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Abstract: Camping tourism experiences growth with tourists searching for new 
and diversified tourism alternatives that reduce the degree of risk during the 
COVID-19 pandemic. The research paper investigates the influence of tourists’ 
risk perception due to COVID-19 pandemic with the consequence effects of the 
place attachment on destination loyalty. Findings prove that perceived risk due 
to COVID-19 has a significant negative impact on tourists’ attachment to 
camping attractions. Besides, the latter has a significant positive influence on 
their intention to revisit and their electronic word of mouth (EWOM) 
communication. This study contributes to enrich the theoretical foundation of 
different variables combined in the conceptual model, and it suggests several 
practical recommendations for camping projects managers. 
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1 Introduction 

According to the World Tourism Organization (UNWTO) (2021), sustainable tourism 
refers to the safeguarding of ecology, which includes rural areas, natural resources, 
culture, heritage, and biodiversity. It is worth mentioning that since 2020, the tourism 
sector has suffered from major restrictions and losses, not only in Tunisia but worldwide. 
Indeed, during the COVID-19 pandemic, and because of travel and leisure activities 
restrictions; some different travel types have become increasingly popular, such as 
camping and natural recreational activities. 

Camping is a recreational activity associated with the leisure time, relaxation, and the 
entertainment of holiday and weekend activities. Indeed, camping is a nice approach for 
parents, children, and friends to spend time together and demonstrates the importance of 
enjoying nature (Jirásek et al., 2017). 

Camping activity encompasses nights spent outside particularly in an outdoor 
environment, participants in this activity are in direct interactions with nature and all 
components of the external setting where campers are away from their home. During the 
pandemic, camping as a nature-based tourism allowing discovering nature has witnessed 
an observable growth compared to other entertainment alternatives. Searching for safety 
and social distanciation, individuals prefer to camp rather than staying in a hotel (Kim  
et al., 2023; Sánchez-Sánchez and Sánchez-Sánchez, 2022). 

Sánchez-Sánchez and Sánchez-Sánchez (2022) argued that studies about camping 
tourism are rare because scholars emphasised tourists’ behaviour rather than place 
characteristics. In this vain, recreational activities in nature also called nature tourism 
attracted researchers interests. 

Espiner et al. (2023) stated that camping allow tourists select to experience a place 
and to do activities in relation to their leisure travel. For individuals, camping activity is 
beneficial because it helps to gain money: camping in a tent or car, staying in direct 
interaction with natural attractions and having a high level of adaptability. Additionally, 
this tourism form matched the health crisis in a way to ensure safety for campers. 

This study uses the perceived risk of COVID-19 to explain how place attachment can 
affect the camper’s intention to revisit and their predisposition to recommend the camp to 
others through electronic devices. 

Additionally, we will analyse the link between the perceived risk of COVID-19 and 
both the intention to revisit a camp and the electronic word of mouth (EWOM). 
According to Moufakkir and Alsaleh (2017), travellers choose different types of 
destinations to meet their travel needs and their travel activities can increase opportunities 
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to observe nature and provide social interaction. Recently tourism researchers have begun 
to use the concept of place attachment to understand leisure behaviour. Tourists who feel 
pleased with the place will be more likely to interact with the environment and develop 
place attachment (Sthapit et al., 2002). Multiple tourism researchers have used two 
dimensions to measure place attachment: place dependence and place identity. Camping 
is an outdoor recreational activity that consists of engaging with nature, people can feel 
consequently a certain psychological wellbeing (Gross and Brown, 2006). Place 
attachment has major repercussions when choosing a camping destination, which affect 
the travel loyalty behaviour. However, camping studies rarely focus on place attachment. 

In the past years and because of the COVID-19 pandemic, people have become more 
aware of the benefits of outdoor recreation and nature travel. Camping has become a 
leisure activity more and more accepted by the public. Understanding camping tourism 
behaviour is a crucial research perspective. Therefore, this study aims to investigate the 
following concerns. First, it aims to discover how campers’ perceived risk directly affects 
the campers’ place attachment. Second, it aims to explore the effect of campers’ place 
attachment on their camping travel loyalty, defined in this study by two main variables: 
the intention to revisit and the EWOM. This study is expected to lead to a better 
understanding of campers’ behaviour and to fill the gap in sustainable tourism. 

2 Literature review and hypothesis development 

2.1 Perceived risk due to COVID-19 

Risk is considered as deep rooted in every decision taken by customers and it is intrinsic 
in tourism decisions (Joo et al., 2021). 

Joo et al. (2021) revealed that tourism activities are characterised by their experiential 
nature which explains a lack of knowledge about what tourists can receive locally or 
internationally. 

Accordingly, scholars argued that international tourists may face a different cultural 
context which leads to the exposure to various risks including safety and health risks (Joo 
et al., 2021; Lepp and Gibson, 2008). 

In addition, a set of environmental concerns such as political conflicts, natural 
disasters and pandemics increase the level of risks and directly influence tourists’ 
decisions. Therefore, perceived risk is fundamental in understanding tourists’ decision 
making process. 

Karl et al. (2020) showed that when tourists control the level of risk and consider it as 
manageable, their experience will be memorable and motivating. Several scholars 
confirmed this finding in their studies (Lepp and Gibson, 2008). 

Nevertheless, tourists tend to choose a destination where the degree of risk is really 
low and they avoid risky activities and destinations (Joo et al., 2021). Hence, consumers 
search for relevant and valuable information about the tourism and hospitality services. 

Multiple research papers shed lights on the negative impact of perceived risk on 
travel intention (Perić et al., 2021; Meng et al., 2021; Agyeiwaah et al., 2021). This 
perceived risk is associated to deliberately or accidentally situations. 

Despite the growing number of studies tackling the perceived risk variable with 
regard to the tourism and hospitality industry, campers’ perceptions about risk due to 
COVID-19 is considered as a gap in the literature review. Perceived risks have been 
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studied to show how tourists are more likely to lack knowledge about a specific tourism 
destination and consequently they are exposed to different levels of risks. 

2.2 Perceived risk, place attachment and campers loyalty 

Zeithaml (1981) argued that it is difficult to evaluate intangible products such as tourism 
services because of their instant consumption and the inability to standardise them. 
Therefore, tourists assume a high perception of risks. 

Lepp and Gibson (2008) identified several dimensions to explore risk perceptions, 
their study found that tourism perceived risk is associated to physical, financial, 
equipment, cultural, political, time, satisfaction and psychological reasons. Hence, these 
factors are considered as relevant measures to examine the link between perceived risk 
and tourists ‘decision making process. 

In essence, central to the tourism discipline is risk perception theory. Investigating 
perceived risk is a continuing concern within the tourism field particularly in order to 
understand tourists ‘decisions and behaviours. 

According to Zhou et al. (2023), the linkage between perceived risk and tourist 
decisions changes based on time and place. Scholars tested this relationship empirically 
to demonstrate the significant link between them (Qin et al., 2021). The pandemic 
contributes and produce more empirical evidence on the existent connection between risk 
perception and tourists’ behaviour over time (Zhou et al., 2023). 

Several studies have revealed that perceived risk can be a determinant for tourists’ 
attitudes and their behaviours (Prayag and Ryan, 2012). Meanwhile, tourism risk 
perception is shown to have an influence in the attachment of tourists to specific 
destinations or attractions. 

Hernández et al. (2007) stated that place attachment translates the emotional linkage 
between persons and places. It represents a connectedness between tourists and the 
attractions they visit. 

Similarly, Prayag and Ryan (2012) revealed that this emotional connection between 
tourists and destinations can be classified as part of the affective attitudes. 

Tourists’ intention to visit a specific attraction is defined as a tendency to evaluate 
their future behaviours and their readiness to be involved in several tourism activities. 

Gursoy and Gavcar (2003) stressed the significance of risk perception in influencing 
tourists’ behaviour and their emotional attitudes towards a specific place. They argued 
that risk perception helps to evaluate and to understand the context of a destination which 
consequently effect tourists’ attitudes and their future behaviours. In the same vain, 
Pidgeon et al. (1992) indicated that risk perception plays a powerful role as a determinant 
of consumers’ attitudes and decisions. Accordingly, a study focusing on the tourists 
visiting Australia proved that perceived risk is a determinant for Japanese and Korean 
tourists (Quintal et al., 2010). In the same context, Bonaiuto et al. (2016) demonstrated 
that risk perception due to natural disasters in China has a significant and negative impact 
on place attachment. Meanwhile, scholars argued that perceived risk is an antecedent of 
travel intention and future behaviours (Chen and Chang, 2012). 

Sönmez and Graefe (1998) have considered the relationship between risk perception, 
attitudes and behaviours and they found that perceived risk has a negative significant 
influence on tourists’ emotional connections and intentions. Similarly, Su et al. (2018) 
revealed the significance of the link between risk perception, place attachment and 
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tourists’ intention to visit certain attractions. It is reported that the lower the risk 
perception related to a destination, the more likely tourists are to select the attraction. 

According to Bayih and Singh (2020), tourists’ future behaviour is described based 
on their intention to revisit an attraction and their willingness to share positive word of 
mouth communications about it. Similarly, Hsieh and O’Leary (2012) indicated that 
tourists’ behavioural intention is an assessment of tourists’ probability to revisit a place 
and to recommend it. 

Likewise, Bayih and Singh (2020) highlighted how tourists’ loyalty is defined based 
on revisit intentions and positive recommendations. Furthermore, they focused on the 
role of loyalty to improve destinations’ performance. They stated that “managers in the 
tourism industry assess their management strategies based on the willingness of tourists 
to recommend their product and share a positive word of mouth regarding their 
experience.” 

Based on an extensive literature review, tourists’ behavioural intention translates their 
loyalty (Bayih and Singh, 2020). Scholars such as Lee et al. (2007) and Bayih and Singh 
(2020) demonstrated that tourist loyalty can be explained based on intention to revisit and 
willingness to recommend the destination and experience to others like relatives and 
friends. This willingness to recommend is considered as a WOM communication which 
defines tourists’ willingness to share their tourism experience. Nowadays, tourists use 
social networks to share their recommendations which refer to electronic WOM 
communications. 

A considerable amount of literature has been published on the effect of risk 
perception on tourists’ loyalty (Joslyn et al., 2021; Bae and Chang, 2021; Xu et al., 2022; 
Abraham et al., 2021; Rasoolimanesh et al., 2021; Chen et al., 2021; Su et al., 2021; 
Meng et al., 2021). 

According to the attachment theory, “attachment is a relatively steady personality trait 
that is not affected by an experience, such as visiting a new destination” stated Ispas et al. 
(2021). In this vain, scholars reported that place attachment is defined as an emotional 
and cognitive link that connects places to people and it is studied as a multidimensional 
construct (Prayag and Ryan, 2012; Kim, 2021; Lalicic and Garaus, 2022; Tasci et al., 
2022). Meanwhile, several researchers stated that tourism research focuses on two 
constructs which are related to place identity and place dependence (Kwenye and 
Freimund, 2016; Su et al., 2018; Dwyer et al., 2019; Lee and Oh, 2018; Aleshinloye  
et al., 2022). However, other researchers added the affective dimension (Kastenholz  
et al., 2020; Patwardhan et al., 2020; Tasci et al., 2022; He et al., 2022). 

Various tourism studies investigated place attachment based on a two dimensional 
construct (Ispas et al., 2021). Ispas et al. (2021) used the two dimensions of place 
attachment to predict satisfaction and loyalty towards black sea coastal destinations. 
Meanwhile, Kwenye and Freimund (2016) studied the crucial role of place attachment in 
building tourists’ loyalty to natural attractions in Zambia. Therefore, in accordance with 
the research of Suntikul and Jachna (2016), Kwenye and Freimund (2016), Ispas et al., 
(2021) and Aleshinloye et al. (2022), this research paper examines place attachment 
based on two dimensions which are place dependence and place identity. 

Accordingly, Bonaiuto et al. (2016) stated that the relationship between perceived 
risk and place attachment should be explained based on the variable time, it means 
before, during and after a specific fact. Before a specific disaster (i.e., risk), customers are 
strongly attached to the place and the latter is considered as a determinant for risk 
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perception. In contrast, after a disaster and due to the high level of uncertainties and loss 
of control, place attachment can be influenced by these changes (Onuma et al., 2017). 

The pandemic COVID-19 showed a high degree of uncertainties and threats with 
regard to human health (WHO, 2020), it might lead to a disruption of place attachment. 
Therefore, investigating how place attachment is effected by this threat posed by  
Sars-COVID-2 requires further examination particularly in the camping context. 

Zheng et al. (2019) and Scannell and Gifford (2010) indicated that place attachment 
combines physical, social and sense of safety characteristics. While place attachment 
motivates tourists to return to their camping attraction, perceived risk due to COVID-19 
averts them from doing so, which entails the negative relationship between perceived risk 
due to COVID-19 and place attachment. 

Based on the foregoing, this research paper identifies the following hypotheses: 

H1 Perceived risk due to COVID-19 pandemic has a significant and negative impact 
on place attachment to camping attractions. 

H1.1 Perceived risk due to COVID-19 pandemic has a significant and negative impact 
on place dependence. 

H1.2 Perceived risk due to COVID-19 pandemic has a significant and negative impact 
on place identity. 

H4 Perceived risk due to COVID-19 pandemic has a significant and negative impact 
on campers’ EWOM. 

H5 Perceived risk due to COVID-19 pandemic has a significant and negative impact 
on campers’ revisit intention. 

2.3 Place attachment 

In the past years, place attachment has been explored by most social sciences, especially 
human geography and environmental psychology who have developed two main 
perspectives (Lewicka, 2008). The first was in the ‘70s by the human geographers who 
claimed that a place should not be considered as an abstract geometric space but as a 
meaningful place, several concepts were proposed like ‘Topophilia’ (Tuan, 1974) and the 
‘sense of place’ (Relph, 1976). 

Then in the ‘80s came the first definitions of ‘place attachment’ proposed by 
environmental psychologists: Stokols (1981), Shumaker, Taylor, Gottfredson and 
Brower. 

Place attachment is considered as an emotional bond between a person and a place, it 
is highly influenced by an individual and his or her personal experiences. There is a 
considerable amount of research dedicated to defining what makes a place ‘meaningful’ 
enough for place attachment to occur. 

One of the most commonly used definitions suggests that place attachment refers to 
peoples’ positive affective connection to a specific place in which they feel safe and 
comfortable and have a tendency to remain close to such a place (Hernández et al., 2007). 

By reviewing numerous definitions, Scannell and Gifford (2017) developed a  
three-lateral shaping framework of place attachment (i.e., person-process-place). 
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Place attachment study has always been important in the understanding of 
individuals’ bonds to a specific place (Ruiz and Hernández, 2014). It has been supported 
to be composed of several dimensions (Lee and Shen, 2013). 

Bricker and Kerstetter (2000) suggested that place attachment involves the 
acknowledgement of emotions and that it represents an individual’s perceived 
relationship with a specific place. They also stated that place attachment is associated 
with emotional identity. 

In a different approach Kyle et al. (2005) have included affective and social 
components in the study of place attachment. While Hidalgo and Hernandez (2001) 
examined the physical dimensions of place attachment independently of the social 
relationships fostered in the environment. 

Among various measurement scales, the most popular and frequently used for place 
attachment is the one developed by Williams and Vaske (2003), which consists of two 
dimensions: place dependence and place identity. Indeed, the use of place dependence 
and place identity to measure place attachment has been constantly confirmed 
theoretically and empirically, especially in the studies related to tourism and recreational 
behaviour (Isa et al., 2019; Wong et al., 2021). 

Previous studies have recognised place identity as part of self-identity. Place identity 
refers to the perception of a space through emotional and symbolic connotations. It 
characterises the emotions that an individual develops toward a specific space 
(Proshansky et al., 2014). Place identity reveals the symbolic significance of a place that 
allows people to boost their self-esteem (Korpela, 1989), and giving therefore a meaning 
to their lives (Williams and Roggenbuck, 1989). 

Place identity is an element that develops someone’s sense of belonging to a place 
and enables him to express his identity (Hosany et al., 2017). 

Place dependence or also called functional attachment refers to a space that integrates 
the physical characteristics of how a place meets and satisfies peoples’ needs and 
supports their goals and activities (Prayag and Ryan, 2012). Furthermore place 
dependence depends on how people perceive other places when comparing and express 
the exclusivity of the place in contrast to other possible alternatives (Chen et al., 2021). 
Place dependence rely on some characteristics linked to the place, as how much the space 
is well-suited with a person, as they can carry out their activities and goals, this type of 
attachment is common in those who practice ecological exercise like camping. Place 
dependence increases as much as the number of visits increases (Scannell and Gifford, 
2017). 

2.4 Place attachment and EWOM 

Westbrook (1987) defined WOM as “all informal communications directed at other 
consumers about the ownership, usage, or characteristics of particular goods and services 
or their sellers.” In today’s world and thanks to the development of new technologies, 
WOM also contains virtual interactions among consumers (Goldsmith and Horowitz, 
2006), which is usually designated as EWOM. 

Based on the work of Westbrook (1987), EWOM can be characterised as every single 
informal communication targeting consumers through digital technology and linked with 
the use or qualities of specific products and services, or their vendors. This incorporates 
communication between producers and consumers and also those between the consumers 
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themselves – both dynamic parts of the WOM stream, and both unmistakably separated 
from communications through mass media (Goldsmith and Horowitz, 2006). Motives of 
EWOM included the consumers’ desire for social interaction, desire for economic 
incentives, concern for other consumers, and the potential to enhance their own self-
worth (Hennig-Thurau et al., 2004). 

Verma and Yadav (2021) studied the construct of EWOM and they stressed its 
significance in an evolving marketing context. EWOM is studied by scholars in order to 
show its effect on consumers’ decision making process including their intentions. 
Information and communication technologies contributed to the development of EWOM, 
users of internet share their experiences online to recommend a specific place, product, 
and destination. 

Previous research acknowledged multiple reasons supporting the importance of 
WOM/EWOM in the tourism field. 

• Interpersonal influences based on WOM/EWOM have a direct impact on the 
evaluation and the attitude formation of touristic products. 

• The risk associated with the acquisition of touristic products is generally high 
therefore people rely on the emotional evaluation of their reference group when it 
comes to making a decision 

• Tourist products are seasonal and perishable which contribute to the increase of the 
stress level of the suppliers (Rao and Singhapakdi, 1997). 

• According to Litvin et al. (2008); the use of WOM/EWOM may offer an essential 
competitive advantages for early adopters. 

Choo et al. (2011) suggest that place attachment can directly influence the generation of 
WOM/EWOM. In the same stream, Strandberg and Styvén (2020) confirmed that the 
connection between place attachment and positive WOM/EWOM is solid for both 
residents and visitors. 

Chen et al. (2014) established how residents’ attachment to a place (with its 
dimensions including place identity and place dependence) predicts their positive 
WOM/EWOM intentions which can help promote the place as a tourism destination. 

In fact, determinants for WOM/EWOM are the desire to help others in their purchase 
decisions; the thrill from talking about an experience or the genuine desire to help boost a 
place. Therefore, campers may talk about their place to families or friends as tourism 
recommendations, or chat about interesting activities or events in the past or the future, or 
simply have the aspiration to boost the place. Consequently, campers’ place identity and 
place dependence may have an impact on their WOM and EWOM intentions. Hence, the 
first group of hypotheses of this study are as follows: 

H2.1 The more campers develop dependency to a place, the more they generate EWOM. 

H3.1 The more campers identifies with the place, the more they generate EWOM 

2.5 Place attachment and intention to revisit 

Most previous research has linked the revisit intention with the satisfaction and the 
consumer’s degree of commitment. In fact, Kotler et al. (2017) have suggested that 
consumers who are satisfied with previous purchases, will become highly committed 
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consumers and therefore they will come back and buy again. Unsatisfied consumers, on 
the other hand, will react differently, by spreading information by WOM/EWOM about 
what they have experienced. 

In the context of tourism, revisit intention has been defined as the visitor’s probability 
to return to a place in the future (Seetanah et al., 2020). In the same mainstream Baker 
and Crompton (2000) specify that the willingness of a visitor to return to a touristic 
destination within a year designates his or her revisit intentions behaviour. Previous 
studies has associated the revisit intentions to different variables such as: customer 
satisfaction (Al-Alak and El-Refae, 2012), customer loyalty (Kim et al., 2015), service 
quality (Chen et al., 2011), corporate image (Wu et al., 2015), and emotional experiences 
(Wirtz and Bateson, 1999). 

Previous studies that emphasise the role of place attachment with regard to tourists’ 
behaviour are diverse. Chen et al. (2022) pointed out “the roles of tourism as the national 
force to localise intergenerational solidarity, which informs the everyday experience of 
each generation toward place attachment.” In the same context, Nursyamsiah and 
Setiawan (2023) revealed that place attachment is associated with loyalty. Tourists and 
campers who feel a sense of dependency and identity towards a camping attraction will 
revisit it and they will influence other tourists based on sharing their memorable 
experiences. 

In this paper we extend the antecedents of revisit intentions to place attachment in the 
belief that the behavioural and conative phenomena of a tourist destination (and more 
specifically of a camp in our paper) are important for a visitor’s return. This hypothesis 
has been confirmed by the works of Lee et al. (2007) and Isa et al. (2019). 

As previously described place identity is a dimension of place attachment that 
describes the relationship between a person and a set joined by the physical and types of 
settings in place. 

George and George (2004) have found that tourists who have a high in place identity 
tend to be more environmentally sensitive and might try to perfect their knowledge 
structures and touristic experiences by revisiting it. In fact, place identity has been 
demonstrated to be the most important measure of place attachment in revisiting host 
cities and national parks (Brown et al., 2016; Neuvonen et al., 2010). This hypothesis has 
also been confirmed by the work of Isa et al. (2019) and established that place identity 
affects the revisit intentions of tourists in Island recreational centres. 

According to Jorgensen and Stedman (2001), place dependence describes the fit 
between a place setting and a person’s goal within a range of alternatives. 

Previous research has shown a lot of evidence supporting the positive relationship 
between place dependence and the revisit intentions (Kaplanidou et al., 2012; Lee et al., 
2012; Tsai, 2016). 

Loureiro (2014) found a positive influence of place dependence on revisit intentions 
and recommendations (WOM/EWOM) among rural tourists. 

Ramkissoon and Mavondo (2015) examined the pro-environmental behavioural 
intention to mediate between satisfaction and place dependence. A strong positive 
relationship was established, between place dependence and place satisfaction with the 
role of pro-environmental behavioural intention in Australia among repeat visitors. 

In the same stream, Tsai (2016) found place dependence to positively influence 
behavioural intentions of consuming local cuisines. And Isa et al. (2019), established that 
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place dependence affects the revisit intentions of tourists in Island recreational centres. 
Hence, the second group of hypotheses of this study are as follows: 

H2.2 The more campers develop dependency to a place, the more they will be inclined 
to revisit the place. 

H3.2 The more campers identify with the place, the more they will be inclined to revisit 
the place. 

Our conceptual model is illustrated in Figure 1. 

Figure 1 Proposed conceptual model showing the factors shaping campers’ loyalty towards a 
camping attraction 

 

3 Methodology 

3.1 Sampling, measurement scales and data collection 

A study of a sample size of 143 Tunisian campers, who are used to camp in some specific 
camping attractions in both north and south Tunisia, was conducted. The sample of this 
study was varied based on the gender, income and age. Women represent 23.08% while 
men represent 76.92% of the respondents. 
Table 1 Respondents profile 

Respondents’ profile Number % 
Gender Female 33 23.08 

Male 110 76.92 
Age [25–30] 45 31.47 

[30–35] 44 30.77 
[35–40] 37 25.87 
[40–+] 17 11.89 

Socio-professional category Students 75 52.45 
Employees 34 23.78 
middle managers 23 16.08 
Executives 11 7.69 
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Table 2 Measurement scales 

Construct Items 
Perceived risk due to 
COVID-19 (Wang  
et al., 2020) 

Personal safety is guaranteed in this camping place. 
The event environment is very safe in this camping place. 
Without any safety concerns in this camping place. 
Others consider it is safe in this camping place. 

Place attachment 
(Ispas et al., 2021) 

Place identity: 
I feel my personal values are reflected in this camping place. 
I identify strongly with this camping place. 
This camping place means a lot to me. 
I am very attached to this camping place. 
I feel a strong sense of belonging to this camping place. 
If I were to stop visiting or be away from this camping place, I would 
lose contact with many friends. 
Many of my friends/family prefer this camping place over other places. 
I have a lot of fond memories with friends/family at this camping place. 
I have a special connection to the people who visit or live in this 
camping place. 
Place dependence: 
This camping place is the best for the recreation/leisure activities that I 
enjoy. 
I prefer this camping place over other places for recreation/leisure 
activities that I enjoy. 
I could not imagine anything better than the setting of this camping 
place for what I like to do for leisure. 
Other places cannot compare to this camping place. 
When others suggest alternatives to this camping place for the 
recreation/leisure activities that I enjoy, I still choose this camping 
place. 

Revisit intention 
(Harahap and Dwita, 
2020) 

I will visit this camping place in the future. 
I will choose this camping place to be my destination in the future 
I will return to visit this camping place. 

EWOM (Harahap 
and Dwita, 2020) 

I often read travel tour reviews online to find out their impressions of 
camping places. 
To make sure I have the right camping place, I often read other people’s 
travel reviews online. 
I often consult other people’s travel reviews to help choose interesting 
sights. 
I often collect information from travellers’ travel reviews online before 
visiting certain camping places. 
I’m worried if I do not read traveller’s trips from other people online. 
Online travel reviews make me confident to go to these camping places. 
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Respondents whose age is between 25 and 35 years old represent the majority of the 
sample with a percentage of 62.24%, followed by 25.87% of respondents whose ages are 
between 35 and 40 years. 

The majority of respondents are students (52.45%) and employees (23.78%). Middle 
managers represent 16.08%. Executives are only 7.69% of the sample. 

The judgmental sampling method is supposed to be the most appropriate to this 
research because it makes easy access to the respondents by asking campers who 
experienced camping. The data is collected from three camping regions in Nabeul, Beja 
and Bizerte governorates. The data was collected via a questionnaire on a Facebook 
group gathering camping community ‘BENNANI Events’. 

Researchers have also sought advice from an expert in camping activities for over 
seven years. The questionnaire was administered from May 2021 to July 2021. The 
sample size is 143 campers. This number is considered sufficient to perform data analysis 
and to validate our research hypotheses. 

The questionnaire remains a fast and convenient collection tool to obtain the 
necessary information and opinions of respondents (Babin and Attaway, 2000). A 
questionnaire with four sections was designed, section one comprised questions related to 
the construct perceived risk due to COVID-19, the four items were adapted from Wang  
et al. (2020). Section 2 comprises items related to the two dimensions of place 
attachment: place dependence and place identity which are adapted from Ispas et al. 
(2021) study. Section 3 involved items that measure the revisit intention, the scale was 
adapted from Harahap and Dwita (2020) research. Section 4 comprised a set of questions 
which aimed to elicit respondent’s EWOM adapted from the Harahap and Dwita (2020). 
Table 2 shows the constructs measures used in this research paper. 

The questionnaire was administered on the net with campers and the statistical 
method partial least squares are used to test the hypotheses. A study of a sample size of 
143 Tunisian campers, who are used to camp in some specific camping attractions in both 
north and south Tunisia, was conducted. The sample of this study was varied based on 
the gender, income and age. Women represent 23.08% while men represent 76.92% of 
the respondents. Respondents whose age is between 25 and 35 years old represent the 
majority of the sample with a percentage of 62.24%, followed by 25.87% of respondents 
whose ages are between 35 and 40 years. The majority of respondents are students 
(52.45%) and employees (23.78%). Middle managers represent 16.08%. Executives are 
only 7.69% of the sample. 

4 Results 

4.1 Measurement model 

Manifest variables with outer loadings of 0.7 or higher are considered highly satisfactory. 
Loadings which are between 0.4 and 0.7 should be considered for elimination. For the 
variable perceived risk we eliminated the 4th item which had a factor loading of 0.371. 
We removed the 7th item from the place identity. For the place dependence dimension, 
we deleted the 3d and 5th items. 
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The aim of eliminating these indicators is to improve the composite reliability. This 
elimination results on outer loadings for the manifest variables of the conceptual model 
with each indicator depicting loadings above 0.7. These loadings are considered highly 
satisfactory and prove that individual item reliability criterion has successfully been met. 

Table 3 shows both the variables values of Cronbach’s alpha and composite reliability 
which are greater than 0.7 which leads to conclude the validity, the reliability of the test 
as well as the internal consistency reliability. 
Table 3 Construct reliability and validity of the last algorithm 

 Cronbach’s alpha Composite reliability Average variance 
extracted (AVE) 

Perceived risk 0.806 0.712 0.900 
Place dependence 0.755 0.856 0.891 
Place identity 0.812 0.872 0.753 
Intention to revisit 0.825 0.849 0.749 
EWOM 0.831 0.877 0.672 

4.2 Structural and hypothesis testing 

When it comes to T statistics, when T is superior to the critical value (1, 65; 1, 96 and 2, 
57), the coefficient is significant to a certain probability of error (respectively 10%; 5%; 
1%) as mentioned by Hair et al. (2014). 
Table 4 Path coefficients bootstrapping 

 
Original 
sample 

(O) 

Sample 
mean 
(M) 

Standard 
deviation T P 

values 

H1.1 Perceived risk → place dependence 0.236 0.224 0.077 2.826 0.004 
H1.2 Perceived risk → place identity 0.130 0.214 0.097 2.926 0.002 
H2.1 Place dependence → EWOM 0.228 0.235 0.082 2.836 0.000 
H2.2 Place dependence → revisit intention 0.217 0.228 0.098 2.800 0.000 
H3.1 Place identity → EWOM 0.228 0.235 0.082 2.512 0.003 
H3.2 Place identity → revisit intention 0.232 0.285 0.088 2.387 0.002 
H4 Perceived risk → EWOM 0.751 0.737 0.031 17.568 0.000 
H5 Perceived risk → revisit intention 0.342 0.368 0.073 3.892 0.000 

Based on our analysis output in Table 4, all of our T statistics values are greater than 1, 
96. Thus, all of our hypotheses are confirmed and their coefficients are significant to a 
5% probability of error. The greater the T, the more evidence you have that your results 
are significantly concrete and have a lower probability of error, which is exactly what is 
shown in our results. 

Based on our findings, the p-value of all the path coefficients analysed are less than 
0.05 which suggests that the null hypothesis is unlikely to be true. 
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5 Discussion 

This study investigates the relationships between the perceived risk due to COVID-19, 
the place attachment, EWOM and the intention to revisit. 

First, our study incorporated two dimensions of place attachment, which are place 
dependence and place identity. According to Yi et al. (2018), place dependence is 
determined by how the explicit attributes of a destination meet the requirements of the 
tourists. When it comes to camping as a recreational and a leisure activity, some of the 
most important aspects of place dependence are the camping destination and agreeable 
leisure activities at this destination, like camping experiences in national parks. 

On the other hand, place identity refers to the link of tourists’ conscious or 
subconscious inclinations for a certain place or environment (Yi et al., 2018). Place 
identity it’s what motivates the campers to visit or discover the neigh boring natural 
environment and establish an interpersonal connection with one another. 

The findings demonstrate a significant and negative relationship between the 
perceived risk to COVID-19 and place dependence. In fact, the lower the level of risk, the 
higher is the level of dependency of Tunisian campers to their camping places. 

We also demonstrate a significant and negative relationship between the perceived 
risk to COVID-19 and place identity. The lower the level of risk, the higher is the level of 
identification of Tunisian campers to their camping places. 

In the context of the COVID-19 pandemic, based on the perceived risk theory, this 
study takes the standpoint of the ‘person-place’ connection to discuss the mechanism of 
likely campers’ risk perception in the COVID-19 pandemic, we were able to demonstrate 
that the lower the campers risk perception, the stronger the campers’ place attachment 
The conclusion of the study is consistent with that of Wang et al. (2020) and Zheng et al. 
(2019). 

Second, our study validates a significant and a positive relationship between place 
dependence and EWOM and also a significant and a positive relationship between place 
dependence and the intention to revisit. Indeed, the more campers are dependent on a 
place the more their intention to revisit that camp will increase and they are more inclined 
to generate content and online recommendations about their camping experience. 

We also found a significant and positive relationship between place identity and 
EWOM and a significant and a positive relationship between place identity and the 
intention to revisit. The more campers identify with a camp the more their intention to 
revisit will increase and they are more inclined to generate content and online 
recommendations about their camping experience. 

Interestingly, camper’s place attachments have an influence on their EWOM and 
intention to revisit the camp during the outbreak of COVID-19. This means an 
individual’s attachment to a camp will positively affect how much they post contents 
about it on their Facebook and other social media platforms. 

Another interesting result was that the place identity has more significant impact on 
EWOM and intention to revisit the camp than the place dependency. The results illustrate 
systematic and empirical differentiation on dimensions of place attachment; it can be 
explained by the strong environmental values traditionally associated with tourists who 
are fond of this type of recreational activities. 

Last but not least our study confirmed another interesting result related to the 
perceived risk due to COVID-19 outbreak. In fact, a significant and positive relationship 
was found between the perceived risk to COVID-19 and both EWOM and the intention to 
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revisit. Campers who perceive the camp as a safe place will be more inclined to 
recommend it to their peers through digital communications tools and their loyalty 
behaviour will increase as a consequence. 

The findings of this research suggests that place attachment should be regarded as an 
essential factor to stimulate camping travel behavioural intentions. As a result, the finding 
helps fill this gap in camping tourism research and extend our understanding to the 
relation between place attachment, perceived risk to COVID-19, and camping loyalty 
behaviour. 

6 Conclusions 

The pandemic influenced and changed consumption patterns, customers responded to 
COVID-19 challenges by changing the places they visit. In this context, camping was a 
relevant alternative in order to reduce the risk levels due to the pandemic. This research 
aimed at examining the effect of tourists’ perceived risks on their decision-making 
behaviours. It addressed the impact of place attachment on these behaviours including the 
tourists’ loyalty. 

Findings prove that perceived risk due to COVID-19 has a significant negative impact 
on tourists’ attachment to camping attractions. Besides, the latter has a significant 
positive influence on their intention to revisit and their EWOM communication. This 
study contributes to enrich the theoretical foundation of different variables combined in 
the conceptual model, and it suggests several practical recommendations for camping 
project managers. 

6.1 Managerial implications 

Based on the findings of this study, decision makers of camping attractions are advised to 
proactively highlight the local atmosphere and show to what extent it is safe and adapted 
to campers ‘needs, wants and preferences; strengthen the diversity of different activities 
related to the camping place. Additionally, managers need to enhance the comfort, 
hygiene, and safety of campers. 

This would allow campers to appreciate the uniqueness and originality of their 
experience that consequently leads to create a special identity and dependence for the 
camping attraction. 

Such safe and comfortable atmosphere contributes to produce an affective response 
among campers. Thus, improving their memory of the camping experience and 
developing a sense of dependence and identity with it, and further increasing campers 
revisit intention and their word of mouth communications. 

Furthermore, managers can develop their competitive advantage and develop a local 
image about the camping attraction so campers can easily remember about their 
experience and share it with others. Campers can be ambassadors for local camping 
places. 
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6.2 Future research suggestions 

Despite its contributions, this research paper has certain limitations. Although these 
investigated, camping attractions are the most recognised ones in Tunisia. The results 
obtained from this study may not be extendable to other camping attractions in other 
governorates. We suggest that future studies be conducted to expand the investigation to 
different kinds of camping attractions and different regions. This would enlarge our 
knowledge on any differences present across camping places and improve our 
understanding of the dependence and identity people campers form with the camping 
attractions they visit. 

Moreover, our findings present only the relationships between perceived risks due to 
the pandemic, place attachment to camping attractions, revisit intention and EWOM. 
Researchers are advised to consider other variables such as attraction image, tourist 
involvement, past experience, authenticity and satisfaction to shed further light on 
campers’ experiences. 

Besides, a qualitative study may contribute to enrich the findings and deepen our 
understanding of campers’ decisions, their perceptions of risks, their place dependence 
and identity and their experiences. 

Finally, future studies are suggested to include international campers as the sampling 
subjects in order to determine whether there is any difference between Tunisian and 
foreign tourists in this proposed model. 
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