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Abstract: This study examines the effects of online destination brand experience on destination brand authenticity, affective
commitment, and behavioural intention within the context of cultural tourism destinations. As digital interactions increasingly
shape tourists’ destination perceptions before and during their travel experiences, understanding the role of online brand
experiences has become essential for destination marketing research. Accordingly, this study contributes to the destination
branding literature by investigating the mediating role of destination brand authenticity in the relationship between online
destination brand experience and affective commitment. The study population consists of visitors who experienced the
cultural tourism destinations of Zeugma and Gaziantep in Tirkiye. Quantitative data were collected using a structured
questionnaire administered to destination visitors, and the proposed conceptual model was analysed through Partial Least
Squares Structural Equation Modelling (PLS-SEM) using SmartPLS. The empirical findings demonstrate that online
destination brand experience has significant positive effects on destination brand authenticity, affective commitment, and
behavioural intention. Furthermore, destination brand authenticity significantly mediates the relationship between online
destination brand experience and affective commitment, indicating that authentic brand perceptions strengthen tourists’
emotional attachment to the destination. These findings provide both theoretical and practical implications by emphasising the
strategic importance of creating engaging and authentic online destination experiences to enhance tourists’ emotional bonds
and encourage favourable behavioural intentions. The study also offers valuable insights for destination marketing
organisations seeking to strengthen destination competitiveness through effective digital branding strategies.
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INTRODUCTION

The perception of a destination as a brand is shaped by a set of associations and values that distinguish it from
competitors and promise visitors unique and memorable experiences (Srivastava et al.,, 2022). Destination brand
experience, in a physical context, emerges through tourists’ direct visits to the destination (Candrea et al., 2025). However,
when tourists interact with a destination through online channels such as official destination websites prior to travel, an
online destination brand experience is formed, constituting a key component of the destination’s experiential simulation
process (Lin et al., 2024). In today’s digitalized tourism market, destination marketing organizations (DMOs) increasingly
use internet technologies to engage target audiences and promote their brands. Accordingly, online destination brand
experience (ODBE) refers to the internal and subjective responses that arise during tourists’ interactions with platforms
such as official destination websites. These online experiences play a critical role in shaping perceptions of destination
brand authenticity (DBA) (Khan & Fatma, 2021; Lalicic et al., 2020; Jimenez-Barreto et al., 2020; Napoli et al., 2016).

Many destinations emphasize authenticity and employ technologies such as virtual reality to establish stronger
connections with tourists (Chen et al., 2020; Dag et al., 2024). Immersive technologies, including AR and VR, are
reported to enhance tourists’ perceptions of destination brand authenticity by offering engaging and exciting experiences
that exceed expectations (Gao et al., 2022). Consequently, destination brand authenticity has become a critical factor in
tourism decision-making, as authenticity positively influences tourism experiences and related emotions (Chen et al.,
2021). In this sense, perceiving a destination as authentic significantly affects destination choice and tourists’ behavioral
intentions (Zhou et al., 2023; Genc & Genc, 2023). Tourists’ desire to escape the technological complexity and
artificiality of everyday life further increases their demand for genuine and authentic experiences (Chen et al., 2020).

As a result, the search for authentic experiences has positioned destination brand authenticity (DBA) at the center of
visitors’ decision-making processes. DBA reflects the extent to which a destination is perceived as honest, value-driven,
and supportive of visitors’ self-expression. In this process, destination websites function as experiential simulations in
the pre-visit stage by virtually presenting cultural and promotional elements, thereby playing a critical role in
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constructing authenticity perceptions (Khan & Fatma, 2021). Understanding how the relationship between ODBE and
DBA influences behavioral intention is therefore essential. Prior studies demonstrate that unique experiences delivered
through online interactions and multimedia content enhance authenticity perceptions, which in turn strengthen tourists’
intentions to visit and recommend destinations (Khan & Fatma, 2021; Chen et al., 2020; Jimenez-Barreto et al., 2020).

CONCEPTUAL FRAMEWORK

Online Destination Brand Experience (ODBE)

Representing a preliminary stage, unlike traditional offline experiences, where tourists gather information and increase
their motivation before making a decision, ODBE is expressed as the internal and subjective responses that occur during a
tourist's interaction with a destination's official website or other digital platforms (Kumar & Kaushik, 2018; Choi et al.,
2018; Zhang et al., 2018; Khan et al., 2016). ODBE, as a whole of sensory, emotional, cognitive, and behavioral responses,
arises as a result of visitors' interaction with the destination brand in the digital realm (Lonardi et al., 2024; Grosso et al.,
2024). This whole set of responses actually represents an experience that potential visitors have remotely lived through and
formed in their minds via digital content before visiting the destination (Candrea et al., 2025). This digitally represented
experience is considered a significant factor in decision-making and planning stages, positively influencing physical visits
and behavioral intentions (Jimenez-Barreto et al., 2020).

Destination Brand Authenticity (DBA)

The increasing demand for authenticity in the tourism industry is considered important within the technological
complexity of modern societies and is treated as a fundamental understanding for a genuine experience (Shi et al., 2022;
Kososki & Prado, 2017; Yeh et al., 2025). DBA becomes an important structure at this point, responding to tourists' search
for authentic experiences and representing a fundamental role with increasing importance in destination marketing. DBA is
defined as the degree to which tourists perceive how honest a destination brand is in fulfilling its promises, and how
"authentically" it represents its values and origins (Kumail et al., 2022). Therefore, authenticity includes elements such as
the destination brand being honest with the tourist, being responsible, and helping the tourist find their own identity.
Essentially, DBA is considered a subjective judgment about the authenticity and accuracy of a brand's image (Beverland &
Farrelly, 2010; Newman & Dhar, 2014; Khan & Fatma, 2021; Can et al., 2025).

Affective Commitment (AC)

Affective commitment, reflecting visitors' desire to maintain a long-term relationship with a business or brand and their
strong emotional responses to the destination brand, manifests itself through positive emotions and carries personal
meaning. Affective commitment is a consumer's or tourist's emotional attachment to a brand and a sense of belonging based
on identification with that brand (Iglesias et al., 2019; Brakus et al., 2009). Therefore, for visitors, this emotional
commitment is more than just a rational choice for that destination; it carries a strong personal meaning (Zhong et al.,
2017). This emotional commitment manifests itself through the happiness, pride, and strong positive emotions visitors feel
while experiencing the destination. In other words, it is considered a strong sense of belonging to the destination and the
destination having a personal meaning (Yew, 2008; Tang et al., 2021).

Behavioural Intentions (BI)

Behavioral intention is referenced to better understand marketing efforts and to provide a focal point for tourism
managers in decision-making. Behavioral intention is considered a critical variable that determines the potential of a
tourism experience to translate into future actions. Behavioral intention is defined as an individual's conscious and planned
inclination or willingness to engage in future behaviors. In other words, it provides insight into the tourist's future
interactions with the destination (Wong et al., 2020; Yeh et al., 2025). Behavioral intentions always focus on the expected
outcome in future behavior and comparison with overt behavior, enabling tourism managers to better understand how to
improve marketing efforts to create an attractive image for the destination and maximize resource utilization (Matiza &
Kruger, 2021; Zatori et al., 2018).

THEORETICAL FRAMEWORK

Online Destination Brand Experience and Destination Brand Authenticity

Tourists, influenced by multiple visual and auditory stimuli, transform the experiences they perceive through these
online platforms into lasting impressions. The function of destination websites is to present the cultural and promotional
features of a destination to tourists before their visit, creating a perception that the destination is real and authentic. This is
because tourists, overwhelmed by the complex routines of modern life, increasingly desire more interactive, value-oriented,
and self-respecting experiences (Jimenez-Barreto et al., 2020; Mura et al., 2017). This desired authenticity is formed as a
result of the internal and subjective interactions that visitors have with various experiences and stimuli. Therefore, the
sensory and cognitive processes triggered during interaction with a website form a judgment about the authenticity of that
destination brand (Moulard et al., 2016). Online experiences, especially those with a high level of emotional intensity, lead
tourists to perceive the destination as more authentic and genuine (Jim’enez-Barreto et al., 2020). Consequently, online
destination brand experience is considered a fundamental antecedent that constructs tourists' perception of destination
authenticity (Khan & Fatma, 2021; Jimenez-Barreto et al., 2020; Chen et al., 2022; Jin et al., 2020). Based on this
information, the following hypothesis is proposed:

H1. Online destination brand experience positively influences destination brand authenticity.
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Online Destination Brand Experience and Behavioural Intentions

Online experiences offered by destinations through their official websites positively influence tourists' intentions to visit
and recommend them to others. Sensory, cognitive, and emotional stimuli offered on these platforms create a positive
destination image in the minds of tourists, strengthening behavioral intentions and encouraging digital interactions to
translate into physical visits (Jimenez-Barreto et al., 2020). The enhancement of authenticity perception by online brand
experience also has significant effects on destination selection and future behavioral intentions (Chen et al., 2022; Zhu et
al., 2023). Previous studies have shown that a positive online experience directly increases visit intention and
recommendation behavior (Bilgihan et al., 2016; Illouz & Illouz, 2017; Li et al., 2023; Wang et al., 2023; Candrea et al.,
2025). Accordingly, the following hypothesis is proposed:

H2. Online destination brand experience positively influences behavioral intention.

Online Destination Brand Experience and Affective Commitment

Experiences delivered through online and interactive brand content generate strong emotional responses among tourists,
thereby strengthening affective commitment and a sense of belonging toward the brand (Brakus et al., 2009; Iglesias et al.,
2019). Interactive and value-laden digital experiences offered by destinations address not only visitors’ rational needs but also
their emotional needs, which enhances commitment (Li et al., 2023). In this context, stimuli presented through platforms such
as destination websites (e.g., multimedia content) are reported to have significant effects on affective commitment. Prior
studies consistently demonstrate that online destination brand experience (ODBE) has a direct and positive effect on tourists’
affective commitment (Khan & Fatma, 2021). Accordingly, the following hypothesis is proposed:

H3. Online destination brand experience positively affects affective commitment.

Destination Brand Authenticity and Affective Commitment

When tourists perceive a destination brand’s promises as honest, genuine, and faithful to its core values, destination
brand authenticity (DBA) reinforces perceptions of strong values and originality, thereby increasing tourists’ tendency to
develop a strong affective commitment toward the brand (Sallaku & Vigolo, 2024; Yin & Dai, 2021). Moreover, DBA
functions as a bridging mechanism in the relationship between online experiences and affective commitment, exerting a
positive influence on tourists’ emotional attachment to the destination (Manthiou et al., 2018; Kim & Song, 2020; Khan &
Fatma, 2021). Accordingly, the following hypothesis is proposed:

H4. Destination brand authenticity positively affects affective commitment.

Affective Commitment and Behavioural Intentions

Affective commitment toward a destination brand positively influences tourists’ behavioural intentions. Tourists who
develop a strong emotional bond are more likely to recommend the destination, provide positive feedback, and exhibit brand
loyalty (Brakus et al., 2009; Jimenez-Barreto et al., 2020; Donthu & Gustafsson, 2020; Khan & Fatma, 2021). Experiences
delivered through digital environments and destination websites foster affective commitment, thereby strengthening long-term
behavioural intentions (Hosany & Gilbert, 2010; Khan & Fatma, 2021). In this context, interactive and high-quality digital
experiences enhance visit intentions and encourage positive online behavioural outcomes, such as favourable reviews and
recommendations (Lalicic et al., 2020; Choi et al., 2018). Accordingly, the following hypothesis is proposed:

HS5. Affective commitment positively affects behavioural intention.

The Mediating Role of Destination Brand Authenticity

DBA plays a strategic bridging role in tourism marketing by functioning as a critical mediator between various
marketing stimuli and destination brand experience, acting as both an influencing and an influenced construct. In particular,
destination brand authenticity has been confirmed to exert direct positive effects on revisit and recommendation intentions,
thereby strengthening the link between brand experience and commitment (Zhou et al., 2023; Chen et al., 2020). In the
relationship between ODBE and tourists’ attitudes toward the destination, DBA occupies a central position. Its mediating
role is especially grounded in tourists’ efforts to reduce information asymmetry and make sense of virtual experiences,
thereby serving an important interpretive function (Jimenez-Barreto et al., 2020). Prior studies indicate that destinations
perceived as authentic foster positive emotions during brand interactions and increase tourists’ likelihood of recommending
the destination when their need for authenticity is fulfilled (Gilmore & Pine, 2007; Eggers et al., 2013; Schallehn et al.,
2014). Moreover, brand authenticity positively influences tourists’ affective commitment, brand engagement, and
satisfaction, which ultimately shape behavioural outcomes (Carreira et al., 2022; Chen et al., 2022).

Sensory experiences generated by online multimedia content are considered sufficient to form judgments about
destination authenticity, and such perceptions enhance affective commitment and subsequently strengthen behavioural
intention (Khan & Fatma, 2021; Sallaku & Vigolo, 2024). Authenticity deepens tourists’ interest in destination-related
activities and reinforces their affective commitment (Yeh et al., 2025). In this process, DBA is described as a psychological
bridge that enables marketing stimuli to resonate with tourists’ minds and emotions (Can et al., 2025). While authenticity
can directly influence visitor behaviour, it may also exert indirect effects through commitment (Meng & Luo, 2024),
indicating that authenticity can generate multiple behavioural outcomes (Fu, 2019; Chen et al., 2020). Empirical findings
further confirm the mediating role of DBA in the relationship between ODBE and affective commitment (Khan & Fatma,
2021; Can et al., 2025; You et al., 2015; Hasanein et al.,2026). Accordingly, the following hypothesis is proposed:

H6. Destination brand authenticity mediates the relationship between online destination brand experience and affective
commitment.
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MATERIALS AND METHODS

Data were collected from participants using a survey-based approach and an appropriate participant sample. The
questionnaire was administered face-to-face in September 2025 and was completed by consumers who used the
platform. Prior to responding to the survey, participants were asked to browse Zeugma’s (Gaziantep) official online
promotional platform(https://zeugma.org.tr/sanal-muze/). Accordingly, data were obtained from a sample of 515 users
who had visited the cultural tourism destinations of Zeugma and Gaziantep in Tirkiye and were familiar with the
destination through its online promotional platforms. This procedure ensured that respondents had both actual
destination experience and exposure to online destination-related content. Due to the large size of the research
population, it was not possible to reach the entire population; therefore, a representative sample was selected by
considering time and cost constraints. According to Krejcie & Morgan (1970), for populations exceeding 10,000, a
sample size of 387 is sufficient at a 5% significance level and a 5% sampling error. Accordingly, the study aimed to
reach at least 387 participants. Data were collected using a convenience sampling method through a pre-tested structured
questionnaire. A five-point Likert scale was employed in the survey instrument.

Destination
Brand
Authenticity

Online
Destination
Brand
Experience

Affective
Commitment

/
Behavioural

H3

Intentions

Figure 1. Research Model

RESULTS AND DISCUSSION

Demographics

The demographic characteristics of the participants are as follows (Table 1). Of the participants, 28.5% were between the
ages of 25 and 34. The sample consisted of 47.2% males and 52.8% females. Regarding marital status, 41.6% of the participants
were married, while 58.4% were single. In terms of education level, 44.5% of the respondents held a bachelor’s degree. With
respect to income level, 17.3% of the participants reported very low income, whereas 11.5% reported very high income.

Table 1. Demographic Characteristics of the Respondents

Demographic Characteristics n %
18-24 84 16.3
25-34 147 28.5
Age 35-44 134 26.1
45-54 63 12.2
55-64 41 8.0
65 < 46 8.9
Male 243 47.2
Gender Female 272 52.8
. Married 214 41.6
Marital status Single 301 534
Primary education 23 4.5
High school 44 8.5
Education Associate degree 122 23.7
Bachelor’s degree 229 44.5
Master’s degree/Ph.D. 97 18.8
Very low 89 17.3
Low 132 25.6
Perception of income status Average 173 33.6
High 62 12.0
Very high 59 11.5

Data Analysis
Data analysis was conducted using the SmartPLS software. SmartPLS enables the assessment of both measurement
and structural models (Hair et al., 2014; Cavusoglu, 2021). In evaluating the measurement model, reliability was

2412


https://zeugma.org.tr/sanal-muze/

The Effect of Online Destination Brand Experience on Behavioural Intentions: The Mediating Role of Destination Brand Authenticity

assessed using Cronbach’s alpha (CA) and rho A, while internal consistency was examined through composite
reliability (CR). Convergent validity was evaluated based on factor loadings and average variance extracted (AVE).

Discriminant validity was tested using the Fornell-Larcker criterion and the Heterotrait—Monotrait (HTMT) ratio.
For the structural model, multicollinearity was examined using the inner variance inflation factor (VIF) prior to
hypothesis testing. Subsequently, R? values were calculated to assess explained variance, and f> values were computed to
determine effect sizes. Finally, path analysis was performed to test the proposed hypotheses.

External Model Results

Reliability and validity tests of the scale were conducted for the measurement model. For reliability and validity, the
CA, rho_A, and CR values are expected to be greater than 0.70 (Nunnally & Bernstein, 1994), while factor loadings and
average variance extracted (AVE) values are expected to exceed 0.50 (Kaiser, 1974). According to the results of the
analyses, the reliability coefficients (CA and rho A) and CR values were found to be above the threshold of 0.70, and both
factor loadings and AVE values exceeded the recommended cutoff levels (Table 2 and Figure 2).
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Figure 2. Average Variance Explained

The Fornell-Larcker criterion was applied to assess the discriminant validity of the scales (Fornell & Larcker, 1981).
The results of the analyses indicate that the square roots of all AVE values on the diagonal in Table 3 are greater than the
corresponding inter-construct correlation coefficients, thereby confirming discriminant validity.

Table 2. Reliability and Validity

Variables CA CR rho-A AVE
ODBE 0.935 0.944 0.936 0.584
DBA 0.829 0.886 0.831 0.661
BI 0.873 0.904 0.874 0.611
AC 02.831 0.899 0.832 0.747

Table 3. Fornell-Larcker Results

Variables 1 2 3 4
ODBE 0.764
DBA 0.605 0.813
BI 0.495 0.373 0.782
AC 0.560 0.556 0.504 0.864

In addition, HTMT values were calculated to assess discriminant validity (Hair et al., 2016). HTMT values are
expected to be below 1.00 (Voorhees et al., 2016). The results of the analyses indicate that all HTMT values are below
this threshold (Table 4). The goodness-of-fit indices of the variables in the research model were used to assess the
measurement model. SRMR and NFI values were analyzed using SmartPLS. The results indicate that the SRMR value is
0.039, which is below the critical threshold of 0.08 (Hu & Bentler, 1999). For the NFI, Hair et al. (2013) suggest that
values close to 1 indicate good model fit. Accordingly, the NFI value was found to be 0.925. Overall, these results
demonstrate that the research model meets the recommended goodness-of-fit criteria.
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Table 4. HTMT Results

Variables 1 2 3 4
ODBE
DBA 0.685
BI 0.547 0.438
AC 0.634 0.667 0.592
Internal Model Results

In evaluating the structural model, inner VIF, R? 2, and path coefficients were considered. All inner VIF values
were below 3, indicating that multicollinearity among the constructs was not a concern (Diamantopoulos & Siguaw,
2006). Examination of the R* values shows that online destination brand experience explains 36% of destination brand
authenticity, 32% of behavioural intention, and 38% of affective commitment (Table 5).

Table 5. R Results

Construct R’
Destination Brand Authenticity 0.36
Behavioural Intention 0.32
Affective Commitment 0.38

These values exceed the commonly accepted threshold of 0.20 in consumer research (Marmaya et al., 2019).
Furthermore, the f?> analysis conducted to assess the explanatory power of the independent variables revealed that all
effect size values were above 0.02 (Cohen, 1988). Based on these findings, all assumptions of the structural model were
satisfied, and hypothesis testing was subsequently conducted.

Table 6. Hypotheses Results
p <0.001*** p <0.01**, p <0.05*; ODBE: Online Destination Brand Experience,
DBA: Destination Brand Authenticity, BI: Behavioural Intentions, AC: Affective Commitment

Hypotheses B S.D. t value p value VIF 2
Hi ODBE > DBA 0.605 0.028 21.601 0.000%** 1.000 0.578
H:z ODBE " BI 0.311 0.045 6.958 0.000%%** 1.457 0.097
H;3 ODBE > AC 0.353 0.045 7.893 0.000%** 1.578 0.129
Hq4 DBA > AC 0.342 0.043 7.865 0.000%** 1.578 0.121
Hs AC > BI 0.330 0.044 7.495 0.000%** 1.457 0.110

The results of the analyses indicate that online destination brand experience has a positive effect on destination brand
authenticity, behavioural intention, and affective commitment. The structural model and standardized path coefficients
are presented in Figure 3. Accordingly, hypotheses H1, H2, and H3 are supported (Table 6).
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Figure 3. Structural Equation Modeling
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Moreover, destination brand authenticity was found to have a positive effect on affective commitment, and affective
commitment similarly exerted a positive effect on behavioural intention. Therefore, hypotheses H4 and HS are also
supported (Table 6). Finally, the mediating effect of destination brand authenticity in the relationship between online
destination brand experience and affective commitment was examined. The mediation analysis revealed that destination
brand authenticity significantly mediates this relationship. Accordingly, hypothesis H6 is supported (Table 7).

Table 7. Mediation Effect Analysis Results p=<0.001*** p=<0.01**, p< <0.05*

Hypotheses p S.D. t value p value
ODBE > DBA ™ AC 0.207 0.029 7.216 0.000***
CONCLUSION

The study examines the effects of online destination brand experience on destination brand authenticity, affective
commitment, and behavioural intention, while also investigating the mediating role of destination brand authenticity.

The findings indicate that all proposed hypotheses are supported.Specifically, the hypotheses proposing that online
destination brand experience positively influences destination brand authenticity, affective commitment, and behavioural
intention are supported. These results are consistent with prior studies in the literature (Khan & Fatma, 2021; Jimenez-
Barreto et al., 2020; Chen et al., 2022; Jin et al., 2020; Illouz & Illouz, 2017; Bilgihan et al., 2016). In addition, the
hypothesis suggesting that destination brand authenticity positively affects affective commitment is supported in line
with previous research (Manthiou et al., 2018; Kim & Song, 2020; Khan & Fatma, 2021). Similarly, the hypothesis
proposing that affective commitment positively influences behavioural intention is also consistent with the literature
(Brakus et al., 2009; Khan & Fatma, 2021; Jimenez-Barreto et al., 2020; Donthu & Gustafsson, 2020; Lalicic et al.,
2020; Choi et al., 2018). Finally, the mediation analysis reveals that destination brand authenticity plays a significant
mediating role in the relationship between online destination brand experience and affective commitment.

The findings make several important theoretical contributions to the destination branding literature. This study
theorizes that online destination brand experience (ODBE) is not merely a tool for information search, but also a
fundamental cognitive and sensory process that constructs perceptions of destination brand authenticity (DBA).

While authenticity has traditionally been associated with physical visitation in the literature, the findings provide
theoretical support for the notion that authenticity perceptions can also be effectively triggered in digital environments
through multimedia content and virtual experience simulations delivered via destination websites (Liu et al., 2017;
Jimenez-Barreto et al., 2020). Accordingly, online brand experience is suggested to enhance users’ intentions to
physically visit the destination, extending its role beyond pre-visit information provision to a key determinant of travel
motivation (Li et al., 2023). Another important contribution of the study is the demonstration that ODBE exerts direct
effects on behavioural intentions, such as visit intention and recommendation (Suhud et al., 2024). The psychological
mechanism operating through DBA indicates that online experiences are transformed into enduring loyalty outcomes
only when they pass through a filter of authenticity or perceived genuineness (Khan & Fatma, 2021). This finding
suggests that interaction with a website alone does not directly generate commitment; rather, such interaction first
constructs a perception of authenticity in tourists’ minds, which subsequently triggers affective commitment.
Furthermore, the internal and subjective responses experienced by tourists during their interaction with a destination
website provide a sufficient basis for forming judgments about whether the destination is genuine and honest. This
process, in turn, fosters the development of positive psychological attitudes toward the destination (Phat et al., 2025).

The findings also provide several practical implications for destination marketing organisations (DMOs). Official
destination websites should be designed not merely as sources of information, but as experience simulation platforms.
High-quality videos, high-resolution visuals, and interactive content that appeal to users’ senses can enable tourists to
develop strong evidence of a destination’s authenticity before visiting. DMOs should therefore be more willing to use
authenticity as a strategic mediator, as interactive experiences offered without first constructing authenticity perceptions
are likely to be insufficient in generating long-term outcomes such as commitment and recommendation (Khan &
Fatma, 2021). Accordingly, DMOs need to better examine and systematically build authenticity perceptions so that the
destination brand is perceived as genuine by tourists. Destinations perceived as artificial or insufficiently authentic may
face long-term strategic losses. In this regard, co-branding and joint promotional efforts with national tourism brands or
partner brands possessing high authenticity values may yield positive results by transferring authenticity perceptions
from strong to weaker brands, thereby directly enhancing visit and behavioural intentions.

At the same time, maintaining a balance between authenticity and technology is critical, as excessive technology
may be perceived as intrusive or risky and could ultimately undermine authenticity (Gardiner et al., 2022).

Similarly, ODBE should be viewed not only as a promotional tool in destination marketing, but also as a mechanism for
brand recovery and reputation management. While effectively managed online destination brand experiences can enhance
tourists’ visit intentions and brand loyalty through social media content, poorly managed digital experiences may lead to
significant economic and reputational damage for destinations (Shah et al., 2025). To further strengthen behavioural
intentions, tourists’ regulatory focus orientations should be taken into account. For tourists who are risk-averse and
security-oriented, authenticity functions as a safety signal, making this aspect particularly important. Marketing
communications targeting this segment should emphasize the destination’s traditional values, honesty, and ability to deliver
on its promises. Ultimately, a high-quality digital experience not only directly increases behavioural intentions but also
indirectly strengthens recommendation intentions by reinforcing perceptions of authenticity.

2415



Kazim DAG

Author Contributions: Conceptualization, K.D.; methodology, K.D.; software, K.D.; validation, K.D.; formal
analysis, K.D.; investigation, K.D.; data curation, K.D.; writing - original draft preparation, K.D; writing - review and
editing, K.D; visualization, K.D.; supervision, K.D.; project administration, K.D. The author has read and agreed to the
published version of the manuscript.

Funding: Not applicable.

Institutional Review Board Statement: Not applicable.

Informed Consent Statement: Not applicable.

Data Availability Statement: The data presented in this study may be obtained on request from the corresponding author.

Acknowledgements: The author was solely responsible for the conception, design, data collection, analysis,
interpretation, and writing of this manuscript.

Conflicts of Interest: The author declares no conflict of interest. No funding body was involved in the design of the
study, data collection, analysis, interpretation of the data, writing of the manuscript, or the decision to publish the results.

Use of Generative Al: Not applicable.

Abbreviations: ODBE — Online Destination Brand Experience; DBA — Destination Brand Authenticity; AC — Affective
Commitment; BI — Behavioural Intention; PLS-SEM — Partial Least Squares Structural Equation Modeling; AVE — Average
Variance Extracted; CA — Cronbach's Alpha; CR — Composite Reliability; DMOs — Destination Marketing Organizations

REFERENCES

Beverland, M. B., & Farrelly, F. J. (2010). The quest for authenticity in consumption: Consumers’ purposive choice of authentic cues to
shape experienced outcomes. Journal of Consumer Research, 36(5), 838—856. https://doi.org/10.1086/615047

Bilgihan, A., Kandampully, J., & Zhang, T. (2016). Towards a unified customer experience in online shopping environments: Antecedents
and outcomes. International Journal of Quality and Service Sciences, 8(1), 102—119. https://doi.org/10.1108/1JQSS-07-2015-0054

Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand experience: What is it? How is it measured? Does it affect loyalty?
Journal of Marketing, 73(3), 52—68. https://doi.org/10.1509/jmkg.73.3.052

Can, A. S., Ekinci, Y., & Pino, G. (2025). Examining the impact of joint brand advertising on perceived destination brand
authenticity. International Journal of Advertising, 44(5), 861-885. https://doi.org/10.1080/02650487.2024.2432237

Candrea, A. N., Ivasciuc, L. S., Ispas, A., Constantin, C. P., & Nechita, F. (2025). From Clicks to Trips: Examining Online Destination
Brand Experience in Ecotourism Decision Making. Administrative Sciences, 15(6), 228. https://doi.org/10.3390/admscil 5060228

Carreira, V., Rosario Gonzélez-Rodriguez, M., & Carmen Diaz-Ferndndez, M. (2022). The relevance of motivation, authen ticity and
destination image to explain future behavioural intention in a UNESCO world heritage site. Current Issues in Tourism, 25(4), 650—
673. https://doi.org/10.1080/13683500.2021.1905617

Cavusoglu, S. (2021). Yesile boyama ve yesil satin alma davranisi arasindaki iliskide yesil marka imaji ve yesil marka sadakatinin
aracilik rolii [The mediating role of green brand image and green brand loyalty in the relationship between greenwash and green
purchase behavior]. Isletme Arastirmalart Dergisi, 13(3), 2146-2161 (in Turkiye). https://doi.org/10.20491/isarder.2021.1252

Chen, R., Zhou, Z., Zhan, G., & Zhou, N. (2020). The impact of destination brand authenticity and destination brand self-congruence on
tourist loyalty: The mediating role of destination brand engagement. Journal of Destination Marketing & Management, 15, 100402.
https://doi.org/10.1016/j.jdmm.2019.100402

Chen, X., Lee, T. J., & Hyun, S. S. (2022). How does a global coffeehouse chain operate strategically in a traditional tea drinking
country? The influence of brand authenticity and self-enhancement. Journal of Hospitality and Tourism Management, 51, 176—186.
https://doi.org/10.1016/j.jhtm.2022.03.003

Chen, X., You, E. S., Lee, T. J., & Li, X. (2021). The influence of historical nostalgia on a heritage destination's brand authenticity, brand
attachment, and brand equity: Historical nostalgia on a heritage destination's brand authenticity. International Journal of Tourism
Research, 23(6), 1176-1190. https://doi.org/10.1002/jtr.2477

Choi, Y., Hickerson, B., & Kerstetter, D. (2018). Understanding the sources of online travel information. Journal of Travel Research,
57(1), 116-128. https://doi.org/10.1177/0047287516683833

Cohen, J. (1988). Statistical power analysis for behavioral sciences. (2nd Ed.). Hillsdale, NJ: Lawrence Erlbaum Associates, Publishers,
New York, 567. https://doi.org/10.4324/9780203771587

Dag, K., Cavusoglu, S., & Durmaz, Y. (2024). The effect of immersive experience, user engagement and perceived authenticity on place
satisfaction in the context of augmented reality. Library Hi Tech, 42(4), 1331-1346. https://doi.org/10.1108/LHT-10-2022-0498

Diamantopoulos, A., & Siguaw, J. A. (2006). Formative versus reflective indicators in organizational measure development: A comparison
and empirical illustration. British Journal of Management, 17(4), 263-282. https://doi.org/10.1111/j.1467-8551.2006.00500.x

Donthu, N., & Gustafsson, A. (2020). Effects of COVID-19 on business and research. Journal of Business Research, 117, 284-289.
https://doi.org/10.1016/j.jbusres.2020.06.008

Eggers, F., O'Dwyer, M., Kraus, S., Vallaster, C., & Giildenberg, S. (2013). The impact of brand authenticity on brand trust and SME
growth: A CEO perspective. Journal of World Business, 48(3), 340-348. https://doi.org/10.1016/j.jwb.2012.07.018

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables and measurement error. Journal
of Marketing Research, 18(1), 39-50. https://doi.org/10.1177/002224378101800104

Fu, X. (2019). Existential authenticity and destination loyalty: Evidence from heritage tourists. Journal Destination Marketing
Management, 12, 84-94. https://doi.org/10.1016/j.jdmm.2019.03.008

Gao, B. W., Zhu, C., Song, H., & Dempsey, I. M. B. (2022). Interpreting the perceptions of authenticity in virtual reality tourism through
postmodernist approach. Information Technology & Tourism, 24(1), 31-55. https://doi.org/10.1007/s40558-022-00221-0

Gardiner, S., Vada, S., Yang, E.C.L., Khoo, C., & Le, T.H. (2022). Recreating history: the evolving negotiation of staged authenticity in
tourism experiences, Tourism Management. 91, 104515. https://doi.org/10.1016/j.tourman.2022.104515

2416


https://doi.org/10.1086/615047
https://doi.org/10.1509/jmkg.73.3.052
https://doi.org/10.1080/02650487.2024.2432237
https://doi.org/10.20491/isarder.2021.1252
https://doi.org/10.1016/j.jdmm.2019.100402
https://doi.org/10.4324/9780203771587
https://doi.org/10.1111/j.1467-8551.2006.00500.x
https://doi.org/10.1177/002224378101800104

The Effect of Online Destination Brand Experience on Behavioural Intentions: The Mediating Role of Destination Brand Authenticity

Genc, V., & Geng, S. G. (2023). The effect of perceived authenticity in cultural heritage sites on tourist satisfaction: the moderating role
of aesthetic experience. Journal of Hospitality and Tourism Insights, 6(2), 530-548. https://doi.org/10.1108/JHTI-08-2021-0218

Gilmore, J. H., & Pine, B. J. (2007). Authenticity. What consumers really want. Boston, MA: Harvard Business Press, Boston, USA.

Grosso, F.O., Rodriguez-Molina, M. A., & Casta~neda-Garcia, J.A. (2024). The impact of destination brand social media content on consumer
online brand-related activities (COBRAS). Tourism Management Perspectives, 51, 101239. https://doi.org/10.1016/j.tmp.2024.101239

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2013). Partial least squares structural equation modeling: Rigorous applications, better results,
and higher acceptance. Long Range Planning, 46(1-2), 1-12. https://doi.org/10.1016/j.1rp.2013.01.001

Hair, J. F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least squares structural equation modeling (PLS-SEM): An
emerging tool in business research. Furopean Business Review, 26(2), 106-121. https://doi.org/10.1108/EBR-10-2013-0128

Hair, J. F., Sarstedt, M., Matthews, L. M., & Ringle, C. M. (2016). Identifying and treating unobserved heterogeneity with FIMIX-PLS:
Part I-method. European Business Review, 28(1), 63-76. https://doi.org/10.1108/EBR-09-2015-0094

Hasanein, A. M., Al-Romeedy, B. S., Khairy, H. A., & Thani, A. M. A. (2026). Al-Driven Cultural Storytelling and Tourists’ Behavioral
Intentions: Understanding the Mediation of Authenticity and Destination Image. Heritage, 9(2), 78. https://doi.org/10.3390/heritage9020078

Hu, L. T., & Bentler, P. M. (1999). Cutoff criteria for fit indexes in covariance structure analysis: Conventional criteria versus new
alternatives. Structural Equation Modeling: A Multidisciplinary Journal, 6(1), 1-55. https://doi.org/10.1080/10705519909540118

Iglesias, O., Markovic, S., & Rialp, J. (2019). How does sensory brand experience influence brand equity? Considering the roles of
customer satisfaction, customer affective commitment, and employee empathy. Journal of Business Research, 96, 343-354.
https://doi.org/10.1016/j.jbusres.2018.05.043

Illouz, E., & Illouz, E. (2017). Toward a post-normative critique of emotional authenticity: Conclusion. In Emotions as commodities.
capitalism, consumption and authenticity 197-213. New York, NY: Routledge, New York, USA.

Jim"enez-Barreto, J., Rubio, N., & Campo, S. (2020). Destination brand authenticity: What an experiential simulacrum! a multigroup
analysis of its antecedents and outcomes through official online platforms. Tourism Management, 77, 104022.
https://doi.org/10.1016/j.tourman.2019.104022

Jin, L., Xiao, H., & Shen, H. (2020). Experiential authenticity in heritage museums. Journal of Destination Marketing and Management,
18, 100493. https://doi.org/10.1016/j.jdmm.2020.100493

Kaiser, H. F. (1974). An index of factorial simplicity. Psychometrika, 39(1), 31-36. https://doi.org/10.1007/BF02291575

Khan, 1., & Fatma, M. (2021). Online destination brand experience and authenticity: Does individualism-collectivism orientation
matter?. Journal of Destination Marketing & Management, 20, 100597. https://doi.org/10.1016/j.jdmm.2021.100597

Khan, 1., Rahman, Z., & Fatma, M. (2016). The concept of online corporate brand experience: An empirical assessment. Marketing
Intelligence & Planning, 34(5), 711-730. https://doi.org/10.1108/MIP-01-2016-0007

Kim, J. H., & Song, H. (2020). The influence of perceived credibility on purchase intention via competence and authenticity.
International Journal of Hospitality Management, 90, 102617. https://doi.org/10.1016/1.ijhm.2020.102617

Kososki, M., & Prado, P. H. M. (2017). Hierarchical structure of brand authenticity. In M. Stieler (Ed.). Creating marketing magic and
innovative future marketing trends 1293 1306. Cham: Springer. https://doi.org/10.1007/978-3-319-45596-9 238

Krejcie, R. V., & Morgan, D. W. (1970). Determining sample size for research activities. Educational and Psychological Measurement,
30(3), 607-610. https://doi.org/10.1177/001316447003000308

Kumail, T., Qeed, M. A. A., Aburumman, A., Abbas, S. M., & Sadiq, F. (2022). How destination brand equity and destination brand
authenticity influence destination visit intention: evidence from the United Arab Emirates. Journal of Promotion Management, 28(3),
332-358. https://doi.org/10.1080/10496491.2021.1989540

Kumar, V., & Kaushik, A. K. (2018). Destination brand experience and visitor behavior: The mediating role of destination brand
identification. Journal of Travel & Tourism Marketing, 35(5), 649—663. https://doi.org/10.1080/10548408.2017.1401032

Lalicic, L., Huertas, A., Moreno, A., & Jabreel, M. (2020). Emotional brand communication on facebook and twitter: Are DMOs
successful? Journal of Destination Marketing & Management, 16, 100350. https://doi.org/10.1016/j.jdmm.2019.03.004

Li, S. C., Robinson, P., & Oriade, A. (2017). Destination marketing: The use of technology since the millennium. Journal of Destination
Marketing & Management, 6(2), 95-102. https://doi.org/10.1016/j.jdmm.2017.04.008

Li, Z., Zhang, D., Zhang, Q., & Liu, X. (2023). Constructing online destination brand experience and bilateral behavioral intentions: A
sensory conduction perspective. Current Issues in Tourism, 26(20), 3364-3380. https://doi.org/10.1080/13683500.2022.2122782

Lin, S., Xu, S., Liu, Y., & Zhang, L. (2024). Destination brand experience, brand positioning, and intention to visit: A multi-destination
comparison study. Journal of Vacation Marketing, 30(3), 599-614. https://doi.org/10.1177/13567667231155646

Lonardi, S., Scholl-Grissemann, U., Peters, M., & Messner, N. (2024). Leveraging minority language in destination online marketing: evidence
from Alta Badia, Italy. Journal of Destination Marketing and Management, 31, 100857. https://doi.org/10.1016/j.jdmm.2024.100857

Manthiou, A., Kang, J., Hyun, S. S., & Fu, X. X. (2018). The impact of brand authenticity on building brand love: An investigation of impression in
memory and lifestyle- congruence. International Journal of Hospitality Management, 75, 38-47. https://doi.org/10.1016/1.ijhm.2018.03.005

Marmaya, N. H., Zakaria, Z., & Mohd Desa, M. N. (2019). Gen Y consumers’ intention to purchase halal food in Malaysia: a PLS-SEM
approach. Journal of Islamic Marketing, 10(3), 1003-1014. https://doi.org/10.1108/JIMA-08-2018-0136

Matiza, T., & Kruger, M. (2021). Ceding to their fears: a taxonomic analysis of the heterogeneity in COVID-19 associated perceived risk
and intended travel behavior. Tourism Recreation Research, 46(2), 158-174. https://doi.org/10.1080/02508281.2021.1889793

Meng, B., & Luo, D. (2024). Family tourists’ emotional responses at world heritage sites (WHSs): the effects of existential authenticity
and interpersonal interaction. Tourism Review, 79(4), 840-854. https://doi.org/10.1108/TR-01-2023-0053

Moulard, J. G., Raggio, R. D., & Folse, J. A. G. (2016). Brand authenticity: Testing the antecedents and outcomes of brand
management’s passion for its products. Psychology and Marketing, 33(6), 421-436. https://doi.org/10.1002/mar.20888

Mura, P., Tavakoli, R., & Sharif, S. P. (2017). Authentic but not too much: Exploring perceptions of authenticity of virtual tourism.
Information Technology & Tourism, 17(2), 145—159. https://doi.org/10.1007/s40558-016-0059-y

Napoli, J., Dickinson-Delaporte, S., & Beverland, M. B. (2016). The brand authenticity continuum: Strategic approaches for building
value. Journal of Marketing Management, 32(13—14), 1201-1229. https://doi.org/10.1080/0267257X.2016.1145722

Newman, G. E., & Dhar, R. (2014). Authenticity is contagious: Brand essence and the original source of production. Journal of
marketing research, 51(3), 371-386. https://doi.org/10.1509/jmr.11.0022

2417


https://doi.org/10.1016/j.lrp.2013.01.001
https://doi.org/10.1108/EBR-10-2013-0128
https://doi.org/10.1108/EBR-09-2015-0094
https://doi.org/10.3390/heritage9020078
https://doi.org/10.1080/10705519909540118
https://doi.org/10.1007/BF02291575
https://doi.org/10.1177/001316447003000308?utm_source=chatgpt.com
https://doi.org/10.1016/j.jdmm.2017.04.008
https://doi.org/10.1509/jmr.11.0022

Kazim DAG

Nunnally, J., & Bernstein, 1. (1994). Psychometric Theory, 3rd edn, 1994. McGraw-Hill, New York, ABD, 752, New York, USA.

Phat, S. N., Nguyen, Q. N., & Lien, T. T. N. (2025). The impact of cultural heritage on the destination attractiveness: The mediating role
of authenticity. Geojournal of Tourism and Geosites, 60, 1362-1371. https://doi.org/10.30892/gtg.602spl31-1507

Sallaku, R., & Vigolo, V. (2024). Predicting customer loyalty to Airbnb using PLS-SEM: the role of authenticity, interactivity,
involvement and customer engagement. The TOM Journal, 36(5), 1346-1368. https://doi.org/10.1108/TQM-12-2021-0348

Schallehn, M., Burmann, C., & Riley, N. (2014). Brand authenticity: Model development and empirical testing. The Journal of Product
and Brand Management, 23(3), 192—199. https://doi.org/10.1108/JPBM-06-2013-0339

Shah, A. M., Qayyum, A., Shah, M., Jamil, R. A., & Lee, K. (2025). Navigating negative events: the role of online destination brand experience in
tourists' travel decisions. Asia Pacific Journal of Marketing and Logistics, 37(3), 710-729. https://doi.org/10.1108/APJML-03-2024-0348

Shi, H., Liu, Y., Kumail, T., & Pan, L. (2022). Tourism destination brand equity, brand authenticity and revisit intention: The mediating role of tourist
satisfaction and the moderating role of destination familiarity. Tourism Review, 77(3), 751-779. https://doi.org/10.1108/TR-08-2021-0371

Srivastava, S., Madan, P., Dey, B., Qadir, A., & Mathew, J. (2022). Impact of destination brand experience on destination advocacy: trust and
loyalty as moderators. Consumer Behavior in Tourism and Hospitality, 17(4), 576-590. https://doi.org/10.1108/CBTH-01-2022-0002

Suhud, U., Allan, M., & Hoo, W. C. (2024). Volcano tourism: How do destination awareness and credibility develop visit intention for
Mount Bromo in Indonesia. Geojournal of Tourism and Geosites, 54, 906-914. https://doi.org/10.30892/gtg.542spl14-1265

Tang, R., Kang, S. E., Lee, W. S., & Park, S. (2021). Influence of residents' perceptions of tourism development on their affective commitment,
altruistic behavior, and civic virtue for community. International Journal of Tourism Research, 23(5), 781-791. https://doi.org/10.1002/jtr.2441

Voorhees, C. M., Brady, M. K., Calantone, R., & Ramirez, E. (2016). Discriminant validity testing in marketing: an analysis, causes for
concern, and proposed remedies. Journal of the Academy of Marketing Science, 44, 119-134. https://doi.org/10.1007/s11747-015-0455-4

Wang, J., Ding, X., & Wang, K. (2023). Brand gestalt cognition and tourists’ destination decision making: a study of international island
destinations. Current Issues in Tourism, 27(18), 1-17. https://doi.org/10.1080/13683500.2023.2245108

Wong, LLA., Ma, J., & Xiong, X. (2020). Touristic experience at a nomadic sporting event: craving cultural connection, sacredness,
authenticity, and nostalgia. Journal of Hospitality and Tourism Management, 44, 70-78. https://doi.org/10.1016/j.jhtm.2020.05.003

Yeh, S. S., Leong, A. M. W., Hung, C. W., & Huan, T. C. (2025). Destination authenticity influence on tourists' behavioral intentions,
involvement and nostalgic sentiments. Tourism Review, 80(2), 456-471. https://doi.org/10.1108/TR-09-2023-0670

Yew, L. T. (2008). Job satisfaction and affective commitment: A study of employees in the tourism industry in Sarawak, Malaysia. World
Review of Entrepreneurship, Management and Sustainable Development, 4(1), 85-101.

Yin, S., & Dai, G. (2021). Authenticity and tourist loyalty: A meta-analysis. Asia Pacific Journal of Tourism Research, 26(12),1331—
1349. https://doi.org/10.1080/10941665.2021.1983624

You, Y., Vadakkepatt, G. G., & Joshi, A. M. (2015). A meta-analysis of electronic word-of- mouth elasticity. Journal of Marketing,
79(2), 19-39. https://doi.org/10.1509/jm.14.0169

Zatori, A., Smith, M.K., & Puczko, L. (2018). Experience-involvement, memorability and authenticity: the service provider’s effect on
tourist experience. Tourism Management, 67, 111-126. https://doi.org/10.1016/j.tourman.2017.12.013

Zhang, H., Gordon, S., Buhalis, D., & Ding, X. (2018). Experience value cocreation on destination online platforms. Journal of Travel
Research, 57(8), 1093—1107. https://doi.org/10.1177/0047287517733557

Zhong, Y. Y. S., Busser, J., & Baloglu, S. (2017). A model of memorable tourism experience: The effects on satisfaction, affective
commitment, and storytelling. Tourism Analysis, 22(2), 201-217. https://doi.org/10.3727/108354217X14888192562366

Zhou, Z., Wang, Y., & Zhou, N. (2023). Effects of multidimensional destination brand authenticity on destination brand well-being: The
mediating role of self-congruence. Current Issues in Tourism, 26(21), 3532-3546. https://doi.org/10.1080/13683500.2022.2134985

Zhu, C., Fong, L. H. N., & Gan, M. (2023). Rethinking the consequences of postmodern authenticity: The case of a world cultural
heritage in augmented reality. Current Issues in Tourism, 26(4), 617-631. https://doi.org/10.1080/13683500.2022.2033181

Article history: Received: 01.02.2026 Revised: 04.05.2026 Accepted: 15.08.2026 Available online: 10.09.2026

2418


https://doi.org/10.30892/gtg.602spl31-1507
https://doi.org/10.3727/108354217X14888192562366
https://doi.org/10.1080/13683500.2022.2134985
https://doi.org/10.1080/13683500.2022.2033181

