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Abstract  
There is a common perception that tourism can directly or indirectly enhance well-being. The travellers' 
motivations could influence the connection between tourism and well-being. This study aimed to examine the 
relationship between travel motivations and well-being and the beneficial effects of mindfulness and memorable 
travel experiences (MTEs) on this relationship. The data were gathered using online questionnaires and included 
256 participants. The findings suggested that travel motivation positively influenced well-being, mindfulness, and 
MTEs. The mediating role of MTEs and mindfulness in the relationship between motivation and well-being was 
verified. In conclusion, this study emphasises the importance of comprehending the influence of travel motivations, 
mindfulness, and MTEs in promoting and enhancing well-being. Understanding the psychological variables 
affecting well-being is crucial for researchers and tourism managers to incorporate effective methods for better 
management and marketing, considering that tourism offers are more suited to consumer demand.  
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1. Introduction 
Travel and leisure are commonly acknowledged as avenues for improving individuals' well-being (Asan 
et al., 2023; Filep & Laing, 2019; Su et al., 2021). Tourism has long been portrayed as an activity that 
directly improves the health and well-being of tourists (Connell, 2006) or indirectly, where tourists are 
motivated to alleviate anomalies caused by the greater society they live in (MacCannell, 1999). The 
COVID-19 pandemic has brought attention to how important it is to preserve overall health and well-
being (Vada et al., 2023). This environment has increased interest in life-changing travel experiences 
that improve individuals' life quality (Huang et al., 2024). The United Nations Sustainable Development 
Goals Report (Goal 3) recognises the importance of well-being in promoting and guaranteeing healthy 
lives for individuals of all ages (U.N., 2023). Concerning tourism studies, the concepts of satisfaction, 
life quality (Dolnicar et al., 2012; Pearce et al., 2010; Sirgy et al., 2011), happiness (Nawijn et al., 2010), and 
wellness (Voigt et al., 2010) have become central to understanding well-being. However, little is known 
about how travel affects well-being due to the complexity of the interaction between tourism and well-
being (Kim et al., 2024). 
 
A traveller's experience is a complex, multiphase concept encompassing a range of experiences before, 
during, and after their trip (Clawson & Knetsch, 1966). For instance, the subjective assessment and 
experience (e.g., cognitive, affective, and behavioural) of events related to one's tourist activities can be 
defined explicitly as the tourism experience. This evaluation and experience can occur before the trip 
(e.g., planning and preparation), during the trip (e.g., at the destination) and after the trip (e.g., 
recollection) (Tung & Ritchie, 2011). To better understand what could potentially influence well-being, 
it is essential to consider the different phases of a trip, which differ and complement each other. For 
this study, we propose to investigate the phase before the trip in which what motivates tourists to travel 
is considered, the phase during the trip in which mindfulness is considered, and to analyse a concept of 
the phase after the trip memorable tourism experiences (MTEs) was included to assess and reach the 
final result of well-being.  
 
To date, tourism studies have addressed and investigated the constructs of motivation, mindfulness, 
MTEs, and well-being independently. The causal relationships between travel motivation, mindfulness, 
MTEs, and well-being have only been superficially discussed. Furthermore, there has been a lack of 
conceptual clarification and logical linkages between the constructs to comprehend better what could 
affect well-being. To investigate this topic further, it is essential to consider the nature of the 
motivational forces behind travel and the quest for well-being.  
 
Travel motivation has been recognised as a main clarifying factor for travel intention and frequency 
(Karl et al., 2020). The research on travel motivation identifies three crucial elements essential for 
tourism well-being (Moscardo, 2011). First, Maslow's hierarchy of human needs (Maslow, 1970) is a 
widely used framework for examining tourist motivation. However, tourism discussions on Maslow's 
hierarchy of needs have primarily concentrated on major classifications and arrangements, neglecting 
other dimensions such as motivations, personality traits, and locus of control (Huitt, 2007; Moscardo, 
2011). Second, any tourist activity has multiple motives, including well-being-related purposes (Sirgy et 
al., 2011). Third, recent dichotomies classify tourism well-being experiences with hedonic and 
eudaimonic approaches (Voigt et al., 2011). 
 
For the above reasons, exploring other dimensions that may be interconnected with tourists' motivation 
and well-being is essential. In this sense, mindfulness emerges as a possible avenue that could present 
a positive relationship due to the suggested benefits. For instance, a recent study noted the positive 
results of increased well-being and mindfulness levels after mindful meditation practices (Fincham et 
al., 2023). Furthermore, another study emphasised the benefits of mindfulness in enhancing objective 
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and subjective well-being and life quality (Jones & Drummond, 2022). Stankov et al. (2020) argue that a 
change towards mindfulness-driven tourism is imperative in the post-pandemic era in light of 
mindfulness' benefits. Currently, a broad spectrum of mindfulness research, including research on 
mindful tourism experiences (Stankov & Filimonau, 2021) and conventional mindfulness practices 
(Wang et al., 2021), is being conducted in tourism and hospitality. 
 
Considering that visitor experiences in tourism are frequently proven to impact tourists' memories of 
travel, the subject of MTEs has been extensively investigated (Wang et al., 2021). After a trip, the tourist 
experience is what travellers should think about the most (Kim et al., 2021). Moreover, the most 
important source of knowledge for anyone deciding whether to go back to a destination is visitors' 
memories of their past travel experiences (Marschall, 2012). In light of this, offering visitors satisfying 
and unique experiences is crucial in the competitive travel industry. A recent literature review suggested 
that research on MTEs is at a growing stage of development (Hosseini et al., 2023). For this reason, many 
unexplored areas still have not yet been addressed. Therefore, exploring the possible connections 
between well-being, motivation, mindfulness, and MTEs is essential. A more profound comprehension 
of the nature of the intentions and behaviours of travellers may be made possible by this comprehensive 
investigation of the causal links between the proposed constructs. Even though some of the constructs 
have been widely applied in tourism research, there are still challenges in identifying and examining 
the causal relationship between motivation, mindfulness, MTEs and well-being. 
 
There is a gap in the research concerning the analysis of psychological variables that could influence 
tourists and the search for well-being. Presenting a better comprehension of these variables could be 
valuable for the marketing strategies of tourism companies. The main objective of this study is to 
analyse the constructs that may contribute to the well-being of Portuguese travellers, specifically the 
influence of travel motivation, the effects of mindfulness, and MTEs. This study aims to contribute to 
the literature on the tourism industry and psychology by seeking to understand, evaluate and measure 
the constructs that influence the well-being of Portuguese tourists during their travels. A new 
conceptual model will be proposed that integrates the factors influencing well-being, namely, travel 
motivation, mindfulness and MTEs. This model aims to incorporate the different phases that are part 
of a trip, i.e. to consider what happens before the trip, in this case, what motivates tourists to travel, to 
try to understand the influence of factors that occur during the trip, such as mindfulness, as well as the 
effects after the trip, such MTEs and having as a final result the well-being. On the other hand, the 
findings will assist marketers and destination practitioners in recognising the significance of well-being, 
a central theme in the experience economy paradigm. It also highlights how vital motivation, 
mindfulness, and MTEs are to enhancing well-being. It is also intended that the conclusions of this 
study will contribute with practical implications for tourism, allowing those responsible for marketing 
in the tourism companies to adapt more personalised offers to the needs of tourists who want to 
increase their well-being. Finally, from a practical perspective, the research results reinforce the notion 
that travel can help people experience well-being in their lives (Filep, 2012). 
 
2. Literature review 
2.1. Well-being 
Well-being is a popular and influential term in various fields (Câmara et al., 2023; Murtin & Zanobetti, 
2024). Tourism studies, which are multidisciplinary, have also increasingly focused on well-being 
(Huang & Wu, 2024; Sirgy, 2019; Smith & Diekmann, 2017; Su et al., 2021). The WHO (2021) defines well-
being as a favourable condition that people and societies perceive. It encompasses quality of living and 
peoples' and communities' ability to impact the world meaningfully.  
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Subjective well-being is one of the most widely used concepts in tourism studies to describe life 
satisfaction (Liang et al., 2021; Vada et al., 2023). Additionally, there has been an increased demand for 
and supply of tourism experiences and services connected to well-being and health, establishing a 
unique variant of tourism known as wellness tourism (Smith & Puczko, 2014). Wellness tourism has 
been defined as utilising both a supply element, which includes particular destination features and 
services, and a demand element, which considers travel motivation connected to well-being and health 
(Moscardo, 2011). As a consensus has not yet been reached, instead of focusing on a specific definition, 
a different approach will be to focus on considering wellness in a broader context, assuming, as Smith 
and Puczko (2014) highlight, that all forms of tourism that focus on the various facets of well-being are 
included in the category of wellness tourism.  
 
A wide range of benefits of tourism are documented in the literature, including how it improves the 
quality of life for people who create or consume goods and services related to tourism as well as for 
tourists and tourism destinations (Hartwell et al., 2018; Uysal et al., 2012). Additionally, prior studies 
show that tourism positively influences individuals' well-being (Moscardo, 2011). Smith and Pucko 
(2017) further discussed how tourism's well-being may profoundly impact environmental, 
psychological, physical, spiritual, emotional, and social aspects. However, Pyke et al. (2016) stated that 
well-being has not been sufficiently used for travel. It is still debated how to describe best how tourism 
improves travellers' quality of life. Thus, examining the philosophical foundations of well-being and 
their relationship to the motivation for and engagement in more fulfilling, transforming, or eudaimonic 
travel experiences can help us better understand tourism as a phenomenon (Smith & Diekmann, 2017). 
Nevertheless, researchers have not agreed upon a definition of well-being. As a result, the concept has 
become ambiguous, complex, excessively expansive, and controversial (Jayawickreme et al., 2012; van 
der Deijl et al., 2023). For instance, according to Ryan and Deci (2001), well-being is the most significant 
potential of psychological experiences and functioning. Other authors argue that the idea of well-being 
has evolved with time-based on hedonic and eudaimonic views. The hedonic view suggests life's goal is 
to experience pleasure and avoid pain. Happiness is characterised by enjoyment and the absence of 
discomfort, which typically reflects transitory improvements in affective states involving positive 
emotions (Smith & Diekmann, 2017). On the other hand, eudaimonia refers to a happy, authentic spirit 
and a good life that emphasises psychological well-being through meaningful actions, as opposed to 
vulgar pleasure-seeking (Wang et al., 2023). Tourism studies have discussed the eudaimonic and 
hedonic concepts of well-being (Smith & Diekmann, 2017). For instance, Voigt et al. (2011) argue that 
beauty spas may provide more hedonic well-being experiences regarding wellness tourism, whereas 
spiritual retreats may provide more eudaimonic ones. Therefore, hedonism and eudaimonia are two 
different elements of well-being. Comfortable and relaxing activities typically affect hedonic well-being, 
although eudaimonic well-being is affected by meaningful inspiration from challenging oneself 
(Knobloch et al., 2017; Su et al., 2021). 
 
The notion that vacations can provide longer-term life satisfaction and more than temporary hedonistic 
experiences is supported by Hoopes and Lounsbury's (1989) research. According to Nawijn et al. (2010), 
individual travel may produce happier experiences before a trip than after. While Chen et al. (2013) 
noted an increase in happiness shortly after a vacation, Kirillova et al. (2017) argued that many travellers 
return from their travels with lower levels of happiness than they had before they left. Furthermore, 
some authors have suggested that subjective well-being is directly influenced by one's level of 
contentment with one's leisure life or experience of leisure well-being (Kruger et al., 2015; Newman et 
al., 2013). Garcês et al. (2022) suggested that tourism can promote well-being for tourists and residents 
and that well-being can be an essential innovation opportunity for entrepreneurs. The Human Optimal 
Psychological Experience (HOPE) was conceptualised under the principles and models of positive 
psychology, such as the Positive emotion, Engagement, Relationships, Meaning, and Accomplishment 
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(PERMA) model. Travelling can lead to a feeling of personal fulfilment known as self-compassion, which 
can be influenced by optimism, spirituality and creativity (Garcês et al., 2020). Even though positive 
psychology has had a significant impact on tourism research, there are differing opinions regarding the 
influence of travel on well-being (Pearce, 2009). Therefore, avoiding focusing only on hedonistic 
elements and undervaluing travel's positive effects on well-being is essential.  
 
Thus, the concept of well-being comprises multiple dimensions. Its relation to travel experiences can, 
therefore, be somewhat complex. Although some studies have shown links between general tourism 
experiences and well-being, it is still unknown how particular activities affect eudaimonic and hedonic 
well-being (Huang et al., 2024). In travel, well-being encompasses a combination of hedonism, pleasure, 
and meaningful experiences. Considering that the literature is approaching well-being as associated 
with various aspects related to tourism, it is crucial to understand what can influence tourists and 
motivate them to travel and analyse some concepts that can contribute to higher levels of well-being. 
For instance, Filep (2012) discussed that revisions and refinements in research methods about well-
being are needed. Furthermore, tourism researchers should integrate positive relationships with 
different travel elements and motivations with well-being themes, thus leading to an extended 
representation of tourism well-being (Filep, 2012). 
 
2.2. Motivation 
Studies on the reasons behind travellers' motivations have been conducted for a long time. Since it is 
one of the main topics in tourism research, travel motivations have been thoroughly studied (Carvalho, 
2022). Psychological needs and wants have been used to characterise motivation, including an integral 
dimension that influences an individual's behaviour and activities (Dann, 1981). The main theoretical 
foundation for research on travel motivation is Maslow's (1970) hierarchy of needs theory, which divides 
human needs into five levels: psychological needs, security and safety, belongingness and love, self-
esteem, and self-actualisation. Maslow (1970) distinguished between inner- and outer-directed 
individuals. Inner-directed individuals are self-sufficient and not influenced by the need for social 
acceptance. Conversely, those who are more outer-directed are more focused on following social norms 
and looking for indications from other people (Maslow, 1970). According to psychological theory and 
research, these dimensions likely mediate tourists' behaviours with identical underlying intentions 
(Crick-Furman & Prentice, 2000).  
 
According to Pearce's (1982) approach-avoidance paradigm, travellers are drawn to vacation 
destinations to satisfy their needs for self-actualisation, belongingness, love, safety concerns and 
psychological needs. Furthermore, other theoretical themes emerged, such as the Travel Career Patterns 
and Travel Career Ladder frameworks (Pearce & Lee, 2005) and Plog's (2001) allocentric and 
psychocentrism model. The push-pull model (Crompton, 1979) and functional theory (Katz, 1960) are 
other proposals that attempt to explain visitors' motivations. The literature on Self-Determination 
Theory (SDT) emphasises intrinsic motivation, which refers to the innate sense of fulfilment that arises 
from task performance (Ryan et al., 2021). Extrinsically motivated activities are prompted by externally 
appealing outcomes such as rewards, whereas intrinsically motivated behaviours are those individuals 
like engaging in (Jobbehdar et al., 2022). As a result, various motivational levels can influence particular 
behaviours, and these same motives could satisfy individuals' psychological needs and desires (Houle 
et al., 2005; Bočkus et al., 2023). 
 
Considering the extent of the literature on tourism motivations, some studies have centred on pull and 
push factors connected to travellers' motivations. Push motivation is the term used to describe an 
individual's inner state and growing desire to travel, and pull motivation is what draws people to a 
destination once they have decided to travel (Dann, 1981). For instance, Crompton (1979) presented two 
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push factors: a socio-psychological factor revealing motivations like the need to get away from a dull 
environment, including exploration, self-evaluation, prestige, relaxation and the promotion of social 
interaction, and a cultural factor revealing motivations such as novelty and education. Determining the 
push travel incentives that impact visitors' travel behaviour is crucial for developing sectoral 
management and marketing strategies for tourism trends. 
 
According to Talib and Ramleeb (2020), the intrinsic motivations of young adults, which include 
relaxation, fitness and health, prestige, quick escape, knowledge advancement, communication with 
family and friends, and adventure and exploration, dictate their push motives. Additionally, Jiang and 
Wen (2020) researched how COVID-19 affected travellers' behaviour and lifestyle and found that slow 
and smart tourism may take the role of luxury travel as a tourist attraction and promote a healthy way 
of living. The significance of travel experiences has been embedded in people's lives in contemporary 
culture. When seeking to improve their quality of life, tourists frequently seek unique and original 
experiences (Chen et al., 2008). There has been a focus on using tourism to motivate travellers to 
increase their well-being and improve their moods (Sirgy et al., 2011). 
 
2.3. Mindfulness 
Mindfulness is about paying attention to and being aware of one's experiences, feelings, sensations, and 
thoughts in the present moment without worrying about the past or future (Kabat-Zinn, 2013). It has 
been described in different ways and seen as both a state that may be attained through mindfulness 
exercises and a trait that refers to individuals' tendency to be attentive in their day-to-day activities 
(Kiken et al., 2015). According to Kabat-Zinn (2003), the initial goal of using mindfulness-based 
therapies in clinical settings was to minimise patients' stress. Bishop et al. (2006) suggested that 
mindfulness increases consciousness and effectively handles thought processes that lead to emotional 
suffering and unhelpful action. Thus, different individuals widely interpret mindfulness as a skill, 
therapy, or way of life. It can also be found everywhere, for instance, in classrooms, colleges, military 
installations, government buildings, and other settings (Kabat-Zinn, 2014). It has also gained acceptance 
as a strategy for healing many illnesses affecting contemporary cultures (Kristensen, 2018). 
 
The tourism industry is progressively acknowledging the potential of mindfulness, and business 
applications have started to highlight the benefits of greater awareness in visitor experiences (McGoarty 
et al., 2020). Researchers in the field of tourism have used mindfulness to help travellers learn and 
accomplish educational objectives (Moscardo, 2017). According to some studies, mindfulness has been 
linked to improved visitor well-being and transformative experiences (Kirwin et al., 2019; Loureiro et 
al., 2019). Additionally, it has been demonstrated to potentially impact employee performance and the 
tourism industry's sustainability goals (Jang et al., 2020). The main arguments supporting the 
introduction of mindfulness in the tourism industry frequently centre around the sector's need to grow 
more sustainably (Errmann et al., 2021) along with the rapid evolution of consumer lives and increasing 
levels of stress and demanding work environments (Stankov et al., 2020). 
 
Although the COVID-19 pandemic started as a health emergency, it soon spread worldwide and became 
a political, social, psychological, environmental, and economic problem (Stankov & Filimonau, 2021). 
Mindfulness practices were presented in tourism as a distinctive chance for the sector to capitalise on 
the mindfulness movement, which has become increasingly popular in Western society (Gotojones, 
2013). COVID-19 enhanced the intensity of this movement, which decreased the pandemic's negative 
impacts (Stankov & Filimonau, 2021). For instance, the benefits of mindfulness techniques were 
suggested to enhance subjective well-being during lockdowns and offer mental relief (Roemer et al., 
2021).  
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2.4. Memorable Tourism Experiences 
Consumers highly value experience, which has been identified as a global shift (Caru & Cova, 2003; 
Mehmetoglu & Engen, 2011). There are numerous ways to define experience. For instance, academics 
have labelled experiences as transitional phenomena (Zhang & Xu, 2019) and everyday encounters (Caru 
& Cova, 2003). The importance of experience in postmodern society is highlighted by Pine and Gilmore 
(1999), who describe it as the final stage of economic growth following the stages of product, service 
and commodity. Experiences are prioritised over products or services to provide value and gain a 
competitive advantage. Experiences are the core and most important in the travel and tourism sector 
(Kim & So, 2022). In tourism, experiences have been described as transient phenomena and pleasurable, 
memorable, and engaging encounters (Volo, 2009). When travelling, tourists look for real, fulfilling, 
multisensory, transforming, and authentic experiences (Chirakranont & Sakdiyakorn, 2022; Kirillova et 
al., 2017). 
 
An MTE involves anything favourably remembered and recalled following an experience (Kim, 2010). 
Research shows that creating memorable trips has many advantages for travel operators (Stone et al., 
2018). For instance, visitors who have fulfilling and memorable experiences are more likely to make a 
connection with the place (Vada et al., 2019), express feelings of well-being (Sthapit et al., 2019) and 
present return intentions (Coudounaris & Sthapit, 2017). In addition to being theoretically relevant, 
research on MTEs is also advantageous for destination competitiveness (Stone et al., 2018). Memory is 
crucial in the tourism context to comprehend how individuals recall travel experiences that are 
personally meaningful to them (Kim et al., 2021). Tourists often reflect on their vacations, trips, or visits 
to a site. Therefore, memories retained in human memory are significant even though on-site tourist 
encounters are brief and generate temporary feelings (Kim, 2012). Kim et al. (2020) stated that major 
experiences that travellers have while at a destination cause mental, emotional and behavioural 
changes. Furthermore, MTEs are built selectively from travel experiences, relying on a person's 
evaluation of those events and strengthening and uniting the recall of enjoyable trip memories. 
 
Previous research has proposed that past memorable events impact travellers' well-being. For example, 
Prayag et al. (2013) discovered that visitors' emotional events favour a destination's memorability, 
satisfaction, and recommendation. Tourism experiences are types of consumption that provide 
opportunities for social and personal growth and physical and mental rest (Liu et al., 2023). Sie et al. 
(2018) also discovered that elderly travellers' general well-being is influenced by exciting and memorable 
parts of the destination's culture. Some authors claim that despite recent developments in the field, our 
understanding of the connection between memory and tourism remains incomplete (Hosany et al., 
2022; Jorgenson et al., 2019). 
 
3. Hypotheses development 
Traveller motivation and the services produced and made accessible for buying interact in a complex 
and dynamic way to form tourism patterns (Moscardo, 2011). Furthermore, tourism products may act as 
stimuli, creating circumstances where certain visitors' motives precede others. Moscardo (2011) 
proposed a system of human wants that interact with personality attributes and are mediated by social 
and cultural conditions and opportunities when assessing demand or tourist motivation. Moreover, 
travel-related experiences and activities require substantial financial, time, and personal commitment. 
To help travellers and destination stakeholders make better decisions, it is imperative to understand 
these interactions between motives and opportunities and the conditions that drive them. 
 
Travel experiences can elevate people's moods and, as a result, enhance their perception of well-being 
(Sirgy et al., 2011). According to Ryan (2002), internal elements include travellers' motivations, 
experiences, knowledge of the location, and unique personalities. In contrast, external elements include 
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induced marketing images associated with the destination, travel activities, and individuals with whom 
the trip is shared. That said, changing the perspective with a focus on internal factors is essential. Thus, 
there is a need to pay more attention to personal features directly related to travel motivations. 
 
Research has proposed that people's mental investment and perseverance in learning are influenced by 
motivation, which is why an individual begins, persists, and ends any given behaviour (Packer & 
Ballantyne, 2002). According to Totawar and Nambudiri (2014), it is essential to consider the effects on 
people's perceptions of what is significant and how strongly and actively they react to various internal 
and external stimuli. Individual and contextual factors play essential roles in mindfulness (Langer, 
1993). Novelty, surprise, complexity, and ambiguity are characteristics of situations likely to draw 
attention to situational elements. In terms of personal aspects, individuals are more likely to be mindful 
when they feel in control, feel that their surroundings are important and are willing to pay attention to 
them (Langer, 1993). Additionally, people must meet their psychological needs to consciously influence 
their external environment and actively process information (Langer, 1993). Additionally, a key 
component of travellers' mindfulness is motivation, as is their tendency to approach new stimuli to 
investigate, comprehend, and integrate into their surroundings (Moscardo, 2011). 
 
Novelty-seeking is a common reason people travel and is especially important in tourism (Dunman & 
Mattila, 2005). Additionally, the primary motivation of travellers is their desire to relax and escape from 
their daily routines (Wang, 1999). Ying et al. (2020) reported that intrinsic and extrinsic motivation are 
mindfulness facilitators. Furthermore, mindfulness emphasises developing more control over one's 
external and internal circumstances in addition to meaningfully engaging with them (Carson & Langer, 
2006). 
 
According to some studies, organised mass tourist typologies are giving way to unique and 
extraordinary tourism typologies (Uriely et al., 2002). This shift in tourists' motivation comes from a 
desire for distinctive MTEs that allow people to feel more fully engaged in the environment and 
themselves and to gain a deeper understanding of both (Uriely et al., 2002). Thus, it is believed that an 
experience where people withdraw from everyday life and norms and consider life's purpose will stay 
memorable for an extended period. Furthermore, it is anticipated that a tourism experience that allows 
individuals to reflect on their lives and meanings will positively impact people's happiness and well-
being (Aydin & Ömüriş, 2020). For instance, Gilbert and Abdullah (2004) found that tourists are more 
likely to feel happy and fulfilled after a vacation. Another study revealed that travelling motivation 
significantly affects MTEs (Dagustani et al., 2018). 
 
Studies investigating the relationship between tourists' motivation and personal aspects such as 
mindfulness are scarce in the context of tourism. Therefore, there seems to be an excellent opportunity 
to explore the possible influence of motivation on mindfulness. Since experiences obtained during travel 
shape a person's decision to travel again (Larsen, 2007), the pre and post-travel phase approach is 
considered an appropriate method for examining the connections between motivation, mindfulness, 
MTEs, and well-being resulting from travel. Therefore, it is crucial to understand tourists' motivation 
to travel and personal factors to better comprehend their impact on tourism well-being. Hence, this 
study explored the following hypothesis: 
 
H1: Travel motivation positively influences tourism well-being. 
H2: Travel motivation positively influences mindfulness. 
H3: Travel motivation positively influences MTEs. 
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Pine and Gilmore's (1999) research on the idea that an experience can be sought, purchased, and 
consumed has received greater attention in the tourism industry. A growing body of research has 
examined participants' perspectives that contribute to satisfying experiences. Psychological concepts 
have been employed to explain and predict consumer behaviour due to the renewed interest in 
experience as a driver of consumption (Moscardo, 2017). Experience is something that travellers 
construct depending on a series of actions or activities occurring in a specific context, offering some 
benefit and being unique from those encountered in ordinary situations (Moscardo, 2008). 
 
Moscardo (2017), in his work, focuses mainly on mindfulness as a primary concept in tourist 
experiences. The dual processing method is illustrated by the social psychology concept of mindfulness 
(Langer, 1989). According to dual processing theories, humans typically process information deeply or 
shallowly while responding to a situation. According to these theories regarding unconscious thought, 
shallow processing is also known as automatic processing (Bargh, 2006). In line with mindfulness 
theory, deep processing is associated with awareness and shallow processing is associated with 
mindlessness. In positive psychology, dual processing is essential, where hedonic and eudaimonic well-
being are distinguished (Ryan & Deci, 2001). The former is a temporary condition associated with little 
engagement with a situation. In contrast, the latter is a longer-lasting affective state linked to deep 
processing and similar circumstances to those observed for mindfulness (Seligman & Csikszentmihalyi, 
2000).  
 
This latter condition will support overall health, enhanced life quality, and memories of travel 
experiences. Mindfulness is a reliable indicator of psychological well-being, emotional and behavioural 
regulation, cognitive function (including understanding, creativity and learning outcomes), and health 
(Langer & Moldoveanu, 2010). For instance, a study suggested that mindfulness improved eudaimonic 
well-being (Jobbehdar et al., 2022). 
 
Creating experiences is the essence of tourism (Cohen, 1979). The nature and structure of the tourism 
experience can be defined and analysed in various ways (Volo, 2009). For instance, Tung and Ritchie 
(2011) described a person's subjective assessment and considered the emotional, cognitive, and 
behavioural experiences of events associated with travel activity before, during, and following a trip. 
Travelling is often associated with unique experiences that stand out from regular living (Cohen, 1979). 
Given this line of thought, it is vital to examine the influence of mindfulness, which can be present 
during the experience of a given situation, on the memorable experiences of the trip and well-being that 
could be present later after travel.  
 
According to some authors, there is a positive relationship between memory and mindfulness, meaning 
that travellers who are more mindful during the trip are more likely to have strong recollections of their 
travels (Dutt & Ninov, 2015; Lee & Kim, 2018). 
 
Since mindfulness is linked to several better outcomes, it is a desirable condition that should be 
promoted for travellers (McIntosh, 2004). Hence, considering the above discussion, the following 
hypotheses are presented: 
 
H4: Mindfulness positively influences MTEs. 
H5: Mindfulness positively influences tourism well-being. 
H6: Mindfulness mediates the influence of tourism motivation on tourism well-being. 
 
The MTEs that impact people's lives are crucial to understanding modern tourist behaviour and 
motivation because they allow individuals to consider their existence and life purpose to enhance their 
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well-being and personal growth (Aydin & Ömüriş, 2020). Anticipating holidays or even thinking back 
on them afterwards might be more enjoyable and, as a result, happier than truly commemorating them 
(Gilbert & Abdullah, 2004). 
 
It has been shown that MTEs positively affect well-being (Dolnicar et al., 2012). Tourist experience 
significantly predicts older persons' subjective well-being (Sie et al., 2021). Additionally, Vada et al. 
(2023) suggested that MTEs directly affect tourist well-being. Several outcomes of MTEs have been 
identified, including hedonic well-being (Sthapit et al., 2019; Vada et al., 2019), eudaimonic well-being 
(Vada et al., 2019), and subjective well-being (Sthapit & Coudounaris, 2018). Beyond the travel 
experience, hedonic well-being can also increase. For instance, remembering positive MTEs has been 
shown to favourably impact hedonic well-being long after travellers have returned home (Jepson et al., 
2019). Experiences related to tourism enhance not only hedonic benefits but also eudaimonic well-
being. This dimension highlights the long-lasting benefits of personal growth, fulfilment, self-
improvement, complete involvement, and optimal performance of meaningful behaviour (Smith & 
Diekmann, 2017). Gilbert and Abdullah (2004) discovered that following their holiday, travellers are 
more likely to feel happy and content based on their assessments of their subjective well-being.  
 
A few studies have analysed the mediating role of MTEs. For instance, Huang et al. (2019) found that 
MTEs act as a mediator between behavioural intentions and perceived value.  
 
The destination's image and MTEs partially mediate the association between the quality of the cultural 
heritage rejuvenation experience and the intention to return (Zhou et al., 2023). Furthermore, MTEs 
mediate the influence of tourist exchanges on behavioural intentions (Zhou et al., 2023). It was also 
shown that memorable experiences mediated the relationship between life satisfaction and motivation 
in senior tourists (Sie et al., 2021). 
 
Sthapit and Coudounaris (2019) presented a paper identifying the antecedents and outcomes of MTEs. 
This article identified a gap in the literature and tried to respond by offering a conceptual model that 
analysed the different dimensions of MTEs and their impact on subjective well-being. However, there 
is a need for further studies that incorporate more variables than those already studied. Furthermore, 
considering the above discussion, this study attempts to address this gap and present a conceptual 
model that integrates tourists' motivations and their direct influence on well-being. It also analyses the 
potential mediating role of MTEs in this relationship. In line with this recommendation, the following 
hypotheses are presented: 
 
H7: MTEs positively influence tourism well-being. 
H8: MTEs mediate the influence of tourism motivation on tourism well-being. 
H9: MTEs mediate the influence of mindfulness on tourism well-being. 
 
Based on the theoretical background, this study proposes a conceptual model that integrates the 
constructs of travel motivation, tourism well-being, mindfulness, and MTEs (Figure 1). 
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Figure 1. Conceptual model 

4. Methodology 
4.1. Data collection and participants 
An online questionnaire was the primary data collection tool. This study was appropriate for an online 
inquiry since it gave researchers access to data on attitudes and emotions, for example, that cannot be 
directly observed. Additionally, it gave the respondents the freedom to finish the questionnaire 
whenever and wherever they were pleased. An online panel made available by the international market 
research company EUSurveys was used to administer the survey. Online platforms are being used 
extensively in marketing and tourism research, and it has been shown that the data from these platforms 
are trustworthy with no bias in responses (Nayak et al., 2019). Based on its reputation, research 
expertise, and application in the social sciences, EUSurvey was chosen for this study. 
 
Email and social media sites, including Facebook, Instagram, and WhatsApp, were used to distribute 
the survey. Nonprobability convenience sampling was used to select participants. Snowball sampling 
was employed, and participants were requested to distribute the questionnaire to other participants. 
Written informed consent was given by each participant in order to take part in the survey. At the 
outset, the study's goals, anonymity, and voluntary participation were explained, along with the ability 
to withdraw from the questionnaire at any time. Each question also contained a required response to 
guarantee that all replies were complete and that no information was missing. The University Faculty 
Ethics Committee gave its ethical approval for this study.  
 
The data were collected between February 2023 and February 2024 in Portugal and included travellers 
who had taken a trip in the last six months. The Portuguese economy is primarily driven by tourism, 
and the outcomes of 2016 have reaffirmed the significance of substantial investment and cooperative 
efforts between public and private institutions, which have been going on for more than ten years 
(Turismo de Portugal, 2020). The Tourism Strategy for Portugal (Tourism Strategy 2027) aims to prepare 
for the future by promoting long-term commitments teamwork, and anticipating challenges in the next 
decade, based on open discussions that everyone can participate in. According to the Tourism Strategy 
2027, Portugal was indicated as an innovative and competitive destination at the top of the international 
rankings. Some global trends that impact tourism are presented, such as more informed and demanding 
consumers, a greater focus on customised offers, and the growing importance of well-being, health and 
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healthy habits (Turismo de Portugal, 2020). Portugal has been a popular tourist destination for many 
years, with European and international tourists.  
 
The final sample included 256 participants aged 18 years or older. The sample included 76.2% females 
and 23.4% males; the mean age was 33.63 years, with a minimum of 18 years and a maximum of 82 years. 
Regarding professional status, 30.05% were students, 41% were employed, 23.8% were student-workers, 
2.3% were unemployed, and 2.3% were retired. The sample used in this study is considered adequate, 
considering the recommendation of Kline (2005), who suggested that a sample over 200 is sufficiently 
large for structural equation modelling (SEM) analysis. 
 
4.2. Measurements 
A self-administered survey was carried out using empirically verified instruments from the literature. 
The formal questionnaire used in the study consisted of two sections. The first section included the 
sociodemographic questionnaire. The second section included previously validated measurement items 
adopted from existing scales. 
 
The MTEs were measured by adapting 11 items from the Memorable Tourism Experiences Scale by Kim 
et al. (2012), and Cronbach's alpha value for this scale in this study was 0.93. Travel motivation was 
assessed by adapting 12 items from the Wellness Tourism Motivation Scale developed by Kessler et al. 
(2020), and Cronbach's alpha value for this scale in this study was 0.92. The Freiburg Mindfulness 
Inventory, created by Walach et al. (2006), contained 14 items that were used to measure mindfulness, 
and the Cronbach's alpha value for this scale in this study was 0.89. Tourism well-being was examined 
through eight items from the Tourism Well-being Scale developed by Garcês et al. (2020), and 
Cronbach's alpha value for this scale in this study was 0.85. A detailed description of all four constructs 
and items is provided in the Appendix. 
 
4.3. Data analysis 
This study used SPSS 28.0 and AMOS 24 for the data analysis. First, descriptive analyses were conducted 
to characterise the sociodemographic data and study constructs (travel motivation, tourism well-being, 
mindfulness, and MTEs). Then, common method bias (CMB) and normality tests were performed. 
Afterwards, a two-step structural equation modelling (SEM) process was conducted, as Anderson and 
Gerbing (1988) suggested. In particular, the validity and reliability of the variables were assessed using 
the measurement model, and the relationships between constructs were investigated using the 
structural model. Finally, bootstrapping approaches were used to examine the mediating effects. 
 
In recent years, SEM has grown in popularity among academics and researchers due to its adaptability, 
generality, and capacity to produce an exact and accurate estimate when making predictions (Hair et 
al., 2019). Mediation analysis is commonly carried out to determine the type of mediation in the model. 
Additionally, an extension analysis, the bootstrap approach, was employed to verify the type of 
mediation included in the model (Woody, 2011). The bootstrap approach is more reliable and accurate 
than other techniques for testing mediating effects (Hair et al., 2019). Thus, the proposed model with a 
bootstrap approach was constructed by estimating 95% confidence intervals (CIs) with a 5000 sampling 
method to test the mediating effects. 
 
5. Results 
5.1. Common method bias and normality test 
Common method bias (CMB) was ensured in this investigation before, during, and after the 
questionnaire was distributed. The selection of instruments was established on verified scales before 
data collection. During the data collection process, the survey was completed only by willing 
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participants who had been informed beforehand that their answers would be kept private. Following 
the data collection, a statistical test for CMB was conducted using Harman's single-factor test (Harman, 
1967). The results revealed a 29.58% variation, less than the suggested threshold value of 50% (Podsakoff 
et al., 2003). Thus, CMB was not a significant problem in this research. 
 
Furthermore, a normality test was conducted. According to Curran et al. (1996), skewness values that 
are equal to or less than two (|sk|≤2) and kurtosis values that are equal to or less than seven (|ku|≤7) 
indicate that the normal distribution assumption is being respected. The study's findings, which showed 
skewness values between -0.06 and 1.53 and kurtosis values between -0.01 and 1.38, satisfied the 
normality assumption. The results indicated that the data in the study have a normal distribution. Thus, 
using SEM is not problematic. 
 
5.2. Measurement model 
Confirmatory factor analysis (CFA) was used to test the measurement model. Factor loadings were 
evaluated for every item as part of CFA. It is expected that social science studies will yield smaller 
loadings (<0.70), even though factor loadings greater than 0.70 are desirable (Vinzi et al., 2009). In this 
study, all the items had factor loadings above the minimum acceptable value of 0.50 (Hair et al., 2016) 
except for three items (MI- "I am impatient with myself and with others"; MTEs- "Learned about myself"; 
TM- "To give me time and space for reflection"). Items with loadings between 0.40 and 0.70 are often 
only taken into consideration for removal if the deletion results improve the average variance extracted 
(AVE) or composite reliability (CR) above the suggested value (Hair et al., 2016). In the present study, 
removing items with factor loadings below the recommended value increased the CR and AVE values. 
Hence, the three items were deleted due to low factor loadings. 
 
The overall goodness of fit of the model was evaluated using the model-fit measures (CMIN/df, GFI, 
CFI, TLI, SRMR, and RMSEA), and each value was within the standard acceptable levels (Ullman, 2001; 
Hu & Bentler, 1998; Bentler, 1990). The data fitted well with the proposed model CMIN/df = 1.89, CFI = 
0.90, TLI = 0.89, IFI = 0.90, SRMR = 0.07, and RMSEA= 0.05. 
 
The discriminant validity of the constructs, convergent validity, and item reliability were examined to 
determine the measures' adequacy. 
 
Construct reliability was measured using Cronbach's alpha, McDonald's omega (ω), rho_A, and CR. The 
Cronbach's alpha ranged from 0.85 to 0.93, the McDonad's omega ranged from 0.85 to 0.93, the CR 
statistics ranged from 0.88 to 0.94, and the rho_A ranged from 0.85 to 0.93 (Table 1). All the indicators 
have reliability statistics above the recommended threshold of 0.70 (Hair et al., 2016). As a result, 
construct reliability was determined for each study construct.  
 
The AVE was used to measure the scale items' convergent validity (Fornell & Larcker,1981). When the 
AVE values exceed or are equal to the recommended 0.50, the items converge to assess the underlying 
construct (Fornell & Larcker, 1981). As reported in Table 2, the AVE values for this study are acceptable. 
Although the AVE values for mindfulness and tourism well-being were slightly below the reference 
value, Fornell and Larcker (1981) stated that if the AVE is less than 0.50 but the CR is greater than 0.70, 
the validity could be determined satisfactorily. Therefore, it can be concluded that the tourism well-
being and mindfulness constructs were valid because the CR values for these constructs were 
significantly higher than the necessary value. As a result, the scales employed in this study showed the 
appropriate convergent validity. 
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Table 1 
Measurement model: reliability, validity and item loadings 

Construct Items Loadings α ω rho_A CR AVE 

Travel Motivation   0.92 0.92 0.93 0.93 0.57 

 TM_1 0.60      

 TM_2 0.81      

 TM_3 0.85      

 TM_4 0.62      

 TM_5 0.71      

 TM_6 0.83      

 TM_7 0.86      

 TM_8 0.76      

 TM_9 0.76      

 TM_10 0.71      

 TM_11 0.76      

Mindfulness   0.89 0.89 0.89 0.90 0.42 

 MI_1 0.58      

 MI_2 0.68      

 MI_3 0.64      

 MI_4 0.62      

 MI_5 0.63      

 MI_6 0.74      

 MI_7 0.77      

 MI_8 0.63      

 MI_9 0.78      

 MI_10 0.77      

 MI_11 0.57      

 MI_12 0.71      

 MI_13 0.61      

Tourism Well-being   0.85 0.85 0.85 0.88 0.49 

 TW_1 0.70      

 TW_2 0.72      

 TW_3 0.70      

 TW_4 0.72      

 TW_5 0.64      

 TW_6 0.71      

 TW_7 0.76      

 TW_8 0.65      

Memorable tourism experiences   0.93 0.93 0.93 0.94 0.61 

 MTEs_1 0.74      

 MTEs_2 0.69      

 MTEs_3 0.76      

 MTEs_4 0.79      

 MTEs_5 0.83      

 MTEs_6 0.83      

 MTEs_7 0.80      

 MTEs_8 0.83      

 MTEs_8 0.77      

 MTEs_10 0.79      

Note. α=Cronbach's alpha, ω=McDonald's omega, CR= Composite reliability, AVE= Average variance 
extracted 
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The criterion of Fornell-Larcker and the Heterotrait-Monotrait ratio (HTMT) (Henseler et al., 2015) was 
applied to test the model's discriminant validity. Discriminant validity is shown when a construct's 
square root of the AVE is higher than its correlation with other constructs (Fornell & Larcker, 1981). For 
every construct in this study, the square root of the AVE was higher than its correlation with the other 
constructs (Table 3). Kline (2011) proposed a cutoff of 0.85 or less for HTMT. The results revealed that 
all the HTMT values were less than 0.85 (Table 2). Hence, the results of this study showed no issues 
relating to discriminant validity, offering strong evidence to support discriminant validity's 
establishment. 
 
Table 2 
Fornell–Larcker Criterion and the HTMT 

 1. 2. 3. 4. 

1. Mindfulness 0.65 0.23 0.33 0.21 

2. MTEs 0.25 0.78 0.84 0.51 

3. Tourism well-being 0.33 0.76 0.70 0.62 

4. Travel motivation 0.22 0.49 0.55 0.75 

Note. The square roots of the AVE are diagonal and italicised. The correlations between the construct values are 
shown below the diagonal elements. The HTMT values appear above the diagonal elements. The HTMT ratios 
display the correlations between the model's constructs in the table, where an HTMT value of less than 0.85 shows 
discriminant validity.  

 
5.3. Structural model 
The structural path was assessed to evaluate path coefficients and their statistical significance once the 
measurement model was evaluated. This study employed a structural model using maximum likelihood 
estimation to evaluate the hypotheses. The SEM results revealed an acceptable level of model fit: 
CMIN/df = 1.86, CFI = 0.91, TLI = 0.90, IFI = 0.91, SRMR = 0.07, and RMSEA= 0.05. 
 
Hypotheses were evaluated in addition to the goodness of fit assessment to determine the importance 
of the associations. The results (Table 3) showed that all proposed direct effects (H1-H5 and H7) were 
supported. Specifically, travel motivation positively and significantly influenced tourism well-being (β 
= 0.22, p <0.001), thus supporting H1. Similarly, travel motivation positively and significantly influenced 
mindfulness (β =0.22, p<0.001), indicating that H2 is supported. Travel motivation also significantly 
influenced MTEs (β =0.46, p<0.001), supporting H3. Furthermore, H4, which proposed that mindfulness 
positively influences well-being, was supported (β =0.15, p<0.001). Similarly, mindfulness positively and 
significantly influenced MTEs (β =0.13, p<0.001), supporting H5. Finally, MTEs positively and 
significantly influenced well-being (β =0.61, p<0.001), supporting H7. 
 
5.4. Mediation analysis 
5.4.1. Mindfulness 
Mediation analysis was conducted to evaluate the mediating role of mindfulness in the relationship 
between travel motivation and tourism well-being. The findings revealed a significant indirect effect of 
travel motivation on tourism well-being through mindfulness (β= 0.03, t=2.4, p<0.001). The total impact 
of travel motivation on tourism well-being was significant (β= 0.55, t= 12.55, p<0.001); with the inclusion 
of the mediator, the effect of travel motivation on tourism well-being was still significant (β= 0.22, 
t=5.02, p<0.001). Thus, mindfulness has a complementary partial mediating role in the relationship 
between travel motivation and tourism well-being. Hence, H6 was supported (Table 4). 
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5.4.2. Memorable Tourism Experiences 
The mediating role of MTEs in the relationship between travel motivation and well-being and the 
mediating role of MTEs in the relationship between mindfulness and well-being were assessed. The 
results revealed a significant indirect effect of travel motivation on tourism well-being through MTEs 
(β=0.28, t=8.54, p<0.001). The total impact of travel motivation on well-being was significant (β=0.55, 
t=12.55, p<0.001). The influence of travel motivation on the well-being of tourists remained even after 
the MTEs mediator was considered (β=0.22, t=5.02, p<0.001). Thus, in the relationship between travel 
motivation and well-being, MTEs play a complementary partial mediation role. Hence, H8 was 
supported (Table 4). 
 
A significant indirect effect of mindfulness on tourism well-being through MTEs was found (β= 0.09, 
t=2.77, p<0.001). The total impact of mindfulness on tourism well-being was significant (β= 0.22, t= 4.56, 
p<0.001). With the inclusion of the MTEs mediator, the effect of mindfulness on tourism well-being was 
still significant (β= 0.13, t=3.22, p<0.001). Thus, MTEs have a partial complementary mediating role in 
the relationship between mindfulness and tourism well-being. Hence, H9 was supported (Table 4). 
 
Table 3 
Path coefficients and hypotheses 

Hypothesis Path Coefficient M SD t value Result 

H1 TM -> TW 0.22* 0.22 0.05 5.02 Supported 

H2 TM -> FMI 0.22* 0.23 0.06 3.64 Supported 

H3 TM -> MTEs 0.46* 0.46 0.05 9.72 Supported 

H4 MI -> MTEs 0.15* 0.16 0.05 2.94 Supported 

H5 MI -> TW 0.13* 0.14 0.04 3.22 Supported 

H7 MTEs -> TW 0.61* 0.61 0.04 13.96 Supported 

Note. M= mean, SD= standardized deviation, MI= mindfulness, TW = tourism well-being, MTEs= 
memorable tourism experiences, TM= travel motivation, * = p<0.001 
 
Table 4 
Mediation Analysis Results 

Hypothesis Path β SD T-value p-value CI 95% Result 

      5% 95%  

H6 TM-> MI ->TW 0.03 0.01 2.34 0.001 0.01 0.05 
Partial 
mediation 

H8 TM-> MTEs -> TW 0.28 0.03 8.54 0.001 0.23 0.34 
Partial 
mediation 

H9 MI -> MTEs -> TW 0.09 0.03 2.77 0.001 0.03 0.14 
Partial 
mediation 

Note. SD= standardized deviation, CI= percentile bootstrap 95% confidence interval, MI= mindfulness, 
TW = tourism well-being, MTEs= memorable tourism experiences, TM= travel motivation 
 
6. Discussion and conclusion 
According to Pyke et al. (2016), well-being hasn't been utilised for travel purposes enough. Exactly how 
tourism raises the standard of living for travellers is still up for discussion. Filep (2012) discussed the 
necessity for adjustments and improvements to well-being research methodologies. This study sought 
to respond to this call and create a more comprehensive picture of tourism well-being by studying 
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tourism and incorporating positive relations between various travel-related factors and motivations 
with well-being themes. 
 
This study aimed to fill the gap in the literature by investigating a conceptual model to determine  
whether travel motivation influences tourism well-being, explore the positive influence of mindfulness 
and MTEs, and enhance the understanding of the influencing factors on tourism well-being. 
Furthermore, this study aimed to identify the mediating roles of mindfulness and MTEs on the influence 
of travel motivation on tourism well-being and to analyse the mediating role of MTEs on the influence 
of mindfulness on tourism well-being. Based on these objectives, the suggested theoretical model 
integrated four constructs to understand better the influence of travel motivation, mindfulness, MTEs, 
and tourism well-being. The proposed model was tested using data collected from Portuguese travellers. 
The validity and reliability of the model of the path relationships between the constructs influencing 
tourism well-being and the mediating role of MTEs and mindfulness were supported by all the 
hypotheses. 
 
The main findings of this research supported prior studies suggesting that tourism positively influenced 
well-being (Moscardo, 2011). Additionally, according to Sirgy et al. (2011), there has been an emphasis 
on utilising tourism to encourage visitors to enhance their well-being and elevate their positive 
emotions. 
 
First, the results of this study suggested that travel motivation positively influenced tourism well-being, 
supporting the first hypothesis. This result is supported by previous research by Sirgy et al. (2011). 
However, the relationship between travel motivation and well-being was partially mediated by 
mindfulness and MTEs. Some studies have analysed the mediating role of MTEs on different aspects of 
travel (Huang et al., 2019; Sie et al., 2021; Zhou et al., 2023), but none have explored the mediating role 
between travel motivation and well-being. Thus, the findings suggest that mindfulness may influence 
motivation and well-being. Second, the results revealed that travel motivation positively influenced 
mindfulness. Hence, this is a new result since no previous studies have explored the connection between 
travel motivation and mindfulness in tourism. Previous research has shown that intrinsic and extrinsic 
motivation are mindfulness facilitators (Ying et al., 2020). This finding is consistent with the 
mindfulness literature and suggests a close connection between mindfulness and motivation. Third, 
travel motivation has also shown a positive influence on MTEs. While there has not been much research 
done in this area, this result is in accordance with Dagustani et al. (2018), who found that travel 
motivation significantly influences MTEs. Fourth, mindfulness positively influenced MTEs. This result 
aligns with earlier studies demonstrating the beneficial relationship between mindfulness and MTEs 
(Dutt & Ninov, 2015; Lee & Kim, 2018). Fifth, mindfulness had a positive influence on tourism well-
being. This finding aligns with previous results that support a positive association between mindfulness 
and well-being (Jobbehdar et al., 2022; Kirwin et al., 2019; Loureiro et al., 2019). Furthermore, 
interestingly, MTEs have been found to mediate the relationship between mindfulness and tourism 
well-being. Finally, MTEs positively influenced tourism well-being. This result supports previous 
research, such as that of Jepson et al. (2019), Sthapit and Coudounaris (2019), Vada et al. (2023), and 
Vada et al. (2019), that suggested a significant effect of MTEs on tourist well-being.This study allowed a 
better understanding of the constructs that influence the well-being of Portuguese travellers. In 
Portugal, the concept of well-being has been increasingly promoted in the tourism industry, with more 
and more personalised offers that draw tourists' attention to the importance of taking care of their 
health and increasing their levels of well-being. The Portugal Tourism Strategy includes well-being as 
an emerging asset combining healthy living, health, well-being and mindfulness (Turismo de Portugal, 
2020). 
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6.1. Theoretical implications 
This research offers new quantitative insights by contributing to the literature extension. It also 
contributes to filling the gap identified in the literature by trying to answer the call to understand better 
how tourism can influence well-being and identify the constructs that may influence this concept. First, 
this study is one of the few that investigated the psychological factors that could influence tourists' well-
being. The results highlighted the positive contribution of travel motivation to tourism well-being. 
Additionally, mindfulness and MTEs were shown to influence tourism well-being positively. More 
interestingly, the positive influence of travel motivation on tourism well-being was partially mediated 
by mindfulness and MTEs. Previous studies have investigated the effects of influencing factors on well-
being using different theories. However, a conceptual model that integrates the four proposed 
constructs in this study and the mediating role of MTEs and mindfulness remains underexplored. 
Therefore, this provides the core theoretical contribution of this study. 
 
The conceptual model confirmed the positive relationship and influence between travel motivation, 
mindfulness, and the MTEs on well-being, and it could thus help to understand the connection between 
these four concepts better. It shows how the concepts are all related and influence each other and 
includes the different pathways and factors that can help promote well-being. It will enable researchers 
to identify the variables that influence tourists' well-being and thus continue to explore the possible 
positive effects of this relationship. Furthermore, this model could be applied to future studies in the 
tourism field that aim to better understand which concepts might affect tourists' well-being. In 
addition, the proposed model could also be extended to different studies in the field of psychology, 
whose main objective is to study the concept of well-being and how it is influenced by motivation, 
mindfulness and memorable experiences. 
 
This study also advances knowledge about the tourists' motivations and the positive influence of 
mindfulness and MTEs on tourism well-being. Additionally, the findings expand the understanding of 
how mindfulness and MTEs mediate the relationship between travel motivation and well-being, 
demonstrating that both mindfulness and MTEs influence this relationship. The results contribute to 
extending the theories that support the use of tourism as a way of motivating travellers to increase well-
being (Sirgy et al., 2011) and the positive impact of MTEs on well-being (Dagustani et al., 2018; Sthapit 
et al., 2019). The conceptual model also contributes to the advancement of knowledge regarding 
mindfulness theory, namely confirming the positive influence of mindfulness on well-being as previous 
studies have suggested (Jobbehdar et al., 2022; Langer & Moldoveanu, 2010) and presenting the positive 
influence of motivation on mindfulness, corroborating the theory of Moscardo (2011). Therefore, these 
theoretical findings challenge existing knowledge by highlighting the significant factors influencing 
well-being.  
 
6.2. Practical implications 
This study has several practical implications, particularly for destination management and tourism 
marketing. 
 
The Portugal Tourism Strategy 2027 focuses on strategic actions for national tourism, namely well-being 
and offers opportunities for a growing demand for healthy habits, health and well-being products 
(Turismo de Portugal, 2020). Given the objectives presented in Portugal's Tourism Strategy for 2027, in 
which one of the main points is the focus on the well-being of tourists, the results of this study could 
help tourism and marketing decision-makers to consider including the importance of travel motivation, 
mindfulness, MTEs and its positive influence on well-being in their offers. In addition, as a tourism 
strategy, the importance of tourists' motivations for travelling could be considered in order to provide 
an offer of tourist destinations that aimed at increasing well-being. An improved understanding of the 
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different variables that impact tourism well-being could help tourism managers and decision-makers 
focus on improving tourist well-being and quality of life. Stakeholders and tourist managers can use the 
study's findings to customise their marketing approaches and even include mindfulness and well-being 
in advertising. 
 
The current study offers information defining the connection between well-being and travel motivation, 
highlighting the importance of MTEs and mindfulness of Portuguese travellers. Theoretically, the 
positive psychology and tourism literature are extended to the marketing discipline by the significant 
mediation influence of mindfulness on the relationship between travel motivation and tourism well-
being. The results of this study confirmed that MTEs are essential for tourists' well-being, and this 
personal benefit may, at the same time, contribute to the intention to revisit a destination while serving 
as a reflection of loyalty for travel destination marketers. This study further explored the most 
significant source of information for someone considering revisit and word-of-mouth marketing: their 
memories of the trip (Marschall, 2012). Thus, offering positive, unforgettable experiences is essential to 
tourism businesses' competitiveness. 
 
While tourists are active participants, tourism industry experts need to acknowledge the impact of 
psychological factors and the potential of visitor incentives to deliver a more customised experience 
and better services. While providing tourists with unique experiences is crucial to their well-being, these 
benefits can also be passed on to their intention to return, which indicates consumer loyalty to tourism 
management. Also, since achieving well-being has grown to be one of the most desirable objectives in 
modern society, it is crucial for those working in the tourism and hospitality sectors to understand 
travel's role in promoting this notion. As a result, destination managers can raise visitor well-being and 
the probability of their revisit and recommendation, which are marketing initiatives' ultimate 
objectives. 
 
This study offers practical implications for relevant specialists and travellers. These findings have 
extended the understanding of some critical influencing factors in the search for well-being in tourism 
and provide insights for destination management concerning the significance of travellers' motivations 
to travel. 
 
The finding of the significant positive influence of travel motivation, mindfulness, and MTEs on 
Portuguese travellers' well-being suggests that destination marketers have to concentrate on travel-
related services to generate MTEs and consider tourists' psychological well-being when designing 
tourism products. Finally, tour operators should consider developing different travel packages that are 
adapted to engage different travellers according to their preferences. 
 
6.3. Limitations and future research 
A few shortcomings of the current study point to potential directions for future investigations. First, 
travellers who had recently visited various locations were included in the sample. Future research 
should analyse travellers who have been to particular locations to obtain further insights and a more 
reflective understanding of the differences in specific destination contexts. Second, future studies 
should also consider exploring the hypothesised effects paths over time, offering a longitudinal 
approach to the proposed model, which would help to better understand these relationships over time. 
Future longitudinal studies may be conducted to comprehend the long-term impact of MTEs on the 
well-being of tourists. Third, because this study only collected data at one moment, it is suggested that 
future researchers take pre-post trip surveys into account. Evaluation designs often use these methods 
to assess participant attitudes, behaviours or knowledge changes following an intervention. Fourth, a 
qualitative approach would also be essential to investigate in more detail the opinions of travellers and 
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what factors they consider personally crucial in influencing their well-being. Finally, the results should 
be analysed considering that the data was collected in Portugal and the sample was made up of 
Portuguese travellers, so in order to generalise the results, it will be necessary for future studies to 
consider applying the conceptual model presented in different countries.  
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Appendix 
Scale items for each construct 

Construct Items 

Tourism Motivation TM_1: To find my inner self. 

 TM_2: To learn how to meditate. 

 TM_3: To contemplate what is important to me. 

 TM_4: To be at peace with myself. 

 TM_5: To escape the demands of everyday life. 

 TM_6: To return to everyday life feeling rejuvenated. 

 TM_7: To find peace and quiet. 

 TM_8: To learn about nutrition to make better decisions. 

 TM_9: To learn how to better manage stressful situations. 

 TM_10: To learn general ways to improve my overall health. 

 TM_11: To learn how to overcome specific health problems. 

Mindfulness  

 MI_1: I am open to the experience of the present moment. 

 MI_2: I sense my body, whether eating, cooking, cleaning or talking. 

 
MI_3: When I notice an absence of mind, I gently return to the experience of 
the here and now. 

 MI_4: I am able to appreciate myself. 

 MI_5: I pay attention to what's behind my actions. 

 MI_6: I see my mistakes and difficulties without judging them. 

 MI_7: I feel connected to my experience in the here and now. 

 MI_8: I accept unpleasant experiences. 

 MI_9: I am friendly to myself when things go wrong. 

 MI_10: I watch my feelings without getting lost in them. 

 MI_11: In difficult situations, I can pause without immediately reacting. 

 
MI_12: I experience moments of inner peace and ease, even when things get 
hectic and stressful. 

 MI_13: I am able to smile when I notice how I sometimes make life difficult. 

Tourism Well-being  

 TW_1: I had lots of fun. 

 TW_2: I faced this experience as a unique/original opportunity. 

 TW_3: I found new ways of being that gave meaning to aspects of my life. 

 TW_ 4: I felt good in the relationships I developed with new people. 

 
TW_5: I was able to see the positive side of the less agreeable situations that 
occurred. 

 TW_6: I engaged in community activities (culture, events, etc.). 

 TW_7: This experience was a dream come true. 

 
TW_8: I experienced a connection/relationship with something higher than 
myself. 

Memorable tourism experiences 

 MTEs_1: I was thrilled about having a new experience. 

 MTEs_2: I was indulged in the activities. 

 MTEs_3: I really enjoyed this tourism experience. 

 MTEs_4: It was exciting. 

 MTEs_5: It was liberating. 

 MTEs_6: I enjoyed a sense of freedom. 

 MTEs_7: It was refreshing. 

 MTEs_8: I felt revitalised. 

 MTEs_9: I did something meaningful. 

 MTEs_10:  I did something important. 



Travel motivation and well-being: Analysing the mediating role of mindfulness and memorable travel experiences of Portuguese travellers 

22 

 
 
 

References 
Anderson, J. C., & Gerbing, D. W. (1988). Structural equation modelling in practice: A review and 

recommended two-step approach. Psychological Bulletin, 103(3), 411–423. 
https://doi.org/10.1037/0033-2909.103.3.411 

Asan, K., Zaid Alrawadieh, & Levent Altinay. (2023). Connectedness to nature and life satisfaction of 
seniors: the mediating effects of tourist experience and tourist well-being. Current Issues in Tourism, 
1–17. https://doi.org/10.1080/13683500.2023.2213881  

Aydin, D., & Ömüriş, E. (2020). The Mediating Role Of Meaning In Life In The Relationship Between 
Memorable Tourism Experiences And Subjective Well-Being. Advances in Hospitality and Tourism 
Research. https://doi.org/10.30519/ahtr.656469  

Bargh, J.A. (2006). What have we been priming all these years? On the development, mechanism, and 
ecology of nonconscious social behaviour. European Journal of Social Psychology, 36(2), 147-
168.  https://doi.org/10.1002/ejsp.336 

Bentler, P. M. (1990). Comparative fit indexes in structural models. Psychological bulletin, 107(2), 238. 
https://doi.org/10.1037/0033-2909.107.2.238 

Bishop, S. R., Lau, M., Shapiro, S., Carlson, L., Anderson, N. D., Carmody, J., Segal, Z. V., Abbey, S., 
Speca, M., Velting, D., & Devins, G. (2006). Mindfulness: A proposed operational definition. Clinical 
Psychology: Science and Practice, 11(3), 230–241. https://doi.org/10.1093/clipsy.bph077 

Bočkus, D., Vento, E., Tammi, T., Komppula, R. & Kolesnikova, N. (2023). Comparing the motivations 
behind wellness tourism in three source markets. European Journal of Tourism Research, 33, 3303. 
https://doi.org/10.54055/ejtr.v33i.2786 

Câmara, E., Pocinho, M., Agapito, D. & Jesus, S.N. (2023). Meaningful experiences in tourism: A 
systematic review of psychological constructs. European Journal of Tourism Research, 34, 3403. 
https://doi.org/10.54055/ejtr.v34i.296 

Carson, S. H., & Langer, E. J. (2006). Mindfulness and self-acceptance. Journal of Rational-Emotive and 
Cognitive-Behavior Therapy, 24(1), 29–43. https://doi.org/10.1007/s10942-006- 0022-5 

Caru, A., & Cova, B. (2003). Consuming experiences. Routledge. 
Carvalho, A. (2022). Domestic and European leisure travel intentions: assessing the role of push 

motivations, destination safety, travel risk, safety concerns and social risk. European Journal of 
Tourism Research, 32, 3214. https://doi.org/10.54055/ejtr.v32i.2535 

Chen, C.C., & Petrick, J. F. (2013). Health and Wellness Benefits of Travel Experiences. Journal of Travel 
Research, 52(6), 709–719. https://doi.org/10.1177/0047287513496477 

Chen, J. S., Prebensen, N., & Huan, T. C. (2008). Determining the Motivation of Wellness 
Travelers. Anatolia, 19(1), 103–115. https://doi.org/10.1080/13032917.2008.9687056  

Chirakranont, R., & Sakdiyakorn, M. (2022). Conceptualising meaningful tourism experiences: Case 
study of a small craft beer brewery in Thailand. Journal of Destination Marketing and Management, 
23, 100691. https://doi.org/10.1016/j.jdmm.2022.100691 

Clawson, M., & Knetsch, J. L. (1966). Economics of outdoor recreation. Baltimore, MD: Johns Hopkins.  
Cohen, E. (1979). A phenomenology of tourist experiences. Sociology,13(2), 179–201. 

https://doi.org/10.1177/003803857901300203 
Connel, J. (2006). Medical Tourism. Tourism Management. 27, 1093-1100. 

https://doi.org/10.1016/j.tourman.2005.11.005 
Coudounaris, D. N., & Sthapit, E. (2017). Antecedents of memorable tourism experience related to 

behavioral intentions. Psychology and Marketing, 34(12), 1084–1093. 
https://doi.org/10.1002/mar.21048 

Crick-Furman, D. & Prentice, R. (2000). Modeling Tourists' Multiple Values. Annals of Tourism Research 
27(1), 69-92. https://doi.org/10.1016/S0160-7383(99)00041-9 

Crompton, J. (1979). Motivations for pleasure vacation. Annals of Tourism Research, 6(4), 408-24. 
https://doi.org/10.1016/0160-7383(79)90004-5 

https://psycnet.apa.org/doi/10.1037/0033-2909.103.3.411
https://doi.org/10.1080/13683500.2023.2213881
https://doi.org/10.30519/ahtr.656469
https://doi.org/10.1002/ejsp.336
https://psycnet.apa.org/doi/10.1037/0033-2909.107.2.238
https://psycnet.apa.org/doi/10.1093/clipsy.bph077
https://doi.org/10.54055/ejtr.v33i.2786
https://doi.org/10.54055/ejtr.v34i.296
https://doi.org/10.1007/s10942-006-%200022-5
https://doi.org/10.54055/ejtr.v32i.2535
https://doi.org/10.1177/0047287513496477
https://doi.org/10.1080/13032917.2008.9687056
https://doi.org/10.1016/j.jdmm.2022.100691
https://doi.org/10.1177/003803857901300203
https://doi.org/10.1016/j.tourman.2005.11.005
https://doi.org/10.1002/mar.21048
https://doi.org/10.1016/S0160-7383(99)00041-9
https://doi.org/10.1016/0160-7383(79)90004-5


Iacob et al. (2025) / European Journal of Tourism Research 39, 3911 

23 

 
 
 

Curran, P. J., West, S. G., & Finch, J. F. (1996). The robustness of test statistics to nonnormality and 
specification error in confirmatory factor analysis. Psychological Methods, 1(1), 16–
29. https://doi.org/10.1037/1082-989X.1.1.16 

Dagustani, D., Kartini, D., Oesman, Y. M., & Kaltum, U. (2018). Destination Image of Tourist: Effect of 
Travel Motivation and Memorable Tourism Experience. Etikonomi: Jurnal Ekonomi. 17(2), 307 – 318. 
http//dx.doi.org/10.15408/etk.v17i2.7211  

Dann, G. (1981). Tourist Motivation: An Appraisal. Annals of Tourism Research, 8(2), 187-194. 
https://doi.org/10.1016/0160-7383(81)90082-7 

Dolnicar, S., Yanamandram, V., & Cliff, K. (2012). The contribution of vacations to quality of life. Annals 
of Tourism Research, 39(1), 59-83. https://doi.org/10.1016/j.annals.2011.04.015 

Dunman, T., & Mattila, A. (2005). The role of affective factors on perceived cruise vacation value. 
Tourism Management, 26, 311–323. https://doi.org/10.1016/j.tourman.2003.11.014 

Dutt, C., & Ninov, I. (2015). Tourists' Experiences of Mindfulness in Dubai, United Arab Emirates 
(UAE). Journal of Travel & Tourism Marketing, 33(8), 1195–1212. 
https://doi.org/10.1080/10548408.2015.1107521  

Errmann, A., Kim, J., Lee, D. C., Seo, Y., Lee, J., & Kim, S. S. (2021). Mindfulness and pro-environmental 
hotel preference. Annals of Tourism Research, 90, 103263. https://doi.org/10.1016/j.annals.2021.103263 

Filep, S. (2012). Moving Beyond Subjective Well-Being. Journal of Hospitality & Tourism Research, 38(2), 
266–274. https://doi.org/10.1177/1096348012436609  

Filep, S., & Laing, J. (2019). Trends and directions in tourism and positive psychology. Journal of Travel 
Research, 58(3), 343–354. https://doi.org/10.1177/0047287518759227  

Fincham, G. W., Mavor, K., & Dritschel, B. (2023). Effects of Mindfulness Meditation Duration and Type 
on Well-being: an Online Dose-Ranging Randomized Controlled Trial. Mindfulness. 
https://doi.org/10.1007/s12671-023-02119-2  

Fornell, C., & Larcker, D. F. (1981). Structural equation models with unobservable variables and 
measurement error: Algebra and statistics. Journal of Marketing Research, 18(3), 382–
388. https://doi.org/10.2307/3150980 

Garcês, S., Pocinho, M., & Jesus, S. N. D. (2020). Psychometric analysis of the Tourism Well-being Scale 
(TWS): a multidisciplinary approach. Anais Da Academia Brasileira de Ciências, 92(1). 
https://doi.org/10.1590/0001-3765202020190232  

Gilbert, D., & Abdullah, J. (2004). Holiday taking and the Sense of Well-Being. Annals of Tourism 
Research, 31(1), 103–121. https://doi.org/10.1016/j.annals.2003.06.001 

Gotojones, C. (2013). Zombie apocalypse as mindfulness manifesto (after Žižek). Postmodern Culture, 
24(1). https://doi.org/10.1353/pmc.2013.0062 

Hair, J.F., Risher, J.J., Sarstedt, M. and Ringle, C.M. (2019). When to use and how to report the results of 
PLS-SEM. European Business Review, 31(1), 2-24. https://doi.org/10.1108/EBR-11-2018-0203 

Hair, J. F., Hult, G. T. M., Ringle, C. M. & Sarstedt, M. (2016). A Primer on Partial Least Squares Structural 
Equation Modeling (PLS-SEM) (2nd ed.). SAGE Publications. 

Hartwell, H., Fyall, A., Willis, C., Page, S., Ladkin, A., & Hemingway, A. (2018). Progress in tourism and 
destination well-being research. Current Issues in Tourism, 21(16), 1830–1892. 
https://doi.org/10.1080/13683500.2016.1223609 

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing discriminant validity in 
variance-based structural equation modeling. Journal of the academy of marketing science, 43(1), 115-
135. https://doi.org/10.1007/s11747-014-0403-8  

Harman, D. (1967). A Single Factor Test of Common Method Variance. The Journal of Psychology, 35, 
359–378. https://doi.org/10.1145/3330472.3330477  

Hoopes, L. L., & Lounsbury, J. W. (1989). An investigation of life satisfaction following a vacation: A 
domain-specific approach. Journal of Community Psychology, 17(2), 129–
140.https://doi.org/10.1002/1520-6629(198904)17:2<129::AID JCOP2290170205>3.0.CO;2-5 

https://psycnet.apa.org/doi/10.1037/1082-989X.1.1.16
https://doi.org/10.1016/0160-7383(81)90082-7
https://doi.org/10.1016/j.annals.2011.04.015
https://doi.org/10.1016/j.tourman.2003.11.014
https://doi.org/10.1080/10548408.2015.1107521
https://doi.org/10.1016/j.annals.2021.103263
https://doi.org/10.1177/1096348012436609
https://doi.org/10.1177/0047287518759227
https://doi.org/10.1007/s12671-023-02119-2
https://psycnet.apa.org/doi/10.2307/3150980
https://doi.org/10.1590/0001-3765202020190232
https://psycnet.apa.org/doi/10.1016/j.annals.2003.06.001
https://doi.org/10.1353/pmc.2013.0062
https://doi.org/10.1108/EBR-11-2018-0203
https://doi.org/10.1080/13683500.2016.1223609
https://doi.org/10.1007/s11747-014-0403-8
http://dx.doi.org/10.1145/3330472.3330477
https://doi.org/10.1002/1520-6629(198904)17:2%3c129::AID%20JCOP2290170205%3e3.0.CO;2-5


Travel motivation and well-being: Analysing the mediating role of mindfulness and memorable travel experiences of Portuguese travellers 

24 

 
 
 

Hosany, S., Sthapit, E., & Björk, P. (2022). Memorable tourism experience: A review and research 
agenda. Psychology & Marketing, 39(8), 1467–1486. https://doi.org/10.1002/mar.21665  

Hosseini, S., Cortes Macias, R., & Almeida Garcia, F. (2023). Memorable tourism experience research: a 
systematic review of the literature. Tourism Recreation Research, 48(3), 1–15. 
https://doi.org/10.1080/02508281.2021.1922206  

Houle, B. J., Sagarin, B. J., & Kaplan, M. F. (2005). A functional approach to volunteerism: Do volunteer 
motives predict task preference? Basic and Applied Social Psychology, 27(4), 337–
344. https://doi.org/10.1207/s15324834basp2704_6 

Hu, L. T., & Bentler, P. M. (1998). Fit indices in covariance structure modeling: Sensitivity to 
underparameterized model misspecification. Psychological methods, 3(4), 424. 
https://doi.org/10.1037/1082-989X.3.4.424 

Huang, X., Wang, P., & Wu, L. (2024). Well-being Through Transformation: An Integrative Framework 
of Transformative Tourism Experiences and Hedonic Versus Eudaimonic Well-being. Journal of 
Travel Research, 63(4), 974-994. https://doi.org/10.1177/00472875231171670 

Huang, Y. F., Zhang, Y., & Quan, H. (2019). The relationship among food perceived value, memorable 
tourism experiences and behaviour intention: The case of the Macao food festival. International 
Journal of Tourism Sciences,19(4), 258–268. https://doi.org/10.1080/15980634.2019.1706028 

Huitt, W. (2007). Maslow's Hierarchy of Needs. Educational Psychology Interactive. 
Jang, J., Jo, W., & Kim, J. S. (2020). Can employee workplace mindfulness counteract the indirect effects 

of customer incivility on proactive service performance through work engagement? A moderated 
mediation model. Journal of Hospitality Marketing & Management, 1(18). 
https://doi.org/1080/19368623.2020.1725954  

Jayawickreme, E., Forgeard, M. J. C., & Seligman, M. E. P. (2012). The Engine of Well-Being. Review of 
General Psychology, 16(4), 327–342. https://doi.org/10.1037/a0027990  

Jepson, A., Stadler, R., & Spencer, N. (2019). Making positive family memories together and improving 
quality-of-life through thick sociality and bonding at local community festivals and events. Tourism 
Management, 75, 34–50. https://doi.org/10.1016/j.tourman.2019.05.001  

Jiang, Y. & Wen, J. (2020). Effects of COVID-19 on hotel marketing and management: a perspective 
article. International Journal of Contemporary Hospitality Management, 32(8), 2563-
2573. https://doi.org/10.1108/IJCHM-03-2020-0237 

Jobbehdar N., N., Tanova, C., & Gokmenoglu, K. K. (2023). Can Mindfulness Improve Organisational 
Citizenship and Innovative Behaviors Through its Impact on Well-Being Among 
Academics? Psychological Reports, 126(4), 2027-2048. https://doi.org/10.1177/00332941211069517 

Jones, P., & Drummond, P. (2022). Construction and evaluation of a mindfulness-based quality of life 
and well-being program (MQW) in a randomised trial. Current Psychology. 
https://doi.org/10.1007/s12144-021-02672-w  

Jorgenson, J., Nickerson, N., Dalenberg, D., Angle, J., Metcalf, E., &Freimund, W. (2019). Measuring 
visitor experiences: Creating and testing the tourism autobiographical memory scale. Journal of 
Travel Research,58(4), 566–578. https://doi.org/10.1177/0047287518764344 

Kabat-Zinn, J. (2003). Mindfulness-based interventions in context: Past, present, and future. Clinical 
Psychology: Science and Practice, 10(2), 144–156. https://doi.org/10.1093/clipsy/bpg016   

Kabat-Zinn, J. (2013). Full catastrophe living: Using the wisdom of your body and mind to face stress, pain, 
and illness. Bantam Books. 

Kabat-Zinn, J. (2014). Meditation is everywhere. Mindfulness, 5(4), 462–463. https://10.1007/s12671- 014-
0323-1  

Karl, M., Bauer, A., Ritchie, B. W., & Passauer, M. (2020). The impact of travel constraints on travel 
decision-making: A comparative approach of travel frequencies and intended travel participation. 
Journal of Destination Marketing & Management, 18, 100471. https://doi.org/10. 
1016/j.jdmm.2020.100471  

https://doi.org/10.1002/mar.21665
https://doi.org/10.1080/02508281.2021.1922206
https://psycnet.apa.org/doi/10.1207/s15324834basp2704_6
https://psycnet.apa.org/doi/10.1037/1082-989X.3.4.424
https://doi.org/10.1177/00472875231171670
https://doi.org/10.1080/15980634.2019.1706028
https://doi.org/1080/19368623.2020.1725954
https://doi.org/10.1037/a0027990
https://doi.org/10.1016/j.tourman.2019.05.001
https://doi.org/10.1108/IJCHM-03-2020-0237
https://doi.org/10.1177/00332941211069517
https://doi.org/10.1007/s12144-021-02672-w
https://doi.org/10.1177/0047287518764344
https://doi.org/10.1093/clipsy/bpg016
https://10.0.3.239/s12671-%20014-0323-1
https://10.0.3.239/s12671-%20014-0323-1
https://doi.org/10.%201016/j.jdmm.2020.100471
https://doi.org/10.%201016/j.jdmm.2020.100471


Iacob et al. (2025) / European Journal of Tourism Research 39, 3911 

25 

 
 
 

Katz, D. (1960). The functional approach to the study of attitudes. Public Opinion Quarterly, 24(2), 163–
204. https://doi.org/10.1086/266945 

Kessler, D., Lee, J.H., & Whittingham, N. (2020). The wellness tourist motivation scale: a new statistical 
tool for measuring wellness tourist motivation. International Journal of Spa and Wellness, 3(1), 1–16. 
https://doi.org/10.1080/24721735.2020.1849930  

Kiken, L. G., Garland, E. L., Bluth, K., Palsson, O. S., & Gaylord, S. A. (2015). From a state to a trait: 
Trajectories of state mindfulness in meditation during intervention predict changes in trait 
mindfulness. Personality and Individual Differences, 81, 41–46. https://doi.org/10.1016/j. 
paid.2014.12.044 

Kim, J.H. (2010). Development of a Scale to Measure Memorable Tourism Experiences. Doctoral 
dissertation summary. European Journal of Tourism Research 3(2). 
https://doi.org/10.1177/0047287510385467 

Kim, H., & So, K. K. F. (2022). Two decades of customer experience research in hospitality and tourism: 
A bibliometric analysis and thematic content analysis. International Journal of Hospitality 
Management, 100, 1–15. https://doi.org/10.1016/j.ijhm.2021.103082 

Kim, J. H., Ritchie, J. R. B., & McCormick, B. (2012). Development of a scale to measure memorable 
tourism experiences. Journal of Travel Research,51(1), 12–25. 
https://doi.org/10.1177/0047287510385467 

Kim, Y., Ribeiro, M. A., & Li, G. (2021). Tourism memory characteristics scale: Development and 
validation. Journal of Travel Research, 5, 371. https://doi.org/10.1177/00472875211033355  

Kim, D., Park, J., & Park, B. (2024). How do leisure activities impact leisure domain and life domain 
satisfaction and subjective well‐being? International Journal of Tourism Research, 26(1). 
https://doi.org/10.1002/jtr.2618  

Kirillova, K., Lehto, X., & Cai, L. (2017). Tourism and existential transformation: An empirical 
investigation. Journal of Travel Research, 56(5), 638–650. https://doi.org/10.1177/0047287516650277 

Kirwin, M., Harper, N. J., Young, T., & Itzvan, I. (2019). Mindful adventures: a pilot study of the outward 
bound mindfulness program. Journal of Outdoor and Environmental Education, 22(1), 75–90. 
https://doi.org/10.1007/s42322-019-00031-9  

Kline, R. B. (2011). Principles and practice of structural equation modeling. Guilford Press. 
Kline, R. B. (2005). Principles and practice of structural equation modelling. Guilford Press. 
Knobloch, U., Robertson, K., & Aitken, R. (2017). Experience, emotion, and eudaimonia: A consideration 

of tourist experiences and well-being. Journal of Travel Research, 56(5), 651–662. 
https://doi.org/10.1177/0047287516650937  

Kristensen, M. L. (2018). Mindfulness and resonance in an era of acceleration: a critical inquiry. Journal 
of Management, Spirituality and Religion, 15(2), 178–195. https://doi.org/10.1080/14766086.2017. 
1418413 

Kruger, S. M., Sirgy, J., Lee, D., & Yu, G. (2015). Does life satisfaction of tourists increase if they set travel 
goals that have high positive valence? Tourism Analysis, 20(2), 173–188. 

Langer, E. J. (1993). A mindful education. Educational Psychologist, 28(1), 43–50. 
https://doi.org/10.1207/s15326985ep2801_4 

Langer, E. J., & Moldoveanu, M. (2010). Mindfulness research and the future. Journal of Social Issues, 
56(1), 129–139. https://doi. org/10.1111/0022-4537.00155  

Langer, E.J. (1989). Mindfulness. Addison-Wesley, Reading. 
Larsen, S., & Jenssen, D. (2004). The school trip: Travelling with, not to or from. Scandinavian Journal 

of Tourism Research, 4, 43–57. https://doi.org/10.1080/15022250410006273 
Lee, Y., & Kim, I. (2018). Investigating key innovation capabilities fostering visitors' mindfulness and its 

consequences in the food exposition environment. Journal of Travel & Tourism Marketing, 35(6), 
803–818. https://doi.org/10.1080/10548408.2017.1421496  

https://psycnet.apa.org/doi/10.1086/266945
https://doi.org/10.1080/24721735.2020.1849930
https://doi.org/10.1016/j.%20paid.2014.12.044
https://doi.org/10.1016/j.%20paid.2014.12.044
https://doi.org/10.1177/0047287510385467
https://doi.org/10.1016/j.ijhm.2021.103082
https://doi.org/10.1177/0047287510385467
https://doi.org/10.1177/00472875211033355
https://doi.org/10.1002/jtr.2618
https://doi.org/10.1177/0047287516650277
https://doi.org/10.1177/0047287516650937
https://doi.org/10.1207/s15326985ep2801_4
https://doi.org/10.1080/15022250410006273
https://doi.org/10.1080/10548408.2017.1421496


Travel motivation and well-being: Analysing the mediating role of mindfulness and memorable travel experiences of Portuguese travellers 

26 

 
 
 

Liang, Z., Luo, H., & Hui, T. (2021). Moving for a good life: tourism mobility and subjective well-being 
of Chinese retirement migrants. Tourism Geographies, 25(2–3), 778–196. 
https://doi.org/10.1080/14616688.2021.1990385. 

Liu, L., Zhou, Y., & Sun, X. (2023). The Impact of the Wellness Tourism Experience on Tourist Well-
Being: The Mediating Role of Tourist Satisfaction. Sustainability, 15(3), 1872. 
https://doi.org/10.3390/su15031872  

Loureiro, S. M. C., Stylos, N., & Miranda, F. J. (2019). Exploring how mindfulness may enhance perceived 
value of travel experience. The Service Industries Journal, 1(25). 
https://doi.org/10.1080/02642069.2019.1600672  

MaCCannell, D. (1999). The Tourist (2nd Ed.). Berkeley. University of California Press. 
Marschall, S. (2012). Personal memory tourism and a wider exploration of the tourism − memory nexus. 

Journal of Tourism and Cultural Change, 10(4), 321–335. https://doi. 
org/10.1080/14766825.2012.742094  

Maslow, A. (1970). Motivation and Personality (2nd ed). Harper. 
McGoarty, B., Ellis, S., Chapman, J., Eadon-Clarke, P., P., R., & Raphael, R. (2020). Global wellness trends 

Report—The Future of Wellness 2020. https://www.globalwellnesssummit.com/wp-
content/uploads/2020/04/GlobalWellnessTrends2020.pdf  

McIntosh, A.J. (2004). Tourists' appreciation of maori culture in New Zealand. Tourism Management, 
25(1), 1–15. https://doi.org/10.1016/S0261-5177(03)00058-X 

Mehmetoglu, M., & Engen, M. (2011). Pine and Gilmore's concept of experience economy and its 
dimensions: An empirical examination in tourism. Journal of Quality Assurance in Hospitality and 
Tourism,12(4),237–255. https://doi.org/10.1080/1528008X.2011.541847 

Moscardo, G. (2008). Understanding tourist experience through mindfulness theory. Routledge, London. 
Moscardo, G. (2011). Searching for Well-being: Exploring Change in Tourist Motivation. Tourism 

Recreation Research, 36(1), 15–26. https://doi.org/10.1080/02508281.2011.11081656  
Moscardo, G. (2017). Exploring mindfulness and stories in tourist experiences. 
International Journal of Culture, Tourism and Hospitality Research, 11(2), 111-

124. https://doi.org/10.1108/IJCTHR-11-2016-0108 
Murtin, F., & Zanobetti, L. (2024). The Art of Living Well: Cultural Participation and Well-Being. Applied 

Research in Quality of Life. https://doi.org/10.1007/s11482-024-10306-z  
Nayak, M. S. D. P., & Narayan, K. A. (2019). Strengths and weaknesses of online 

surveys. Technology, 6(7), 0837-2405053138. https://doi.org/10.9790/0837-2405053138 
Nawijn, J., Marchand, M. A., Veenhoven, R., & Vingerhoets, A. J. (2010). Vacationers Happier, but Most 

not Happier After a Holiday. Applied Research in Quality of Life, 5(1), 35–47. 
https://doi.org/10.1007/s11482-009-9091-9  

Newman, D. B., Tay, L., & Diener, E. (2013). Leisure and Subjective Well-Being: A Model of Psychological 
Mechanisms as Mediating Factors. Journal of Happiness Studies, 15(3), 555–578. 
https://doi.org/10.1007/s10902-013-9435-x  

Packer, J., & Ballantyne, R. (2002). Motivational factors and the visitor experience: A comparison of 
three sites. Curator the Museum Journal, 45(3), 183–198. https://doi.org/10.1111/j. 2151-
6952.2002.tb00055.x 

Pearce, P. L. (2009). The Relationship Between Positive Psychology and Tourist Behavior 
Studies. Tourism Analysis, 14(1), 37–48. https://doi.org/10.3727/108354209788970153  

Pearce, P., Filep, S., & Ross, G. (2010). Tourists, tourism and the good life. Routledge. 
Pearce, P.L. (1982). The Social Psychology of Tourist Behaviour. Pergamon. 
Pearce, P.L. (2005). Tourism Behaviour: Themes and Conceptual Schemes. Channel View. 
Pine, B.J. & Gilmore, J.H. (1999). The Experience Economy. Harvard Business School Press. 

https://doi.org/10.1080/14616688.2021.1990385
https://doi.org/10.3390/su15031872
https://doi.org/10.1080/02642069.2019.1600672
https://www.globalwellnesssummit.com/wp-content/uploads/2020/04/GlobalWellnessTrends2020.pdf
https://www.globalwellnesssummit.com/wp-content/uploads/2020/04/GlobalWellnessTrends2020.pdf
https://doi.org/10.1016/S0261-5177(03)00058-X
https://doi.org/10.1080/1528008X.2011.541847
https://doi.org/10.1080/02508281.2011.11081656
https://doi.org/10.1108/IJCTHR-11-2016-0108
https://doi.org/10.1007/s11482-024-10306-z
http://dx.doi.org/10.9790/0837-2405053138
https://doi.org/10.1007/s11482-009-9091-9
https://doi.org/10.1007/s10902-013-9435-x
https://doi.org/10.1111/j.%202151-6952.2002.tb00055.x
https://doi.org/10.1111/j.%202151-6952.2002.tb00055.x
https://doi.org/10.3727/108354209788970153


Iacob et al. (2025) / European Journal of Tourism Research 39, 3911 

27 

 
 
 

Plog, S. (2001). Why Destination Areas Rise and Fall in Popularity: An Update of a Cornell Quarterly 
Classic. Cornell Hotel and Restaurant Administration Quarterly 42(3), 13–24. 
http://dx.doi.org/10.1016/S0010-8804(01)81020-X  

Podsakoff, P. M., MacKenzie, S. B., Lee, J.Y., & Podsakoff, N. P. (2003). Common method biases in 
behavioral research: A critical review of the literature and recommended remedies. Journal of 
Applied Psychology, 88(5), 879–903. https://doi.org/10.1037/0021-9010.88.5.879 

Prayag, G., Hosany, S., & Odeh, K. (2013). The role of tourists' emotional experiences and satisfaction in 
understanding behavioral intentions. Journal of Destination Marketing & Management, 2(2), 118–127. 
https://doi.org/10.1016/j.jdmm.2013.05.001  

Pyke, S., Hartwell, H., Blake, A., & Hemingway, A. (2016). Exploring well-being as a tourism product 
resource. Tourism Management, 55, 94–105. https://doi.org/10.1016/j.tourman.2016.02.004  

Roemer, A., Sutton, A., & Medvedev, O. N. (2021). The role of dispositional mindfulness in employee 
readiness for change during the COVID-19 pandemic. Journal of Organizational Change 
Management, 34(5), 917–928. https://doi.org/10.1108/JOCM-10-2020-0323 

Ryan, C. (2002). The tourist experience: A new introduction (2nd ed.). Cassell 
Ryan, R. M., & Deci, E. L. (2001). On happiness and human potentials: A review of research on hedonic 

and eudaimonic well-being. Annual Review of Psychology, 52(1), 141–166. 
https://doi.org/10.1146/annurev.psych.52.1.141 

Ryan, R. M., Donald, J. N., & Bradshaw, E. L. (2021). Mindfulness and motivation: A process view using 
self-determination theory. Current Directions in Psychological Science, 30(4), 300–306. 
https://doi.org/10.1177/09637214211009511   

Seligman, M.E.P. and Csikszentmihalyi, M. (2000). Positive psychology: an introduction. American 
Psychologist, 55(1), 5–14. https://doi.org/10.1037//0003-066x.55.1.5 

Sie, D. L., Pegg, D. S., & Virginia Phelan, D. K. (2021). Senior tourists' self-determined motivations, tour 
preferences, memorable experiences and subjective well-being: An integrative hierarchical 
model. Journal of Hospitality and Tourism Management, 47, 237–
251. https://doi.org/10.1016/j.jhtm.2021.03.006 

Sirgy, J. M. (2019). Promoting quality-of-life and well-being research in hospitality and tourism. Journal 
of Travel & Tourism Marketing, 36(1), 1–13. https://doi.org/10.1080/10548408.2018.1526757 

Sirgy, M. J., Kruger, P. S., Lee, D.J., & Yu, G. B. (2011). How does a travel trip affect tourists' life 
satisfaction? Journal of Travel Research, 50(3), 261–275. https://doi.org/10.1177/0047287510362784 

Smith, M. K., & Diekmann, A. (2017). Tourism and well-being. Annals of Tourism Research, 66, 1–13. 
https://doi.org/10. 1016/j.annals.2017.05.006  

Smith, M., & Pucko, L. (2017). The Routledge handbook of health tourism. Routledge International 
Handbooks 

Smith, M., & Puczkó, L. (2014). Health, tourism and hospitality: Spas, wellness and medical travel. 
Routledge. 

Stankov, U., & Filimonau, V. (2021). Here and now – the role of mindfulness in post-pandemic 
tourism. Tourism Geographies, 1–16. https://doi.org/10.1080/14616688.2021.2021978  

Stankov, U., Filimonau, V., & Vujičić, M. D. (2020). A mindful shift: an opportunity for mindfulness-
driven tourism in a post-pandemic world. Tourism Geographies, 22(3), 703–712. 
https://doi.org/10.1080/14616688.2020.1768432 

Sthapit, E., Coudounaris, D. N., & Björk, P. (2019). Extending the memorable tourism experience 
construct: An investigation of memories of local food experiences. Scandinavian Journal of 
Hospitality and Tourism,19(4–5), 333–353. https://doi.org/10.1080/15022250.2019.1689530 

Stone, M. J., Soulard, J., Migacz, S., & Wolf, E. (2018). Elements of memorable food, drink, and culinary 
tourism experiences. Journal of Travel Research,57(8), 1121–1132. 
https://doi.org/10.1177/0047287517729758 

http://dx.doi.org/10.1016/S0010-8804(01)81020-X
https://psycnet.apa.org/doi/10.1037/0021-9010.88.5.879
https://doi.org/10.1016/j.jdmm.2013.05.001
https://doi.org/10.1016/j.tourman.2016.02.004
https://doi.org/10.1108/JOCM-10-2020-0323
https://doi.org/10.1146/annurev.psych.52.1.141
https://doi.org/10.1177/09637214211009511
https://doi.org/10.1037/0003-066x.55.1.5
https://psycnet.apa.org/doi/10.1016/j.jhtm.2021.03.006
https://doi.org/10.1080/10548408.2018.1526757
https://psycnet.apa.org/doi/10.1177/0047287510362784
https://doi.org/10.%201016/j.annals.2017.05.006
https://doi.org/10.1080/14616688.2021.2021978
https://doi.org/10.1080/14616688.2020.1768432
https://doi.org/10.1080/15022250.2019.1689530
https://doi.org/10.1177/0047287517729758


Travel motivation and well-being: Analysing the mediating role of mindfulness and memorable travel experiences of Portuguese travellers 

28 

 
 
 

Su, L., Tang, B., & Nawijn, J. (2021). How tourism activity shapes travel experience sharing: Tourist well-
being and social context. Annals of Tourism Research, 9, 103316. 
https://doi.org/10.1016/j.annals.2021.103316. 

Talib, A. N. A., & Ramleeb, A. A. (2020). An application of 'push and pull' domestic travel motivation 
model among young Malaysian adults: Post COVID-19. Journal of Humanities, Language, Culture 
and Business, 4(15), 34–41. https://doi.org/10.3126/jmds.v27i0.24945 

Totawar, A. K., & Nambudiri, R. (2014). Mood and self-efficacy: The moderation of hedonic and 
utilitarian motivation. Human Resource Development Review, 13(3), 314–335.  
https://doi.org/10.1177/153448431349233  

Tung, V. W. S., & Ritchie, J. B. (2011). Exploring the essence of memorable tourism experiences. Annals 
of Tourism Research, 38(4),1367–1386. https://doi.org/10.1016/j.annals.2011.03.009 

Turismo de Portugal (2020). Visão Geral. Retrieved from: 
http://www.turismodeportugal.pt/pt/Turismo_Portugal/visao_geral/Paginas/default.asp   

Ullman, J. B. (2001). Structural equation modeling (4th ed). Needham Heights. 
United Nations (2023). The Sustainable Development Goals Report. 

https://unstats.un.org/sdgs/report/2023/  
Uriely, N., Schwartz, Z., Cohen, E., & Reichel, A. (2002). Rescuing hikers in Israel's deserts: Community 

altruism or an extension of adventure tourism? Journal of Leisure Research, 34(1), 25-36. 
https://doi.org/10.1080/00222216.2002.11949958 

Uysal, M., Perdue, R., & Sirgy, M. J. (eds). (2012). Handbook of tourism and quality-of-life research: 
Enhancing the lives of tourists and residents of host communities. Springer Science and Business 
Media 

Vada, S., Filep, S., Moyle, B., Gardiner, S., & Tuguinay, J. (2023). Welcome back: Repeat visitation and 
tourist well-being. Tourism Management, 98, 104747. https://doi.org/10.1016/j.tourman.2023.104747  

Vada, S., Prentice, C., & Hsiao, A. (2019). The influence of tourism experience and well‐being on place 
attachment. Journal of Retailing and Consumer Services,47, 322–330. 
https://doi.org/10.1016/j.jretconser.2018.12.007 

van der Deijl, W., Brouwer, W. & van Exel, J. (2023). What Constitutes Well-being? Five Views Among 
Adult People from the Netherlands on what is Important for a Good Life. Applied Research in Quality 
of Life. https://doi.org/10.1007/s11482-023-10225-5  

Vinzi, E. V., Chin, W. W., Henseler, J., & Wang, H. (2010). Handbook of Partial Least Squares. Springer 
Berlin Heidelberg. https://doi.org/10.1007/978-3-540-32827-8_29  

Voigt, C., Howat, C. & Brown, G. (2010). Hedonic and Eudaimonic Experiences Among Wellness 
Tourists: An Exploratory Enquiry. Annals of Leisure Research, 13(3), 541-562. 
https://doi.org/10.1080/11745398.2010.9686862 

Voigt, C., Brown, G. and Howat, G. (2011). Wellness tourists: in search of transformation. Tourism 
Review,  66, 2, 16 -30. 

https://doi.org/10.1108/16605371111127206 
Volo, S. (2009). Conceptualising experience: A tourist based approach. Journal of Hospitality Marketing 

and Management,18(2/3),111–126. https://doi.org/10.1080/19368620802590134 
Walach, H., Buchheld, N., Buttenmüller, V., Kleinknecht, N., & Schmidt, S. (2006). Measuring 

mindfulness—the Freiburg Mindfulness Inventory (FMI). Personality and Individual 
Differences, 40(8), 1543–1555. https://doi.org/10.1016/j.paid.2005.11.025  

Wang, N. (1999). Rethinking authenticity in tourism experience. Annals of Tourism Research, 26(2), 
349–370. https://doi.org/10.1016/S0160-7383(98)00103-0 

Wang, Y.C., Chen, P.J., Shi, H. and Shi, W. (2021). Travel for mindfulness through Zen retreat experience: 
a case study at Donghua Zen temple. Tourism Management, 83, 104211. 
https://doi.org/10.1016/j.tourman.2020.104211 

https://doi.org/10.1016/j.annals.2021.103316
https://doi.org/10.3126/jmds.v27i0.24945
https://doi.org/10.1177/153448431349233
https://doi.org/10.1016/j.annals.2011.03.009
http://www.turismodeportugal.pt/pt/Turismo_Portugal/visao_geral/Paginas/default.asp
https://unstats.un.org/sdgs/report/2023/
https://doi.org/10.1080/00222216.2002.11949958
https://doi.org/10.1016/j.tourman.2023.104747
https://doi.org/10.1016/j.jretconser.2018.12.007
https://doi.org/10.1007/s11482-023-10225-5
https://doi.org/10.1007/978-3-540-32827-8_29
https://doi.org/10.1080/11745398.2010.9686862
https://doi.org/10.1108/16605371111127206
https://doi.org/10.1080/19368620802590134
https://doi.org/10.1016/j.paid.2005.11.025
https://doi.org/10.1016/S0160-7383(98)00103-0
https://doi.org/10.1016/j.tourman.2020.104211


Iacob et al. (2025) / European Journal of Tourism Research 39, 3911 

29 

 
 
 

Wang, Y., King, R. B., Lingyi Karrie Fu, & Shing On Leung. (2023). Understanding Students' Subjective 
and Eudaimonic Well-Being: Combining both Machine Learning and Classical Statistics. Applied 
Research in Quality of Life. https://doi.org/10.1007/s11482-023-10232-6  

Woody, E. (2011). An SEM Perspective on Evaluating Mediation: What Every Clinical Researcher Needs 
to Know. Journal of Experimental Psychopathology, 2(2), 210–251. https://doi.org/10.5127/jep.010410  

World Health Organization. (2021). Health promotion glossary of terms 2021. 
https://www.who.int/publications-detail-redirect/9789240038349~ 

Ying, T., Tan, X., Ye, S., Ka, X., & Zhou, Y. (2020). Examining tourist mindfulness in museums: the roles 
of familiarity and motivation. Asia Pacific Journal of Tourism Research, 25(9), 981–996. 
https://doi.org/10.1080/10941665.2020.1819835  

Zhang, H., & Xu, H. (2019). A structural model of liminal experience in tourism. Tourism Management, 
71, 84–98. https://doi.org/10.1016/j.tourman.2018.09.015 

Zhou, G., Liu, Y., Hu, J., & Cao, X. (2023). The effect of tourist-to-tourist interaction on tourists' behavior: 
The mediating effects of positive emotions and memorable tourism experiences. Journal of 
Hospitality and Tourism Management, 55, 161–168. https://doi.org/10.1016/j.jhtm.2023.03.005 

https://doi.org/10.1007/s11482-023-10232-6
https://doi.org/10.5127/jep.010410
https://www.who.int/publications-detail-redirect/9789240038349~
https://doi.org/10.1080/10941665.2020.1819835
https://doi.org/10.1016/j.tourman.2018.09.015
https://doi.org/10.1016/j.jhtm.2023.03.005

