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Abstract

Introduction. Perceived quality combined with tourist motivation, tourist experience and other variables were identified as
important antecedents of tourist satisfaction and destination loyalty. However, few studies have examined factors influencing
a tourist’s perception of the service quality in a destination, especially in specific destinations. The main purpose of this study
was to investigate whether tourist motivation and tourist experience influence how tourists perceive quality and to analyse
complex relationships between the constructs of perceived quality, tourist experience, tourist motivation and tourist satisfac-
tion in the context of historical and cultural destinations. Material and methods. A survey of 1,389 tourists who visited an
ancient town in the center part of China served as the basis for analysis. Structural equation modelling was employed to test
the proposed hypotheses. Results. The empirical results showed that tourist motivation and tourist experience exerted a sig-
nificant positive influence on perceived quality. These three variables had a simultaneous significant positive impact on tourist
satisfaction. The results also revealed the mediating effects of tourist experience and perceived quality in the proposed model.
Conclusions. The article verified a model regarding the relationships between tourist motivation, tourist experience, perceived
quality and tourist satisfaction. According to the results, a historical and cultural destination could improve a tourist’s perceived
quality and satisfaction by enhancing tourist experience and providing tourist stimuli.
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Introduction

Perceived quality was defined as the customer’s percep-
tion of the overall quality of a product or service [1]. In tourism,
destination managers and experts also pay much attention to
perceived quality and relevant concepts such as tourist satisfac-
tion. The related literature can be dated back to the Outdoor
Recreation Resources Review Commission reports of 1962 [2].
Generally, tourists’ perception of the quality of an attraction
is the determinant of their choice, evaluation and satisfaction
with a specific attraction. Also, high perceived quality and high
tourist satisfaction result in tourist loyalty and revisit, more tol-
erance of an increase in prices and a rising fame of the attraction
[2]. Ttis very helpful for the destination to attract both new tour-
ists through positive word-of-mouth communication as well as
new public tax investment and private investment to improve
the development of the destination. Because of the contribution
of perceived quality to destination marketing, a lot of studies re-
lated to this issue have been conducted. However, most of them
focused on the effects of perceived quality and took perceived
quality as the antecedent of other variables such as perceived
value [3], tourist satisfaction [4, 5], and tourist behavioural ten-
dency [6]. There has been relatively little discussion on the fac-
tors influencing how tourists perceive quality.

Tourist experience is a specific kind of service experience.
According to Pine and Gilmore [7], besides consuming products
and services, consumers seek unique and memorable experi-
ences during their consumption process. Service experience is
subjective personal feelings and reactions consumers have when
they make use of service [8]. For tourism service, most tourists
travel to get experience different from daily life. Especially for
cultural and historical tourism, it is basically an experiential
consumption, and tourists come to seek, see or feel the history

and past, either glorious or painful. The quality of experience
was proven to have a direct impact on perceived value and sat-
isfaction in heritage tourism [8]. Because perceived quality of
a historical and cultural destination is the tourist’s perception
of the overall quality of the attraction, it seems intuitively logi-
cal that there should be a causal link between tourist experience
and perceived quality in a historical and cultural destination.
The quality of the experience that tourists feel influences their
perception of the quality of the destination.

Tourist motivation is the intrinsic and extrinsic power that
directly promotes people’s behaviour connected with tourism
[9]. They choose to visit a specific destination due to different
motivations. For example, some want to acquire new knowl-
edge, others wish to appreciate beautiful scenery, while another
group may have other purposes. It was noted that tourist moti-
vation had an impact on perceived quality [10] and tourist sat-
isfaction [11].

The first purpose of this study was to investigate whether
tourist experience influences perceived quality of the tourist as
an antecedent within historical and cultural tourism context.
The second purpose was to explore complex relationships be-
tween four important variables, i.e., tourist motivation, tourist
experience, perceived quality and tourist satisfaction in the con-
text of historical and cultural tourism. The proposed hypotheti-
cal model is depicted in Figure 1.

Conceptual Background and Hypotheses

Tourist Motivation

Motivation is defined as psychological/biological needs and
wants which arouse, direct and integrate a person’s behaviour
and activity [12]. Tourist motivation is the intrinsic power that
directly promotes people’s tourist behaviour [6]. Researchers
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Figure 1. Proposed Hypothetical Model

have highlighted the significance of visitors’ motivations in the
selection of attractions, perception of the quality of attractions,
satisfaction level of attractions and behavioural tendency after
visiting the attractions, based on intrinsic and extrinsic factors
[9, 11, 13]. An intrinsic motive was one’s desire to search out new
things to gain knowledge [14]. For tourists, the intrinsic mo-
tive was the psychological or social motive that drives visitors
to travel [15], such as escaping reality, relaxation, exercising,
adventure and exploration, which is called push motivation by
some researchers nowadays. The extrinsic motive, also known
as pull motivation, involved the performance of an activity to
attain a desired outcome in the context of tourism, for motiva-
tions related to the attributes of the tourist destination or ac-
tivities provided by the destination which attract tourists, e.g.
natural scenery, leisure facilities, cultural atmosphere, events
and catering [15]. For a historical and cultural destination, the
motivations that drive tourists to come and visit are of evident
difference. Tourists may seek historical clues of the past, experi-
ence history, appreciate heritage and relics or just have special
sightseeing. Therefore, unlike other kinds of destinations based
on very different motivations of visitation, it is not strange that
different tourists may have very different, even opposite, feel-
ings and reactions (different experiences) for a specific histori-
cal and cultural destination. Thus, in this work, the following
hypotheses were put forward:

HI: Tourist motivation has a significant impact on perceived
quality.

H2: Tourist motivation has a significant impact on tourist
experience.

H3: Tourist motivation has a significant impact on tourist
satisfaction.

Tourist Experience

Pine and Gilmore [7] claimed that we were in an era of rapid
development of experience economy. Tourism is obviously one
of the pioneer fields of the experience economy. Tourist experi-
ence became an important research issue in the 1960s and grew
to be popular in the social science literature by the 1970s [16].
However, at that time tourist experience was discussed fragmen-
tarily. After the 1990s, systematic research approaches, from
qualitative to quantitative studies, were used to study tourist ex-
perience [17].

In studies on tourism, experiences were viewed as the emo-
tional, physical, spiritual or intellectual state of being when a
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person was involved in an event or a special place [7, 18]. [t was a
complicated psychological process that was different from eve-
ryday experiences [19]. Although there are various definitions
of tourist experience, researchers agreed that tourist experi-
ence was a subjective and personal concept [20]. Therefore, it
can only be explained and understood with regard to specific
individuals involved and the specific environment where expe-
riences grew out [21]. After discussing several cogent models
of tourist experience formation, Prentice [22] also argued that
tourist experience and motivations were as diverse as the char-
acteristics of destinations and tourists. Therefore, for historical
and cultural destinations that individuals visit mainly to seek
special experience, tourist experience and motivation may have
unique characteristics and influence the overall perception of
the quality of the service provided.

H4: Tourist experience has a significant impact on per-
ceived quality.

It was widely accepted that perceived quality influenced
customer satisfaction. However, in tourism research, the experi-
ence quality was also found having a positive effect on tourist
satisfaction [23]. Oliver and Linda [24] believed that customer
satisfaction is generated when customers’ expectations formed
based on their consumption experience are consistent with their
consumption experience.

H5: Tourist experience has a significant impact on tourist
satisfaction.

Perceived quality

Perceived quality is how customers feel and perceive the
quality of the product or service they purchased. Researchers
attached great attention to perceived quality of service in the
tourism context. A lot of studies have been carried out on tour-
ists’ perceptions of service quality as they travel [25, 26], and
perceived quality was identified as a critical determinant of
tourist satisfaction [27].

HG6: Perceived quality has a significant impact on tourist sat-
isfaction.

A well-known conceptual model for service quality, SERV-
QUAL, was initially proposed by Parasuraman, Zeithaml and
Berry in 1985, and redefined in 1988 by subdividing it into five
dimensions: reliability, responsiveness, empathy, assurance and
tangibility [28]. Many other models were developed based on
the SERVQUAL model. Wu and Li [29] proposed the SERVPERF
model to evaluate visitors’ perceptions of museum service. HIS-
TOQUAL was established to investigate perceived quality in the
cultural and heritage tourism context [30]. Also, MUSEQUAL
was developed to assess museum visitors’ experience of service
and their satisfaction [31].

Material and Methods

Questionnaire design and operationalisation of

constructs

The four variables in this study are latent variables that can-
not be measured directly. Hence, the observed variables were
designed in the questionnaire as the survey instrument based
on a thorough literature review and in-depth interviews with
experts, with the peculiarities of the destination taken into ac-
count. The questionnaire included two parts. Part A contained
three sets of questions to measure tourist experience, motiva-
tion, perceived quality and satisfaction with 53 items using the
five-point Likert’s scale as the response format. Part B consisted
of 11 questions reflecting the respondents’ demographic infor-
mation and travel behaviours.
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Operationalisation of tourist experience. There were no
uniform measurements of tourist experience. In several empiri-
cal studies on tourist experience, the construct was measured
in different ways. Wang and Mei [6] used perceived quality of
services received by tourists as the measurement of tourist ex-
perience. Otto and Ritchie [32] developed a four-factor experi-
ence scale including hedonics, peace of mind, involvement and
recognition. From a different point of view, Kao, Huang, and Wu
[33] put forward four other dimensions of tourist experience, i.e.
immersion, surprise, participation and fun.

Based on Pine and Gilmore’s four realms of experience [7],
Oh, Fiore and Jeoung [34] developed a questionnaire to meas-
ure tourist experience and consequence variables following
Churchill’s [35] procedure for developing a measurement scale.
The survey was conducted on 419 guests of B&B facilities in a
Midwestern state of the United States. The experience scales
were proven empirically reliable and valid [34]. The scenario
of their research was similar to this study. Therefore, this study
adopted the measurement scale of tourist experience with min-
imal changes to reflect specific offerings and situations of the
specific ancient town.

There were four main sections to identify the four dimen-
sions of the tourists’ experience of the attraction, namely edu-
cation (The experience has made me more knowledgeable......),
aesthetics (I felt a real sense of harmony......), entertainment (It’s
interesting to visit here......) and escapism (I completely escaped
from reality......), with each dimension including four items. Re-
spondents were required to determine the degree to which each
statement reflects their experience of visiting the ancient town
along a five-point scale (1 = strongly disagree and 5 = strongly
agree).

Operationalisation of perceived quality. To measure the per-
ception of tourists on the quality of the attraction and the serv-
ices provided, questions were adapted from SERVQUAL Battery
[36]. The instrument of SERVQUAL was widely employed in
service quality research [37] and the reliability and validity of
the instrument were proven by numerous studies [38, 39]. Ac-
cording to the Evaluation and Measurement System of Tourism
Attractions in China released by China’s National Tourism Ad-
ministration, 25 items were developed to measure the perceived
quality of the specific historical and cultural destination, i.e. an
ancient town in China.

There were five main sections to explore the five dimen-
sions (Reliability, Responsiveness, Insurance, Empathy and Tan-
gibility) of the perceived quality of the attraction with each di-
mension including 5 items (e.g. The authenticity and integrity
of historical sites are well conserved; Prompt service to tourists;
Making tourists feel safe during travelling; Providing special fa-
cilities and services for specific groups; Desirable sanitary condi-
tions). Respondents were required to determine the degree to
which each statement reflects their perception of the attraction
and the services provided. All items used a five-point Likert-
type scale ranging from 1 = never to 5 = always.

Operationalisation of motivation. From the perspective
of an anthropologist, tourists travelled to escape the routine
of daily life and seek authentic experiences [11]. From a socio-
psychological point of view, tourist motivation involved seeking
and avoidance dimensions [40]. To measure tourist motivation,
several studies used push forces such as the desire for escape,
health and fitness, rest and relaxation, family togetherness and
adventure as well as pull forces such as cultural attractions,
beaches, recreation facilities, entertainment, natural scenery,
parks and shopping [41, 42]. Based on these studies and consid-
ering the reality of the research object and part of the results of
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interviews with some tourists visiting a historical and cultural
attraction, eight items including both push and pull forces were
developed to measure tourist motivation. All items used a five-
point Likert-type scale ranging from 1 = not important at all to
5 = very important.

Sample design and data collection

A semi-constructed survey questionnaire was used to col-
lect data regarding an ancient town of Sheqji, located in Henan
province, middle part of China, which is a historical and cul-
tural site. The data were gathered in May, 2019. A convenience
sampling method was adopted because of limited time and
manpower. The questionnaire was distributed at the exit and
the service centre of the attraction. Visitors who finished their
visitation of the ancient town were asked about their willing-
ness to participate in the questionnaire survey. If they were will-
ing to, they were asked to complete the questionnaire either on
paper or on the mobile phone by scanning the QR code. A total
of 1,500 questionnaires were distributed and 1,389 were com-
pleted. Thus, the response rate was 92.6 per cent.

Results

Reliability Test

Before evaluating the model, reliability and validity of the
research instrument were tested. To delineate the underlying
factors, an exploratory factor analysis (EFA) using the principle
component method with orthogonal rotation was conducted si-
multaneously. As shown in Table 1, four factors were extracted
from the variable of tourist experience, i.e. education, aesthet-
ics, entertainment and escapism, based on the underlying items.
Two factors were extracted from the variable of tourist motiva-
tion, i.e. push and pull motivations. Also, five factors, i.e. reli-
ability, responsiveness, assurance, empathy and tangibility, were
extracted from the variable of tourist satisfaction. The results of
the reliability test showed that Cronbach’s alpha coefficients of
all variables were above the minimum of 70 [43], indicating that
all the constructs were reliable.

Measurement Model

The reliability of the measurement model was tested using
the confirmatory factor analysis. Several common model fit in-
dices were used as criteria to judge the measurement tenability,
NCI (x2 /df), CFI, TLI, RMSEA and SRMR. Table 2 shows the
recommended values and test results for these indices.

Furthermore, psychometric properties of the measurement
model were evaluated in terms of composite reliability and con-
vergent validity. First, composite reliability was calculated as
indicated by Fornell and Larcker [44], with the results ranging
from .813 to .974 and exceeding the critical value of 0.7 [43].
Second, convergent validity was assessed by the average variance
extracted. As indicated in Table 1, the results were all above the
recommended level of 0.5, thus demonstrating that convergent
validity was satisfied for the measurement model.

Correlation Analysis among Variables

Means, standard deviation and a correlation coefficient for
tourist motivation, tourist experience, perceived quality and
tourist satisfaction are presented in Table 3.

The results of the correlation coefficient between variables
in Table 3 show that tourist motivation had a significant positive
relationship with perceived quality (r = .751, p < 0.1), experience
(r=.749, p < 0.1) and satisfaction (r = .723, p < 0.1). Perceived
quality had a significant positive relationship with tourist ex-



36 Pol. J. Sport Tourism 2020, 27(1), 33-39

Table 1. Psychometric properties of the measurement model
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Constructs and Factors Stigggir:;ed Iél:trrizgt?:j Cronbach’s a Composite Reliability | Average Variance Extracted
Experience 90.63%
Education (ED) 0.718 0.971 0.965 0.875
Aesthetics (ES) 0.731 0.968 0.966 0.878
Entertainment (EN) 0.770 0.961 0.956 0.845
Escapism (EC) 0.719 0.945 0.940 0.798
Motivation 77.25%
Push (PS) 0.807 0.828 0.813 0.523
Pull (PL) 0.868 0.921 0.925 0.756
Perceived Quality 92.78%
Reliability 0.679 0.955 0.950 0.827
Responsiveness 0.591 0.969 0.964 0.870
Assurance 0.562 0.960 0.958 0.882
Empathy 0.651 0.977 0.974 0.883
Tangible 0.671 0.975 0.971 0.869
Tourist Satisfaction 0.961 92.42% 0.973 0.893 0.796

Table 2. Goodness-of-fit indices for the measurement and structural
models

Table 3. Means, standard deviation and correlation coefficient for
variables

Index Reco\rlr;rlzznded Meal\snl;rdegent Stll\":l:;::'ﬂ MO PQ EX TS
MO 1.000
NCI (x2/df) 2.00-5.00 3.008 2.51 PQ 0751 1,000
CFI >.90 914 .926 EX 0.749* 0.899* 1.000
TL .90 907 941 TS 0.723* 0.837** 0.873** 1.000
RMSEA <.08 077 073 Mean 3.772 3.99%4 3.970 3.995
SRMR <.10 .0043 .029 STD 0.883 0.896 0.877 0.895

perience (r = .899, p < 0.1) and satisfaction (r = .837, p < 0.1).
Tourist experience had a significant positive relationship with
satisfaction (r = .873, p < 0.1). The findings provided initial sup-
port for the research hypotheses of HI-H6. However, to verify
the hypotheses, it is necessary to employ SEM to further explore
relationships between variables.

Structural Equation Modelling

On the basis of the confidence in the measurement model
established by the reliability and validity analysis, the structural
equation modelling (SEM) analysis was conducted using the
maximum likelihood estimation method to examine the rela-
tionships between each pair of constructs. The fit indices of the
structural model indicated a good fit to the data with NCI = 2.5],
CFI = .926, TLI = .941, RMSEA = .073, and SRMR = .029, as
shown in Table 2.

Note: MO - means motivation; PQ - means perceived quality; EX - means experience;
TS - means tourist satisfaction. *** - indicates p < .00; ** - indicates p < .01; * - indicates
p<.05.

The estimated standardised path coefficients between vari-
ables and the direction and significance of the hypothesised re-
lationship between the four constructs are presented in Figure
2 and Table 4.

As shown in Figure 2 and Table 4, the six path coefficients
were significant at p < .001. As expected, tourist motivation had
a significant positive impact on perceived quality (B = .150, p <
.001), tourist experience (B = .783, p < .001), and tourist satisfac-
tion (B = .121, p <.001), and the effects were extremely significant
(p < .001). According to the estimated standardised path coef-
ficients, motivation had a greater impact on experience than on
perceived quality and satisfaction. Thus, HI, H2 and H3 were
supported. H4 and H5 suggested significant positive relation-
ships between experience and perceived quality (f = .804, p <
.001), and experience and satisfaction (f = .675, p <.001), which
were also strongly supported. Significant positive relationships
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Table 4. Direct, indirect and total effects between the four constructs

Path Estimate | S.E. | Est/s.E. | WO Tailed
P-Value
Motivation — Experience 783 011 | 68.910 .000

Motivation — Perceived Quality 50 | .019 | 7.996 .000

Motivation — Satisfaction A21 023 | 5313 .000
Experience — Perceived Quality | .804 | .016 | 49.303 .000
Experience — Satisfaction 675 | .035 | 19.029 .000

Perceived Quality — Satisfaction | .132 | .036 | 3.667 .000

between perceived quality and tourist satisfaction (f = .132, p <
.001) put forward in H6 were also supported.

Conclusions

The findings of this study provided support for the positive
significant effects of tourist experience ( = .804, p <.001) and
tourist motivation (B = .150, p < .001) on perceived quality re-
garding a historical and cultural destination. Meanwhile, tourist
experience was greatly affected by their motivation (f =.783, p <
.001). Furthermore, it was found that these three variables influ-
enced tourist satisfaction significantly. The findings indicated
that, for a historical and cultural destination, tourist experience
plays a very important role in tourists’ behaviour concerning its
significant linkages with tourist motivation, perceived quality
and tourist satisfaction. These findings could provide managers
of historical and cultural destinations with guidance for better
understanding of visitors’ experience, their motivation and how
visitors’ perception of the quality of the service provided is in-
fluenced, which will in turn affect tourist satisfaction and their
behavioural intentions regarding future visits [10, 11, 31].

Theoretical Implication

In previous studies, there were abundant findings about
each construct of tourist experience [32, 34], motivation [9, 10,
11] and perceived quality [1, 3, 5]. However, little attention has
been paid to the relationships between these variables, espe-
cially to the relationship between tourist experience and tour-
ists’ perception of service quality. In some cases, they were even
used interchangeably [6]. In this study, it was verified that tour-
ist experience and perceived quality were different constructs,
and tourist experience and motivation had a positive impact on
perceived quality, which would further influence tourist satis-
faction in the historical and cultural context. In addition, tourist
experience was greatly affected by tourist motivation. The out-
standing finding of this study is the important role of tourist
experience in tourists’ behaviour. It was believed that this study
had the capability and potential of developing more precise
studies and applications of tourist behaviour regarding histori-
cal and cultural destinations.
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Figure 2. Hypothesised Model Test

Managerial Implication

The findings obtained from testing the proposed hypotheti-
cal model had managerial implications for the marketing success
of the ancient town of Sheqi and other historical and cultural
destinations. Since tourist experience plays so important a role,
tourists’ experiences in the attraction must be enhanced. First of
all, in historical and cultural destinations, heritages should be
carefully protected and preserved as well as fully exhibited and
demonstrated to fulfil visitors’ education, learning and appre-
ciating demands [10]. Furthermore, dynamic activities getting
tourists involved should be developed. It was found that many
visitors came for education experience. Therefore, some work-
shops providing teaching, skill training and researching services
should be available. In particular, for tourists under 18 and tour-
ists with high education level and high monthly income, the
special experience of co-creation may be of great attractiveness
and a way to improve their satisfaction and loyalty.

It was demonstrated by the results of the empirical analysis
that tourist motivation had a significant positive impact on per-
ceived quality. Therefore, managers and marketers of historical
and cultural destinations were expected to take multiple rea-
sons and motivations into consideration when making market-
ing plans and strategies [10]. Investment should be made not
only in protection and decoration of the attraction but also in
organising enjoyable activities and events and launching pub-
licity and propaganda through diverse platforms.

Limitations and Future Research

There were some issues associated with the limitations of
this study. In terms of research samples, owing to the limita-
tions of the research objects, only tourists visiting the small an-
cient town were surveyed, and most of the respondents came
from the same province, which may not reflect general condi-
tions of historical and cultural attractions in China. Limitations
also existed in the historical and cultural destination typology,
the selection of the variables and the corresponding hypotheti-
cal framework. Future studies may be conducted towards dif-
ferent historical and cultural attractions in different areas of
China, and different antecedents and consequences related to
perceived quality of historical and cultural destinations.
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