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Abstract 

This paper explores the relationship between tourists’ perceived authenticity, quality of experience and 
positive behavioral intentions of visitors to Daraphirom Palace, Chiang Mai Province in Thailand. The 
site studied is aformer residence of a Princess of Chiang Mai, Dararasami, a royal consort of King 
Chulalongkorn who reigned from 1868 to1910. 

In examining the level of tourists’ perceived of authenticity, the study employedthe concepts of 
negotiable authenticity and other issues on authenticity. Visitors were asked to evaluate the 
authenticity of the site/ exhibitioninterpretationon a likertscale.While appreciating the notions of tourist 
satisfaction, the study examined further the role of perceived authenticity as a determinant of tourists’ 
experience and intentions.  
 
Demographic variables and trip characteristics were also analyzed to investigate the level of influence 
they might have on perception of authenticity and experience quality.The results allow identification of 
the strengths and weaknesses of the exhibition/ site development and are discussed in terms of 
managerial implications. Research findings also contribute to a better understanding of the cognitive-
affective-behavioral mechanism. 
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INTRODUCTION 

Heritage tourism, a branch of cultural tourism, has been considered as an 
important tool of community economic development. Also, it could be something that 
is used to develop local culture, strengthen a community pride and establish good 
image of a destination (Halewood & Hannam, 2001; Kim, Kim, Ruetzler, & Taylor,  
2010).Through this kind of tourism, people are given the opportunity to see and 
understand others; their histories, their livings, their society, how and why they 
preserve their traditions and identity. Generally, the heritage tourism embraces 
traditional folklores, arts and crafts, social customs, and cultural celebrations. 

Authenticity, or at least perception of it, has been involved around tourism 
business as a basic principle for tourism development, especially heritage tourism. The 
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concept of authenticity is of interest in the marketing of heritage tourism and has 
applied as a promotional tool to advertise the heritage sites since it is acknowledged 
as the important drive that motivate tourists to travel to distant places. Nowadays, 
tourist’s quest for authenticity becomes determined factor of quality of heritage 
offerings and tourist satisfaction (Chhabra, Healy, & Sills, 2003;Halewood, & Hannam, 
2001;Goulding, 2000; Kolar &Zabkar, 2010; Waller, & Lea, 1999).Some studies place 
the perceived authenticity of the tourist as an output of their experience derived from 
site’s interpretation such as museum. In contrast, the perceived authenticity could be 
considered as an input or drive that determines tourists’ feelings like happiness and 
excitement, and behaviors like spending and loyalty as consequences (Kolar & Zabkar, 
2010; Waller, & Lea, 1999). 

Apart from the authenticity, quality of experience has been recognized as vital 
ingredient of heritage tourism (Chhabra, Healy, & Sills, 2003). As the concept of 
economic value has developed from commodities, goods and services to experiences 
(Pine and Gilmore, 1999), leisure and tourism, which are hedonic in nature, have 
shifted from functions and benefits-based consumption to experiential-based 
consumption which emphasized consumer’s preference and quality of personal 
experience (Kao, Huang, & Wu, 2008). It is very important for heritage managers to 
provide quality service and valuable experiences that encourage visitors to come back 
and repurchase their experiences. Previous studies have shown that quality of tourism 
service/ product, perceived value and satisfaction should be examined to understand 
tourists’ behaviors and their intentions (Baker & Crompton, 2000; Petrick, 2004; 
Petrick & Beckman, 2002). Since they are indentified as three major variables leading 
to satisfaction and intentions, tourism literatures mostly highlight the concept of 
product or service quality rather than the experience quality.   

This paper was to present conceptual framework and literatures to understand 
relationships between perceived authenticity, quality of experience and positive 
behavioral intentions and their relation to the site. A better understanding of these 
relationships can provide site managers insights into acknowledging tourists’ 
perception, their experiences and behavioral intentions, which lead to adjustment, 
design and development to meet the tourists’ needs. 

 

THEORETICAL FRAMEWORK 

Authenticity in tourism 

The notion of authenticity has been generally discussed among academics and 
tourism fields. MacCannell (1973), regarded as one of the first academics dealing with 
the concept of authenticity in tourism, proposed the concept of ‘staged authenticity’ 
to sociological studies of tourist motivations. MacCannell was skeptical of what could 
be described as authentic when tourists visited a place as all things could be staged for 
pleasing their needs; to search for an authentic experience. MacCannell’s 
interpretation of authenticity leads to ‘objectivist authenticity’ that based on degree 
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of realness, genuineness and accurateness of objects, places, or events. However, 
Cohen (1988) has argued that authenticity is a social construct. Tourists’ experiences 
could be authentic even if they are aware that what they have seen is staged. Wang 
(1999) has been termed this concept of authenticity as ‘constructive (symbolic) 
authenticity’. Further to that, Cohen (1988) has offered the concept of ‘emergent 
authenticity’. He defined the authenticity as ‘negotiable’; something that seems 
inauthentic at a first glance, over time it could generally become authentic. A classic 
example to describe this concept is Disneyland, which was regarded as a place of 
amusement and imagination, and today is a part of American heritage today. 
Moreover, Wang (1999) has sharply distinguished between authenticity related to 
object and activity. The activity-based authenticity is called ‘existential authenticity’, 
which categorized to intra-personal (bodily feelings) and inter-personal (self-making). 
Supported by Reisinger & Steiner (2006), existential is experience-based, not object-
based. 

Experience quality 

Experience quality is described as personal reactions and feelings resulting from 
participation in tourism activities as well as tourist’s affective or emotional state in 
terms of psychology. Pine and Gilmore (1999) said that the best relationships with 
customers are affective or emotional in nature. Experience economy model of Pine 
and Gilmore (1999) proposed four realms of consumer experience: educational, 
escapist, esthetic and entertainment experiences. In tourism contexts, Otto and 
Ritchie (1996)applied survey data to develop an experience quality scale with four 
factors: hedonics, peace of mind, involvement, and recognition. Hedonics refers to 
excitement, enjoyment, happiness and memorable. Peace of mind refers to the need 
for physical and mental safety and comfort. Involvement is concerned about the 
demand to be educated, be informed, to have choice and control in service offerings, 
and to have a sense of cooperation. Lastly, recognition refers to feelings of important 
and confident. Aside from Otto and Richie, the concept of the experience quality is 
defined by Kao, Huang, and Wu (2008) in the study of theme park by four factors: 
immersion, surprise, participation and fun. Immersion is associated with the visitor’s 
involvement during the consumption, which leads them to forget time passing by and 
focuses on the process rather than the results of the consumption. Surprise refers to 
the freshness and uniqueness. Participation is regarding to the interaction between 
the consumer (tourist) and the product (service). Finally, fun is associated with 
happiness and enjoyment. The results of above studies show that the experience 
quality indirectly influences the positive behavioral intentions. 

Behavioral intentions 

Behavioral intentions have been conceptualized as the visitor’s judgment about 
the likeliness to revisit the same destination, or the willingness to recommend and say 
positive things about the destination to others (Petrick & Beckman, 2002; Lee & Huh & 
Hong, 2008). Behavioral intentions are often used to assess visitor’s potential to revisit 
as they are considered to be the accurate predictor of future behaviors. Also, positive 
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behavioral intentions are the significant key for the organization’s sustainability. The 
ability to ‘trigger the need’ to revisit the attractions and encourage others to do so is 
regarded as an important factor for successful tourism business(Bowen & Chen, 2001; 
Darnell & Johnson, 2001, cited in Nowacki, 2011). In recent studies, behavioral 
intentions are explored within the cognitive-affective-conative framework. 

Relationships between variables 

As stated earlier, the understanding of determinants of the tourists’ behavioral 
intentions can assist the destination managers to emphasize on major factors 
contributing to visitors’ revisit and recommendation. Plenty of works have explored 
variables leading to positive behavioral intentions and found an inter-relationship 
between service quality, perceived value, satisfaction and behavioral intentions(Baker 
& Crompton, 2000; Chen & Tsai, 2007; Zeithaml, Berry, & Parasuraman, 1996). These 
mentioned variables have been acknowledged as good predictors for behavioral 
intentions. However, as behavioral intentions have been explored within the 
cognitive-affective-conative framework in recent studies (Rosenberg & Hovland, 1960, 
cited in Kim et al, 2010),the experience quality, an affective state, is more appropriate 
than the service quality in order to gain a better understanding of tourist’s experience.  

Although several studies have been conducted in relation to perceived 
authenticity, satisfaction and tourists’ behaviors such as loyalty, decision-making and 
spending in tourism fields(Chhabra, 2001), there is still a little research addressing 
relationships between perceived authenticity, experience quality and behavioral 
intentions. The tourist’s perception of authenticity, additionally, probably plays a role 
as the determinants of experience quality and intentions. Following the cognitive-
affective-conative structure, the perceived authenticity is applied as a cognitive state, 
then the quality of experience as affective state and behavioral intentions as conative 
state respectively. 

 

METHODOLOGY 

The site 

The research was conducted as field research at Daraphirom Palace, Chiang Mai 
Province, Thailand. The Palace is the former residence of Chao Dararasmi, the princess 
of Lanna Kingdom, the ancient kingdom covering some northern parts of Thailand, 
and one of the royal consorts of King Rama the Fifth or King Chulalongkorn. Nowadays 
the Daraphirom Palace is served as a museum to exhibit the Princess’ works, her 
personal belongings, and her way of life through the artifacts and overall settings 
which are designed according to the time period. Moreover, the Lanna cultural 
civilizations and relationship between the Chao Dararasmi and King Chulalongkorn are 
presented along with the personal stories of the Princess.      

Measurement development 
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A self-administrated questionnaire was designed as a survey instrument to collect 
data from visitors at Daraphirom Palace in Chiang Mai Province, Thailand. Questions 
are based on a review of literature and specific characteristics of the destination. 
Respondents’ information including demographics and trip characteristics such as 
gender, age, education level, occupation, income, time visit the destination, travel 
party and source of information are examined to indentify the level of influences they 
might have on perception of authenticity and quality of experience via a categorical 
scale. 

The measurement of authenticity in this paper is based on the typology developed 
by Wang (1999) as shown in table 1. The object-based components of authenticity are 
associated with perceptions of the settings and architecture of the site, interior 
designs and artifacts, which recognized as the important element to the perceived 
authenticity of heritage sites. However, the concept of ‘constructivism’ has been 
applied to the assessment of object-based authenticity. The existential authenticity or 
activity-based authenticity relates to the perceptions, feelings and emotions of the 
tourists. Also, the notion of nostalgia has been employed as the vital element for 
heritage site’s authenticity. 

Experience quality measurement is operationalized on the basis of pervious 
studies and conceptualizations. In order to create the appropriate measurement that 
fit the characteristics of the case study, items developed are mainly adapted from 
experience quality scales of Pine and Gilmore, Otto and Ritchie and Kao, Huang, and 
Wu (2008). Positive behavioral intentions are measured as an intention to visit the site 
again, to recommend the site to friends and relatives and to say positive things about 
the site to others. 

Table 1. 
Key types and notions of authenticity 

Authenticity type Input/ Drive Output/ Experience 

Object-related authenticity Desire to visit and see the 
originals 

Experience, knowledge and 
enjoyment in real objects/sites 

Activity-related authenticity 
(existential) 

Desire to escape from everyday 
life, getting in touch with true 
self 

Sense of escape and happiness, 
experience true self 

Source: Kolar &Zabkar (2010) 

 

MANAGERIAL IMPLICATION 

In terms of managerial implications, the results of this study would be relevant to 
the management of cultural heritage sites. The findings would indicate that, in order 
to improve the positive behavioral intentions of tourist, site managers should consider 
how tourists perceive and evaluate the object-based and existential authenticity, and 
how to increase the authenticity if the tourists perceive it ata low level. Aside from the 
perception of authenticity, the site managers should provide the quality of tourist’s 
experience as it is related to a creation of positive behavioral intentions as well.  
Enhancing the tourist’s perceived authenticity and experience quality of the site as 
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well as maintaining them are important issues for the site managers to create the 
positive intentions which lead to sustainability strategies of the site. 
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