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Can cultural tourism experience 
enhance cultural confidence? 
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A questionnaire survey was conducted among 600 visitors to the region 

using Qingyuan Mountain, a 5A picturesque location in Quanzhou City, Fujian 

Province, as the research site. A total of 489 valid questionnaires were received. 

The links between cultural involvement, cultural experience, cultural identity, 

cultural confidence, and cultural loyalty were experimentally examined using 

a structural equation modeling technique. The results showed that cultural 

experience was a mediating factor in the processes of the influence of cultural 

involvement on cultural identity and the influence of cultural involvement 

on cultural confidence, but the influence of cultural involvement on cultural 

identity and the influence of cultural involvement on cultural confidence were 

not supported. The study accordingly condenses theoretical contributions to 

academia and management insights for businesses.
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Introduction

Culture is the sum of the material and spiritual productive capacity and the material 
and spiritual wealth created by human beings during social practice, and it provides the 
resource base for tourism, in which people are in fact learning about culture. Cultural 
tourism as a social phenomenon emerged after the Second World War; after all, it can 
improve cultural understanding and people’s understanding as well as help build the 
economy (Richards, 2018). Cultural tourism as an academic study emerged in the 1980s. 
Cultural tourism reached a high point in the 1980s and 1990s as it became widely 
recognized as a good tourism product. There was a proliferation of research on cultural 
tourism, and different theories and research methods were applied to the field (Smith and 
Richards, 2013). According to the World Tourism Organization’s Tourism and Culture 
Synergy Report (2018), 89% of the World Tourism Organization’s member states have 
included cultural tourism in their tourism development policies and are committed to 
further developing it. According to the report’s projections, cultural tourists will account 
for more than 40% of the overall tourism sector in the future (UNWTO, 2018). Now is 
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precisely the point in time when the report predicts the next 
5 years of planning. Therefore, the current study on cultural 
tourism is very relevant and timely.

The study of cultural tourism was first defined by the World 
Tourism Organization as a form of culturally motivated tourism 
and is one of the oldest forms of ‘new’ tourism (McKercher, 2020). 
These are tourism, cultural heritage, the experience and 
consumption of the product and the visitor. The element of 
tourism is undoubtedly the most fundamental attribute of cultural 
tourism, which not only facilitates the preservation and exchange 
of culture but also promotes economic development, revitalizing 
culture and sustaining its benefits (Shi et  al., 2021). Cultural 
heritage is one of the most dominant forms of cultural tourism 
and the hottest tourism product (Seyfi et  al., 2020). Heritage 
tourism has become an important ground for scholars to conduct 
research on cultural tourism. Experience and consumption are 
important elements of cultural tourism research; after all, cultural 
tourism involves subject areas such as economics and 
management, and the desire to maximize the benefits of cultural 
tourism while preserving it is shared by stakeholders such as 
tourism developers, local governments, community residents, and 
cultural custodians (Ammirato et al., 2021). With the rise of the 
experience economy, the deep integration of cultural tourism and 
the experience economy has been consistently recognized by 
many scholars (Su et al., 2020a; Zhang et al., 2021). The study of 
tourists is a necessary part of any tourism product, and only if 
tourists accept, recognize and even recommend the tourism 
product will it have economic value and be sustainable (Su et al., 
2020b). In this new era, the types of cultural tourism products are 
further enriched, and the boundaries between culture and tourism 
become increasingly blurred (Yang et al., 2022).

Cultural confidence is a collective cultural identity, belonging 
and love based on an individual’s deep understanding, acceptance 
and practice of their own culture. It is a powerful spiritual 
motivator that leads to the formation of certain value dispositions 
and can lead to positive behavior (Wan and Rucker, 2013; Ortiz-
Ordoñez et al., 2015). And to form one’s cultural confidence, one 
must first have access to channels and opportunities to learn about 
excellent traditional culture (Zhao, 2022). Traveling is a good 
learning opportunity, which not only enables the traveler to 
broaden his or her horizons and gain insight, but also generates a 
self-confidence from the inside out through this process (Chen, 
2022). And this self-confidence has positive implications for 
personal growth, external communication and patriotism (Lin 
et  al., 2022). Therefore, exploring the mechanisms by which 
cultural confidence is generated in tourists and its impact on 
tourism behavior can provide useful references for other scholars 
exploring similar topics, as well as providing more business 
management ideas for tourism business managers and valuable 
references for the education sector in patriotic education.

This study adopts a positivist paradigm to investigate the 
psychological feelings of tourists after experiencing cultural 
tourism, with the aim of understanding the experience of cultural 
tourism, cultural identity, cultural confidence and cultural loyalty 

and clarifying the interplay among them. This study is a good 
complement to the current hot research on cultural confidence, 
broadening the theoretical outreach of cultural tourism research, 
further enriching the content of cultural tourism and providing a 
theoretical basis for other scholars in similar research. In addition, 
the results of this study have certain management practice 
implications for tourism management departments and are of 
reference value for tourism developers to carry out targeted 
tourism marketing for tourists.

Literature review and hypotheses

Cultural involvement

Involvement is the evaluation of the importance and relevance 
of objects by individuals according to their intrinsic needs, values 
and interests (Zaichkowsky, 1985). According to this definition, 
cultural involvement can be  thought of as tourists evaluating 
cultural tourism activities and consumption based on their own 
needs, values and interests (Campos et al., 2017). Carlson and 
Güler (2018) argue that cultural involvement includes both the 
culture of origin and destination culture dimensions, while Gao 
et  al. (2020) argue that cultural involvement includes three 
dimensions, namely, attraction, self-expression, and centrality, and 
Whang et  al. (2016) argue that cultural involvement includes 
situational involvement and persistent involvement. The study by 
Jian et al. (2019) used a single dimension of persistent involvement. 
This study also adopts the concept of a single dimension of 
persistent involvement.

In a study conducted by Li et al. (2021) on residents’ attitudes 
toward tourism, cultural involvement was found to have a positive 
and significant effect on the cultural experience. Whang et al. 
(2016) argued that cultural transmission is a prerequisite for 
cultural involvement and that tourists’ experiences cannot 
be separated from cultural transmission. Lee and Chang (2017) 
found that cultural involvement was an antecedent variable for the 
cultural tourism experience in a survey of 901 tourists who visited 
Taiwan for diet tourism and found that cultural involvement was 
an antecedent variable of the cultural tourism experience. Lee and 
Chang’s (2017) study reconfirmed this result.

Jian et al.’s (2019) study found that cultural involvement has a 
positive impact on cultural identity, such as manifesting a love for 
a culture or becoming a fan of a culture. Similar results were 
confirmed in Koenig-Lewis et al.’s (2021) study, in which 1,335 
tourists were interviewed, confirming not only the influence of 
cultural involvement on cultural identity but also the relationship 
between cultural involvement and cultural experience. Carlson 
and Güler (2018) confirmed the same results in their study of 
immigrants as survey respondents.

Cultural confidence is a collective cultural identity, a sense of 
belonging and love based on an individual’s deep understanding, 
acceptance and practice of his or her own culture (Pan et  al., 
2021). Guan et al. (2020) found that cultural involvement directly 

https://doi.org/10.3389/fpsyg.2022.1063569
https://www.frontiersin.org/journals/psychology
https://www.frontiersin.org


Lin et al. 10.3389/fpsyg.2022.1063569

Frontiers in Psychology 03 frontiersin.org

influenced students’ cultural confidence in a study on the extent 
of their red cultural identity in Hebei Province. Li et al. (2021) 
suggested that local governments and communities organize more 
cultural-themed activities to provide more opportunities for 
cultural exchange and enhance residents’ cultural involvement, 
thereby gaining more cultural confidence and cultural identity. At 
local cultural festivals, it was found that the cultural involvement 
of visitors was reinforced and helped them enhance their ethnic 
pride and cultural confidence.

Based on the above findings, this study makes the 
following hypotheses:

H1: Cultural involvement positively influences 
cultural experience.

H2: Cultural involvement positively influences 
cultural identity.

H3: Cultural involvement positively influences 
cultural confidence.

Cultural experience

Cultural experiences are generally defined as trips to cultural 
tourism destinations for the purpose of acquiring knowledge and 
authentic experiences (Crompton and McKay, 1997), a view that 
is related to that of Kim et al. (2009), who found that learning 
knowledge and authentic experiences can be combined into one 
dimension through their rooted theory research. Kim and Eves 
(2012) reconfirmed this finding. The single dimension scale of 
Kim et al. (2009) was also used in this study.

Research on cultural experiences is well documented, with 
Koenig-Lewis et al. (2021) finding that travelers gained knowledge 
and enhanced their cultural identity through experiencing local 
cultural festivals. Similar results hold true for transient expatriates 
studying abroad, as El-Ouali and Mouhadjer (2019) and Li and 
Liu (2020) found that international students’ cultural experience 
of their host country helped them gain a sense of cultural identity 
and integrate into the local cultural life as soon as possible. In 
short, cultural identity is constructed on the basis of cultural 
experience (Gao, 2021).

In terms of exploring the relationship between cultural 
experience and cultural confidence, Chen’s (2020) study found 
that university students’ creative design experiences enriched their 
knowledge of that culture and built up stronger cultural 
confidence. Mei (2022) found similar results through a study of 
university students’ experiences of their local culture, which had 
a significant effect on their cultural confidence.

Chen and Rahman (2018) interviewed tourists involved in 
cultural tourism and found correlations between engagement, 
cultural exposure, memorable travel experiences and loyalty to 
cultural tourism destinations, with memorable travel experiences 
being positively correlated with cultural tourism destinations. 

Ogunnaike et al. (2022) studied hotels and found that the cultural 
ambience of a hotel was crucial in attracting customers, as their 
cultural experience with the hotel directly influenced their loyalty 
to the hotel. Suhartanto et al. (2018) studied tourist loyalty using 
cultural tourism destinations and similarly found that the cultural 
experience of tourists had a significant direct impact on 
destination loyalty.

Based on the above findings, this study makes the 
following hypotheses:

H4: Cultural experience positively influences cultural identity.

H5: Cultural experience positively influences cultural  
confidence.

H6: Cultural experience positively influences cultural loyalty.

Cultural identity

Bhugra (2004) argues that cultural identity includes an 
individual’s adherence to and identification with elements of 
religion, language, customs, beliefs, rituals, and leisure activities. 
From the perspective of tourism, tourism contributes to the 
spread of culture, facilitates communication and brings in funds 
for the preservation of culture, and in this sense, tourism 
contributes to the cultural identity of tourists. Luo et al. (2019) 
conducted a study with tourists visiting the 21st Century Maritime 
Silk Road Museum and found that visitors who experienced the 
museum had a high cultural identity, and a strong study by Gao 
(2021) found that enhancing students’ national cultural identity 
helped build students’ national cultural self-confidence. Tian et al. 
(2020) conducted a study on tourists who participated in 
intangible cultural heritage experiences and found that tourists’ 
cultural identity would influence cultural destination loyalty 
through authenticity. Le and Le (2020) conducted a study of 
tourists visiting Thanh Hoa Province in Vietnam and obtained 
similar results. In addition to this finding for tourists, Lee et al. 
(2021) found similar results for Aboriginal people, whose 
identification with indigenous culture directly influenced their 
loyalty to that culture.

Based on these findings, this study makes the 
following hypotheses:

H7: Cultural identity positively influences cultural confidence.

H8: Cultural identity positively influences cultural loyalty.

Cultural confidence

Pan et al. (2021), based on previous definitions of self-confidence 
and through focus interviews with cultural and tourism experts, 
define cultural confidence as a collective cultural identity, belonging 
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and love that is based on an individual’s deep understanding, 
acceptance and practice of his or her own culture. As the concept of 
cultural confidence has emerged only in recent years, research on 
cultural confidence is not yet very rich and currently focuses more on 
the integration of culture and identity. Zang and Liu (2021) found 
through their study of mobile learning among university students 
that cultural confidence among university students helped to enhance 
their sense of cultural loyalty. Li’s (2022) study found that Jia et al. 
(2022) argued that traditional culture should be  included in the 
science and technology courses of university students because it has 
a direct impact on enhancing their cultural confidence and has a 
significant effect on their loyalty to their motherland and people, i.e., 
the enhancement effect. In light of this, this study argues the following:

H9: Cultural confidence positively influences cultural loyalty.

Cultural loyalty

Cultural loyalty is an authority that derives from the voluntary 
allegiance of its members (Parekh, 2001). Cultural loyalty is a very 
strong sense of people’s loyalty to their values, ideal beliefs and 
religious beliefs. It should include at least three voices, namely, the 
voice of ancestors, the voice of relationships and the voice of ethics 
(Piquemal, 2005). Loyalty is an important concept that has 
received widespread scholarly attention, including national 
loyalty, ethnic loyalty and brand loyalty, among others. Cultural 
loyalty has received more widespread scholarly attention in recent 
years because it is more of an intangible soft power and a powerful 
emotional force, and some scholars have even proposed a cultural 
loyalty approach (Karkabi, 2021). It is clear that an in-depth study 
of cultural loyalty is necessary and important.

Based on the above research findings and the comprehensive 
reasoning of this study, the following model is constructed in this 
study (see Figure 1):

Materials and methods

Study area

Located in southeastern Fujian Province, on the 
northeastern bank of the lower reaches of the Jinjiang River, 
Qingyuan Mountain is one of the eighteen scenic spots in 
Quanzhou and a national key scenic spot, consisting of three 
large areas: Qingyuan Mountain, Nine-Day Mountain and the 
Holy Tomb of Lingshan, with a total area of sixty-two square 
kilometers. It is a national 5A level tourist attraction in China. 
Qingyuan Mountain is a must-see attraction when visiting 
Quanzhou. The most famous statue of Laojun from the Song 
Dynasty is the Laojun Rock in the scenic area, which is the 
largest and most artistically valuable Taoist stone sculpture in 
China. The stone carving of praying for the wind at Jiuriyama 
is a precious source for studying the history of overseas 
transportation and the art of calligraphy in ancient China. The 
Holy Sepulchre is the place where the three sages and four 
sages, disciples of Muhammad, came to Quanzhou to preach 
and were buried, called the Islamic Holy Sepulchre. Qingyuan 
Mountain is not only beautiful but also an important cultural 
tourism destination. The number of visitors to Qingyuan 
Mountain is very high every year, peaking at 30,000 visitors per 
day. As the only 5A scenic spot in Quanzhou, it has become, to 
a certain extent, one of Quanzhou’s calling cards for external 
publicity and an important part of the composition of 
Quanzhou’s tourism image. Qingyuan Mountain has also 
become a commonly chosen case study site for local scholars 
engaged in cultural research, as well as attracting many scholars 
from around the world who are studying Quanzhou culture, 
Hokkien culture and the historical traces of Islamic culture. 
The study has therefore chosen this study site as a representative 
and viable one.

FIGURE 1

The structure model.
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Scale design

This study used a self-statement scale for data collection, 
consisting of six parts, using a 7-point Likert scale design. The first 
section is cultural involvement, from a study by Jian et al. (2019), 
the second section is cultural experience, from a study by Kim and 
Eves (2012), the third section is cultural identity, from a study by 
He and Wang (2015), the fourth section is cultural confidence, 
from a study by Pan et  al. (2021), the fifth section is cultural 
loyalty, from a study by Yang and Peterson (2004), and the sixth 
part is demographic information.

Data collection

This study was conducted from September 10 to September 
13, 2022, at the leisure hall at the exit of the main gate of the 
Qingyuan Mountain Scenic Area to interview visitors who had 
finished their visit. Two hundred copies were distributed each day, 
100 in the morning and 100 in the afternoon. The research started 
from the first visitor returning in the morning until 100 copies 
were collected, and in the afternoon, due to the hot weather, there 
were many guests resting in the hall, so in order not to disturb the 

guests’ rest, the survey started from 3 o’clock until 100 copies were 
collected. A total of 600 questionnaires were distributed and 517 
were returned, of which 489 were valid. The visitors were 259 men 
(52.97%) and 230 women (47.03%). In terms of age composition, 
64 people (13.09%) were aged 18-25, 121 people (24.74%) were 
aged 26-35, 153 people (31.29%) were aged 36-45, 95 people 
(19.43%) were aged 46-55, 45 people (9.20%) were aged 56-65 and 
11 (2.25%) were aged 66 or above. Regarding the composition of 
education levels, 132 (26.99%) were high school and below, 128 
(26.18%) were college, 161 (32.92%) were bachelor’s degree and 
68 (13.91%) were master’s degree and above.

Results

SPSS 24.0 was used to test the quality of the dataset, and the 
analysis revealed that there were no missing values. The data had a 
skewness of 3 < and a kurtosis of <7, which basically met the 
requirements of a normal distribution. The reliability of the variables 
ranged from 0.845 to 0.918, all reaching the recommended value of 
>0.7 (see Table 1), and the corrected item total correlation (CITC) 
between the variables all reached the recommended value of >0.5. 
The data are of good quality and ready for the next step of analysis.

TABLE 1 The results of confirmatory factor analysis (n = 489).

Construct/Items Std. T-value α CR AVE

Cultural involvement 0.845 0.846 0.578

Cin1 I love and enjoy this culture 0.785

Cin3 I care a lot about this culture 0.704 15.106

Cin4 I am particularly interested in this culture 0.743 15.971

Cin5 I feel like I have a special affinity for this culture 0.806 17.16

Cultural experience 0.872 0.872 0.694

Ce4 Through travel experience, I can understand the cultural connotation of these scenic spots 0.826

Ce5 I have the opportunity to increase my understanding of different cultures through travel experience 0.798 19.251

Ce6 Traveling in a place where the culture is fully preserved is an authentic experience 0.874 20.835

Cultural identity 0.865 0.866 0.565

Cid1 I am proud of our culture. 0.703

Cid2 I have admiration for important figures in our nation’s history. 0.671 13.567

Cid3 Chinese highlight events of historical and cultural importance 0.774 15.487

Cid4 Our country has a profound historical and cultural heritage. 0.841 16.566

Cid5 As a Chinese, I think we have certain cultural attributes that other countries do not have. 0.759 15.212

Cultural confidence 0.860 0.861 0.607

Cc4 The site is well preserved, inheriting the local cultural and historical landscape. 0.764

Cc3 All the folklore activities and festivals in this place can reflect the essence of local culture. 0.782 16.826

Cc2 The local culture can help me think and solve the problems I encounter. 0.794 17.072

Cc1 The culture of the place can guide me to make an accurate self-evaluation. 0.777 16.718

Cultural loyalty 0.918 0.919 0.694

Cl1 I will say positive things about the culture to others. 0.832

Cl2 I would recommend this local culture to those who come to me for advice. 0.824 21.713

Cl3 I would encourage relatives and friends to experience the culture. 0.868 23.498

Cl4 I will publish positive information about this culture on some Internet platforms (such as WeChat, Weibo, etc.). 0.847 22.629

Cl5 I intend to continue experiencing the culture. 0.792 20.461

std., standard estimate; CR, composite reliability.
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TABLE 2 The results of model fit measures.

Index χ2 Df χ2/df RMSEA GFI AGFI CFI NFI RFI IFI TLI

CFA 445.617 179.000 2.489 0.055 0.918 0.895 0.953 0.925 0.912 0.954 0.945

Structural model 466.839 180.000 2.594 0.057 0.915 0.891 0.950 0.921 0.908 0.950 0.942

Fitted value – – <3.0 <0.05 >0.9 >0.9 >0.9 >0.9 >0.9 >0.9 >0.9

TABLE 3 The discriminant validity.

CR AVE CIn CE Cid CC CL

Cultural involvement (Cin) 0.846 0.578 0.761

Cultural experience (Ce) 0.872 0.694 0.256 0.833

Cultural identity (Cid) 0.866 0.565 0.067 0.246 0.752

Cultural confidence (Cc) 0.861 0.607 0.105 0.351 0.441 0.779

Cultural loyalty (Cl) 0.919 0.694 0.333 0.558 0.346 0.435 0.833

The square root of the AVE is presented in bold.

Common method bias

To exclude the effect of common method bias, the one-way 
validation method of Harman (1976) was used in this study. That 
is, a factor analysis was performed on the dataset to check the 
cumulative explained variance of the first factor without rotation, 
and if it was below 50%, the common method bias of the dataset 
was not serious enough for further analysis. By testing, the 
cumulative explained variance of the first factor in this study was 
25.322%, well below the recommended value of 50%.

Measurement model

Using Amos 24.0 for validated analysis of the dataset, the 
measurement model met the recommended values recommended 
by academics for the model fit indicators, except for AGFI, which 
was slightly below the recommendation of 0.9 (see Table 2; CFA). 
The factor loadings for each variable ranged from 0.671 to 0.874, 
with all questions reaching above 0.7 except for the Cid2 question 

item, which was slightly below 0.7; the reliability of each variable 
ranged from 0.846 to 0.919, meeting the scholarly 
recommendation of greater than 0.7; and the AVE ranged from 
0.565 to 0.694, all meeting the recommendation of greater than 
0.5. This study used Fornell and Larcker (1981) and Bagozzi and 
Yi (2012) recommended discriminant validity method to validate 
the dataset for discriminant validity, and the results showed that 
the discriminant validity met the criteria recommended by 
scholars (see Table 3).

Structural equation modeling

Structural equation modeling was conducted using the 
maximum likelihood method of Amos 24.0. The model fit was 
showed in the table  2-structural. And the results of the path 
analysis were significant for all the paths except H2: cultural 
involvement has a positive impact on cultural identity and H3: 
cultural involvement has a positive impact on cultural confidence, 
which were not significant (see Figure 2; Table 4).

FIGURE 2

Structure model and path coefficient. *p < 0.05,**p < 0.01, ***p < 0.001.
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Mediating effects

As the two paths of cultural involvement on cultural identity 
and cultural involvement on cultural confidence are not 
significant, and cultural experience is in the intermediary position 
between the two paths of cultural involvement and cultural 
identity and cultural involvement and cultural confidence, it is 
necessary to explore the mediating effect of cultural experience to 
further explore the relationships between cultural involvement 
and cultural identity and cultural involvement and cultural 
confidence. This paper uses the bootstrap (bootstrap = 2000) 
method to further verify the mediating effect of cultural 
experiences. The results are shown in Table 5 below, where cultural 
experiences play a mediating role in the pathways of the influence 
of cultural involvement on cultural identity and cultural 
involvement on cultural confidence.

Discussion and conclusion

Discussion

This study takes the famous religious mountain located in 
Quanzhou City, Fujian Province, as an example and explores the 
relationships between cultural involvement, cultural experience, 

cultural identity, cultural confidence and cultural loyalty. The 
results showed that most of the hypotheses were tested, except for 
the influence of cultural involvement on cultural identity and the 
influence of cultural involvement on cultural confidence, which 
were not tested. In addition, the mediating role of cultural 
experience in the influence of cultural involvement on cultural 
identity and the influence of cultural involvement on cultural 
confidence was also tested.

From the results, the relationship between cultural 
involvement and the influence of cultural experience was verified, 
which is consistent with previous research (Gao, 2021; Koenig-
Lewis et  al., 2021). After all, the higher the degree of cultural 
involvement, the more likely it is that the motivation to experience 
is generated, and once a person has generated motivation, it is easy 
to put it into action, that is, to produce the act of experiencing. 
When travellers have a cultural experience, they are bound to have 
certain feelings about the culture, which may be good or bad. If it 
is a good feeling, they are bound to appreciate, identify with or 
even love the culture, while if it is a bad feeling, they may reject 
the culture and fail to integrate into it (Wei et al., 2020). This is 
common among new immigrants and explains why many 
immigrants are unable to adapt to the culture of the place they 
have moved to. In addition to giving identity, experience may also 
give rise to a sense of confidence and even pride, because culture 
is powerful and intangible, and culture is also a source of spiritual 
strength for people, as evidenced in the research at Karadağ et al. 

TABLE 4 Structure parameter estimates.

Hypothesis Estimate Std S.E. T-Value p Result

H1 Cultural involvement → Cultural experience 0.292 0.273 0.056 5.191 *** Yes

H2 Cultural involvement → Cultural identity 0.005 0.005 0.057 0.084 0.933 No

H3 Cultural involvement → Cultural confidence 0.018 0.017 0.051 0.35 0.726 No

H4 Cultural experience → Cultural identity 0.243 0.245 0.054 4.477 *** Yes

H5 Cultural experience → Cultural confidence 0.241 0.253 0.05 4.825 *** Yes

H6 Cultural experience → Cultural loyalty 0.488 0.455 0.053 9.299 *** Yes

H7 Cultural identity → Cultural confidence 0.363 0.377 0.052 7.033 *** Yes

H8 Cultural identity → Cultural loyalty 0.151 0.139 0.052 2.882 0.004 Yes

H9 Cultural confidence → Cultural loyalty 0.241 0.214 0.058 4.184 *** Yes

std., standard estimate. *p < 0.05, **p < 0.01, ***p < 0.001.

TABLE 5 Mediation effect.

Path Point 
estimate

Product of 
coefficients Percentile 95%CI Bias-corrected 

percentile 95%CI Mediation
se Z-value Lower Upper Lower Upper

Cin → Cid Total effects 0.076 0.060 1.267 −0.054 0.191 −0.055 0.191

Direct effects 0.005 0.062 0.081 −0.119 0.124 −0.121 0.123

Cin → CE → Cid Indirect effects 0.071 0.026 2.731 0.024 0.126 0.026 0.135 Yes

Cin → CC Total effects 0.116 0.068 1.706 −0.017 0.25 −0.009 0.259

Direct effects 0.018 0.052 0.346 −0.085 0.115 −0.082 0.117

Cin → CE → CC Indirect effects 0.098 0.042 2.333 0.021 0.188 0.026 0.197 Yes

Cin, Cultural involve; CE, Cultural experience; Cid, Cultural identity.
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(2020). Of course, when a culture has become a person’s spiritual 
strength, he is bound to cherish that strength and be loyal to that 
culture without reluctance, which explains the relationship 
between the influence of cultural involvement and cultural loyalty 
in this study.

Identity is the identification of people with something, a role 
or a culture. It is not just an acceptance but a high degree of 
emotional approval, so that identity is a positive psychological 
state that gives people positive energy and creates psychological 
confidence. When a person is highly identified with a culture or 
even becomes an integral part of his or her own culture, he or she 
is bound to be  loyal to that culture because it is already an 
important part of his or her culture, psyche and spirit. Therefore, 
the influence of cultural identity on cultural confidence (Luo et al., 
2019; Gao, 2021) and the influence of cultural identity on cultural 
loyalty (Tian et  al., 2020; Lee et  al., 2021) in this study are 
reasonable and in line with previous research.

Self-confidence is an absolutely positive psychological state in 
human beings; it is a spiritual motivation and source of strength 
that sustains one’s persistence, effort and perseverance, and this 
also applies in the field of culture. Therefore, the hypothesis that 
cultural confidence has a positive impact on cultural loyalty is 
valid and in line with the results of previous studies (Zang and Liu, 
2021; Jia et al., 2022; Li, 2022).

However, the hypothesis that cultural exposure has a 
positive impact on cultural identity has not been tested, contrary 
to the findings of previous studies. Cultural involvement is a 
superficial perception that may come from oral accounts, 
indirect knowledge from films, television, books, etc., or 
fragmented knowledge. This kind of knowledge makes it difficult 
to form a three-dimensional perception in the visitor’s mind, 
much less to make him or her feel good about it or accept, or 
even highly value, the culture (Smolicz, 1981). This is therefore 
a good explanation for why cultural involvement does not hold 
true for the positive impact of cultural identity. Similarly, when 
visitors’ perceptions are only at this superficial level, it is not 
possible for them to develop a sense of confidence. Therefore, it 
is possible that the effect of cultural involvement on cultural 
confidence does not hold true. A study by McKercher and Du 
Cros (2002) found that approximately half of tourists are not 
influenced by cultural involvement when choosing a 
tourist destination.

It is of interest to note that cultural experience has an 
important place in this study, as it plays an extremely important 
role in the overall mechanism of cultural influence (Armbrecht, 
2014; Lembo and Martin, 2022). The influence of cultural 
involvement on cultural experience is present, as is the influence 
of cultural experience on cultural identity, cultural confidence and 
cultural loyalty. In addition to this, cultural experiences play a 
mediating role in the influence of cultural involvement on cultural 
identity, as well as in the influence of cultural involvement on 
cultural confidence. It is clear that it is difficult to develop cultural 
tourism without well-designed experiences to create identity and 
confidence in visitors, which explains exactly why the experience 

economy is so hot and the importance of experience quality in the 
tourism product.

Theoretical implications

This study enriches the theory of cultural tourism research. 
Cultural tourism has traditionally been a key area of research in 
the tourism sector, receiving much attention not only from 
tourism scholars but also from cultural scholars. However, it is 
rare to integrate cultural involvement, cultural experience, cultural 
identity, cultural confidence and cultural loyalty into one study, 
and it is also rare to conduct in-depth research and discussion on 
their interrelationships and mechanisms of influence. Therefore, 
the attempt of this study provides more references for subsequent 
research on cultural tourism.

The two hypotheses found to be unsupported in this study add 
to the previous research. Unlike in previous studies, the impact of 
cultural involvement on cultural identity and the impact of 
cultural involvement on cultural confidence are not supported in 
this study. This suggests that there are still some gaping points in 
the previous study and further clarifies the relationships among 
the three, which is also an important finding in this respect.

The two complete mediators found in this study further 
confirm the importance of cultural experience. Cultural 
experience has been extensively and thoroughly researched in 
previous studies, but its importance, especially in the field of 
cultural tourism, should be given more attention by scholars, as 
after all, tourists’ cultural identity and cultural confidence are 
based on good cultural experience. This result also provides a 
theoretical reference for other scholars to carry out similar studies 
in the future.

Implications for management practice

Cultural tourism development should pay attention to tourism 
promotion. The basis for a tourist’s motivation to travel is that 
he  has some knowledge of this tourist destination. When 
information about a tourist destination is not disseminated to the 
minds of potential tourists, or when tourists are simply unaware 
of the existence of such a tourist destination or tourist product, 
they cannot be motivated to travel. Therefore, in the process of 
cultural tourism development, it is important to strengthen 
publicity efforts, broaden publicity channels, enrich publicity 
methods and focus on the effects of publicity. After all, in the 
current era of diverse information dissemination channels, the 
amount of information is exploding, and without timely and 
effective publicity, it is easily buried by new information.

Cultural tourism development should pay attention to 
experience design and improve the quality of the experience. 
The experience economy has been here for a long time, and 
the importance of experience marketing for products has 
become an irrefutable marketing approach to business 
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management. However, previous experience marketing 
focused on tangible products, and after all, it can give people 
a real sense of presence; however, cultural products, including 
cultural tourism, are intangible products, and passive 
preaching has been unable to move the emotions of tourists 
or make them more likely to resonate. Therefore, intangible 
cultural tourism should pay more attention to the experience 
process and experience quality.

Cultural tourism development should strive to gain the 
recognition of tourists and work hard to create cultural confidence 
in them to form cultural loyalty. Whereas products bring limited 
benefits to an enterprise, brands bring unlimited, long-term 
benefits. Cultural tourism products can also be a good brand, but 
it is essential that visitors identify with the product and brand and 
develop national cultural self-confidence in it. Only in this way is 
it possible for visitors to develop loyalty to the cultural tourism 
brand, which is very useful and necessary to develop 
customer stickiness.

Research limitations and future 
study

Due to the openness of the study site and the human and 
material resource constraints of this study, this study adopts a 
convenience sampling method; the form of the data is cross-
sectional, and the representativeness may be somewhat different 
from that of the random sampling method. Second, the case study 
site for this study is Qingyuan Mountain in Quanzhou City, Fujian 
Province. There are many other famous mountains and rivers with 
the same profound cultural heritage, and geographical differences 
may lead to cultural differences; therefore, the results of this study 
should be  taken with caution when generalizing to other 
study sites.

Cultural tourism is a big topic that needs more scholars to 
be involved in it and more variables to be tapped to study the field 
of cultural tourism thoroughly and to provide a truly useful 
reference for the theoretical and industrial communities. 
Therefore, in future research, consideration could be  given to 
adding contingent variables such as perceived value, cultural 
consistency, authenticity, etc., as well as moderating variables and 
multicluster analysis for different groups of people, to clarify the 
influence mechanisms of cultural tourism.
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