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Abstract - The study identified the hypothesized relationship between place attachment and destination imagein an old 
building which is reuse as a restaurant in Tainan, Taiwan. A face-to-face questionnaire survey was administered in Weiwu 
Tea House. The components of place attachment were found as “social relationships with customers and employees”, “place 
dependence” and “place identify” in a reuse old building. The result also revealed significant positive relationship between 
place attachment and destination image in Weiwu Tea House. This paper provides additional suggestions for enhancing 
destination image regarding reuse old buildings. 
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I. INTRODUCTION 
 
Tainan is the cultural heart of Taiwan. It has a long 
history and is rich in culture. The historical 
development of Taiwan is closely linked and 
inseparable with Tainan city. Tainan was also the 
focus of politics and economics in Taiwan from the 
Dutch colonial period to the Qing Dynasty. During 
the Japanese colonial period, the office of the Taiwan 
Governor-General developed Tainan city. As it is, 
they had highly valued Tainan. Although having been 
colonized by different countries, Tainan had never 
lost its own humanities and cultures. On the contrary, 
it could develop and promote its unique culture and 
traditions. Nowadays, more than hundreds of national 
historic sites and old houses could contribute to the 
boosts of Tainan cityin Taiwan[1]. 
 
According to Foundation of Historic City 
Conservation and Regeneration which initiates the 
“reuse of an old house” event,they support the ideas 
of public welfare and cultural conservation, as well as 
advocating Tainan and Taiwanese histories and 
humanities [2]. The purpose of reusing old buildings 
is to eliminate the mass production, and to duplicate 
business during the blossom of the economy from the 
70’s and 80’s. The house must be traditional, and 
founded above 30 years [3].  Reusing old buildings as 
cafés, restaurants, bars, arts spaces, book stores, and 
B&B should preserve not onlyits feature, but also its 
own culture. 
 
Place attachment refers to emotional connection 
between individual and place [4]. It can be divided 
into place identity and place dependence. “Place 
identity” means a specific place engenders 
individual’s identification. Moreover, individuals can 
judge how this place is different from others. "Place 
dependence" means the dependence of a place [5]. 
When this emotion is exhibited in place attachment, a 
tourist destination probably will cause people to have 
a strong sense of security, trust, assuredness, 

attraction, happiness and understanding of the tourist 
destination [6]. Attachment is a deep emotional 
connection between people and place. It means that it 
is not only a place but also is linked with every 
experience [7]. Past memory is associated with 
creation of the local meaning by place attachment and 
makes people attach to or associate with these 
meaningful places [8]. Place attachment is a positive 
correlation between people and place. People identify 
and depend on this place through their personal 
experiences [9]. In recent years, many modern 
buildings have been gaining in popularity, and have 
caused many old houses to be on the decline. The 
remaining old houses are more valuable. According 
to an individual’s personal experience, old buildings 
make them retain their memories, as if they returned 
to their past. Thus, the individual will identify and 
depend on this place. 
 
Image is further defined as “the sum of beliefs, 
impressions, ideas and perceptions that people hold of 
objects, behaviors, and events” [10]. First 
impressions of a travel destination, for instance, are 
made in personal consciousness and linger in one’s 
mind. Then, the impressions will be accumulated by 
live experiences, and information collection. By 
means of reassembling and recreating, and adding in 
personal emotional factors, the individual destination 
will be formed gradually. Beerli separated the factors 
involved in image formation into two main 
categories: personal factors and information sources. 
These will lead to a cognitive image, affective image 
and, at the end, to the overall image of a destination 
[11]. Even if tourists have never been to a place, they 
will still obtain a destination image through social 
media [12]. Affective associations are usually 
positive for a destination consumers would consider 
visiting and negative for those destinations they 
would not visit [13]. The match between a tourist's 
ideal self-image and the destination image is a 
powerful motivator, as visitors will tend to select a 
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destination that allows them to experience their ideal 
self-image [14]. 
 
Tourists will have the emotional attachment on 
account of the direct or indirect image from the 
destination. This relationship associates people with 
place complicatedlyin the process of travel [15]. An 
emotional reaction to a physical and social setting 
occurs when destination image depicts the cognitive 
and affective components of a setting, and that 
destination image is an antecedent of place 
attachment [16]. Wei discussed the relationship 
between tourism motivation, destination image, and 
place attachment of tourists at Alishan Forest 
Recreation Area. The research showed that the whole 
destination image had a positive relation with place 
attachment and that high destination images would 
result in high place attachment [17]. High travel 
destination image would result in high place 
attachment based on the research of tourists at Miaoli 
County Nanjuang Trade Area. It can be deduced that 
the destination image has a positive relation with 
place attachment [18]. Affective image of destination 
affects the place identity, place dependence, and 
social bonding according to the study of the 
relationships among recreation involvement, 
destination image and place attachment. Besides, the 
cognitive image of destination affects the place 
identity and place dependence. It is suggested that 
there exist a significantly positive correlation [19]. 
Wang discussed the relationship among experience 
value, destination image and place attachment. They 
found that the product image, perceived facility and 
quality image are the destination images that 
contribute most to the formation of place identity and 
place dependence. Additionally price image affects 
the place identity. It’s proved that the destination 
image has a positive relation with place attachment 
[20]. Based on the abovediscussion, this study 
established the following hypothesis: 
H1: Place attachment has a significant positive 
relationship with destination image in a reuse old 
building. 

 
II. METHODOLOGY 
 
2.1. Instrumentation 
Place Attachment. The measurement of place 
attachment was developed in accordance with 
previous work [21]. Twenty three items, including 
statements such as “I enjoy eating here more than any 
other old house” and “I strongly identify Weiwu Tea 
House”, were listed and visitors were asked to 
indicate their levels of agreement, from “strongly 
disagree (1)” to “strongly agree (5)”. 
Destination Image. The measurement of destination 
image was developed in accordance with the work 
[22]. Twelve items, including statements such as “I 
can get a well good quality of life here” and “The 
environment is clean”, were listed and visitors were 

asked to indicate their levels of agreement, from 
“strongly disagree (1)” to “strongly agree (5)”. 
Demographics and Travel Characteristics.The usual 
demographic variables, such as gender and marital 
status, were included in the survey to identify 
explanatory variable. The variables of travel 
characteristics were selected with reference to other 
relevant studies. 

 
2.2. The sample 
The respondents were notified that the information 
provided would be strictly confidential and 
anonymous, and used only for the academic purpose. 
The on-site survey with the self-administered 
questionnaire was conducted in Weiwu Tea House 
which is a reuse old building in Tainan (Figure 
1,Figure2 and Figure 3). The survey was conducted 
on a number of weekdays and weekends and at 
various times of the day in order to get a 
comprehensive sample of visitors. 

 

 
Fig.1.Weiwu tea house [23] 

 

 
Fig.2.Weihu tea house[23] 

 
Fig.3.Weiwu tea house[23] 
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2.3. Data Analysis 
Data analysis was conducted using the Statistical 
Package for the Social Sciences version 24.0. The 
applied statistics included descriptive statistics, 
reliability analysis, and factor analysis. AMOS 24.0 
was used to conduct a two-stage structural equation 
modeling procedure suggested by Anderson and 
Gerbing[24]. First, a confirmatory factor analysis was 
conducted to examine psychometric properties of the 
measures. Subsequently, a general SEM technique 
was used to test the validity of the proposed model 
and the hypothesis. 

 
III. RESULTS 
 
3.1. The respondents 
A total of 400 questionnaires were distributed and 
400 valid responses were returned. Most of the 
respondents were single (68%), and 62 per cent of 
them were female. Most of the respondents were 
aged between 21 and 30 (46%). The results 
revealed that most of the tourists visited Weiwu Tea 
House by motorcycle (68%), and 67 per cent of 
respondents obtained information about Weiwu Tea 
House from their friends and relatives(Table 1). 

 
TABLE 1: Demographic and travel characteristic of 

respondents 
Characteristic Frequency % 

Gender   

 Female 248 62 
Male 152 38 

Marital Status   
 Single 272 68 
 Married 128 32 

Age group   
 18-20 60 15 
 21-30 184 46 
 31-40 96 24 
 41-50 52 12 
 51-60 12 3 
Transportation used   

 Car 92 23 
 Motorcycle 272 68 
 Walking 45 9 

Main information about Weiwu Tea House 
 Relatives & friends 268 67 
 Internet 112 28 
 Magazine 12 3 
 Others 8 2 
 

3.2. Place attachment of visitors 
The place attachment of visitors, most of the 
attitude assessed on the 5-point scale had a mean 
score higher than 3. To measure place attachment, 
a factor analysis was performed to reveal 
dimensions that can be indicative of responses, 
yielding three factors explaining 65.5% of the 
variance. Three factors were named “social 
relationships with customers and employees”, “place 

dependence” and “place identify”. All of the 
reliability alphas for the three domains and the overall 
scale were higher than .75. The CFA results 
indicated that the validity of the place attachment 
scale was satisfactory (χ2 = 108.42, df = 33, p-
value = .00, GFI = .94, CFI = .91, AGFI = .90, 
and RMSEA = .08). 

 
3.3. Destination image of visitors 
Most of the destination image of visitors, assessed 
on the 5-point scale, had a mean score higher than 
3. To measure tourist destination image, a factor 
analysis was performed to reveal dimensions that 
can be indicative of responses, yielding three 
factors explaining 60.5% of the variance. Three 
factors were named “environmental quality”, 
“uniqueness” and “resource of peripheral”. All of the 
reliability alphas for the three domains and the overall 
scale were higher than .82. The CFA results 
indicated that the validity of the destination image 
scale was satisfactoryχ2 = 98.37, df = 29, p-value 
= .00, GFI = .93, CFI = .90, AGFI = .90, and 
RMSEA = .06). 

 
3.4. The relationship between place attachment 
and destination image 
The resulting data were analyzed by using AMOS 
software to conduct the structural equation 
modeling analysis. The multiple indices of model 
fit, including the chi-square statistic, the 
comparative fit index (CFI), Bollen’s incremental 
fit index (IFI), Tucker-Lewis index (TLI), the 
goodness-of-fit index (GFI), and the adjusted 
goodness of fit index (AGFI), root mean square 
error of approximation (RMSEA), were examined 
as recommended by a number of 
researchers[25][26][27][28][29][30]. According to 
the analysis of results, all the indices of overall 
fits were acceptable (GFI = .91, AGFI = .88, NFI 
= .85, CFI = .89, RMSEA = .08, and chi-square 
value = 90.84, df = 18, p > .001).The results 
revealed significant parameters for the path between 
place attachment and destination image (β= .86, p < 
.01).The result was consistent with the statement of 
the hypothesis 1. 

 
CONCLUSION 
 
The purposes of this study were to examine the 
relationship between place attachment and destination 
image in a reuse old building. The study results 
indicated that place attachment and destination image 
have a significant positive relationship.This finding 
was similar to those of[16] [17] [18] [19] and [20]. In 
recent years, Taiwan tried to pursue rapid 
urbandevelopment.There are so many old buildings 
which areof insufficient safety, and the exterior isso 
damaged and dirty that the houses are on the verge of 
being removed. Therefore, people do not pay 
attention and will forget the old houses gradually. To 
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protect these old houses and light up this ancient city 
again, the Foundation of Historic City Conservation 
and Regeneration launched a charitable activity, 
called ‘Old House, New Life’ in 2008, and encourage 
residents to give the old houses a chance for rebirth. 
In this way, the activity can not only give the old 
houses a new appearance, but also keep its original 
cultural features, and even can promote tourists and 
residents to have emotion and fall in love deeply with 
their own city in which they live. Tainan, an ancient 
city that is rich of historic and cultural resources, has 
many successful cases about ‘Old House, New Life’. 
For example, a restaurant named Weiwu Tea House 
with its original appearance is a simple and full of 
Japanese style that had been reconstructed to be a 
place that has plenty of tea culture from outside to 
inside by its owner. It creates historic sense and 
strong Japanese nostalgic image that make tourists 
love this place and revel in this city that is unique and 
charming to them. Because of its cultural features, 
decorated style, the environment, and even the tea 
culture, tourists love and have identity in Weiwu Tea 
House, and they also enjoy the leisure time in this 
place. To visit this unique place over again, people 
want to protect itand keep the cultural spirit at the 
place. 
 
We have found that tourists who visited Weiwu Tea 
House had high level on place attachment, and it 
made them not only have strong identity, but also 
enjoy the time much more in Sputnik Lab than other 
old houses. In other words, tourists would be willing 
to rebuild old houses, and consider it to be a 
meaningful matter. The result is conformed tothe 
hypothesis: tourist place attachment and cultural 
conservation have significantly positive effect onthe 
old house renovation. According to this research, 
place identity of tourists had the most effect on their 
willing about cultural conservation. After visiting 
Sputnik Lab, tourists would have strong 
belongingness at this place, and they would regard 
themselves as part of Weiwu Tea House, so they 
wouldn’t want this unique old house to disappear, and 
then increase their desire for its conservation. On the 
contrary, the relationship facet between customers 
and clerks showed few clues to know the positive 
relation with cultural conservation. The clerks would 
not be social with customers except they demonstrate 
the basic tea ceremony culture. According to the 
investigation, the owner’s business philosophy of 
Weiwu Tea House is to create a quiet and 
comfortable atmosphere. Thus, the owner considered 
that the peaceful and elegant environment would be 
more important than a lively atmosphere. 
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