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Abstract | Nowadays, the valorization of heritage is valuable for many societies. Experiencing heritage

is a means of enabling people to approve their membership of a nation. In addition, scholars state that

heritage is necessary for progress in marketing methods and management in the tourism �eld. This

study investigated and revealed the potential of architectural heritage as well as the examination of

tourist satisfaction through adaptive reuse of heritage sites. The question `How can heritage resource

be converted to a tourist product?' is derived from the research problem. The purpose of this study

is to discover the role of architecture of the heritage hotel that a�ect on patrons' satisfaction and to

identify the relationship between heritage accommodation as a cultural heritage attribute and patrons'

satisfaction, also to analyze how the tourism characteristics, architectural attractions, physical infras-

tructure and service quality impacts on customer satisfaction and behavioral intention. Research data

was collected from tourists who stayed in the Safavi heritage hotel in Isfahan with semi-structured ques-

tionnaires. The �ndings showed that the patrons were highly satis�ed with the architecture of heritage

hotel and that architecture was the factor with the highest satisfaction rating among the 4 dimensions

in the heritage hotel. Although the majority of the patrons were not highly satis�ed with the service

quality, they recommended this hotel. This research focuses particularly on the impact of architectural

attractions, physical environment and quality of service on tourist satisfaction of a heritage accommo-

dation in Isfahan. The research was carried out in order to support the heritage site in conservation and

also help tourism marketers to explore and ful�ll customers' needs.
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1. Introduction

At the present, the tourism industry has de-

veloped across the globe, and specialization has

increased among tourists, and, as a result of this,

cultural heritage tourism has grown considerably

as a section of the tourism industry (Hollinshead,

1993). Heritage as an important asset of cities has

a substantial e�ect on economic progress. Moreo-

ver, it raises the attraction of the region, improves

city services, infrastructure, and the cultural cor-

poration (Ismagilova et al., 2014). These days,

nostalgic people who care about cultural heritage

tend to experience the old ways of life (Dueholm

& Smed, 2014). An increasing interest in cultu-

ral destinations has been noticed among American

travelers who seek history, culture, and archeology

(Huh, 2002). Heritage buildings as valuable as-

sets of cultural heritage represent the history of

a nation through architecture and aesthetics. In

the most countries, the problems such as economic

progress and innovation leading to a conservation

crisis for historical buildings, for example during

urbanization activity, many of these buildings were

rebuilt with a new design. As an example, Chang

(2016) claimed that there are hundreds buildings in

Taiwan that underwent replacing with new design

and function while they loss their history. Lack

of proper management and preservation of histo-

rical buildings has been the cause of destruction

on many occasions. Historical assets should be

converted into a product in order to actualize the

potential of heritage assets up to date (Chhabra,

2014). In this regards, heritage hotels are to be

considered as products that need to be converted.

Restoration of historical buildings and conversion

into hotels has facilitated local development. The

basis of this paper was to set up research investi-

gating the relationship between tourist satisfaction

and cultural heritage destinations (heritage accom-

modation) considering heritage hotels in Iran. In

the history of Iran, Iranian heritage architecture

has a substantial position, although aesthetic and

cultural value are often denied and many voices call

for the demolition of heritage sites. While investi-

gation of customer satisfaction in accommodation

is not new, research on customer satisfaction in

heritage accommodation is limited. This research

in particular tries to support the conservation of

heritage sites. Moreover, this research may help

tourism marketers to �nd out customers' needs in

order to satisfy tourists, and it helps tourism plan-

ners to set strategies and approaches which will

attract attention and retain tourists via heritage

attributes.

This study contributes to the �eld in two as-

pects: a) understanding why tourists prefer to stay

at historical accommodations. It would also help

tourism marketers to �nd out the reasons for tou-

rists' attention to historical hotels; b) to deter-

mine the factors of tourist satisfaction and loyalty

that help to plan a method for conserving this, and

achieving sustainability of cultural heritage desti-

nations. This study attempts to identify the in-

�uence of heritage attributes in the destination on

patrons' satisfaction in Iran. The researchers se-

lected the heritage accommodation located in Is-

fahan. The antiquity of this heritage accommoda-

tion dates back more than 300 years. Isfahan is

a city with large numbers of visitors and there is

considerable competition among hoteliers. In the

past decade, customer satisfaction was a critical

issue but recently, retaining customer is more sig-

ni�cant within the hotel industry, and so knowing

the factors, which directly a�ect patrons' satisfac-

tion, is a substantial challenge in this industry.

This study proposes a model that has been ins-

pired by two other models: the consumer beha-

vior model, and con�rmatory factors analysis mo-

del (CFA). Expectancy-discon�rmation theory, de-

veloped by Oliver, is used to examine customer

satisfaction. According to Oliver's theory, satis-

faction is a�ected by expectation and discon�r-

mation. The framework of this study is built on

Oliver's theory.
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Figure 1 | The proposed model of this study is adapted from two models

2. Literature review

On the basis of the theoretical framework, this

study concentrates on tourist characteristics, ar-

chitectural and infrastructural factors and service

quality regarding customer satisfaction with heri-

tage accommodation. Furthermore, it considers

analysis of the correlation between cultural heri-

tage attributes in the destination and tourist satis-

faction. Today, the valorization of heritage is valu-

able for many societies (Gre�e, 2004). According

to Park (2010), experiencing heritage is a means to

enable people to imagine and approve their mem-

bership of a nation. In addition, scholars state that

di�erent approaches in tourism marketing and ma-

nagement are needed to develop heritage tourism

(Lee & Chahabra, 2015). In accordance with the

studies of Gonzales (2008) and Rogerson (2010),

cultural heritage can bring about a unique tangible

and intangible experience for the tourist. Apoato-

lakis (2003) and Jolli�e & Smitt (2001) asserted

that it is necessary to understand what experience

of cultural heritage attributes can satisfy the ne-

eds for cultural consumption, in order to �nd out

uniqueness in heritage commodity chain (Lee &

Chahbra, 2015). Furthermore, cultural heritage is

a medium of collecting essential resources for retai-

ning and conserving monuments for their owners.

Also, it is a means of gaining bene�ts for private

companies and it is a cause of creating a positive

perspective of that area and promoting the place

and life there, so it can help the district authorities.

Finally, according to Lee & Chhabra (2015) tou-

rist's heritage experience is an medium that incre-

ase the people images which enable them to prove

their belongings to nation. The impact of resto-

red accommodation on the economy is unconcea-

led across the globe. In this case, the example can

be given of eight palaces in the Jeleniogorska valley

(Murzyn-Kupisz, 2011). In this research, they at-

tempted to �nd important attributes that were the

main determinants in choice of the heritage hotels

by patrons. These heritage hotels bring together

the needs of the patrons. Since the sustainability

in business will be executed through high satisfac-

tion, it is crucial for hotel managers to make the

best decisions. Despite historical accommodations

being the most important attribute of authenticity

in tourism, the literature of heritage accommoda-

tion is limited (Khosravi et al., 2014).

Review of prior studies in order to obtain key

terms for the title:
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2.1. Architectural/cultural attraction

Prior inquiries on cultural heritage in many

countries revealed that among several attributes

of cultural heritage that were chosen to be in-

vestigated, the historical building, castle and mu-

seum were known as attributes as interesting pla-

ces to visit by tourists during their trip. Incre-

asing demand for visiting historical places in or-

der to take pleasure in their architecture, can ini-

tiate a great opportunity for tourism industry (Lee

et al, 2014).According to Glasson(1994) research

that was done on characteristics of tourist who vi-

sited Oxford, it displayed 80% of tourist were satis-

�ed when they visited cultural heritage attribute.

They were interested in architecture and traditi-

onal college that originated physical environment

attraction. They uttered, they would like to re-

visit. Glasson research shows 80% willingness to

revisit and also architecture was one of the fac-

tors of satisfaction (Huh,2002). The elements of

cultural heritage tourism referred by So�eld and

Li (1998) in China, are include historic sites, ar-

chitecture, scenic heritage, and traditional festival

(Yuan, 2013). Furthermore, Boo (2011) proclai-

med that ambiance is one of the hotel satisfac-

tion dimensions that consists of �ve items: decor,

facade of the hotel, layout, facilities and enter-

tainment. According to Hill (2009); Poon & Low

(2005) to keep traditional way and interesting fa-

çade in heritage hotel is necessary and it results

in patron's satisfaction. Patron's pleasure feelings

are in�uenced by aesthetic (Wong et al 2014). Ac-

cording to Indian government's criteria of heritage

hotel "traditional architectural styles shall be kept

through alterations or improvements that are re-

quired in the existing structures and also architec-

tural features should possess distinctive qualities

and ambiance its traditional way of life of that

particular area"(Chahabra, 2014).

2.2 Cultural Heritage attribute (heritage ac-

commodation)

Accommodation as a cultural heritage attri-

bute has the main role in patron's perspective to

site (Khosravi et al., 2014). The prior researchers

have evaluated heritage building as a main key in

the cultural heritage �eld. Yazdani (2014) dis-

closed a signi�cant relation between heritage buil-

ding and tourist experience. High value heritage

is essential to be preserved by restoration or reuse

(Embay, 2014). Some approaches can be execu-

ted in reuse project for historical building as the

hotel. Restoration of historical buildings subject

to architectural style can be converted to hotels,

museums, and restaurants functionally. Moreo-

ver, modi�cation is another approach that won't

be a cause of reducing architectural value. Mo-

difying internal space or relocating some elements

and installing the new technological system of ligh-

tening and elevators are more e�ective to conserve

(Akibaba, 2006). Furthermore, it is found that

higher satisfaction to product with higher motiva-

tion leads to buying again or recommend to friends

(Huh, 2002). The historical assets should be con-

verted into a product to actualize the potential of

a heritage asset (Khosravi et al., 2014). In this

regards, the heritage hotel is considered as con-

verted assets to the product. Heritage hotels and

resorts as substantial cultural and historical venues

showed distinct ethnic heritage environment across

the globe.

Restoration of historical buildings and convert

them to the hotel have facilitated local develop-

ment by the involvement of local community and

also produce ancillary goods and services. The

Cultural hospitality is de�ned as a form of ser-

vice that has o�ered in a traditional manner, so

it should be performed in heritage hotel to gain

customer satisfaction (Cahabra, 2014).
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2.3. Physical infrastructure)

Perceived performance of location and physi-

cal attractiveness can be called physical attribute

performance (Ann et al., 2011). In another rese-

arch, even facilities and travel services are in in-

cluded in heritage tourism attributes that a�ect

customer satisfaction (Voon & Lee, 2009). This

research was supported by that of Huh research

(2006). The role of infrastructural facilities and

services as supporting attributes has contributed to

satisfaction (Yuan, 2013). Boo (2011), in his rese-

arch, pointed out a signi�cant role of the physical

environment in satisfaction and loyalty. Ryu and

Han (2010) stated there is a positive relationship

between layout and customer quality perception,

which results in customer satisfaction.

2.4 Service quality and Customer satisfaction

According to many scholars, evaluation by cus-

tomers after buying and using a product can be

treated as customer satisfaction (Olsen, Wilcox, &

Olsson, 2005; Yuksel & Rimmington, 1998; Gun-

dersen, Heide, & Olsson, 1996 derived by Wong,

2014). Barksy and Labagh (1992) showed the con-

tribution of facilities, hotel sta� behavior, location,

and service to satisfaction (Wong 2014). As shown

in many types of research, customer satisfaction

has a substantial role in tourist decisions and

loyalty, and it is also important in choosing the des-

tination, purchasing and using the product that re-

sults from the marketing of the destination (Kozak,

2000). Among many types of research that provide

several theories, the expectancy-discon�rmation

theory has wide acceptance. Barsky and Labagh

(1992) found that customer satisfaction is related

to customer willingness to revisit. They introduce

Oliver's expectancy-discon�rmation theory (Huh,

2002). Also, Huh (2002) in his study pointed out

Neumann and Reichel's statement, in which they

claimed each cultural attributes should be indivi-

dually investigated to measure customer satisfac-

tion in order to identify customer dissatisfaction

with each one. This research attempts to study

customer satisfaction on one attribute of cultu-

ral heritage (accommodation). According to va-

rious researches (Han & Ryu, 2009; Kim et al.,

2009; Kivela et al., 1999; Namkung and Jang,

2007; Oliver, 1999; Ryu et al., 2010), there is a

direct relationship between customer satisfaction

and behavioral and return intention. Han and Ryu

(2011) revealed a strong in�uence between phy-

sical environments (such as ambiance, décor, ar-

tifacts, layout) and customer satisfaction, which

has a direct or indirect e�ect on customer loyalty

(intention to revisit and word of mouth). These

�ndings revealed a substantial link between them.

On the other hand, Chang (2016), in his study

in Taiwan, found a hundred historical buildings,

which were constructed, in the Japanese period.

When these buildings were converted and repla-

ced with new functions, the visitors were not able

to understand their history. He proposed placing

an information center where the history of those

buildings could be explained. Another research

emphasized that tourist activity's re�ex, can shift

to harm, and so typically to prevent this negative

activity, planning and knowledge about the tou-

ristic incident should be employed. It has been

found that sustainability will be accomplished by

the planning of touristic activity (Minasi et al.,

2014).

In accordance with the aforementioned litera-

ture, the following hypothesis is posited: H1 -

tourists' demographic characteristics have an im-

pact on customer satisfaction and heritage desti-

nation attributes. H2 - architectural attracti-

ons have an impact on customer satisfaction and

heritage destination attributes. H3 - physical

infrastructure has an e�ect on tourist satisfaction.

H4 - service quality has an e�ect on revisit

and recommendation. H5 - there is a relati-

onship between cultural heritage destination attri-

butes and customer satisfaction.
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3. Metodology

This study examines the impact of demo-

graphics of tourists (age, gender, occupation, edu-

cation, income, tourist interest), physical environ-

ment (architectural and infrastructure) and service

quality, patrons' satisfaction, heritage hotel eva-

luation, and behavioral intentions (revisit). Also

aims to discover the relationship between cultu-

ral heritage attributes and customer satisfaction.

This research follows a quantitative method, a de-

ductive approach that starts from a test of the-

ory and collects data. Construct validity is used

to identify the validity of the research, carrying

out interviews via a questionnaire. The sample

of this study consisted of tourists who stayed at

heritage hotels in Isfahan in August 2015. Conve-

nience sampling was adopted in this research. The

questionnaire was distributed at random during the

day among international tourists. The purpose of

the survey was explained to tourists before answe-

ring the questionnaire and they were asked if they

would like to participate. The questionnaire in-

cluded 6 parts. These parts examined the e�ect

of destination attributes on tourist satisfaction th-

rough architecture and physical infrastructure of

the hotel on a Likert-type scale and also collected

the demographic characteristics and service qua-

lity. The source of data was a secondary source

that provided the collected data and cited data

in prior scholars' research and was analyzed. To

extract primary data, a survey questionnaire was

employed. The survey was carried out with heri-

tage hotel patrons to identify why tourist prefers

to stay at historical accommodation. In order to

collect data and to do analysis, a survey questi-

onnaire was distributed among patrons of heritage

hotels. The mentioned questionnaires are derived

from Yuan, 2013, Ryu et al., 2012, Huh, 2002 and

Akbaba, 2006.

4. Findings and conclusion

60 questionnaires were distributed. The majo-

rity of participants were aged between 35-55 years

and 75% were male. About 50% have a high le-

vel of education. Most participants traveled with

family. The pro�le of participants (65.7%) is do-

minated by European nationalities and (19.1%)

are from south east Asia and America (7.4%) and

other nationalities (7.8%). Due to the small sam-

ple size, exploratory analysis was not done. The

reliability of 6 dimensions is shown in Table 1. This

study also assessed tourist expectations of heritage

hotels. The results showed satisfaction.

Table 1 | Reliability test of the dimensions

Source: own construction

Several analyses were done to test the hypothe-

ses. Independent T-test and one-way ANOVA were

done to test hypothesis 1. The T-test found that

satisfaction based on gender is signi�cant with the

dimension of heritage destination attribute (p =

0.00) and customer satisfaction (p = 0.003). The

male participants had higher satisfaction with the

architecture attraction dimension (M = 15.79).
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Di�erences are shown between all age group sa-

tisfactions. There is a di�erent level of satisfac-

tion among hotel patrons regardless of their ages.

In terms of patrons' occupations, satisfaction has

di�erences in architecture attraction by one-way

ANOVA (p = 0.014). Also, there are signi�-

cant di�erences in architecture and infrastructure

among the tourists based on education. Among

tourists based on nationality, it was found that

there are signi�cant di�erences in the dimension

of architecture (p = 0.002) and infrastructure (p

= 0.005). The di�erence according to age, oc-

cupation, nationality and education are shown to

have various tastes over heritage hotel architecture

and infrastructure. The �ndings correspond with

Hill (2009) and Poon & Low (2005) that heritage

hotels should be related to their theme. The con-

�dence level (0.05) is for all signi�cant results; so

demographic characteristics have an e�ect on cus-

tomer satisfaction.

Table 2 | Satisfaction items mean scores

Source: own construction

Table 2 shows the satisfaction of heritage ho-

tel customers with architecture (M = 4.216), fol-

lowed by infrastructure (M = 4.02) and behavioral

intention (M = 6.31) and service quality (M =

3.309). In the behavioral intention dimension, re-

commendation has the highest rate of satisfaction

(6.5). Multilingual sta� (3.93) and responsive ser-

vice (3.29) in the dimension of service quality have

the highest rates of satisfaction. Transportation

gained the highest satisfaction in the infrastruc-

ture dimension (M = 4.10). Within the cultural

heritage attribute, most participants were satis�ed

with architecture (M = 4.216). This was surveyed

by attribute evaluation and it was also found that

architecture of heritage hotels is signi�cant compa-

red to the general theme of the heritage hotel. Star

rating of the hotel is visible in architecture. Infras-

tructure (4.02) and architecture attraction (4.216)

among the independent variables, show an e�ect

on satisfaction and support hypothesis 2 and 3. It

is revealed that evaluating satisfaction through a

10-point Likert scale leads to revisit (6.12), recom-

mendation (6.50). and behavioral intention (6.31)

being the items that are related to high satisfac-

tion. Table 3 shows a result which in R- square

of value 0.786 and a P value of 0.000 pointed to

the model having correlation and explained about

79% of satisfaction of heritage hotel patrons. The

independent variables of architecture (p = 0.000),

infrastructure (p = 0.000) and behavioral intenti-

ons (p = 0.018) indicate a positive correlation with

satisfaction. Architecture is the most signi�cant

satisfaction dimension (b = 0.570) followed by in-

frastructure (b = 0.343) and behavioral intentions
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(b = 0.221). As Huh (2002) stated, architecture

was one of the important factors for satisfaction

and Wong et al (2014) also declared that patrons'

feelings of pleasure are in�uenced by aesthetics.

Service quality (3.780) indicates there is no e�ect

on revisit and recommendation, so hypothesis 4

is not supported. Multiple regression analysis was

used as a statistical tool to analyse the correla-

tion between the dependent and independent vari-

ables. It was found that there is a positive relation

between them that supports hypothesis 5. The po-

sitive correlation between cultural attributes and

satisfaction disclosed positive customer behavior,

so it could be stated that heritage hotel is treated

as a themed service with its own identi�cation. Fi-

nally, a positive correlation was found in this study

between satisfaction and revisit and recommenda-

tion, which re�ects the �ndings from Barsky and

Labagh (1992).

Table 3 | Satisfaction dimension regression with revisit and recommendation

Source: own construction

The result of this study can help the planners

and marketers of the tourism industry in making

strategies to enhance patrons' satisfaction and to

achieve sustainability and competitiveness. This

study suggests that managers of heritage hotels

could focus on these dimensions to attract more

tourists and concentrate on their hotel brand, ma-

king it indexed as heritage hotel to be ensured of

high patron satisfaction. The �ndings showed pa-

trons are highly satis�ed with the architecture of

heritage hotels. Male respondents seem to have

higher satisfaction than female, and as a result

males can be the target consumer population. Ac-

cording to Poria et al (2003) understanding tou-

rists' pro�le is essential to achieving better ma-

nagement, so identi�cation these di�erences is a

main point for managers making change to the

process of marketing (Poria et al., 2001a, 2001b).

Present study suggest that managers should pay

more attention to the age, nationalities, education

and occupation level of patrons who will have va-

rious perceptions towards architecture and service.

The �ndings showed that there was low satisfac-

tion with service among patrons but high satis-

faction with the architecture of the hotel. It is

interesting to note that although the most of the

patrons were not highly satis�ed with the quality

of service, they said that they would recommend

this hotel. Small sample size and low response

rate were the limitations of this research. The re-

search was done during a 1-week period. A longer

period is recommended data collection, and mo-

reover, questionnaires were distributed at one he-

ritage hotel in Isfahan so this �nding should not

be generalized to all heritage hotels. This research

provides practical help to marketers to focus on

factors that in�uenced patrons' satisfaction. Re-

searchers should study another sampling area of
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other heritage cities in Iran.
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