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ABSTRACT. There have been numerous studies examining essential aspects of cultural and heritage tourism (CHT),
but there is a lack of research that specifically focuses on the fundamental elements linked to the movement of structural
knowledge in networks within the context of tourism performance. To fill this gap, this study comprehensively investigates
the connections between cultural and heritage tourism, destination image, perceived value, and revisit intention. Tourism
in Jordan is closely linked to archaeological sites, as monuments and historical sites are one of the main attractions for
tourists. Jordan is characterized as a holy country, and its archaeological sites have great religious and historical significance,
with many of these sites stemming from biblical accounts also known as biblical archaeology. The method of conducting
a systematic literature review (SLR) was employed to choose and examine relevant research papers that were published
in the last two decades. The findings indicate that cultural and heritage factors related to perceived value and revisit
intention are not given much consideration by tourism researchers. The research findings also emphasize the significance
of destination image, a crucial component for promoting CHT. The study also highlights the need for additional empirical
research to clarify the role of CHT, destination image, and perceived value in predicting revisit intention, which is
essential for the competitive and strategic management of tourism business organizations.
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1. INTRODUCTION

Travel, tourism and archaeology, two of the largest eco-
nomic sectors in the world, have long been used to boost
national revenues (Turner 2017). Archaeological tour-
ism in Jordan plays an important role in its growth, as
it does in some countries around the world with ar-
chaeological tourism.

It not only boosts GDP, but also has a social impact,
preserves identity and generates good income for the
local community (Andereck et al. 2005). Examples of
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these positive social outcomes include access to basic
services and transport, as well as pride in local culture.
Therefore, tourism is the lifeblood of countries with
rich archaeological tourism resources.

CHT provides opportunities to visit or interact with
places, artifacts, and activities that realistically repre-
sent the stories and people of the past and present
(Hargrove 2002: 10). Many people seek out unique
travel experiences that combine culture, education,
entertainment and authenticity (Garrod & Fyall 2000,
2001; Hall & Zeppel 1990). Cultural and heritage tour-
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ism is an important global tourism market (Poria et al.
2003; Richards 2018).

However, attracting and retaining these cultural heri-
tage tourists has become a fierce competition. Estab-
lishing a positive cultural tourism destination image and
understanding the elements impacting it would be use-
ful strategic choices for a destination to compete in
foreign markets. In the tourist industry, revisit inten-
tion is considered a crucial element for the survival and
growth of businesses (Ngoc & Trinh 2015). Tourists’
intent to return is very important for businesses to ex-
pand and thrive (Ngoc & Trinh 2015).

The main factor is that frequent visits by visitors
lower marketing and promotion costs (Loi et al. 2017;
Kim et al. 2013). It also helps the tourism industry to
be profitable and substantial (Alves et al. 2019; Stylos
et al. 2017), and it is viewed to be essential for effective
destination marketing (Beerli-Palacio & Martín-Santana
2018; Loi et al. 2017). Additionally, it is far less expen-
sive to draw back regular customers than to draw in
new ones (Chiu et al. 2012; Kim et al. 2013). There-
fore, lowering marketing and promotion expenses by
encouraging repeat customers and a positive visitor
experience can result in achieving a competitive cost
advantage, which may be the secret to a successful des-
tination marketing strategy (Beerli-Palacio & Martín-
Santana 2018). The quality of tourists’ experiences and
their evaluations of the services and facilities offered to
them have a significant impact on the tourism indus-
try because it is a service-oriented sector of the economy
(Gani et al. 2019).

The tourism literature identifies the following fac-
tors as the key determinants of visitors returning to a
place: destination image, service quality, satisfaction,
and perceived value. These factors have a significant
influence on visitors’ behavior (Seetanah et al. 2020;
Zhang et al. 2018; Chen & Tsai 2007; Allameh et al.
2015; Wang et al. 2017).

In more detail, research has tried to provide investi-
gations of perceived value in the context of tourist des-
tination experiences. Clear proof of a significant con-
nection between perceived value and revisit intention
to a destination has been shown by Domínguez-Quintero
et al. (2019) and Lee et al. (2005). In their studies, they
have also identified a distinction between the perceived
value attributes for first-time and repeat tourists in tour-
ism locations. Similarly, Prayogo et al. (2016) have shown
empirically that perceived value mediates the percep-
tion of a destination image and revisit intention. In the
context of tourism, particularly CHT, the more authen-

tic a destination, the higher its perceived value (Kolar
& Zabkar 2010).

Perceived value is a crucial driver of consumption be-
havior, as it indicates customers’ overall judgment of
the utility of a product or service, which influences their
decision-making along with their intention to repur-
chase and recommend (Lee et al. 2014). In the context
of tourism, researchers have confirmed that more posi-
tive destination images are associated with higher per-
ceived values (Cheng & Lu 2013). Similarly, it has been
claimed that perceived value is a predictor of destina-
tion loyalty intention (Song et al. 2013). That is, when
tourists receive good value for their money on a tour,
they are more likely to promote it to others and return
to the destination for future vacations. This study also
assessed the variable of perceived value of archaeologi-
cal tourism in Jordan.

Perceived value is a key driver of consumer behavior,
reflecting the customer’s overall assessment of the use-
fulness of a product or service. This evaluation signifi-
cantly influences customers’ decision-making process,
including their intentions to repurchase or recommend
archaeological tourism in Jordan.

Although previous studies have addressed the impor-
tance of these variables, there is a lack of research into
the mediating role that the above-mentioned variables
play. On the other hand, various scholars express their
disappointment over the insufficient research con-
ducted on cultural and heritage tourism, destination
image, and revisit intention, despite the emergence and
divergence of these theoretical connections in the tour-
ism sector (Wu & Li 2017; Fang & Ariffin 2021; Zhang
et al. 2020). The lack of literature in this area is signifi-
cant because of how important the destination image
and revisit intention are to the competitiveness, sus-
tainability, and adaptability of tourism.

Therefore, this study aims to conduct a systematic
literature review (SLR) to gather, analyze and summa-
rize recent literature on the connections between cul-
tural and heritage tourism, destination image, perceived
value, and revisit intention, to create a summary of the
theoretical links between these concepts. By conduct-
ing a systematic literature review, this study aims to
uncover theoretical connections that have not received
much attention within the scientific community. To
achieve this goal, the paper presents a review of litera-
ture from different academic fields related to CHT,
destination image, and revisit intention. Subsequently,
the study endeavors to examine and organize the most
pertinent research to identify gaps in knowledge by
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carefully analyzing the relationships among CHT, des-
tination image, perceived value, and revisit intention
through thoughtful and insightful discussions. The re-
sults of this study address a gap in the tourism field by
presenting theoretical evidence of prospective connec-
tions between the variables.

The article aimed to answer particular research ques-
tions about CHT. The authors carried out an extensive
examination of relevant studies on the topic that were
published in distinguished journals listed in the SSCI
(Social Sciences Citation Index) and SCIE (Science Ci-
tation Index Expanded) between 2010 and 2022, us-
ing Google Scholar and Scopus for their search.

Question 1: What are the general characteristics of
studies related to archaeological tourism?

Question 2: What are the structural features of re-
search on archaeological tourism’s intellectual dimen-
sion?

Question 3: What study areas are of interest to schol-
ars in archaeological tourism? And exploring why tour-
ists are drawn to archaeological sites?

And what are the understanding preferences for spe-
cific types of archaeological experiences, such as ar-
chaeological guided tours or independent exploration.

The rest of this article is organized in the following
way: section 2 presents an overview of the literature re-
view, section 3 outlines the methodology used in this
study, section 4 reports the findings obtained from the
research, and section 5 concludes the article by discuss-
ing the implications and conclusions of the study.

2. LITERATURE REVIEW

2.1 Cultural and Heritage Tourism (CHT)

Cultural and heritage tourism (CHT) is one of the most
common types of tourism. CHT generally refers to
visits to locations that reflect traditions and customs,
art forms, events, and experiences that represent the
nation and its people (Ariffin & Mansour 2018). Cul-
tural heritage tourists visit to see sights such as histori-
cal buildings, old canals, battlegrounds, and old monu-
ments, as well as artifacts and activities that accurately
portray the stories and people of the past and present.
Previous research has found that cultural tourism gen-
erates more income because cultural heritage tourists
tend to stay longer and spend more money when com-
pared to other types of tourists, because they are moti-
vated to learn or experience the past or present beliefs,

practices, art, culture, or heritage that a group of iden-
tity people possesses (Mansour & Ariffin 2017).

According to Poria et al. (2003, 2004), one of the
incentives for tourists to participate in heritage tour-
ism is their desire to observe and learn about the physi-
cal characteristics of the site as well as its historical con-
text. Cultural heritage tourists are people who go to
cultural heritage sites as a hobby and have an interest
in learning about other people’s cultures. To accomplish
their objective, tourists will travel more frequently, and
farther, spending more money to obtain the knowledge
that they seek (Partners for Livable Communities 2014).
Cultural heritage tourism offers a variety of lessons and
values that enrich current generations’ identities based
on historical events.

2.2 Destination Image

Destination image is described as an individual’s feel-
ings about a location (Hunt 1975), and it was initially
recognized as an important aspect of the destination
selection process in 1970 (Mayo 1975). Most research-
ers agreed that a location with a favorable and unique
image has a greater possibility of being chosen as a tour-
ist destination (Baloglu & Love 2005; Toral et al. 2018;
Um & Crompton 1990). Crompton (1979) provided
the most commonly referenced definition of destina-
tion image as “the sum of all beliefs, ideas, and impres-
sions that people associate with a destination.”

Baloglu and McCleary (1999) found later that a
person’s characteristics influenced the formation of a
destination image. According to Al-Azri and Morrison
(2006), the destination image is the perception that
tourists have of a tourist destination based on a combi-
nation of their beliefs, feelings, impressions, ideas, and
knowledge about a certain location. Perception of a des-
tination can be formed from a variety of sources of in-
formation, including personal experience (Cavlak &
Cop 2019). This perception can be formed before, dur-
ing, and after visiting a location (Ioradanova & Stylisdis
2019). Furthermore, the destination image is comb-
ing of both cognitive and affective images (Birdir et al.
2018; Lin et al. 2007). The cognitive image is concerned
with knowledge about the destination, while the affec-
tive image is concerned with people’s feelings and emo-
tions about the destination. According to Qu et al.
(2011), tourists select their destinations based on their
distinctiveness. The focus for marketing the destina-
tion is on creating a distinct destination image. Unique
and distinctive qualities have been used to differenti-
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ate tourist destinations from similar destinations, to
create a mental image of the place in the minds of tar-
get tourists, and to boost their attention to the desti-
nations. According to the foregoing discussion, in this
study, the term “destination image” refers to an inter-
acting set of personal normative beliefs, perceptions,
expectations, ideas, emotions, and feelings held by dif-
ferent individuals (including visitors and non-visitors)
toward a certain place, which can change over time. Ac-
cording to a review of the literature on cultural heri-
tage, a country’s image is made up of various charac-
teristics. Tourism attractions, general infrastructures,
archaeological monuments, social environment, trans-
portation services, accommodation, supported services,
food, personal safety, and communication are some of
the common elements that constitute the image of a
cultural heritage tourism destination (Kempiak et al.
2017; Wu & Li 2017; Poria et al. 2004).

According to Hankinson (2004) and Hwang and Lee
(2019), the significance of destination image can be
summed up as knowing how the destination affects
tourist satisfaction and how to create a positive brand
image to increase the destination’s attractiveness and
consequently boost economic development there. As a
result, destination image has been regarded as a foun-
dation of tourism development for strategically access-
ing the destination image to potential tourists to pro-
mote a tourism location. However, achieving tourist
happiness is difficult since destination image fluctuates
with educational, emotional, and social experiences
(Prayag et al. 2017). Furthermore, political conditions,
destination surroundings, price, travel costs, festivals,
history, accessibility, and hospitality are all factors used
to assess a destination image (Girma & Singh 2019).
Due to its profound influence on tourists’ subjective
impression, ensuing behavior and destination choice,
the power of a location’s image has received widespread
recognition (Zhang et al. 2018). Therefore, empirical
studies are needed to shed light on the impact of CHT
on destination image and perceived value, which is criti-
cal for the competitiveness and long-term success of the
tourism industry.

3. RESEARCH METHOD

3.1 Search and Information Sources

In this study, the researchers chose to use an interpre-
tive approach for their systematic literature review

(SLR) rather than a more general summary approach.
They followed the methodology proposed by Miles and
Huberman (1994), which focused on reducing, display-
ing, and verifying data. During the data reduction
phase, they identified categories such as “cultural heri-
tage tourism,” “destination image,” “perceived value,”
and “revisit intention,” and sorted research articles into
those categories. This methodology is similar to con-
tent analysis, where categories are established first, and
then studies are compared and tabulated into the rel-
evant categories for the study (Azinuddin et al. 2022).
This study gathered articles from Google Scholar and
Scopus advanced search engines. Google Scholar and
Scopus were used as database sources due to their ex-
tensive archive of research publications. To begin the
search process, we created a search string that included
terms such as “cultural heritage tourism,” “destination
image,” “perceived value,” and “revisit intention” in the
title, abstract, or keywords of the articles. We used vari-
ous combinations of these terms to find relevant tour-
ism research articles, which we then matched through
subsequent searches: a) “tourism,” “cultural heritage,”
“destination image;” b) “tourism,” “cultural heritage,”
“perceived value;” c) “tourism,” “cultural heritage,” “re-
visit intention;” d) “tourism,” “cultural heritage,” “des-
tination image,” “perceived value;” f ) “tourism,” “cul-
tural heritage,” “destination image,” “revisit intention.”

The research papers chosen for the SLR were then
sourced from general management and tourist publi-
cations using a variety of significant databases, includ-
ing Wiley, Taylor & Francis, Sage, Emerald, Elsevier,
etc. The SLR only contains items that were released
between 2010 and 2022.

3.2 Data Collection Process and Article

Screening

In order to conduct the research, the authors chose to
concentrate exclusively on peer-reviewed journal ar-
ticles. They disregarded papers, books, and editorial
materials as they deemed them to be of little signifi-
cance in terms of knowledge development (Law et al.
2012). Furthermore, articles published in languages
other than English were not included in the study.

The researchers created data extraction forms to lo-
cate the relevant articles and gain insight into the meth-
ods used in studies on cultural heritage tourism, desti-
nation image, perceived value, and revisit intention. To
ensure accuracy, a structured data extraction format was
used to evaluate each article based on its quality. The
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Figure 1. Systematic review paper selection procedure.

extracted data included information such as the author,
year, title, journal, abstract, keywords, research purpose,
topics, detailed topics, research methods and data
source.

To gain a comprehensive understanding of research
on cultural heritage tourism, destination image, per-
ceived value, and revisit intention, the researchers de-
veloped data extraction forms. Each article was evalu-
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ated based on its quality using a structured data extrac-
tion format, which included information such as the
author, year, title, journal, abstract, keywords, research
purpose, topics, detailed topics, research methods and
data source. The integration of both sources resulted
in 322 downloads of unique content. Manual double-
checking was then performed by speed-reading titles,
abstracts, keywords, the first paragraph, and as much
content as needed from relevant parts. Any journals that
did not pertain to the focus of this study were elimi-
nated by the authors. Furthermore, the inclusion re-
quirements demanded that the papers be published in
international peer-reviewed journals, excluding books,
book chapters, and conference papers.

To screen for relevant articles, the researchers ana-
lyzed the context of the keywords and abstracts pre-
sented in each article. This process helped to distinguish
articles that were directly related to CHT, destination
image, perceived value, and revisit intention from those
that were not. The study found that 145 articles were
relevant to the topics of cultural heritage tourism, des-
tination image, perceived value, and revisit intention.
The researchers then analyzed the contents of these
articles and categorized them into those where these
topics were the primary focus and those where they were
secondary.

Finally, 89 articles that addressed these topics as the
main issues were selected for the systematic review (as
shown in Figure 1). This screening process was con-
ducted by the researchers independently, and any dif-
ferences in data interpretation were resolved through
discussions among the authors. These were then orga-
nized and tagged by the following classification catego-
ries: author(s), year of publication, journal, title, CHT,
destination image, perceived value, and revisit inten-
tion (Table 1).

3.3 Data Analysis

This study categorized the chosen articles according to
a number of criteria in order to respond to research
question one (What are the general characteristics of
studies related to archaeological tourism?). First, the
volume of publications pertaining to linked studies per
year and per region was examined. The publishing pat-
terns of journals pertaining to CHT, destination im-
age, perceived value, and revisit intention were then
examined. Finally, the research methodologies and
viewpoints that were used in the connected studies were
examined.

To address the second research question (What are
the structural features of research on archaeological
tourism’s intellectual dimension?), this study developed
a bibliographic map that illustrates the co-occurrence
of keywords that indicate the main scientific themes of
each study. The study used the VOSviewer software in
conjunction with the multidimensional scaling tech-
nique to generate a bibliographic map that reflects the
interrelationships between research keywords (Van Eck
& Waltman 2010). The software utilized mapping tech-
niques to establish the location of keywords on the map
and clustering techniques to construct clusters through
the allocation of often co-occurring terms (Borg &
Groenen 2005).

With regard to the third research question (What
study areas are of interest to scholars in archaeological
tourism?), an analysis was conducted on the research
topics from the chosen articles that are relevant to this
field. Initially, the research topics were grouped into
categories to gain a general understanding of the re-
search trends in CHT. Furthermore, the proportion of
topics in each category was examined to determine
which ones were more prominent in the research on
this topic. Lastly, a detailed examination was made of
the individual topics within each category to identify
specific research trends in CHT.

4. STUDY FINDINGS

An analysis of the general characteristics of the selected
studies was done to provide the first research question
with an answer. Research on CHT increased gradually
between 2010 and 2022. A total of 2–8 articles on CHT
were published every year on average between 2010 and
2016 (ranging from 2 to 8). However, from 2017 to
2022, the number of papers published increased to 12–
25 per year, demonstrating a noticeably rising interest
in CHT. Figure 2 provides an example of this pattern.

Research on CHT, destination image, perceived
value, and revisit intention has been conducted in vari-
ous regions, as shown in Table 2. The majority of the
research (77.5%) was carried out in Asia, with 69 pa-
pers. Europe was the second most researched region,
with 11 papers. Among the Asian countries, China had
the most publications (14 papers) on CHT, destina-
tion image, and revisit intention. In Europe, Spain led
the research in this area with 4 papers. Africa, North
America, and the Middle East had fewer publications,
ranging from 1 to 6 in the last 12 years. This indicates
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Table 1a. Summary of SLR findings: article information and research variables.

that research on CHT, destination image, and revisit
intention is mainly focused on Asia and Europe. Ar-
chaeology, as a foundation, interlinks and overlaps with

heritage: it provides the physical evidence (artifacts and
monuments) that supports cultural narratives and heri-
tage conservation. Heritage ensures that archaeologi-
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Table 1b. Summary of SLR findings: article information and research variables.

cal finds and cultural traditions are protected and shared
with future generations. Culture gives meaning to ar-
chaeological finds and shapes how heritage is evaluated
and interpreted.

Table 3 shows that the 89 articles chosen for exami-
nation were published across various academic journals.
Among them, Sustainability, Journal of Quality Assur-
ance in Hospitality & Tourism, Journal of Travel & Tour-
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Table 1c. Summary of SLR findings: article information and research variables.

ism Marketing, Tourism Management, and Tourism Man-
agement Perspectives had the highest number of publi-
cations related to topics such as CHT tourism, desti-

nation image, and revisit intention. Following closely
behind were the Journal of Destination Marketing &
Management, Journal of China Tourism Research, Jour-
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Table 1d. Summary of SLR findings: article
information and research variables.

nal of Hospitality and Tourism Management, and Asia
Pacific Journal of Tourism Research, each with two or
three publications.

 Figure 2. Article distribution from 2010 to 2022.

Table 2. Articles per region.

Out of the 89 chosen articles, research was conducted
using two different methods. The selected papers were
analyzed using either quantitative analysis or a combi-
nation of quantitative and qualitative analysis. The
majority of the papers, 85 in total, utilized quantita-
tive analysis with questionnaire surveys being the pri-
mary research method. Only four of the papers used a
mixed analysis approach.
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Table 3a. Publications per journal.

4.1 Intellectual Structure Based on

Keywords

This study explored keywords linked to cultural heri-
tage tourism studies, destination image, and revisit in-
tention to address research question 2. The VOSviewer
software (Van Eck & Waltman 2010) was used to ex-
amine keyword co-occurrence (Figure 3).

Tourism centered on “cultural heritage” was the first
important keyword. Increasing the sustainability of cul-
tural heritage tourism can be accomplished in part by
pursuing win-win relationships (Teo et al. 2014). Teo,
Khan and Abd Rahim (2014) found that providing
cultural heritage tourism products and enhancing the
relationship between cultural heritage tourism and des-
tination image can significantly improve the economic
and ecological sustainability of heritage sites. Accord-
ing to Mansour and Ariffin (2017), heritage tourism
refers to an economic activity that utilizes inherited and
sociocultural assets to draw in tourists. The study found

Table 3b. Publications per journal.

that visitors who were pleased with their experiences at
cultural heritage destinations were more likely to ex-
tend their stay and return for future visits. “Satisfac-
tion” and “destination loyalty” were the keywords as-
sociated with cultural heritage tourism.

Studies have shown that when tourists have high-
quality travel experiences, they develop better percep-
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tions of the destination (Chen & Tsai 2007; Jin et al.
2013), resulting in increased levels of satisfaction and
loyalty (Stylidis et al. 2017; Jeong & Kim 2020). The
tourism sector places great importance on customer
satisfaction, which has an impact on travelers’ loyalty,
word-of-mouth recommendations, and revisit inten-
tions (Kanwel et al. 2019).

Research conducted in the past has demonstrated
that tourist satisfaction is the most crucial factor in
determining visitor loyalty towards any tourist attrac-
tion (Chen 2016; Chiu 2016). In addition, tourists who
have a satisfactory experience with travel services and
destination features can motivate their friends and fam-
ily members to visit the same destination through posi-

tive word-of-mouth recommendations and also increase
their intentions to revisit the destination (Kim & Brown
2012; Kanwel et al. 2019).

Moving on to the next important term, “destination
image,” this refers to the mental representation that an
individual holds in their mind about a specific desti-
nation, which includes their beliefs, emotions, and
overall perception of that place (Kanwel et al. 2019).
The concept of destination image holds great signifi-
cance in tourism marketing, as it serves as a critical
determinant of both tourist behavior and decision-
making (Pike 2002). According to Suhartanto, Clemes,
and Wibisono (2018), as well as Lban, Kasli and
Bezirgann (2015), destination image plays two crucial

 Figure 3. Co-occurrence map for articles related to cultural and heritage (archaeological) tourism from 2010 to 2022.



– 53 –

ARQUEOL. IBEROAM. 55 (2025) • ISSN 1989-4104

roles in behavior: it influences the decision-making
process for destination selection and conditions subse-
quent behaviors such as participation (on-site experi-
ence), evaluation (satisfaction), and future behavioral
intentions (intention to revisit). According to Huang,
Chang and Chang (2002), a destination image is typi-
cally defined as a collection of ideas and impressions
formed over time as a result of information processing
from many sources, which produces a mental represen-
tation of the qualities and advantages desired from a
destination.

The keywords associated with destination image in-
clude “brand image” and “service quality.” “Brand im-
age” refers to the overall perception that consumers have
of a brand or product, encompassing their thoughts,
feelings, and attitudes toward it (Huang et al. 2021).
For destinations, each one competes to attract tourists
based on their unique image. Thus, if a tourist has a
positive impression of a destination, they are more likely
to revisit it for future trips (Huang et al. 2021). In both
the service industry and tourism, scholars argue that
“service quality” is a precursor to customer satisfaction
(Khuong & Phuong 2017; Lee et al. 2011).

Specifically, when service quality is high, customers
tend to be more satisfied (Khuong & Phuong 2017).
Zeithaml, Bitner and Gremler (2006) define service
quality as the consumer’s evaluation and judgment of
the excellence of the service, which can also significantly
impact customer satisfaction and loyalty to destinations
(Kastenholz et al. 2018).

The following key term, perceived value, refers to the
tourist’s overall evaluation of the visit’s value based on
their perceptions (Chang 2018). According to Zeithaml
(1988), it is “the consumer’s overall assessment of the
utility of a product based on perceptions of what is re-
ceived and what is given.” According to Khuong and
Phuong (2017), it may also be defined in terms of pric-
ing as the gap between what customers perceive as what
they gain (utility resulting from quality) and what they
sacrifice (price and other costs).

The next keyword is social media. According to
Mariani, Di Felice and Mura (2016), social media has
grown to be one of the most important marketing plat-
forms in the tourist industry for both businesses and
destination marketing organizations (DMOs). Social
media marketing can provide a wealth of information
about a destination and is a source of strategic infor-
mation that can be used for developing many business
strategies in the tourism sector (Mariani et al. 2016),
including visitor satisfaction as a result of product de-

velopment, resolving visitor issues, understanding the
visitor experience, analyzing competitive strategies, and
monitoring the image and reputation of the destina-
tion (Pike 2015). Changing (or stimulating) tourists’
behaviors or intentions is the goal of these marketing
strategies (Stylidis et al. 2017b; Huang et al. 2021), es-
pecially when there is a crisis (Li et al. 2018) or there is
poor resident-tourist interaction. This will eventually
improve the destination image held by future tourists
(Liu & Tung 2017), and further achieve their loyalty
and connection to the place (Huang et al. 2021).

The last keyword is revisit intention. The results of
this evaluation and reflection process after visiting a
historical place are closely related to the likelihood of
returning to the location, recommending it to others,
and disseminating good or negative WOM (Kempiak
et al. 2017; Rousta & Jamshidi 2020). In light of this,
it is essential to create an engaging, rewarding, and
memorable experience for visitors as this may improve
their loyalty and give businesses a competitive edge
(Kempiak et al. 2017). The propensity to return can
be influenced by how tourists rate their satisfaction with
prior visits. The advantages received, the experience
gained, and the environmental conditions are what
determine the degree of consumer happiness (Maulina
et al. 2022).

5. CONCLUSIONS AND IMPLICATIONS

Through a systematic review and detailed content
analysis of 89 articles published in 54 journals between
January 2010 and December 2022, this study analyzed
various aspects of sustainability in CHT, focusing on
destination image, perceived value, and revisit inten-
tion. The selected papers were categorized into four
topics. The findings of this review can help researchers
and CHT providers access relevant publications and
bridge the knowledge gaps in this field.

This study identified several key findings from the
literature on cultural and heritage tourism (CHT).
Firstly, research on CHT has been continuously increas-
ing over the past decade, particularly in Asia and Eu-
rope, which highlights the growing significance of CHT
over time. Secondly, the interpretation and implemen-
tation of destination image and revisit intention in
CHT vary among researchers. More than 40% of the
papers on CHT analyzed in this study focused on des-
tination image and revisit behavioral intention attrac-
tions, suggesting that these experiential perspectives are
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essential to understanding cultural and heritage attrac-
tions. In the field of CHT, it is critical to consider in-
teractions across the environment, economy, and soci-
ety and analyze them holistically. Thirdly, this study
confirmed that efforts were made to understand CHT
from the customer’s perspective, as evidenced by stud-
ies on tourists’ loyalty and satisfaction. Ultimately, gain-
ing tourists’ hearts is crucial to becoming a sustainable
cultural and heritage destination.

Finally, this study has made a valuable contribution
by examining various factors and perspectives that af-
fect the interactions between CHT, destination image,
and revisit intention. This highlights the need for fur-
ther research in this area, which represents a theoreti-
cal advancement from previous attempts at systematic
literature review on CHT. The current paper focuses
on a specialized area of tourism that links CHT, desti-
nation image, perceived value, and revisit intention,
which is a relative niche topic in the field.

Despite the contributions mentioned earlier, this
study has several limitations. Firstly, the review data was

limited to Google Scholar and Scopus, and studies on
CHT, destination image, perceived value, and revisit
intention from other sources were not included. This
restricted the scope of the study and may have resulted
in incomplete information on CHT. To address this
limitation, future studies should consider a wider range
of resources covering CHT. Secondly, the study only
reviewed English-language papers on CHT, which may
have resulted in a less diverse and comprehensive analy-
sis of CHT research.

Future studies should aim to include works written
in other languages to provide a more complete under-
standing of CHT. Lastly, due to the broad range of
topics within the subject of CHT, it was not feasible to
analyze all 89 studies under a single framework to iden-
tify discrepancies in the research results and suggest the
reasons behind them. Thus, future research should at-
tempt to generate a new conceptual framework and new
knowledge by analyzing the agreement and disagree-
ment of selected studies using more specific systematic
review research topics in the CHT field.
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