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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 Türkiye. 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 th e 

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; Dağ 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: 

H5. 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 Türkiye 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. 
 

 
 

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 % 

Age 

18-24 84 16.3 

25-34 147 28.5 

35-44 134 26.1 

45-54 63 12.2 

55-64 41 8.0 

65 ≤ 46 8.9 

Gender 
Male 243 47.2 

Female 272 52.8 

Marital status 
Married 214 41.6 

Single 301 58.4 

Education 

Primary education 23 4.5 

High school 44 8.5 

Associate degree 122 23.7 

Bachelor’s degree 229 44.5 

Master’s degree/Ph.D. 97 18.8 

Perception of income status 

Very low 89 17.3 

Low 132 25.6 

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; Çavuşoğlu, 2021). In evaluating the measurement model, reliability was 

https://zeugma.org.tr/sanal-muze/
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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, R² values were calculated to assess explained variance, and f² 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). 
 

 
 

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, R², f², 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 R² 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. R2 Results 

 

Construct  R2   

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 f² 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 ß S.D. t value p value VIF f2 

H1 ODBE  >>> DBA 0.605 0.028 21.601 0.000*** 1.000 0.578 

H2 ODBE  >>> BI 0.311 0.045 6.958 0.000*** 1.457 0.097 

H3 ODBE >>> AC 0.353 0.045 7.893 0.000*** 1.578 0.129 

H4 DBA >>> AC 0.342 0.043 7.865 0.000*** 1.578 0.121 

H5 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). 

 

 
 

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 H5 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 ß 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. 
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