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ABSTRACT  
Cultural heritage tourism is the fastest growing segment of the tourism industry because there is a trend 

toward an increased specialization among tourists. This trend is evident in the rise in the volume of 

tourists who seek adventure, culture, history, archaeology and interaction with local people. The recent 

studies about cultural/heritage tourism focused on the characteristics of tourists who visited cultural 

heritage destinations. The study attempts to investigate the relationship between cultural heritage 

destination attributes and tourist satisfaction, and to identify the relationship between cultural heritage 

destination attributes and tourist satisfaction in terms of selected tourists’ demographic characteristics and 

travel behavior characteristics. The study area for this study was Shiraz City. The data of this study were 

collected from the on-site survey method. The sample population for this study was composed of tourists 

who visited Shiraz between March and August in 2012. Out of 300 questionnaires, 251 were usable. 

Therefore, the data from 251 respondents were analyzed in this study. Comprehending what tourists seek 

at cultural heritage attractions will help tourism marketers better understand their customers. Second, 

identifying which attributes satisfy the tourist who visit cultural heritage destinations will help tourism 

planners develop appropriate strategies to attract their customers and serve them effectively. Third, 

knowing who the satisfied tourists are may help reduce marketing constant maintain cultural heritage 

destinations’ sustainability. 
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INTRODUCTION 

Cultural heritage tourism is a rapidly growing niche market. This market is fueled by an increasing 

number of domestic and international tourists, and by the increasing availability of global communication. 

Peleggi defined the term “heritage” as not only landscapes, natural history, buildings, artifacts, cultural 

traditions and the like that are literally or metaphorically passed on from one generation to the other, but 

those among these which can be promoted as tourism products. He also suggested that heritage sites 

should be differentiated in terms of types of heritage: built, natural, and cultural heritage (Peleggi, 2006). 

Furthermore, Hall and Zeppel supply definitions for cultural tourism and heritage tourism. The former is 

tied with visual attractions, performing arts, and festivals, whereas the latter involves visits to historical 

sites, buildings, and monuments. Heritage tourism is referred to as experiential tourism because visitors of 

them wish to immerse themselves in the historical environment and experience (Zeppel, 2002). In the 

study of the connection between heritage and tourism, Patterson reveals three major reasons for visiting 

historic sites: to experience a different time or place, to learn to enjoy a cerebral experience, and to share 

with others or teach children the history of the site (Patterson, 2003). Heritage tourism is also described as 

a segment of travelers who are highly motivated by performing and visual arts, cultural exhibitions, and 

other related attractions (Sofield, 2008).  

Hypotheses of Study 

This study provides six hypotheses in order to analyze the relationship between cultural/heritage 

destination attributes and tourists’ satisfaction, to understand the difference in derived factors in relation 

to their demographic and travel behavior characteristics, and to identify the differences in the overall 

satisfaction of tourists’ in terms of their demographic and travel behavior characteristics.  

*H 1: There is a relationship between the selected cultural/heritage destination attributes and the overall 

satisfaction of tourists.  
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*H 2a: There are difference among derived factors in relation to tourists’ demographic characteristics, 

such as gender, age, state, education level, and total house incomes. 

*H 2b: There are differences among derived factors in relation to the travel behavior characteristics of 

tourists, such as past experience, time taken to choose a destination, length of stay, membership in a 

group, and distance of travel. 

*H 3a: There is a difference in the overall satisfaction of tourists in terms of the tourists’ demographic 

characteristics of gender, age, state, education level, and total household incomes.  

*H 3b: There is a difference in the overall satisfaction of tourists in terms of the tourists’ demographic 

characteristics, such as past experience, decision time to travel, length of stay, membership in a group, 

and distance of travel. 

*H 4: There is a relationship between the selected cultural heritage destination attributes and the overall 

satisfaction of tourists for controlling selected demographic (gender) and travel behavior characteristics 

(past experience and decision time to travel).  

Literature Review 
The study attempts to identify cultural/heritage destination attributes which satisfy tourists when they visit 

these destinations. Therefore, after investigating previous research related to this topic, the researcher 

decided to select several attributes of cultural/heritage tourism. Andersons researched the cultural tourism 

of Denmark. They chose several attributes, such as historical buildings, museums, galleries, theaters, 

festivals and events, shopping, food, palaces, famous people (writer…), castles, sports, and old towns. 

They identified the important attributes as being castles, gardens, museums, and historical buildings, 

when tourists made a decision to visit Denmark (Anderson et al., 2007). Richard focused on the 

marketing and development of European cultural tourism. He chose several attributes related to 

cultural/heritage destinations in order to analyze European cultural tourism. Especially, through analyzing 

these attributes, this article indicated a rapid increase in both the production and consumption of heritage 

attractions (Anderson et al., 2007). Glasson explained the impacts of cultural heritage tourism and 

management responses through an overview of the characteristics of tourists to Oxford. This article 

highlighted the varying perspectives and dimensions of impacts on and tourist capacity of the city 

(Glasson, 2004). Peleggi examined the relevance of Thailand’s heritage attractions to both international 

and domestic tourism, including an analysis of the state tourism agency’s promotion of heritage and the 

ideological implications of heritage sightseeing in relation to the official historical narrative. This research 

provided several attributes, such as traditional villages, monuments, museums, and temples (Peleggi, 

2006). Philipp studied racial differences in the perceived attractiveness of cultural heritage tourism. The 

article surveyed a Southern metropolitan area and chose various attributes. The research found that white 

tourists were more interested in cultural heritage destinations than black tourists (Philipp, 2003). In 

addition to the research discussed above, many other researchers have studied cultural/heritage 

destination attributes. For example, Lee studied the cultural tourism of China by selecting history, culture, 

traditional festivals, historical events, beautiful scenic heritage, historical sites, architecture, folk arts 

(music, dancing, craftwork) and folk culture villages as the attributes of significance (Lee, 2009). Kozak 

and Rimington reported the findings of a study to determine destination attributes critical to the overall 

satisfaction levels of tourists (Kozark, 2000). 

 

MATERIALS AND METHODS 

Research Methodology 

This research chose tourists’ demographic and travel behavior characteristics and destination attributes, in 

order to determine the differences in the contribution of attributes to tourists’ satisfaction. The research 

area for this study was the Shiraz (City, Persepolis, Pasargad). The Shiraz City has been called the Empire 

of the Persia. Furthermore, it is one of Iran’s most popular vacation destinations. The sample population 

for this research was composed of tourists who visited the Shiraz City. The survey was conducted over a 

2-week period at five different places that are frequently visited in the city. The study sought to identify 

the relationships between the destination attributes and tourists’ satisfaction, in order to analyze the 
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differences in the attributes, and to investigate destination attributes and tourists’ overall satisfaction, 

controlling for tourists’ demographic and travel behavior characteristics. In order to accomplish the 

objectives of the study, a model was designed, shown in Figure1. The attributes of the study were selected 

through the related tourism literature review. 

 

 
Figure 1: Research Model 

 

RESULTS AND DISCUSSION 

Data Analysis And Interpretation 

Factor Analysis  

The principal components analysis method was used to generate the initial solution. The eigenvalues 

suggested that a four-factor solution explained 57.65% of the overall variance before the rotation. The 

factors with eigenvalues greater than or equal to 1.0 and attributes with factor loadings greater than 0.4 

were reported. Table 1illustrates the results of the factor analysis. The four factors were: General Tour 

Attraction, Heritage Attraction, Maintenance Factors, and Cultural Attraction. The statistical probability 

and the test indicated that there was a significant correlation between the variables, and the use of factor 

analysis was appropriate. The Kaiser-Meyer-Olkin overall measure of sampling adequacy was 0.882, 

which was meritorious. From the varimax-rotated factor matrix, four factors with 23 variables were 

defined by the original 25 variables that loaded most heavily on them (loading >0.4). Two attributes were 

dropped due to the failure of loading on any factor at the level of 0.40 (or higher). These were religious 

people and expensiveness. The communality of each variable ranged from 0.416 to 0.743. To test the 

reliability and internal consistency of each factor, the Cronbach’s alpha of each was determined. The 

results showed that the alpha coefficients ranged from 0.702 to 0.879 for the four factors. The results were 

considered more than reliable, since 0.7 is the minimum value for accepting the reliability test. The four 

factors underlying tourists’ perceptions of cultural/heritage attributes in the Shiraz City were as follows. 

General Tour Attraction (Factor 1) contained nine attributes and explained 40.45% of the variance in the 

data, with an eigenvalue of 9.708 and a reliability of 87.88%. The attributes associated with this factor 

dealt with the general tour items, including religious places, souvenirs, theaters, theme parks, tour 

package festivals/events, food, shopping places and guides. Heritage attraction (Factor 2) accounted for 

6.74% of the variance, with an eigenvalue of 1.616 and is liability of 70.20%. This factor was loaded with 

four attributes that referred to heritage attraction. The four attributes were handicrafts, architecture, 

traditional scenery and arts (music/dance).Maintenance factors (Factor 3) loaded with five attributes. This 

factor accounted for 5.58% of the variance, with an eigenvalue of 1.339 and a reliability of 72.85%. These 

attributes were accessibility, indoor facilities, atmosphere/people, information centers and 

accommodations. Cultural attraction (Factor4) contained five attributes that referred to cultural 
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dimensions. This factor explained 4.88% of the variance, with an eigenvalue of1.173 and a reliability of 

80%. These attributes were museums, galleries, culture villages, historic buildings, and monuments. 

Findings of Hypotheses Testing 

Based on the purpose of this study, fourhypotheses were proposed. Each hypothesis is reiterated below 

and then the results of statistical analysis for testing them are reported.  

 

Table 1: Factor Analysis Results of the Perception of Attributes (N=126) 

 Factor Loading Communality  

Attributes Factor 

1  

Factor 

2  

Factor 

3  

Factor 4   

Factor 1: General Tour 

Attraction 

Religious places 

Souvenirs 

Theaters 

Theme parks 

Tour packages 

Festivals/events 

Food 

Shopping places 

Guides 

 

0.817  

0.700  

0.670  

0.617  

0.580  

0.565  

0.565  

0.548  

0.511  

 

 

 

 

 

 

 

 

 

 

  

0.737  

0.643  

0.628  

0.600  

0.582  

0.587  

0.416  

0.502  

0.593  

Factor 2: Heritage Attraction 

Handcrafts  

Architecture  

Traditional scenery  

Arts (Music/dance)  

 

 

 

0.705  

0.685  

0.664  

0.599 

 

 

 

  

0.588  

0.541  

0.616  

0.499  

Factor 3: Maintenance Factors 

Accessibility  

Indoor facilities  

Atmosphere/people  

Information centers  

Accommodations  

  

 

 

 

0.722  

0.681  

0.623  

0.580  

0.557 

 

 

 

 

 

 

 

0.624  

0.743  

0.574  

0.529  

0.577  

Factor 4: Culture Attraction  

Museums  

Galleries  

Culture villages  

Historic buildings  

Monuments  

 

 

 

  

 

 

 

0.787  

0.602  

0.581  

0.499  

0.470  

 

0.683  

0.465  

0.577  

0.522  

0.541  

Eigenvalue  

Variance (%)  

Cumulative variance (%)  

Reliability Alpha (%)  

Number of items (total=23)  

9,708  

40.449  

40.449 

87.88 

9 

1,616  

6.735  

47.184  

70.2 

4  

1,339  

5.577  

52.761  

72.85 

5  

1,173  

4.888  

57.649  

80.00 

5  

 

Note: Extraction Method – Principal Component Analysis Rotation Method – Varimax with Kaiser 

Normalization KMO (Kaiser-Meyer-Olkim Measure of Sampling Adequacy) = 0.882 Bartlett’s Test of 

Sphericity: p = 0.000 (x
2 

= 1541.422, df = 276) 

 

Hypothesis1 was tested by using correlation analysis and multiple regression analyses. Hypotheses 2a and 

2b were tested through Multi variant Analysis of Variance (MANOVA). Hypotheses 3a and 3b were 

analyzed by Analysis of Variance (ANOVA). Furthermore, hypothesis 4 was analyzed by Multivariate 
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Analysis of Covariance (MANCOVA). First of all, factor analysis of 25 cultural heritage destination 

attributes was conducted in order to delineate the underlying dimension of the attributes, and then 

correlation analysis and multiple regression analysis were used in order to identify the relationship 

between the attributes and the level of overall satisfaction of tourists. Using factor analysis, 25 destination 

attributes resulted to four dimensions: General Tour Attraction, Heritage Attraction, Maintenance Factors, 

and Culture Attraction. Multivariate Analysis of Variance (MANOVA) was performed in order to 

investigate the differences in the derived factors in terms of demographic and travel behavior 

characteristics. The results of MANOVA revealed that the respondent mean scores for the dimensions of 

cultural/heritage factors showed variation by total household incomes (Wilks’ Lambda F = 1.694, p = 

0.045) and the length of stay (Wilks’ Lambda F = 1.993, p=0.022). Two-tailed independent t-test and 

Analysis of Variance (ANOVA) were also used in order to analyze the differences in the level of overall 

satisfaction in relation to demographic and travel behavior characteristics. The results of the two-tailed 

independent t-test and ANOVA revealed that there was a significant difference between male and female 

tourists in the overall satisfaction with the cultural/heritage destination attributes (t=54.491, p<0.05). 

Furthermore, the results revealed that there was a significant difference among the groups, divided by the 

past experience (t=54.140, p<0.05), and decision time to travel F=3.213, p<0.05), in the overall 

satisfaction with the cultural/heritage destination attributes. The results of MANCOVA revealed that only 

one of control variables (past experience) controlled the relationship between the overall satisfaction of 

tourists and derived factors (Wilks’ Lambda, F=3.209, p=0.014). On the other hand, gender (Wilks’ 

Lambda, F=0.964, p=0.087) and decision time to travel (Wilks’ Lambda, F=0.985, p=0.485) did not 

control the relationship between the derived factors and the overall satisfaction of tourists. See table 2. 

 

Table 2: Multivariate Analysis of Covariance 

 Gender Past experience Decision Time 

Factor 1 (F.p) 0.164(0.686) 0.003(0.955) 0.002(0.966) 

Factor 2 (F.p) 3.858(0.05)* 1.972(0.162) 0.260(0.611) 

Factor 3 (F.p) 0.022(0.883) 8.141(0.005)* 0.970(0.326) 

Factor 4 (F.p) 0.078(0.781) 0.491(0.219) 1.130(0.289) 

Wilks’ Lambda 2.062(0.087) 3.209(0.014) 0.867(0.485) 

Note: * p < 0.05 

 

Conclusion 

Based upon the results of this study, several recommendations can be made to increase tourists’ 

satisfaction with the Shiraz. The results of the study revealed that even if four factors General Tour 

Attractions, Heritage Attractions, Maintenance Factors, and Culture Attractions) have a significant 

relationship with the overall satisfaction of tourists, Heritage Attraction and Cultural Attraction were 

more important factors that influenced overall tourist satisfaction than General Tour Attraction and 

Maintenance Factors. This finding can be useful to the planners and marketers of cultural/heritage tourism 

in formulating strategies to maintain or enhance their competitiveness. In other words, they should focus 

more on maintaining or improving factors that contribute to the overall satisfaction of tourists. In order to 

create effective marketing strategies for products and services in the cultural/heritage tourism market, a 

better understanding of tourists who visit to the cultural/heritage destinations is necessary.Future research 

should investigate the relationship between tourists’ satisfaction and intention to revisit a destination, 

because repeat visitation to a destination is an important issue for tourism marketers and researchers. 

Future studies could be applied to other cultural/heritage destinations using a similar research method so 

that a competitive analysis in different destinations can be 58 explored. Also, more refinement is needed 

in selecting attributes because some respondents felt there was some ambiguity in the questionnaire items. 

Implications drawn here also were subject to several limitations. First, the attributes chosen as 

independent variables could be a limitation because other attributes, which were not used in this study, 
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could impact tourists’ satisfaction. Second, the population sample obtained by the survey instrument 

presented some challenges due to insufficient information. This limitation resulted from a one-time 

measurement for data collection, a limited questionnaire, and the timing of the survey. Third, the study 

did not obtain longitudinal data (data collected at different points in time) but relied on a cross sectional 

data (data collected at one point in time). Fourth, the Shiraz City is not representative of all 

cultural/heritage destinations. Finally, the other limitation of the study lies in the area of differentiation 

between expectation and satisfaction in the minds of respondents. Since the study did not conduct pre and 

post evaluation of the attributes, respondents may have provided answer in a very similar way to both 

expectation and satisfaction, thus making the distinction less possible. Nevertheless, it is hoped that such 

limitations could suggest and encourage additional directions and guidelines for future study.  
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