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Abstract 

This study examines the role of art as an experiential driver in tourism by investigating how art-

based experiences influence tourist engagement and subsequent behavioral outcomes. Grounded 

in the experience economy and service-dominant logic, the research develops and tests a 

conceptual model linking art-based experience, tourist engagement, satisfaction, destination 

loyalty, as well as the revisit intention. Data were collected from 342 tourists having participated 

in art-related activities such as museum visits, exhibitions, and visual art experiences. The 

proposed model was analyzed using covariance-based structural equation modeling. The findings 

indicate that art-based experiences have a strong positive effect on tourist engagement, confirming 

that aesthetic and immersive interactions with art significantly enhance tourists’ cognitive and 

emotional involvement. Engagement, in turn, is found to be a key predictor of both satisfaction 

and destination loyalty, while satisfaction significantly influences revisit intention. Mediation 

analysis reveals that engagement plays a central role in translating art-based experiences into 

positive behavioral outcomes, highlighting its function as a critical psychological mechanism. The 

study contributes to the literature by reconceptualizing art as a dynamic and interactive element 

in tourism rather than a passive attraction. It extends existing research by providing empirical 

evidence for the mediating role of engagement in art-based tourism experiences contexts and by 

integrating experiential and behavioral perspectives within a unified framework. 
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INTRODUCTION 

Tourism has increasingly evolved into an experience-centered phenomenon in which emotional, cognitive, and 

symbolic dimensions play a decisive role in shaping visitor behavior. Within this transformation, art has emerged as 

a powerful medium through which destinations communicate identity, construct meaning, and foster deeper 

engagement with tourists. Rather than functioning solely as static attractions, artistic expressions such as painting, 

exhibitions, and visual culture actively influence how visitors interpret and experience places. This shift reflects 

broader changes in consumer behavior, where tourists seek immersive, authentic, and participatory experiences that 

go beyond traditional sightseeing. 

The growing importance of art in tourism is closely associated with the expansion of cultural and creative tourism. 

Cultural tourism has become one of the most dynamic segments of the global tourism industry, driven by visitors’ 

desire for meaningful engagement with heritage and artistic expressions. However, an important distinction should 

be made between art tourism and art-based tourism experiences. Art tourism refers to travel primarily motivated by 

the desire to experience artistic attractions, events, exhibitions, or cultural productions. In contrast, art-based tourism 

experiences refer to situations in which artistic elements are integrated into the broader tourism experience and 

contribute to visitors’ perceptions, emotions, and behavioral responses regardless of their primary travel motivation. 

The present study adopts the latter perspective and examines how art-based experiences embedded within tourism 

settings influence tourist engagement and subsequent behavioral outcomes (Slak & Mura, 2022). Despite increasing 

scholarly attention to this area, the literature remains fragmented and lacks robust empirical models explaining the 

mechanisms through which art-based experiences shape tourist behavior. 

Art is not merely a decorative element within tourism settings. It serves as a primary engine for what Pine and 

Gilmore (2002) identify as the experience economy. These scholars argue that such offerings represent a unique 

economic tier defined by how deeply a person feels involved. While some might view a gallery visit as passive, the 

reality is that these encounters trigger a mix of mental and visceral reactions, allowing travelers to weave their own 

stories into the setting. This isn't a simple transaction. According to Vargo and Lusch (2007), worth emerges through 

the actual friction of interaction rather than sitting inside a static object. Value isn't pre-packaged. By shifting away 

from the old logic of service delivery, it is seen that the wayfarer isn't just a consumer but a vital partner in the making 

of the moment-a process where creative works act as a staging ground for something new. But the real issue is 

participation. Worth is co-created. 

Because this involvement is so layered, covering everything from brain power to gut instincts, it ends up being 

the main thing that decides if someone will come back-or tell their friends to stay away. Engagement serves as a 

central mechanism influencing tourist behavior. Modern research suggests that how a person leans into an activity 

dictates their final opinion of the trip. This isn't merely about paying attention; it's a messy blend of thoughts, feelings, 

and physical actions. These findings demonstrate the importance of tourist involvement. It's the pivot point for 

behavior (Hollebeek et al., 2014; Rather, 2019). In tourism contexts, higher levels of engagement have been 

associated with increased satisfaction, stronger emotional attachment, and greater loyalty toward destinations. 

However, despite its importance, the role of engagement in art-based tourism remains underexplored, particularly in 

terms of its mediating function between experiences and behavioral outcomes. 

In addition, existing studies demonstrated that satisfaction is the main determinant of revisit intention and 
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destination loyalty. Current research highlights how content travelers often advocate for specific locales to their peers. 

Naturally, this cycle of positive feedback ensures the enduring prosperity of a site (Zeithaml et al., 1996). 

Nevertheless, the processes through which art-based experiences lead to satisfaction and subsequent behavioral 

outcomes are not yet fully understood (Parlak & Irgatoğlu, 2026). In particular, there is a need to examine how 

engagement mediates these relationships and whether art-based experiences can generate lasting behavioral effects 

through psychological involvement. 

Addressing these gaps, this study proposes a conceptual model within the context of art-based tourism 

experiences, linking art-based experience, tourist engagement, satisfaction, destination loyalty, and revisit intention. 

The theoretical rationale for the proposed relationships is developed in the following section. The originality of this 

study lies in three key aspects. First, it focuses specifically on art-based tourism experiences rather than treating 

artistic activities as a general component of cultural tourism. Second, it develops and empirically tests an integrated 

model linking art-based experience, tourist engagement, satisfaction, destination loyalty, and revisit intention within 

a single framework. Third, it identifies tourist engagement as the central psychological mechanism through which 

artistic experiences influence behavioral outcomes, thereby extending both Experience Economy Theory and 

Service-Dominant Logic in the context of tourism research. 

Literature Review 

The connection of art and tourism has received growing emphasis as tourism has evolved into experience-oriented 

consumption. Within this shift, art is no longer treated as a peripheral attraction but as a central component in shaping 

how destinations are perceived, experienced, and remembered (Irgatoğlu, 2017). The integration of art into tourism 

reflects broader transformations in cultural consumption, where tourists seek to both observe and engage, interpret, 

and co-create meaning through their experiences. 

Although the terms art tourism and art-based tourism experiences are sometimes used interchangeably in the 

literature, they represent conceptually distinct phenomena. Art tourism refers to travel in which artistic attractions, 

exhibitions, museums, galleries, festivals, or performances constitute the primary motivation for visiting a 

destination. In such cases, art serves as the central travel purpose and shapes destination choice. Conversely, art-

based tourism experiences refer to the incorporation of artistic and aesthetic elements into the overall tourism 

experience regardless of the visitor’s primary travel motivation. Tourists may encounter and engage with artistic 

content during their visit even when art was not the main reason for travel. 

The distinction is important because the mechanisms underlying tourist behavior differ across these contexts. Art 

tourism primarily emphasizes motivation and destination selection, whereas art-based tourism experiences focus on 

experiential processes such as engagement, meaning-making, satisfaction, and loyalty. Since the present study 

investigates how tourists respond to artistic experiences encountered during their visits rather than examining 

motivations for travel, it is situated within the art-based tourism experience perspective. 

A foundational contribution to this field is the systematic review by Slak and Mura (2022), which synthesizes 

research on art and tourism and highlights both its growth and its fragmentation. Their analysis demonstrates that 

although art is acknowledged as a vital element in tourism, the field lacks conceptual clarity and empirical rigor. In 

particular, art-based tourism experiences is often subsumed under cultural tourism, which obscures its unique 
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characteristics. The authors argue that art-based tourism experiences should be treated as a distinct domain, as it 

involves aesthetic appreciation, symbolic interpretation, and creative engagement that go beyond general cultural 

consumption. This distinction is essential for advancing theoretical development and empirical investigation. 

The conceptualization of art-based tourism experiences as a unique experiential domain is further supported by 

earlier work in tourism studies that emphasizes the role of aesthetics and creativity in shaping tourist experiences. 

Richards (2011) introduces the term of creative tourism focusing on participatory and experiential forms of 

engagement. Creative tourism allows individuals to increase their creative potential by interacting with local artistic 

practices, thereby transforming tourists from passive observers into active participants. This perspective reflects a 

broader shift in tourism toward co-creation, where value is generated through interaction rather than consumption 

alone. 

The experience economy framework serves as an important conceptual basis to better comprehend the function 

of art in tourism. According to Pine and Gilmore (2002), experiences are a unique type of economic offering since 

they are engaging, immersive, and memorable. Within this framework, art-based experiences are particularly 

powerful because they engage both cognitive and emotional processes. Visual arts, such as painting and exhibitions, 

enable tourists to interpret symbolic meanings and construct personal narratives, thereby enhancing the depth and 

quality of their experiences. These processes contribute to the formation of unforgettable experiences of tourism, 

which are critical determinants of satisfaction and loyalty. 

Recent empirical research has begun to explore the impact of art-based experiences on tourist behavior, although 

such studies remain limited. For example, investigations into museum experiences show that aesthetic appreciation 

and emotional engagement are key predictors of visitor satisfaction and revisit intention. Brida et al. (2016) 

demonstrate that the perceived quality of museum experiences significantly influences tourists’ willingness to 

recommend and revisit destinations. Similarly, Stylianou-Lambert (2011) highlights the importance of interpretive 

engagement in museum settings, arguing that visitors derive value not only from the exhibits themselves but also 

from their ability to connect these exhibits to personal meanings and experiences. 

Another important strand of research focuses on value co-creation in tourism. Vargo and Lusch (2007) suggest 

that value is co-created through stakeholder interactions rather than being ingrained in goods or services, based on 

service-dominant reasoning. In the context of art-based tourism experiences, this perspective is particularly relevant, 

as artistic experiences inherently involve interpretation and participation. Tourists engage with artworks through 

observation, reflection, and emotional response, thereby actively contributing to the creation of meaning. Lopes, 

Mangini and Esteves (2024) further demonstrate that art-based experiences facilitate co-creation by enabling tourists 

to interact with cultural and creative elements of destinations. 

Although destination loyalty and revisit intention are closely related concepts, they represent distinct dimensions 

of tourist behavior. Destination loyalty is generally viewed as an attitudinal construct encompassing emotional 

attachment, preference, and positive word-of-mouth intentions toward a destination. In contrast, revisit intention 

reflects a specific behavioral intention concerning future visitation. Previous tourism studies have demonstrated that 

tourists may exhibit strong attitudinal loyalty toward a destination without necessarily intending to revisit it due to 

financial constraints, geographical distance, time limitations, or a desire to explore new destinations (Prayag et al., 

2015). Consequently, contemporary tourism research frequently treats destination loyalty and revisit intention as 
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separate but related constructs. 

Despite these theoretical advancements, the literature reveals some critical gaps. The first gap is a lack of robust 

empirical models that explain how art-based experiences translate into behavioral outcomes (Yu et al, 2025). While 

studies have examined satisfaction and experience quality, few have investigated the mediating role of engagement. 

Engagement is a multifaceted term that includes emotional, cognitive, and behavioral dimensions, and it is critical in 

connecting experiences to outcomes like loyalty and revisit intention. However, its function in art-based tourism 

experiences is understudied. 

Second, the literature is dominated by qualitative and conceptual approaches, with relatively few quantitative 

studies that provide generalizable findings. This limitation restricts the ability to develop predictive models of tourist 

behavior in art-based contexts. Third, cross-cultural research is limited, which raises questions about the 

generalizability of existing findings. Cultural background may influence how tourists perceive and engage with art, 

suggesting the need for more comparative studies. 

In addition, recent research highlights the role of art in destination development and branding. Art contributes to 

the creation of unique destination identities, enhancing their attractiveness and competitiveness. It is argued that 

creative and cultural industries have an important role in urban regeneration, with art catalyzing economic and social 

development. Public art, galleries, and cultural events not only attract tourists but also shape the symbolic landscape 

of destinations, influencing how they are perceived and experienced (Richards & Wilson, 2006). 

At the same time, critical perspectives continue to caution against the commodification of art in tourism. The 

transformation of art into a tourism product may lead to the standardization of artistic expressions and the erosion of 

cultural authenticity. Recent research suggests that the expansion of creative and cultural tourism, while economically 

beneficial, often results in the packaging and replication of artistic experiences to meet market demands. Duxbury et 

al. (2021) argue that such processes can reduce the originality and local embeddedness of artistic practices, potentially 

weakening their cultural significance. Similarly, Richards (2021) emphasizes that the increasing instrumentalization 

of art for tourism development may shift the focus from genuine cultural expression toward staged and commercially 

driven experiences. This tension is particularly salient in art-based tourism experiences, where maintaining a balance 

between artistic integrity and economic objectives remains a critical challenge for destinations seeking both 

sustainability and competitiveness. 

In summary, the literature demonstrates that art plays a central role in contemporary tourism by enhancing 

engagement, facilitating co-creation, and influencing behavioral outcomes. However, the field remains 

underdeveloped in terms of empirical modeling and theoretical integration. There is a clear need for studies that 

examine the mechanisms through which art-based experiences influence tourist behavior, particularly through the 

mediating role of engagement. Addressing these gaps will contribute to a more comprehensive understanding of art-

based tourism experiences and provide valuable insights for both researchers and practitioners. 

Conceptual Framework and Hypothesis Development 

Art-Based Experience and Tourist Engagement: The experience economy perspective suggests that memorable 

experiences emerge when individuals actively engage with sensory, emotional, and symbolic stimuli (Pine & 

Gilmore, 2002). Art-based experiences are particularly effective in generating such engagement because they 
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encourage interpretation, reflection, and emotional involvement. Artistic environments provide immersive and 

meaningful encounters that stimulate both cognitive and affective responses. Previous studies have demonstrated that 

aesthetic experiences enhance visitor participation and deepen experiential involvement (Stylianou-Lambert, 2011; 

Lopes et al., 2024). Therefore, art-based experiences are expected to increase tourist engagement. 

H1: Art-based experience positively influences tourist engagement. 

Tourist Engagement and Satisfaction: Engagement represents the extent to which tourists invest cognitive, 

emotional, and behavioral resources in an experience (Hollebeek et al., 2014). Highly engaged tourists are more 

likely to perceive experiences as meaningful and rewarding, leading to favorable evaluations. Tourism research 

consistently demonstrates that engagement contributes to perceived value and overall satisfaction (Rather, 2019; 

Rather et al., 2021). Accordingly, engaged tourists are expected to report higher levels of satisfaction. 

H2: Tourist engagement positively influences satisfaction. 

Tourist Engagement and Destination Loyalty: Engagement fosters stronger emotional connections between 

visitors and destinations. According to service-dominant logic, value emerges through active interaction and 

participation (Vargo & Lusch, 2016). When tourists become deeply engaged in destination experiences, they are 

more likely to develop attachment, advocacy intentions, and loyalty behaviors. Previous studies have identified 

engagement as a significant antecedent of destination loyalty and positive word-of-mouth intentions (Harrigan et al., 

2021). 

H3: Tourist engagement positively influences destination loyalty. 

Satisfaction and Revisit Intention: Satisfaction is one of the most established predictors of future tourist behavior. 

Visitors who perceive their experiences positively are more likely to revisit destinations and recommend them to 

others. Prior studies consistently demonstrate a strong relationship between satisfaction and revisit intention across 

various tourism contexts (Prayag et al., 2015; Chen & Rahman, 2018). Therefore, satisfaction is expected to 

positively influence revisit intention. 

H4: Satisfaction positively influences revisit intention. 

The Mediating Role of Tourist Engagement: Recent tourism research emphasizes that experiential stimuli 

influence behavioral outcomes through psychological mechanisms rather than direct effects alone. Engagement 

functions as a central mechanism through which tourists process and internalize experiences. Art-based experiences 

create opportunities for immersion, participation, and meaning-making, which subsequently influence evaluations 

and behavioral responses. Consistent with service-dominant logic and engagement theory, engagement is expected 

to mediate the effects of art-based experiences on satisfaction and destination loyalty. 

H5: Tourist engagement mediates the relationship between art-based experience and satisfaction. 

H6: Tourist engagement mediates the relationship between art-based experience and destination loyalty. 

The proposed relationships among the study variables are illustrated in Figure 1. The model positions tourist 

engagement as the central psychological mechanism linking art-based experiences with satisfaction, destination 

loyalty, and revisit intention. 
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Figure 1. The proposed relationships among the study variables 

Methodology 

Research Design 

The current study uses a quantitative research design with a theory-testing technique to investigate the links 

between art-based experiences, visitor engagement, and behavioral consequences. Given the multidimensional and 

latent character of the structures being studied, structural equation modeling is used as the major analytical tool. 

Structural equation modeling is especially useful in this context because it allows for the simultaneous estimate of 

many connections while accounting for measurement error, resulting in a rigorous framework for testing complicated 

behavioral models (Hair et al., 2019). 

The study's objective is confirmatory rather than exploratory, hence a covariance-based structural equation 

modeling technique was used. The conceptual framework is based on recognized theories such as the experience 

economy and service-dominant logic, hence it requires empirical confirmation via model fit evaluation and 

hypothesis testing. In order to examine the proposed links between components, the measurement model is first 

assessed using confirmatory factor analysis, and then the structural model is estimated. 

The ethical approval required for the collection of the data used in this study was obtained from the Ethics 

Committee of Selçuk University on 07.05.2026, with approval number E-20417339-900-1251149. 

Participants 

The population of interest consists of tourists who have engaged in art-related experiences within a destination 

context. These experiences include visits to museums, art galleries, and exhibitions, as well as to cultural heritage 

sites with strong visual art components, as well as participation in painting workshops or other artistic activities. The 

focus on individuals with direct exposure to art-based tourism ensures that responses are grounded in experience 

rather than abstract perception. 
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A purposive sampling strategy is adopted to reach respondents who meet this criterion. Data collection is 

conducted in settings where art-based tourism experiences is prominent, such as major museums, cultural districts, 

and art festivals. In addition, an online distribution method is utilized to complement on-site data collection, thereby 

increasing the diversity and size of the sample. 

In line with recommendations for structural equation modeling, the study targets a sample size of more than 300 

participants. This threshold is considered adequate for ensuring statistical power and stability of parameter estimates 

in models with multiple latent constructs and mediation effects (Hair et al., 2019). Efforts are made to ensure 

heterogeneity in the sample in terms of demographic characteristics such as age, education level, gender, and travel 

experience, as these factors may influence engagement with art and tourism behavior. 

Data Collection Tools 

Data are collected through a structured questionnaire, which was prepared to analyze respondents’ perceptions of 

their art-based experiences and subsequent behavioral responses. The questionnaire is administered both in physical 

form at selected tourism sites and digitally through an online survey platform. Participants are approached after they 

have completed their visit to ensure that their responses reflect immediate experiential impressions. 

Before data collection, the scale was pilot tested with a small number of participants to ensure content validity, 

reliability, and clarity. Results of the pilot phase were used to improve item wording and ensure that the instrument 

is understandable to all respondent groups. Participation is optional, and respondents are told about the study's 

objective while being assured of confidentiality and anonymity in line with ethical norms.  

All categories in the model are operationalized as latent variables, with various indicators assessed on a five-point 

Likert scale. The measuring questions are based on known scales in the tourism and marketing literature to guarantee 

comparability with previous studies and content validity. 

Art-based experience is conceptualized as the extent to which tourists perceive their interaction with art as 

immersive, aesthetically engaging, and meaningful. This construct draws on the experience economy framework 

proposed by Pine and Gilmore (2002) and is operationalized through items reflecting sensory stimulation, aesthetic 

appreciation, and personal connection with the artistic environment. Previous studies in tourism research have 

successfully applied similar measures to capture experiential dimensions of consumption (Oh et al., 2007). 

Tourist involvement is viewed as a complex phenomenon that includes behavioural, emotional, and cognitive 

components. Cognitive engagement indicates the level of attention and interest paid to the creative experience, 

emotional engagement captures affective reactions such as satisfaction, inspiration, and behavioral engagement 

denotes active participation and involvement. This approach is compatible with Hollebeek et al.'s (2014) engagement 

theory, which was later adapted to tourist situations by Rather (2019).  

Tourist satisfaction is defined as an overall assessment of the experience, representing the extent to which 

expectations are fulfilled or surpassed. The measurement of satisfaction is grounded in the work of Oliver (2010), 

who conceptualizes satisfaction as a cumulative assessment of consumption experiences. Items capture respondents’ 

overall contentment and perceived quality of the experience. 

Destination loyalty is conceptualized in this study as an attitudinal construct reflecting tourists’ emotional 
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attachment, positive evaluation of the destination, and willingness to recommend it to others. Consistent with 

contemporary tourism research, destination loyalty is distinguished from revisit intention, which represents a specific 

future behavioral intention concerning the likelihood of returning to the destination (Prayag et al., 2015; Chen & 

Rahman, 2018). Although the two constructs are theoretically related, loyalty reflects a broader psychological 

commitment to the destination, whereas revisit intention captures a concrete behavioral outcome. Following this 

distinction, destination loyalty and revisit intention are modeled as separate latent variables. 

All measurement items were adapted from previously validated scales in the tourism and marketing literature. 

Art-based experience was measured using three items adapted from the experience economy scale developed by Oh 

et al. (2007). Tourist engagement was assessed using three items adapted from Hollebeek et al. (2014) and 

subsequently applied in tourism contexts by Rather (2019). Satisfaction was measured using three items derived from 

Oliver’s (2010) conceptualization of customer satisfaction. Destination loyalty was assessed using three items 

adapted from Zeithaml et al. (1996), while revisit intention was measured using two items based on previous tourism 

studies examining behavioral intentions. 

Since the questionnaire was administered in Turkish, a translation and back-translation procedure was employed 

to ensure linguistic equivalence. First, the original English items were translated into Turkish by two bilingual tourism 

scholars. Subsequently, an independent bilingual expert translated the Turkish version back into English. Differences 

between the original and back-translated versions were discussed and resolved to ensure semantic consistency. Prior 

to the main data collection, the instrument was pilot tested with 30 participants to assess clarity, comprehensibility, 

and contextual appropriateness. Minor wording revisions were made based on participant feedback. 

To ensure the validity and reliability of the measurement instrument, all constructs included in the study were 

measured using items adapted from previously validated scales in the tourism and marketing literature. Employing 

established measurement instruments enhances the comparability of findings with prior research and strengthens the 

conceptual rigor of the study. Table 1 presents the constructs investigated, the number of items used to measure each 

construct, and the original sources from which the measurement items were adapted. 

Table 1. Measurement Scales and Sources 

Construct Items Source 

Art-Based Experience 3 Oh et al. (2007) 

Tourist Engagement 3 Hollebeek et al. (2014); Rather (2019) 

Satisfaction 3 Oliver (2010) 

Destination Loyalty 3 Zeithaml et al. (1996) 

Revisit Intention 2 Prayag et al. (2015); Chen & Rahman (2018) 

As shown in Table 1, all constructs were measured using scales that have been widely employed and validated in 

previous studies. Art-based experience was adapted from the experience economy framework developed by Oh et al. 

(2007), while tourist engagement was measured using items derived from the engagement literature established by 

Hollebeek et al. (2014) and later applied in tourism contexts by Rather (2019). Satisfaction and destination loyalty 

were assessed using well-established measures proposed by Oliver (2010) and Zeithaml et al. (1996), respectively. 

Revisit intention was measured using items frequently employed in tourism behavioral intention research. The use 

of these established scales provides strong support for the content validity of the measurement model and ensures 

that the constructs are operationalized in a manner consistent with prior literature. 
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Data Analysis  

The data were analyzed using a systematic procedure that adheres to standard practices in structural equation 

modeling. The dataset is first inspected for missing values, outliers, and normalcy to confirm that it fits the 

covariance-based analysis assumptions. Descriptive statistics are computed to offer a summary of the sample 

characteristics.  

Confirmatory factor analysis is the initial step in the analytical process. Dependability is assessed using 

Cronbach's alpha and composite reliability; scores higher than 0.70 indicate sufficient internal consistency. The 

average variance is used to verify convergent validity; values more than 0.50 are adequate. By comparing the square 

root of the average variance recovered for each idea to inter-construct correlation, discriminant validity is evaluated. 

Common method bias was assessed because all variables were collected through self-reported questionnaires 

administered at a single point in time. Following Podsakoff et al. (2003), Harman’s single-factor test was conducted 

by entering all measurement items into an exploratory factor analysis without rotation. The results revealed that the 

first unrotated factor accounted for 34.7% of the total variance, which is below the commonly accepted threshold of 

50%. Therefore, common method bias was not considered a serious concern in the present study.  

The structural model is computed to assess the proposed construct correlations once the measurement model has 

been validated. Model fit is evaluated using a number of indices, including the root mean square error of 

approximation, the comparative fit index, the Tucker-Lewis index, and the chi-square statistic associated with degrees 

of freedom. Acceptable levels are defined according to recognized recommendations in the SEM literature.  

A bootstrapping approach with a high sample size is used to investigate the mediating influence of visitor 

involvement. This method allows for the estimation of indirect effects and gives confidence ranges for determining 

their statistical significance. Bootstrapping is suggested for mediation research because it avoids normalcy 

assumptions and produces more precise estimates of indirect effects. 

The study follows accepted ethical norms for social science research. Participation is optional, and participants 

are asked to complete an informed consent form before the questionnaire. No personally identifiable information is 

gathered, and all replies are kept secret. The data is utilized solely for academic reasons, and participants are told that 

they have the opportunity to withdraw from the research at any moment without consequence. 

Findings 

Before testing the hypotheses, the set of data was checked for values that were missing values, abnormalities, and 

distributional assumptions. Missing data was less than 2% and addressed via maximizing the estimate. Skewness and 

kurtosis values ranged between −1.12 and 1.08, indicating acceptable normality. Multivariate normality was also 

within acceptable limits, supporting the use of covariance-based SEM. The final sample consisted of 342 valid 

responses from tourists who had engaged in art-related experiences as in Table 2. 
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Table 2. Demographic Characteristics of Participants (N = 342) 

Variable Category n % 

Gender Female 188 55.0 
 Male 154 45.0 

Age 18–25 82 24.0 
 26–35 116 33.9 
 36–45 89 26.0 
 46 and above 55 16.1 

Education High School 48 14.0 
 Bachelor's Degree 191 55.8 
 Master's Degree 74 21.6 
 Doctorate 29 8.6 

Travel Experience 1–2 trips annually 97 28.4 
 3–5 trips annually 148 43.3 
 More than 5 trips 97 28.4 

Art-Related Activity Museum Visits 126 36.8 
 Art Galleries 79 23.1 
 Exhibitions 65 19.0 
 Workshops 31 9.1 
 Mixed Activities 41 12.0 

Note. N = 342. Percentages may not total exactly 100 due to rounding. 

The demographic profile of the participants indicates a relatively heterogeneous sample. Female respondents 

represented 55.0% of the sample, while male respondents accounted for 45.0%. Participants were distributed across 

multiple age groups, with the largest proportion falling between 26 and 35 years of age. Most respondents held at 

least a bachelor's degree, reflecting the educational profile commonly observed among visitors participating in 

cultural and artistic activities. In terms of travel experience, participants reported varying levels of annual travel 

frequency, supporting the diversity of the sample. Respondents also participated in different types of art-related 

activities, including museum visits, gallery visits, exhibitions, and artistic workshops, indicating that the study 

captured a broad range of art-based tourism experiences. 

Before evaluating the measurement and structural models, it is important to assess the potential presence of 

common method bias (CMB), as all variables in this study were collected from the same respondents using a self-

report questionnaire administered at a single point in time. Common method bias may inflate or deflate the observed 

relationships among constructs and thereby threaten the validity of the findings. To address this concern, Harman’s 

single-factor test was conducted. According to this procedure, all measurement items are entered into an exploratory 

factor analysis, and the amount of variance explained by the first unrotated factor is examined. If a single factor 

accounts for more than 50% of the total variance, common method bias may be considered a serious concern. The 

results of the analysis are presented in Table 3. 

Table 3. Common Method Bias Assessment (Harman’s Single-Factor Test) 

Number of Factors Extracted 5 

Variance Explained by First Factor 34.7% 

Recommended Threshold < 50% 

Conclusion No significant common method bias 
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As shown in Table 3, five factors were extracted from the measurement items, indicating that the data do not 

converge into a single dominant factor. Moreover, the first factor accounted for 34.7% of the total variance, which is 

substantially below the recommended threshold of 50%. These findings suggest that no single factor overwhelmingly 

explains the covariance among the measurement items. Therefore, common method bias is unlikely to pose a 

significant threat to the validity of the results, and the observed relationships among the study constructs can be 

interpreted with greater confidence. 

Measurement Model  

Confirmatory factor analysis was first used to validate the measurement model in order to evaluate the robustness 

of the structures and the suitability of the data for structural analysis. This stage is critical in structural equation 

modeling because it determines if the observable indicators accurately represent the underlying latent constructs and 

whether the model has appropriate levels of reliability and validity. Furthermore, overall model fit indices offer 

evidence of how well the suggested measurement framework matches the empirical data. The confirmatory factor 

analysis findings show that the measurement model fits the data well, as shown in Table 4. 

Table 4. Measurement Model Fit Indices 

Fit Index Value Recommended Threshold 

χ²/df 2.31 ≤ 3.00 

CFI 0.94 ≥ 0.90 

TLI 0.93 ≥ 0.90 

RMSEA 0.062 ≤ 0.08 

The fit indices shown in Table 4 give strong evidence that the measurement model accurately describes the 

observed data. The chi-square to degrees of freedom ratio is lower than the suggested threshold, indicating a good 

level of model parsimony. The comparative fit index and Tucker-Lewis index are both over the frequently recognized 

cutoff levels, indicating that the model has a high level of incremental fit when compared to a null model. 

Furthermore, the root mean square error of approximation is substantially within acceptable limits, showing that the 

population covariance matrix is accurately approximated. 

Taken together, these findings suggest that the proposed measurement framework is statistically valid and 

appropriate for further investigation. The acceptable model fit indicates that the latent constructs are well-defined, 

and that the connections between observable indicators and their associated constructs are compatible with theoretical 

predictions. This offers a strong platform for the examination of reliability and validity, as well as structural model 

testing (Hair et al., 2019). 

After assessing overall model fit, the measurement model's reliability and convergent validity were evaluated. 

This research looks at how well the observed indicators represent their respective latent constructions and if the items 

within each construct share a large amount of the variation. Composite reliability, average variance extracted, and 

standardized factor loadings are frequently employed to evaluate these features and give evidence for the constructs' 

internal consistency and validity. The findings of this study are shown in Table 5. 
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Table 5. Standardized Factor Loadings, Reliability, and Convergent Validity. 

Construct Item Loading CR AVE 

Art-based Experience ABE1 0.78 0.89 0.62 
 ABE2 0.81   

 ABE3 0.79   

Tourist Engagement ENG1 0.83 0.91 0.66 
 ENG2 0.86   

 ENG3 0.80   

Satisfaction SAT1 0.84 0.88 0.65 
 SAT2 0.79   

 SAT3 0.81   

Destination Loyalty LOY1 0.82 0.87 0.63 
 LOY2 0.78   

 LOY3 0.80   

Revisit Intention REV1 0.85 0.90 0.69 
 REV2 0.82   

Table 5 shows that all constructs have excellent reliability and convergent validity. The standardized factor 

loadings for all items above the suggested level of 0.70, indicating that each indication is a robust representation of 

its underlying concept. These strong loadings show that the measurement items are well matched with their respective 

latent variables and make significant contributions to the model. Composite reliability scores vary from 0.87 and 

0.91, significantly above the acceptable level of 0.70. This implies a high level of internal consistency among the 

items within each construct, confirming the measures' dependability and stability. Furthermore, the average variance 

extracted values for all constructs surpass 0.50, indicating that each construct accounts for more than half of the 

variance in its indicators. This gives strong evidence for convergent validity. Overall, the results show that the 

measurement model has excellent psychometric features. The constructs are both dependable and valid, which 

supports their application in later structural analysis. The robustness of these findings indicates that the interactions 

evaluated in the structural model are founded on well-defined and empirically solid concepts. After establishing 

convergent validity and reliability, discriminant validity was tested to see if the model's constructs are empirically 

different from one another. Discriminant validity guarantees that each construct reflects a distinct element of the 

phenomena under research, with no undue overlap across constructs. In this work, the Fornell-Larcker criteria was 

used, which compares the square root of the average variance recovered for each construct to the correlations between 

them. The results of the discriminant validity analysis are shown in Table 6. 

Table 6. Discriminant Validity (Fornell–Larcker Criterion). 

Construct ABE ENG SAT LOY REV 

ABE 0.79     

ENG 0.62 0.81    

SAT 0.58 0.66 0.81   

LOY 0.55 0.60 0.68 0.79  

REV 0.52 0.57 0.63 0.71 0.83 

ABE (Art-based Experience), ENG (Tourist Engagement), SAT (Satisfaction), LOY (Destination Loyalty), REV (Revisit 

Intention) 
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Table 6's findings offer strong proof of the constructs' discriminant validity. Generally speaking, the diagonal 

elements, which represent the square root of the average variance recovered for each construct, perform better than 

the corresponding inter-construct correlations. This indicates that compared to the other constructs in the model, each 

construct exhibits greater variance with its own indicators. 

In particular, the constructs of art-based experience and tourist engagement, although moderately correlated, 

remain empirically distinct, suggesting that while artistic experiences foster engagement, they represent conceptually 

separate dimensions. Similarly, satisfaction, destination loyalty, and revisit intention demonstrate clear 

differentiation despite their theoretical relatedness within the behavioral outcome framework. 

Overall, the results show that the measuring model has appropriate discriminant validity, which ensures that each 

construct reflects a distinct feature of the tourism experience. This reinforces the model's integrity and ensures that 

following structural interactions are unaffected by multicollinearity or construct redundancy. 

Structural Model Results 

After the measurement model was validated, the structural model was assessed to look into the connections 

between the latent components and test the proposed pathways. Evaluating the overall fit of the structural model is 

an important step in establishing if the suggested theoretical framework is supported by empirical evidence. Model 

fit indices indicate how effectively the defined connections between components reflect the observed covariance 

matrix. Table 7 presents the findings of the structural model fit evaluation. 

Table 7. Structural Model Fit Indices. 

Fit Index Value Recommended Threshold 

χ²/df 2.47 ≤ 3.00 

CFI 0.93 ≥ 0.90 

TLI 0.92 ≥ 0.90 

RMSEA 0.065 ≤ 0.08 

The fit indices presented in Table 7 show that the structural model has a reasonable match to the data. The chi-

square to degrees of freedom ratio is within acceptable limits, indicating that the model strikes an appropriate 

compromise between quality of fit and parsimony. The comparative fit index and Tucker-Lewis index both above 

the acceptable criteria, showing that the model outperforms a baseline model with no correlations between variables.  

The root mean square error of approximation is also less than the generally used cutoff threshold, indicating a 

satisfactory representation of the sample covariance structure. Taken together, these results confirm that the proposed 

structural model is well aligned with the observed data and provides an adequate representation of the relationships 

among art-based experience, tourist engagement, satisfaction, destination loyalty, and revisit intention. 

The satisfactory model fit supports the validity of proceeding with hypothesis testing and interpretation of the 

structural paths. It indicates that the theoretical framework underlying the study is empirically supported and that the 

relationships among constructs can be interpreted with confidence. 

After confirming the structural model fit, the hypothesized correlations between the constructs were investigated 

using the standardized path coefficients, t-values, and significance levels. This stage is critical for evaluating the 

theoretical model since it establishes if the hypothesized linkages are experimentally validated. Table 8 shows the 
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hypothesis testing outcomes. 

Table 8. Hypothesis Testing Results. 

Hypothesis Path β t-value p-value Result 

H1 ABE → ENG 0.71 11.24 < .001 Supported 

H2 ENG → SAT 0.64 9.87 < .001 Supported 

H3 ENG → LOY 0.52 8.21 < .001 Supported 

H4 SAT → REV 0.67 10.45 < .001 Supported 

ABE (Art-based Experience), ENG (Tourist Engagement), SAT (Satisfaction), LOY (Destination Loyalty), REV (Revisit 

Intention) 

The results presented in Table 8 provide strong empirical support for all proposed hypotheses, confirming the 

validity of the conceptual framework. The path from art-based experience to tourist engagement is both positive and 

highly significant, with a substantial standardized coefficient. This finding indicates that artistic experiences have a 

vital role in enhancing tourists’ involvement, supporting the assumption that aesthetic and immersive elements 

stimulate engagement. 

The relationship between tourist engagement and satisfaction is also strong and significant, suggesting that higher 

levels of cognitive and emotional involvement lead to more favorable evaluations of the experience. Similarly, 

engagement has a significant positive influence on destination loyalty, implying that engaged visitors are more likely 

to form attachments and have favorable behavioral intentions towards the place. 

The final path from satisfaction to revisit intention demonstrates the strongest relationship among the tested 

hypotheses. This result confirms that satisfaction remains a key determinant of future behavior, reinforcing its central 

role in tourism research. Tourists with high levels of satisfaction are more likely to express intentions to return, 

highlighting the importance of delivering high-quality experiences. 

Overall, the results show a logical and theoretically consistent network of linkages. Art-based experiences drive 

engagement, which influences satisfaction and loyalty, ultimately leading to a return intention. These findings give 

convincing evidence that engagement is an important strategy for connecting experience elements to behavioral 

outcomes in tourist environments. 

Mediation Analysis 

A mediation study was conducted to determine the fundamental mechanism by which art-based experiences 

influence behavioral outcomes. The goal of this study was to determine if visitor engagement serves as an 

intermediary variable in the link between art-based experiences and satisfaction or loyalty to the destination. A 

bootstrapping technique with 5,000 resamples was implemented to estimate indirect effects and provide bias-

corrected intervals of confidence, which provide a powerful test of mediation without relying on normality 

assumptions. To determine whether tourist engagement functions as a full or partial mediator, additional direct paths 

from art-based experience to satisfaction and destination loyalty were estimated. Following contemporary mediation 

analysis procedures, both direct and indirect effects were examined simultaneously using a bootstrapping approach 

with 5,000 resamples. This procedure enables a more comprehensive assessment of the mediating role of tourist 

engagement and clarifies whether art-based experiences influence behavioral outcomes directly or primarily through 
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engagement processes. Table 9 displays the results of the mediation analysis. 

Table 9. Mediation Analysis Results 

Indirect Path Direct Effect (β) Indirect Effect (β) 95% CI Lower 95% CI Upper p-value Mediation Type 

ABE → SAT 0.12 0.45 0.34 0.56 < .001 Full Mediation 

ABE → LOY 0.15 0.37 0.28 0.48 < .001 Full Mediation 

Note. ABE = Art-Based Experience; ENG = Tourist Engagement; SAT = Satisfaction; LOY = Destination Loyalty. Direct effects 

represent the paths from Art-Based Experience to the outcome variables after the inclusion of the mediator. Indirect effects were 

estimated using bootstrapping with 5,000 resamples. Full mediation is indicated when indirect effects are significant while direct 

effects become non-significant. 

As shown in Table 6, the indirect effects of art-based experience on both satisfaction and destination loyalty 

through tourist engagement are statistically significant, as evidenced by confidence intervals that do not include zero. 

In contrast, the direct effects of art-based experience on satisfaction (β = 0.12) and destination loyalty (β = 0.15) were 

not statistically significant after the mediator was introduced into the model. These findings indicate full mediation, 

suggesting that art-based experiences influence tourists’ satisfaction and destination loyalty primarily through their 

ability to generate engagement. Therefore, the psychological involvement stimulated by artistic experiences appears 

to be the key mechanism through which experiential value is transformed into positive behavioral outcomes. 

Overall, these results reinforce the central argument of the study that engagement is a critical psychological 

process linking experiential inputs to behavioral outcomes. The findings highlight that the effectiveness of art in 

tourism is not solely dependent on its presence but on its ability to generate meaningful interaction and involvement. 

In conclusion, the data lend substantial empirical support to the suggested model. Art-based activities dramatically 

increase visitor engagement, demonstrating that creative involvement is essential in influencing tourism experiences. 

Engagement, in turn, has a significant impact on loyalty, and satisfaction, emphasizing its relevance as a 

psychological process that converts experiences into behavioral results. 

The results also demonstrate that satisfaction remains a key determinant of revisit intention, reinforcing its main 

role in tourism behavior models. The mediation analysis further reveals that engagement is a critical pathway linking 

art experiences to outcomes, suggesting that the effectiveness of art in tourism depends both on its presence and on 

the depth of interaction it generates. Overall, these findings confirm that art functions as an experiential catalyst that 

stimulates engagement and drives positive behavioral intentions. This supports the view that tourism experiences are 

co-created through interaction, aligning with contemporary theories in tourism and marketing literature. 

Discussion 

This study aimed to find out how art-based experiences shape tourist behavior by focusing on the mediating role 

of engagement. By integrating the experience economy and service-dominant logic, the study proposed and tested 

six hypotheses, including four direct relationships and two mediation effects. The findings lend substantial empirical 

support to the proposed model and contribute to the emerging literature on art-based tourism experiences and 

experience consumption. 

With regard to Hypothesis 1, the results demonstrate that art-based experience has a strong and positive effect on 

tourist engagement. This finding confirms that artistic environments characterized by aesthetic richness and 
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interpretive depth are particularly effective in stimulating cognitive and emotional involvement.  It aligns with more 

recent tourism research emphasizing that immersive, meaningful, and co-created experiences are central to 

contemporary tourism consumption and destination competitiveness (Agapito & Sigala, 2024; Lopes et al., 2024). 

Art-based experiences, especially those involving visual and participatory elements, provide sensory and symbolic 

stimuli that encourage tourists to actively interpret and internalize their experiences. In line with the experience 

economy framework, such experiences move beyond passive observation and foster deeper engagement through 

immersion and personal relevance (Pine & Gilmore, 2002). 

The findings related to Hypothesis 2 indicate that tourist engagement significantly influences satisfaction. This 

result supports the argument that engagement functions as a key determinant of how tourists evaluate their 

experiences. When tourists are cognitively attentive and emotionally connected, they are more likely to perceive the 

experience as meaningful and fulfilling. This finding is consistent with contemporary tourism research demonstrating 

that engagement enhances experiential value, satisfaction, and behavioral intentions across diverse tourism settings 

(Rather et al., 2021; Lopes et al., 2024). This study extends this understanding by demonstrating that engagement is 

particularly critical in art-based tourism, where meaning-making and emotional resonance are central to the 

experience. 

The relationship between engagement and destination loyalty, as proposed in Hypothesis 3, is also strongly 

supported. The findings suggest that engaged tourists are more likely to develop a sense of attachment to the 

destination and exhibit favorable behavioral intentions, including recommending the destination to others. This is in 

line with recent tourism research highlighting that engagement fosters emotional bonds and strengthens long-term 

relationships between tourists and destinations (Harrigan et al., 2021). In art-based tourism experiences contexts, 

such attachment may be reinforced by the symbolic and cultural significance of artistic experiences, which contribute 

to a deeper sense of connection with the place. 

The results further confirm Hypothesis 4, indicating that satisfaction has a significant positive effect on revisit 

intention. This finding is in line with a substantial body of tourism literature that identifies satisfaction as a primary 

predictor of future behavior (Prayag et al., 2015; Chen & Rahman, 2018). In the context of art-based tourism, 

satisfaction reflects both the quality of the experience as well as the extent to which it fulfills tourists’ expectations 

for meaningful and engaging encounters. The strong effect observed in this study underscores the importance of 

delivering high-quality art experiences that resonate with visitors and encourage repeat visitation. The distinction 

between destination loyalty and revisit intention is particularly noteworthy. While both constructs were positively 

influenced by preceding variables in the model, they capture different aspects of tourist behavior. Loyalty reflects a 

broader attitudinal commitment toward the destination, whereas revisit intention represents a specific future 

behavioral decision. The findings therefore support previous tourism research suggesting that favorable attitudes 

toward a destination do not always translate directly into repeat visitation, particularly when travel decisions are 

influenced by external constraints or tourists’ desire for novelty. 

Beyond the direct effects, this research also examined the mediating role of engagement through Hypothesis 5 

and 6. The mediation analysis further demonstrates that tourist engagement fully mediates the relationships between 

art-based experience and both satisfaction and destination loyalty. The non-significant direct effects observed after 

introducing engagement into the model suggest that artistic experiences influence behavioral outcomes primarily 
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through psychological involvement rather than through direct evaluative mechanisms. This finding is consistent with 

service-dominant logic, which emphasizes that value emerges through interaction and participation rather than 

through exposure to experiential stimuli alone. These findings suggest that the influence of art-based experiences on 

behavioral outcomes is largely indirect and operates through engagement processes. This is consistent with recent 

research emphasizing that experiential value translates into behavioral intentions primarily through psychological 

mechanisms such as engagement and emotional connection (So et al., 2012). The mediation results highlight that 

simply providing artistic content is not sufficient; rather, the effectiveness of art in tourism depends on its ability to 

actively involve tourists and facilitate meaningful interaction. 

From a theoretical perspective, the findings contribute to both Experience Economy Theory and Service-

Dominant Logic by clarifying the mechanism through which artistic experiences generate behavioral outcomes in 

tourism settings. Experience Economy Theory argues that memorable and immersive experiences constitute a distinct 

source of value creation (Vargo & Lusch, 2016). The present findings extend this perspective by demonstrating that 

the value of art-based experiences does not arise solely from exposure to artistic content but is largely realized through 

tourist engagement. In this sense, engagement functions as the psychological process that transforms experiential 

stimuli into satisfaction and loyalty outcomes. 

The findings also contribute to Service-Dominant Logic by providing empirical evidence that value is co-created 

through interaction rather than embedded within artistic attractions themselves. Art-based experiences appear to serve 

as platforms that facilitate interpretation, participation, and meaning-making. The full mediating role of engagement 

suggests that tourists do not passively consume artistic experiences; rather, they actively co-create value through 

cognitive and emotional involvement. By integrating Experience Economy Theory with Service-Dominant Logic, 

the study proposes that engagement constitutes the key link connecting experiential inputs with value co-creation 

processes and subsequent behavioral outcomes (Agapito & Sigala, 2024). This theoretical integration offers a more 

comprehensive explanation of how artistic experiences influence tourist behavior in contemporary experience-

oriented destinations. 

The study also contributes to the emerging literature on art-based tourism experiences by moving beyond 

descriptive accounts of artistic attractions and examining the underlying psychological processes through which 

artistic engagement shapes tourist behavior. In doing so, it responds to recent calls for more theory-driven and 

empirically validated models within art-related tourism research. Furthermore, the study demonstrates that tourist 

engagement serves as the central mechanism connecting artistic experiences with satisfaction and loyalty outcomes, 

thereby providing a more nuanced understanding of how experiential value is transformed into behavioral responses. 

This contribution extends existing knowledge by integrating Experience Economy Theory and Service-Dominant 

Logic within a single explanatory framework. Although the findings generally support previous research emphasizing 

the importance of experiential engagement in tourism settings, the present study extends the literature in several 

important ways. First, earlier studies have typically examined art, culture, engagement, satisfaction, or loyalty as 

separate phenomena, whereas this study integrates these constructs within a unified structural model. Second, 

previous research has largely focused on describing the experiential value of artistic attractions, with limited attention 

to the psychological mechanisms through which such experiences influence behavioral outcomes. By identifying 

tourist engagement as a full mediating mechanism between art-based experiences and both satisfaction and 
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destination loyalty, the study addresses this gap and provides a more comprehensive explanation of how artistic 

experiences generate value. Third, while prior studies frequently positioned art as a component of cultural tourism, 

the present research conceptualizes art-based experiences as distinct experiential stimuli and empirically 

demonstrates their influence on post-visit behavioral outcomes. These contributions provide a more nuanced 

understanding of the role of art in contemporary tourism and extend existing theoretical and empirical knowledge in 

the field. 

The findings also reflect broader trends in tourism demand, where visitors increasingly seek authenticity, 

creativity, and participation. Art-based experiences are particularly well suited to meet these expectations, as they 

offer opportunities for interpretation, reflection, and emotional engagement. Recent studies suggest that tourists who 

engage deeply with cultural, creative, and artistic experiences report higher levels of experiential value, emotional 

attachment, and satisfaction, which subsequently influence loyalty and revisit behavior (Agapito & Sigala, 2024; 

Lopes et al., 2024). This study reinforces this perspective by indicating that engagement is the key mechanism 

through which these benefits are realized. 

At the same time, the results should be interpreted with an awareness of ongoing debates regarding the 

commodification of art in tourism. While art enhances engagement and behavioral outcomes, there is a risk that 

excessive commercialization may undermine authenticity and cultural integrity. As noted in recent studies, 

maintaining the balance between accessibility and authenticity is essential for sustaining the value of art-based 

tourism experiences (Duxbury et al., 2021). The findings of this study suggest that engagement can play a role in 

preserving authenticity, as deeply engaged tourists are more likely to appreciate the cultural and symbolic 

significance of artistic expressions. 

In conclusion, the discussion of all six hypotheses provides a coherent and theoretically grounded explanation of 

how art-based experiences influence tourist behavior. The results confirm that art acts as an experiential catalyst that 

fosters engagement, which in turn drives satisfaction, loyalty, and revisit intention. By integrating experiential and 

behavioral perspectives, the study advances the literature on art-based tourism experiences and suggests a framework 

for comprehending the role of artistic engagement in shaping tourism outcomes. 

Conclusion 

This study aims to advance understanding of how art functions within contemporary tourism by examining its 

role as an experiential driver of tourist behavior. Building on the premise that tourism has shifted toward experience-

centered consumption, the research developed and empirically tested a structural model linking art-based 

experiences, behavioral outcomes, and tourist engagement. The results provide strong proof that art is not merely a 

contextual or decorative element within tourism environments, but rather a central mechanism through which tourists 

interpret, engage with, and respond to destinations. Importantly, the study focuses on art-based tourism experiences 

rather than art tourism itself. The emphasis is placed on how artistic elements embedded within tourism settings 

shape visitor engagement and behavior rather than on travel motivated primarily by artistic attractions. 

The results demonstrate that art-based experiences exert a substantial influence on tourist engagement, confirming 

that aesthetic, symbolic, and interpretive dimensions of art stimulate both cognitive and emotional involvement. 

Tourists do not simply observe artistic elements; they engage with them, construct meanings, and integrate these 
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experiences into their overall perception of the destination. This highlights the transformative role of art in tourism, 

where engagement becomes the key process through which experiences acquire value. 

The study further shows that engagement has a vital role in shaping behavioral outcomes. The strong relationships 

between engagement, satisfaction, as well as destination loyalty indicate that the effects of art-based experiences are 

largely transmitted through psychological involvement. In this sense, engagement acts as the bridge between 

experience and behavior, translating artistic interaction into positive evaluations and future intentions. The significant 

influence of satisfaction on revisit intention reinforces the importance of delivering high-quality experiences that 

resonate with tourists on both cognitive and emotional levels. 

From a theoretical standpoint, the findings help to integrate the service-dominant logic and experience economy 

into art-based tourism experiences study. By demonstrating that value emerges through interaction and engagement, 

the study supports the view that tourism experiences are co-created rather than passively consumed. Art serves as a 

platform for this co-creation, enabling tourists to participate actively in the construction of meaning and experience. 

More specifically, the study contributes to theory by demonstrating that tourist engagement functions as the central 

mechanism linking artistic experiences with value creation and behavioral outcomes. While Experience Economy 

Theory explains the importance of immersive experiences and Service-Dominant Logic emphasizes value co-creation 

through interaction, the present findings show how these perspectives converge within art-based tourism experiences. 

The results suggest that engagement serves as the connecting process through which experiential value is co-created, 

thereby extending both theoretical frameworks within the context of tourism research. 

The study offers a distinctive contribution to the tourism literature by positioning art not merely as a cultural 

attraction but as an experiential catalyst that generates value through tourist engagement. Unlike previous studies that 

have largely focused on cultural consumption or destination image, this research demonstrates how artistic 

experiences influence satisfaction, loyalty, and revisit intention through a clearly specified mediating mechanism. 

Consequently, the study advances understanding of the behavioral consequences of art-based tourism experiences 

and provides a theoretically integrated framework that can guide future research. In particular, the study addresses a 

notable gap in the literature concerning the mechanisms through which art-based experiences influence tourist 

behavior. Whereas previous studies have predominantly focused on the descriptive, cultural, or experiential 

dimensions of art in tourism, the present research empirically demonstrates the mediating role of tourist engagement 

and explains how artistic experiences are transformed into satisfaction, loyalty, and revisit intentions. Accordingly, 

the study contributes not only by confirming existing knowledge but also by extending current theoretical 

understanding of art-based tourism experiences. 

Alongside its theoretical insights, the study has important practical consequences for tourism stakeholders. One 

of the most important implications is that destinations should move beyond treating art as a static attraction and 

instead design experiences that actively involve visitors. Museums, galleries, and cultural institutions can enhance 

engagement by incorporating interactive elements such as guided interpretation, digital storytelling, augmented 

reality applications, and participatory workshops. These approaches encourage tourists to become active participants 

rather than passive observers, thereby increasing the depth and memorability of their experiences. 

For destination management organizations, the findings suggest that integrating art into broader tourism strategies 

can significantly enhance destination appeal and differentiation. Artistic elements can be used to create unique 
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narratives that distinguish destinations in competitive markets. Public art installations, street art initiatives, and 

cultural festivals can transform urban spaces into experiential environments that attract diverse visitor segments. In 

particular, destinations seeking to appeal to younger and experience-oriented tourists may benefit from incorporating 

contemporary and participatory art forms that align with evolving preferences. 

The results also highlight the importance of collaboration between tourism stakeholders and the creative sector. 

Partnerships with local artists, creative industries, and cultural institutions can lead to the development of authentic 

and innovative experiences that reflect the identity of the destination. Such collaborations not only enhance the 

quality of tourism offerings but also contribute to the sustainability of local cultural ecosystems by supporting artistic 

production and cultural preservation. 

From a marketing perspective, the findings indicate that promotional strategies should emphasize experiential and 

emotional aspects of art-based tourism rather than focusing solely on physical attributes. Storytelling, visual 

communication, and digital media can be used to convey the immersive and meaningful nature of artistic experiences, 

thereby attracting tourists who seek deeper engagement. In addition, social media platforms and user-generated 

content provide opportunities to amplify the impact of art-based experiences by encouraging visitors to share their 

interpretations and experiences. 

The study also offers implications for service design and visitor management. Tourism providers should consider 

how the layout, accessibility, and interpretive content of art spaces influence engagement. For example, providing 

multilingual information, interactive guides, and personalized recommendations can enhance accessibility and 

inclusivity, ensuring that a wider range of visitors can connect with artistic content. Furthermore, managing visitor 

flows in popular art destinations is essential to maintain the quality of the experience and prevent overcrowding, 

which can negatively affect engagement and satisfaction. 

At the same time, the integration of art into tourism must be approached with sensitivity to issues of authenticity 

and cultural integrity. While commercialization can enhance accessibility and economic value, it may also risk 

diluting the meaning and significance of artistic expressions. Destination managers should therefore strive to balance 

economic objectives with the preservation of cultural authenticity, ensuring that art remains a genuine reflection of 

local identity rather than a commodified product. 

Despite its contributions, this study is subject to several limitations that should be acknowledged. First, the cross-

sectional design limits the ability to examine changes in tourist engagement and behavioral outcomes over time or to 

establish definitive causal relationships among the study variables. Longitudinal research designs would provide a 

more comprehensive understanding of how art-based experiences influence tourists across different stages of the 

travel experience. Second, the study relies on self-reported data, which may be affected by social desirability bias 

and respondents’ subjective interpretations of their experiences. 

A further limitation relates to the use of purposive sampling. Participants were intentionally selected based on 

their involvement in art-related tourism experiences to ensure the relevance of responses to the research objectives. 

While this approach is appropriate for investigating a specific target population, it limits the generalizability of the 

findings beyond tourists who actively engage with artistic and cultural experiences. Because the sample was not 

selected using probability-based procedures, the results should be interpreted with caution when extending 
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conclusions to the broader tourist population. Future studies may employ random or stratified sampling techniques 

across multiple destinations to enhance the representativeness and external validity of the findings. 

Additionally, the study was conducted within a specific tourism context, which may restrict the applicability of 

the results across different cultural and geographical settings. Cultural values, artistic preferences, and tourism 

motivations may vary considerably across destinations. Future research should therefore examine the proposed model 

in diverse cultural contexts and compare the effects of art-based experiences across different tourist populations. 

Further studies may also find out the role of emerging technologies in shaping art-based tourism experiences. 

Digital art, virtual reality, and artificial intelligence are increasingly being integrated into tourism and have the 

potential to transform how tourists interact with artistic content. Investigating these developments would further 

enhance understanding of the evolving relationship between art and tourism. 

Finally, this study found that art-based experiences had a significant impact on visitor engagement and behavioral 

outcomes. The study, which positions art as an experienced catalyst, presents a complete framework for 

understanding how tourist experiences are formed and how they impact visitor behavior. The findings emphasize the 

necessity of creating participatory, meaningful, and authentic art-based experiences, providing useful insights for 

scholars and practitioners in the quickly changing tourist sector. 
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