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In the digital age, Smart Tourism Technology has transformed the tourism landscape,
enhancing convenience, personalization, and engagement. However, the role of
cultural value in shaping traveler satisfaction and destination loyalty remains under-
explored. This study examines the interplay between Smart Tourism Technology,
traveler satisfaction, and loyalty, with cultural value as a moderating factor. Using a
quantitative approach with 300 respondents, structural equation modeling (SEM)
was employed to analyze the relationships between these variables. The findings
confirm that Smart Tourism Technology significantly influences traveler
satisfaction, which in turn enhances destination loyalty. However, the direct impact
of Smart Tourism Technology on loyalty is weaker, suggesting that satisfaction
serves as a key mediating factor. Notably, cultural value did not significantly
moderate the relationship between Smart Tourism Technology and satisfaction and
loyalty, indicating that technological adoption in tourism may transcend cultural
boundaries. The study highlights the need for culturally adaptive digital services,
such as localized digital content, immersive virtual reliality heritage tours, and Al-
driven personalization. These insights provide practical implications for destination
managers and policymakers, emphasizing the integration of technology with

culturally rich experiences to foster sustainable tourism engagement.

1. INTRODUCTION

The rapid digitization of the travel industry has changed
how travelers interact with destinations and access services.
The tourism industry's rapid transformation has altered how
tourists interact with destinations and services [1, 2];
innovative tourism technologies, mobile apps, augmented
reality, and personalized recommendation processors have
improved the travel experience and added another dimension
of satisfaction and loyalty for travelers [3-5].

Mobile applications, augmented reality personal
recommendation systems, and other smart tourism
technologies have increased efficiency and convenience in
traveling. It also contributes to a new dimension of tourist
satisfaction and loyalty [6, 7]. However, cultural context is
often neglected when implementing such technologies. It
remains a determinant of tourists' perceptions, experiences,
and emotional connections to destinations [2, 8-10]. This study
examines the role of cultural values in shaping outcomes. It
bridges the gap between literature discussing technology,
culture, and tourism. Smart technology integration has
significantly changed how travelers engage with and serve the

607

modern tourism industry [11-13]. Innovative tourism
technology refers to new digital tools and systems. That can
improve efficiency, privacy, and the quality of the travel
experience. These advancements include mobile apps, AR,
VR, and intelligent transportation systems. This includes real-
time travel information. Interactive destination-specific
recommendations and immersive virtual tours can improve the
tourism experience [14-17], considering the critical role of
STT in tourist satisfaction and destination loyalty. Tourist
satisfaction is, therefore, the level of response to tourists'
expectations during their visit [18-20]. Destination loyalty
includes how likely travelers are to revisit or recommend a
place based on a positive experience. These factors are critical
to a tourism destination's long-term success and competitive
advantage [21-23]. Although the benefits of innovative travel
technology are often discussed, it is necessary to take a closer
look at how these technologies affect tourist satisfaction and
destination loyalty. It is imperative to understand how travel
experiences mediate overall attitudes and feelings about a
destination and its features and how local cultural values can
change the way we view and use technology [24-27]. Tourism
experience is a complex concept that includes interactions
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with attractions, services, and environments. It is essential to
look at how innovative tourism technologies affect different
parts of the travel experience and how these experiences affect
tourist satisfaction and loyalty [28-30]. Local cultural values
influence what tourists expect and how they interact with
technology. Understanding how these values affect the
relationship between innovative tourism technologies and
tourism outcomes is necessary to create appropriate and
effective technological solutions for different cultural contexts
[31, 32].

This study presents a new perspective that connects
innovative tourism technology with cultural studies. Consider
how cultural values influence how thriving technology
increases traveler satisfaction and loyalty. Previous research
has studied innovative tourism technology or cultural values.
But, not many have explored how the two aspects work
together. Increasing the moderating role of cultural values
provides a new lens for understanding the impact of digital
solutions in tourism. The findings also highlight the

importance of cultural connections in technological innovation.

How can we deal with digital transformation and cultural
preservation tension by emphasizing various destinations? To
maintain competitiveness, the rapid spread of innovative
tourism technology has led to regional cultural differences in
tourist preferences and loyal behavior. This conflict has
spurred necessary inquiry into cultural values and their impact
on how tourists respond to digital innovations. Technology-
focused solutions that work anywhere but not in such a way
that it would distract tourists from a culture that cares deeply
about authenticity, heritage, and personal interaction, and
engagement through clicks. Moreover, introducing innovative
tourism development without a cohesive cultural narrative
jeopardizes the inclusiveness of these new market segments,
detracting from a destination. This study responds to how
destinations could integrate innovative tourism technologies to
achieve higher satisfaction and loyalty while closely
considering and utilizing cultural values. The results are
significant for destination managers, policymakers, and
technology developers. A more profound understanding of the
moderating role of cultural values can help destinations design
more intelligent experiences that help support the tourists in
the throes of assimilation.

For policymakers, this study provides a framework for
promoting sustainable tourism development that balances
technological advancement and cultural preservation.
Technology developers can use these insights to create
adaptive and culturally inclusive tools. This will enhance the
user experience. Therefore, this study guides balancing digital
transformation with cultural integrity. The objectives of this
study are to examine the impact of smart tourism technology
on tourist satisfaction and destination loyalty, to assess the
moderating role of cultural values in this context, to provide
practical advice for cultural integration, and to serve as a
guideline for developing technology that covers culture and
advanced tourist attractions.

Culture is a broad and multifaceted construct, encompassing
values, beliefs, norms, traditions, and behavioral patterns that
influence individual perceptions and decision-making
processes [33-35]. In tourism research, measuring local culture
presents challenges, as tourists often experience cultural
elements subjectively, and their interpretations may be shaped
by prior exposure, media representations, or personal
expectations rather than intrinsic cultural dimensions [36-39].
Furthermore, general cultural frameworks such as Hofstede's
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Cultural Dimensions or Schwartz's Value Theory provide
broad categorizations but may not fully capture situational or
destination-specific cultural experiences that influence smart
tourism technology (STT) adoption and satisfaction [8, 40-42].

One potential refinement is to disaggregate local culture
into specific subdimensions such as uncertainty avoidance,
collectivism vs. individualism, or long-term orientation, which
may have different implications for how tourists interact with
STT [43-45]. The potential impact of cultural hybridity in
digital tourism, as globalization and technological
advancements increasingly blur the boundaries of traditional
cultural categories [46-48].

2. LITERATURE REVIEW

Smart tourism technology includes devices and digital
systems that help travelers have a more efficient, convenient,
and personalized experience [49, 50]. Smart tourism
technology (STT) uses devices and Internet-based digital
applications to enhance travelers' travel experiences through
real-time information, easy navigation, and interactive
experiences [51, 52]. This technology includes mobile
applications, augmented reality, the Internet of Things (loT),
big data analytics, and Al-powered platforms to help increase
traveler engagement in destinations. Research shows that STT
is a key driver of growth in the tourism industry. The travel
experience has been recreated, laying the foundation for a
destination's competitiveness [53-55].

The Technology Accepteance Model (TAM), the Theory of
Planned Behavior (TPB), and the Expectation-Confirmation
Theory (ECT) provide a structured lens for understanding how
travelers perceive, adopt, and derive satisfaction from smart
tourism technologies while considering the mediating role of
cultural values in shaping behavioral intentions and
destination loyalty.

Prior research has demonstrated that TAM effectively
explains how travelers evaluate STT based on perceived
usefulness and ease of use [56-58]. Meanwhile, TPB has been
widely employed to explore how cultural norms influence
tourist behaviors and decision-making processes in digital
environments [59-61]. ECT provides a critical framework for
understanding how tourists’ prior expectations and post usage
satisfaction with STT impact their intention to revisit
destinations and engage in loyalty behaviors [62, 63].

The Technology Acceptance Model (TAM) explains the
role of perceived usefulness and ease of use in STT adoption.
Studies indicate that STT’s user friendly interfaces, Al driven
customization, and accessibility enhance travelers’
willingness to engage with digital platforms [64-70].

Theory of Planned Behavior (TPB) examines cultural
values, subjective norms, and perceived behavioral control
shape tourist decision making. Empirical evidence suggests
that trust in digital services, cultural familiarity, and perceived
risks mediate technology adoption and satisfaction [71].

Expectation-confirmation theory (ECT) evaluates how
pretravel expectations and post travel satisfaction with STT
affect loyalty behaviors [66-68]. Previous research
demonstrates that a seamless digital travel experience
enhances tourist satisfaction, leading to repeat visits and
positive word of mouth [72-74].

The TAM framework explains how perceived ease of use
and usefulness drive traveler engagement with STT, shaping
their overall satisfaction [64]. Meanwhile, ECT will examine



how travelers' pre-travel expectations of STT align with their
post-travel experiences, influencing satisfaction and loyalty
[75, 76]. Hofstede's Cultural Dimensions will be incorporated
to explore how variations in individualism-collectivism,
uncertainty avoidance, and long-term orientation impact the
adoption and satisfaction levels of STT across different
cultural groups [77-79].

Prior research has demonstrated that TAM is effective in
predicting tourist adoption of digital platforms [80, 81], ECT
provides insights into post-travel behavioral intentions [82,
83], and Hofstede's framework explains cultural variations in
technology acceptance and satisfaction [75, 84]. By explicitly
integrating these theoretical perspectives, our study will offer
a structured and well-contextualized analysis of how digital
technology, cultural values, and traveler expectations interact
to shape satisfaction and loyalty. These enhancements will
clarify our study's theoretical positioning and contribute to
advancing knowledge in the intersection of smart tourism,
cultural adaptation, and consumer behavior in the digital age.

2.1 Smart tourism technology and tourist satisfaction,
tourist experience

Smart tourism technology (STT) has become the
cornerstone of modern tourism. Help travelers plan, navigate,
and experience their travels. These technologies include
mobile applications. Increase participation By simplifying
complex processes like booking, navigating, and planning a
trip, STT significantly reduces travel-related stress [85]. To
improve the overall experience and create tourist satisfaction
[86, 87]. Tourism satisfaction is fundamentally affected by the
quality, convenience, and relevance of the services provided
during the trip. Smart travel technology doesn't just address
these issues. But it also builds on its value proposition with
real-time updates [7, 88, 89]. The speed and accuracy of these
technologies allow travelers to make informed decisions. This
results in a feeling of control and satisfaction. Empirical
studies consistently show a positive relationship between
adopting smart travel technologies and tourist satisfaction.

Smart  destination management systems improve
accessibility to tourist attractions. At the same time, Al-
powered chatbots provide support services. Improve service
quality and satisfaction [12, 13]. Augmented reality enhances
the travel experience by allowing users to interact with
historical or cultural stories, and deepen user engagement and
satisfaction.

The rise of Smart Tourism Technology (STT) has
transformed the tourism landscape, influencing traveler
experiences, satisfaction, and loyalty. STT encompasses Al-
driven recommendation systems, mobile applications, virtual
reality (VR), augmented reality (AR), and big data analytics
that enhance personalized travel experiences [7, 90-94].
Studies suggest that travelers increasingly rely on digital
platforms to plan, navigate, and experience destinations, with
perceived ease of use and usefulness being critical
determinants of adoption [53, 95-98]. Research highlights that
real-time information, interactivity, and customization
through STT contribute significantly to traveler satisfaction
[53, 54]. Although there are many benefits to STT, its
effectiveness in increasing satisfaction depends on factors
such as ease of use. Conformity to user expectations poorly
designed or culturally insensitive technologies can devalue
perceptions and negate their positive impact on satisfaction
[99, 100]. Therefore, developing and deploying a user-
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centered STT is essential, considering global travelers' diverse
needs and preferences. From this discussion, we can draw the
following assumptions:

H1: The adoption of smart tourism technology positively and
significantly impacts tourist satisfaction.
H2: The adoption of smart tourism technology positively and
significantly impacts tourist experience.

2.2 The mediating role of tourism experience

Travel experiences are a key determinant of traveler
satisfaction and loyalty. It includes the emotional, sensory, and
cognitive aspects that shape tourists' perceptions of a
destination [101, 102]. Smart tourism technologies (STT)
significantly impact the quality of tourism experiences. By
enabling smooth navigation, it provides real-time information
and offers immersive tools such as augmented reality and
virtual tours [103]. These technologies not only increase
convenience. But they are also personal and engaging. They
enhance the experience by enabling interaction. They facilitate
a deeper connection between travelers and destinations [99,
100]. As such, improved tourism experiences are an essential
channel through which STT affects tourists' overall
satisfaction and loyalty. The mediating role of the tourism
experience lies in its ability to combine the functional benefits
of STTs with the emotional satisfaction and connection
tourists gain from their travels. Although STTs also provide
tools for optimizing the travel process, the quality of the
experience ultimately determines the tourist's evaluation of the
destination. Activities are creative and can transform an
ordinary visit. Make it an unforgettable experience. Such rich
experiences increase traveler satisfaction and influence
positive behavioral outcomes such as loyalty and support. [88,
95]. Therefore, tourism experience is a mediating variable that
explains how STT affects satisfaction and loyalty. Empirical
evidence supports the idea that tourism experiences mediate
the relationship between technological innovation and tourism
outcomes  emphasizes that although technological
infrastructure improves operational efficiency, success
depends on creating engaging and meaningful travel
experiences [92, 93]. Similarly, those who provide
technology-enabled experiences to destinations will be more
satisfied and return for repeat visits [80, 85, 89]. From these
discoveries, It is hypothesized that travel experience mediates
the effects of STT on satisfaction and loyalty. It emphasizes
the need for destinations to prioritize experience design
alongside technological investment.

H3: Tourist experience mediates the relationship between
smart tourism technology and destination loyalty.
H4: Tourist satisfaction mediates the relationship between
smart tourism technology and destination loyalty.

2.3 Tourist satisfaction, tourist satisfaction and destination
loyalty

Tourist satisfaction is an essential factor in destination
loyalty. It refers to a tourist's desire to revisit a destination and
recommend it to others. Satisfaction occurs when travelers
meet or exceed their expectations. It stimulates a positive
emotional response that strengthens attachment to the
destination [51]. High satisfaction promotes trust. Emotional
attachment and feeling connected increase loyalty [104].



Satisfied travelers are more likely to return to their destination
and share their positive experiences through word of mouth
and digital platforms. Empirical studies have repeatedly
shown that tourist satisfaction positively affects destination
loyalty [105, 106]. Satisfaction significantly impacts
behavioral intentions such as repeat visits and references [107,
108]. Similarly, Juliana et al. [109] found that satisfied tourists
perceived higher prices. And develop a stronger emotional
connection with the destination. This, in turn, encourages loyal
behavior. This relationship is significant in the highly
competitive travel market. Which various destinations not
only must it attract tourists. However, it is also necessary to
retain tourists to achieve sustainable growth [92, 96]. Both
cognitive and affective aspects support the relationship
between satisfaction and loyalty. Perceived, satisfied tourists
perceive the quality and value of a destination. This leads to a
rational decision to revisit. Emotionally, positive emotions
associated with satisfaction create lasting memories and foster
deeper loyalty.

H5: Tourist satisfaction has a positive and significant effect
on destination loyalty.

H6: Tourist experience has a positive and significant effect on
destination loyalty.

2.4 Moderating role of local culture

Local cultural values are essential in shaping tourists'
perceptions, behaviour, and overall travel experience. Local
culture as a moderating variable affects the strength and
direction of the relationship between smart tourism
technologies. Tourist satisfaction and loyalty to the destination
cultural values determine what travelers value in their travel
experiences (e.g., authenticity, tradition, interpersonal
interactions), which can increase or decrease the effectiveness
of smart tourism technologies) [80, 81]. Travelers in cultures
that value cultural heritage and human connections may
appreciate digital tools that provide insights into local
traditions. However, they may feel isolated from too much
automatic or impersonal interaction. Empirical evidence
points to the importance of cultural fit in technology adoption
and its impact on tourism. Some research indicated that
tourists' cultural preferences influence technology adoption
and preferences [81, 84, 85]. Creating culturally responsive
experiences increases satisfaction and loyalty. On the other
hand, a lack of cultural sensitivity in technology development
and deployment can diminish the impact of innovative tourism
technologies desired outcomes and perceived mismatch
between the technology's services [37, 38].

Smart travel technologies highlighting cultural attractions
or multilingual navigation can bridge the gap between global
digital trends and local cultural expectations, creating
experiences that resonate across cultural boundaries [23, 34].
This interaction emphasizes the need to integrate cultural
considerations to ensure that smart tourism tools meet the
needs of diverse traveler segments. At the same time, it
preserves and promotes local heritage.

Cultural values are pivotal in shaping tourist behavior,
particularly in digital environments where technology-
mediated experiences intersect with traditional cultural
expectations. Cultural dimensions theory underscores how
national and individual cultural orientations impact
technological adoption, decision-making, and satisfaction
levels in tourism [45]. For instance, tourists from high-context
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cultures (e.g., East Asia) may prioritize collectivist and
experiential aspects of travel. In contrast, low-context cultures
(e.g., Western societies) may emphasize efficiency and
convenience in digital interactions [56]. Some research also
suggests that cultural differences influence travelers' trust in
digital platforms and willingness to engage with STT [34].

Culture is a multidimensional construct, and previous
studies have highlighted the importance of specific
dimensions, such as power distance, collectivism, and
uncertainty avoidance, in shaping technology acceptance and
consumer decision-making in tourism [44, 45]. Our study's use
of general cultural indicators may have oversimplified the
complex ways culture interacts with technological
engagement and travel behaviors. For instance, high
uncertainty avoidance cultures may be more cautious about
adopting STT, while collectivist societies may rely more on
peer recommendations and shared experiences [48-50].

H7: Local culture moderates the relationship between tourist
satisfaction and destination loyalty.
H8: Local culture moderates the relationship between tourist
experience and destination loyalty.

3. METHODS

This study uses a quantitative approach and a cross-
sectional research design to examine the relationship between
smart tourism technology (STT) and tourist satisfaction.
Destination loyalty travel experience and local culture data
collection comprised an online questionnaire distributed to
tourists using STT while traveling to a specific destination.
The target sample included tourists with recent experience
traveling to a destination with STT. The sample size was
determined based on a power analysis. And there will be 300-
400 survey respondents for practical statistical analysis.
Respondents will be selected using purposive sampling to
ensure they have experience with smart tourism technology.
Structural equation modeling (SEM) was used to analyze the
data. It makes it possible to comprehensively analyze direct,
indirect, and moderating effects between variables [110, 111].
The source of the adopted tourist destination loyalty was [30,
112] tourism experience indicators were adapted from
previous studies that local culture indicator adopted [113, 114]:
smart tourism technology adaptation, visitor satisfaction
modified tourists' level of satisfaction drawn [102, 115, 116]
mainly upon studies [117, 118]. Each hypothesis aligns with
prior literature and is grounded in the constructs defined in the
study, supporting a robust investigation into the role of STT,
tourist satisfaction, and destination loyalty, with the mediating
and moderating effects of tourism experience and local culture.
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Figure 1. Conceptual framework



4. RESULTS AND DISCUSSION
4.1 Sample characteristics

The 300 distributed questionnaires were successfully
returned. The demographic analysis revealed that women
constituted 56% of the respondents, while men accounted for
44%. A significant portion of the participants fell within the
age brackets of 21-30 (47.6%) and 31-40 (29%), as shown in
Table 1.

Table 1. Sample characteristics

Demographic Category Frequency Percentage

Gender Female 168 56
Male 132 44

Age 21-30 143 47.6
31-40 87 29

41-50 70 23.34
Job Student 120 40
Employed 138 46
Entrepreneur 42 14

Source: Processed data (2025)

In analyzing the measurement model, the external loadings
are assessed to evaluate the reliability and validity of the
constructs. The reliability test of all constructs (DL, LC, STT,
TE, and TS) demonstrated that each construct has a high level
of internal consistency as they achieved values higher than
0.70 for the standardized Cronbach's alpha and loading above
0. This means that the constructs are solidly related to their
factors. DL, LC, STT, and TE have an external load between
0.716 and 0.857; this criterion demonstrates the genuineness
of each scale as a reliable measure. In addition, the effect of
interaction between local culture and tourist satisfaction and
experience has an absolute value of 1 (Table 2), which means
they are the synergy of internal relations. In conclusion, the
ME measurement model seems reliable and valid, providing
an articulated structure in which everyone who reads this study
may understand its variables.

Table 2. Reliability and validity analysis

Cronbach's Composite  Composite \’?;Ifiraarl%i
Variable Al Reliability  Reliability
pha Extracted
(rho_a) (rho_c) (AVE)
Destination ; 799 0.796 0.864 0.614
Loyalty
Local 0.78 0.784 0.872 0.694
Culture
Smart
Tourism 0.805 0.829 0.871 0.628
Technology
Tourist 0.798 0.828 0.866 0.619
Experience
Tourist 0.822 0.833 0.882 0.651
Satisfaction
Destination ) 799 0.796 0.864 0.614
Loyalty
Local 0.78 0.784 0.872 0.694
Culture
Smart
Tourism 0.805 0.829 0.871 0.628
Technology

Source: Processed data (2025)
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The reliability and validity analysis of the measurement
model, as shown in Table 2, reveals high internal consistency
and convergent/discriminant legitimacy among each construct.
Values of Cronbach's alpha are between 0.78 and 0.822, which
is also above the threshold for high reliability. Similarly, the
composite reliability values (rho_a and rho_c) range from
0.784 to 0.882, confirming that the constructs are consistently
measured by their indicators. The average variance extracted
(AVE) values range from 0.614 to 0.694, exceeding the
threshold of 0.50, indicating sufficient convergent validity.
This means that each construct explains a significant portion
of the variance of its indicators. Therefore, all constructs in the
model (destination loyalty, local culture, smart tourism
technology, tourist experience, and tourist satisfaction) are
reliable and valid (Table 2).

Table 3. HTMT analysis

Heterotrait-Monotrait

Variable Ratio (HTMT)
Local Culture <-> Destination
Loyalty 0.234
Smart Tourism Technology <-> 0.069
Destination Loyalty )
Smart Tourism Technology <->
0.067
Local Culture
Tourist Experience <-> Destination 0248
Loyalty
Tourist Experience <-> Local
Culture 0.063
Tourist Experience <-> Smart 0.306
Tourism Technology )
Tourist Satisfaction <-> Destination
0.251
Loyalty
Tourist Satisfaction <-> Local 0.179
Culture

Source: Processed data (2025)

Since the Heterotrait-Monotrait (HT/MT) ratio is more
accurate in identifying discriminant issues, it is used as the
final assessment of measurement model analysis to examine
the discriminant validity. In the initial step of the HT/MT
computation, dimensional analysis in PE and PSC was
examined. The HT/MT ratio should be less than 0.9 [119]. It
was determined that every indicator in this research model had
been adequately discriminated against to measure their
respective constructs, as shown by the first-stage discriminant
validity calculation results with HT/MT ratio, shown in Table
3.

Table 4. Model fit (SRMR) analysis

Saturated Model Estimated Model

SRMR 0.059 0.066
d_ULS 0.656 0.825
d_G 0.206 0.21
Chi-square 378.876 380.883
NFI 0.801 0.8

Source: Processed data (2025)

Model fit indices are critical in ensuring the proposed
theoretical framework aligns well with the observed data,
reinforcing our findings' credibility and reliability [120]
(Table 4).

The Standardized Root Mean Square Residual (SRMR) is a
key goodness-of-fit statistic in Partial Least Squares Structural
Equation Modeling (PLS-SEM), indicating how well the
model reproduces the observed correlation matrix, with values



<0.08 generally considered acceptable [121]. In this study, the
Saturated Model has an SRMR of 0.059. In contrast, the
Estimated Model has an SRMR of 0.066, both within the
acceptable range, suggesting a good model fit with minimal
residual discrepancies. The discrepancy measures, d_ULS
(0.656 and 0.825) and d_G (0.206 and 0.21) indicate small
deviations, supporting a reasonably good fit. The Chi-square
values (378.876 and 380.883) reflect model complexity, with
minor differences between the two models. In contrast, the
Normed Fit Index (NFI) values (0.801 and 0.8) indicate a
moderate fit, as values above 0.80 are generally acceptable in
exploratory research [120]. Overall, the model demonstrates
an acceptable fit based on SRMR and related indices, though
future refinements such as incorporating additional predictors
or improving measurement reliability could further enhance
model performance.
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Figure 2. Outer model
Table 5. R-Square analysis
Variable R-Square R-Square Adjusted
Destination Loyalty 0.102 0.086
Tourist Experience 0.071 0.068
Tourist Satisfaction 0.033 0.03

Source: Processed data PLS-SEM (2025)

The R-squared values in Table 5 represent the percentage of
variance explained by the independent variables for each
dependent variable, such as destination loyalty, tourist
experience, and tourist satisfaction. For destination loyalty, the
R-squared of 0.102 and adjusted R-squared of 0.086 indicate
that only 10.2% of the variance is explained by the predictors,
with minor adjustments for the number of predictors and
sample size. The tourist experience also has flat scores of
0.071 (R-squared) and 0.068 (adjusted R-squared), such that
only a bit more than this model accounts for 7 percent of the
variance. On the other hand, tourist satisfaction has the lowest
explanatory power with an R-squared of 0.033 and adjusted R-
squared = 0.03, meaning that only a 3% variance is explained
by your predictors. Ultimately, these findings suggest the
model may not be generalized. This indicates that adding more
predictors or revisiting the theoretical model may be necessary
to capture these underlying factors more pragmatically (Table
5).

While these values may seem low, they are meaningful
within the context of tourism studies, where behavioural
outcomes are often influenced by a complex interplay of
psychological, social, and contextual factors beyond the
variables included in the model [120]. Prior research suggests
that R-squared values between 0.02 and 0.13 are common in
consumer behaviour and tourism studies, particularly when
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examining satisfaction and loyalty constructs shaped by many
personal and environmental influences [122]. To further
justify the explanatory power of our model, we will
incorporate a discussion of similar empirical studies that have
reported comparable R-squared values, reinforcing the
validity of our findings within the broader tourism literature.
To enhance the robustness of our model, additional analyses,
such as effect size (f3 and predictive relevance (Q=F tests,
assess the practical significance and predictive capability of
the relationships [121].

Table 6. Post hoc analysis

Path Analysis R-Squared (R?)
Total Sample Segment1l Segment 2
n=300 n=246 n=54
Destination Loyalty 0.102 0.163 0.685
Tourist Experience 0.071 0.020 0.829
Tourist Satisfaction 0.033 0.002 0.704

The post hoc analysis (Table 6) was conducted by
segmenting the total sample (n = 300) into Segment 1 (n = 246)
and Segment 2 (n = 54) to explore whether heterogeneity in
the data influenced the explanatory power of the model. The
R=values in the total sample indicate relatively weak
explanatory power for Destination Loyalty (0.102), Tourist
Experience (0.071), and Tourist Satisfaction (0.033),
suggesting that additional factors may be influencing these
constructs. However, the segmented data showed a significant
variation in R=values between the two subgroups. In Segment
1, the model's explanatory power remains low, with
Destination Loyalty (R=2= 0.163), Tourist Experience (R=2=
0.020), and Tourist Satisfaction (R==0.002), indicating that in
this subgroup, the independent variables have minimal
influence on the dependent constructs. Conversely, Segment 2
shows a substantial increase in R=2values, with Destination
Loyalty (0.685), Tourist Experience (0.829), and Tourist
Satisfaction (0.704), demonstrating that the model performs
significantly better in this subgroup. This suggests underlying
differences in demographics, psychographics, or behavioral
factors may moderate the model's relationships.

Table 7. F Square analysis

Path Analysis F Result
Square
L Small effect
Local Culture -> Destination Loyalty 0.03 size
Smart Tourism Technology -> Tourist 0.077 Small effect
Experience ’ size
Smart Tourism Technology -> Tourist Small effect
- . 0.035 :
Satisfaction size
Tourist Experience -> Destination Small effect
0.031 .
Loyalty size
Tourist Satisfaction -> Destination Small effect
0.025 .
Loyalty size
Local Culture x Tourist Satisfaction No effect
S 0.002 :
-> Destination Loyalty size
Local Culture x Tourist Experience -> No effect
R 0.000 :
Destination Loyalty size

The F-square analysis (Table 7) provides insight into the
effect size of each predictor on the dependent variables. The
results indicate that most relationships exhibit a small effect
size, with Local Culture influencing Destination Loyalty (f==
0.03), Smart Tourism Technology influencing Tourist



Experience (f2= 0.077) and Tourist Satisfaction (f2= 0.035),
as well as Tourist Experience (f2= 0.031) and Tourist
Satisfaction (f2= 0.025) influencing Destination Loyalty.
These small effect sizes suggest that while the independent
variables contribute to explaining the variance in the
dependent constructs, their impact is relatively weak. Notably,
the interaction effects between Local Culture and Tourist
Satisfaction (f2= 0.002) and Tourist Experience (f2= 0.000)
on Destination Loyalty show no significant impact, indicating
that Local Culture does not moderate these relationships
meaningfully.

Table 8. Q-Square analysis

. Q-Square
Variable predict Result
Destination Loyalty 0.050 Small predictive
relevance
Local Culture 0.000 No predictive
relevance
Smart Tourism No predictive
0.000
Technology relevance
. . Small predictive
Tourist Experience 0.039 relevance
. . . Small predictive
Tourist Satisfaction 0.018 relevance

The Q? predict values indicate the predictive relevance of

endogenous constructs in the context of Smart Tourism
Technology, Local Culture, Tourist Experience, Tourist
Satisfaction, and Destination Loyalty. Based on the findings,
Destination Loyalty (Q? = 0.050) and Tourist Experience (Q?
= 0.039) exhibit small predictive relevance, suggesting that
while the model provides some explanatory power, it remains
limited in effectively predicting these constructs. Similarly,
Tourist Satisfaction (Q? = 0.018) also falls within the small
predictive relevance category, implying that additional
variables may be required to enhance the model's explanatory
strength. These results indicate that while the constructs have
some level of predictability, their impact is relatively weak.
However, Local Culture (Q*> = 0.000) and Smart Tourism
Technology (Q?= 0.000) show no predictive effect, indicating
that the model does not effectively explain variations in these
constructs (Table 8).
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Figure 4. Simple slope analysis
Table 9. Hypothesis analysis
Original Sample Standard Deviation T Statistics P
(0) (STDEV) (JO/STDEV])  Values
Local Culture -> Destination Loyalty 0.168 0.059 2.837 0.002
Smart Tourism Technology -> Tourist Experience 0.267 0.053 5.063 0.000
Smart Tourism Technology -> Tourist Satisfaction 0.183 0.057 3.185 0.001
Tourist Experience -> Destination Loyalty 0.169 0.058 2.909 0.002
Tourist Satisfaction -> Destination Loyalty 0.154 0.06 2.585 0.005
Local Culture x Tourist Satisfaction -> Destination Loyalty 0.048 0.06 0.795 0.213
Local Culture x Tourist Experience -> Destination Loyalty 0.02 0.057 0.34 0.367

Source: Processed data PLS-SEM (2025)
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Figures 1-4 show the moderating effect of local culture on
(1) tourist satisfaction and destination loyalty and (2) the
relationship between tourist experience and destination loyalty.
In both graphs, the three lines represent the influence of local
culture at low (-1 SD), medium, and high (+1 SD) levels on
tourist satisfaction, with the positive relationship with
destination loyalty strengthening as the level of local culture
increases. This is evidenced by the steeper slope at higher (+1
SD) levels of local culture. Similarly, for the tourist experience,
higher levels of local culture also increase the positive
relationship with destination loyalty. These results suggest that
local culture enhances the impact of tourist satisfaction and
experience on destination loyalty, highlighting its important
role in promoting destination loyalty. Effective visualization
is essential for accurately conveying statistical relationships
and ensuring that readers can interpret the findings without
ambiguity [123].

The hypothesis analysis (Table 9) shows significant
relationships between several constructs. Local culture
positively impacts destination loyalty (O =0.168, T =2.837, p
= 0.002), suggesting it directly promotes loyalty. Smart
tourism technologies have a significant impact on both tourist
experience (O = 0.267, T = 5.063, p < 0.001) and tourist
satisfaction (O = 0.183, T = 3.185, p = 0.001), which plays an
essential role in creating tourism and spreading positive
perceptions among tourists. Both tourist experience (O = 0.169,
T =2.909, p = 0.002) and tourist satisfaction (O = 0.154, T =
2.585, p = 0.005) significantly increase destination loyalty,
indicating their importance in promoting repeat travel. The
moderating effect of local culture on the relationship between
tourist satisfaction and destination loyalty (O = 0.048, T =
0.795, p = 0.213), as well as the relationship between tourist
experience and destination loyalty (O = 0.02, T = 0.34, p =
0.367), is not statistically significant. This suggests that local
culture does not significantly modify these particular
relationships in the current model.

4.2 Discussion

This study examines the interplay between Smart Travel
Technology (STT), traveler satisfaction, and destination
loyalty while incorporating cultural value as a moderating
factor. The findings provide nuanced insights into how digital
innovations interact with traveler experiences and cultural
contexts, influencing satisfaction and long-term engagement
with destinations.

The results confirm that STT significantly enhances traveler
satisfaction, aligning with prior studies on the role of
technology in tourism [12, 124, 125]. Digital tools such as Al-
powered recommendations, virtual assistants, mobile booking
platforms, and immersive experiences streamline the travel
process, reduce uncertainties, and enhance convenience. This
finding suggests that the seamless integration of digital
services positively shapes tourists' perceptions of their
experiences, reinforcing the importance of technological
innovation in destination management.

The study supports the hypothesis that traveler satisfaction
directly contributes to destination loyalty, consistent with
expectation-confirmation theory [101, 126]. Satisfied tourists
revisit destinations, share positive reviews, and recommend
experiences through word-of-mouth and social media
engagement. This underscores the need for destinations to
prioritize service excellence, digital personalization, and
experiential offerings to sustain competitive advantages.
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The direct effect of STT on destination loyalty was
relatively weaker than its effect on satisfaction. While
Technology enhances convenience and efficiency, loyalty is
often driven by deeper emotional and experiential factors. This
suggests that while digital innovations can act as enablers,
long-term loyalty requires a combination of memorable
experiences, authenticity, and emotional engagement. Future
strategies should integrate personalized, culturally immersive
elements within STT platforms to strengthen traveler-
destination relationships [127-129].

The moderating effect of cultural value on STT and traveler
satisfaction was not statistically significant (p > 0.05). One
possible explanation is that technological adoption in tourism
has become more universal, reducing the influence of cultural
differences. Additionally, the homogeneity of the sample
could have limited the variability in cultural perceptions of
STT. However, qualitative evidence suggests that travelers
still seek culturally rich, localized content when engaging with
digital tourism platforms, reinforcing the need for culturally
adaptive digital services [95, 96].

Similarly, cultural value did not significantly moderate the
satisfaction-loyalty relationship. This could be attributed to the
increasing global standardization of tourism experiences,
where satisfaction is primarily driven by service quality,
authenticity, and emotional fulfillment rather than cultural
predispositions. However, prior studies [75, 81, 82] suggest
that cultural dimensions such as collectivism and uncertainty
avoidance may still shape post-travel behaviors. Future
research should consider alternative cultural constructs and
segmentation approaches to capture the role of culture in
fostering destination attachment.

The relatively low R-squared values indicate that the model
explains only a modest proportion of the variance in traveler
satisfaction (0.033), tourist experience (0.071), and destination
loyalty (0.102). This suggests that additional predictors such
as perceived authenticity, emotional engagement, and WOM
effects should be incorporated to improve explanatory power.
For instance, prior research highlights the role of sensory
experiences, nostalgia, and hedonic motivations in shaping
tourist perceptions and repeat visits [130, 131].

The post hoc analysis explored potential variations in the
model's explanatory power across different segments. The
results reveal significant differences in R=2values between the
total sample and segmented groups, indicating that the
relationships among variables may be more pronounced
within specific subgroups. For the total sample (n = 300), the
R=values for Destination Loyalty (0.102), Tourist Experience
(0.071), and Tourist Satisfaction (0.033) suggest a weak
overall explanatory power. However, when examining
Segment 2 (n =54), there is a substantial increase in RZvalues,
with Destination Loyalty (0.685), Tourist Experience (0.829),
and Tourist Satisfaction (0.704) exhibiting strong explanatory
power. This suggests that the model is highly predictive for a
specific subgroup, whereas for Segment 1 (n = 246), the
predictive power remains relatively weak (Destination Loyalty
= 0.163, Tourist Experience = 0.020, Tourist Satisfaction =
0.002). These findings indicate high heterogeneity in the
dataset, where the model's ability to explain variance is
significantly stronger within a smaller subgroup. This suggests
that certain contextual factors, behavioral patterns, or external
influences may drive stronger relationships among variables
in Segment 2.

The presence of high heterogeneity suggests that
unobserved moderating variables or subgroup-specific factors



are influencing the relationships in the model. One possible
explanation is that tourists in Segment 2 may have distinct
behavioral patterns, cultural backgrounds, or levels of
engagement with Smart Tourism Technology (STT), leading
to a stronger impact on loyalty and satisfaction. This aligns
with prior research indicating that individual differences in
technology adoption, cultural identity, and experiential
preferences can significantly shape tourist outcomes [83, 84].
Furthermore, the findings highlight the importance of
conducting subgroup analyses in tourism research, as
aggregated results may mask significant effects within specific
groups. Future studies should explore potential moderators
such as demographic characteristics, prior travel experiences,
or psychological factors to better understand the underlying
reasons for this heterogeneity. Additionally, incorporating
more granular measurement approaches, such as cultural
subdimensions (e.g., uncertainty avoidance, power distance),
could provide deeper insights into how cultural and
technological factors interact to influence tourist satisfaction
and loyalty [96, 97, 129].

STT is an innovative tool that helps improve travel
efficiency, privacy and overall experience. These technologies
include mobile apps, virtual reality augmented reality, travel
assistance using artificial intelligence, and big data analysis.
Academics are increasingly aware of their role in shaping
tourist behaviour, especially in increasing traveler satisfaction,
experience, and loyalty. This study focuses on understanding
the complex relationship between STT and tourist satisfaction.
Travel experience destination loyalty and the moderating role
of local culture, the adoption of STT positively impacts tourist
satisfaction. STT effectively responds to tourists' needs by
providing convenience. Previous studies found that STT
reduces uncertainty during travel and increases satisfaction [78,
80, 81]. Satisfaction comes from a smooth experience at the
institute. It enables travelers to plan and enjoy their travels
more efficiently. Tourism experience is essential in mediating
the relationship between STT and tourism satisfaction. Travel
experiences include sensory, emotional, and cognitive aspects
that affect the overall perception of the trip.

STT improves these experiences by offering immersive
solutions such as augmented reality travel guides and
customized recommendations. Previous studies emphasize
that tourists using STT value the unique experiences offered,
which leads to increased satisfaction [79, 83]. Traveler
experiences drive destination loyalty beyond satisfaction. This
relationship is mediated using STT. Tourists who use STT
tend to be more deeply connected to a destination's offerings.
This results in stronger emotional connections. Virtual tours
showcasing hidden and cultural attractions can encourage
repeat visits [10], and it was found that increased emotional
connection stemming from experiences strongly indicates
loyalty.

Tourist satisfaction is a key determinant of destination
loyalty. When tourists feel that their needs and expectations
are met or exceeded, they are more likely to recommend the
destination and return in the future. Oliver's expectancy
disconfirmation theory [132] supports this, suggesting that
satisfied customers have higher loyalty. Recent studies have
shown that satisfaction with STTs leads to positive word-of-
mouth and repeat visits [8, 10].

The findings suggest that while STT plays a crucial role in
modern tourism experiences, cultural integration remains an
area for further exploration. Although cultural values did not
moderate strongly, localized digital content, immersive
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storytelling, and Al-driven personalization could enhance the
cultural relevance of smart tourism platforms. Incorporating
emotional and experiential factors such as tourist delight,
perceived authenticity, and community engagement may
provide deeper insights into how technology fosters
meaningful travel experiences.

Recognizing that cultural preferences shape technology
adoption, user experience, and engagement [95]. One practical
approach is developing localized digital content, which
includes multi-language support, culturally relevant imagery,
and region-specific recommendations. This ensures travelers
can interact with STT familiarly and comfortably, increasing
their engagement and satisfaction [14, 18]. Additionally,
culturally adaptive Al chatbots can be incorporated into
tourism platforms to provide personalized recommendations,
real-time  assistance, and  culturally  appropriate
communication styles, enhancing service quality and
responsiveness [133, 134].

Furthermore, immersive Virtual Reality (VR) heritage tours
offer an innovative way to preserve and promote local cultures
digitally, allowing travelers to experience cultural landmarks,
traditions, and folklore before or during their visit. Such
initiatives enhance emotional engagement by fostering a
deeper appreciation of the destination’s cultural identity [135,
136]. Additionally, gamification elements such as augmented
reality (AR) treasure hunts featuring historical sites or local
storytelling experiences can create interactive and memorable
experiences reinforcing cultural connections. Policymakers
should also consider collaborating with local artisans, cultural
institutions, and tourism stakeholders to ensure that STT
platforms authentically represent and respect local traditions.

5. CONCLUSIONS

This study underscores the crucial role of cultural value in
the digital age by examining the integration of STT with
traveler satisfaction and loyalty. Our findings highlight that
while STT enhances the travel experience, cultural factors
significantly shape its effectiveness. Specifically, we
demonstrate that traveler satisfaction is a key mediator in
strengthening destination loyalty, while local cultural values
influence the perception and adoption of digital innovations in
tourism. However, the moderating effect of cultural values on
STT and satisfaction/loyalty was insignificant, suggesting that
digital adaptation may transcend cultural boundaries in certain
travel contexts. Despite this, the study reaffirms that
authenticity, emotional engagement, and personalized
experiences remain vital in fostering stronger tourist
relationships with destinations. Future research should explore
more nuanced cultural dimensions and alternative
technological enablers to better capture the evolving interplay
between STT and cultural value in travel experiences.

From a practical perspective, this research provides
valuable insights for destination managers, tourism businesses,
and policymakers aiming to enhance digital tourism strategies
while preserving cultural authenticity. First, localized digital
content and culturally adaptive Al-driven services should be
developed to ensure smart tourism solutions resonate with
diverse traveller expectations. Integrating Al-powered
chatbots that reflect local languages, customs, and etiquette
can improve engagement and satisfaction. Second, immersive
technologies such as Virtual Reality (VR) and Augmented
Reality (AR) should be leveraged to interactively showcase



cultural heritage sites and traditions, strengthening emotional
connections between tourists and destinations.

From a managerial standpoint, hotels, travel agencies, and
tourism platforms should focus on co-creating digital

experiences

with  local communities, ensuring that

technological advancements do not overshadow cultural

authenticity.

Implementing personalized recommendation

algorithms based on cultural preferences and travel behaviors
can further enhance the relevance of smart tourism offerings.
Training tourism professionals on digital and cross-cultural
competencies will be crucial in balancing technology-driven
efficiency with culturally immersive travel experiences.
Policymakers should advocate for sustainable digital tourism

policies, ensuring technological

innovation aligns with

cultural preservation efforts and fostering economic and social
benefits for local communities.

REFERENCES

[1]

[2]

3]

[4]

[8]

[6]

[7]

(8]

[9]

Barashok, I., Rudenko, L., Shumakova, E., Orlovskaia, I.
(2021). Digitization: New possibilities for the tourism
industry. IOP  Conference Series: FEarth and
Environmental Science, 666: 062059.
https://doi.org/10.1088/1755-1315/666/6/062059

Ha, L. (2023). The role of digital public services in
promoting international tourism: Empirical evidence
from European regions. European Journal of Innovation
Management. https://doi.org/10.1108/ejim-03-2023-
0215

Sivarethinamohan. (2023). Exploring the transformation
of digital tourism: Trends, impacts, and future prospects.

In 2023 International Conference on Digital
Applications and Transformation of Economy, Miri,
Sarawak, Malaysia, pp- 260-266.

https://doi.org/10.1109/ICDATE58146.2023.10248691
Safonov, Y., Korotun, O., Konarivska, O. (2024).
Digitalisation as a marketing management tool in the
tourism industry. Baltic Journal of Economic Studies,
10(3): 295-303. https://doi.org/10.30525/2256-
0742/2024-10-3-295-303

Musina, G., Akhmadiyeva, A., Atazhanova, A. (2023).
Key trends of digitalization in the tourism industry.
Vestnik Bashkirskogo Instituta Sotsialnykh Tekhnologii,
1: 28-34. https://doi.org/10.47598/2078-9025-2023-1-
58-28-34

Hien, H.N., Trang, P.H. (2024). Decoding smart tech’s
influence on tourist experience quality. Asian Journal of
Business Research, 41(1): 97-119.
https://doi.org/10.14707/ajbr.240167

Pai, C., Liu, Y., Kang, S., Dai, A. (2020). The role of
perceived smart tourism technology experience for
tourist satisfaction, happiness and revisit intention.
Sustainability, 12(16): 6592.
https://doi.org/10.3390/sul12166592

Zhang, Y., Sotiriadis, M., Shen, S. (2022). Investigating
the impact of smart tourism technologies on tourists’
experiences. Sustainability, 14(5): 3048.
https://doi.org/10.3390/su14053048

Juliana, Chauhan, R., Karwa, Y.C. (2020). A research
study on cultural impact on consumer buying behavior of
financial assets. International Journal of Advanced
Science and Technology, 29(6): 1432-1439.

616

[10]

[11]

[12]

[13]

[14]

[15]

[16]

[17]

(18]

[19]

[20]

[21]

[22]

Juliana, Pramezwary, A., Lemy, D.M., Teguh, F.,
Djakasaputra, A., Sianipar, R. (2022). Antecedents
experiential commitment and consequences in
willingness to post photo and behavioral intention
toward the destination. International Journal of Design

and Nature and Ecodynamics, 17(4): 547-556.
https://doi.org/10.18280/ijdne.170408
Suanpang, P., Pothipassa, P. (2024). Integrating

generative Al and IoT for sustainable smart tourism
destinations. Sustainability, 16(17): 7435.
https://doi.org/10.3390/sul6177435

Buhalis, D. (2019). Technology in tourism-from
information communication technologies to eTourism
and smart tourism towards ambient intelligence tourism:
A perspective article. Tourism Review, 75(1): 267-272.
https://doi.org/10.1108/TR-06-2019-0258

Ionescu, A.-M., Sarbu, F. (2024). Exploring the impact

of smart technologies on the tourism industry.
Sustainability, 16(8): 3318.
https://doi.org/10.3390/su16083318

Katkuri, P.K., Mantri, A., Anireddy, S. (2019).

Innovations in tourism industry & development using
augmented reality (AR), virtual reality (VR). In
TENCON 2019 - 2019 IEEE Region 10 Conference,
Kochi, India, pp- 2578-2581.
https://doi.org/10.1109/TENCON.2019.8929478

Wei, W. (2019). Research progress on virtual reality (VR)
and augmented reality (AR) in tourism and hospitality.
Journal of Hospitality and Tourism Technology, 10(4):
539-570. https://doi.org/10.1108/JHTT-04-2018-0030
Roy, B.K., Pagaldiviti, S.R. (2023). Advancements in
arena technology: Enhancing customer experience and
employee adaptation in the tourism and hospitality
industry. Smart Tourism, 4(2): 1-14.
https://doi.org/10.54517/st.v4i2.2330

Zaifri, M., Khalloufi, H., Kaghat, F.-Z., Azough, A.,
Zidani, K.A. (2023). From earlier exploration to
advanced applications: Bibliometric and systematic
review of augmented reality in the tourism industry
(2002-2022). Multimodal Technologies and Interaction,
7(7): 64. https://doi.org/10.3390/mti7070064

Minh, H., Rahman, S., Thi, T.C. (2023). The effect of
tourist expectations and tourist experiences on tourist
satisfaction with heritage attributes: A case study of Hoi
An, Vietnam. Planning Malaysia, 21(28): 334-348.
https://doi.org/10.21837/pm.v21i28.1337

Lépez-Sanz, J.M., Penelas-Leguia, A., Gutiérrez-
Rodriguez, P., Cuesta-Valifio, P. (2021). Rural tourism
and the sustainable development goals: A study of the
variables that most influence the behavior of the tourist.
Frontiers in Psychology, 12: 722973.
https://doi.org/10.3389/fpsyg.2021.722973

Melon, M.P.A., Fandos-Herrera, C., Sarasa, R.G. (2021).
Analysis of antecedents and consequences of memorable
tourist experiences (MTEs): A Spanish case study.
Journal of Vacation Marketing, 27(3): 346-360.
https://doi.org/10.1177/1356766720987879

Stylidis, D., Woosnam, K., Tasci, A. (2021). The effect
of resident-tourist interaction quality on destination
image and loyalty. Journal of Sustainable Tourism, 30:
1219-1239.
https://doi.org/10.1080/09669582.2021.1918133
Malmiri, A.R.T., Isfahani, R.N., Bahootoroody, A.,
Abaei, M.M. (2021). A systematic approach for



[23]

[24]

[25]

[26]

[27]

[28]

[29]

[30]

[31]

[32]

[33]

[34]

[35]

predicting loyalty behavior of tourist destinations.
Journal of Tourism Futures. https://doi.org/10.1108/jtf-
11-2020-0194

Kanwel, S., Zhou, L., Asif, M., Hwang, J., Hussain, A.,
Jameel, A. (2019). The influence of destination image on
tourist loyalty and intention to visit: Testing a multiple
mediation approach. Sustainability, 11(22): 6401.
https://doi.org/10.3390/sul11226401

Paisri, W., Ruanguttamanun, C., Sujchaphong, N. (2022).

Customer experience and commitment on eWOM and
revisit intention: A case of Taladtongchom Thailand.
Cogent Business & Management, 9(1): 2108584.
https://doi.org/10.1080/23311975.2022.2108584
FaladeObalade, T.A., Dubey, S. (2014). Managing
tourism as a source of revenue and foreign direct
investment inflow in a developing country: The
Jordanian experience. International Journal of Academic
Research in Economics and Management Sciences, 3(3):
16-42. https://doi.org/10.6007/ijarems/v3-i3/901

Chen, F., Wu, J., Liu, J., Hu, Y., et al. (2019).
Comparison of social-value cognition based on different
groups: The case of Pulau Payar in Malaysia and Gili
Matra in Indonesia. Ocean & Coastal Management, 173:
1-9. https://doi.org/10.1016/j.ocecoaman.2019.02.010
Chang, L.L., Backman, K.F., Huang, Y.C. (2014).
Creative tourism: A preliminary examination of creative
tourists’ motivation, experience, perceived value and
revisit intention. International Journal of Culture,
Tourism and Hospitality Research, 8(4): 401-419.
https://doi.org/10.1108/IJCTHR-04-2014-0032
Loncari¢, D., Prodan, M.P., Dlaci¢, J. (2021).
Memorable tourism experiences inspired by the beauty
of nature. Tourism and Hospitality Management, 27(2):
315-337. https://doi.org/10.20867/THM.27.2.5

Elshaer, A.M., Marzouk, A.M. (2022). Memorable
tourist experiences: The role of smart tourism
technologies and hotel innovations. Tourism Recreation
Research, 49(3): 445-457.
https://doi.org/10.1080/02508281.2022.2027203

Teng, H.Y., Tsai, C.H. (2020). Can tour leader likability
enhance tourist value co-creation behaviors? The role of
attachment. Journal of Hospitality and Tourism
Management, 45: 285-294.
https://doi.org/10.1016/j.jhtm.2020.08.018

Buhalis, D. (2015). Smart tourism and the competitive
destination of the future. Bournemouth University.
http://www.bournemouth.ac.uk.html.

Gajdosik, T., Orelova, A. (2020). Smart technologies for
smart tourism development. In Artificial Intelligence and
Bioinspired Computational Methods. Springer, 333-343.
https://doi.org/10.1007/978-3-030-43665-6 28

Alavi, S., Azizi, M. (2020). The effect of Islamic
culture’s constituents on decision-making. Journal of
Islamic Marketing, 11(6): 1735-1754.
https://doi.org/10.1108/jima-10-2018-0192

Hoffmann, S., Anwar, S. (2024). The influence of culture
on the lure of choice, mental accounting, and
overconfidence. Behavioral Sciences, 14(3): 156.
https://doi.org/10.3390/bs14030156

Chen, X.J., Ba, L., Kwak, Y.K. (2020). Neurocognitive
underpinnings of cross-cultural differences in risky
decision making. Social Cognitive and Affective
Neuroscience, 15: 671-680.
https://doi.org/10.1093/scan/nsaa078

617

[36]

[37]

(38]

[39]

[40]

[41]

[42]

[43]

[44]

[45]

[46]

[47]

(48]

[49]

Zhang, S.N., Ruan, W., Li, Y.Q., Huang, H. (2023).
Local cultural distortion risk at tourist destinations:
Connotation deconstruction and theoretical construction.
Current Issues in  Tourism, 27: 251-267.
https://doi.org/10.1080/13683500.2023.2178393

Kim, S., Choe, J., King, B., Oh, M., Otoo, F. (2021).
Tourist perceptions of local food: A mapping of cultural
values. International Journal of Tourism Research, 23(5):
879-892. https://doi.org/10.1002/jtr.2475

Kalvet, T., Olesk, M., Tiits, M., Raun, J. (2020).
Innovative tools for tourism and cultural tourism impact
assessment. Sustainability, 12(18): 7470.
https://doi.org/10.3390/su12187470

Navarro, J.L.A., Martinez, M.E.A., Jiménez, J.A.M.
(2020). An approach to measuring sustainable tourism at
the local level in Europe. Current Issues in Tourism, 23:
423-437.
https://doi.org/10.1080/13683500.2019.1579174

Ahn, M.-J., Mckercher, B. (2018). Hofstede’s cultural
indices revisited: The relationship between cultural
values and international tourism. Tourism Culture and
Communication, 18(3): 153-164.
https://doi.org/10.3727/109830418X15369281878396
Kaasa, A., Welzel, C. (2023). Elements of Schwartz’s
model in the WVS: How do they relate to other cultural
models? Cross-Cultural Research, 57: 431-471.
https://doi.org/10.1177/10693971231179792

Yeganeh, H. (2023). Culture and innovation: A human
emancipation perspective. International Journal of
Sociology and Social Policy, 43(11/12): 980-1007.
https://doi.org/10.1108/ijssp-07-2022-0185

Fan, D., Qiu, H., Jenkins, C., Lau, C. (2020). Towards a
better tourist-host relationship: The role of social contact
between tourists’ perceived cultural distance and travel
attitude. Journal of Sustainable Tourism, 31: 204-228.
https://doi.org/10.1080/09669582.2020.1783275

Yi, Y., Amin, S.B.M. (2023). The relationship between
culture, destination loyalty and tourist satisfaction on
STT: A conceptual framework. International Journal of
Academic Research in Business and Social Sciences,
13(9):  17969.  https://doi.org/10.6007/ijarbss/v13-
19/17969

Fan, D., Tsaur, S.-H., Lin, J.-H., Chang, T.-Y., Tsa, Y.-
R.T. (2021). Tourist intercultural competence: A
multidimensional measurement and its impact on tourist
active participation and memorable cultural experiences.
Journal of Travel Research, 61: 414-429.
https://doi.org/10.1177/0047287520982372

Meethan, K. (2003). Mobile cultures? Hybridity, tourism
and cultural change. Journal of Tourism and Cultural
Change, 1: 11-28.
https://doi.org/10.1080/14766820308668157

Li, Y., Li, C., Cui, J., Gao, Y. (2024). Application and
reflection of wvirtual reality in digital tourism
development. Applied Mathematics and Nonlinear
Science, 9. https://doi.org/10.2478/amns-2024-0841
Anggara, W.P.N. (2022). Globalization of culture and
identity: Case study of Halal tourism Thailand as a
Muslim friendly tourist destination. Journal of Halal
Product and Research, 5(2): 72-78.
https://doi.org/10.20473/jhpr.vol.5-issue.2.72-78
Omran, W., Ramos, R., Casais, B. (2023). Virtual reality
and augmented reality applications and their effect on
tourist engagement: A hybrid review. Journal of



[50]

[51]

[52]

[53]

[54]

[58]

[56]

[57]

[58]

[59]

[60]

[61]

Hospitality and Tourism Technology, 15(4): 497-518.
https://doi.org/10.1108/jhtt-11-2022-0299

Zheng, D., Huang, C., Oraltay, B. (2023). Digital cultural
tourism: Progress and a proposed framework for future
research. Asia Pacific Journal of Tourism Research, 28:
234-253.
https://doi.org/10.1080/10941665.2023.2217958
Sanchez-Amboage, E., Membiela-Pollan, M.E.,
Martinez-Fernandez, V.-A., Molinillo, S. (2023).
Tourism marketing in a metaverse context: The new
reality of European museums on Meta. Museum
Management and  Curatorship, 38:  468-489.
https://doi.org/10.1080/09647775.2023.2209841

Zhou, C., Sotiriadis, M. (2021). Exploring and
evaluating the impact of ICTs on culture and tourism
industries’ convergence: Evidence from China.
Sustainability, 13(21): 11769.
https://doi.org/10.3390/su132111769

Tandafatu, N.K., Ermilinda, L., Darkel, Y. (2024).
Digital transformation in tourism: Exploring the impact
of technology on travel experiences. International
Journal of Multidisciplinary Approach in Science and
Technology. https://doi.org/10.62207/w3vsg352
Nguyen, C., Schinckus, C., Chong, F., Nguyen, B., Le
Tran, D.T. (2024). Information technology and outbound
tourism: A cross-country analysis. International Social
Science Journal, 75(255): 7-25.
https://doi.org/10.1111/issj.12534

Afzal, 1., Majid, M.B., Tariq, M.I., Nasir, A. (2024).
Investigating the impact of smart tourism technologies
on tourist satisfaction, engagement & image and with the
mediation of memorable tourist experience. Pakistan
Journal of Humanities and Social Sciences, 12(1): 1942.
https://doi.org/10.52131/pjhss.2024.v12i1.1942

Lin, S., Juan, P.-J., Lin, S. (2020). A TAM framework to
evaluate the effect of smartphone application on tourism
information search behavior of foreign independent
travelers. Sustainability, 12(22): 9366.
https://doi.org/10.3390/su12229366

Singh, S., Srivastava, P. (2019). Social media for
outbound leisure travel: A framework based on
technology acceptance model (TAM). Journal of
Tourism Futures, 6(3): 332-346.
https://doi.org/10.1108/JTF-10-2018-0058

Liu, H., Park, K. (2024). Exploring the impact of
metaverse tourism experiences on actual visit intentions:
An integrated model of presence, the technology
acceptance model, and the theory of planned behavior.
International Journal of Tourism Research, 26(1): €2616.
https://doi.org/10.1002/jtr.2616

Joo, Y., Seok, H., Nam, Y. (2020). The moderating effect
of social media use on sustainable rural tourism: A
theory of planned behavior model. Sustainability, 12:
4095. https://doi.org/10.3390/su12104095

Wang, X., Zhang, C. (2020). Contingent effects of social
norms on tourists’ pro-environmental behaviours: The
role of Chinese traditionality. Journal of Sustainable
Tourism, 28: 1646-1664.
https://doi.org/10.1080/09669582.2020.1746795
Hansen, T., Olk, S., Thomsen, T. (2023). A meta-
analysis of sustainable tourist behavioral intention and
the moderating effects of national culture. Journal of
Sustainable Tourism, 32: 883-903.
https://doi.org/10.1080/09669582.2023.2186825

618

[62]

[63]

[64]

[65]

[66]

[67]

[68]

[69]

[70]

[71]

[72]

[73]

Wang, C., Liu, J, Zhang, T. (2021). “What if my
experience was not what [ expected?”: Examining

expectation-experience (dis)confirmation effects in
China’s rural destinations. Journal of Vacation
Marketing, 27: 365-384.

https://doi.org/10.1177/13567667211006763

Wen, Y., Luo, F., Li, H. (2024). The impact of aesthetic
expectations and aesthetic experiential qualities on
tourist satisfaction: A case study of the Zhangjiajie

National  Forest Park. Forests, 15(2): 378.
https://doi.org/10.3390/£15020378
Grani¢, A., Marangunic, N. (2019). Technology

acceptance model in educational context: A systematic
literature review. British Journal of Educational
Technology, 50: 2572-2593.
https://doi.org/10.1111/bjet.12864

Lai, Y.L., Lee, J. (2020). Integration of technology
readiness index (TRI) into the technology acceptance
model (TAM) for explaining behavior in adoption of
BIM. Advances in Engineering Software, 5(2): 816.
https://doi.org/10.20849/aes.v512.816

Solomovich, L., Abraham, V. (2024). Exploring the
influence of ChatGPT on tourism behavior using the
technology acceptance model. Tourism Review.
https://doi.org/10.1108/tr-10-2023-0697

Ahmad, W., Kim, W., Anwer, Z., Zhuang, W. (2020).
Schwartz personal values, theory of planned behavior
and environmental consciousness: How tourists’ visiting
intentions towards eco-friendly destinations are shaped?
Journal of Business Research, 110: 228-236.
https://doi.org/10.1016/j.jbusres.2020.01.040

Fauzi, M.A., Hanafiah, M., Kunjuraman, V. (2022).
Tourists’ intention to visit green hotels: Building on the
theory of planned behaviour and the value-belief-norm
theory. Journal of Tourism Futures, 10(2): 255-276.
https://doi.org/10.1108/jtf-01-2022-0008

Al-Khaldy, D.A.W., Hassan, T., Abdou, A., Abdelmoaty,
M., Salem, A. (2022). The effects of social networking
services on tourists’ intention to visit mega-events during
the Riyadh season: A theory of planned behavior model.
Sustainability, 14(21): 14481.
https://doi.org/10.3390/su142114481

Fischer, R., Karl, J. (2021). Predicting behavioral
intentions to prevent or mitigate COVID-19: A cross-
cultural meta-analysis of attitudes, norms, and perceived
behavioral control effects. Social Psychological and
Personality Science.
https://doi.org/10.1177/19485506211019844

Ates, H. (2020). Merging theory of planned behavior and
value identity personal norm model to explain pro-
environmental behaviors. Sustainable Production and
Consumption, 24: 169-180.
https://doi.org/10.1016/j.spc.2020.07.006

Liu, Y., Li, Q., Edu, T., Negricea, 1. (2020). Exploring
the continuance usage intention of travel applications in
the case of Chinese tourists. Journal of Hospitality and
Tourism Research, 47. 6-32.
https://doi.org/10.1177/1096348020962553

Dike, S.E., Davis, Z., Abrahams, A., Anjomshoae, A.,
Ractham, P. (2023). Evaluation of passengers’
expectations and satisfaction in the airline industry: An
empirical performance analysis of online reviews.
Benchmarking: An International Journal, 31(2): 611-639.
https://doi.org/10.1108/bij-09-2021-0563



[74]

[78]

[76]

[77]

[78]

[79]

(80]

[81]

(82]

(83]

(84]

[85]

(86]

Leou, E., Wang, H. (2023). A holistic perspective to
predict yoga tourists’ revisit intention: An integration of
the TPB and ECM model. Frontiers in Psychology, 13:
1090579. https://doi.org/10.3389/fpsyg.2022.1090579
Huang, S., Crotts, J. (2019). Relationships between
Hofstede’s cultural dimensions and tourist satisfaction:
A cross-country cross-sample examination. Tourism
Management, 75: 256-269.
https://doi.org/10.1016/j.tourman.2018.12.001
Stamolampros, P., Korfiatis, N., Kourouthanassis, P.,
Symitsi, E. (2019). Flying to quality: Cultural influences
on online reviews. Journal of Travel Research, 58: 496-
511. https://doi.org/10.1177/0047287518764345

Qi, X., Shi, D., Huang, Z., Chang, W. (2022). Fostering
customer loyalty across countries in hospitality and
tourism: A meta-analysis of cultural values as
moderators. International Journal of Contemporary
Hospitality =~ Management,  34(12):  4561-4582.
https://doi.org/10.1108/ijchm-04-2022-0496

Nguyen, D.T.B., Nguyen, V.T.K. (2024). The impact of
electronic word-of-mouth on the purchase intention of

tourists on online hotel booking applications.
International Journal of Asian Business and Information
Management, 15(1): 1-19.

https://doi.org/10.4018/ijabim.342086

An, S., Choi, Y., Lee, C. (2021). Virtual travel
experience and destination marketing: Effects of sense
and information quality on flow and visit intention.
Journal of Destination Marketing & Management, 19:
100492. https://doi.org/10.1016/j.jdmm.2020.100492
Nuryyev, G., Wang, Y.P., Achyldurdyyeva, J., Jaw, B.S.,
Yeh, Y.S., Lin, H.T., Wu, L.F. (2020). Blockchain
technology adoption behavior and sustainability of the
business in tourism and hospitality SMEs: An empirical
study. Sustainability, 12(3): 1256.
https://doi.org/10.3390/su12031256

Hasni, M.J.S., Farah, M., Adeel, I. (2021). The
technology acceptance model revisited: Empirical
evidence from the tourism industry in Pakistan. Journal
of Tourism Futures. https://doi.org/10.1108/jtf-09-2021-
0220

Pillai, R., Sivathanu, B. (2020). Adoption of Al-based
chatbots for hospitality and tourism. International
Journal of Contemporary Hospitality Management,
32(10): 3199-3226. https://doi.org/10.1108/ijchm-04-
2020-0259

El-Said, O., Aziz, H. (2021). Virtual tours a means to an
end: An analysis of virtual tours’ role in tourism recovery
post COVID-19. Journal of Travel Research, 61: 528-
548. https://doi.org/10.1177/0047287521997567

Guo, Q., Zhu, D., Li, F., Wang, X., Shu, Y. (2022).
Tourists’ adoption of extended reality technologies: A
meta-analytical structural equation modeling. Journal of
Hospitality and Tourism Research, 48: 450-463.
https://doi.org/10.1177/10963480221108906
Oppokkhonov, N. (2023). The future of smart tourism:
Transforming travel experiences. Yashil Iqtisodiyot va
Taraqqiyot, 1.
https://doi.org/10.55439/ged/voll issmaxsusson/a663
Jiang, X., Qin, J., Gao, J., Gossage, M.G. (2022). How
tourists’ perception affects travel intention: Mechanism
pathways and boundary conditions. Frontiers in
Psychology, 13: 821364.
https://doi.org/10.3389/fpsyg.2022.821364

619

[87]

(88]

(89]

[90]

[91]

[92]

[93]

[94]

[95]

[96]

[97]

[98]

[99]

Su, X., Li, X., Wang, Y., Zheng, Z., Huang, Y. (2020).
Awe of intangible cultural heritage: The perspective of
ICH tourists. SAGE Open, 10(3).
https://doi.org/10.1177/2158244020941467
Chakraborty, D., Polisetty, A., Mishra, A., Rana, N.
(2023). A longitudinal study on how smart tourism
technology influences tourists’ repeat visit intentions.
Asia Pacific Journal of Tourism Research, 28: 1380-
1398. https://doi.org/10.1080/10941665.2023.2293801
Yuksel, F., Kement, U., Dogan, S., Bayram, G.E., Bayar,
S., Cobanoglu, C. (2024). Effect of smart tourism
technology experience (STTE) on tourist satisfaction and
tourist happiness in Bordeaux: The mediation role of
self-gratification. International Journal of Tourism Cities.
https://doi.org/10.1108/ijtc-06-2024-0119

Jeong, M., Shin, H.H. (2019). Tourists’ experiences with
smart tourism technology at smart destinations and their
behavior intentions. Journal of Travel Research, 59(4):
731-748. https://doi.org/10.1177/0047287519883034
Torabi, Z.A., Shalbafian, A.A., Allam, Z., Ghaderi, Z.,
Murgante, B., Khavarian-Garmsir, A.R. (2022).
Enhancing memorable experiences, tourist satisfaction,
and revisit intention through smart tourism technologies.
Sustainability, 14(5): 2721.
https://doi.org/10.3390/su14052721

Safitri, L.R., Abdurrahman, A. (2023). The effect of
smart tourism technologies, memorable tourism
experiences, and tourist satisfactions on traveller loyalty
(Study on traveller users of the Tiket.com app). Jurnal
Pamator: Jurnal Ilmiah Universitas Trunojoyo, 16(1):
19558. https://doi.org/10.21107/pamator.v16i1.19558
Ng, K.S.P., Wong, J., Xie, D., Zhu, J. (2022). From the
attributes of smart tourism technologies to loyalty and
WOM via user satisfaction: The moderating role of
switching  costs.  Kybernetes, 52: 2868-2885.
https://doi.org/10.1108/k-09-2021-0840

La Are, R. (2024). Analysis of the effect of smart tourism
technology and memorable tourist experience on tourist
loyalty with tourist satisfaction as a mediating variable.
International Journal of Multidisciplinary Science, 3(1):
1215. https://doi.org/10.56127/ijml.v3il.1215

Barbosa, D.P., Medaglia, J. (2020). Tecnologia digital,
turismo e os habitos de consumo dos viajantes
contemporaneos. Mundo do Turismo, 4(2): 5394.
https://doi.org/10.29149/mtr.v4i2.5394

Li, Y., Xiong, F., Wang, Z., Chen, Z., Xu, C., Yin, Y.
(2021). Spatial-temporal deep intention destination
networks for online travel planning. IEEE Transactions
on Intelligent Transportation Systems, 23: 2688-2700.
https://doi.org/10.1109/tits.2021.3091534

Choi, Y., Hickerson, B., Lee, J., Lee, H., Choe, Y. (2022).
Digital tourism and wellbeing: Conceptual framework to
examine technology effects of online travel media.
International Journal of Environmental Research and
Public Health, 19(5): 5639.
https://doi.org/10.3390/ijerph19095639

Lam, J., Ismail, H., Lee, S. (2020). From desktop to
destination: User-generated content platforms, co-
created online experiences, destination image and
satisfaction. Journal of Destination Marketing &
Management, 18: 100490.
https://doi.org/10.1016/j.jdmm.2020.100490
Parra-Gallego, L., Purohit, T., Vlasenko, B., Orozco-
Arroyave, J., Magimai-Doss, M. (2024). Cross-transfer



knowledge between speech and text encoders to evaluate

customer satisfaction. Interspeech 2024.
https://doi.org/10.21437/interspeech.2024-514
[100]Prados-Castillo, J., Torrecilla-Garcia, J., Liébana-

Cabanillas, F. (2024). Metaverse as a booster of tourism
transformation towards virtual management strategies.
Tourism Review. https://doi.org/10.1108/tr-10-2023-
0750

[101]Liu, Y.-L.L., Chiang, J.-T.T., Ko, P.-F.F. (2023). The
benefits of tourism for rural community development.
Humanities and Social Sciences Communications, 10(1):
137. https://doi.org/10.1057/s41599-023-01610-4

[102]Lama, S., Pradhan, S. (2022). Community homestay
platform to enhance sustainable tourism in developing
countries. Proceedings of the Australasian Conference
on Information Systems (ACIS 2022), pp. 12-19.
https://aisel.aisnet.org/acis2022/59/.

[103]Baber, R., Baber, P. (2022). Influence of social media
marketing efforts, e-reputation and destination image on
intention to visit among tourists: Application of S-O-R
model. Journal of Hospitality and Tourism Insights, 6(5):
2298-2316. https://doi.org/10.1108/JHTI-06-2022-0270

[104]Kusumah, E. (2023). Sustainable tourism concept:
Tourist satisfaction and destination loyalty. International
Journal of Tourism Cities, 10(1): 166-184.
https://doi.org/10.1108/ijtc-04-2023-0074

[105]Papadopoulou, N.M., Ribeiro, M., Prayag, G. (2022).
Psychological determinants of tourist satisfaction and
destination loyalty: The influence of perceived
overcrowding and overtourism. Journal of Travel
Research, 62: 644-662.
https://doi.org/10.1177/00472875221089049

[106]Suhartanto, D., Brien, A., Primiana, 1., Wibisono, N.,
Triyuni, N. (2020). Tourist loyalty in creative tourism:
The role of experience quality, value, satisfaction, and
motivation. Current Issues in Tourism, 23: 867-879.
https://doi.org/10.1080/13683500.2019.1568400

[107]Juliana, J., Aditi, B., Nagoya, R., Wisnalmawati, W.,
Nurcholifah, I. (2022). Tourist visiting interests: The role
of social media marketing and perceived value.
International Journal of Data and Network Science, 6(2):
469-476. https://doi.org/10.5267/j.ijdns.2021.12.007

[108]Juliana, J., Nagoya, R., Bangkara, B.M.A.S.A., Purba,
J.T., Fachrurazi, F. (2022). The role of supply chain on
the competitiveness and the performance of restaurants.
Uncertain Supply Chain Management, 10(2): 445-452.
https://doi.org/10.5267/j.usem.2021.12.007

[109]Juliana, F.I., Hubner, I.B., Sianipar, R., Djakasaputra, A.
(2024). Systematic literature review: Combining
foodscape and touristcape for international tourism
marketing in Singapore and Batam. Studies in Systems,
Decision and Control, 1: 1074.
https://doi.org/10.1007/978-3-031-54009-7 43

[110]Hair, J.F., Hult, G.T.M., Ringle, C.M., Sarstedt, M.
(2022). A Primer on Partial Least Squares Structural
Equation Modeling (PLS-SEM) (3rd ed.). Sage.

[111]Sarstedt, M., Hair, J.F., Pick, M., Liengaard, B.D.,
Radomir, L., Ringle, C.M. (2022). Progress in partial
least squares structural equation modeling use in
marketing research in the last decade. Psychology &
Marketing, 39(11): 2322-2347.
https://doi.org/10.1002/mar.21640

[112]Ulfy, M. A., Haque, A., Karim, W., Hossin, S., Huda, N.
(2021). Tourists behavioral intention to visit halal

620

tourism destination: An empirical study on Muslim
tourists in Malaysia. International Fellowship Journal of
Interdisciplinary Research, 1(1): 1-18.
https://doi.org/10.5281/zenodo.4459649

[113]Lu, C.S., Weng, H.K., Chen, S.Y., Chiu, C.W., Ma, H.Y .,
Mak, K.W., Yeung, T.C. (2020). How port aesthetics
affect destination image, tourist satisfaction and tourist
loyalty? Maritime Business Review, 5(2): 211-228.
https://doi.org/10.1108/MABR-12-2019-0056

[114]Bravo, R., Martinez, E., Pina, J.M. (2019). Effects of
service experience on customer responses to a hotel
chain. International Journal of Contemporary Hospitality

Management, 31(1): 389-405.
https://doi.org/10.1108/IJCHM-09-2017-0569
[115]Ginting, N., Munazirah, M., Wahid, J. (2023).

Community participation in sustainable tourism: A case
study in Balige, Indonesia. Environmental Processes
Journal, 8(23): 239-246.
https://doi.org/10.21834/ebpj.v8i23.4509

[116]Sowards, S.K., Banerjee, P. (2021). Ecotourism as
leisure and labor in the experience of the ‘great’ outdoors.
Frontiers in Communication, 6: 736762.
https://doi.org/10.3389/fcomm.2021.736762

[117]Richards, G. (2021). Evolving research perspectives on
food and gastronomic experiences in tourism.
International Journal of Contemporary Hospitality
Management, 33(3): 1037-1058.
https://doi.org/10.1108/IJCHM-10-2020-1217

[118]Hosseini, S., Cortes-Macias, R., Almeida-Garcia, F.
(2024). Extending the memorable tourism experience
construct: An investigation of tourists’ memorable dark
experiences. Journal of Vacation Marketing, 30(1): 21-
44. https://doi.org/10.1177/13567667221113078

[119]Hair, J.F., Risher, J.J., Sarstedt, M., Ringle, C.M. (2019).
When to use and how to report the results of PLS-SEM.
European Business Review, 31(1): 2-24.
https://doi.org/10.1108/EBR-11-2018-0203

[120]Shmueli, G., Sarstedt, M., Hair, J.F., Cheah, J.-H., Ting,
H., Vaithilingam, S., Ringle, C.M. (2019). Predictive
model assessment in PLS-SEM: Guidelines for using
PLS predict. European Journal of Marketing, 53(11):
2322-2347. https://doi.org/10.1108/EJM-02-2019-0189

[121]Henseler, J., Ringle, C.M., Sarstedt, M. (2015). A new
criterion for assessing discriminant validity in variance-
based structural equation modeling. Journal of the
Academy of Marketing Science, 43(1): 115-135.
https://doi.org/10.1007/s11747-014-0403-8

[122]Chin, W.W. (1998). The partial least squares approach to
structural equation modeling. In Modern Methods for
Business Research. Lawrence Erlbaum Associates, pp.
295-336.

[123]Srinivasan, A., Drucker, S., Endert, A., Stasko, J. (2019).
Augmenting visualizations with interactive data facts to
facilitate interpretation and communication. IEEE
Transactions on Visualization and Computer Graphics,
25: 672-681.
https://doi.org/10.1109/TVCG.2018.2865145

[124]Buhalis, D., Sinarta, Y. (2019). Real-time co-creation
and nowness service: Lessons from tourism and
hospitality. Journal of Travel & Tourism Marketing, 36:

563-582.
https://doi.org/10.1080/10548408.2019.1592059
[125]Neuhofer, B., Buhalis, D., Ladkin, A. (2020).

Technology as a catalyst of change: Enablers and barriers



of the tourist experience and their consequences. Journal
of Destination Marketing & Management, 15: 100407.
https://doi.org/10.1016/j.jdmm.2020.100407
[126]Alcantara-Pilar, J.M., Armenski, T., Blanco-
Encomienda, F.J., Del Barrio-Garcia, S. (2018). Effects
of cultural difference on users’ online experience with a
destination website: A structural equation modelling
approach. Journal of Destination Marketing &
Management, 8: 301-311.
https://doi.org/10.1016/j.jdmm.2017.06.002
[127]Tusha, Colaco, P., Katyal, A., Gupta, A., Walia, A,
Madan, P., Lamoria, J. (2024). Assessing the impact of

cultural differences on educational technology
acceptance. Evolutionary Studies in Imaginative Culture,
8.1(2): 890-899.

https://doi.org/10.70082/esiculture.vi.1178
[128]Jedwab, R., Manias, E., Redley, B., Dobroff, N.,
Hutchinson, A. (2023). Impacts of technology
implementation on nurses’ work motivation,
engagement, satisfaction and well-being: A realist
review. Journal of Clinical Nursing, 32(17-18): 6037-
6060. https://doi.org/10.1111/jocn.16730
[129]Wong, C., Arastu, S., Ng, R. (2024). Identifying
culturally insensitive tests, stimuli, and assessment
practices in neuropsychology: A survey of professionals
and trainees. Clinical Neuropsychologist, 1-20.
https://doi.org/10.1080/13854046.2024.2405064
[130]Keskin, E. (2024). The importance of nostalgic emotions
and memorable tourism experience in the cultural
experience. Journal of Quality Assurance in Hospitality
& Tourism, 25(1): 1-21.
https://doi.org/10.1080/1528008X.2022.2097976
[131]Gao, J., Lin, S., Zhang, C. (2020). Authenticity,

621

involvement, and nostalgia: Understanding visitor
satisfaction with an adaptive reuse heritage site in urban
China. Journal of Destination Marketing & Management,
15: 100404.
https://doi.org/10.1016/j.jdmm.2019.100404

[132]Juliana, J., Djakasaputra, A., Pramezwary, A., Lemy,
D.M., Hubner, 1B., Fachrurazi, F. (2024). Halal
awareness and lifestyle on purchase intention. In
Advances in Tourism, Technology and Systems (Vol.
927). Springer, pp. 43-54. https://doi.org/10.1007/978-3-
031-54009-7 43

[133]Goeltom, V.A H., Kristiana, Y., Juliana, J., Bernato, 1.,
Pramono, R. (2020). The effect of service quality and
value of five-star hotel services on behavioral intentions
with the role of consumer satisfaction as mediator.
Journal of Asian Finance, Economics and Business,
7(11): 967-976.
https://doi.org/10.13106/jafeb.2020.vol7.n011.967

[134]Goeltom, V.A H., Kristiana, Y., Juliana, J., Pramono, R.,
Purwanto, A. (2019). The influence of intrinsic, extrinsic,
and consumer attitudes towards intention to stay at a
budget hotel. African Journal of Hospitality, Tourism
and Leisure, 8(2): 1-16.

[135]Das, S., Roy, H. (2020). Food tourism through the lens
of post-materialism: Valuing the cultural ruralscape. In
Tourism as a Pathway to Hope and Happiness.
https://doi.org/10.21832/9781845418564-009

[136]Sangchumnong, A., Kozak, M. (2021). Impacts of
tourism on cultural infiltration at a spiritual destination:
A study of Ban Wangka, Thailand. International Journal
of Culture, Tourism and Hospitality Research, 15(4):
477-493. https://doi.org/10.1108/IJCTHR-09-2019-
0163





