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(2017, p. 448), “Tourism development, as an economic activity, almost always
has a neoliberal planned placemaking agenda. Organic place-making emerges
through individual agency, which if allowed to proceed, will make its imprint
even in a heavily master planned tourism landscape”. An example of placemak-
ing in a tourism context is that of Barcelona (Mansilla & Milano, 2019), which
included new cultural icons and tourist attractions embody so as to symbolise
and communicate the city to outsiders in order to boost the city’s visitor activi-
ties. Indeed, the development and promotion of cultural quarters and precincts or
other special designations of areas of a city are a classic economically focused
placemaking strategy.

An example of place-making is provided by laquinto (2020) with respect to
the role of backpackers and other mobile populations whose individual actions,
as opposed to industry directives, contributed to making places. He found
that ‘[p]laces inhabited by backpackers were in constant flux and ‘co-created’
via practices in conjunction with an array of other phenomena. As backpackers
interacted with one another, other people and the various materials, temporal-
ities and environments that were present’ (Jaquinto, 2020, p. 1). Nevertheless,
more enlightened jurisdictions that focus on the immediate needs of its residents
will often embrace placemaking as a way of improving the quality of life for
local people, while at the same time realising that making a place more attractive
for people to live will also be attractive for mobile populations such as tourists,
migrants, and students. The characteristics of community-driven and bottom-up
form of place making are detailed in Table 1.2.

PPS also come up with a checklist of items that they identify as comprising
a great space (Table 1.3). This is composed of key attributes and the intangibles

Table 1.2 Characteristics of place making

What placemaking should be What place making is not

+ Community-driven + Top-down

»  Visionary *  Reactionary

»  Function before form *  Design-driven

+ Adaptable » A blanket solution or quick fix
+ Inclusive +  Exclusionary

« Focused on creating destinations «  Car-centric

+  Context-specific *  One-size-fits-all

*  Dynamic »  Static

»  Trans-disciplinary » Discipline-driven

+  Transformative *  One-dimensional

+  Flexible *  Dependent on regulatory controls
+  Collaborative » A cost/benefit analysis

»  Sociable »  Project-focused

Source: Project for Public Spaces (2007).



Table 1.3 Project for Public Spaces: What makes a great place?

Attributes Intangibles Measurement Questions
Access & Linkages Continuity Traffic data Can you see the space from a distance? Is its interior visible from the
The accessibility of a place is Proximity Mode splits outside?
judged by its connections to Connected Public transport/ Is there a good connection between the space and the adjacent buildings,
its surroundings, both visual Readable Transit usage or is it surrounded by blank walls? Do occupants of adjacent buildings
and physical. A successful Walkable Pedestrian activity use the space?
public space is easy to get to Convenient Parking usage Can people easily walk to the place? For example, do they have to dart
and througly; it is visible both  Accessible patterns between moving cars to get to the place?
from a distance and up close. Do sidewalks lead to and from the adjacent areas?
The edges of a space are also Does the space function for people with special needs?
important. Do the roads and paths through the space take people where they actually
want to go?
Can people use a variety of transportation options — bus train, car, bicycle
— to reach the place?
Are public transport/transit stops conveniently located next to destinations
such as libraries, post offices, park entrances, etc.?
Comfort & Image Safe Crime statistics Does the place make a good first impression?
Comfort includes perceptions Clean Sanitation rating Are there more women than men?
about safety, cleanliness, Green Building Are there enough places to sit? Are seats conveniently located? Do people
and the availability of places ~ Walkable conditions have a choice of place to sit, either in the sun or shade?
to sit Sittable Environmental Are spaces clean and free of litter? Who is responsible for maintenance?
Spiritual data What do they do? When?
Charming Does the area feel safe? Is there a security presence? If so, what do these
Attractive people do? When are they on duty?
Historic Are people taking pictures? Are there many photo opportunities available?

Do vehicles dominate pedestrian use of the space or prevent them from
easily getting to the space?
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Table 1.4 Examples of Santa Claus related place branding

Country  Location Christmas Material evidence
character/brand of brand
Canada North Pole HOH Santa Claus (In Canada Post receives
OHO (official English); Father more than a million
Canadian Christmas (In letters and emails for
postal code for French) Santa some years.
mail to Santa These are handled by
Claus) volunteers.
Finland Rovaneimi Santa Claus; Santa Claus’ Main
‘Rovaneimi —the Post Office received
Christmas City’, over half a million
‘Christmas visitors and many
capital’ letters each year; also
‘Rovaniemi, home to Santa Park;
Santa’s official Santa Claus Village
hometown’ and other Christmas-

Finland Saariselkd
Finland Turku

Greenland  The North Pole
(Greenland as
gateway)

Iceland Dimmuborgir in
Myvatnssveit

Norway Drabak

Norway Savalen

Sweden Mora (Dalarna)

USA North Pole,
Alaska (near
Fairbanks)

Santa’s Resort
‘Christmas city of
Finland’

Santa Claus

Santa Claus, Yule
Lads

Julenissen
(Christmas ¢lf)
also nisser

Julenissen
(Christmas
¢lf) also nisser
(gnomes)

Santa Claus

“Where the Spirit
of Christmas
lives Year
round”

related attractions,
such as reindeer
burger.

Santa’s Resort

Christmas Street,
festival events

Nuuk has a Santa’s post
office and post box.

Christmas market, Santa
Claus post office,
Santa in residence
from late November

Julehuset (the Christmas
House) (10 months a
year), post office

Santa Street, Santa’s
house and workshop
(seasonal); Santa
Association and
Winter Games

Santa World —
Tomteland opened in
1984

Santa Claus House,

12 m Santa statue,
Santaland RV

Park, Santa’s Suds
Laundromat, street
names, Post Office

Source: After Hall (2008a, 2014a).
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and utilised an intricate network of mahinga kai (customary food gathering
sites) sourcing seafood, eels, birds, and plants and developed traditions,
knowledge, and art to guide future generations (Te Rinanga o Ngai Tahu,
1997).

One of these important mahinga kai is Queenstown, a major interna-
tional and domestic tourism resort, and its surrounding area. This area is a
large and remote region of 8,467 km? (Woods, 2011), rich with birds, fish,
and greenstone (jade) which is used by Maori to make tools, weapons, and
decorative ware. In order to gather these resources for their own use or for
trade Ngai Tahu have been travelling between their costal settlements and
this region seasonally for centuries. Many Ngai Tahu stories and traditions
have developed from this area. However, no Ngai Tahu people have set up
any permanent settlement in this region (Ngai Tahu Tourism, 2020).

As Scottish settlers moved to the South Island of New Zealand in the
1840s (NZ Ministry for Culture and Heritage, n.d.), European and other
migrant settlers have gradually moved into this area with ease, ignorant to
the established and existing Ngai Tahu traditions, and leading to Ngai Tahu
to lose some of its connectivity to the area (Ngai Tahu Tourism, 2020). As
for tourism development, Queenstown has attracted visitors since the 1860s
and has had most of its tourism infrastructure developed since World War
II (Pearce, 1980). In contrast to the fast tourism and population growth in
Queenstown (as well as other tourism destinations in New Zealand)
(Woods, 2011), Maori people are economically marginalised in their own
land. For instance, in 1991, the unemployment rate in the Maori was over
25%, compared to the national average of approximately 10% (Hall,
Mitchell, & Keelan, 1992), while this figure has now dropped substantially,
as of the time of writing the Maori unemployment rate (6.7%) remains well
above the national unemployment rate (Ministry of Business, Innovation &
Employment, 2020). Maori people, Ngai Tahu people in particular, were
largely left out from urban and tourism developments in these areas, despite
their strong genealogical and historical connections to and sense of owner-
ship of these regions. As a result, Queenstown was developed into a
European style tourism destination and resort, namely ‘Adventure Capital
of the World, catering mainly to European tourists with little acknowl-
edgement of its Maori heritage.

For Maori communities, tourism offers labour intensive opportunity that
does not require high technology or large capital or complex skills to par-
ticipate, as well as an industry that recognises the value of hospitality
essential in individual and tribal Maori life (Hall et al., 1992). In addition,
tourism provides Ngai Tahu people to reconnect to areas like Queenstown
which are of significant historical importance and strengthen their genea-
logical bonds to and sense of ownership of these places. Therefore, it is
essential for Maori people to take control of the tourism development
process.
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The Treaty of Waitangi, signed in 1840, is the original agreement of the
reciprocal relationship between the Maori and the pakeha (European settlers),
based upon from which a number of bills and acts were passed to acknowledge
and respect Mdaoritanga (Maori culture, traditions, and way of life) (Hall et al.,
1992). In the Ngai Tahu settlement of 1998, Ngai Tahu received

cultural redress in the form of confirmation of the ability for Ngai
Tahu to express its traditional kaitiaki or guardianship relationship
with the environment, tribal redress, an apology from the Crown,
acknowledgement of the role of Aoraki (Mt Cook) and economic
redress in the form of a payment of $170 million and the ability
to purchase property from the Crown (Ngai Tahu Tourism, 2020).

Ngai Tahu Holdings Ltd. Ngai Tahu Tourism, along with Ngai Tahu Prop-
erty, Ngai Tahu Capital, Ngai Tahu Seafood, and Ngai Tahu Farming ena-
bled iwi to economically and culturally re-establish itself and supported
Ngai Tahu people in their cultural, educational, social, and wellbeing ini-
tiatives by providing a range of resources and tools (Te Riinanga o Ngai
Tahu, 1997). Via its owned five businesses in Queenstown region, Ngai
Tahu Tourism has reconnected Ngdi Tahu community to the Queenstown
area and been a significant contributor and decision maker to the local
community and tourism development. In addition, Ngai Tahu Tourism
has engaged in tourism developments throughout the South Island, most
notably in Kaikoura, world famous for its whale watching. Based on its
cultural and historical relevance, as well as strong sense of ownership of
the place, Ngai Tahu and other Maori communities have become a major
player in retaining Maori heritages in the overall development of tourism
in the South Island and New Zealand.

Indigenous tourism

Unfortunately in many other parts of the world, many indigenous communities
are still marginalised in the tourism development of their own land. For exam-
ple, participation by indigenous communities in tourism planning and develop-
ment in many regions of China is difficult, due to lack of experience in relevant
tourism fields, entrepreneurship, and management, and sometimes low level of
literacy (Wang, Yang, Chen, Yang, & Li, 2010). Under certain circumstances,
local government has to lead the initiatives and compromise in balancing the
interests of foreign investors with great sources and local’s concerns with limited
contribution, which often pushes indigenous groups further away from the deci-
sion-making process (Yang, Wall, & Smith, 2008). On the other hand, tourism
entrepreneurs play a powerful role in ethnic tourism development due to their
business and marketing capabilities and resources. However, most are not mem-
bers of ethnic minorities, and with no sense of belonging to or ownership of the
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well as sense of place, according to Tuan (1991, p. 102), ‘is created through nam-
ing natural features, classifying them in some manner, and telling stories about
them’. One could even argue that human society and civilisations are founded on
stories and narratives, and ‘shared identity, be it regional or national, is based on
the stories that are common to members of the community’ (Valdés, 2004, p. 9).

‘Humans use stories to create homes, develop communities, recall histories,
communicate identities, transmit cultures, and express sense of place’ (Huff,
2006, p. 82). Physical places exist in their aesthetic or behavioural possibili-
ties, but sense of place is created by how a place can connect people in society,
encourage development of place-related social identities, and reinforce cultural
meanings (Shamai, 1991; Stokowski, 2002). Accordingly, language, culture, col-
lectively experienced history, and their derived narratives and stories of a place
shape and sustain the cultural and social values associated with place. However,
an important point to raise here is that narratives and stories do not have to derive
from facts, but can be fictitious. Such fictions have been historically important to
place identity, for example, the founding myth of Rome and the Roman Empire
is connected to the story of the twins Romulus and Remus being suckled by a
she-wolf or John O’Groats the most northerly point in mainland Britain (it’s actu-
ally Dunnet Head). Nevertheless, landscapes acquires symbolic meanings and
resonance once they are embedded in stories and narratives passed on in human
society. In tourism context, these symbolic meanings are transformed into desti-
nation identity and image.

From a cultural point of view, each culture has its unique origin story, associ-
ated with its historical spaces and/or heritages. These cultures also evolve over
time, as more stories and histories are built into'its narratives. Narratives there-
fore demonstrate their significance in the dynamics of sense of place, by linking
the past and the presence of a place. This dynamic nature of narratives connected
to a sense of place, also enables the meanings of a place to be relevant to the
people connected to it.

From a social point of view, stories and narratives assist in building the social
relationships between people within the place, as well as distinguishing locals
(or insiders) from outsiders. These social processes of inclusion and exclusion
along with the place creation reinforce individual and social identities and affect
the formation of collective identities (Relph, 1976). These narratives are also fur-
ther shaped and framed by sense of place. This narrative-sense-of-place iterative
relationship or feedback loop helps strengthen the preservation of cultures within
communities and provides a vehicle for sustaining a culture over generations
through stories and oral histories. Sense of place is therefore individual, as well
as generational, and is created in the interactions between people and physical
places, derived from narratives, and influenced by social interactions. Individuals
and society in return feed their experiences and stories back to the meanings of
the place which evolve over time, as illustrated in Figure 3.1. However, in spite
of its power in the creation of sense of place, the narrative process is only one of
several processes, along with other sensory processes. It does not subsume any
other process (Cross, 2015). The actual experience of a place, specifically the
sounds heard, the colours seen, and the smells smelled, cannot be reduced to any
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performance and an optional tour to sightsee the native plants wildlife such
as kiwis, a flightless bird species only available in New Zealand, guests
will be provided with a hangr, the traditional Miori shared dinner with
guests which usually consists of a mix of pork, chicken, lamb, kumara
(sweet potato), potatoes, cabbage, watercress, salads. and stuffing which
have been cooked under hot coals in the ground.

The narratives on these components of the tour, along with some key
aspects of Maori culture are important, especially to those not familiar
with Maori culture and traditions. Guests will need to learn the rules and
procedures in these rituals, such as no smiling or laughing during a haka,
and make sense of the cultural significance of these rules and procedures
through Maori myths and heritage stories.

Ko Tane Maori Experience: https://www.kotane.co.nz

Different from plain facts and data, stories and narratives work better in being
personally relatable to tourists. A story consists of a beginning, a middle, and an
end, answering questions of who, when, where, how, and what. This structure pre-
vails among all cultures and all age groups. Even in a context of an alien culture
and/or era, one could often easily relate to the point of view of the protagonist in
a story. This enables visitors to transform themselves from their ordinary lives to
extraordinary experiences (Judd, 1995). Listening to place stories, people usually
think narratively rather than argumentatively (Weick, 1995), and establish a dis-
cursive sense of place. This approach is particularly helpful for tourists, who have
to organise often a substantial amount of unfamiliar information about a desti-
nation. Furthermore, in making sense of why and how a destination reaches its
present state, one can find stories more moving and convincing (McKee & Fryer,
2003). For instance, in 16th century, the Mughal emperor Shah Jahan built the
Taj Mahal to house the tomb of his favourite wife, Mumtaz Mabhal, out of love, a
universal human concept reflecting the feeling of personal attachment, passion,
desire, and deep affection that everyone can understand and relate to. Narratives
and storytelling can also be specifically useful in understanding complex matters,
from historical events to works of art.

Storytelling is a powerful device for encouraging co-creation behaviours in
tourism. A proactive tourist who is creative, skilled, and collaborative may engage
more in the narratives, and therefore create values to his/her tourist experience, as
well as others. In the example of Ko Tane Maori Experience, an engaging guest
who responds to the call to the stage, acting as the chief of the visiting group,
joins the performance, and becomes a valued and experienced co-creator to other
guests. Similarly, all guests participating in the learning and performance session
for poi and the haka, as well as all those who join the hangt dinner (meaning
almost everyone), are valued co-creators. Similar to audience who participate in a
magic show, an engaging tourist who participates in the narrative or storytelling,
may make a huge difference to all other tourists’ experiences.


https://www.kotane.co.nz
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Tourism storytelling also unites the physical world and the world of imagina-
tions for a place. On one hand, people live in a reality perceptible to the senses,
which is measured in time and physical distance. On the other, human beings
also rely on an internal, sometime spiritual world, that is based on memories
from the past, expectations and visions of the future, imaginations, and fanta-
sies (Reijnders, 2016). One’s sense of place usually reflects all these dimensions,
including the past, the future, the reality, and the fiction. Specifically relevant to
tourism context, the destination and its attractions play a supporting role in these
fictional stories and narratives, or sometimes are created to fit with the story.
For instance, the ‘Casa di Giulietta’ or ‘Juliet’s House’ in Verona, Italy, a pop-
ular tourism attraction, is the home of one of Shakespeare’s favourite heroines.
However, Juliet is a fictional character in the tragedy Romeo and Juliet, and of
course has never lived in this house. Either way, with the help of these fictions,
a form of topophilia, the love of a place, may occur (Tuan, 1974). This sense of
place based on fiction or imagination is also referred to as a dreamscape (Ehn
& Lofgren, 2010), and a symbolic environment (Meinig, 1979). New Zealand’s
mountain ranges, wild rivers, and grassy fields, for example, are famous for its
setting the scene for mythical narratives, such as from The Lord of the Rings and
The Hobbit movie trilogies (Buchmann, 2006; Reijnders, 2016).

Conclusions

Besides their roles in fostering visitors’ sense of place in the visiting experiences,
narratives and storytelling also constantly modify and influence sense of place
through these visitors” interactions with others outside the places. For instance,
an experienced tourist may tell stories about their trips to their friends and family.
To this extent, these visitors become the homo narrans, rather than recipients of
these narratives. From a marketing point of view, this reflects co-creation in mar-
keting communication. In parallel to various tourism products including tangible
goods and intangible services, stories and narratives of a place become another
key tourism product of this destination. Story building, storytelling, and story lis-
tening represent the production, delivery, and consumption of this product (Bas-
sano et al., 2019). These marketing activities further illustrate the transition from
locals’ sense of place (identity of place), to tourism product providers’ sense of
place (value proposition of place), to tourists’ sense of place (place image), and
finally to potential tourists’ sense of place (place reputation). Unlike other aspects
of a place that are perceived and evaluated differently, narratives of the place are
vital in sustaining a consistent and representative sense of place for all.

Novels, movies, and other forms of narratives clearly drive the creation of a
sense of place, especially for those who have had no direct engagement and inter-
actions to that place, which further attract visitations and mobility. These artifi-
cial narratives and storytelling contribute significantly in creating new cultural
landscapes, interactions between and evolution of society’s external and internal
economic, cultural and social aspects. From a tourism perspective as part of the
development of new understandings of place they also serve to encourage visita-
tion and put a place into the set of potential destinations that a tourist may visit.
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Table 4.1 Aspects of a place that people depend on

Place features Areas Sub-areas

Building aesthetics
Building density
Building volume
Internal practicability
External connections
Positive green areas
Negative green areas
Discretion and civility
Security and tolerance
Sociability and cordiality
School services
Social-care services
Sport services
Socio-cultural activities

Architectural and town-
planning space

Architectural/town-planning

features Organisation of

accessibility and roads

Green areas

Socio-relational features People and social relations

Welfare services

Functional features Recreational services

Context features

Commercial services
Transport services

Pace of life

Environmental health
Upkeep and care

Commercial services
Transport services

Relaxing versus
distressing

Stimulating versus boring
Environmental health
Upkeep and care

Source: Adapted from Bonaiuto et al. (2003).

and considers both residents and visitors as consumers while taking a place as
a brand or product, and explores how certain behaviours can be encouraged for
the development of the place (Kotler & Gertner, 2002). Then topics in contempo-
rary marketing disciplines such as customer engagement, consumer co-creation,
and consumer empowerment are also relevant to contemporary sustainable place
development. For instance, residents may be considered and examined as a spe-
cial group of experienced consumers of the tourism products of a destination
(Dwyer, Chen, & Lee, 2019).

Given their various roles of locals, consumers, stakeholders, and insiders, res-
idents of a tourism destination may grow a unique sense of place with a strong
feeling of ownership and exclusivity, which regulates their perceptions of the
outside world and themselves. An intentional distinction between locals and out-
siders by local residents is not unusual in tourism destinations, and sometimes it
is made even by repeat visitors and second-home owners.

In addition, place dependence implies a mutualistic symbiosis between human-
kind and the place environment. On one hand, people develop their attachment
to place as a result of satisfaction with the residential environment, based on its
various attributes. On the other, individuals and groups act towards maintaining
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the place in a particular manner by providing whatever they need to sustain their
lives within the place. This potentially provides an explanation to situations when
certain group of locals are against any change made to the place. It also explains,
to some extent, local residents’ pro-environmental behaviours, illustrating their
social responsibilities to their attached place.

In a tourism context, researchers have explored residents’ evaluation of benefits
from tourism development, which drive their intention to support tourism devel-
opment in the region. For example, Wang, Shen, and Ye (2020), in an empirical
study in Xijiang Miao Village in China, found that residents’ place dependence
is affected by their perceptions of the economic benefits of tourism development,
and further influences how they will support tourism. This finding may help
explain the variations in residents’ sense of a tourism destination, between those
who directly rely on tourism industries and businesses and those who do not. In
addition, studies on residents’ perceived values of tourism development develop
a theoretically similar framework with those on PEQI, outlining benefits from
economic, cultural, social, environmental, community, and long-term aspects
(Andriotis & Vaughan, 2003; Choi & Sirakaya, 2005; Teye, Sirakaya, & Sénmez,
2002). In contrast to residents in tourism or recreational settings, visitors may
also develop their attachment to place for satisfying their specific recreational
needs such as hiking (Kyle, Graefe, & Manning, 2005).

As for comparative place dependence, people with multiple place experi-
ences often assess the quality of their place of residence in contrast to others. For
instance, Puddifoot (1995) implies comparisons with other places in measuring
residents’ perceptions of the physical distinctiveness of their physical settings.
Lalli (1992) also emphasises the importance of evaluative comparisons in devel-
oping a sense of place. Comparative place dependence is particularly relevant in
tourism and mobility contexts. The population related to a place cannot be sim-
ply divided into a dichotomy between locals and outsiders. There are also long-
term visitors, short-term residents, immigrants, returning residents, second-home
owners, and so on. These groups usually have rich experiences of having lived in
more than one place and which therefore provides comparisons. Based on these
comparisons and evaluations, one may develop attachments to multiple places,
which are then related to each other. For instance, individuals who had multipie
place experiences in their early lives are regarded as being at the risk of confusion
in their sense of place and may experience ‘cultural homelessness’ (Hoersting &
Jenkins, 2011). In a tourism context, temporary resident or long-term repeat vis-
itors may play a coordinating role in connecting local communities and visitors.
For example, Chen, Dwyer, and Firth (2015) found that Chinese students in Aus-
tralia balance their attachments to both Australia and China, which further affects
their behaviours relevant to tourism.

In summary, people’s dependence on place in terms of its resources funda-
mentally shapes the nature of human-place relationships and interactions, and
thus influences the formation of people’s identity related to place. For instance,
the local community of Grand Manan Island in Canada regards fisheries as the
most important local industry for economic and social sustenance, determined
by the natural resources available in the place, which dictates locals’ social life,
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behaviour, and island identity (Marshall & Foster, 2002). This identity creation or
development may be symbolic in one’s social identity, and may also be defined in
terms of legal residence status such as citizenship and voter rights, and may also
become a contributor to a place’s tourism identity (Marshall, 2001; Mair, 2006).

Sense of place and legal residence status

Discussion on sense of place largely depends on the definition and scope of
space. Besides looking into place as a geographical concept, scholars also take
another view of place as a territorialised political entity (Castles & Davidson,
2000; Jacobson, 1996). From a place dependence point of view, legal residence
status implies a means of allocating natural and social resources. For instance, an
important system everybody in China faces is the legal residence registry system,
also known as the Aukou system (Qian & Zhu, 2014), which differentiates the
allocation of public services (Chan & Zhang, 1999; Cheng & Selden, 1994) and
social welfare (Chan, 2009; Wang, 2005; Zhang, 2001).

But even before we discuss the allocation of economic and human capital,
legal residence status indicates a basic level of place dependence, the legal enti-
tlement of living and staying in the place, which is bestowed by citizenship. Cit-
izenship links a sense of belonging to political community and offers ‘a bounded
equality that reflects the historical articulation of national communities’ (Nagel
& Staeheli, 2004, p. 5). Citizenship, in the structure of place dependence, ser-
vices as a legal and cultural framework and a mode of inclusion and incorpo-
ration in society (Walby, 1994; Yuval-Davis, 1997). In this respect, citizenship
strongly indicates an exclusivity, posing a contradiction to people’s individual,
abstract, and universal rights (Baubdck, 1994; Kymlicka, 2001). Modern citizen-
ship accordingly draws a tension between inclusion and exclusion which are of
profound significance for tourism (Coles, 2008; Coles & Hall, 2006).

Joppke (2007) summarises the development of contemporary form of citi-
zenship in three dimensions: status, rights, and identity. In the status and rights
dimension, Joppke (2007) argues the most significant development in the liber-
alisation of access to citizenship is the removal of racial and gender barriers, and
developing a more diversified citizenry along ethnic, racial, and religious lines.
Nevertheless, another form of status discrimination prevails, which lies between
one’s legal status and one’s ability to realise societal rights and privileges (Nagel
& Staeheli, 2004). For instance, immigrants and some other marginalised commu-
nity groups share formal citizenship status and related privileges and rights, but
often feel excluded from dominant sectors of society (Piper, 1998), not to men-
tion being a part of the dominant representations of society (Mitchell, 1997), e.g.
the inclusion of indigenous peoples as part of the contemporary representation of
place, women in fundamentalist faith communities, or Black, Asian and Middle
Eastern (BAME) individuals in many Western societies. Citizenship therefore
can be distinguished between formal citizenship and substantive citizenship.

In addition, in many tourism destinations, the number of visitors is signifi-
cantly larger than that of local population, which leads to inclusion of temporary
legal status in the discussion. For example, Queenstown, New Zealand, receives
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variety and the skill of the maker but also on the unique and often subtle
combination of the characteristics of where it has been grown which, in
turn, can impart a distinctly regional flavour. The French use the term rer-
roir to describe this phenomenon — although it is a concept which is diffi-
cult to translate literally into English, it can be interpreted as referring to
the ‘almost mystical’ combination of all aspects of soil, climate, and land-
scape present in the designated place and region in which wine or other
food product was grown (Halliday, 1998). Terroir ‘lies at the heart of the
French appellation system, built up by a thousand years of practical experi-
ence which has led to a precisely detailed delineation of quality’ (Halliday,
1998, p. 28). However, it is important to recognise that it includes not just
the physical ‘natural” aspects of place but also those elements that have
developed as a result of human activity, i.e. the cultural landscape, includ-
ing how the grapes are grown or what type of milk can be used and the
specific traditions and rules that apply to the production of wine or cheese
in a particular location.

Relph (1976) has also suggested that tourism is fundamentally about the
difference of ‘place’. Clearly a region’s physical elements combine to
define it as a “place’ and contribute to the attractiveness of a destination.
Perhaps not surprisingly then, in a seminal work on wine tourism Hall
(1996) suggested that there is a significant overlap between the elements of
terroir and regional tourism branding in terms of not only the use of geo-
graphical designations but also what contributes to people’s ideas of a
place. Hall (1996, p. 114) argued that ‘there is a direct impact on tourism in
the identification of wine regions because of the inter-relationships that
may exist in the overlap of wine and destination region promotion and the
accompanying set of economic and social linkages’.

Hall and Mitchell (2002) suggest that the notion of terroir can be directly
applied to the tourism destination, and they proposed the term ‘touristic
terroir’ as descriptor for this specific idea of place, which regards the unique
combination of attributes of the tourist region as crucial to the locational or
regional flavour of the tourist experience of place, not the attributes them-
selves. Such attributes may include parts of the natural and/or cultural land-
scapes, the relative accessibility of the region, and/or the specific
infrastructure and resources of a place; however, it is the way in which they
combine that is important for the expression of a tourist terroir.

Arguably, nowhere is this more prevalent than in wine regions, where the
cultural landscape is an expression of a regional culture and identity and
both the wine and tourism industries rely on regional branding for market
leverage and promotion {Hall & Mitchell, 2008). So much so that Hall and
Macionis (1998, p. 199) suggest that

Wine and food can therefore be expressive of a regional culture as well
as a regional environment. Such a relationship is extremely significant
















64 My land provides me all

Table 4.3 Wine tourism, place attachment, and the stages of the travel experience

Stage of travel
experience

Wine experience

Opportunities

Pre-visit to
destination/place
(Anticipation)

Travel to place

Place/destination/
~ on-site visit

Travel from place

Post-visit (place
memories/
recollection and
reminiscence)

Pre-visit to destination

Wine from destination/winery
at home, restaurant or wine
club

Previous experience at winery/
wine region

Previous experience of other
wineries

Promotional material and
advertising for winery/wine
region

Wine en route, e.g. at restaurant
or on transport

Ailrline inflight channels/
in-flight magazine article
on destination that includes
wine

Winescape/Winery experience
» Tasting
= Education/interpretation
» Service
+ Setting
» Activities (e.g. tours)

» Food

e Atmosphere

= Sense of place (gestalt
experience)

Wine at hotel, restaurant or
café in region

Wine en route, €.g. at restaurant
or on transport

Wine from destination/winery

at home, restaurant or wine
club

Souvenirs and photographs

Wine purchased at cellar door
or via mail order, website,
or retail

Anticipation of the next visit

Distribution in main origin
areas

Positive on-site experiences
(past).

Promotional material that
uses place attributes as
well as wine attributes

Wine on airlines or major
stopping points en route

Media promotions

Positive winery experience

Wine in local hotels,
restaurants and cafés.

‘Wine on airlines or major
stopping points en route

Distribution in main origin
areas

Availability of souvenirs

Mail-order newsletter and
website

Source: After Hall and Mitchell (2008).
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product and high levels of service, but they must pay particular attention to the
place setting within which the experience occurs. The identification of reasonably
strong levels of enduring satisfaction further reinforces the need for product and
service delivery to be included in the planning, development, and management of
direct sales venues, such as the cellar door, and the sense of place that the setting
provides, particularly given the impact of enduring satisfaction on purchasing
behaviour over the long term and word-of-mouth. Importantly, every time that a
bottle of wine is opened, or a particular cheese or food item consumed, there is
an opportunity to reinforce the economic value of the initial place experience and
subsequent attachment.

Conclusion

This chapter has discussed the economic sense of place and its connections to
migration, mobility, food, and memory. It initially did this in the context of cit-
izenship and the different privileges that, for many people, provide a reinforce-
ment to place. Indeed, legal residence provides several ways to reinforce place
attachment. The chapter then went on to discuss other forms of economic rela-
tionship to place in terms of food and tourism products. The chapter discussed
how central food is in terms of identity and place attachment. However, it also
noted how the place dimensions of food and wine were also expressly used as
part of the place marketing, branding, and promotion strategies. In so doing the
potential for tourism to take advantage of such place dimensions for the rein-
forcement of place and hence destination attachment was emphasised.
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questions link one to a physical environment and suggest a relevance between an
individual and a social entity. Place identity is a complex concept that needs to
be specified in both self-conception and scope of place. It is an indication of a
sense of belonging, as well as a sense of self, and ranges in scale from dwelling
places to neighbourhoods, communities, regions/states, and even nations (Cuba
& Hummon, 1993).

Following the cognitive self-concept definition, place identity can be speci-
fied with having five functions (Proshansky et al., 1983). First, place identity has
a recognition function, which provides an ‘environmental past’. This serves to
confirm one’s continuity from the past, helping to recall previous memories and
experiences via the attributes of previous places, especially relevant and signifi-
cant when an individual moves from one place to another. This function of place
identity may negatively drive a dissonant feeling with the current environment
and create a dysfunction of the sense of self. In a tourism context, nevertheless,
this dissonance often echoes the motive of escape from routine life and enables
tourists to act in a desired outsider identity and behave in a different fashion.

Second, place identity has a meaning function. Every place has its meanings
and purposes which regulate what should happen in it. One’s place identity is a
source of these meanings, and a group of cognitions linking the past and present.
This enables a person to recognise the physical settings, as well as understand
their purposes. For instance, Dominy (2001) finds that farmers in New Zealand
install meanings of a place into the formation and maintenance of self-identity.
In a tourism context, one could quickly create a sense of a hiking resort, and link
this meaning and function of that resort to a personal hobby, and further build
this place into part of their personal identity. Through this process, a visitor trans-
forms from a repeat tourist/consumer to an experienced new ‘local’.

The recognition and meaning functions of place identity build the foundation
of making sense of a place and often lead to the function of expressing oneself.
For instance, Ting-Toomey (2015) in her work on identity negotiation theory
states that place identity is a common tool for communicating the self in particu-
lar interaction situations within a cultural context. From the example above, this
means that the repeat tourist and consumer of a hiking resort can utilise the place
as an instrument to meet a specific need that corresponds to their specific tastes.

As emphasised throughout this book, places are constantly changing and thus
people need to mediate changes to cope with new realities. This is fulfilled by a
mediating function of place identity with respect to the skills of environmental
understanding, competence, and control. This means that one is able to detect
changes in a familiar environment and grasp what needs to be done to mediate
the person—environment discrepancies, as a ‘local’, based on a strong identifica-
tion of the place. Following this logic, the relevance between place identity and
behaviours such as pro-environmental behaviours can be established (Dresner,
Handelman, Braun, & Rollwagen-Bollens, 2015; Scannell & Gifford, 2010).

The last function is anxiety and defence function. Place identity serves to
define, maintain, and protect one’s self-identity in a spatial setting. It can also
signal threat or danger that may accommodate any anxiety and defence. For
instance, if someone feels uncomfortable in a certain physical environment, he
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civilisation with the majority of people strongly attached to the land (Lee,
1978), unless pressured by population increase (Pei, Zhang, & Lee, 2016).
After entering a different place, people often introduced themselves in the
order of places of origin first, followed by names. For instance, a famous
military general who lived during the late Eastern Han dynasty, Zhao Yun,
always introduced himself as Changshan, Zhao Zilong (Besio, 2012), Here,
Zilong is his courtesy name, while Changshan is Zhao’s hometown, reassur-
ing his place identity. Through exhibiting one’s association and affiliation
with a place, an individual’s personality and virtues can be implied, avoiding
potential confusions in relatively describing one’s social and physical image.
Similarly, national identities in contemporary world have widely been applied
to indicate collective cultural values and personalities (Hussain, 2019; Neill
& Waring, 2019).

The relative nature of place identity is especially relevant in the contexts of
migration and ethnicity. Immigrants’ personal and social identities are refined
by the circumstances of the places they belong to and from where particular
beliefs and values function as boundary markers (Brockhall & Liu, 2011).
These markers provide instruments to define and determine situations of
inclusion and exclusion. Everyone may have to go through an identity recon-
firmation or rejection, or a bicultural or multicultural identity construction, in
order to adapt to new physical, cultural, and social environments. In reality,
and especially in a mobile world, this is often a continuous process of inter-
acting with the sense of place as part of the process of cultural acceptance
and coherence (Huang, 2011). For example, in the context of cultural identity,
including ethnicity, a specific language, culture, religion, nationality, and a
shared heritage are often retained in order to maintain a mode of identity and
a symbol of belonging (Song, 2003). Whether on purpose or not, an individ-
ual’s place identity may be reinforced by external factors, such as the social
environment or even seeing a programme on television, that remind them of
their origin and sense of belonging. For example, an immigrant usually faces
awkward social situations, such as being asked the question ‘where are you
Srom?’. After answering with the place this individual currently resides in, a
follow-up question is often addressed as: ‘Where are you originally from?’
This sort of social interaction reminds migrants of their ethnicities and their
different belongings, but especially their place identities associated with other
places. Therefore, from this logic, one’s place identity is fluid, not only in
time but also in terms of social contexts.

As for people who have lived in multiple places, they very much likely develop
multiple place identities, or have no clear place identity at all. Hoersting and Jen-
kins (2011) find evidence that individuals who have encountered multiple cultural
frameworks in their early lives are at the risk of ‘cultural homelessness’. Mobility
at a later age, on the other hand, does not necessarily undermine place identity,
since people are generally able to personalise a place to enable the construction
of a coherent sense of personal place identity (Rowles, 1983). One could thus
say that for some people mobility between communities and regions may even
enhance the identifications with those places.
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their guests and reduce their stress level, in spite of these guests often fac-
ing totally unfamiliar exotic natural and social environments. However,
whenever required, these Chinese students can utilise their local knowl-
edge and identity to help reduce social distance with locals.

Be that as it may, multiple place identity may bring in certain challenges.
A major issue is that the outsider identity may attract racism attacks. For
instance, the 2020 outbreak of COVID-19 has generated global conversa-
tions in which racist discourses are shaped and perpetuated towards certain
groups such as those perceived to be of Chinese ethnicity and outbound
Chinese students (Yu, Li, Yu, He, & Zhou, 2020). In Christchurch, New Zealand,
a Chinese photographer was assaulted in public on the first day of COVID-
19 Alert Level 3 (Sherwood, 2020). This individual has lived in New
Zealand for many years, who considers himself as a kiwi, but was believed
to be assaulted racially motivated. Moreover, since early 2020, Chinese
travellers’ mental well-being has been threatened and compromised to an
extent, due to potential verbal and physical attacks due to their place and
racial identities (Zheng, Goh, & Wen, 2020). However, it is important to
recognise that such issues are often contextual and represent the problems
ethnic and student minorities face in many countries. For example, African
migrants and students faced widespread racism over COVID-19 in China
(Pai, 2020). Indeed, what is remarkable with COVID-19 is the way that it
has exposed the history of racism and ‘cleanliness’ in a number of coun-
tries in terms of attitudes towards ethnic minorities, and while COVID-19
may be new, ‘xenophobia has been intertwined with public health dis-
course for a very long time’ (Burton, 2020).

Place identity in tourism

Upon understanding place identity, its nature, and its complexity, it is worthy
investigating its role in tourism context. From the residents’ point of view, place
identity is important in creating a sense of being insiders and exclusivity. Place
identity strengthens one’s sense of ownership of and responsibilities to the place,
and further drives place-related behaviours, such as pro-environmental behav-
iours (Dresner et al.,, 2015; Dwyer et al., 2019; Halpenny, 2010; Meloni, Fornara,
& Carrus, 2019). In tourism marketing and destination branding, place identity
is also found to influence destination brand-building behaviours, such as active
participation in tourism development (Chen & Dwyer, 2018), different types of
word-of-mouth (Chen et al., 2014b, 2018), and intention to recommend (Chen
et al., 2015). For example, the involvement of residents in strategic destination
planning and policymaking is usually regarded as essential for sustainable tour-
ism development, and the positive role of residents’ place identity affects atti-
tudes towards tourism (Chen, Wang, & Xu, 2017; Gu & Ryan, 2008; Wang &
Chen, 2015).
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that active engagement with the landscape is inherent to and inextricable from
the practice of religion (Allison, 2019). Through religion people express love
for nature, often called topophilia or love of a landscape (Tuan, 1972). As out-
lined earlier, the basis of many religions is the relationship between humanity and
God and that of humans and nature. For example, the pan-Himalayan countries
(e.g., Nepal, Tibet, and Bhutan), which have a strong influence of Buddhism,
Hinduism, and Taoism, tend to see the landscape as lively and animated, full of
protector deities, and local spirits that are perceived to inhabit various features
of the landscape (Allison, 2019). For example, local spiritual beliefs related to
the landscape are prized as central to the cultural identity of the Kingdom in
Bhutan (Allison, 2019). As a consequence, rivers, mountains, lakes, and ponds
are given special symbolic meaning as protectors of the Kingdom. Religious
places are more than just mere beliefs and affect, they are also location for behav-
iours, including worship, offerings, giving alms, and bathing (Ruback, Pandey, &
Kohli, 2008). These authors use the exarmple of the Sangam (the confluence of the
Ganges and Yamuna rivers) in Allahabad, India, which is a popular pilgrimage
site known as Prayag, as an example to illustrate how sacred places are endowed
with different material, social, and symbolic aspects, and thus contribute to iden-
tity formation.

Religion endows places (natural landscapes and man-made) with symbolic
meanings, which not only help to differentiate them from ordinary spaces, but
through their geography, design, or architectural aesthetics can have the capac-
ity to foster attachment, devotion, spirituality, and a ‘worldview’ (Mazumdar
& Mazumdar, 2004). From the perspective of sacred spaces, Mazumdar and
Mazumdar (1993) examined the interconnectedness of religion, identity, and
place attachment. Their research suggests that place attachment and identity
emerge from the ways religious rituals connect people to places and how religious
settings become places for socialisation that connect people to religion. While
Proshansky (1978) tends to describe self-identity as a singular concept, Mazum-
dar and Mazumdar (1993) argue that self-identity is composed of the spiritual
self and a religious self. The spiritual self and identity are intimately connected
to the religious self and identity (Mazumdar & Mazumdar, 1993). In their work,
these authors recognise that place attachment can emerge from religious spaces
within the home (e.g., prayer rooms, religious statues, and altars) and through
attachment to religious architecture (e.g., temples and churches). Other facets of
place attachment can be related to religious cities and locations (e.g., Canterbury,
Jerusalem, Vrindavan, and Mecca, and/or their natural surroundings). The exam-
ple from Box 6.1 illustrates some of these different forms of attachment by exam-
ining the significance of the lake, Ganga Taloa, in Mauritius for the celebration
of the Maha Shivaratree festival.

In a later study, Mazumdar and Mazumdar (2004) propose a multifaceted
model of religion and place attachment, whereby the place (physical characteris-
tics and qualities), religious socialisation in the place, and individual or collective
attachment can explain how religion affects place attachment. According to this
model, a person’s connection to place is not solely reliant on the qualities of
place but also on the learning process associated with religious socialisation. This
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being kept at home but also because gods, spirits, and ancestors are wor-
shipped at home and objects such as prayer rooms, pictures of Gods and
Goddesses on the walls, statues, and sacred icons are all part of practising
Hinduism and celebrating Hindu festivals. Therefore, the festival not only
serves to connect pilgrims to God but also to home and the natural environ-
ment. In this way, place attachment develops for Ganga Taloa.

religious learning through priests, educators, and peers can play an important role
in identity formation through teaching prayers, performing religious rituals, tell-
ing religious stories, and through personal experience with religious places. This
study places greater recognition on the evolving identities and roles of pilgrims,
their experiences and interactions with pilgrimage sites, in shaping religious and
self-identity of individuals. While the majority of studies examine sense of place
in relation to religious sites (physical characteristics), material nature can also
play a role in the religious experience with objects, e.g., souvenirs, holy water
and pieces of the sacred ground, allowing for the performance of rituals and
expressions of beliefs (Terzidou, 2020). Material objects are a significant part of
Christianity, Buddhism, and Hinduism, where ritual objects can have a profound
religious effect. Through use of religious objects, self-identity is affirmed that dif-
ferentiates its owners from others and protects the person from unforeseen events
(Terzidou, 2020), and therefore can contribute to sense of place as much as the
physical characteristics of place.

Religious belief systems may transcend attachment to any particular place
(Counted & Watts, 2017), which has led researchers to also examine the relation-
ship between the concept of religiosity and sense of place. Religiosity can be con-
ceptualised as the degree of one’s belief in God and a commitment to follow the
principles set by God (Bhuian et al., 2018). Given that religious significance and
the relative devotion of pilgrims can to some extent be used as surrogates of their
identities (Belhassen et al., 2008; Della Dora, 2012), the relationship between
place identity, place dependence, attachment, and religiosity has been investi-
gated in a fragmented way, with no consensus on whether religiosity affects all
of these concepts and to what extent. Nevertheless, religiosity has intrinsic and
extrinsic dimensions. The former refers to the religious orientation of a person
where he/she engages in religion and its practices for achievement of internal
goals related to the religious traditions and practices themselves. The latter refers
to the religious orientation of people for achieving their own personal goals (All-
port, 1966). Individuals with intrinsic religiosity tend to view religion as the ulti-
mate end in itself while those with extrinsic religiosity tend to view religion as
an instrument to achieve certain goals (Allport, 1966). Therefore, there may be
differences in the way these two types of religiosity influence place attachment
and place identity. For example, whether an individual values physical charac-
teristics of place and therefore engages in protective behaviours about that place
may be related more to intrinsic rather than extrinsic religiosity. Religiosity has
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outside of the conventional religious symbolisms associated with places of pil-
grimage (Collins-Kreiner, 2010). The spiritual encounter (felt or imagined), the
feeling or sense of revelation, can be tied to the site or place without any reli-
gious connotations (Hall, 2006a; Nilsson & Tesfahuney, 2016). Traditional defi-
nitions of spirituality have become fragmented as they become linked to secular
overtones (Sharpley, 2009), which implies a drive towards being located within
religion but also distancing from religion (Stausberg, 2014). The spiritual realm
assumes that the environment has symbolic and affective properties and is an
important vessel for cultivating identity and values (Ruback et al., 2008). Group
experiences and activities occurring in spiritual places (e.g., Stonehenge) also
acquire social meaning (Ruback et al., 2008). Before the advent of Christianity,
many pagan religions were centred on the recognition of the divine in nature
and a strong awareness of the natural world and the power of the divine in the -
ongoing cycle of life and death (BBC, 2002). Research on traditional societies in
Africa and South America confirms that local people and spiritual cosmology are
mutually constitutive, where local people’s belief and sacrifice for the spiritual
realm perpetuates its existence, while the spiritual cosmology shapes local iden-
tities and creates a unique sense of place and interaction with the environment
(Golden, 2014). One form of this spirituality is how communities view their rela-
tionship with the land. For Mdori, land not only gives but also shapes identity
(see Chapter 2). Local people can treat land as both productive in its utility and
also as a space of spiritual communion and moral structure (Golden, 2014). The
spirit world, therefore, requires local people’s belief in them to them to perpetuate
their existence. In return, the spiritual world’s benevolence furthers humanity’s
success, and more broadly, structures local identities as intimately connected to
their environment and the spiritual world it houses (Golden, 2014).

As described above, human interactions with the environment is a source of
spirituality and this relationship has received some aftention in the literature
(Golden, 2014). Others offer insights into how spirituality affects sense of place
(Counted, 2019; Counted & Watts, 2017). On one hand, the expression of attach-
ment to the divine in certain places among different groups has been documented
(Counted & Zock, 2019), thereby suggesting that sense of place fosters spirit-
uality. On the other, the search for individual spiritual experiences can change
the meaning of places by shifting place identity. Places traditionally associated
with religion can gradually shift from a place whose meaning is tied primarily
to a collective religious identity into one that is fleeting, porous, and personal
or individualised (Nilsson & Tesfahuney, 2016). Tourists walking the Camino
de Santiago de Compostella without any religious obligations still do so in the
hope that they will find some kind of meaning from the experience (Norman
& Pokorny, 2017). These self-described pilgrims can also make pilgrimages to
non-religious sites such as memorials and other sites of loss, heritage sites, parks,
and landforms, and to other places that hold particular importance to them as an
individual (Di Giovine & Choe, 2019). Repeat walking pilgrims, however, are
primarily motivated by spirituality (Amaro et al., 2018). These pilgrims seem
to be seeking partly new experiences related to nature (Amaro et al., 2018; Kim
et al., 2020a). Such influences can diminish the associated religious meanings
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be understood from a cultural approach examining pilgrimage and tourism as
modern practices in a post-modern world (Duran-Séanchez et al., 2018). Another
approach is to consider tourism as a contemporary spiritual journey (Sharpley,
2009). This recognises that religious tourism has evolved beyond pilgrimage to
encompass the meaningfulness of a destination (Kim et al., 2020a). This implies a
cross over with spiritual tourism and mindfulness (Choe & O’Regan, 2020). The
term spiritual tourism has no universally accepted definition, it arguably com-
prises of travel by participants who are seeking a range of desirable outcomes,
religious or non-religious, where the underlying motive guiding the travel is the
yearning for challenge, visceral, intellectual, transcendent, and transformative
experiences (Cheer et al., 2017).

Irrespective of the approach used by scholars, religious or spiritual tourism
epitomises an emotion laden travel, encountering places, landscapes, and mate-
rial objects that can activate the five senses in an attempt to move into new realms
that entail a connection with God, the spiritual, non-human, and also the unknown.
For example, through bodily contact with religious objects, sacredness can be
experienced and collected through feelings of awe and serenity (Terzidou, 2020).
Also, as discussed earlier landscapes can become vessels for both religious and
spiritual experiences. Della Dora (2012) highlights that the wilderness and the
holy share two main similarities. First they both have affective attributes which
can cause wonder, awe, and surprise as well as generate inner clam and serenity.
Second, they both evoke the separation from the ordinary against which they are
defined (Della Dora, 2012). It is perhaps therefore no surprise that some of the
early travel to national parks in the United States was inspired by literature and
images that spoke of the early park experience in spiritual terms (Hall & Frost,
2009). In a study of pilgrims to Mount Athos and Meteora in Greece, Della Dora
(2012) highlights the importance of the landscape to experiences of pilgrims at
both sites. While some tourists visit spiritual landscapes which may or may not
be associated with religion (e.g., the Santiago de Compostela pilgrimage), others
visit sites which have cultural connections to ancient civilisations (e.g., Macchu
Picchu), or may be the original homeland of First Nations (e.g., Native American
Indian or Aboriginal landscapes). Pilgrimage tourism spaces, therefore, become
open-ended spaces where place identity and meaning are being continuously
reworked (Nilsson & Tesfahuney, 2016). In tourism studies on spiritual experi-
ences, though sense of place is not often examined explicitly, there is an implicit
assumption that spiritual tourism fosters sense of place. For example, Sharpley
and Jepson (2011) found that rural tourism can be a vessel for spirituality and
from this experience tourists obtain a sense of place.

It is not surprising that religious tourism has also been discussed in terms
of spirituality rather than religious motivation and actions in recent years
(Collins-Kreiner, 2020). Different types of tourists are motivated to travel to reli-
gious or spiritual destinations by a quest for spiritual well-being, enlightenment,
knowledge, and social relationships (Collins-Kreiner, 2020). Spiritual tourism
has been popularised by Hollywood movies such as Eat Pray Love and tourism
imaginaries about particular people and places. Destinations such as Ubud in Bali
have become a sacred landscape and act as a ‘faithscape’, which embodies not
only tangible geographical features but also their intangible spiritual elements
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(Singh, 2006). This confirms that sense of place can also emerge from the feel-
ings of well-being that can be enhanced through contact with natural landscapes.
However, spiritual tourism has tended to be portrayed as a reflexive well-being
intervention driven by the sense that some aspecis of everyday life need improv-
ing (Norman & Pokorny, 2017). Spiritual pilgrims tend to, however, distance
themselves from the traditional religiosity inherent to pilgrimage (Cheer et al.,
2017). Emphasis is placed in spiritual travel on flexible and negotiable individual
and social identities (Olsen & Wilkinson, 2016). This implies shifting and evolv-
ing identities of both the spiritual and religious tourists, recognising that there are
different pathways for experiencing spirituality through travel and encounter with
people and landscapes. The motivations that guide such travels are subjective and
dependent on imaginary boundaries (Della Dora, 2012). Spiritual tourists through
exploring pilgrimage sites and engaging in reflective activities pursue their own
sense of meaning, purpose, and identity (Norman & Pokorny, 2017). This implies
that place identity and place attachment are the result of reflective practices.

Secular pilgrimage

The concept of secular pilgrimages has appeared to emphasise journeys to
non-religious sacred sites that may have spiritual significance. These emerge to
provide a more granular and holistic understanding of the relationship between
tourism, religion, and spiritnality (Hall, 2006a; Kirillova, 2019). According to
some authors, we live in post-secular times in which faith, religion, spiritual-
ity, and mindfulness are reclaiming secularised spaces of modemity (Nilsson &
Tesfahuney, 2016). There is an overshadowing of sacred places and traditional
pilgrimage destinations by spiritual journeys (Olsen & Timothy, 2006). This
implies that the blurred boundary between official sacred space and secular space
is not simply relegated to scholars, but is implicated in complex discourses and
practices of travellers, hosts, and multiple stakeholders (Di Giovine & Choe,
2019). Post-secularism can be seen as a new religiosity that individualises faith
and spirituality (Nilsson & Tesfahuney, 2016). Post-secular religiosity focuses on
individual, private, faith, and practice (Ziebertz & Riegel, 2010). It has more to
do with questions of existence, meaning, fulfilment, and well-being, rather than
faith sanctioned by the expectations and obligations of institutionalised religion
(Nilsson & Tesfahuney, 2016; Ziebertz & Riegel, 2010). It is clear that spiritual
tourism contributes to debates on the nature and meaning of human existence and
that existential thought and faith are not mutually exclusive (Kirillova, 2019).
There are several examples of tourism products such as wellness retreats that
offer ‘transformative’ experiences meant to challenge the tourist worldview, help
solving personal dilemmas, or simply to (re)discover oneself (Kirillova & Lehto,
2015). For example, Prayag et al. (2015) elaborate on the experiences of tourists
consuming ayahuasca in so-called spiritual retreats and the transformative expe-
riences that follow. They highlight that such experiences are very much depend-
ent on expectations, the shaman performing the rituals and the motives visiting
the retreat (Prayag et al., 2016). Yet, little research focus on existentialism in the
areas of tourism and religion, which are typically centred on pilgrimage experi-
ences (Kirillova, 2019) and its connectivity to place and being.
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identity and place dependence in relation to both the ‘new’ (settled place) and
‘old’ place (place of origin). From a tourism perspective, the tourism flows from
the ‘new’ to the ‘old’ place through the lens of diaspora tourism or visiting friends
and relatives (VFR) and the ensuing implications for tourist behaviour and the
tourism industry are highlighted.

Both migration and disasters can alter the sense of place but changes to the
natural environment can precipitate both disasters and migration. The impacts
of environmental change on sense of place can be sudden (e.g., fires, storms,
and flood), continuous, and incremental (e.g., average temperature increases as a
result of anthropogenic climate change). The last section of this chapter examines
how sense of place is related to environmental change by considering, specifi-
cally, the relationship between sense of place and climate change. In studies on
environmental change, place attachment has been shown to act both as a barrier
to transformative adaptation and motivation for action (Jeffers, 2019). The conse-
quences of environmental change not only have implications on residents’ sense
of place but also that of tourists. Thus, changing landscapes, climate and weather
patterns, and disappearing native species can affect destination attractiveness and
sustainability. Next, the dynamic nature of sense of place in relation to different
scales of change is discussed.

The dynamic nature of sense of place

Places are constantly changing, evolving, and stabilising, which leads to people
having different perceptions of and attachment to places. This dynamic nature
of place and its corresponding effect on sense of place and place attachment has
already been considered in previous chapters (see Chapters 2 and 3). However, as
a dynamic concept sense of place implies an ever changing relationship between
place and the environment. Although sense of place is a concept that usually
has positive connotations, the inherent dynamism that embodies the concept is
neither always positive nor confers only benefits to individuals and communities.
This is because of the shifting meaning and physical characteristics of places,
which can not only signal progress, achievement, and stability but may also sig-
nify decay, destruction, and instability due to disasters, migration, and economic
and environmental change. People can distance themselves from a place as a
result of negative experiences and memories due to, for example, civil conflict or
forced migration (Shamai, 2018) and disasters (Chamlee-Wright & Storr, 2009;
Cox & Perry, 2011). In this way, a negative sense of place emerges. Experiences
of displacement can also lead to feelings of helplessness because people feel
that they have been stripped of their agency (McKinzie, 2019). As a result, sense
of place becomes fuzzy and detachment from the place can ensue. While there
is dynamism inherent in a place reinventing itself following a major negative
event, whether or not a sense of place retains its original meaning hinges upon
how place-related changes are portrayed and managed. For example, people’s
routines and customary ways of thinking are disrupted when disasters strike (Hall
et al., 2016). Faced with uncertainty and the threat of the collapse of the meaning
of place itself as well as its relationship to self, people are inclined to examine
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place—environment relationships for sense-making (Stein, 2004). Sense-making is
essential for survival post-disaster (Stein, 2004) and for place to retain its identity
and meaning for individuals and communities requires that the disaster recovery
process is imagined and managed in a way that is inclusive of community expec-
tations (Gurney et al., 2017). However, as Jeffers (2019) points out, sense of place
as a boundary concept in such circumstances revolves around decision-making
processes that are centred on communities, while this may facilitate the evalua-
tion of new approaches to hazard management and climate change adaptation, it
also poses significant challenges to change place (Jeffers, 2019). People can resist
changes that have potentially the ability to modify sense of place both in relation
to physical characteristics and social relationships in a place.

Sense of place and sudden changes as a result of disaster

Sense of place has a complex relationship with different stages of a disaster. This
relationship certainly requires more research (Bonaiuto et al., 2016; DeYoung &
Peters, 2016). Nonetheless, one common thread that emerges from existing studies
that cover a wide range of disasters, including earthquakes, floods, and oil spill, is
that disasters can alter sense of place for individuals and communities drastically.
Through concepts of place attachment, place identity, place dependence, sense of
place, and belongingness, existing research shows that place-based relationships
influence disaster preparedness, recovery, and resilience (Bonaiuto et al., 2016).
Sense of place can enhance community preparedness for hazard events (Mishra
et al., 2010). Research on this relationship shows that self-efficacy of individuals
and their sense of community can have a positive influence on disaster prepared-
ness (DeYoung & Peters, 2016). A distinction should be made between perceived
and actual preparedness (Kirschenbaum, 2002). In this, the notion of risk is also
important, given that risk perceptions affect both perceived and actual preparedness
(Paton et al., 2000). In fact individuals and communities may have different levels
of awareness of hazards and hazard anxiety, which influence outcome expectancy
as well as self-efficacy in relation to the hazard event (Paton, 2003). Place attach-
ment, for example, can negatively impact disaster preparedness or even acknowl-
edgement of the risk of natural hazards (Adie, 2020). Bonaiuto et al.’s (2016)
review of literature on place attachment and natural hazard risk shows that both
positive and negative relationships exist between place attachment and risk coping.
Strongly attached individuals perceive natural environment risks but underestimate
their impact and tend to be unwilling to relocate in the face of such risks but are
more likely to return to risky areas after a disaster.

Though, place attachment has an effect on disaster risk awareness and miti-
gation behaviours (Miceli, Sotgiu, & Settanni, 2008), it must be recognised that
there are other multi-layered influences on disaster preparedness ranging from
internal factors (psychological), external factors (peers and neighbours), and
contextual factors (community self-efficacy) (Mclvor et al., 2009). Some com-
munities and households are more capable of dealing with hazard events and the
associated disparate outcomes due to the amount of physical and social resources
they have access to for disaster preparedness (Norris et al., 2008). Preparedness
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had to be renegotiated (Cloke & Conradson, 2018). Not only impacting
sense of place, the Canterbury earthquakes also disrupted the imaginaries
that had previously informed many individual and collective narratives of
the city as a genteel, neo-gothic, English settler city, with significant cul-
tural and landscape attractions (Cupples & Glynn, 2009). What was pro-
moted in tourism terms as ‘the garden city’. The damage and subsequent
demolition of 1200 buildings in the city centre forced significant changes
to existing patterns of urban mobility and interactions (Cloke & Conradson,
2018). The planned redevelopment of Christchurch city centre is a classic
case of top-down place making (Amore & Hall, 2016, 2017). In parallel,
several transitional organisations have emerged post-quake to curate sites
and spaces for shared action, for promoting social reconnection and creat-
ing an aesthetically connected buzz to bring back residents to the city
(Cloke & Conradson, 2018). This highlights the importance of social capi-
tal post-disaster for a community to regain their sense of place. This case
study therefore examines how the servicescape can contribute to interna-
tional visitors making sense of the city post-quake.

Introduced by Booms and Bitner (1981, p. 38; cf. Hall, 2008b), the idea
of servicescape has been conceptualised as ‘the environment in which the
service is assembled and in which the seller and customer interact, com-
bined with tangible commodities that facilitate performance or communi-
cation of the service’. Initially characterised as aspects of a firm’s
environment, servicescapes are conceptualised as organisationally control-
lable physical stimuli that enable firms to influence customer perceptions
and satisfaction with the provided service. Bitner (1992) extended the
definition of servicescape into three environmental dimensions, namely
(1) ambient conditions (e.g., temperature, air quality, noise, music, odour),
(2) spatial layout and functionality (e.g., layout, equipment, furnishing),
and (3) signs, symbols, and artefacts (e.g., signage, personal artefacts, style
of décor). The total configuration of these physical elements constitutes the
servicescape (Finsterwalder & Hall, 2016; Tombs et al., 2017). Following
a disaster, all three aspects of the environment can be impacted in a nega-
tive way. For example, the destruction of buildings can alter the spatial
layout and functionality of an entire city. As others have suggested, the loss
of manmade and natural markers as well as the psychological disruptions
related to loss of home, place, and identity can lead to disorientation for
individuals (Cox & Perry, 2011). This is where the servicescapes can facili-
tate reorientation and familiarise residents and tourists with place-based
changes following a disaster. Servicescape can be designed and reimagined
to influence cognitive, emotional, and physiological responses to increase
the desire to approach and reduce behaviours focused on avoiding a par-
ticular service setting (Tombs & McColl-Kennedy, 2003; Tombs et al.,
2017). However, very little attention has been paid to exploring the tempo-
ral dimension in connection with servicescapes (Finsterwalder & Hall,
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experiences (Li, McKercher, & Chan, 2020), tourism flows due to migration
(Provenzano, 2020), and migrant identity, and travel behaviour (Yankholmes
& McKercher, 2020). In this strand of research, tourist behaviour is examined
under the lens of diaspora tourism, roots tourism, or VFR (visiting friends and
relatives) tourism (Huang, King, & Suntikul, 2017). More importantly, migrant
tourist behaviour is portrayed generally as a positive behaviour by focusing
on the economic and social value of the tourism activities they undertake. The
third strand examines the role of tourism sites in facilitating migrant adaptation
to the new environment or as a way to reverse migration trends. For example,
tourist sites of global importance have been shown to reverse city migration
and bring positive social change (Buckley et al., 2020). Less clear in each of
these strands is how sense of place informs these tourism activities, practices,
and behaviours.

In the broader literature on sense of place and migration, on the one hand,
migrants return home or to their ancestral lands because of a strong sense of
place related to ideas of origin, identity, kinship, custom, health, and prosperity
(Myat Thu, 2020). This informs some of the migrant tourist behaviour studies.
On the other, the broader literature examines whether migrants feel a sense of
belonging or attachment to their ‘new’ country and communities. This relates
to broader ideas of assimilation and multiculturalism and can be linked to the
migrant adaptation studies in tourism. For example, Wu and So (2020) investi-
gated whether sense of belonging of immigrants (national belonging) to Canada
improves when ethno-racial heritage belonging (ethnic belonging) is stronger.
They found that increases in ethnic belonging significantly predicted increases
in national belonging for both ethno-racial minorities and Caucasians. Beyond
attachments to landscape and values, migrants return home also for reasons
related to spirituality and well-being given that maintaining family ties can be
associated with ancestral protection (Myat Thu, 2020). Motivations, experiences,
and understandings of ‘return’ to origin places are highly personal, gendered, and
generational with these return mobilities demonstrating often the agency, adapt-
ability, and resilience of conflict-affected populations (Myat Thu, 2020). Clark
and Lisowski (2019) also highlight the importance of examining the intersecting
roles of place attachment, risk aversion, and social capital in decision-making
models of mobility.

Still others look at migration from rural to urban areas within a country and
the corresponding sense of place effects. This can have implications for the way
domestic tourism is represented and marketed to such migrants. For example, Husa
and Morse (2020) found that those who grew up in America’s rural areas have a
different set of values and social as well as place-based attachments compared to
their urban peers. This attachment seems to emanate from the landscape, culture
and hospitality, general contentment with living in a rural area, family connections,
and the desire to raise children in such an environment. Therefore, value-based
marketing appeals for tourism products can potentially work for this segment. A
longitudinal study of urban-rural migrants within Norway showed that well-being
and place attachment are key factors influencing the decision to stay in or leave the
countryside. The study pinpoints to the importance of social contacts, materialities,









106 You don't know what you've got until it’s gone!

and motivating behaviour change (Devine-Wright, 2013). In particular, place
identity and place attachment are increasingly recognised as contributing to the
understanding of human responses to environmental change. Differences in sense
of place can lead to individuals to react differently to potential environmental
threats to their communities (Kaltenborn, 1998). Place attachment can engender
pro-environmental behaviours (Zhang, Zhang, Zhang, & Cheng, 2014). It can
also increase advocacy for mitigating climate change impacts on national parks
and increase willingness to engage in climate friendly behaviour at such parks
(Groshong et al., 2020). Evidence of the importance of place attachment as a
means for engaging visitors in climate-related actions both with and beyond a
destination exists (Groshong et al., 2020).

Albrecht (2005) uses the term ‘solastalgia’ to describe feelings of distress
and anger experienced by people who had lost their solace and place attachment
towards their home and territory because of environmental degradation, includ-
ing climate change and its effects on human security in a tourism context (Hall,
2015). For example, Marshall et al. (2019) attempt to understand whether degra-
dation to places and threats to ecosystems affect the meaning and well-being of
different groups (e.g., residents, tourists, fishers, and tourism operators) in rela-
tion to coral bleaching and mortality at the Great Barrier Reef in Australia. They
argue that individuals experience ecological grief, similar to solastalgia, if they
ascribe meanings or intrinsic values (such as aesthetic, scientific, or biodiver-
sity-based values) to the place and that such meanings are centred on concepts
such as place attachment, place identity, lifestyle dependence, place-based pride,
and the derived well-being. The findings of the study show that ‘Reef Grief” is
closely and positively associated with place meanings for resident and tourist
populations, having significant implications for how individuals and populations
experience ecosystem decline and loss within places that are meaningful to them
(Marshall et al., 2019).

The literature converges around the importance of sense of place and place
attachment in tackling issues related to climate change (Singh et al., 2020). For
example, studies on place attachment and climate change adaptation have taken
two approaches of either examining how place attachment can be a motivator for
adaptation behaviours or how place attachment becomes a barrier to transformative
adaption (Clarke, Murphy, & Lorenzoni, 2018). Devine-Wright et al. (2015) show
the importance of different scales of attachment (global vs. local) in determining
whether individuals are more likely to attribute climate change to anthropogenic
causes or not. Unless a place is significantly disrupted by climate impacts, resi-
dents are often not willing to adopt behaviours that can mitigate these impacts as
shown in the studies of Hall (2006b) in terms of flood events in New Zealand and
Clarke et al. (2016) in relation to flood risk in Ireland. Clarke et al. (2016) found
that transformative strategies failed to materialise because of socio-cultural values
related to place attachment and identity, institutional reliance on technical expertise,
which fails to look beyond traditional technocratic approaches, and institutional
regulatory approaches. By analysing attitudes and adaptation to climate change in
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Conclusion

This chapter highlights sense of place as a dynamic concept that changes and
evolves as a result of place-based changes. In particular, the influence of three
types of changes is examined (sudden, continuous, and incremental). These
changes can not only change the physical characteristics of place but also contrib-
ute to redefine the socially constructed meaning of place for different groups. As
such, notions of place identity and place dependence for different groups (locals
and tourists) cannot been seen as static but rather as fluid concepts that evolve
as a result of disasters, migration patterns, and environmental change. Sense of
place is not only affect laden but this affect can be negative due to perceived
impacts of change on place. The chapter shows that sense of place has a sig-
nificant role to play in disaster preparedness and recovery but can also induce
migration. Likewise, migration can be seen as searching for sense of place in
an adopted country but also as seeking rootedness through travels to homeland.
Though environmental change can precipitate both disasters and migration, it is
clear that sense of place can act both as a motivator for and barrier to adaptation
for individuals and communities to such changes.
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sense of place (Paiva, 2015). This is particularly relevant to the online gaming
world; dependence on the gaming environment can inform self-identity and give
meaning to actions and behaviours in the real world. Thus, despite these stud-
ies not examining what determines sense of place in VEs, it seems that beyond
telepresence, social presence, enjoyment, aesthetic and symbolic qualities, and
addictiveness can contribute to a sense of place. In particular, addictiveness may
be related to place dependence, while social presence would contribute to the
social bonding aspect of place attachment.

While the previous discussion centres on the user immersing in the online
environment to derive meaning, the online environment can also be designed
to engage players in physical activities at real-life locations (e.g. Pokémon Go).
Specifically, AR games such as Pokémon Go show that such experiences can
transcend the virtual, spatial, social, and physical worlds (Clark & Clark, 2016).
AR is a type of VR (Guttentag, 2010). By connecting the real world with aug-
mented reality games, for example, can heighten the interactive and immersive
experience, enabling more meaningful experiences (Wang & Hsieh, 2020).
Location-based AR game characteristics that facilitate player’s enjoyment can
contribute to place attachment to physical locations (Wang & Hsieh, 2020). This
is because co-presence in the real location augments the meaning derived from
the online environment where the majority of the experience happens. Co-pres-
ence can be defined as the feeling of being together with another person in either
a virtual or physical space (Slater et al., 2000). Co-presence has largely been
used to understand social interactions with remote users in VR (Wang & Hsieh,
2020). By shifting co-presence to both the simulated virtual word and real world,
the sense of spatial presence is heightened. This blend of the physical and the
fictional world simultaneously (Wang & Hsieh, 2020) epitomises the blurring of
boundaries between reality and VR. Box 8.1 illustrates how sense of place in VR
can increase pro-environmental behaviours.

Sense of place and attachment to virtual worlds by tourists

The sense of ‘being there’ provided by VR (Steuer, 1992) has expanded tourists’
information search behaviours, travel experiences, and post-travel behaviours
(Guttentag, 2010; Yung et al., 2020). Tourists can now explore tourism destinations
from inside their home and walk through a hotel room before deciding whether
to book it. Travel agencies can use VR to create the ‘illusion of non-mediation’
(Lombard & Ditton, 1997) and immerse their customers into places they dream
of visiting. Tourists may interpret information delivered through AR and VR as
the information ‘obtained from their own direct experience’ (Klein, 2003, p. 42).
AR applications are becoming more valuable for the tourism industry as they
can increase social awareness of the immediate surroundings and allow tourists
to gain a deeper knowledge of place (Martinez-Grafia et al., 2013). In AR while
observing real place, tourists can observe virtual objects overlaid on the real place
usually through interactivity based on their own smartphones, tablets, and digi-
tal camera, see through displays, and spatial augmented reality (Loureiro et al.,
2020), thereby enhancing the quality and authenticity of the experience. VR is
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identity (Ghani et al., 2019). This implies a strong person—avatar connection that
leads to identity formation not only with the avatar but also the VE in which those
interactions happen.

Perhaps the most researched area where sense of place has been shown to
emerge from VR and AR experiences is in the field of heritage tourism. VR and
AR can be used for heritage preservation (Guttentag, 2010; Liang & Elliot, 2020;
Yung & Khoo-Lattimore, 2019). There is a recognition in the broader heritage
experience literature that digital technology can support sense of place. This sense
of place can emerge from the ‘physical’ attributes of the environment assessed
through the user’s site context, architecture, graphical fidelity, and soundscape
(Ghani et al., 2019). Digital representations of cultural heritage sites, monuments,
and buildings are commonly developed as interactive VEs, VR modelling lan-
guage and high dynamic range imaging, or 3D walkthroughs (Ghani et al., 2019).
In this virtual heritage environment sense of place has been linked to the ‘pres-
ence’ research domain (Ghani etal., 2019). As Malpas (2008) asserts, the loss of a
sense of place and the object threatens a loss of sense of place of the subject, and
with it, a loss of the proper sense of heritage. For example, virtual simulations of
prehistoric landscapes are essentially forms of constructed space, which draws on
aspects of the actual physical space of the present and the imagined space of the
past. They can illuminate what is now imperceptible, contextualise what is now
isolated and incongruous, and provide a means of connecting with people and
cultures from which we are separated by thousands of years (Falconer, 2017).
These experiences can deliver better learning and knowledge about historical and
cultural heritage places among visitors (Ghani et al., 2019), and foster sense of
place.

Within heritage environments (Falconer, 2017), there are several ways to use
virtual technologies to create a sense of place for visitors. For example, Sequeira
and Morgado (2013) identify four different ways in which VW platforms can be
used for archaeology and heritage design experiences: First, environments can be
created, including landscapes and communities to take on their own value over
time and become ‘historical’ sites, imbued with their own cultural significance;
second, reconstructive virtual archaeology, where physical world heritage sites
can be simulated within the VW so that users can understand the physical config-
uration; third, virtual museums which replicate artefacts and/or visual images of
real world artefacts; fourth, interactive virtual archaeology where users interact
with the environment and each other by, for example, having avatars interact-
ing with the reconstructed space (Falconer, 2017; Sequeira & Morgado, 2013).
In VE, heritage-related meaning can be transferred from past memories, present
memories, real place preferences, emotions, own culture, and heritage (Ghani
et al., 2019), having implications for place identity and place dependence. Lin
et al. (2020b) suggest that VR might lead to other forms of more sustainable
travel such as slow travel for heritage destinations. Their findings indicate that
VR is a very useful tool for encouraging respondents to travel to in a slower and
more intensely observational manner, significantly arousing their sense of nostal-
gia and leading to a strong intention to actually slow travel to the destination in
reality (Lin et al., 2020b). These examples highlight how VR and AR can be used
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to build a sense of place and also how to promote a destination or site to augment
the reality of the experience or to immerse the visitor in a new and completely
challenging tourism experience.

Conclusion

This chapter argues that sense of place can emerge from VEs through immersion,
presence, flow, and social interactions, among others. Virtual spaces compete with
actual places in providing meaning to users. In this way, the difference between
reality and VR is blurring. The increasing number of users in VWs and the dras-
tic changes in the external environment (e.g., COVID-19, economic recession,
terrorist attacks, and disasters) are purportedly tilting human kind towards VWs
where they can seemingly enjoy a safe, meaningful, and fulfilling experience,
including tourism experience. As others have suggested, VR conveys a sense of
escapism to the user (Beck et al., 2019; Guttentag, 2010). Tourism studies have
focused primarily on the positive contributions of VR to tourism through tourist
education, information provision, heritage management, gamification and desti-
nation marketing, among others (Beck et al., 2019; Guttentag, 2010; Tussyadiah
et al., 2018; Yung & Khoo-Lattimore, 2019) and argued that virtual spaces enable
users’ enjoyment, build a sense of community, and the confidence of users (Laing
et al., 2009). However, the negative facets of virtual spaces related to how they
can exacerbate anxiety of users, increase ambiguity and confusion between ‘real’
and ‘not real’ (Laing et al., 2009), lead to cognitive overload and attention dis-
traction (Suh & Prophet, 2018), as well as encourage loneliness and alienation
(Laing et al., 2009) remain sparsely discussed in both the broader VR literature
and tourism literatures. Whether VR tourism will replace actual travel and the
authenticity of VR experiences remain hotly debated (Guttentag, 2010), with
COVID-19 potentially further reigniting this debate. Nevertheless, the existing
evidence suggests that immersion, presence, and flow are, for example, neces-
sary but not sufficient for fostering a sense of place. This broad range of cogni-
tive reactions must be accompanied by affective ones (e.g., enjoyment, fun and
other positive/negative emotions) (Suh & Prophet, 2018) for place attachment
to develop in VWs. Adaptation of both cognitive and affective attributes of VEs
will be necessary for the optimal application of VR as a tourism tool (Yung &
Khoo-Lattimore, 2019).
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of human beings, which is about living in separation from your innermost
essence, a condition that Sufi poetry describes as the root of all human pain
and suffering.

Exile is therefore a form of existential homelessness which may be temporary or,
in some cases, become a permanent condition. While such a condition, together
with wider feelings of estrangement and displacement, is clearly associated with
refugees, migrants, and the members of diasporas (Ahmed, 1999; Brothers &
Lewis, 2012; O’Neill & Spybey, 2003; see also Chapters 2 and 5), we should also
ask to what extent are they also attached to the highly mobile and the expatriate.
To what extant does travel and mobility lead people to lose a sense of home and
place and become alienated and homeless? (D’Andrea, 2006; Labrador, 2002;
Ralph, 2009). For example, Whitehead (2017) drew on 48 personal narratives
professionals who had moved internationally more than once to examine how the
notion of home is manifested as part of the life of the transnational professional.
His findings revealed contradictory references to a sense of homelessness, which
in the work context was perceived as ideal, but in the personal sphere was found
to generate negative feelings of self-alienation. Although much of the world is
still essentially sedentary, the growing mobility of some and the hypermobility
of a minority does highlight how the notion of home as a single location with
static roots is beginning to fall apart with corresponding implications for how we
understand sense of place and tourism’s role in the manufacturing of place.
Akey research issue, and which was partly touched on in the opening chapters
of this book, is how can place be constructed in a way in which feelings of home
and senses of place are strengthened and reinforced for those who experience
place. Cancellieri (2017, p. 49) writes that ‘the ideas of placelessness and detach-
ment from place ... conceals the human necessity to constantly create new senses
of home and new home-making practices’. He argues that people, in his study
migrants, ‘produce “home” by imbuing domestic spaces with their own memory
and meaning and creating public and collective spaces characterised by “homely
relations™ (Cancellieri, 2017, p. 49). For example, Zittoun (2020) comments:

Families that move every couple of years for professional reasons, sometimes
called ‘expats’, have complex and rich experiences of geographical mobility.
Their children have often lived in five or six countries across two or more
continents. These families develop strategies to maintain a stable sense of
home, or family, across place. They invent family rituals, recreate the same
living room with familiar pictures and ornaments, and some build a ‘life in a
box” for their children, containing the few toys and objects that follow them
everywhere. It’s similar for people in long trajectories of migration, such as
asylum seekers arriving in Europe, who might have to sleep every night in a
new shelter. Some build small objects to place around their bunks, to create
a minimal home — an imagination of a stable place. Hence, when people’s
geographical mobility is too high and threatens their own sense of continuity,
they use their imagination to create a more stable lifeworld.
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As aresult, home needs to be regarded not as a romanticised, fixed, and bounded
place, but as ‘a plural and conflictual field of action that can support social exclu-
sion but can also open new interconnections and possibilities of peoples’ empow-
erment’ (Cancellieri, 2017, p. 49).

Undoubtedly, Cancellieri (2017) is correct in arguing that people produce
home. However, at the same time we need to ask what are the material conditions
that help produce place. A key theme of this book, and a concern of this last
chapter with respect to its absence, is that even with increased mobility place(s)
continues to be a basic part of the construction of a person and their relational
self. As Hoey (2010, p. 237) observes,

a sense of place, understood as manifest in personal attachment to real and
imagined elements of particularity in place, which individuals understand
as ‘local character,” may support people in their ability to form lasting
autobiographical accounts, expressions of individual ‘character’ critical to
personhood.

In terms of how placemaking may be achieved, Arefi and Triantafillou (2005)
argue that four ontological constructs of place need to be attended to in plan-
ning and design: as a set of visual attributes, product, process, and meaning
(Table 9.1).

Importantly, the role of tourism in placemaking needs greater consideration
(Lew, 2017) so that the placemaking process and the senses of place that are
created become more meaningful for residents, workers, and visitors (Arefi,
2014). Therefore, a major research challenge is for tourism planning and design
to examine the different ways in which senses of place are created and the eco-
nomic and social implications of such place relationships understood.

An additional dimension of placemaking which is becoming increasingly
important in the tourism context is that of the construction of virtual (online)

Table 9.1 Ontological constructs of place in design and planning

Ontology Related concepts and theories

Place as a set of visual Image, scapes, picturesque, syntax, visual excitement,

attributes legibility, understanding, contradiction/complexity,
iconography, visual layering, chaos

Place as product Architectural typology and archetypes, new urbanism,
morphology, experience economy, staged sets, city as
theme park

Place as process Uneven development, political economy of place, social,
and cultural production of place

Place as meaning Sense of place, sacred and the profane, mythical and real

place, betweenness of place, phenomenology, territoriality,
livability, non-places, virtual place, imaginary place

Source: After Arefi and Triantafiliou (2005).
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places and place relations. Virtnalisation is the act of creating a virtual version
of something and can both ‘real’ and ‘imagined’ places. Relph (2007) highlights
that the mutual interaction between ‘real” and virtual places will lead to people’s
experiences of real places being changed. As Chapter 8 emphasised, the experi-
ence of virtual tourism worlds and their contribution to senses of place will be
profound. However, the implications of this remain unknown and are potentially
evolving over time as the virtual world becomes more commonplace and ubig-
uitous. Undoubtedly, virtual place experiences can be invaluable for conveying
a sense of ‘pastness’, as in highlighting what has been lost or can no longer be
seen in terms of heritage (Holtorf, 2013). Devine (2017), for example, argues that
‘time-based virtual heritage supports richer virtual heritage places, both phenom-
enologically and culturally, and that these in turn offer engaging, affective and
memorable experiences creating learning opportunities for the general public’.
However, we do not really understand the effects that this may have on accepting
such changes to heritage or on how it influences travel behaviours with respect to
the desire to engage in ‘authentic’ experiences. For example, the capacity to uti-
lise augmented and virtual technologies in walking around places clearly affects
the nature of engagement with place. As gardening author Monty Don has stated

whenever he is in a city, “the thing I notice most — and what shocks me most
— is how many people are walking along with headphones in, looking at a
phone”. He suggested, quite reasonably, that such sensory deprivation might
be damaging. “They’re not noticing anything at all — the weather, the sky,
any other sounds. And that has to be bad for you”.

(quoted in Nicholson, 2020)

Therefore, while e-tourism and smart tourism is often touted by academics, des-
tination managers, policy makers, and businesses as the future of tourism, there
is insufficient consideration of what the implications of virtual and augmented
technologies are for place and associated relationships.

As noted above, virtual technologies can act to substitute what has been lost
at a destination — its ‘pastness’. What may become an increasingly important
consideration is the extent to which such technologies may serve to show not just
long-lost heritage and landscapes but also these which have been lost in the very
recent past or are disappearing in the present. Such coverage can include heritage
buildings and locations (Seyfi & Hall, 2020), such as destroyed monuments or
streetscapes, but can also include representations of landscapes and species lost
to environmental change, particularly as the result of global heating. However,
we do not know what the effects of such initiatives might be on how place is seen
as well as the effects on behaviours. Chapter 7 described how strong senses of
place can influence the adoption of pro-environmental behaviours. The impact
of increased use of virtual and augmented technologies in place promotion and
narratives on behaviours remains unknown.

Finally, with respect to the changing nature of places and hence sense of place,
the impact of local and global environmental change will be profound on how
places are perceived and what places are actually like. Feelings of solastalgia, the
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behaviour unless we also understand the range of influences on an individual’s
path through life and their relationship to the different places they experience.

Therefore, the study of sense of place and place attachment in a tourism con-
text highlights the need for a more gestalt perspective of tourism and traveling
which also suggests the need to examine what happens in the spiritual life and
experiences of people in their home environment as this must also inform their
travel behaviours, even if sometimes in unconscious ways. From such a per-
spective, notions of religion or the sacred and the secular, or spirituality and the
secular, should not be seen as opposites and are instead highly permeable and
intermeshed concepts.

The idea of journeying is therefore extremely important as it implies travel
from one place to another. Furthermore, as Iyer (1999, p. vii) observes,

every journey is a question of sorts, and the best journeys for me are the ones
in which every answer opens onto deeper and more searching questions.
Every traveler is on a quest of sorts, but the pilgrim stands out because his
every step is a leap of faith.

However, journeying may take several forms. [deally, the journey makes us more
experienced people if not better people as it is a process of learning, of social rela-
tions, and conscious connections with places that serves to encourage reflection
on life, our values, and our ethics. Indeed, the very notion of pilgrimage is apt
for those who leave the security of traditional mono-theistic religions that have
a God independent of man as the word ‘pilgrim’ comes from Latin, per agrum:
one who leaves the security of village and road and walks ‘through the fields’
(Cheer, 2000). This is not to say that all travel is continually consciously seen as
a spiritual pilgrimage. Even the most ardent religious pilgrims have difficulty in
concentrating on the spiritual rather than the secular and the banal over the entire
course of their journey while different pilgrims are also seeking different things
from the same route or sacred space.

To engage with place and the significance of its meaning and its role in iden-
tity and attachment is to become aware that all life is a journey in which we are
‘essentially traveling deeper into faith and doubt at the same time: deeper into
complexity’ (Iyer, 1999, pp. viii~ix). No step on a trip or place you stop is ever
wasted. Being aware of the nature and importance of place, and the relationality
between places and tourists is therefore integral to the development of a more
conscious and aware tourism and traveller. Such journeys and engagement with
places can be undertaken on foot and sometime vicariously, they are invariably
taken, to varying degrees, with others — for which we should always be grateful.
Yet the important thing is that the journey is taken.
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