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The Influence of Night Atmosphere on

Tourists’ Experience and Revisit Intention in Night Tourism:

A Case Study of Representative Night Tourism Destinations in Shanghai
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Abstract

Night tourism plays an important role in promoting the growth of the nighttime consumption economy,
enhancing urban cultural attractiveness, and facilitating urban development. This study selected five
representative night tourism destinations in Shanghai as research sites and collected and analyzed data
through questionnaires and in-depth interviews based on five dimensions: night atmosphere, positive
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emotions, flow experience, tourist satisfaction, and revisit intention. The study aims to examine the
significance of night atmosphere and its influencing mechanism in shaping tourists’ experiences within the
context of night tourism. The results indicate that night atmosphere is an important factor influencing
tourists’ night tourism experiences. Night atmosphere consists of four fundamental elements, including
design, ambience, employee elements, and spatial layout. The visual, auditory, and situational stimuli
generated by ambience elements within the night atmosphere can evoke tourists’ positive emotions, such as
pleasure and excitement, while fostering immersive flow experiences, thereby influencing their positive
evaluations of tourism destinations and future behavioral intentions. Moreover, the development of night
tourism destinations should go beyond the construction of basic atmospheric elements and focus on
enhancing tourists’ positive experiences through lighting design, cultural expression, interactive experiences,
and the integration of local characteristics. This study provides theoretical foundations and practical
implications for creating distinctive night tourism atmospheres and improving tourist experiences in night
tourism destinations.

Keyword : night atmosphere; positive emotions; flow experience; tourist satisfaction; revisit intention
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[Table 1] Summary of Selected Night Tourism Site Cases
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[Table 2] Measurement Items
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[Table 3] Demographic Characteristics of the Respondents
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[Table 4] Basic Information of In-depth Interview Participants
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