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Abstract: In response to the Saudi Vision 2030, the Kingdom has developed mega entertainment
events in different cities, referred to as cities-based entertainment, to diversify the long prevalent
oil-dependent economy and change the traditional image of the Kingdom as a sole religious tourism
destination. This research develops and tests a conceptual model on the relationship between the
quality cities-based entertainment recently provided at the kingdom, and destination image, quality
of tourist experience, and tourist satisfaction. More specifically, the research examines the direct
influence of quality cities-based entertainment on tourist satisfaction and the indirect influence
through destination image and quality of tourist experience. A structural equation modeling (SEM)
was used to test structural relationships between the research variables. The results showed a positive
and significant influence of event (cities-based entertainment) quality on destination image and on
tourist experience quality. However, the results revealed that event—i.e., cities-based entertainment—
quality failed to have a direct influence on tourist satisfaction. Hence, destination image and tourist
experience quality were found to fully mediate the influence of event quality on tourist satisfaction.
Theoretical and practical implications of the results are discussed and elaborated.

Keywords: cities-based entertainment; tourist satisfaction; destination image; quality of experience;
perceived event quality; Kingdom of Saudi Arabia (KSA)

1. Introduction

Saudi Arabia’s national transformation programs based on the Saudi Vision 2030 aim
to bring radical changes in the way the economy functions and operates [1]. One of the most
fundamental objectives of these national transformation programs is to empower the non-
oil sectors of the economy to diversify the long prevalent oil-dependent economic model in
the Kingdom [1]. Among such major non-oil sectors, the tourism industry has a potential
contribution to economic growth and development. The Kingdom of Saudi Arabia’s (KSA)
tourism industry has a long-sustained image as a religious tourism destination due to the
presence of major Islamic holy sites within the Kingdom attracting religious tourists from
all over the world [2]. Recently, the KSA tourism industry has focused on developing
other tourism niches as a means to empower the overall tourism sector, e.g., cultural,
sports, recreational and shopping festivals. Among these new tourism niches are the mega
festivals or entertainment events, which were launched recently as a response to the Saudi
Vision 2030. These mega entertainment events, which were called the Saudi Seasons or
cities-based entertainment, contribute to changing the traditional image of the Kingdom as
a sole religious tourism destination and open the door for new tourism niches.

Establishing a proper destination image is crucial for competitiveness [3]. This is
because destination image plays a key role in tourist experience and satisfaction [4], shaping
the intention of tourists to visit and revisit the destination [5,6]. Destination image is
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defined as the total impressions perceived by tourists regarding a specific destination [7].
The quality of tourist experience, which involves the interaction with destination, is also
important due to its direct link with perceived value as well as tourist satisfaction [8].
Tourist satisfaction is crucial for business survival as tourists hold the key for tourism
development and growth [9].

Earlier studies [4,6,8] on the relationship between event quality, destination image, and
quality of experience and tourist satisfaction showed a positive relationship between these
variables. For instance, a recent study [4] showed that event quality positively influences
destination image, perceived value, tourist satisfaction, and loyalty towards a destination.
However, such studies often conducted in western and/or eastern countries, context with
limited studies on developing country context, especially where tourism development is
at early stages and event tourism is totally a new experience in these countries like the
case of KSA. Proper understanding of factors that affect tourist satisfaction in relation to
these cities-based entertainments will help policymakers better plan and organize these
events to achieve tourist satisfaction. This will definitely influence tourism development in
the country and on its contribution to the overall economy. Additionally, it is also crucial
to understand whether the results obtained from developed countries can be adapted to
developing countries, i.e., KSA where tourism is a new experience for policymakers.

This study develops and tests a conceptual model on the relationship between the
quality cities-based entertainment in KSA (these are mega events undertaken at different
regions or cities in the country), destination image, quality of tourist experience, and tourist
satisfaction. The study examines the direct impact of cities-based entertainment quality on
forming a proper destination image, quality of tourist experience, and ultimately on tourist
satisfaction. The study also addresses the curial role of destination image and quality of
tourist experience in the relationship between cites-based entertainment quality and tourist
satisfaction.

2. The Saudi Context

In April 2016, the Crown Prince Mohammed bin Salman launched the Saudi Vision
2030 which aims to diversify the economy and decrease the Kingdom’s over dependence
on oil. KSA has launched various plans for achieving this vision by developing non-oil
sectors, e.g., tourism and entertainment. Tourism and entertainment have become growth
drivers for the economic rise in KSA. This includes an increase in inbound tourism and
reduction of outbound tourism. The Saudi Commission for Tourism and Heritage (SCTH)
was established to promote religious as well as other niches of tourism, e.g., entertainment.
Given the Saudi Vision 2030, the government aims to become one of the biggest key players
in the global tourism sector and number one in the Middle East.

According to the study conducted by the Travel and Tourism Council (WTTC), the
travel and tourism sector in the year 2018 contributed SAR 244.6 billion (US $65 billion)
to the economy of Saudi Arabia. The travel and tourism sector represents 9% of the total
economy of the country, which means one in every eleven Riyals is being generated by
the travel and tourism sector. The study by WTTC, showed that the travel and tourism
sector in KSA supports a total number of 1.1 million jobs, or 8.5% of the total employment.
The study also confirmed that the travel and tourism sector contributed strongly to the
kingdom’s economy and has long been recognized as the driver of economic growth, job
creation, as well as the development of remote rural areas [10].

Several tourism projects have been initiated for enhancing the number of tourists
within Saudi Arabia. Hence, in September 2019, KSA introduced a new tourist visa for
foreign visitors to attract them to the kingdom. Before this time, the Saudi Arabia’s
foreign tourism market depended almost exclusively on millions of pilgrims who enter
the Kingdom each year to visit the Holy Mosques and perform Omrah and Hajj [2]. The
government hopes that the launch of the tourist visas for the foreigners will open the
door to new markets to explore the kingdom. However, the novel Coronavirus disease
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(COVID-19), which became a worldwide pandemic a few months after the launch of the
tourism visa interrupted this hope.

In response to the Saudi Vision 2030, KSA has organized mega events called the Saudi
Seasons Events. The Saudi Seasons is a cities-based entertainment initiative inaugurated
by the SCTH. This includes eleven seasons or mega events, which take place at different
Saudi regions or cities to cover most of the KSA. The idea of ‘Saudi Season 2019” was first
discussed in mid-2018 and it was a collaboration between different Saudi government
departments under the supervision of the Prime Minister. The Saudi Seasons or cities-based
entertainment aimed at transforming the kingdom into a unique event tourism destination
for the world. These mega events, which include recreational, cultural, shopping, sports,
and business activities, were designed to provide tourists with unique tourism experience.
The head of the General Entertainment Authority (GEA) said that the Saudi Seasons were
very successful events, which contributed successfully to the economy as well as the image
of the country as a unique tourism destination [11]. For instance, the head of GEA argued
that Riyadh Season had more than 11 million tourists and over SAR 4 billion revenues
(US $1.1 billion). These events were interrupted in the 2020 COVID-19 outbreak, but they
are expected to resume in September 2021 [11].

3. Literature Review
3.1. The Influence of Quality Events (Cities-Based Entertainment) on Destination Image and
Quality of Tourist Experience

As highlighted earlier, different government departments in KSA have cooperated
to provide, for the first time, quality Saudi events based on different regions or cities in
the kingdom, hence, they are referred to as “cities-based entertainment”. The government
co-operated with international companies to provide quality service for their tourists since
tourism is new experience in the country. This service quality of events is critical for tourists
as it shapes their perceptions and their intention towards the destination [6,12]. This means
that if tourists perceived the quality of events, they are more likely to spend a long time at
these events and recommend them to family and friends [13].

Research (e.g., [5]) has shown that image plays a significant role in promoting tourism
destinations and is a key for differentiation between destinations. Destination image is
defined as the total impressions perceived by tourists regarding a specific destination [7]. It
has two major components: the cognitive and affective. Cognitive image refers to tourists’
beliefs and knowledge regarding a place, whereas affective image is related to their feelings
and/or emotional responses towards it [14-17]. However, image is a combination of these
two components together [18]. Both components are crucial for shaping the overall tourism
destination images [17], albeit research (e.g., [7]) has confirmed that cognitive image affects
affective image.

The quality of tourist experience is critical since it has a strong association with
perceptions of value and satisfaction, which ultimately affect a tourist’s loyalty [8]. Tourist
experience quality is the perceived quality based on their evaluation of overall experience
at a destination for a specific time [19]. This includes experiencing both the tangible or
physical and intangible or social environment of a destination, which can lead to four
feelings of experience: escapism, relaxation, enjoyment, and involvement [8].

A review of research to date on events (e.g., [4,20-22]) notes several studies examined
the relationship between event quality and destination image. A study [21] examined
the relationship between sports” events quality and destination image and found that
event quality has contributed successfully to creating positive destination image. Addition-
ally, another study [20] found association between event quality and destination image,
perceived value, as well as behavioral intention. Moreover, further research [22] found a
positive effect of destination service quality on affective image. In the same context, a recent
research study [4] examined the association between destination image, perceived value,
tourist satisfaction and loyalty, and event quality. The study showed a significant and
powerful impact of event quality on destination image, perceived value, tourist satisfaction,
and loyalty. The relationships between tourist experience quality, perceived value, tourist
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satisfaction, and loyalty were examined [8]. The study showed that tourists experience
quality positively influences perceived value, tourist satisfaction, and ultimately their
loyalty to the destination. Based upon the above arguments, it could be hypothesized that:

Hypothesis 1 (H1): Event (cities-based entertainment) quality positively influences destination
image.

Hypothesis 2 (H2): Event (cities-based entertainment) quality positively influences tourist experi-
ence quality.

3.2. The Influence of Quality Events (Cities-Based Entertainment) on Tourist Satisfaction

Tourist satisfaction is often defined in the marketing literature using “disconfirmation
theory” which involves the discrepancy between tourist expectation and actual perfor-
mance or perceptions [23]. In other words, tourists are expected to be satisfied if they
perceive performance higher than his/her expectations [24]. In the context of event manage-
ment, research has associated event quality with tourist satisfaction (see for example, [4,25]).
A recent study [25] examined the association between event quality, tourist satisfaction,
and behavioral intentions and found that tourist satisfaction is positively associated with
event quality. Similarly, another recent study [4] confirmed a significant and powerful
impact of event quality on tourist satisfaction and loyalty. Based upon this argument, it
could be hypothesized:

Hypothesis 3 (H3): Event (cities-based entertainment) quality positively influences tourist satisfaction.

3.3. The Influence of Destination Image on Tourist Satisfaction

A review of research (e.g., [6,26-28]) has shown destination image is considered as a
direct predicator of tourist satisfaction. This previous research often supports a positive
relationship between destination image and tourist satisfaction. A study by Wang & Hsu [6]
has developed an integrated model that confirms an association between destination image,
tourist satisfaction, and behavioral intention. Another study showed a positive relationship
between destination image and tourist satisfaction [29]. The study conducted by Chiu
etal. [27] on Chinese tourists in Korea showed that destination image directly and positively
influences their satisfaction and loyalty. Furthermore, the study [27] found that tourist
emotional experiences affect destination image and this in turn impacts tourist satisfaction.
A recent study conducted by Jeong & Kim [4] showed a significant positive impact of
destination image on tourist satisfaction, and loyalty. Based on these statements, it could
be argued that:

Hypothesis 4 (H4): Destination image positively influences tourist satisfaction.

3.4. The Influence of Tourist Experience Quality on Tourist Satisfaction

Supportive evidence has emerged to confirm the positive relationship between tourists’
experience and their satisfaction [25]. According to Kotler et al. [30] destination image leads
to quality experience, which in turn leads to satisfaction. It is well established in marketing
literature that perceived quality determines customer satisfaction [31]. A study on sports
events in Korea [4] showed that perceived value positively influences tourist satisfaction.
On the same line, the study of Jeong & Kim [25] confirmed that tourist involvement with
tours is the core of perceived value and increases tourist satisfaction. The same authors
also argued that the experience quality of tourists is critical for their satisfaction a well as
behavioral intention [4]. Based on these arguments, it could be hypothesized that:

Hypothesis 5 (H5): Tourist experience quality positively influences tourist satisfaction.
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3.5. The Mediating Roles of Destination Image and Quality of Tourist’s Experience in the
Relationship between Quality Events (Cities-Based Entertainment) and Tourist Satisfaction

As previously discussed in Section 3.1, the relationship between event quality, desti-
nation image, and tourist satisfaction is well established (e.g., [4,20-22]). It was confirmed
that event quality significantly influences destination image and in turn destination image
influences tourist satisfaction, and loyalty. Despite this, the mediating effect of destination
image between event quality and tourist satisfaction was not fully examined. There is
evidence that destination images could play a mediating role in this relationship [4] as
shown in Figure 1.

Destination
image

Event quality
(Cities-based
entertainment)

Tourist
satisfaction

Tourist
experience
quality

Figure 1. The research conceptual model.

Research also confirmed that event quality influences perceived quality, experience
and value on one side [4,8] and tourist experience quality influences tourist satisfaction and
loyalty on the other side [8]. The proposed mediating effect of tourist experience quality in
the relationship between event quality and tourist satisfaction could be explained by the
sequential relationship in the marketing literature (e.g., [30,31]) that the provision of quality
service leads to perceived quality experience by the customer and in turn to customer
satisfaction. Based on these arguments, it could be hypothesized that

Hypothesis 6 (H6): Destination image mediates the relationship between event quality and tourist
satisfaction.

Hypothesis 7 (H?): Tourist experience quality mediates the relationship between event quality
and tourist satisfaction.

4. Methods
4.1. Measures and Instrument Development

The main data collection method in this study was a self-administered questionnaire,
which was employed in a quantitative research methodology. All of the variables in this
study were operationalized using a multi-dimensional scale derived from a thorough
literature review to identify valid and frequently used measures. The standard seven-point
Likert scale was used to measure all variables.

Event perceived quality was operationalized by employing the service performance
(SERVPEREF) scale as proposed by Cronin & Taylor [32] to examine the perceived quality of
cities-based entertainment. The scale employed in this paper was a second order factor
representing tangibility, reliability, responsiveness, assurance, and empathy. Similarly,
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tourist experience quality was measured by a second order factor scale derived from ref. [8].
The scale has four dimensions. The first dimension describes variables related to escapism
(i.e., “escapism from everyday life, and problems”). The second dimension measures
indicators related to relaxation (i.e., “physically comfortable and relaxed”). The third
dimension focuses on variables related to enjoyment (i.e., “doing something memorable
and having fun”). The fourth dimension describes items related to involvement (i.e.,
“involvement in the process and having some control over the outcome”). In the same
way, destination image was operationalized by a second order factor scale derived from
ref. [33]. The scale has two dimensions describing the affective and cognitive attributes
of the destination. The affective dimension focus on items that describe visitors’ feelings
or emotional responses toward destination, while the cognitive dimension has items
representing visitors” knowledge of and beliefs regarding the destination. Finally, tourist
satisfaction was measured by three variables as suggested by Moon & Han [8] (see Table 1).
The questionnaire was structured to cover 5 main parts, the first part concerns en-
quires about the demographic characteristics of the event visitors, the second one covers
tourist satisfaction items, the third part enquires about the destination image, the fourth
section asks visitors about their experience quality, and the final section investigates event
perceived quality. To validate the questionnaire, it was translated from its original English
to tourist native Arabic language and then back translated by an English-Arabic specialist.
Seven academics and eight professionals in event industry pre-tested the instrument. Ev-
eryone was asked to assess the content validity of the instrument items and provide any
feedback. The observations of the respondents were then used to purify the instrument.

4.2. Sampling and Collecting Data

This paper was directed to visitors (internal tourists) of events in the Kingdom of
Saudi Arabia (KSA). The research teams contacted the organizers of these events and asked
them for their support to access participants of these events. The questionnaires were
distributed and collected by the research team, which gave the opportunity to explain the
purpose of the research and ensure a high response rate. A total of 600 self-administered
questionnaires were dropped to tourists before being collected utilizing a simple random
sample method [34]. A total of 555 tourists completed the questionnaires, with no missing
data and 80 percent response rate.

To test if the mean scores of early-respondents and late-respondents were different,
a T-test was employed. There were no statistically significant discrepancies in the data,
suggesting that non-response bias was not an issue [35]. Tourists were kindly requested to
complete the self-administrated questionnaire in all the predesigned six sections, therefore,
common method variance (CMV) may be a potential problem in this study [36].

To deal with CMYV, several approaches were used, as recommended by Podsakoff
et al. [36]. Tourists were told that their responses would remain anonymous and discreet.
Second, the instrument was designed in such a way that dependent questions came before
independent questions [37]. Finally, Harman's single factor technique was used to assess
CMYV, in SPSS version 26, all measurements were subjected to EFA, and the factors to extract
were set to 1 using an unrotated factor solution. As a result, one component was found to
account only for 31% of the variance. These tests, when taken together, suggest that CMV
is not a concern.
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Table 1. Loadings, t-values, M, S.D, and Factor properties.

Factors and Items Loading t-Value M! S.D.?2 Properties
Event (cities-based entertainment) quality [32], (a = 0.978) CR 3 =0.977; AVE * = 0.894; MSV ® = 0.454
EQ_1: Tangibility “refers to physical facilities, equipment, personnel, and communication materials” 0.969 F 5.73 1.186
EQ_2: Reliability: “refers to the dependability and accuracy of the service provider” 0.934 50.628 5.63 1.379
EQ_3: Responsiveness “refers to the ability to know and willingness to respond to visitors’ needs” 0.979 69.654 5.70 1.220
EQ_4: Assurance “refers to the ability of employees to instill confidence and trust in the event” 0.923 47.584 5.63 1.281
EQ_5: Empathy “refers to the ability of the employees in providing a caring service to visitors” 0.925 48.020 5.65 1.213
Tourist (visitor) experience quality [8], (a = 0.972) CR =0.972; AVE = 0.897;, MSV = 0.843
TEQ_1: Escapism: “represents escapism from everyday life, and problems” 0.942 F 5.81 1.080
TEQ_2: Relaxation “represents physically comfortable and relaxed” 0.922 42.035 5.75 1.143
TEQ_3: Enjoyment “represents doing something memorable and having fun” 0.967 51.939 5.85 1.118
TEQ_4: Involvement “represents being involved in the process and having some control over the outcome” 0.966 51.752 5.85 1.133
Destination image [33], (a = 0.944) CR =0.946; AVE = 0.898; MSV = 0.581
DI_1: Affective “refers to visitors’ feelings or emotional responses toward destination” 0.910 F 5.67 1.234
DI_2: Cognitive “represents visitors’ knowledge of and beliefs regarding the destination” 0.984 29.918 5.83 1.170
Tourist satisfaction [8], (a = 0.964) CR = 0.965; AVE = 0.903; MSV = 0.843
TS_1: “My overall evaluation of this destination is positive.” 0917 F 5.77 1.241
TS_2: “My overall assessment of this tour experience is favorable.” 0.974 46.324 5.77 1.170
TS_3: “I am satisfied with this tourism experience.” 0.952 42.661 5.77 1.169

1 = Mean (M), 2 = standard deviation (S.D.), 3 = composite reliability (CR), 4= Average Variance Extracted (AVE), 5 = common method variance (CMV). Model fit: (x2 (71, N = 555) = 212.787, p < 0.001, normed
Xz =2.997, RMSEA = 0.0267, SRMR = 0.0245, CFI = 0.966, TLI = 0.969, NFI = 0.967, PCFI = 0.785 and PNFI = 0.776).
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There were 300 females (54%) and 255 males (46%) among the 555 valid responses.
The majority (75%) were between the ages of 26 and 39, with a bachelor’s degree (70%).
Most visitors (66%) were single, and more than half (55%) had previously attended an
event in Saudi Arabia. Variable mean scores range from 5.63 to 5.85 on a scale of one to
seven. The standard deviation (S.D.) scores range from 1.08 to 1.137 (see Table 1), indicating
that the data is more widely distributed and less crowded around the mean value [38].

5. Data Analysis and Findings

Structural Equation Modeling (SEM) was employed as the main data analysis method
in this study, using Amos v.21 graphics and Maximum Likelihood Estimation technique.
Following Anderson & Gerbing [39] recommendations, a two-step approach was used.
First-order confirmatory factor analysis (CFA) was used in the first phase to assess the
measurement model’s reliability, convergent, and discriminant properties. In the second
phase, the hypothesized structural model was evaluated. Several fit indices to determine
the level of model fit to data were recorded [40,41], as indicated in Table 1.

5.1. Measurement Model

The purpose of employing CFA was to examine the validity and reliability of the
latent unobserved dimensions. The CFA model’s output reveals an excellent model fit, as
seen in Table 1: X2 < 0.001, normed )(2 =2.997, RMSEA = 0.026, SRMR = 0.024, CFI = 0.966,
TLI = 0.969, NFI = 0.967, PCFI = 0.785, and PNFI = 0.776 (see Table 1). The Cronbach’s
alpha («) values and composite reliability (CR) scores for all latent unobserved variables
(as shown in Table 1) are acceptable and exceed the recommended threshold of 0.80 [40],
indicating strong internal reliability. The loadings of the standardized factor regression
weights ranged from 0.910 to 0.984, exceeding the preferred score of 0.7 with f-values greater
than 29.918 [42]. These findings show that the variables that were theoretically constructed
to operationalize the research dimensions have a positive and substantial association. As a
result, convergent validity was obtained. The Average Variance Extracted (AVE) values
for all dimensions were above the acceptable 0.50 value [43], further confirming the study
constructs’ convergent validity. The Maximum Shared Variance (MSV) values did not
exceed the corresponding AVE values, indicating that the study constructs are clearly
distinct [40]. Therefore, discriminant validity was achieved (see Table 1).

5.2. Structural Model Results

The proposed structural model in Figure 2 was then analyzed in the second phase
(after running CFA) using SEM and Amos v.21 graphics to determine the direction and
type of the interactions between the study hypotheses. Overall, the Goodness-of-Fit (GoF)
indices suggested that the hypothesized model well-fit the data: XZ (72, N = 555) = 285.480,
p < 0.001, normed x? = 3.965, RMSEA = 0.049, SRMR = 0.045, CFI = 0.958, TLI = 0.959,
NFI = 0.957, PCFI = 0.855 and PNFI = 0.856. (see Table 2). Furthermore, the structural model
showed a strong correlation of exogenous variables (event quality, destination image, and
tourist experience quality) and the endogenous variables (tourist satisfaction), the squared
multiple correlations (SMCs) value being 0.35.
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Figure 2. The structural model.

Table 2. Result of the structural model.

C-R

Hypotheses Beta () (t-Value) SMC  Hypotheses Results
Hi1 Event (c1t1es-based. ent.erta'mment) quality — 0.31 % 7 455 ) Supported
Destination image
H2 Event (c1t1es—b§sed ente.rtamment? quality — 0.37 4+ 8411 B Supported
Tourist experience quality
H3 Event (c1t1es—baseq enterframn}ent) quality — 012 * 1.767 ~ Not
Tourist satisfaction Supported
H4 Destination image — Tourist satisfaction 0.39 *** 10.123 - Supported
H5  Tourist experience quality — Tourist satisfaction 0.41 *** 11.432 - Supported
Hé Event quality — Destination image — Tourist Path 1 =0.31** Path 1 t-value = 7.455 Supported
satisfaction Path 2: B = 0.39 *** Path 2: t-value = 10.123 PP
H7 Event quality — Tourist experience quality Path 1 8 =0.37** Path 1 t-value = 8.411 Supported
—Tourist satisfaction Path 2: B =0.41 *** Path 2: t-value = 11.423 PP
Tourist satisfaction - - 0.35 -

Model fit: (x* (72, N = 555) = 285.480, p < 0.001, normed x? = 3.965, RMSEA = 0.049, SRMR = 0.045, CFI = 0.958, TLI = 0.959, NFI = 0.957,
PCFI = 0.855 and PNFI = 0.856). Beta (B): effect size; C-R (t-value): critical ratio; SMC: squared multiple correlation; **: p > 0.01, ***: p > 0.001.

Table 2 and Figure 2 show the direct influences of perceived event quality on desti-
nation image, tourist experience quality, and tourist satisfaction, and the indirect impacts
of event quality on tourist satisfaction through the mediating role of destination image
and tourist experience quality. The standardized regression weights of the SEM results
show that event quality positively and significantly impacts destination image (5 = 0.31,
t-value = 7.455, p < 0.001), tourist experience quality ( = 0.37, t-value = 8.411, p < 0.001),
thus supporting hypotheses H1 and H2, however the finding reveals that event qual-
ity failed to significantly impact tourist satisfaction (8 = 0.12, t-value = 1.767, p = 0.061),
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thus hypothesis H3 was not supported. Additionally, the results shows that destination
image positively and significantly (8 = 0.39, f-value = 10.123, p < 0.001), impacts tourist
satisfaction and tourist experience quality has a positive and significant impact (g = 0.41,
t-value = 11.432, p < 0.001), on tourist satisfaction, thus, supporting hypotheses H4, and
H5.

The results also showed that destination image and tourist experience quality fully
mediated the impact of event quality on tourist satisfaction, as the direct path was insignifi-
cant while the indirect paths were positive and significant as argued by Zhao et al. [44],
thus hypotheses H6, and H7 were supported.

6. Discussion

The study tested a conceptual model on the relationship between event (cities-based
entertainment) quality, destination image, quality of tourist experience, and tourist satis-
faction. Cities-based entertainments are mega events undertaken by the KSA government
as a new niche of tourism to encourage inbound tourism and reduce outbound tourism
as a part of the Saudi Vision 2030. The study examined the direct impact of cities-based
entertainment quality on destination image, quality of tourist experience, and ultimately
on tourist satisfaction. The results supported the first two hypotheses that event “cities-
based entertainment” quality positively and significantly influences destination image and
tourist experience quality. Additionally, the results supported another two hypotheses
(four and five) that the positive and significant influence of both tourist experience quality
and destination image was confirmed on tourist satisfaction. These results coincide with
previous studies (e.g., [4,20,21,25]), which confirmed a positive link of event quality, tourist
experience, destination image, and customer satisfaction. However, the results failed
to show a direct influence of event quality on tourist satisfaction which contradicts the
work of Jeong & Kim. [4]. Hence, the influence of cities-based entertainment on tourist
satisfaction is fully mediated by destination image and quality of tourist experience. This
finding highlights the crucial role of destination image and quality of tourist experience
in the event (cities-based entertainment) quality-tourist satisfaction model. These results
have several implications for scholars and industry practitioners, as is discussed in the
following two sections.

6.1. Theoretical Implications

The study adds to existing literature examining the relationship between event quality,
tourist satisfaction, destination image, and quality of experience. This research showed
that cities-based entertainment quality is composed of five latent dimensions: tangibility,
reliability, responsiveness, assurance, and empathy. These dimensions are crucial for under-
standing and achieving event quality. Unlike previous research, a fundamental contribution
made by this study is manifested in its ability to fractionate the entertainment elements
that affect tourist satisfaction into specific attributes. Research (e.g., [45]) often studies the
overall satisfaction of tourists without identifying the direct predicators and mediating
variables that could lead to this. The present study, however, identified destination image
and quality of experience as two prominent mediating factors in the event quality-tourist
satisfaction link. This research showed that tourist satisfaction is an outcome of destination
image and quality of tourist experience; hence, paying sufficient attention to these variables
is crucial for ensuring proper satisfaction. Another implication of this study pertains to
its adoption of emic research style in approaching the perspectives of tourists. This style
provided us with a vital opportunity to delve into the origin of the tourist’s perspective and
where it is coined from, as it is able to understand the functionality of internal elements
related to investigated people from a common culture, as is the case of this study’s sample,
taking into account the fact that they are all residents of Saudi Arabia. Although the
use of the emic style is not prevalent enough in entertainment and tourism studies, few
studies (like [46—48]) have been advocates of such use with an obvious focus on the Chinese
context. From a theoretical standpoint, this study also capitalizes on the differentiation
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between country image and destination image of developing countries made by previous
studies (like [49,50]) to attach the tourist’s experience in developing countries more to the
destination rather than the country. This enables a developing country to have positive
views on its specific destinations when it comes to the quality of the tourists’ experience
regardless of what experience these tourists might possess on the entire country itself.

6.2. Practical Implications

The findings of the current study provide destination marketing organizations (DMOs),
especially in countries with new tourism experience such as KSA, with three strategic in-
sights on how to reinforce their offerings and how to convey a tourist’s experience into an
affection-based experience. In the context of Saudi Arabia, these DMOs can be identified as
Ministry of Tourism, General Entertainment Authority, and the development authorities
of cities, like the Sharqia Development Authority, the Royal Commission for Riyadh City,
and the Royal Commission for AlUla. A first insight is that cities in Saudi Arabia need to
distinguish themselves not only from each other, but it is more imperative to make such
distinguishment against their country though personal competency. Although adopting
personal competency for differentiation purposes has been suggested by Prentice [51],
the adoption was limited to the city-level. This means that DMOs should intensify their
endeavors to attach their city’s image and tourist experience to specific personal compe-
tencies. Another important implication for DMOs is that they are urged to explore new
approaches with the aim of equipping their potential tourists with complete knowledge
about their destinations and their related events [52]. The DMOs used to concentrate
their generation capability of knowledge on destinations. However, a healthier balance
is needed to concentrate this capability on destinations in addition to events attached
to these destinations. This will increase the amount of content created on these events
and will ultimately impact their quality even prior to experiencing them in the actual
circumstances. To do so, innovative educational methods have to be adopted by DMOs,
specifically in digital forms in order to create the desired impact, especially among the
young generation of tourists. Third, DMOs are encouraged to rely on a market-oriented
approach that facilitates the segmentation of destinations into different distinct segments
with the sake of initiating impactful marketing strategies for each target segment [53].
This seems to be pivotal as it can fractionate the events associated with these destinations
into smaller but more prominent categories with the likes of science-based events, sports
events, culture and arts events, family events, and so on. Eventually, this may lead to better
distinguishment of events, so that their quality can be enhanced, which will then influence
the tourist’s satisfaction in many aspects.

As discussed in theoretical implications, cities-based entertainment quality is com-
posed of five latent dimensions: tangibility, reliability, responsiveness, assurance, and
empathy as undertaken in this research. Accordingly, DMOs need to consider these dimen-
sions to ensure the appropriate event quality. The current study confirmed the mediating
roles of destination image and tourist quality experience in the event quality-tourist link.
Accordingly, event organizations should pay more attention to creating proper destination
image and quality experience for their tourists.

7. Limitations and Future Research

This research paper has some limitations. First, the research targeted visitors (internal
tourists) of events in the Kingdom of Saudi Arabia (KSA). Future research can investigate
other types of visitors (external tourists) to assess the research hypotheses. Second, socio-
demographic attributes of visitors could be further examined to detect the variations based
on gender, age, and education. Third, the cross-sectional sample technique employed in
this paper is a further limitation. In any research paper in which causality is inferred, the
longitudinal research method reinforces deeper inferences [54]. Finally, this paper tested
only two mediations (destination image, and quality of tourist experience) on the relation
between event quality and tourist satisfaction. In future studies, some mediations such as
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staying cost, tourist attractions, accessibility, and infrastructure can be further tested and
compared with the results of the current study.
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