W) Check for updates

Academic Paper

Journal of Vacation Marketing
1-15

Flight-to-nowhere service: © The Auorty 2022
Investigating factors influencing BT o I aserersan) 1a7ecs

. . journals.sagepub.com/home/jvm
the repurchase intention ®SAGE

Laszlo Kokény
Institute of Sustainable Development, Corvinus University of Budapest, Hungary

Melinda Jaszberényi

Institute of Sustainable Development, Corvinus University of Budapest, Hungary

Jhanghiz Syahrivar

Faculty of Business, President University, JIl. KH Dewantara, Jababeka, Bekasi, Indonesia;
Institute of Marketing and Communication Sciences, Corvinus University of Budapest,
Hungary

Levente Kokény

Institute of Marketing and Communication Sciences, Corvinus University of Budapest,
Hungary; Ernst & Young Consulting Ltd., Hungary

Abstract

Revenge vacation, or an individual’s strong desire to go on vacation to make up for missed opportun-
ities to travel and escape the stresses of daily life, can take the form of purchasing a flight-to-nowhere
service. Although the COVID-19 pandemic is not over, travel restrictions are gradually being relaxed,
emphasising the need to investigate the long-term viability of this unique service. This research aims to
investigate factors influencing the repurchase intention of the flight-to-nowhere service. Four variables
of interest have been identified in this research, namely escapism, aesthetics, temporal illusion and
repurchase intention. Purposive sampling yields 126 passengers of flight-to-nowhere service. To ana-
lyse the data, this research employs Structural Equation Modelling (SEM) using SPSS and AMOS soft-
ware. The results suggest that escapism and aesthetics are positive predictors of repurchase intention.
Meanwhile, temporal illusion moderates the relationship between aesthetics and repurchase intention,
such that high temporal illusion (vs low) weakens the relationship between the two variables. Practical
suggestions and future research opportunities are detailed at the end of the paper.
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Introduction phenomenon of ‘flygskam’ (or flight shame) in
Europe (Chiambaretto et al., 2021). Due to
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international and national transportation net-
works during the COVID-19 pandemic, the
world experienced lower carbon emissions
(Musselwhite et al., 2021). The pandemic situ-
ation, combined with the gradual tightening of
rules, has placed the tourism industry in an
increasingly perilous position as of March 2020
(Ramelli and Wagner, 2020). One of its service
sectors, aviation, was also affected by global
level restrictions, so airports and terminals were
empty of tourists in the spring instead of the
crowds they had been used to (Zenker and Kock,
2020). However, there were reports of empty or
nearly empty planes (ghost flights) filling the
skies during this time period, as airlines were
forced to fulfil their contractual obligations to fly
or risk losing their licenses (Gallego and Font,
2021). Thus, despite the fact that some researchers
have criticised the flight for its unnecessary
greenhouse gas emissions (Pratt and Tolkach,
2022), there is some doubt about the sustainabil-
ity of this service after the pandemic. The
flight-to-nowhere service, on the other hand,
can help to mitigate the cost burden that the cor-
onavirus has imposed on the aviation industry by
allowing flights that are forced to fly, rather than
flying empty, to reduce the service provider’s
costs by involving passengers (Anwar et al.,
2020). This research seeks to investigate travel-
lers’ motivations for repurchasing such a service
during times of crisis.

In October 2020, during the period of restric-
tions, the flight-to-nowhere service was launched
with the slogan ‘Come with us, we are not going
anywhere’, which also referred to the event’s
sensation-based  vacation illusion program
(Kaszas, 2020). Smartwings, the airline respon-
sible for the service, has been able to fly people
without putting them in mandatory quarantine
while complying with regulations (wearing
masks, keeping their distance, hand sanitizer).
All this was possible because the aircraft,
which took off from Liszt Ferenc International
Airport with the passengers, did not land in a
foreign country nor even fly over other countries
(Kaszas, 2020). Prior to the pandemic, the world
had become acquainted with virtual tours or
simulated mobility in a simulated environment
with virtual reality assistance (see Itani and
Hollebeek, 2021; Wei, 2019). Such a solution
creates the illusion of travel or going on a vac-
ation, with flights taking place in a simulated
environment, eliminating consumers’ high-risk
perceptions during the pandemic (Su et al.,
2022; Syahrivar et al., 2021). As a result, those

who would otherwise be denied the opportunity
to go on vacation are given the opportunity (or
the illusion) to do so. It is worth noting that
flight-to-nowhere services have been accused
of increasing carbon emissions at a time when
the world can benefit from lower carbon emis-
sions due to travel restrictions (Chiu et al.,
2020; Pratt and Tolkach, 2022).

This research aims to investigate factors
influencing the repurchase intention of flight-to-
nowhere services. Although the COVID-19 pan-
demic is not over, travel restrictions are gradually
being relaxed, emphasising the need to investigate
the long-term viability of this unique service.
Several variables of interest are escapism, aesthet-
ics, temporal illusion and repurchase intention.
We also investigated the moderating effects of tem-
poral illusion, which has received little attention in
the tourism literature. Our research adds to the
limited literature on flight-to-nowhere services, a
recent innovation in the aviation industry amid
the COVID-19 pandemic, by investigating the ser-
vices in the context of Hungarian passengers, who
are underrepresented in tourism literature.
Furthermore, we frame our work in the context of
‘revenge vacation’, a phenomenon that has
received special attention in both academic and
professional literature.

Consumers’ experiences are critical factors in
positive feedback, subsequent revisit, and service
repurchase (Manthiou et al., 2014; Maunier and
Camelis, 2013; Tung and Ritchie, 2011). Among
the various factors influencing the decision to
engage in vacation activities, escapism and aes-
thetic experiences have been reported in the previ-
ous studies (Ahmadpour et al., 2014; Faiyetole and
Temitope, 2018; Ponsignon et al., 2020; Smith,
2003; Wang et al., 2021). Escapism experience
allows consumers to escape from their daily rou-
tines and stresses of daily life; whereas, aesthetics
experience evokes peace of mind during vacations.
Both are essential concepts in successful vacation
marketing campaigns (Lee et al., 2017; Manthiou
et al., 2014). A less investigated concept in
tourism literature is temporal illusion, where time
is perceived to move slowly or stop (Chen et al.,
2017; Conti, 2001; Wallisch, 2008), giving a
person the impression that they are living without
a clear aim or goal. Temporal illusion may affect
consumer experiences during service delivery
(Bielen and Demoulin, 2007; Law et al., 2004;
Tom and Lucey, 1995; Zhang and Shao, 2019).

The remainder of this paper is organised as
follows: the first section is the literature review, in
which the key concepts featured in this research,
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as well as hypotheses developments, are explained
and argued. The second section is the research meth-
odology, which details the steps for gathering and
analysing data. The third section is the findings,
which present the most important statistical results.
The fourth section is the discussion, which highlight
key findings, theoretical contributions, and man-
agerial implications. Finally, the conclusion
section provides a summary of this research.

Literature review

Revenge vacation

People who are experiencing negative emotions are
more likely to engage in experiential and hedonistic
activities during the COVID-19 pandemic, regard-
less of the risks (Agyeiwaah et al., 2021; Wu and
Lau, 2022). During the period of travel restrictions,
upset and distressed individuals may seek vacation
opportunities at any cost to escape the daily grind
(Joshi and Sadhale, 2022; Torres et al., 2021a).
They might also attempt to compensate for their
missed trips by engaging in recreational activities
that gave the appearance of a vacation (Kim et al.,
2021a; Kokény and Kiss, 2021). This coping mech-
anism resembles compensatory consumption (see
Syahrivar et al., 2022a). Vacation is defined as
being away from home for leisure or recreational
activities (Tan and Li, 2021). Revenge vacation,
or an individual’s strong desire to engage in recre-
ational activities to compensate for missed vacation
opportunities, is thus a relevant concept to discuss
(Chiu et al., 2020; Joshi and Sadhale, 2022; Wang
and Xia, 2021; Zaman et al., 2022). Revenge vac-
ation might take the form of a real vacation or an
activity that gives the impression of a vacation
(Zaman et al., 2022). During revenge vacation, con-
sumers spend more money than usual, engage in
unusual activities, and have a strong desire to
experience escapism (Joshi and Sadhale, 2022).
Revenge vacation as a concept can be a good mar-
keting strategy for tourist destinations under lock-
down. Service providers can still provide their
services to tourists via the internet and a simulated
environment. It includes virtual reality attraction
sites (Itani and Hollebeek, 2021), which could be
used to evoke memories of prior journeys
(Gammon and Ramshaw, 2021; Wang and Xia,
2021), and the sale of services that create the illusion
of tourism (Gammon and Ramshaw, 2021), such as
flight-to-nowhere services. It is important to note
that flights to nowhere, the main topic of this
research, is not a type of transportation or mobility
service; passengers do not pay to travel from one

location to another because planes land at the
same location from which they depart. Instead, pas-
sengers regard the service as a mini-vacation
(Thomaselli, 2020).

Escapism

External threats or stressors induce a fight-or-flight
response (Cannon, 1932; Schmidt et al., 2008).
When overcoming threats is perceived to be
difficult or impossible, fleeing or escaping from the
source of the threats may appear appropriate.
Fleeing can be either physical or mental/emotional.
In this sense, escapism can be viewed as a mental
form of running away from unpleasant thoughts.
Longeway (1990) identified several strategies used
by a ‘escapist’ to avoid unwanted thoughts and stres-
sors, including distracting oneself from the source of
unwanted thoughts, denying evidence that leads to
unwanted thoughts, avoiding the source of unwanted
thoughts, and restricting access to the source of
unwanted thoughts. According to Hastall (2017),
escapism occurs as a way to cope with socio-
psychological issues such as depression, anxiety,
and low self-esteem. Owing in part to the
COVID-19 pandemic, escapism as a component of
the experience economy has become an important
and relevant concept in the tourism literature
(Kaur and Kaur, 2020; Smith et al., 2022). In this
research, escapism is defined as the ability of the
flight-to-nowhere service to distract consumers
from their unwanted thoughts and unpleasant reality.

Repurchase intention

The relationship between businesses and consumers
has long shifted from market transaction to long-
term customer relationships (Kotler and Levy,
1969). This is due to the fact that a company’s long-
term survival is dependent on returning customers
and repeat purchases (Chang et al, 2019).
Customers who are loyal will not only return and
repurchase their favourite products and services,
but will also recommend them to others (Koklic
et al.,, 2017; Vlachos and Lin, 2014). During the
COVID-19 pandemic, airline industries all over
the world were hit hard by restricted air travel,
reduced passenger capacity and declining airline
stock prices (Kokény et al., 2022; Maneenop and
Kotcharin, 2020). As a result, airline companies
must devise novel marketing strategies to retain
their loyal customers. During the pandemic, one of
the notable offerings is flight-to-nowhere, in which
customers can enjoy in-city air vacation as well as
regular flight services, such as eating lunch on the



Journal of Vacation Marketing 0(0)

plane (Gopalakrishnan and Kovoor-Misra, 2021).
Consumers’ desire for sensational experiences
increases their proclivity to purchase or repurchase
tourism services during the pandemic (Torres
et al., 2021b). From the consumer’s perspective,
the flight-to-nowhere service can be viewed as a
form of revenge vacation (Chiu et al., 2020; Joshi
and Sadhale, 2022; Wang and Xia, 2021; Zaman
et al., 2022). Nonetheless, the flight-to-nowhere
service has been chastised for increasing carbon
emissions, especially during the pandemic (Chiu
et al., 2020; Pratt and Tolkach, 2022). As a result,
retaining regular passengers is difficult despite the
service’s attractiveness, thus the relevance of this
research. As the travel restrictions are gradually
being relaxed, we argue that repurchase intention
is a relevant concept to investigate as it concerns
with the long-term viability of this unique service.
In this research, repurchase intention is the propen-
sity to repeat purchase and recommend the
flight-to-nowhere service.

Escapism necessitates a medium, typically
involving indulgence goods and services, to divert
one’s attention away from unwanted thoughts and
stressors. Previous research has found escapism in
users of cigarettes, alcohol, and drugs (Jouhki and
Oksanen, 2021; Sadava et al., 1978), digital and
online games (Calleja, 2010; Kardefelt-Winther,
2014; Syahrivar et al., 2022b), films and TV-series
(Addis and Holbrook, 2010; Jones et al., 2018)
and touristic objects (Ponsignon et al., 2020;
Smith, 2003). Travel and access to tourist attractions
may be severely restricted during the COVID-19
pandemic (Irimias and Mitev, 2020). A recent
tourism innovation, such as flight-to-nowhere ser-
vices (Gopalakrishnan and Kovoor-Misra, 2021),
may serve as a way to escape unwanted thoughts
during the pandemic while remaining within a safe
boundary. We argue that the escapism element
that the flight-to-where service can provide during
the pandemic will encourage existing customers to
repurchase the service. Thus, the following hypoth-
esis was formulated:

H1: Escapism has a positive effect on repur-
chase intention.

Aesthetics

Aesthetics is one of the concepts that has sparked
numerous debates among scientists, philoso-
phers, and artists. Aesthetics, in general, is con-
cerned with the subjective beauty of a person,
an object, an activity, or an idea. The concept of
aesthetics was derived from the concept of taste

(Townsend, 2013). It is the notion that people do
not always apply aesthetics criteria to someone
or something, but rather ,taste’ (or sense) them
in accordance with some purposes or mechanisms
of their creation(s). Awe and pleasure can be eli-
cited by visually appealing or aesthetics objects
(Graziosi and Yaden, 2021). However, aesthetics
is not limited to visual stimuli; the concept is
also used in fields such or olfactory arts
(Straughan, 2015) and musical arts (Juslin et al.,
2021), where specific criteria may be used to deter-
mine the ,,degree’ of aesthetics. Aesthetic desire is
associated with pleasure-seeking behaviour and
hedonism (Gorodeisky, 2021). In the context of
air transport, an aircraft’s interior aesthetics refer
to the design and details of the seat, cabin, and
compartment (Wang et al., 2021). Ahmadpour
et al. (2014) classified aircraft interior aesthetics
into two dimensions, namely (interior) neatness
and style, which provided passengers with a shoot-
ing feeling. In this research, aesthetics is defined as
the extent to which aircraft interior designs con-
tribute to passengers’ pleasant and harmonious
experience during flight-to-nowhere service.

Tourists have a proclivity for seeking out beauty
(Salim et al., 2021). The aesthetics of the modes of
transportation used by tourists to reach their favour-
ite destinations may also have an impact on their
overall experiences. In the context of air transport,
Faiyetole and Temitope (2018) found that the inter-
ior aesthetics of aircraft played a significant role in
passengers’ airline selection. Barry’s work (2021)
provided insights into the motivations of tourist
photography among aircraft passengers, one of
which was aesthetics. A previous study by
Ahmadpour et al. (2014) suggests the aesthetic
design of aircraft interiors may contribute to passen-
gers’ peace of mind during the flight. Moreover,
Wang et al. (2021) argued that the aesthetics of
the cabin influence the comfort and satisfaction of
aircraft passengers. We contend that passengers
on flight-to-nowhere are motivated to use the
service because of the aesthetic value that the
plane and air travel can provide. Thus, the follow-
ing hypothesis was formulated:

H2: Aesthetics has a positive effect on repur-
chase intention.

Temporal illusion

Different people have different perceptions of
time. Time may appear to some people to be
moving faster or slower than it actually is. In con-
trast to objective time, subjective time reflects
individual’s perception or experience on the
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passage of time (Li and Tian, 2020). According to
Wallisch (2008: 38), ,,the brain contains a
variety of internal clocks and rhythm detectors
that might influence the experience of time.’ In
other words, one’s perception of time may be dis-
torted and inaccurate, resulting in the so-called
temporal illusion. According to Chen et al.
(2017), the discrepancy between the real physical
timeline and the (network of) neurons produced
timeline composed inside a person’s brain
causes temporal illusion. A form of temporal illu-
sion is a flow state that occurs when a person is so
engrossed in their activity that they believe time
is flying by (Karasakal and Albayrak, 2022;
Zaman et al., 2022). Meanwhile, time checking
or time awareness is associated with the percep-
tion that time moves slowly (Conti, 2001). The
crux of temporal illusion is a discrepancy
between the actual and perceived occurrence of
an event, creating the illusion that time moves
slower or faster than expected. According to
Power (2011), one of the components of temporal
illusion is an experience (conscious episodes) of
the present or what appears to be the present
rooted in one’s memory. As a consequence, the
temporal illusion can be a long-lasting experi-
ence. Edwards and McCormick (2017) argued
that temporal illusions could be triggered by
greater sensory awareness of physical discomfort.
In this regard, examples of temporal illusions can
be found in situations where customers are
queuing or waiting in line for a service and may
overestimate their waiting time (Bielen and
Demoulin, 2007; Law et al., 2004; Tom and
Lucey, 1995; Zhang and Shao, 2019). In this
research, temporal illusion is defined as the
degree to which time is perceived to move
slowly or stop, giving a person the impression
that they are living without a clear aim or goal.

The moderating effects of temporal illusion

According to Klincewicz (2014), time perception
is essentially an awareness of change. In other
words, the perception of time is influenced by
perceived changes in one’s environment.
Previous research on flight experiences has docu-
mented instances in which passengers experi-
enced altered perceptions of time (e.g., time
moves slowly, feeling stuck) as a result of
various flight-related factors such as waiting
time before take-off, flight monotony, long-haul
flights, less comfortable cabin and seat designs,
and emergency situations (Poria and Beal,
2017; Xu and Witlox, 2022; Yusupova et al.,

2022). Passengers are also expected to remain
seated throughout the flight, which may cause
mental and physical discomfort (Kim and Lee,
2018). Moreover, some flights, particularly short-
haul flights, lack amenities (e.g., video screen and
music) to keep passengers entertained. As a
result, perceived changes in passengers’ immedi-
ate surroundings are low. When perceived
changes or environmental dynamics are small
or insignificant (e.g., monotonous cabin design,
lack of movements), this can result in temporal
illusion (Power, 2011), in which time appears to
move slowly. Previous research has shown that
perceived time (e.g., waiting time) during the
service process influences consumer satisfac-
tion/dissatisfaction. Consumers under negative
disconfirmation conditions (e.g., waiting time is
perceived to be longer than expected) are gener-
ally dissatisfied (Bielen and Demoulin, 2007;
Law et al., 2004; Tom and Lucey, 1995; Zhang
and Shao, 2019). Dissatisfaction due to the nega-
tive perception of (service) time should, in turn,
result in lower loyalty and repurchase intention
(Li et al, 2021; Mainardes et al, 2021).
Meanwhile, previous research on leisure activ-
ities found inconclusive results for escapism
and behavioural intention, as well as aesthetics
and behavioural intention (e.g., Han et al,
2022; Jiang and Balaji, 2021; Norris et al.,
2022; Tan, 2017). In this research, we argue
that temporal illusion may significantly impair
consumer experience during the service process,
weakening the association between escapism
and repurchase intention as well as the associ-
ation between aesthetics and repurchase inten-
tion. As previously stated, escapism necessitates
the use of a medium, typically of indulgence or
hedonic nature, through which a person can men-
tally avoid unpleasant thoughts and stressors;
however, the presence of temporal illusions
during flight-to-nowhere service caused by,
among other things, monotonous in-flight ele-
ments may undermine this goal. Furthermore,
temporal illusions due to sensory awareness of
physical discomfort (Edwards and McCormick,
2017) during the flight may divert passengers’
attention away from the aesthetics of the plane
cabin. Thus, the following hypotheses were
formulated:

H3: Temporal illusion moderates the relation-
ship between escapism and repurchase inten-
tion, such that high temporal illusion (vs
low) weakens the relationship between the
two variables.
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H4: Temporal illusion moderates the relation-
ship between aesthetics and repurchase inten-
tion, such that high temporal illusion (vs low)
weakens the relationship between the two
variables.

Based on the aforementioned hypotheses, we
present our theoretical framework in Figure 1.

Methodology

This quantitative research employed an online
questionnaire. To be eligible, respondents
must affirm that they participated in the
flight-to-nowhere service in Hungary, particu-
larly on the 25™ of October 2020 when the
service was first launched. Purposive sampling
yielded 126 passengers of flight-to-nowhere
service. The respondent profile is provided in
Table 1. The majority of respondents were
males under the age of 40, with university
degrees, and living outside of the capital city
(Budapest).

This research employed four measurement
scales. The 3-item escapism scale was adapted
from Hosany and Witham (2010) and Manthiou
et al. (2014); the 3-item aesthetics scale was also
adapted from Hosany and Witham (2010) and
Manthiou et al. (2014); the 6-item temporal illu-
sion scale was adapted from Kim and Geistfeld
(2007); lastly, the 5-item repurchase intention
scale was adapted from Chang et al. (2019) and
Prayag et al. (2017). The reliability of each meas-
urement scale is presented in Table 2.

The primary method of this research is
Structural Equation Modelling (SEM). The data
analysis followed a 2-step process: Exploratory
Factor Analysis (EFA) and Confirmatory Factor
Analysis (CFA). To guide the process, we used

Temporal
Tllusion

H3 ()
H4 (-
Escapism — / ©
~—
n (W\
/ *  Repurchase
/ ///v Intention
L
Aesthetics H2(+)

Figure |. Theoretical framework (notes: (+)=
positive effect, (-) = negative effect).

several methodological works from Hair et al.
(2014), Kaiser (1974), Schreiber et al. (2006)
and Shook et al. (2004). To examine the construct
validity, we observed the values of Cronbach’s
Alpha, factor loadings, Average Variance
Extracted (AVE) and the Composite Reliability
(C.R.). To determine the sampling adequacy,
we observed the value of Kaiser-Meyer-Olkin
(KMO). Lastly, to determine the fitness of the
proposed model, we observed several indicators
such as Standardised Root Mean Squared
Residual (SRMR), Goodness of Fit (GFI),
Normed Fit Index (NFI), Tucker Lewis Index
(TLI) and Comparative Fit Index (CFI).

Findings

The descriptive statistics are presented in Table 3.

The KMO (Kaiser-Meyer-Olkin) measures
sampling adequacy. A KMO value of .50 or
more is considered suitable for factor analysis
(Kaiser, 1974). Based on Table 4, the KMO is
776 (Sig. < .05), suggesting that the samples
are adequate for factor analysis (EFA).

To measure the adequacy of the four factors
produced from EFA processing, the cumulative
variance explained should exceed 60% and the
Eigenvalues should be greater than 1 (Hair
et al., 2014). Based on Table 5, the four factors
have a cumulative variance of 82.9% and a total
Eigenvalue of 1.567.

Table 6 shows the construct validity of the
four factors. According to Shook et al. (2004),
the loading factor should be greater than .70,

Table |I. Respondent profile.

Percent
N (%)
Gender Male 86 68.3
Female 40 31.7
Age < 40 (Younger 66 524
Adults)
> 40 (Older 50 47.6
Adults)
Education With University/ 66 523
background College degree
Without 60 47.7
University/
College degree
Residence Inside the Capital 58 46.0
City
Outside the Capital 68 54.0
City

Note: N = Number of respondents.
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Table 2. Measurements.

Cronbach’s

Variables Items Measures Alpha
Escapism (ESC) I. | completely left reality out of my Likert Scale (I =Strongly  .860

participation in the event. Disagree, 5 = Strongly

2. | felt | played a different character here Agree)

3. The experience let me imagine being

someone else
Aesthetics (AES)  |. The setting of the service (aircraft interior)  Likert Scale (I =Strongly  .827

pays close attention to design details.” Disagree, 5 = Strongly

2. It was pleasant just being here. Agree)

3. | felt a real sense of harmony.
Temporal lllusion |.1 go into the future like a cork on the sea, not Likert Scale (I =Strongly  .941

(TLN) from choice but because | can’t stop it. Disagree, 5 = Strongly

2. | feel my life is a series of starts and stops— Agree)

stuck, moving, then stuck again.

3. | keep my future open and uncommitted.

4. | shy away from long-term responsibilities.

5. | disregard the future and take things as

they came.

6. | feel that time is broken, chopped up, and

without direction.
Repurchase 1. 1 will say positive things about the Likert Scale (I =Strongly  .926

Intention (RPI) flight-to-nowhere service to other people.
2. | will frequently visit the flight-to-nowhere
service again in the future.®

3. If | could, | would like to repurchase the

Disagree, 5 = Strongly
Agree)

flight-to-nowhere service as much as

possible.?

4. My intentions are to repurchase the

flight-to-nowhere service.
5. lintend to repurchase the
flight-to-nowhere service.

Note: * Items were removed during the EFA and CFA processes.

the Average Variance Extracted (AVE) should be
greater than .50, and the Composite Reliability
(C.R.) should be greater than .70. Due to low
factor loadings (< .50), items AESI, RPI2, and
RPI3 were removed from their respective con-
structs. Following the removal of the items, all
construct validity indicators meet the aforemen-
tioned thresholds.

Following EFA, CFA was performed using
SPSS and AMOS software. Based on Figure 2,
the two exogenous variables are escapism
(ESC) and aesthetics (AES); the endogenous
variable is Repurchase Intention (RPI); lastly,
the moderator is Temporal Illusion (TLN). The
Squared Multiple Correlations (R?) value of the
model suggests that 42.6% of the variance of
RPI can be explained by ESC and AES.

The fitness of the above SEM model is
assessed through several indicators (fit indices)
proposed by Schreiber et al. (2006). The results
are presented in Table 7. In general, our model
fitness is considered good and acceptable.

Table 8 presents the regressions analysis. The
results support H1, H2 and H4.

Figure 3 illustrates the moderating effect of
temporal illusion on the relationship between aes-
thetics and repurchase intention.

Discussion

This research supports the positive effect of
escapism on repurchase intention (H1). In other
words, customers who have used a flight-to-
nowhere service may reconsider repurchasing it
in the future because it has the potential to distract
them from their daily problems. The findings add
weight to previous research and broaden the
scope of the relationship between the two vari-
ables as demonstrated in different contexts such
as hotels, Chang et al. (2019), restaurants (Chua
et al., 2014), retail stores (Yoon and Oh, 2016),
and mobile applications (Huang et al., 2019).
This research supports the positive effect of
aesthetics on repurchase intention (H2). Customers
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Table 3. Descriptive statistics.

Table 4. KMO and Bartlett’s test.

N Min Max Mean S.D.
ESCI 126 | 5 4.65 762
ESC2 126 | 5 4.03 1.073
ESC3 126 3 5 4.70 494
AESI 126 | 5 4.30 .870
AES2 126 | 5 4.65 .861
AES3 126 | 5 4.22 1.019
TLNI 126 | 5 1.67 1.088
TLN2 126 | 5 1.43 871
TLN3 126 | 5 1.54 960
TLN4 126 | 5 1.73 1.091
TLN5 126 | 5 1.49 927
TLN6 126 | 5 1.30 751
RPII 126 | 5 4.40 .989
RPI2 126 | 5 468 734
RPI3 126 2 5 4.86 532
RPI4 126 | 5 4.44 .908
RPI5 126 | 5 4.22 1.003

Notes: N = Number of respondents, Min = Minimum, Max =
Maximum, S.D. = Standard Deviation

who have used a flight-to-nowhere service may
reconsider repurchasing it in the future due to the
aesthetics value that air travel can provide. The find-
ings add weight to previous research and broaden
the scope of the relationship between the two vari-
ables as demonstrated in different contexts such as
technological products (Park et al., 2013), restau-
rants (Chua et al., 2014), apparels (Overmars and
Poels, 2015), cruise travels (Calza et al., 2020;
Jaszberényi and Miskolezi, 2020), lodgings (Fu
and Wang, 2020).

This research cannot support the moderating
effect of temporal illusion on the relationship
between escapism and repurchase intention
(H3). The nature of escapism is to divert one’s
attention away from reality by immersing
oneself in enjoyable and entertaining activities
(indulgence). We argue that being fully immersed
in travelling (mobility) activities negates the
effect of temporal illusion, which is the percep-
tion of time as being still (frozen), broken,
chopped up, and without direction.

This research supports the moderating effect of
temporal illusion on the relationship between aes-
thetics and repurchase intention (H4). The results
suggest that temporal illusion weakens the positive
association between aesthetics and repurchase
intention. Customers who experienced time distor-
tions were generally dissatisfied with the service
processes (Bielen and Demoulin, 2007; Law
et al.,, 2004; Tom and Lucey, 1995; Zhang and
Shao, 2019), resulting in lower behavioural inten-
tions (Li et al., 2021; Mainardes et al., 2021).

Kaiser-Meyer-Olkin Measure of Sampling

Adequacy. 776
Bartlett’s Test of Approx. 1601.296
Sphericity Chi-Square
df 9l
Sig. .000

Notes: Approx. = Approximately, df = Degree of freedom,
Sig. = Significance.

Some theoretical contributions of this research
are as follows: first, previous studies in hospital-
ity and tourism did not examine the direct effects
of escapism and aesthetics on behavioural inten-
tion (e.g., repurchase/re-patronage/revisit and
recommend intentions); rather, the relationships
were usually mediated by satisfaction (e.g., Jin
et al., 2019; Kim et al., 2021b; Lee et al., 2017;
Taylor Jr et al., 2018). Our research closes the
empirical gaps by providing evidence on the rela-
tionships among the aforementioned variables.
Second, to the best of our knowledge, this is
the first research to investigate the moderating
effects of temporal illusion, a less explored
concept in tourism literature. Previous research
on leisure activities found inconclusive results
for escapism and behavioural intention, as well
as aesthetics and behavioural intention (e.g.,
Han et al., 2022; Jiang and Balaji, 2021; Norris
et al., 2022; Tan, 2017). In this regard, we
contend that the degree to which time is per-
ceived to pass slowly or halt, giving travellers
the impression that their lives are meaningless,
can be used to explain the strength of the associ-
ation between the two aforementioned predic-
tors and their behavioural intention. Third,
while temporal illusion has been discussed in
non-aviation industries (e.g., Bielen and
Demoulin, 2007; Law et al.,, 2004; Tom and
Lucey, 1995; Zhang and Shao, 2019), our
research fills a knowledge gap by investigating
temporal illusion’s role in flight-to-nowhere ser-
vices, a new business model in the airline industry
as a result of the COVID-19 pandemic.
Meanwhile, previous research focus on how time
perception during waiting time affect passengers’
satisfaction. Finally, we bridge the population
gap by examining Hungarian passengers, who
have received less attention in studies on
flight-to-nowhere service.

This research has several managerial implica-
tions: first, our research proves that escapism is a
positive predictor of repurchase intention.
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Table 5. Total variance explained.

Extraction Sums of Squared

Rotation Sums of Squared

Initial Eigenvalues Loadings Loadings
Component  Total % of Var Cum % Total % of Var Cum %  Total % of Var Cum %
| 4.939 35.277 35.277 4939 35.277 35.277 4762 34.015 34.015
2 4.528 32.343 67.620 4528 32.343 67.620 2795 19.961 53.977
3 1.258 8.983 76.603 1.258 8.983 76.603  2.480 17.718 71.695
4 .882 6.298 82.900 .882 6.298 82.900 1.569 11.206 82.900
Notes: Var = Variance, Cum = Cumulative.
Table 6. Rotated component matrix.
Temporal
Component Illu]:ion
| 2 3 4 AV CR " /
ESCI .806 .678 863 Bscapism | - 150*
ESC2 854 —~ /
ESC3 810 295%%x /T Repurchase
AES2 784 654 791 >> Intention
AES3 833 _— R220426
TLNI 872 788 957 T
TLN2 944 Aesthetics A405¥x*
TLN3  .895
TLN4 859
TLN5 824 Figure 2. Final SEM model (notes: **=P < .001;
TLN6 927 *=P <.05).
RPII .857 780 914
RPI4 .903 be an ideal solution when airlines are struggling
RPI5 .889

Notes: ESC = Escapism; AES = Aesthetics; RPl = Repurchase
Intention; TLN = Temporal lllusion.

Flight-to-nowhere  service providers may
improve the on-board elements that help passen-
gers distract their minds from their daily routines
or problems, especially those that occur due to
the COVID-19 pandemic. Second, our research
proves that aesthetics positively predicts repur-
chase intention. Flight-to-nowhere service provi-
ders may improve the interior design of the
cabins and their elements, making them more
aesthetically pleasing and comfortable. Third, to
reduce the effect of temporal illusion, passengers
should be involved in fun activities or provided
with amenities (e.g., games, puzzles) that keep
them engaged throughout the flight. Fourth,
when designing the consumer experience, a
service provider planning to launch a similar
service should consider how hungry consumers
are for vacation. Simulated travel, such as
flight-to-nowhere services, can be an option for
consumers who have not taken a vacation in a
long time. Fifth, flight-to-nowhere service could

to perform due to travel restrictions and have
already incurred significant losses during the
first wave of the COVID-19 pandemic (Kokény
et al., 2022; Miskolczi et al., 2021). There were
also reports of empty or nearly empty planes lit-
tering the skyline as airlines met their contractual
obligations to fly or risk losing their slots, a phe-
nomenon known as ‘ghost flights’ (Gallego and
Font, 2021). This research is expected to
broaden policymakers’ perspectives on alterna-
tive solutions to aggressive acquisitions and busi-
ness restructuring (Suk and Kim, 2021). From a
marketing standpoint, the main advantage is
that airlines can keep in touch with consumers
even when they are unable to provide full ser-
vices. Thus, the unmet need for recreational
activities during the travel restriction is partially
met. Sixth, we see an opportunity to offer the
flight-to-nowhere service to a different market
during times of crisis; the service can be slightly
modified and offered as a training program for
steward and stewardess trainees. In countries
where English is still a barrier, such as
Hungary, the fact that the plane did not leave the
country or cater to foreign tourists means that
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service providers and passengers can communicate
freely throughout the duration of the service.
Passengers can experience airline service at a
lower cost without the hassle of luggage check-in,
lengthy security checks, or the fear of a language
barrier. Furthermore, flight-to-nowhere may help
to reduce partial plane maintenance costs incurred
during the off-season. Finally, in light of the criti-
cisms levelled at this type of service, we would
like to emphasise the importance for the airline
industry of striking a balance between business
and environmental goals. We believe that
flight-to-nowhere service can be a viable strategy
for reducing flight costs and avoiding loss of
flight permits during times of crisis. Nevertheless,
it is not advisable to take advantage of this
service in the wake of the pandemic in order to
boost earnings at the cost of increased carbon
emissions.

Conclusion

The temporary halt in human mobility caused by
the COVID-19 pandemic has had a devastating
impact on the tourism and travel industries world-
wide. Airlines must find new ways to stay afloat,
such as offering flight services that land at the

Table 7. Model fitness.

Fit Recommended

Index  Thresholds Results Notes

SRMR <.07 .057  Good Fit

GFI >.95 923  Acceptable
Fit

NFI > 95 938  Acceptable
Fit

IFI > 95 959  Good Fit

TLI > 95 932 Acceptable
Fit

CFI > 95 959  Good Fit

Notes: SRMR = Standardised Root Mean Squared Residual;
GFl = Goodness of Fit; NFI = Normed Fit Index; IFI =
Incremental Fit Index; TLI = Tucker Lewis Index; CFl=
Comparative Fit Index.

Table 8. Regression weights.

exact location the planes depart, also known as
the flight-to-nowhere. Although the COVID-19
pandemic is not over, travel restrictions are grad-
ually being relaxed, emphasising the need to
investigate the long-term viability of this unique
service. Four variables of interest have been iden-
tified in this research, namely escapism, aesthetics,
temporal illusion and repurchase intention. The
results suggest that escapism and aesthetics are
positive predictors of repurchase intention.
Meanwhile, temporal illusion weakens the associ-
ation between aesthetics and repurchase intention.

We want to point out a few limitations of this
research: First, due to technical difficulties in
reaching out to the appropriate people during
the pandemic, the number of respondents for
this study is relatively small. As a result, a few
model fitness indicators sensitive to the number
of cases (respondents) cannot be displayed.
When the situation is more favourable, and a
similar service is organised again, future research
may retest our model by incorporating more
respondents. Second, to generate a better model
fit during the CFA processes, some items from
the repurchase intention and aesthetics variables
must be removed. Future research may retest
our measurements and theoretical framework.
Third, there was a time lag between service
exposure and the investigation of their experi-
ences with the flight-to-nowhere service. We
acknowledge the possibility of recall bias due to
temporary illusion caused not only by in-flight
elements but also by things they experienced
during the COVID-19 pandemic, such as social
isolation. Future research may employ a different
method, such as experimental design, to better
understand the effect of temporal illusion.
Lastly, we were aware of the debate around the
flight-to-nowhere service in light of unnecessary
carbon dioxide (CO2) and greenhouse gas
(GHG) emissions; however, we did not assess
consumers’ perceptions of the service’s environ-
mental impact. Future research may incorporate
environmental or green attitudes to provide a

Estimate S.E. C.R. P
RPI <--- ESC 281 .075 3.747 Hokok
RPI <--- AES 427 .084 5.057 ok
RPI <--- TLN -.059 .075 -790 -.790
RPI <--- IntESCxTLN .051 .076 667 .504
RPI <--- IntAESXTLN -.154 .076 -2.023 .043

Notes: ESC = Escapism; AES = Aesthetics; TLN = Temporal lllusion; RPI = Repurchase Intention; IntESCXTLN / IntAESXTLN =
Moderating Effects of TLN; S.E. = Standard Error; C.R. = Critical Ratio; P =Significance Level; *** =P < .001
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Figure 3. The moderating effect of temporal illusion (notes: TLN = temporal illusion; AES = aesthetics).

more comprehensive picture of the flight-to-
nowhere service.

Acknowledgements

This work (Laszl6 Kokény’s part) supported by
the UNKP-21-4-1-CORVINUS-55 New National
Excellence Program of The Ministry for
Innovation and Technology from the source of
the National Research, Development and
Innovation Fund.

Declaration of conflicting interests

The author(s) declared no potential conflicts of
interest with respect to the research, authorship,
and/or publication of this article.

Funding

The author(s) disclosed receipt of the following
financial support for the research, authorship,
and/or publication of this article: This work was
supported by the Nemzeti Kutatasi Fejlesztési
és Innovéciés Hivatal, (grant number UNKP-
21-4-I-CORVINUS-55)

ORCID iD
Laszlé Kokény
5375-4082

https:/orcid.org/0000-0001-

References

Addis M and Holbrook MB (2010) Consumers’ identi-
fication and beyond: attraction, reverence, and

escapism in the evaluation of films. Psychology
and Marketing 27(9): 821-845.

Agyeiwaah E, Adam I, Dayour F, et al. (2021)
Perceived impacts of COVID-19 on risk perceptions,
emotions, and travel intentions: evidence from Macau
higher educational institutions. Tourism Recreation
Research 46(2): 195-211.

Ahmadpour N, Lindgaard G, Robert JM, et al. (2014)
The thematic structure of passenger comfort experi-
ence and its relationship to the context features in
the aircraft cabin. Ergonomics 57(6): 801-815.

Anwar S, Nasrullah M and Hosen MIJ (2020)
COVID-19 and Bangladesh: challenges and how
to address them. Frontiers in Public Health §: 154.

Barry K (2021) Unsettling the aesthetics of air travel
through participatory tourist photography. Tourist
Studies 21(3): 404-423.

Bielen F and Demoulin N (2007) Waiting time influ-
ence on the satisfaction—loyalty relationship in ser-
vices. Managing Service Quality: An International
Journal 17(2): 174-193.

Calleja G (2010) Digital games and escapism. Games
and Culture 5(4): 335-353.

Calza F, Pagliuca M, Risitano M, et al. (2020) Testing
moderating effects on the relationships among
on-board cruise environment, satisfaction, perceived
value and behavioral intentions. International
Journal of Contemporary Hospitality Management
32(2): 934-952.

Cannon W (1932) Wisdom of the body. New York:
W.W. Norton. ISBN 978-0393002058.

Chang YW, Hsu PY and Lan YC (2019) Cooperation
and competition between online travel agencies and
hotels. Tourism Management 71: 187-196.


https://orcid.org/0000-0001-5375-4082
https://orcid.org/0000-0001-5375-4082
https://orcid.org/0000-0001-5375-4082

Journal of Vacation Marketing 0(0)

Chen S, Zhou C, LiJ, et al. (2017) Asynchronous intro-
spection theory: the underpinnings of phenomenal
consciousness in temporal illusion. Minds and
Machines 27(2): 315-330.

Chiambaretto P, Mayenc E, Chappert H, et al. (2021)
Where does flygskam come from? The role of citi-
zens’ lack of knowledge of the environmental
impact of air transport in explaining the develop-
ment of flight shame. Journal of Air Transport
Management 93: 102049.

Chiu AS, Aviso KB, Baquillas J, et al. (2020) Can dis-
ruptive events trigger transitions towards sustain-
able consumption? Cleaner and Responsible
Consumption 1: 100001.

ChuaBL, Jin N, Lee S, et al. (2014) Influence of mech-
anic, functional, and humanic clues on customers’
experiential values and behavioral intentions in
full-service restaurants. Journal of Foodservice
Business Research 17(2): 67-84.

Conti R (2001) Time flies: investigating the connection
between intrinsic motivation and the experience of
time. Journal of Personality 69(1): 1-26.

Edwards AM and McCormick A (2017) Time percep-
tion, pacing and exercise intensity: maximal exer-
cise distorts the perception of time. Physiology
and Behavior 180: 98-102.

Faiyetole AA and Temitope BY (2018) Pre-flight con-
siderations, in-flight services, and post-flight recep-
tions: factors influencing passengers’ international
airline choices. Journal of Air Transport Studies
9(2): 1-23.

Fu YK and Wang YJ (2020) Experiential value influ-
ences authentic happiness and behavioural intention:
lessons from Taiwan’s tourism accommodation
sector. Tourism Review 76(1): 289-303.

Gallego I and Font X (2021) Changes in air passenger
demand as a result of the COVID-19 crisis: using
big data to inform tourism policy. Journal of
Sustainable Tourism 29(9): 1470-1489.

Gammon S and Ramshaw G (2021) Distancing from
the present: nostalgia and leisure in lockdown.
Leisure Sciences 43(1-2): 131-137.

Gopalakrishnan S and Kovoor-Misra S (2021)
Understanding the impact of the COVID-19 pan-
demic through the lens of innovation. BRQ
Business Research Quarterly 24(3): 224-232.

Gorodeisky K (2021) On liking aesthetic value.
Philosophy and Phenomenological Research
102(2): 261-280.

Graziosi M and Yaden D (2021) Interpersonal awe:
exploring the social domain of awe elicitors. The
Journal of Positive Psychology 16(2): 263-271.

Hair JF, Black WC, Babin BJ, et al. (2014)
Multivariate data analysis, Seventh Edition.
Essex: Pearson Education Limited Harlow.

Han W, Jiang W, Tang J, et al. (2022) Indirect
customer-to-customer interactions and experiential
value: examining solo and social diners. International
Journal of Contemporary Hospitality Management
34(5): 1668-1691.

Hastall MR (2017) Escapism. The International
Encyclopedia of Media Effects: 1-8. https:/doi.
org/10.1002/9781118783764.wbieme0154.

Hosany S and Witham M (2010) Dimensions of crui-
sers’ experiences. Satisfaction, and Intention to
Recommend. Journal of Travel Research 49(3):
351-364.

Huang YC, Chang LL, Yu CP, et al. (2019) Examining
an extended technology acceptance model with
experience construct on hotel consumers’ adoption
of mobile applications. Journal of Hospitality
Marketing and Management 28(8): 957-980.

Irimias AR and Mitev AZ (2020) Lockdown captivity:
the wish to break out and travel. Current Issues in
Tourism 24(19): 2706-27009.

Itani OS and Hollebeek LD (2021) Light at the end of
the tunnel: wvisitors’ virtual reality (versus
in-person) attraction site tour-related behavioral
intentions during and post-COVID-19. Tourism
Management 84: 104290.

Jaszberényi M and Miskolczi M (2020) Danube Cruise
Tourism as a Niche Product—An Overview of the
Current Supply and Potential. Sustainability
12(11). http:/doi.org/10.3390/su12114598

Jiang Y and Balaji MS (2021) Getting unwired: What
drives travellers to take a digital detox holiday?
Tourism Recreation Research. In Press. https:/
doi.org/10.1080/02508281.2021.1889801.

Jin N, Merkebu J and Line ND (2019) The examination
of the relationship between experiential value and
price fairness in consumers’ dining experience.
Journal of Foodservice Business Research 22(2):
150-166.

Jones S, Cronin J and Piacentini MG (2018) Mapping
the extended frontiers of escapism: binge-watching
and hyperdiegetic exploration. Journal of
Marketing Management 34(5-6): 497-508.

Joshi M and Sadhale M (2022) Revenge Tourism: An
overview of the phenomenon in India. Kesari
Mahratta Trust 1(2): =5.

Jouhki H and Oksanen A (2021) To get high or to
get out? Examining the link between addictive
behaviors and escapism. Substance Use and
Misuse: 1-10. https:/doi.org/10.1080/10826084.
2021.2002897.

Juslin PN, Ingmar E and Danielsson J (2021) Aesthetics
judgments of music: Reliability, consistency, criteria,
self-insight, and expertise. Psychology of Aesthetics,
Creativity, and the Arts. In press. https:/psycnet.apa.
org/doi/10.1037/aca0000403.


https://doi.org/10.1002/9781118783764.wbieme0154
https://doi.org/10.1002/9781118783764.wbieme0154
https://doi.org/10.1002/9781118783764.wbieme0154
http://doi.org/10.3390/su12114598
http://doi.org/10.3390/su12114598
https://doi.org/10.1080/02508281.2021.1889801
https://doi.org/10.1080/02508281.2021.1889801
https://doi.org/10.1080/02508281.2021.1889801
https://doi.org/10.1080/10826084.2021.2002897
https://doi.org/10.1080/10826084.2021.2002897
https://doi.org/10.1080/10826084.2021.2002897
https://psycnet.apa.org/doi/10.1037/aca0000403
https://psycnet.apa.org/doi/10.1037/aca0000403
https://psycnet.apa.org/doi/10.1037/aca0000403

Kékény

Kaiser HF (1974) An index of factorial simplicity.
Psychometrika 39(1): 31-36.

Karasakal S and Albayrak T (2022) How to create flow
experience during travel: the role of destination
attributes. Journal of Vacation Marketing 28(3):
303-318.

Kardefelt-Winther D (2014) The moderating role of
psychosocial well-being on the relationship
between escapism and excessive online gaming.
Computers in Human Behavior 38: 68-74.

Kaszas F (2020) ‘Flights to ‘Nowhere’ Available in
Hungary First in Europe. Hungary Today. https:/
hungarytoday.hu/flights-to-nowhere-hungary-scenic-
flights-europe.

Kaur G and Kaur C (2020) COVID-19 and the rise of
the new experience economy. FIIB Business
Review 9(4): 239-248.

Kim EEK, Seo K and Choi Y (2021a) Compensatory
travel post COVID-19: cognitive and emotional
effects of risk perception. Journal of Travel
Research: 004728752110489. https:/doi.org/10.
1177/00472875211048930.

Kim JN and Lee BM (2018) Risk management of free
radicals involved in air travel syndromes by antiox-
idants. Journal of Toxicology and Environmental
Health. Part B 21(2): 47-60.

Kim OS and Geistfeld LV (2007) A comparative study
of personal time perspective differences between
Korean and American college students. Journal of
Studies in International Education 11(2): 227-238.

Kim SH, Yoo SR and Jeon HM (2021b) The role of
experiential value, novelty, and satisfaction in
robot barista coffee shop in South Korea:
COVID-19 crisis and beyond. Service Business:
1-20. In press. https:/doi.org/10.1007/s11628-
021-00467-4.

Klincewicz M (2014) Understanding perception of time
in terms of perception of change. Procedia-Social
and Behavioral Sciences 126: 58-63.

Kokény L, Kenesei Z and Neszveda G (2022) Impact
of COVID-19 on different business models of
European airlines. Current Issues in Tourism
25(3): 458-474.

Kokény L and Kiss K (2021) There is a time and a
place for everything (and for everyone). Regional
Statistics 11(2): 136-164.

Koklic MK, Kukar-Kinney M and Vegelj S (2017) An
investigation of customer satisfaction with low-cost
and full-service airline companies. Journal of
Business Research 80: 188—196.

Kotler P and Levy SJ (1969) A new form of marketing
myopia: rejoinder to professor luck. Journal of
Marketing 33(3): 55-57.

Kroyan Y, Wojcieszyk M, Kaario O, et al. (2022)
Modeling the impact of sustainable aviation fuel

properties on end-use performance and emissions
in aircraft jet engines. Energy 255: 124470.

Law AK, Hui YV and Zhao X (2004) Modeling repur-
chase frequency and customer satisfaction for fast
food outlets. International Journal of Quality and
Reliability Management 21(5): 545-563.

Lee W, Sung H, Suh E, et al. (2017) The effects of fes-
tival attendees’ experiential values and satisfaction
on re-visit intention to the destination: the case of a
food and wine festival. International Journal of
Contemporary Hospitality Management 29(3):
1005-1027.

Li L and Tian Y (2020) Aesthetic preference and time:
preferred painting dilates time perception. SAGE
Open 10(3): 2158244020939905.

LiS, Jiang Y, Cheng B, et al. (2021) The effect of flight
delay on customer loyalty intention: the moderating
role of emotion regulation. Journal of Hospitality
and Tourism Management 47: 72-83.

Liu X, Hang Y, Wang Q, et al. (2020) Flying into the
future: a scenario-based analysis of carbon emis-
sions from China’s civil aviation. Journal of Air
Transport Management 85: 101793.

Longeway JL (1990) The rationality of escapism and
self-deception. Behavior and Philosophy 18(2):
1-20. https:/www.jstor.org/stable/27759220.

Mainardes EW, de Melo RFS and Moreira NC (2021)
Effects of airport service quality on the corporate
image of airports. Research in Transportation
Business and Management 41: 100668.

Maneenop S and Kotcharin S (2020) The impacts of
COVID-19 on the global airline industry: an
event study approach. Journal of Air Tramsport
Management 89: 101920.

Manthiou A, Lee SA, Tang LR, et al. (2014) The
experience economy approach to festival market-
ing: vivid memory and attendee loyalty. Journal
of Services Marketing 28(1): 22-35.

Maunier C and Camelis C (2013) Toward an identifica-
tion of elements contributing to satisfaction with the
tourism experience. Journal of Vacation Marketing
19(1): 19-39.

Miskolczi M, Jaszberényi M and Téth D (2021)
Technology-Enhanced airport services—attractive-
ness from the Travelers’ perspective. Sustainability
13(2): 05.

Musselwhite C, Avineri E and Susilo Y (2021)
Restrictions on mobility due to the coronavirus
Covid19: threats and opportunities for transport and
health. Journal of Transport & Health 20: 101042.

Norris CL, Russen M and Taylor SJr (2022) Expanding
the experiential value scale to predict independent
restaurant dining intent. Journal of Hospitality
and Tourism Insights. In Press. https:/doi.org/10.
1108/JHTI-09-2021-0252.


https://hungarytoday.hu/flights-to-nowhere-hungary-scenic-flights-europe
https://hungarytoday.hu/flights-to-nowhere-hungary-scenic-flights-europe
https://hungarytoday.hu/flights-to-nowhere-hungary-scenic-flights-europe
https://hungarytoday.hu/flights-to-nowhere-hungary-scenic-flights-europe
https://doi.org/10.1177/00472875211048930
https://doi.org/10.1177/00472875211048930
https://doi.org/10.1177/00472875211048930
https://doi.org/10.1007/s11628-021-00467-4
https://doi.org/10.1007/s11628-021-00467-4
https://doi.org/10.1007/s11628-021-00467-4
https://www.jstor.org/stable/27759220
https://www.jstor.org/stable/27759220
https://doi.org/10.1108/JHTI-09-2021-0252
https://doi.org/10.1108/JHTI-09-2021-0252
https://doi.org/10.1108/JHTI-09-2021-0252

Journal of Vacation Marketing 0(0)

Overmars S and Poels K (2015) How product represen-
tation shapes virtual experiences and re-patronage
intentions: the role of mental imagery processing
and experiential value. The International Review
of Retail, Distribution and Consumer Research
25(3): 236-259.

Park H, Lim H and Kim YK (2013) Experiential value:
application to innovative consumer technology pro-
ducts. Journal of Customer Behaviour 12(1): 7-24.

Ponsignon F, Lunardo R and Michrafy M (2020) Why
are international visitors more satisfied with the
tourism experience? The role of hedonic value.
Escapism, and Psychic Distance. Journal of
Travel Research 60(8): 1771-1786.

Poria Y and Beal J (2017) An exploratory study about
obese people’s flight experience. Journal of Travel
Research 56(3): 370-380.

Power SE (2011) Temporal illusions — philosophical
considerations. In: Multidisciplinary Aspects of
Time and Time Perception. Berlin, Heidelberg:
Springer, pp.11-35.

Pratt S and Tolkach D (2022) Ethical-decision making
of ‘Flights to Nowhere’passengers in the
COVID-19 and climate change era. Current
Issues in Tourism. In press. https:/doi.org/10.
1080/13683500.2022.2038090.

Prayag G, Hosany S, Muskat B, et al. (2017)
Understanding the relationships between Tourists’
emotional experiences, perceived overall image,
satisfaction, and intention to recommend. Journal
of Travel Research 56(1): 41-54.

Ramelli S and Wagner AF (2020) Feverish stock price
reactions to COVID-19. The Review of Corporate
Finance Studies 9(3): 622—655.

Sadava SW, Thistle R and Forsyth R (1978) Stress,
escapism and patterns of alcohol and drug use.
Journal of Studies on Alcohol 39(5): 725-736.

Salim E, Ravanel L and Gauchon C (2021) Aesthetic
perceptions of the landscape of a shrinking
glacier: evidence from the Mont Blanc massif.
Journal of Outdoor Recreation and Tourism 35:
100411.

Schmidt NB, Richey JA, Zvolensky MJ, et al. (2008)
Exploring human freeze responses to a threat stres-
sor. Journal of Behavior Therapy and Experimental
Psychiatry 39(3): 292-304.

Schreiber JB, Nora A, Stage FK, et al. (2006)
Reporting structural equation modeling and con-
firmatory factor analysis results: a review. The
Journal Of Educational Research 99(6): 323-338.

Shook CL, Ketchen DJJr, Hult GTM, et al. (2004) An
assessment of the use of structural equation model-
ing in strategic management research. Strategic
Management Journal 25(4): 397-404.

Smith M (2003) Holistic holidays: tourism and the rec-
onciliation of body, mind and spirit. Tourism
Recreation Research 28(1): 103-108.

Smith MK, Pinke-Sziva I, Berezvai Z, et al. (2022) The
changing nature of the cultural tourist: motivations,
profiles and experiences of cultural tourists in
Budapest Journal of Tourism and Cultural
Change 20(1-2): 1-19.

Straughan ER (2015) The smell of the moon. Cultural
Geographies 22(3): 409—426.

Su DN, Tran KPT, Nguyen LNT, et al. (2022)
Modeling behavioral intention toward traveling in
times of a health-related crisis. Journal of
Vacation Marketing 28(2): 135-151.

Suk M and Kim W (2021) COVID-19 and the airline
industry: crisis management and resilience.
Tourism Review 76(4): 984-998.

Syahrivar J, Chairy C, Juwono ID, et al. (2022b) Pay to
play in freemium mobile games: a compensatory
mechanism. International Journal of Retail and
Distribution Management 50(1): 117-134.

Syahrivar J, Genoveva G, Chairy C, et al. (2021)
COVID-19-induced hoarding intention among
the educated segment in Indonesia. SAGE Open
11: 2.

Syahrivar J, Hermawan SA, Gyulavari T, et al. (2022a)
Religious compensatory consumption in the islamic
context: the mediating roles of religious social
control and religious guilt. Asia Pacific Journal of
Marketing and Logistics 34(4): 739-758.

Tan KPS and Li X (2021) To guilt or to vacation: con-
straining effects of guilt on vacation decisions.
Journal of Travel Research 60(8): 1692—1713.

Tan WK (2017) Repeat visitation: a study from the per-
spective of leisure constraint, tourist experience,
destination images, and experiential familiarity.
Journal of Destination Marketing and Management
6(3): 233-242.

Taylor SJr, DiPietro RB and So KKF (2018) Increasing
experiential value and relationship quality: an
investigation of pop-up dining experiences.
International Journal of Hospitality Management
74: 45-56.

Thomaselli R (2020) New Data Says Many Americans
Would Take ‘Flight to Nowhere’. Travelpulse.com.
Retrieved from: https:/www.travelpulse.com/news/
airlines/new-data-says-many-americans-would-take-
flight-to-nowhere.html.

Tom G and Lucey S (1995) Waiting time delays and
customer satisfaction in supermarkets. Journal of
Services Marketing 9(5): 20-29.

Torres EN, Ridderstaat J and Wei W (2021a) Negative
affectivity and people’s return intentions to hospi-
tality and tourism activities: the early stages of


https://doi.org/10.1080/13683500.2022.2038090
https://doi.org/10.1080/13683500.2022.2038090
https://doi.org/10.1080/13683500.2022.2038090
https://www.travelpulse.com/news/airlines/new-data-says-many-americans-would-take-flight-to-nowhere.html
https://www.travelpulse.com/news/airlines/new-data-says-many-americans-would-take-flight-to-nowhere.html
https://www.travelpulse.com/news/airlines/new-data-says-many-americans-would-take-flight-to-nowhere.html
https://www.travelpulse.com/news/airlines/new-data-says-many-americans-would-take-flight-to-nowhere.html

Kékény

COVID-19. Journal of Hospitality and Tourism
Management 49: 89-100.

Torres EN, Wei W and Ridderstaat J (2021b) The
adventurous tourist amidst a pandemic: effects of
personality, attitudes, and affect. Journal of
Vacation Marketing: 135676672110632. https:/
doi.org/10.1177/13567667211063208.

Townsend D (2013) Hume’s Aesthetic Theory:
Sentiment and Taste in the History of Aesthetics.
London, UK: Routledge.

Tung VS and Ritchie JB (2011) Investigating the mem-
orable experiences of the senior travel market: an
examination of the reminiscence bump. Journal of
Travel and Tourism Marketing 28(3): 331-343.

Vlachos I and Lin Z (2014) Drivers of airline loyalty:
evidence from the business travelers in China.
Transportation Research Part E: Logistics and
Transportation Review 71: 1-17.

Wallisch P (2008) An odd sense of timing. Scientific
American Mind 19(1): 36-43.

Wang J and Xia L (2021) Revenge tourism: nostalgia and
desire for leisure travel post COVID-19. Journal of
Travel and Tourism Marketing 38(9): 935-955.

Wang J, Zhi JY, Xiang ZR, et al. (2021) Enhancing air-
craft cabin comfort to compete with high—speed
trains: a survey in China. Human Factors and
Ergonomics in  Manufacturing and  Service
Industries 31(3): 300-315.

Wei W (2019) Research progress on virtual reality
(VR) and augmented reality (AR) in tourism and
hospitality: a critical review of publications from
2000 to 2018. Journal of Hospitality and Tourism
Technology 10(4): 539-570.

Wu AQ and Lau VMC (2022) COVID-19-induced
negative emotions and the impacts on personal
values and travel behaviors: a threat appraisal per-
spective. Journal of Hospitality and Tourism
Management 51: 143-155.

Xu C and Witlox F (2022) Understanding total evacu-
ation time perception in airplane emergency: a
stated preference approach. Safety Science 146:
105540.

Yeoman [ and McMahon-Beattie U (2006)
Understanding the impact of climate change on
Scottish tourism. Journal of Vacation Marketing
12(4): 371-379.

Yoon S and Oh JC (2016) A cross—national validation
of a new retaill customer equity model.
International Journal of Consumer Studies 40(6):
652-664.

Yusupova A, Supolkina N, Shved D, et al. (2022)
Subjective perception of time in space flights and
analogs. Acta Astronautica 196: 238-243.

Zaman U, Barnes SJ, Abbasi S, et al. (2022) The bridge
at the end of the world: linking expat’s pandemic
fatigue, travel FOMO, destination crisis marketing,
and vaxication for “greatest of all trips”.
Sustainability 14(4): 2312.

Zenker S and Kock F (2020) The coronavirus pan-
demic — A critical discussion of a tourism research
agenda. Tourism Management 81: 104164.

Zhang Y and Shao BJ (2019) Influence of service-entry
waiting on customer’s first impression and satisfac-
tion: the moderating role of opening remark and
perceived in-service waiting. Journal of Service
Theory and Practice 29(5/6): 565-591.


https://doi.org/10.1177/13567667211063208
https://doi.org/10.1177/13567667211063208
https://doi.org/10.1177/13567667211063208

	 Introduction
	 Literature review
	 Revenge vacation
	 Escapism
	 Repurchase intention
	 Aesthetics
	 Temporal illusion
	 The moderating effects of temporal illusion

	 Methodology
	 Findings

	 Discussion
	 Conclusion
	 Acknowledgements
	 References


<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile ()
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 5
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness false
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages false
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Average
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages false
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Average
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages false
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Average
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /PDFX1a:2003
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError false
  /PDFXTrimBoxToMediaBoxOffset [
    33.84000
    33.84000
    33.84000
    33.84000
  ]
  /PDFXSetBleedBoxToMediaBox false
  /PDFXBleedBoxToTrimBoxOffset [
    9.00000
    9.00000
    9.00000
    9.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000500044004600206587686353ef901a8fc7684c976262535370673a548c002000700072006f006f00660065007200208fdb884c9ad88d2891cf62535370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef653ef5728684c9762537088686a5f548c002000700072006f006f00660065007200204e0a73725f979ad854c18cea7684521753706548679c300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /ETI <>
    /FRA <>
    /GRE <>

    /HRV <>
    /HUN <>
    /ITA <>
    /JPN <>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020b370c2a4d06cd0d10020d504b9b0d1300020bc0f0020ad50c815ae30c5d0c11c0020ace0d488c9c8b85c0020c778c1c4d560002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken voor kwaliteitsafdrukken op desktopprinters en proofers. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
    /ENU (Use these settings to create Adobe PDF documents for quality printing on desktop printers and proofers.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames false
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks true
      /AddColorBars false
      /AddCropMarks true
      /AddPageInfo true
      /AddRegMarks false
      /BleedOffset [
        9
        9
        9
        9
      ]
      /ConvertColors /NoConversion
      /DestinationProfileName ()
      /DestinationProfileSelector /NA
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure true
      /IncludeBookmarks true
      /IncludeHyperlinks true
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MarksOffset 6
      /MarksWeight 0.250000
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /NA
      /PageMarksFile /RomanDefault
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /LeaveUntagged
      /UseDocumentBleed false
    >>
    <<
      /AllowImageBreaks true
      /AllowTableBreaks true
      /ExpandPage false
      /HonorBaseURL true
      /HonorRolloverEffect false
      /IgnoreHTMLPageBreaks false
      /IncludeHeaderFooter false
      /MarginOffset [
        0
        0
        0
        0
      ]
      /MetadataAuthor ()
      /MetadataKeywords ()
      /MetadataSubject ()
      /MetadataTitle ()
      /MetricPageSize [
        0
        0
      ]
      /MetricUnit /inch
      /MobileCompatible 0
      /Namespace [
        (Adobe)
        (GoLive)
        (8.0)
      ]
      /OpenZoomToHTMLFontSize false
      /PageOrientation /Portrait
      /RemoveBackground false
      /ShrinkContent true
      /TreatColorsAs /MainMonitorColors
      /UseEmbeddedProfiles false
      /UseHTMLTitleAsMetadata true
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


