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Context and Purpose: Experience economy, focusing on creating unique, multi-sensory,
and meaningful experiences, shapes the economic value and lasting memories of tourists
by offering educational, esthetic, and entertaining experiences. The aim of the present
study is to investigate the impact of esthetics on the educational and entertainment
experience of Golestan Palace visitors, the impact of educational and entertainment
Received: experience on tourists' memory and behavior, and the moderating role of authenticity in
July 15, 2025 these relationships. Design /methodology/approach: This research is applied in terms of

purpose and descriptive-survey in terms of data collection method. The conceptual model
was tested using structural equation modeling (SEM) techniques based on the partial least
squares (PLS) method and Smart-PLS software. Data were collected thru a standardized
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Accepted: questionnaire, and the reliability and validity of the measurement model were confirmed
September 27, 2025 through factor loadings, Cronbach's alpha, composite reliability, convergent validity (AVE),
Available online: and discriminant validity (Fornell-Larcker criterion). The structural model fit was also
Febmary 19, 2026 evaluated using R? indices and the significance of path coefficients (t-values). Findings:

According to the results, esthetics has a strong and significant impact on the learning and
entertainment experience. Both educational and entertainment experiences have a positive
and significant impact on tourists’ memory and behavior. The moderating role of
authenticity in the relationship between education and memory/aesthetics with
entertainment was not significant, and the related hypotheses were rejected. Conclusion:
Esthetic components, education, and entertainment play a key role in creating lasting
memories and positive post-visit behaviors. It is recommended to use interactive and
multimedia technologies, esthetic optimization of the environment, and fun activities to
enhance the visitor experience. Preserving historical and cultural authenticity also naturally
guaranties the credibility of the experience. Originality/value: This research contributes
to the literature on the economics of experience in heritage tourism by focusing on
Golestan Palace as a specific cultural heritage site.
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Extended Abstract

1. Introduction

In recent decades, changing consumption
patterns in tourism indicate that tourists
are increasingly seeking meaningful,
personalized, and memorable experiences
that go beyond mere observation and
engage their senses, emotions, and active
participation. In this regard, the concept
of ‘"experience economy’, as a new
framework, emphasizes creating
economic value thru designing unique and
multi-sensory  experiences and has
received widespread attention in tourism
and destination management studies.
Research shows that experiences based on
education, esthetics, and entertainment

can significantly influence tourists'
satisfaction, memory, and post-visit
behavior.

As one of the most important platforms
for cultural tourism, museums play a key
role in realizing the experience economy.
However, research evidence suggests that
many museums, particularly in developing
countries, still face the challenge of the
gap between cultural-historical capacities
and the perceived quality of the visitor
experience. Previous studies have
primarily focused on either the
dimensions of the experience economy or
independently examined the role of
authenticity, with less attention given to
the simultaneous exploration of tourist
experience, memory, and behavior
components, considering the moderating
role of authenticity in the context of
historical museums. This gap is
particularly evident in Iran's historical
museums.

According to the theoretical framework
of experiential economics, esthetics, as a
sensory and perceptual stimulus, can lay

the groundwork for the formation of
educational and entertaining experiences.
Educational experience refers to active
and meaningful learning that results from
interaction and cognitive engagement,
while entertainment experience
emphasizes enjoyment, excitement, and
positive emotions. These two types of
experiences, especially in  cultural
environments, play a fundamental role in
shaping lasting memories. Memory, as a
key mediating variable, serves as the link
between the visit experience and post-
visit  tourist  behavior, including
satisfaction, intention to revisit, and
recommendation to others. In the
meantime, authenticity, as a moderating
variable, can strengthen or weaken the
intensity and direction of experiences'
impact on tourists' memory and behavior,
because an experience perceived as
authentic will be deeper, more meaningful,
and more lasting.

The main issue of the present study is
how the components of the experience
economy, including esthetics, education,
and entertainment, interact with
authenticity to shape tourists' memories
and behavior. Accordingly, the overall aim
of this research is to examine the impact
of esthetics (independent variable) on

educational and entertainment
experiences, the influence of these
experiences (mediating variables) on

tourists' memory and behavior (dependent
variables), and the moderating role of
authenticity in these relationships. The
statistical population of the research is the
visitors of Golestan Palace, a prominent
historical and cultural museum in Iran, and
the study context is the experience of
museum visits within the framework of
Qajar cultural heritage.
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Based on the research literature and
the theoretical logic of the economics of
experience, the research hypotheses were
formulated to express the causal
relationships between esthetics,
educational experience, entertainment
experience, memory, tourist behavior, and
the moderating role of authenticity. The
results of this research are expected to
help explain the mechanism of meaningful
experiences in museums, as well as
improve the design of cultural tourism
experiences and strengthen positive
visitor behavior.

2. Research Methodology

The present research is applied in terms of
objective and descriptive-analytical in
terms of method, and was conducted with
a quantitative approach. To evaluate the
research conceptual model and test the
relationships between variables, the
partial least squares structural equation
modeling (PLS-SEM) technique and
Smart-PLS software version 4 were used.
This method was chosen due to its
suitability for analyzing complex models,
relatively small sample size, and high
prediction accuracy.

In the first stage, the measurement
model was evaluated through
confirmatory  factor analysis. The
reliability of the structures was examined
using factor load coefficients, Cronbach's
alpha, and composite reliability. The model
validity was assessed using convergent
validity (average extracted variance AVE)
and discriminant validity using the Fornell
and Larcker method. The results showed
that all factor loadings were above the
acceptable level, and Cronbach's alpha and
composite reliability values for all
constructs were at a desirable level.
Additionally, the AVE values were greater
than 0.5, and the convergent and

discriminant validity of the constructs
were confirmed. Next, the quality of the
measurement model was evaluated using
the effect size index (F?), the results of
which indicated an appropriate influence
of most independent variables on the
dependent variables.

In the second stage, the structural
model was tested. For this purpose, the
coefficient of determination (R?) index was
used to measure the explanatory power of
endogenous  variables, and  path
coefficients (beta) and t-statistics were
used to examine the significance of
relationships between constructs. The
results showed that the R? values for all
dependent variables were moderate to
strong, and most of the model
relationships were significant; however,
the moderating effect of the authenticity
variable on some relationships was not
confirmed. Overall, the results from the
measurement model and structural model
evaluations support the good fit and
validity of the research conceptual model.

3. Research Findings

The research findings showed that
esthetics has a very strong and significant
impact on visitor education. In other
words, the more visitors perceive the
visual coordination, attractiveness, and
harmony of Golestan Palace, the more
their level of learning and understanding
significantly improves. Furthermore, the
results indicate that esthetics have a
positive and significant impact on visitors'
entertainment experience, meaning that
the richness of the esthetic experience
increases the enjoyment, attractiveness,
and entertainment value of the visit
process.

On the other hand, the findings showed
that education had a positive and
significant impact on visitors' memory.
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Visitors who experience a greater sense of
learning and gaining knowledge during
their visit form more lasting, favorable,
and meaningful memories of Golestan
Palace in their minds. Additionally, the
results indicate that education has a
positive and significant impact on visitor
behavior, strengthening the desire for
post-visit behaviors, including revisiting
and recommending the destination to
others, by increasing the level of learning.
This finding emphasizes the importance of
effective, interactive, and participatory
education as a key factor in shaping
positive visitor behaviors.

The findings also showed that
entertainment has a positive and
significant impact on visitors' memory.
Fun  experiences create  positive,
enjoyable, and lasting memories of visiting
Golestan Palace, elevating the visit beyond
mere observation and transforming it into
an exciting and memorable experience. In
addition, the results showed that
entertainment has a positive and
significant impact on visitor behavior; that
is, the more entertaining the visit
experience, the greater the visitors'
willingness to engage in desirable
behaviors after the visit.

In the moderation analysis section, the
results showed that authenticity does not
play a significant moderating role in the
relationship between education and
visitor memory. It seems that within the
Golestan Palace complex, due to the high
perception of authenticity, the dominance
of esthetic and educational components,
and the historical-visual nature of the
visiting experience, authenticity does not
have the ability to strengthen or weaken
the effect of education on memory.
Additionally, the findings suggest that the
moderating role of authenticity in the

relationship between esthetics and
entertainment experience is also not
significant. This result indicates that
authenticity is considered self-evident
and accepted in the perception of

Golestan Palace visitors, and
consequently, esthetics directly and
independently influences the

entertainment experience. The lack of
similar studies in this field highlights the
innovation and theoretical and empirical
significance of the findings of the present
research.

4. Conclusion

The present study emphasizes that the
components of the experience economy,
including esthetics, education, and
entertainment, play a decisive role in
creating meaningful experiences and
lasting memories for tourists. Educational
and entertaining experiences not only
enhance the quality of the visitor
experience but also have a positive impact
on post-visit behaviors, including repeat
visits and recommendations to others.
Although the moderating role of
authenticity was not significant in this
study, the high perception of Golestan
Palace's natural authenticity naturally
guaranties the validity and meaningfulness
of the experiences. These results
emphasize the importance of designing a
multi-sensory, engaging, and interactive
museum environment, and show that
creating personalized experiences is key
to enhancing the economic, cultural, and
educational value for visitors.

Based on the findings of the present
study, several practical suggestions are
offered to optimize the tourist experience
at Golestan Palace. First, using multimedia
tools and interactive technologies can
make visitors' learning deeper and more
meaningful. Second, enhancing the
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esthetics of the museum environment,
including optimizing lighting, color
schemes, artwork arrangement, and
creating a harmonious and attractive
space, along with the use of multi-sensory
stimuli such as sound, light, and fragrance,
enriches and makes the visitor experience
more interactive. Third, enhancing
entertainment appeal by designing
interactive activities and utilizing digital
technologies creates a multi-dimensional
and memorable experience that boosts
visitor satisfaction and their desire to
return. Additionally, preserving and
strengthening the museum's cultural and
historical authenticity by providing
authentic  content and  honestly
representing heritage ensures meaningful
experiences and prevents distortion or
excessive commercialization. Ultimately,
comprehensive management of the tourist
experience, which harmoniously
combines esthetics, education, and
entertainment along the visitor's journey,
leads to lasting memories and positive
post-visit behaviors such as
recommending to others and sharing
experiences, thereby enhancing the
economic and cultural value of the tourism
experience.

Among the main limitations of this
research, several important points can be

mentioned. First, many tourists traveled in
groups and did not have sufficient
opportunity or time during their trip to
participate in data collection and complete
questionnaires, which limited researchers'
access to this group. Second, during the
research period, the number of visitors to
tourist destinations decreased, and due to
specific conditions and circumstances,
many tourists were unwilling to visit the
collections; as a result, the research
sample size was limited. Third, the
location of Golestan Palace is in a busy
area and its proximity to other high-traffic
areas of Tehran made access difficult for
visitors and likely affected the
participation of some individuals.
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