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Abstract

This study explores the impact of cultural tourism festivals on soft diplomacy outcomes,
examining how aesthetic appeal, intercultural communication effectiveness, perceived cultural
authenticity, and cultural engagement influence the destination image and behavioral intentions
of international tourists. Using a structural equation modeling (PLS-SEM) approach, data were
collected from 401 international visitors attending cultural festivals in Indonesia. The results
indicate that aesthetic appeal significantly enhances cultural engagement, positively influencing
the effectiveness of intercultural communication and perceived cultural authenticity, which are
key drivers of perceived value. Meanwhile, destination image serves as a mediator in shaping the
effects of soft diplomacy. The findings underscore the importance of cultural tourism as a non-
coercive tool of diplomacy, demonstrating that well-designed cultural festivals can improve a
country's international image, foster goodwill, and influence future tourist behaviors. This study
contributes to the integration of destination branding, intercultural communication, and soft
power theories, offering a novel framework for understanding the role of cultural tourism in
international relations. Implications for cultural event organizers and policymakers are discussed,
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highlighting strategies to enhance cultural engagement and leverage soft diplomacy for nation
branding.
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Introduction

Tourism has become a powerful platform for fostering intercultural understanding and enhancing the country's soft power in
global mobility and cultural interconnectedness. In developing nations, cultural tourism is increasingly leveraged as an
economic driver and a diplomatic strategy for influencing international perceptions and promoting cultural identity (Beljanski
& Bukvi¢, 2020; Gréschl, 2020). Festivals, including traditional performances, heritage festivals, and creative exhibitions, are
no longer regarded as mere attractions; they function as integrative cultural spaces where immersive experiences generate
emotional resonance, dialogue, and informal diplomacy. In these settings, the roles of intercultural sensitivity, cultural
hybridity, and creative engagement are essential in shaping visitor perceptions and fostering mutual respect across cultural
boundaries (Kipng’etich, 2024; Li & Adnan, 2023). Although significant scholarly attention has been devoted to key tourism
constructs such as authenticity, aesthetic value, tourist satisfaction, and destination image, few studies have examined how
these elements operate collectively within the cultural festival framework as tools of soft diplomacy (Morozova, 2023).
Research tends to explore intercultural communication or emotional experience in isolation, leaving a gap in understanding
how these constructs interact to influence visitor engagement, perceived value, and behavioral intention toward the host culture
(Hagqvist et al., 2020; Yuwita, 2023). This requires integrated conceptual frameworks that capture the dynamic relationships
between these variables within the tourism setting. Theoretically, this study is anchored in three intersecting domains: Soft
Power Theory (Nye, 2008), which emphasizes the persuasive appeal of cultural expression in diplomacy; Intercultural
Communication Theory (Gudykunst, 2003; Hall, 1976; Hofstede, 1983), which provides insight into how meaning is
constructed and interpreted across cultural contexts; and destination branding theory, which explains how cultural experiences
contribute to the formation of a nation's image and appeal. These perspectives support a multi-dimensional understanding of
cultural festivals as experiential and symbolic arenas where visitor psychology, national identity, and international perception
coalesce. Recent literature has increasingly acknowledged the role of cultural diplomacy in shaping global perceptions,
especially in the context of non-Western and developing countries. While cultural performances can generate admiration and
elevate the destination's image, they do not always lead to sustained cultural engagement or support for national narratives
unless deeper emotional and intercultural connections are established (Al Sayegh et al., 2023; Sun, 2024). The lack of
integrative, empirically grounded models for assessing these outcomes limits academic understanding and practical
implementation. There remains a pressing need to examine how immersive experiences—such as perceived authenticity,
intercultural sensitivity, and aesthetic appreciation—translate into long-term behavioral intentions and positive national
perception (Ertem-Eray, 2023). In response to this gap, the present study proposes a novel framework that links micro-level
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visitor experiences to macro-level outcomes in cultural diplomacy. By integrating variables such as perceived authenticity,
aesthetic appeal, intercultural sensitivity, and perceived value while identifying the mediating roles of cultural engagement and
destination image, this research offers a comprehensive model for understanding how cultural festivals influence international
audiences. The proposed framework contributes to advancing the theoretical and empirical discourse on cultural tourism, soft
power, and visitor behavior, particularly in the strategic positioning of cultural festivals within the tourism and public diplomacy
agendas of developing countries.

Literature review

Perceived cultural authenticity

Perceived cultural authenticity refers to tourists' subjective judgments about the genuineness and cultural integrity of festivals
and performances. Authentic experiences enhance emotional resonance, cultural appreciation, and cognitive engagement
(Guerra et al., 2022; Stanov¢ic et al., 2021). Key traditional elements—such as costumes, music, storytelling, and symbols—
anchor this perception, enriching the educational and emotional value of the experience (Mo et al., 2024; Yang et al., 2023).
Multisensory cues further deepen immersion, fostering stronger psychological connections with cultural narratives (Guo et al.,
2021; Wang et al., 2023). Authenticity also builds trust, positioning visitors not only as observers but as active participants in
meaningful cultural encounters (Stylidis et al., 2020; Zheng et al., 2022). Authentic experiences are closely linked to existential
authenticity, leading to personal meaning, satisfaction, and reinforcement of cultural values (Yi et al., 2021; Zhang & Deng,
2022). When grounded in local narratives and community participation, authenticity boosts perceived value and strengthens
destination image (Uslu et al., 2023; Zuo et al., 2024). However, over-commercialization may dilute authenticity unless modern
adaptations respect cultural integrity (Yong-jun etal., 2021; Yang Zhang & Lee, 2021). In sum, perceived authenticity enhances
visitor experiences and drives behavioral intentions such as revisits and recommendations, supporting its role as a key driver
of perceived value.

H1: Perceived Cultural Authenticity positively influences Perceived Value.

Intercultural communication effectiveness

Intercultural communication effectiveness refers to how well cultural messages are conveyed, understood, and interpreted by
diverse audiences. It involves both verbal and non-verbal cues that bridge linguistic and cultural gaps, allowing performances
and exhibitions to become emotionally resonant and cognitively accessible (Wei-wei et al., 2021; Yang et al., 2022). Effective
communication enables cultural expressions to transcend barriers, fostering emotional connection and deeper interpretation
processing (Seo et al., 2021). Rich, clear messaging—through metaphors, storytelling, and symbolic acts—stimulates curiosity,
admiration, and appreciation of cultural heritage (Gen¢ & Kozak, 2020; Giney, 2021). Technological enhancements like
augmented reality can improve communication by adding context and reducing misunderstandings (Kurniati et al., 2020; Wu
et al., 2024). Closely related is intercultural sensitivity, or the ability to empathize with cultural differences. Visitors high in
sensitivity are more receptive to local customs and engage more respectfully, fostering emotional bonds and enhancing
destination perception (Genc & Temizkan, 2023; Guerra et al., 2022). When paired with authenticity, effective communication
deepens emotional resonance and attachment to place (Liu et al., 2022; Seo et al., 2021), leading to greater satisfaction and
repeat visitation (Chua et al., 2024; Mok, 2022; Shi et al., 2025). Thus, enhancing intercultural communication effectiveness is
key to improving perceived value and enriching the cultural tourism experience.

H2: Intercultural Communication Effectiveness positively influences Perceived Value.

Aesthetic appeal

Aesthetic appeal enhances visitor engagement in cultural festivals by triggering multisensory and emotional responses.
Elements such as costumes, choreography, stage design, and symbolic motifs work together to create immersive environments
that evoke curiosity, admiration, and emotional involvement (Folgado-Fernandez et al., 2021; Yen, 2022). These expressions
foster deeper emotional and cognitive connections with cultural narratives, with fashion and design playing a key role in shaping
the atmosphere and storytelling (Yang et al., 2022). Harmonious and coherent performances also enrich cultural interpretation
(Simsek, 2023; Yen, 2022). Beyond immediate sensory impact, aesthetic appeal shapes how experiences are emotionally
processed and remembered. Emotions like awe, nostalgia, and joy enhance memorability and deepen long-term engagement
(Hains & Hains, 2021; Hwang et al., 2021). Immersive aesthetics can induce a flow state, facilitating stronger cultural
appreciation and identity internalization through performance art and symbolism (Genc & Temizkan, 2023). These aesthetic
encounters not only promote intercultural understanding but also raise the perceived value of the event (Wei-wei et al., 2021;
T. Zhang et al., 2021).

H3: Aesthetic Appeal positively influences Cultural Engagement.

Cultural engagement

Cultural engagement refers to the emotional, cognitive, and behavioral involvement visitors experience during cultural tourism
festivals, often expressed through immersion, reflection, and curiosity (Traversa, 2024; Xiao-li et al., 2020). This engagement
is fueled by the synergy of authenticity and aesthetic appeal—authentic content fosters personal connection, while aesthetic
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richness sustains emotional attention (Kluis & Land-Zandstra, 2023). Visitors who connect meaningfully with cultural
narratives tend to form lasting impressions, report higher satisfaction, and promote the host culture through word-of-mouth or
revisits (Massari et al., 2022). Interactions with authentic elements, such as original artifacts, heighten enthusiasm and learning
compared to replicas (Ceylan, 2024; Sun, 2023). Immersive technologies like AR/VR also enhance access and emotional
resonance, amplifying engagement (Malmisalo-Lensu, 2021; Ning & Chang, 2021). Perceived authenticity strengthens
emotional involvement, satisfaction, and existential authenticity—a sense of real connection that supports identity formation
and reflective learning deeply (Baker et al., 2020; Geng¢ & Genc, 2022; Ravichandran & Nam, 2024; Uslu et al., 2023). Deep
engagement leads to advocacy, conservation support, and higher perceived value, as visitors gain emotional and educational
enrichment. Aesthetic immersion, storytelling, and culinary experiences enhance understanding of local identity and values
(Haller et al., 2020; Hiamey et al., 2020).

H4: Cultural Engagement positively influences Perceived Value.

Perceived value

In cultural tourism, perceived value reflects a visitor's overall assessment of the experience as worth emotionally, educationally,
and socially relative to their investment of time, money, and attention (Rezaei et al., 2023; Sahabuddin et al., 2021). This value
is shaped by authenticity, aesthetic appeal, communication, and engagement. Authentic experiences with storytelling and
immersive traditions enhance emotional satisfaction and attachment (Mo et al., 2024). Aesthetic richness, especially
multisensory elements, deepens enjoyment and memorability (Guo et al., 2021; Tu et al., 2022). Clear and meaningful
communication from guides and performers also strengthens value perception by facilitating understanding of cultural
narratives. Visitor engagement is equally vital emotional and behavioral involvement during festivals leads to more satisfying,
personally significant experiences (Badal, 2022; Bundzikova & Jano$ova, 2021). Engaged tourists are more likely to revisit,
recommend, and support cultural preservation. Moreover, perceived value is a strong predictor of destination image, acting as
a bridge between cultural experience and behavioral outcomes (Zhang & Niyomsilp, 2020). High perceived value fosters
positive impressions, long-term loyalty, and word-of-mouth advocacy (Abror et al., 2021; Yugqing Zhang & Lee, 2022).

H5: Perceived Value positively influences Destination Image.

Intercultural sensitivity

Intercultural sensitivity is a key competency in cultural tourism, reflecting a visitor's openness, empathy, and adaptability when
encountering cultural differences. Tourists with high sensitivity are more capable of appreciating diversity, interpreting cultural
performances empathetically, and forming nuanced understandings of host societies (Kulusakli, 2023). This awareness
enhances communication, deepens engagement, and leads to more favorable evaluations of destinations (Miguel, 2024; Yepes
etal., 2024). Intercultural sensitivity fosters meaningful connections with local communities and is strongly linked to traits like
empathy, tolerance, and openness, often developed through frequent cross-cultural interactions (Glner et al., 2021; Toptsi &
Hajeer, 2023). Visitors with broader intercultural exposure tend to achieve better communication outcomes and report higher
satisfaction with host cultures (Wongsuban et al., 2024). Beyond personality traits, intercultural sensitivity is cultivated through
education and experience. Programs like Erasmus or global online learning initiatives build intercultural competence by
promoting cross-cultural collaboration and awareness (Chan et al., 2021; Niitsu et al., 2022). In tourism, this translates into
inclusive, respectful behavior and a stronger emotional connection to local culture (Magsanay et al., 2024). Promoting
intercultural sensitivity also helps reduce ethnocentrism, foster peacebuilding through exchange, and shape the destination's
image as open and welcoming (Charoensilp, 2024; Oyenuga & Akwen, 2025).

H6: Intercultural Sensitivity positively influences Destination Image.

Destination image

Destination image refers to the mental representation tourists form of a place, shaped by both cognitive aspects (e.g.,
infrastructure, hospitality) and affective responses (e.g., cultural richness, emotional appeal) (Swati, 2020). A favorable image
emerges through authentic cultural representation, strong branding, and emotionally engaging experiences (Li & Adnan, 2023;
Sanggramasari et al., 2023; Susanto et al., 2022, 2024). In the context of cultural diplomacy, destination image acts as a
mediator, linking tourists' on-site experiences to broader perceptions of national identity and soft power. A strong image evokes
admiration and curiosity, deepening cultural engagement (Girsoy et al., 2022). Emotional and cognitive components of
destination image shape behavioral responses—positive emotional connections, in particular, encourage revisits, advocacy, and
deeper cultural appreciation (He et al., 2022). User-generated content (UGC) plays a pivotal role, as emotionally resonant travel
stories often influence others more than factual information (Hagger et al., 2022; Septianto et al., 2020). Strategic cultural
storytelling and authentic communication enhance the appeal of the destination and amplify its soft diplomacy impact (Brogni
et al., 2023; Seyfi et al., 2021).

H7: Destination Image has a positive and significant effect on Soft Diplomacy Effect.

706


http://www.ajhtl.com/

African Journal of Hospitality, Tourism and Leisure, Volume 14 (4) - (2025) ISSN: 2223-814X @@@@
BY NC ND

Copyright: © 2025 AJHTL /Author(s) | Open Access — Online @ www.ajhtl.com

Soft diplomacy effect

The soft diplomacy effect refers to the enhancement of a nation's international image and goodwill through non-coercive,
culturally immersive experiences, particularly within tourism (Khairunnisa, 2024; Zhu et al., 2021). Cultural festivals act as
strategic platforms for showcasing heritage and shared values, allowing visitors to emotionally connect with the host country
and appreciate its political and cultural identity (Kunkunrat, 2024). By engaging with authentic performances and symbolic
narratives, tourists become informal ambassadors who carry positive impressions abroad. These interactions foster empathy,
mutual understanding, and relational goodwill—key goals of cultural diplomacy (Reyaz & Khan, 2023; Widiyanto & Atigah,
2023). Research further shows that culturally engaging and emotionally resonant experiences enhance a country's soft power,
encouraging revisits, advocacy, and deeper cultural connections (Widiyanto & Atigah, 2023; Xia, 2024). Soft diplomacy also
helps dispel stereotypes and promotes international cooperation, especially when diverse cultural forms (e.g., cuisine, arts, film)
are strategically integrated (Kunkunrat, 2024). Thus, cultural tourism not only strengthens national image but also influences
future behavior, confirming the hypothesis:

H8: Soft Diplomacy Effect positively influences Behavioral Intention.
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Destination

| H7 Soft Diplomacy
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Figure 1. Proposed models

Methodology

This study adopts a quantitative design to examine structural relationships among key constructs in cultural tourism—
specifically, the effects of perceived authenticity, aesthetic appeal, intercultural communication effectiveness, intercultural
sensitivity, and cultural engagement on perceived value, destination image, and behavioral intention, with soft diplomacy as a
mediating variable. Partial Least Squares Structural Equation Modeling (PLS-SEM) was used, suitable for theory-building
research involving multiple latent variables and complex paths (Henseler et al., 2009; Sarstedt et al., 2021). Data were gathered
using a structured survey distributed both online and offline to international tourists who had direct exposure to Indonesian
cultural tourism festivals. Offline surveys were conducted at events such as the Yogyakarta Art Festival, Bali Arts Festival, and
cultural heritage sites in Bandung and Ubud. The online version was shared through international travel forums, social media,
and email lists targeting those who visited Indonesia within the past year. This hybrid approach aimed to ensure a representative
and engaged sample. A total of 401 valid responses were collected, exceeding the sample size requirement for PLS-SEM (Hair
et al., 2019; Wagner & Grimm, 2023). Participants were screened to confirm attendance at least one cultural festival. The
instrument used multi-item reflective scales adapted from prior validated studies, with items rated on a five-point Likert scale.
A pre-test with 30 international tourists ensured clarity and cultural relevance. Data analysis followed a two-step procedure:
first, assessing the measurement model for reliability, convergent validity (AVE > 0.50), and discriminant validity (Fornell-
Larcker criterion and HTMT) (Henseler et al., 2015); and second, evaluating the structural model using SmartPLS 4.0. This
included analysis of path coefficients, R?, effect sizes (f2), and predictive relevance (Q?), with significance assessed via
bootstrapping (5,000 subsamples).

Results and discussion

Respondent profile

The study collected 401 valid responses from international tourists who attended cultural tourism festivals in Indonesia within
the past year. These included traditional dance events, heritage exhibitions, and ritual ceremonies in Yogyakarta, Bali, and
Bandung. The sample reflected a diverse demographic, with 55.1% female, 43.4% male, and 1.5% undisclosed. Most
respondents were aged 25-44 (58.4%), followed by 18-24 (21.7%), 45-54 (13.2%), and 55+ (6.7%). Regionally, tourists came
primarily from Western Europe (36.9%), North America (21.4%), East and Southeast Asia (18.7%), Oceania (10.2%), and
other regions (12.8%). A large majority held at least a bachelor's degree (72.1%), with 24.4% having postgraduate
qualifications. Occupationally, 33.9% were professionals, 20.7% students, 17.2% entrepreneurs/creatives, and 12.5% retirees.
Cultural tourism was the primary motive for 62.6% of respondents, while 37.4% cited it as a secondary interest. Most (59.1%)
attended more than one festival. In terms of stay duration, 42.4% stayed 7—14 days, 30.9% over 15 days, and 26.7% less than
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aweek. Repeat visitation was high, with 68.3% having visited Indonesia before. Notably, 77.8% would recommend Indonesian
cultural festivals, and 70.6% intended to return for future cultural experiences, underscoring the role of cultural tourism in
promoting soft diplomacy and national image.

Measurement model

The assessment of the measurement model is a critical step in ensuring that the constructs used in this study are measured with
sufficient reliability and validity. This study employs a reflective measurement model, in which indicators are assumed to
reflect the latent constructs. In line with recommendations from (Sarstedt et al., 2021), the model evaluation includes the
following: 1) indicator reliability via outer loadings, 2) internal consistency reliability via Cronbach's alpha and composite
reliability (CR), 3) convergent validity via average variance extracted (AVE), and 4) discriminant validity using the Heterotrait-
Monotrait Ratio (HTMT). Each construct in the model was measured using three reflective indicators adapted from prior
validated instruments in tourism, cultural diplomacy, and cross-cultural communication research. All items were rated on a 5-
point Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree). The results for indicator loadings, Cronbach's alpha,
CR, and AVE are shown in Table 1.

Table 1. Reflective indicators, loadings, reliability, and convergent validity

Code Instrument Loading
AE Aesthetic Appeal (Cronbach ¢=0.835; CR=0.900; AVE=0.751)
AE1 The costumes and stage design of the festivals were visually impressive. 0.831
AE2 The music, dance, and performance elements were aesthetically captivating. 0.902
AE3 The festivals presented a harmonious and culturally rich artistic expression. 0.865
Bl Behavioral Intention (Cronbach 0=0.889; CR=0.931; AVE=0.818)
BI1 | intend to revisit Indonesia to attend similar cultural festivals in the future. 0.909
BI2 | would recommend this cultural experience to others. 0.890
BI3 | am interested in learning more about Indonesian culture after this experience. 0.914
CE Cultural E (Cronbach ¢=0.900; CR=0.938; AVE=0.834)
CE1l | felt emotionally connected during the cultural performance. 0.888
CE2 | reflected deeply on the cultural meanings during the festivals. 0.933
CE3 I was fully immersed in the cultural atmosphere throughout the festivals. 0.918
DI Destination Image (Cronbach 0=0.886; CR=0.929; AVE=0.814)
DI1 The festivals enhanced my perception of Indonesia as a culturally rich country. 0.879
DI2 | now view Indonesia more positively after attending the festivals. 0.920
DI3 Indonesia appears more attractive as a travel destination due to its rich cultural heritage. 0.907
ICE Intercultural Communication Effectiveness (Cronbach ¢=0.839; CR=0.903; AVE=0.756)
ICE1 The festivals effectively conveyed their cultural meaning, even across language barriers. 0.862
ICE2 | understood the intended message or story of the performance. 0.894
ICE3 Cultural expressions were conveyed in a way that felt accessible to me as a foreign visitor. 0.852
1S Intercultural Sensitivity (Cronbach ¢=0.817; CR=0.892; AVE=0.734)
1S1 | enjoyed interacting with people from different cultural backgrounds during the festivals. 0.845
1S2 | attempted to comprehend the perspectives and values inherent in the performance. 0.913
1S3 | appreciated cultural differences during this tourism experience. 0.808
PCA Perceived Cultural Authenticity (Cronbach ¢=0.814; CR=0.890; AVE=0.729)
PCA1 The cultural festivals felt authentic to their roots. 0.826
PCA2 The performance reflected genuine aspects of local tradition. 0.872
PCA3 The experience felt culturally meaningful and credible. 0.863
PV Perceived Value (Cronbach 0=0.781; CR=0.871; AVE=0.693)
PV1 | received valuable cultural insight through these festivals. 0.866
PV2 The experience was worth the time and money | spent. 0.819
PV3 Overall, I consider this cultural festival a rewarding experience. 0.811
SDE Soft Dipl y Effect (Cronbach 0=0.868; CR=0.919; AVE=0.790)
SDE1 This cultural festival helped improve my perception of Indonesia on a global level. 0.890
SDE2 | now feel more connected to Indonesia as a country after this experience. 0.879
SDE3 Festivals like this foster goodwill and mutual understanding between countries. 0.898

All items demonstrated satisfactory factor loadings (> 0.80), and internal consistency reliability was confirmed for each
construct with Cronbach's Alpha values above 0.78 and CR values above 0.87. Furthermore, the AVE values for all constructs
exceeded the 0.50 threshold, confirming that each construct explains more than 50% of the variance in its indicators, thereby
meeting the criterion for convergent validity (Fornell & Larcker, 1981). To assess discriminant validity, the Heterotrait-
Monotrait Ratio (HTMT) was calculated. HTMT values below 0.85 indicate strong discriminant validity (Henseler et al., 2015).
Table 2 presents the HTMT results for all construct pairs.

Table 2. Discriminant validity — Heterotrait-Monotrait ratio (HTMT)

Constructs Bl CE DI ICE 1S PCA PV SDE
Aesthetic Appeal 0.779 0.577 0.444 0.651 0.489 0.653 0.889 0.665
Behavioral Intention — 0.520 0.514 0.533 0.488 0.521 0.775 0.825
Cultural Engagement — 0.468 0.426 0.765 0.372 0.618 0.549
Destination Image — 0.448 0.595 0.295 0.406 0.623
Intercultural Communication Effectiveness — 0.368 0.800 0.658 0.547
Intercultural Sensitivity — 0.336 0.530 0.623
Perceived Cultural Authenticity — 0.703 0.461
Perceived Value — 0.627

All HTMT values fall below the conservative threshold of 0.85, providing strong evidence of discriminant validity among
constructs. The highest inter-construct correlation (HTMT = 0.889) was observed between Aesthetic Appeal and Perceived
Value, which is theoretically justified given that emotionally compelling and artistically rich performances enhance the
perceived benefit of cultural experiences. The measurement model demonstrates strong psychometric properties, confirming
that the structural model's constructs are reliable and valid, thus allowing for a confident interpretation of subsequent structural
relationships.
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Structural model

After validating the measurement model, the next step involved assessing the structural model to evaluate the predictive
relationships among the latent constructs. This assessment included evaluating the coefficient of determination (R2), predictive
relevance (Q?), and path coefficients for hypothesis testing. The R2 values indicate the proportion of variance in the endogenous
variables explained by the exogenous variables in the model. According to (Chin & Newsted, 1998), R? values of 0.67, 0.33,
and 0.19 are considered substantial, moderate, and weak, respectively. As shown in Table 3, the model explains 52.8% of the
variance in Behavioral Intention, 47.5% in Perceived Value, 30.0% in Soft Diplomacy Effect, 28.0% in Destination Image, and
25.5% in Cultural Engagement, suggesting moderate to substantial explanatory power across most constructs. The Stone-
Geisser Q2 values were calculated using the blindfolding procedure to evaluate predictive relevance. All Q2 values for the
endogenous constructs were above zero, indicating that the model has satisfactory predictive relevance (Sarstedt et al., 2021).

Table 3. Rz and Q?

Construct R2 Q2
Behavioral Intention 0.527 0.426
Cultural Engagement 0.253 0.210
Destination Image 0.276 0.222
Perceived Value 0.471 0.316
Soft Diplomacy Effect 0.298 0.234

Based on bootstrapping (5,000 samples), Table 4 and Figure 1 present the results of hypothesis testing. All path coefficients
are statistically significant (p < 0.05), with t-values far exceeding the minimum threshold of 1.96 (for a 95% confidence level),
providing support for all proposed hypotheses.

Table 4. Hypothesis testing results

Path B t-value p-value Supported
H1: Perceived Cultural Authenticity > Perceived Value 0.324 5.138  <0.001 Yes
H2: Intercultural Communication Eff. > Perceived Value 0.206 3.199  0.001 Yes
H3: Aesthetic Appeal - Cultural Engagement 0.505 10.615 <0.001 Yes
H4: Cultural Engagement -> Perceived Value 0.342 5.501 <0.001 Yes
HS: Perceived Value > Destination Image 0.165 3.279 0.001 Yes
H6: Intercultural Sensitivity - Destination Image 0.437 8.216  <0.001 Yes
H7: Destination Image -> Soft Diplomacy Effect 0.547 13476 <0.001 Yes
H8: Soft Diplomacy Effect — Behavioral Intention 0.727 18.888  <0.001 Yes

All eight hypothesized paths are statistically significant and demonstrate meaningful effect sizes. Notably, the strongest path is
observed from the Soft Diplomacy Effect — Behavioral Intention (§ = 0.727, t = 18.888), emphasizing the substantial role of
soft diplomacy outcomes in shaping international tourists' future behaviors. Similarly, the influence of Destination Image on
the Soft Diplomacy Effect (B = 0.547) and Aesthetic Appeal on Cultural Engagement ( = 0.505) underscores the importance
of visual-cultural experiences in building long-term affinity and trust toward the host country.
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Figure 2. Final structural model

Discussion

The findings confirm that cultural tourism festivals significantly shape international visitors' perceptions, attitudes, and
behavioral intentions through pathways involving cultural engagement, perceived value, and destination image. Aesthetic
appeal showed a strong influence on cultural engagement (f = 0.505, p < 0.001), highlighting the emotional and sensory
dimensions of cultural experiences (Folgado-Fernandez et al., 2021; Yen, 2022). Cultural engagement also predicted perceived
value (B = 0.342), while intercultural communication effectiveness ( = 0.206) and cultural authenticity (B = 0.324) emerged
as key antecedents, supporting prior findings on festivals as spaces for value co-creation and informal diplomacy (Kovaci¢ et
al., 2023; Morozova, 2023). The model confirmed the mediating role of destination image in soft diplomacy. Both perceived
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value (B = 0.165) and intercultural sensitivity (B = 0.437) shaped destination image, which strongly predicted soft diplomacy
outcomes (B = 0.547). In turn, soft diplomacy was the most potent predictor of behavioral intention (f = 0.727, p < 0.001),
aligning with Nye's soft power theory (2008) and emphasizing tourism's potential as a diplomatic tool. The study contributes
by integrating theories of destination branding, soft power, and intercultural communication within a unified empirical
framework via PLS-SEM. Unlike previous fragmented studies, it reveals how authenticity, communication, and engagement
interact to shape long-term visitor behavior and perceptions of national identity (Braslauskas, 2023; Komorowski et al., 2023).
Positioning soft diplomacy as a mediator is a key theoretical advancement for tourism diplomacy research. Practically, the
findings urge tourism stakeholders to focus on curating culturally authentic and aesthetically rich experiences, enhancing
communication (e.g., multilingual storytelling), and promoting intercultural sensitivity. As soft diplomacy strongly predicts
future engagement, cultural tourism offers a strategic, non-coercive avenue for nation branding, especially relevant for
emerging or postcolonial nations seeking global visibility through culture.

Conclusions

This study examined how cultural tourism festivals contribute to soft diplomacy by integrating aesthetic appeal, intercultural
sensitivity, communication, authenticity, and destination image into a unified model. Drawing on survey data from 401
international visitors to Indonesian festivals, the model confirmed that perceived value and destination image mediate the
influence of cultural engagement on behavioral intention. Notably, soft diplomacy emerged as the strongest predictor of future
tourist behavior, validating the role of cultural festivals as practical tools for informal diplomacy and cultural branding. The
findings offer empirical support for combining destination branding, intercultural communication, and soft power theories to
explain cultural tourism's strategic role in shaping national image. The study's generalizability is limited by its focus on
Indonesia; future research should adopt cross-national comparisons to explore soft power dynamics across regions. The cross-
sectional design also limits insights into long-term effects—longitudinal or experimental approaches are recommended to track
evolving perceptions. While the model captured mediating effects using reflective constructs, future studies could include
moderating variables (e.g., nationality, prior exposure) or employ multi-group analysis (MGA) to explore subgroup differences.
Additionally, reliance on self-reported data may introduce bias; behavioral data (e.g., return visits, online engagement) could
strengthen future models. Finally, refining the soft diplomacy construct with multi-dimensional and institutional metrics may
improve its robustness and policy relevance.

Reference

Abror, A., Patrisia, D., Engriani, Y., Omar, M. W., Wardi, Y., Noor, N. M. B. M., Ahmad, S. S. & Najib, M. (2021). Perceived Risk and Tourist’s Trust: The
Roles of Perceived Value and Religiosity. Journal of Islamic Marketing, 13(12), 2742-2758. https://doi.org/10.1108/jima-03-2021-0094

Al Sayegh, A. J., Ahmad, S. Z., AlFageeh, K. M. & Singh, S. K. (2023). Factors Affecting E-government Adoption in the UAE Public Sector Organisations:
The Knowledge Management Perspective. Journal of Knowledge Management, 27(3), 717-737. https://doi.org/10.1108/JKM-09-2021-0681

Badal, B. P. (2022). Karnali Tourism: Natural Attractions. Research Nepal Journal of Development Studies, 5(1), 1-17.
https://doi.org/10.3126/rnjds.v5i1.45949

Baker, E. J., Bakar, J. A. A. & Zulkifli, A. N. (2020). A Conceptual Model of Mobile Augmented Reality for Hearing Impaired Museum Visitors’
Engagement. International Journal of Interactive Mobile Technologies (ljim), 14(17), 79. https://doi.org/10.3991/ijim.v14i17.16649

Beljanski, M. & Bukvi¢, E. D. (2020). Comparative Overview of the Presence of Intercultural Education of Teacher Trainees in Serbia and Bosnia and
Herzegovina. Journal of Ethnic and Cultural Studies, 1-16. https://doi.org/10.29333/ejecs/412

Braslauskas, J. (2023). Intercultural Stereotypes and the Role of Critical and Creative Thinking in Overcoming Them. Creativity Studies, 16(1), 255-273.
https://doi.org/10.3846/cs.2023.17187

Brogni, J. d. S., Tricarico, L. T., Limberger, P. F. & Fiuza, T. F. (2023). The Relationship Between Visitors’ Motivations and Satisfaction About a Brazilian
Sacred Complex. International Journal of Tourism Cities, 10(2), 682—700. https://doi.org/10.1108/ijtc-03-2022-0060

Bundzikova, R. & JanoSova, D. (2021). The Impact of Globalization on the Selected Aspects of the Regional Marketing. SHS Web of Conferences, 92, 2008.
https://doi.org/10.1051/shsconf/20219202008

Ceylan, D. (2024). Unveiling The Tapestry of Cultural Tourism: Investigating the Nexus of Tourists & Experiences, Satisfaction, and Engagement in
Istanbul. Istanbul Journal of Social Sciences and Humanities, 1(1), 1-13. https://doi.org/10.62185/issn.3023-5448.1.1.1

Chan, S., Ngai, G., Yau, J. H. & Kwan, K. P. (2021). Impact of International Service-Learning on Students’ Global Citizenship and Intercultural
Effectiveness Development. International Journal of Research on Service-Learning and Community Engagement, 9(1).
https://doi.org/10.37333/001¢.31305

Charoensilp, P. (2024). Intercultural Sensitivity as a Factor in Perceived Culturally Responsive Teaching of Teachers in Northern Thailand. REFLections,
31(1), 90-117. https://doi.org/10.61508/refl.v31i1.271669

Chin, W. W. & Newsted, P. R. (1998). The partial Least Squares Approach to Structural Equation Modeling. In Modern Methods for Business Research.
Edited by G.A. Marcoulides. Taylor & Francis, New York.

Chua, B., Kim, S., Badu-Baiden, F., Yong, R. Y. M., Kim, B., Gedecho, E. K. & Han, H. (2024). The Effects of Hawker Influence and Local Gastronomy
Involvement on Authenticity, Personal Nostalgia, and Hawker Cultural Identity. Journal of Hospitality and Tourism Insights, 8(1), 198-222.
https://doi.org/10.1108/jhti-01-2024-0077

Ertem-Eray, T. (2023). Extending the Cultural-Economic Model of Public Relations Through Bourdieu’s Theoretical Lens to Inform Public Diplomacy
Efforts. Public Relations Inquiry, 12(3), 271-291. https://doi.org/10.1177/2046147x231180862

Folgado-Fernandez, J. A., Duarte, P. & Mogollon, J. M. H. (2021). Tourist’s Rational and Emotional Engagement Across Events: A Multi-Event Integration
View. International Journal of Contemporary Hospitality Management, 33(7), 2371-2390. https://doi.org/10.1108/ijchm-09-2020-1098

Genc, S. G. & Temizkan, S. P. (2023). Destination Aesthetics: An Empirical Study of Aesthetic Judgment and Aesthetic Distance Among Tourists in
Turkey. European Journal of Tourism Research, 33, 3308. https://doi.org/10.54055/ejtr.v33i.2221

Geng, V. & Genc, S. G. (2022). The Effect of Perceived Authenticity in Cultural Heritage Sites on Tourist Satisfaction: The Moderating Role of Aesthetic
Experience. Journal of Hospitality and Tourism Insights, 6(2), 530-548. https://doi.org/10.1108/jhti-08-2021-0218

Geng, V. & Kozak, M. A. (2020). Emotional and Social Competence in the Aestheticization of Labor in the Restaurant Industry. International Journal of
Contemporary Hospitality Management, 32(3), 1201-1225. https://doi.org/10.1108/ijchm-01-2019-0011

Groschl, S. (2020). Interculturalism as a Means Toward Cultural Inclusiveness and Cross-Cultural Dialogue: International Journal of Critical Indigenous
Studies, 13(1), 1-15. https://doi.org/10.5204/ijcis.v12i2.1345

710


http://www.ajhtl.com/

African Journal of Hospitality, Tourism and Leisure, Volume 14 (4) - (2025) ISSN: 2223-814X @@@@
BY NC ND

Copyright: © 2025 AJHTL /Author(s) | Open Access — Online @ www.ajhtl.com

Gudykunst, W. B. (2003). Cross-Cultural and Intercultural Communication (W. B. Gudykunst (ed.)). Sage Publications Inc.

Guerra, T., Moreno, P., Almeida, A. S. A. de, & Vitorino, L. (2022). Authenticity in Industrial Heritage Tourism Sites: Local Community Perspectives.
European Journal of Tourism Research, 32, 3208. https://doi.org/10.54055/ejtr.v32i.2379

Glner, S., Akturk, S. O., Aydin, S. O. & Saydam, B. K. (2021). Investigation of Intercultural Sensitivity and Ethnocentrism Levels of Midwife Candidates in
Turkey Sample: A Cross-Sectional Study. Journal of Transcultural Nursing, 33(2), 208-218. https://doi.org/10.1177/10436596211057914

Gilney, B. (2021). Promoting Aesthetic Experiences in Science Lessons: A Proposal for Instruction. Journal of Education, 202(4), 567-575.
https://doi.org/10.1177/0022057420988700

Guo, K., Fan, A,, Lehto, X. & Day, J. (2021). Immersive Digital Tourism: The Role of Multisensory Cues in Digital Museum Experiences. Journal of
Hospitality & Tourism Research, 47(6), 1017-1039. https://doi.org/10.1177/10963480211030319

Girsoy, D., Ekinci, Y., Can, A. S. & Murray, J. C. (2022). Effectiveness of Message Framing in Changing COVID-19 Vaccination Intentions: Moderating
Role of Travel Desire. Tourism Management, 90, 104468. https://doi.org/10.1016/j.tourman.2021.104468

Hagger, M. S., Cheung, M. W., Ajzen, |. & Hamilton, K. (2022). Perceived Behavioral Control Moderating Effects in the Theory of Planned Behavior: A
Meta-Analysis. Health Psychology, 41(2), 155-167. https://doi.org/10.1037/hea0001153

Hagqvist, P., Oikarainen, A., Tuomikoski, A., Juntunen, J. & Mikkonen, K. (2020). Clinical Mentors’ Experiences of Their Intercultural Communication
Competence in Mentoring Culturally and Linguistically Diverse Nursing Students: A Qualitative Study. Nurse Education Today, 87, 104348.
https://doi.org/10.1016/j.nedt.2020.104348

Hains, B. J. & Hains, K. D. (2021). An Emotional Rollercoaster: The Emotional and Pedagogial Impact of Cultural Experiences on Agricultural Education
Undergraduate Students. Journal of Agricultural Education, 62(3), 232—-247. https://doi.org/10.5032/jae.2021.03232

Hair, J. F. 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

Hall, E. T. (1976). Beyond Culture. In Beyond culture. Anchor.

Haller, C., Hess-Misslin, I. & Méreaux, J.-P. (2020). Aesthetics and Conviviality as Key Factors in a Successful Wine Tourism Experience. International
Journal of Wine Business Research, 33(2), 176-196. https://doi.org/10.1108/ijwbr-12-2019-0063

He, Z., Liu, S., Ferns, B. H. & Countryman, C. C. (2022). Pride or Empathy? Exploring Effective CSR Communication Strategies on Social Media.
International Journal of Contemporary Hospitality Management, 34(8), 2989-3007. https://doi.org/10.1108/ijchm-09-2021-1182

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

Henseler, J., Ringle, C. M. & Sinkovics, R. R. (2009). The Use of Partial Least Squares Path Modeling In International Marketing (pp. 277-319).
https://doi.org/10.1108/S1474-7979(2009)0000020014

Hiamey, S. E., Amenumey, E. K. & Mensah, 1. (2020). Critical Success Factors for Food Tourism Destinations: A Socio-Cultural Perspective. International
Journal of Tourism Research, 23(2), 192-205. https://doi.org/10.1002/jtr.2402

Hofstede, G. (1983). National Cultures in Four Dimensions: A Research-Based Theory of Cultural Differences among Nations. International Studies of
Management & Organization, 13(1/2), 46—74. http://www.jstor.org/stable/40396953

Hwang, H. C., Matsumoto, D., Yamada, H., Kosti¢, A. & Granskaya, J. (2021). Antecedents and Appraisals of Triumph Across Four Countries. Cross-
Cultural Research, 55(2-3), 209-229. https://doi.org/10.1177/10693971211008159

Khairunnisa, B. W. (2024). Indonesia’s Engagement in Cultural Diplomacy Shaping Its International Image. International Journal of Social Science and
Human Research, 7(05). https://doi.org/10.47191/ijsshr/v7-i05-86

Kipng’etich, L. (2024). Cultural Hybridity and Identity Formation in Globalized Societies. Istanbul Journal of Social Sciences and Humanities, 2(5), 14-25.
https://doi.org/10.47941/ijhss.1885

Kluis, T. d., & Land-Zandstra, A. M. (2023). Science Museum Educators’ Views on Object-Based Learning: The Perceived Importance of Authenticity and
Touch. Public Understanding of Science, 33(3), 325-342. https://doi.org/10.1177/09636625231202617

Komorowski, M., Fodor, M. M., Pepper, S. & Lewis, J. (2023). Creative Hubs and Intercultural Dialogue—Towards a New Socio-Economic Narrative.
Sustainability, 15(10), 8282. https://doi.org/10.3390/su15108282

Kovagi¢, S., Pivac, T., Ercan, M. A., Kimic, K., Ivanova-Radovanova, P., Gorica, K. & Tolica, E. K. (2023). Exploring the Image, Perceived Authenticity,
and Perceived Value of Underground Built Heritage (UBH) and Its Role in Motivation to Visit: A Case Study of Five Different Countries.
Sustainability, 15(15), 11696. https://doi.org/10.3390/su151511696

Kulusakli, E. (2023). Yiiksek Ogretimde Turizm Ogrencilerinin Kultiirlerarasi Duyarlilik Derecelerinin incelenmesi. /nénii Universitesi Kiiltiir Ve Sanat
Dergisi, 8(2), 97-105. https://doi.org/10.22252/ijca.1204437

Kunkunrat, K. (2024). Korean Cultural Diplomacy: Uniting Society Through Soft Power. Best Journal of Administration and Management, 2(3), 157-162.
https://doi.org/10.56403/bejam.v2i3.155

Kurniati, R., Khadiyatna, P. & Angel, J. F. (2020). Potential of Urban Kampong Area as a Tourism Destination (Case Study: Kampong Jayengan Surakarta).
E3s Web of Conferences, 202, 7076. https://doi.org/10.1051/e3sconf/202020207076

Li, J. & Adnan, H. M. (2023). Exploring the Role of Productive Audiences in Promoting Intercultural Understanding: A Study of Chinese YouTube
Influencer Liziqi’s Channel. Studies in Media and Communication, 11(4), 173. https://doi.org/10.11114/smc.v11i4.6021

Liu, H., Park, K. & Wei, Y. (2022). An Extended Stimulus-Organism-Response Model of Hanfu Experience in Cultural Heritage Tourism. Journal of
Vacation Marketing, 30(2), 288-310. https://doi.org/10.1177/13567667221135197

Magsanay, M. A., Diamante, J., Carriedo, J. K. & Sinang, A. J. (2024). Cultural Values and Intercultural Sensitivity Among College of Teacher Education
Students. Asian Journal of Education and Social Studies, 50(3), 132-143. https://doi.org/10.9734/ajess/2024/v50i31288

Malmisalo-Lensu, A.-M. (2021). Experiencing Authenticity at Alvar Aalto’s Experimental House. Nordisk Museologi, 31(1), 23.
https://doi.org/10.5617/nm.8822

Massari, F. S., Vecchio, P. D. & Degl’innocenti, E. (2022). Past for Future — Museums as A digitalized “Interaction Platform” for Value Co-Creation
In tourism Destinations. European Journal of Innovation Management, 27(5), 1453-1474. https://doi.org/10.1108/ejim-09-2022-0521

Miguel, B. (2024). Effects of Cultural Diversity and Intercultural Communication on the Quality of Service and Customer Satisfaction in Hospitality and
Tourism Settings in Brazil. International Journal of Modern Hospitality and Tourism, 4(1), 26-37. https://doi.org/10.47604/ijmht.2377

Mo, H. J., Aris, A. & Xiao, Y. (2024). Digital Display and Storytelling: Creating an Immersive Experience of Lingnan Costume Cultural Heritage Tourism
Project. lop Conference Series Earth and Environmental Science, 1366(1), 12047. https://doi.org/10.1088/1755-1315/1366/1/012047

Mok, A. (2022). Feeling at Home in Two Cultural Worlds: Bicultural Identity Integration Moderates Felt Authenticity. Journal of Cross-Cultural
Psychology, 53(2), 179-212. https://doi.org/10.1177/00220221211072798

Morozova, T. N. (2023). Intercultural Communication as a Medium Future Specialists’ Ecological Culture Formation. E3s Web of Conferences, 460, 5036.
https://doi.org/10.1051/e3sconf/202346005036

Niitsu, K., Kondo, A., Abuliezi, R. & Dyba, N. A. (2022). The Impact of Collaborative Online International Learning on Intercultural Sensitivity Among
Nursing Students in the United States and Japan. Nursing Education Perspectives, 44(4), 250-251.
https://doi.org/10.1097/01.nep.0000000000001077

Ning, Y. & Chang, T. C. (2021). Production and Consumption of Gentrification Aesthetics in Shanghai’s M50. Transactions of the Institute of British
Geographers, 47(1), 184-199. https://doi.org/10.1111/tran.12482

Nye, J. S. (2008). Public Diplomacy and Soft Power. The Annals of the American Academy of Political and Social Science, 616, 94-109.
http://www.jstor.org/stable/25097996

711


http://www.ajhtl.com/

African Journal of Hospitality, Tourism and Leisure, Volume 14 (4) - (2025) ISSN: 2223-814X @@@@
BY NC ND

Copyright: © 2025 AJHTL /Author(s) | Open Access — Online @ www.ajhtl.com

Oyenuga, M. & Akwen, P. . (2025). Tourism and Intercultural Understanding in Developing Nations. African Journal of Culture, History, Religion and
Traditions, 8(1), 1-14. https://doi.org/10.52589/ajchrt-okuxnmsq

Ravichandran, G. & Nam, S.-H. (2024). Immersive Cross-Cultural Journeys: Enhancing Museum Experiences Through Mixed Reality. Tem Journal, 1242—
1247. https://doi.org/10.18421/tem132-37

Reyaz, M. & Khan, Z. (2023). Neo-Ottoman Turk-Scape: Analyzing the Role of Dizis as Tiirkiye’s Soft Power. Contemporary Review of the Middle East,
10(3), 287-303. https://doi.org/10.1177/23477989231181788

Rezaei, N., Huang, W. & Hung, K. (2023). Antecedents and Outcome of Tourists’ Positive Achievement Emotions in Visiting Risky Destinations: The Case
of Middle East. International Journal of Tourism Research, 25(4), 385-401. https://doi.org/10.1002/jtr.2575

Sahabuddin, M., Tan, Q., Hossain, ., Alam, M. S. & Nekmahmud, M. (2021). Tourist Environmentally Responsible Behavior and Satisfaction; Study on the
World’s Longest Natural Sea Beach, Cox’s Bazar, Bangladesh. Sustainability, 13(16), 9383. https://doi.org/10.3390/su13169383

Sanggramasari, S., Sanjaya, S., Rabasari, S., Karnita, I. & Prawira, M. F. A. (2023). Online Food Delivery in Tourism Destination: Factors Promoting
Intentional Behaviour and eWOM. African Journal of Hospitality, Tourism and Leisure, 12(3), 1096-1110.
https://doi.org/10.46222/ajhtl.19770720.419

Sarstedt, M., Ringle, C. M. & Hair, J. F. (2021). Partial Least Squares Structural Equation Modeling. In Handbook of Market Research (pp. 1-47). Springer
International Publishing.

Seo, Y., Septianto, F. & Ko, E. (2021). The Role of Cultural Congruence in the Art Infusion Effect. Journal of Consumer Psychology, 32(4), 634-651.
https://doi.org/10.1002/jcpy.1248

Septianto, F., Chiew, T. M. & Thai, N. T. (2020). The Congruence Effect Between Product Emotional Appeal and Country-Based Emotion: The Moderating
Role of Country-of-Origin. Journal of Retailing and Consumer Services, 52, 101916. https://doi.org/10.1016/j.jretconser.2019.101916

Seyfi, S., Rastegar, R., Rasoolimanesh, S. M. & Hall, C. M. (2021). A Framework for Understanding Media Exposure and Post-Covid-19 Travel Intentions.
Tourism Recreation Research, 48(2), 305-310. https://doi.org/10.1080/02508281.2021.1949545

Shi, M., Deng, L., Zhang, M. & Long, Y. (2025). How Telepresence and Perceived Enjoyment Mediate the Relationship Between Interaction Quality and
Continuance Intention: Evidence From China Zisha-Ware Digital Museum. Plos One, 20(1), e0317784.
https://doi.org/10.1371/journal.pone.0317784

Simsek, A. (2023). The Effect of Aesthetic Experience on Satisfaction and Behavioral Intention: The Case of Kastamonu. Catalhoyiik Uluslararasi Turizm
Ve Sosyal Arastirmalar Dergisi, 77-87. https://doi.org/10.58455/cutsad.1236183

Stanov¢i¢, T., Manojlovi¢, M. & Perovi¢, D. (2021). The Relationship Between Cultural Tourist Experience and Recommendation Intention: Empirical
Evidence From Montenegr. Sustainability, 13(23), 13144. https://doi.org/10.3390/su132313144

Stylidis, D., Woosnam, K. M. & Ivkov, M. (2020). Tourists’ Emotional Solidarity With Residents: A Segmentation Analysis and Its Links to Destination
Image and Loyalty. Journal of Destination Marketing & Management, 17, 100458. https://doi.org/10.1016/j.jdmm.2020.100458

Sun, R. (2023). Neglect of Translation in Museums: A Case Study of the Ulster Museum. Translogos Translation Studies Journal, 6/2(6/2), 67-84.
https://doi.org/10.29228/translogos.60

Sun, X. (2024). The Application of the “Korean Wave” in South Korea’s Cultural Diplomacy. Journal of Sociology and Ethnology, 6(3).
https://doi.org/10.23977/jsoce.2024.060305

Susanto, E., Gaffar, V., Disman, D. & Furqon, C. (2024). Influencing Travel Decisions: Social Media’s Role in Destination Perception and Visit Intentions.
African Journal of Hospitality Tourism and Leisure, 13(3), 531-539. https://doi.org/10.46222/ajhtl.19770720.537

Susanto, E., Hendrayati, H., Rahtomo, R. W. & Prawira, M. F. A. (2022). Adoption of Digital Payments for Travelers at Tourism Destinations. African
Journal of Hospitality, Tourism and Leisure, 11(2), 741-753.

Swati, S. (2020). Narratives of Care: Unveiling the Potential of Compassionate Marketing in Sustainable Tourism. International Journal of Research in
Marketing Management and Sales, 2(2), 58-61. https://doi.org/10.33545/26633329.2020.v2.i2a.140

Toptsi, J. & Hajeer, A. (2023). The Relationship Between Time Spent Abroad and Intercultural Sensitivity. Gile Journal of Skills Development, 3(2), 85-96.
https://doi.org/10.52398/gjsd.2023.v3.i2.pp85-96

Traversa, F. (2024). Environment and Sustainability: New Possibility of Growth in Switzerland. International Journal of Environmental Sciences & Natural
Resources, 33(3). https://doi.org/10.19080/ijesnr.2024.33.556366

Tu, W,, Zhou, L., Ye, B. H. & Yan, Q. (2022). Conceptualizing and Assessing the Competitiveness of Slow Tourism Destinations: Evidence From the First
Accredited Cittaslow in China. Sage Open, 12(1). https://doi.org/10.1177/21582440211068823

Uslu, A., Erul, E., Santos, J. A. C., Obradovi¢, S. & Custodio Santos, M. (2023). Determinants of Residents’ Support for Sustainable Tourism Development:
An Empirical Study in Midyat, Turkey. Sustainability, 15(13), 10013. https://doi.org/10.3390/su151310013

Usly, F., Yayla, O., Giiven, Y., Ergiin, G. S., DEMIR, E., Erol, S., Yildirim, M., Keles, H. & Gozen, E. (2023). The Perception of Cultural Authenticity,
Destination Attachment, and Support for Cultural Heritage Tourism Development by Local People: The Moderator Role of Cultural
Sustainability. Sustainability, 15(22), 15794. https://doi.org/10.3390/su152215794

Wagner, R. & Grimm, M. S. (2023). Empirical Validation of the 10-Times Rule for SEM (pp. 3-7). https://doi.org/10.1007/978-3-031-34589-0_1

Wang, J., Sun, J., Wang, G., Li, Y., Zhang, Y. & Morrison, A. M. (2023). Red Tourism in China: Emotional Experiences, National Identity and Behavioural
Intentions. Tourism Review, 78(4), 1037-1059. https://doi.org/10.1108/tr-09-2022-0440

Wei-wei, Z., Chen, L.-Y., Chou, R.-J., Zhou, W., Chen, L.-Y., Chou, R.-J., Wei-wei, Z., Chen, L.-Y. & Chou, R.-J. (2021). Important Factors Affecting
Rural Tourists’ Aesthetic Experience: A Case Study of Zoumatang Village in Ningbo. Sustainability, 13(14), 7594.
https://doi.org/10.3390/su13147594

Widiyanto, N., & Atigah, A. N. (2023). Breaking Shadow of the Past: Tourism and a Better Image of the Japanese in Penang, Malaysia. Journal of Tourism
Destination and Attraction, 11(1), 67—78. https://doi.org/10.35814/tourism.v11i1.4899

Wongsuban, S., Kewara, P. & Namfah, N. (2024). Promoting Intercultural Competence Through Different Versions of Cinderella Stories for Thai High
School Students. REFLections, 31(2), 815-836. https://doi.org/10.61508/refl.v31i2.275266

Wou, D., Batool, H. & Huang, S. (2024). The Relationships Between Tourists’ Perceptions of Cultural Authenticity and Authentic Happiness: Evidence From
Ethnic Villages. Journal of Human Earth and Future, 5(2), 243-259. https://doi.org/10.28991/hef-2024-05-02-07

Xia, P. (2024). The Impact of Japan’s Cultural Diplomacy on the Construction of Japan’s Traditional Cultural Soft Power. Highlights in Business Economics
and Management, 35, 21-30. https://doi.org/10.54097/zvh93w50

Xiao-li, Z., Chengcai, T., Lv, X. & Xing, B. (2020). Visitor Engagement, Relationship Quality, and Environmentally Responsible Behavior. International
Journal of Environmental Research and Public Health, 17(4), 1151. https://doi.org/10.3390/ijerph17041151

Yang, S., Isa, S. M., Yao, Y., Jin-yuan, X. & Liu, D. (2022). Cognitive Image, Affective Image, Cultural Dimensions, and Conative Image: A New
Conceptual Framework. Frontiers in Psychology, 13. https://doi.org/10.3389/fpsyg.2022.935814

Yang, Y., Wang, Z., Shen, H. & Jiang, N. (2023). The Impact of Emotional Experience on Tourists’ Cultural Identity and Behavior in the Cultural Heritage
Tourism Context: An Empirical Study on Dunhuang Mogao Grottoes. Sustainability, 15(11), 8823. https://doi.org/10.3390/su15118823

Yen, H.-Y. (2022). How the Experience Designs of Sustainable Festive Events Affect Cultural Emotion, Travel Motivation, and Behavioral Intention.
Sustainability, 14(19), 11807. https://doi.org/10.3390/su141911807

Yepes, T. G., Etchezahar, E., Genol, M. A. A. & Rico, A. M. (2024). The Intercultural Sensitivity in Education: Critical Thinking, Use of Technology and
Cyberbullying. Electronic Journal of Research in Educational Psychology, 22(64), 559-574. https://doi.org/10.25115/ejrep.v22i64.9710

Yi, X., Fu, X., Lin, V. S. & Xiao, H. (2021). Integrating Authenticity, Well-Being, and Memorability in Heritage Tourism: A Two-Site Investigation.
Journal of Travel Research, 61(2), 378-393. https://doi.org/10.1177/0047287520987624

712


http://www.ajhtl.com/

African Journal of Hospitality, Tourism and Leisure, Volume 14 (4) - (2025) ISSN: 2223-814X @@@@
BY NC ND

Copyright: © 2025 AJHTL /Author(s) | Open Access — Online @ www.ajhtl.com

Yong-jun, S. U., Xu, J., Sotiriadis, M. & Shen, S. (2021). Authenticity, Perceived Value and Loyalty in Marine Tourism Destinations: The Case of
Zhoushan, Zhejiang Province, China. Sustainability, 13(7), 3716. https://doi.org/10.3390/su13073716

Yuwita, M. R. (2023). Exploring University Students’ Understanding of Intercultural Communication. Proceeding of International Conference on Business
Economics Social Sciences and Humanities, 4, 453-462. https://doi.org/10.34010/icobest.v2i.305

Zhang, B. & Niyomsilp, E. (2020). The Relationship Between Tourism Destination Image, Perceived Value and Post-Visiting Behavioral Intention of
Chinese Tourist to Thailand. International Business Research, 13(11), 96. https://doi.org/10.5539/ibr.v13n11p96

Zhang, S.-N. & Deng, F. (2022). Innovation and Authenticity: Constructing Tourists” Subjective Well-Being in Festival Tourism. Frontiers in Psychology,
13. https://doi.org/10.3389/fpsyg.2022.950024

Zhang, T., Yin, P. & Peng, Y. (2021). Effect of Commercialization on Tourists’ Perceived Authenticity and Satisfaction in the Cultural Heritage Tourism
Context: Case Study of Langzhong Ancient City. Sustainability, 13(12), 6847. https://doi.org/10.3390/su13126847

Zhang, Y., Zheng, Q., Huang, L., Lee, T. J., & Hyun, S. S. (2024). Alienation and authenticity in intangible cultural heritage tourism. Journal of Sustainable
Tourism, 32(12), 2459-2478. https://doi.org/10.1080/09669582.2023.2284642

Zhang, Y. & Lee, H. M. (2022). Wine Tourism Experience Effects on Co-Creation, Perceived Value and Consumer Behavior. Ciéncia E Técnica
Vitivinicola, 37(2), 159-177. https://doi.org/10.1051/ctv/20223702159

Zheng, Y., Wei, W., Zhang, L., & Ying, T. (2022). Tourist Gaze at Chinese Classical Gardens: The Embodiment of Aesthetics (Yijing) in Tourism. Journal
of Hospitality & Tourism Research, 48(2), 353—-379. https://doi.org/10.1177/10963480221085958

Zhu, J., Siriphon, A., Airey, D., & Jin, M. (2021). Chinese Tourism Diplomacy: A Chinese—style Modernity Review. Anatolia, 33(4), 550-563.
https://doi.org/10.1080/13032917.2021.1978515

Zuo, Y., Lan, T., Liu, S., & Zeng, H. (2024). The Post-Effects of the Authenticity of Rural Intangible Cultural Heritage and Tourists’ Engagement.
Behavioral Sciences, 14(4), 302. https://doi.org/10.3390/bs14040302

713


http://www.ajhtl.com/

	btnOpenRubric: 


