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1. Introduction

Heritage tourism has become one of the fastest growing forms of cultural travel, offering
visitors opportunities to engage with history, architecture, and traditions while also contributing
to the preservation of cultural identity and the sustainable development of local communities
(Manaig et al., 2025; Song & Chen , 2025; Timothy & Nyaupane, 2009). For many developing
countries, heritage destinations not only safeguard cultural value but also serve as a cornerstone
for economic vitality by attracting both international and domestic tourists. Understanding how
tourists form perceptions and intentions in such contexts is therefore essential for both
theoretical advancement and practical destination management.

Among behavioral outcomes in tourism research, revisit intention has consistently been
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highlighted as a crucial indicator of tourist loyalty and long-term sustainability. A strong
intention to return not only ensures stable demand but also reduces marketing costs, since repeat
visitors often serve as word-of-mouth promoters (Jones et al., 2000). Previous studies have
shown that revisit intention is influenced by a complex interplay of factors, ranging from service
quality and satisfaction to destination image and emotional bonds (Kim, 2018; Sharma &
Nayak, 2019). However, despite extensive research in this area, the literature remains
disproportionately concentrated on developed countries and international tourist markets, while
domestic tourism in developing countries receives far less attention.

A growing body of scholarship also emphasizes the role of Memorable Tourism
Experiences (MTE) in shaping tourist perceptions and behaviors. MTE are defined as
experiences that are personally meaningful, emotionally engaging, and stored in long-term
memory (Kim et al., 2012). Unlike fleeting satisfaction, MTE are argued to have enduring
impacts on cognition and behavior, influencing how tourists perceive destinations and whether
they intend to return. Empirical studies (e.g., Kim, 2018; Rasoolimanesh et al., 2021)
consistently suggest that MTE positively affect both destination image and revisit intention. In
heritage tourism, where symbolic activities, cultural authenticity, and emotional resonance are
central, the role of MTE becomes particularly salient.

Another construct central to tourist behavior is destination image, which reflects the
composite set of beliefs, impressions, and emotions associated with a place. Early models
conceptualized destination image primarily as a cognitive evaluation of attributes such as
infrastructure, attractions, and accessibility (Baloglu & McCleary, 1999). More recent studies,
however, highlight its affective and experiential dimensions, noting that actual on-site
experiences significantly reshape or reinforce pre-existing images. When tourists participate in
distinctive cultural events or immerse themselves in authentic community life, these
experiences become embedded in memory, strengthening positive destination images and
enhancing the likelihood of repeat visitation (Chen & Tsai, 2007; Hosany et al., 2022).

Despite these advances, several research gaps remain. First, much of the empirical
evidence linking MTE, destination image, and revisit intention has been derived from
international tourist samples, with limited focus on domestic tourists in developing countries.
Domestic visitors, however, often approach heritage sites with different cultural familiarity,
expectations, and motivations compared to international tourists, making it crucial to
understand how their experiences translate into perceptions and behavioral outcomes. Second,
while the literature recognizes that destination image is shaped by experiences, the mediating
role of destination image in transmitting the effect of MTE to revisit intention has been
underexplored. Most prior studies have examined the direct effects of MTE on behavioral
outcomes, treating MTE as separate predictors rather than as structurally interconnected
constructs within an integrated framework, while the mediating role of destination image has
received comparatively little attention. This gap limits our understanding of the mechanisms
through which experiences translate into behavioral outcomes such as revisit intention. Finally,
few studies have applied an integrated approach in heritage contexts of Southeast Asia, where
cultural identity and community engagement create distinctive experiential environments.

To address these gaps, the present study investigates the structural relationships among
MTE, destination image, and revisit intention in the context of Hoi An Ancient Town, Vietnam,
a heritage destination in a developing country Recognized as a UNESCO World Cultural
Heritage site in 1999, Hoi An is renowned for its well-preserved architecture that blends
Southeast Asian, Chinese, and European influences (Hoi An Center for the Conservation of
World Cultural Heritage, 2010). Beyond its physical environment, Hoi An offers visitors
culturally immersive experiences through traditional crafts, lantern festivals, distinctive cuisine,



Nguyen T. B. Lieu, Pham H. Chuong. HCMICOUJS-Economics and Business Administration, 17(1), ...-...

and vibrant community life. Against this backdrop, this study aims to (1) examine the direct
effects of MTE on destination image and revisit intention among domestic tourists; (2) test the
mediating role of destination image in the relationship between MTE and revisit intention; (3)
extend the application of unified constructs and relevant theories (e.g., Cognitive Appraisal
Theory and Memory-Dominant Logic) to a heritage context in a developing country). This
study enriches the heritage tourism literature by elucidating the mechanisms through which
memorable tourism experiences influence tourists’ post-visit responses in the context of a
developing country. From a practical perspective, the findings support more effective
destination management by highlighting experience as a key factor in shaping positive
perceptions and encouraging revisit intention among domestic tourists. The next section
presents the theoretical background underlying the proposed research framework.

2. Theoretical basis
2.1. Memorable Tourism Experiences (MTE)

The foundations for understanding experiential behavior in tourism can be traced back
to theories developed in the 1970s and 1980s, such as Csikszentmihalyi’s concept of “flow”
(Csikszentmihalyi, 2000) and Cohen’s (1979) experiential typology. However, the notion of
MTE only began to take clearer shape in the late 1990s. Building on these perspectives, Otto
and Ritchie (1996), Pine and Gilmore (1998), Tung and Ritchie (2011) converge on the view
that tourism experiences are inherently subjective, processed through individuals’ cognitive and
emotional responses, selectively encoded in memory, and that these memories play a central
role in shaping tourists’ post-visit attitudes and behaviors. Subsequent research has sought to
identify the key components underlying MTE, giving rise to both multidimensional and
integrative conceptualizations. Multidimensional frameworks, such as the influential seven-
dimension scale proposed by Kim et al. (2012), have been instrumental in capturing the richness
and diversity of tourism experiences. However, scholars have also noted several limitations of
this approach, including conceptual overlap among dimensions, increased model complexity,
and limited generalizability across contexts (Hosany et al., 2022; Kim, 2018; Sthapit et al.,
2019). In response, more recent studies have advocated a unified conceptualization of MTE,
conceptualizing memorability as an emergent outcome of integrated cognitive, emotional, and
experiential processes rather than as a set of discrete attributes (Kim, 2018; Sthapit et al., 2024).
Empirical evidence suggests that such a unified approach enhances explanatory and predictive
power, particularly for behavioral outcomes such as revisit intention and word-of-mouth
intentions (Kim, 2018; Sharma & Nayak, 2019) (Table 1). Accordingly, a unified MTE
approach is particularly suited for examining how experiential evaluations predict downstream
outcomes in the present study.

Table 1
Definitions and Approaches to MTE

Author (Year) Definition/Approach to MTE
Otto and Ritchie (1996) An experience formegl from selected moments based on tourists
evaluations of their trip.
Pine and Gilmore An experience comprising elements of education, aesthetics,
(1998) escapism, and entertainment.
Tung and Ritchie An experience occurs when an individual evaluates and

(2011) undergoes events related to his/her tourist activities,
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Author (Year) Definition/Approach to MTE

encompassing affective, cognitive, and behavioural responses,
which occur before, during, and after the trip.

A tourism experience that is remembered and positively recalled
after the event. These experiences stem from activities related to
enjoyment, refreshment, social interaction, local culture,
meaningfulness, knowledge, involvement, and novelty.

Kim et al. (2012)

An experience that tourists not only remember but also cherish
Kruger et al. (2017) after the trip ends-one that has an impact on them mentally,
spiritually, and physically.

MTE is regarded as a concept that reflects tourists’ emotional
and subjective responses to a tourism experience. MTEs are
often formed from critical moments-what tourists did, felt, and
thought throughout the journey. Not all experiences become
MTEs; rather, they are selectively remembered based on their
distinctiveness, novelty, and ability to evoke emotions.

Hosany et al. (2022)

Based on Kim et al. (2012), an MTE is a meaningful experience

Rasoolimanesh et al. that is remembered and positively recalled after the event,
(2021) selectively formed from tourism experiences based on personal
evaluations.

From the perspective of Halal tourism, MTE is understood as

Sthapit et al. (2024) experiences that can be remembered and recalled in vivid detail.

Note. The authors

Although MTE has been examined across various contexts, including hotels (Obonyo
et al., 2014; Sthapit, 2018), gastronomy (Stone et al., 2018; Williams et al., 2019), Airbnb
(Sthapit, 2019), restaurants (Tsaur et al., 2019), and shopping (Sthapit et al., 2019), and there
is broad consensus on the central role of memory in shaping tourist behavior, substantial debates
remain regarding how MTE should be conceptualized and measured. Moreover, much of the
existing empirical evidence has been derived primarily from Western contexts and international
tourist samples, while heritage destinations in developing countries and domestic tourists have
received comparatively limited attention (Hosany et al., 2022; Rasoolimanesh et al., 2021). This
gap is particularly noteworthy given the pivotal role of MTE in shaping destination image and
stimulating revisit intention, both of which are critical for the sustainable development of
heritage destinations in emerging tourism markets.

This imbalance raises concerns about the generalizability of prevailing MTE
conceptualizations and underscores the need for further empirical testing in culturally rich
heritage contexts. Accordingly, adopting a parsimonious and unified MTE construct provides
a theoretically coherent and empirically appropriate approach for examining experiential
mechanisms among domestic tourists to heritage destinations in developing countries, better
explaining how memories and emotions translate into post-travel behaviors (Hosany et al.,
2022; Hosseini et al., 2023; Rasoolimanesh et al., 2021).

2.2. Destination image

Destination image is a core construct in tourism behavior research because of its role in
shaping tourists’ evaluations and behavioral intentions. Traditionally, destination image has
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been conceptualized as a multidimensional construct comprising cognitive, affective, and
overall components (Baloglu & McCleary, 1999). Among these dimensions, cognitive
destination image refers to tourists’ beliefs and knowledge regarding the functional and
attribute-based characteristics of a destination, such as service quality, infrastructure,
accessibility, and attractions. Unlike affective image, which reflects emotional responses,
cognitive destination image represents a rational and evaluative assessment formed through
information processing and direct experience. Accordingly, understanding how cognitive
destination image is formed is essential for explaining how tourists translate experiences into
behavior intentions.

Prior research suggests that cognitive evaluations often serve as the foundation for
subsequent affective responses and overall impressions, particularly in heritage tourism
contexts where tangible attributes and service-related features are central to the visitor
experience (Chen & Tsai, 2007; Stylidis et al., 2017). In heritage destinations, cognitive
destination image is strongly shaped by tourists’ on-site experiences, as engagement with
cultural resources, heritage settings, and tourism services contributes to evaluations of
destination attributes that are encoded in memory and inform post visit perceptions.
Consequently, cognitive destination image should be understood as a dynamic construct that
evolves through actual tourism experiences rather than a static pre visit perception (Tasci et al.,
2007).

Despite extensive research on destination image, the cognitive dimension has often been
subsumed within broader overall image constructs, leading to a limited understanding of its
distinct role in linking tourism experiences to behavioral outcomes. This limitation is
particularly evident in studies conducted in developing countries and heritage tourism contexts,
where domestic tourists may place greater emphasis on functional quality and service
performance due to cultural familiarity with the destination. Accordingly, this study focuses
explicitly on cognitive destination image, conceptualizing it as tourists’ post-visit evaluative
beliefs regarding destination attributes, to clarify how memorable tourism experiences translate
into rational destination evaluations and subsequently influence revisit intention among
domestic tourists in a heritage tourism setting.

2.3. Revisit intention

Revisit intention is one of the most widely examined outcome variables in tourism
behavior research. It is grounded in the Theory of Planned Behavior (Ajzen, 1991) and the
Theory of Reasoned Action (Ajzen & Fishbein, 2000), where behavioral intentions are seen as
strong predictors of actual behavior. In tourism research, revisit intention captures the
likelihood that visitors will return to a destination and is commonly viewed as the final outcome
in the sequence connecting experience, perception, and behavior. A large body of research has
demonstrated that revisit intention is strongly influenced by emotional and experiential factors,
particularly MTE (Kim, 2018; Sthapit et al., 2024). When tourists participate in activities that
are meaningful, novel, or emotionally rich, these experiences are retained in memory and
increase the desire to revisit. Similarly, destination image has also been shown to play an
important role, enhancing revisit intention both directly and indirectly by shaping how visitors
perceive and evaluate their experiences (Rather, 2020; Stylidis et al., 2017).

Despite these insights, research on revisit intention within the context of heritage
tourism in developing countries remains limited. Majority of previous studies have focused on
international tourist markets or developed destinations, leaving a gap in understanding how
domestic tourists in heritage settings form intentions to revisit. Investigating this relationship
in places such as Hoi An ancient town, where cultural identity and memorable experiences are
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central to the visitor journey, is essential to extending theoretical knowledge and offering
practical guidance for destination management.

2.4. Hypotheses development

From a Memory-Dominant Logic perspective (Harrington et al., 2019), experiences that
are meaningful and vividly remembered are more likely to be retrieved when tourists assess
destinations in future decision-making processes (Kim, 2018; Tussyadiah, 2014). These
retrieved memories inform tourists’ cognitive judgments regarding functional and experiential
attributes, such as service quality, accessibility, and overall destination performance. Empirical
studies consistently demonstrate that actual tourism experiences play a critical role in shaping
tourists’ evaluative beliefs about destinations, particularly in heritage tourism contexts where
tangible attributes and service-related features are central to the visitor experience (Baloglu &
McCleary, 1999; Hosany et al., 2022). Thus, Memory-Dominant Logic provides the mechanism
linking MTE to cognitive destination image. Accordingly, memorable tourism experiences are
expected to positively influence tourists’ cognitive destination image.

H1: Memorable tourism experiences positively influence destination image

Cognitive destination image, in turn, represents tourists’ rational evaluations of
destination attributes and has been widely recognized as an important antecedent of behavioral
intentions. Tourists who perceive a destination as offering high-quality services, convenient
infrastructure, and well-managed heritage resources are more likely to develop favorable
intentions toward that destination. Within the Stimuli-Organism-Response (S-O-R) framework,
cognitive destination image functions as an internal evaluative state (O) that directly shapes
tourists’ behavioral responses (R), such as revisit intention. Prior research suggests that
cognitive evaluations play a particularly salient role in revisit decisions, especially among
domestic tourists who tend to rely more on functional assessments than on affective novelty
due to cultural familiarity with the destination (Chen & Tsai, 2007; Stylidis et al., 2017).
Therefore, a positive cognitive destination image is expected to strengthen tourists’ intention to
revisit the destination.

H?2: Cognitive destination image positively influences revisit intention

Beyond its indirect influence through cognitive destination image, memorable tourism
experiences may also exert a direct effect on revisit intention. Memory-Dominant Logic
suggests that experiences that are emotionally engaging, meaningful, and personally significant
can directly motivate future behavior, independent of evaluative judgments about specific
destination attributes. Accordingly, Memory-Dominant Logic offers the theoretical rationale
for a direct effest of MTE on revisit intention. In heritage tourism settings, where experiences
are closely tied to cultural identity and symbolic meaning, tourists may choose to revisit a
destination primarily because of strong and enduring memories formed during previous visits
(Kim, 2018; Rasoolimanesh et al., 2021; Sthapit et al., 2021).

H3: Memorable tourism experiences positively influence revisit intention

Integrating Cognitive Appraisal Theory, Memory-Dominant Logic, and the Stimulus-
Organism-Response framework, cognitive destination image may further serve as a mediating
mechanism through which memorable tourism experiences influence revisit intention. Overall,
these theories indicate that experiential stimuli trigger cognition, which subsenquently shapes
behavioral responses. Specifically, memorable experiences contribute to the formation of
favorable cognitive evaluations of destination attributes, which subsequently increase tourists’
likelihood of revisiting the destination. This mediation process highlights the role of rational
evaluation as a key mechanism translating experiential memories into behavioral intentions,
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particularly in the context of domestic tourists visiting heritage destinations.

H4: Cognitive destination image mediates the relationship between memorable tourism
experiences and revisit intention

Figure 1
Proposed Research Model

H3
Memorable . Revisit
i H1 Destination ReVIst
exg);lrritasges ™ image H2 ' intention
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Note. The authors propose
3. Research methodology
3.1. Research approach and design

This study adopts a quantitative research approach to examine the relationships among
three key variables: Memorable Tourism Experiences (MTE), destination image, and revisit
intention. All variables were measured using a structured questionnaire, applying previously
validated scales to ensure content relevance and cultural appropriateness in the local context.
All observed variables were designed on a 7-point Likert scale (1 = strongly disagree, 7 =
strongly agree).

Five observed variables for MTE were adapted from Kim (2018), six items measuring
destination image were adapted from Prayag and Ryan (2012), Kim (2018), and four items
measuring revisit intention were adapted from Hasan et al. (2019). The original measurement
scales were translated from English into Vietnamese following a standardized translation and
back-translation procedure. This process was conducted to ensure semantic and conceptual
equivalence and to avoid any distortion of item meanings during translation (Beaton et al., 2000;
Brislin, 1970). Specifically, all measurement items were first translated into Vietnamese by the
authors. The Vietnamese version was then independently back-translated into English by a
panel of bilingual experts and compared with the original English version. Both rounds of
translation were carried out independently by bilingual specialists with expertise in tourism
research, ensuring that the meanings of the measurement items remained consistent across the
two language versions. Before the main survey, the questionnaire underwent a pilot test with
three heritage tourism experts and a small-scale survey to refine language, adjust question
structure, and ensure clarity and contextual suitability.

3.2. Research context

Hoi An Ancient Town, located in central Vietnam, was inscribed as a UNESCO World
Cultural Heritage site in 1999 (Vietnam National Authority of Tourism, 2024). The town is
internationally recognized for its exceptionally well-preserved ancient architecture, which
reflects a unique blend of Southeast Asian, Chinese, and European influences. Its historic
houses, temples, and assembly halls illustrate centuries of cultural exchange, making the town
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a living museum of regional heritage. Beyond its architectural significance, Hoi An is renowned
for its traditional crafts, lantern festivals, culinary richness, and vibrant community life. These
cultural resources create a distinctive identity that continues to attract both international and
domestic visitors.

For domestic tourists in particular, Hoi An offers experiences that are emotionally rich
and deeply rooted in cultural authenticity. Participation in lantern festivals, encounters with
local traditions, and immersion in the town’s tranquil atmosphere contribute to experiences that
are vividly memorable. The town’s reputation for hospitality, safety, and accessibility further
enhances its appeal, allowing visitors to form strong emotional and cultural connections with
the destination.

Hoi An was chosen as the research context for this study because it provides an ideal
setting to examine the interrelationships between memorable tourism experiences, destination
image, and revisit intention. As a heritage destination in a developing country, Hoi An embodies
many of the challenges and opportunities faced by similar destinations worldwide. Studying
domestic tourists in this context not only helps extend the application of the S-O-R model to
heritage tourism but also addresses the current research gap in examining MTE and post-visit
behaviors in developing countries. By situating the study in Hoi An, the research aims to
generate insights that are both academically valuable and practically relevant for heritage
destination management.

3.3. Data collection

Regarding the sampling procedure, this study employed convenience sampling
combined with an intercept survey at parking areas, which typically represent the endpoint of
tourists’ visits. This approach is widely used in tourism research due to its feasibility and ability
to access respondents directly at the destination, although it may limit the generalizability of
the findings. Data were collected in Hoi An Ancient Town during August-September 2024 from
domestic tourists aged 18 and above. Five trained student assistants, supervised by two principal
researchers, approached visitors and conducted brief screening interviews to ensure that
participants had engaged in at least one tourism activity in Hoi An and were preparing to leave
the destination.

Participants who agreed to take part were given the questionnaire along with an
explanation of the research purpose. Prior to participation, respondents were informed that their
involvement was entirely voluntary, that they could withdraw at any time without consequence,
and that all responses would be treated anonymously and confidentially. Based on the
recommendation of Hair et al. (2010), which suggests that the sample size should include at
least five observations per measurement item, this study comprised a total of 21 observed
variables. Accordingly, using the minimum ratio of 5:1, the required sample size was at least
105 observations. Therefore, a total of 300 questionnaires were distributed to ensure an
adequate number of valid responses. Out of 300 questionnaires distributed, 284 were returned;
after excluding invalid responses, 234 valid questionnaires remained for analysis. The sample
comprised 54.3% females, with the most common age group being 26-35 years, and 56.5%
holding a college degree or higher. Trip purposes were mainly leisure (39.7%), visiting relatives
(24.4%), and recreation (12%).

3.4. Data analysis

Data were analyzed using SPSS 26 and AMOS 24. The collected data were cleaned by
removing cases with missing data and screening for straight-lining and inconsistent responses.
As all variables were collected through self-reported Likert-scale items in a single
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questionnaire, Common Method Bias (CMB) may arise. To mitigate this issue, respondent
anonymity was ensured and participants were informed that there were no correct or incorrect
answers. Harman’s single-factor test was conducted, with a single factor accounted for only
32.4% of the total variance, which is below the recommended threshold of 50%, suggesting that
common method bias is not a significant concern in this study. Subsequently, the normality of
the distribution was examined through Shapiro-Wilk test in SPSS (version 26) (Hair et al.,
2010). The results showed statistically significant p-values for all study variables (p < .001),
suggesting deviations from a normal distribution. Consequently, a non-parametric
bootstrapping approach with 1,000 resamples was applied to estimate the model parameters,
following the recommendations of Preacher and Hayes (2008).

Building on these preliminary analyses, a Structural Equation Modeling (SEM)
approach was then applied using AMOS 24, estimated with the maximum likelihood (ML)
method. The analysis incorporated Confirmatory Factor Analysis (CFA) and path analysis to
test reliability, validity, and hypothesized relationships (Kim, 2018; Zhang et al., 2018).

4. Research results
4.1. Reliability analysis

Cronbach’s Alpha (CA) was used to assess scale reliability. Results showed that all
scales had CA values greater than 0.7 and corrected item-total correlations above 0.3, indicating
satisfactory reliability (Hair et al., 2010) (Table 2).

4.2. Exploratory Factor Analysis (EFA)

Although the scales were adopted from prior studies, EFA was conducted to
preliminarily assess their factor structure in the Vietnamese domestic heritage tourism context,
as cultural and linguistic adaptation may affect item clustering. Accordingly, EFA served as an
exploratory check for cultural and contextual differences, followed by CFA for confirmatory
model testing.

EFA results for the two independent variables showed KMO = 0.822(> 0.5), Sig = 0.000
(< 0.05), confirming data suitability for factor analysis. Two factors were extracted from 11
observed variables at Eigenvalues = 2.531 explaining a total of 66.989% of the variance. Thus,
the two extracted factors explained 66.989% of the total variance of the data, devired from the
11 observed variables included in the EFA.

For the dependent variable RI, KMO = 0.750 (> 0.5), Bartlett’s test = 216.307, Sig =
0.000 (< 0.05), Eigenvalues = 2.301, and total variance explained = 57.531%. This factor

explained 57.531% of the total variance of the data from the four observed variables included
in the EFA.

Table 2
Results of Reliability Analysis and Exploratory Factor Analysis

Cronbach’s Corrected Cronbach’s Factor
Construct Items Alpha Item-Total Alpha if Item Loadines
P Correlation Deleted g
MTE 890
MTEI 753 .862 841

MTE2 731 .867 .836
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Cronbach’s Corrected Cronbach’s Factor
Construct Items Alpha Item-To.tal Alpha if Item Loadings
Correlation Deleted
MTE3 741 .865 858
MTE4 744 .864 .807
MTES .696 875 71
DI 887
DIl .666 .874 753
DI2 651 .876 744
DI3 .676 872 764
DI4 .640 877 122
DI5 798 .852 .882
DI6 789 .854 .869
RI 51
RI1 557 .689 814
RI2 444 748 786
RI3 615 .656 7166
RI4 577 677 658

Note. MTE: Memorable tourism experiences; DI: Destination image; RI: Revisit intention. Data analysis result
of the research

4.3. Confirmatory Factor Analysis (CFA)

CFA was conducted to evaluate model fit. The initial CFA results indicated
unsatisfactory fit indices: P = 0.000 (< 0.005); CMIN/df = 4.995; TLI = 0.8; CFI = 0.834;
RMSEA = 0.131 (Hair et al., 2010). Examination of the Modification Indices (MI) revealed
high values for the item pairs MTE4-MTES (MI = 152.346) and DI1-DI4 (MI = 27.342),
indicating potential content overlap. Consistent with Kim et al. (2012), MTE4 (I had the
opportunity to experience the local culture of this heritage destination more deeply) and MTES
(I experienced some novel elements, such as local food, activities, and customs, during my visit
to this heritage destination) both capture aspects of experiential novelty related to encounters
with local culture and novel elements. Likewise, DI1 (This heritage destination has good service
quality) and DI4 (Transportation at the destination is convenient) reflect functional attributes
of destination image, as destination image is formed through evaluations of service-related
features and transportation infrastructure (Echtner & Ritchie, 1991, 1993). Therefore, the
shared content between these item pairs may explain their correlated errors beyond the variance
accounted for by the latent constructs. Inaddition, the observed variable RI2 had a low
standardized loading (0.490 < 0.5).

After removing RI2 and adjusting the model, the CFA results improved significantly: P
= 0.000 (< 0.005); CMIN/df = 2.506 (< 5); TLI = 0.933; CFI = 0.947; RMSEA = 0.080, all
within acceptable thresholds (Hair et al., 2010).

Moreover, Composite Reliability (CR) values for all three factors exceeded 0.7, and
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Average Variance Extracted (AVE) values for the three factors were above 0.5, confirming
reliability and convergent validity. The square root of AVE for each construct exceeded its

correlations with other constructs, confirming discriminant validity (Fornell & Larcker, 1981)
(Table 3).

Table 3

Construct Intercorrelations

Construct CR AVE MSV DI MTE RI
DI 0.876 0.552 0.167 0.743
MTE 0.878 0.596 0.502 0.247** 0.772
RI 0.751 0.506 0.502 0.409%*** 0.709***  0.711

Note. **¥*: p <0.001; **: p<0.01; The bold diagonal elements represent the square roots of the average variance.
Data analysis result of the research extracted (VAVE); the off-diagonal elements indicate the inter-construct
correlations; CR: composite reliability; AVE: average variance extracted; MSV: Maximum Shared Variance; DI:
Destination image; MTE: Memorable tourism experiences; RI: Revisit intention

4.4. Structural Equation Modeling (SEM) results
Figure 2
Results of the Proposed Research Model Testing

Chi-square =180.424;
df =72;

CMIN/dFf =2 506

TLI = .8933;

CFl = 847,

RMSEA = .080;

Note. Authors’ analysis based on survey data

The results (Figure 2) show that the indices P = 0.000 (< 0.005); CMIN/df = 2.506 (<
5); TLI=10.933 (> 0.9); CFI = 0.947 (> 0.9); RMSEA = 0.080 all meet the requirements (Hair
et al., 2010). In addition, the results of testing the measurement model and the structural model
are equivalent, further confirming that the structural model of the study is suitable for
hypothesis testing.

The hypothesis testing results show that p-value < 0.05, indicating that MTE has a
direct, significant effect on destination image, and destination image positively affects revisit
intention (Table 4). This implies that memorable tourism experiences help form a positive
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destination image, thereby increasing revisit intention. Bootstrapping also confirmed the
indirect effect of MTE on revisit intention through destination image (Estimate = 0.064; p =
0.001). Specifically, mediation was tested in AMOS using a non-parametric bootstrap
procedure with 1,000 resamples, applying Bias-Corrected (BC) 95% confidence intervals. An
indirect effect was considered statistically significant when its bootstrap confidence interval did
not include zero (95%, CI [0.15, 0.545]) (Preacher & Hayes, 2008). In SEM, the Squared
Multiple Correlations (SMC) indicate that MTE explains 6.1% of the variance in destination
image (R?=0.061), while the proposed model explains 56.1% of the variance in revisit intention
(R*=0.561).

Table 4
Hypothesis Testing Results

Hypothesis Paths Estimated p-value Result
H1 MTE - DI 340 HoAk Supported
H2 DI 2> RI 188 oAk Supported
H3 MTE - RI .675 HoAk Supported
H4 MTE - DI 2 RI .064 oAk Supported

Note. *** < (0.001; DI: Destination image; MTE: Memorable tourism experiences; RI: Revisit intention. Data
analysis result of the research

5. Discussion and conclusion

The results reinforce the relationships between MTE, destination image, and revisit
intention, while extending them to a new empirical context involving domestic visitors at a
UNESCO World Heritage site in a developing country. This finding supports earlier studies
that argue destination image is not only determined by cognitive or functional attributes but
also by lived and emotionally rich experiences (Baloglu & McCleary, 1999; Tasci et al., 2007).
When visitors engage in symbolic, culturally distinctive, and emotionally engaging activities,
such experiences leave lasting impressions that construct a more favorable destination image
(Kim, 2018; Rasoolimanesh et al., 2021).

Within heritage tourism, the effect of MTE is particularly pronounced. Heritage
destinations are inherently tied to cultural identity and historical significance, making the
experiences offered there highly memorable and personally meaningful. The findings confirm
that destination image is not a passive cognitive representation but an evolving construct shaped
by emotions and memory (Chen & Tsai, 2007; Hosany et al., 2022). By clarifying that
destination image mediates the relationship between MTE and revisit intention, this study
contributes to filling a gap left by prior research, where this mechanism was often overlooked.

Another important contribution lies in reversing the perspective offered by some
previous studies, such as Zhang et al. (2018), which treated destination image as a predictor of
experience and revisit intention. Instead, the current research positions MTE as the starting
point that shapes image and subsequently behavior. This perspective highlights the constructive
role of emotions and memories in destination cognition and offers a more experience-centered
theoretical framework for explaining tourist behavior. It also reinforces the predictive strength
of Kim’s (2018) unified MTE model, demonstrating its applicability in a developing country
context.

In addition to the indirect influence through destination image, the findings confirm that
MTE exerts a direct effect on revisit intention. This reinforces the notion that emotionally rich
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and memorable experiences do not merely enhance perception but also drive future behavior.
Particularly in heritage tourism, where activities are imbued with cultural depth and symbolic
meaning, this direct link becomes even more significant (Sthapit et al., 2021). Such insights
underline the importance for destination managers to design and facilitate experiences that
resonate emotionally with domestic tourists.

The direct effect of memorable tourism experiences on revisit intention observed in the
present study (p = 0.675) is stronger than those reported in Kim (2018) (p = 0.458), Sharma and
Nayak (2019) (B = 0.45), indicating comparatively higher behavioral relevance in this context.
Moreover, with only two variables-MTE and DI-the model still explains 56.1% of the variance
in revisit intention (R? = 0.561). Although this value is lower than that reported by Kim (2018),
where the combined effects of MTEs, destination image, and overall satisfaction accounted for
72% of the variance (R? = 0.716), the findings demonstrate that experience- and memory-based
mechanisms retain substantial independent explanatory power. This underscores the
foundational role of MTEs and destination image in shaping tourist loyalty, particularly in the
context of heritage tourism in developing destinations.

In contrast, the explained variance of destination image in the present study is relatively
low (R?=0.064). Although this value is lower than that reported in some previous studies, such
as Kim (2018), it should not be regarded as a limitation per se but rather as an important finding.
The results indicate that MTE account for only a small proportion of destination image
formation. DI may be more strongly influenced by other factors, including pre-visit destination
image, service quality, infrastructure, as well as information and communication sources.
Including these factors in future models may increase the explained variance of destination
image.

A notable methodological contribution of this study is the use of unified constructs for
MTE. Rather than treating them as multidimensional variables, the study adopts Kim’s (2018)
approach, reflecting the integrated nature of cognition, emotion, and memory. This approach
simplifies the model while capturing the holistic character of tourist experiences, making it
highly suitable for practical application in heritage destinations in developing countries.

From a theoretical perspective, the findings may also be explained through frameworks
such as Cognitive Appraisal Theory and Memory-Dominant Logic. Both emphasize that
experiences and memories play pivotal roles in shaping subsequent attitudes and behaviors.
These perspectives complement the empirical evidence by showing how emotionally
significant experiences are appraised, stored, and later retrieved to influence tourists’ decision-
making processes. This broader lens further supports the conclusion that memorable
experiences are critical drivers of destination loyalty.

This study contributes to the growing body of research on MTE, destination image, and
revisit intention, particularly within the underexplored context of developing countries and
domestic tourism markets. By focusing on Hoi An Ancient Town, a UNESCO World Cultural
Heritage site, the research provides empirical evidence that MTE plays a pivotal role in shaping
tourists’ cognitive destination image, which in turn significantly influences their intention to
revisit. The findings confirm that destination image is not merely a product of cognitive
evaluations but is also deeply embedded in emotional and experiential dimensions formed
through meaningful interactions with heritage, culture, and community.

A key contribution of this research is the demonstration that MTE directly affects both
destination image and revisit intention. This dual pathway highlights the strength of emotional
and memorable encounters in heritage destinations, showing that such experiences not only
enrich tourists’ perceptions but also stimulate loyalty and return behavior. Importantly, the
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results confirm the mediating role of destination image in translating MTE into future
behavioral intentions, offering a nuanced explanation that strengthens existing theoretical
models.

The study further advances the literature by applying Kim’s (2018) unified approach to
conceptualizing MTE and destination image, emphasizing their integrated nature rather than
fragmenting them into separate dimensions. This approach enhances theoretical parsimony
while capturing the holistic essence of tourism experiences. Moreover, the focus on domestic
tourists provides insights that extend beyond the international tourist lens dominating prior
studies, underscoring that local travelers in developing countries also evaluate and respond to
heritage experiences in ways that significantly shape loyalty outcomes. By situating its
contributions within the broader theoretical landscape of Cognitive Appraisal Theory, Memory-
Dominant Logic, and the Stimulus-Organism-Response (S-O-R) framework, this research
underscores how emotionally rich and memorable tourism experiences function as external
stimuli that shape tourists’ internal cognitive and affective evaluations, thereby exerting an
enduring influence on both destination-related perceptions and behavioral responses.

From a practical standpoint, the findings highlight the importance for heritage
destinations such as Hoi An to design and manage tourism experiences that are emotionally
engaging, culturally authentic, and memorable. Initiatives that emphasize traditional festivals,
local crafts, cuisine, and community interaction not only strengthen destination image but also
foster repeat visitation among domestic markets, which are vital for sustainable tourism
development. In the context of Hoi An, such initiatives can be implemented through
coordinated efforts between heritage management authorities, local artisans, community
groups, and tourism service providers, focusing on participatory and story-based experiences at
key heritage sites and community spaces.

Despite the theoretical and practical contributions of this study, several limitations
should be acknowledged. The exclusion of non-experiential antecedents of destination image
from the current model therefore constitutes a limitation of the study. Second, this study was
conducted within the specific context of heritage tourism and focused on domestic tourists at a
single destination. Therefore, the generalizability of the findings to other types of destinations
or tourist segments, particularly international tourists, may be limited. Third, the use of a cross-
sectional research design with data collected at a single point in time restricts the ability to
capture changes in tourists’ experiences and memories over time. Finally, although a unified
MTE construct enhances parsimony, it does not reveal which experiential dimensions most
strongly drive post-travel behavior.

Building on these limitations, future studies are encouraged to extend the proposed
model by simultaneously incorporating non-experiential variables in order to achieve a more
comprehensive understanding of destination image formation, particularly in heritage tourism
contexts. In addition, comparative studies between domestic and international tourists could
provide deeper insights into how cultural backgrounds influence the development of destination
image and revisit intention. Moreover, adopting longitudinal research designs would allow
future research to better examine how experiential memories evolve and are sustained over
time, thereby contributing to a more nuanced understanding of the formation and maintenance
of tourist loyalty. In addition, future research could examine MTE as a multidimensional
construct to identify which experiential dimensions are most salient in heritage tourism
contexts.
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