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Abstract: In order to better understand the relationship between experiential authenticity and
storytelling intention, based on the stimulus- organism- response model, this study takes the Kaiping
Daiolou and Villages, a World Cultural Heritage site, as a case study. The aim is to explore how
tourists perceive experiential authenticity in the process of travel experience, as well as the
mechanism by which tourists’ experiential authenticity affects perceived value, satisfaction, and
storytelling intention. The results of this study are as follows: (1) The original authenticity and
interactive authenticity of tourists have a significant positive impact on emotional authenticity; (2)
The original authenticity, interactive authenticity and emotional authenticity of tourists have a
significant positive impact on perceived value; (3) Interactive authenticity, emotional authenticity,
and perceived value have a significant positive impact on satisfaction, while the original authenticity

of tourists has a significant negative impact on satisfaction; (4) Interactive authenticity, emotional

authenticity, perceived value and satisfaction have a significant positive impact on storytelling

intention, while the original authenticity of tourists has no impact on storytelling intention.
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