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Diaspora tourists' emotional experience

Abstract

This article attempts to empirically test a model to explain the hypothesized relationships
between important constructs such as emotional experience, personal involvement, destination
image, destination satisfaction, and place attachment as antecedents of the future intentions of
mature/senior diaspora tourists. The hypothesized relationships were explored using a sample of
419 mature/senior diaspora tourists visiting Ghana. A three-step process was used to explore,
confirm and test the interrelationships between the constructs. The results showed that emotional
experiences related to joy and love influenced personal involvement. While other hypothesized
relationships were supported, unpleasantness and positive surprise did not have a direct effect
on personal involvement. Future studies can apply this model to understand other types of
tourism.
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1 INTRODUCTION

The increasing research interest in diaspora tourism can be attributed to greater awareness of the
social, cultural, and emotional bonding to a migrant or ancestral homeland (Huang et al., 2016;
Li & McKercher, 2016a; Mathijsen, 2019; Otoo, Kim, & Choi, 2021; Weaver et al., 2017).
However, little attention has been devoted to understanding the emotional experiences of
diaspora travelers, despite anecdotal evidence that diaspora travel can arouse deep emotional
responses related to a tragic past (Boateng et al., 2018; Otoo, Kim, & King, 2021).

There are some critical gaps in both scholarly and industry treatment of the diaspora
tourism phenomenon to date. First, the experiences of diaspora tourists in the destinations visited
have been largely ignored (Zou et al., 2021). As a result, studies have often conceptualized the
diaspora experience as nostalgic, pleasant, or spiritual, all of which point to positive emotional
evocations, even though experiences can involve negative perceptions (Huang et al., 2013;
Mensah, 2015; Morgan et al., 2003; Song et al., 2019). Second, there is a lack of understanding
of the effect of visits to an ancestral homeland by the diaspora community. Some researchers
believe that a visit to a “dark™ diaspora tourism site, which is symbolic of death, suffering, or a
gruesome past, can reinforce cultural and emotional stereotypes toward the perceived perpetrator
or even the host (Cohen, 2011; Prayag et al., 2018). Thus, attending to emotional experiences at
dark diaspora destinations is key to developing visitor and emotional management programs at
diaspora tourism sites.

Third, the research on diaspora tourism lacks an empirical examination of the relationship
between emotional experience, personal involvement, destination satisfaction, destination image,
place attachment and future intention. The majority of diaspora tourism studies have addressed
immigration (Huang et al., 2016; Mathijsen, 2019), motivation (Prayag et al., 2018; Savinovic et
al., 2012), ethnification (Lev Ari & Mittelberg, 2008; Xie, 2010), “hiraeth” or longing (Godis &
Nilsson, 2018; Morgan et al., 2003), and typology development (Li et al., 2020; Li &
McKercher, 2016a). Few empirical studies have explored the affective and cognitive attributes of
diaspora experiences or the evaluative attributes of diaspora travel. A recent empirical study by
Zou et al. (2021) showed that emotional experiences were linked to both nostalgic memory and
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affective arousal. However, empirical evidence of pleasant (e.g., love, joy, positive surprise) and
unpleasant emotions (Hosany, 2012) for diaspora tourism is not available. In addition, the
complexity of the interrelationships between constructs, including personal involvement,
destination image, destination satisfaction, place attachment and future intention, have been
underexplored.

Fourth, existing studies have only researched a single construct (e.g., personal
involvement) at a time rather than an integrated model accounting for the associations between
multiple constructs (e.g., Huang et al., 2013; Weaver et al., 2017). As most studies were
qualitatively driven, constructs such as emotional experience, personal involvement, and
destination image were only conceptually explored. For diaspora tourism destinations to remain
competitive, develop tour products and programs, and implement effective marketing strategies,
it is crucial to understand the interrelationships between the affective/ cognitive and evaluative
constructs of emotional experience, personal involvement, destination image, place attachment,
destination satisfaction, and future intention.

Taking into account, the lack of empirical research on the structural relationships
between the constructs of emotional experience, personal involvement, destination satisfaction,
destination image, place attachment, and future intention, the current study had four objectives:
(a) to explore the multidimensional nature of emotional experience attributes and their role in
understanding the personal involvement of diaspora tourists; (b) to examine the influence of
personal involvement on diaspora tourists' destination satisfaction, destination image, and place
attachment; (c) to explore the influence of diaspora tourists' destination satisfaction on future
intention; and (d) to examine the structural relationship between place attachment and future
intention among diaspora tourists. By exploring these objectives, this study (a) uncovers the
applicability of emotional experience to understanding diaspora tourists' feelings of involvement
and attachment and other destination assessment constructs; and (b) offers an indication of their
significance as antecedents of future intention.

2 LITERATURE REVIEW
2.1 Contextualization of diaspora tourism

Diaspora tourism includes the experiences that are consumed by and produced in a
diasporic community during travel to their migrant or ancestral homelands (Coles & Timothy,
2004; Huang et al., 2016). As summarized by Huang et al. (2016, p. 60) diaspora tourism is
linked to diverse tourism variants such as migrant tourism, heritage tourism, ethnic tourism,
ancestral tourism, dark tourism, genealogy

tourism, legacy tourism, pilgrimage tourism, roots-tourism, and memory tourism. At its
core, ancestral diaspora travel can recreate emotions and experiences from politically and
socially turbulent times (Huang et al., 2016; Mensah, 2015). For many of the colonized global
communities, however, diaspora tourism depicts the “complex institutional heritagization of the
colonial past,” now suffused with elements of tourism (Boukhris, 2017, p. 684).

Diaspora tourism experiences in Africa are typically linked to events of the dark past of
the transatlantic slave trade between the 16th and the 19th centuries (Boateng et al., 2018; Otoo,
Kim, & King, 2021). During this period, 10—-12 million African people were transported, mainly
to the Americas, predominantly from Angola (formerly Reino de Angola), Togo (formerly



British Togoland), Benin (formerly French République du Bénin), and Ghana (formerly Gold
Coast; e.g., Yankholmes et al., 2009; Yankholmes & McKercher, 2015).

Within the context of this tragic past in Africa, a flood of mixed emotions engulfs the
visiting diaspora tourist who comes face to face with the stark reminders of the transatlantic
slave trade at a dark tourism destination (Abaka, 2012; Boateng et al., 2018; Bruner, 1996). The
emotional experiences of diaspora tourists distinguish them from other tourists. To the diaspora
tourist, a visit to a historic monument such as a slave castle is more than just pleasure—often it is
an emotionally draining but necessary experience (Boateng et al., 2018), and these emotions are
also distinct from those of the locals. It is not surprising that in Ghana, locals observe that
African Americans become very emotional during visits to the castle and dungeons” (Bruner,
1996, p. 293). Evidently, the journey to the African homeland by those in the diaspora is often
motivated by a longing to understand the experiences of their enslaved ancestors (Otoo, Kim, &
Choi, 2021; Otoo, Kim, & King, 2021; Yankholmes & McKercher, 2015). Thus, the framework
of the current study encapsulates the inherent link between diaspora tourism, emotional
experience and African dark tourism.

2.2 Relationship between emotional experience and personal involvement

While emotions are often interchangeable with affect, emotion refers to a sociological
expression of feelings expressed as personal experiences or states. Emotions tend to be self-
directed and influence subsequent decisions of individuals. By contrast, affect is a nonstructured

and non-organized response to interpretations of situations and occurs consciously or
unconsciously. Thus, affect is “extraneous” to the individual (Du Toit, 2014; Gorton, 2007;
Grossberg, 1992). Emotions are valuable in travel decision-making (Huseynov et al., 2020;
Prayag et al., 2017; Prayag et al., 2018), inform the connections and meanings of visitor
experience (Hosany, 2012; Hosany & Gilbert, 2010; Knobloch et al., 2017; Rahmani et al., 2019;
Santos et al., 2017; Sharma & Nayak, 2018; Song et al., 2019), and are effective predictors of
post-experience behavior (Lee, 2016; Otoo et al., 2019). The consequences of emotional
experiences can be seen in how they influence attitudes and behaviors.

Emotional experience refers to a complex blend of intense personal feelings arising from
cognitive experiences observed through mental states, biological reactions, and socio-
psychological expressions; the latter enacted through interactions with one's environment (Lee,
2016; Prayag et al., 2017; Turner, 2009). The literature offers important clues to the complexity
of tourists' emotional experiences.

First, both positive and negative emotions can result from a tourist experience (del
Bosque & San Martin, 2008; Huseynov et al., 2020; Nawijn et al., 2018; Otoo et al., 2019; Song
et al., 2019). Second, emotion theories present emotional experience as a multivalent, multi-
dimensional construct (Hosany & Prayag, 2013; Prayag et al., 2013; Zatori et al., 2018).
Emotions are ubiquitous and indispensable to the tourism experience. Tourism researchers have
conceptualized and validated the dimensions of tourist emotional experiences as love, joy,
positive surprise, and unpleasantness (Hosany, 2012; Lee & Kyle, 2013; Prayag et al., 2017).

The experience of joy represents a feeling of pleasant outcomes elicited by progression
toward a goal (Lee & Kyle, 2013; Prayag et al., 2017). Joy produces a sense of achievement,
confidence, and control, thereby resulting in a higher sense of involvement with little effort while
reducing the sense of loss (Tong, 2015). Joy is composed of feelings of delight, pleasure,
enthusiasm, joy, and cheerfulness.



Love is an emotional predisposition to think, feel, behave and express passion toward a
person or object (Rubin, 1970). For tourism researchers, love represents the degree of passionate
emotional bonding to a destination or tourism product (Hosany, 2012; Lee & Kyle, 2013). Love
is composed of sentiments such as affection, tenderness, caring, love, and warm-heartedness, and
it can arouse positive cognitive involvement feelings when assessing a destination's attributes
(Sharma & Nayak, 2018).

The emotion of surprise arises from an unexpected or random destination encounter. A
sense of surprise can evoke positive surprise (such as hope, trust, or anticipation) or negative
surprise (such as disgust, fear, or sadness; Sharma & Nayak, 2018). Surprise is composed of
astonishment, amazement, fascination, or inspiration. Surprise is distinct from other emotions in
that it can have a positive or negative valence; therefore, its relationship with other constructs is
complex and often detected in its consequence rather than in an action (Loewenstein, 2019).

The literature pertaining to pleasure-type investigations typically considers joy, love, and
positive surprise. However, for culture-type tourists, emotional experiences have been found to
evoke unpleasantness (Knobloch et al., 2017; Lee & Kyle, 2013; Nawijn et al., 2018; Prayag et
al., 2017; Rahmani et al., 2019). Knobloch et al. (2017) suggest that as different intensities of
positive and negative emotions drive overall experience, an initially negative valence can
translate into a pleasant emotional experience. Thus, measuring the relationship between
unpleasant emotion and degree of involvement is challenging (Knobloch et al., 2017; Rahmani et
al., 2019). In an early clinical experiment, Fields (1999) found that when asked whether a certain
stimulus evoked pain, participants responded in the negative. However, when specifically asked
whether the sensation produced pleasantness, unpleasantness, or neutrality, they reported
“definitely unpleasantness.” Here, it is worth noting that a Likert-type scale rather than a
dichotomous scale may elucidate more reliable responses. Unpleasantness is composed of
displeasure, dissatisfaction, disappointment, unhappiness, dislike, and regret.

As for personal involvement, it refers to the degree to which a person is devoted to a
tourist activity, tourism product, or tourism experience (Gross & Brown, 2008; Prayag & Ryan,
2012; Ramkissoon et al., 2018). Personal involvement is an important variable for the
determination of tourists' attitudinal changes (Ramkissoon et al., 2018; Zatori et al., 2018). As
reported by Hwang et al. (2005), personal involvement reflects the level of perceived personal
importance evoked by a stimulus in a tourism experience.

More precisely, Huang et al. (2016, p. 73) conceptualized involvement within the context
of diaspora tourism as “one's level of involvement in the lifestyle and culture of the homeland,”
indicating strongly valued personal involvement, with physical and social ties. The level of
involvement thus tends to influence the depth of visitor experience. In their study, Li and Chan
(2018) also found that respondents who valued personal involvement with physical and social
ties demonstrated strong personal attachment to their Chinese homeland. They were also more
sensitive to migration background, social relationships, and home return mobility.

Limited previous tourism research has directly investigated the structural relationship
between emotional experience and personal involvement; thus a direct effect still needs to be
fully established. Empirical understanding, in particular, regarding the nature of emotional
experience both as a catalyst and a predictor of personal involvement remains scarce (Altunel &
Erkurt, 2015; Zatori et al., 2018). While the existing literature tends to support a conceptual
effect of involvement on emotional experience (e.g., Altunel & Erkurt, 2015; Zatori et al., 2018),
a recent study by Kim and Kim (2018) established that emotional involvement with parasocial
experiences influences behavioral involvement. Kim, Kim, and Petrick (2019) reasoned that



becoming emotionally engaged can influence tourists' interaction with, and perception and
experience of, locations and activities. Drawing from the literature, we test the nature of this
relationship in a diaspora tourism context and hypothesize the following:

H1ao. The emotional experience of love has no significant effect on
personal involvement.

H1aa. The emotional experience of love is positively associated with personal involvement.
H1bo. The emotional experience of joy has no significant effect on personal involvement.
H1ba. The emotional experience of joy is positively associated with personal involvement.

H1co. The emotional experience of positive surprise has no significant effect on personal
involvement.

H1ca. The emotional experience of positive surprise is positively associated with personal
involvement.

H1do. The emotional experience of unpleasantness has no significant effect on personal
involvement.

H1da. The emotional experience of unpleasantness is positively associated with personal
involvement.

2.3 Relationship between personal involvement and destination satisfaction

Satisfaction represents the difference between expected consumption of a tourism product
and perceived evaluation after consumption (Altunel & Erkurt, 2015; Huang & Crotts, 2019;
Hwang & Lee, 2019). It is perhaps the most important variable for evaluating tourists' visits to a
destination and for understanding consumer psychology and business success (Kim et al., 2018;
Luetal., 2015).

Different levels of personal involvement in a tourism experience affect destination
satisfaction or choice of a tourism product. For example, Hwang et al. (2005) found that among
visitors to Taiwan's national parks, a sense of involvement produced a significant effect on
satisfaction. In a sports event context, Brown et al. (2016) reported a positive direct relationship
between sport involvement and event satisfaction. Lu et al. (2015) likewise reported a significant
relationship between involvement and satisfaction with tourist experiences at the historic district
of Litchi Bay in China. By contrast, Prayag and Ryan (2012) found that among international
tourists to the island of Mauritius, involvement was not a significant predictor of overall
satisfaction. In a related study, Chaganti and Greene (2002) established no significant difference
between level of involvement and level of personal satisfaction among a community of elderly
ethnic Mexican Americans. These contrasting studies suggest the complexity of the relationship
between tourist involvement and satisfaction. Given the lack of agreement on the causal



relationship between personal involvement and destination satisfaction, further research is
warranted to establish and contribute to the literature on this field of research. To investigate the
varying conclusions within the context of diaspora tourism, the following hypotheses were
formulated:

H2ao. Personal involvement has no significant effect on destination satisfaction.

H2aa. Personal involvement is positively associated with destination satisfaction.

2.4 Relationship between personal involvement and destination image

Tourist destination image is a mental or attitudinal construct that represents the amalgam
of the beliefs, ideas, and impressions held by a tourist regarding a destination (Chen, 2018; Choe
& Kim, 2018; Prayag et al., 2017; Yen & Croy, 2016). Destination image formation is based on
cognitive and affective components and has the potential to influence pre-travel, in situ, and
post-experience decisions and behaviors (Kim et al., 2018; Lu et al., 2015; Sharma & Nayak,
2018). Understanding destination image is essential in predicting tourists' behaviors and
assessment and can influence destination competitiveness (Kim, Stylidis, & Oh, 2019; Lu et al.,
2015; Rodriguez-Molina et al., 2015).

Previous studies have predicted that positive involvement at a destination can
significantly determine and shape the image of the destination. Specifically, Hou et al. (2005)
applied the Enduring Involvement Scale and found a positive association between involvement
and perceived destination image/attractiveness. Some researchers (Rodriguez-Molina et al.,
2015; Yen & Croy, 2016) also established that involvement can facilitate the formation of
destination image. In empirical studies (Lu et al., 2015; Prayag & Ryan, 2012), a positive
association between personal involvement and destination image among tourists was identified.
To investigate this relationship within a diaspora tourism context, we posited the following
hypothesis:

H2bo. Personal involvement has no significant effect on destination image.

H2ba. Personal involvement is positively associated with destination image.

2.5 Relationship between personal involvement and place attachment

Place attachment is defined as an emotional or affecting bonding between an individual
and a defined place (Kim et al., 2018; Prayag & Ryan, 2012). Place attachment is relevant to
dark diaspora tourism destinations as members of the diaspora community have a “default”
ethnic identity relating to the host society. Within the context of the transatlantic slave trade, a
visit to a diasporic homeland is symbolic of a pilgrimage to the setting of a tragic past
(Yankholmes & McKercher, 2015). In this regard, diaspora tourism is comparable yet distinct
from other forms of pilgrimages, such as religious ones (Bond et al., 2015; Cohen, 2011; Jafari &



Scott, 2014). A sense of place is created through involvement between people and place, which
consequently forms emotional bonds.

The earliest application of involvement and attachment suggested a significant
relationship between the two constructs (Williams et al., 1992). Since then, empirical
examinations of the constructs have been conducted. For example, Hou et al. (2005) found that
in a cultural tourism context, involvement positively influences place attachment. Gross and
Brown (2008) tested a structural relationship of a multidimensional involvement construct
hypothesized to influence two dimensions of place attachment, and found partial support for the
hypotheses. Some studies reported that personal involvement has a positive direct effect on place
attachment (Brown et al., 2016; Prayag & Ryan, 2012). Among visitors to wine cellars, for
example, wine involvement significantly influenced place attachment (Santos et al., 2017). Chen
(2018) also examined the influence of celebrity involvement on place attachment and identified a
positive relationship between the two constructs. Regardless of whether personal involvement
and place attachment are considered as multi- or unidimensional constructs, there is strong
evidence of some statistical associations. Hence, the following hypothesis was posited:

H2co. Personal involvement has no significant effect on place attachment.

H2ca. Personal involvement is positively associated with place attachment.

2.6 Relationship between destination image and destination satisfaction

The influence of destination image on satisfaction with the destination has been studied
by various authors (Chi & Qu, 2008; del Bosque & San Martin, 2008; Kim et al., 2009; Lu et al.,
2015; Prayag & Ryan, 2012). A positive effect of destination image evaluation on satisfaction
was established, for example, in the studies of Brown et al. (2016) and Lu et al. (2015). In
another study, Prayag and Ryan (2012) reported a positive association between destination image
and international tourists' satisfaction. Similarly, Chi and Qu (2008) investigated satisfaction as
attribute satisfaction and overall satisfaction and reported that destination image positively
impacted both types of satisfaction. Interestingly, del Bosque and San Martin (2008) found no
association between the destination image of Spain and visitor satisfaction. We examined this
relationship among diaspora tourists by exploring the following hypothesis:

H3ao. Destination image has no significant effect on destination satisfaction.

H3aa. Destination image is positively associated with destination satisfaction.

2.7 Relationship between destination image and place attachment

With some support from a priori examinations, this study considers that a positive
destination image has the potential to impact a sense of attachment to a diaspora destination
(Brown et al., 2016; Chen, 2018; Prayag & Ryan, 2012; Stylidis, 2020). To illustrate this
relationship, Chen (2018) operationalized destination image regarding celebrity involvement as



cognitive and affective and found that both components of image had an equal impact on place
attachment. Prayag and Ryan (2012) empirically tested the relationship between destination
image and place attachment and reported that destination image positively predicted place
attachment at the 0.001 significance level. However, Brown et al. (2016) suggested that the
relationship between destination image evaluation and place attachment can be significant but
inverse. To empirically test this relationship, we posited the following hypothesis:

H3bo. Destination image has no significant effect on place attachment.

H3ba. Destination image is positively associated with place attachment.

2.8 Relationship between destination satisfaction and future intention

The inability of diaspora destinations to capitalize on market opportunities can result in
unsatisfactory visitor experiences, and limit the likelihood of repeat visits (Li et al., 2020).
However, Otoo, Kim, and King (2021) pointed out that there are few empirical studies related to
diaspora tourists' satisfaction. For example, Lev Ari and Mittelberg (2008) noted the disparity in
satisfaction with the “birthright Israel program” for diasporic Jews in North America and that of
Russian Jews. In their examination, they suggested that diaspora tourists who are satisfied are
more likely to recommend diaspora events. This is in contrast to Etemaddar et al. (2016), who
suggested that changes in the diaspora homeland result in dissatisfaction. Currently, the
relationship between satisfaction and future behavioral intention remains unclear. Investigating
the relationship between satisfaction and future intention, Savinovic et al. (2012) found that the
level of a festival audience members' overall satisfaction had a direct effect on the likelihood of
future attendance. Prayag et al. (2013) also established empirical support for a direct path
between satisfaction and behavioral intentions toward Petra in a heritage tourism context. In
contrast, Ramkissoon et al. (2013) identified a negative but significant association between
satisfaction and future behavioral intention. Beyond this, Brown et al. (2016) found no statistical
association between sports event attendees' satisfaction and their future event attendance.
Therefore, we proposed the following hypothesis:

H4o. Diaspora tourist destination satisfaction has no significant effect on future intention.

H4a. Diaspora tourist destination satisfaction is positively associated with future intention.

2.9. Relationship between place attachment and future intention

Diaspora tourists attach an “inherited” and/or symbolic meaning to visits to their
ancestral homelands (Li et al., 2020; Li & McKercher, 2016b; Otoo, Kim, & King, 2021). This
sense of attachment to an ancestral homeland seems profound, as studies suggest a higher
likelihood to travel to an ancestral homeland by diaspora tourists (Otoo, Kim, & King, 2021) as
well as greater travel frequency (Brown et al., 2016; Veasna et al., 2013). However, positive
attachment to a diaspora homeland is not always expected and weakens with passing generations
(Maliepaard et al., 2010; Maruyama & Stronza, 2011). Interviewing Chinese Americans,



Maruyama et al. (2010) found that interviewees did not intend to make return visits to their
diaspora homeland. The authors noted that while interviewees took advantage of their identity,
they often also felt frustration, anger and ambiguity as a consequence of it.

The relationship between place attachment and its influence on diaspora tourists' future
intention has received little empirical scrutiny. The tourism literature nonetheless provides some
clues as to the nature of the place attachment-future intention relationship. Ramkissoon et al.
(2013) reported a positive effect of place attachment on both low and high pro-environmental
behavioral intention. In addition, Prayag and Ryan (2012) established that place attachment
positively affected visitors' intentions to both revisit and recommend Mauritius. Brown et al.
(2016) established a positive association between venue (place) attachment and visitation
intention. Although few empirical examinations exist for diaspora tourism, Zou et al. (2021)
operationalized diaspora tourists' emotional hometown experiences as nostalgic memory and
affective arousal. They found these to influence diaspora tourists' hometown attachment. These
interrelationships suggest that the desire to travel to return home is complex and thus we
proposed the following hypothesis:

HSo. Place attachment has no significant effect on future travel intention.

HS5a. Place attachment is positively associated with future travel intention.

The hypothetical relationships among the variables are summarized in the conceptual model
shown in Figure 1.

Emotional experience
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___________

Figure 1. Proposed Conceptual Model



3. METHODS
3.1 Study setting

This study was undertaken in Cape Coast and Elmina, Ghana. Ghana identifies as one of
the important diaspora tourist destinations in the transatlantic or triangular slave trade narrative.
The government of Ghana and the African diaspora community organize important events that
draw attention to the sorrowful memory of slavery and colonialism from the 16th to the 20th
century. The most publicized event to commemorate the historic past is the Pan African
Historical Festival (PANAFEST), a biannual festival by Africans and people of African ancestry
in the diaspora.

The importance of Ghana as a hub of the transatlantic slave trade has drawn studies on
dark tourism and heritage tourism (Mensah, 2015; Prayag et al., 2018; Yankholmes &
McKercher, 2015). Therefore, understanding the affective and cognitive feelings of diaspora
tourists to Ghana offers an important contribution to other heritage tourism forms, including dark
tourism, thanatourism, ethnic tourism, personal heritage tourism, and genealogy tourism

The decision to use these sites was informed by the following:

First, the sites are recipients of a large number of visitors to the country (Ghana Statistical
Service, 2017). Second, the sites showcase historic landmarks symbolic of the transatlantic slave
trade. Several previous studies have similarly investigated these sites because of the

linkage of these places with the past (Mensah, 2015; Otoo, Kim, & Choi, 2021). As Bruner
(1996) states, African Americans consider the castles as sacred ground. Third, the study is
framed within the context of the journey by persons with African heritage in the diaspora who
are returning to their “roots” or tracing their ancestry.

Previous studies suggest a pattern where diaspora tourism is more attractive to a mature
population of persons in the diaspora, who possess stronger emotional and place attachments
(Coles & Timothy, 2004; Maliepaard et al., 2010; Otoo, Kim, & King, 2021). Even among the
immigrant diaspora community, there is an inherent desire to visit “the good old days” with all
the accompanying emotional and nostalgic feelings (Huang et al., 2016). In addition, it is also
expected that larger numbers of the African diaspora community are from the Americas and have
been born outside of Africa (Boateng et al., 2018). It is against this backdrop that an
understanding of the emotional experiences of mature African diaspora tourists plays a vital role
in this study.

3.2 Measurements

In order to measure the emotional experience of diaspora tourists (applied in this study as
current travel experiences), material was selected from previous studies on tourists' emotional or
sentimental expressions in the context of diaspora tourism (Abaka, 2012; Bruner, 1996; Coles &
Timothy, 2004; Etemaddar et al., 2016; Gorton, 2007; Huang et al., 2016; Li et al., 2020; Li &
McKercher, 2016b; Maliepaard et al., 2010; Maruyama & Stronza, 2011; Nawijn et al., 2018;
Otoo, Kim, & King, 2021) and those relating to general overseas tourism (Hosany & Gilbert,
2010; Hosany & Prayag, 2013; Huseynov et al., 2020; Lee & Kyle, 2013; Prayag et al., 2013). A



pool of items to measure personal involvement were selected on the basis of past research (e.g.,
Brown et al., 2016; Chen, 2018; Gross & Brown, 2008). Items to measure destination image
were derived from a review of previous studies (Baloglu & McCleary, 1999; Chen & Tsai, 2007;
Kim, Stylidis et al., 2019; Mensah, 2015). Items that reflected place attachment were developed
from the literature (Kim et al., 2018; Prayag & Ryan, 2012; Veasna et al., 2013). Destination
satisfaction was measured with three items extracted from Veasna et al. (2013), while items
relating to future intention were extracted from previous research (Choe & Kim, 2018; Prayag,
2009). All items were measured using 5-point Likert scales. A set of categorical data included
both sociodemographic and travel related variables.

3.3 Data collection

Three stages were completed: (a) a pretest, (b) a pilot study, and (c) a main onsite survey
(Pituch & Stevens, 2016; Stevens, 2002). First, in order to evaluate the face validity of the
research instrument, a pretest was conducted with 40 doctoral students who were members of
various diaspora student unions. Second, a pilot study was conducted to simulate and anticipate
onsite conditions during the main survey and to provide content validation of the questionnaire.
The pilot study was conducted with 80 diaspora visitors to Ghana. The participants suggested
some modifications, including the removal of terms such as “slaves,” “older,” and “slave ship,”
which were considered sensitive. Third, the main onsite survey was conducted at Cape Coast
Castle and St. George's Castle (also known as Elmina Castle) in the Central Region of Ghana.
They are the main transatlantic slave trade sites in Ghana visited by the African diaspora
community. Using convenience sampling, diaspora tourists who had self-identified via
prescreening were approached at the visitor reception areas after completing their tours. The
onsite tour guides introduced potential participants to the first author, who is a Ghanaian
national. With regard to selection of respondents, the literature suggests that mature or senior
persons, first, are key patrons of the diaspora tourism market (Coles & Timothy, 2004; Huang et
al., 2013; Roberts, 2012; Sim & Leith, 2013). Second, they have a meaningful contribution to the
tourism industry as they have multiple geographical boundaries, histories, and cultural spaces
(Coles & Timothy, 2004; Li & McKercher, 2016a).

Third, with migrant or ancestral ties to their roots, this cohort desires to revisit or to re-
establish connections to their past (Coles & Timothy, 2004; Otoo, Kim, & Choi, 2021). Thus, the
study targets were persons aged 45 years or more as they qualified as mature or senior diaspora
tourists. The survey was undertaken from Monday to Saturday over a 3-month period to reflect
the diversity in the travel-related features of diaspora tourists. To ensure the right targets were
selected, screening questions pertaining to travel purpose, nationality, and age were completed.
Therefore, the final participants in the study met the following criteria: travel purpose relating to
African heritage/culture or visiting friends/relatives in the diaspora destination; aged 45 years or
above; ancestry in Africa but born in the African diaspora. Of the 430 diaspora tourists who
participated, 419 completed questionnaires that were useable for data analysis.



4. RESULTS
4.1 Demographics and travel-related profiles

The results of the frequency analysis showed that about 58% of the respondents were
female and about half were married. Approximately 43% were in the 45 to 50 age group. In
terms of education, 48.4% had attained a college level education or higher. As for occupation
status, 21.7% worked in the education sector. The highest annual household income category
was US§$ 70,000 to US$ 89,999 (20.5%), followed by US$ 90,000 to US$ 109,999 (16.7%). The
respondents largely originated from the USA (61.1%), Jamaica (11.5%), and African diaspora
communities in Guyana, Grenada, Bermuda, Barbados, Trinidad and Tobago, Dominican
Republic, and the Bahamas (11%). Respondents with dual nationalities constituted 19.3% of the
sample.

In terms of their travel-related attributes, approximately 62% of the respondents were
first-time diaspora visitors to Ghana, whereas 30.8% had visited the country two to four times
previously. Nearly one third (32%) had spent from 7 to 14 nights in Ghana. The majority of the
respondents (80.7%) were visiting Ghana for its African culture/heritage. In addition, 64.4%
identified as having a 5th generation African ancestry and 13.1% were 3rd generation diaspora
tourists.

4.2. Exploratory factor analysis and reliability test

To extract the underlying domains of the emotional experience construct, we conducted
an exploratory factor analysis (EFA) using the varimax rotation method. All communalities
exceeded the .50 criterion, thus indicating at least a moderate level of relation to the set of factors
(Pituch & Stevens, 2016). The Kaiser-Meyer—Olkin (KMO) measure of sampling adequacy (.91)
and Bartlett’s test of sphericity (y2= 10599.23, p=.000) proved the factorability of the emotional
experience construct (Tabachnick & Fidell, 2001). The EFA using the 21 items to measure the
emotional experience of diaspora tourists generated a four-factor model in which the domains
had eigenvalues greater than 1.0. The factor loadings exceeded .61, thus satisfying the .45
criterion (Hair, Black, Babin, & Anderson, 2010). The domains were unpleasantness, joy, love,
and positive surprise. The Cronbach’s alpha reliability scores for the domains ranged from .90 to
.96 and thus exceeded the .7 cut-off criterion, thereby demonstrating the internal consistency of
items in each domain (Nunnally, 1978). The grand mean values were 1.93, 4.62, 4.60, and 4.47,
respectively.

To further identify the dimensionality of personal involvement, destination satisfaction,
destination image, place attachment, and future intention, EFAs were conducted. The EFA for
personal involvement generated a one-factor model with an eigenvalue of 2.77. The
communality ranged from .64 to .75, indicating that each item was at least moderately related to
the set of factors (Pituch & Stevens, 2016). All factor loadings of personal involvement items
ranged from .80 to .87, satisfying the .5 criterion (Hair et al., 2010). The domain explained
69.2% of the variance, and the Cronbach’s alpha value of .85 suggested internal consistency.
Likewise, the factor analyses for destination satisfaction, destination image, place attachment,
and future intention generated single-factor solutions that explained 84.9%, 65.1%, 73%, and



70.5% of the variance, respectively. All communalities and factor loadings on these four
constructs were satisfactory. As for internal consistency, the Cronbach’s alpha values of .91, .86,
.87, and .83, respectively, indicated the internal consistency of items in each construct. Table 1
presents the EFA results for all constructs.

Table 1. EFA Results

Emotional experience Communality Factor loading Mean

Domain 1: Unpleasantness (Eigenvalue = 9.87; Variance explained
=46.97; Cronbach’s o = .95; Grand mean = 1.93)

I feel a sense of displeasure towards the African homeland .87 .92 1.80
I feel a sense of dissatisfaction toward the African homeland .84 .90 1.84
I feel a sense of disappointment toward the African homeland .82 .89 2.05
I feel a sense of unhappiness toward the African homeland 81 .89 2.04
I feel a sense of dislike toward the African homeland 78 .87 1.77
I feel a sense of regret toward the African homeland 75 .86 2.11

Domain 2: Joy (Eigenvalue = 4.33; Variance explained = 20.63;
Cronbach’s a = .96; Grand mean = 4.62)

I feel a sense of delight toward the African homeland 91 .86 4.63
I feel cheerful toward the African homeland .89 .86 4.61
I feel a sense of joy toward the African homeland .87 .84 4.59
I feel a sense of pleasure toward the African homeland .84 .83 4.62
I feel a sense of enthusiasm toward the African homeland .84 .82 4.65

Domain 3: Love (Eigenvalue = 1.82; Variance explained = 8.67;
Cronbach’s a = .96; Grand mean = 4.60)

I feel warm-hearted toward the African homeland .90 .85 4.60
I feel a sense of caring toward the African homeland .89 .85 4.61
I feel a sense of tenderness toward the African homeland .83 .80 4.58
I feel a sense of affection toward the African homeland .85 .79 4.59
I feel a sense of love toward the African homeland .83 .79 4.64

Domain 4: Positive surprise (Eigenvalue = 1.22; Variance
explained = 5.81; Cronbach’s a = .90; Grand mean = 4.47)

I feel a sense of astonishment toward the African homeland .81 .86 4.39
I feel a sense of surprise toward the African homeland .78 .85 4.39
I feel a sense of amazement toward the African homeland 78 .83 4.44
I feel fascinated about the African homeland destination .69 .67 4.55
I feel a sense of inspiration toward the African homeland .67 .61 4.61
Personal involvement Communality Factor loading Mean

Personal involvement (Eigenvalue = 2.77; Variance explained =
69.18; Cronbach’s o = .85; Grand mean = 4.45)

I gain pleasure by getting involved in the various things to do in 75 .87 4.35

African homeland destinations

Being on holiday in the African homeland is like giving a gift to .70 .84 431

oneself

I have a lot of interest in the African homeland as a destination .68 .82 4.53

I gain pleasure from visiting the African homeland .64 .80 4.52
Destination satisfaction Communality Factor loading Mean

Destination satisfaction (Eigenvalue = 2.55; Variance explained =
84.87; Cronbach’s a = .91; Grand mean = 4.50)



I feel/felt delighted about the African homeland destination .89 .94 4.50

I feel/felt satisfied about the African homeland destination .83 91 442
I like/liked the African homeland destination .83 91 4.58
Destination image Communality Factor loading Mean

Destination image (Eigenvalue = 3.25; Variance explained =
65.05; Cronbach’s a = .86; Grand mean = 4.53)

African homeland destinations are attractive places .70 .84 4.45
African homeland destinations are pleasurable places .66 .84 4.42
African homeland destinations are interesting .68 .83 4.62
African homeland destinations offer education value .64 .80 4.56
People in the African homeland are hospitable and friendly .58 .76 4.50
Place attachment Communality Factor loading Mean

Place attachment (Eigenvalue = 2.92; Variance explained = 72.99;
Cronbach’s a = .87; Grand mean = 4.36)

African homeland destinations are special to me .82 90 4.41

Visiting African homeland destinations says a lot about who I am .76 .87 4.27

African homeland destinations are more important to me than 75 .86 4.25

elsewhere

I attach special meaning to African homeland destinations .61 77 4.51
Future intention Communality Factor loading Mean

Future intention (Eigenvalue = 2.82; Variance explained = 70.52;
Cronbach’s a = .83; Grand mean = 4.58)

I intend to revisit African homeland destinations within five years 81 .90 4.66
I intend to recommend a visit to African homeland destinations .70 .84 4.69
within five years
I intend to bring my family/children to visit the African homeland .70 .83 4.59
within five years
I intend to stay longer at an African homeland destination .61 .78 4.38

4.3. Confirmatory factor analysis

Confirmatory factor analysis (CFA) was conducted to guarantee that the proposed
measurement model specified the proposed relations between the latent constructs and observed
variables. The measurement model comprised nine constructs with 41 items. The results revealed
a supportive level of fit for the overall model, with the exception of Chi-square (y2= 1619.70),
which is sensitive to sample size (Hair et al., 2010). The fit indices were as follows: goodness of
fit index (GFI) = .83, root mean square error of approximation (RMSEA) = .054, comparative fit
index (CFI) = .95, incremental fit index (IFI) = .95, Tucker—Lewis index (TLI) = .94, normed fit
index (NFI) = .91, and normed chi-square (y2/df=2.23). The standardized factor loadings of all
the variables ranged from .66 to .97, exceeding the .50 criterion (Hair et al., 2010).

In addition, the composite construct reliability (CCR) of each construct exceeded the .7
cut-off point, thus indicating an acceptable level of internal consistency (Hair et al., 2010). To
assess the construct validity of the variables, average variance extracted (AVE) was calculated.
The AVE values ranged from .54 to .83, exceeding the .5 criterion and thus confirming
convergent validity (Bagozzi & Yi, 1988; Hair et al., 2010). To verify discriminant validity, the
AVE of each construct was compared with the squared correlation coefficient for the
corresponding inter-construct correlation and the maximum shared squared variance (MSV).



Since all AVE values were higher than the squared correlations between constructs and greater
than the MSV, no discriminant validity concern was detected (Fornell & Larcker, 1981). Lastly,
all items in the measurement model showed significant #-values for the latent constructs, thus
revealing that the measurement scales supported high levels of convergence and construct
validity. The results of the CFA analyses are shown in Table 2.

Table 2. CFA Results
Standardized

Domains and items . t-value CCR AVE MSV
factor loading

Emotional experience

Unpleasantness
I feel a sense of dislike toward the African homeland 92 a
I feel a sense of dissatisfaction toward the African homeland .97 40.09
I feel a sense of displeasure toward the African homeland .98 41.59
I feel a sense of disappointment toward the African homeland .76 20.89 .94 .72 .09
I feel a sense of unhappiness toward the African homeland 74 19.97
I feel a sense of regret toward the African homeland .69 17.81
Joy
I feel a sense of enthusiasm toward the African homeland 91 a
I feel a sense of delight toward the African homeland .96 35.11
I feel cheerful toward the African homeland 95 30.16 96 .83 .53
I feel a sense of pleasure toward the African homeland .86 26.09
I feel a sense of joy toward the African homeland .88 27.77
Love
I feel a sense of caring toward the African homeland .90 a
I feel warm-hearted toward the African homeland .90 42.27
I feel a sense of tenderness toward the African homeland .90 2823 96 .82 .54
I feel a sense of love toward the African homeland 92 28.08
I feel a sense of affection toward the African homeland 92 29.86
Positive surprise
I feel a sense of amazement toward the African homeland 1 a
I feel a sense of astonishment toward the African homeland .66 19.12
I feel a sense of surprise toward the African homeland .67 16.53 .87 .58 .54
I feel a sense of inspiration toward the African homeland .86 14.21
I feel fascinated about the African homeland destination .89 14.59
Personal involvement
I gain pleasure from visiting the African homeland .70 a
I have a lot of interest in the African homeland as a destination .82 1439 83 .54 51
Being on holiday in the African homeland is like giving a gift to
.70 12.73
oneself
I gain pleasure by getting involved in the various things to do in
. Lo 71 14.45
African homeland destinations
Destination satisfaction
I feel/felt satisfied about the African homeland destination .83 a
I feel/felt delighted about the African homeland destination 78 24.64 91 .78 41
I like/liked the African homeland destination .69 22.77

Destination image

People in the African homeland are hospitable and friendly .67




African homeland destinations offer education value 73 14.36

African homeland destinations are interesting .80 13.17 .85 .54 .39
African homeland destinations are attractive places 74 12.41
African homeland destinations are pleasurable places 73 12.25
Place attachment
I attach special meaning to African homeland destinations .70 a
African homeland destinations are more important to me than elsewhere .80 15.08
African homeland destinations are special to me .89 16.50 .88 .65 .51
Visiting African homeland destinations says a lot about who I am .83 15.66
Future intention
I intend to bring my family/children to visit the African homeland 70 a
within five years ’
I intend to stay longer at an African homeland destination .68 14.40
I intend to revisit African homeland destinations within five years .90 16.20 .87 .62 41
I intend to recommend a visit to African homeland destinations within 36 15.74
five years ) )

# Estimated parameter was fixed at 1.0.

4.4. Structural model and hypothesis testing

After evaluating the measurement model, an empirical structural equation modeling
(SEM) was conducted to test the hypothesized structural model. Table 3 presents the descriptive
statistics and inter-construct correlations. Overall, the results show a good fit, with RMSEA =
.057, CF1 = .94, NFI = .90, IFI = .94, TLI = .93, GFI =.82, and y2/df = 2.38. The R’ values to
predict personal involvement, destination satisfaction, destination image, place attachment, and
future intention were .61, .41, .37, .59, and .48, respectively. Thus, the structural model revealed
a sufficient level of predictive power to explain each dependent variable.

To determine specific theoretical relationships in the hypothesized model, the
significance level was set at the .05 level so that an alternative model was supported if the p-
value on the structural model path was less than .05. Overall, the SEM analysis statistically
supported 9 out of 11 estimated path coefficients at the .01 and .001 levels, as shown in Table 4.
Regarding the relationship between emotional experience and personal involvement, the
significant relationships were detected on the paths of hypothesis 1b (yi2=.39, t=6.12, p <.001)
and hypothesis la (y13=.36, t =4.74, p <.001). The result indicated that the emotional
experiences of love and joy positively influence diaspora tourists’ personal involvement.
However, for hypotheses 1c and 1d, significant relationships were not supported.

Hypothesis 2a, which was designed to test the path from “personal involvement” to
“destination satisfaction”, was supported as a significant association was found (f = .38, 1 =5.73,
p <.001). The result showed that personal involvement among diaspora tourists is likely to result
in satisfaction with a destination. Personal involvement had a positive influence on destination
image (6 = .61, t=8.74, p <.001), showing that Hypothesis 2b was supported. Hypothesis 2¢
was supported as a positive relationship between personal involvement and place attachment
existed (f=.17,t=9.22, p <.001). Therefore, diaspora tourists’ personal involvement tends to
result in higher place attachment to the diaspora destination.



Hypothesis 3a postulated a positive relationship between destination image and
destination satisfaction. The path coefficient supported the hypothesis (f = .34, t =5.00, p <
.001). As for hypothesis 3b, the results supported the path coefficient between destination image
and place attachment (5 =.17, t =2.81, p <.01). Hypothesis 4, which stated a direct influence of
destination satisfaction on future intention, was supported, indicating that the path coefficient
was statistically significant (f = .52, t = 9.85, p <.001). Lastly, hypothesis 5, which postulated a
relationship between place attachment and future intention, was supported (f = .27, t=5.45,p <
.001). A graphical depiction of the structural model is presented in Figure 2.

Table 3. Correlations among Constructs

Mean _SD €9 2 3) 4) Q) (6) @) @& O
() 193 1.12 1
() 462 57 -26%(07%) 1
(3) 460 .57 -20%(04) .70%(49) 1
(4) 447 63 -16%(.03) .54%(29).63%(.40) 1
(5) 443 62 -09(.01) .59%(.35).54%(.29).38*(.14) 1
(6) 453 .52 -27%(.07) .43%(.19).56*(.31) .47%(22).39%(.15) 1
(7) 450 .59 -23*%(.05) .52%(.27).52*%(.27) .50%(.25) .40*(.16) .51%(.26) 1
(8) 436 .68 -26*(.08) .52%(.27).51*(.26) .38*(.14) .60*(.36) .50%(.25) .41*(.17) 1
(9)  4.58 .55  -.17%(.03) .49%(.24) .48*(.23) .40*(.16) .44%(19) .39%(.15) .58*(.34) .48%(.23) 1

Note: *Correlations significant at the .001 level; *=inter-construct correlations; *=squared correlations.
(1) Unpleasantness, (2) Joy, (3) Love, (4) Positive surprise, (5) Personal involvement, (6)
Destination image, (7) Destination satisfaction, (8) Place attachment, (9) Future intention

Table 4. Structural Equation Modeling (SEM) Analysis

Regression path Standardized t-value p-value Decision of
coefficient hypotheses

Hla: Love — Personal involvement .36 4.74 .000** | Support
H1b: Joy — Personal involvement .39 6.12 .000** | Support
Hlc: Positive surprise — Personal involvement .09 1.43 153 Reject
H1d: Unpleasantness — Personal involvement -.05 -1.20 230 Reject
H2a: Personal involvement — Destination satisfaction .38 5.73 .000** | Support
H2b: Personal involvement — Destination image .61 8.74 .000** | Support
H2c: Personal involvement — Place attachment .65 9.22 .000** | Support
H3a: Destination image — Destination satisfaction .34 5.00 .000** | Support
H3b: Destination image — Place attachment 17 2.81 .005* | Support
H4: Destination satisfaction — Future intention 52 9.85 .000** | Support
H5: Place attachment — Future intention 27 5.45 .000** | Support
x2(746) = 1775.14 (p = .000); TLI = .93; CFI = .94; RMSEA = .057; NFI = .90; IFI = .94; GF1 = .82

** p <.001, * p<.05.



5. |Discussion and implications

The empirical analysis of the survey has produced some salient findings and implications.
First, the factor analysis on emotional experiences has revealed four underlying domains. This
outcome is consistent with some previous studies that emphasize that emotional experiences are
a series of emotional states organized around underlying themes expressed as joy, love, positive
surprise, and unpleasantness (Hosany & Prayag, 2013; Prayag et al., 2013).

Second, the results of the SEM analysis indicate that the emotional experiences of joy
and love are influential in explaining the sense of personal involvement of diaspora tourists at
diaspora destinations. The two dimensions (joy and love) are effective in inducing devotion to
diaspora-related activities in Ghana. As both joy and love compensate for a positive experience,
they effectively represent the extent to which consumption emotions affect the degree of
involvement or engagement with a diaspora destination. Therefore, promoting elements of
enthusiasm, delight, pleasure, care, warm-heartedness, tenderness, and affection can be attractive
to persons in the diaspora and can also lead to greater engagement.

Third, the relationship among unpleasantness, positive surprise, and personal
involvement remains complex when applied to a diaspora tourism destination. While an
unpleasant destination experience results in lower engagement at destinations (Hosany, 2012;
Otoo et al., 2019), the current study interestingly finds that positive surprise does not affect
personal involvement. According to previous studies, positive surprise can be associated with
delight and retention (e.g., Rust & Oliver, 2000). The outcome of this study is nonetheless
meaningful, as surprise elements convey a neutral valence emotion that can easily lead to
negative surprise (Hosany & Gilbert, 2010). A valuable suggestion for dark diaspora destinations
is the careful consideration that diaspora tourism is an emotional experience and that an element
of surprise can easily oscillate between positive and negative spectrums. Meanwhile, assessing
the pleasantness or otherwise of a situation can systematically differentiate consumption
emotions from one another (Hosany, 2012).

Fourth, the relationship between involvement and destination satisfaction is not
adequately understood, as studies offer different conclusions (Chaganti & Greene, 2002; Prayag
& Ryan, 2012). The results of this study lend empirical support to a theoretical relationship
between personal involvement and destination satisfaction, as suggested by some previous
studies (Brown et al., 2016; Huang et al., 2005; Lu et al., 2015), that is, as diaspora tourists gain
a sense of personal involvement/engagement in the diaspora experience, they become
predisposed to greater destination satisfaction. Hence, to improve the destination satisfaction of
visitors, elements of involvement, including pride as an African descendant, should be promoted.

Fifth, this study provides empirical support for the hypothesis relating to the effect of
personal involvement on the destination image posited by others (Hou et al., 2005; Lu et al.,
2015; Prayag & Ryan, 2012; Rodriguez-Molina et al., 2015; Yen & Croy, 2016). The findings
suggest that personal involvement can be effectively used to enhance the image of a diaspora
destination. Strategies that include the engagement of the diaspora community in the planning
and organization of diaspora tourism can foster a positive evaluation of the homeland. This



finding is important because different cultural identities evaluate the image marketing of
destinations differently (Kwek & Lee, 2008; Weaver et al., 2017).

Sixth, the result indicating that personal involvement directly affects the sense of place
attachment of diaspora tourists is consistent with the results that have been reported in previous
studies (Brown et al., 2016; Chen, 2018; Hou et al., 2005; Prayag & Ryan, 2012; Santos et al.,
2017). The involvement of the diaspora community at all stages of planning and decision making
adds a deeper meaning to the sense of place attachment of these tourists. In addition, the
implication of destination satisfaction on place attachment should include the provision of better
and tailored services in terms of accommodation, accessibility, and visitor education.

Seventh, the hypothetical role of destination image in predicting the degree of destination
satisfaction and place attachment of diaspora tourists is in agreement with the extant literature
(Brown et al., 2016; Chen, 2018; Lu et al., 2016; Prayag & Ryan, 2012). Efforts to enhance
destination image attributes, including hospitability, friendliness, quality services, and
educational value, can be meaningful in creating a satisfied and attached diaspora clientele.
Therefore, destination marketers and managers can benefit from investing heightened efforts in
promoting a favorable diaspora destination image to continue to enhance destination satisfaction
and attachment to the destination.

Eighth, future intention is identified as an important antecedent of destination satisfaction
and place attachment (Brown et al., 2016; Li et al., 2019; Prayag et al., 2013; Ramkissoon et al.,
2013; Savinovic et al., 2012). Thus, a key focus of the tourism ministry and government of
Ghana is to build the diaspora tourism base of the country. Cape Coast Castle, ElImina Castle,
and other forts are prime memorial sites of the transatlantic slave trade and are most attractive to
diaspora tourists. At such sites, visitor satisfaction with tour narratives, cultural enactments, and
the physical presence of historical monuments may help to achieve place attachment and boost a
sense of destination satisfaction, which subsequently result in a favorable future intention.
Ultimately, understanding why mature/senior diaspora tourists return “home” and the issues
resulting in their return would be useful for developing and harnessing the potential of diaspora
tourism.

6. THEORETICAL AND PRACTICAL CONTRIBUTIONS

This study adds to the existing knowledge and understanding of how emotional
experiences contribute to the understanding of diaspora tourism in four ways. First, it
conceptualizes the intricate interrelationships between diaspora tourist emotional experiences,
personal involvement, destination image, destination satisfaction, place attachment, and future
intention. Since previous studies have not explored these complex constructs that explain the
cognitive and affective assessments of diaspora tourist experiences, the results can guide future
investigations. The study is thus a prompt response to calls for a better understanding of the
socio-psychological aspects of diaspora tourism experiences and the process of creating positive
diaspora tourism experiences. Second, this study communicates the complexity of tourist
emotions of love, joy, positive surprise, and unpleasantness in the context of diaspora tourism.



As the emotional experiences associated with diaspora tourism remain largely unknown (Zou et
al., 2021), the study demonstrates that dimensions of diaspora tourists' emotional experiences,
while in line with the existing literature, have varied effects on diaspora tourists' level of
involvement. The positive influence of the “love” and “joy” of visiting the ancestral homeland is
in contrast to the “positive surprise” and “unpleasantness experienced,” so that the latter do not
explain diaspora tourists' personal involvement.

Third, this study addresses variables that contribute significantly to repeat visitation to
the African ancestral homeland. Previous studies reported that only a few diaspora tourists repeat
their visits to Ghana after their initial visit and it is critical to understand how this can be
addressed (Yankholmes & Timothy, 2017). Therefore, this study is an important addition to
understanding which variables determine future revisit intentions among diasporic visitors to
Ghana. The study demonstrates that the emotional experiences of love and joy are first favorable
to promoting the personal involvement of diaspora visitors with their homeland, leading to
positive destination image, destination satisfaction, place attachment, and consequently to
favorable future travel-related intentions toward the homeland.

Fourth, the study supports and adds to the body of literature that contends that emotional
experiences are not always seen in a positive light (del Bosque & San Martin, 2008; Nawijn et
al., 2018; Otoo et al., 2019). This belief is contrary to the traditional views of tourist emotions
(e.g., Tong, 2015). In this regard, exploring emotion on a continuum may better reflect the varied
emotions of respondents than a binary approach (e.g., happy/sad).

In terms of practice, the implications of this study include the following. First,
evaluations of diaspora homelands by diaspora tourists are important in forming positive word-
of-mouth intentions. Such evaluation implies the need to improve the infrastructure and
intangible destination attributes, such as hospitality, culture, and memorability. Second, the
quality of the emotional experiences of love and joy in the diaspora homeland directly enhances
the sense of involvement of visitors and is strongly correlated with their sense of attachment.
Therefore, promoting a strong sense of these attributes (love and joy) during the diaspora events
may foster social identity, which is valuable to diaspora tourists' motivation to travel (Otoo, Kim,
& Choi, 2021).

At the same time, the absence of a statistically significant relationship between the other
two emotional experiences (positive surprise and [un]pleasantness) suggests a gap in the
promotion of these attributes. The possible cultural gap between African hosts and diaspora
guests may easily turn a positive surprise or pleasantry into unexpected cultural shocks during
the actual interaction. Although “oneness” is expected in diaspora identity, diaspora destinations
ought to remember that these diaspora tourists are nevertheless “aliens” in their ancestral
homelands (Bruner, 1996). In such situations, the services of a cultural broker (e.g., onsite tour
guide) may be as relevant in diaspora tourism as they are to pleasure tourists. The study also
reinforces the view that marketing a place visited can sustain and promote repeat visitation by
enhancing positive cognitive and emotional experiences, as tested in this study (Brown et al.,
2016; Li et al., 2020; Prayag & Ryan, 2012; Ramkissoon et al., 2013). Destination image directly
determines diaspora tourism satisfaction and sense of attachment. Thus, diaspora destination



managers need to monitor, evaluate, and adjust traditional elements of image promotion,
including advertisement, public relations, and positive word of mouth.

7. LIMITATIONS AND SUGGESTIONS FOR FUTURE RESEARCH

This study has some limitations. First, only mature/senior diaspora tourists were sampled
in the study. Hence, further examination is required to identify the emotional experiences of
younger cohorts and to determine generational discrepancies in terms of the emotional
experience outcomes of diaspora travel. Second, diaspora studies tend to focus on migrant and
refugee diaspora communities. Therefore, a future study could test the emotional experience
model on a migrant or refugee diaspora community. Third, the interrelationships among six
constructs have been examined. Given that the subjects of emotional experience and diaspora
tourism are under-researched and underdeveloped, their interrelationships with many other
constructs need to be further understood. A future study that includes additional constructs, such
as travel constraints and personality traits, is suggested. In addition, emotions are diverse and
may include other sentiments such as anger or disgust. Emotional experiences may be informed
by contextual issues at each diaspora tourism destination and thus a qualitative study that extracts
deeper emotional connections to diaspora homelands is recommended. Given the inherent
limitations of using a priori scale measurements, a future study that explores in-depth qualitative
meanings for the constructs investigated is proposed. The interpretation of emotions as love, joy,
positive surprise and unpleasantness have been explored and validated in previous studies,
providing empirical standard for measuring visitor emotions within the tourism literature. Lastly,
other factors can account for the destination image formation, destination satisfaction, place
attachment, and future intention of diaspora tourists. Against this backdrop, the mediating role of
constructs (e.g., satisfaction and place attachment) can be considered in future research.
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