
 
 
 

234 
 

Ann. For. Res. 66(1): 234-256, 2023 
ISSN: 18448135, 20652445 

ANNALS OF FOREST RESEARCH 
www.e-afr.org 

 

© ICAS January 2023 

TOURIST LOYALTY AND INTANGIBLE CULTURAL HERITAGE: CASESTUDY IN 
DANANG, VIETNAM 

 

Thi Thu Hien Phan 

Foreign Trade University 

 

Hoang Long Tran 

University of Economics – Technology for Industries 

 

Minh Ngoc Dao 

Vice Dean of Faculty of Tourism and Hospitality - National Economics University 

 

Dang Tran Minh Trang 

Class 12D1, Le Quy Don High School for the Gifted 

Corresponding author: Hoang Long Tran, University of Economics – Technology for 
Industries, Email: thlong@uneti.edu.vn 

Abstract: Cultural heritage has become an important factor attracting tourists to a city or a country. 
The improvement of the quality of cultural monuments contributes to the improvement of visitor 
satisfaction through the cultural beauty and the messages conveyed. This study was conducted to 
analyze and evaluate the impact of cultural heritage quality on tourist satisfaction in Danang, a city 
in Vietnam. Through survey data collected from 677 tourists visiting cultural relics in Danang, 
some remarkable research results were found in this study. First, the experience of cultural heritage 
quality has a direct positive impact on tourist satisfaction. In addition, the experience of cultural 
heritage quality has an indirect positive impact on tourist satisfaction through the mediating role 
of perceived value. Finally, the moderating role of perceived authenticity on the impact of 
experience quality on tourist satisfaction was explored in this study. Based on the research results, 
policy implications have been suggested for stakeholders in Danang to improve tourist satisfaction. 

Keywords: cultural heritage, experiential quality, tourist satisfaction, perceived value, perceived 
authenticity 

1. Introduction 

The tourist sector, which brings in $3.5 trillion annually, has been a major force behind the 
growth of the world economy (Mouaffo, 2007). One billion tourists traveled across international 
borders in 2012, according to the most recent report from the United Nations World Tourism 
Organization (UNWTO; 2013). According to the UNWTO's long-term estimate, international 
travel will continue to expand sustainably during the ensuing 20 years (2010-2030), with an 
average annual increase of 3.3% in visitor numbers from outside. According to the World Travel 
and Tourism Council, there will be more than US$10.8 trillion in travel expenses and 296.2 million 
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employments generated by tourism worldwide in 2018. (Guliling et al., 2013). These numbers 
demonstrate the tourism sector's enormous growth potential in the ensuing years (Guliling et al., 
2013). 

Heritage tourism is generally regarded as a form of experiencing consumerism, like other 
leisure and tourism activities (Chen & Chen, 2010). Today, Danang is experiencing exceptionally 
good success with the growth of historical tourism. The United Nations Educational, Scientific 
and Cultural Organization (UNESCO) has recognized Danang as one of the places with the largest 
concentration of cultural heritage sites worldwide. The quality of the visitor experience at a cultural 
heritage site is surprisingly poorly understood, despite the growing interest in heritage tourism 
(Masberg & Silverman, 1996). 

Heritage managers had to prioritize providing high-quality experiences, experience 
satisfaction, and gratifying experiences that tourists consider valuable and leave a positive 
impression of cultural heritage places to promote the positive behavioral intentions of visitors 
(Rindell, 2013). A cultural heritage site's first impressions, subsequent evaluations, and future 
behavioral intentions are all part of tourist behavior. The quality of the stay experience, perceived 
value, appearance, and overall experience satisfaction were assessed in subsequent visits, and 
future behavioral intentions included the likelihood of returning and capable of introducing 
(Rindell, 2013). The need for improved insight into the impact of new attractions on an 
organization's cultural performance regarding a cultural heritage is brought on by these complex 
relationships between behavioral intentions at a cultural heritage site and directly (such as heritage 
image and experience satisfaction) or indirectly (such as experiential quality and perceived value) 
outcomes (Jin et al., 2013). However, the impact of experiences of cultural heritage quality on 
tourist satisfaction in a context of heritage has not received much research attention (Rindell, 
2013). 

To explore the role of cultural heritage quality, this study focused on the following three 
objectives: the first objective is to identify the impact of experiential quality perceived by heritage 
tourists on tourist satisfaction at cultural heritage sites in Danang city; the second objective is to 
examine the mediating roles of perceived value for this relationship; and the third objective is to 
identify the moderating role of perceived authenticity. By accomplishing the above objectives, this 
study has contributed to the existing literature with a deeper insight into the impact of cultural 
heritage quality on tourist satisfaction through testing of mediating and moderating roles. This is 
an important contribution as it helps to improve the decision-making ability of policy makers and 
managers at cultural heritage sites in Danang city. 

2. Theoretical background 

2.1. Cultural heritage quality 

2.1.1. Experiential quality 

 According to Juran (1951), one of the early essential pioneers in the process of defining 
quality and quality management, provided two primary definitions of quality: (1) those 
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characteristics of goods that satisfy customer expectations and hence ensure customer satisfaction; 
and (2) the absence of defects and mistakes.  

 Over the last three decades, the term quality has been increasingly connected with cultural 
heritage management (Carbone, 2016; Yeoman, 2007; Leask & Yeoman, 1999; Oosterbeek & 
Police, 2014; Pedersen, 2002). Accordingly, several studies in the existing literature on cultural 
tourism examine aspects and notions that may be generally equated to attributes that encapsulate 
consumers' normal conceptions of quality dimensions. The concept of “value for money” (Alberini 
& Longo, 2006), quality-based characteristics applied to tourism, experience quality, perceived 
value, and satisfaction (Chen & Chen, 2010), and the connection between authenticity/sincerity 
and perceived quality are a few of these (Alberini & Longo, 2006). The literature that already 
exists on the subject of cultural heritage attractions' quality concentrates on issues like the assets' 
physical characteristics and the idea of visitor satisfaction. The issue is therefore primarily 
addressed from the standpoint of demand (visitors). The work of Su and Teng (2018), one of the 
most recent studies, for example, confirms this trend by proposing the dimensions of quality in 
cultural heritage management based on visitor satisfaction (primarily related to the services 
offered), amply demonstrating the legacy of the concept of quality borrowed from the worlds of 
industry and marketing. 

 According to Hernández-Rojas et al. (2021), expectations generated before visiting a 
historical tourism location may be regarded as anticipated quality in terms of cultural heritage 
quality. When tourists arrive at their destination and have the experience there, they perceive the 
quality of several aspects that contribute to that perception. Perceived value, which measures the 
harmony or discord between perceived costs at the destination and the value received there, is 
related to both experience value and perceived quality. Accordingly, for the object of cultural 
heritage, as tourists learn more and more information about tourist attractions, historical stories as 
well as the history of cultural heritage, they will be able to feel better on the quality of this cultural 
heritage in the tour. In other words, expected cultural heritage quality positively influences 
perceived cultural heritage quality of tourists. 

Referring to experience quality, it is vital to highlight service quality in the tourist industry, 
which is primarily assessed by a range of methodologies created from the standpoint of the 
provider (Briggs et al, 2007). Service quality in the context of tourism relates to service 
performance at the attribute level, while experience quality refers to the psychological results 
arising from visitors' engagement in tourism activities (Chen & Chen, 2010; MacKay & Crompton, 
1988). The definition of service quality is the quality of service, which attributes that are under the 
supplier's control. While the quality of an experience is dependent not only on characteristics 
offered by providers but also on characteristics contributed by travelers (Chen & Chen, 2010; 
MacKay & Crompton, 1988). The quality that travelers perceive is more directly associated with 
their experience throughout the tourism process than with the services offered by the tourist 
destination. In contrast to service quality, visitor research on experience quality remains sparse, 
especially for historical touring activities (Chen & Chen, 2010). Realizing this, a number of 
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researchers (Ko et al, 2011; Moon et al, 2011) have inherited and expanded the concept of service 
quality in order to define 'experience quality' in a variety of fields. 

According to Zeithaml (1988), experiential quality is the perceived evaluation of a travel 
experience's excellence or superiority. Chen & Chen (2010) demonstrated that the quality of an 
experience is dependent not only on the attributes supplied by the supplier, but also on the 
attributes brought by the tourists. Experience quality might thus be viewed as the emotive reactions 
of visitors to their targeted psychological benefits (Chen & Chen, 2010). This term also relates to 
service-specific transactions, such as contacting genuine experience contributors (Chan & Baum, 
2007). Otto & Ritchie (1996) developed a scale of experience quality with four factors to measure 
experience quality: (1) pleasure, (2) peace of mind, (3) participation, and (4) recognition. In 
addition, Cole & Scott (2004) use three factors to estimate the quality of the visitor experience: (1) 
entertainment, (2) education, and (3) community. Moreover, Jin et al. (2013) and Kao et al. (2008) 
propose that the measurement of experience quality should be based on: (1) inclusion, (2) surprise, 
(3) participation, and (4) enjoyment of the tourist destination. According to the research of Verhoef 
et al. (2009), the measurement of experience quality comprises cognitive, emotional, social, and 
physical responses to retailers. Therefore, it is clear that experience quality should be quantified 
using a multidimensional, hierarchical model that is compatible with how visitors perceive 
experience quality. To build a scale of total experience quality, four primary factors may be 
considered: interaction quality, physical environment quality, result quality, and accessibility 
quality (Wu & Li, 2017). 

 According to Chan et al. (2010), interaction quality is primarily concerned with gauging 
the quality-of-service providers. Accordingly, four factors are considered: (1) attitude, (2) conduct, 
(3) problem-solving, and (4) competence (Caro & Garcia, 2008); 

 Quality of the physical environment: According to Lu et al. (2009), the quality of the 
physical environment is the effective transmission of a service from the service provider to the 
customer. From then, the emphasis shifts to the identification of four subaspects of physical 
environmental quality: (1) facilities (Clemes et al, 2009), (2) environment, (3) design (Wu et al, 
2011), (4) location. 

 It focuses on the outcome of the service activity, emphasizing the result the consumer 
receives from the service. In other words, if the production quality fulfills the customer's 
expectations and desires (McDougall & Levesque, 1994; Rust & Oliver, 1994). This distinguishes 
three sub-dimensions of result quality: (1) price (Brady & Cronin, 2001), (2) location, and (3) 
sociability (Clemes et al., 2009) are the most important factors in determining a home's desirability. 

 Accessibility quality is described by Chen et al. (2011) and Shonk & Chelladurai (2008) 
as the ease and speed with which visitors may reach their intended location. Two elements have 
been recognized as contributing to the quality of access: (1) convenience (Chen et al., 2011) and 
(2) information (Wu, 2012). 
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2.1.2. Cultural and heritage tourism in Danang 

 Cultural and heritage tourism is a method of economic development that accomplishes 
economic growth by attracting tourists interested in the historical, artistic, scientific, or 
lifestyle/heritage assets of a town, area, organization, or institution from outside the host 
community (Silberberg, 1995). This kind of travel focuses on experiencing cultural surroundings, 
such as landscapes, the visual and performing arts, and unique ways of life, values, customs, and 
events. Cultural heritage tourism is defined by the National Trust for Historic Preservation as 
“going to experience the places, objects, and activities that authentically reflect the stories and 
people of the past”. Heritage tourism sites are composed of cultural, historic, and natural elements. 

 Danang could perfectly exemplify cultural heritage in Vietnam. Accordingly, the natural 
beauty of the sea and the mountains, as well as the range of goods and tourism kinds, have drawn 
travelers to the city of Danang. Tourism in Danang is bolstered in part by the long-standing cultural 
history that has been maintained and kept to the present day. The relationship between a city's 
tourist growth and the sustainable use of cultural heritage resources is an unavoidable aspect of 
the local development process. Currently, Danang city has two national monuments of 
extraordinary significance (Dien Hai Citadel and Ngu Hanh Son scenic spot), 17 national-level 
relics, 63 city-level relics. Moreover, there are 6 artifacts which are kept at the Museum of Cham 
Sculpture recognized by the Prime Minister as national treasures. In addition to repair and 
embellishment efforts, cultural festivals, spiritual and cultural events pique the public's attention, 
to which they react enthusiastically. Communal home celebrations and religious festivals are being 
conducted on a larger scale, with new aspects, while maintaining their historic significance. 
Besides, Danang has improved the effective exploitation of plans to protect and develop the value 
of Bai Choi Art, Cau Ngu Festival, Tuong art of Quang, and community culture of the Co Tu 
people. To increase the value of cultural heritages for tourists, the city of Danang has invested in 
several efforts to protect, enrich, maintain, and promote local culture and communication. Several 
monuments, such as the Ngu Hanh Son scenic spot, Dien Hai Citadel, and Danang Museum, have 
become destinations attracting many tourists and engines of socio-economic development for the 
locality. Tours and tourist routes connecting heritage sites and traditional festivals in Danang have 
been formed, such as the Han river - K20 revolutionary base area, Han river - Tuy Loan - Thai 
Lai, Cu De river, etc. 

 The conservation and promotion of cultural heritage values is of great significance in 
affirming the cultural identity of the land and modern Danang people and is an important resource 
contributing to the cause of protection and construction. construction and development of the city. 
Facing that reality, Danang needs to do well and promote the role of cultural heritage in tourism 
development. Tourism associated with cultural heritage is increasingly developing, always 
attracting domestic and foreign tourists. 

2.2. Experiential quality and tourist satisfaction 

 First, satisfaction can be described as “the buyer's cognitive state of being appropriately or 
inadequately compensated for the sacrifice he has made in a purchasing transaction”. The 
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adequacy is a result of reconciling real previous purchase and consuming experience with the 
reward that was anticipated from the brand in terms of its anticipated capacity to meet the purposes 
offered by the specific product class (Howard & Sheth, 1969). According to Oliver (1997), 
satisfaction is "the consumer's fulfillment reaction. It is a determination that a product or service 
feature or the product or service itself supplied (or is giving) a pleasant degree of consumption-
related satisfaction, including levels of under-or-over fulfilment." Based on these definitions, 
customer satisfaction may be considered as "either a result or a process" (Yi, 1990). According to 
certain definitions, consumer satisfaction is a consequence of the consuming experience. Howard 
and Sheth (1969) define satisfaction as “the buyer's cognitive condition of having been 
appropriately or poorly compensated for the sacrifice he has made”. Westbrook and Reilly (1983) 
describe customer satisfaction as “an emotional reaction to the experiences offered by and related 
with the acquired items and services”. In a similar vein, Churchill and Surprenant (1982) describe 
satisfaction as the outcome of purchase and usage, coming from the buyer's comparison of the 
benefits and costs of the purchase to the expected outcomes. Oliver (1981) defines satisfaction as 
“the psychological state that results when the emotion surrounding dis/confirmed expectations is 
combined with the consumer's previous sentiments about the consuming experience”. 

 The customer in the tourism industry is the tourist. As tourism is an experience comprising 
several distinct components, some of which are more tangible than others, visitor satisfaction may 
be seen as a measure of whole consumer experience. It is crucial to emphasize that the type and 
quality of this experience are often beyond the control of destination authorities, since the actions 
of several persons and organizations may have a significant impact on the tourist experience 
(Hughes, 1989). Tourist happiness is not a universal phenomenon, since not everyone derives the 
same pleasure from the same vacation. 

 In the context of cultural tourism, the factors associated with the enjoyment of a visit to the 
material heritage may include the fact that tourists want fresh experiences, genuine environments, 
and extraordinary or unique activities. A memorable and fulfilling tourist experience includes 
participation, hedonism, knowledge, nostalgia, history, novelty, and local culture (CrespiVallbona, 
2021). According to Jensen et al. (2017), the experiences offered within the heritage offer the same 
amount of satisfaction to visitors who come for the legacy's physical artifacts as well as those who 
come for the tourist attractions nearby (theatrical visits, historical explanations). This, together 
with the fact that these pursuits are frequently undertaken on holidays, which enhance life 
satisfaction and quality of life (Dolnicar et al., 2012; Su el al., 2016; McCabe & Johnson, 2013), 
adds congrats and joyful impacts to the holiday activities (Gilbert & Abdullah, 2004). These can 
all make tourists feel more satisfied because they feel the right quality of cultural heritage, which 
they look for in cultural and heritage tourism.  

 Moreover, the reality also shows that the quality of the cultural heritage of the tourist 
destination can also modulate the influence in the relationship from perceived value to tourist 
satisfaction. Indeed, in tourist destinations with high-quality cultural heritage, tourists who feel the 
value of cultural heritage will feel more satisfied with their own discovery needs. Because 
perceived cultural heritage quality is the main factor in tourists' tours, the higher its quality, the 
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more satisfied the perceived value is. This is also true in reverse, when perceived cultural heritage 
quality is not good, perceived value will not have much impact on customer satisfaction. This was 
also agreed in the study of Hernández-Rojas et al. (2021). 

 Thus, the following hypothesis of this study can be stated: 

 H1: Experiential quality positively impacts tourist satisfaction 

2.3. The mediating role of perceived value 

 Perceived quality is often regarded as one of the most significant elements in visitor 
behavior study (Wu & Li, 2017). According to research (Jin et al., 2015; Loureiro & González, 
2008), perceived quality is the entire aggregation of the tourist's sentiments about the experience 
at a place. Tourists rate their experience as favorable or bad based on a variety of landmark or 
location characteristics (Thi et al., 2020). Following this logic, it is believed that a visitor's 
perception of a destination's worth is the most significant determinant of his or her desire to return. 
It is conceivable that a consumer may not purchase a product or service because the perceived 
value is insufficient for the price being requested (Lichtenstein, 1990). According to studies by 
several writers, perceived value quantifies a tourist's overall evaluation of their experience at a site 
based on the emotions they experienced there (Chang et al., 1990; Anderson & Sullivan, 1993). 
By using this variable, Cosso-Silva et al. (2019) are able to get a realistic understanding of visitor 
behavior, and the findings may be valuable for tourism-related governmental institutions and 
organizations. Customers that are aware of the worth of a service or product often anticipate certain 
advantages from it (Bao, 2004). For this reason, perceived value is tied to a purchase's utility, since 
the purchase contains inherent advantages that meet the buyer's demands (Chen & Chou, 2019). 
Before making a choice, a traveler who is interested in value will seek out information and 
thoroughly consider the proposition (Pillai & Kumar, 2012). This indicates that perceived value 
influences consumer choices (DelgadoBallester et al., 2014). 

 When visitors arrive at their destination and have an experience there, their assessment of 
the historical site's quality is influenced by a number of factors. Both anticipated quality and 
perceived quality are connected to perceived value, which evaluates the trade-off or imbalance 
between perceived expenses at the destination and the value obtained there. After a visitor has 
absorbed the perceived worth of a location, he may estimate his pleasure with it. Accordingly, 
several investigations (Chen & Chen, 2010; Chen & Tsai, 2007; Kao et al, 2008) have shown that 
experience quality has a favorable effect on perceived value, hence influencing experience 
pleasure. Numerous prior research concur with the idea that perceived worth has a beneficial effect 
on total experience satisfaction (Cronin et al, 2000; Kao et al, 2008; Petrick & Backman, 2002). 

 Thus, the following hypotheses of this study can be stated: 

 H2: Experiential quality positively impacts perceived value 

 H3: Perceived value positively impacts tourist satisfaction  
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2.4. Moderating role of perceived authenticity 

 The Oxford English Dictionary (2014) defines authenticity as the truth or character of truth, 
genuine, original, traditionally crafted, and a style of being. The word is commonly used in several 
academic fields and has been extensively studied in sociology and research (Erickson, 1995). In 
the tourist industry, museum studies are believed to be the source of authenticity since they 
establish if an artifact is indeed what it looks or purports to be (Wang, 2003). This notion was 
subsequently applied to a variety of tourist goods, and it is now widely used by tourism industry 
managers to evaluate a destination's brand authenticity. As authenticity is a complex notion, its 
meaning differs throughout tourist research. According to Sharpley (1994), the author believes that 
this relates to traditional culture and roots with genuine, genuine, and distinctive significance. 
Timothy and Boyd (2003) define authenticity as the truthful presentation of the past. In addition, 
Wang (2003) provides five definitions of the idea of authenticity, including cognitive objectivism, 
constructivism, semiotics, critique, and postmodernism. Authenticity will be interpreted 
differently from several viewpoints, resulting in inconsistencies within the notion. However, a 
detailed analysis of this notion by Nguyen and Cheung (2014) indicates that more than 10 
categories of authenticity have been identified in tourist research. The most prevalent are (1) 
objectivity, (2) constructivity, and (3) existential authenticity. The author assesses authenticity via 
objective objectivity and existential authenticity in the context of study conducted in Danang. 
Objectivity authenticity is described as a perspective that refers to a pure, original, and genuine 
version of a thing (Chhabra, 2012; Wang, 1999). Existential authenticity advocates a subjective, 
object-independent notion of authenticity. This form of authenticity, according to Wang (1999), is 
a potential condition of being that may be awakened by tourist activities. 

 Consequently, the sense of authenticity by visitors has garnered considerable attention in 
recent years. Understanding travelers' perceptions of authenticity will aid in the tourism planning 
and marketing of tourist destinations (Kolar & Zabkar, 2010; Xie & Wall, 2002). Indeed, prior 
research has shown that tourists have diverse preferences on authenticity and seek a variety of 
genuine experiences (Chhabra, 2010; Waitt, 2000). At reality, individuals may perceive 
authenticity in differing degrees. However, according to the research, perceived authenticity is also 
associated with the pleasure of visitors who visit historic sites. In several prior research, it has been 
shown that visitors' desire to visit cultural and historical sites is connected to their perceptions of 
authenticity (Apostolakis, 2003; Kolar & Zabkar, 2010). It may thus be said that perceived 
authenticity moderates the link between experience quality and visitor pleasure. 

 Thus, the following hypothesis of this study can be stated: 

H4:  Perceived authenticity moderates the impact of experiential quality on tourist 
satisfaction 
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Figure 1: The conceptual framework 

 
3. Methodology 

3.1. Sample and data collection 

 The subjects of this study are tourists from eighteen years of age and older who have visited 
the cultural heritages of Danang city. Data collection was conducted in 2022 in Danang city, with 
703 complete questionnaires collected. After excluding 26 cases due to missing data, unintentional 
filling with the same response pattern (Hair et al., 2014), 677 valid questionnaires (96.3%) were 
retained for progress. quantitative research. According to Israel (1992), with an unknown variance, 
a 99% confidence level, and a 5% margin of error, the required minimum sample size is 663 
observations. Thus, this study has ensured the minimum sample size. 

3.2. Measures 

 The design basis of the questionnaire was a literature review of cultural tourism. The 
questionnaire was translated into Vietnamese, English, French, German, and Spanish to attract 
tourists of various nationalities. The first part consists of questions related to the sociodemographic 
characteristics of the respondents (gender, age, place of origin, education level). The second part 
asks respondents to provide information related to their visit, such as length of stay, cultural events 
or attractions visited, and the basic objective of the trip. The third part of the questionnaire covers 
the measurement of constructs. They are measured using questions adapted from academic 
research related to the topic. PLS-SEM method is used in this study to evaluate the measurement 
model, structural model and test the hypothesis. 

 Measurement for experiential quality (Wu & Li, 2017) 
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 Interaction quality (IQ)  

IQ1: “The interaction I have with the service providers at this cultural heritage site is of a high 
standard”. 

IQ2: “Overall, I would say the quality of my interaction with the service providers at this cultural 
heritage site is excellent”. 

 Physical environment quality (PEQ)  

PEQ1: “The physical environment of this cultural heritage site is the best I have experienced”.  

PEQ2: “I consider the exhibition of the objects and materials at this cultural heritage site to be 
excellent”. 

 Outcome quality (OQ)  

OQ1: “I feel good when visiting this cultural heritage site area in general”.  

OQ2: “I consider the visit to this cultural heritage site to be a good educational or instructive 
experience”. 

 Access quality (AQ)  

AQ1: “I feel free to explore and there are no restrictions to access as tourists”.  

AQ2: “This cultural heritage site where I just visited is close to everywhere I want to go”. 

 

 Measurement for Perceived value (PV) (Wu & Li, 2017) 

PV1: “Overall, I am satisfied with the value I have received, for the price that I have paid at this 
cultural heritage site”. 

PV2: “Visiting this cultural heritage site is worth my effort”. 

PV3: “Visiting this cultural heritage site is worth my time”. 

 

 Measurement for tourist satisfaction (TS) (Domínguez-Quintero et al., 2020) 

TS1: “This is one of the best destinations I could have visited”. 

TS2: “Overall, I am pleased with my decision to visit the cultural heritage”. 

TS3: “My overall satisfaction towards visiting cultural heritage sites in Danang city”. 

 

 Measurement for Perceived Authenticity (Domínguez-Quintero et al., 2020) 

 Objective Authenticity (OAU) 

OAU1: “The overall architecture and impression of the buildings inspired”. 

OAU2: “Restoring historic buildings respects the same style (architecture, furniture, utensils, 
etc.)”. 

OAU3: “I liked the peculiarities about the interior design and furnishings”. 
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OAU4: “I liked the way the site blends with the attractive landscape, scenery, historical ensemble, 
the town”. 

OAU5: “I liked the information about the site, and I found it interesting”. 

 Existential Authenticity (EAU) 

OAU1: “I liked special arrangements, events, concerts, celebrations connected to the site”. 

OAU2: “The visit provided a thorough insight into different historical periods of the city”. 

OAU3: “During the visit I felt the related history, legends, and historical personalities”. 

OAU4: “I enjoyed a unique experience that allowed me to contact with the local people, their 
traditions, and customs”. 

OAU5: ““I liked the calm and peaceful atmosphere during the visit”. 

OAU6: ““I felt connected with human history and civilization”. 

 

4. Results 

 Measurement model 

 Based on the Outer loading results in Table 1, three items EAU2, EAU4, and OAU1 were 
removed because Outer loading < 0.7 (Henseler et al., 2009). After removing the above three items, 
the Outer loading values of the items are all greater than 0.7, so there is no need to remove any 
more items. 

  

Table 1: Outer loading 

  AQ EAU IQ OAU OQ PEQ PV TS 

AQ1                 

AQ1 0.913               

AQ2                 

AQ2 0.918               

EAU1   0.736             

EAU2   0.627             

EAU3   0.763             

EAU4   0.599             

EAU5   0.770             

EAU6   0.747             

IQ1     0.885           
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IQ2     0.890           

OAU1       0.594         

OAU2       0.793         

OAU3       0.793         

OAU4       0.792         

OAU5       0.791         

OQ1         0.918       

OQ2         0.916       

PEQ1           0.922     

PEQ2           0.914     

PV1             0.910   

PV2             0.879   

PV3             0.872   

TS1               0.832 

TS2               0.850 

TS3               0.813 

 The results in Table 2 show the convergence value and reliability of the factors in the 
measurement model. The values of Cronbach's alpha, rho_A, Composite reliability are all greater 
than 0.70 and less than 0.95, thus satisfying the reliability proposed by Hair et al (2019). In 
addition, the AVE coefficients are also greater than 0.5 to ensure the convergence value of the 
scales as proposed by Hair et al (2019). 

Table 2: Cronbach's alpha, rho_A, Composite reliability, and AVE 

  Cronbach's Alpha rho_A Composite Reliability AVE 

AQ 0.807 0.807 0.912 0.838 

EAU 0.800 0.801 0.869 0.625 

IQ 0.731 0.731 0.881 0.788 

OAU 0.821 0.822 0.882 0.651 

OQ 0.810 0.810 0.913 0.840 

PEQ 0.813 0.814 0.914 0.842 
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PV 0.865 0.870 0.917 0.787 

TS 0.777 0.779 0.871 0.692 

 Next, the discriminant validity between the factors was evaluated through the HTMT 
values with the maximum allowable threshold of 0.85 according to the criteria of Henseler et al. 
(2015). The results in Table 3 show that there is no significant overlap between the factors, so the 
factors in the model are guaranteed to have discriminant validity (Henseler et al., 2015). 

Table 3: HTMT 

  AQ EAU IQ OAU OQ PEQ PV TS 

AQ                 

EAU 0.240               

IQ 0.822 0.219             

OAU 0.260 0.774 0.201           

OQ 0.846 0.216 0.809 0.251         

PEQ 0.808 0.219 0.772 0.264 0.800       

PV 0.407 0.061 0.288 0.064 0.390 0.393     

TS 0.259 0.294 0.250 0.259 0.310 0.261 0.716   

 Structural model 

 The results in Table 4 show the R-square and R-square Adjusted coefficients after 
estimating the linear structural model. The results showed that the model explained about 42% of 
the variation in tourist satisfaction, a remarkable result. Using only aspects related to cultural 
heritage quality this is a very good result. 

Table 4: R Square 

  R Square R Square Adjusted 

PV 0.132 0.131 

TS 0.423 0.420 

 To evaluate the model fit, this study used the criterion SRMR < 0.08 as suggested by Hair 
et al (2019), and Hu & Bentler (1999). The results in Table 5 show that the SRMR values are all 
less than 0.08, showing that the proposed research model is suitable and can be applied to analyze 
the hypotheses. 
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Table 5: SRMR 

  Saturated Model Estimated Model 

SRMR 0.056 0.060 

 The results of testing the research hypotheses are shown in Figure 2. The results show that 
the hypothesis H1 “Experiential quality positively impacts tourist satisfaction” has been supported 
at the 1% significance level due to p-value = 0.000 < 0.01 and positive impact coefficient (0.119). 
Thus, positive experiences about the quality of cultural relics will help improve the satisfaction of 
tourists when they visit cultural sites in Danang city. Besides, the hypotheses H2, H3 are also 
supported with the p-value coefficients all < 0.01 and the positive impact coefficients 0.364 and 
0.501, respectively. This result shows that having positive experiences about the quality of cultural 
relics also makes tourists feel positive values when traveling at cultural sites. Since then, they 
became even more satisfied with the trip to visit cultural relics in Danang city. 

 

 

Figure 2: Hypothesis test results 

 The results of testing the mediating role shown in Table 6 show that experiential quality 
has a positive indirect impact on tourist satisfaction through perceived value at 1% significance 
level with a coefficient of 0.182. This coefficient is larger than the direct impact of experiential 
quality on tourist satisfaction. Thus, the positive impact from experiential quality on tourist 
satisfaction is not only a direct impact but also a stronger indirect impact through perceived 
authenticity. 
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Table 6: The mediating role test result 

  Coefficient P Value Significance 

EXQ → PV → TS 0.182 0.000 1% 

 Besides the above results, the perception of authenticity of cultural relics also greatly 
improves tourist satisfaction with an impact coefficient of 0.316. On the other hand, perceived 
authenticity also moderated the impact from experiential quality to tourist satisfaction at the 1% 
significance level due to p-value = 0.001 < 0.01 and impact factor of 0.123. Thus, hypothesis H4 
is supported at 1% significance level. This result is different from the results of and Lee et al. 
(2016) and Lu et al. (2015) when these authors claim that there is no significant relationship 
between these two factors. This moderating role is shown in more detail in Figure 3. The results 
show that for visitors who perceived cultural heritage as highly authentic, the more improving the 
quality of cultural relics, the better will be the improvement of visitor satisfaction. On the other 
hand, for tourists who do not feel the authenticity of cultural heritage, even improving the quality 
of cultural relics will not improve their satisfaction. This result supports the improvement of the 
authenticity of cultural heritage to promote trust and visitor satisfaction and to increase the 
effectiveness of cultural heritage quality improvement. 

 

Figure 3: The moderating role of Perceived Authenticity 

5. Theoretical and managerial implications 

 This study proposed a theoretical framework to determine the impact of cultural heritage 
quality on tourist satisfaction. The hierarchical model of experience quality and perceived 
authenticity was used in this study. This methodology provides a useful framework for research 
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directed at attitudes and behaviors of individuals in the context of cultural heritage tourism. 
Modeling higher-order structures with dimensions and key components of experiential quality 
provides an overview for managing the legacy of use in its strategic planning process. The results 
of this study indicate that the experiences of cultural heritage quality have a direct positive impact 
on visitor satisfaction at cultural sites in Danang city. In addition, the experiential quality also 
significantly increases the perceived value of tourists towards cultural relics in Danang city. In 
addition, perceived value also has a significantly strong positive impact on tourist satisfaction. 
Finally, perceived authenticity has both a positive effect on tourist satisfaction and moderates the 
impact from experiential quality on tourist satisfaction. The higher the quality of experience 
perceived by heritage tourists; the more positive values tourists will perceive at cultural relics 
attractions in Danang city. This result supports the argument of some previous studies such as 
O'Leary & Deegan (2005); Chen & Chen (2010); de Rojas & Camarero (2008). 

 Overall, the effect of experiential quality on tourist satisfaction is even greater through the 
mediated effect of perceived value than through the direct effect. Previous studies often limited 
the examination of this mediation relationship, as the measure may overlook the important role of 
mediating effects. Through examining the mediating relationship, this study has better understand 
how experiential quality affects tourist satisfaction at cultural sites in Danang city. This study is 
also a pioneer in analyzing the moderating role of perceived authenticity on the influence of 
experiential quality on tourist satisfaction. Through studying the moderating role, important 
premises in transforming the quality of cultural heritage to tourist satisfaction have been 
discovered. Therefore, cultural tourism attractions in a destination should be provided to provide 
visitors with authentic experiences and high-quality personal experiences, which in turn will bring 
about visitor satisfaction.  

 Management of cultural heritage should be aware of the significance of visitors to all major 
and little facets of the caliber of the experience. Additionally, the relative relevance of the 
experience quality features of the target tourist market should be used to establish management 
strategies and resource allocation for heritage management. In this study, outcome quality, 
accessibility, physical environment, and interaction quality were found to be the most crucial 
determinants of positive views of total experience quality. Cultural heritage management must 
consider the fact that different cultural heritage sites may have a different priority order for the 
essential elements of experience quality when developing a metric to measure tourists' views of 
experience quality. According to the comments of survey respondents in this study, cultural 
heritage management should, in general, concentrate on the sub-components of outcome quality 
and enhance the performance of cultural heritage sites on those components. However, resources 
must also be allocated to the sub-components of interaction quality, physical environment quality, 
output quality, and access quality. Tourists' perceptions of the whole experience at cultural heritage 
sites not only be influenced by service quality, but also on how they interact with the environment, 
accessibility they received. 

 Because the perceived quality of interactions is heavily influenced by service provider 
abilities, additional attention should be devoted to educating service providers to handle issues or 
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complaints from visitors. The importance of location in determining the physical environment's 
quality has been noted. The historical management board should be aware that when tourists select 
a cultural heritage site for their visit, location is one of their top considerations. Finding various 
cultural heritage locations that tourists visit for various purposes can result in the offering of 
various services to visitors. When groups of tourists are approached based on their individual 
motivations for visiting a website, it can help with more direct marketing (Poria et al., 2004). A 
pleasant visit has been recognized as a crucial aspect of how well the outcome is perceived. 
Tourists should be assisted by heritage management in their preparation and familiarization of the 
cultural heritage site. Preservation of the shared cultural and natural legacy with remarkable 
universal value is the main duty of heritage management, along with maintaining its growth 
through sensible tourism management. 

 Heritage management can create a pleasant environment for tourists to visit cultural 
heritage sites by effectively conserving and managing these monuments. Additionally, heritage 
management should create a cultural heritage site where visitors desire to feel something and get 
in touch with them to accommodate their interests in intriguing sightseeing. Accessibility quality 
has been discovered to be significantly influenced by information. The management of the cultural 
heritage site should give visitors the option to access the most recent information about events, 
promotions, and other services in order to increase the number of visitors. For visitors conveniently 
accessing cultural heritage places, the heritage management board can also offer them with 
information via the media and word-of-mouth from their friends and relatives. 

 Regarding the idea of authenticity, the study's findings demonstrate that cultural services 
are also viewed as existential experiences resulting from the many emotions connected to tourism-
related goods in addition to being regarded as tangible tourist attractions. The findings 
unmistakably demonstrate that travelers consider authenticity in its multiple dimensions (objective 
and existential authenticity), and that the meaning of authenticity might vary based on the attributes 
of the location. Since few studies in the overall body of research on cultural heritage tourism have 
studied the impact of perceived authenticity on satisfaction and behavioral intention, consideration 
of the idea of authenticity represents a key component of the current study (Ramkissoon & Uysal, 
2011; Sedmak & Mihalic, 2008). Additionally, this study results support previous research of 
Kolar & Zabakar (2010) and Ramkissoon & Uysal (2011). Additionally, these scholars mention 
how successfully consuming cultural attractions is influenced by perceived authenticity from its 
two perspectives. 

 Cultural heritage attraction managers should pay attention to the architecture, the faithful 
restoration of structures, the harmonization of buildings in the setting of the destination, and the 
provision of compelling and comprehensive historical information. To guarantee that visitors can 
enjoy the environment without being overwhelmed by crowds, tourist site administrators should 
work to regulate tourist flows. If heritage managers develop techniques to satisfy expectations for 
tranquility, cultural attachment, and participation in the traditions and customs of the local people, 
cultural experiences will be improved. The surroundings should support the living emotions that 
give the encounter authenticity and make it unforgettable while also enabling visitors to connect 
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with the history of the location and its residents. Accordingly, it is crucial that cultural tourism 
management organizations display cultural heritage in a setting that enables visitors to fully 
immerse themselves in various historical eras. To encourage visitors' creativity and delight, 
symbolic and simulated components must be presented with care. The performance space - as it is 
here referred to - should have an appropriate ratio of real and simulated objects. Even if using 
mimicked objects frequently can make it look frivolous, they can help with creativity and allow 
for the recreation of a bygone era. Therefore, it is advised to utilize a mix of actual and fake artifacts 
to spark tourists' imaginations and make them enjoy themselves. 
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