Tourism & Management Studies, 20(3), 2024, 79-91. https://doi.org/10.18089/tms.20240306

RS
e
o=

-

L/
K

'

The role of authenticity, involvement and experience quality in heritage destinations
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Abstract

This research explores the impact of authenticity and involvement on
destination image, aiming to comprehend Vvisitor satisfaction,
experience quality, re-patronage intentions, willingness to pay more,
and word-of-mouth. Structural equation modelling was employed for
analysis using data from 394 visitors to Side, Turkey. According to
research findings, authenticity and involvement positively influence
destination image. The findings demonstrate that developing re-
patronage intentions, word-of-mouth recommendations, and
willingness to pay more can be facilitated through experience quality
and satisfaction. Also, it is proved that satisfaction is positively
influenced by destination image. Moreover, authenticity and
involvement positively influence destination image. According to
research results, to increase willingness to pay, it is imperative to offer
a high-quality cultural tourism experience, wherein tourists gain
knowledge about the heritage destination and enjoy the experience
while deeply engaging with the surroundings. Furthermore, public and
private organisations should design visitor experiences that consider
authenticity and involvement to enhance destination image and
increase customer satisfaction.

Keywords: Authenticity, Involvement, Destination Image, Experience
Quality, Satisfaction, Side (Turkey).

Resumen

Esta investigacion analiza el impacto de la autenticidad y la involucracion en
la imagen del destino, con el objetivo de comprender la satisfaccion de los
visitantes, la calidad de la experiencia, las intenciones de volver, la
disposicién a pagar mas y el boca a boca. Para el andlisis se emplearon
ecuaciones estructurales utilizando datos de 394 visitantes a Side, Turquia.
Segun los resultados de la investigacion, la autenticidad y la involucracion
influyen positivamente en la imagen del destino. Los resultados demuestran
que el desarrollo de intenciones de volver, recomendaciones de boca a boca
y la disposicién a pagar mas pueden ser facilitados a través de la calidad de
la experiencia y la satisfaccion. También se comprobd que la satisfaccion
estd influida de forma positiva por la imagen del destino. Ademads, la
autenticidad y la involucracion influyen positivamente en la imagen del
destino. Segun los resultados de la investigacion, para aumentar la
disposicidn a pagar, es necesario ofrecer una experiencia de turismo cultural
de alta calidad, en la que los turistas adquieran conocimientos sobre el
destino patrimonial y disfruten de la experiencia mientras se implican
profundamente con el entorno. Ademas, las organizaciones publicas y
privadas deben disefiar experiencias para los visitantes que consideren la
autenticidad y la involucracion para mejorar la imagen del destino y
aumentar su satisfaccion.

Palabras clave: Autenticidad, Involucraciéon, Imagen del Destino,
Calidad de la Experiencia, Satisfaccion, Side (Turquia).

1. Introduction

Destination image emerges as an important phenomenon to see tourism's economic effects in destinations (Uslu & Inanir, 2020).
Destination image affects tourists’ destination perceptions and destination choice. Tourists create the destination image by
choosing different information sources (Cooper & Hall, 2023). A positive image in the minds of tourists makes them intend to revisit
destinations (Atmari & Putri, 2021). However, another reason why tourists visit destinations is due to their previous cultural
heritage tourism experiences. The surge in demand for cultural heritage tourism has garnered increasing attention from scholars
in recent years (Kempiak et al., 2017; Nguyen & Cheung, 2015), leading to numerous studies aiming to reveal the behavioural
attitudes of tourists in this context (Alrawadieh et al., 2019; Wu & Li, 2017). Authenticity and involvement stand out as essential
factors shaping tourist behaviours and perceptions.

Researchers have long emphasised the vital role of authenticity in cultural heritage tourism, suggesting that tourists seek authentic
experiences to attain self-actualisation and a sense of well-being (Kolar & Zabkar, 2010). Consequently, the importance of
authenticity in enhancing the quality of cultural heritage tourism is widely acknowledged (Lu et al., 2015; Ram et al., 2016). Studies
have consistently shown a positive correlation between increasing demand and satisfying customer experiences in cultural heritage
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tourism (Brodie et al., 2011; Higgins & Scholer, 2009), influencing tourists’ perceptions regarding destination image. Yet, further
research is needed to explore the effects of tourists’ involvement levels on shaping a positive destination image.

This research aims to analyse the effects of authenticity and involvement on destination image, shedding light on tourists’
perceptions. Destination image components, including infrastructure, socio-economic environment, natural and cultural resources,
atmosphere, and overall image, are conceptualised for examination. Thus, destination image can be expressed as an attitudinal
structure consisting of intellectual/perceptual, sensory and general image, which is a total summary of the ideas, beliefs and
impressions that people have towards a certain area (Baloglu & McCleary, 1999; Stylidis, 2016). Destination image can be the
visitor’s objective perception of the reality of the destination (Chen & Tsai, 2007). The study was conducted in Side, located in
Antalya, an internationally renowned beach heritage destination. Side boasts significant historical sites and natural wonders such
as sandy beaches, coastal forests, rivers, and archaeological sites. However, rapid and unplanned development since the 1990s has
led to concerns about damage to archaeological sites and landscapes (Gezici, 2006; Brodie et al., 2011). Consequently, the study’s
findings offer practical insights to local administrations to develop sustainable tourism policies and stakeholders to better
understand tourists’ needs and preferences.

2. Literature framework and hypotheses
2.1 Effects of authenticity on destination image

Cultural heritage tourism is linked to authenticity, offering well-preserved historical and traditional experiences (Belhassen et al.,
2008; Park et al., 2019). Extensive research in the literature indicates authenticity as a central characteristic and primary motivation
in cultural heritage tourism, facilitating tourists’ connection with destinations (Lindberg et al., 2014; Lu et al., 2015). The main idea
is that tourists’ authenticity needs towards an object are formed in advance by internal or external factors, and the residents can
provide tourism activities and products that meet their imagination and needs, which means co-creating authentic tourism
experiences with tourists (Zu et al., 2024).

Visitors actively seek authentic experiences in cultural heritage destinations, indicating a strong desire for genuine encounters
(Viljoen & Henama, 2017). Satisfied tourists’ interest in authentic experiences significantly enhances the quality of cultural heritage
tourism, thereby creating a positive destination image (Lu et al., 2015; Ram et al., 2016). Researchers consistently conclude that
authenticity plays a primordial function in shaping a positive destination image (Frost, 2006; Park et al., 2019). Based on this
rationale, the following hypothesis is proposed:

H1: Authenticity positively and significantly impacts destination image.
2.2 Effects of involvement on destination image

Involvement is a noticeable construct in the tourism and marketing fields due to its recognised power to explain and predict changes
in the behaviour and attitudes of tourists (Campos et al., 2017). Involvement may be felt towards an activity, a product, an issue,
an advertisement, a situation or a decision (Bezengon & Blili, 2010). Thus, involvement, defined as the motivation or willingness to
engage in an activity, is crucial in tourism (Gursoy & Gavcar, 2003).

Earlier studies have mainly focused on the involvement of the tourists’ (Campos et al., 2017; Hou et al., 2005; Lu et al., 2015) and
destinations’ residents' perspectives (Aleshinloye et al., 2021; Erul et al., 2023; Erul et al., 2024) in tourism literature. For instance,
tourists’ levels of involvement significantly influence their perceptions of destination image, with higher involvement correlating
with more positive destination image perceptions (Lin & Chen, 2006). Chon (1991) suggests that tourist involvement directly
influences tourist experience, positively affecting destination image perceptions. Hou, Lin, and Morais (2005) also find a positive
relationship between tourist involvement in cultural heritage tourism and perceptions of destination image. Therefore, it stands to
reason that active involvement in tourism activities positively influences destination image perceptions. Numerous studies support
this notion, highlighting a positive correlation between involvement and destination image (Lu et al., 2015; Prayag & Ryan, 2012;
Kutlu & Ayyildiz, 2021). Consequently, the following hypothesis is posited:

H2: Involvement positively and significantly impacts destination image.
2.3 Effects of destination image on satisfaction

The image concept holds significant relevance in marketing and behavioural sciences, representing individuals’ perceptions of
products, objects, and events driven by beliefs, feelings, and impressions (Crompton, 1979). In the context of tourism destination
marketing, destination image has emerged as a crucial indicator of branding success, representing individuals’ impressions,
opinions, expectations, and emotional associations with a place (Tasci et al., 2022; Uslu et al., 2020). Conceptualised with tangible
and intangible dimensions, destination image encompasses infrastructure, socio-economic environment, natural and cultural
resources, atmosphere, and overall characteristics (Zhang et al., 2014).
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The concept of destination image, first introduced by Hunt (1971), is expressed as the sum of visitors’ thoughts, beliefs, ideas,
impressions or feelings about destinations. Afterwards, Gartner’s (1993) framework conceptualises destination image as having
three hierarchical components: cognitive, affective, and conative. Cognitive image reflects individuals’ beliefs and knowledge
regarding destination characteristics, affective image pertains to emotional reactions or evaluations influencing destination choice,
and conative image represents active tourist evaluation of a potential holiday destination (Gartner, 1993). According to Echtner
and Ritchie (1993), destination image consists of feature-based and holistic structures. It is stated that each of these features
includes functional and psychological features. Destination images can vary from those based on common functional and
psychological characteristics to more distinctive or even unique features, events, emotions or auras. Previous research highlights a
direct effect of destination image on tourist satisfaction (Lee & Xue, 2020; Kutlu & Ayyildiz, 2021; Tasci et al., 2022). Accordingly,
the following hypothesis is proposed:

H3: Destination image positively and significantly impacts satisfaction
2.4 Effects of experience quality on satisfaction

Experience quality, as perceived by tourism stakeholders, refers to the psychological and subjective evaluation of benefits gained
from the tourism experience (Rehman et al., 2023). Research indicates that the benefits derived from the tourism experience
influence tourist satisfaction (Altunel & Erkurt, 2015; Dominguez-Quintero et al., 2019). Examination of experience quality
elucidates tourists’ satisfaction during tourism activities, emotions, loyalty, and behavioural intentions, as it may impact these
factors (Dominguez-Quintero et al., 2019; Mansour & Ariffin, 2016). Numerous studies demonstrate a positive and meaningful
relationship between experience quality and satisfaction (Altunel & Erkut, 2015; Parreira et al., 2021). According to Tiwari et al.
(2023), enhancing tourism experience should focus on human emotions such as joy, love, and positive surprise.

In a similar vein, scholars have explored experience quality using various dimensions. For instance, Kao et al. (2008) and Jin et al.
(2016) studied it with immersion, surprise, involvement, and fun, while Cole and Scott (2004) identified entertainment, education,
and community as dimensions of exhibition experience quality. However, Altunel and Erkut (2015) assessed experience quality with
the dimensions of escape, learning, enjoyment, fear and displeasure. Consequently, the following hypothesis is suggested:

H4a: Experience quality positively and significantly impacts satisfaction
2.5 Effects of experience quality on re-patronage intentions, word-of-mouth and willingness to pay more

High-quality experiences serve as potent predictors of tourists’ behavioural intentions. Tourists’ behavioural intention, defined as
their perceptions of expectations regarding what to do in a specific situation, influences their decisions and actions (Ajzen &
Fishbein, 2000). Electronic word-of-mouth (eWOM) emerges as a trusted source of information regarding tourists’ intentions to
revisit based on their positive travel memories, which drive their inclination towards revisiting (Ali et al., 2016; Coudounaris &
Sthapit, 2017; Tung & My, 2023). Given the role of experience quality in shaping these positive memories, it is plausible to suggest
that revisiting intentions are also influenced (Ha & Jang, 2010; Lee et al., 2012). Hence, the following hypothesis is proposed:

H4b: Experience quality positively and significantly impacts re-patronage intentions.

Word-of-mouth (WOM) communication holds significant sway in the tourism industry, with both positive and negative effects
observed across various types of tourism. Tourists often convey their thoughts and experiences through WOM, which serves as a
crucial predictor of their behaviours (Calvo-Porral et al., 2017). Given that tourists who experience high-quality experiences in
cultural heritage tourism are likely to become advocates for the destinations they visit, it is imperative to understand how
experience quality influences WOM. Thus, the following hypothesis is proposed:

H4c: Experience quality positively and significantly impacts word-of-mouth.

Tourists often perceive a relationship between price and quality, with higher prices often associated with higher quality, indicating
prestige (Wiedmann et al., 2009). This perception may motivate tourists to be willing to pay more for better-quality experiences
(O’Cass & Frost, 2002). Therefore, it is likely that experiencing better-quality experiences would positively influence tourists’
willingness to pay more. Accordingly, the following hypothesis is proposed:

H4d: Experience quality positively and significantly impacts willingness to pay more.

2.6 Effects of satisfaction on re-patronage intentions, word-of-mouth and willingness to pay more

Satisfaction is a critical parameter for measuring the overall perceived performance of a tourism experience (Yoon & Uysal, 2005).
It encompasses individuals’ expectations before travel experiences and their perceived performance afterwards (Chen & Chen,
2010). Tourist satisfaction is a pivotal factor in revisiting intentions, as evidenced by previous studies on destination loyalty (Cong,
2016; Cong & Dam, 2017; Luvsandavaajav et al., 2022). Moreover, positive word-of-mouth communication and recommendations
from tourists contribute significantly to increasing potential visitor numbers and destination appeal (Kozak & Beaman, 2006; Santos
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et al., 2013). Additionally, tourists are often willing to pay more for nature conservation, sustainable destinations, climate change
mitigation, and overall quality improvement and development in destination experiences (Mgxekwa et al., 2019). Considering the
positive and meaningful correlation between satisfaction and behavioural intentions observed in previous studies (Garcia-
Madariaga et al., 2022; Nam et al., 2011), the following hypotheses are proposed:

H5a: Satisfaction positively and significantly impacts re-patronage intentions.
H5b: Satisfaction positively and significantly impacts word-of-mouth.

H5c: Satisfaction positively and significantly impacts willingness to pay more
3. Methodology

3.1 Quantitative Research

Quantitative research transforms data obtained from participants with specific measurement tools into generalisable and universal
information using various statistical analyses. Hence, quantitative research has a nature that requires evidence-seeking identity
and working on large sample groups (Baltaci, 2019).

Since the most appropriate way of working for the purposes of the study is to perform analyses using hypothesis testing techniques,
a quantitative research approach based on the positivist paradigm was adopted. Data was analysed using statistical methods, and
the significance of the relevant effects was revealed and it was decided to accept or reject the hypotheses.

3.2 Proposed Model

This study examines the effects of authenticity and involvement on destination image. Additionally, it investigates the effects of
experience quality and destination image on satisfaction, repatronage intention, WOM, and willingness to pay more. Therefore the
proposed model of the study is illustrated in Figure 1.

Figure 1- Proposed model
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3.3 Data collection and analysis

Questionnaires were administered in Side, either in English or Turkish, depending on the origin of the participants. Trained interviewers
conducted face-to-face interviews, as this technique has been shown to yield a high response rate (Xu & Fox, 2014). Quota sampling
was employed based on the population characteristics of Side’s tourist profile (see Table 1). The questionnaire administration took
place from the 1st of June to the 1st of November 2019. In total, 394 valid questionnaires were collected. The model tests the
relationships depicted in Figure 1. Data were analysed using SPSS 27.0 for descriptive analyses and Smart PLS 3.2.2 statistical programs
with PLS-SEM. Descriptive statistical analysis, reliability and validity analysis, PLS-SEM analysis were performed for this study.

3.4 Measures

The scale items were adopted from prior studies and rated on a seven-point Likert scale (see Table 1). Destination image was
adapted from Garcia et al. (2012). Authenticity, involvement, and satisfaction were assessed using Lu et al.’s (2015) scale.
Experience quality was operationalised using the three first-order dimensions: enjoyment, escape, and learning, proposed by
Altunel and Erkut (2015). Word-of-mouth and re-patronage intentions were measured using Sirakaya-Turk et al.’s scale (2015).
Willingness to pay more was adapted from Bigné et al. (2008).
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Table 1- Descriptive analysis
Construct/Associated Items

Destination image

Infrastructure and socio-economic environment (IS)
1. Good opportunities for recreation activities
Good shopping facilities.

High quality of accommodation.

High quality of infrastructure.

Low prices of tourism services.

. Good value for money.

Natural and cultural resources (NC)

1. Beautiful landscapes.

2. Fascinating architecture.

3. Interesting cultural attractions.

4

5

DU AWM

Unusual ways of life and customs.
Interesting cultural attractions.
Pleasant atmosphere (PA)
1. Relaxing atmosphere/peaceful place.
2. ltis slightly crowded.
3. Place to rest.
Social setting environment (SS)
1. High level of personal safety.
2. High level of cleanliness.
3. Unpolluted environment.
Overall image (Ol)
1. The image that | have of this destination is as good or even better than other similar destinations.
2. Overall destination image is very positive.
Satisfaction (SA)
1. Do you feel happy about the trip?
2. Do you feel satisfied about the trip?
3. Do you feel that you have a better understanding of local history and culture after the trip?
4. After the visit, do you feel that your expectation before the trip has been met?
Authenticity (AU)
1. Historical architectures are well preserved at Side.
2. Side is an authentic portrayal of ancient life and customs.
3. Side presents local history and culture very well.
4. Side arouses feelings of authentic history and culture.
Experience quality (EQ)
Learning (LE)
1. | expanded my understanding of Side.
2. | gained information and knowledge about Side.
3. Ilearned many different things about Side.
Enjoyment (EN)
1. Ihad fun.
2. | enjoyed being in Side.
3. 1am feeling | am deriving a lot of pleasure from my visit to Side.
Escape (ES)
1. 1am feeling like | am in another world.
2. | am getting away from it all.
3. | getting so involved that | am forgetting everything else.
Destination word-of-mouth (WOM)
| will mention Side as a vacation destination to others quite frequently.
1 will tell more people about Side than I’'ve told about most other destinations I’ve visited.
| will seldom miss an opportunity to tell others about Side.
When | tell others about Side | will talk about the city in great detail.
| am proud to tell others that | visit Side.
Destination repatronage intentions (DR)
1. 1am very loyal to Side as a vacation destination.
2. Inthe future, | plan to return to Side for vacation.
3. | am very committed to vacationing in Side.
4. |1don’t consider myself to be very loyal to Side as a vacation destination.
Willingness to pay more (WP)
1. Come back to Side even if the price increases.
2. Pay a higher price than for other destinations.
Involvement (IN)

uAEwWN e
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1. There are a variety of activities for you to participate.
2. The activities that you can participate are interesting.
3. You can freely participate in various tourist activities.

4. Findings
4.1 Profile of participants

As seen in Table 2, the demographics of the 397 participants were mostly male (53.00%) and aged 25-34 years (33.10%). 56.3% of
the participants stated that they are living as a couple or married. According to education level, most participants (63.7%) graduated
from university. Half of the participants (%49.5) are employees. Related to household income per month, most of the participants
were under 1.000 Euros. Roughly most of the participants were first-time visitors (55.3%). Lastly, most participants were tourists
(85.8%) except day-trippers.

Table 2- Profile of Participants (n=394)

Characteristics Frequency Percentage (%)
Gender
Female 185 47,0
Male 209 53,0
Age
25-34 130 33,1
35-44 83 21,1
45-54 61 15,5
55-64 28 7,1
Over 65 7 1,8
Under 24 84 214
Marital status
Living as a couple/married 222 56,3
Separated/divorced 23 5,8
Single 140 35,5
Widower 9 2,3
Education
Primary studies 31 7,9
Secondary studies 95 24,1
University 251 63,7
Without studies 17 43
Occupation
Employee 195 49,5
Freelancer 11 2,8
Housewife 15 3,8
Retired 15 3,8
Self-employed 46 11,7
Student 71 18,0
Unemployed 41 10,4

Household income per month

1000-1500 euros 80 20,3
1501-2000 euros 74 18,8
2001-2500 euros 87 22,1
2501-3000 euros 26 6,6
Over 3000 euros 25 6,3
Under 1000 euros 102 25,9
Length of stay
Day-tripper 56 14,2
Tourist 338 85,8
Visitation status
First time 218 55,3
Repeat visit 176 44,7
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4.2 Reliability and validity evaluation of the proposed model

The proposed model was computed using PLS-SEM in SmartPLS software 3.3.2, as preliminary tests on the sample indicated non-
normal data. PLS-SEM is less stringent when working with this data type (Hair et al., 2014). The two-stage approach was employed
to evaluate the second-order constructs (Hair et al., 2014).

Indicator reliability was assessed, with meaningful standardised loadings higher than .70. Internal consistency reliability was
evaluated using Composite Reliability (CR), with values higher than .70 (Bagozzi & Yi, 1988). Convergent validity was examined
through Average Variance Extracted (AVE), with values higher than .50 (Bagozzi & Yi, 1988).

Discriminant validity was established by ensuring that each construct’s AVE was greater than its squared correlation with any other
construct (Fornell & Larcker, 1981). The heterotrait-monotrait ratio of correlations (HTMT) ratio was also calculated to determine
discriminant validity, with every indicator below .85 (Henseler et al., 2014). Tables 3 and 4 display the proposed model's favourable
reliability and validity properties.

Table 3- Reliability and convergent validity of the final measurement model

Factor Indicator
Standardised t-Value CA rho_A CR AVE
Authenticity AUl 0.822 38.487 0.869 0.871 0.910 0.718
AU2 0.854 47.110
AU3 0.864 61.306
AU4 0.849 53.140
Repatronage DR1 0.886 61.401 0.874 0.875 0.923 0.799
DR3 0.900 71.153
DR4 0.098 1.344
WOM DwW1 0.849 50.933 0.820 0.821 0.893 0.735
DW2 0.843 50.677
DW3 0.855 35.567
bw4 0.853 42.125
DW5 0.848 45.273
Enjoyment EN1 0.882 59.951 0.845 0.850 0.885 0.564
EN2 0.872 56.344
EN3 0.817 43.888
Escape ES1 0.890 69.465 0.886 0.887 0.929 0.814 .
ES2 0.898 73.185
ES3 0.894 62.949 .
Involvement IN1 0.898 61.166 0.826 0.830 0.896 0.742 .
IN2 0.917 69.642 :
IN3 0.892 52.600
Infrastructure IS1 0.803 34.084 0.838 0.850 0.886 0.611 M
and socio- E
economic E
1S3 0.766 27.189 .
IS4 0.751 21.981
IS5 0.674 16.975 M
1S6 0.742 20.481 °
Learning LE1 0.873 61.502 0.724 0.737 0.878 0.783
LE2 0.886 61.407
LE3 0.824 28.477
Natural and NC1 0.736 22.398 0.667 0.687 0.818 0.601
cultural
resources
NC2 0.832 37.885
NC3 0.842 45.515
NC4 0.652 15.696
NC5 0.831 45.162
Overall image oIl 0.865 46.854 0.704 0.874 0.833 0.608
OI2 0.904 92.278
Pleasant PA1 0.803 25.848 0.852 0.856 0.900 0.692
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atmosphere
PA2 0.682 12.689
PA3 0.832 38.943
Satisfaction SA1 0.848 59.067 0.746 0.753 0.855 0.664
SA2 0.848 45.582
SA3 0.808 32.944
SA4 0.823 43.536
Social setting SS1 0.750 16.242 0.904 0.904 0.928 0.722
environment
SS2 0.855 46.512
SS3 0.836 41.302
Willingness to WP1 0.954 137.089 0.903 0.903 0.954 0.911
pay more
WP2 0.955 147.292
Destination Infrastructure and socio-economic 0.880 70.046 0.880 0.885 0.913 0.677
image environment (IS)
Natural and cultural resources 0.758 22.404
(NC)
Pleasant atmosphere (PA) 0.838 58.614
Social setting environment (SS) 0.813 39.862
Overall image (Ol) 0.821 48.739 0.875 0.881 0.923 0.800
Experience Learning (LE) 0.856 45.739
quality (EQ)
Enjoyment (EN) 0.911 115.583
Escape (ES) 0.916 93.245

Note: All loadings are significant at p < .01 level. CA = Cronbach’s alpha; CR = composite reliability; AVE = average variance extracted.

Table 4- Measurement model discriminant validity for the higher-order construct

Factor 1 2 3 4 5 6 7 8
1 Authenticity 0.847 0.881 0.800 0.679 0.569 0.877 0.693 0.388
2 Destination image 0.772 0.823 0.859 0.795 0.705 0.883 0.756  0.519
3 Experience quality 0.694 0.753 0.895 0.713 0.818 0.896 0.898 0.521
4 Involvement 0.595 0.705 0.629 0.902 0.742 0.698 0.723 0.723
5 Repatronage intention 0.448 0.562 0.657 0.595 0.780 0.718 0.871 0.708
6 Satisfaction 0.757 0.772 0.775 0.611 0.574 0.832 0.811 0.442
7 WOM 0.615 0.676 0.802 0.646 0.719 0.716 0.850 0.549
8 Willingness to pay more 0.343 0.464 0.466 0.647 0.564 0.397 0.495 0.954

As shown in Table 5, R? was calculated to assess the model’s explanatory power (Hair et al., 2014), revealing that all dependent
constructs were above 0.10 (Falk & Miller, 1992). Additionally, positive Stone—Geisser’s Q2 values were estimated using blindfolding
(Henseler et al., 2009), indicating good predictive power as the values were above zero.

Table 5- Evaluation of the estimated models

Concept

Destination image 0.688 0.460
Repatronage intention 0.439 0.261
Satisfaction 0.680 0.463
WOM 0.664 0.473
Willingness to pay more 0.216 0.194

As a result of reliability and validity analysis, and measurement of the model have been established. The hypotheses formulated in
the research model can now be examined, and it is proposed that the model aligns well.

4.3 Results of the structural model

Boostrapping was completed with individual sign changes of 5,000 samples to determine parameter significance. As seen in Table
6, the results show that authenticity has a significant and positive influence on destination image (H1; f = 0.54; p < .01). Likewise,
involvement has a significant and positive influence on destination image (H2; B = 0.38; p < .01). Besides, destination image has a
significant and positive influence on satisfaction (H3; B = 0.43; p <.01) and similarly experience quality has a significant and positive
influence on destination image (H4a; B = 0.45; p < .01). Experience quality has a significant and positive influence on re-patronage
intentions (H4b; B = 0.53; p <.01), WOM (H4c; B = 0.62; p < .01) and willingness to pay more (H4d; B= 0.4; p < .01). Satisfaction has
a significant and positive influence on re-patronage intentions (H5a; g = 0.16; p <.01) and WOM (H4a; B = 0.24; p < .01). However,
it has been demonstrated that satisfaction has no significant effect on willingness to pay more (H5c; B = 0.09).
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Table 6- Hypotheses testing

Hypothesis Path Standardised t-value

Path (bootstrap)

Coefficients

H1 Authenticity -> Destination image 0.545 14.044  ***
H2 Involvement -> Destination image 0.381 10.316  ***
H3 Destination image -> Satisfaction 0.435 7.457  xxx
H4a Experience quality -> Satisfaction 0.447 7.975 xx*
H4b Experience quality -> Repatronage intention 0.531 7.036  ***
Hac Experience quality -> WOM 0.618 8.852  xx*
H4d Experience quality -> Willingness to pay more 0.396 4,783  ***
H5a Satisfaction -> Repatronage intention 0.162 2.078 ***
H5b Satisfaction -> WOM 0.237 3.111  *¥**
H5c Satisfaction -> Willingness to pay more 0.090 1.026

Note: ***p<0.01; **p<0.05; *p<0.10

Based on R? values of the structural model, the highest rate of destination image was 69%, and the lowest rate of willingness to
pay more was 22%. These findings demonstrate that the disclosure rate of the study variables had a high and medium level of
disclosure (Henseler et al., 2014).

5. Discussion

Nowadays, cultural tourists have many options for cultural and entertainment offerings, leading to intense competition in the
cultural market. The main purposes of cultural tourists are to get information and gain experiences concerning traditional and local
properties. In this context, the experience of tourists is a substantial component of cultural heritage tourism. For this reason,
understanding the behavioural patterns of tourists engaged in cultural heritage tourism is crucial for the survival of areas with
cultural heritage sites, helping them withstand the passage of time and elucidating the processes that lead tourists to recommend
them. Therefore, enhancing the understanding of tourist behaviour is essential for cultural heritage and tourism professionals,
planners, marketing managers, and officials. Research on satisfaction with visiting historical, cultural areas in the context of heritage
tourism is important to develop correct tourism strategies.

The research findings indicate that the quality of experience provided to tourists visiting cultural heritage places positively influences
satisfaction, intention to recommend, willingness to pay more, and word-of-mouth. These findings corroborate previous studies that

have identified positive relationships between satisfaction with experience quality, willingness to pay, word-of-mouth, and intention
to recommend (Aliedan et al., 2021). Additionally, positive relationships were found between involvement, authenticity, and
destination image, consistent with previous research by Lu, Chi, and Lui (2015) and Prayag and Ryan (2012). The positive and significant
relationship between destination image and tourist satisfaction has been well-documented in the literature (Aliedan et al., 2021; Uslu
& Inanir, 2020). Destination image plays a crucial role in tourists’ decision-making processes, directly influencing their behavioural
intentions. Corroborating with this, Lee & Xue (2020) argue that destination image directly affects tourist satisfaction. Uslu et al. (2020)
also discuss the relationship between the dimensions of destination image, destination curiosity and loyalty. Research findings indicate
significant relationships between the dimensions of the destination image, curiosity and loyalty.

This research advances knowledge by proposing hypotheses to demonstrate the effects of authenticity and involvement on
destination image and examining the impact of experience quality on behavioural intentions compared to the relationship between
satisfaction and behavioural intentions. Consequently, this study contributes to the literature on destination image, experience
quality, and behavioural intentions for several reasons. Firstly, it extends destination image literature by empirically analysing the

effects of authenticity and involvement on destination image across tangible and intangible attributes. Furthermore, it sheds light
on Ancient Side tourists’ evolving perceptions towards a positive and sustainable destination image (Gezici, 2006; Uslu & Inanir,
2020; Uslu et al., 2020). Secondly, the comparison between the effects of experience quality and satisfaction on behavioural
intentions provides valuable academic and managerial insights to enhance loyalty attitudes among tourism professionals. Thirdly,
the study highlights a lack of significant effect between satisfaction and willingness to pay more, prompting further exploration of
this linkage in different contexts. Finally, this research contributes to tourism management literature and consumer research, as
the proposed model can be applied in various contexts.

6. Conclusions and implications
6.1 Conclusions

In this research on the effect of originality and involvement on destination image, the findings demonstrate that satisfaction is
influenced by destination image. Moreover, destination image is also shaped by authenticity and involvement. The findings also
demonstrate that developing re-patronage intentions, WOM recommendations, and willingness to pay more can be facilitated
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through experience quality and satisfaction. Notably, the study highlights that satisfaction does not significantly impact willingness
to pay. The findings underscore the pivotal roles of satisfaction and experience quality in shaping tourist re-patronage intentions
and WOM motivation. However, for achieving a higher willingness to pay, the quality of experience emerges as the most critical
factor, while satisfaction plays a minor role.

6.2 Theoretical contributions

This study makes a significant contribution to the literature by examining tourist behaviour in heritage destinations. The analysis
reveals that destination image comprises five dimensions: infrastructure and socio-economic environment, natural and cultural
resources, pleasant atmosphere, social setting environment, and overall image, while experience quality can be characterised by
three dimensions: learning, enjoyment, and escape. These dimensions are substantial for understanding the determiner of tourist
behaviour and perceptions in heritage destinations. These dimensions are also important to explore the effects of tourists’
involvement levels on shaping a positive destination image. Unlike previous research (Lu et al., 2015, Prayag & Ryan, 2012), a
fundamental contribution made by this study is its singularity in segmenting determiners of tourist behaviour in heritage
destinations. This study also provides empirical evidence for understanding destination image, aiming to comprehend visitor
satisfaction, experience quality, re-patronage intentions, willingness to pay more, and word-of-mouth and their interrelationships
within a heritage destination. Even though the image of heritage sites has been examined in previous research, this study
contributes to the literature by defining it across tangible and intangible attributes. Finally, this research contributes to tourism
management literature and consumer research, as the proposed model can be applied in various contexts.

6.3 Practical implications

Based on this research, there are some managerial implications. These results suggest that both public and private organisations
overseeing tourist destinations should design visitor experiences that consider authenticity and involvement to enhance
destination image and elevate customer satisfaction. This approach encourages repeat visits and promotes positive
recommendations to others. Similarly, designing visits to heritage destinations with a focus on experience quality can yield similar
outcomes. Furthermore, to increase willingness to pay, it is imperative to offer a high-quality cultural tourism experience, wherein
tourists gain knowledge about the heritage destination and enjoy the experience while deeply engaging with the surroundings.

6.4 Limitations and suggestions for future research

To enhance the robustness of the findings, researchers are encouraged to consider the limitations of this study. Specifically, the
proposed model could be further enriched by exploring additional relationships or incorporating new variables. Additionally,
conducting a multi-group analysis that considers first-time visitors and repeat visitors could offer valuable insights into familiarity
with the touristic destination. Moreover, future studies could explore satisfaction based on perceptions and incorporating
expectations. Comparing results across samples from different countries’ heritage tourism destinations through multi-group
analysis would also be beneficial. Therefore, scholars are urged to replicate this study in diverse contexts while considering all the
limitations outlined in the present research.
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