Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dlI),
Berlibur, Bekerja

3/26/2026
16:00:27

Perempuan

<18
Tahun

Pelajar/Mah
asiswa

SMA/SMK

< Rp
1.000.000

> Rp
8.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dlII),
Bekerja,
Mengunjungi
kerabat atau
teman
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3/26/2026
16:01:35

Laki-laki

18 - 29
Tahun

Lainnya

D4/S1

>Rp
8.000.000

Rp 5.000.001 -
Rp 8.000.000

Menikmati
kuliner Thailand,
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Berlibur

3/26/2026
16:02:53

Perempuan

30-38
Tahun

Lainnya

S3

> Rp
8.000.000

Rp 5.000.001 -
Rp 8.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dlI),
Berlibur

3/26/2026
16:06:30

Perempuan

30-38
Tahun

Lainnya

S2

> Rp
8.000.000

>Rp
8.000.000

Menikmati
kuliner Thailand,
Berbelanja
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(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand

(Candi, Kuil, dl),
Berlibur
3/26/2026 Laki-laki 18 - 29 Wirausaha | D4/S1 Rp 1.000.000 | Rp 1.000.000 - | Menikmati
18:07:14 Tahun -Rp Rp 3.000.000 | kuliner Thailand,
3.000.000 Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dll)
3/26/2026 Laki-laki <18 Pelajar/Mah | SMA/SMK <Rp Rp 1.000.000 - | Menikmati
18:46:29 Tahun asiswa 1.000.000 Rp 3.000.000 | kuliner Thailand,
Berbelanja
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(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dll)

3/26/2026
18:47:56

Perempuan

> 47
Tahun

Lainnya

S2

> Rp
8.000.000

>Rp
8.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Berlibur
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3/27/2026
15:46:23

Laki-laki

> 47
Tahun

Pegawal
Swasta

D1/D2/D3

Rp 5.000.001
- Rp
8.000.000

Rp 3.000.001 -
Rp 5.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dlI),
Berlibur, Lainnya

3/27/2026
15:48:01

Perempuan

<18
Tahun

Pelajar/Mah
asiswa

SMA/SMK

<Rp
1.000.000

< Rp
1.000.000

Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Berlibur,
Mengunjungi
kerabat atau
teman, Lainnya

236




3/27/2026
15:48:20

Laki-laki

> 47
Tahun

Pelajar/Mah
asiswa

D4/S1

Rp 5.000.001
- Rp
8.000.000

>Rp
8.000.000

Lainnya

3/27/2026
15:50:11

Laki-laki

> 47
Tahun

Pegawali
Swasta

D1/D2/D3

Rp 5.000.001
- Rp
8.000.000

Rp 5.000.001 -
Rp 8.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dil),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dlI),
Bekerja, Lainnya

3/27/2026
15:52:01

Perempuan

18- 29
Tahun

Lainnya

D1/D2/D3

< Rp
1.000.000

Rp 1.000.000 -
Rp 3.000.000

Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
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Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dlI),
Lainnya

3/27/2026
18:27:51

Laki-laki

18 - 29 Pegawai D4/S1 >Rp
Tahun Swasta 8.000.000

> Rp
8.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dll)

3/27/2026
18:28:09

Perempuan

30-38 Pegawai S2 > Rp
Tahun Negeri Sipil 8.000.000
(PNS)

> Rp
8.000.000

Menikmati
destinasi wisata
alam (Pantai,
Pulau,
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Pegunungan, dll),
Berlibur

3/27/2026
18:28:11

Laki-laki

30-38
Tahun

Lainnya

S3

> Rp
8.000.000

> Rp
8.000.000

Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dl),
Berlibur, Lainnya

3/27/2026
21:32:01

Laki-laki

39-47
Tahun

Pegawai
Swasta

SMA/SMK

Rp 3.000.001
- Rp
5.000.000

Rp 1.000.000 -
Rp 3.000.000

Menikmati
kuliner Thailand,
Berlibur

3/27/2026
21:37:33

Perempuan

> 47
Tahun

Wilrausaha

SMA/SMK

> Rp
8.000.000

Rp 5.000.001 -
Rp 8.000.000

Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
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budaya Thailand
(Candi, Kuil, dlII)

3/27/2026
21:50:37

Perempuan

> 47
Tahun

Wlrausaha

SMA/SMK

Rp 5.000.001
r Rp
8.000.000

Rp 3.000.001 -
Rp 5.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dll)

3/27/2026
21:51:42

Laki-laki

> 47
Tahun

Wlrausaha

SMA/SMK

> Rp
8.000.000

Rp 5.000.001 -
Rp 8.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
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Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dlI),
Berlibur

3/27/2026
21:53:19

Perempuan

> 47
Tahun

Wlrausaha

SMA/SMK

Rp 5.000.001
- Rp
8.000.000

Rp 3.000.001 -
Rp 5.000.000

Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dlI),
Berlibur

3/27/2026
21:56:21

Laki-laki

39-47
Tahun

Wlrausaha

D4/S1

>Rp
8.000.000

>Rp
8.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
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destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dl),
Berlibur

3/27/2026
22:13:14

Laki-laki

39-47
Tahun

Wirausaha

SMA/SMK

> Rp
8.000.000

Rp 3.000.001 -
Rp 5.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dlI),
Berlibur, Lainnya
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3/27/2026
22:22:40

Laki-laki

39-47
Tahun

Pegawal
Swasta

SMA/SMK

Rp 3.000.001
- Rp
5.000.000

Rp 3.000.001 -
Rp 5.000.000

Berlibur

3/27/2026
22:57:29

Laki-laki

18 - 29
Tahun

Pegawali
Swasta

D4/S1

Rp 5.000.001
- Rp
8.000.000

Rp 3.000.001 -
Rp 5.000.000

Menikmati
kuliner Thailand,
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Berlibur

3/27/2026
23:35:47

Perempuan

30-38
Tahun

Lainnya

SMA/SMK

> Rp
8.000.000

Rp 5.000.001 -
Rp 8.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Berlibur
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3/28/2026
8:13:15

Laki-laki

30-38
Tahun

Wirausaha

D4/S1

Rp 5.000.001
- Rp
8.000.000

Rp 3.000.001 -
Rp 5.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dlI),
Berlibur

3/28/2026
8:23:31

Laki-laki

18 - 29
Tahun

Pegawai
Swasta

D4/S1

Rp 3.000.001
- Rp
5.000.000

Rp 1.000.000 -
Rp 3.000.000

Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll)

3/28/2026
13:35:23

Laki-laki

18 - 29
Tahun

Pegawali
Swasta

D4/S1

Rp 3.000.001
- Rp
5.000.000

Rp 1.000.000 -
Rp 3.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
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Menikmati
destinasi wisata
alam (Pantal,
Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dlI),
Berlibur

3/29/2026
3:22:53

Perempuan

18 - 29
Tahun

Pelajar/Mah
asiswa

SMA/SMK

Rp 1.000.000
- Rp
3.000.000

Rp 1.000.000 -
Rp 3.000.000

Menikmati
kuliner Thailand,
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dlII),
Berlibur

3/29/2026
18:29:27

Laki-laki

18 - 29
Tahun

Pelajar/Mah
asiswa

SMA/SMK

<Rp
1.000.000

Rp 1.000.000 -
Rp 3.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
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Suvenir, dll),
Berlibur

3/29/2026
21:03:22

Perempuan

18 - 29
Tahun

Pegawali
Swasta

D4/S1

> Rp
8.000.000

> Rp
8.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dlI),
Berlibur

3/30/2026
12:48:16

Perempuan

18 - 29
Tahun

Lainnya

SMA/SMK

Rp 1.000.000
- Rp
3.000.000

< Rp
1.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Berlibur
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3/30/2026
13:10:00

Perempuan

18 - 29
Tahun

Pegawal
Swasta

SMA/SMK

Rp 1.000.000
- Rp
3.000.000

Rp 1.000.000 -
Rp 3.000.000

Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Berlibur

3/30/2026
13:27:18

Laki-laki

18 - 29
Tahun

Pelajar/Mah
asiswa

D4/S1

Rp 5.000.001
- Rp
8.000.000

Rp 3.000.001 -
Rp 5.000.000

Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll)

3/30/2026
13:54:55

Laki-laki

18 - 29
Tahun

Pelajar/Mah
asiswa

SMA/SMK

Rp 3.000.001
- Rp
5.000.000

Rp 3.000.001 -
Rp 5.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Berlibur

3/30/2026
14:42:53

Perempuan

<18
Tahun

Pelajar/Mah
asiswa

SMA/SMK

<Rp
1.000.000

<Rp
1.000.000

Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Menikmati wisata
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sejarah dan
budaya Thailand
(Candi, Kuil, dlII)

3/30/2026
14:43:01

Perempuan

18 - 29
Tahun

Pelajar/Mah
asiswa

SMA/SMK

<Rp
1.000.000

<Rp
1.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dil),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dlI),
Berlibur

3/30/2026
14:48:21

Perempuan

<18
Tahun

Pelajar/Mah
asiswa

SMA/SMK

< Rp
1.000.000

< Rp
1.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
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alam (Pantai,
Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dlII)

3/30/2026
14:49:39

Perempuan

18 - 29
Tahun

Pelajar/Mah
asiswa

SMA/SMK

Rp 1.000.000
- Rp
3.000.000

<Rp
1.000.000

Berbelanja
(Fashion,
Aksesoris,
Suvenir, dil),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dlI),
Berlibur

3/30/2026
15:00:09

Laki-laki

<18
Tahun

Pelajar/Mah
asiswa

SMA/SMK

<Rp
1.000.000

<Rp
1.000.000

Menikmati
kuliner Thailand,
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Berlibur
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3/30/2026
15:03:23

Perempuan

<18
Tahun

Pelajar/Mah | SMA/SMK <Rp
asiswa 1.000.000

Rp 1.000.000 -
Rp 3.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Berlibur

3/30/2026
15:06:36

Laki-laki

<18
Tahun

Pelajar/Mah | SMA/SMK <Rp
asiswa 1.000.000

< Rp
1.000.000

Menikmati
kuliner Thailand,
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dlI),
Berlibur
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3/30/2026 Perempuan 18- 29 Pegawali SMA/SMK Rp 3.000.001 | Rp 1.000.000 - | Menikmati
15:11:50 Tahun Swasta -Rp Rp 3.000.000 | kuliner Thailand,
5.000.000 Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Berlibur
3/30/2026 Perempuan 39 -47 Lainnya D4/S1 Rp 3.000.001 | Rp 3.000.001 - | Menikmati
16:44:36 Tahun -Rp Rp 5.000.000 | destinasi wisata
5.000.000 alam (Pantai,
Pulau,
Pegunungan, dll)
3/30/2026 Perempuan 39-47 Pegawai D4/S1 Rp 3.000.001 | Rp 5.000.001 - | Menikmati wisata
16:47:33 Tahun Swasta -Rp Rp 8.000.000 | sejarah dan
5.000.000 budaya Thailand
(Candi, Kuil, dlI)
3/30/2026 Perempuan <18 Pelajar/Mah | S2 Rp 5.000.001 | >Rp Berlibur, Bekerja,
16:50:39 Tahun asiswa -Rp 8.000.000 Bekerja sambil
8.000.000 berlibur
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3/30/2026
16:50:54

Perempuan

<18
Tahun

Pelajar/Mah
asiswa

SMA/SMK

Rp 1.000.000
- Rp
3.000.000

<Rp
1.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dlII)

3/30/2026
16:51:11

Perempuan

<18
Tahun

Pelajar/Mah
asiswa

SMA/SMK

<Rp
1.000.000

Rp 3.000.001 -
Rp 5.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Menikmati wisata
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sejarah dan
budaya Thailand
(Candi, Kuil, dlII)

3/30/2026
16:52:31

Perempuan

18 - 29
Tahun

Pelajar/Mah
asiswa

SMA/SMK

Rp 3.000.001
- Rp
5.000.000

<Rp
1.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dil),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dlI),
Berlibur

3/30/2026
16:54:00

Perempuan

<18
Tahun

Pelajar/Mah
asiswa

SMA/SMK

< Rp
1.000.000

< Rp
1.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
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alam (Pantal,
Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dlI),
Berlibur

3/30/2026
16:54:38

Perempuan

<18
Tahun

Pelajar/Mah
asiswa

SMA/SMK

< Rp
1.000.000

< Rp
1.000.000

Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Berlibur

3/30/2026
16:59:59

Laki-laki

18- 29
Tahun

Pelajar/Mah
asiswa

SMA/SMK

<Rp
1.000.000

<Rp
1.000.000

Menikmati
kuliner Thailand,
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dlI),
Berlibur

3/30/2026
17:03:29

Perempuan

<18
Tahun

Pelajar/Mah
asiswa

SMA/SMK

<Rp
1.000.000

Rp 1.000.000 -
Rp 3.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
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Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dlI)

3/30/2026
17:34:04

Perempuan

18 - 29
Tahun

Pelajar/Mah
asiswa

SMA/SMK

Rp 1.000.000
- Rp
3.000.000

< Rp
1.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Berlibur

3/30/2026
17:52:32

Laki-laki

18 - 29
Tahun

Pelajar/Mah
asiswa

SMA/SMK

Rp 3.000.001
- Rp
5.000.000

Rp 3.000.001 -
Rp 5.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
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Suvenir, dll),
Berlibur

3/30/2026
18:07:41

Laki-laki

<18
Tahun

Pelajar/Mah
asiswa

SMA/SMK

< Rp
1.000.000

< Rp
1.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Berlibur

3/30/2026
18:33:56

Laki-laki

<18
Tahun

Pelajar/Mah
asiswa

SMA/SMK

<Rp
1.000.000

<Rp
1.000.000

Menikmati
kuliner Thailand,
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Berlibur

3/30/2026
18:37:06

Perempuan

18 - 29
Tahun

Wirausaha

S2

> Rp
8.000.000

> Rp
8.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
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Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantal,
Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dlI),
Berlibur

3/30/2026
18:37:46

Laki-laki

> 47
Tahun

Wlrausaha

D4/S1

> Rp
8.000.000

>Rp
8.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
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(Candi, Kuil, dlI),
Berlibur

3/30/2026
19:20:04

Perempuan

<18
Tahun

Pelajar/Mah
asiswa

SMA/SMK

< Rp
1.000.000

< Rp
1.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dlI),
Berlibur

3/30/2026
19:22:41

Perempuan

39-47
Tahun

Lainnya

D4/S1

Rp 3.000.001
- Rp
5.000.000

Rp 3.000.001 -
Rp 5.000.000

Berlibur

3/30/2026
19:24:10

Perempuan

<18
Tahun

Pelajar/Mah
asiswa

SMA/SMK

<Rp
1.000.000

<Rp
1.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
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Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand

(Candi, Kuil, dl),
Berlibur
3/30/2026 Perempuan 39 - 47 Wilrausaha | D4/S1 > Rp Rp 3.000.001 - | Bekerja sambil
19:24:59 Tahun 8.000.000 Rp 5.000.000 | berlibur
3/30/2026 Perempuan 39 -47 Wirausaha | D4/S1 > Rp Rp 3.000.001 - | Bekerja
19:27:01 Tahun 8.000.000 Rp 5.000.000
3/30/2026 Perempuan <18 Pelajar/Mah | SMA/SMK Rp 1.000.000 | Rp 1.000.000 - | Berbelanja
19:46:16 Tahun asiswa -Rp Rp 3.000.000 | (Fashion,
3.000.000 Aksesoris,
Suvenir, dll),
Berlibur
3/30/2026 Perempuan <18 Lainnya SMA/SMK <Rp Rp 1.000.000 - | Berbelanja
19:47:34 Tahun 1.000.000 Rp 3.000.000 | (Fashion,
Aksesoris,
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Suvenir, dll),
Berlibur

3/30/2026
20:10:38

Laki-laki

39 -47
Tahun

Wirausaha

SMA/SMK

> Rp
8.000.000

> Rp
8.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dlI),
Berlibur

3/30/2026
20:13:46

Laki-laki

39-47
Tahun

Wirausaha

SMA/SMK

>Rp
8.000.000

>Rp
8.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantal,
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Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dl),
Berlibur

3/30/2026
20:20:45

Perempuan

18 - 29
Tahun

Pegawai
Swasta

D4/S1

Rp 1.000.000
- Rp
3.000.000

Rp 1.000.000 -
Rp 3.000.000

Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll)

3/31/2026
0:00:51

Perempuan

18 - 29
Tahun

Pelajar/Mah
asiswa

SMA/SMK

>Rp
8.000.000

<Rp
1.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Menikmati wisata
sejarah dan
budaya Thailand
(Candi, Kuil, dll),
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Berlibur, Bekerja
sambil berlibur

3/31/2026
15:57:50

Perempuan

18 - 29
Tahun

Lainnya

SMA/SMK

Rp 1.000.000
r Rp
3.000.000

Rp 1.000.000 -
Rp 3.000.000

Berlibur, Bekerja
sambil berlibur,
Lainnya

4/5/2026
21:15:51

Perempuan

18 - 29
Tahun

Wirausaha

D4/S1

Rp 3.000.001
- Rp
5.000.000

Rp 1.000.000 -
Rp 3.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll)

4/7/2026
17:46:30

Perempuan

18 - 29
Tahun

Pelajar/Mah
asiswa

SMA/SMK

Rp 1.000.000
- Rp
3.000.000

Rp 1.000.000 -
Rp 3.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
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Pegunungan, dll),
Berlibur

4/21/2026
11:35:33

Perempuan

18 - 29
Tahun

Pelajar/Mah
asiswa

D4/S1

Rp 1.000.000
r Rp
3.000.000

Rp 1.000.000 -
Rp 3.000.000

Menikmati
kuliner Thailand,
Berbelanja
(Fashion,
Aksesoris,
Suvenir, dll),
Menikmati
destinasi wisata
alam (Pantai,
Pulau,
Pegunungan, dll),
Berlibur
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Lampiran 5. Data Responden dan Jawabannya

Dl

RI

RI

PV | PV | PV | PA|PA|PA | PA|PA|PA|RI

Dl

Dl

DI

Dl

1

3

2

HS | HS | HS | DI

1
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Lampiran 6. Olah Data SmartPLS

B SmartPLS: CAUsers\Asus\smartpls_workspace - o
File Edit View Themes Calulate Info Longuage
& 3 2 L e 0
Save New Project Mew Path Model Hide Zero Values Increase Decimals Decrease Decimals Export to Excel Export to Web Exportto R
B Project Bxplorer @ Model Variabelsplsm [ PLS Algorithm (Run No. 1) 7
B S5 outer Loadings
> CIecs|
> [1 KUFSIONEI =] Matrix CopytoClipboard:  gyeel format R Format
> [ olah data
> [ olive Destinati.. HSXDI.. HSXPV.. HSXRI Historical. Perceived.. Place Att.. Revisit In
> LPLS SEM B DIt 0.787
~ [ Skiipsi Sha DIz 0.786
2 Model'
Di3 0,695
R Skripsi
B KuEsic o) Lo
> [ SKrIpSi DIs 0737
> [ SPECTRUM DI 0.806
- Destinati... 1618
Indicators =l 8.0
Hs2 0.896
ITT Hs3 0.770
N Indicator :
| Historical .. 1530
N pAt 0722
3 = [ 0.771
. PA3 0818
. A 0.750
& I8 PAS 0.841
7D PAG 0.829
o DIS Vi 0.365
a nie N, - - = 2 -
B SmartPLS: C:\Users\Asus\smartpls_workspace - a X
File FEdit View Themes Calculate Info language
&0 2 i " a“: o] © ]
Save Nenw Project New Path Model Hide Zera Values Increase Decimals Decrease Decimals Export to Excel Export to Web Export to R
[ Froject Bxplorer @ Model Variabelsplsm [ PLS Algorithm (Run No. 1) %
B9 outer Loadings
> CJEcs|
> [ KUESIONEI [ Matrix Copy to Clipboard:  pveal Format R Format
» [ olah data
5 [ olive Destinati.. HSXDI.. HSXPV.. HSXRI Historical.. Perceived.. Place Att.. Revisit int..
> [IPISSEMB Hs1 0840
~ [ Skripsi Sha Hs2 0.896
2 Model'
HS3 0.770
R Skiipsi
B KUESIC Historical .. 1530
> C SKRIPSHI PAT 0.722
» [ SPECTRUM PAZ 0771
- Pa3 0818
Indicators PA4 0.750
PAS 0.841
ITTT PAG 0.829
N Indicator N
1 [ PY1 0.865
2 [ P2 0.924
3 Hs3 PV3 .924
4 i Perceived. 1.575
5 DI2 RIN 0.925
6 DI3 RIZ 0.904
7 Dl4 RIZ 0.914
8 DIS
a nie . - B R -

275




B SmartPLS: C\Users\Asus\smartpls_workspace - a
File Fdit View Themes Calculate Info  Language
& 3 2 i i 4
Save New Project Mew Path Model Hide Zero Values Increase Decimals Decrease Decimals Export to Excel Export to Web Export to R
B Froiect bxplorer | Model Variabelsplsm [ PLS Algorithm (Run No. 1) %
B E4  piscriminant Validity
> CEcs!
> [T] KUESIONEI || Fomell-Larcker Criterion | - Cross Loadings | | Heterotrait-Monatrait Ratio (HTMT) (4% Heterotrait-Monotrait Ratio (HTMT) Copy to Clipboard:  Excel Format | R Format
> [ olah data -
> [ olive Destinati.. HSXDI.. HSXPV.. HSXRI Historical.. Perceived.. Place Att.. Revisitint..
> [ PLS-SEM B Destinati... 0.759
~ [ skiipsi Sha HSXDIX.  -0330 1.000
& | HS X Py 0.354 o8n 1.000
R Skripsi - -
B KuEsIC HS X RI 0331 0.899 0838 1.000
> C SKRIPSHI Historical 0689 -0313 -0347 -0.430 0837
> [ sPeCTRUM Perceived... 0729 0345 0476 0357 0652 0905
- Place Atta... 0739 -0.225 -033s5 -0.261 0.661 o707 0.790
Indicators Revisit Int... 0609  -0336  -0428  -0384 0664 0724 0677 0914
N Indicator
i HS1 ) e .
Final Results Quality Criteria Interim Results Base Data
2 lie2 Path Coefficients R Sauare Stop Criterion Changes Setting
3 Hs3 Indirect Eifects f Square Inner Model
4 on Total Fifects Construct Reliability and Validity Outer Model
5 D2 Outer Loadings Dissriminant Validity Indicator Dota (Original)
s [0 Outer Weights Collinearity Statistics (VIF) Indficator Data (Standardized)
Latent Variable Model Fit Indicator Data (Correlations)
7 D4
Residuals Model Selection Criteria
=5 Simple Slope Analysis
a nis
B SmartPLS: CAUsers\Asus\smartpls_workspace - o
File Edit View Themes Cakulate Info language
& ! st s 5 @
Save New Project New Path Model Hide Zero Values Increase Decimals Decrease Decimals Export to xcel Export to Web Export to R
[ Project Explorer  # Model Variabelsplsm [ PLS Algorithm (Run No. 1) &
BB Discriminant Validity
» CEcst
> [T KUESIONEI | Fomell-Larcker Criterion ||| Cross Loadings || Heterotrait-Monotrait Ratio (HTMT) Heterotrait-Monotrait Ratio (HTMT) Copy to Clipboard:  gycel Format R Format
» [ olah data
> [ olive Destinati.. HSXDI.. HSXPV. HS X RI Historical.. Perceived.. Place Att... Revisit Int...
> [ PSSEM B it 0787 0272 0290 0243 0549 0587 0553 0506
= :"PS' Sha oi2 0786 0201 0215 0246 0558 0499 0593 0498
Moddl S 0695 0315 0280 0339 0510 0532 0467 0445
DI 0738 012 0152 0119 0.502 0493 0599 0435
> [ SKRIPSIN DI5 0737 0286 0290 0268 0482 0567 0506 0379
> T SPECTRUM D6 0806 0309 0372 0287 0532 0634 0640 0502
- Destinati.. 0330 1000 0871 0899 0313 D345 0235 0336
Indicators H51 0595 -0356  -0367  -0465 0840 0617 0561 0636
ryy " 0593 -0252  -0295  -0368 08% 0548 0589 0584
Hs3 0538  -0.155  -0187 0216 0770 0455 0504 0421
N Indicator
N Historieal ..~ -0.331 0899 0838 1000 -0430 0357 -0261 0384
N A 0615 -0255  -0334 0282 0508 0629 0722 0538
N A2 0649 022 0478 0119 0497 0539 o 0469
+Bi A3 0576 0122 -0204  -0455 0514 0491 0818 0534
< (B2 PAd 0548 0182 -0295 0203 0517 0543 0750 0473
- . PAS 0529 0142 -0227  -0aT1 0517 0513 0841 0561
T . PAG 0594 0233 -0337 0288 0573 0628 0829 0612
I [ 0679  -0340  -0418 0350 0598 0865 0593 0660
o nig . - - -
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BT SmartPLS: C\Users\Asus\smartpls_workspace - o
File Edit View Themes Cakulate Info language
& O 2 s i b <]
Save New Project New Path Model Hide Zero Values Increase Decimals Decrease Decimals Export to Excel Export to Web Export to R
[ Froject Explorer 4 Model Variabelsplsm | [ PLS Algorithm (Run No. 1) &
BB Discriminant Validity
> Cecst
> [T KUESIONEI | Fomell-Larcker Criterion ||| Cross Loadings ||| Heterotrait-Monotrait Ratio (HTMT) Heterotrait-Monotrait Ratio (HTMT) Copy to Clipboard:  gycel Format R Format
» [ olah data
> [ olive Destinati.. HSXDI.. HSXPV.  HSXRI Historical. Percsived.. Place Att.. Revisit Int..
> [ PSSEM B HS1 0595 035 -0367  -0465 0840 0617 0561 0636
~ [ Skripsi Sha HS2 0593 0252  -0295  -0.368 089 0548 0589 0584
Model'
‘: . HS3 0538 0155  -04B7 0216 0770 0455 0.504 0421
B Historical ..~ -0.331 0899 0838 1000 -0430 0357 0261 0384
@ KUESIC
> [ SKRIPSINI Al 0615 -0255  -0334 0282 0.508 0629 0722 0538
> [ SPECTRUM A2 0649 0022 0479 D119 0497 0539 o 0469
- A3 0576 0022  -0204 0455 0514 0491 0818 0534
Indicators A4 0548 0082  -0295 0203 0517 0543 0750 0473
PAS 0529 0442 0227 71 0517 0513 0841 0561
TEIT
PAG 0594 -0233  -0337  -0288 0573 0628 0829 0612
N Indicator
N PV 0679 -0340 0418 0350 0598 0865 0593 0660
2 [ P2 0627 -0294 0426 0292 0577 0924 0647 0670
N PV3 0671 -0301 0448 0325 0592 0924 0680 0623
+ ot Perceived.. 0354 0871 1.000 0838  -0347 0476  -0335 0428
s o4 RIT 0549 0311 0408 -0361 0573 0665 0604 0925
s [0 R 0560 0251 -0323  -0295 0628 0,600 0616 0904
7o RIZ 0562 -0355  -0440  -0.395 0619 0714 0636 0914
5 DIS
o e = 3 = S
B SmartPLS: C:\Users\Asusismartpls_ workspace = a
Fle FEdit View Themes Calulate Info Language
& 2 ] w 5 @ @ (r}
Save New Project New Path Model Hide Zero Values Increase Decimals Dedarease Decimals Export to Excel Export to Web Export to R
[ Froject Bxplorer @ Model Variabelsplsm [ PLS Algorithm (Run No. 1) %
K97 construct Reliability and Validity
> CIECSI
> [ KUFSIONEI ) Matrix iz Cronbach's Alpha |22 tho A (15 Composite Refiability | Iz Average Variance Extracted (AVE) Copyto Clipboard:  gxcol format R Format
5 [ olah data
> [ olive Cronbach.. tho A Composi.. Average
> [PISSEMB  Destination Image 0852 0855 0.891 0.577}
~ [ skripsi sha HS % DI XRI 1.000 1.000 1.000 1.000
Model'
2 e HS X PV XRI 1.000 1.000 1.000 1.000
R Skripsi
B Kusic HS X RI 1.000 1.000 1.000 1.000
> [ SKRIPSIN Historical Storytelling 0.786 0800 0875 0.701
> [ SPECTRUM Perceived Value 0.889 0889 0931 0819
- Place Attachment 0879 0884  0.908 0.624
Indicators Rewisit Intention 0.902 0904 0939 0.836
TETX
N Incicator
1 Hs1 Final Results Quality Criteria Interim Results Base Data
2 Hs2 Path Caefficients R Square Stop Criterion Changes ~ Setting
ect Eifects fSquare Inner Model
. Total Effects Construct Reliability and Yalidity Outer Model
Rl O] Outer Loadings Discrirminant validity Indlicator Data (Qriginal
5 biz Outer Weights Collinearity Statistics (VI Indlicator Data (Standardized)
6 DI3 Latent Variable Model Fit Indicator Data (Correlations)
7 D4 Residuals Model Selection Criteria
N .
N Simple Slope Analysis
a ik
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B SmartPLS: C\Users\Asusismartpls_workspace - a
File Edit View Themes Calculate Info  Language
& Eiv b7 230
Save New Project MNew Path Model Hide Zero Values Increase Decimals Decrease Decimals Export to Excel Export to Web Export to R
B Froject Bxplorer | 8 Model Variabelsplsm [ PLS Algorithm (Run No. 1) %
B 0 path Coefficients
> CIEcs|
> [L KUFSIONEI [E Matrix i Path Coeffients Copy to Clipboard:  pyeal format R Format
> [ clah data
5 [ olive Destinati.. HSXDI.. HSXPV.. — HSXRI Historical.. Perceived.. Place Att.. Revisit Int..
> [ PLSSEMB Destination Image 0533 0070
~O ;‘;":ij:; HS X DIXRI 0011
R Skripsi HS % Py XRI -0.039
B KuEsIc HS X RI -0.040
> [ skRIPSIIN Historical Storytalling 0.689 0204 0247
> [ SPECTRUM Perceived Value 0383
- Place Attachment 0282
Indicators Revisit Intention
TTT
N Indicator
1 HE1 Final Results Quality Criteria Interim Results  Base Data
2 T Path Coefficients R Square Stop Criterion Changes  Setting
Indiract Fffacts nguare Inner Model
3 Total Fffects Construct Reliabilty and Validity Outter Model
bl Outer Loadings Diseri Validity Indicator Data (Original)
5 Di2 Quter Weights Collinearity Statistics (VIFy Indicater Data (Standardized]
N TH Latent Variable Model Fit Indicator Data (Correlations
7 Dl4 Residuals Model Selection Criteria
I Simple Slope Analysis
a nis
B SmartPLS: C\Users\Asusismartpls_workspace - a
File Edit View Themes Calculate Info  Language
& & e " 4 @ @ (r}
Save Nenw Project New Path Model Hide Zera Values Increase Decimals Decrease Decimals Export to Excel Export to Web Export to R
[ Project Bxplorer @ Model Variabelsplsm [ PLS Algorithm (Run No. 1) %
B E% Rsquare
> ClEcs|
> [ KUFSIONEI J Matix |15 RSquare |Zi RSquare Adusted Copy to Clipboard:  gycalformat R Format
» [ olah data
> [ olive R Square R Square ..
> [ PLS-SEM B r 0474
v [ skripsi sha Perceived Value 0574
i ::::’:‘ Revisit Intention 0620
8 KuEsIC
> [ skrIpSI
> [ SPECTRUM
-
Indicators
TETX
N Incicator
1 Hs1 Final Results Quality Criteria Interim Results Base Data
- R Path Coefficients R Square Stop Criterion Changes  Sefting
Indirect Effects f Square Inner Model
B =0 Total Effects Construct Reliabilty and Validity Outer Madel
Rl O] Outer Loadings Discrirminant validity Indlicator Data (Original)
5 DIz Outer Weights Collinearity Statistics (VIF) Indiicator Data (Standardized]]
5 DI3 Latent Variable Modal Fit Indicator Data (Correlations)
7 D4 Residuals Model Selection Criteria
N Simple Slope Analysis
a nie
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B SmartPLS: C:\Users\Asus\smartpls_workspace
File FEdit View Themes Calculate Info  Language

n o e v
A ELt T +3n
Save New Project Mew Path Model Hide Zero Values Increase Decimals Decrease Decimals Export to Excel Export to Web Export 1o R
[ Project Bxplorer @ Model Variabelsplsm [ PLS Algorithm (Run No. 1) %
EEY fsquare
> CIECsI
» [ KUFSIONEI [ Matrix |5 f Square Copy ta Clipboard:  Eyeal Format R Format
» [ olah data
> [ olive Destinati.. HSXDI.. HSXPV.. HSXRI Historical. Perosived.. Place Att.. Revisit nt..
> [IPLS-SEMB Destinati.. 0.350 0.004
vO ;‘:"PS‘ sha HS X DIX... 0.000
Model'
HS X Py . 0.002
R Skripsi
B KuEsic HS X RI 0.001
> [ skwipsin Historical .. 0.902 0100 0058
> [ SPECTRUM Percsived... 0127
- Place Ata.. 0,085
Indicators Revisit Int..
N Indicator
1 HE1 Final Results Quality Criteria Interim Results  Base Data
o . Path Coefficients R Square Stop Criterion Changes  Setting
Indirect Effects ¥ squard Inner Model
B =0 Total Effects Construct Reliabilty and Validity Outer Madel
Rl O] Outer Loadings Discrirminant validity Indlicator Data (Qriginal
s DIz Outer Weights Collinearity Statistics (VIF) Indlicator Data (Standardized]
5 D3 Latent Variable Modsl Fit Indicator Data (Correlations]
7 o Residuals Model Selection Criteria
Simple Slope Anglysis
N Simple Slope Analysis
a nie
B SmartPLS: CAUsersyAsus\smartpls workspace - 8 x
file Edit View Themes Cakulate Info language
& O 2 S E = ®
Save New Project New Path Model Hide Zero Values Increase Decimals Decrease Decimals Export to Excel Export to Web Export to R

B Project Explorer & Model Variabelsplsm [ PLS Algorithm (Run Ne. 1) Il Bootstrapping (RunNo. 1) [l Blindfolding (Run No. 1) =

ki H50 Construct Crossvalidated Redundancy
> Cecs! T

> [T KUESIONEI [ Total |2 Casel |[d] Case2 ] Cased Copy to Clipboard:  fyce| Format R Format
> [ olah data -
> [ olive il
> I PLS-Sem B Destination Image 1326000 970885 0.268|
Vi :"F“ Sha HS X DIXRI 221000 221,000
Modd HS X PV XRI 221000 221000
2 Skiipsi
8 KuEsic HSXRI 221000 221000
» [ SKRIPSIN Historical Storytelling 663000  663.000
» [ sPECTRUM Perceived Value 663000  359.450 0458
- Place Attachment 1326000 13261000
Indicators Ravisit Intention 663000 331497 0500
NIy Y Y
1 HS1
2 Hs2
3 Hs3
4 on Final Results Base Data
s b2z Constiuct Crossvalidated Redundancy ~ Settin
. Construct Crossvalidated C lity Inner Model
indicator Crossvalidated Outer Model
7 D4 5 h - . )
Indicator Crossvalidated Communality  Indicator Data (Original)
ull ) Indicator Data (Standardized)
9 DIs Tampilkan desktop
1P
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B SmartPLS: C:\Users\Asus\smartpls_workspace - a
File Fdit View Themes Calculate Info  Language
" o e v
A ELt T +3n
Save New Project MNew Path Model Hide Zero Values Increase Decimals Decrease Decimals Export to Excel Export to Web Exportto R
[ Project Bxplorer & Model Variabelsplsm [ PLS Algorithm (Run No. 1) [ Bootstrapping (Run No. 1)
B E97  path Caefficients
> CIECs|
» [ KUFSIONFI (= Mean, STDEV, T-Values, P-Values |[Z] Confidence Intervals | = Confidence Intervals Bias Comected ] Samples Copy to Clipboard:  pyeal Format R Format
> [ olah data
5 [ olive Original .. Sample ... Standard.. TStatistic.. P Volues
> I PLS-SEM B Destinai... 0533 0540 0.062 8.648 0.000
~ [ Skripsi sha Destinati..  -0070  -0075 0104 0671 0502
Model'
& - HSXDIX. 0011 0013 0,089 0.124 0.901
R Skripsi
B KuEsic HSXPY. — 0039  -0.054 0,074 0530 0596
> [ skripsim HS X RI-. -0.040 -0.029 0.090 0.440 0.660
> [ sPeCTRUM Historical .. 0689 0690 0056 12315 0.000
- Historical 0284 0277 0.081 asmn 0.000
Indicators Historical .. 0247 0243 0,078 3161 0.002
N Y ¥ Y Perceivedh. 0383 0396 0080 4763 0,000
1 [ Place Atta.. 0262 0267 0,090 2.923 0.004
2 Hs2
3 HS3
4 on Histograms Base Data
5 DI2 Path Coefficients Histogram  Sefting
6 DIz Total Indirect Effects Indirect Effects Histogram Inner Model
7 D Specific Indirect Fffects Total Fffects Histogram Outer Model
Total Fffects Indicator Data [Original
B Outer Laadings Indicator Data (Standardized
9 Dis Outer Weights
1 P
B SmartPLS: CUsers\Asus\smartpls_workspace - o
File Edit View Themes Cakulate Info language
& O 2 s i b <]
Save New Project Mew Path Model Hidle Zero Values Increase Decimals Decrease Decimals Export to Excel Export to Web Export to R
B Project Explorer % Model Variabelsplsm [l PLS Algorithm (Run Ne. 1) = ]l Bootstrapping (Run Ne. 1}
k3 H% Indicator Data (Original)
» O ecst -
> [1] KUESIONEI =] Matrix |[Z] MV Descriptives Copy to Clipboard:  Eyce| Format | R Format
> [ olah data
> [ alive Mean Median Min Max Standard .. Excess Ku.. Skewness Number ..
> [ PLS-SEM B b} 4068 4.000 1.000 5.000 0.851 0493 -0.752 221.000
= ;‘:‘P“ Sha DI2 3819 4,000 1.000 5.000 0914 0a75  -0384 221000
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Abstract

The revisit intention of tourists has long been a focal point of academic inquiry. However,
there is still insufficient research on the antecedents of revisit intention from the perspectives
of historical storytelling, destination image and perceived value. Taking the Mogao Grottoes
in Dunhuang, a UNESCO World Heritage Site, as a case study, this paper, based on stimu-
lus—organism-response (SOR) theory, examines the impact of historical storytelling on the
destination image, perceived value, and revisit intention. Additionally, it further explores the
mediating role of destination image and perceived value, as well as the moderating effect of
place attachment in this chain. The research findings indicate that: (1) Historical storytelling
significantly enhances tourists’ perception of the tourism experience and revisit intention; (2)
The study supports the mediating effect of destination image and perceived value; (3) Place
attachment has a significant positive moderating effect between historical storytelling and
revisit intention. Effective historical storytelling can significantly enhance destination image
and perceived value, improve tourists’ participation and satisfaction in tourism, stimulate
revisit intention, and promote the sustainable development of tourist destinations. These
findings enrich the research content of cultural heritage tourism, providing valuable sugges-
tions for improving the management level of cultural heritage tourism attractions and
increasing visitors’ revisit intention.

Introduction

Cultural heritage tourism is an integral component of heritage tourism. As per the resolution
of the 45th session of the World Heritage Committee, by October 2023, the total number of
global heritage sites expanded to 1199, comprising 993 cultural heritage sites [ 1]. With the
increasing internal demand for high-quality development of cultural tourism and the intensi-
fying competition among similar tourist destinations, cultural heritage tourism destinations

PLOS ONE | https:/doi.org/10.1371/journal.pone.0307869 September 19, 2024

1/24

283



PLOS ONE

Exploring the influence of historical storytelling on cultural heritage tourists’ revisit intention

Funding: The phased achievement of the project
‘Research on the construction of iconic long march
projects within Gansu province’ funded by the
Gansu Great Wall Long March National Cultural
Park Construction and Development Research
Center (001053108) awarded to FY. The 2023
graduate teaching case library construction project
of Northwest Normal University: silk road China
section cultural and tourism integration case library
(2023YAL005) awarded to FY.

Competing interests: The authors have declared
that no competing interests exist.

are also facing many challenges, especially in terms of how to maintain customer numbers and
competitiveness [2]. Han & Hyun (2015) found that attracting repeat visitors can make desti-
nations more cost-effective and beneficial for the sustainable development of cultural heritage
sites [3]. However, current research on cultural heritage tourism mainly focuses on the protec-
tion and development of cultural heritage itself, and there is not enough comprehensive
research on tourists’ subjective behavioral intentions from the perspective of cultural heritage
site visitors [4]. Therefore, it is necessary for us to study how to enhance the tourist perception
and revisit intention of cultural heritage sites.

Historical storytelling, as a propaganda medium in the tourism process, can have a signifi-
cant impact on tourists’ participation and experience [5, 6]. Telling historical stories is consid-
ered a powerful tool to make historical events more attractive, while also effectively attracting
tourists and enhancing their competitive advantage [7, 8]. Cultural heritage sites often have a
long history and unique cultural heritage, providing important cultural scenes and ample his-
torical materials for historical storytelling. Appropriate historical storytelling can help visitors
better understand the development process of cultural heritage sites and the local distinctive
culture, thus establishing an emotional connection between tourists and destinations, which is
crucial for enhancing tourists’ travel experience. Current research has applied historical story-
telling to the tourism industry, exploring its impact on tourist emotional engagement and des-
tination branding, and has found that it can indeed effectively enhance tourist perceptual
experiences in different tourism settings [8, 9]. Leong, Yeh, Zhou, Hung, and Huan(2024)
examined the impact of historical storytelling on tourists’ perception of education, entertain-
ment, experience, and emotional value in cultural heritage tourism sites through tour guide
interaction and authentic place as intermediaries [6]. However, they failed to link these vari-
ables to travel outcomes, such as revisit intentions and word-of-mouth intentions. Itis worth
noting that the impact mechanism of historical storytelling on tourists’ revisit intention has
not been fully explored, requiring further theoretical exploration and empirical research.

Based on the SOR theory, this study aims to explore the influence of historical storytelling
on tourists’ revisit intentions in the context of cultural heritage tourism, in order to improve
the quality of tourism services in scenic areas and enhance tourists’ travel experiences, increase
tourists’ sense of participation and satisfaction, and stimulate tourists’ revisit intentions. This
study makes a significant contribution to the field of cultural heritage tourism. Firstly, starting
from historical storytelling, a research model on the influence of historical storytelling on tour-
ists’ revisit intention was constructed, expanding the relevant research on tourists’ revisit
intention, enriching the research content of cultural heritage tourism, and providing alterna-
tive perspectives for the study of cultural heritage tourism. Secondly, this study examines the
mediating effect of destination image and perceived value in the model, as well as the moderat-
ing effect of place attachment. This not only helps to theoretically understand how historical
storytelling influences tourists’ revisit intention, but also assists tourism destination managers
in formulating appropriate development strategies, providing valuable insights for scholars
and tourism practitioners.

Literature review
Stimulus-organism-response (SOR) model

The S-O-R model is derived from the behaviorist S-R model, incorporating the important role
of internal states of individuals, abbreviated as the SOR model. The Stimulus-Organism-
Response (SOR) theory was proposed by Mehrabian and Russell (1974), which includes stimu-
lus, organism, and response, aiming to explore the role of external environmental stimuli in
individual consumer behavior processes [10]. Stimulus refers to external factors that influence
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individual cognition, organism refers to internal processes that intervene between stimuli and
subsequent behaviors, and response is often conceptualized as individual approach or avoid-
ance behaviors, including repurchase and recommendation, etc [11].

Initially applied in environmental psychology to study consumer purchasing behavior, the
theory gradually expanded to investigate tourist consumption behavior, effectively explaining
consumer behavior in most tourism contexts [12]. In recent years, a considerable number of
scholars have embarked on research endeavors, leveraging this theory to investigate tourists’
consumption behaviors and behavioral intentions. Liao et al. (2023), based on the SOR theory,
analyzed the relationship between the types of reference group influence, perceived value, and
health tourism intention, finding that both informational influence and utilitarian influence
within reference group influence positively affect health tourism intention, with perceived
value serving as a significant mediator between reference group influence and health tourism
intention [13]. Therefore, this paper is based on the applicability of SOR theory, using the SOR
framework as the theoretical foundation for the research.

In cultural heritage tourism research, scholars often focus on tourists’ behavioral intentions
and discuss their influencing factors [14]. However, historical storytelling as a factor influenc-
ing tourist behavioral intentions, has received less attention. Therefore, it is necessary to fur-
ther study the impact of historical storytelling on the tourism experience and revisit intentions
of tourists at cultural heritage sites. Based on this, applying the SOR model to this study, for
cultural heritage tourism destination visitors, historical storytelling is established as "stimulus”
and revisit intention is established as "response". Additionally, some scholars have found that
destination image and perceived value can serve as mediating mechanisms behind the behav-
ioral intentions of tourists at cultural heritage sites [15, 16]. Therefore, this mediating mecha-
nism influencing the behavioral intentions of tourists at cultural heritage sites can be used (as
an organism) to further validate the applicability of the SOR framework. Furthermore, some
scholars have introduced place attachment as a moderating variable to explore its moderating
effect on tourist behavioral intentions, and have found that place attachment has a significant
moderating effect between tourist satisfaction and revisit intentions [17]. In summary, this
study, based on the SOR theoretical model, considers historical storytelling as the "stimulus”,
destination image and tourist perceived value as the "organism", and tourist revisit intentions
as the "response” to analyze the impact of historical storytelling on the revisit intentions of
tourists at cultural heritage sites.

Historical storytelling

Storytelling is a social phenomenon influenced by psychology, sociology, marketing, tourism,
and behavioral sciences. Palombini (2017) defines storytelling as the narration of events that
happen to certain individuals, leading to changes in the situation [18]. Building upon this, his-
torical storytelling can be simply understood as the telling of historical events related to sur-
rounding objects in appropriate settings. As scholars delve deeper into the study of historical
storytelling, some have started to apply them in tourism research, aiming to enhance tourists’
understanding of destinations, improve their perceived value, and stimulate their interest in
travel [5]. Go and Govers (2012) found that storytelling greatly attracts tourists emotionally
and cognitively, positively impacting their engagement and satisfaction [19]. In cultural heri-
tage tourism, historical storytelling involves telling stories, anecdotes, and interesting facts
related to cultural heritage vividly and engagingly. It is worth noting that Palombini (2017)
emphasizes that storytelling in cultural heritage focuses on imparting specific knowledge
about the historical events, cultural values, and social background of the depicted cultural heri-
tage [18]. Against the backdrop of the flourishing development of cultural heritage tourism,
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tourists’ perception of the cultural heritage determines their cognitive image and value judg-
ment of the destination, subsequently influencing their behavioral intentions. Historical story-
telling serves as a crucial means to enhance tourists’ cultural perception.

In recent years, scholarly interest in storytelling has proliferated across diverse disciplines,
including politics, communication, cognitive science, anthropology, organizational behavior,
and marketing, with a particular resonance in the domain of marketing [20]. Currently, the
tourism industry and academia seem to widely acknowledge that storytelling is an effective
communication tool that can attract potential tourists and promote and differentiate destina-
tions [21]. Recent research endeavors have delved into various aspects of storytelling, encom-
passing theoretical frameworks, research methodologies, and the impact of storytelling on
destination image and tourist experiences. Zhang and Ramyah (2024) conducted a compre-
hensive literature review on the role of storytelling in destination marketing, revealing that
scholars predominantly employ Heider’s Balance Theory and Narrative Transportation The-
ory in their investigations, with the latter gaining more traction in recent years [20]. Further-
more, it is observed that a majority of researchers favor qualitative approaches in studying
storytelling, significantly outnumbering quantitative studies.

Furthermore, the examination of storytelling’s influence on tourism destination image and
visitor experience has consistently piqued the interest of researchers. For instance, Jo, Cha and
Kim(2022) collected data from 259 tourists who experienced historical storytelling during
their travels in South Korea, examining the influence of tourism storytelling on the tourism
destination brand value, lovemarks, and relationship strength [22]. Gemar, Sanchez-Teba and
Soler(2022) utilized survey-based methods and count models to assess tourists” perceptions of
historical storytelling, destination image, and their intention to engage in cultural activities
[23]. Furthermore, scholars have employed qualitative methodologies, such as interviews and
observations, to explore the experiences and interpretations of tourists engaged with cultural
heritage storytelling [2].

It is worth noting that recently some scholars have begun to explore the application of digi-
tal storytelling in the tourism industry. For example, Paiva et al. (2023) used a gaming experi-
ment to find that digital storytelling can not only evoke people’s perception of environmental
degradation, stimulate ecological anxiety, sadness, and loneliness, but also connect these emo-
tions with views on sustainable actions and future practices [24].

Destination image

The destination image has a crucial role in influencing tourists’ perception and opinions of the
destination, playing a significant role in tourist behavior and travel purchase decisions [25].
Since the 1960s, the concept of image has been utilized in social and environmental psychol-
ogy, consumer behavior research, and marketing, representing individuals’ perception of
objects, events, and behaviors driven by impressions, sensations, and beliefs [26]. When
applied in the context of tourism, it is commonly referred to as "product brand image" or "des-
tination image." In recent years, scholars have undertaken extensive research on tourist desti-
nation image, which can primarily be categorized into three aspects: the definition and
dimensional constructs of destination image, the influencing factors of destination image, and
its impact on tourists” behavioral intentions.

Most scholars have studied the definition of destination image from the perspective of indi-
vidual tourists, but there is still no unified definition in current research. Crompton (1979)
defines destination image as the sum of a person’s trust, thoughts, and impressions of the desti-
nation [26]. Some scholars also consider destination image as a synthesis of people’s percep-
tions, impressions, beliefs, and viewpoints of the destination [27]. In addition, the dimensional
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division of destination image has always been a topic of interest to researchers, such as dividing
it into single-dimensional, two-dimensional, three-dimensional, etc. Pike and Ryan (2004)
believe that describing the destination image from the two dimensions of cognitive image and
affective image can better capture the destination image. Cognitive image refers to tourists’
objective cognition and views of the tourism destination, while affective image encompasses
tourists’ emotions towards the destination [28, 29].

Some scholars have discussed the factors influencing destination image. Balogu and
McCleary (1999) categorized the influencing factors of destination image into personal factors
and stimulus factors [30]. Building on this, Beelli and Martin (2004) expanded their research
and summarized the influencing factors of destination image as individual factors and infor-
mation sources, with personal factors typically including demographic variables, travel motiva-
tions, and destination familiarity; while information source factors are generally divided into
first-hand information sources (experience and sensation) and second-hand information
sources (social media and official websites, etc.) [31]. Of note, Wang et al. (2024) utilized inno-
vation system theory and qualitative methods to explore the influencing factors and formation
process of Cultural Inheritance-Based Innovation (CIBI) in Heritage Tourism Destinations
(HTD), finding that CIBI is influenced by multilevel factors of the environment, government,
enterprises, and public, encompassing basic innovation management conditions and sociocul-
tural constraints [4].

Many scholars have also studied the impact of destination image on tourists’ behavioral
intentions, dividing it into three stages: pre-travel, during travel, and post-travel. We find that
most scholars primarily focus on the influence of destination image on tourists” post-travel
behavioral intentions [15]. Gavurova et al. (2023) investigate the impact of tourism destination
image on travelers’ behavioral intentions from a transportation perspective, utilizing cluster
analysis and regression analysis to quantify the relationship between road transport develop-
ment indicators and visitor spending, revealing that traffic conditions significantly influence
visitors’ willingness to pay [32]. Yang et al. (2024) explored the heterogeneous eftects of differ-
ent tourism advertising styles on cultural heritage sites. The study found that compared to
direct tourism advertising, metaphorical tourism advertising can shape a more attractive
image of the tourist destination, thus stimulating stronger visitation intentions among cultural
heritage site visitors [14].

Perceived value

Perceived value is an important concept and theory in researching consumer experience and
experience quality. The concept of perceived value was first proposed by American service
marketing scholar Zeithaml (1988) in the field of marketing. He believes that perceived value
is the overall feeling that customers have after consuming a certain product or service, evaluat-
ing the input and output [33]. In recent years, scholars have studied various aspects of tourist
perceived value, including the concept of perceived value, dimensions of perceived value, and
its impact on tourist behavioral intentions, continuously expanding and improving the theory
of tourism perceived value.

Due to the different understandings of perceived value among scholars, there is diversity in
the definition of perceived value. Its definition can mainly be analyzed and discussed from per-
spectives such as cost and benefit, input and output ratio [34, 35]. Sancheztal (2006) suggests
that the concept of perceived value can be regarded as a multidimensional structure, which has
been widely applied in academia [36]. This approach enables us to overcome some of the issues
associated with understanding perceived value using traditional methods, particularly the
excessive focus on economic utility [33]. Furthermore, Scholars have divided perceived value

PLOS ONE | https://doi.org/10.1371/journal.pone.0307869 September 19, 2024 5/24

287



PLOS ONE

Exploring the influence of historical storytelling on cultural heritage tourists’ revisit intention

into different dimensions according to their research needs, such as single-dimensional, two-
dimensional, and three-dimensional, without a clearly unified method for dimensional divi-
sion. For example, the two-dimensional scale proposed by Grewal et al. (1998) is highly repre-
sentative [37]. They divided the dimensions of perceived value from the perspective of
transaction processes into transaction value and acquisition value, which is considered a reli-
able and effective measurement method [38].

Tourist perceived value is the subjective evaluation made by tourists regarding the services
and products obtained during the travel process, which can exert a positive effect on aspects
such as tourist satisfaction and behavioral intentions [39, 40]. Furthermore, it also influences
both the pre-purchase and post-purchase stages. Empirical research conducted by many schol-
ars has demonstrated that high levels of tourist perceived value can positively affect their revisit
intention. For example, Peng et al. (2023) explored the impact mechanism of tourists’ per-
ceived happiness on the revisit intention to traditional Chinese medicine cultural tourism des-
tinations based on attachment theory [2]. Through empirical research, it was found that when
tourists perceive a higher level of happiness at cultural heritage sites, their revisit intention is
significantly enhanced. Yao et al. (2020) took the case of Meizhou Island, the birthplace of Chi-
na’s first world-class intangible cultural heritage—Mazu belief, to explore the significant posi-
tive impact of tourist perceived value on revisit intention, with place attachment playing a
partial mediating role [40].

Revisit intention

Tourist revisit intention is one of the key indicators for sustainable development in the tourism
industry. Firstly, compared to first-time visitors, repeat visitors tend to have a greater eco-
nomic contribution to the tourism destination because of their increased interest in the desti-
nation, leading them to invest more time and effort, as well as purchase more tourism
products and services, thereby extending the life cycle of the tourism destination to some
extent [41, 42]. Secondly, from the perspective of tourist consumption behavior, retaining an
existing customer is much cheaper than acquiring a new one [43]. Consequently, scholars have
conducted extensive research on how to enhance tourist loyalty and stimulate revisit intention,
categorizing tourist loyalty into attitudinal loyalty and behavioral loyalty, with revisit intention
being a critical manifestation of tourist behavioral loyalty [44, 45].

Tourists’ revisit intention reflects the intention that tourists may want to visit a tourist place
again, and this revisit intention can be transformed into actual revisit behavior under certain
conditions [44]. In terms of research content, early studies identified factors influencing revisit
intentions primarily as tourists’ income, age, and occupation, among other external condi-
tions. Chen and Huang (2010), based on network text analysis and in-depth interviews, empir-
ically researched the motives for revisiting among tourists in Xiamen city [46]. They
concluded that factors such as age, occupation, and monthly income significantly influence
tourists’ revisit intention. It is worth noting that many early scholars overlooked internal fac-
tors such as psychological processes during tourists’ travel experiences. Subsequently, scholars
gradually recognized the importance of psychological factors such as travel motivation, satis-
faction, destination image, and travel involvement in influencing tourists’ revisit intention. In
current research on tourists’ revisit intention, scholars primarily focus on aspects such as moti-
vation [47], satisfaction [48], destination image [15], and perceived value [40], among others.
It has been found that these factors positively promote tourists’ revisit intention.

In addition, in terms of research methodology, scholars commonly employ traditional
quantitative analysis methods to investigate tourists’ revisit intentions, such as Structural
Equation Modeling and Logistic Regression analysis [2, 49]. However, these models assume
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that the variables do not affect each other, which may lead to omissions and deficiencies in the
research.

In general, scholars have extensively studied the factors influencing tourists’ revisit inten-
tion, and it has been found that the revisit intention is the result of a cumulative effect based
on multiple factors, necessitating consideration of various influences. The influence of external
characteristics tends to be secondary in comparison to the role of emotional factors. Therefore,
it is necessary to prioritize the perceptions and tourism experiences of visitors, conducting in-
depth analyses of their practical needs and psychological motivations, in order to effectively
enhance their revisit intention. For example, Rasoolimanesh et al. (2021) used the case study
of the world heritage city of Kashan in Iran to empirically investigate how visitor participation,
authenticity, and destination image directly or indirectly affect heritage site visitors’ revisit
intention and electronic word-of-mouth (eWOM) intention through memorable tourism
experiences (MTE) [50].

Place attachment

In the 1970s, geographer Tuan (1974) first proposed the concept of "topophilia” to summarize
the emotional connection between individuals and specific material spaces, including percep-
tions, values, and worldviews [51]. He conducted preliminary research on this concept, which
laid the theoretical foundation for place attachment. Originating from environmental psychol-
ogy, the theory of place attachment gradually became an important concept in disciplines such
as geography, tourism studies, and urban and rural planning, gaining widespread attention. As
research on place attachment deepened, many scholars applied it to tourism studies, analyzing
and exploring the emotional connections between people and places by treating place attach-
ment as an independent variable, a mediating variable, or a moderating variable. Dang and
Weiss (2021) conducted a systematic literature review examining the relationship between
place attachment and behavioral intentions [52]. Through qualitative analysis, they found that
many scholars have empirically demonstrated the significant impact of place attachment on
factors such as willingness to pay, loyalty, risk coping behavior, pro-environmental behavior,
and pro-tourism behavior.

In recent years, research on place attachment in the tourism industry has mainly focused
on dimensions and their impact on visitor satisfaction, loyalty, and behavioral intentions.
Most scholars believe that place attachment is a multidimensional concept, thus various meth-
ods of dimension division research have been proposed, such as single-dimensional, two-
dimensional, and three-dimensional, etc., but there is still no clear-cut division method. How-
ever, it is worth noting that Williams et al. (1992) proposed a division of place attachment into
two dimensions: place dependence and place identity. Place identity emphasizes emotional
connection, while place dependence leans towards people’s reliance on the functional aspects
of a place. This two-dimensional model has been validated and acknowledged by the academic
community [53].

In addition, many tourism scholars have found that place attachment has a direct or indi-
rect positive relationship with tourists’ satisfaction, loyalty, and behavioral intentions. This
study focuses on the impact of place attachment on tourists’ revisit intention. Place attachment
refers to the special emotions that people have towards a place due to various factors, and this
special emotion is an important influencing factor in forming tourists’ revisit intention, play-
ing a facilitating role in their decision-making process [54]. At the same time, cultural heritage
sites are more likely to evoke special emotions in tourists due to their unique historical, cul-
tural, and emotional values, thereby fostering a sense of place attachment and stimulating
revisit intentions [2, 40].
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Hypotheses development

In conclusion, scholars have been conducting in-depth research on historical storytelling and
revisit intentions, and have made certain research achievements, providing a theoretical basis
and guidance for the development of this study.

Storytelling is ubiquitous in every aspect oflife, as it can help people connect with each
other and cultivate empathy, leading individuals to attempt to "feel the world in the same way
as the characters in the story” [55, 56]. In the digital age, historical storytelling is considered an
effective means to enhance the reputation of destinations [57]. When tourism service person-
nel tell historical stories at cultural heritage sites, they create immersive and memorable experi-
ences for tourists, connecting them with the local social and cultural context, providing higher
quality tourism services, and helping tourists better understand the destination, stimulating
their interest in tourism, and increasing their participation and satisfaction [6]. Revisit inten-
tion usually refers to the likelihood of tourists returning to the destination, with factors influ-
encing revisit intention mainly including satisfaction, destination image, perceived value, etc.
[58]. Although the presence of historical storytelling is not among the numerous influencing
factors, existing research has found that historical storytelling has a positive impact on the
tourist experience and perceived value of cultural heritage sites [6]. Therefore, this study
believes that telling historical stories at cultural heritage sites can provide visitors with a better
tourism experience, enhance visitors” cognitive image, perceived value, and revisit intention.
Thus, this study proposes the following hypotheses:

H1: Historical storytelling positively influences the destination image.
H2: Historical storytelling positively influences tourists’ perceived value.
H3: Historical storytelling positively influences tourists’ revisit intention.

The image of a tourism destination reflects tourists” overall perception and impression of
the destination, and a good destination image can effectively stimulate tourists’ willingness to
visit and influence their travel decisions [15]. Zhang and Hou (2014) conducted an empirical
study using the case of Hongcun, a World Cultural Heritage site in Anhui province, which elu-
cidated that tourists’ positive perceptions of a destination’s image significantly encourage
revisit intention [59]. Furthermore, Lai et al. (2020) used Australia as an example to predict
the behavioral intentions of potential Chinese tourists by combining cognitive and affective
components of food imagery. The results showed that cognitive food imagery was more pre-
dictive of tourist behavioral intentions than affective imagery [60]. Therefore, this study
focuses primarily on the impact of destination cognitive imagery on tourists’ travel experiences
and behavioral intentions.

In addition, many scholars have recently studied the relationship between destination
image and tourist perceived value. Through empirical research, they have found that destina-
tion image has a significant impact on perceived value, with destinations having a favorable
image often exhibiting higher perceived value [61]. Gu and Cui (2023) used Hangzhou, which
possesses three world cultural heritage sites, as a case study and found that tourists” cognition
of world cultural heritage significantly influences their perceived quality and perceived value
[62]. Therefore, this study proposes the following hypothesis:

H4: The image of a tourist destination positively influences tourists’ revisit intention.
H5: The destination image of tourism positively influences tourists’ perceived value.

Based on the aforementioned literature review, we discern a positive influence of tourists’
perceived value on their revisit intentions, an effect that persists within the context of cultural
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heritage tourism [2]. For example, Han (2015) takes the Ling Shan Buddhist cultural leisure
resort in Wuxi as an example, and through empirical research, it is found that perceived value
is the antecedent variable of satisfaction and behavioral intention, and the perceived value of
cultural tourist destinations will directly affect their behavioral willingness [63]. Therefore, this
study proposes the following hypotheses:

Hé: Tourist perceived value positively influences tourist revisit intention.

Based on the previous assumptions, this study attempts to delve into the potential chain-
mediated effects in the research model. Existing literature has analyzed the relationship
between destination image, perceived value, and tourists’ revisit intention, revealing that per-
ceived value plays a mediating role between destination image and tourists’ revisit intention
[64]. Meanwhile, many scholars tend to focus only on the overall perceived value when explor-
ing the mediating role of perceived value between destination image and behavioral intention
[16, 40]. Therefore, this study mainly focuses on the role of overall perceived value in the
model.

Xu and Li (2018) studied the mechanism of the effect of destination image in Xinjiang,
China on tourists’ behavioral intentions, finding that perceived value plays a crucial role in the
impact mechanism of destination image perception on tourists’ behavioral intentions [16].
However, this relationship has not yet been fully explored in the specific context of cultural
heritage tourism. This study argues that historical storytelling can effectively enhance tourists’
perception and views of a destination, thereby enabling tourists to experience higher value and
ultimately strengthening their revisit intention. Therefore, this study considers historical story-
telling as the antecedent variable, destination image and perceived value as the mediating vari-
ables, and revisit intention as the outcome variable, to delve into the potential chain-mediated
effects. Thus, this study proposes the following hypotheses:

H7: The destination image plays an intermediary role between historical storytelling and tour-
ists’ revisit intention.

H8: Tourist perceived value plays an intermediary role between historical storytelling and
tourists’ revisit intention.

H9: The destination image and tourist perceived value play a mediating role in the relationship
between historical storytelling and tourists’ revisit intention.

Furthermore, based on the literature review above, we can find that place attachment has a
significant impact on the revisit intention [63]. It is worth noting that Yun and Liu (2023)
introduced place attachment as a moderating factor into the research framework, and found
that place attachment can moderate the impact of perceived distance on tourists’ behavioral
intentions [65]. Furthermore, they discovered that perceived value mediates the moderating
effect of place attachment on tourists.

Place attachment is the connection formed between individuals and places through interac-
tion, which can influence tourists’ emotions and behaviors towards tourism destinations [52].
In cultural heritage tourism, this attachment may become more profound and intricate due to
the unique character and historical significance of the cultural heritage sites [2]. Therefore,
this study believes that different levels of place attachment will moderate tourists’ revisit inten-
tion. This study suggests that when tourists have a high level of place attachment to the desti-
nation, historical storytelling will make it easier for them to develop a desire to revisit, and the
mediating effect of destination image and perceived value between historical storytelling and
revisit intention will also be strengthened. Therefore, this study proposes the following
hypothesis:
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Fig 1. Research model.
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H10: Place attachment plays a positive moderating role in the impact of historical storytelling
on the revisit intention.

H11: Place attachment positively moderates the mediating role of destination image between
historical storytelling and revisit intention in tourism.

H12: Place attachment positively moderates the mediating role of perceived value in historical
storytelling and revisit intentions for tourists.

In conclusion, based on the above analysis and reasoning, this study has constructed a
research model from the perspective of the SOR framework, which includes historical story-
telling, destination image, perceived value, place attachment, and revisit intention (Fig 1). Fur-
thermore, in this research model, destination image and perceived value play a mediating role,
while place attachment has a moderating effect.

Methodology
Research scope and object

This study takes the Mogao Grottoes in Dunhuang, a UNESCO World Heritage site, as a case
study. Popularly known as the Thousand Buddha Caves, the Mogao Grottoes are hailed as the
"most valuable cultural discovery of the 20th century” and the "Eastern Louvre". They are the
largest and most abundant Buddhist art site in the world, possessing significant historical and
cultural value as well as tourism value. Meanwhile, the Dunhuang Mogao Grottoes serve as a
microcosm of the evolution of Chinese cave art, representing the longest-lasting, most rich in
content, artistically exquisite, well-preserved, and most influential grotto group in China [66].
In 1987, the Mogao Grottoes were designated as one of the first World Cultural Heritage sites
in China, enjoying high international recognition and attracting a large number of visitors for
sightseeing. This can provide a representative sample for empirical research on the tourist
experience and revisit intentions of cultural heritage sites.

In Dunhuang, where the tourism industry accounts for a significant proportion of the ter-
tiary sector at 63.33%, the Mogao Grottoes undoubtedly serve as the cornerstone of its tourism
brand. The development of Mogao Grottoes tourism directly determines the prosperity or
decline of Dunhuang’s tourism economy. According to statistics from the cultural and tourism
department of Dunhuang City, in 2023, the Dunhuang tourism industry, centered around the
Mogao Grottoes, received a total of 16.82 million visitors and achieved tourism revenue of
15.6 billion yuan, both reaching historical highs [67]. In recent years, the Dunhuang Research
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Institute has further developed cultural experiential projects to enhance the Dunhuang tour-
ism experience and attract more visitors. For example, the digital Dunhuang project "Seeking
Dunhuang" combines advanced game technologies such as 3D modeling and VR virtual reality
scenes to lead visitors to "travel through” historical time and "explore" the thousand-year-old
Dunhuang. Compared with other cultural heritage sites, the Mogao Grottoes have experienced
thousands of years of history, where various cultures from ancient and modern times, both
domestic and foreign, converge and blend. This long and ancient history provides an impor-
tant cultural backdrop and ample historical materials for historical storytelling, as well as facili-
tates our study of the impact of historical storytelling on tourists’ travel experiences and revisit
intentions.

Construct measurement and questionnaires

This study employed a questionnaire survey comprising two parts. The first part aimed to col-
lect respondents’ basic information. The second part aimed to measure levels of various con-
structs. Historical storytelling consisted of four items aimed at assessing the persuasive level of
local historical storytelling in Mogao Grottoes [6, 68]. Destination image included seven items
aimed at gauging tourists’ perceptions of various aspects of the tourist destination [69, 70].
Perceived value consisted of three items aimed at evaluating the overall assessment of tourists
on the tourism process [48, 71]. Place attachment comprised six items aimed at measuring the
emotional connection between people and places [53]. Revisit intentions by tourists included
three items aimed at assessing tourists’ intention to revisit the Mogao Grottoes scenic area [2,
72]. These items were formatted using a 7-point Likert scale, where 1 indicated low levels and
7 indicated high levels. The questionnaire’s five latent variables totaled 23 items. Considering
the quality and effectiveness of the questionnaire, investigators conducted a survey in advance
on 51 tourists who had experienced historical storytelling at the Mogao Grottoes in Dunhuang.
Based on the analysis results, one item with alow factor loading in the destination image was
removed, resulting in the formal survey questionnaire on the intention of revisiting the Mogao
Grottoes. Please refer to the S1 Appendix for the questionnaire.

Data collection and analysis

This study employs a convenience sampling method to conduct a survey on visitors at the
Mogao Grottoes scenic area. This non-probability sampling strategy is deemed cost-effective
and suitable for an on-site tourist survey in behavioral science research [73]. While the target
population and survey locations were intentionally chosen, the sampling process was sponta-
neous, which will reduce research bias [74]. The data collection for this questionnaire is mainly
based on the self-completion method. This study obtained data from two channels, online and
offline. Firstly, the researchers distributed survey questionnaires to local tourists randomly at
the Mogao Grottoes in Dunhuang during the peak tourist season. Data collection was con-
ducted during two time periods to ensure the diversity of the data, from October 1, 2023 to
October 3, 2023, and from January 1, 2024 to January 3, 2024. A total of 244 questionnaires
were distributed and all were collected. Secondly, from February 3, 2024 to March 3, 2024,
researchers distributed online survey questionnaires through the Wenjuanxing platform and
received a total of 107 completed questionnaires. After excluding 26 incomplete question-
naires, a total of 325 valid surveys were obtained, representing an effective response rate of
92.6%. There is no consensus among scholars regarding the selection of sample size. Comrey
(1978) suggests that the minimum sample size should be at least 200, while Nunaly (1978) sug-
gests that the sample size should be at least ten times the number of variables 75, 76]. There-
fore, the 325 samples in this study meet the requirements of the above scholars, ensuring the
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accuracy and reliability of the model. This study used statistical software SPSS 26.0 and AMOS
26.0 to analyze the data from a total of 325 questionnaires collected online and offline.

Results

Respondent profile

In the 325 samples, there were 138 males and 187 females. Among the respondents, 228 were
aged between 26 and 40, while 65 were aged between 41 and 60. In terms of education, 261
respondents had a bachelor’s degree, and 46 had a master’s degree or higher. Regarding
monthly income, 164 respondents had a monthly income between 5000 and 10000 RMB,
while 82 had a monthly income between 10001 and 20000 RMB. It can be observed that visi-
tors to the Mogao Grottoes generally have higher incomes. Additionally, only 102 respondents
had visited the Mogao Grottoes before, accounting for 31.4% of the total. Therefore, research
on visitors’ revisit intention is crucial for the future development of Mogao Grottoes tourism.
For detailed information on the respondents, please refer to Table 1.

Data reliability and validity

By examining the specific indicators of each item in the model, the reliability and validity of
the model can be measured. First, the reliability of the model can be assessed by examining the
value of Cronbach’s Alpha. Nunnally (1978) suggested that a Cronbach’s Alpha value greater
than 0.7 indicates acceptable reliability, while a value greater than 0.8 indicates good reliability
[76]. As shown in Table 2, the Alpha values of each latent variable range from 0.778 to 0.936,
indicating relatively good reliability of the scale. Secondly, the convergent validity of the model
can be evaluated by examining the factor loading, composite reliability (CR), and average vari-
ance extracted (AVE) of each latent variable. According to the standards proposed by Fornell
and Larcker (1981), a CR value greater than 0.6 and an AVE value greater than 0.5 indicate an
acceptable level of convergent validity [77]. Pearce and Lee (2005) suggested that in addition to

Table 1. Demographics descriptive data analysis. (n = 325).

Variable n % \ Variable n %

Gender \ Occupation

Male 138 425 Government employees 35 10.8

Female 187 575 Sole trader | 74 22.8
Enterprise employee | 92 28.3

Age Student 21 6.5

Under 18 4 12 | Retired 31 9.5

18-25 25 77 Other 72 22.2

26-40 228 702

41-60 65 20 Education

Over 60 3 09 Junior high school and below 1 0.3
Senior high school |17 5.2

Monthly income College 261 80.3

5,000 yuan or less 42 129 Master’s degree and above 46 14.2

5,001-10,000 yuan 164 50.5

10,001-20,000 yuan 82 252 Have you ever visited the

i | Mogao Caves before? |

20,001-30,000 yuan 33 10.2 Yes 102 314

30,001 yuan or more 4 12 No 223 68.6

https://doi.org/10.1371/journal.pone.0307869.t001
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Table 2. Results of reliability and convergent validity testing.

Construct measures Factor Loading | Cronbach’sa AVE |CR
Historical storytelling 0.936 0.791 | 0.938
The story of the place is engaging 0.937

The story of the place is very memorable 0.908

The story helps me to understand the history of the place 0.913

The story helps me to understand the people in the past 0.798 7
Destination image 0.882 0.5320.872
This place offers suitable accommodation 0.742

This place has high-quality infrastructure 0.757

The place offers attractive local food 0.740

This place has a standard of hygiene and cleanliness 0.716

The inhabitants of this place are interesting and friendly 0.779

This place has beautiful scenery 0.737

Perceived value 0.778 0.601 | 0.817
Overall, I think the value of my travel experience is high 0.896

Compared to the time and energy I paid, I think I have received good value 0.747

Compared to the price I paid, I think I have received good value 0.666

Revisit intention 0.851 0.709 | 0.878
I plan to visit the Mogao Grottoes again in the future 0.913

I will probably travel to the Mogao Grottoes again in the next five years 0.680

Given the opportunity, I will come to the Mogao Grottoes next time 0.908

Place attachment 0.874 0.536 | 0.874
The Mogao Grottoes provided me with a unique tourism experience. 0.744

Compared to other tourist destinations, the tourism facilities and offerings at the Mogao Caves better cater to my 0.686

needs.

Compared to other tourist destinations, I prefer Mogao Grottoes. 0.732

There is a strong sense of identification with the Mogao Grottoes. 0.757

I have a deep affection for the Mogao Caves. 0.723

Visiting the Mogao Caves is very meaningful to me. 0.750

Note: CR = composite reliability; AVE = average variance extracted.

https://doi.org/10.1371/journal.pone.0307869.t002

meeting the former criteria, the standardized factor loading of all measurement items should
be greater than 0.6 to meet the standard [78]. As shown in Table 2, the factor loading, CR, and
AVE values of each latent variable all meet the standards, indicating good convergent validity

of the scale.

In addition, discriminant validity testing of all latent variables can evaluate the discriminant
validity of the model. According to the standards proposed by Fornell and Larcker (1981), the
square root of the average variance extracted (AVE) should be greater than the inter-variable
correlations [77]. As shown in Table 3 below, the square root of the AVE for each latent

Table 3. Results of the discriminant validity test.

Construct ‘ Place attachment | Historical storytelling
Place attachment ‘ 0.732
Historical storytelling | 0.589 , 0.891
Destination image | 0.416 _ 0707
Perceived value \ 0.421 0715
Revisit intention | 0.502 » 0717

https://doi.org/10.1371/journal.pone.0307869.t003

|
|

Destination image

0.746
0.663
0.677

Perceived value

0.775
0.699

Revisit intention

0.841
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Table 4. Model fitting result.

Model Indexes CMIN/DF
Value 1711
Suggested Values 1-3

https://doi.org/10.1371/journal.pone.0307869.t004

Table 5. Results of model path relationship test.

GFL | NH REI IFI TLI CFI |  RMSEA
0913 | 0930 0.919 0.970 0.965 0969 | 0047
=09 | >09 >0.9 >09 >0.9 =09 <0.05

variable on the diagonal is greater than the correlations between the corresponding variables,
indicating good discriminant validity of the scale.

Structural model and hypotheses test

Main effect analysis. This study used AMOS 26.0 to test the model fit and path relation-
ships. As shown in Table 4, according to the standards proposed by Wu (2009), CMIN/DF
(chi-square degrees of freedom ratio) = 1.711, within the range of 1-3, RMSEA (root mean
square error of approximation) = 0.047, within the excellent range of <0.05 [79]. Additionally,
the test results of GFI, NFI, and RFI indicators all reached excellent levels of above 0.9. There-
fore, the results of model fit testing indicate that the model in this study has a good fit.

Next, as shown in Table 5, historical storytelling has a significant positive impact on the des-
tination image (B = 0.707, p<0.001), perceived value (B = 0.493, p<0.001), and revisit intention
(B =0.254, p<0.001). Additionally, the destination image has a significant positive impact on
the perceived value (B = 0.315, p<<0.001) and revisit intention (B = 0.246, p<0.001). Finally, the
perceived value has a significant positive impact on the revisit intention (p = 0.303, p<0.001).
Therefore, this study assumes that hypotheses H1-H6 are all valid.

Mediation effect analysis. This study further explores the chained mediation effect of
destination image and revisit intention in the model. In testing the mediation effect, MacKin-
non etal. (2004) argue that the bootstrapping method is superior to the causal steps test and
the Sobel test [80]. According to Hayes (2009), if the confidence interval between the upper
and lower limits does not include zero, then the mediation effect is significant [81]. As shown
in Table 6, firstly, destination image significantly mediates the relationship between historical
storytelling and revisit intention (B = 0.174, p<0.05); secondly, perceived value significantly
mediates the relationship between historical storytelling and revisit intention (B = 0.149,
p<0.05); finally, historical storytelling significantly influences revisit intention through the
chained mediation of destination image and perceived value (B = 0.067, p<0.05). Therefore,
this study assumes that H7-H9 are all supported.

Moderating effect analysis. According to Edwards and Lambert (2007), the regression
coefficients were tested using model 89 from the PROCESS 4.1 plugin in SPSS 26.0. The inter-
action effects between the moderator variable and the mediator variable were examined using
the bootstrapping method, and the changes in the mediated effect after moderation were

Path Estimate SE. | CR P R
Destination image <— Historical storytelling 0.707 0.053 ‘ 11.849 . 0.500
Perceived value <— Historical storytelling 0.493 0.053 ‘ 6.38 e 0.561
Perceived value <— Destination image | 0.315 0.059 ‘ 4.106 b
Revisit intention <— Historical storytelling 0.254 0.053 ‘ 3.339 i 0.622
Revisit intention <— Destination image 0.246 0.057 ‘ 3.401 e
Revisit intention <— Perceived value 0.303 0.077 ‘ 3.999 s
Note: *** p< 0.001.
https://doi.org/10.1371/journal.pone.0307869.t005
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Table 6. Results of standardized mediation effect
Paths Estimate SE
stdIndA1 0.174 0.050
stdindA2 0.149 0.049
stdIndA3 0.067 0.025

tests.
Bias-corrected 95%CI Percenntile 95%CI
Lower Upper P Lower Upper ‘ P
0.074 0.270 0.001** 0.078 0.275 ‘ 0.000***
0.069 | 0.260 0.000*** 0.067 0.253 ‘ 0.001**
0.030 0.131 0.000*** 0.026 0.123 ‘ 0.001**

Note: Standardized estimating of 5000 bootstrap samples

*p < 0.01
***p < 0.001. stdindA1:Historical storytelling—De

stination image— Revisit intention; stdIndA2:Historical storytelling— Perceived value—Revisit intention; stdIndA3:

Historical storytelling— Destination image—Perceived value— Revisit intention.

https://doi.org/10.1371/journal.pone.0307869.t006

ultimately determined [82]. As shown in Table 7, after controlling for age, education, monthly
income, and visit frequency, the study found that place attachment positively moderated the
relationship between historical storytelling and revisit intention (b = 0.171, p<0.05). The inter-
action term of destination image and place attachment (b = 0.046, p>>0.05) and the interaction
term of perceived value and place attachment (b =-0.156, p>>0.05) do not have a significant
impact on revisit intention. Therefore, H10 was supported, while H11 and H12 were not sup-
ported. Furthermore, the previous visit to the destination had a significant impact on tourists’
revisit intention.

In order to further analyze the moderating effect of different levels of place attachment on
the relationship between historical storytelling and revisit intentions, this study conducted a
simple slope analysis. As shown in Fig 2, when there is a high sense of place attachment
(b =0.256, p<0.01), the positive impact of historical storytelling on revisit intentions is signifi-
cant, while when there is a low sense of place attachment (b = 0.068, p>>0.05), the positive
effect is not significant. This finding further supports H10.

Table 7. Results of moderated mediation analysis.

Revisit intention
coeff se t
6.153 0.172 35.847***
Historical storytelling 0.162 0.042 3.892%**
Destination image 0.219 0.047 4.651***
Perceived value 0.282 0.046 6.058""*
Place attachment 0.103 0.042 2.455*
Historical storytelling x Place attachment 0.171 0.075 2.291*
Destination image x Place attachment 0.046 0.075 0611
Perceived value x Place attachment -0.165 0.103 -1.598
Age -0.032 0.034 -0.95
Education -0.03 0.042 -0.697
Monthly income 0.007 0.023 0312
Have you ever visited the Mogao Caves before? -0.113 0.04 -2.846"
R-sq 0.563
F 36.725
Note: Standardized estimating of 5000 bootstrap samples
*p <0.05
*p <001
***p < 0.001.
https://doi.org/10.1371/journal.pone.0307869.t007
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Fig 2. The moderating role of place attachment between historical storytelling and revisit intention.
https://doi.org/10.1371/journal.pone.0307869.9002

Conclusion and prospects
Conclusion and discussion

This study explores the chain mediation effect between historical storytelling and revisit inten-
tion through the mediating variables of destination image and perceived value. Building on
this, further analysis was conducted on the moderating effect of place attachment on revisit
intentions across different paths. In conclusion, the results of this study provide valuable
insights into the relationships among historical storytelling, destination image, perceived
value, place attachment, and revisit intention.

The main findings can be summarized into three key points. Firstly, the establishment of
hypotheses H1, H2, and H3 indicates that historical storytelling can enhance the destination’s
cognitive image and perceived value, stimulating tourists’ revisit intention. This is consistent
with the research findings of Go and Govers (2012), who suggest that effective historical story-
telling has a positive impact on tourist engagement and satisfaction [19]. Our research further
demonstrates that even in the absence of explicit destination image and perceived value, his-
torical storytelling itself can have a positive impact on revisit intentions. However, the lack of
these intermediate variables would not be conducive to fully stimulating tourists revisit inten-
tions. The establishment of hypotheses H7, H8, and H9 suggests that the chain-mediated effect
of destination image and perceived value is beneficial for historical storytelling to better stimu-
late tourists’ revisit intention. This means that by shaping positive destination images and
enhancing perceived value, historical storytelling can more effectively stimulate tourists’ revisit
intention.

Secondly, this study explores the relationship between destination image, perceived value,
and revisit intention. Based on the hypotheses H4, H5, and H6, the study found that a better
destination cognitive image is conducive to enhancing tourists’ perceived value. The destina-
tion’s cognitive image and perceived value will have a significant positive impact on tourists’
revisit intention, which is consistent with the findings of Xu and Li. Xu and Li (2018) found
that perceived value plays a crucial role in the impact of destination cognitive image on tour-
ists’ behavioral intentions [16]. Through empirical research using this model, it was found that
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this relationship also holds true in cultural heritage tourism. Furthermore, this study found
that compared to destination image, perceived value has a greater impact on revisit intention.

Finally, according to the established hypothesis H10, place attachment plays a significant
positive moderating role between historical storytelling and revisit intention. This study was
conducted in the context of cultural heritage tourism, revealing that the impact of historical
storytelling on revisit intention varies across different levels of place attachment. When tour-
ists have a higher level of place attachment, the influence of historical storytelling on their
revisit intention is strengthened. The non-confirmation of Hypotheses H11 and H12 suggests
that place attachment does not exert a significant moderating influence on the mediating effect
of destination cognitive image and perceived value in the relationship between historical story-
telling and revisit intention. This indicates that in cultural heritage tourism, place attachment
is an important factor influencing tourists’ revisit intention, but its role is mainly reflected in
directly enhancing the attractiveness of historical storytelling to tourists, rather than indirectly
affecting tourists’ revisit intention by adjusting other variables (such as destination cognitive
image and perceived value). This is also similar to the research results of Hu, Wang, and Yun
etal., suggesting that place attachment may have a certain moderating and promoting effect
on revisit intention [17, 65, 83]. Wang et al. (2022) found that by introducing place attachment
as a moderating variable, place attachment plays a positive moderating role in the relationship
between pro-environmental behavior and revisit intention [83].

Theoretical implications

This study constructs a research model of tourists’ revisit intention based on the SOR theory,
enriching and broadening the research on tourists’ revisit intention, and has certain theoretical
significance. The theoretical significance of this study mainly includes the following three
points.

Firstly, the construction of the model for revisiting intentions of tourists at cultural heritage
tourism sites in this study contributes to the refinement of the management theory of cultural
heritage tourism. Kim (2014) argued that research on tourist experiences should shift the focus
from the objective attributes of destinations to the subjective interpretations of these attributes
by tourists [84]. Our study extends the research on tourists’ revisit intentions by revealing the
relationship between historical storytelling and tourist perceptions from the perspective of
tourists’ subjective interpretations [2]. By introducing historical storytelling as an antecedent
variable to enhance tourists’ perception of cultural heritage tourism, and using this as a starting
point, the impact of historical storytelling on tourists’ revisit intention is discussed, enriching
the research content of cultural heritage tourism.

Secondly, this paper further explores the chain mediation effect of destination cognitive
image and perceived value as multiple mediators between historical storytelling and tourists’
revisit intention. The hypothesized chain mediation effect is validated, indicating that histori-
cal storytelling significantly influence tourists’ revisit intention through the chain mediation
effect of destination cognitive image and perceived value. This study expands the understand-
ing of the multiple pathway relationship between historical storytelling and tourists’ revisit
intention, providing alternative perspectives for cultural heritage tourism research.

Finally, many scholars currently consider place attachment as a mediating variable in differ-
ent tourism contexts, confirming its positive correlation with tourists’ revisit intention [2, 85].
Our study treats place attachment as a moderating variable and examines its impact on tour-
ists’ revisit intention in this research. From the empirical findings of our study, place attach-
ment as a moderating variable only exerts a moderating effect between historical storytelling
and tourists’ revisit intention, while it does not significantly moderate the mediating role of
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destination image and perceived value between historical storytelling and tourists’ revisit
intention. Therefore, this study concludes the influence of place attachment on tourists’ revisit
intention across different paths in the model. Additionally, this research partially addresses the
deficiency in current revisit intention studies by considering moderating variables.

Management implications

The results of this study have certain management implications for the development of the
Mogao Grottoes tourism industry. It can not only guide tourism practitioners and destination
managers to enhance visitor experiences and increase perceived value through specific strate-
gies, but also provide certain references and insights for other cultural heritage sites.

The practical significance of this study mainly includes three points. First, through the
results of this study, we found that historical storytelling has a significant impact on enhancing
tourists’ revisit intention. Therefore, in the development of cultural heritage tourism, it is
important to thoroughly collect and research various local historical stories, such as religious
legends, mythological stories, biographies, fables, and court life. These stories should then be
cleverly combined with tourist experiences through tour guides, digital technology, and virtual
reality (VR)/augmented reality (AR) techniques or more innovative means. This will showcase
the destination’s rich historical significance and cultural heritage to tourists, allowing them to
immerse themselves in the cultural experience, enhance their satisfaction, and strive for a
broader development space in the tourism market. For the Mogao Grottoes scenic area, first of
all, it is necessary for the local government and the scenic area management department to
establish a professional team responsible for collecting, researching, and verifying various local
stories and historical legends; secondly, not only should professional training be provided to
tour guides so that they can vividly and accurately tell the local historical stories, but efforts
should also be made to develop the Mogao Grottoes tourism app to provide story interpreta-
tion, AR experiences, and other functions; finally, through economic incentive measures and
honor selection, local residents should be encouraged to participate in the inheritance and sto-
rytelling of historical stories, in order to enhance the authenticity and interactivity of the tour-
ist experience.

Secondly, according to this study, we found that destination cognitive image and perceived
value have a significant chain-mediated effect between historical storytelling and tourists’
revisit intentions. Furthermore, destination cognitive image and perceived value themselves
have a significant positive impact on tourists’ revisit intentions. This finding emphasizes the
importance of integrating historical storytelling and destination image building in destination
management. Therefore, destination managers can develop tourism products and upgrade sce-
nic areas based on tourists’ consumption preferences and purchasing behavior, aiming to
enhance tourists’ destination cognitive image and perceived value, thus improving the quality
of scenic area services and revenue, and extending the tourism life cycle of the Dunhuang
Mogao Grottoes scenic area. Specifically, the Mogao Grottoes tourist site could conduct in-
depth market research to comprehend the distinct needs and preferences of various visitor seg-
ments. Based on the research outcomes, it could devise a diversified range of tourism products.
For instance, targeting young tourists, innovative projects integrating technology and interac-
tive experiences could be developed, such as Augmented Reality (AR) tours and Virtual Reality
(VR) experiences, offering them an immersive and novel experience. For art and culture
enthusiasts, tour packages centered around Dunhuang murals could be introduced, combining
art appreciation, cultural lectures, and hands-on workshops, enabling visitors to gain a more
profound understanding of Dunhuang’s art heritage. At the same time, it is important to
strengthen the level of scenic area services and create a high-quality tourism service
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environment. By analyzing the strengths and weaknesses in the marketing and service man-
agement of the Mogao Grottoes tourism scenic area, and summarizing corresponding optimi-
zation strategies, the level of tourism scenic area service management can be improved, and its
brand competitiveness can be enhanced. For example, the management department should
increase funding and upgrade the infrastructure of the scenic area, such as improving restroom
facilities, adding rest areas, and providing more information signs, in order to enhance the
comfort of tourists during their visits. In addition, it is necessary to establish a standardized
complaint handling process based on feedback from tourists, clearly defining the steps of com-
plaint reception, recording, investigation, response, and feedback, to ensure transparency in
the process and let tourists know how their complaints will be addressed.

Finally, the research results also emphasize the significant moderating role of place attach-
ment between historical storytelling and tourists’ revisit intention. This requires cultural heri-
tage sites to pay attention to cultivating visitors’ place attachment emotions in the
management and development process, in order to promote visitors’ tourism experience, satis-
faction, and revisit intention, and thus promote the sustainable development of cultural heri-
tage tourism. Managers should pay particular attention to showcasing the unique culture of
Mogao Grottoes and its distinctive tourism products in tourists’ travel experiences, allowing
them to obtain a one-of-a-kind tourism experience and creating a competitive advantage
through differentiation. As a representative of Dunhuang culture, Mogao Grottoes possesses
abundant historical and cultural heritage resources. Integrating this unique cultural resource
into tourists’ travel experiences is conducive to fostering a sense of connection between people
and the land, enhancing tourists’ emotional attachment to the place, and thereby stimulating
their revisit intention. First, the scenic area can design a series of cultural experience activities,
such as Dunhuang mural copying, Silk Road history lectures, Dunhuang dance workshops,
etc,, to allow visitors to personally experience the unique charm of Dunhuang culture; sec-
ondly, managers can make full use of social media platforms to encourage visitors to share
their experiences and stories at the Mogao Grottoes, and enhance visitors’ attachment to the
Mogao Grottoes through user-generated content; finally, the Mogao Grottoes can also provide
personalized services for visitors, such as inviting them to attend the opening of new exhibi-
tions and cultural lectures at the Mogao Grottoes, or offering special discounts to returning
visitors, allowing visitors to feel the special attention of the Mogao Grottoes to them, effectively
enhancing visitors’ emotional attachment to the Mogao Grottoes and stimulating their revisit
intention.

Limitations and future research directions

The findings of this study provide relevant insights and perspectives on the relationships
between historical storytelling, destination image, perceived value, place attachment, and tour-
ists’ revisit intention. However, there are still some limitations.

Firstly, in terms of research methods. The questionnaire data obtained in this study mainly
relies on self-administered surveys by tourists. Given that the responses to the survey may be
influenced by participants’ cultural background, regional of origin, educational background,
mood, cognition, and experiences, the answers provided by the respondents are inherently
constrained to some extent. In future research, it could be beneficial to consider incorporating
more objective data collection methods to enhance the reliability of the study. For example,
using structured interviews to have face-to-face communication with tourists, delving deeper
into their perspectives and opinions; or employing observational methods to collect data by
directly observing tourists’ behaviors and phenomena; additionally, combining big data analy-
sis by utilizing existing datasets and data mining techniques to gather information.
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Secondly, in terms of research content. This study mainly focuses on the destination cogni-
tive image and tourists’ overall perceived value, without conducting in-depth analysis on other
dimensions of destination image and perceived value. The aim is to explore the influence of
historical storytelling on the tourist experience and revisit intention of cultural heritage site
visitors from a macro perspective. In future research, further exploration can be conducted on
the emotional image and overall image within the destination image, as well as other dimen-
sions such as transaction value and acquisition value in perceived value, in order to reveal the
influence of historical storytelling on destination image and tourist perceived value from a
more micro perspective. Furthermore, this study examined the moderating effect of place
attachment, and found that it does not have a significant moderating effect on the mediating
role of destination cognitive image and perceived value. In future research, other related mod-
erating variables such as tourism involvement, gender, emotions, and novelty-seeking motiva-
tion can be explored.

Finally, in terms of the research subject. This study takes the famous World Cultural Heri-
tage site, the Mogao Grottoes in Dunhuang, as a case study for empirical research. Its long his-
tory and innovative tourism experience projects are likely to further enhance the effectiveness
of historical storytelling, which may limit the generalization of the research findings to other
cultural heritage sites. In future research, further exploration can be conducted on the impact
of historical storytelling on tourists travel experiences and revisiting intentions at other cul-
tural heritage sites, in order to explore potential variations in the effectiveness of these
strategies.
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