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A B S T R A C T   

Given the growing interest in the Korean Demilitarized Zone (DMZ) as a tourism destination, this study inves-
tigated DMZ tourists’ place attachment and tourism development support, by identifying the importance of 
perceived similarity and shared beliefs in symbolic, touristic, and preservation values. Using survey data 
collected from 378 DMZ tourists, this study revealed that perceived similarity was a significant antecedent of 
shared beliefs, which further influenced place attachment and support for tourism development. In particular, 
shared touristic value had a direct impact on place attachment, while symbolic and preservation values influ-
enced tourism development support only. This study adds to the burgeoning research on DMZ tourism and offers 
a unique approach to evaluate destination values from tourists’ sociological perspectives. This study suggests 
managerial guidance on how the destination can develop the DMZ as a tourism destination, concerning tourists’ 
perspectives and shared beliefs highlighting key values associated with the place.   

1. Introduction 

The Korean Demilitarized Zone (DMZ) is a symbolic and historical 
place representing the war and division between South and North Korea. 
Since it was first designated in 1953 as a result of the Korean War, the 
DMZ has been closed off from development but has slowly evolved into a 
unique destination. The DMZ might be one of the world’s most heavily 
militarized areas, but it welcomes more than 1.2 million travelers each 
year (Tourism Knowledge & Information System, 2018). Of these visi-
tors, about 80% are domestic travelers. As such, the Korea Tourism 
Organization along with tour operators have created several tour 
packages to provide tourists with various experiences of the DMZ (Jang, 
2018). Accordingly, a number of studies have paid attention to the DMZ 
in various perspectives such as ecotourism (Lee & Mjelde, 2007), heri-
tage tourism (Kim & Thapa, 2018), and dark tourism (Bigley, Lee, Chon, 
& Yoon, 2010). 

The isolation from development has led the DMZ being considered 
one of the most well-preserved temperate habitats in the world (Brady, 
2008; Kim, 1997; Lee, Yoon, & Lee, 2007). With the DMZ’s ecological 

and symbolic values, a well-designed tourism development is an 
emerging topic for the DMZ to be positioned as a destination in the long 
run. A majority of previous research has discussed tourism development 
from the perspectives of residents. Kim, Choe, and Lee (2019), for 
example, investigated whether and how residents living adjacent to the 
DMZ supported a plan to build a peace park within the DMZ. But recent 
studies have claimed that it is critical to understand tourists’ perspec-
tives and behaviors centered on tourism development as they are 
important stakeholders who are concerned about environmental and 
cultural influences of tourism (Cheng & Wu, 2015; Chiu, Lee, & Chen, 
2014; Joo, Cho, & Woosnam, 2019; Su & Swanson, 2017). 

DMZ tourists are likely to find some similarity with one another 
based on similar visiting reasons (e.g. political beliefs, history, culture, 
security, curiosity, nature-based tourism) (Bigley et al., 2010; Joo & 
Woosnam, 2020). A tourist who perceives some similarity with others in 
a destination may feel comfortable forging social relationships with 
others and sharing common thoughts or opinions about the destination, 
which is referred to as ‘shared beliefs’ (Woosnam, Norman, & Ying, 
2009). Shared beliefs can encourage tourists to appreciate the value of 
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the destination and develop positive place attachment. With such posi-
tive attitudes, tourists are more likely to support development within the 
destination (Brown, 2000). 

Both concepts of similarity and shared beliefs are grounded in social 
identity theory to describe an individual’s perspectives toward others 
and perceived group membership in social settings. However, the causal 
relationship between the two concepts has been inconsistently identified 
across various studies. Al-Natour, Benbasat, and Cenfetelli (2011), for 
example, revealed that online users’ perceived similarity was a signifi-
cant antecedent to evaluative beliefs. On the other hand, Bar-Tal (2000), 
in a sociology study, argued that shared beliefs evoke confidence of the 
beliefs and further a sense of similarity. However, the relationship has 
been rarely discussed in a tourism setting. With these controversial 
finding and the lack of the tourism research, this study attempts to 
identify the relationship to better describe the mechanism on how 
tourists support tourism development. Shared beliefs in the DMZ can 
reside in three dimensions of symbolic, touristic, and preservation 
values based on its unique values and attractions (Joo & Woosnam, 
2020; Woosnam & Norman, 2010). For example, the symbolic value 
reflects social and historical meanings unique to the DMZ, touristic value 
represents its capability to entertain and accommodate tourists’ needs, 
and preservation value corresponds to its assets and attractions worthy 
of protection. These values can be important elements to describe the 
DMZ as a heritage or dark tourism destination. Furthermore, each 
dimension of these shared beliefs has a distinct role in impacting place 
attachment and tourism development support. For instance, symbolic 
value is likely to have a significant impact on place attachment 
(Proshansky, Fabian, & Kaminoff, 1983), while touristic and preserva-
tion values may have a stronger impact on tourism development support 
(Kitnuntaviwat & Tang, 2008; Uriely, Israeli, & Reichel, 2003). How-
ever, past research examined tourists’ perceived value from a general 
perspective (e.g. Lee, 2007), but it has rarely discussed the DMZ’s values 
from tourists’ shared views in such specific ways. Thus, this study offers 
a significant opportunity to identify the values of the DMZ and the 
distinctive roles in developing their positive attitudes and support 
within the heritage tourism context. 

Shared beliefs can create social and psychological relationships 
among DMZ tourists and further connect them to the destination. Their 
connection or attachment to the DMZ is a strong precursor to conser-
vation efforts and supports for tourism development (Ramkissoon, 
Weiler, & Smith, 2012; Stylidis, Biran, Sit, & Szivas, 2014). Thus, it can 
be assumed that place attachment is a significant mediator between 
shared beliefs and tourism development support. Moreover, concerning 
the distinct role of each shared belief dimension, it is believed that the 
mediating role of place attachment between each dimension of shared 
beliefs and tourism support could be different; however, it has not 
empirically been examined yet in the DMZ setting. 

Responding to these research gaps, the purpose of the study is to 
investigate whether DMZ tourists’ perceived similarity and shared be-
liefs with one another will influence attachment to the DMZ, which will 
further lead to their support for tourism development. In particular, this 
study (1) examines if individuals’ similarity is an antecedent of shared 
beliefs, (2) investigates whether each dimension of shared beliefs - 
symbolic, touristic, and preservation values - has a distinctive role in 
forming place attachment and determining tourism development sup-
port, and (3) identifies whether place attachment mediates the rela-
tionship between each shared belief dimension and tourism 
development. Considering the growing number of tourists to the DMZ, 
this study recognizes the significance of tourists’ perspectives, shared 
beliefs, and positive attitudes and their collaborative impacts on tourism 
development in a sequential manner within the heritage tourism setting. 

2. Literature review 

2.1. Korean Demilitarized Zone (DMZ) 

The DMZ is the buffer zone running east-west across the Korean 
Peninsula, separating South and North Korea. The Joint Security Area, 
known locally as Panmunjeom, is a meeting point for individuals from 
the two countries. Since the armistice agreement was signed in 1953 at 
the place, various events and meetings have been held, including the 
recent summits for the leaders of South Korea, North Korea, and the US 
in 2019. The DMZ also encompasses many historical sites such as the 3rd 
Infiltration Tunnel dug by North Korea, a former Labor Party Building, 
and a former US Army base. These sites not only represent the inter- 
Korea conflict but also the peace efforts. To those who have homes 
and families in North Korea, the DMZ is a symbolic place for the division 
of the country and separation of the families (Kim, 2014). Those who 
defected from the North often host ancestral rituals and shamanic per-
formances in Imjingak, a memorial park right adjacent to the DMZ, to 
commemorate and lament family members left in North Korea (Pilzer, 
2003). As such, the DMZ is a symbolic representation of Korean history 
and emotion, charged with sadness, bitterness, and longing (Kim, 2014). 

For the past half century, the DMZ has been devoid of residential 
development. This isolation has created an undisturbed sanctuary which 
is now recognized as one of the most well-preserved areas of numerous 
florae, faunae, and temperate habitats in the world (Brady, 2008; Kim, 
1997; Lee et al., 2007). The DMZ is home to about 2700 plant and an-
imal species and 82 of 171 nationally endangered species in South Korea 
(Choi, 2013). Accordingly, a myriad of studies has acknowledged the 
rich biodiversity in the DMZ and discussed its economic and ecological 
values (Kim, 1997; Lee & Mjelde, 2007). The recognition of these values 
has led to some controversial discussions on seeking an economic use of 
the DMZ by promoting developmental activities and loosening re-
strictions. However, a general consensus has been made that the DMZ’s 
natural and preservation values should remain unspoiled with a more 
careful development approach (Kim, Steiner, & Mueller, 2011). 

Due to its symbolic and ecological significance, the DMZ has become 
a popular destination. Indeed, tourism is the only significant activity in 
the DMZ outside of military occupation. Given the increased interest in 
the area, the Korea Tourism Organization has created several tour 
packages to provide tourists with various experiences within and adja-
cent to the DMZ (Jang, 2018). More sites within the DMZ have been 
open for tourists, and new attractions (e.g. museum, observation sta-
tions) have been built for tourists’ activities. Tourists can participate in 
various tour programs to recognize and appreciate historical and 
ecological values of the DMZ. 

Researchers have approached the DMZ from various perspectives of 
ecotourism (e.g. Kim et al., 2011; Lee & Mjelde, 2007), peace tourism (e. 
g. Kim et al., 2019; Lee, Bendle, Yoon, & Kim, 2012), heritage tourism 
(Kim & Thapa, 2018), border tourism (Hunter, 2015), or dark tourism 
(e.g. Bigley et al., 2010). For example, the DMZ tourists’ motivations 
were discussed within the war-tourism or dark tourism perspectives 
(Bigley et al., 2010). Hunter (2015) looked at the DMZ as an iconic war 
heritage attraction and a symbolic landscape. In addition, Kim and 
Thapa (2018) paid attention to the DMZ as a heritage destination and 
examined the roles of self-congruity, value perception, and travel 
satisfaction in the development of destination loyalty. These examples 
show that more recent studies focus on the DMZ as a heritage tourism 
destination, where its own historical and cultural characteristics are rich 
and significant to attract potential tourists (Poria, Butler, & Airey, 
2003). 

Furthermore, the DMZ studies have recently paid attention to tour-
ists’ perspectives, including tourists’ behaviors (e.g. Park & Lee, 2018), 
ecological value (e.g. Lee & Mjelde, 2007), and economic value (e.g. 
Mjelde, Kim, Kim, & Lee, 2017). For example, Lee et al. (2007) 
demonstrated how DMZ tourists’ perceived value influenced their 
satisfaction and intention to recommend. Lee, Kyle, and Scott (2012) 
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revealed that tourists’ emotional, functional, and economic values were 
core factors for their satisfaction and loyalty. Park and Lee (2018) also 
investigated the impact of tourists’ experiences (i.e. entertainment, ed-
ucation, esthetic, and escape) on perceived emotional and functional 
values and satisfaction. Overall, these studies have clearly illustrated 
that the DMZ is recognized as a unique and popular destination while 
limited research has discussed its development as a tourism destination 
from tourists’ perspectives. 

2.2. Perceived similarity 

The concept, ‘similarity’ refers to the extent to which individuals feel 
similar to and identify with others who share the same setting and space 
(Brocato, Voorhees, & Baker, 2012). The term was first introduced by 
Brocato et al. (2012) who explored how customers’ perception on other 
customers affected their service experience, but the notion and its 
importance have long been recognized in the literature. For instance, in 
the social categorization theory (Turner & Oakes, 1986), similarity is the 
extent of common attributes that individuals share with one another 
(Brown, 2000) and what makes them develop a sense of belonging to a 
social group. The self-identity theory posits that individuals are influ-
enced by others who are similar (Platow, Mills, & Morrison, 2000). As 
such, similarity is an essential element in explaining why individuals 
favor certain social settings over others. 

Based on similarities, individuals’ identification with others pro-
motes a collective identity (Ashforth & Mael, 1989) which in turn leads 
to two systematic characteristics: (a) inconsistent reactions toward 
in-group and out-group differences and (b) favorable feelings toward 
similar in-group members. That is, visible differences among the group 
members become insignificant while the differences from others outside 
the group sharpen. Thus, within-group differences irrelevant to 
decision-making situations are often trivialized. In addition, favorable 
feelings are bestowed on the other in-group members who share similar 
values, so individuals tend to have a better memory of events related to 
similar in-group members than dissimilar out-group members (Dovidio, 
Gaertner, & Saguy, 2008). As such, how individuals see others can 
greatly influence how experiences are rated or revisit intentions are 
shaped. 

Tourism and hospitality researchers have underscored the integral 
role of similarity in forging individuals’ experiences, attitudes, and be-
haviors (e.g. Choi & Mattila, 2016; Hwang & Han, 2015; Hyun & Han, 
2015). Choi and Mattila (2016), for example, found that restaurant 
customers’ perceived similarity with others had a positive impact on 
their attitudes (e.g. how they liked the environment or wished to stay 
longer in the restaurant). Hwang and Han (2015) also discovered that 
club members at a private country club tended to see the club more 
favorably when they perceived themselves similar to other members. 
The same positive relationship between similarity and experience was 
also underscored by Yin and Poon (2016) who undertook a qualitative 
investigation of how other tourists affected tourists’ group tour experi-
ences; the results showed that noticeable deviations in appearance, 
behavior, and language were associated with negative tourist 
experiences. 

2.3. Shared beliefs 

The notion of ‘shared beliefs’ has been presented across many fields 
in various terms, such as ‘sacred beliefs’ (Durkheim, 1912), ‘collective 
beliefs’ (Gilbert, 1987), or ‘group beliefs’ (Tuomela, 1992). In tourism 
research, the term, shared beliefs was first used by Woosnam et al. 
(2009) to describe common convictions or opinions about a particular 
destination that individuals (i.e. tourists, residents) have as a group. The 
concept represents how a group of residents or tourists think of a 
destination (e.g. perceived values) in different aspects. When tourists 
recognize that they share a common understanding of the destination 
with other tourists, they may develop a sense of group membership, 

which is a fundamental element to determine social identity (Brown, 
2000). 

Since every destination has a unique set of attractions and appeals, 
shared beliefs about a destination are often specific to the particular 
destination. Thus, shared beliefs can be described in various ways, 
depending on different tourism settings. For instance, a coastal tourism 
study developed a scale for shared beliefs and viewed the concept in two 
dimensions: preservation and amenities (Woosnam & Norman, 2010). 
Preservation included items pertaining to the maintenance of the natural 
and historic integrity of the destination, while amenities described 
entertainment and dining options available in the destination. A reli-
gious tourism study recently identified the concept of shared belief in 
three factors: devotion, concerns, and entertainment (Joo & Woosnam, 
2020). Devotion represented the symbolic value (e.g. religious value) 
attributed to a certain type of destinations (e.g. religious destination); 
concerns referred to risks associated with traveling to far-away desti-
nations; and entertainment addressed evaluation of destinations’ rec-
reational and touristic value (e.g. dining or shopping opportunities). 
These findings have shown that while the way of describing shared 
beliefs can deviate across different contexts, its overall themes may 
remain similar. 

Considering the DMZ’s historical, emotional, touristic, and ecolog-
ical attributes, DMZ tourists’ shared beliefs can be discussed in three 
aspects of symbolic (e.g. history, emotion), touristic (e.g. amenities, tour 
activities), and preservation (e.g. natural resources) which are aligned 
with previous studies. That is, symbolic value implies the DMZ’s his-
torical and emotional importance, which is similar to the factor of 
devotion (Joo & Woosnam, 2020); touristic value describes recreational 
and entertainment features such as facilities, amenities, and dining op-
tions available in a destination, which corresponds to amenities 
(Woosnam & Norman, 2010) or entertainment (Joo & Woosnam, 2020); 
and preservation value represents the maintenance of the natural and 
historic resources of the destination for sustainable tourism develop-
ment, which is aligned with preservation (Woosnam & Norman, 2010). 

2.4. Place attachment 

Individuals can develop an affective bond or link toward a place, 
which is called ‘place attachment’ (Hidalgo & Hernandez, 2001). Place 
attachment is an attitudinal, emotional response and perceived prox-
imity to a place (Hummon, 1992; Low, 1992). It can be formed by 
functional, tangible factors and/or through social relationships (Hidalgo 
& Hernandez, 2001; Lewicka, 2011). That is, esthetic and psychological 
attributes (e.g. wilderness) can connect individuals to a place, helping 
them to feel attached the place (Beckley, Stedman, Wallace, & Ambard, 
2007; Bow & Buys, 2003; Landon, Woosnam, Kyle, & Keith, 2020). Also, 
the social dimension has been recognized as an essential and effective 
source of developing place attachment (Hidalgo & Hernandez, 2001; 
Lewicka, 2011; Low & Altman, 1992; Milligan, 1988). 

Williams and Vaske (2003) proposed a scale to measure place 
attachment through two dimensions: place identity and place depen-
dence. Place identity represents the symbolic importance of a place as a 
backdrop to individuals’ emotional or social relationships (Williams & 
Vaske, 2003). This dimension particularly emerges from beliefs, emo-
tions, thoughts, attitudes, and economic, historical, or cultural sources 
associated with the place (Proshansky et al., 1983). Place dependence, 
on the other hand, addresses functional or physical bonding to a place 
and reflects how important the place is in pursuing desired goals or 
activities (Williams & Vaske, 2003). Furthermore, with the importance 
of emotional and social bonding to a place, place affect and social 
bonding have also been recognized as additional place attachment di-
mensions within a tourism context (Jorgensen & Stedman, 2006; Kyle, 
Mowen, & Tarrant, 2004). 

Place attachment has been proven effective in explaining tourists’ 
behaviors, such as repeat visitation (Hwang, Lee, & Chen, 2005), place 
satisfaction (Lee, Kyle, & Scott, 2012; Ramkissoon, Smith, & Weiler, 
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2013; Yuksel, Yuksel, & Bilim, 2010) and destination loyalty (Prayag & 
Ryan, 2012; Yuksel et al., 2010). In addition, destination image (Lee, 
Busser, & Yang, 2015; Prayag & Ryan, 2012), personal involvement 
(Mowen, Graefe, & Virden, 1998), and leisure commitment (Bricker & 
Kerstetter, 2000; Moore & Scott, 2003) have been identified as impor-
tant predictors of place attachment. Furthermore, environmental psy-
chology studies have demonstrated a significant relationship between 
place attachment and socio-demographic characteristics (Hidalgo & 
Hernandez, 2001), social capital (Scopelliti & Tiberio, 2010), and 
perceived safety (Lewicka, 2010). 

Place attachment generally increases as individuals spend more time 
in a place (Gu & Ryan, 2008; Hidalgo & Hernandez, 2001), are more 
committed to the activities in the place (Bricker & Kerstetter, 2000; 
Moore & Scott, 2003; Mowen et al., 1998; Scopelliti & Tiberio, 2010), 
and benefit more from chosen activities (Gu & Ryan, 2008). Since res-
idents generally stay longer or do more at a place than tourists, residents 
are likely to demonstrate stronger place attachment (Stedman, 2006). 
However, recent studies further investigated tourists’ place attachment 
in various settings (e.g. nature-based tourism, pop culture tourism) and 
revealed that tourist involvement and satisfaction can lead tourists to 
developing attachment to the place, which further influences positive 
attitudes and loyalty toward the place ((Chen, Dwyer, & Firth, 2018); Gu 
& Ryan, 2008; Lee, Kyle, & Scott, 2012). 

2.5. Tourism development support 

Early studies on tourism development focused on residents’ per-
ceptions of the benefits and costs of tourism (e.g. Haralambopoulos & 
Pizam, 1996; Liu & Var, 1986; Milman & Pizam, 1988; Um & Crompton, 
1987). Following these works, researchers began to focus specifically on 
how residents viewed tourism impacts and how their perceptions 
contributed to support for tourism development (e.g. Joo, Woosnam, 
Strzelecka, & Boley, 2020; McCool & Martin, 1994; Perdue, Long, & 
Allen, 1990; Sirakaya, Teye, & Sönmez, 2002). Such research demon-
strated that residents were generally more supportive of tourism 
development when they appreciated social impacts (e.g. greater recre-
ational opportunities, better quality of life), cultural improvements (e.g. 
enhanced cultural activities), and economic benefits from tourism 
development (Jurowski, Uysal, & Williams, 1997; King, Pizam, & Mil-
man, 1993; McCool & Martin, 1994; Perdue et al., 1990; Snaith & Haley, 
1999). 

A number of studies have further recognized tourists as important 
destination stakeholders in tourism development (Cheng & Wu, 2015; 
Chiu et al., 2014; Joo et al., 2019; Su & Swanson, 2017). Lo, Chin, and 
Law (2019), for example, investigated tourism development support as a 
moderator in understanding tourists’ perspectives on rural destination 
competitiveness. The study highlighted that tourists’ positive attitudes 
are crucial for community support to enhance accommodation quality 
and destination competitiveness. In addition, Joo et al. (2019) found 
that tourists’ emotional connection to residents had a positive impact on 
their perceptions of tourism impact in an urban tourism context. This 
finding suggests that tourists’ social relationships can be a strong factor 
in support of tourism development. 

Overall, recent research shows that tourism development should be 
considered from the perspectives of not only residents but also tourists. 
Tourists are ultimately those who visit destinations, appreciate re-
sources and assets in the destinations, and experience tourism products 
and services. With positive experiences, such tourists have been noted to 
put forth efforts that minimize their negative impacts while maximizing 
positive consequences, thereby supporting tourism development so as to 
enjoy tourism benefits in the long-run (Cheng & Wu, 2015; Chiu et al., 
2014). Thus, it is critical to understand tourists’ perspectives of tourism 
development. 

2.6. Conceptual framework 

Based on the previous research, a proposed model was developed 
(Fig. 1). The model represents a conceptual framework involving simi-
larity, shared beliefs, place attachment, and support for tourism 
development. 

The two concepts of similarity and shared beliefs are intricately 
related, equally discussing commonness among individuals. Both con-
cepts explain individuals’ perspectives toward others and perceived 
group membership in social settings. Grounded in social identity theory, 
Tajfel (1972) claimed that individuals are likely to develop positive at-
titudes toward others when they find that they are similar to one other. 
When an individual perceives greater similarity to another, the former is 
more likely to share thoughts and opinions with the latter. 

Past research has broadly discussed the two concepts in various fields 
such as business, education, and organizational behaviors. For example, 
an education study found that students with greater similarity with one 
another were also more likely to share similar beliefs about their aca-
demic competence and motivations (Altermatt & Pomerantz, 2003). 
According to Makela, Kalla, and Piekkari (2007), perceived similarity in 
social status would enhance homophily which leads to a higher tendency 
for interaction and knowledge sharing. In addition, perceived similar-
ities in nationality, ethnicity, and gender were strongly associated with 
team expectations, process, and beliefs (Dahlin, Weingart, & Hinds, 
2005; Mannix & Neale, 2005). However, Bar-Tal (2000), in a social 
psychological work, suggested the possibility of an iterative relationship 
where shared beliefs evoke confidence of the beliefs and further the 
sense of similarity. 

While controversial findings exist in the literature, more studies tend 
to support the claim that similarity is an antecedent of shared beliefs. 
Thus, this study conceived of similarity as an antecedent of shared be-
liefs and assumed that given a strong degree of perceived similarity with 
other tourists to the DMZ, such tourists are most likely to possess a 
common set of beliefs as demonstrated through symbolic (e.g. war- 
related history), touristic (e.g. tour programs and facilities), and pres-
ervation (e.g. biodiversity) values (Bigley et al., 2010; Kim, 2014; 
Woosnam et al., 2009). Thus, the following hypothesis with three 
sub-hypotheses was posited: 

H1. Tourists’ perceived similarity with one another will significantly 
influence their shared beliefs with others concerning symbolic (H1-1), 
touristic (H1-2), and preservation values (H1-3) within the DMZ. 

Shared beliefs encompass both social - ‘shared’- and functional - 
‘beliefs’- components of a destination. Tourists’ social relationships and 
functional recognition regarding a destination influence their appreci-
ation of the destination values and their attitudes toward the destination 
(i.e. place attachment) (Jacobs, 2009). In particular, place identity, a 
form of place attachment can develop through individuals exchanging 
information on beliefs, thoughts, attitudes, and cultural sources about 
the place (Proshansky et al., 1983). Thus, a place becomes meaningful 
for individuals when it serves as a context where they share and develop 
social and psychological relationships (Low & Altman, 1992; Milligan, 
1998). Specifically, the symbolic value of a destination represents the 
physical or emblematic attributes of the place (i.e. place identity) 

Fig. 1. Proposed research model.  
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(Bigley et al., 2010). Touristic value also has the potential to influence 
place dependence as individuals utilize physical resources (e.g. ame-
nities, facilities, etc) (Proshansky et al., 1983). Preservation value de-
scribes the environmental benefits, which provides opportunities to 
appreciate the destination and connect tourists (Kim, 1997). Thus, the 
relationship between a tourist and a destination is formed when the 
destination’s values (e.g. symbolic meanings, preservation importance) 
are transformed to experiences and truly appreciated (Low & Altman, 
1992; Rollero & De Piccoli, 2010). Based on the DMZ attributes (e.g. 
history, attractions, and natural resources), therefore, tourists’ shared 
beliefs will provide a chance to appreciate the values in terms of sym-
bolic, touristic, and preservation views, which connect individuals to the 
destination. Forged from extant research, the following hypothesis with 
three sub-hypotheses was posited: 

H2. Tourists’ shared beliefs with others concerning symbolic (H2-1), 
touristic (H2-2), and preservation values (H2-3) will significantly influ-
ence individuals’ attachment to the DMZ. 

Shared beliefs can further influence tourists’ experiences and atti-
tudes toward the place as a destination. When tourists share their per-
spectives and develop positive attitudes about the destination, they are 
more likely to appreciate the values and meanings of destination con-
servation, and ultimately more likely to be supportive of developing the 
destination in a sustainable way (Brown, 2000). Shared beliefs reflect 
particular attributes and values of the destination, thus distinctive 
values will dictate how tourism development is condoned in the desti-
nation. Kitnuntaviwat and Tang (2008), for instance, revealed that a 
common understanding of the preservation value in a destination had a 
positive impact on their support for tourism development. Uriely et al. 
(2003) found that when religious and cultural heritage (i.e. symbolic 
value) is positively portrayed in the destination, residents were more 
supportive of further tourism development. Kim et al. (2019) particu-
larly found that DMZ’s symbolic meaning was an important factor in 
residents’ supporting the development of a touristic place (e.g. Peace 
Park). Therefore, with respect to the DMZ’s symbolic, touristic, and 
preservation values, tourists’ shared beliefs will have a positive impact 
on their attitudinal support for various tourism development options 
within the DMZ. Thus, this study established the following hypothesis 
with sub-hypotheses: 

H3. Tourists’ shared beliefs with one another in terms of symbolic (H3- 

1), touristic (H3-2), and preservation values (H3-3) will significantly 
predict their degree of support for tourism development options within 
the DMZ. 

Place attachment has been shown to be a strong predictor of support 
for conservation efforts (Ramkissoon et al., 2012; Scannell & Gifford, 
2010). Tourists with a high degree of place attachment would recognize 
that tourism development provides benefits to the place. Place attach-
ment is not only associated with past memories connected to a place, but 
also future experiences that individuals anticipate having in the desti-
nation (Milligan, 1998). Thus, individuals who build a connection to a 
destination are likely to have a positive view toward tourism impacts, 
thereby further supporting tourism development (Stylidis et al., 2014). 
That is, it is proposed that DMZ tourists will be more likely to support 
various tourism development options when they are more attached to 
the place. Thus, the following hypothesis was formulated: 

H4. Tourists’ degree of attachment to the DMZ will significantly pre-
dict their degree of support for tourism development options within the 
DMZ. 

Finally, based on the H3 and H4, this study hypothesizes that place 
attachment will act as a mediator between the three dimensions of 
shared beliefs and support for tourism development options in the DMZ. 
Numerous studies have found that place attachment serves as a mediator 
that connects past experiences and future intentions (George & George, 
2004), perceived benefits and visit intentions (Kil, Holland, Stein, & Ko, 

2012), or emotions and intentions to recommend (Hosany, Prayag, Van 
Der Veen, Huang, & Deesilatham, 2017). In particular, Cheng, Wu, and 
Huang (2013) found that place attachment was a significant mediator 
between destination attractiveness and environmentally responsible 
behavior. As such, the following hypothesis was developed. 

H5. Tourists’ degree of attachment to the DMZ will significantly 
mediate the relationship between tourists’ shared beliefs concerning 
symbolic (H5-1), touristic (H5-2), and preservation values (H5-3) and their 
level of support for tourism development options within the DMZ. 

3. Method 

3.1. Measures 

The survey instrument consisted of scales for four constructs: (1) 
similarity with other tourists (Brocato et al., 2012), (2) shared beliefs 
with other tourists as measured through symbolic, touristic, and pres-
ervation values (Joo & Woosnam, 2020; Woosnam & Norman, 2010), 
(3) place attachment in terms of place dependence, place identity, place 
affect, and social bonding (Kyle et al., 2004), and 4) support for tourism 
development options within the DMZ (Lankford & Howard, 1994; Wang 
& Pfister, 2008). 

All items were measured on a five-point Likert scale, ranging from 1 
= strongly disagree to 5 = strongly agree. The survey instrument was 
first developed in English and then translated into Korean by two re-
searchers who are fluent in both languages. To ensure the accuracy of 
the translation, the Korean version was back translated into English by 
another researcher who is also bilingual and an expert in scale devel-
opment. Minor discrepancies were clarified after reviewing the two 
versions by the researchers. Furthermore, a pre-test with 26 under-
graduate students in a tourism research method class was conducted, 
using the questionnaire in Korean. The pre-test showed no major 
concern or issue, thereby confirming face and content validity of the 
survey instrument. 

3.2. Data collection 

The population of this study included South Korean tourists who 
visited the DMZ in the past. An online survey was conducted on October 
2018 by Embrain, a research company in South Korea to recruit 500 
responses. This firm has a large panel with qualified members to 
participate in surveys. It uses systematic and rigorous procedures to 
verify the quality of data by cross-checking respondents’ legal names 
and membership IDs, time to complete a survey, and response patterns. 
An email about the survey was sent to 14,670 panelists and 3124 in-
dividuals initially accessed the survey. However, only 419 completed 
the questionnaire during the survey period while the remaining re-
spondents were non-visitors or did not fully complete the questionnaire. 
A follow-up data screening process further identified 41 cases as outliers 
or bias responses. Thus, only 378 responses were validated for data 
analysis. The average completion time of the survey was about 10 min . 

3.3. Data analysis 

Structural equation modeling was employed to examine the pro-
posed model. A second-order factor model approach was used for the 
multidimensional construct of place attachment, while similarity, 
shared beliefs dimensions, and support for tourism development were 
considered as first-order factor constructs. Confirmatory factor analysis 
(CFA) was conducted to test the goodness of fit as well as convergent and 
discriminatory validity of the measurement model. The structural model 
was then estimated for examining the relationships among the con-
structs in the proposed model. Goodness of fit was measured using Chi- 
square (χ2) statistics, Comparative Fit Index (CFI), Tucker-Lewis index 
(TLI), and Root-Mean-Square Error of Approximation (RMSEA). 
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4. Results 

4.1. Respondent demographics 

The sample included 53.4% females (n = 202) and 46.6% males (n =
176). On average, the sample was 38.20 years old (SD = 12.96), evenly 
representing across six age categories from a low of 18 years of age to 
over 65 years of age. Nearly nine out of 10 (87.6%) respondents held 
some college degree or higher, and the average monthly household in-
come was about 4.5 million KRW or US$3750. Respondents traveled to 
the DMZ with their family (53.3%), friends (21.3%), tour groups 
(23.2%), or others (2.2%) (e.g. relatives, colleagues, etc.). About 15% of 
respondents had a family member from North Korea, and 8.1% had a 
family or relatives who still live in North Korea. 

4.2. Measurement model 

As shown in Table 1, the measurement model specified six factors: 
similarity, symbolic value, touristic value, preservation value, place 
attachment, and support for tourism development as first-order con-
structs. Note that place attachment was measured with 12 items in four 
dimensions, but an aggregated value of the corresponding items of each 
dimension (i.e. place dependence, place identity, place affect, and social 
bonding) was used as each indicator of place attachment. Overall, the 
measurement model showed a good fit to the data: S-Bχ2

(155) = 285.040, 
χ2/df = 1.839, CFI = .956, TLI = .946, and RMSEA = .047 (CI: 
.038–.056). Table 1 presents the results of descriptive analysis. 

As shown in Table 2, Cronbach’s alpha values ranged from 0.755 to 
0.903, exceeding a cut-off of 0.70 and demonstrating sound reliability 
(Hair, Black, Babin, Anderson, & Tatham, 2006). In addition, Composite 
Reliability (CR) values for all constructs ranged from 0.766 to 0.904, 
exceeding a recommended threshold level of 0.70, indicating good 
construct reliability (Fornell & Larcker, 1981). 

Factor loadings ranged from .573 to .883 (Table 1) and Average 
Variance Extracted (AVE) estimates ranged from .527 to .703 (Table 2), 
indicating good convergent validity (Hair et al., 2006). The highest 
correlation value among constructs was .644 between touristic value 
and preservation value. AVE values were greater than the squared cor-
relations of corresponding constructs, which suggested satisfactory 
discriminant validity (Byrne, 2006). Overall, the results confirmed a 
good measurement model for further analysis. 

4.3. Structural equation model 

The structural model showed a good fit to the data: S-Bχ2(160) =
371.096, χ2/df = 2.319, CFI = .929, TLI = .915, and RMSEA = .059 (CI: 
.051–.067) (Fig. 2). The findings revealed that similarity had statistically 
significant effects on all of the three dimensions of shared beliefs: 
symbolic (β = .443, p < .001, R2 = 19.7%), touristic (β = .487, p < .001, 
R2 = 23.7%), and preservation (β = .441, p < .001, R2 = 19.4%), which 
supported H1. However, each dimension of shared beliefs had a different 
impact on place attachment and support for tourism development. First, 
touristic value only had a significant, direct impact on place attachment 
(β = .565, p < .001), which supported H2-2 only. On the other hand, two 
other dimensions of shared beliefs - symbolic (β = .305, p < .001) and 
preservation values (β = .252, p < .05) - had significant impacts on 
support for tourism development, which also supported H3-1 and H3-3 
only. Furthermore, place attachment had a significant impact on support 
for tourism development (β = .252, p < .001), supporting H4. Lastly, 
touristic value only had an indirect impact on support for tourism 
development, mediated by place attachment (β = .130, p < .05), sup-
porting H5-2 only. In addition, bias corrected bootstrap test with 1000 
samples confirmed the significant mediating effect of place attachment 
between touristic value and tourism development support (Cheung & 
Lau, 2008) because the confidence interval for the mediating effect 
ranged from .03 to .29, which did not include 0 (Table 3). Overall, the 

three shared beliefs dimensions model explained about 40% of the 
variance in place attachment and 32% of the variance in support for 
tourism development. 

This study additionally tested two alternative models to check if the 
proposed model is superior. Alternative model 1 tested if shared belief is 

Table 1 
Results of descriptive analysis and factor loadings.  

Constructs ƛ Mean S.D. Skew Kurt 

Similarity 
I can identify with others visiting 

DMZ. 
.736 3.370 .837 -.512 .108 

I am similar to others visiting DMZ .844 3.471 .821 -.658 .382 
Others visiting DMZ are like me. .573 3.532 .785 -.652 .376 
Shared beliefs - Symbolic value 
Like other DMZ visitors, I believe that 

there is nowhere else like DMZ. 
.614 3.870 .775 -.527 .155 

Like other DMZ visitors, I believe that 
DMZ is a symbolic place. 

.849 4.040 .733 -.509 .426 

Like other DMZ visitors, I believe that 
DMZ is a historical place. 

.772 4.146 .653 -.558 1.267 

Shared beliefs - Touristic value 
Like other DMZ visitors, I believe that 

there is a wide variety of amenities 
in DMZ. 

.694 3.151 .890 -.141 -.079 

Like other DMZ visitors, I believe that 
there is a wide variety of things to 
see in DMZ. 

.792 3.341 .796 -.278 .375 

Like other DMZ visitors, I believe that 
there is a wide variety of things to 
enjoy in DMZ. 

.832 3.079 .867 .140 .064 

Shared beliefs - Preservation value 
Like other DMZ visitors, I respect the 

nature of DMZ. 
.632 3.770 .789 -.608 .667 

Like other DMZ visitors, I believe that 
preserving the natural value of DMZ 
is important. 

.815 4.111 .734 -.379 -.449 

Like other DMZ visitors, I believe that 
preserving the historical value of 
DMZ is important. 

.807 4.058 .782 -.771 1.089 

Place attachment 
Place dependence .802 2.959 .776 -.052 .086 
I enjoyed visiting the DMZ more than 

any other place.  
3.209 .841 -.384 .255 

The DMZ was the best in terms of 
setting and facilities.  

3.021 .904 .002 -.230 

I couldn’t imagine a better place to 
travel than the DMZ.  

2.646 .994 .269 -.348 

Place identity .883 3.179 .781 -.223 .079 
I felt my personal values were 

reflected in the DMZ.  
3.061 .935 -.082 -.253 

The DMZ was very special to me.  3.513 .856 -.615 .735 
I identified strongly with the DMZ.  2.963 .938 -.023 -.165 
Place affection .840 3.154 .849 -.236 .091 
The DMZ meant a lot to me.  3.437 .891 -.544 .331 
I was very attached to DMZ.  3.042 .971 -.067 -.160 
I felt a strong sense of belonging to the 

DMZ.  
2.984 1.001 .000 -.274 

Social bonding .827 3.221 .723 -.471 1.121 
The DMZ allowed me to spend time 

with my family and friends.  
3.561 .835 -.647 .812 

Many of my family and friends prefer 
visiting the DMZ over others.  

2.804 .935 -.012 -.100 

I have a lot of fond memories with 
family and friends in the DMZ.  

3.299 .826 -.349 .648 

Support for tourism development 
I support developing the DMZ into a 

place for exchange. 
.678 3.815 .848 -.844 1.298 

I support developing the DMZ into an 
international destination. 

.892 3.807 .878 -.628 .488 

I support developing the DMZ into a 
sustainable destination. 

.907 3.804 .873 -.642 .432 

I support developing the DMZ into a 
place for peace education. 

.755 3.907 .804 -.815 1.357 

ƛ = Factor loadings; S.D. = Standardized Deviation; Skew = Skewness; Kurt =
Kurtosis. 
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an antecedent of similarity instead. The structural model showed a 
marginal fit to the data: S-Bχ2

(162) = 406.218, χ2/df = 2.508, CFI = .918, 
TLI = .903, and RMSEA = .063 (CI: .056–.071). Therefore, this finding 
confirms H1 that perceived similarity is an antecedent of shared belief. 
Furthermore, alternative model 2 was conducted to evaluate if 
perceived similarity and the three shared belief sub-dimensions simul-
taneously impact place attachment and tourism development support. 
The structural model showed a marginally better fit to the data: S- 
Bχ2(155) = 285.040, χ2/df = 1.839, CFI = .938, PLI = .926, and RMSEA 
= .055 (CI: .047–.063). However, the perceived similarity had no impact 
on place attachment or tourism development support. This finding im-
plies that the perceived similarity should be an antecedent of shared 
belief, indirectly influencing place attachment and tourism development 
support through shared belief. Therefore, the results offer stronger evi-
dence for the proposed model, confirming perceived similarity as an 
antecedent of shared beliefs. 

5. Discussion 

This research found that similarity, shared beliefs, and place 
attachment each in turn directly or indirectly influenced domestic 
tourists’ support for development options in the DMZ. The findings 
reflect the importance of tourists’ perspectives in developing the DMZ as 
a sustainable destination, particularly, concerning psychological and 
social relationships. By measuring the DMZ tourists’ shared beliefs in 
three perspectives (symbolic, touristic, and preservation), this study 

identifies important attributes of the DMZ within the heritage tourism 
context. 

Given the continuous debate in the relationship between similarity 
and shared beliefs, this study attempted to identify the antecedent- 
consequence relationship in a tourism setting. By testing the proposed 
model, this study revealed that tourists’ perceived similarity was an 
antecedent of shared beliefs. And two alternative models confirmed the 
sequential relationship between the two constructs, supporting past 
studies (Altermatt & Pomerantz, 2003; Dahlin et al., 2005; Makela et al., 
2007; Mannix & Neale, 2005). The finding implies that when the DMZ 
tourists perceives greater similarity to another, they are more likely to 
develop positive attitudes toward others and share thoughts and opin-
ions about the destination during their trips. This finding verifies that 
the recognition of tourists’ perceived similarity is a pre-requisite step 
that promotes their willingness to share their beliefs and perspectives. 

This study revealed the multi-dimensional nature of shared beliefs as 
confirmed through the discriminant analysis. This indicates that tourists 
recognize the DMZ as a destination with symbolic value rooted in 
Korean history and heritage, rich in attractions, amenities, and with vital 
cultural and natural resources worthy of preservation. Such value are 
essential components in planning for tourism development. Given the 
fact that all three dimensions of shared beliefs were significantly influ-
enced by perceived similarity and discriminant validity was established 
for the constructs in the study, this work successfully differentiated 
similarity from shared beliefs. 

Moreover, each dimension of shared beliefs had a distinctive role in 
explaining place attachment and support for various forms of tourism 
development. Touristic value was the only significant factor that influ-
enced place attachment while the other two did not. This implies that 
DMZ’s touristic value such as attractions, amenities, and resources 
provide tourists with a chance to appreciate the DMZ as a destination, 
which led them to enjoying the setting, finding their personal values, 
and/or having good memory with friends and family. This finding is 
supported by previous studies indicating that place attachment was 
formed through destination attractions and appeals in various settings: a 
costal destination (Loureiro, 2014), sport tourism (Kaplanidou, Jordan, 
Funk, & Rindinger, 2012), and heritage tourism (Hou, Lin, & Morais, 
2005). 

However, neither symbolic nor preservation value significantly 
influenced place attachment. Hou et al. (2005) suggested that symbolic 
value alone may not be sufficient to make tourists feel attached to a 
place. Given the fact that it has been 60 years since the Korean War and 
the majority of visitors (77%) had no family and relatives related to the 
North, the respondents may have little understanding of the war-related 
history of the DMZ. Therefore, symbolic and preservation values may 
not be significant factors contributing to DMZ tourists’ feeling attached 
to the destination. However, touristic value that represents what the 
destination ’currently’ has/offers will be appreciated by spending 
memorable times with friends and family, even though individuals may 
have little knowledge about the historical importance of the DMZ. This 
finding is supported by previous studies that individuals’ affective bond 
toward a place can be formed by functional and tangible factors (Hi-
dalgo & Hernandez, 2001; Lewicka, 2011). Thus, when DMZ tourists 
share their thoughts, beliefs, and appreciation about the physical attri-
butes, they may find their leisure involvement (Mowen et al., 1998) and 
commitment (Bricker & Kerstetter, 2000; Moore & Scott, 2003) through 
touristic values. With these psychological attributes, they find how 

Table 2 
Results of measurement model.  

Construct SIM SV TV PV PA SUP 

Similarity (SIM) .527 .437 .369 .339 .420 .297 
Symbolic value (SV) .191 .565 .245 .385 .611 .318 
Touristic value (TV) .136 .060 .600 .644* .259 .503 
Preservation value (PV) .115 .148 .415 .572 .364 .501 
Place attachment (PA) .176 .373 .067 .132 .703 .414 
Support for tourism 

development (SUP) 
.088 .101 .253 .251 .171 .663 

Cronbach alpha .755 .778 .812 .788 .903 .882 
Composite Reliability (CR) .766 .793 .818 .798 .904 .885 

* = Highest correlation between pairs of constructs; Values of AVE are bold, 
along the diagonal; Correlations among latent constructs are above the diagonal; 
Squared correlations among latent constructs are below the diagonal. 

Fig. 2. The final model with estimated path coefficients.***: significant at p <
.001; *: significant at p < .05; Dotted lines and NS indicate insignificant 
relationships. 

Table 3 
Confidence interval for indirect effects.  

Construct Lower 
.5% 

Lower 
2.5% 

Lower 
5% 

Estimate Upper 
5% 

Upper 
2.5% 

Upper 
.5% 

Symbolic value -.03 -.02 -.01 .01 .05 .06 .08 
Touristic value .03 .06 .07 .13 .23 .25 .29 
Preservation value -.02 .00 .01 .04 .09 .10 .12  
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important the place is in pursuing their visiting purposes and tourism 
activities, thereby developing their emotional connections to the DMZ 
(Williams & Vaske, 2003). Furthermore, this finding suggests the po-
tential differences in place attachment between residents and tourists as 
DMZ tourists exhibited place attachment only when touristic value was 
shared among them. Therefore, this finding highlights the importance of 
touristic value in creating and developing tourists’ place attachment, 
which is unique and different from residents’ views. 

This study, on the other hand, revealed an interesting, contrast 
finding that symbolic and preservation values significantly influenced 
support for various tourism development options while touristic value 
did not. That is, when the DMZ is recognized as a place that possesses 
symbolic, historical, and natural values, tourists believe that those re-
sources and assets are worthy of protecting, thereby highlighting the 
need for tourism development and planning. This finding is supported 
by Chiu et al. (2014) that found tourists who are aware of environmental 
values are more likely to act responsibly and support tourism develop-
ment. Thus, this finding suggests that it is crucial to appreciate desti-
nations’ inherent meanings and resources in order to support tourism 
development. 

Furthermore, while touristic value had no direct impact on support 
for tourism development options, it had an indirect impact on support, 
mediated by place attachment. This finding highlights the important 
role of place attachment in contributing to degree of support for tourism 
development. First, this finding confirms that place attachment was a 
significant antecedent of support for tourism development, which is 
consistent with previous studies (e.g. McCool & Martin, 1994; Stylidis, 
2018). More importantly, place attachment was a significant mediator in 
linking touristic value to support for tourism development. This finding 
illustrates a hierarchical transitional process from touristic value, place 
attachment to support for tourism development. Those who only 
appreciated the DMZ’s touristic value might not support tourism 
development immediately but may do so when they are emotionally 
connected to the place, formed by touristic values. 

6. Conclusions 

6.1. Conceptual contribution 

The findings of this study make several significant contributions to 
the literature on heritage tourism and tourism development. First, given 
the recent increased interest in the DMZ due to politics and foreign re-
lations of North Korea, the study provides significant insight on support 
for tourism development from the perspectives of DMZ tourists within 
the heritage tourism context. While previous tourism development 
research has predominantly focused on residents’ views, this study paid 
attention to tourists, particularly domestic tourists that represent 80% of 
all DMZ visitors. By focusing on tourists, this study revealed that do-
mestic tourists’ own identity serves an essential role in explaining why 
and how they support tourism development. Filling in this research gap, 
therefore, this study provides an important addition to research on the 
DMZ in heritage tourism and further expands research on tourism 
development from tourists’ perspectives. 

More importantly, this research offers a conceptual view on under-
standing tourists who interact with other tourists in a tourism destina-
tion. While most research on tourists has described their situational 
behaviors (e.g. experience, satisfaction, etc) at a destination, this 
research focused on tourists’ inherent traits – identification that leads to 
perceived similarity, which further influences their attitudes at the 
destination. Grounded in social identity theory, perceived similarity was 
identified as an important internal component that led to shared beliefs 
externally. Thus, this finding clarified the inconsistent findings of the 
relationship between these two constructs in past studies, expanding the 
literature in a tourism context. Furthermore, this approach explained a 
hierarchical process - how tourists’ perceived similarity leads to shared 
values with others, which further forms place attachment and support 

for various tourism development options. Therefore, with the concep-
tual approach, this study enhances our understanding of tourists and 
their relationships with others in a social context, which makes an 
important contribution to the literature. 

By recognizing the concept of shared beliefs as a salient component 
in understanding tourists’ support for tourism development, this study 
highlights its important role in describing social, psychological re-
lationships among tourists and their attachment to the destination (Ja-
cobs, 2009). Furthermore, by identifying the concept in the three forms 
of symbolic, touristic, and preservation, results revealed that the desti-
nation presented different values to tourists and each value exhibited 
unique patterns in explaining place attachment and support for tourism 
development options. That is, touristic value had a direct impact on 
place attachment and an indirect impact on support for tourism devel-
opment options through place attachment, while symbolic and preser-
vation values influenced tourism development support only. Therefore, 
the findings offer a unique approach to evaluate destination values and 
their impacts on the destination in a specific way from tourists’ socio-
logical perspectives, thereby expanding the literature on the role of 
shared belief in explaining support for tourism development. 

Lastly, this study highlights the important role of place attachment in 
mediating the relationship between touristic value and support for 
various forms of tourism development. The significant impact of tour-
istic value on place attachment offers a unique view in understanding 
tourists’ place attachment, different from residents’ perspectives. 
Furthermore, touristic value itself was not strong enough to explain 
support for tourism development, but indirectly influenced the construct 
when place attachment was formulated. The transitional process rep-
resents tourists’ progressive phases of perceptions and memories to 
indicate high levels of support for tourism development, highlighting 
the crucial mediating role of place attachment. Thus, this study makes a 
unique contribution to adding support for place attachment as a sig-
nificant mediator and enriching our understanding of its role for desti-
nations from the tourists’ perspectives. 

6.2. Practical implications 

The findings of the study provide central and local governments with 
useful implications in further developing and promoting the DMZ. First, 
considering the significant impact of similarity on shared beliefs, 
destination management organizations (DMOs) should provide oppor-
tunities for tourists to locate others with similar interests who hold the 
same sets of values for the DMZ. Group-based tours and programs, for 
example, could provide opportunities for tourists to meet and talk to 
others, thereby potentially fostering greater comfort in sharing common 
perspectives about the DMZ. 

In addition, tourists’ shared beliefs were found to be a crucial factor 
that builds a strong connection to the DMZ and supports its develop-
ment. This suggests that DMOs should highlight the symbolic nature of 
the DMZ, the various things to see and enjoy, as well as the natural and 
historical resources worthy of preservation. In particular, the DMZ’s 
touristic value (e.g. attractions, amenities) was important in forging 
place attachment, which further led to strong support for tourism 
development. Thus, DMOs are encouraged to promote opportunities to 
appreciate a wide variety of tourism attractions and facilities at the 
destination, which have the potential to foster a greater attachment to 
the place. Their strong attachment to the DMZ will then hopefully lead 
to support for the DMZ’s development as a tourism destination. 

Furthermore, symbolic and preservation values had significant im-
pacts on supporting tourism development. Thus, tourism policymakers 
and planners should promote the natural, symbolic, and historical 
values of the DMZ to develop it as an attractive tourism destination. As 
such, the DMZ will be positioned as a destination that not only provides 
attractive, convenient features, but also offers social and historical 
meanings and natural attractions and resources unique to the destina-
tion. Overall, DMOs should recognize the importance of tourists’ 
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identified similarity and shared beliefs in developing the DMZ as a place 
where tourists appreciate key values which lend themselves well to 
sustainable development. 

6.3. Future research 

Participants within this study included those traveling with family or 
friends as well as those with tour groups. Future research is suggested to 
further identify group differences on similarity and shared beliefs be-
tween individual tourists and group-based tourists. Findings may further 
emphasize the importance of shared beliefs, depending on different 
travel settings. 

Further, this study included only domestic travelers. Given the recent 
increased interest in North Korean policy, more and more foreigners 
visit the DMZ every year. Thus, it is critical to understand international 
tourists’ experiences and perspectives as well. Therefore, future research 
is suggested to select international travelers and replicate this study to 
understand how their shared similarity and shared beliefs are different 
from domestic travelers and also how this leads to place attachment and 
level of support for tourism development. Such work may further shed 
light on the global importance of the DMZ to tourists. 

This study used a second-order factor approach to evaluate place 
attachment because it mainly focused on identifying the distinct role of 
each dimension of shared beliefs. Future research is suggested to identify 
if each of the four dimensions (e.g. place dependence, place identity, 
place affect, social bonding) has a distinctive relationship with the three 
values of shared beliefs and support for tourism development. This 
approach will illustrate the relationships in a more concrete way and 
provide more specific suggestions to build a strong connection between 
tourists and the destination. 

In conclusion, the present study makes both conceptual contribu-
tions to the academic research and practical implications for DMOs. 
With the growing interest in the DMZ, this study enhances an under-
standing on the importance of tourists’ perspectives of tourism devel-
opment. Employing the two concepts of similarity and shared beliefs, 
this study offers a conceptual framework to understand tourists’ social 
relationship and their impacts on place attachment and destination 
management. The results offer managerial guidance on how DMOs can 
develop the DMZ as an attractive tourism destination in the long run, 
concerning its symbolic, touristic, and preservation values. 

Author statement 

Dr. Sojung Lee, Conceptualization, Methodology, Formal analysis, 
and Writing - original draft. Dr. Dongoh Joo, Ideas, Methodology, Data 
Curation, and Validation. Dr. Choong-Ki Lee, Project administration, 
Investigation, and Validation. Dr. Kyle Maurice Woosnam, Supervision 
and Writing - review & editing 

References 

Al-Natour, S., Benbasat, I., & Cenfetelli, R. (2011). The adoption of online shopping 
assistants: Perceived similarity as an antecedent to evaluative beliefs. Journal of the 
Association for Information Systems, 12(5), 347–374. 

Altermatt, E. R., & Pomerantz, E. M. (2003). The development of competence-related and 
motivational beliefs: An investigation of similarity and influence among friends. 
Journal of Educational Psychology, 95(1), 111–123. 

Ashforth, B. E., & Mael, F. (1989). Social identity theory and the organization. Academy 
of Management Review, 14(1), 20–39. 

Bar-Tal, D. (2000). Shared beliefs in a society: Social psychological analysis. Thousand Oaks, 
CA: Sage.  

Beckley, T. M., Stedman, R. C., Wallace, S. M., & Ambard, M. (2007). Snapshots of what 
matters most: Using resident-employed photography to articulate attachment to 
place. Society & Natural Resources, 20(10), 913–929. 

Bigley, J. D., Lee, C. K., Chon, J., & Yoon, Y. (2010). Motivations for war-related tourism: 
A case of DMZ visitors in Korea. Tourism Geographies, 12(3), 371–394. 

Bow, V., & Buys, L. (2003). Sense of community and place attachment: The natural 
environment plays a vital role in developing a sense of community. In Paper presented 
in the social change in the 21st century conference. 

Brady, L. M. (2008). Life in the DMZ: Turning a diplomatic failure into an environmental 
success. Diplomatic History, 32(4), 585–611. 

Bricker, K. S., & Kerstetter, D. L. (2000). Level of specialization and place attachment: An 
exploratory study of whitewater recreationists. Leisure Sciences, 22(4), 233–257. 

Brocato, E. D., Voorhees, C. M., & Baker, J. (2012). Understanding the influence of cues 
from other customers in the service experience: A scale development and validation. 
Journal of Retailing, 88(3), 384–398. 

Brown, R. (2000). Social identity theory: Past achievements, current problems and future 
challenges. European Journal of Social Psychology, 30(6), 745–778. 

Byrne, B. M. (2006). Structural equation modeling with AMOS: Basic concepts, applications, 
and programming. New York, NY: Routledge.  

Chen, N. C., Dwyer, L., & Firth, T. (2018). Residents’ place attachment and word-of- 
mouth behaviours: A tale of two cities. Journal of Hospitality and Tourism 
Management, 36, 1–11. 

Cheng, T. M., & Wu, H. C. (2015). How do environmental knowledge, environmental 
sensitivity, and place attachment affect environmentally responsible behavior? An 
integrated approach for sustainable island tourism. Journal of Sustainable Tourism, 23 
(4), 557–576. 

Cheng, T. M., Wu, H. C., & Huang, L. M. (2013). The influence of place attachment on the 
relationship between destination attractiveness and environmentally responsible 
behavior for island tourism in Penghu, Taiwan. Journal of Sustainable Tourism, 21(8), 
1166–1187. 

Cheung, G. W., & Lau, R. S. (2008). Testing mediation and suppression effects of latent 
variables: Bootstrapping with structural equation models. Organizational Research 
Methods, 11(2), 296–325. 

Chiu, Y. T. H., Lee, W. I., & Chen, T. H. (2014). Environmentally responsible behavior in 
ecotourism: Antecedents and implications. Tourism Management, 40, 321–329. 

Choi, A. S. (2013). Nonmarket values of major resources in the Korean DMZ areas. 
Ecological Economics, 88, 97–107. 

Choi, C., & Mattila, A. S. (2016). The effects of other customers’ dress style on customers’ 
approach behaviors: The moderating role of sense of power. Cornell Hospitality 
Quarterly, 57(2), 211–218. 

Dahlin, K. B., Weingart, L. R., & Hinds, P. J. (2005). Team diversity and information use. 
Academy of Management Journal, 48(6), 1107–1123. 

Dovidio, J. F., Gaertner, S. L., & Saguy, T. (2008). Another view of “we”: Majority and 
minority group perspectives on a common ingroup identity. European Review of 
Social Psychology, 18(1), 296–330. 

Durkheim, E. (1912). The elementary forms of the religious life. New York, NY: Free Press.  
Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with 

unobservable variables and measurement error. Journal of Marketing Research, 18(1), 
39–50. 

George, B. P., & George, B. P. (2004). Past visits and the intention to revisit a destination: 
Place attachment as the mediator and novelty seeking as the moderator. Journal of 
Tourism Studies, 15(2), 51–66. 

Gilbert, M. (1987). Modelling collective belief. Synthese, 73(1), 185–204. 
Gu, H., & Ryan, C. (2008). Place attachment, identity and community impacts of 

tourism—the case of a Beijing hutong. Tourism Management, 29(4), 637–647. 
Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. L. (2006). Multivariate 

data analysis. Upper Saddle River, NJ: Pearson Prentice Hall.  
Haralambopoulos, N., & Pizam, A. (1996). Perceived impacts of tourism: The case of 

Samos. Annals of Tourism Research, 23(3), 503–526. 
Hidalgo, M. C., & Hernandez, B. (2001). Place attachment: Conceptual and empirical 

questions. Journal of Environmental Psychology, 21(3), 273–281. 
Hosany, S., Prayag, G., Van Der Veen, R., Huang, S., & Deesilatham, S. (2017). Mediating 

effects of place attachment and satisfaction on the relationship between tourists’ 
emotions and intention to recommend. Journal of Travel Research, 56(8), 1079–1093. 

Hou, J. S., Lin, C. H., & Morais, D. B. (2005). Antecedents of attachment to a cultural 
tourism destination: The case of Hakka and non-Hakka Taiwanese visitors to Pei-Pu, 
Taiwan. Journal of Travel Research, 44(2), 221–233. 

Hummon, D. M. (1992). Community attachment: Local sentiment and sense of place. In 
I. Altman, & S. M. Low (Eds.), Place attachment (pp. 253–278). Boston, MA: Springer.  

Hunter, W. C. (2015). The visual representation of border tourism: Demilitarized zone 
(DMZ) and Dokdo in South Korea. International Journal of Tourism Research, 17(2), 
151–160. 

Hwang, J., & Han, H. (2015). Understanding other customer perceptions in the private 
country club industry. Asia Pacific Journal of Tourism Research, 20(8), 875–896. 

Hwang, S. N., Lee, C., & Chen, H. J. (2005). The relationship among tourists’ 
involvement, place attachment and interpretation satisfaction in Taiwan’s national 
parks. Tourism Management, 26(2), 143–156. 

Hyun, S. S., & Han, H. (2015). Luxury cruise travelers: Other customer perceptions. 
Journal of Travel Research, 54(1), 107–121. 

Jacobs, J. (2009). Have sex will travel: Romantic ‘sex tourism’ and women negotiating 
modernity in the Sinai. Gender, Place & Culture, 16(1), 43–61. 

Jang, L. (2018). Korean tourism organization launches DMZ tour packages. The Korea 
Bizwire. Retrieved from http://koreabizwire.com/korean-tourism-organization-laun 
ches-dmz-tour-packages/126292. 

Joo, D., Cho, H., & Woosnam, K. M. (2019). Exploring tourists’ perceptions of tourism 
impacts. Tourism Management Perspectives, 31, 231–235. 

Joo, D., & Woosnam, K. M. (2020). Measuring tourists’ emotional solidarity with one 
another: A modification of the emotional solidarity scale. Journal of Travel Research, 
59(7), 1168–1185, 0047287519878503. 

Joo, D., Woosnam, K. M., Strzelecka, M., & Boley, B. B. (2020). Knowledge, 
empowerment, and action: Testing the empowerment theory in a tourism context. 
Journal of Sustainable Tourism, 28(1), 69–85. 

S. Lee et al.                                                                                                                                                                                                                                       

http://refhub.elsevier.com/S2212-571X(20)30089-5/sref1
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref1
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref1
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref2
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref2
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref2
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref3
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref3
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref4
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref4
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref5
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref5
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref5
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref6
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref6
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref7
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref7
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref7
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref8
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref8
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref9
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref9
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref10
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref10
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref10
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref11
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref11
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref12
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref12
http://refhub.elsevier.com/S2212-571X(20)30089-5/optGQsxZThhNZ
http://refhub.elsevier.com/S2212-571X(20)30089-5/optGQsxZThhNZ
http://refhub.elsevier.com/S2212-571X(20)30089-5/optGQsxZThhNZ
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref13
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref13
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref13
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref13
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref14
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref14
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref14
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref14
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref15
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref15
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref15
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref16
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref16
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref17
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref17
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref18
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref18
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref18
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref19
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref19
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref20
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref20
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref20
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref21
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref22
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref22
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref22
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref23
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref23
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref23
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref24
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref25
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref25
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref26
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref26
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref27
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref27
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref28
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref28
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref29
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref29
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref29
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref30
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref30
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref30
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref31
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref31
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref32
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref32
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref32
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref33
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref33
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref34
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref34
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref34
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref35
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref35
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref36
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref36
http://koreabizwire.com/korean-tourism-organization-launches-dmz-tour-packages/126292
http://koreabizwire.com/korean-tourism-organization-launches-dmz-tour-packages/126292
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref38
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref38
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref39
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref39
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref39
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref40
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref40
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref40


Journal of Destination Marketing & Management 18 (2020) 100467

10

Jorgensen, B. S., & Stedman, R. C. (2006). A comparative analysis of predictors of sense 
of place dimensions: Attachment to, dependence on, and identification with 
lakeshore properties. Journal of Environmental Management, 79(3), 316–327. 

Jurowski, C., Uysal, M., & Williams, D. R. (1997). A theoretical analysis of host 
community resident reactions to tourism. Journal of Travel Research, 36(2), 3–11. 

Kaplanidou, K., Jordan, J. S., Funk, D., & Ridinger, L. L. (2012). Recurring sport events 
and destination image perceptions: Impact on active sport tourist behavioral 
intentions and place attachment. Journal of Sport Management, 26(3), 237–248. 

Kil, N., Holland, S. M., Stein, T. V., & Ko, Y. J. (2012). Place attachment as a mediator of 
the relationship between nature-based recreation benefits and future visit intentions. 
Journal of Sustainable Tourism, 20(4), 603–626. 

Kim, K. C. (1997). Preserving biodiversity in Korea’s demilitarized zone. Science, 278 
(5336), 242–243. 

Kim, S. Y. (2014). DMZ crossing: Performing emotional citizenship along the Korean border. 
New York, NY: Columbia University Press.  

Kim, H., Choe, Y., & Lee, C. K. (2019). Differential effects of patriotism and support on 
post-development visit intention: The Korean DMZ Peace Park. Journal of Travel & 
Tourism Marketing, 36(3), 384–401. 

Kim, J. O., Steiner, F., & Mueller, E. (2011). Cranes, crops and conservation: 
Understanding human perceptions of biodiversity conservation in South Korea’s 
Civilian Control Zone. Environmental Management, 47(1), 1–10. 

Kim, M., & Thapa, B. (2018). The influence of self-congruity, perceived value, and 
satisfaction on destination loyalty: A case study of the Korean DMZ. Journal of 
Heritage Tourism, 13(3), 224–236. 

King, B., Pizam, A., & Milman, A. (1993). Social impacts of tourism: Host perceptions. 
Annals of Tourism Research, 20(4), 650–665. 

Kitnuntaviwat, V., & Tang, J. C. (2008). Residents’ attitudes, perception and support for 
sustainable tourism development. Tourism and Hospitality Planning & Development, 5 
(1), 45–60. 

Kyle, G. T., Mowen, A. J., & Tarrant, M. (2004). Linking place preferences with place 
meaning: An examination of the relationship between place motivation and place 
attachment. Journal of Environmental Psychology, 24(4), 439–454. 

Landon, A. C., Woosnam, K. M., Kyle, G. T., & Keith, S. J. (2020). Psychological needs 
satisfaction and attachment to natural landscapes. Environment and Behavior. https:// 
doi.org/10.1177/0013916520916255. 

Lankford, S. V., & Howard, D. R. (1994). Developing a tourism impact attitude scale. 
Annals of Tourism Research, 21(1), 121–139. 

Lee, C. K., Bendle, L. J., Yoon, Y. S., & Kim, M. J. (2012). Thanatourism or peace tourism: 
Perceived value at a North Korean resort from an indigenous perspective. 
International Journal of Tourism Research, 14(1), 71–90. 

Lee, S., Busser, J., & Yang, J. (2015). Exploring the dimensional relationships among 
image formation agents, destination image, and place attachment from the 
perspectives of pop star fans. Journal of Travel & Tourism Marketing, 32(6), 730–746. 

Lee, J., Kyle, G., & Scott, D. (2012). The mediating effect of place attachment on the 
relationship between festival satisfaction and loyalty to the festival hosting 
destination. Journal of Travel Research, 51(6), 754–767. 

Lee, C. K., & Mjelde, J. W. (2007). Valuation of ecotourism resources using a contingent 
valuation method: The case of the Korean DMZ. Ecological Economics, 63(2–3), 
511–520. 

Lee, C. K., Yoon, Y. S., & Lee, S. K. (2007). Investigating the relationships among 
perceived value, satisfaction, and recommendations: The case of the Korean DMZ. 
Tourism Management, 28(1), 204–214. 

Lewicka, M. (2010). What makes neighborhood different from home and city? Effects of 
place scale on place attachment. Journal of Environmental Psychology, 30(1), 35–51. 

Lewicka, M. (2011). Place attachment: How far have we come in the last 40 years? 
Journal of Environmental Psychology, 31(3), 207–230. 

Liu, J. C., & Var, T. (1986). Resident attitudes toward tourism impacts in Hawaii. Annals 
of Tourism Research, 13(2), 193–214. 

Lo, M. C., Chin, C. H., & Law, F. Y. (2019). Tourists’ perspectives on hard and soft 
services toward rural tourism destination competitiveness: Community support as a 
moderator. Tourism and Hospitality Research, 19(2), 139–157. 

Loureiro, S. M. C. (2014). The role of the rural tourism experience economy in place 
attachment and behavioral intentions. International Journal of Hospitality 
Management, 40, 1–9. 

Low, S. M. (1992). Symbolic ties that bind: Place attachment in the plaza. In I. Altman, & 
S. M. Low (Eds.), Place attachment (pp. 165–185). Boston, MA: Springer.  

Low, S. M., & Altman, I. (1992). Place attachment: A conceptual inquiry. In I. Altman, & 
S. M. Low (Eds.), Place attachment (pp. 1–12). Boston, MA: Springer.  

Makela, K., Kalla, H. K., & Piekkari, R. (2007). Interpersonal similarity as a driver of 
knowledge sharing within multinational corporations. International Business Review, 
16(1), 1–22. 

Mannix, E., & Neale, M. A. (2005). What differences make a difference? The promise and 
reality of diverse teams in organizations. Psychological Science in the Public Interest, 6 
(2), 31–55. 

McCool, S. F., & Martin, S. R. (1994). Community attachment and attitudes toward 
tourism development. Journal of Travel Research, 32(3), 29–34. 

Milligan, M. J. (1998). Interactional past and potential: The social construction of place 
attachment. Symbolic Interaction, 21(1), 1–33. 

Milman, A., & Pizam, A. (1988). Social impacts of tourism on central Florida. Annals of 
Tourism Research, 15(2), 191–204. 

Mjelde, J. W., Kim, H., Kim, T. K., & Lee, C. K. (2017). Estimating willingness to pay for 
the development of a peace park using CVM: The case of the Korean Demilitarized 
Zone. Geopolitics, 22(1), 151–175. 

Moore, R. L., & Scott, D. (2003). Place attachment and context: Comparing a park and a 
trail within. Forest Science, 49(6), 877–884. 

Mowen, A. J., Graefe, A. R., & Virden, R. J. (1998). A typology of place attachment and 
activity involvement. Paper presented in 1997 Northeastern Recreation Research 
Symposium. 

Park, C., & Lee, C. K. (2018). The effects of the experience factor of DMZ tour on 
perceived value and satisfaction using the experience economy theory. Journal of 
Tourism & Leisure Research, 30(7), 57–74. 

Perdue, R. R., Long, P. T., & Allen, L. (1990). Resident support for tourism development. 
Annals of Tourism Research, 17(4), 586–599. 

Pilzer, J. D. (2003). Sŏdosori (northwestern Korean lyric song) on the demilitarized zone: 
A study in music and teleological judgment. Ethnomusicology, 47(1), 68–92. 

Platow, M. J., Mills, D., & Morrison, D. (2000). The effects of social context, source 
fairness, and perceived self-source similarity on social influence: A self- 
categorisation analysis. European Journal of Social Psychology, 30(1), 69–81. 

Poria, Y., Butler, R., & Airey, D. (2003). The core of heritage tourism. Annals of Tourism 
Research, 30(1), 238–254. 

Prayag, G., & Ryan, C. (2012). Antecedents of tourists’ loyalty to Mauritius: The role and 
influence of destination image, place attachment, personal involvement, and 
satisfaction. Journal of Travel Research, 51(3), 342–356. 

Proshansky, H. M., Fabian, A. K., & Kaminoff, R. (1983). Place-identity: Physical world 
socialization of the self. Journal of Environmental Psychology, 3, 57–83. 

Ramkissoon, H., Smith, L. D. G., & Weiler, B. (2013). Testing the dimensionality of place 
attachment and its relationships with place satisfaction and pro-environmental 
behaviours: A structural equation modelling approach. Tourism Management, 36, 
552–566. 

Ramkissoon, H., Weiler, B., & Smith, L. D. G. (2012). Place attachment and pro- 
environmental behaviour in national parks: The development of a conceptual 
framework. Journal of Sustainable Tourism, 20(2), 257–276. 

Rollero, C., & De Piccoli, N. (2010). Place attachment, identification and environment 
perception: An empirical study. Journal of Environmental Psychology, 30(2), 198–205. 

Scannell, L., & Gifford, R. (2010). Defining place attachment: A tripartite organizing 
framework. Journal of Environmental Psychology, 30(1), 1–10. 

Scopelliti, M., & Tiberio, L. (2010). Homesickness in university students: The role of 
multiple place attachment. Environment and Behavior, 42(3), 335–350. 

Sirakaya, E., Teye, V., & Sönmez, S. (2002). Understanding residents’ support for tourism 
development in the central region of Ghana. Journal of Travel Research, 41(1), 57–67. 

Snaith, T., & Haley, A. (1999). Residents’ opinions of tourism development in the historic 
city of York, England. Tourism Management, 20(5), 595–603. 

Stedman, R. C. (2006). Understanding place attachment among second home owners. 
American Behavioral Scientist, 50(2), 187–205. 

Stylidis, D. (2018). Residents’ place image: A cluster analysis and its links to place 
attachment and support for tourism. Journal of Sustainable Tourism, 26(6), 
1007–1026. 

Stylidis, D., Biran, A., Sit, J., & Szivas, E. M. (2014). Residents’ support for tourism 
development: The role of residents’ place image and perceived tourism impacts. 
Tourism Management, 45, 260–274. 

Su, L., & Swanson, S. R. (2017). The effect of destination social responsibility on tourist 
environmentally responsible behavior: Compared analysis of first-time and repeat 
tourists. Tourism Management, 60, 308–321. 

Tajfel, H. (1972). Social identity and intergroup relations. Cambridge: Cambridge 
University Press.  

Tourism Knowledge & Information System. (2018). Security tourism destination 
visitation record 2017. data file Retrieved from https://www.tour.go.kr/. 

Tuomela, R. (1992). Group beliefs. Synthese, 91(3), 285–318. 
Turner, J. C., & Oakes, P. J. (1986). The significance of the social identity concept for 

social psychology with reference to individualism, interactionism and social 
influence. British Journal of Social Psychology, 25(3), 237–252. 

Um, S., & Crompton, J. L. (1987). Measuring resident’s attachment levels in a host 
community. Journal of Travel Research, 26(1), 27–29. 

Uriely, N., Israeli, A., & Reichel, A. (2003). Religious identity and residents’ attitudes 
toward heritage tourism development: The case of Nazareth. Journal of Hospitality & 
Tourism Research, 27(1), 69–84. 

Wang, Y., & Pfister, R. E. (2008). Residents’ attitudes toward tourism and perceived 
personal benefits in a rural community. Journal of Travel Research, 47(1), 84–93. 

Williams, D. R., & Vaske, J. J. (2003). The measurement of place attachment: Validity 
and generalizability of a psychometric approach. Forest Science, 49(6), 830–840. 

Woosnam, K. M., & Norman, W. C. (2010). Measuring residents’ emotional solidarity 
with tourists: Scale development of Durkheim’s theoretical constructs. Journal of 
Travel Research, 49(3), 365–380. 

Woosnam, K. M., Norman, W. C., & Ying, T. (2009). Exploring the theoretical framework 
of emotional solidarity between residents and tourists. Journal of Travel Research, 48 
(2), 245–258. 

Yin, C. Y., & Poon, P. (2016). The impact of other group members on tourists’ travel 
experiences: A study of domestic package tours in China. International Journal of 
Contemporary Hospitality Management, 28(3), 640–658. 

Yuksel, A., Yuksel, F., & Bilim, Y. (2010). Destination attachment: Effects on customer 
satisfaction and cognitive, affective and conative loyalty. Tourism Management, 31 
(2), 274–284.  

S. Lee et al.                                                                                                                                                                                                                                       

http://refhub.elsevier.com/S2212-571X(20)30089-5/sref41
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref41
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref41
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref42
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref42
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref43
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref43
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref43
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref44
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref44
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref44
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref45
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref45
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref46
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref46
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref47
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref47
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref47
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref48
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref48
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref48
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref49
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref49
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref49
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref50
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref50
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref51
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref51
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref51
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref52
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref52
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref52
https://doi.org/10.1177/0013916520916255
https://doi.org/10.1177/0013916520916255
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref54
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref54
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref55
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref55
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref55
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref56
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref56
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref56
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref57
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref57
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref57
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref58
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref58
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref58
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref59
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref59
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref59
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref60
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref60
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref61
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref61
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref62
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref62
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref63
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref63
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref63
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref64
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref64
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref64
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref65
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref65
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref66
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref66
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref67
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref67
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref67
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref68
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref68
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref68
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref69
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref69
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref70
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref70
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref71
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref71
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref72
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref72
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref72
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref73
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref73
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref74
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref74
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref74
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref75
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref75
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref75
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref76
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref76
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref77
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref77
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref78
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref78
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref78
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref79
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref79
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref80
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref80
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref80
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref81
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref81
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref82
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref82
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref82
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref82
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref83
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref83
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref83
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref84
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref84
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref85
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref85
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref86
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref86
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref87
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref87
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref88
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref88
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref89
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref89
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref90
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref90
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref90
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref91
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref91
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref91
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref92
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref92
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref92
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref93
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref93
https://www.tour.go.kr/
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref95
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref96
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref96
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref96
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref97
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref97
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref98
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref98
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref98
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref99
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref99
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref100
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref100
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref101
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref101
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref101
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref102
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref102
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref102
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref103
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref103
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref103
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref104
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref104
http://refhub.elsevier.com/S2212-571X(20)30089-5/sref104


Journal of Destination Marketing & Management 18 (2020) 100467

11

Dr. SoJung Lee is an Associate Professor in the Apparel, 
Events, and Hospitality Management Department at Iowa State 
University. Her research focuses on consumer behaviors in pop- 
culture tourism, club industry, rural tourism, and sustainable 
tourism from psychological perspectives. Her current research 
projects include pop culture tourists’ psychological character-
istics and behaviors, club members’ group identity and psy-
chological ownership, tourists’ pro-environmental behaviors, 
and rural festival volunteers’ impact on community develop-
ment and sustainability.  

Dr. Dongoh Joo is an Assistant Professor of Tourism Man-
agement at the University of Tennessee at Chattanooga. His 
primary academic interest is in investigating resident-visitor 
interaction and community-based tourism from economic and 
sociological viewpoints; more specifically, how social emotions 
among tourists influence their economic behaviors in tourism 
contexts.  

Dr. Choong-Ki Lee is a professor in the College of Hotel and 
Tourism Management at Kyung Hee University, Seoul, South 
Korea. His research includes valuation of ecotourism resources, 
forecasting tourism demand, the economic impact of tourism, 
motivation of mega-events, resident perceptions toward casino 
development, and corporate social responsibility. He has pub-
lished over 150 papers in internationally reputed journals. He 
currently serves on the editorial boards of Tourism Manage-
ment, Journal of Travel & Tourism Marketing, Asia Pacific 
Journal of Tourism Research, and International Gambling 
Studies.  

Dr. Kyle Maurice Woosnam is an Associate Professor at the 
University of Georgia in Parks, Recreation and Tourism Man-
agement Program. He also holds Research Fellow positions at 
the University of Surrey and the University of Johannesburg. 
Woosnam conducts community-based research on topics per-
taining to interactions and relationships between destination 
residents and visitors, sustainable tourism planning and 
development, and socio-cultural and economic impacts of 
tourism. 

S. Lee et al.                                                                                                                                                                                                                                       


	Korean DMZ tourists’ perceived similarity and shared beliefs in predicting place attachment and support for tourism development
	1 Introduction
	2 Literature review
	2.1 Korean Demilitarized Zone (DMZ)
	2.2 Perceived similarity
	2.3 Shared beliefs
	2.4 Place attachment
	2.5 Tourism development support
	2.6 Conceptual framework

	3 Method
	3.1 Measures
	3.2 Data collection
	3.3 Data analysis

	4 Results
	4.1 Respondent demographics
	4.2 Measurement model
	4.3 Structural equation model

	5 Discussion
	6 Conclusions
	6.1 Conceptual contribution
	6.2 Practical implications
	6.3 Future research

	Author statement
	References


