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Abstract: We aim to shed light on this issue by reviewing the roots and development of the locus of control theory. 

Moreover, we will introduce how we can use this development, in theory, to provide a new research direction in the tourism 

service field. A theory-based review was conducted to investigate the locus of control theory roots and its potential 

implications in the tourism industry using the Australian Business Deans Council (ABDC) list to explore the current 

literature. We followed the PRISMA methodology to collect the data from the Scopus database as well as Google Scholar and 

ResearchGate. The study found that the locus of control theory has its roots in social psychology and has been developed over 

the years to explain individual differences in behavior and decision-making. In the tourism service field, we found that 

understanding the locus of control can help service providers tailor their services to meet the needs and expectations of 

different types of tourists. This will contribute to attribution literature in psychological aspects and tourism literature w ith a 

deep understanding of how tourists behave and interpret differently.  
 

Key words: locus of control, attribution theory, tourist attribution, tourist behavior, tourism destination 

 
*  *  *  *  *  *  

 

INTRODUCTION 

Attribution theory suggests that psychological interference and interpretations are the mirrors of the physical one 

(Saleh, 2022a). When it comes to the founders of attribution theory (Anderson, 1983; Heider, 1944; Kelley and Michela, 

1980) they highlighted that people tend to judge events after they begin to search behind these events' causes. Besides, they 

ask about the relationship between the cause-and-effect process (Jackson, 2019). Individuals internally judge someone or 

an event with dispositional attribution, they ascribe people's behaviors, or event causes to peoples' intentions or event 
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organizers (e.g., desires) (Hampson et al., 2021; Weiner, 1980). While people who externally judge someone or an event 

with situational attribution, they ascribe people's behaviors or event causes to external circumstances (e.g., bad weather) 

(Gilbert and Malone, 1995; Hampson et al., 2021; Heider, 1944). Dispositional and situational attribution are not 

related; they are different; changing situational attribution is not obligatory to be accompanied by changes in situational 

attribution (Saleh, 2022a; Solomon, 1978). Thus, these different judgments significantly shape individual behavior 

(Gilbert and Malone, 1995; Jackson, 2019). Hence, attribution can be defined as what people recognize as the reason 

behind their attitudes toward events (Bitner, 1990; Hampson et al., 2021).  

Indeed, understanding attribution theory can help organizations and policymakers design more effective programs 

and initiatives that address the underlying factors that influence people's beliefs and perceptions about sustainability and 

development projects (Bungau et al., 2022; Craiut et al., 2022). Attribution theory proposes that customers make 

judgments about cause-and-effect relationships that influence their consequent emotions, mindsets,  and behaviors based 

on three dimensions of causal attributions: (a) locus: who is responsible for actions (internal causes vs. external causes); 

(b) controllability: here people ask themselves a question whether the responsible person for that action can control it or 

not.; (c) stability: here, the cause is ascribed as if it is likely to recur. All previous dimensions influence behavioral 

responses to services or brands (e.g., tourism brands) (Anderson, 1983; Jiang et al., 2020; Weiner, 1980).  

The locus of control (LOC) dimension significantly impacts behavioral regulation (Rothbaum et al., 1982; Saleh, 

2022b) because it influences retrospective beliefs (e.g., prior beliefs, experiences, traditions, etc.). This gives LOC 

theory the privilege to prioritize the behavioral interpretations of brands (Choi and Cai, 2016; Jansri et al., 2020; Monga 

and John, 2010). Although LOC theory has been investigated in many social science directions, there is a prominent gap 

in reviewing the theory's roots and providing directions in tourism marketing, especially toward destination brand 

attachment and commitment. Therefore, the current study aims to apply the locus of control theory to understand tourist 

behavior will be effective because LOC theory is one of the crucial theories that treat human behavior (Anderson, 1983; 

Jackson, 2019; Weiner, 1980). The following section focuses on the locus of control theory roots and theory 

development to find the gap and potential research directions in tourism. 

 

MATERIALS AND METHODS 

We conducted the LOC’ theory roots and future 

direction by a theory-based review in various fields 

(psychology, marketing, and tourism). Theory based 

review focuses on analyzing the role of a critical 

theory in a specific area (Lim et al., 2021). Thus, the 

based review theory has a real opportunity to 

strengthen and clarify the gap in specific theories and 

provide future directions. To achieve this purpose of 

the current study, we introduce a well-comprehensive 

theoretical viewpoint to investigate the locus of 

control theory roots and its potential implications in 

the tourism industry. We used the Australian 

Business Deans Council (ABDC) list to explore the 

current literature; the reason behind the choice of 

ABDCs is that the ABDC list is more inclusive than 

other journals' ranking lists (e.g., the Association of 

Business Schools (ABS), and Social Science Citation 

Index (SSCI) (Hao et al., 2019; Lim et al., 2021).  

We conducted (44) papers to form a conceptual 

review that were included in the list of ABDC's 

influential journals. We collected these papers based 

on four steps, first: we selected the references 

protocol using the Scopus database. In addition, we 

used Google Scholar and research gate as additional 

academic platforms to find articles that are difficult to 

reach. Second: we searched by following keywords to 

find these articles: “attribution theories*,” “attribution 

theory*,” “locus theory*,” “tourist locus,” 

“destination brands attribution*,” “tourist attachment 

and attribution*,” “brand attachment and attribution*” 

 
Figure 1. PRISMA method of theoretical data of the study 

and “tourism locus.” Third: we used the PRISMA methodology to collect the data. The PRISMA is a vital tool for 

recording conceptual reviews (Figure 1) (Liberati et al., 2009). We followed the PRISMA as follows: searched for the 

abovementioned keywords, and the search returned 2,300 documents containing any of these terms within the keywords. 

We then used advanced search to avoid duplicate titles. Afterward, we got 876 articles after we removed duplicated 

articles. Fourth, we screened the abstracts and found 132 articles with identical scopes. Then, we chose 76 articles for a 
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full-text article assessed for eligibility. Then, with journals' ranking reasons (A * and A journals in the ABDS list) and 

the mostly cited papers in the related theory, only 44 articles were included. 

 

The Locus of control theory roots, history, and the theory development 

1. Theory roots and history 

In the 1980's, Kelley and Michela began to respond to Heider's (1944) recommendation to study the causality of 

events, so they investigated the locus of control theory as one of the most crucial dimensions of attribution theory. They 

mentioned that LOC began as an experiment in the fourth decade of the 20th century; the investigation was to ask 

someone to help another in different situations. The authors want to detect whether the person will help others through 

internal desires or the pressure the subject puts on him. The results revealed that persons had two LOC types; internal 

LOC, which refers to a person's inner psychological need and desire to help another. In contrast, external LOC relates to 

people who ascribe their help to another to something outside their needs, such as other power, luck, and chances.  

Thus, this stage's LOC concept was discussed as a small attribution theory dimension rather than a strong 

independent element. As a result, Kelley and Michela (1980) connected LOC with attribution antecedences such as 

information, knowledge, and motivation to examine LOC's behavioral consequences. This was the start run to highlight 

the relationship between LOC causes and LOC effects. However, their literature lacked experiments that could be more 

precise when investigating LOC theory, especially how does LOC form? And in which specific events could we use 

LOC theory to understand consumer behavior? But within the same year, in 1980, Weiner (1980) began testing LOC 

theory with six experiments to ascertain the relationship between people's LOC and reactions when asking someone for 

help; The results showed that attribution to uncontrollable (vs. controllable) factors was expected to generate (vs. no t) a 

positive effect (empathy) (vs. negative) and lead to approach (vs. avoid) behavioral help. Thus, Weiner (Weiner, 1985) 

assured the previous finding with more than one experiment in this phase. Still, the LOC theory in this phase did not 

highly develop to link with other science (e.g., marketing, business, tourism, etc.).  

Anderson (1983) started empirically testing the relationship between the attribution dimension, stability, 

controllability, and LOC. The result revealed that there is a strong relationship between all these dimensions. Thus, in 

general, LOC helps to explain different interpretations and judgments in different situations. Anderson led F olkes (1984) 

to draw an experiment to develop LOC theory with its relations to another attribution dimension in the service industry, 

especially for a service failure. The results revealed that; When a product failure reports to the service providers 

(external LOC), the consumer can get a refund and an apology from the service provider. While the service failure is 

consumer-related (internal LOC), the consumer does not deserve to recover. Also, he drew an experiment to test the 

relationship between stability and locus stability. The results revealed the same findings as Anderson (1983); there was a 

strong relationship between all attribution dimensions. However, many arguments in the service industry still have not 

been investigated yet in LOC theory, such as gender differentiation and behavioral traits (e.g., anger, pity, despair, etc.).  

Therefore, on the one hand, Duttweiler (1984) has examined, with an empirical study, a new measurement scale for 

LOC theory from the demographic perspective. He found that gender, age, and education are different at th e LOC level. 

Also, he provided a new booklet to precisely measure the level of LOC. 

 On the other hand, Weiner (1985) has started to broaden the locus of causality and linked it with motivation and 

emotions. Also, he highlighted that attribution dimensions of causation affect every day emotional experiences, 

including gratitude, anger, guilt, pity, despair, pride, and shame. Thus, the theory links the thinking structure to the 

dynamics of feeling and behavioral traits. However, these results were not certat ion because they could be just 

assumptions that LOC could affect human reactions. The inquiry of certain beliefs to use LOC theory to treat human 

behavior then consumer behavior led McCanne and Lotsof (1987) to provide a prominent experiment that LOC affects 

human behavior by examining the heartbeats differences in many situations and experimented with the relationship 

between the heartbeats and individuals' LOC; whether internal or external.  

So, internal LOC did not manifest prominent heartbeats changes than external; external had a high heartbeats level 

maybe because of fear or need for extra information to feel safe when deciding. This experiment added to LOC by 

pioneering the investigation that internal LOC is more stable than external LOC with a famous experiment. However, 

there is still a lack of connection between LOC theory and other scientific branches like marketing and business . 
After these experiments to ensure that scholars could use LOC theory to trait consumer behavior, Chebat et al. 

(1995) linked locus of control theory with a marketing perspective to test how service quality can be affected by 

consumers' interpretations. They found that locus, as an attribution dimension, played a crucial role when interpreting 

service quality and pleasure. So, they added a new variable, "pleasure,"  to develop the LOC theory. But depending on 

natural assumptions, that pleasure could not happen without persuasion. This led Avtgis (1998) to use a meta-analysis 

study to investigate and ascertain the LOC theory's influence on human behavior. He found an essential relation ship 

between LOC and social norms persuasion. People who reported an external LOC to direct control were more 

influenced, persuasive, and more compatible than those who said an internal LOC. So, the author developed the theory 

with a certain that LOC influences human behavior and the decision-making process. 

Thus, wiener (2000) started to hint at using locus of control as an essential dimension when blaming service 

providers for service failure. So, he used locus as an indicator to ascribe whether the cause  remains within or outside the 

service provider without deeply clarifying the locus of control concept. However, the wiener had not indicated the 

antecedents of blaming or the consequences of individuals' LOC. This led Swanson and Kelley (2001) to add a new 
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variable due to individuals' LOC. Thus, the authors developed the LOC theory with a vital marketing variable, word of 

mouth. Consequently, they examined the effect of service recoveries attributes on word-of-mouth WOM. The results 

showed that the locus of causation played an essential role as a positive mediator between positive WOM and service 

recovery in case of service failure. This adds to Folkes's (1984) literature about individuals' LOC during service 

recoveries with a new WOM variable. Poon et al. (2004) have globalized the LOC theory concept as a theory that could 

compare two samples from different nationalities. They have tried to take the same path as Weiner (1980) when 

studying the locus of causality relation with the service providers. Here, they focused on globally testing this 

relationship between two nationalities: Canadian and Chinese people. Surprisingly, the results were the same: when 

people feel they are under control with low LOC, they negatively attribute to service providers. So, the LOC theory 

development stage here was not in the LOC theory itself but in the development of the study's sample. 

 

2. Theory development 

To that date (2004), LOC theory provided prominent evidence that it could be one of the most theories that can treat 

consumer behavior. Therefore, Klein and Dawar (2004) developed LOC theory in business research, examining individuals' 

LOC impact on corporate social responsibility CSR. The results revealed a strong relationship between CSR and LOC. 

Service providers who engage in CSR activities enhance consumers' positive LOC. Thus, locus of control theory has been 

developed in many aspects of psychology, marketing, and business. However, no prior study had clarified the relationship 

between the type of LOC theory itself (internal LOC vs. external LOC), which led Twenge et al. (2004) to investigate the 

variation of LOC types deeply. They empirically examined whether internal LOC or external LOC is most common among 

individuals in the community. The result revealed that most scholars agreed that external LOC is the most common.  

They assumed that external LOC is most common because people always justify their faults to the service providers. 

Here, these finds were not sufficiently prominent because there was a lack of convergent validity. Thus, it will be hard to 

generalize these findings without testing them in different science branches. So, Cleveland et al. (2012) developed the LOC 

theory with a novel construct called the environmental locus of control.  

They examined how LOC played a crucial role in sustainability, and the results revealed that behavior relationships 

changed considerably across behavioral contexts. This indicates that people do not consistently perform in a pro-

environmental manner and depend on the LOC level. However, LOC theory still lacks coherence in which internal or 

external LOC is the most common and why. Also, the LOC antecedent’s relationship with their findings had not been 

investigated, and whether the environmental locus of control is different from the original LOC.  

Moreover, how consumers behave with their LOC toward the environment lacks stability and controllability from the 

destination itself, or the service providers had not also investigated. This gap had also noted when Varela-Neira et al. 

(2014) studied the application of LOC theory applications. They mentioned that individuals have negative external LOC in 

case of service failure, so individuals do not like to ascribe the service failure to themselves. Hence, they have an external 

locus of control with negative WOM. These were significant results to assure LOC theory could treat consumer behavior, but 

it had not added a new LOC theory to that date in 2014. Surprisingly, Yuan et al. (2016) have tried to add a new methodology 

to test new constructs within the LOC theory, so they have provided "Horizontal LOC versus vertical LOC." Here, the theory 

with an experiment referred to that the combination of internal and external LOC can affect human choice behavior and 

interpretation methodology; This is called "horizontal LOC." At the same time, internal versus external LOC can affect 

individual behaviors and interpretation separately; This is called "horizontal LOC" toward brand attitude behavior.  

This was an important indicator to use this theory from a different perspective in social sciences. For instance, 

Karkoulian et al. (2016) added to the LOC theory by developing the new term work LOC (WLOC). So, they have 

decided to highlight the impact of LOC in the work environment. They have found that individual LOC affects the work 

environment from a different gender perspective. They mentioned that males have strong internal LOC than females 

because females are more emotional than males. However, the antecedents and consequences of forming individuals’ 

LOC control in the work environments are still not clearly understood until now.  Thus, Scholars have continued to work 

on this theory to discover different perspectives and try to fill the gap of previous scholars who worked on LOC theory. 

For instance, Hwang et al. (2020) have ensured with a large sample of the Cleveland et al. (2012) findings that 

individual LOC could influence environmental behavior. Hampson et al. (2021) and Jiang et al. (2020) also illustrated that 

LOC could moderate consumer behavior on self-confidence. However, there has been no adequate study about LOC in the 

service industry until now because no analysis has tried to precisely study the antecedents of LOC and its consequences and 

find the solution to raise individuals' positive LOC in the service industry concerning gender distinctions. 
Therefore, this study aims to shed light on the potential direction to help understand how individuals in the service 

industry form LOC with its consequences more precisely. To address this issue, this study uses the tourism industry as 

the research scope because the tourism industry is a great umbrella to notice all human behavioral stages from thinking 

to events' interpretation. We chose the tourism industry because it has various perspectives; it could be a business 

industry because of many tourisms stakeholders’ competition. It could also be environmental because it mainly depends 

on the destination environment. Moreover, it could be psychological because it depends primarily on the interaction 

between the service provider and the tourist. Also, it could be a marketing perspective because it requires marketing 

studies to know how to attract tourists to destinations. All these perspectives will help understand and fathom the 

essence behind tourist LOC by studying how tourist form LOC and how it could be helpful to destination managers to 

know ttourists' LOC antecedents and consequences to attract several tourists and gain revenues (UNWTO, 2019). 
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3. Theory enrichments 

The locus of control theory provides conceptual and empirical evidence of how consumers manifest their behaviors 

toward people or events around them (see table 1: locus of control definitions). For instance, people with an internal locus 

of control see their ability and efforts as an outcome of their behavior and self-confidence (Anderson, 1983; Rothbaum et 

al., 1982). While people with an external locus of control see external factors that affect their behaviors, such as social 

circumstances, powerful others, bad staff behavior, and chances (Duttweiler, 1984; Twenge et al., 2004). 

 
Table 1. List of LOC definitions arranged by year 

 

Author Definition 

Kelley and 

Michela (1980) 

“Internal-external (LOCUS) Most work on the affective consequences of attributions has involved the internal-

external dimension, which parallels the general person-environment distinction” (p.487) 

Weiner (1980) “LOC occurs when an individual is believed to be responsible for doing an action” (p.187) 

Anderson (1983) “Locus of control may be internal or external it describes individuals believes that they can control their actions” (p.186) 

Folkes (1984) 

“LOC Is the cause located in the consumer or in the seller or manufacturer? The primary distinction here is whether 

the cause of failure has something to do with the consumer or is located somewhere in the production or distribution 

of the product” (p.399) 

Duttweiler 

(1984) 

“Locus of control is a personality trait that appears to influence human behavior across a wide spectrum of situations 

related to learning and achievement” (p.209) 

Weiner (1985) “Locus of control is the individuals believes that they can control their actions” (p.551) 

Mccanne and 

Lotsof (1987) 

“People with an Internal in their locus of control actively seek environmental input, while subjects who are External 

in the locus of control appear to be more passive”. (p.41) 

Chebat et al. 

(1995) 

“Locus of Causality: "Who is responsible for the waiting time?"; the cause is either internal (e.g., the employee at 

the bank's teller), or external (e.g., the high number of clients in the bank”). (p.192) 

Avtgis (1998) 

 

“LOC is the average expectation of 'obtaining internal control rather than external reinforcement control. An internal 

locus of control is the belief that a person has control over outcomes in life. On the other hand, the external scorer 

attributes result to luck, fate, or others powerful”. (p.900) 

Swanson and 

Kelley (2001) 

 

“The locus of causation is the consumer's perception of where the responsibility for the accident lies. Does the 

customer bear (the internal location) or a factor outside the customer such as the environment or the service 

employee (the external place)?” (p.196) 

Poon et al. 

(2004) 

“Control is widely accepted as a key human driving force and is often defined as the need to demonstrate one’s 

competence, superiority, and mastery over the environment” (p.1528) 

Klein and 

Dawar (2004) 

 

“The locus of the behavior (the event that triggers the crisis), which can be internal or external to the actor (in our 

case, the firm); If the locus is internal, and the behavior is stable and controllable, observers (in our case, consumers) 

tend to attribute responsibility to the actor, and subsequent consumer behavior such as blame or anger, is directed 

toward the actor. If on the other hand, the locus is external, and the behavior is temporary and uncontrollable, 

attributions will tend to be made to external factors” (p.205) 

Twenge et al. 

(2004) 

“People who believe they are in control of their destinies have an internal locus of control ("internals"). Those who 

believe that luck and powerful others determine their fate have an external locus of control (externals)”.  (p.308) 

Cleveland et al. 

(2012) 

“individuals who have an internal locus of control were more likely to have reported engaging in responsible 

environmental behavior than are individuals exhibiting a more external locus of control” (p.297) 

Varela-Neira et 

al.(2014) 

“Due to the limited variability of locus of causality, this dimension of attribution was discarded from this study. For 

the customer to attribute the origin of the failure to him/herself is very unusual” (p.906) 

Yuan et al.(2016) 

“In the horizontal locus of attribution, internal attribution refers to that the reasons for certain behaviors or outcomes 

are due to the people themselves, while  external  attribution suggests  that  the  reasons  for  one’s  behavior  are  

found  in his/her  environment” (p.282) 

Karkoulian et 

al.(2016) 

“The term work locus of control (WLOC). WLOC mainly determines the extent of one's personal view regarding the 

level of control in a given work setting. A person that feels that job success depends on their own hard work has an 

internal locus of control, while a person that feels that many externalities are responsible for their success has an 

external locus of control. More recent studies focus on the link between these individual views and work conflict”.(p.2) 

Jackson(2019) 
“Locus of control has been conceptualized as either internal (tourist outcomes attributed to ability or effort) or 

external (tourist outcomes attributed to task ease/difficulty or luck)” (p.2) 

Hwang et 

al.(2020) 

“Locus of control refers to the extent to which people believe that they can affect outcomes through their actions. People 

who have an internal locus of control tend to perceive themselves to hold control over their future and believe the out-

comes depending on their input. In contrast, the latter dimension, external locus of control, describes individuals who 

believe that they are incompetent and have relatively little influence over outcomes that are beyond their control “(p.49) 

Jiang et al.(2020) “LOC refers to the extent to which people believe that they can control their own lives” (p.2) 

Hampson et 

al.(2021) 

“Locus of control, an individual difference construct that reflects individuals’ beliefs about the degree to which they 

can control the outcomes of events in their lives” (p.2) 

 

Thus, as an output of all these definitions, scholars classified the locus of control into two models. Firstly, the 

independence model assumes that the internal locus of control has become more acceptable over the past 40 years 

because of people's ability to control their causes now than they did before (e.g., travel is reasonably available for all 

social categories and technology presents endless choices for services, varieties of communication and entertainment) 

(McCanne and Lotsof, 1987) as well as people have the freedom to manage their lives and make their own decisions. 

That is because of the lack of restricted social rules and etiquette as before (Jiang et al., 2020). All these assumptions 
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imply that people have become more biased to an internal locus of control in their beliefs over time, contributing to 

widespread positive feelings (or positive word of mouth) (Twenge et al., 2004).  

In contrast, the alienation model assumes that the external locus of control has become more applicable over time 

because of the tendency to blame one's troubles or (failures) on external powers (Twenge et al., 2004). This model 

reflects the distrust and alienation of modern generations, maybe because of the negative social trends that have been 

conducted by increased media coverage news. Consequently, if negative results occur, people will ascribe these events 

to negative social trends, contributing to widespread negative feelings (or negative word of mouth) (Twenge et al., 

2004). The alienation model has two types of external locus of control. Firstly, change control, whereby people do not 

have any power to influence it (e.g., luck, weather, and fate). Secondly, powerful control whereby people can affect it 

(Hampson et al., 2021). Both models' and scholars' arguments about the locus of control theory reflect that individual 

LOC is the degree of individuals' satisfaction (Chebat et al., 1995). 

 

4. Theory lack in tourism field 

Locus of control theory in the tourism context has a notable shortage of investigation for its impact on brand 

attachment and revisit intention in tourism destinations brands. The current tourism literature about attribution theory 

and locus of control is limited. For instance, Jackson (2019) has investigated attribution theory in explaining various 

tourist experiences in different situations. However, she did not investigate the impact of these experiences on 

destination brand attachment as the attachment considers a crucial outcome to gaining revenues (Tsai, 2016). Or how 

tourists form a locus of control before visiting the destination (locus of control antecedents). Additionally, she did not 

consider gender differentiation to develop tourists' locus of control. 

Moreover, Orth et al. (2012) have also tried to study attribution theory in tourism destination brands. However, they 

have only focused on wine-oriented tourist attractions without investigating the locus of control to build destination 

attachment. Furthermore, they did not examine tourists' locus of control in case of service failure because experiencing 

perfect services all the time is not inevitable (Swanson and Kelley, 2001). Su et al. (2020) have also studied the 

attribution theory's role in examining how tourists' intentions are affected by destination social responsibility. However, 

their study had lower validity due to using a fictitious destination, not a real one. They did not consider the l ocus of 

control's role in building attachment or revisiting intention to destinations (locus of control consequences). Recent 

studies (Saleh, 2021, 2022a, 2022b, 2022c) focuses on tourists' locus of causality in understanding it as an attribution-

shifting mechanism and its impacts on tourists' interpretations.   

Although the previous studies have its privilege to understand tourist’s locus as an attribution theory dimension. 

However, these research does not examine tourist LOC on destination branding, destination attachment or destination 

commitment. Tourists have always had priorities to attach to tourism destinations, Hwang et al. (2005) and Liu et 

al.(2018) clarified that Place attachment had become a common concept in tourism and marketing research; place 

branding is an extended concept from the brand theory and place identity (Sadeque et al., 2020) this identity remarked as 

symbols or marks, slogans, names, words and/or phrases used by companies to distinguish their products from other 

products. Motivations of people drive them to make decisions about buying products or using services. It depends on 

how choices are made when outcomes are specific or uncertain (Healey et al., 2015).  

 

The Locus of control theory future direction in the tourism field 

The attribution is the cause of behavior (Li and Murphy, 2013) and individuals assign the causes of behaviors to two 

types, an internal characteristic called "Dispositional Attribution: internal LOC" may be a process of setting the cause of 

judging the people or a place for external factors and that called "situational attribution: external LOC" those attribution 

theories are essential in an individual's need to understand events and actions.  

Consumers with a situational attribution style are more likely to infer corporate behavior in terms of context -specific 

factors such as reputation and social role (Lim et al., 2018); this physiological analysis motivates persons to make 

choices and actions toward the use services or destinations (Choi and Cai, 2016; Poon et al., 2004). Still, there is no 

research in the tourism literature on how physiological analysis motivates tourists to make choices and actions toward 

destination brands considering both internal and external LOC. Therefore, we recommend future research to consider 

internal and external LOC to understand tourists' behavior toward destination brand attachment.  

 Moreover, commitment plays a significant role in attributing destinations with its three types; Normative Commitment 

(NC) is a sense of being obliged to the organization or place (Messner, 2017), and it happens when the person feels an 

obligation to stay (Fullerton, 2014), or emotionally as Luo (2018) referred that affective commitment (AC) is considered to 

be attitudes and psychological emotions towards the places, while Brent (2017) inspected that the commitment may occur 

because of alternative lacks entitled the Continuance Commitment (CC). It happens when people tend to stay in a place 

because of the cost associated with losing retirement or friends; positive commitment encourages marketers to build a 

confident relationship with marketers and customers (Sahadev, 2008). People attribute the service or product to their 

commitment (Alba and Slongo, 2020), which is the path of the relationship between commitment and attribution. Smith and 

Hunt (1978) clarified that consumers who monitor trademarks or a place attribute actual feelings or behaviors.  
Sometimes, they attribute this to external environmental factors based on their commitment to those places. In this 

vein, understanding how tourists' commitment toward destinations could be affected by the locus of control theory 

(Internal vs. external) would significantly contribute to future research). Therefore, the future research in tourism 
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commitment should study internal and external locus of control, with the three types of commitment to have better 

results regarding tourist behavior. Further, people can combine behavior with situational information to conclusions, 

although these conclusions are incomplete till incorporating information about behavioral commitment, which provides 

a complete picture of how people form attribution (Krull et al., 2008); also, commitment-based satisfaction is highly 

positive has an essential and positive effect on brand love (Hsu and Chen, 2018). Therefore, future research should 

address the role of LOC in incorporating information about behavioral commitment to destination brands. Likewise, 

Members' obligation is determined by personal and social influences (Zhou et al., 2020). If the tourists have a negative 

experience or responsibility, the consumers attribute word-of-mouth negativity to the brand; however, if recipients 

attribute the negative to the caller, the brand rating increases (Laczniak et al., 2001).  

In contrast, Positive feelings generated from strong commitment and certainty of influence were significantly related to 

the positive attribution with the host community for tourism (Chien et al., 2012; Zheng, 2020) about place attachment 

which strongly correlated with place commitment. Therefore, future research directions could investigate tourists' locus of 

control antecedents (information and knowledge) and consequences (brand attachment and revisit intention) toward tourism 

destination brands. Moreover, the future research should study gender differentiation in shaping destination brands' tourist 

locus of control. To sum up, the current research contributes new insights into tracking the locus of control theory roots and 

development (see figure 2) and provides new arguments about its new application in tourism. The research has several 

limitations in theory roots as we investigated one dimension of attribution theory - LOC- but future research needs to 

examine the roots of other attribution theory dimensions, namely controllability and stability. 
 

 
 

Figure 2. Figure summary of LOC theory's roots, development, and gap in tourism research 
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