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Abstract: This study examines the psychological and experiential drivers of visitor loyalty and
advocacy within the growing niche of experiential agrotourism. By integrating agricultural
activities with hands-on learning, experiential agrotourism offers a meaningful platform for
connecting visitors with local culture, heritage, and sustainability values. However, empirical
evidence identifying the determinants of behavioural intention beyond basic satisfaction
remains limited. This study addresses this gap by analysing key experiential factors influencing
visitor loyalty and behavioural intention at Festival Xplorasa (Warisan Merdeka), an agro-
cultural event held at the Selangor Fruit Valley, Malaysia. A quantitative, cross-sectional
survey design was employed, with primary data collected from 103 participants. The
analytical framework comprised six constructs: satisfaction, perceived value, cultural
learning, sustainability awareness, authenticity, and behavioural intention. Correlation and
multiple regression analyses were conducted to evaluate their predictive influence. The
findings revealed strong positive correlations among all constructs. The regression model
demonstrated high explanatory power, accounting for 88.8% of the variance in behavioural
intention (R? = 0.888, F = 78.95, p < .001). Authenticity (B = .638, p < .001) and sustainability
awareness (B =.220, p =.041) emerged as significant predictors, while satisfaction, perceived
value, and cultural learning showed positive but non-significant effects. The results emphasise
the importance of authentic and sustainability-focused experiences in strengthening visitor
loyalty and advocacy in agro-cultural tourism.

Keywords: Experiential Agrotourism, Authenticity, Sustainability Awareness, Behavioural
Intention, Cultural Learning

1. Introduction

Tourism is increasingly recognised as a platform for advancing sustainability,
community engagement, and the preservation of cultural heritage (United Nations World
Tourism Organization [UNWTQ], 2022). Within this broader agenda, experiential agrotourism
has emerged as a significant niche, integrating agricultural activities with meaningful learning
experiences for visitors (Dangi, 2018; Sangnak et al., 2025). This form of tourism not only
diversifies rural economies but also fosters closer connections between tourists, local
communities, and the natural environment (Davidovi¢ et al., 2025). According to a media
release by Selangor.Travel (2023), agrotourism is a strategic priority for sustainable tourism
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development in Malaysia, with Selangor positioned as a key hub due to its proximity to major
urban centres.

Beyond agricultural attractions, festivals and events function as powerful vehicles for
experiential engagement by blending cultural immersion with participatory activities
(Abhirami & Vineeth, 2025). Festival tourism creates opportunities for cultural appreciation
and destination branding, which in turn enhance visitor satisfaction and loyalty (Getz & Page,
2024). Grounded in experiential tourism theory, meaningful experiences emerge when
participants actively engage, reflect, and internalise learning processes (Kolb, 1984; Pine &
Gilmore, 1999). These processes are particularly relevant to agrotourism festivals that
combine hands-on activities, cultural demonstrations, and social interaction. Previous studies
indicate that authentic experiences strengthen visitor satisfaction, perceived value, and
revisit intentions (Kim et al., 2012; He & Timothy, 2024). Similarly, Liang et al. (2021) reported
that agritourism activities that meet visitors’ expectations are more likely to result in
satisfying experiences.

Festival Xplorasa, held at Selangor Fruit Valley, exemplifies Selangor’s commitment to
experiential agrotourism through cultural learning and sustainability awareness. By
integrating family-oriented runs, traditional kuih-making activities, and fruit fairs showcasing
local produce, the festival aligns closely with national heritage and sustainability objectives.
Despite growing interest in such events, empirical research remains limited on how visitors’
perceptions of authenticity and sustainability influence behavioural intentions within this
context (Zhang & Deng, 2022). Addressing this gap, the present study examines five
experiential constructs to predict visitors’ behavioural intentions. The findings are expected
to extend theoretical understanding of experiential agrotourism while offering practical
insights for the design of culturally authentic and sustainability-oriented rural tourism
experiences in Selangor and beyond.

2. Problem Statement

The central research problem addressed in this study is the absence of a robust,
predictive, and empirically validated understanding of how authenticity (Kim et al., 2012; He
& Timothy, 2024) and sustainability awareness (Zhang & Deng, 2022) jointly shape visitors’
behavioural intentions in experiential agrotourism festivals. Although experiential
agrotourism is widely promoted as a catalyst for rural development, cultural preservation,
and sustainable economic growth (Dangi, 2018; Sangnak et al., 2025), industry evaluations
continue to rely largely on satisfaction-based and retrospective measures (Liang et al., 2021).
Such approaches capture post-visit assessments but provide limited insight into the
underlying psychological mechanisms that drive future loyalty and repeat visitation.

Moreover, existing studies seldom integrate authenticity and sustainability awareness
within a unified behavioural framework, nor do they examine their combined effects in the
specific context of agrotourism festivals, where cultural immersion, perceived genuineness,
and environmentally responsible practices constitute core experiential elements (Davidovi¢
et al., 2025; Abhirami & Vineeth, 2025). As a result, a significant theoretical and empirical gap
persists. It remains unclear whether these experiential dimensions function as strong, direct
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predictors of long-term re-patronage intentions beyond conventional satisfaction variables.
This knowledge gap constrains festival organisers, rural tourism planners, and policymakers
in identifying which experiential attributes should be prioritised to enhance competitiveness,
strengthen visitor loyalty, and support Malaysia’s broader sustainability and rural tourism
objectives.

3. Literature Review
3.1 Sustainability in Malaysian Agrotourism

Sustainability remains a cornerstone of the long-term viability of agrotourism in
Malaysia. Recent case studies, including durian-based agrotourism initiatives in Balik Pulau,
underscore the pivotal role of farm entrepreneurs’ commitment to sustainable agricultural
and tourism practices. These enterprises commonly incorporate eco-friendly pest
management, organic farming techniques, and community-led cultural preservation into their
operations (Nor Ziana Mohd Uzir, 2024). In addition, innovation in product offerings such as
edutainment activities and value-added agricultural products has enabled farms to navigate
economic uncertainty while sustaining visitor interest. The integration of sustainability
principles with innovation enhances the long-term appeal of agrotourism destinations and
aligns closely with national policies that promote green growth and rural resilience (Jaunis et
al., 2022).

3.2 Agrotourism Development Sector in Selangor

Selangor has actively transformed its agricultural sector by positioning farms as tourism
destinations. The Ministry of Agriculture and Food Security offers grants of up to RM200,000
to small and micro-enterprises engaged in agrotourism, supporting the development of
infrastructure, visitor centres, and experiential farm-based activities. Areas such as Sabak
Bernam and Sungai Panjang have gained popularity for farm tours set amid extensive padi
fields, attracting visitors from the Klang Valley, particularly senior citizens and family groups.
Improved accessibility through the West Coast Expressway has further facilitated visitor
inflows. Tour operators report consistent weekly arrivals via organised bus tours,
complemented by independent weekend visitors. Nevertheless, balancing tourism demand
with agricultural production cycles remains a persistent challenge, requiring careful
coordination between tour operators and farm owners (Chen, 2025; Malay Mail, 2025).

Notably, the Visit Selangor Year 2025 campaign aims to attract 8 million visitors and
generate an estimated RM11.7 billion in tourism receipts, signalling strong market optimism
and sustained promotion of agro- and eco-tourism. Events such as the Terminal Sekinchan
Festival, which drew approximately 13,000 visitors over two days, reflect the growing demand
for agro-cultural experiences centred on padi landscapes, community health initiatives, and
environmental volunteerism (Business Today Editorial, 2025; Akmar Annuar, 2024).
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3.3 Visitor Demographics and Market Potential

Agrotourism in Selangor primarily serves urban residents, with a notable concentration
of senior citizens and family groups from metropolitan areas. These visitors are attracted by
the rustic environment and hands-on agricultural experiences that are largely unavailable in
urban settings. Peak visitation periods, particularly on weekends, are characterised by
organised group tours via chartered buses, underscoring the commercial viability of
agrotourism enterprises. This pattern points to a robust and expanding market that may be
further developed through targeted marketing strategies and diversified offerings tailored to
distinct visitor segments (The Star Online, 2025).

3.4 Policy Frameworks and Coordinated Development Efforts

The sustainable growth of agrotourism in Malaysia depends on coherent policy
frameworks and effective cross-sector collaboration. Policy analyses emphasise the
importance of integrated approaches that align economic development objectives with
cultural heritage preservation and environmental conservation. Supportive policies facilitate
access to funding, training, and infrastructure improvements for small-scale agro-
entrepreneurs. Moreover, strategic partnerships among agricultural agencies, tourism
authorities, and local communities are essential for addressing operational challenges and
ensuring that agrotourism initiatives contribute meaningfully to broader rural development
and sustainable tourism goals (Jaunis et al., 2022).

3.5 Determinants of Visitor Loyalty in Experiential Agrotourism

Visitor loyalty is a critical determinant of sustainability in agrotourism operations.
Recent studies identify several key antecedents, including motivation, experience quality,
satisfaction, and connection to tradition. Visitor motivation both push factors (such as the
desire for relaxation or escape) and pull factors (such as farm attributes and activities)
positively influences loyalty by shaping overall experience quality (Ferdiyanti et al., 2025).
Experience quality reflects visitors’ perceptions of educational, entertainment, and escapist
dimensions, which directly enhance satisfaction and loyalty intentions (Hai Ha et al., 2023).

Satisfaction plays a central mediating role between experience quality and behavioural
outcomes, including revisit and recommendation intentions. Visitors who are satisfied with
personalised interactions, farm-based activities, and immersive cultural encounters tend to
develop stronger emotional attachment and a greater likelihood of return visits (Ferdiyanti et
al., 2025; Hai Ha et al., 2023). Authenticity and connection to tradition further reinforce these
outcomes. Participation in genuine farm practices, such as traditional rice planting or local
food production workshops, enhances experiential satisfaction and fosters loyalty. Emotional
memories formed through authentic experiences also stimulate positive word-of-mouth and
repeat visitation (Ray, 2013). Consequently, agrotourism destinations that effectively
integrate motivation, high-quality experiences, satisfaction, and authentic cultural elements
are better positioned to achieve sustained competitive advantage.
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3.6 Behavioural Intention in Experiential Agrotourism

Behavioural intention in experiential agrotourism is a multidimensional construct
shaped by visitors’ cognitive and affective evaluations of their experiences. It extends beyond
satisfaction to encompass deeper psychological dimensions, including perceived authenticity,
environmental awareness, and emotional engagement. Drawing on the Theory of Planned
Behaviour (Ajzen, 1991) and experiential tourism theory (Pine & Gilmore, 1999), recent
research suggests that intentions to revisit, recommend, or support agrotourism activities are
influenced by perceived value, destination image, and memorable sensory experiences. While
satisfaction remains a strong predictor of behavioural intention, this relationship is often
mediated by experiential dimensions such as entertainment, aesthetics, education, and
escapism, which collectively enhance perceived authenticity (Dina et al., 2019; Aditya et al.,
2023).

Environmental consciousness further moderates behavioural intention, as visitors who
perceive agrotourism offerings to be sustainable and environmentally responsible are more
likely to develop favourable future intentions (Gao et al., 2023). Extensions of the Theory of
Planned Behaviour also incorporate variables such as electronic word-of-mouth, perceived
risk, and environmental experience, highlighting the combined influence of social and
psychological factors in agrotourism decision-making (Zhenbin et al., 2024). Overall, the
interaction between satisfaction, authenticity, sustainability awareness, and emotional
connection underscores the importance of designing agrotourism experiences that are not
only enjoyable but also meaningful and sustainable in fostering long-term visitor engagement
and loyalty.

4. Hypothesis Development
4.1 Satisfaction and Behavioural Intention

Visitor satisfaction is a well-established and critical predictor of behavioural intention in
tourism contexts, including experiential agrotourism (Chen & Tsai, 2007). Satisfied visitors are
more likely to form intentions to revisit a destination or recommend it positively to others, a
relationship consistently supported by empirical evidence. Within experiential tourism,
satisfaction commonly arises from fulfilling, educational, and engaging encounters that shape
favourable overall evaluations of the experience. However, recent studies suggest that
satisfaction alone does not fully capture the complexity of experiential engagement. For
example, Bag et al. (2021) found that experiential satisfaction moderates the relationship
between experiential quality and behavioural intention, indicating that deeper forms of
engagement—such as emotional and sensory involvement strengthen this relationship.

Similarly, tourists” memorable experiences and active participation in tourism activities
not only enhance satisfaction but also intensify behavioural intentions, particularly when
perceived value offsets financial costs (Ge & Chen, 2024). Moreover, the environmental and
restorative qualities of rural and agrotourism settings influence visitors’ cognitive and
emotional responses, which subsequently shape both satisfaction and behavioural intentions
(Zhu et al., 2025). Thus, while satisfaction positively influences behavioural intention in
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experiential agrotourism, its effect is more nuanced when considered alongside experiential
quality and affective dimensions. This complexity underscores the importance of
conceptualising satisfaction within a broader experiential framework when predicting
behavioural intentions. Accordingly:

H1: Satisfaction positively influences behavioural intention in experiential agrotourism.

4.2 Perceived Value and Behavioural Intention

Perceived value plays a crucial role in shaping behavioural intention in experiential
agrotourism by reflecting visitors’ evaluations of benefits received relative to costs incurred
(Zeithaml, 1988; Wang et al., 2025). Recent research highlights the multidimensional nature
of perceived value in agrotourism, encompassing environmental, emotional, functional, and
social values, with environmental value often exerting the strongest influence on behavioural
intentions (Wang et al.,, 2025; Zhao et al., 2025). Visitors who perceive agrotourism
experiences as valuable whether through cultural enrichment, meaningful social interaction,
emotional fulfilment, or favourable cost—benefit outcomes are more likely to develop positive
intentions such as revisiting, recommending the destination, or supporting sustainable
practices.

The restorative qualities of rural and agrotourism environments further contribute to
tourists” hedonic and eudaimonic experiences, enhancing destination image and fostering
long-term loyalty (Zhu et al., 2025). Moreover, studies integrating perceived value theory with
the Theory of Planned Behaviour demonstrate that perceived value significantly influences
visitors’ attitudes and subjective norms, thereby shaping behavioural intentions beyond the
effect of satisfaction alone (Zhao, et al., 2025). Collectively, these findings position perceived
value as a pivotal driver of behavioural intention in experiential agrotourism, particularly
where sustainability and authenticity are salient features of the visitor experience. Therefore:

H2: Perceived value positively influences behavioural intention in experiential agrotourism.

4.3 Cultural Learning and Behavioural Intention

Recent studies emphasise the significant role of cultural learning in shaping behavioural
intentions within experiential agrotourism (Wang et al., 2025). Active participation in hands-
on cultural activities enables visitors to acquire knowledge and appreciation of local
traditions, fostering deeper emotional connections and stronger destination attachment
(Richards, 2011; Kim et al., 2012). Engaging activities such as traditional crafts, culinary
experiences, and storytelling not only enrich visitors’ understanding of local culture but also
enhance perceptions of authenticity and personal meaning, thereby strengthening intentions
to revisit or recommend the destination (Zhang et al., 2020).

The psychological mechanisms underlying this relationship include heightened cultural
identity, a sense of belonging, and increased perceived cultural value, all of which positively
influence future behavioural intentions (Abdelghani et al., 2025). Furthermore, recent
evidence suggests that cultural learning functions as a mediating mechanism through
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knowledge transfer and cultural memory, directly shaping tourists’ emotional responses and
loyalty towards cultural and agrotourism destinations (Yang et al., 2025). In summary,
immersive cultural learning experiences exert a significant positive influence on behavioural
intentions by strengthening both cognitive and emotional bonds with local culture, thereby
contributing to sustainable tourism development. Hence:

H3: Cultural learning positively influences behavioural intention in experiential agrotourism.

4.4 Sustainability Awareness and Behavioural Intention

Sustainability awareness in experiential agrotourism reflects visitors’ understanding
and appreciation of environmental, social, and economic sustainability practices embedded
within tourism experiences (Weaver, 2015). When agrotourism destinations actively
implement sustainable practices such as waste reduction, local sourcing, environmental
education, and community engagement—uvisitors are more likely to develop emotional bonds
and moral satisfaction aligned with personal values and environmental responsibility (Han et
al., 2010). Recent research indicates that sustainability awareness not only enhances
cognitive recognition of responsible tourism but also stimulates metacognitive reflection,
encouraging visitors to regulate their behaviours towards more environmentally and socially
responsible actions (Hadinejad et al., 2025).

This reflective process fosters empathy towards local communities and the natural
environment, reinforcing behavioural intentions related to revisiting, recommending, and
supporting sustainability initiatives within agrotourism contexts. Empirical studies grounded
in the Theory of Planned Behaviour further demonstrate that sustainability awareness
significantly influences tourists’ attitudes and subjective norms, which are critical
determinants of behavioural intention (Nguyen, 2025). Additionally, eco-conscious marketing
communications that effectively convey sustainability efforts have been shown to heighten
environmental awareness and strengthen pro-environmental behavioural intentions during
and beyond the visit (Zhang et al., 2025). Consequently, sustainability awareness serves as a
key psychological mechanism that enhances behavioural intentions through moral
engagement and emotional connection, thereby reinforcing long-term visitor loyalty and
advocacy. Thus:

H4: Sustainability awareness positively influences behavioural intention in experiential
agrotourism.

4.5 Authenticity and Behavioural Intention

Authenticity is a foundational concept in experiential tourism, denoting the perceived
genuineness and cultural integrity of visitor experiences (MacCannell, 1973; Wang, 1999). In
agrotourism festivals, authenticity is conveyed through genuine cultural practices, traditional
food preparation, and active community participation, enabling visitors to form emotional
connections with local heritage. Empirical evidence consistently demonstrates that authentic
experiences significantly enhance behavioural intentions, particularly intentions to revisit and
recommend destinations (Zhou et al.,, 2022). Studies within farm-to-table agrotourism
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contexts further reveal that experiential dimensions such as entertainment, aesthetics,
education, and escapism enhance perceived authenticity, which in turn strongly predicts
revisit intentions (Do & Nguyen, 2025).

The influence of authenticity is further strengthened through its interaction with
sustainability perceptions, as environmental consciousness moderates the relationship
between authenticity and behavioural intention (Bakr et al., 2025). Additional research
indicates that authentic experiences evoke nostalgia and emotional solidarity with host
communities, thereby supporting long-term visitor loyalty in rural tourism settings (Zhou et
al.,, 2025). Sensory and interactive authenticity also plays a vital role in deepening visitor
engagement, learning, and place attachment, ultimately fostering favourable behavioural
intentions (Martinus et al., 2024). Overall, authenticity in experiential agrotourism not only
fulfils visitors’ desire for genuine cultural immersion but also strategically supports
sustainable tourism development by strengthening behavioural intentions and loyalty.
Therefore:

H5: Authenticity positively influences behavioural intention in experiential agrotourism.
5. Conceptual Framework

The proposed conceptual framework, illustrated in Figure 1, is designed to rigorously
test the hypothesised causal relationships between key experiential constructs and visitor
commitment within the distinctive context of experiential agrotourism. The model positions
behavioural intention as the dependent variable, predicted by satisfaction, perceived value,
cultural learning, sustainability awareness, and authenticity. It integrates both cognitive
(perceived value and sustainability awareness) and affective (satisfaction, authenticity, and
cultural learning) dimensions of experiential tourism, while explicitly foregrounding
authenticity and sustainability as central experiential drivers in agrotourism settings.

The framework is anchored by behavioural intention as the dependent variable. In
tourism management research, this construct captures long-term visitor loyalty,
encompassing intentions to re-patronise (such as revisiting the destination or event) and to
engage in positive word-of-mouth advocacy. Measuring behavioural intention is critical for
evaluating the sustainable and commercial viability of agrotourism initiatives, as it provides
predictive insight that extends beyond purely retrospective measures of visitor satisfaction.

The framework proposes that behavioural intention is influenced by five independent
experiential constructs: satisfaction, perceived value, cultural learning, sustainability
awareness, and authenticity. The inclusion of these variables is theoretically grounded in
experiential tourism literature, which emphasises the interplay between cognitive and
affective dimensions of visitor experiences. The cognitive components perceived value and
sustainability awareness reflect visitors’ rational evaluations of benefits received and the
extent to which experiences align with their environmental values and beliefs. In contrast, the
affective and experiential components satisfaction, cultural learning, and authenticity capture
emotional responses, depth of engagement, and the sensory and symbolic quality of the
event experience.
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By integrating these dimensions, the model accounts for both functional outcomes
(perceived value and satisfaction) and higher-order psychological and ethical factors
(authenticity, cultural learning, and sustainability awareness) that are particularly salient
within agro-cultural tourism environments. This holistic approach strengthens the
explanatory power of the framework in predicting behavioural intention and offers a more
comprehensive understanding of visitor commitment in experiential agrotourism contexts.

Satisfaction

Perceived value

Behaviourial
Intention

Cultural learning

Sustainability
Awareness

Authenticity

Figure 1. Conceptual framework
5 Methodology

This study adopted a cross-sectional causal research design to examine the influence of
satisfaction, perceived value, cultural learning, sustainability awareness, and authenticity on
behavioural intention. Data were collected at a single point in time to analyse relationships
among the study variables and to infer potential causal associations within the constraints of
a cross-sectional approach. Hypotheses were developed to guide the analysis and were tested
using SPSS version 26, providing empirical evidence to evaluate the proposed relationships.
Data were obtained from 103 participants who attended the Xplorasa event, using a
purposive sampling technique to ensure practicality and feasibility. While this approach
enabled access to relevant respondents with direct experience of the event, it is
acknowledged that, as with all non-probability sampling methods, certain limitations remain.

Data collection was conducted using structured questionnaires distributed upon
completion of the event. Prior to participation, respondents were informed of the study’s
objectives, assured of confidentiality, and advised that participation was entirely voluntary.
For convenience and efficiency, the survey was administered online via Google Forms. The
study utilised a structured questionnaire comprising validated measurement scales for six key
constructs: satisfaction, perceived value, cultural learning, sustainability awareness,
authenticity, and behavioural intention. Measurement items were adapted from established
instruments in previous studies to ensure content validity and contextual suitability. All items
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were measured using a five-point Likert scale. Table 1 summarises the instruments employed,
including the number of items for each construct, the original sources of the adapted scales,
and the scale intervals. The final section of the questionnaire captured respondents’
demographic characteristics.

Table 1: Instruments Used in Research

Construct No of Adapted from Scale
items
Satisfaction 5 Oliver (1997)
Perceived value 4 Zeithaml (1988)
Cultural learning 5 Kim et al., (2012) 5 Likert scale
Sustainability 5 Barbieri (2013)
Authenticity 3 Wang (1999)
Behavioural Intention 5 Yoon & Uysal (2005)

6. Results

The study comprised 103 participants, of whom 65% were female (N = 67) and 35%
were male (N = 36). The majority of respondents were aged 18-29 years (68.9%, N = 71),
followed by those aged 30 years and above (31.1%, N = 32). Notably, over 87% of participants
indicated that this was their first visit to Selangor Fruit Valley. Descriptive analysis was
conducted in accordance with the procedure outlined by Best and Kahn (1977), as presented
in Table 2.

Table 2. Descriptive Statistics and Construct Reliability

Construct Mean Std. Dev  Indicator Cronbach Alpha KMO TVE (%)
Satisfaction 3.88 0.84 High 0.88 0.78 75
Perceived Value 3.86 0.61 High 0.90 0.74 85
CulturalLearning 4.21 0.73 Very high 0.92 0.82 78
Sustainability Awareness 4.29 0.75 Very high 0.95 0.88 83
Authenticity 431 0.72 Very high 0.94 0.76 90
Behavioural Intention 4.25 0.78 Very high 0.94 0.86 83

Overall, the respondents reported high levels of positive perception across all
constructs that indicate favourable experiences with the Festival Xplorasa event. Mean scores
ranged from high to very high on a 5-point Likert scale that suggesting that participants
generally valued the festival’s cultural, educational, and sustainability components.
Authenticity and sustainability awareness recorded the highest means which implying that
visitors perceived the festival as both genuine and environmentally meaningful. Pearson’s
correlation coefficients were calculated to examine the relationships among the six
constructs, as presented in Table 3. The findings reveal strong, positive correlations across all
variables, with coefficients ranging from r = .561 to r = .930 (p < .001). Behavioural intention
demonstrated the strongest association with authenticity (r = .930), followed by cultural
learning (r = .878), sustainability awareness (r = .863), satisfaction (r = .728), and perceived
value (r = .665
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Table 3. Correlation Analysis between Satisfaction, Perceived Value, Sustainability Awareness, Cultural
Learning, Authenticity, and Behavioural Intentions

Dimensions Satisfactio Percei Sustain  Cultural Auth Behavioura
n ved ability Learnin  entici |
Value Awaren g ty Intention
ess
Satisfaction 1
PerceivedValue 561" 1
SustainabilityAwaren  Pearson .701™ .684"" 1
ess Coefficient
CulturalLearning .695™ 707" 875" 1
Authenticity .719™ 681" 847" .902"" 1
Behaviourallntention .728™ 665" .863™ .878""  .930" 1

** Correlation is significant at the 0.01 level (2-tailed).

These findings indicate that visitors who perceived the event as authentic, educational,
and sustainability oriented were more likely to express intentions to revisit or recommend it.
Although several bivariate correlations were high (for example, Authenticity vs Cultural
Learning, r = .902), multicollinearity diagnostics supported retention of the constructs.
Specifically, VIFs ranged from 2.1 to 7.3 while no universal cutoff exists, methodological
authorities recommend interpreting VIF rules-of-thumb in context and combining VIF with
other diagnostics (e.g., tolerance, condition indices, and examination of standard-error
inflation). In line with common practice in PLS-SEM and tourism or hospitality research, VIF
values up to the single-digit range can be tolerated if they do not materially inflate coefficient
variances. (O’brien, 2007).

As shown in Table 4, the results indicate strong positive interrelationships among all
constructs. The regression model explained 88.8% of the variance in behavioural intention (R?
= 0.888, F = 78.95, p < .001). Among the predictors, authenticity (B = .638, p < .001) and
sustainability awareness (B =.220, p = .041) exerted significant positive effects on behavioural
intention, whereas satisfaction, perceived value, and cultural learning, although positive,
were not statistically significant (see Table 5). These findings suggest that authentic and
sustainability-oriented experiences play a central role in shaping visitors’ emotional
engagement and loyalty within experiential agrotourism contexts.

Table 4. Model Summary: Regression of Independent Variables Towards
Behavioural Intention

Adjusted R Std. Error of the
Model R R Square Square Estimate
1 .942° .888 .876 .278

a. Predictors: (Constant), Authenticity, PerceivedValue, Satisfaction,
CulturalLearning, SustainabilityAwareness
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Table 5. Regression result for all factors toward Behavioural intention

Unstd Coefficients Std Coeff Collinearity Statistics

Model B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) -.253 .258 -.981 331

Satisfaction .071 .066 .075 1.065 292 .450 2.222

Perceived -.005 .091 -.004 -.056 .955 476 2.102

Value

Sustainability 231 .110 .220 2.095 .041 .203 4.919

Awareness

Cultural .064 .138 .059 462 .646 137 7.303

Learning

Authenticity .696 .129 .638 5.398 .000 .161 6.216

a. Dependent Variable: Behavioural Intention
7. Discussion

The primary objective of this study was to identify the most influential experiential and
psychological drivers of long-term visitor loyalty (behavioural intention) within the niche
context of agro-cultural festival tourism. Overall, the findings demonstrate that the proposed
conceptual framework is robust and offers meaningful strategic insights for the sustainable
development of Malaysia’s rural tourism sector. The regression model explained a substantial
proportion of the variance in behavioural intention (R? = 0.888), indicating an excellent model
fit. This result suggests that the combined effects of satisfaction, perceived value,
sustainability awareness, cultural learning, and authenticity provide strong explanatory
power in predicting visitors’ intentions to revisit or recommend an agrotourism festival. The
statistically significant F-test (F =78.947, p <.001) further confirms that the model, as a whole,
makes a significant contribution to explaining behavioural intention.

Among the predictors, authenticity emerged as the most influential determinant of
behavioural intention (B = .638, p < .001). This finding indicates that visitors who perceived
the festival as genuinely representing local culture and traditions were significantly more
inclined to return to the destination and engage in positive word-of-mouth. This strong effect
is consistent with experiential tourism theory, which posits that authentic experiences foster
deeper emotional connections and enduring loyalty (Kim & Jamal, 2007; Pine & Gilmore,
1999). In the context of Festival Xplorasa, activities such as traditional kuih-making, fruit
exhibitions, and heritage-based storytelling appear to have reinforced visitors’ perceptions of
cultural authenticity and immersive engagement.

Sustainability awareness also exerted a significant positive influence on behavioural
intention (B =.220, p = .041). This suggests that visitors who developed greater awareness of
environmental and agricultural sustainability through participation in the festival were more
likely to support and revisit similar events. This outcome aligns with broader trends in eco-
conscious tourism, where visitors increasingly favour experiences that reflect responsible
consumption, conservation, and ethical values (Weaver, 2015). The finding underscores the
potential of agrotourism festivals to function as effective platforms for environmental
education, simultaneously enhancing visitor loyalty and advancing community-level
sustainability objectives.
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In contrast, satisfaction and perceived value, although positively correlated with
behavioural intention (r = .728 and r = .665, respectively), did not emerge as significant
predictors when all variables were included in the regression model. This pattern suggests the
presence of multicollinearity, as these constructs overlap conceptually with authenticity and
sustainability awareness. Visitors may perceive authentic and meaningful experiences as
inherently satisfying and valuable, thereby reducing the distinct explanatory contribution of
satisfaction and perceived value when considered alongside higher-order experiential factors.
Similarly, cultural learning did not demonstrate a unique effect in the regression analysis
despite its strong correlation with behavioural intention (r = .878). This outcome is likely
attributable to its substantial overlap with authenticity (r = .902), as both constructs capture
dimensions of immersive engagement with local culture and traditions. In practice, the
experience of authenticity may subsume cultural learning, diminishing its independent
predictive power.

The variance inflation factor (VIF) values for cultural learning (7.303) and authenticity
(6.216) indicate moderate to relatively high multicollinearity, reflecting their close conceptual
relationship. Nevertheless, authenticity was retained in the model due to its central
theoretical importance in agrotourism experiences. Future research may benefit from
refining these constructs or employing Structural Equation Modelling (SEM) to examine latent
relationships and better disentangle overlapping experiential dimensions. Such approaches
could provide deeper insights into the hierarchical and interdependent nature of authenticity,
cultural learning, and sustainability awareness in shaping behavioural intention within
experiential agrotourism contexts.

8. Implications of the Study

The findings of this study yield important and actionable implications across three
interrelated domains: the practical management of agro-cultural events, strategic policy
development for sustainable tourism, and contributions to the academic literature.

8.1 Practical and Managerial Implications

This study offers a data-driven blueprint for event organisers, including the
management team of Festival Xplorasa, as well as tourism authorities such as Tourism
Selangor, seeking to strengthen competitive advantage through enhanced visitor loyalty. A
key managerial implication concerns the prioritisation of authentic experience curation. As
authenticity emerged as the strongest predictor of behavioural intention, resources should
be redirected from generic entertainment towards carefully curated, meaningful, and
participatory cultural experiences. Event organisers are encouraged to design immersive
activities such as traditional cooking sessions, local craft demonstrations, and direct
interactions with farmers, as these engagements foster deeper emotional resonance and
reinforce the festival’s distinctive cultural identity.

A further critical implication relates to the strategic integration of sustainability
principles. The significant influence of sustainability awareness indicates that sustainability
should be embedded within the core design of the festival rather than presented as a
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symbolic or peripheral feature. Practical measures include the implementation of visible
waste-reduction systems, the enforcement of eco-friendly packaging among vendors, the
promotion of locally sourced produce, and clear communication of the event’s environmental
commitments. Such tangible initiatives strengthen alignment between visitors’ ethical values
and the destination, thereby enhancing intentions to revisit and recommend the festival.

Finally, the finding that satisfaction and perceived value did not significantly predict
behavioural intention highlights the need for a reassessment of performance evaluation
practices. Rather than relying predominantly on retrospective satisfaction measures, long-
term performance indicators should focus on the quality of authentic experiences and the
effectiveness of sustainability awareness initiatives. By realigning evaluation frameworks
around these empirically supported drivers of loyalty, event organisers and tourism
authorities can better inform strategic planning and maintain relevance within an increasingly
competitive tourism environment.

8.2 Theoretical and Methodological Implications

This study also makes a meaningful contribution to the experiential tourism and loyalty
literature. By empirically demonstrating that authenticity and sustainability awareness
function as strong and distinct predictors of behavioural intention, the research extends
experiential tourism theory beyond traditional hedonic and satisfaction-based explanations
of loyalty. The findings support the argument that long-term visitor commitment is driven by
deeper cognitive and affective value alignment rather than surface-level enjoyment alone. In
addition, the results provide empirical support for the application of Value—Belief-Norms
theory in explaining destination loyalty within an agro-cultural tourism context.

For tourism planners, the findings underscore the importance of prioritising
participatory cultural activities that generate emotional and meaningful engagement. For
sustainability advocates, the results highlight the necessity of integrating sustainability
practices—such as waste reduction, eco-friendly packaging, and local sourcing directly into
festival design. From a methodological perspective, future research is encouraged to further
examine the mediating or moderating roles of authenticity and sustainability awareness using
larger samples or longitudinal designs to enhance explanatory robustness.

9. Conclusion

This study addresses a critical empirical gap in the experiential agrotourism literature
by identifying the key psychological and experiential determinants of long-term visitor loyalty
beyond conventional satisfaction metrics. The findings demonstrate that authenticity and
sustainability awareness are the primary and statistically significant predictors of positive
behavioural intention among agrotourism festival visitors. This supports the central
proposition that competitive advantage in rural tourism is achieved not through superficial
entertainment, but through deep emotional and ethical value alighnment with visitors.

Authenticity emerges as the emotional anchor of visitor commitment, confirming that
genuine representations of local culture and agricultural heritage remain the most powerful

catalysts for re-patronage and positive advocacy. Similarly, the significant role of
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sustainability awareness reflects a contemporary shift in visitor expectations, whereby
environmentally responsible practices are now integral to tourism decision-making processes.
In contrast, the non-significant direct effects of satisfaction, perceived value, and cultural
learning when considered alongside stronger predictors suggest a clear hierarchy among
experiential determinants of behavioural intention.

From a theoretical standpoint, the study extends experiential tourism and sustainability
frameworks by foregrounding authenticity and environmental consciousness as central
mechanisms driving loyalty in agro-cultural festival contexts. Practically, the findings provide
clear guidance for event organisers to prioritise authentic cultural programming and to
embed sustainability practices and messaging throughout festival design. For policymakers,
the results reinforce the importance of supporting initiatives that preserve cultural integrity
and promote environmental stewardship within rural tourism ecosystems.

Despite its contributions, this study has several limitations. First, the cross-sectional
research design restricts causal inference and limits the ability to capture changes in visitors’
perceptions and behaviours over time. Future research could adopt longitudinal designs or
larger sample sizes to examine the stability and evolution of these relationships. Second, the
reliance on self-reported data may introduce common method bias, despite efforts to
minimise its effects. Incorporating behavioural data or multi-source measurement
approaches would strengthen the validity of future findings.

Third, the study focused on a single experiential agrotourism festival, which constrains
the generalisability of the results to other rural tourism contexts. Replication across different
geographical locations, festival formats, or agrotourism settings is therefore recommended.
In addition, the presence of relatively high multicollinearity between certain experiential
constructs may have reduced the clarity of individual predictor effects. Future studies could
employ advanced analytical techniques or mixed-methods approaches to better disentangle
overlapping dimensions. Finally, subsequent research may explore additional mediators or
moderators such as satisfaction, cultural learning, or demographic characteristics to develop
a more comprehensive understanding of behavioural intention in experiential agrotourism.

Overall, agrotourism festivals such as Festival Xplorasa are most successful when they
transcend entertainment-focused models to deliver culturally grounded and environmentally
responsible experiences that generate enduring psychological engagement and behavioural
commitment.
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