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Abstract: This study examines the influence of tourists' intercultural 

communication, tourism destination marketing methods, and visitors' 

individual cultural experiences on tourist satisfaction and loyalty in the 

Guangxi region of China. A total of 593 valid visitors completed 

questionnaires to engage in the study, and researchers utilized structural 

equation modeling (SEM) to evaluate the research hypotheses. The 

results indicate that travelers' intercultural contact, efficient marketing 

tactics for tourism destinations, and individual cultural experiences 

substantially improve visitor pleasure. Furthermore, tourist satisfaction 

significantly mediates the impact of intercultural communication, 

marketing methods, and individual cultural experiences on visitor 

loyalty. This underscores the interdependence of these aspects and 

stresses the necessity of crafting a whole experience for visitors. The 

findings highlight the importance of cultivating internal psychological 

resources, including cultural knowledge and flexibility, to enhance the 

institutional support techniques offered by tourist stakeholders. This 

study also makes a substantial contribution toward expanding cognitive 

dissonance theory. It has pragmatic consequences for governmental and 

tourist enterprises seeking to improve the experiences of both domestic 

and foreign travelers. As the tourism sector evolves, comprehending 

these dynamics will be crucial for formulating successful marketing 

strategies that appeal to varied tourist demographics, assuring sustained 

growth and competitiveness in the global tourism market. 
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The tourism industry promotes globalization through events like traditional heritage and 

culture exhibits, and it has become essential to speed up cross-cultural communication (Alamineh 

et al., 2023; Butler, 2024). More and more travelers are traveling across borders to experience the 

cultures and customs of other places as a result of the tourism industry's rapid growth (Gato et al., 

2022; Lohana et al., 2023). However, how to market these tourism products to suit the needs of 

travelers from different cultural backgrounds has become a pressing issue in the context of cross-

cultural communication. Furthermore, cross-cultural considerations must be fully taken into 

account in the design and marketing of tourism products because travelers from diverse cultural 

backgrounds have different needs, preferences, and behaviors (Ho et al., 2024; Koc & Ayyildiz, 

2021). China is a popular destination for tourists from around the world because of its rich historical 

culture and varied ethnic customs (Li & Sheng, 2025; Yang et al., 2025). China has established 

itself as one of the most popular travel destinations worldwide. It illustrates the necessity of making 

calculated investments in the travel and tourism industry as well as growing internationally 

recognized travel destinations. Guangxi's distinctive ethnic culture, scenic landscape, and folk 

traditions offer a wealth of resources for tourism-related products, particularly in the ethnic 

minority areas. 

Guangxi Zhuang Autonomous Region's diverse ethnic population, rich cultural history, and 

stunning natural landscape make it an excellent destination (Jia et al., 2023; Liu et al., 2023; Meng 

et al., 2024). Particularly near Guilin and the Li River, the area is renowned for its stunning karst 

mountains. Both domestic and international travelers are drawn to these mountains in search of 

breathtaking scenery and outdoor experiences (Yang et al., 2026). Some ethnic groups, including 

the Zhuang, Yao, and Miao, call Guangxi home. Their distinctive festivals, customs, and cuisines 

are open to visitors. More than 386 million people from rural areas visited the region in 2021, a 

25.7% increase from the previous year. The competition among picturesque locations and the quick 

rise of rural tourism create a vibrant atmosphere for scholarly research. Furthermore, the historical 

significance and cultural diversity of Guangxi including the Zhuang ethnic group, offer distinctive 

perspectives on how culture and tourism interact (China Guangxi, 2023). 

Cross-cultural adaptability, or the capacity of tourists to adjust to novel and unfamiliar 

cultural contexts, is another important factor affecting the satisfaction of both domestic and foreign 

tourists. This idea refers to the behavioral, emotional, and cognitive skills that allow people to 

perform well in various cultural contexts (Collie, 2020; Lee, 2023; Mahadevan & Steinmann, 

2023). The region's dedication to eco-friendly tourism and the incorporation of local communities 

into the framework offer valuable insights for researchers. Despite the growing body of literature 

that highlights the value of cross-cultural communication, marketing strategy diversity, and cross-

cultural adaptability, there is still a need to understand how these factors boost tourists' cultural 

personal experiences and loyalty. Additionally, marketing tactics and the cultural experiences of 

tourists play a crucial part in determining their level of satisfaction and loyalty. This disparity raises 

the question: Do cross-cultural marketing tactics directly enhance visitor satisfaction and loyalty? 

Does visitor satisfaction act as a mediator between the predictor variables and visitor loyalty? 

Closing these gaps is essential to creating more inclusive and focused support plans that consider 

the psychological and institutional aspects of travelers' adjustment to more varied travel 

environments. 

This study seeks to investigate the marketing strategies for tourism products in ethnic 

minority areas of Guangxi within the context of cross-cultural communication. In addition, this 

study combines cross-cultural communication theory with tourism marketing theory, providing 

new perspectives and methods for formulating marketing strategies for tourism products. This 

combination of research constructs enhances our understanding of the needs and preferences of 

tourists from diverse cultural backgrounds, allowing us to develop more precise and effective 
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marketing strategies. The result of this study contributes to enriching and improving the theoretical 

system of tourism marketing. The research conducted in this project will also provide empirical 

support for the application of cross-cultural communication theory in the tourism field. 

 

Literature Review 

 

Cognitive Dissonance Theory 

 

The cognitive dissonance theory provides solutions for people's psychological discomfort 

experienced by individuals when confronted with contradicting attitudes, behaviors, or beliefs 

(Hinojosa et al., 2016; Zhang & Cao, 2023). This theory is highly relevant to cross-cultural 

communication, especially in marketing and tourism contexts. In addition, tourists encounter 

beliefs, attitudes, or behaviors in intercultural communication that diverge from their own cultural 

norms. Cognitive dissonance may arise from these disparities, particularly for tourists encountering 

culture shock or misinterpretation (Junaidi et al., 2025; Liu, 2023; Majeed et al., 2022; Xi et al., 

2022). It demonstrates that effective intercultural communication mitigates dissonance by fostering 

understanding and aligning expectations with experiences. In addition, tourism companies can 

mitigate dissonance and enhance overall satisfaction with regard to employing cultural adaptation 

measures such as bilingual help or staff culture training (Malecka & Pfajfar, 2025; Xu et al., 2022). 

However, dissonance is frequently diminished, perceived authenticity is enhanced, and client trust 

is bolstered by culturally attuned marketing that respects local customs and traditions. Similarly, 

varied marketing methods must resonate with multicultural populations. In addition, a tourism 

destination may be dismissed due to dissonance in messaging (see figure 1). 

Customizing marketing for distinct cultural segments guarantees alignment between the 

message and customer identity, hence minimizing psychological conflict (Chandra et al., 2022; 

Khan et al., 2025; Wang et al., 2026). This approach acknowledges that travelers come from varied 

origins, each with distinct values, beliefs, and expectations that influence their travel experiences. 

A tourist's cultural background profoundly impacts the assessment of their personal experiences. 

When an experience corresponds with expectations and cultural values, it results in heightened 

happiness and loyalty (Batra & Keller, 2016). Consequently, tourism companies can deliver 

tailored, culturally attuned experiences that align with the varied backgrounds of their clients. 

Moreover, efficient communication is crucial for establishing precise expectations and cultivating 

a sense of belonging among tourists. Additionally, creating a space that values cultural diversity 

not only brings quick rewards but also builds long-lasting loyalty and encourages positive 

recommendations. In a competitive global tourist sector, comprehending and addressing cultural 

nuances and marketing techniques is essential for success. A dedication to cultural sensitivity can 

enhance the visitor experience, making it both unforgettable and significant. 

 

Tourists loyalty 

 

Tourist loyalty denotes a traveler's dedication to returning to a destination or endorsing it 

to others, predicated on prior favorable experiences (Kanwel et al., 2019; Sahabuddin et al., 2024). 

The tourists’ loyalty notion includes both behavioral loyalty, characterized by actual repeat visits, 

and attitudinal loyalty, which signifies the intention to return or endorse a destination. These 

characteristics demonstrate the intricate relationship between enjoyment, emotional attachment, 

and trust in the destination (Liu et al., 2020; Nyamekye et al., 2023). The difference between 

attitudinal loyalty, characterized by psychological factors and positive opinions of visitors, and 
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behavioral loyalty, evidenced by acts such as recurrent visits (Närvänen et al., 2020; Papadopoulou 

et al., 2022). The tourists' loyalty is essential for the viability of tourism sites (Jin et al., 2024). 

Tourist loyalty is influenced by several factors, including destination image, perceived value, 

contentment, service quality, and emotional experiences. Furthermore, emotional involvement, 

including feelings of welcome or cultural connection, has been demonstrated to enhance the 

probability of repeat visits and referrals (González-Reverté et al., 2025; Sasongko et al., 2025). The 

visitors' emotions can foster a profound commitment, motivating travelers to not only revisit but 

also to disseminate their cultural experiences with others. 

 

Tourists’ cross-cultural adaptability 

 

Cross-cultural adaptability refers to an individual's ability to function effectively in 

culturally diverse settings by adjusting cognitively, emotionally, and behaviorally (Han et al., 2022; 

Liao et al., 2021). For local and international tourists, particularly those from developing countries, 

the tourism provided requires a critical skill that determines how well they integrate into new 

academic, social, and cultural environments. The tourists often face challenges such as language 

barriers, unfamiliar academic norms, and cultural misunderstandings, which demand high levels of 

cultural sensitivity and adaptive behavior. Previous research demonstrates that higher cross-cultural 

adaptability is associated with lower levels of stress, stronger social relationships, and greater 

tourist persistence (Ersoy & Akçaoğlu, 2025; Setti et al., 2022). The visitors’ adaptability in 

travelling is often influenced by environmental factors, peer networks, and intercultural 

experiences (Feraco et al., 2022; Li & Jiang, 2025). Intercultural communication support, in 

particular, can serve as an enabler by facilitating structured interactions and reducing ambiguity in 

the host environment. Furthermore, intercultural communication has a direct effect on tourists’ 

satisfaction. 

H1: Inter-cultural communication has a positive and significant effects on tourists 

satisfaction. 

 

Diversity in marketing strategies 

 

Implementing a variety of culturally sensitive techniques to effectively market goods and 

services to a wide range of consumer segments is known as diversity in marketing strategies (Ding 

et al., 2023; Khan et al., 2025). It tailors value propositions, communication channels, marketing 

messaging, and imagery to draw travelers from various demographic, linguistic, and cultural 

backgrounds (Kotler & Keller, 2016). Multicultural advertising, regional branding, inclusive 

content, and tailored messaging that appeals to different types of travelers are all part of it 

(Campbell et al., 2025). Diverse marketing approaches have a big impact on how satisfied tourists 

are. It demonstrates that culturally relevant marketing successfully manages expectations and 

reduces the possibility of disappointment upon arrival with regard to accurately representing a 

tourism destination (Wang & Luo, 2025). Diverse marketing techniques improve the entire travel 

experience with regard to providing highlights, accessible options, or accommodating services; 

show cultural and social awareness; and boost customer satisfaction in niche markets (Lim et al., 

2022; Vij et al., 2025). Visitors are more likely to feel valued and welcomed, which raises 

satisfaction levels and increases the likelihood that they will return. 

H2: Diversity of marketing strategies has a positive and significant effects on 

tourists satisfaction. 
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Tourists' cultural personal experience 

 

The tourists’ cultural personal experience denotes the individual and subjective interaction 

with the cultural elements of the tourism destination (Jiang et al., 2024; Ortiz et al., 2024). It 

includes communication, engagements, and interaction with local people (Rasoolimanesh et al., 

2021). The tourist's individual and cultural perspective mediates these experiences, rendering each 

encounter distinct and profoundly personal. Cultural personal experiences profoundly impact 

tourist satisfaction. When visitors regard cultural interactions as pertinent, genuine, and considerate 

of their values, it leads to favorable emotional reactions, increased satisfaction, and a more 

profound bond with the place (Nyamekye et al., 2023; Qiu et al., 2025). Furthermore, visitors with 

strong cross-cultural adaptation demonstrate openness to cultural differences, tolerance for 

ambiguity, and improved communication skills in intercultural settings. It proves that a traveler 

who prioritizes historical education would likely experience greater happiness in immersive history 

tours, but one who values cultural engagement may derive enjoyment from homestays or local 

festivals. The extent of cultural familiarity or novelty is also significant. Some travelers want 

cultural familiarity for comfort, while others pursue cultural novelty for pleasure and enrichment 

(Goo et al., 2022; Li et al., 2024). Destinations providing tailored and culturally inclusive 

experiences are more adept at fulfilling various tourist expectations. Consequently, comprehending 

and addressing the cultural aspects of the tourist experience is vital for improving satisfaction and 

promoting repeat visits. 

H3: Tourists’ cultural experience has a positive and significant effects on tourists 

satisfaction. 

 

Tourists’ satisfaction 

 

Tourist satisfaction has emerged with regard to travelers' experiences during a trip (Lim et 

al., 2024; Tagiya & Mara, 2024). It is a complex concept that includes several components, such 

as the quality of services provided, the overall experience at the location, and the congruence of 

the trip with the traveler’s personal beliefs and preferences. Elevated satisfaction levels are 

essential for cultivating strong relationships between tourists and destinations, as well as for 

encouraging loyalty and recommendations for tourism locations (Goo et al., 2022; Qiu et al., 2024). 

Tourist satisfaction significantly influences tourist loyalty in several ways (Sahabuddin et al., 

2024). The essence of international tourism activities is actually the communication between 

tourists and hosts, which is cross-cultural in nature and inevitably leads to some cultural 

misunderstandings. The cultural connotation of tourism relates to sustainable tourism development. 

When travelers have great experiences that meet their expectations, they are more likely to build a 

connection to the area. This emotional connection can result in attitudinal loyalty, in which visitors 

indicate a wish to return or recommend the site to others (Lim et al., 2024; Papadopoulou et al., 

2022). Satisfied travelers frequently share their experiences via word-of-mouth, which can help the 

destination's reputation and attract more visitors. Furthermore, contentment can lead to behavioral 

loyalty, as evidenced by real revisits. 

H4: Tourists’ satisfaction has a positive and significant effects on tourists loyalty. 

 

Tourists’ loyalty towards satisfaction 

 

Tourist satisfaction serves as a crucial intermediary in the relationship between visitor 

intercultural communication and visitor loyalty (Qiu et al., 2024; Zhou & Yu, 2022). It 
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demonstrates that effective intercultural communication makes travelers' experiences better by 

facilitating a reciprocal relationship and understanding the local culture's value. Tourists gain 

insights into cultural practices, customs, and values for meaningful communication and interactions 

with locals (Alamineh et al., 2023; Gaonkar & Sukthankar, 2025). The tourists felt emotionally 

connected to the local culture when they recognized and valued their cultural backgrounds. 

Differential marketing methods entail customizing marketing initiatives to address the distinct 

requirements and preferences of different tourist categories (Chandra et al., 2022; Wang et al., 

2024). Furthermore, successful difference marketing can foster a sense of belonging and 

appreciation among tourists. Differentiated marketing techniques that appeal to various tourist 

categories can substantially improve tourist satisfaction (Ho et al., 2024; Wilopo & Nur alam, 

2024). Personal cultural experiences denote the distinctive exchanges and engagements that 

travelers encounter with the local culture, encompassing traditions, customs, and social behaviors 

(Li et al., 2024; Yang et al., 2025). Tourists interacting with the local culture generate unforgettable 

experiences that align with their personal beliefs and expectations. This increased contentment 

cultivates a robust emotional bond with the destination, rendering tourists more inclined to 

demonstrate loyalty (Qiu et al., 2025). It demonstrates that personal cultural experiences 

profoundly affect tourist satisfaction, which mediates the connection between these experiences 

and visitor loyalty. This highlights the need to offer genuine cultural experiences to cultivate lasting 

connections with travelers. 

H5: Tourists’ satisfaction positively mediating the relationship between 

tourists’ intercultural communication and tourists’ loyalty. 

H6: Tourists’ satisfaction positively mediating the relationship between 

marketing strategies and tourists’ loyalty. 

H7: Tourists’ satisfaction positively mediating the relationship between 

tourists’ cultural personal experience and tourists’ loyalty. 

 

Figure 1 

Research framework. 

 

Questionnaire design 

 

This study applied convenience sampling. The subjects of this study were visitors to tourism 

destinations in Guangxi. The participants in this study are visitors to Guangxi tourism destinations 

who requested to fill out the survey. The research instrument was validated by two experts: an 
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English-Chinese translator. A pretest and pilot study were applied to verify the clarity of the 

research instruments (Podsakoff et al., 2003). The questionnaire items were modified to suit the 

research context and subjected to six rounds of independent pilot testing. Furthermore, a pilot test 

was carried out to confirm the final wordings of the formal investigation. The pilot test aims to 

identify various responses and implications of the participants related to the questions in the pre-

test. A total of 593 tourists filled out the questionnaires, which were conducted between May 1st, 

2025, and June 10th, 2025. 

 

Measures 

 

Structural Equation Modeling (SEM) was chosen for its capacity to evaluate several 

interconnected constructs concurrently. The SEM results provide significant insights into how 

intercultural communication, diversity of marketing strategy, and visitors' cultural personal 

experiences affect tourists’ satisfaction and loyalty. Cross-cultural adaptation was assessed using 

items derived from Huang et al. (2024) and Nadeem & Zabrodskaja (2023). The marketing 

strategies were adopted from Latifah et al. (2021). Furthermore, tourists’ personal cultural 

experience refers to Cheng and Chen (2022). Tourists’ loyalty and satisfaction were measured based 

on the framework established by Pai et al. ( 2021). A total of 655 participants filled out the 

questionnaires. However, 593 valid responses were preserved (92.3%). 

 

Table 1 

Participant demographic 

Demographics Frequency Percentage (%) 
Accumulated Percentage 

(%) 

Gender    

Male 290 48.9 48.9 

Female 303 51.1 100.0 

Age    

under 30 188 31.7 31.7 

31-45 211 35.5 67.2 

Above 45-year-old 194 32.8 100.0 

Education    

Bachelor 235 39.6 39.6 

Master 275 46.3 86.1 

Doctor 83 13.9 100.0 

Status Tourist    

Local tourist 426 71.8 71.8 

International tourist 167 28.2 100.00 

Experience to visit Guangxi    

1st time 331 55.8 55.8.0 

2-3 times 187 31.5 87.3.2 

More than 3 times 75 12.7 100.0 

 

All participants provided informed consent prior to enrollment in the study. Written 

informed consent was obtained from all individuals included in the research. The study protocol 

was reviewed and approved by the Ethics Committee of Mahachulalongkornrajavidyalaya 

University and was conducted in strict accordance with the ethical principles outlined in the 

Declaration of Helsinki. 
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Data Analysis 

 

AMOS 22 and SPSS 22 statistical software programs are used to analyze data. Furthermore, 

hypothesis testing was carried out by applying the structural equation model (SEM). The Pearson 

correlation coefficient was also applied to determine the correlation between predictor and criterion 

variables (Table 2). Common method variance (CMV) was adopted as an anticipation and post-

detection procedure. Lastly, this study employed the Hayes (2018) bootstrapping method to 

examine the mediating and indirect effects of tourists' satisfaction on their loyalty. 

 

Table 2 

Correlation matrix for measurement scales 

Constructs Mean SD IC MS CE OS PL 

IC 

 

5.56 0.371 

 

  0.774 

 

    

MS 5.78 

 

 

0.468 

 

0.417**  0.739 

** 

   

CE 5.72 0.505 

 

0.419** 0.524** 0.789 

 

  

OS 4.87 1.211 0.374** 0.424**     0.335** 0.815  

PL 

 

 

 

 

 

5.32 0.855 

8 

 

 0.265** 0.324**  0.541** 0.335** 0.836 

 

 

 

Significant at **: p < 0.01 

 

Results and Discussion 

 

Measurement Results 

 

The Structural Equation Modeling (SEM) was used to test the proposed model and the 

research hypothesis. The measurement model was probably based on the confirmatory factor 

analysis (CFA) to examine the reliabilities and validities of the research constructs. The structural 

model was used to test the strength and direction of the proposed relationships among the 

constructs. 

Table 3 shows the items of all the variables’ reliability among the variables. 

 

Table 3 

Measurement results 
Constructs MLE estimates 

factor loading/ 

measurement error 

Squared 

multiple 

correlation 

(SMC) 

Composite 

reliability 

(CR) 

Average 

variance 

extracted 

(AVE) 

Cronbach’s α 

Intercultural competence  0.907 0.509 0.894 

 

IC1: I can interact to other cultures.  0.767    

IC2: People from other culture have 

value. 

0.716    
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Table 3 

Continued 
IC3: My friends are from different 

culture 

0.672    

IC4: I feel comfortable with people 

from different culture. 

0.793    

IC5: I always interact with people from 

other cultures. 

0.813    

Business diversity strategy   0.793 0.394 0.765 

BD1: The company shown the 

innovation and creativity 

0.764    

BD2: The company concern on 

tourists’ satisfaction 

0.733    

BD3: The compant provide a good 

services and products 

0.601    

BD4: The company designs tourist’ co-

creation value 

0.726    

BD5: The companies use strategies for 

products and services 

0.607    

BD6: The company develop a product 

quality assessment 

0.784    

BD7: The company concern on 

tourism need 

0.742    

Cultural experience   0.862 0.530 0.892 

CE1: The company provide a good 

destination. 

0.687    

CE2: The tourism destination played 

cultural theme. 

0.738    

CE3: The company provides cultural 

exhibitions. 

0.716    

Visitor satisfaction (Pai et al., 2021)     

VS1: The trip has enriched my life.     

VS2: I accomplished the purpose of 

the vacation.  

    

VS3: I have a positive view about 

things and my trip. 

    

VS4: I satisfied visit the tourism 

destination.  

    

Tourists loyalty  0.773   

TL1: I will revisit this destination. 0.765    

TL2:  Revisiting this place. 0.759    

TL3: I would recommend this place. 0.698    

TL4: I would stay more in destination. 0.760    

 

Structural Model 

 

The model fit for the data was adequate χ2 5.851, GFI = 0.904, NFI = 0.909, CFI = 0.904, 

IFI = 0.905, and RMSEA = 0.051. The results revealed several significant relationships among the 

studied variables (Hair Jr et al., 2019). First, intercultural competence support, diversity marketing 

strategy, and cultural experience activities have a positive and significant effect on visitor 
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satisfaction (γ11 = 0.542, p < 0.001; γ12 = 0.360, p < 0.01; γ13 = 0.408, p < 0.05) to support H1, 

H2, and H3. Moreover, visitor satisfaction has a positive effect on influencing visitor loyalty (γ14 

= 0.553, p < 0.001); hence, H4 is supported. 

 

Table 4 

Proposed model results 

Hypotheses Coefficients Test results 

H1 γ11 Intercultural competence 

Support 

→ Visitor Satisfaction 

 

0.542*** Supported 

H2 γ12 Diversity marketing 

strategy 

→ Visitor Satisfaction 

 

0.360** Supported 

H3 γ13 Cultural experience 

activities 

→ Visitor Satisfaction 

 

0.408* Supported 

H4 γ14   Visitor Satisfaction → Visitor Loyalty 0.553*** Supported 

Note: Significant at *: p < 0.05, **: p< 0. 01, ***: p < 0.001 

 

Mediation Effect 

 

The results of Table 5 present a mediation analysis that examines the direct and indirect 

effects of predictor variables (e.g., intercultural communication, marketing strategy, and tourists’ 

personal experience) on tourists’ satisfaction and loyalty. The indirect effect of predictor variables, 

suggesting that tourist loyalty is a significant mediator in this relationship to support H5 and H6. 

This implies that tourists who feel supported by personal experience are more likely to develop 

higher levels of psychological resonance, which subsequently enhances their satisfaction and 

loyalty. These findings emphasize the necessity of communication and marketing strategies as a 

mechanism by which to support tourists’ satisfaction, while the role of cross-cultural adaptability 

appears as pronounced in the mediating process in the tourism sector. 

 

Table 5 

Mediation result 

Direct effect   b t 95% CI 

Intercultural 

communication 

→ Tourist’ loyalty 0.381 12.894*** (0.322, 0.413) 

 

Indirect effect  b SE 95% CI 

Intercultural communication → Satisfaction → 

Tourists’ Loyalty 

 0.314 0.027 (0.257, 0.286) 

Marketing strategy  → Tourist’ satisfaction  → 

Tourists’ Loyalty 

 0.427 0.024 (0.168, 0.254) 

Tourists’ experience → Tourist’ satisfaction → 

Tourists’ Loyalty 

 0.225 0.021 (0.468, 0.575) 

Note: Significant at *: p < 0.05, **: p< 0. 01, ***: p < 0.001 
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Discussion 

 

Key Finding 

 

This research investigates marketing strategies for tourism products within the context of 

cross-cultural communication, utilizing the tourism assets of ethnic minority regions in Guangxi 

as a case study. The effectiveness of cross-cultural communication skills among tourists from 

diverse cultural backgrounds substantially impacts their understanding, acceptance, and integration 

of the local culture. This study aligns with preliminary studies that found that tourists with better 

cross-cultural communication skills can better understand the core of the local culture and take part 

in ethnic cultural experiences (Setti et al., 2022; Wang et al., 2024). This can help avoid 

misunderstandings and conflicts that can happen when cultures are different (Sultan et al., 2025; 

Dalle et al., 2021). To make tourists happier, it's important to improve cross-cultural 

communication skills (Cheng & Chen, 2022; Yang et al., 2025). It not only encourages a deep 

connection between tourists and the local culture, which makes the trip better, but it also helps 

cultural tourism grow in a sustainable way. It demonstrates that the tourism service providers 

should improve their employees' skills to enhance visitors' experience, which has connections to 

local cultural value. 

The importance of diversified marketing strategies in enhancing tourist satisfaction. By 

providing comprehensive information, tourists can gain a more comprehensive understanding of 

the characteristics and charm of the destination. These strategies collectively influence tourists' 

decision-making process and improve the quality of visitors' travel experience (Ho et al., 2024; 

Khan et al., 2025; Latifah et al., 2021; Nipyrakis et al., 2026). Therefore, diversified marketing 

strategies are an effective way to enhance tourist satisfaction. Hence, the tourism industry should 

attach immense importance to the formulation and implementation of diversified marketing 

strategies. The diversity of marketing strategies serves as a crucial prerequisite and foundation for 

ensuring tourists' satisfaction and loyalty. Tourists with high satisfaction are more inclined to 

become loyal customers. They are not only willing to repurchase tourism services, but also willing 

to bring continuous customer sources to the tourist destination through word-of-mouth 

communication. It proves that effective marketing strategies that promote cross-cultural 

communication guarantee that both tourists and locals benefit from significant connections and 

shared experiences. 

Cultural experience activities provide tourists with unique and novel travel experiences to 

explore foreign cultures. It also enables tourists to deeply feel the charm and uniqueness of local 

culture during their participation. This result is in line with prior studies that found that cultural 

immersion also enhances tourists' sense of belonging and identification with the travel destination 

(Lohana et al., 2023; Małecka & Pfajfar, 2025; Tansen, 2026). Therefore, tourism destinations 

should attach great importance to the development and promotion of cultural experience activities 

(Ortiz et al., 2024; Pai et al., 2021). This approach can attract more tourists seeking unique travel 

experiences and comprehensively enhance visitor satisfaction and loyalty. It proves that the 

tourists’ satisfaction emerged when tourists are satisfied with the promotional information of a 

tourist destination. In addition, tourists with high satisfaction are more willing to express their love 

and support for the tourist destination through purchasing behavior. This means that happy tourists 

not only come back, but they also tell their friends and family about their great experiences 

(Dlakavu, 2026), which brings in additional potential tourists. 

The interaction among these three factors opens up new paths for expanding the market 

share and enhancing brand awareness of tourism products. Specifically, enhancing tourists' cross-
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cultural communication skills is crucial (Qiu et al., 2024; Zhou & Yu, 2022). The use of cross-

cultural marketing tactics has markedly improved the market competitiveness of tourist locations, 

demonstrating the efficacy and necessity of this approach (Alamineh et al., 2023; Chandra et al., 

2022; Wang et al., 2024). Furthermore, traveler satisfaction and loyalty are essential for an effective 

tourism marketing strategy towards word of mouth (WOM) and electronic word of mouth 

(eWOM). Tourists’ loyalty contributes to the sustained advancement of the tourism sector (Li et 

al., 2024; Yang et al., 2025). 

  

Theoretical Implications 

 

This study shows that comprehension of tourists' needs and preferences can address 

marketing strategies, based on cognitive dissonance theory. Tourism providers can customize their 

products and services to meet guest expectations. These techniques offer scientific direction for 

tourism product development while simultaneously highlighting local culture in a manner that 

appeals to both domestic and international customers. Consequently, tourism stakeholders can craft 

engaging tales that draw a varied array of tourists by capitalizing on the distinctive characteristics 

of local culture. This study enhances intercultural theory by analyzing Guangxi's increasing 

prominence in the global tourism market, highlighting the significance of cross-cultural 

communication in marketing methods for tourism products. Moreover, the research underscores 

the imperative of modifying marketing strategies to accommodate the varied cultural backgrounds 

of prospective visitors, thereby delivering relevant experiences for tourists. This improves visitor 

satisfaction and fosters sustainable tourism practices that benefit local populations. 

 

Practical Implications 

 

Professional training and management for tourism practitioners are comprehensively 

needed to enhance tourism service awareness and professional proficiency, including establishing 

and improving a training system for tourism practitioners and regularly conducting training in 

service skills, cultural knowledge, emergency handling, and other aspects to ensure that 

practitioners possess professional service capabilities and good professional ethics. Furthermore, 

tourism facilities and infrastructure construction play an indispensable role in improving tourism 

destination image and attractiveness. The tourism vendor and government should invest in tourism 

facilities and infrastructure and strengthen the construction and management of scenic spots, 

transportation, accommodation, catering, and other aspects to promote brand building and the 

promotion of tourist destinations. For the tourism industry in ethnic minority areas of Guangxi, 

strengthening data monitoring and evaluation is not only key to improving the quality of tourism 

services and marketing effectiveness but also an important guarantee for promoting sustainable 

tourism development. The government and tourism service provider should regularly collect and 

analyze tourist feedback and market data; it will comprehensively and objectively reflect the 

operational status and development trends of the tourism industry. 

 

Conclusion 

 

An effective marketing strategy for tourism and products within the framework of cross-

cultural exchanges and addressing the demands of tourists from diverse cultural backgrounds. 

Tourists possessing robust cross-cultural communication skills are more adept at comprehending 

and adjusting to local cultures, minimizing cultural conflicts and misunderstandings, which 

substantially improves their travel happiness. Diversified marketing methods are essential for 
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improving tourist satisfaction. Efficiently addressing the specific needs of tourists can enhance 

their travel experience and pleasure by providing a diverse array of travel information, tailored 

services, and localized marketing campaigns. Furthermore, distinctive cultural experiences can 

captivate tourists, augmenting their interest and involvement with the trip destination, thus 

markedly improving tourist satisfaction. Extremely delighted tourists are more likely to become 

loyal clients, eager to repurchase travel services and attract other potential customers to the trip 

destination through word-of-mouth advertising. Ultimately, cross-cultural communication 

competencies, tourist satisfaction, and loyalty collectively impact the efficacy of tourism 

marketing. Improving these three characteristics not only bolsters tourists' recognition and 

acceptance of tourism items but also markedly enhances the market competitiveness and brand 

image of the vacation location. 

 

Limitations and Future Study Directions 

 

The government ought to support cross-cultural tourism marketing even more and create 

more creative and focused marketing strategies. In particular, it can fully utilize international 

tourism shows as a venue to highlight the distinct charm and vibrant culture of Guangxi's ethnic 

minority regions. It can draw in foreign visitors with its beautiful booth design, engaging cultural 

performances, and thorough tourism introduction materials. At the same time, with the help of 

modern communication means such as digital media, social media, online travel platforms, and 

virtual reality technology, it can broaden the promotion channels, enhance the international 

reputation of Guangxi's ethnic minority areas, and let more people know about and yearn for this 

beautiful land. Furthermore, a comprehensive assessment mechanism for tourism practitioners 

should be established, and regular evaluations and assessments of their foreign language 

proficiency and service quality should be conducted to motivate them to continuously improve 

their professional competence and service standards. 
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