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Abstract: Intangible cultural heritage is a natural fit for tourism development due to its extensive
cultural and artistic value. Authenticity is important in the development of intangible cultural heritage
tourism. This case study considered Celadon Town, a classic scenic spot of intangible cultural heritage
in Zhejiang Province, China, to design questionnaires and a research model involving cultural identity,
authenticity perception, tourist satisfaction, and traveler loyalty. This model was used to explore
the indigenous presentation of authenticity, that is, the “Traditional Firing Technique of Longquan
Celadon,” and its impact on tourist satisfaction and loyalty. On the basis of the research model and
hypotheses, relevant data were collected through a questionnaire survey, tested, and analyzed using
a structural equation model (SEM). Findings indicate that authenticity of intangible cultural heritage
has a significant positive effect on destination satisfaction and loyalty, which supplements related
research on the authenticity of intangible cultural heritage destinations. This study advocates that
building a characteristic town is a unique development mode of intangible cultural heritage tourism.
The model integrates the cultural and tourism attributes of intangible cultural heritage. Based on this
development model, the study offers related suggestions for the construction of authenticity and the
realization of long-term development of tourism destinations.

Keywords: intangible cultural heritage tourism; cultural identity; authenticity perception; tourist
satisfaction; loyalty

1. Introduction

In view of the recent boom in the global tourism industry, intangible cultural heritage has become
an important tourism resource and attraction. Cultural heritage is a valuable asset that can support
economic and cultural value [1]. Intangible cultural heritage should be protected when carrying out
development due to its uniqueness and vulnerability. Traditional protection methods are categorized
into five types, namely, salvage operation, folk protection, school education, museum preservation,
and heritage institution [2], which can be combined with the process of tourism development. However,
excessive tourism development will accelerate the demise of intangible cultural heritage and break
its original inheritance system. Inadequate forms of tourism development will result in difficulties
for products that are related to intangible cultural heritage to attract tourists. The lack of tourist
endorsement on the development of intangible cultural heritage tourism can lead to limited value and
waste of resources. Therefore, although intangible cultural heritage plays an important role in local
tourism development, the abovementioned issues likewise require research attention, and tourism
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development requires comprehensive consideration. Consideration of not only the development of
intangible cultural heritage itself, but also the feelings of tourists is thus necessary. As an important
principle of cultural heritage tourism development, authenticity is also of great significance to the
tourism development of intangible cultural heritage [3].

The purpose of this study was to investigate the influence of tourists’ cultural identity on
authenticity, tourist satisfaction, and traveler loyalty in the development of intangible cultural
heritage. The paper is divided into five sections, comprising introduction, literature review, hypothesis
establishment, empirical research, as well as discussion and conclusions. In the introduction, the main
contents and basic structure of this research are described. The literature review clarifies the concepts
and theories involved in this research. In the hypothesis establishment section, we put forward the
related hypotheses of the study according to the research model. In the empirical research section,
and based on primary data collected from a case study, we establish a structural equation model
(SEM) and examine the relationship among cultural identity, authenticity perception, satisfaction,
and tourist loyalty. In the discussion and conclusions section, we discuss and summarize the empirical
results, and determine the means to take advantage of intangible cultural heritage to enhance local
tourism. This study improves the framework and content of authenticity research, which can promote
the initial development and construction of project resources and standardization of later operations.
Findings can help maximize the contribution of authenticity research to local tourism, inheritance of
conservation, and realization of sustainable development.

2. Literature Review

2.1. Intangible Cultural Heritage Tourism and Cultural Identity

This study aimed to solve practical problems in the development of tourism and intangible
cultural heritage resources, as defined by the Intangible Cultural Heritage Law of the People’s
Republic of China [4]. Intangible cultural heritage refers to various traditional cultural expressions,
physical objects, and places that have been passed down across generations and are regarded as
integral to the lives of the people of a particular nation. This scope includes (1) traditional oral
literature and language as the carrier; (2) traditional art, calligraphy, music, dance, drama, Quyi,
and acrobatics; (3) traditional skills, medicine, and method for calculating days; (4) traditional etiquette,
festivals, and other folk customs; (5) traditional sports and recreation; and (6) other intangible cultural
heritage. Compared with materialized cultural heritage, intangible cultural heritage shows outstanding
uniqueness. This uniqueness is mainly manifested in the external form and internal characteristics.
In terms of external form, intangible cultural heritage has intangible characteristics and needs other
physical carriers to be presented [5]. With respect to internal characteristics, the particularity of
intangible cultural heritage is mainly manifested as living state. That is, the protection and inheritance
of intangible cultural heritage needs to be realized by people’s words and deeds [6]. These two
characteristics should receive special attention when developing intangible cultural heritage.

Intangible cultural heritage tourism lacks an official definition, and relevant research in the
Chinese context has emerged only after 2005. The studies at that time mainly focused on exploring
the relationship between treating intangible cultural heritage as a form of tourist attraction within
tourism development [7]. Moreover, such studies related to tourism development of intangible cultural
heritage focused on the characteristics of tourism resources and development status [8]. Research
studies closely related to the definition of tourism suggest that intangible cultural heritage is mainly
used as a tourist attraction [9,10], whereas other related activities are carried out on the premise of
meeting specific needs of tourists [11]. Therefore, this study defines intangible cultural heritage tourism
as people spending their leisure time to experience activities featuring intangible cultural heritage
and its related products in a non-conventional environment, usually a tourist destination. The present
study examined the development of such intangible cultural heritage and related tourism products
from the perspective of tourists. After consulting relevant literature and research, cultural identity was
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taken as a pre-variable to measure the extent to which cultural identity influences tourist satisfaction
and loyalty.

Cultural identity emphasizes the confirmation of a common culture among individuals and
groups, which is related to their cultural background and atmosphere. The core of cultural identity
is recognition and sense of value [12]. With the continuous development of the tourism industry,
the study of cultural identity in the field of tourism has gained increasing attention. In the context of
globalization, intangible cultural heritage tourism provides tourists with different sources of identity
for destinations that enhance the role of cultural identity [13]. Various countries have used cultural
tourism to create and strengthen national identity, as evidenced by festivals [14], religious tourism [15],
and other activities. Cultural identity of intangible cultural heritage is defined as “the recognition of
cultural value and identity”, which reflects the relationship between people and the culture represented
by such heritage [16]. In the development of intangible cultural heritage tourism, cultural identity refers
to tourists’ understanding and recognition of local culture in a non-conventional environment [17].
Therefore, cultural identity mentioned in this study refers to tourists’ understanding and recognition
of the cultural value displayed by the intangible cultural heritage of the destination. In the operation
of measuring cultural identity, this study is based on the internal structure of cultural identity from the
following three dimensions: cognitive, affective, and behavioral [18].

2.2. Authenticity and Tourist Satisfaction

With the emergence of cultural heritage tourism, authenticity has been attached to cultural and
heritage tourism [19]. Authenticity has become a concept of heritage protection, which is closely related
to the foundation of intangible cultural heritage. In the 1970s, MacCannell put forward objective
authenticity, referring to tourism objects [20]. In the 1980s, Cohen proposed constructive authenticity
that refers to that of tourism objects constructed by a society [21]. Eco raised the concept of postmodern
authenticity, which suggests that no attention should be paid to the authenticity of an object and that
no strict boundary should exist between true and false [22]. Wang developed existential authenticity
on the basis of summarizing the concepts of authenticity in the analyses of objectivism, constructivism,
and postmodernism [23]. Existential authenticity posited the real experience and self-cognition of
tourism subjects, first put forward by Hughes and Daniel in 1995 and 1996, respectively [24]. It can be
used to study the tourist activities for authenticity [25].

Intangible cultural heritage can be expressed in kind and also developed continuously. In research,
authenticity is influenced by intangible and active characteristics and tends to incline toward
constructivism and existentialism. Therefore, this study selected constructive and existential
authenticity as the starting point to investigate the effects of tourists’ perceived satisfaction and
loyalty. Constructive authenticity pertains to tourist destinations, whereas existential authenticity
focuses on tourists [23].

On the basis of traveler satisfaction, this study examined the mechanism of cultural identity and
authentic perceptions of tourists in the development of intangible cultural heritage tourism. Customer
satisfaction theory is an important aspect of consumer behavior theory, which, in turn, is rooted in
service quality management. Research on customer satisfaction in tourism has mainly focused on
connotation, formation, behavioral outcomes, satisfaction evaluation, and models [26]. Authenticity,
as an influencing factor, has emerged with the rise and application of heritage tourism. For example,
destination image plays a regulatory role in tourist satisfaction [27]. Therefore, this study presents
a similar effort to measure the impact of authenticity as an influencing factor on intangible cultural
heritage tourism and on tourist satisfaction.

In addition, in the study on behavioral outcomes, authenticity is typically combined with
the tendency and loyalty of behavior to predict responses when discussing the impact of tourist
opinions [28]. For example, traveler decisions on locations are mainly dependent on customer loyalty
and include two major elements, namely, behavior and attitude [29]. However, most consumption
is of a single instance and thus mainly measured by attitudinal loyalty, which is considered suitable
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for studying destination loyalty [30]. As such, intention to revisit and willingness to recommend
are generally used as measurement indicators in related research [31,32]. Tourist satisfaction and
destination loyalty are long-standing research topics, where satisfaction is widely used and empirically
proven as the antecedent variable for predicting tourist loyalty. For example, satisfaction can be used
as a mediating variable to influence loyalty [33,34]. However, the effect of satisfaction on revisiting
and willingness to recommend may differ [35]. In addition, overall loyalty is also examined with
satisfaction attributed and considered as a mediating variable [36]. Therefore, in a study of authenticity,
highly mature levels of satisfaction and loyalty as variables of tourist behavior can effectively determine
cultural heritage from the perspective of tourists. At the same time, the effect of authenticity on tourist
behavior can also reveal insights into intangible cultural heritage.

2.3. Theoretical Foundation

This study examined the interrelationship among cultural identity, authentic perception,
satisfaction, and tourist loyalty using the following theoretical basis.

(1) Authenticity Theory
Authenticity is a concept of protection in the field of cultural heritage. With the emergence of
cultural heritage tourism, authenticity enters cultural research and emphasizes two characteristics,
namely, “real” and “primitive”. To date, authenticity theory is mainly based on the following
points of view: objectivism, constructivism, postmodernism, and existentialism [23]. This study
focused on constructive and existential authenticity.

(2) Customer Satisfaction Theory
Customer satisfaction theory elucidates the various factors in this study. Referring to the perceived
extent to which customers’ explicit, implicit, and obligatory needs or expectations have been
met, customer satisfaction is the evaluation of product or service performance in providing a
certain level of happiness. The level of satisfaction is a psychological experience, and customer
satisfaction is a psychological evaluation of tourists after comparing pre-tourism expectations
with post-tourism experiences [26].

(3) ABC Model of Attitudes
The ABC model of attitudes is a theory in consumer behavior research and an important theoretical
basis for establishing the conceptual model of this study. ABC is named after its three elements,
as follows: Affect (A) refers to a consumer’s perception toward attitudinal objects, Behavior (B)
indicates a consumer’s action intention towards certain attitudes, and Cognition (C) suggests a
consumer’s beliefs about attitudinal objects [37]. The model emphasizes the interrelationship
among the three elements. The different levels of consumers’ motivations lead to the relative
importance of each element, in which the model’s performance likewise differs. This study used
the standard learning hierarchy in the ABC model of attitudes, where C takes the lead, followed
by A and then B as an important theoretical reference.

3. Hypothesis Development

Cultural identity is the core mechanism for the sustainable development of intangible cultural
heritage, in which people’s cultural value recognition is an integral part [16]. Heritage identity refers to
people’s subjective heritage cognition, understanding, attitude, and evaluation [38]. Tourists’ interest
and motivation in a cultural site significantly affect the authentic experience of the destination, which is
objective and existential [39]. The considerable identification of tourists with local culture leads to
their deep understanding and consideration. In other words, if tourists gain further knowledge
about tourist attractions, their perception about the authenticity of such attractions increases [40].
This study regarded cultural identity as an antecedent variable for tourists’ perceptions of authenticity,
and explored the effect of tourists’ cultural identity in intangible cultural heritage tourism. According
to the traditional relationship in terms of perceived value, tourist satisfaction, and destination loyalty,
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tourist satisfaction is frequently considered as a prerequisite for loyalty formation, which has likewise
been shown to be the result of behavioral satisfaction [30]. Figure 1 shows the basic model of this study.
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Figure 1. Basic model.

In the study of intangible cultural heritage tourism, the content for authenticity differs from
that of other types of cultural heritage that are composed of constructive and existential authenticity.
Constructive authenticity pertains to the contents of tourism objects and emphasizes the “authenticity”
of tourist destinations or attractions as constructed by local residents. Existential authenticity is the
content of a subject’s feelings, which includes not only the real experience of a tourism object but also
the real understanding of the tourist’s self-identity. Thus, existential authenticity perception includes
tourists’ real experience of the “authentic” tourism object, which is constructed by a destination and is
an important factor that influences tourists’ personal experience and perception.

Authenticity perception is a well-known influencing factor in tourist satisfaction and has received
increased research attention [41]. Satisfaction generally accompanies the relationship between loyalty
and primacy perception. Authenticity perception can influence loyalty through the mediating role of
satisfaction and can likewise directly influence loyalty [42,43].

The final conceptual model (Figure 2) and related hypothesis (H) paths of this study are
presented next.
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Figure 2. Conceptual research model on intangible cultural heritage tourism.

Hypothesis 1 (H1b). Cultural identity has a positive effect on constructive authenticity.

Hypothesis 1 (H1c). Cultural identity has a positive effect on existential authenticity.

Hypothesis 2 (H2b). Constructive authenticity perception has a positive effect on destination satisfaction.

Hypothesis 2 (H2c). Existential authenticity perception has a positive effect on destination satisfaction.

Hypothesis 3 (H3b). Constructive authenticity perception has a positive effect on destination loyalty.

Hypothesis 3 (H3c). Existential authenticity perception has a positive effect on destination loyalty.

Hypothesis 4 (H4). Constructive authenticity perception has a positive effect on existential authenticity perception.

Hypothesis 5 (H5). Tourist satisfaction has a positive effect on destination loyalty.
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4. Empirical Analysis

4.1. Case Survey

This case study takes place in the Celadon Town of Longquan, Zhejiang Province, China, which is
renowned for its traditional celadon firing techniques. The location was selected for three main
reasons. (1) Celadon Town is China’s only celadon-themed tourist attraction that is forward-looking
and representative in the development of intangible cultural heritage tourism. (2) A preliminary
understanding of the feasibility of this characteristic town in tourism development can be obtained
through analysis. (3) The “Traditional Firing Skills of Longquan Celadon” is the only UNESCO-selected
ceramic project, which represents the highest achievement of human ceramic civilization. Longquan
Shangyu, the birthplace of modern Longquan celadon, has been an important place in the history
of Chinese celadon culture. The local Piyun Celadon Cultural Park is a representative platform and
window for the world to understand Longquan celadon culture. Figure 3 is a photo, showing the
Celadon Town of Longquan.
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4.2. Data Collection

4.2.1. Measurement Dimensions and Scale Design

Based on the foregoing discussion, constructive and existential authenticities were selected as
the research content for intangible cultural heritage tourism. Within the scope of the measurement
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dimension of cultural identity, Xin’s research provides an effective measurement scale, which fits the
thinking of this study. Therefore, this part mainly follows the research of Xin [44]. In determining
related items, cultural identity was divided into three parts, namely, cognitive, affective, and evaluative
behavioral [44]. Based on comprehensive field investigations and the literature summary, a total
of 14 measurement items for cultural identity were determined, of which CI1–CI4 pertained to the
cognitive dimension, CI5–CI8 denoted the affective dimension, and CI9–CI14 constituted the evaluative
behavioral dimension (Table 1).

Table 1. Cultural identity measurement items and reference sources.

Measurement
Dimension Measurement Item Main Reference

Source

Cultural
Identity

CI1 I think the residents of this destination are friendly.

[44]CI2 I think the local history is fascinating.
CI3 I think the traditional culture is rich in content.
CI4 I have a good impression of the destination as a whole.

CI5 I like the traditional culture of the destination.

[44–46]CI6 I like the architectural style of the destination.
CI7 I like the cultural relics of the destination.
CI8 I like the intangible cultural heritage of the destination.

CI9 I want to know the dialect of the local residents.

[44,46]

CI10 I want to learn about the lifestyle of the destination residents.
CI11 I want to know about local customs.
CI12 I want to know about the representative traditional culture of the destination.
CI13 I want to know about the intangible cultural heritage of the destination.
CI14 I want to live in this destination.

The determination of authenticity-related measurement items was based mainly on the relevant
research of Zhao, Zheng, and Yi et al. [47–49], together with comprehensive field investigation and
literature summary content. A total of 22 measurement items were determined (Table 2), 12 of which fell
under constructive authenticity (CA1–CA12) and 10 were under existential authenticity (EA1–EA10).

Table 2. Authenticity measurement items and reference sources.

Measurement
Dimension Measurement Item Main Reference

Source

Constructive
authenticity

CA1 The overall layout of the town is impressive.

[47,48]

CA2 The architectural style of the town is very cultural.
CA3 The intangible cultural heritage tourism products in small towns have
very cultural characteristics.
CA4 The crafts in small towns are very cultural.
CA5 The cultural relics displayed in the town are real.
CA6 The town as a whole reflects strong regional cultural characteristics.
CA7 The residents of the town maintain their original lifestyle.
CA8 The language of the residents of the town maintains its local
characteristics.
CA9 The town’s architecture maintains the local traditional features.
CA10 The town’s non-relics have maintained its traditional features.

CA11 The intangible experience activities in small towns have maintained
their traditional features.
CA12 Related activities organized in small towns can help inherit the culture.
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Table 2. Cont.

Measurement
Dimension Measurement Item Main Reference

Source

Existential
Authenticity

EA1 This tour frees me from everyday life (work) and makes me feel free.

[47,49]

EA2 I feel that the intangible cultural heritage atmosphere is very strong.
EA3 I feel like I have integrated into the local intangible cultural heritage
culture.
EA4 This tour helped me learn more about non-relics.
EA5 I believe the local intangible cultural heritage experience activities are
very cultural.
EA6 The tour provided me with a unique cultural experience.
EA7 The tour triggered my thoughts on human civilization.
EA8 During the tour, I kept in touch with local people in a natural manner.
EA9 During the tour, I kept in touch with family members in an authentic
manner.
EA10 During the tour, I kept in touch with other tourists in a friendly manner.

In the measurement of destination satisfaction and loyalty, the former typically refers to achieving
goals or meeting expectations, whereas the latter mainly includes two aspects, namely, behavior and
attitude. In tourism research, attitudinal loyalty is often and likely observed and manifested in two
dimensions, namely, revisit intention and recommendation intention. In the study and according to
the literature summary, Table 3 determined three items of tourist satisfaction measurement (TS1–TS3)
and four items of destination loyalty measurement (DL1–DL4).

Table 3. Tourist satisfaction and items of destination loyalty measurement with reference sources.

Measurement
Dimension Measurement Item Main Reference

Source

Tourist
Satisfaction

TS1 I have achieved my goal on this trip.
[47,48]TS2 This tourist destination is similar to my ideal destination.

TS3 I am very satisfied with this tour.

Destination
Loyalty

DL1 If I have the opportunity, I would like to revisit the destination.

[42,44,49]DL2 I will recommend this destination to my friends.
DL3 In the future, I would like to go to similar tourist destinations.
DL4 I will recommend similar tourist destinations to my friends.

The research elaborated the dimensions of each variable in the conceptual model and its
measurement items, as well as the core content of the questionnaire. The two variables of cultural
identity and authenticity perception involve various items and the reference sources are partially
unified. Thus, a pre-research was conducted and questionnaire items were deleted according to the
analysis results to ensure the reliability and validity of the scale.

4.2.2. Questionnaire Adjustment and Data Collection

A pre-survey questionnaire was developed on the basis of the abovementioned measurement
scale. The questionnaire was mainly divided into three parts. The first part collected basic participant
information to understand the relationship between the respondents and the Chinese Celadon Town.
The second part was the subject scale, which included cultural identity, authenticity perception,
satisfaction, and loyalty. Likert-type scales were used to guide respondents in scoring various items
in the questionnaire. A scale of 1 to 5 was used to indicate five options, namely, “totally disagree”,
“disagree”, “uncertain”, “agree”, and “totally agree”. These indicators were then measured for
structural equation model analysis. The third part collected personal information from the respondents,
which was used for group classification and comparative study.

To ensure the reliability and validity of the questionnaire, pre-investigation was required before
the formal investigation. The pre-survey was carried out using convenience sampling in China’s
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Celadon Town in November 2018. A total of 139 questionnaires were sent out, which were all collected.
Eliminating duplicate answers or incomplete questionnaires yielded 130 valid questionnaires and
recovery rate of 93.5%. The pre-survey data were analyzed such that the questionnaire content could be
adjusted to lay the foundation for a formal survey. In the adjustment process, Cronbach’s α coefficients
of the overall scale and each subscale were 0.887 and greater than 0.8, respectively, which indicates
the ideal internal reliability of the scale. Therefore, items were revised according to whether the total
correlation coefficient was lower than the standard of 0.4. Three items (i.e., CI9, CI10, and CI14) in the
cultural identity subscale were deleted and two items (i.e., CA7 and CA8) in the authenticity subscale
were added. Finally, 38 measurement items were obtained, and the reliability of the final questionnaire
was further improved.

Formal issuance of questionnaires was achieved through convenience sampling. In December
2018 and March 2019, formal and supplementary surveys were conducted in China’s Celadon Town,
respectively. Questionnaires were distributed in print and electronic formats. Respondents completed
the print versions on the spot, and filled in the electronic versions through mobile phones. The latter
was sent by users of third-party apps, such as MicroBlog and Ctrip (according to articles or comments
to confirm that the respondent had visited China’s Celadon Town), or by forwarding the survey
through WeChat friends. On-site survey completion was conducted mainly in or around the scenic
area of China’s Celadon Town, Longquan passenger transport center, Longquan Celadon Museum,
and other places. WeChat users who helped forward the questionnaire were mainly local residents
and tourism practitioners in Longquan. A total of 427 questionnaires were distributed, of which 375
were considered valid. The questionnaire recovery rate was 87.8%. In the SEM model, the ratio of the
number of samples to the number of measurement items should be about 10:1, and the total number of
samples should be controlled between 300 and 500 [50]. In this study, 43 items were used to construct
the SEM model, and the final sample size was 375 items, which met the research requirements.

4.3. Data Analysis

4.3.1. Descriptive Statistical Analysis

The first part of the questionnaire focuses on information related to the Chinese Celadon Town to
understand the number of tourists, their method of travel, purpose, and other information. The latter
part focuses on demographic factors of the respondents to gather information on respondents’ gender,
age, educational level, origin, occupation, and income. Both parts are used for descriptive statistical
analysis, as shown in Table 4.

Table 4. Descriptive statistics of sample basic information.

Sample Information Frequency Percentage (%)

Gender
Male 181 48.3
Female 194 51.7

Age

<20 30 8
20–29 83 22.1
30–39 125 33.3
40–49 56 14.9
50–59 71 18.9
≥60 10 2.7

Educational Level

Elementary school or below 0 0
Junior high school 21 5.6
Technical secondary school or high school 95 25.3
College or undergraduate 251 66.9
Master degree or above 8 2.1
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Table 4. Cont.

Sample Information Frequency Percentage (%)

Passenger Origin

Longquan City local 101 26.9
Other areas of Lishui City beyond Longquan 54 14.4
Other cities in Zhejiang Province 110 29.3
Outside Zhejiang Province 110 29.3

Occupation

Company or corporate staff 143 38.1
Individual operators, private owners 38 10.1
Government agency or institutional staff 61 16.3
Student 40 10.7
Freelancer 31 8.3
Others 62 16.5

Monthly Income

3000 RMB and below 65 17.3
3001–5000 RMB 119 31.7
5001–8000 RMB 106 28.3
8001–10,000 RMB 29 7.7
>10,000 RMB 56 14.9

Number of Visits

First time 254 67.7
Second time 50 13.3
Third time 10 2.7
More than three times 61 16.3

Travel Mode

Independent travel 297 79.2
Travel agency 63 16.8
Corporate organization 4 1.1
Others 11 2.9

Do you care about
preserving the
traditional style?

Very concerned 141 37.6
Care 144 38.4
Uncertain 85 22.7
Do not care 4 1.1
Absolutely indifferent 1 0.3

Table 4 shows a relatively balanced overall distribution of respondent characteristics, such as
gender, age, occupation, and average monthly income. Most of the tourists have middle and high
educational levels, and come from outside the city and province. Approximately 30% of tourists visit
the Chinese Celadon Town more than once, which indicates the destination’s current certain popularity
and influence. In addition, tourists with the same cultural environment or high cultural recognition
are willing to repeatedly visit Celadon. The survey also shows that 76% of the tourists care about
the traditional style of the town, which indicates the influence of authenticity in the development of
intangible cultural heritage tourism.

4.3.2. Exploratory Factor Analysis

The reliability analysis of the official survey data showed that Cronbach’s α coefficient for each
questionnaire was greater than 0.8, which indicates good reliability. The exploratory factor analysis
(EFA) of the data was then carried out using IBM SPSS Statistics 21.0. Table 5 presents the results.
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Table 5. Reliability analysis of scale.

Measuring Object Number
of Items Factor α Subscale α Total α

Cultural
Identity

Cultural cognition 4 0.894
0.912

0.911

Cultural emotion 4 0.9
Cultural behavioral intention 3 0.882

Constructive
Authenticity

Environmental authenticity 3 0.0834
0.887Product authenticity 4 0.867

Active authenticity 3 0.839

Existential
Authenticity

Self-worth authenticity 3 0.861
0.901Travel experience authenticity 4 0.883

Interpersonal communication authenticity 3 0.864

Satisfaction 3 0.824

Loyalty 4 0.840

General Scale 38

4.3.3. Confirmatory Factor Analysis

EFA aims to identify the structure of the scale and establish the construct validity of the
questionnaire. Conversely, confirmatory factor analysis (CFA) determines whether the factor structure
model and corresponding analysis data are in agreement [50]. Based on the factor structure determined
by EFA in the pre-survey, IBM SPSS Amos 23.0 was used to carry out CFA for the latent variables.
Among them, cultural identity, constructive authenticity, and existential authenticity had distinct
structural differences. Satisfaction and loyalty were two latent variables with a uniform internal
structure and less observational variations. Thus, CFA was only applied to the first three variables.
Second-order CFA was used because the first analysis indicated a moderate to high correlation in the
first-order factor constructs. Thus, the factor analysis model could be adapted to the sample data [50].

According to Wu, cultural identity is composed of three dimensions, namely, cultural cognition,
cultural emotion, and cultural behavioral intention, comprising 11 items of measurement [50]. Construct
authenticity comprises three dimensions, namely, environmental, product, and activity authenticities,
including 10 measurement items. Existential authenticity has three dimensions, namely, self-worth,
tourism experience, and authenticity of interpersonal communication, containing 10 measurement
items. After CFA, the model constructed by the three latent variables displayed good intrinsic quality,
and the measurement indicators effectively reflected the common factor concept.

4.3.4. Structural Equation Model Analysis

The proposed structural equation model (SEM) included structural and measurement models in
which the former required the determination of the relationship between the latent and associated
variables in advance. The structural model pertained to latent variables, which contained five elements,
namely, cultural identity, constructive authenticity, existential authenticity, satisfaction, and loyalty.
The relationship and role of each latent variable were marked for further verification. In SEM
analysis, various latent variables can be used to measure items, such as cultural identity, constructive
authenticity, and existential authenticity. The item can then be packaged into a new variable in the scale
to reduce the structural equation complexity and to facilitate analysis [51]. Therefore, according to the
factor analysis results of each relevant scale, the items for cultural identity, constructive authenticity,
and existential authenticity were packaged as new variables in the SEM. Figure 4 displays the initial
SEM, in which TS1-TS3 represent the measurement items of tourist satisfaction and DL1-DL4 represent
the measurement items of destination loyalty.
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The IBM SPSS Amos 23.0 software calculated the fitness indexes of the model: the χ2/df value
was 2.126, which is less than the standard value of 3. Values for Adjusted Goodness of Fit Index
(AGFI), Goodness of Fit Index (GFI), Normed Fit Index (NFI), Tucker–Lewis Index (TLI), Incremental
Fit Index (IFI), and Comparative Fit Index (CFI) met the standards of greater than 0.9. Standardized
Root Mean Square Residual (SRMR) was 0.049, which is less than 0.05, whereas Root Mean Square
Error of Approximation (RMSEA) was 0.055, which is less than 0.08. Therefore, each fitting index of
the model met the general research criteria, and the model was considered to have a good fit.

The maximum likelihood method was used to estimate the parameters between the model variables.
The hypothetical path “existential authenticity leads to loyalty” and “constructing authenticity to
existential authenticity” showed no significant influence. To achieve a better model effect, deleting
the two paths was considered to modify the model results. Two methods were employed for model
modification, namely, modifying the path relationship between latent variables (i.e., deleting the
non-significant path) and modifying the covariant relationship of residual terms. In general, updating
the model prioritizes the path relationship between the modified latent variables, based on the principle
of successive updating. That is, parameters were introduced one at a time, which sequentially
resulted in deletion of the non-significant relationship paths “existential authenticity→ loyalty” and
“constructing authenticity→ existential authenticity”. The modified model fitness was tested, and the
results are provided in Table 6. Compared with the initial model, the proposed model indicates little
change and is at a relatively high level of adaptability. The model output and data matching are high,
and the remaining hypothetical paths are valid.

On the basis of the final model output and the summary of model operation results, the study
verified the research hypotheses and obtained the analysis results (Table 6).
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Table 6. Validation results of the research hypotheses.

Numbering Hypothetical Description Test Results

H1a Cultural identity has a positive effect on authenticity perception. Supported
H1b Cultural identity has a positive effect on constructive authenticity. Supported
H1c Cultural identity has a positive effect on existential authenticity. Supported

H2a Authenticity perception has a positive effect on destination
satisfaction. Supported

H2b Constructive authenticity perception has a positive effect on
destination satisfaction. Supported

H2c Existential authenticity perception has a positive effect on
destination satisfaction. Supported

H3a Authenticity perception has a positive effect on destination loyalty. Partially supported

H3b Constructive authenticity perception has a positive effect on
destination loyalty. Supported

H3c Existential authenticity perception has a positive effect on
destination loyalty. Unsupported

H4 Constructive authenticity perception has a positive effect on
existential authenticity perception. Unsupported

H5 Destination satisfaction has a positive effect on destination loyalty. Supported

Figure 5 and Table 6 show that all hypotheses are supported except for H3c and H4. Cultural
identity has a significant effect on authenticity perception, which positively influences tourist satisfaction;
constructive authenticity perception has a significant effect on destination loyalty; existential authenticity
indirectly affects loyalty through satisfaction; and tourist satisfaction has a positive effect on destination
loyalty. The path coefficient in Figure 5 reflects the degree of influence. From the perspective of the
path coefficient, the influence of cultural identity on constructive authenticity perception is comparable
to that of existential authenticity perception, which has a slightly higher impact on tourist satisfaction
than constructivism authenticity perception. This finding indicates that, in intangible cultural heritage
tourism, cultural identity influences tourists’ authentic perception of destination or attractions and their
self-worth. Tourists’ realization of self-worth, tourism experience, and interpersonal communication
can play an active role in tourist satisfaction; a high satisfaction of tourists leads to a high level of
loyalty. Apparently, objective tourist attractions are likewise crucial.Sustainability 2020, 12, x FOR PEER REVIEW 14 of 18 
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In addition, analysis reveals that the three dimensions influencing cultural identity are
mainly expressed in emotions, followed by cultural behavioral intention, and cultural cognition.
Among the three aspects of authenticity construction, environmental authenticity is the most apparent,
while product and active authenticities play a similar role. Among the three parts of existential
authenticity, self-worth has the greatest influence, whereas interpersonal communication has the
smallest influence. Therefore, when developing intangible cultural heritage tourism, tourist destinations
should pay attention to the cultural and emotional connection between tourists and intangible cultural
heritage. Based on this connection, destinations can create the authenticity of tourism environment
and realize tourists’ self-identity. In this way, the experience quality of tourists can be improved
more effectively.

5. Discussion and Conclusions

5.1. Discussion

The results of this empirical research show that cultural identity has a significant positive impact on
authenticity perception, including constructive authenticity, and existential authenticity. The perception
of authenticity affects tourists’ experience and behavior—existential authenticity only affects tourists’
satisfaction experience, while constructive authenticity affects tourists’ satisfaction and loyalty at the
same time. Therefore, when developing intangible cultural heritage tourism, it is necessary to make
good use of the relationship between tourists’ cultural identity and authenticity perception, and give
full attention to the promotion of tourists’ satisfaction and destination loyalty.

As far as the study of cultural identity is concerned, there have been a limited number of studies
on intangible cultural heritage. This study refers to the scale of cultural identity for tourism destination.
Considering the characteristics of intangible cultural heritage, more work should be carried out to
develop a cultural identity scale that is suitable for intangible cultural heritage in order to make
relevant research more focused. In addition, we should pay attention to the research on the objective
authenticity of intangible cultural heritage, develop an authenticity scale that is applicable to intangible
cultural heritage, and enrich the relevant content of the authenticity.

According to the results of this study, tourists’ perception of authenticity is really influenced by
cultural identity in intangible cultural heritage tourism. This conclusion can be discussed in more
details in the specific situation of the sample. It would be important to find the answers to these
research questions: Will the sources of tourists affect their cultural identity? Will the way tourists
travel affect their perception of local authenticity? Moreover, the relationship between cultural identity
and authenticity perception confirms that the formation of authenticity perception can be influenced
by other factors. So, apart from cultural identity, what are these additional factors? Therefore, further
work should explore more possibilities and enrich related research.

5.2. Conclusions

On the basis of the literature review and theoretical foundation, this study builds a structural
model of cultural identity, authenticity perception, satisfaction, and loyalty of tourists. Analysis of the
relationship among these variables shows that cultural identity positively influences tourist perception,
satisfaction, and loyalty to tourist destinations. In the dimension of cultural identity, the construction
and existence of authenticity have a different influence on latent variables. Among the three dimensions
of cultural identity and as far as influence is concerned, cultural emotion is a priority, followed by
cultural behavior and cognition. Comparison of the three parts of authenticity construction presents the
resulting order: environmental authenticity, product authenticity, and activity authenticity. Similarly,
in different aspects of existential authenticity, self-worth is more important than travel experience,
followed by interpersonal communication.

In view of its impact on tourist satisfaction, the feelings and experiences of travelers require special
attention from the local government when committing to improving tourist satisfaction. In constructing
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authenticity, authorities should first maintain the normal working conditions of the local environment
and gradually improve tourism-related products and activities, while helping tourists realize their
self-worth for a better experience. In addition, a good experience can effectively promote desirable
tourist behavior and loyalty to intangible cultural heritage tourism because tourist satisfaction positively
influences loyalty to destinations.

5.3. Implications

Based on the above research and discussions, suggestions are provided for the development and
operation of intangible cultural heritage tourism after taking China’s Celadon Town as a case study.
Corresponding destinations are expected to benefit from the same promotions.

(1) In the development of intangible cultural heritage tourism, travel organizations should highlight
authenticity construction. The authenticity perception of intangible cultural heritage differs from
tangible cultural heritage. However, its performance in objective authenticity is not prominent but
manifested in constructive and existential authenticity. Results indicate that tourist authenticity
perception positively affects satisfaction and loyalty, whereas constructing authenticity perception
differs from creating existential authenticity. Constructing authenticity directly affects loyalty,
whereas existential authenticity affects loyalty through satisfaction. Therefore, governments
and operators should note the construction of tourism attractions and realization of tourists’
self-worth at destinations. Most tourists are concerned about the overall traditional style of tourist
destinations and experiences with intangible cultural heritage, which requires special attention
to ensure unity of style in development and planning, with additional efforts to preserve the
internal layout details, and maintain the consistency of the overall traditional style of the tourist
destination in future development.

(2) For the development of intangible cultural heritage tourism, focus on the core needs of tourists
should be increased. Helping visitors learn more about intangible cultural heritage by providing
systematic knowledge content, additional leisure and entertainment items, and artistic value and
various forms of celadon products can encourage re-visitation. Improving tourist satisfaction can
be achieved through certain factors, such as improving cultural identity and enhancing tourist
perceptions of authenticity. The management of intangible cultural heritage tourism should
focus on improving tourist satisfaction to increase positive word-of-mouth publicity. The internal
services of tourism destinations should be optimized according to the needs of tourists. Intangible
cultural heritage and leisure tourism destinations should be combined to display the integration
of cultural and tourism attributes of intangible cultural heritage, and highlight the core image
of intangible cultural heritage tourism destinations to emphasize the publicity of the overall
tourism image.

(3) The tourism development model of Celadon Town has important referential significance for
the development of other destinations for intangible cultural heritage tourism. Longquan
built this characteristic town by relying on celadon and its firing techniques. Through this
model, the tourism-based development of local intangible cultural heritage was carried out,
and Longquan created a novel tourism development for intangible cultural heritage. Tourism
destinations of intangible cultural heritage not only integrate all aspects of intangible cultural
heritage with the help of a characteristic town, but also bring such components together to enable
a better play on their synergistic effects. This development model integrates the cultural aspect
of intangible cultural heritage into tourism development, and improves its specific perception
among tourists, which helps build the overall image of intangible cultural heritage and promotes
the development of local tourism.
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