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Purpose

This study reflects on how we hear, interpret, 
and are moved by nature—and what that means 
for tourism theory and destination design.



Natural Soundscapes in Fiji 
(Sounds from Nature)



Introduction
 Tourism research has long favored the visual approach. The 

audible, however, is not passive—it shapes how people feel and 
remember places.

 As the world leans into sustainable and experiential tourism, 
natural  soundscapes  offer  untapped  insight  into  emotional 
engagement and place attachment.

 Our  goal  is  to  interrogate  how  natural  soundscapes  in  Fiji 
influence   tourists'   cognitive   and   affective   evaluations, 
satisfaction, and ultimately their loyalty.



Why Soundscapes Matter in Tourism

 Soundscapes are not merely atmospheric— 
they can define a place’s identity.
 Auditory cues offer rich, affective stimuli that 

can strengthen spatial memory and emotional 
connection.
 In nature-based tourist destinations, such as 

Fiji,  soundscapes  becomes  a  sustainability 
asset and differentiator.



Identified Research Gaps

  Existing behavioral models in tourism have focused on 
visual cognition and functional attributes.

  There is very limited empirical work linking natural 
soundscapes  to  behavioral  intentions  (especially  in 
Pacific Context).

  The  Pacific  context,  rich 
remains  underrepresented 
research.

in  auditory biodiversity, 
in multisensory tourism

  Most studies ignore the mediating processes—how 
satisfaction translates perception into loyalty.



Research Objectives

 To   examine   the   influence   of   natural 
soundscapes on tourist satisfaction and loyalty 
in NBTA’s in Fiji
 To determine whether satisfaction mediates 

image–loyalty relationships.
 To  offer  a  framework  that  is  empirically 

grounded and regionally relevant.



Conceptual Model

  Building on image theory and the stimulus-organism-response model, our 
framework  positions  soundscapes  as  both  perceptual  and  emotional 
constructs—triggering behavioral outcomes via satisfaction.



Methodology
To explore how natural soundscapes shape tourist loyalty, we used a mixed-method approach 
that combined qualitative depth with quantitative rigor.

 Phase 1: Qualitative Insights
 Conducted 17 interviews with key stakeholders: local villagers, tourism officers, and 

conservationists.
 These insights helped ground our survey design in real, place-based experiences.

 Phase 2: Quantitative Survey
 Collected data from 359 international tourists across 13 diverse NBTAs in Fiji.
 Used a 7-point Likert scale to measure attitudes, perceptions, satisfaction, and loyalty.

 Data were collected at renowned nature-based tourism attractions (NBTA)

 Analysis Applied
 PLS-SEM (SmartPLS 3.3.3) to test our behavioral model.
 Ensured validity and reliability through standard metrics (AVE, CR, HTMT, α).
 Used bootstrapping to assess the significance of key relationships.



Data Collection Sites
Data Collection NBTA Site in Fiji Location

Sigatoka Sand Dunes National Park, Nahehe Caves - Sigatoka Valley,

Organic Sea salt making tour - Lomawai Village

Sigatoka

Kula Eco Park, Sigatoka River safari Sigatoka

Thatched huts, Navala Village Ba

Colo-I-Suva Forest Park & Nausori Highlands Suva & Naitasiri

Garden of the Sleeping Giant Nadi

Sabeto Hot Springs and Mud Pool Nadi

Tavoro Waterfalls, Bouma Falls & Bouma National Park Taveuni

Lavena Coastal Walk Taveuni

Beqa Lagoon, Shark feeding sites Pacific Harbour

Yasawa Island, Mamanuca Islands, Monuriki Islands Port Denarau, Nadi

Vuadomo Waterfalls, Hotsprings, Wainibau Falls Savusavu

Koroyanitu National Heritage Park and Mt Batilamu Lautoka

Various sites across Coral Coast (Tourist lookout, etc.) Coral Coast

Savulelele (Nabalesere) & Nakoroloaloa cave, Wailotua village,

Dolphin sighting sites

Suncoast, Near

Raki Raki



Field Work



Field Work



Key Constructs & Hypotheses

 Attitude → Perceived Image
(Cognitive/Affective)
 Image → Satisfaction → Loyalty
 Satisfaction as a key affective processor



Socio-Demographics of 
Respondents

Parameters Frequency Percentage Parameters Frequency Percent
Place of residence Profession
Oceania 129 35.93 Student 50 13.93
Asia 54 15.04 Self Employed 84 23.40
Europe 79 22.01 Salaried 147 40.95
North America 64 17.83 Home Maker 24 6.68
South America 18 5.01 Any other 54 15.04
Africa 15 4.18
Gender Marital Status
Male 192 53.48 Unmarried 138 38.44
Female 163 45.40 Married 195 54.32
Non-binary 04 00.01 Separated 26 7.24

Any other 00 00.00
Age Purpose of Visit to Fiji
Below 18 years 19 5.29 Leisure/Holiday 215 59.89
18-24 54 15.04 Visiting Friends/relatives 75 20.89
25-34 108 30.08 Business trip 34 9.47
35-44 93 25.91 Education 12 3.34
45-59 63 17.55 Any other 23 6.41
60 and above 22 6.13
Education Attainment Annual Income (in US$)

Below $25,000
Between $25001 to $ 45000 
Between $ 45001 to $ 65000 
Between $ 65001 to $95000 
Between $ 95001 to $ 125000
Above $ 125001

37
76
108
82
37
19

10.31
21.17
30.08
22.84
10.31
5.29

High School 45 12.90
Graduate 108 34.76
Postgraduate 124 27.95
Doctorate 36 09.31
Professional Education 46 15.05



Key Findings

 Attitude  strongly  shapes  both  types  of  image 
(Cognitive & Affective).

 Affective    image    predicts    loyalty,    not 
satisfaction—suggesting     direct     emotional 
pathways.

 Satisfaction mediates cognitive image → loyalty, 
but not affective → loyalty.

This distinction is theoretically important—it suggests that 
emotional resonance can bypass cognitive appraisals.



Hypothesis Testing Results

Relat ionship  betw een the  propo se d  hypotheses t-values Standardized 
Est imates

Supported/  
Not  
Supported

H 1 :  Perce ived  At t i tude  →  Perceived Cogni t ive  image  of  Natural  
Soundscap es

4 .014 0 .610* Suppo rted

H 2 :  Perce ived  At t i tude  →  Perceived Affec t ive  image  of  Natural  
Soundscap es

3 .309 0 .533* Suppo rted

H 3 :  Tour is t  Sat isfact ion →  Perce ived  tourist  loyalty 7 .098 0 .504* Suppo rted
H 4 :  Perce ived  Cogni t ive  image  →  Tourist  Satisfaction 3 .009 0 .068* Not  

Suppo rted
H 5 :  Perce ived  Affec t ive  image  →  Tourist  Satisfact ion 2 .103 0 .038 Not  

Suppo rted
H 6 :  Perce ived  Cogni t ive  image  →  Perce ived  tourist  loyalty 1 .921 0 .521* Suppo rted
H 7 :  Perce ived  Affec t ive  image  →  Perce ived  tourist  loyalty 5 .607 0 .547* Suppo rted
H 8 :  Perce ived  At t i tude  →  Perce ived  tourist  loyalty 2 .209 0 .077* Not  

Suppo rted
H 9 :  Perce ived  At t i tude  →  Tour is t  Satisfaction 4 .634 0 .221** Suppo rted
H 1 0 :  Perce ived  Cogni t ive  image  x  Perce ived  tourist  loya l ty →M ed i a t i o n

Tour is t  Satisfact ion
2 .002 0 .438** Suppo rted

H 1 1 :  Perce ived  Affec t ive  imag e  x  Perce ived  tourist  loya l ty →M ed i a t i o n  

Tour is t  Satisfact ion
3 .097 0 .041** Not  

supported
H 1 2 :  Perce ived  At t i tude  x  Perce ived  tourist  loya l ty →M e d i a t i o n  Tourist  
Satisfaction

2 .169 0 .012** Not  
Suppo rted

G o o d n e s s  o f  fit:  (χ²  =  1216 .019 ,  d f  =  455 ,  χ² /df  =  2 .673 ,  T LI  =  0 .91 ,  C F I  =  0 .903 ,  N F I  =  0 .778 ,  G F I  =  0 .93 ,  and 
R M S E A  =  0 .083) ,  * P  <  0 .001
Total  var iance  ex pla ined by  constructs:
R 2  (Perceived  At t i tude)  =  0 .701
R 2  (Perceived  Cogni t i ve  i ma ge)  =  0.648 
R 2  (Perceived  Affect ive  ima ge)  =  0 .581 
R 2  (Tour is t  Sat i s fact ion)  =  0 .  441
R 2  (Perceived  Tour is t  Loyal ty)  =  0 .365





Implications

 Soundscapes can be actively designed and 
managed.
 Destinations should invest in silence, 

soundscaping, and auditory storytelling.
 Market not just “what to see” but “what to 

hear and feel.”



Conclusion

backdrop—they are part of
 Natural soundscapes are more than a

the emotional
infrastructure of travel.
 Tourism loyalty is not only built on facts and 

visuals,  but  also  on  how  a  place  makes  us 
feel—often, through sound.
 Integrating    auditory    perception    into 

destination planning is both a strategic and 
human-centered imperative.



Key Takeaways
 Soundscapes are meaningful, not incidental.

 They play an active role in how visitors interpret and emotionally
connect with a place.

 Emotion leads, cognition follows.
 Affective impressions have a stronger pull on loyalty than rational 

evaluations.
 Attitudes matter more than we assume.

 Tourists come with mental models that shape how they experience
natural environments.

 Satisfaction isn't always the bridge.
 Emotional resonance can drive loyalty directly—bypassing traditional 

satisfaction paths.
 We can design with sound.

 Destinations should treat sound as an asset—curated, protected, and 
promoted.
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