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Summary

The aim of the paper is to analyse different perspectives of place brand attach-
ment derived from marketing, psychology, and brand equity in order to fully under-
stand the meaning and role attachment plays in place branding. The author conducts 
a systematic review of the possible perspectives of place attachment together with 
the methodological approaches and findings of respective researches. The present-
ed research results suggest that place attachment should be understood from sev-
eral angles as each adds important insight into the subject. In addition, attachment 
best reflects destination brand equity and it is its most important source. Therefore, 
destination managers should devote more attention to brand attachment, applying 
to this end relevant strategies and tools. 
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Introduction

While in literature on the subject loyalty is identified as one of the major driving forces 
behind the new era of marketing (Brodie et al. 1997), an analysis and exploration of this 
phenomenon is relatively new in research into the existing tourist destinations (Pike 2010, 
Konecnik and Gartner 2007), and further places. The authors of some of the studies on 
tourism are of an opinion that identification and an understanding of the factors affecting 
increased tourists’ loyalty provide valuable information for place managers (Flavian et al. 
2001). This is because the results of many works show that one of the best destination strate-
gies is boosting tourists’ loyalty; the suggestion is that maintaining the existing sight-seers 
is much more desirable and less expensive than looking for and attracting new tourists (see: 
Um et al. 2006). As Baker and Crompton (2000) claim, there is a strong relation in the tourist 
industry between the consumers’ loyalty and profits while many destinations are dependent 
on tourists’ repeated visits (cited in: Gitelson and Crompton 1984). Similarly, taking into ac-
count the group of residents, one can assume that those attached to a place of residency will 
deliver more benefits to this place as well as to its brand (Florek 2011). 

Despite this opinions, there is a lack of discussion in the literature about how to un-
derstand the attachment in the case of destination brands, which would help academics to 
elaborate on the concept further, and as a result, to equip managers with relevant approaches 
and tools to support place attachment as well as with adequate measures.
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6 FOCUS ON DESTINATION BRAND ATTACHMENT...

Loyalty – insights from marketing

The first definitions of consumers’ loyalty which appeared in the 1950s referred to it as 
the resultant of the frequency of purchases (Petrick 2004). Therefore, the definitions revolved 
around the very fact of purchasing a specific brand and the repeatability of its purchase (behav-
ioural loyalty) and disregarded the reasons why a specific brand has been chosen. Sometimes, 
when choosing a brand, consumers follow their habits, the price or availability, to name a few. 
If any of the aforementioned motivations changes (the price goes up or the delivery schedule is 
disrupted), consumers will choose a different brand to satisfy their needs. 

The behavioural perspective caused many problems with the conceptualisation and the 
measurement of loyalty. As Oliver (1999) concluded, as a loyalty indicator, consistent pur-

Therefore the aim of the paper is to investigate different perspectives of destination brand 
attachment derived from marketing, psychology and brand equity as relatively new approach 
to destination brand management. 

The rationale of the paper lies in the fact that destination branding as multidisciplinary 
domain should make use of existing disciplines, and in this particular context (destination 
brand attachment), marketing, psychology and branding perspectives are the most relevant, 
with destination brand equity in particular that offers the insight from “brand as assets” 
(Aaker and Keller 1990) perspective (Figure 1).

Figure 1
Destination brand attachment – theoretical sources

Source: own compilation.
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MAGDALENA FLOREK 7

chases may prove of little importance because of accidental purchases or preference for con-
venience. Therefore, the other approach takes into consideration the competitive aspect and 
the consumer’s psychological involvement in purchasing a specific brand (Li and Petrick 
2007) (attitudinal loyalty). By choosing a brand, a loyal consumer should be aware of its 
advantage over the competitive brands and should have an amicable attitude to it. In this 
approach, brand loyalty is defined as a regular (rather than accidental) behaviour response 
(purchase) expressed in a period of time by the decision makers with respect to one or 
more alternative brands. Loyalty is therefore a function of psychological decision-making 
(Mowen 1987, p. 185). 

Ultimately, the majority of research relates to both: the behavioural dimension and the 
dimension of the attitude to a brand; Dick and Basu (2004) referred to it as “composite brand 
loyalty”.

Opperman (2000) suggests that loyalty to a tourist destination should be examined in 
long-terms, from the point of view of lifelong behaviour. In this way, behavioural loyalty 
may be applied as a good predictor of the future choices of destinations. Whereas attitude 
loyalty discusses an individual’s attitude towards a destination. Anyone with a positive at-
titude to a tourist destination may recommend it and speak highly about it (Gartner 1993). 
While this aspect of loyalty proves to be extremely important, both interpretations of loyalty 
should be included into a comprehensive measurement (Konecnik and Gartner 2007, p. 406).

The behavioural aspect of loyalty is typically measured with reference to the number of 
repeated visits (Fakeye and Crompton 1991). Attitude-related loyalty takes into account an 
individual’s attitude (the affective component) towards a destination’s attributes which may 
further impact the individual’s intention to revisit (Bigné et al. 2001) or to recommend the 
place to others, chiefly friends and relatives (Oppermann 2000; Bigné et al. 2001; Petrick 
2004). This may also lead to a positive effect of word-of-mouth (Konecnik and Gartner 
2007).

Among the various methods of measuring both aspects of loyalty, several researchers 
have included “emotional attachment” or “commitment” referred to as warm feelings for 
a brand supplier or a sense of belonging to a company or its brands (Baloglu 2002). Hence 
Oliver (1999, p. 34) defined brand loyalty as “a deeply held commitment to rebuy or re-
patronize a preferred product/service consistently in the future, thereby causing repetitive 
same-brand or same brand-set purchasing, despite situational influences and marketing ef-
forts having the potential to cause switching behaviour” (Oliver 1999, p. 34). Emotional 
references are also seen in psychology which serves as another source to understand the 
destination attachment phenomena. 

Attachment – the psychological perspective 

Along with loyalty which has its roots in marketing, the environmental psychology is an 
important basis for analysis in the context of destinations as dealing with “place attachment”. 
Only some works on place marketing mention a possible relation between attracting and 
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8 FOCUS ON DESTINATION BRAND ATTACHMENT...

retaining the locals and the level of place loyalty (Florek 2011), while a number of surveys 
are carried out in the environmental psychology (Guiliani and Feldman 1993; Hidalgo and 
Hernandez 2001). 

Bowlby (1984, p. 371) differentiates between loyalty and attachment-related behaviour. 
Attachment is defined as a case when somebody is “strongly disposed to seek proximity 
to and contact with a specific figure, and to do so in certain situations, notably when he is 
frightened, tired or ill”. Bowlby further explained that attachment-related behaviour is about 
various forms of behaviour in which we get involved in order to gain and/or maintain close-
ness. 

In the environmental psychology ‘place’ is one of the core concepts, understood as ‘space 
endowed with meaning’ (Relph 1976; Low and Altman 1992; Lewicka 2008). Place has been 
defined here as “immediate environment of one’s lived body – an arena of action that is at 
once physical and historical, social and cultural” (Casey 2001, p. 683). Proust pointed out 
that “the essence of a place can be compressed into a single sensation, which, being reawak-
ened, can bring the place back to us in its full vivacity” (Casey 2001, p. 688). 

The majority of views stress that development of emotional bonds with places is a pre-
requisite of psychological balance, good adjustment, sense of stability and involvement in 
local activities (Rowles 1990; Hay 1998; Brown et al. 2003). In this light place attachment 
has been defined as “the affective link that people establish with specific settings, where they 
tend to remain and where they feel comfortable and safe” (Hernandez et al. 2007, p. 310). 

Among the bonds people establish with their surroundings, the concept of place iden-
tity has received considerable research attention (Pretty et al. 2003, Wester-Herber 2004). 
Place is seen as a fundamental component of personal identity (Hernandez et al. 2007,  
p. 311) and as a means to distinguish oneself from others and to build positive self-esteem 
(Twigger-Ross and Uzzell 1996, p. 208). Place identity can be thus defined as the process by 
which, through interaction with places, people describe themselves in terms of belonging to 
a specific place (Stedman 2002, p. 561). There are strong relations identified between place 
attachment and identity since as Low and Altman (1992, p. 10) state “place attachment may 
contribute to the formation, maintenance, and preservation of the identity of a person, group, 
or culture. And, it may also be that place attachment plays a role in fostering individual, 
group, and cultural self-esteem, self-worth, and self-pride”.

When analysing place attachment in the context of environmental psychology, the fol-
lowing factors can be mentioned as those affecting attachment: demographic (foremost the 
length of residence), social (social ties in residence place), physical (features of the place, 
e.g. historic v. modern architecture) and symbolic (meanings given to a place) (Stedman 
2003). Different variables may influence the degree of loyalty including the number of rela-
tions in a community, ownership of a house, a mortgage etc. (Hernandez et al. 2007). While 
an individual may feel attached to many places with various features, this attachment should 
be attributed to, among other things, mobility, the duration of residence, shared meanings 
and a sense of social belonging (Hay 1998). 
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Place attachment is also seen to be beneficial for the neighbourhood (Lewicka 2005,  
p. 381). Many studies demonstrate that place attachment contributes to civic activity, in the 
form of sustainable behaviour (Guardia and Pol 2002), ecological behaviours (Vorkinn and 
Riese 2001) or reactions to encroachment of one’s territory (Brown et al. 2003). Consequently, 
place attachment serves both the individual and larger community. Frequently, people who 
no longer live in a place are regarded more attached to it (Hernandez et al. 2007). Ironically, 
the possibility to move about and travel may tighten human relations with the places of their 
residence (Lewicka 2005, p. 382). 

Attachment to a place, place identity, the sense of place and dependence on it are exam-
ples of human bonds with a place which are frequently discussed in literature on the subject 
but the debate about how these bonds should be interpreted or measured has not been con-
cluded.

Place attachment in the environmental psychology is considered as being built up of three 
components: affective, cognitive and behavioural (Jörgensen and Stedman 2001, Low and 
Altman 1992). The most frequently measured is the emotional component and numerous 
place attachment scales were constructed for this purpose. Lewicka (2008) for example sug-
gests the Likert scale (1 – definitely disagree through 5 – definitely agree), where respond-
ents evaluate statements reflecting attitudes towards the place of residence: 1) I know the 
place very well, 2) I defend it when somebody criticizes it, (3) I miss it when I am not here, 
(4) I don’t like this place, (5) I feel secure here, (6) I am proud of this place, (7) It is a part 
of myself, (8) I have no influence on its affairs, (9) I want to be involved in what is going 
on here, (10) I leave this place with pleasure, (11) I would not like to move out from here,  
(12) I am rooted here. 

Researchers have adopted various approaches in order to measure place or destination at-
tachment. While a majority of the research comes from environmental psychology (Hidalgo 
and Hernandez 2001, Raymond et al. 2010), the remaining solutions are related to geography 
(Brown and Raymond 2007; Stedman 2006), tourism (Gross and Brown 2006) as well as 
leisure tourism (Williams and Roggenbuck 1990; Klatenborn 1997).

Destination attachment – brand equity context

In the literature the key sources of brand equity usually incorporate two dimensions: 
perceptual (measured by means of brand awareness, brand associations, brand image, per-
ceived quality, etc) and behavioural (operationalized as brand loyalty, willingness to pay 
a premium, recommendations, etc). For example Keller’s (1993) customer-based brand eq-
uity is based on the customer’s high level of awareness and familiarity with the brand and 
strong, favourable, and unique brand associations in memory. Aaker (2000), on the other 
hand, lists brand awareness, perceived quality, brand associations and brand loyalty as brand 
equity dimensions. According to Faircloth et al. (2001) brand equity is a behaviourally ori-
ented construct influenced by a consumer’s image and attitude of the behaviour’s object. 
Also Leuthesser (1988) and Srivastava and Shocker (1991) understand brand equity as the 
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10 FOCUS ON DESTINATION BRAND ATTACHMENT...

set of associations or attitudes and behaviour patterns. On the contrary, Lassar et al. (1995) 
argue behaviour is a consequence of brand equity understood as of perceptual character thus 
only perceptual elements should be considered. Kim et al. (2003) in their study on effect of 
consumer-based brand equity on firms’ financial performance follow Aaker’s approach and 
included brand loyalty next to perceptual dimensions arguing that ‘brand loyalty as a com-
ponent of consumer-based equity comes from the importance of customer satisfaction in 
developing the brand’ (p. 339). 

In their research into the place brand equity, various authors have adopted a strictly 
marketing-oriented approach therefore tapping into the results of research into tourist place 
loyalty. Table 1 presents a specification of loyalty measures used in research into place/
destination brand equity. 

Table 1
The specific items of loyalty dimension in the models of tourist place brand equity 

Author Variables

Konecnik and Gartner (2007)

Number of previous visits 
The date of the latest visit 
One of the preferred destinations that I want to visit 
This destination gives more benefits than other similar destinations 
I want to visit this destination in the future 
I intend to recommend this destination to my friends

Boo et al. (2009)

I take pleasure in visiting this destination 
This destination would be my holiday destination of choice 
In general, I am loyal to this destination
I would recommend this destination to other people 

Pike et al. (2010)

This destination would be my holiday destination of choice 
I would recommend this destination to other people 
I intend to visit this destination in the future
This destination gives more benefits than other similar destinations

Pike (2010)
Repeated visits
Word-of-mouth recommendation 

Source: the author’s compilation based on: Konecnik and Gartner (2007); Boo et al. (2009); Pike et al. (2010); 
Pike (2010).

The measurements applied today take into account both aspects of loyalty from the point 
of view of marketing: behavioural (repeated visits, intent of return) and approach-related 
(preference, recommendation). However, they disregard the broader psychological aspects 
(relations and bonds) as provided by environmental psychology and which are especially 
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adequate for place brands. This is because the knowledge of human attachment may be of 
special benefit to a destination and, subsequently, to the place brand. 

Based on the Florek’s (2014; 2015) research results where four main dimensions of city 
(as an example of tourism destination) brand equity were suggested as a start for the research 
subject: perception, preference, satisfaction and attachment (as a counterpart to consumer 
loyalty), it was the attachment dimension that most impacted city brand equity. Therefore it 
is worth to have closer look at the results1 to analyse the nature of the importance of attach-
ment. Attachment in this research was operationalized by particular variables and items as 
presented in Table 2. 

Table 2
Variables and particular items in attachment dimension

Variables (a-d) and relevant items

Attachment

a) return intention: I intend to return to this city within the next 12 months; I will come back one 
day; If I were to choose which city to visit I would choose this one again;

b) level of psychological commitment: I like to know what goes on in this city even if I am not 
there; I am very emotionally attached to this city; I would like to live there for some time; 
If I had a choice, I would be willing to move there; I miss this city; I enjoy showing to my 
friends photos and souvenirs from this city; This is the best place for the things I enjoy doing; 
I feel that this city is a part of me; I have nice memories of this city; I can trust this city;

c) recommendation: I would recommend this place to my family members as a tourist destina-
tion; I would advise my friends to spend time there; I have already encouraged my friends to 
visit it;

d) positive word-of-mouth: If someone asked me, I would say positive things about this city; If 
it popped up in a conversation, I would only have good things to say about it; I have already 
shared my positive opinions with others.

Source: Florek (2014; 2015).

The final findings revealed 4 dimensions with a coefficient R-square = 0.57 which al-
lowed to precisely define the impact of specific dimensions on the dependent variable This 
is my favourite city in Poland (Table 3).

1  The research was divided into two stages. The aim of stage I was to resort to factor analysis to eliminate the weakest variables 
of city brand equity (the above mentioned dimensions). The subject of the research were variables of city brand equity based on 
any Polish city a specific respondent chose as a tourist destination in the last year. It was meant to select universal dimensions 
for the next stage where specific cities were the subject of a survey. Stage one of the research was conducted in September 
2010 on a national sample N=300, reflecting the distribution of the country’s population with respect to gender, age and place 
of residence. The research technique was Computer-assisted telephone interviewing (CATI) and the research instrument was 
a standardized questionnaire.
The aim of stage two was to define which dimensions build city brand equity as well as to identify their importance. An additional 
goal was to calculate brand equities of two Polish cities: Poznań and Wrocław which share a similar profile regarding basic statis-
tics (see next section for the characteristics). It was assumed that place branding-related elements could differentiate them. Stage 
two of the research was conducted in December 2010 on a national sample N=800 reflecting the Polish population’s distribution 
with respect to gender, age, education and place of residence (400 for the city of Poznań and 400 for the city of Wrocław). The 
research technique was Computer-assisted telephone interviewing (CATI) and the research instrument was a standardized ques-
tionnaire. At stage two, a model was built to calculate city brand equity (details regarding the methodology in Florek 2014, 2015).
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12 FOCUS ON DESTINATION BRAND ATTACHMENT...

Table 3
Summary of the importance of specific dimensions

DIMENSION

Dimension’s impact 
on the „This is 

my favourite city” 
variable

Cronbach’s Ralpha Dimensions’ own 
values

DIMENSION 1 – attachment 83.51% 0.94 13.9
DIMENSION 2 – image 9.47% 0.88 2.54
DIMENSION 3 – recommendation 4.18% 0.84 1.50
DIMENSION 4 – value for money 2.83% 0.81 1.32

Notes: Cronbrach’s alpha amounts to 0-1; if all items are ideally reliable and measure the same thing (genuine 
result) the alpha coefficient equals 1; The dimensions’ own values determine the percentage of variations ex-
plained by a specific dimension.
Source: as in Table 2. 

The results show clearly that the attachment dimension has the biggest if not dominant 
influence on city brand equity (83,51%). This structure of dimensions leads to a major con-
clusion that place attachment best reflects brand equity and that it is its most important 
source. More and more frequently, the research results confirm an opinion in literature on 
the subject that image is not the dominant element of brand equity and confirms the former 
belief that the importance of loyalty is growing in the case of tourist destinations. 

Conclusions

The goal of this article was to present various perspectives of interpreting attachment 
in the context of destination brands. Destinations (as specific brands with a considerable 
emotional load) have an exceptional power of attaching the prospects. The author suggests 
that loyalty (the marketing perspective) and place attachment (the psychological perspec-
tive) can be analysed as complementary categories. Attachment in the context of destination 
marketing adds an important psychological aspect to the stakeholders’ relations with a place 
brand. A strictly marketing approach (based on the marketing measures of loyalty) does not 
provide a satisfactory explanation of the importance of a bond with a destination brand. This 
bond being defined as attachment, which is a specific extension of attitudinal loyalty, may 
at the same time become a source of destination brand equity. Because what we can learn 
from “brand as asset” approach (as reflected in destination brand equity), attachment might 
be seen as a crucial component of destination brand equity. This view needs however further 
investigation to support the importance of brand attachment for destination branding.

Local managers should therefore devote much attention to the phenomenon of brand 
attachment, applying to this end relevant strategies, tools and measures. The psychological 
perspective coupled with knowledge and marketing skills is a promising starting point to 
building up a loyal group around a destination brand. The group members will most prob-
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MAGDALENA FLOREK 13

ably get involved in the brand and its development (e.g. recommendations, word-of-mouth, 
brand ambassadors) and will become a valuable asset itself for a place. 
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Koncentracja na przywiązaniu do marek docelowych – perspektywy 
i implikacje

Streszczenie

Celem artykułu jest analiza różnych perspektyw przywiązania do marki miejsca 
pochodzących z marketingu, psychologii i wartości marki, by w pełni zrozumieć 
znaczenie i rolę, jaką przywiązanie odgrywa w marketingu miejsc. Autorka prze-
prowadza systematyczny przegląd możliwych perspektyw przywiązania do miejsc 
wraz z podejściami metodologicznymi i wynikami poszczególnych badań. Prezen-
towane wyniki badań sugerują, że przywiązanie do miejsca należy rozpatrywać 
z kilku punktów widzenia, jako że każdy wnosi istotny wgląd w ten temat. Ponadto, 
przywiązanie najlepiej odzwierciedla wartość marki miejsca przeznaczenia i stano-
wi jej najważniejsze źródło. A zatem menadżerowie zajmujący się marketingiem 
miejsc powinni poświęcać więcej uwagi przywiązaniu do miejsc, stosując do tego 
odpowiednie strategie i narzędzia. 

Słowa kluczowe: marka miejsca, przywiązanie do marki, wartość marki.
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Сосредоточение внимания на привязанности к бренду места – 
перспективы и импликации

Резюме

Цель статьи – провести анализ разных перспектив привязанности к бренду 
места, почерпнутых из маркетинга, психологии и теории ценности торговой 
марки, чтобы вполне понять значение и роль, какие играет привязанность  
к торговой марке в брендинге места. Автор проводит систематический обзор 
возможных перспектив привязанности к месту наряду с методическими под-
ходами и результатами отдельных исследований. Представляемые результа-
ты изучения указывают, что привязанность к месту должна рассматриваться 
с разных точек зрения, так как каждая из них вносит существенный вклад  
в обсуждение проблемы. Кроме того, привязанность лучше всего отражает 
ценность места торговой марки и представляет собой самый важный источ-
ник. Следовательно, менеджеры по маркетингу места должны отводить боль-
ше внимания привязанности к торговой марке, применяя для этого соответст-
вующие стратегии и инструменты. 

Ключевые слова: бренд места, привязанность к торговой марке, ценность 
торговой марки.
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