai provides a meaningful context for examining tourism experiences in emerging destinations, the findings may not fully represent other tourism contexts. Future research could examine the relationship between memorable tourism experiences and place attachment in different types of destinations such as coastal tourism destinations, heritage sites, or urban tourism environments. Third, this study examined only the direct relationships between memorable tourism experiences and place attachment. Future research could extend the model by incorporating additional variables such as destination image, satisfaction, or behavioral intentions to explore the broader impacts of tourism experiences on tourists’ attitudes and behaviors. Finally, this study used cross sectional survey data, which limits the ability to examine changes in tourists’ experiences and attachments over time. Longitudinal studies may provide deeper insights into how memorable tourism experiences influence tourists’ relationships with destinations across multiple visits. Future research may also explore the role of digital technologies, social media, and storytelling in shaping memorable tourism experiences and place attachment in contemporary tourism contexts.
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