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Introduction 
Airports tend to have unique contributions on destinations since they form the travellers’ first 
and last impression (Bezerra & Gomes, 2019; Figueiredo & Castro, 2019). To prevail in the 
fierce competition, attention is given on airport atmospherics as they enhance experiences 
and “make tourists feel out of place” (Geuens et al., 2004, p. 621). However, the limited 
research on atmospherics and their role on experience and destination revisit, gave rise to the 
need for further examination. More interestingly, airports’ designs today are supported to be 
“myopic without respect to places” (Volgger, 2020, p. 143). Therefore, this paper seeks to 
examine the use of atmospherics in airports and their influence on tourists’ experiences and 
intention to revisit the destination, having as moderator sense of place. 
 
Methodology 
Measurement Development 
Initially, a focus group was conducted with industry professionals in Larnaca’s airport to gather 
information upon their thoughts on the influence of airport atmospherics on tourists’ 
behaviour. Subsequently, a structured survey was developed. The atmospherics’ measure was 
adapted from Ali et al., (2016), Moon et al. (2016) and Bitner (1992). Sense of place variable 
scale mirrored those of Ariffin & Yahaya (2013) and the scale developed by Singh and 
Söderlund (2020) was used to measure experience. Furthermore, the scale of Prentice and 
Kadan (2019) was used for destination revisit. All the scales were measured according to the 
seven-point Likert scale. 
 
Sample and Data Collection 
Data was collected through the Prolific Academic platform with gender, age and travel activity 
within the last month being the main screening criteria both for participant relevance and 
demographic consistency. Approximately, 686 participants were approached, out of which 82 
provided incomplete responses thus dropped providing a final sample of 604 (n=604). The 
average time to complete the survey was 15 minutes and respondents were distributed 
almost equally with 49.3% males and 50.7% females. The majority of those were in the age 
group of 26-35 (41.6%), mostly Europeans (85.8%). 
 
Results 
Prior the hypotheses testing exploratory factor analysis (EFA) and confirmatory factor analysis 
(CFA) were performed with SPSS Statistics 25 and SPSS Amos 26 respectively, to ensure validity 
and reliability. All the variables met the threshold values (Fornell & Larcker, 1981) except those 
of temperature, music, aroma, brightness, WiFi power sockets and mobility services. Since 
they were discarded, the model fit indices values were found satisfactory and within the 
acceptable values (χ2/df= 3.51, GFI= .926, CFI= .945, RMSEA= .065, AGFI= .894, NFI= .926, 
SRMR= .049). Discriminant validity was determined through average variance extracted (AVE) 
with values being >.50 (Civelek, 2018). Composite reliability (CR) and Cronbach’s α values met 
the threshold, with the values of the square root of AVE being also accepted. 
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Through Structural Equation Modelling (SEM) the proposed framework was tested. Four 
regression models were run to test the hypotheses. As shown in Figure 1, there are significant 
relationships among the constructs. However, sense of place seemed not to significantly 
influence the overall experience evaluations nor the intentions to revisit the country. 
 
Figure 1: Conceptual Model Results 

 
 
Discussion 
Contributing to the extension of the tourism literature, this research offers new quantitative 
insights. Firstly, results highlighted the unique contribution of atmospherics on the overall 
experience, with the sub-construct of facility ambience and aesthetics having a greater 
influence. More interestingly, it was shown that holistic atmospherics have a significant 
influence on destination revisit, thus enriching the literature since there is scarce evidence for 
this link (Prentice et al., 2021). Findings also reinforce academics and practitioners upon the 
importance of experience as a mediator of the aforementioned relationship. Airport and 
destination authorities can take advantage of the outcomes and tailor their marketing 
strategies. Since sense of place was found insignificant, the study offers new insights on the 
role of this variable (Varley et al., 2020; Ali et al., 2016; Ariffin et al., 2015). 
 
Keywords: airport atmospherics; experience; destination revisit; sense of place 
 
References: 
Ali, F., Kim, W. G., & Ryu, K. (2016). The effect of physical environment on passenger delight 

and satisfaction: Moderating effect of national identity. Tourism Management, 57, 213–
224. https://doi.org/10.1016/j.tourman.2016.06.004 

Ariffin, A. A. M., Nameghi, E. N. M., & Soon, Y. K. (2015). The Relationships between National 
Identity, Hospitality, and Satisfaction among Foreign Hotel Guests. Journal of Travel and 
Tourism Marketing, 32(6), 778–793. https://doi.org/10.1080/10548408.2014.955600 

Ariffin, A. A. M., & Yahaya, M. F. (2013). The relationship between airport image, national 
identity and passengers delight: A case study of the Malaysian low cost carrier terminal 
(LCCT). Journal of Air Transport Management, 31, 33–36. 
https://doi.org/10.1016/j.jairtraman.2013.02.005 

Bezerra, G. C. L., & Gomes, C. F. (2019). Determinants of passenger loyalty in multi-airport 
regions : Implications for tourism destination. Tourism Management Perspectives, 
31(August 2018), 145–158. https://doi.org/10.1016/j.tmp.2019.04.003 

Bitner, M. J. (1992). Servicescapes: The Impact of Physical Surroundings on Customers and 
Employees. Journal of Marketing, 56(2), 57. https://doi.org/10.2307/1252042 

Civelek, M. E. (2018). Essentials of Structural Equation Modeling. In Zea Books. 
https://doi.org/10.13014/k2sj1hr5 



 

82 
 

Figueiredo, T., & Castro, R. (2019). Passengers perceptions of airport branding strategies : The 
case of Tom Jobim International Airport – RIOgaleão , Brazil. Journal of Air Transport 
Management, 74, 13–19. https://doi.org/10.1016/j.jairtraman.2018.09.010 

Fornell, C., & Larcker, D. F. (1981). Structural Equation Models With Unobservable Variables 
and Measurement Error : Algebra and Statistics. Journal of Marketing Research, 18(3), 
382–388. 

Geuens, M., Vantomme, D., & Brengman, M. (2004). Developing a typology of airport 
shoppers. Tourism Management, 25(5), 615–622. 
https://doi.org/10.1016/j.tourman.2003.07.003 

Moon, H., Yoon, H. J., & Han, H. (2016). Role of Airport Physical Environments in the 
Satisfaction Generation Process: Mediating the Impact of Traveller Emotion. Asia Pacific 
Journal of Tourism Research, 21(2), 193–211. 
https://doi.org/10.1080/10941665.2015.1048260 

Prentice, C., & Kadan, M. (2019). The role of airport service quality in airport and destination 
choice. Journal of Retailing and Consumer Services, 47(November 2018), 40–48. 
https://doi.org/10.1016/j.jretconser.2018.10.006 

Prentice, C., Wang, X., & Manhas, P. S. (2021). The spillover effect of airport service experience 
on destination revisit intention. Journal of Hospitality and Tourism Management, 
48(January), 119–127. https://doi.org/10.1016/j.jhtm.2021.06.001 

Singh, R., & Söderlund, M. (2020). Extending the experience construct: an examination of 
online grocery shopping. European Journal of Marketing, 54(10), 2419–2446. 
https://doi.org/10.1108/EJM-06-2019-0536 

Varley, P., Schilar, H., & Rickly, J. M. (2020). Tourism non-places: Bending airports and 
wildscapes. Annals of Tourism Research, 80(September 2019). 
https://doi.org/10.1016/j.annals.2019.102791 

Volgger, M. (2020). Staging genius loci: Atmospheric interventions in tourism destinations. 
Advances in Culture, Tourism and Hospitality Research, 16, 139–151. 
https://doi.org/10.1108/S1871-317320190000016016 

 
 
  


