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Abstract: Tourist interactions are common in tourism settings and play an important role in the 
overall tourist experience. This experiential aspect of research, particularly relating to cultural 
heritage sites, is limited in tourism literature because most existing literature are in the context 
of cruise, tour groups and backpacking. Furthermore, those studies focused on the influence 
of tourist interactions on satisfaction and not so much on destination loyalty. Therefore, this 
study examines the influence of tourist interactions on satisfaction and destination loyalty 
at cultural heritage sites. The tourist interaction construct was operationalised as tourist-to-
tourist interactions and tourist-to-local interactions while the destination loyalty construct was 
operationalised as attitudinal, behavioural and experiential loyalty. A cross-sectional survey was 
conducted on 500 international tourists in Penang and Melaka, Malaysia and data were collected 
based on a two-stage cluster sampling approach. The data were analysed using Partial Least 
Square Structural Equation Modelling (PLS-SEM). The results provided empirical support 
for the influence of tourist interactions on satisfaction and destination loyalty. Moreover, 
satisfaction was found to have a partial mediation on the tourist interaction and destination 
loyalty relationship. This study extends on the destination loyalty model by including tourist 
interactions as a predictor, thus providing managerial implications to destination managers 
and local councils to focus on activities that can enhance opportunities for tourist interactions.
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Introduction

In tourism settings, interactions are very common because it is part of the tourism 
consumption experience. Tourist interactions are a vital part of the service experience 
(Millán, Garzon, & Navarro, 2016) and can have an impact on the behaviour of 
tourists (Li, Xie, & Hu, 2018). There are three types of tourist interactions and 
they can be categorised as tourist-to-service personnel interactions, tourist-to-tourist 
interactions and tourist-to-local community interactions (Pearce, 2005). Among the 
three types of interactions, tourist-to-service personnel interactions are much more 
extensively researched especially in the services marketing literature but may not 
necessarily apply to all destinations. One such example is cultural heritage sites such 
as monuments or historical buildings. In most of these sites, there are no service 
personnel available and the interaction between the tourist and the service personnel 
will not occur. However, the presence of other tourists or local community increases 
the opportunities for interactions between these two groups. Furthermore, these two 
types of interactions are equally important in the overall tourist experience. 

While tourist-to-service personnel interactions have been researched intensively, 
studies on tourist-to-tourist interactions are scarce (Huang & Hsu, 2010) particularly 
its influence on satisfaction (Cohen, Prayag, & Moital, 2014) and loyalty. Negative 
tourist-to-tourist interaction has also been neglected (Adam, Taale, & Adongo, 
2020). Studies that have looked into the links between tourist-to-tourist interactions 
and satisfaction or loyalty are in the context of cruise holidays (Huang & Hsu, 
2010), tour groups (Wu, 2007) and mountain-type scenic spots (Li et al., 2018) 
but not in cultural heritage sites. Furthermore, studies on destination loyalty have  
been conducted in a lot of other contexts but limited in tourist experiences at  
cultural heritage sites (Waterton & Watson, 2010). Recognising these gaps, it is 
important to look at the interactions of tourists at cultural heritage sites and its 
relationship with satisfaction and destination loyalty. Therefore, the aim of this study 
is to examine the influence of tourist interactions on satisfaction and destination 
loyalty of tourists at cultural heritage sites in Penang and Melaka, Malaysia. The 
findings of this study will be useful for destination managers and local councils to 
understand the relationship between tourist interactions, satisfaction and destination 
loyalty.

Literature Review

Cultural Heritage Tourism

Cultural heritage tourism is considered a catalyst in enhancing the quality of life of 
local residents (Hargrove, 2017) and it is also one of the fastest growing segments 
of tourism. Studies on cultural heritage tourism has revolved around various themes 
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such as education (Moorhouse, tom Dieck, & Jung, 2017), importance of heritage 
tourism (Steele, Harrington, & Vertigan, 2019) preservation and conservation 
(Chong & Balasingam, 2019), tourism product development (Ebejer, 2019), tourist 
perception and motivation (Su, Hsu, & Swanson, 2017), and virtual and augmented 
reality (Figueiredo, Bernardes, Rodrigues, & Gonçalves, 2018). The growing interest 
in cultural heritage tourism research may be attributed to the economic development 
opportunities for local residents (Underberg-Goode, 2014). Although there is 
extensive literature on cultural heritage tourism, very little emphasis has been given 
to the experiential aspects of tourists visiting cultural heritage sites (Waterton & 
Watson, 2010), especially tourist interactions. 

Tourist Interactions

Interactions in the context of services marketing form part of a social activity that 
can have an impact on the overall service experience of a consumer. One of the more 
familiar form of interaction is between consumers and service personnel and this has 
been highlighted frequently in service quality models, where the quality of service 
encounters between consumers and service personnel are assessed. These studies 
established that there exists relationships between good service encounters with service 
personnel, satisfaction and intention to repurchase (Gountas, Ewing, & Gountas, 
2007; Parasuraman, Zeithaml, & Berry, 1985; Pugh, 2001). Although interactions 
between consumers and service personnel are important, careful considerations should 
also be given to the interactions between consumers and other consumers because these 
other interactions can influence as well the overall service experience. 

Likewise, interactions between tourist and service personnel is not the only social 
contact that contributes to the tourist experience in tourism settings. As introduced 
earlier, tourist-to-tourist interactions and tourist-to-local community interactions are 
the other types of interactions that form part of the tourist experience (Pearce, 2005). 
Under tourist-to-tourist interactions, it can be divided into intragroup interactions 
and intergroup interactions (Pearce, 2005). Intragroup interactions are associated 
with interactions that occur between tourists and the people that they travel with 
such as family members, friends or other acquaintances. This form of interaction is 
very common to most tourists because most would travel with a partner or a group 
of friends. On the contrary, intergroup interactions are associated with interactions 
that form between tourists with other tourists whom they have encountered during 
their travel. Even though a tourist may be traveling with his/her friends or family, 
interactions can still occur with other tourists visiting the same cultural heritage site. 
In addition, interactions between tourists and the local community or the locals can 
occur. There is a growing interest in tourism research on tourist-to-local community 
interactions and researchers have presented it as tourism that involves the meeting 
of two populations whose interactions can influence attitudes and behaviours 
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(Bimonte & Punzo, 2016). Based on the different types of tourist interactions, this 
study only focuses on tourist-to-tourist interactions and tourist-to-local community 
interactions. 

Satisfaction

Satisfaction has been researched broadly in the tourism context because of its 
importance as a determinant of destination loyalty (Gursoy, Chen, & Chi, 2014) 
and yet its conceptualisation remains ambiguous (Eusébio & Vieira, 2013). The 
initial definition of satisfaction in consumer behaviour focused mostly on the 
expectancy-disconfirmation model (Cotiu, 2013) where satisfaction is determined 
by evaluating perceived performance and expectations. Based on this model, when 
perceived performance is met or exceeded, it means that the consumer is highly 
satisfied. Even though this model is used extensively, some researchers argue that it 
may not be fully applicable in the tourism context because there have been reports of 
issues with the measurement of expectation scores (Millán & Esteban, 2004). This is 
because in tourism, expectations are usually measured at the same time as perceived 
performance when the tourist is visiting the site. Therefore, a true measurement of 
expectations may not be possible unless the tourists are surveyed before and after 
their visit.

Recognising the limitation of the expectation-disconfirmation model, some 
researchers have adapted other models where expectations and performances are 
measured separately. One widely used model is the perceived performance model 
adapted by Yoon and Uysal (2005) that measures satisfaction as the travel experience. 
Other studies have also looked at measuring satisfaction based on destination 
attributes (Kozak & Rimmington, 2000; Kozak, 2003) and the affective aspect of 
travelling experience, where satisfaction is operationalised as the emotional response 
that arises from the consumption experience (Eusébio & Vieira, 2013). In the 
cultural heritage context, satisfaction is recently viewed as the overall satisfaction 
of the experience of visiting a cultural heritage site (Wu & Li, 2017). This is also 
referred to as experiential satisfaction and is adopted for the purpose of this study. 

Destination Loyalty

Earlier discussions of loyalty in tourism focused on recreation programmes (Backman 
& Crompton, 1991; Pritchard & Howard, 1997) before interests in destination 
loyalty started emerging (Oppermann, 1997). Initial discussions on destination 
loyalty introduced the link between previous purchase histories and future purchase 
behaviour. Subsequently, Oppermann (2000) investigated the influence of frequency 
of previous visits on future destination choice. Both of these discussions emphasised 
more on the behavioural dimension, specifically repeat visits. However, Chen and 
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Gursoy (2001) argued that loyalty does not necessarily have to be repeat visits but 
can include the willingness of tourists to recommend a destination to others. With 
the introduction of both the behavioural and attitudinal dimensions of destination 
loyalty, many researchers have since adopted both dimensions into their studies 
(Antón, Camarero, & Laguna-García, 2017; Chen & Chen, 2010; Chen & Rahman, 
2018).

Besides behavioural and attitudinal loyalty that focuses mainly on a single 
destination, there are also other conceptualisations of destination loyalty in tourism 
literature where loyalty is considered a wider tourism system that includes vertical, 
horizontal and experiential loyalty (McKercher, Denizci-Guillet, & Ng, 2012). 
Experiential loyalty is gaining interest in tourism literature because it is related to 
tourists who are loyal to a certain activity of holiday style such as tourists who are 
loyal to visiting cultural heritage sites. In the context of this study, destination loyalty 
is operationalised as behavioural, attitudinal and experiential loyalty. 

Hypotheses Development

According to Huang and Hsu (2010), there is a positive influence of tourist interactions 
on the overall cruise experience of tourists which resulted in their satisfaction. Their 
results supported Wu’s findings (2007) where the satisfaction of customers in a tour 
group to Taiwan was influenced by customer-to-customer interactions. Moreover, it 
was found that tourist satisfaction is linked to the interactions of tourists with other 
people based on the linguistic experience (de Carlos, Alén, & Pérez-González, 2019). 
Based on these literature, it shows that there exists a relationship between tourist 
interactions and satisfaction. Therefore, the following hypothesis was developed for 
further investigation in cultural heritage settings: 

H1: Tourist interactions positively influence satisfaction. 

Similarly, a study on backpacking also established a significant impact of social 
interaction on the backpacking decision of backpackers (Murphy, 2001) while 
another study suggested that tourists look for the companionship of others in their 
backpacking trips (White & White, 2009). In the context of mountain-type scenic 
spots, it was also suggested that tourist interactions can have an impact on tourist 
behaviour (Li et al., 2018). In addition, it was recently suggested that negative 
tourist-to-tourist interaction has a negative influence on value and memorability 
(Adam et al., 2020), which can affect tourist experience. All these studies strengthen 
the notion by Martin (1996) that the inclusion of customer-to-customer interactions 
can enhance business and consumer relationships. Furthermore, an understanding of 
customer-to-customer interactions can influence customer loyalty (Morais, Dorsch, 
& Backman, 2004). Therefore, further exploration on tourist interactions in the 
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tourism context is needed, particularly in cultural heritage sites. Acknowledging the 
importance of tourist interactions, Huang and Hsu (2010) have recommended to 
include loyalty as a consequence of tourist interactions. In view of this, the following 
was hypothesised:

H2: Tourist interactions positively influence destination loyalty

Although satisfaction has been researched extensively as a consequence of 
tourism,  its role has also been examined as a mediator, especially in destination 
loyalty studies. However, the focus has been on satisfaction as a mediator between 
the relationship of destination image and destination loyalty (Kim, Holland, & Han, 
2013; Prayag & Ryan, 2012). In contrast, there have been limited studies exploring 
if satisfaction mediates the relationship between tourist interactions and destination 
loyalty. Therefore, the following was hypothesised to investigate the mediating 
influence of satisfaction:

H3: Satisfaction mediates the relationship between tourist interactions and 
destination loyalty. 

Research Methodology

Research Instrument

A questionnaire was developed with scale items adapted from previous studies (del 
Bosque & San Martín, 2008; Huang & Hsu, 2010; McKercher et al., 2012; Su et al., 
2017; Sun, Chi, & Xu, 2013; Teye, Sönmez, & Sirakaya, 2002; Wu, 2007; Wu & Li, 
2017) where 12 items were used to measure destination loyalty, 7 items were used to 
measure satisfaction and 8 items were used to measure tourist interactions. The scale 
items were measured using a 5-point Likert scale that ranges from 1 (strongly disagree) 
to 5 (strongly agree). Although the scale items were adapted from previous studies, the 
questionnaire was given to two tourism experts for review. In addition, a pilot study 
on 50 respondents was conducted and the scale items were tested for reliability using 
the Statistical Package for Social Science (SPSS) version 20. The reliability scores were 
above 0.8, which indicates that the instrument is reliable (Nunnally, 1978). 

Sampling and Data Collection

This study adopted a quantitative approach and a cross-sectional survey was 
administered to international tourists at cultural heritage sites in Penang and Melaka. 
These two states were targeted because they are listed under the UNESCO World 
Heritage Sites and are popular amongst international tourists. This study used a 
two-stage cluster sampling approach which has been applied by previous tourism 
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researchers (Eusébio & Vieira, 2013). An interviewer-completed onsite survey was 
conducted for a duration of two months to target a 500 sample size and a total of 
448 useable questionnaires was obtained. 

Data Analysis

The initial part of data analysis for this study used SPSS to process the descriptive 
statistics, data screening and the demographic profile of the respondents. Based on 
the data screening, there were no outliers detected because the z-score values were 
within the range of -3.29 or +3.29 (Tabachnick & Fidell, 2014). The results of the  
Kolmogorov-Smirnov, Shapiro-Wilks, skewness and kurtosis tests indicate that the 
data are not normally distributed. Although the data are not normally distributed, it is 
not a major issue because this study was analysed using Partial Least Square Structural 
Equation Modelling (PLS-SEM) that can handle non-normal data (Hair, Hult, Ringle, 
& Sarstedt, 2014). Smart PLS version 3.2.7 was used to analyse the measurement and 
structural model for this study as well as the mediation analysis. In order to assess the 
significance of path coefficients, the PLSc Algorithm and bootstrapping procedures 
with 5000 resamples were conducted. PLS-SEM was adopted because both the tourist 
interactions and destination loyalty constructs were operationalised with second-order 
constructs and the model consists of reflective and formative indicators. 

Results and Findings

Demographic Profile of Respondents

Based on the demographic profile of respondents, 54.2% were male while 45.8% 
were female. The age group distribution is quite representative with 18.3% from the 
younger age group of 18 to 23 years old, 24.1% were 24 to 30 years old, 26.8% from 
the age group of 31 to 40 years old, 22.3% from the age group of 41 to 50 years old, 
and 8.5% were over 50 years old. The majority of the respondents hold a bachelor’s 
degree (37.3%), followed by 27.9% with a diploma, 18.1% with a high school 
certificate, 13.4% with a master’s degree and 3.3% with a doctorate. Almost half of 
the respondents were single (48%) while 42.9% were married with children and 8.7% 
were married without children. In terms of income level, 30.6% of the respondents 
were from the middle income group with a monthly income between USD1,001 to 
USD1,500 while 22.5% has a monthly income between USD501–USD1,000, 19% 
with a monthly income of USD500 and below, 18.3% with a monthly income of 
USD1,501 – USD2,000 and 9.6% with a monthly income of USD2,001 and above. 

Measurement Model Assessment

In assessing the reflective measurement model, the reliability and convergent validity 
of the constructs were assessed through factor loadings, Composite Reliability (CR) 
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and Average Variance Extracted (AVE). Based on the results of the factor loadings 
shown in Table 1, all item loadings were above the recommended value of 0.60 
(Chin, Peterson, & Brown, 2008). The composite reliability for the constructs was 
above the recommended threshold of 0.7 while the AVE was above the recommended 
threshold of 0.5 (Hair J Hult, Ringle, & Sarstedt, 2017). These results indicate that 
the indicators are reliable in measuring the construct and the individual construct 
explains more than half of the variance of the indicators that measure the construct. 
Thus, the results show that convergent validity was established. 

Table 1. Indicator reliability and validity    

Constructs Items Loadings Composite 
Reliability AVE

Tourist-to-Tourist 
Interactions

TT_Int1
TT_Int2
TT_Int3
TT_Int4
TT_Int5

0.761
0.715
0.754
0.710
0.610

0.836 0.507

Tourist-to-Local 
Interactions

TL_Int1
TL_Int2
TL_Int3

0.834
0.903
0.817

0.888 0.727

Satisfaction Satisfaction1
Satisfaction2
Satisfaction3
Satisfaction4
Satisfaction5
Satisfaction7

0.734
0.725
0.793
0.759
0.776
0.669

0.881 0.553

Attitudinal Loyalty AttLoy1
AttLoy2
AttLoy3
AttLoy4
AttLoy5

0.720
0.749
0.789
0.774
0.730

0.867 0.567

Behavioural Loyalty BehLoy1
BehLoy2
BehLoy3
BehLoy4
BehLoy5

0.774
0.702
0.814
0.779
0.669

0.865 0.562

Experiential Loyalty ExpLoy1
ExpLoy2

0.901
0.870

0.879 0.785
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After reliability and convergent validity, the discriminant validity was assessed 
to determine the degree to which indicators measuring a construct is different from 
indicators measuring another construct. The cross loadings (Chin, 1998) were 
reviewed and the indicator’s highest loadings were found on the construct in which 
it was originally assigned. The Fornell-Larcker (1981) criterion was also assessed and 
the results shown in Table 2 indicate that the square root of AVE for each construct 
was higher than the intercorrelations of other constructs which suggests discriminant 
validity was established. 

Table 2. Construct correlations with the square root of AVE along the diagonals 

Constructs AttLoy BehLoy ExpLoy Satisfaction TLInt TTInt

AttLoy
BehLoy
ExpLoy
Satisfaction
TLInt
TTInt

0.753
0.670
0.601
0.676
0.512
0.598

0.750
0.470
0.682
0.518
0.608

0.886
0.517
0.487
0.503

0.744
0.568
0.669

0.852
0.604 0.712

Values on the diagonal row (bolded) are square root of the AVE while the off-diagonals are 
correlations

 
However, there have been recent criticisms on the effectiveness of Fornell-

Larcker’s criterion in determining discriminant validity and a new criterion known as 
the Heterotrait-Monotrait (HTMT) ratio of correlations is being suggested instead 
(Henseler, Ringle, & Sarstedt, 2015). This criterion was adopted for this study and 
the results shown in Table 3 establish discriminant validity because the HTMT 
values were all below the threshold of 0.85 (Kline, 2011).

Table 3. Heterotrait-Monotrait (HTMT) ratio of correlations  

Constructs AttLoy BehLoy ExpLoy Satisfaction TLInt TTInt

AttLoy
BehLoy 0.831
ExpLoy 0.780 0.612
Satisfaction 0.821 0.830 0.660
TLInt 0.635 0.645 0.632 0.689
TTInt 0.763 0.780 0.680 0.841 0.776

Shaded boxes are the standard reporting format for HTMT procedure. 
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In addition to first-order reflective constructs, the measurement model for first-
order formative constructs was also assessed. Table 4 shows the Variance Inflation 
Factor (VIF) and outer weights of first-order constructs on the designated second-order 
constructs. The outer VIF values were all below the threshold of 5 (Hair et al., 2017) and 
the outer weights were all significant at the critical t values of 2.57, which indicates that 
the dimensions are not highly correlated with one another. This empirically supports 
that tourist interactions is the second-order construct for tourist-to-tourist interactions 
and tourist-to-local interactions and destination loyalty is the second-order construct 
for behavioural loyalty, attitudinal loyalty and experiential loyalty. 

Table 4.  VIF and significance of outer weights of first-order constructs on the designated 
second-order constructs

Second-Order 
Constructs

First-Order 
Constructs VIF Outer Weights t Values

DLoyalty

TInteractions

AttLoy
BehLoy
ExpLoy
TLInt
TTInt

2.241
1.839
1.585
1.439
1.439

0.393
0.535
0.230
0.434
0.693

7.367**
11.775**
5.018**
8.689**

16.117**

Notes: **Critical t-values. 2.57 (p < 0.01).  

Structural Model Assessment

The first step in assessing the structural model was to examine the existence of 
collinearity followed by assessing the significance of path coefficients, levels of R2, f 2 
effect size, predictive relevance (Q2) and the q2 effect size (Hair et al., 2014). There 
were no critical collinearity issues found among the predictor constructs because 
all inner VIF values were below the threshold of 5 (Hair et al., 2017). Based on 
the results shown in Table 5, tourist interactions positively influence satisfaction 
(β = 0.714, t = 21.791) and destination loyalty (β = 0.359, t = 8.439) at the 1% 
significance level. Therefore, H1 and H2 are supported. 

Table 5. Structural estimates (Hypotheses testing)   

Hypotheses Beta (β) t Values Decision f Square

Direct Effect
H1: TInteractions  → Satisfaction
H2: TInteractions  → DLoyalty

Indirect Effect
H3: TInteractions  → DLoyalty

0.714
0.359

0.358

21.791**
8.439**

10.204**

Supported
Supported

Supported

1.042
0.174

-
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Hypotheses Beta (β) t Values Decision f Square

Total Effect
TInteractions  → DLoyalty 0.717 24.577** - -

Notes: **Critical t-values. 2.57 (p < 0.01).   
 
Based on Figure 1, tourist interactions explain 51% of satisfaction (R2 = 0.531) 

and tourist interactions and satisfaction explain 63.7% of destination loyalty  
(R2 = 0.637). Both the R2 values for satisfaction and destination loyalty were 
moderate because based on the suggestion by Chin (1998), the values of 0.67, 0.33, 
and 0.19 are considered as substantial, moderate, and weak. In addition to R2, the f 2 
effect size was assessed and tourist interactions had a large effect size on satisfaction 
but a medium effect size on tourist loyalty. This is based on the guidelines by Cohen 
(1988) where f 2 effect size values are categorised as small (0.02), medium (0.15) and 
large effect (0.35).

Satisfaction 1

TLInt

TTInt

AttLoy

BehLoy

ExpLoy

Satisfaction 3 Satisfaction 5Satisfaction 2 Satisfaction 4 Satisfaction 6 Satisfaction 7

R2

0.510

R2

0.637
0.433

0.693
0.5350.359

Satisfaction

TInteractions DLoyalty

0.230

0.393

0.714 0.501

0.748
0.7690.715 0.643 0.6880.714 0.768

Figure 1. Structural model
 
Next, the predictive relevance of the model was also assessed using Stone-Geisser’s 

Q2 value (Geisser, 1974; Stone, 1974) through a blindfolding procedure using the 
cross-validated redundancy approach. The  Q2 values of satisfaction and destination 
loyalty were 0.234 and 0.405 respectively. This implies that the model has predictive 

Table 5 (con’t)
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relevance because both values are greater than zero (Hair et al., 2017). The impact of 
predictive relevance was also assessed by identifying the q2 effect size. The results for 
this study found that both tourist interactions and satisfaction have a small effect for 
the predictive relevance of destination loyalty because the values are below 0.15. This 
follows the q2 effect size guideline of small (0.02), medium (0.15) and large (0.35) 
(Hair et al., 2014).

Mediation Analysis

This study hypothesised that satsifaction mediates the relationship between tourist 
interactions and destination loyalty. The mediating effect was assessed based on 
bootstrapping the sampling distribution of the indirect effect. This approach is more 
suitable for the use of PLS-SEM and provides a higher statistical power than the Sobel 
test (Hair et al., 2017). Based on the results shown in Table 5, the indirect effect of 
tourist interactions to the destination loyalty relationship was significant at the 1% 
significance level with a t value of 10.204. The guidelines by Zhao, Lynch and Chen 
(2010) and Hair et al. (2017) were followed in determining the mediating effect 
of satisfaction. As both the direct and indirect effects of tourist interactions were 
significant and positive, it can be concluded that satisfaction has a complementary 
mediation on the relationship between tourist interactions and destination loyalty. 
Therefore, H3 is supported. 

Discussion and Conclusion

This study adds on to the existing body of knowledge by examining the influence 
of tourist interactions on satisfaction and destination loyalty of tourists at cultural 
heritage sites in Malaysia. Although previous studies have looked into the influence 
of tourist interactions on satisfaction, there is still scarcity of research in exploring 
the relationship between tourist interactions and destination loyalty. Therefore, this 
study provides empirical support for this relationship. In addition, this study also 
examined the mediating effect of satisfaction. Based on the aim of this study, three 
hypotheses were tested and the results show that all are supported. 

This study found that tourist interactions have a positive influence on satisfaction. 
This is similar to existing tourism literature on cruise holiday settings (Huang & 
Hsu, 2010) and pilgrimage (Millán et al., 2016) where interactions were found to 
influence tourist experience and satisfaction. This infers that tourists become satisfied 
because of the interactions with other tourists at cultural heritage sites in Penang and 
Melaka. The reason may be due to the tendency of tourists to seek for companionship 
while travelling, as highlighted by White and White (2009) in their backpacking 
study. Furthermore, a close and friendly interaction will create a positive experience 
(Millán et al., 2016) and this can lead to loyalty behaviour.
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This study found a significant positive influence of tourist interactions on 
destination loyalty. This denotes that tourists at cultural heritage sites in Penang and 
Melaka are more likely to develop attitudinal, behavioural or experiential loyalty if 
they have positive interactions with other tourists or locals at the sites. This supports 
the view by Morais et al. (2004) where customer-to-customer interactions can 
influence customer loyalty. Moreover, the results of this study is consistent with recent 
literature on mountain-type scenic spots where it was suggested that interactions 
between tourists can have an impact on tourist behaviour (Li et al., 2018). 

In addition, the results of this study also found that satisfaction partially mediates 
the relationship between tourist interactions and destination loyalty. This infers 
that when tourist interactions at cultural heritage sites in Penang and Melaka are 
positive, it will lead to an increase in satisfaction with their experiences at the sites, 
which will then influence their destination loyalty in turn. This finding is consistent 
with previous studies where the behaviour of other guests onboard a cruise ship 
can influence the satisfaction of other guests (Papathanassis, 2012) because their 
behaviour can be considered as tourist interactions. Therefore, when a tourist is 
satisfied with his/her experience at a cultural heritage site because of the positive 
interactions with other tourists of locals, the tendency of the tourist to recommend 
the site to others or to revisit it will be higher.

The main contribution of this study is to extend the destination loyalty model 
by incorporating the tourist interactions construct as suggested by Huang and Hsu 
(2010). Based on the results of this study, it is evident that tourist interactions play 
an important role in influencing satisfaction and destination loyalty of tourists at 
cultural heritage sites. This adds to existing tourism literature, especially on cultural 
heritage tourism since most studies on tourist interactions focus on cruise, group 
tours, backpacking and sports tourism (Morgan, 2007; Yang, 2016). Destination 
managers and local councils of cultural heritage sites can plan activities that encourage 
tourist interactions because this helps in enhancing the overall experience of tourists 
and destination loyalty. Destination managers can focus on identifying suitable 
and knowledgeable locals to conduct guided walking tours of cultural heritage 
sites and work with destination marketing organisations to promote these tours. 
Moreover, state governments and Tourism Malaysia can work together to provide 
suitable platforms for educating and training locals to provide accurate accounts of 
the cultural heritage sites. This can increase the opportunities for more interactions 
between tourists and the locals. 

Although this study has provided empirical support for the tourist interaction, 
satisfaction and destination loyalty relationship, there are some limitations that 
needs to be considered. Firstly, this study has only considered cultural heritage sites 
in Penang and Melaka. The settings of other cultural heritage sites may be different 
because there may be more opportunities for tourist interactions. Therefore, this 
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study can be replicated at other sites and a comparative study can be conducted to 
identify if there are differences in the results across different cultural heritage sites. 
Secondly, this study only examined the influence of tourist interactions on satisfaction 
and destination loyalty. Further studies on the influence of other constructs such 
as tourist emotions can be conducted since tourist emotions is closely related to 
satisfaction.
 
Open Access: This article is distributed under the terms of the Creative Commons  
Attribution License (CC-BY 4.0) which permits any use, distribution and reproduction  
in any medium, provided the original author(s) and the source are credited.
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