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Abstract 

Tourists’ satisfaction and post-travel experiences are impacted by sense of place, memorability and authenticity. 

These concepts have been thoroughly studied, but not from a socio-demographic perspective. The present study 

contributes to the growing literature regarding sense of place, memorability, authenticity and destination 

satisfaction in the context of socio-demographics (age, income, and gender). This paper employed a survey using 

a sample of 648 respondents. Kruskal-Wallis, Mann-Whitney and Linear Regression were applied. Findings show 

that sense of place varies according to age, with younger people more prone to develop ties with visited place. 

Memorability differs according to income and gender, where women tend to have a more memorable tourism 

experience. Authenticity differs according to gender and income, with women and high-income groups reporting 

higher authenticity; lastly, destination satisfaction variations were present across gender and income groups. In 

addition, regression results showed that sense of place, memorability and authenticity have a positive influence 

on tourist destination satisfaction. These findings contribute to travel experiences studies by integrating a socio-

demographic context into destination satisfaction. 
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1. Introduction 

In recent years, the landscape of tourism underwent a transformation driven by travelers seeking more 

than just a journey, but an immersive engagement with the essence of a local's culture. To travel is to 

experience; people travel every day, engaging in social and cultural activities and exploring new places, 

inadvertently creating experiences and memories. Amongst the numerous factors that contribute to 

tourists’ satisfaction and post-travel behavior, sense of place (SP), authenticity (AU) and memorability 

(ME) have a significant positive impact. Given the competitive tourism industry and what makes or 

breaks a tourism experience, research on memorability, sense of place or intention to revisit and 

satisfaction (Chai et al., 2022) on past travel experiences is important for the tourism industry.  

A destination's ability to evoke a strong sense of place holds pivotal importance in attracting travelers 

searching authentic and meaningful experiences. 

The idea of "sense of place" refers to an individual's emotional attachment to a specific geographical 

location or community (Jorgensen and Stedman, 2006). This sentiment can stem from various sources, 

such as one's birthplace, current residency, or even destinations visited during travels. While a strong 
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sense of place is important for tourists’ satisfaction, another factor in this context is the memorability 

of a place (Oh, Fiore and Jeoung, 2007; Chai et al., 2022; Yi et al., 2023), which has a positive impact 

on tourists' experience, perceptions, and word-of-mouth endorsements. Additionally, the authenticity in 

tourism is perceived through the lens of a truth or reality that tourists seek to experience during their 

travels. Historically, the idea of authenticity has been deeply embedded in the tourism industry (Rickly, 

2022), as it is widely understood that tourists want to immerse themselves in experiences that feel 

natural and culturally significant.  

Moreover, research indicates that the perception of sense of place, authenticity and memorability among 

tourists varies depending on socio-demographic characteristics. Some studies (Duarte et al., 2023) show 

that tourism experiences can be perceived differently, based on gender, with Sthapit and Coudounaris 

(2018) noting that memorability particularly affects the well-being of women and older groups. Despite 

significant contributions in the literature brought by recent studies (Zou et al., 2022; Kim et al., 2023), 

further research is needed from a socio-demographic perspective regarding these concepts as 

recommended by Althubiti et al. (2025).  

Accordingly, this research assumes a two-fold aim. Firstly, we want to determine how socio-

demographic factors influence key experiential constructs in tourism, including sense of place, 

memorability, authenticity and destination satisfaction. Secondly, we aim to further examine the 

influence of memorability, sense of place and authenticity on tourists’ satisfaction. All with the goal of 

understanding what affects touristic experiences.  

2. Literature review 

2.1 Sense of place in travel experiences 

Traveling is more than just moving from one destination to another; for some tourists it is an opportunity 

to immerse and embrace the essence of a place. The concept of sense of place can be described as an 

emotional connection that goes beyond the physical presence and connects with cultural, historical, or 

environmental wealth of a destination. The term, sense of place, made its debut in 1968 (Cox, 1968). 

Nowadays, this concept has become a subject of exploration in various fields, from natural sciences to 

social sciences and humanities. For example, within the field of environmental psychology, Jorgensen 

and Stedman (2006) define the concept of "sense of place" as a multifaceted construct that encompasses 

individuals' beliefs, emotions, and behavioral commitments towards a specific geographical location. 

Despite the widespread use of the phrase “sense of place”, defining the term itself continues to present 

many challenges (Nelson, Ahn and Corley, 2020), as there is still no universal accepted explanation. 

Sense of place is generally understood as a person-to-place bond and it has as primary indicators place 

attachment associated with human emotion, place identity, in regards to beliefs about a place, self and 

the connection between the two, and place dependence associated with behavior (Agyekum and 

Newbold, 2019; Nelson, Ahn and Corley, 2020). The concept of place quality, as outlined by Carmona 

(2019), serves as another metric for assessing sense of place and establishes a connection to physical 

characteristics and considerations of a location. To put it differently, sense of place encompasses various 

interpretations, ranging from emotional connections (place identity) to practical affiliations (place 

dependence) that individuals or groups attribute to a particular spatial environment, as discussed by 

Stedman (2016) and Masterson et al. (2017). 

The sense of place in the travel experience encapsulates the essence of exploration, a journey of 

discovery, connection, and transformation. According to d’Orey, Cardoso and Abreu (2019), tourists 

tend to form a strong bond with a destination, in other words they experience the feeling of sense of 

place when they immerse in the culture, history and traditions of a place. On the other hand, the strong 

feelings and bonds associated with a place are built over time (Lewicka, 2011), meaning that as people 

spend more time in a place, their attachment grows stronger. Another important aspect for a tourist to 

create a connection with a destination is to have their objectives and expectations met. 

2.2 Memorability in travel experiences 

For the travel sector, the shift to an experience-based economy has represented an important moment 

in redefining tourism consumption, especially from the perspective of memorability. In a study of 
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attempting to measure the experience economy, Oh, Fiore and Jeoung (2007) have explored the 

memorability and its importance to tourism experiences. Kim, Ritchie and McCormick (2012) have 

noted that experiences are memorable when they are recalled even after the event has passed. Yu et al. 

(2021) have shown that memorable experience is influenced by the diversity of tourist attractions from 

a cognitive, emotional, and behavioral perspective, and Zhang, Wu and Buhalis (2018) built a causal 

model that investigates both the background as well as the consequences of memorable tourism 

experiences. Starting from the aesthetic experience, Chai et al. (2022) elaborated a theoretical model 

made up of experience, memories of intangible cultural heritage tourists, perception of authenticity and 

behavioral intentions; they have shown that authenticity has a moderating role between experience and 

memory, the latter moderating the relation between experience and behavioral intention.   

Studies have confirmed a strong and positive relation between satisfaction and memorable experiences, 

the higher the satisfaction, the greater the memorability (Gohary et al., 2020). Rasoolimanesh et al. 

(2022) emphasize the moderating effect of tourists’ satisfaction between memorable experiences and 

behavioral intentions towards a travel destination, for which the authors considered the local culture, 

tourists’ involvement in the consumption experience and their desire to acquire new knowledge. Studies 

show that memorability has a favorable impact on the intention to re-visit or to recommend to others 

the visited destination (Kim and Ritchie, 2014; Ali, Ryu and Hussain, 2016; Kim et al., 2023). This 

effect is created by some components of memorability on the intention to re-visit travel destination and 

to perform the same tourism activities: refreshment, local culture, meaningfulness, hedonism and 

involvement (Kim and Ritchie, 2014). Moreover, Tsai (2016) has shown that memorability has had a 

significant positive influence on tourists’ cognitive place attachment and their identification with and 

strong attachment to local attractions. Vada, Prentice and Hsiao (2019) further confirmed the impact of 

memorability on place attachment, as well as on well-being. 

2.3 Authenticity of travel experiences 

The concept of authenticity is central to the study of tourism and it is rooted in the belief that tourists 

seek experiences that reflect the true, genuine, or real essence of a place or culture (Brown, 2013; 

Rickly, 2022; Zhou, He and Li, 2023). People desire to engage with authentic objects, settings, and 

cultures that provide an honest reflection of the destination’s unique identity (Rickly, 2022). The 

introduction of the term “authenticity” into tourism research can be traced back to the 1960s when 

sociologists began to look at tourists’ motivations and experiences through a socio-cultural lens. 

MacCannell (1973) argued that for many tourists, the pursuit of cultural authenticity is the main 

motivation for their trip. Tourists are not only interested in visiting popular destinations, but also seek 

simple, natural and often “primitive” experiences that give them a sense of fulfillment and meaning. 

Authenticity in tourism has also been examined from both object- and subject-related perspectives 

(Wang, 1999). Object-related authenticity focuses on the physical and external aspects of the tourist 

experience – museums, artworks, and traditional practices, which can be classified as either authentic 

or inauthentic depending on the tourist’s perception. Visitors often evaluate the authenticity of these 

objects through the lens of their cultural knowledge, expectations, and beliefs (Wang, 1999; Lin and 

Liu, 2018). In contrast, subject-related authenticity shifts the focus to the internal experiences of the 

tourist. Here, the emphasis is placed on the personal, emotional, and psychological responses that 

tourists have while engaging in travel. According to Lin (2017), subject-related authenticity is deeply 

tied to the way in which tourists connect with themselves and with others during their travels. This form 

of authenticity is often referred to as existential authenticity, and it means that people are becoming 

one’s “true self” in the context of tourism, which may be experienced through interactions with local 

cultures (Yi et al., 2017).  

In addition, the relationship between intra-personal authenticity and tourist loyalty has also been 

observed in studies. Lin and Liu (2018) found that a combination of intra-personal authenticity—

experiencing a sense of personal fulfilment or emotional alignment with one’s true self—along with 

object-related and inter-personal authenticity, positively influences tourists’ loyalty to destinations. For 

many, the pursuit of authenticity is less about the physical surroundings and more about the emotional 

state that accompany travel (Brown, 2013; Zhou, He and Li, 2023). These experiences allow people to 

escape the routine of daily life and explore dimensions of their identity (Wang, 1999; Brown, 2013). 
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2.4 Destination satisfaction 

Destination satisfaction refers to all the feelings a tourist experiences when visiting a destination (Cole 

and Scott, 2004). The satisfaction level, which is determined by many factors, can influence whether a 

tourist will retake a trip, or not. In their review, Sánchez-Rebull et al. (2018) showed that loyalty is a 

direct consequence of satisfaction; also, service quality along with emotions are antecedents of 

satisfaction. 

As research progressed in the quest of finding a better framework for defining destination satisfaction, 

studies have taken different angles, encapsulating the direct or indirect effects, through moderation or 

mediation, of other factors influencing satisfaction; we can mention sense of place (Deutsch, Yoon and 

Goulias, 2013; Abou‐Shouk et al., 2018; Shaykh-Baygloo, 2021), memorability (Ali, Ryu and Hussain, 

2016; Gohary et al., 2020; Chiappa, Napolitano and Atzeni, 2022; Rasoolimanesh et al., 2022; 

Kahraman and Cifci, 2023) and authenticity (Lu, Chi and Liu, 2015; Genc and Gulertekin Genc, 2023; 

Lu, Wang and Suhartanto, 2024; Zhang, Wen and Li, 2018). More precisely, the relationship between 

intra-personal authenticity and tourist loyalty has been observed in some studies. Lin and Liu (2018) 

found that a combination of intra-personal authenticity—experiencing a sense of personal fulfilment or 

emotional alignment with one’s true self—with object-related and inter-personal authenticity positively 

influence tourists’ loyalty to destinations.  

2.5 Impact of socio-demographics factors on travel experiences  

Several studies have shown that tourists’ socio-demographic features affect or determine their travel 

behavior and are significant in understanding their touristic experiences. Wong, Fong and Law (2016) 

identified some effects in tourists’ travel behavior in terms of gender, age, and income, influencing the 

distance travelled between the starting point and the final destination. Moreover, the sense of place can 

be shaped by the socio-demographic characteristics of the tourists even though this idea is sporadically 

mentioned in the literature. Deutsch, Yoon and Goulias (2013) and Deutsch and Goulias (2010) found 

support for the influence of gender and income on sense of place. Therefore, the socio-demographic 

variables are of upmost importance in tourism, the literature proving various classes of tourists perceive 

or behave differently while travelling. The study can be continued within the concepts of sense of place, 

memorability and authenticity where less work has been done.  

The memorability of the travel experience can differ within several socio-demographic categories and 

some studies (Sthapit, Coudounaris and Björk, 2019; Sthapit and Coudounaris, 2018) have showed that 

there is a relation between age and memorability. More so, earlier on, Lehto et al. (2008) analyzed some 

distinctions between Baby Boomers and the Silent Generation with regards to vacation activity and 

identified dissimilar travel experiences and behavioral outcomes in the examined age-cohorts. Thus, we 

hypothesize the following: 

H1. There is a significant difference in age groups for sense of place. 

H2. There is a significant difference in age groups for memorability 

H3. There is a significant difference in age groups for authenticity. 

H4. There is a significant difference in age groups for destination satisfaction. 

Moving on, Rozynek and Lanzendorf (2023) connected income to the travel practices of older people 

recognizing dissimilarities in destinations, frequency and travelled distance. Other authors also 

identified variation among distinct demographic groups (Jain and Tiwari, 2020; Benita, 2023; 

LaMondia and Fisher, 2024) in terms of travel behaviors or choices. In addition, income is an affecting 

factor of memorability (Chiappa, Napolitano and Atzeni, 2022); also, Olya et al. (2020) demonstrated 

that income, among other demographic characteristics, condition the memorable augmented reality 

festival experience while Sorrentino et al. (2022) showed that travelers with lower income are more 

delighted by cruise experiences. As such, we formulated the following: 

H5. There is a significant difference in income groups for sense of place. 

H6. There is a significant difference in income groups for memorability 

H7. There is a significant difference in income groups for authenticity. 
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H8. There is a significant difference in income groups for destination satisfaction. 

Moreover, Duarte et al. (2023) investigated whether some demographic variables affect the tourism 

experiences and concluded that there are substantial differences between diverse groups (i.e., male vs. 

female). In addition, in a study conducted by Santos et al. (2022), they concluded that women rate their 

Airbnb experiences more enthusiastically; Ahn and Janke (2011) reported a gender association with 

motivations of older educational travelers, women having a raised level of intrinsic motivation than 

men. Besides age, Sthapit and Coudounaris (2018) also showed gender variation in tourism experiences, 

specifically, female travelers record a stronger influence of the precursors of memorable touristic 

experiences on their subjective well-being. Accordingly, we hypothesize: 

H9. There is a significant difference in gender groups for sense of place. 

H10. There is a significant difference in gender groups for memorability 

H11. There is a significant difference in gender groups for authenticity. 

H12. There is a significant difference in gender groups for destination satisfaction. 

Finally, tourists that engage in experiences that resonate with their personal values or emotions, are 

more likely to be satisfied with the destination; likewise, experiences that are memorable and places 

that create bonds are playing a role in the tourist satisfaction. Therefore, we assume that sense of place, 

memorability and authenticity have a positive impact on destination satisfaction. Specifically, we 

hypothesize: 

H13. Sense of place, authenticity, and memorability positively influence satisfaction. 

3. Methodology  

To test the hypotheses of our study, we conducted a survey based on a self-reported questionnaire. The 

items were translated from English by the authors and verified by two specialists. A pre-test was applied 

on a small convenience sample (N=11) after which the questionnaire was distributed online. All 

participants were informed about how their data is handled and stored, and all had the right drop out of 

the study at any time. More so, participants were filtered so that only those which had work experience 

(including remote) and travelled in the past two years were included in the questionnaire.  

The scales used for the constructs/items were adapted from empirical research. Respondents were asked 

to rate all items on a 7-point Likert type/scale, with 1 = Totally disagree and 7 = Totally agree. The 

Sense of Place (SP) construct (6 items) was drawn from Yi et al. (2023); authenticity (AU) construct (4 

items) was adapted from Lin and Liu (2018) and Memorability (ME) construct (3 items) from Oh, Fiore 

and Jeoung (2007). Finally, Destination Satisfaction (DS) was adapted from Chai et al. (2022) and 

consisted of three items. 

Data was analyzed using SPSS (IBM Corp., 2019). Firstly, unengaged respondents and nonsensical 

answers were removed from the analysis (9 in total), and the final sample was N = 648. Second, data 

imputation for the income category was performed using missForest (Stekhoven and Buehlmann, 2012) 

package in R (R Core Team, 2023). For our study, 15% of the income category was imputed. 

Furthermore, Kolmogorov-Smirnov test showed p-value<0.05, thus the data did not show a normal 

distribution; lastly, multicollinearity was tested prior to employing linear regression; no 

multicollinearity issues were found. 

4. Results and discussion 

4.1 Main findings 

Descriptive statistics of socio-demographics are shown in Table 1. The sample was represented by 

62.8% women. In terms of age, the 18-24 years group had the highest frequency with 34.4%, and for 

the income group, the most representative was the 2-4k lei/month (34.6%). 
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Table 1. Descriptive statistics for age, income and gender 

Variable Group Frequency Percent (%) 

Age 

18-24 yrs. 223 34.4 

25-34 yrs. 113 17.4 

35-44 yrs. 108 16.7 

45-54 yrs. 152 23.5 

>55 yrs. 52 8.0 

Income 

< 2k lei/month 79 12.2 

2-4k lei/month 246 38.0 

4-5k lei/month 145 22.4 

5-6k lei/month 74 11.4 

> 6k lei/month 104 16.0 

Gender 
W 407 62.8 

M 241 37.2 

N = 648 
Source: Authors’ elaboration 

Multicollinearity has been tested for the variables that are used in the regression models, using both 

Pearson’s and VIF as seen in Table 2. All variables had a VIF < 5, and a Pearson’s correlation under 

0.8. The highest correlation coefficient was between memorability and authenticity (r= 0.496, p<0.05) 

and is considerate moderate, therefore the likelihood of multicollinearity was minimal (Shrestha, 2020).  

Table 2. Multicollinearity testing. Output of Pearson’s and VIF. 

 
Authenticity 

Sense of 

Place 
Memorability Income Gender Age VIF 

Authenticity 1       

0.310** 
0.496** 0.047 -0.163** -0.046 1.38 

Sense of Place 0.310** 1 0.429** -0.009 -0.034 -0.147** 1.27 

Memorability 0.496** 
0.429** 1 -0.061 -0.154** -0.088* 1.52 

Income 0.047 
-0.009 -0.061 1 0.135** 0.414** 1.25 

Gender -0.163** 
-0.034 -0.154** 0.135** 1 -0.033 1.07 

Age -0.046 
-0.147** -0.088* 0.414** -0.033 1 1.26 

* Correlation is significant at 0.05 

** Correlation is significant at 0.01 

Source: Authors’ elaboration 

Table 3 shows the constructs and items’ summary with reliability analysis of the variables and their 

respective item statements. The sense of place scale (SP) consisted of 6 items (α = 0.9), memorability 

(ME) of 3 items scale (α = 0.91), authenticity (AU) with 4 items scale (α = 0.85) and destination 

satisfaction of 3 items (α = 0.92). The Cronbach’s α for all constructs is > 0.7 indicating high reliability 

(Hair et al., 2019). 

Overall, participants had a moderate sense of place in regard to their last travel (M = 4.15, SD = 1.52), 

a high memorability (M = 5.86, SD = 1.26) and authenticity (M = 5.69, SD = 1.11), as well as a high 

destination satisfaction (M =5.75, SD = 1.3).  
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Table 3. Measurements and reliability 

Constructs and Measurement Items 

Mean 

Item 

 

Avg. 

Index 

 

Std. dev. 

 

Cronbach’s 

alpha (α) 

SP - Sense of Place 

(Yi et al., 2023) 
SP_1 

I am very attached to that 

destination 

3.97 

4.15 1.52 0.9 

SP_2 
That destination means a lot to 

me. 

4.13 

SP_3 
I feel a strong sense of 

belonging to that destination. 

3.49 

SP_4 
Traveling to that destination 

says a lot about who I am 

4.14 

SP_5 

For the activities that I enjoy, 

the settings and facilities 

provided by that destination 

are the best. 

4.67 

SP_6 

I enjoyed visiting that 

destination more than any 

other destination 

4.47 

ME – 

Memorability  

(Oh, Fiore and 

Jeoung, 2007) 

ME_1 
I have wonderful memories 

about the trip 

5.86 

5.86 1.26 0.91 ME_2 
I remember many positive 

things about this trip 

5.85 

ME_3 
I will not forget my 

experience on that trip. 

5.86 

IA - Authenticity 

(Lin and Liu, 2018) 
IA_1 

I experienced heightened 

physical feelings and found 

various ways to express 

myself on the trip. 

5.59 

5.69 1.11 0.85 IA_2 

I felt completely myself and as 

if I could do anything I wanted 

to during the trip. 

5.62 

IA_3 
I could escape from my 

everyday self on that trip. 

5.84 

IA_4 
The trip contributed to my 

personal development. 

5.73 

DS - Destination 

satisfaction 

(Chai et al., 2022) 

DS_1 I am satisfied with the trip 5.72 

5.75 1.3 0.92 DS_2 
I have enjoyed myself during 

the trip 

5.84 

DS_3 The trip met my expectations. 5.68 

Source: Authors’ elaboration 

 

4.1.1 Age effects 

Table 4 shows the results of the Kruskal Wallis for age across for sense of place (SP), memorability 

(ME), authenticity (AU) and destination satisfaction (DS). For sense of place and age, the results 

indicate significant differences across groups, [H (4) = 15.74, p = 0.003 < 0.05]. The highest score 

belonged to participants in the age group of 18-14 (M = 4.41), indicating a higher likelihood to 

experience a stronger SP than all the other age groups. Furthermore, the trend seems to be downward, 

as age progresses the SP is lower up until those >55 (M= 5.90). Thus, these results show support for 

H1. 

For memorability and age there were no significant differences [H (4) = 6.49, p = 0.165 > 0.05] found 

across the groups. The smallest score belonged to >55 (M=5.68) and highest to 35-44 (M= 6.02); 

meaning that older respondents reported a smaller memorability score than those aged between 35-44 

years. For this intersection there was no support for hypothesis H2. 

In terms of authenticity and age, results were not significant [H (4) = 1.47, p = 0.831 > 0.05]. Those in 

the 18-24 group (M = 5.78) showed higher authenticity than those in the other groups; however, the 
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differences were not so high, with those aged between 35-44 (M = 5.59) having the lowest score. 

Therefore, no empirical support was found for H3. 

Finally, the results were not significant [H (4) = 6.91, p =.141 > 0.05] for age and destination 

satisfaction. Tourists in 18-24 group (M = 5.94) scored the compared with those aged between 35-54(M 

= 5.64). Overall, the differences between the groups were relatively small with the lowest satisfaction 

being for the >55 group (M = 5.57). These results find no support for H4. 

Table 4. Age across sense of place, memorability,  

authenticity and destination satisfaction variables. Output of Kruskal Wallis test 

Variables SP ME AU DE 

18-24 yrs. 4.41 (1.45) 6.02 (1.14) 5.78 (0.99) 5.94 (1.17) 

25-34 yrs. 4.27 (1.48)  5.82 (1.37) 5.69 (1.12) 5.71 (1.37) 

35-44 yrs. 3.97 (1.51) 5.75 (1.35) 5.59 (1.13) 5.64 (1.30) 

45-54 yrs. 3.87 (1.64) 5.78 (1.27) 5.67 (1.2) 5.64 (1.43) 

>55 yrs. 3.90 (1.32) 5.68 (1.17) 5.64 (1.22) 5.57 (1.27) 

Kruskal Wallis Test statistic(H): 

15.74 

df: 4  

Sig: 0.003* 

Test statistic(H): 

6.49 

df: 4  

Sig: 0.165 

Test statistic(H): 

1.47 

df: 4  

Sig: 0.831 

Test statistic(H): 

6.91 

df: 4  

Sig: 0.141 

Note(s): *significance level at 95%, p<0.05 

Source: Authors’ elaboration 
 

4.1.2 Income effects 

Table 5 shows the results of the Kruskal Wallis for income across for sense of place (SP), memorability 

(ME), authenticity (AU) and destination satisfaction (DS). 

Regarding income and sense of place, no significant differences were noticed [H (4) = 2.2, p = 0.698 > 

0.05]. The lowest SP score belonged to those who earn 4-5k lei/m (M = 4.01) while group >6 k lei/m 

(M = 4.23) had the highest reported SP. Nonetheless, we found no support in this study for hypothesis 

H5.  

Concerning income and memorability, the test showed a significant difference across groups [H (4) = 

12.11, p = 0.017 < 0.05].  Those with a lower income >2k lei/m (M = 5.95) and 2-4k lei/m (M = 5.97) 

ranked the highest ME scores. Lowest ME score belonged to the 5-6k lei/m (M = 5.39) group. 

Interesting to note that lower income had a higher memorability than those in the middle-higher income. 

These results indicate H6 is supported in this study. 

For income and authenticity [H (4) = 18.02, p = 0.001 < 0.05], results were significant. The lowest AU 

score belongs to tourists with an income of 5-6k lei/m (M = 5.33) and the largest scoring group to those 

above 6k lei/m (M = 5.99). Thus, empirical support was found for H7. 

Furthermore, for income and satisfaction, the findings were significant [H (4) = 14.989, p = 0.005 < 

0.05]. The lowest DS result was observed for the 5-6k lei/m group (M = 5.33) and the largest score 

registered was for the >6k lei/m group (M = 5.95), implying that tourists in the in highest income group 

reported the highest destination satisfaction. These findings support hypothesis H8. 

Table 5. Income across sense of place, memorability,  

authenticity and destination satisfaction. Output of Kruskal-Wallis test 

Variables SP ME AU DE 

< 2k lei/m 4.17 (1.47) 5.95 (1.07) 5.65 (0.98) 5.80 (1.20) 

2-4k lei/m 4.21 (1.51) 5.97 (1.21) 5.69 (1.1) 5.85 (1.26) 

4-5k lei/m 4.01 (1.51) 5.8 (1.28) 5.69 (1.19) 5.61(1.37) 

5-6k lei/m 4.05 (1.55) 5.39 (1.51) 5.33 (1.15) 5.33 (1.46) 

> 6k lei/m 4.23 (1.56) 5.93 (1.21) 5.99 (0.99) 5.95 (1.20) 
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Variables SP ME AU DE 

Kruskal Wallis 

Test statistic(H): 2.2 

df: 4  

Sig:0.698 

Test statistic(H): 

12.11 

df: 4  

Sig: 0.017* 

Test statistic(H): 18.02 

df: 4  

Sig:0.001* 

Test statistic(H): 

14.989 

df: 4  

Sig:0.005* 

Note(s): *significance level at 95%, p<0.05 
Source: Authors’ elaboration 

4.1.3 Gender effects 

Lastly, Table 6 shows the results of Mann-Whitney for gender across sense of place, memorability, 

authenticity and destination satisfaction. 

Table 6. Gender across variables. Output of Mann-Whitney test 

Variables Women Men Mann-Whitney 

SP 4.19 (1.54) 4.08 (1.47) 

Test statistic U: 47188.5 

z-score: - 0.80 

Sig: 0.420 

ME 6.00 (1.21) 5.60 (1.29) 

Test statistic U: 38926.5 

z-score: -4.48 

Sig: 0.00* 

AU 5.83 (1.08) 5.46 (1.12) 

Test statistic U: 38761 

z-score: - 4.48 

Sig: 0.00* 

DS 5.86 (1.29) 5.56 (1.30) 

Test statistic U: 40873 

z-score: -3.6 

Sig: 0.00* 

Note(s): *significance level at 95%, p<0.05 
Source: Authors’ elaboration 

 

For SP the output revealed that there is no significant mean rank difference (U = 47188.5, z = -0.80, p 

= 0.420 > 0.05) between men (M = 4.08) and women (M = 4.19), meaning that both groups reported a 

similar sense of place towards their last destination. From a mean perspective, however, women had a 

higher SP than men, even if not significant. As a result, no empirical support was found for H9. When 

it comes to memorability, the Mann-Whitney test revealed a significant mean rank difference between 

men (M = 5.60) and women (M = 6.00) indicating that women have a higher chance of reporting a trip 

more memorable than men (U = 38926.5, z = -4.48, p = 0.00 < 0.05). These results find support for 

H10. Moving on, significant differences were noted for the gender groups in relation to authenticity (U 

= 38761, z = -4.48, p = 0.00 < 0.05); revealing that men (M = 5.46) felt lower authenticity than women 

(M = 5.83) during the trip. Likewise, empirical support was found also for H11. Finally, statistically 

significant gender differences were found in relation to DS (U = 40873, z = -3.6 p = 0.00 < 0.05), 

findings suggest that men (M= 5.56) experienced a lower satisfaction than women (M = 5.86). These 

results find support for H12. 

4.1.5 Influence on destination satisfaction 

The findings from the multiple linear regression are shown in Table 7, with destination satisfaction (DS) 

as the dependent, and sense of place (SP), memorability (ME) and authenticity (AU) as predictors. 

Overall, the results showed the model was significant F (3,644) = 277.40, R2 =0.56, p < 0.001, 

explaining 56% of the variance in destination satisfaction.   

Sense of place was a significant positive predictor (β=0.159, t= 6.384, p < 0.05), as was memorability 

(β=0.56, t= 16.983, p < 0.05), and authenticity (β=0.214, t= 6.029, p < 0.05) of destination satisfaction. 

This means that memorability appears as the strongest predictor; a one-unit increase in ME is associated 

with a 56% increase in destination satisfaction, followed by a one-unit increase in authenticity which 

drives a 21.4% increase in satisfaction, and lastly, a one-unit increase in sense of place which renders a 

15.9% tourist satisfaction. 
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Table 7. Destination satisfaction. Output of Linear Regression 

Model Unstd. Beta Unstd. Std. Error Std.Beta t Sig. 

(Constant) 0.590 0.196  3.01 0.003 

Sense of Place 0.159 0.025 0.185 6.384 0.000 

Memorability 0.560 0.033 0.540 16.983 0.000 

Authenticity 0.214 0.035 0.182 6.029 0.000 

Notes: ANOVA: F(3,644) = 277.407, sig =0.000, R² = 0.564 

*Significance level at 95%, p<0.05 
Source: Authors’ elaboration 

4.2 Discussions 

The aim of this study was two-fold. Firstly, it aimed to explore how socio-demographics factors 

influence sense of place (SP), memorability (ME), authenticity (AU) and destination satisfaction (DS). 

Second, it aimed to analyze the influence of SP, ME, and AU on destination satisfaction. Table 11 

provides a summary of our findings, which found support for 8 hypotheses out of 13. The main 

takeaways are described below.  

This study adds to the theoretical body of tourism by strengthening the importance of how age, gender, 

and income shape tourists' post-travel experiences. Previous studies (Chai et al., 2022; Zou et al., 2022; 

Yi et al., 2023) have shown that loyalty, word-of-mouth recommendation and revisit intentions are 

influenced by tourists’ perception of SP, ME and AU. Moreover, other findings confirm that socio-

demographic factors affect the tourists’ satisfaction and travel behavior. Our results have aligned with 

prior research as well. 

Table 11. Summary of hypotheses 

Research Hypotheses Result 

Differences across socio-demographic variables. 

H1. Age → Sense of Place Supported 

H2. Age → Memorability Not Supported 

H3. Age → Authenticity Not Supported 

H4. Age → Satisfaction Not Supported 

H5. Income → Sense of Place Not Supported 

H6. Income → Memorability Supported 

H7. Income → Authenticity Supported 

H8. Income → Satisfaction Supported 

H9. Gender → Sense of Place Not supported 

H10. Gender → Memorability Supported 

H11. Gender → Authenticity Supported 

H12. Gender → Satisfaction Supported 

Relationships with destination satisfaction. 

H13. Sense of place, authenticity, and memorability positively predict satisfaction. Supported 

Source: Authors’ own elaboration 

By analyzing the effect of age, our observations indicate that participants between 18 and 24 years old 

were most likely to experience a stronger sense of place (SP) than those aged higher than 35. Albeit 

sense of place and age in tourism research is understudied, Lewicka (2011) notes that feelings of 

attachment are stronger the more time someone spends in a given place, and research of Lebrusán and 

Gómez (2022) showed that as an individual’s age progresses, people develop strong attachment with 

the places they live in. Besides, this might be one reason why middle and older age groups had a lower 

SP in our study, as they already developed more significant bonds to other places. When it comes to 

memorability and age, Sthapit and Coudounaris (2018) found that older travelers report a stronger 

influence of memorable experiences on their well-being. More so, Olya et al. (2020) noted that, in the 

context of festivals, when using augmented reality, older people tend to have an increase in memorable 

experiences. We found no significant differences for memorability across age groups; the older group, 

those above 55, had the lowest level of memorability regarding the last visited destination. Our results 
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are comparable to Chiappa, Napolitano and Atzeni (2022) which suggested that ME was not different 

according to age, for winery visitors. One reason why ME was not significantly different for dissimilar 

age groups could be explained by the fact that ME has an influence on the touristic satisfaction (Gohary 

et al., 2020) and, as Duarte et al. (2023) mentioned, satisfaction tends to be similar for all age groups. 

This is in line with our findings pertaining to destination satisfaction and age – where no significant 

difference was found and satisfaction was similar across groups. 

Concerning income and memorability, we found that those with middle-high income reported a lower 

memorability for their past travel experiences. These findings are partially in accordance to previous 

literature, that states how novelty impacts memorability (Sthapit and Coudounaris, 2018; Sorrentino et 

al., 2022) and as lower income groups may travel less, novelty could be more pronounced for these 

tourists. Though, it does not fully explain why people with highest income had higher levels of 

memorability. A presumption could be made that high incomers (Dahanayake, Wanninayake and 

Ranasinghe, 2024) are looking for more sophisticated and professional destination, compared to lower 

group which look for holistic and more engaging activities or destinations. Destination satisfaction was 

also lowest for middle-high incomers. Interestingly, income was significant for authenticity as well, and 

the same middle-high group of tourists reported the lowest authenticity while the highest incomers 

reported the greatest authenticity, which strengthens what Dahanayake, Wanninayake and Ranasinghe 

(2024) noted, respectively that tourists with more income search for professional and authentic 

experiences. 

In terms of gender, the results showed that women have a higher chance of reporting a trip more 

memorable than men. Similarly, Sthapit, Coudounaris and Björk (2019) found that when women seek 

out novel experiences in food tourism, their experience become more memorable than men’s. And as 

Duarte et al., (2023) and Santos et al. (2022) indicate, women tend to rate travel experiences higher. 

Moreover, our findings noted a high authenticity for women as well. In line with our results, destination 

satisfaction was also significant between gender groups, women rating their satisfaction greater. 

However, in analyzing what shapes ME experiences, Seyfi et al. (2024) found no gender differences, 

concluding that both men and women have similar memorability. 

When tested together, our model found that SP, ME and AU had an influence on satisfaction. This 

further corroborates other studies. For example, Shaykh-Baygloo (2021) study mentions a positive 

impact of sense of place on travel satisfaction, in Iran on foreign tourists in relation with city attractions. 

Research on authenticity has shown that AU had a positive impact on tourist loyalty (Lin and Liu, 

2018); as loyalty and intention to revisit are a direct consequence of satisfaction (Sánchez-Rebull et al., 

2018), it can be presumed that satisfaction will follow a similar pattern. Moreover, the strong influence 

of sense of place can be explained based on the person-to-place bond (d’Orey, Cardoso and Abreu, 

2019); when people travel they have the opportunity to immerse themselves in other cultures or history 

(Nelson, Ahn and Corley, 2020)  

From a practical perspective, this research provides some insights for managers and stakeholders, as the 

study also highlights the importance of tailoring and segmentation, which suggest managers should 

accentuate what sets their destinations apart, such that it appeals and could evoke the sense of place in 

tourists. As younger tourists (18–24) report a higher sense of place, marketers can design more 

immersive cultural programs that could deepen emotional bonds — such as walking tours or artistic 

events. In addition, income groups may seek different tourism experiences, and marketers should 

consider different experiences for tourists at different level of income, avoiding to create packages based 

solely on price-income relationships.  

Despite our contributions, this study also has some limitations. Although self-reporting questionnaires 

are widely used in social sciences, one drawback is that respondents may not always engage in the 

questionnaire (Demetriou, Ozer and Essau, 2015), and provide careless responding, leading to invalid 

responses. Also, there is the possibility of recall bias (Coughlin, 1990) – participants may have difficulty 

accurately remembering past events or experiences, leading to inaccuracies in their responses. In plus, 

an increased sample size can help when invalid responses may be needed to exclude from the analysis. 

In this study we focused on some key constructs that influence satisfaction and them alone determined 
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a great number of questions; respondents could have gotten tired based on the length of the 

questionnaire.  

Future studies can collect additional information about the travel behavior. Additionally, future studies 

can opt for a combined approach, in which to analyze not only quantitative data, but also qualitative 

data and should be more inclusive of socio-demographic analysis in the tourism dimension for sense of 

place, authenticity, and memorability as they provide insights to how different aspects of an individual, 

such as age or income, can influence the touristic experiences. That is especially true for how age affects 

the sense of place and income memorability. We also recommend studies that encapsulate all three 

variables (sense of place, authenticity, memorability) for both direct and indirect effects.  

5. Conclusions  

Our results contributed to the literature by showing how socio-demographics factors are valuable in 

understanding the tourism experience in the context of sense of place, memorability and authenticity. 

In addition, the results showed sense of place, memorability and authenticity are important in shaping 

the touristic experience as well as the post-travel behavior intentions. Experiences that are meaningful 

and unforgettable are deemed as memorable, and it has been shown that memorability affects the 

tourists’ satisfaction. Certain destinations can evoke strong feelings of attachment and belonging in 

people, leading to a heightened sense of place. Understanding what drives the tourism experience is 

pivotal for marketers in creating tailored services and offering appropriate experiences; segmentation 

is a very powerful method in understanding the touristic profile.  
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