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1. Introduction

According to the Gallup (2018) survey, people’s feelings of unhappiness reached record levels
globally. This is a trend that could be costly for societies given that happiness has been linked
to creativity and innovation (Baas et al., 2008), population health (Cohen et al., 2006), and chil-
dren’s social and emotional well-being experience (Durlak et al., 2011) among other factors. The
COVID-19 pandemic has negatively impacted people’s emotional and psychological well-being
and emerging evidence suggests that the pandemic shock has negatively impacted happiness
dynamics (Rossouw et al., 2021). The pandemic has also adversely influenced people’s willingness
to travel (Hao et al., 2021).

Tourism has been identified as one of the life domains that leads to happiness (McCabe &
Johnson, 2013) and is furthermore associated with non-material aspects of well-being (Li, 2000).
Going on a holiday can raise people’s overall life satisfaction, even for those who are not happy
with some domains of their lives (McCabe et al., 2010). Tourism has been acknowledged as a self-
initiated commercial enterprise that creates happiness (Gilbert & Abdullah, 2004; Pearce et al., 2010).

In this research, we investigate whether the destinations’ levels of happiness have any impact on
the international tourists’ choices to spend more on travelling inside the destination countries. In
particular, we refer to spending by inbound tourists on travel within the destination country and
public transport, such as rail, bus, ferry, air, taxis, and cruise. We extend the study of Gholipour
et al. (2016, p. 252), who showed that ‘international tourists prefer to travel to, and spend more
in, happier countries’. Our study differs from Gholipour et al. (2016) as unlike them we focus on inter-
national tourists’ travelling behaviour inside a country rather than the overall attractiveness of a
happier destination to inbound tourism.
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Similarly, Huang et al. (2021) provided evidence that Chinese tourists prefer to travel to countries
that have higher levels of happiness. This is because people have a fundamental preference for
experiencing happiness. If a nation’s happiness is intrinsic merit that fascinates foreign tourists, it
would be reasonable to conjecture that tourists may decide to spend more on travelling within a
destination where residents are happier.

Our justification can be supported by evidence that the intangible novelty of destinations, such
as their cultural attributes, motivates tourists to travel more inside a destination (Gholipour et al.,
2016; Haldrup, 2004; Zoltan & McKercher, 2015). It has been shown that people seeking cultural
novelty are more active and travel widely through a destination to experience the local culture
and learn more about the history and lifestyle (Jovicic, 2016). In cultural tourism, the role of
values and norms, as countries’ cultural elements, have also been highlighted as major attractions
for visitors (Poria et al., 2003). As such, national happiness as a non-physical asset may encourage
international tourists to extend their visit to a destination and inspire visitors to spend more on tra-
velling. Travelling to regional areas provides tourists the opportunity to experience the emotional
and psychological experiences of being around happy hosts (Reisinger, 1994). That is, the value
of contented hosts makes a traveller's trip more memorable (Bimonte & Faralla, 2016) and are
more willing to support the development of the tourism sector (Bimonte & Faralla, 2016; Snaith
& Haley, 1999). These factors ultimately lead to maintaining and attracting more tourists.

To the best of our knowledge, very few panel data studies exist that investigate the determinants
of tourist movements across countries (e.g. Cooper, 1981; Dibb, 2000; Gitelson & Kerstetter, 1990;
Poria et al., 2003). Controlling for the major determinants of tourists’ travelling inside a destination
and using cross-sectional and panel data for more than 50 countries, we find evidence that inter-
national tourists spend more on travelling within happier destinations.

Our study contributes to the literature by introducing an innovative explanatory variable to
the modelling of the tourism movement. Understanding tourist movement informs the
decision-making process of tourism managers in their infrastructure and transport development,
marketing campaigns, and improving tourists’ experience (Vu et al,, 2015; Zhao et al., 2018). The
travel and tourism sector significantly contributes to economic growth throughout the world (e.g.
Al-mulali et al., 2014). According to WTTC (2018), in 2017 the contributions of this sector to global
gross domestic product (GDP) and employment were 10.4 and 9.9 percent, respectively. This
study enhances our understanding of factors that influence tourist travel motivation inside a des-
tination. A better understanding of the determinants of tourism spending can inform policy-
makers and stakeholders about the policies that can revive the tourism sector and drive
tourists back to the pre-pandemic levels. Tourism authorities usually emphasize their countries’
valuable tangible assets, such as historical and natural landmarks, to encourage international
tourist arrivals (e.g. Buckley, 2004; Yang et al., 2010). The country’s endogenous amenities have
been reported to have preeminent impacts on international tourist happiness inside a destination
(Bernini et al., 2020).

In this study, we suggest that intangible attractiveness such as widespread happiness in a country
(e.g. Gholipour et al., 2016) can provoke international tourists to spend more on travelling within a
destination. This may assist authorities with strategies to promote inbound travels, which can bring
economic development to regional areas suffering from a lack of alternative industries.

The rest of this paper is structured as follows: Section 2 reviews the relevant literature; Section 3
describes the data and variables; Section 4 presents and discusses the methodology and results;
Section 5 concludes the paper.

2. Literature review

In this section, we present some background information about the human fundamental preference
for exposure to happiness, relations between happiness, as a cultural attribute, and tourism activi-
ties, and the implications of tourists’ movement behaviour.
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2.1. Happiness: a fundamental desire

The pursuit of happiness has been considered one of the most important goals of modern society
and thus the aim of public policies (Kluger, 2013). Recently, New Zealand, as the first Western
country, prioritized the well-being of its citizens over economic growth and announced it will
base its entire budget on the happiness of its people (Cuming, 2019). Similarly, since 1971,
Bhutan rejected GDP as the only measure of national progress. They have emphasized the gross
national happiness (GNH), spiritual, physical, and social well-being of its citizens, and health of the
natural environment as determinants of prosperity (Kelly, 2012).

Psychological studies have documented that emotional states are transferable from one individ-
ual to another (Knight & Gunatilaka, 2009; Van Kleef et al., 2004). Fowler and Christakis (2008) found
that the likelihood of an individual’s happiness increases by 25% if the person resides close to happy
friends, spouse, or siblings (within the proximity of one mile) as happiness is a collective
phenomenon.

People are attracted to objects and places that make them happy (Probyn, 2005). Emotions shape
what we do, how we do things, and where we go (Ahmed, 2008). Researchers have also found that
being in a positive mood affects cognitive processing, which can influence the individuals’ decision-
making processes (Mogilner et al., 2011). Mehrabian and Russell (1974) show that the environment
influences an individual’s emotional reactions. For example, a positive perception of the shopping
environment positively influences consumer spending. Similarly, in the field of tourism, Bimonte
and Faralla (2012) identify a positive relationship between tourists’ happiness and their spending
behaviour.

2.2. Cultural novelty, tourism, and happiness

The potential link between a nation’s happiness and international tourists’ expenditures on travelling
inside a destination may be explained by the studies that indicate people who are interested in the
tangible and intangible novelty of destinations travel more inside a destination (Haldrup, 2004;
Zoltan & McKercher, 2015).

Cultural tourism has received growing attention over the past two decades (Cetin & Bilgihan,
2016). Culture can be defined as collective ways of thinking, behaving, and feeling that dis-
tinguish a group of people from others (Hofstede et al., 2005). Cultural tourism is a form of tra-
velling that seeks aesthetic, intellectual, emotional, or psychological cultural experiences
(Reisinger, 1994). Cultural tourists usually travel to learn and experience the local culture and
get involved with the lifestyle and heritage offerings of communities (Chen & Rahman, 2018;
Curtin, 2002; Silberberg, 1995).

Researchers have identified common patterns among cultural tourists. They are usually educated
with a good income. They also spend more time and money on their vacation (Silberberg, 1995).
Masiero and Zoltan (2013) found that people who seek cultural novelty are more likely to travel
extensively through a destination to try new food and visit historical places. The length of stay
and the expenditure of these tourists extends if they find more cultural activities to attend.
Jovicic (2016) also provided evidence that cultural tourists are more active during their visits.
Cetin and Bilgihan (2016) indicated that cultural visitors have a desire to experience real life in
the regional areas and go beyond the standardized tourism experience. As such, they may travel
more to areas beyond main tourist attractions.

Most studies often concentrate on tangible aspects of nations’ cultural capital including heritage,
art, history, clothing, and architecture to measure the cultural attractiveness of countries (Quan &
Wang, 2004). However, recently there is a shift toward studying the importance of intangible
forms of culture such as values and norms among tourism researchers (Jovicic, 2016). For
example, Nawijn and Peeters (2010) showed that freedom in choosing a destination is one of the
most important determinants of tourists’ happiness. Nawijn and Biran (2019) examined the
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significance of emotions in psychology, consumer behaviour, and tourism. Gholipour et al. (2014)
showed that cultural values are important for tourist spending.

Gholipour et al. (2016) introduced a nation’s happiness as an intangible value that attracts
international tourists. They showed that international tourists not only prefer to travel to
happier countries, but they also tend to spend more in these countries. It is because some indi-
viduals travel for emotional experience to ‘feel’ rather than to ‘gaze’ (Poria et al., 2003). Chen and
Li (2018) implied that the transmission of happiness from local residents to tourists through tour-
ists’ experience of the local lifestyle can be seen as an extension of spillover theory from a geo-
graphical point of view. More recently, Huang et al. (2021) showed that the happiness level of a
destination country is positively and significantly associated with Chinese tourist arrivals in that
country. The authors suggested that the happiness level of the destination country is the pull
factor for Chinese tourists. Paniagua et al. (2022) revealed that happiness at a destination is a
significant tourist attraction, and cultural distance moderates this relationship. That is, tourists
with similar cultural origins or backgrounds can better interpret the happiness of residents at
their destinations. Lee et al. (2021) also found that the host country’s happiness is significantly
associated with higher revenues from international tourism. Chen and Li (2018) provided evi-
dence that it is possible to predict the level of tourists’ happiness using destination attributes.
They found destination image is positively associated with life satisfaction, eudaimonia, and
affect.

In recent years, some countries have launched tourism campaigns aiming to promote a happy
image of their countries and attract more international tourists. Fiji's global campaign of ‘Fiji-
where happiness finds you’ and ‘Thailand Happiness Deal’ are some examples.

Several studies have examined other aspects of the tourism-happiness nexus and concentrated
on the effect of tourism on the happiness of local people. For example, Rivera et al. (2016) found
that tourism development is positively related to individuals’ happiness in Aruba. However, in a
recent study on the effects of tourism development on residents’ happiness, Godovykh et al.
(2021) showed that tourism arrivals have positive effects on residents’ happiness only in the long
term and this relationhip is negative in the short term. A community’s support is crucial for successful
implementations of tourism attraction strategies as friendly and hospitable hosts can shape memor-
able experiences for tourists, which increases the likelihood of their returning to a destination
(Andereck & Nyaupane, 2011; Kim et al., 2013; Nawijn & Mitas, 2012).

In the present study, building on the discussions above, we extend the research of Gholipour et al.
(2016). We argue that if national happiness is an initial motivational factor for travelling, it can ignite
further travelling inside a destination as tourists may seek higher levels of cultural contact and inter-
action with citizens of countries with high happiness scores. This is because when tourists recognize
their travel motivation, they search for signs in situations, events, and destinations to satisfy their
desire (Lam & Hsu, 2006; Tigre Moura, Gnoth, & Deans, 2015). As such, we propose the following
hypothesis:

Hypothesis 1: There is a positive association between a nation’s happiness and international tourists’ spending on
traveling inside a destination.

2.3. Tourists’” movements

Tourist movements explain the ‘behavior of a tourist leaving their origin to reach certain destinations
and moving around within each destination’ (Zhao et al., 2018, p. 368). Different travel patterns can
reflect how people make sense of places and sites (Mckercher & Lau, 2008). Understanding tourist
movement informs the decision-making process of destination planners (Vu et al., 2015). Some of
the practical implications may include ‘infrastructure and transport development, product develop-
ment, destination planning, and the planning of new attractions, as well as management of the
social, environmental, and cultural impacts of tourism’ (Lew & McKercher, 2006, p. 404). Targeted
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marketing is another benefit of a deeper insight into tourist preferences and movement patterns
(Chancellor & Cole, 2008; Xia et al., 2009).

Dibb (2000) segmented the movement patterns of tourists based on their socio-demographics,
psychological and behavioural characteristics. In terms of socio-demographic factors, Gitelson and
Kerstetter (1990) explored the impacts of age, gender, and income, reporting that younger tourists
preferred leisure travel while women and middle-income tourists preferred exploratory travel.
Cooper (1981) found that tourists with a lower income level visit fewer attractions and stay
longer. He also showed that tourists of different age groups sought different attractions.

3. Data and variables

To test our proposition, we employ yearly data for 58 countries worldwide. The sample includes all
those countries for which information on tourists’ expenditures on travelling inside a destination is
obtainable. Table A1 in Appendix shows the list of countries. The sample countries account for
around 80% of the world’s international inbound tourists in 2017 (World Bank, 2019b) and more
than 92 percent of the world’s outputs (2010 US$) in 2017 (World Bank, 2019a).

The dependent variable is EXPND (i.e. expenditure on travelling inside a country) and is con-
structed by dividing inbound receipts on travel inside the destination (USD million, constant 2018
prices) by the number of leisure arrivals (000 trips). Inbound receipts on travel inside the destination
are the spending by inbound tourists on travel inside the destination country. This includes tourists’
spending on all local and public transport, such as rail, bus, ferry, air, taxis, and cruise. The detailed
descriptions and data sources of this variable and other variables used in this study are shown in
Table A2 in the Appendix.

The main independent variable is happiness. To ensure the robustness of the results we use two
proxies for measuring national happiness in our analyses:

(1) Average Happiness in Nations over 2005-2014 (HAPPINESS) of the World Database of Happiness
which records ‘How much people enjoy their life-as-a-whole on a scale of 0-10". The score for
each country ranges from 10 (totally satisfied) to 0 (totally dissatisfied). The top three happiest
countries in our sample over the period 2005-2014 were Denmark (8.4) and Mexico (8.3) and
Canada (8). On the other hand, the least happy nations were in Africa and East Europe: Egypt
(5.5), Morocco (5.3), Ukraine (5.1), Kenya (4.7), and Bulgaria (4.6). It should be noted that the
period of study is dictated by the availability of data.

(2) The Happy Planet Index (HAPPYPLANET) of the New Economics Foundation ranges countries
from >44.6 (Best) to <16.8 (Worst). Data for the index are available for 2006, 2009, 2012, and
2016. The period of study for this analysis is dictated by the accessibility of data at the time
of conducting this research. The top three happiest countries in our sample in 2016 were
Costa Rica (44.7), Mexico (40.7), and Colombia (40.7). Countries with the lowest scores on
Happy Planet Index in 2016 were Togo (13.2), Luxembourg (13.2), and Chad (12.8).

We acknowledge that the two measures of national happiness that we use in this study (like all
existing measures of happiness) are not perfect and there is some criticism of the methodology and
sampling. For example, the World Database of Happiness has been criticized for its particular atten-
tion to hedonic happiness (feeling good) than mature or noetic happiness. As such, characteristics
such as a sense of acceptance, inner serenity, and being at peace with self are ignored (Wong &
Bowers, 2018). Similarly, the Happy Planet Index has been criticized for being a measure of environ-
mental efficiency of supporting well-being rather than the happiness of individuals in a country and
also for weighting the countries’ ecological footprints too heavily (Marks et al., 2006).

Besides our independent variable of interest (happiness), we also control for other important
determinants of tourist movements inside a country. Existing studies, which often focus on a particu-
lar location in a country to identify the factors influencing tourists’ movements, show that tourists’
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length of stay, quality of tourism and travel infrastructure (e.g. roads, hotels) of destination, prior vis-
itation history, and familiarity with the destination, distance from home country to the destination,
being leisure tourists (compared to business tourists), travel party size, the number of tourism attrac-
tions (e.g. World Heritage sites), traveller’s age and travellers’ personality types are important factors
in explaining tourist spending on travelling inside a destination (e.g. Cooper, 1981; Dibb, 2000;
Hwang & Fesenmaier, 2003; Lau & McKercher, 2004; Lau & McKercher, 2006; Masiero & Zoltan, 2013).

However, in our cross-country analysis, we do not have access to individual tourists’ demo-
graphics and travel history data; therefore, we cannot include these variables in our model specifica-
tions. Based on data availability for the sample countries throughout the study, we include the
following variables in our analysis: number of World Heritage sites, tourists’ average length of
stay, travel party size, travel, and tourism infrastructure, and tourists’ age groups. In our panel
data regressions, we also include one lag of the dependent variable (EXPND) as an explanatory vari-
able which possibly captures any (individual-level) omitted variables that we did not consider in the
model. Table A2 offers more detailed explanations and descriptive statistics of variables. Below we
briefly explain the literature on the relationship between each control variable and EXPND.

World Heritage sites: Prior studies have identified that visiting historical places is one of the critical
determinants of tourist movement inside a destination (Su & Lin, 2014). For example, Masiero and
Zoltan (2013) conducted a field survey among tourists visiting the Ticino and Canton, Switzerland.
They found that tourists’ main motivations in visiting more than one region are related to cultural
novelty seeking, such as visiting historical places, suggesting that tourists interested in cultural
attractions travel more extensively throughout the destination. This finding is supported by Khairi,
Ismail and Jaafar (2019), who evaluated international tourists’ behaviour in Malaysia and stated
that international tourists devote more time to historical attractions than shopping and food. There-
fore, we expect to find a positive relationship between the World Heritage sites and EXPND. Data for
the number of countries’ World Heritage sites are obtained from the United Nations Educational,
Scientific, and Cultural Organization (UNESCO).

Length of stay: On a longer trip, people tend to disperse more widely into regions; meaning that
an increase in the length of stay often makes it easier to travel to tertiary and secondary tourism des-
tinations (Koo et al., 2012). Hardy et al. (2020) used a high tempo-spatial resolution data set that was
collected in the island state of Tasmania, Australia, and affirmed that length of stay is one of the
important elements affecting both small-scale and state-level dispersal. They explained that short
holidays do not have a great impact on tourists’ decisions to visit destinations far from their
gateway. Rather, longer stays in a destination were required before tourists moved their activity
base to another region. Debbage (1991), using the case of Bahamian Resort, showed that length
of stay (as well as rental vehicle, origin of tourist, and place of stay) affects tourists’ spatial behaviour
regarding whether to stay on the island or discover places off the island. Thus, we expect that tour-
ists’ length of stay would have a positive relationship with expenditure on travelling inside a country
(EXPND). Data for the length of stay (LENGTH) is collected from various sources including UNWTO
(2010), OECD (2020), and Gé&ssling et al. (2018).

Travel party size: Several studies show that travel party size matters for the tourists’ duration of
stay and travelling inside a destination (e.g. Alegre & Pou, 2006; Alén et al., 2014; Boto-Garcia
et al.,, 2019; De Cantis et al.,, 2016; Salmasi et al., 2012; Zhao et al., 2018). For example, Zhao et al.
(2018) found that tourists in group travel tend to visit nearby attractions more often than non-
group tourists when deciding on attractions to visit. This is because group tours tend to minimize
travel risks and uncertainty by travelling shorter distances (that is, the longer distance traveller is
exposed to more risks). In addition, the authors argue that the movement behaviour of group
travel is constrained by the limitations of existing travel packages. They also note that compared
with those in small-size close-circle travel, tourists in group travel prefer less diversified sequences.
In this study, we use the percentage of leisure arrival travelling as part of an organized tour group
divided by total inbound leisure arrivals (GROUPTOUR). Data for GROUPTOUR are collected from the
Euromonitor International database (collected from UNWTO).
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Travel and tourism infrastructure: We include the World Economic Forum’s tourist service infra-
structure indicator (INFRASTRUCTURE) as well as the World Bank’s Logistics Performance Index
(TRANSPORT) to capture the quality of travel and tourism infrastructure in destinations. As high-
lighted by Lau and McKercher (2006), Lew and McKercher (2006), and Mckercher and Lau (2008),
transport networks and transport accessibility affect tourist movement patterns (tourist mobility).
We also expect that EXPND would be higher in countries with a higher quality of travel and
tourism infrastructure (e.g. ports, railroads, roads, hotel rooms).

Age groups: Finally, following Lau and McKercher (2006) and Masiero and Zoltan (2013), we
include various age groups as explanatory variables for tourist movement inside a destination. It
is expected to find that spending on travel inside a destination is greater among older international
tourists as they often stay longer in destinations due to the higher income level and time availability
(Martinez-Garcia & Raya, 2008). Data for the share of tourists by each age group by the total number
of arrivals are obtained from the Euromonitor International database.

4. Estimation methods and results

Given the nature of two sets of our happiness data, we run cross-sectional estimations for HAPPINESS
and panel data estimations for HAPPYPLANET. In our study, a cross-sectional data set consists of a
sample of countries taken at a given point in time and a panel data (or longitudinal data) set consists
of a time series for each country in the data set (Wooldridge, 2013).

Since HAPPINESS is the average of happiness scores for the period of 2005-2014, we take mean
values for other control variables as well as the dependent variable from a similar period. We specify
our first empirical model (1) as follows:

EXPND; = B, + B,HAPPINESS; + B, + u; (1)

where EXPND is inbound receipts on travel in destination (USD million, constant 2018 prices) by the
number of leisure arrivals (000 trips), HAPPINESS is average happiness scores over 2005-2014, X is a
vector that includes the control variables, Bs are coefficients and u is an error term.

We estimate the equation (1) with an ordinary least squares (OLS) estimator and a two-stage least
squares (2SLS) estimator (which is the most common instrumental-variables estimator). The reason
to use the 2SLS approach is to diminish the potential problem of endogenous explanatory variables
in equation (1). The endogeneity problem arises when the explanatory variables are correlated with
the error term. There are at least three generally recognized sources of endogeneity: omitted vari-
ables, simultaneity, and measurement error (Wooldridge, 2013). In our study, for example, we
argue that residents’ happiness may affect EXPND; however, it has been shown that international
tourism flows may also impact the level of destination residents’ happiness (e.g. Bernini et al.,
2020; Bimonte & Faralla, 2016; McCabe & Johnson, 2013; Rivera et al., 2016;).

Because we are treating HAPPINESS as an endogenous regressor, we must have at least one
additional variable available (instrumental variable) that is correlated with HAPPINESS but uncor-
related with the error term. In our dataset, we consider two instrumental variables deaths from
mental and behavioral disorders (per 100,000 population) and GDP measured at purchasing power
parity per capita (international dollar). The diagnostics show both the relevance and validity of
the employed instruments. To test the null hypothesis that excluded instruments are irrelevant
(under-identification test), we relied on the Lagrange Multiplier (LM) statistic with a value of
20.23 and a p-value of 0.00. Therefore, we can strongly reject the null hypothesis of under-identifi-
cation. To examine the weak instrument’s issue, we used the Wald F statistic, which tests the null
hypothesis that excluded instruments are weak (weak identification test). The Wald F statistic
(12.59) was above the 15% maximal IV size (11.59). Overall, we reject the weakness of the
instruments.

Columns 1-2 of Table 1 show the findings of regression analyses using cross-country data. In
column 1, we apply the OLS estimator with robust standard error. In column 2, we employ a 2SLS
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Table 1. Evidence from cross-sectional regressions.
Dependent variable: EXPND
Q)] (2

Independent variables OLS 2SLS
HAPPINESS 0.047** 0.110***
(0.022) (0.035)
log (WHERITAGE) 0.075** 0.095**
(0.033) (0.044)
LENGTH 0.004 0.004***
(0.004) (0.002)
GROUPTOUR 0.142 0.269**
(0.110) (0.124)
INFRUSTRUCTURE 0.043 0.013
(0.087) (0.016)
AGE15_24 0.324 0.122
(0.543) (0.507)
AGE25_34 —0.052 0.402
(0.491) (0.488)
AGE35_49 0.178 0.118
(0.290) (0.305)
AGE50_64 0.853* 0.706*
(0.469) (0.390)
Constant —0.572 —1.063%**
(0.406) (0.357)
R-squared 0.365
F-statistic 3.26%**
Observations 58 58
LM statistic 20.23%**
Wald F statistic 12.59

Notes: The asterisks *, **, and *** denote significance at the 10%, 5%, and 1% levels, respectively. Robust standard errors are
presented in parentheses. EXPND is inbound receipts on travel in destination divided by the number of leisure arrivals. HAPPI-
NESS is the average of happiness scores from the World Database of Happiness for the period 2005-2014. WHERITAGE is the
number of World Heritage properties. LENGTH is the average length of stay of international tourists in a country. GROUPTOUR
represents the percentage of leisure arrival travelling as part of an organized tour. INFRASTRUCTURE is the average tourist
service infrastructure score from the World Economic Forum (2007-2013). AGE15_24, AGE25_34, AGE35_49, and AGE50_64
denote the share of each age group in total travellers for holiday purposes. The AGE65 + is the base category. In column 2,
deaths from mental and behavioural disorders (per 100,000 population) and GDP measured at purchasing power parity per
capita (international dollar) are used as instruments for HAPPINESS.

estimator with the two different instruments for HAPPINESS. The results indicate that HAPPINESS has
a positive and significant association with EXPND. This shows that international tourists spend more
on travel within happier societies.

Our results are aligned with the evidence suggests that those tourists who are interested in des-
tinations’ values and norms tend to travel more extensively inside a destination (Haldrup, 2004;
Jovicic, 2016; Masiero & Zoltan, 2013; Zoltan & McKercher, 2015). Tourists that appreciate intangible
attractions of the destination, such as cultural norms, seek aesthetic, intellectual, emotional, or
psychological cultural experiences (Reisinger, 1994). They are naturally more curious about new cul-
tures (Chen & Rahman, 2018). Our findings indicate that international tourists tend to extend their
travel within happier countries. They may spend more on travelling within countries with happier
residents to expand their experience of the local lifestyle and interact more with residents. These
results extend those of Gholipour et al. (2016) that not only do international tourists travel to
seek happiness, but they also extend their travelling inside happy nations. While it has been
shown that the pursuit of happiness is the ultimate consideration of many human decisions includ-
ing the consumption of products or services (Ng, 2003), we highlight the importance of this emotion
for people’s travelling decision making.

Our findings are also consistent with those of Snaith and Haley (1999) and Bimonte and Faralla
(2016); specifically, happy hosts enhance the memorable experience of tourists and therefore
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encourage them to consume more goods and services and stay longer in a destination. Hosts with
positive attitudes toward tourists are also more prone to support tourist development.

In terms of control variables, the coefficient for WHERITAGE is positive and significant across two
different estimations (columns 1-2 of Table 1). This means that the foreign tourists’ expenditures on
travelling are higher in countries with more World Heritage sites. This finding is in line with the
results of Masiero and Zoltan (2013) and Khairi et al. (2019), who put stress on the positive impact
of the world heritage on tourists’ engagement in exploring a destination more widely. Our
findings also indicate that GROUPTOUR is positively associated with more EXPND (column 2 of
Table 1), meaning that foreign tourists spend more on travelling inside a destination if they travel
with tours. We also find that the age group of 50_64 years spends slightly more on EXPND than
other age groups.

Regarding the estimation using HAPPYPLANET, we utilize panel data to explore the relationship
between HAPPYPLANET and EXPND. According to Baltagi (2008), panel data have several advantages
over time-series and cross-sectional data and provide more information, more variability, less colli-
nearity among the variables, more degrees of freedom, and more efficiency.

Since HAPPYPLANET is available for the years 2006, 2009, 2012, and 2016, we use the values of the
same period for other variables to match the dependent variable and control variables to HAPPYPLA-
NET data. We apply panel random-effects generalized least squares (GLS) and 2SLS estimators.

We estimate the following model (2):

EXPNDj; = By + B,EXPNDj;—1 + B,HAPPYPLANET;; + B3Xi: + u;t

where EXPND;, is inbound receipts on travel in destination (USD million, constant 2018 prices) by
the number of leisure arrivals (000 trips) for country i and period t, EXPND;_; is a one-period lag of
EXPND;,, HAPPYPLANET represents Happy Planet Index, X is a vector that includes the control vari-
ables, Bs are coefficients and u is an error term. We include a one-period lag of EXPND because it
has been shown that there exists persistence in the dynamics of tourism flows (arrivals and depar-
tures), such that the previous level of arrivals and departures influences the current level (Gholi-
pour & Foroughi, 2020). In our estimations with panel data, we use the World Bank’s Logistics
Performance Index: Quality of Trade and Transport Infrastructure (range from 1 to 5, highest
score) instead of the WEF's tourism infrastructure score (that we used in our cross-sectional esti-
mations). It is because WEF's data are not matched with our sample years of 2006, 2009, 2012, and
2016.

Table 2 reports the results of regressions using panel data.' Similar to the findings of cross-sec-
tional regressions, a significant and positive relationship is found between HAPPYPLANET and
EXPND across various estimations (columns 1-2 of Table 2). These results lend support to our pro-
posal that happiness in a destination matters for international tourists’ expenditures on travelling
inside destinations. Our analysis also shows that WHERITAGE and TRANSPORT have the predicted
signs and are statistically significant (columns 1-2 of Table 2). These findings are in line with the
results of Lew and McKercher (2006) and Masiero and Zoltan (2013), who emphasized the positive
impact of the transportation network and availability of museums and/or historical buildings on
tourists’ engagement in exploring a destination more widely.

5. Conclusion and implications

In this research, we examine the relationship between a nation’s happiness and inbound tourism
receipts on travel inside destinations using data from 58 countries. Our results show that in addition
to the standard determinants of inbound tourism (e.g. numbers of World Heritage sites and quality
of transport infrastructures) a higher level of happiness in a country is positively associated with
more international tourists’ spending on travelling inside the country.

Our findings provide three implications for tourism operators and tourism policymakers. First,
given that the search for happiness has become one of the most vital goals of modern society
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Table 2. Evidence from panel data regressions

Dependent variable: EXPND
(1) (2)

Independent variables Random-effects GLS 2SLS
EXPND(-1) 0.295*** 0.105
(0.070) (0.070)
log (HAPPYPLANET) 0.055%* 0.086**
(0.021) (.036)
log (WHERITAGE) 0.025** 0.032***
(0.010) (0.011)
LENGTH 0.002 0.002
(0.003) (0.004)
GROUPTOUR —0.005 —0.010
(0.052) (0.054)
TRANSPORT 0.032** 0.032**
(0.016) (0.013)
AGE15_24 0.348 0.233
(0.405) (0.431)
AGE25_34 —0.273 —0.353**
(0.192) (0.148)
AGE35_49 0.270 0.303
(0.193) (0.208)
AGE50_64 0.453 0.387
(0.340) (0.348)
Constant —0.409* —0.473%
(0.211) (0.263)
Overall R-squared 0.524 0.397

Notes: The asterisks *, **, and *** denote significance at the 10%, 5%, and 1% levels, respectively. Robust standard errors are
presented in parentheses. EXPND is inbound receipts on travel in destination divided by the number of leisure arrivals.
EXPND(—1) is a one-period lag of EXPND. HAPPYPLANET is the Happy Planet Index for the period 2006-2016. WHERITAGE
measures the number of World Heritage properties. LENGTH is the average length of stay of international tourists in a
country. GROUPTOUR is the percentage of leisure arrival travelling as part of an organized tour. TRANSPORT represents the
World Bank’s Logistics Performance Index: Quality of Trade and Transport Infrastructure. AGE15_24, AGE25_34, AGE35_49,
and AGE50_64 denote the share of each age group in total travellers for holiday purposes. The AGE65 + is the base category.
In column 2, deaths from mental and behavioural disorders (per 100,000 population) and GDP measured at purchasing power
parity per capita (international dollar) are used as instruments for HAPPYPLANET.

and the objective of public policies (Kluger, 2013), tourism policymakers and travel agencies of
countries with happier citizens should emphasize this national attribute in their tourism marketing
campaigns. The happiness feature of a country, along with other factors, can be an attractive
element to encourage tourists to travel extensively within happier countries. This distinguishing
element is even more important in the post-COVID-19 era when people will most likely be
looking for exposure to happiness. To curb the adverse impacts of the pandemic, governments
around the world have introduced specific health measures such as limitations on social gatherings
and strict lockdowns. There is emerging evidence about the substantial impacts of these measures
on individuals’ psychological well-being. Greyling et al. (2021) found a negative association between
lockdown regulations and happiness in South Africa, New Zealand, and Australia. They found the
more stringent lockdown regulations are linked to more unhappiness. Moreover, Rossouw et al.
(2021) showed mobility and having the opportunity to travel internationally are positively and sig-
nificantly related to the probability of being happy for New Zealand citizens after the 2020 lockdown
period. As such, policymakers may consider commodifying countries’ happiness in their tourism
campaigns to encourage more travel within their countries in the post-pandemic era.

Many studies have suggested that some of the established classic tourism destinations are
suffering from stagnation or decline in visitors because of the standardization, homogenization,
and commodification of the tourism experience (Cetin & Bilgihan, 2016). The attribute of happiness
associated with a destination is not easy to duplicate and, therefore, the destination can gain an
inimitable competitive advantage. Therefore, it is possible to suggest that the element of national
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happiness in the destination along with other distinctive attractions can be used for tourism pro-
motional purposes.

Second, as we showed that happiness is a fundamental factor that provides positive externalities
for societies, it is wise that the government to increase funding for projects that have positive associ-
ations with public happiness. It has been shown that public projects including environmental protec-
tion, education, and research have positive impacts on levels of social happiness (Ng, 2003). The
accurate costs of public expenditures have often been overrated by some economists (Kaplow,
1996; Ng, 2000). They usually stress the additional burden of taxation, ignoring the offsetting
welfare of the spending on public projects for societies. In this study, we identify an intangible
national capital that can stimulate tourism activity. Investing in this capital has the potential to con-
tribute to the productivity and economic growth of a country. In the commodification of national hap-
piness in tourism campaigns is important to consider the indigenous and local people well-being.
International tourism campaigns that seek to capture the unique perceived essence of a country
should avoid developing messages that consider happiness as a compensation for economic inequity
as these messages may create opportunities for exploitation of local residents (Phillips et al., 2021).

Third, our findings can also contribute to explaining tourist movement behaviour, which has
implications for local tourism authorities and destination planners. The knowledge about tourists’
travelling patterns and behaviour can be utilized in infrastructure and transport development,
product development, destination planning, and the planning of new attractions (Hallo et al.,
2005). In addition, tourist movement across regions has the potential to reduce inequality
through the distribution of revenue generated by tourism. This can be especially helpful in
poverty and inequality reduction in some South American countries with high scores in happiness.

A limitation of our study is that, due to the lack of long time-series data, the relationship between
happiness and tourists’ travelling inside a destination cannot be strongly interpreted as a causal link.
Future studies may look at the bi-directional relationship between a nation’s happiness and foreign
tourists’ expenditures on travelling if data for happiness are available for a longer period. In addition,
it would be interesting to test the relationship between the happiness of local people and tourists’
movements using data at the regional or city level across countries if this data were available. We
acknowledge this data limitation. Moreover, our sample only includes 58 countries (mostly devel-
oped economies) for which data on tourists’ expenditures on travelling inside a destination is avail-
able. Future studies may include more countries from least-developed economies in their analyses (if
the data become available) to provide more comprehensive insights on the link between happiness
and tourists’ expenditures on travelling inside a destination.
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Appendix

Table A1. List of countries.

Argentina, Australia, Austria, Belgium, Brazil, Bulgaria, Canada, Chile, China, Colombia, Croatia, Czech, Denmark, Ecuador, Egypt,
Finland, France, Germany, Greece, Hong Kong, Hungary, India, Indonesia, Ireland, Israel, Italy, Japan, Kenya, Malaysia, Mexico,
Morocco, Netherlands, New Zealand, Norway, Peru, Philippines, Poland, Portugal, Romania, Russia, Saudi Arabia, Singapore,
Slovakia, Slovenia, South Africa, South Korea, Spain, Sweden, Switzerland, Taiwan, Thailand, Turkey, Ukraine, United Arab
Emirates, United Kingdom, United States, Venezuela, and Vietnam.




Table A2. Descriptions, data sources and descriptive statistics of variables.

Variables

Description

Data Sources

Cross-sectional data Panel data

Mean

Std Mean Std

EXPND

HAPPINESS

HAPPYPLANET

WHERITAGE

LENGTH

GROUPTOUR

Inbound receipts on travel in destination (USD million, constant
2018 prices) divided by the number of leisure arrivals (000
trips).

Inbound receipts on travel in a destination are spending by
inbound tourists on travel within the destination country. It
includes spending on all local transport, such as rail, bus,
ferry, air, taxis and cruise. Includes tourists’ use of public
transport, but excludes any daily use by residents for
commuter purposes.

It is the average happiness scores from 2005 to 2014. Ten-year
averages are used for two reasons: a) To cover a considerable
number of nations. Since data is not available every year for
most nations, presentation in one-year periods would leave
us with small numbers of western nations. b) To reduce
measurement bias. The scores are based on responses to a
question about satisfaction with life. The question is ‘How
much do people enjoy their life as a whole on a scale of 0
[completely dissatisfied] to 10 [completely satisfied]'. Life
satisfaction is assessed utilizing surveys in general population
samples.

The Happy Planet Index is a measure of sustainable well-being.
The index combines four elements to show how efficiently
residents of different countries are using environmental
resources to lead long, happy lives. The index ranges from
>44.6 (Best) to <16.8 (Worst).

Happy Planet Index ~ (Well-being X Life expectancy x

Inequality of outcomes) / Ecological Footprint

Data for HPI are available for 2006, 2009, 2012 and 2016.
Number of World Heritage sites

International tourist’s average length of stay in a country

% of leisure arrival travelling as part of an organized tour group
by total inbound leisure arrivals

Euromonitor International from the World Tourism
Organization is the United Nations (UNWTO)
https://www.euromonitor.com/
https://www.unwto.org/tourism-statistics-data

World Database of Happiness (Veenhoven, 2019)

The New Economics Foundation
http://happyplanetindex.org/resources

The United Nations Educational, Scientific and Cultural
Organization (UNESCO)

UNWTO (2010)
OECD (2020)
Gossling et al. (2018)

Euromonitor International from the UNWTO
https://www.euromonitor.com/
https://www.unwto.org/tourism-statistics-data

0.170

6.715

14.500

6.982

0.243

0.132 0.167 0.133

0.878

41.124 10.439

13.216 14.500 13.130

6.130 6.982 6.090

0.161 0.243 0.160

(Continued)
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Table A2. Continued.

Variables Description Data Sources Cross-sectional data Panel data
Mean Std Mean Std
INFRUSTRUCTURE  The tourist service infrastructure indicator is one of the sub- World Economic Forum 4537 137
indices of the Travel & Tourist Competitiveness index which is
based on the number of hotel rooms per 100 population,
presence of major car rental companies, ATMs accepting Visa
cards/million population and quality of tourism infrastructure.
The score is on a 1-7 scale, with 7 being the most desirable
outcome.
AGE15_24 Share of number of holiday takers aged 15-24 in total number  Euromonitor International 0.149 0.045 0.1479 0.046
of holiday takers https://www.euromonitor.com/
AGE25_34 Share of number of holiday takers aged 25-34 in total number  Euromonitor International 0.189 0.054 0.188 0.056
of holiday takers https://www.euromonitor.com/
AGE35_49 Share of number of holiday takers aged 35-49 in total number  Euromonitor International 0.261 0.069 0.261 0.070
of holiday takers https://www.euromonitor.com/
AGE50_64 Share of number of holiday takers aged 50-64 in the total Euromonitor International 0.157 0.056 0.159 0.057
number of holiday takers https://www.euromonitor.com/
TRANSPORT Logistics Performance Index: Quality of Trade and Transport Euromonitor International from the World Bank 3316 0.639
Infrastructure https://www.euromonitor.com/
Quality of Trade and Transport Infrastructure evaluates the https://data.worldbank.org/indicator/LP.LPLINFR.XQ
quality of trade and transport-related infrastructure (e.g.
ports, railroads, roads, information technology), on a rating
ranging from 1 (very low) to 5 (very high).
MENTALDEATH Deaths from Mental and Behavioral Disorders (per 100,000 Euromonitor International 15.106 16.686 16.260 18.561
population) https://www.euromonitor.com/
GDPCAPITA GDP measured at purchasing power parity per capita Euromonitor International from national statistics/ 27843.84  16922.28  28706.15 17744.19

(international dollar)

Eurostat/OECD/UN/International Monetary Fund (IMF),
International Financial Statistics (IFS)
https://www.euromonitor.com/
https://data.worldbank.org/indicator/
NY.GDP.PCAP.PP.CD
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