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This study examines the effect of host–guest interaction on tourists’ 
behavioral intentions through perceived enjoyment at the Puncak Siosar 
2000 tourist destination in North Sumatra, Indonesia. A quantitative survey 
method was used to collect data from 115 tourists who visited Puncak Siosar 
2000 in 2025. The study analyzes both the direct and indirect effects of host–
guest interaction on tourists’ behavioral intentions, with perceived 
enjoyment as a mediating variable. Structural Equation Modeling (SEM) was 
applied to examine the relationships among the variables. The results show 
that positive host–guest interactions have a significant effect on tourists’ 
perceived enjoyment. In addition, perceived enjoyment mediates the 
relationship between host–guest interaction and tourists’ behavioral 
intentions, including intentions to revisit and to recommend the destination 
to others. These findings provide important implications for tourism 
managers on the role of host–guest interaction in enhancing tourist 
satisfaction and encouraging repeat visits. 
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1. Introduction 

*Tourism has become a global industry that has a 
big effect on the economy, cultural exchange, and 
social growth (Ying, 2024). This field is likely to keep 
having a big impact on both the national and 
international levels (Chung et al., 2024). Puncak 
Siosar 2000 in North Sumatra, Indonesia, is an 
example of a place that shows how important it is to 
understand the psychological factors that affect how 
tourists act. This place draws travelers from all over 
the world and offers experiences that make people 
want to come back, make friends, and make the place 
more appealing (Sihombing et al., 2025). 

The World Travel and Tourism Council said that 
tourism will be a big part of Indonesia's GDP in 2024 
(Putra et al., 2025). However, this industry has 
trouble keeping tourists coming back and getting 
them to stay longer, especially overseas tourists 
(Alimin et al., 2025). This shows how important it is 
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to make deep emotional connections to build long-
term loyalty and make it more likely that people will 
come back to a place (Si et al., 2024). 

Tourist behavioral intention is a fundamental 
concept in tourism research, indicating travelers' 
inclination to return to a site, endorse it to others, 
and disseminate favorable experiences, particularly 
in the digital age (Ali and Kim, 2024). The correlation 
between tourists' emotional impressions, including 
happiness and perceived fairness, and their 
behavioral intentions has garnered heightened 
scrutiny (Utomo et al., 2023). While numerous 
studies have examined the impact of tourism 
experiences on loyalty, there is a paucity of research 
addressing the mediating roles of brand love and 
perceived enjoyment in this context (Kim et al., 
2025b). 

Perceived enjoyment is one of the things that 
affects tourists' decisions to go to a certain place (Joe 
et al., 2022). Perceived enjoyment denotes the 
degree of pleasure and emotional fulfillment 
experienced by tourists during their visit to a place. 
This includes many parts of the vacation, such as 
talking to locals and enjoying the things you did 
while you were there. Tourists who had a lot of fun 
are more likely to want to go back to the same place 
and tell others about it, either in person or on social 
media. 
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Perceived enjoyment plays a crucial role in 
shaping tourist decisions because enjoyable 
experiences not only increase satisfaction but also 
strengthen emotional connections with the 
destination. The opportunity to enjoy enjoyable 
activities, adequate service quality, and a 
comfortable atmosphere will create a positive 
impression of the destination. This will ultimately 
influence tourists' intention to return and provide 
recommendations. 

Prior studies have demonstrated that elevated 
perceived enjoyment can enhance tourists' 
emotional connection to a destination, therefore 
motivating them to recommend the location to 
others (Ruan et al., 2021). Previous studies have 
demonstrated that a favorable experience not only 
enhances tourists' intention to revisit but also 
bolsters the destination's positive image through 
word-of-mouth promotion. The enjoyment that 
tourists have is a big part of what makes them loyal 
and want to come again. Positive emotional 
experiences are crucial for making people devoted to 
a place for a long time (Mohamad et al., 2021). One of 
the main reasons tourists share their experiences 
online is that they enjoy them. Such behavior makes 
word-of-mouth advertising much more powerful 
(Nguyen, 2025). 

However, other studies have shown that 
perceived enjoyment does not significantly influence 
behavioral intention (Li and Chen, 2019). Perceived 
enjoyment tends to be short-term and is often not 
strong enough to influence long-term traveler 
intentions. Many travelers choose destinations based 
on the variety of options available. Even if tourists 
enjoy the travel experience, they have, perceived 
enjoyment may not be enough to change their 
intention to revisit the destination, especially if there 
are alternative destinations that offer better value, 
both in terms of experience and price (Liu et al., 
2024). 

Additionally, the host-guest relationship is a 
factor that affects how visitors plan to behave (Chen 
et al., 2024). When visitors and hosts get along well, 
it can make tourists feel comfortable and happy, 
which can lead them to return to a place and tell 
others about it (Shi et al., 2024). Good social 
interactions not only make a visit more enjoyable, 
but they also make the emotional connection with 
the place stronger. Previous studies have 
demonstrated that enjoyable social interactions can 
enhance tourists' intentions to return and 
disseminate favorable experiences via 
recommendations, both directly and through social 
media (Putra and Jelantik, 2023). 

Previous studies have demonstrated that high-
quality social interactions can enhance tourist 
loyalty. Having fun with other people is a big part of 
getting tourists to want to come back to a place (Lu 
et al., 2024). Tourists are also more likely to tell 
others about their wonderful experiences when they 
have positive encounters with their hosts (Bi et al., 
2024). Memorable social encounters can enhance the 
destination's image, fostering a favorable perception 

among tourists (Jiang et al., 2024). Also, solid social 
ties have a direct effect on whether tourists want to 
come back and tell others about the place (Wu et al., 
2023). 

However, in contrast to the research findings 
(Jiang et al., 2025), which indicated that interactions 
between hosts and guests did not significantly 
influence behavioral intentions, these findings 
indicate that inconsistent or inadequate interactions 
can reduce the impact of these interactions on 
behavioral intentions. If guests feel that interactions 
with hosts are inauthentic, limited, or irrelevant, 
then the relationship that is formed is not strong 
enough to influence tourists' decisions in choosing a 
tourist destination or returning to that place. 

The facts at Puncak Siosar in 2000 show that the 
quality of host-guest interactions was affected by a 
lack of training in communication and service among 
residents, limited in-depth interaction, and language 
barriers, thus reducing the quality of the tourist 
experience. Inconsistent service and a lack of 
understanding of local culture also impacted 
perceived enjoyment and behavioral intentions, 
including the intention to revisit. Furthermore, the 
lack of variety in tourist activities, limited facilities, 
and attention to comfort and emotional aspects 
reduced the level of enjoyment. This has implications 
for low tourist loyalty and reduced potential for 
destination recommendations. 

The urgency of this research lies in the lack of 
empirical studies conducted at the Puncak Siosar 
2000 tourist destination in North Sumatra Province, 
specifically on foreign tourists from Malaysia, China, 
and Singapore. The Indonesian government, through 
the Ministry of Tourism, is currently striving to 
increase the number of foreign tourists visiting to 
enjoy the natural beauty of North Sumatra Province. 
It is hoped that the feedback from this research will 
serve as a basis for the Indonesian government in 
establishing policies related to strategies for 
promoting international tourism. 

2. Literature review 

2.1. Host-guest interaction on perceived 
enjoyment 

The interaction between hosts and guests is 
increasingly recognized as a critical dimension in 
tourism research, given its strong influence on 
tourists' perceived enjoyment (Shi et al., 2024). 
Rather than being a simple social exchange, such 
interaction creates emotional experiences that 
strengthen tourist satisfaction and destination 
attachment. Genuine, friendly, and attentive 
encounters foster a sense of comfort and 
involvement, which in turn generates lasting and 
memorable experiences. Consequently, host–guest 
interaction is not an ancillary aspect but a key 
determinant of tourist loyalty, expressed through 
intentions to revisit and positive recommendations. 

Research indicates that high-quality host-guest 
relationships substantially elevate experiential 
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value, including satisfaction, emotional involvement, 
and personal meaning (Chen et al., 2024). This 
increased value leads to tourism citizenship 
behavior (TCB), which is when travelers help 
destinations by giving positive comments, following 
local rules, and promoting sustainable practices. 
Meaningful and deep connections can help people 
develop personal norms that encourage pro-
environmental behavior, such as responsible waste 
management, resource efficiency, and eco-friendly 
tourism (Shi et al., 2024). 

Moreover, the benefits of host–guest interaction 
also benefit local inhabitants (Chen et al., 2024). The 
Residents' Perceived Benefits of Host–Guest 
Interaction (RPBS) paradigm emphasizes aspects 
such as emotional enhancement, community pride, 
altruism, personal growth, and destination 
attractiveness (Jiang et al., 2024). For tourists, 
making real connections with local people makes 
their experiences more emotional and culturally 
authentic (Wu et al., 2023). 

 
H1: Host-guest interaction has a significant effect on 
perceived enjoyment. 

2.2. Host-guest interaction on behavior intention 

For a long time, researchers have known that 
host-guest relationships are a key factor in how 
tourists behave, especially when it comes to wanting 
to come back and giving good reviews (Tabaeeian et 
al., 2023). The quality of relationships fostered 
through hospitality, cultural authenticity, and 
customized care from hosts has been demonstrated 
to enhance tourists' favorable opinions of a location 
and elevate behavioral intentions. Fang et al. (2025) 
substantiated that both functional and hedonic 
interactions within an ecotourism framework can 
elevate perceptions of service quality and generate 
memorable experiences that encourage intentions to 
return. Khaki et al. (2024) highlighted the role of 
place attachment as an important mechanism in 
linking interaction quality with tourist loyalty. Warm 
and authentic social interactions foster emotional 
and cultural closeness, which then strengthens 
tourists' psychological bonds with the destination. 
This bond encourages tourists to revisit and spread 
recommendations. Furthermore, Qu et al. (2024) 
indicated that interactions between hosts and guests 
influence tourists' tolerance behavior by enhancing 
their subjective well-being. Positive interactions 
create a sense of comfort, happiness, and fulfillment 
of socio-psychological needs, which makes tourists 
more accepting of the destination's limitations 
without reducing satisfaction (Tung et al., 2021). 

Also, Gomes et al. (2025) discovered that 
interactions that are kind and compassionate help to 
improve the brand image of the homestay. People 
who travel and feel valued are more likely to stay 
loyal, come back, and post good evaluations. The 
cultural aspect is also very important. Yurao et al. 
(2024) showed that using local dialects makes 
people feel more at ease and connected to their 

neighborhood, which makes the encounter feel more 
real. Because of this, travelers not only enjoy their 
trip, but they also want to promote sustainable 
practices and tell others about the place they went 
(Liu-Lastres and Cahyanto, 2021). 

 
H2: Host-guest interaction has a significant effect on 
behavioral intention. 

2.3. Perceived enjoyment on behavior intention 

Studies on perceived delight have demonstrated 
that this emotional response significantly influences 
tourists' behavioral intentions. The Theory of 
Planned Behavior (TPB) posits that enjoyment is an 
affective aspect that enhances favorable views 
toward a place, thereby affecting intentions to revisit 
and the willingness to offer good recommendations. 
In this context, Tabaeeian et al. (2023) demonstrated 
that tourists' perceived satisfaction derived from 
memorable experiences in ecotourism markedly 
enhances revisit intentions, surpassing the impact of 
functional dimensions of service quality. 

Furthermore, in a study on emotional value and 
pro-environmental behavior, Chen et al. (2021) 
argued that the higher the perceived enjoyment 
experienced by tourists during interactions with 
hosts and local attractions, the stronger their 
personal norms and willingness to revisit and 
behave in a supportive manner toward the 
destination. This confirms that enjoyment is not only 
a momentary hedonic result but also a psychological 
mechanism that connects experiences with future 
behavioral intentions. 

In the realm of subjective well-being, Jiang et al. 
(2025) found that enjoyment is closely related to 
increased subjective well-being, which mediates the 
relationship between tourism experience and 
tolerance behavior. Tolerance behavior as a 
dimension of behavioral intention reflects tourists' 
willingness to overlook a destination's shortcomings 
and still support it in the future. This finding 
confirms that enjoyment is a core emotional 
construct that shapes tourists' long-term loyalty and 
repeat visit behavior. 

Meanwhile, Shi et al. (2024) emphasized that 
emotional dimensions such as emotional lift and 
local pride that arise from perceived enjoyment are 
closely related to tourists' behavioral loyalty. This 
strengthens the argument that enjoyment, once 
internalized as part of tourists' emotional 
experience, directly triggers behavioral intentions, 
including repeat visits and positive 
recommendations. 
 
H3: Perceived enjoyment has a significant effect on 
behavioral intention. 

2.4. Host-guest interaction on perceived 
enjoyment and behavioral intention 

Recent research has established that social 
interactions between hosts and guests significantly 
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affect immediate satisfaction, shape perceived 
enjoyment, and ultimately influence behavioral 
intention. Tabaeeian et al. (2023) discovered that 
host–guest interactions within an ecotourism 
framework greatly influence perceived service 
quality and relationship quality, subsequently 
enriching memorable tourism experiences and 
fostering tourists' intentions to return. This finding 
suggests that interactions aimed at both service 
functions and hedonic features can yield profound 
emotional gratification. Likewise, Khaki et al. (2024) 
substantiated that emotional attachment to a 
destination (place attachment) enhances the 
correlation between host–guest contact and the 
intention to revisit. This shows that the stronger and 
better the interaction, the more it will affect how 
loyal a tourist is in the future. 

From a tourist behavioral perspective, Jiang et al. 
(2025) broadened the understanding of the 
important role of host–guest interaction by 
demonstrating that quality social interactions can 
enhance tourist tolerance through the mediation of 
place attachment and subjective well-being. The 
results of this study confirm that the emotional 
closeness between tourists and destinations built 
through relationships with hosts will strengthen 
deep psychological bonds. When tourists feel 
emotionally connected to the places they visit, a 
sense of ownership and attachment arises that 
increases the likelihood of tourists accepting the 
shortcomings or limitations of the destination. 
Furthermore, the quality of these interactions 
encourages the creation of emotional pleasure that 
increases satisfaction and translates into positive 
behaviors such as a willingness to recommend the 
destination to others and a stronger intention to 
revisit in the future. 

Additionally, Xiang et al. (2024) underscored that 
the host–guest relationship not only enhances the 
significance of visitors' emotional experiences but 
also fortifies personal norms that are a crucial 
connection to pro-environmental conduct. Hosts 
who are warm, friendly, and honest can help 
travelers feel more at ease and emotionally 
connected to the place they are visiting. This 
scenario leads to a lot of perceived delight, where 
tourists get a lot of pleasure not just from physical 
services or facilities, but also from social interactions 
that are important to them. The pleasure that is 
created then becomes a strong psychological driving 
force, making tourists more likely to do things that 
are good for the environment, like protecting it, 
taking part in activities that are good for the 
environment, and showing loyalty by planning to 
come back and making positive recommendations. 
 
H4: Host-guest interaction has a significant effect on 
behavioral intention through perceived enjoyment. 

3. Methodology 

This study uses a quantitative approach with a 
structured survey technique as the primary method 

of data collection. The research location is centered 
on the Puncak Siosar 2000 tourist attraction in North 
Sumatra, Indonesia. This study focuses on foreign 
tourists who are visiting the destination in 2025. We 
used the purposive sampling technique to select 115 
foreign tourists for this study. Furthermore, these 
115 foreign tourists were selected from Malaysia, 
China, and Singapore. The reason for the selection 
was based on the large number of tourists from 
these three countries. 

The data gathering involved administering a 
questionnaire formulated using theoretical 
indicators corresponding to each variable in the 
research model. A five-point Likert scale was used to 
measure each item in the questionnaire, with 
"strongly disagree" at one end and "strongly agree" 
at the other. There were three key factors in the 
questionnaire: host-guest interaction, perceived 
enjoyment, and behavioral intention. Each variable 
had seven indicator statements that were used to 
measure how people felt about it. 

Based on Table 1, it can be observed that the 
Host-Guest Interaction (X1) variable is measured 
using seven indicators, coded as HGI1, HGI2, HGI3, 
HGI4, HGI5, HGI6, and HGI7. The Perceived 
Enjoyment (M) variable is measured with seven 
indicators, identified by the codes PE1, PE2, PE3, 
PE4, PE5, PE6, and PE7. Finally, the Behavioral 
Intention (Y) variable is assessed with eight 
indicators, namely BI1, BI2, BI3, BI4, BI5, BI6, BI7, 
and BI8. 

The questionnaire consists of X elements, with 
each element operationalized via recognized scales 
from the literature. This study analyzed the 
constructions of Host-Guest Interaction (X), 
Perceived Enjoyment (M), and Behavioral Intention 
(Y). These validated scales ensure that the 
constructions are measured consistently with prior 
research, hence enhancing the instrument's 
reliability. To determine if the tool is real and works, 
the following tests will be done: 

 
a. Construct Validity 

 
1. Convergent Validity: The Average Variance 

Extracted (AVE) will be used to evaluate this. 
When the AVE value is greater than 0.50, it means 
that more than half of the variance of its indicators 
is explained by the construct. This means that 
construction has acceptable convergent validity. 

2. Discriminant Validity: The Fornell–Larcker 
criterion will be used to investigate this. 
Discriminant validity is established when the 
square root of the Average Variance Extracted 
(AVE) for each construct exceeds its correlation 
with other constructs, hence confirming the 
empirical distinctiveness of each construct. 

 
b. Reliability 

 
1. Cronbach’s Alpha: This test will be used to check 

for internal consistency. If the value of Cronbach's 
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Alpha is higher than 0.70, it means that the 
indicators consistently measure the same thing. 

2. Composite Reliability (CR): This step will make the 
scales even more reliable. A CR value higher than 
0.70 shows that the indications for each 
construction are reliable. 

 
The data will be analyzed with Structural 

Equation Modeling based on Partial Least Squares 
(SEM-PLS) using SmartPLS software. SEM-PLS is a 
great way to look at complicated relationships 
between hidden variables, including Host-Guest 
Interaction (X), Perceived Enjoyment (M), and 
Behavioral Intention (Y). This is especially true when 
the data aren't normally distributed, which is a 
common issue in social science research. This is how 
the analysis will be set up: 

 
1. Bootstrapping Procedure: To make sure that the 

model's linkages are strong, bootstrapping will be 

used to test the statistical significance of the path 
coefficients. 

2. Path Coefficients: The strength and direction of the 
relationships between Host-Guest Interaction (X), 
Perceived Enjoyment (M), and Behavioral 
Intention (Y) will be examined. Both direct and 
indirect effects will be assessed to provide a 
comprehensive understanding of how these 
constructions interact. 

3. Model Fit: The Standardized Root Mean Square 
Residual (SRMR) and R-squared (R²) figures will 
let us determine how well the model fits. An SRMR 
score of less than 0.08 suggests that the model 
accurately describes the data, which is a good fit. 
We will use the R² numbers to see how well the 
model fits the data. We will specifically examine 
the fraction of variance in Behavioral Intention (Y) 
elucidated by Host-Guest Interaction (X) and 
Perceived Enjoyment (M). 

 
Table 1: Variable measurement scale 

Variable Code Statement 

Host-guest interaction (X) 

HGI1 I received friendly treatment from the local hosts. 
HGI2 I had meaningful conversations with local service providers. 
HGI3 The locals showed interest and respect toward tourists. 
HGI4 I felt welcomed and appreciated during my visit. 
HGI5 My interaction with the host enriched my travel experience. 
HGI6 The host offered useful suggestions and assistance during my visit. 
HGI7 I gained insights into the local culture through my interaction with the host. 

Perceived enjoyment (M) 

PE1 I felt happy and emotionally satisfied during my visit. 
PE2 I enjoyed the activities offered at Puncak Siosar. 
PE3 The visit was a pleasant and memorable experience. 
PE4 I felt relaxed and entertained during the trip. 
PE5 The overall experience exceeded my expectations. 
PE6 I had fun throughout the visit. 
PE7 I would enjoy doing similar activities again. 

Behavioral intention (Y) 

BI1 I intend to revisit Puncak Siosar in the future. 
BI2 I will recommend this destination to others. 
BI3 I will share my positive experiences on social media. 
BI4 I will encourage others to visit Puncak Siosar. 
BI5 I will prioritize this destination over similar places in the future. 
BI6 I am likely to attend future events held in Puncak Siosar. 
BI7 I will follow updates about Puncak Siosar on social media or websites. 
BI8 I will remain loyal to this destination for future vacations. 

 

4. Results 

This research utilizes statistical testing to 
develop the route analysis model through the PLS-
SEM methodology. Two of the most common 
statistical tests used in Partial Least Squares analysis 
that are part of the outer model evaluation are 
validity and reliability tests. These tests look at the 
factor loadings, Cronbach's alpha, composite 
reliability, and average variance extracted (AVE) to 
ensure that the tools for measuring are good enough. 
Table 2 displays the outcomes of the convergent 
validity test, employing factor loadings and AVE 
values. The results of this evaluation represent an 
initial phase for further statistical analysis in the 
upcoming inner model assessment. 

Based on Table 2 above, all indicators in this 
study demonstrate values  that meet the eligibility 
criteria, thus confirming that the instrument used is 
convergently valid. All constructions have composite 
reliability values  above 0.7, indicating that the 
measuring instrument in this study has adequate 

reliability and can provide stable and consistent 
measurement results. Furthermore, the Cronbach's 
alpha value for each variable is also above 0.6, 
further confirming that the questionnaire used is 
reliable and can be trusted to measure the intended 
constructs. The next stage of the analysis process is 
to conduct hypothesis testing using the constant 
bootstrapping method in the Partial Least Squares 
(PLS-SEM) approach. Data collection was carried out 
by distributing questionnaires to 115 respondents 
selected as the research sample. 

4.1. Hypothesis results 

Table 3 shows that host-guest interaction has a 
significant effect on perceived enjoyment with a path 
coefficient of 0.621, a t-statistic of 9.847, and a p-
value of 0.000. This finding confirms that positive 
interactions between hosts and guests, such as 
friendliness, helpfulness, and good communication, 
can increase tourists' feelings of pleasure and 
emotional satisfaction. This is in line with the view 
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that social interaction is a crucial element in creating 
a pleasant tourism experience. 

Furthermore, perceived enjoyment had a positive 
and significant effect on behavioral intention, with a 
coefficient of 0.539, a t-statistic of 7.215, and a p-

value of 0.000. This result shows that the more fun 
tourists have, the more likely they are to return, 
suggest the place, and share good news about it. So, 
how much fun tourists think they are having is a big 
part of why they stay loyal. 

 
Table 2: Convergent validity 

Variable Code Outer loading Cronbach’s alpha Composite reliability AVE 

Host-guest interaction (X) 

HGI1 0.754 

0.881 0.906 0.553 

HGI2 0.744 
HGI3 0.723 
HGI4 0.817 
HGI5 0.760 
HGI6 0.744 
HGI7 0.800 

Perceived enjoyment (M) 

PE1 0.820 

0.857 0.89 0.538 

PE2 0.754 
PE3 0.803 
PE4 0.770 
PE5 0.750 
PE6 0.775 
PE7 0.739 

Behavioral intention (Y) 

BI1 0.857 

0.93 0.943 0.674 

BI2 0.869 
BI3 0.881 
BI4 0.867 
BI5 0.817 
BI6 0.794 
BI7 0.802 
BI8 0.763 

 
Table 3: Hypothesis testing 

Hypothesis Path coefficient t-statistic p-value Result 
Host-guest interaction → perceived enjoyment 0.621 9.847 0.000 Significant 
Perceived enjoyment → behavioral intention 0.539 7.215 0.000 Significant 

Host-guest interaction → behavioral intention 0.314 3.426 0.001 Significant 
Host-guest interaction → perceived enjoyment → behavioral intention 0.335 5.418 0.002 Significant 

 

There was also a direct influence of host-guest 
interaction on behavioral intention, with a 
coefficient of 0.314, a t-statistic of 3.426, and a p-
value of 0.001. This shows how well visitors get 
along with their hosts, not only making their stay 
more enjoyable but also affecting how they plan to 
behave. Tourists who feel welcomed and cared for 
are more inclined to come back, even if they don't 
think they had a good time.  

The mediation study indicates that perceived 
enjoyment strongly mediates the impact of host-
guest interaction on behavioral intention, evidenced 
by a coefficient value of 0.335, a t-statistic of 5.418, 
and a p-value of 0.002. This means that interactions 
between hosts and guests have both direct and 
indirect effects, the latter of which comes from 
making people feel more enjoyable. This 
demonstrates that emotional experience is a key 
psychological process that connects social 
connection with tourists' plans to do anything. 

4.2. Discussion 

4.2.1. The effect of host-guest interaction on 
perceived enjoyment 

Based on the results of the hypothesis test, it 
shows that host-guest interaction has a significant 
direct effect on tourists' perceived enjoyment at the 
Puncak Siosar 2000 tourist attraction, where the 
path coefficient value is 0.621, the t-statistic is 9.847, 
and the p-value is 0.000. This finding is in line with 

previous research, which shows that meaningful 
interpersonal interactions can strengthen tourists' 
emotional experiences, especially in culturally based 
tourist locations (Qu et al., 2024). Harmonious 
relationships between residents and tourists can 
increase emotional satisfaction, especially in the 
context of non-formal services such as family 
accommodation or local tour guides (Gomes et al., 
2025). Active involvement between hosts and 
tourists is an important element in forming 
emotional closeness and a positive image of a 
destination. This closeness also plays a role in 
creating a greater sense of comfort and enjoyment 
during the trip (Wang et al., 2024). 

However, this differs from the research results 
(Muler González and Galí Espelt, 2021), which state 
that not all interactions between hosts 
(hosts/service providers) and guests (tourists) are 
warm, friendly, or authentic. If the interaction is 
formal, limited, or even perceived as merely an 
obligation, tourists do not experience additional 
enjoyment. Furthermore, tourists from various 
cultural backgrounds have different expectations 
regarding social interactions. Some value local 
hospitality more, while others prioritize privacy. If 
these expectations are not met, host–guest 
interaction becomes irrelevant to tourist enjoyment. 

The management implications of this research 
indicate that local governments should significantly 
encourage the provision of training for local tourism 
operators in communication, hospitality, and 
cultural knowledge to boost tourists' enjoyment and 
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emotional engagement. Community-based cultural 
activities, like local attractions, special foods, and 
traditional storytelling, can make the Puncak Siosar 
2000 tourist attraction a better place to visit. Also, 
making the site open and welcoming would make 
travelers think of it as a place they want to go back to 
and tell others about. Pleasant social interactions not 
only increase satisfaction but also form a crucial 
basis for cultivating enduring tourist loyalty. 

4.2.2. The influence of host-guest interaction on 
behavioral intention 

Based on the results of the hypothesis test it 
shows that host-guest interaction directly has a 
significant effect on the behavioral intention of 
tourists at the Puncak Siosar 2000 tourist attraction. 
This finding confirms that the social aspect of the 
tourism experience not only provides momentary 
satisfaction but also contributes significantly to the 
formation of loyalty and long-term tourist behavior 
(Li et al., 2025). Interpersonal interactions 
established with the local community can create a 
deep sense of emotional attachment while increasing 
satisfaction during the visit (Kim et al., 2023). This 
emotional bond is an important factor that 
encourages tourists' intention to return to the same 
destination. 

However, Chen et al. (2024) stated that host-
guest interaction does not always have a direct 
impact on behavioral intention, because tourists 
usually place more emphasis on key aspects such as 
facilities, attractions, price, and accessibility than on 
social relationships. Often, the influence of these 
interactions appears indirectly through mediators 
such as satisfaction, perceived enjoyment, or 
destination image. Differences in tourist 
characteristics also cause some to place more 
emphasis on personal experiences than on 
interactions with hosts. In addition, the 
heterogeneity of interaction quality and cultural 
factors, as well as the purpose of the visit, makes the 
influence less strong (Nguyen, 2025). 

The managerial implications of this study suggest 
that the management of Siosar should actively 
involve local communities as tourism ambassadors. 
This can be achieved by training culturally 
knowledgeable local guides, promoting local 
attractions such as Karo traditional music and 
culinary products, and creating interaction spaces, 
including MSME stalls, souvenir markets, and 
community information centers. In addition, 
individuals working in informal tourism sectors, 
such as parking attendants and jeep drivers, should 
receive basic hospitality training. Digital marketing 
strategies should emphasize the friendliness and 
hospitality of local people, rather than focusing only 
on natural scenery.  

By prioritizing authentic social and cultural 
experiences, Siosar 2000 can differentiate itself from 
other tourist destinations in North Sumatra while 
supporting sustainable and community-based 
tourism. 

4.2.3. The influence of perceived enjoyment on 
behavioral intention 

Based on the results of the hypothesis test it 
shows that directly perceived enjoyment has a 
significant effect on the behavioral intention of 
tourists at the Puncak Siosar 2000 tourist attraction. 
These findings strengthen previous research, which 
confirms that enjoyment is one of the main intrinsic 
drivers in forming the behavioral intention of 
tourists (Hong et al., 2025). Positive emotional 
experiences during tourist visits have been shown to 
play a significant role in increasing the desire to 
return to the destination (Kim et al., 2019). The 
element of pleasure not only creates momentary 
pleasure but also builds a strong emotional bond 
between tourists and the destination (Kim et al., 
2025a). 

However, this study is inconsistent with the 
findings (Liu et al., 2025b), which show that 
perceived enjoyment does not always contribute 
directly to behavioral intention. This is because the 
pleasure felt by tourists tends to be temporary and 
reflects more emotional aspects than rational 
considerations (Escandon-Barbosa et al., 2025). 
Furthermore, perceived enjoyment alone is not 
enough to encourage the formation of behavioral 
intention, because tourist decisions are generally 
more determined by rational factors, such as utility 
value and perceived risk level (Luo et al., 2021). 

The implications of this research finding 
demonstrate that the management of the Puncak 
Siosar 2000 tourist destination needs to create a 
pleasant tourist experience not only visually but also 
emotionally. Managers should design interactive 
activities, provide comfortable facilities, and 
maintain a friendly and pleasant atmosphere 
throughout the visit. Traditional Karo music, 
thematic and aesthetic photo spots, and educational 
activities about local culture and nature can enhance 
tourists' enjoyment. Furthermore, the friendliness of 
the local population, a clean environment, and 
responsive service contribute to the formation of 
perceived enjoyment, which impacts positive tourist 
behavior. 

4.2.4. The influence of host-guest interaction on 
behavioral intention through perceived 
enjoyment 

Based on the results of the hypothesis test it 
shows that social interaction has a significant direct 
effect on the behavioral intention of tourists through 
perceived enjoyment at the Puncak Siosar 2000 
tourist attraction. This finding is in line with various 
previous studies that show that the quality of social 
interaction has an important role in strengthening 
the affective aspect of the tourist experience (Yurao 
et al., 2024). The feeling of pleasure (perceived 
enjoyment) functions as a mediator in bridging the 
relationship between social experience and 
behavioral intention to revisit (Li et al., 2024). When 
tourists experience positive interactions with the 
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local community, a deep emotional bond is formed, 
which indirectly increases the sense of satisfaction 
and happiness during the trip. This has a positive 
impact on the formation of tourist loyalty. In 
addition, quality social interaction also contributes 
to the formation of a positive destination image and 
a pleasant tourist experience, which ultimately 
encourages tourists' intentions to revisit the 
destination (Xiang et al., 2024). 

The results of this study are inconsistent with the 
results of research (Liu et al., 2025a), which stated 
that perceived enjoyment does not play a significant 
role in mediating the interaction between hosts and 
guests on behavioral intentions due to several 
factors. Perceived enjoyment is more emotional and 
temporary, which only provides short-term 
satisfaction, not long-term behavioral intentions 
such as revisiting or recommending a destination 
(Kwong and Li, 2020). Then, rational factors such as 
price, quality of facilities, and security are more 
dominant in influencing tourist intentions. In 
addition, other variables such as satisfaction or 
destination image often play a bigger role as 
mediators. Finally, differences in tourist 
characteristics also influence the extent to which 
perceived enjoyment can shape tourist behavioral 
intentions (Wei et al., 2020). 

The findings of this study demonstrate that the 
enhancement of behavioral intentions among 
tourists at Puncak Siosar 2000 is substantially 
affected by the quality of social interactions between 
tourists and the local community. Positive and 
engaging interactions can boost how much fun 
tourists think they had, which makes them more 
likely to want to come back and tell others about the 
place. So, administrators of tourist destinations need 
to train local tourism workers, such as vendors, jeep 
drivers, and homestay owners, on how to provide 
good service and talk to tourists. It is also important 
to provide culture-based tourism activities, such as 
food tours that focus on Karo cuisine, traditional 
music performances, or stories about the eruption of 
Mount Sinabung. It's also important to make places 
where people may engage, including souvenir shops, 
rest parks with ethnic touches, and food vendors 
with a theme. 

5. Conclusion 

This study provides clear evidence that host-
guest interactions play a significant role in 
enhancing tourists' perceived enjoyment, which in 
turn has a strong and direct impact on their 
behavioral intentions. The study highlights that 
while the interaction itself influences behavioral 
intentions, its strongest influence is mediated 
through perceived enjoyment, which emphasizes the 
emotional aspect of loyalty formation. These findings 
highlight the importance of creating enjoyable and 
emotionally enriching experiences that can drive 
revisit intentions and word-of-mouth 
recommendations, particularly at Puncak Siosar 
2000. 

From a practical point of view, the destination 
managers in Puncak Siosar 2000 should work on 
having experiences that are emotionally engaging 
and show how friendly the locals are. They may 
make the resort stand out as a place worth visiting 
and remembering by focusing on cultural activities 
like folklore tours and cooking classes. This method 
will help establish long-term loyalty, which will lead 
to more trips and a stronger bond with the place. 

This study enhances tourism development by 
illustrating that emotional happiness is a significant 
determinant of tourist behavior. Subsequent study is 
anticipated to build upon these findings by 
integrating additional variables, including location 
connection and perceived authenticity, which may 
elucidate the emotional mechanisms underlying 
tourist loyalty. 

List of abbreviations 

AVE Average variance extracted 
BI Behavioral intention 
BI1–BI8 Indicators of behavioral intention 
CR Composite reliability 

DRTPM 
Directorate of research, technology, and 
community service 

GDP Gross domestic product 
HGI Host-guest interaction 
HGI1–
HGI7 

Indicators of host-guest interaction 

M Mediating variable (perceived enjoyment) 
MSME Micro, small, and medium enterprises 
PE Perceived enjoyment 
PE1–PE7 Indicators of perceived enjoyment 
PLS Partial least squares 

PLS-SEM 
Partial least squares structural equation 
modeling 

RPBS 
Residents’ perceived benefits of host–guest 
interaction 

SEM Structural equation modeling 

SEM-PLS 
Structural equation modeling based on 
partial least squares 

SRMR Standardized root mean square residual 
TCB Tourism citizenship behavior 
TPB Theory of planned behavior 
X Independent variable (host-guest interaction) 
Y Dependent variable (behavioral intention) 

Funding 

This research was supported by the Directorate 
of Research, Technology, and Community Service 
(DRTPM), Ministry of Research, Technology, and 
Higher Education of the Republic of Indonesia, under 
the grant number 51/SPK/LL1/AL.04.03/PL/2025. 
The authors would like to express their sincere 
gratitude to DRTPM for their financial support, 
which made this research possible. 

Acknowledgment 

The authors would like to express their gratitude 
to the Ministry of Education, Culture, Research, and 
Technology of the Republic of Indonesia 
(Kemendikbudristek) for the support provided 



Nasib et al/International Journal of Advanced and Applied Sciences, 13(1) 2026, Pages: 91-100 

99 

 

through the Regular Fundamental Research Grant 
Program, which greatly facilitated the 
implementation of this research. 

Compliance with ethical standards 

Ethical considerations 

This study was conducted in accordance with 
accepted ethical research standards. Participation in 
the survey was entirely voluntary, and all 
respondents were informed about the purpose of the 
study prior to data collection. Informed consent was 
obtained from all participants. No personally 
identifiable information was collected, and 
respondents’ anonymity and confidentiality were 
fully preserved.  

Conflict of interest 

The author(s) declared no potential conflicts of 
interest with respect to the research, authorship, 
and/or publication of this article. 

References  

Ali WB and Kim L (2024). Do travelers want to stop using gas-
vehicles? Influences of perceived usefulness. Social Sciences & 
Humanities Open, 10: 101144.  
https://doi.org/10.1016/j.ssaho.2024.101144 

Alimin E, Putra AS, Nasib N, Salqaura SA, and Tambunan D (2025). 
Exploring local friendliness, perceived discrimination, and 
brand love’s mediation on tourist behavior in Tangkahan, 
North Sumatra. Journal of Applied Sciences in Travel and 
Hospitality, 8(1): 36-50.  
https://doi.org/10.31940/jasth.v8i1.36-50 

Bi J, Wang B, and Lu F (2024). Does host-guest interaction 
stimulate tourists’ citizenship behavior? A combination of 
social exchange theory and cognitive appraisal theory. 
Forests, 15(7): 1156. https://doi.org/10.3390/f15071156 

Chen H, Fu S, and Lyu B (2024). Homestays in China: Mediator 
effects of brand perception upon host-guest interaction and 
tourist behavior intention. Heliyon, 10(8): e29820.  
https://doi.org/10.1016/j.heliyon.2024.e29820 
PMid:38699712 PMCid:PMC11063443 

Chen Y, Lin Z, Filieri R, and Liu R (2021). Subjective well-being, 
mobile social media and the enjoyment of tourism experience: 
A broaden-and-build perspective. Asia Pacific Journal of 
Tourism Research, 26(10): 1070-1080.  
https://doi.org/10.1080/10941665.2021.1952285 

Chung C, Li J, Chung N, and Shin S (2024). The impact of 
smartphone usage on domestic travelers' existential 
authenticity and behavioral perception toward island 
destinations: A cross-country comparison of Hainan Island 
and Jeju Island. Journal of Destination Marketing & 
Management, 31: 100846.  
https://doi.org/10.1016/j.jdmm.2023.100846 

Escandon-Barbosa D, Salas-Paramo J, and Caicedo LF (2025). An 
analysis of the effects of value cocreation and tech enjoyment 
on customer satisfaction in tourism virtual reality. The TQM 
Journal, 37(5): 1227-1241.                       
https://doi.org/10.1108/TQM-09-2023-0297 

Fang Y, Li Y, Huang Z, and Huang J (2025). The effects of host-
guest interactions on social atmosphere and subjective well-
being: Based on working holiday makers in China. Journal of 
Quality Assurance in Hospitality and Tourism.  
https://doi.org/10.1080/1528008X.2025.2495747 

Gomes D, Kastenholz E, Ferreira AG, and Almeida J (2025). The 
role of host-guest interactions in remote work-driven tourism 
development. In: Correia R, Martins M, and Fontes R (Eds.), 
Transforming remote work and tourism in the digital nomad 
era: 239-278. IGI Global Scientific Publishing, Hershey, USA. 
https://doi.org/10.4018/979-8-3373-0076-4.ch009 
PMid:41075958 

Hong C, Choi H, Choi EK, and Joung HW (2025). Exploring 
customer perceptions of food delivery robots: A value-based 
model of perceived value, satisfaction, and their impact on 
behavioral intentions and word-of-mouth. Journal of 
Hospitality Marketing and Management, 34(4): 526-548.  
https://doi.org/10.1080/19368623.2025.2462073 

Jiang X, Li Y, Yang J, Wang S, and Han C (2024). Host–guest 
interaction and sustainable consumption behaviour on 
sharing-accommodation platforms: Using a big data analytic 
approach. Sustainability, 16(13): 5423.  
https://doi.org/10.3390/su16135423 

Jiang Y, Huang L, Zhou H, and Wu K (2025). Does host-guest 
interaction promote tolerance behavior? The mediating role 
of place attachment and subjective well-being. PLOS ONE, 
20(5): e0323355.  
https://doi.org/10.1371/journal.pone.0323355 
PMid:40435168 PMCid:PMC12118835 

Joe S, Kim J, and Zemke DMV (2022). Effects of social influence and 
perceived enjoyment on Kiosk acceptance: A moderating role 
of gender. International Journal of Hospitality & Tourism 
Administration, 23(2): 289-316.  
https://doi.org/10.1080/15256480.2020.1746217 

Khaki AA, Shaban R, and Mir MA (2024). Decoding host-tourist 
interaction and tourists’ intention to revisit: A mediation 
model of place attachment. African Journal of Hospitality, 
Tourism and Leisure, 13(2): 262–273.  

Kim G, Duffy LN, and Moore D (2023). Importance of residents’ 
perception of tourists in establishing a reciprocal resident-
tourist relationship: An application of tourist attractiveness. 
Tourism Management, 94: 104632.  
https://doi.org/10.1016/j.tourman.2022.104632 

Kim M, Darban M, and Lim SE (2025b). The impact of Airbnb’s 
competitive pricing on traveler spending at destinations. 
International Journal of Hospitality Management, 124: 
103994. https://doi.org/10.1016/j.ijhm.2024.103994 

Kim MJ, Preis MW, and Lee CK (2019). The effects of helping, self-
expression, and enjoyment on social capital in social media: 
The moderating effect of avoidance attachment in the tourism 
context. Behaviour & Information Technology, 38(8): 760-
781. https://doi.org/10.1080/0144929X.2018.1552718 

Kim YW, Cha MC, Yoon SH, and Lee SC (2025a). Not merely useful 
but also amusing: Impact of perceived usefulness and 
perceived enjoyment on the adoption of AI-powered coding 
assistant. International Journal of Human–Computer 
Interaction, 41(10): 6210-6222.  
https://doi.org/10.1080/10447318.2024.2375701 

Kwong YM and Li Y (2020). In-place or out-of-place? Host–guest 
encounter under ‘one country, two systems’. Current Issues in 
Tourism, 23(12): 1460-1479.  
https://doi.org/10.1080/13683500.2017.1398218 

Li H, Xu H, Wei Z, and Huang C (2025). Co-creation or co-
destruction? Rethinking the relationship between host-tourist 
interactions and support for tourism. Journal of Sustainable 
Tourism. https://doi.org/10.1080/09669582.2025.2510547 

Li J, Liu C, Yuan JJ, and Zhang Z (2024). Understanding destination 
immersion in rural tourism: The effects of destination 
fascination and resident–tourist interaction. Journal of Travel 
Research, 64(7): 1556-1574.  
https://doi.org/10.1177/00472875241257269 

Li T and Chen Y (2019). Will virtual reality be a double-edged 
sword? Exploring the moderation effects of the expected 
enjoyment of a destination on travel intention. Journal of 

https://doi.org/10.1016/j.ssaho.2024.101144
https://doi.org/10.31940/jasth.v8i1.36-50
https://doi.org/10.3390/f15071156
https://doi.org/10.1016/j.heliyon.2024.e29820
https://doi.org/10.1080/10941665.2021.1952285
https://doi.org/10.1016/j.jdmm.2023.100846
https://doi.org/10.1108/TQM-09-2023-0297
https://doi.org/10.1080/1528008X.2025.2495747
https://doi.org/10.4018/979-8-3373-0076-4.ch009
https://doi.org/10.1080/19368623.2025.2462073
https://doi.org/10.3390/su16135423
https://doi.org/10.1371/journal.pone.0323355
https://doi.org/10.1080/15256480.2020.1746217
https://doi.org/10.1016/j.tourman.2022.104632
https://doi.org/10.1016/j.ijhm.2024.103994
https://doi.org/10.1080/0144929X.2018.1552718
https://doi.org/10.1080/10447318.2024.2375701
https://doi.org/10.1080/13683500.2017.1398218
https://doi.org/10.1080/09669582.2025.2510547
https://doi.org/10.1177/00472875241257269


Nasib et al/International Journal of Advanced and Applied Sciences, 13(1) 2026, Pages: 91-100 

100 

 

Destination Marketing & Management, 12: 15-26.  
https://doi.org/10.1016/j.jdmm.2019.02.003 

Liu C, Jiang M, and Muhammad ZA (2024). The impact of TikTok 
short video factors on tourists’ behavioral intention among 
Generation Z and millennials: The role of flow experience. 
PLOS ONE, 19(12): e0315140.  
https://doi.org/10.1371/journal.pone.0315140 
PMid:39637011 PMCid:PMC11620689 

Liu H, Zhang J, Jia Z, and Yan H (2025a). The impact of amenities in 
rural bed and breakfasts on tourists' emotional experience 
and behavioral intentions: Perspectives from amenity theory. 
Acta Psychologica, 254: 104828.  
https://doi.org/10.1016/j.actpsy.2025.104828 
PMid:39999733 

Liu X, Lai IKW, Zhang Y, Lu Y, and Wang X (2025b). How four 
aspects of narcissism prompt tourists to make landmark 
check-in: The mediating role of perceived enjoyment and 
perceived status attainment. Asia Pacific Journal of Marketing 
and Logistics. https://doi.org/10.1108/APJML-11-2024-1723 

Liu-Lastres B and Cahyanto IP (2021). Exploring the host-guest 
interaction in tourism crisis communication. Current Issues in 
Tourism, 24(15): 2097-2109.  
https://doi.org/10.1080/13683500.2020.1817876 

Lu F, Wang B, Bi J, and Guo W (2024). Study on the influence of 
host–guest interaction on tourists’ pro-environment behavior: 
Evidence from Taishan National Forest Park in China. Forests, 
15(5): 813. https://doi.org/10.3390/f15050813 

Luo JM, Lam CF, and Wang H (2021). Exploring the relationship 
between hedonism, tourist experience, and revisit intention in 
entertainment destination. SAGE Open, 11(4): 
21582440211050390. 
https://doi.org/10.1177/21582440211050390 

Mohamad MA, Hanafiah MH, and Radzi SM (2021). Understanding 
tourist mobile hotel booking behaviour: Incorporating 
perceived enjoyment and perceived price value in the 
modified technology acceptance model. Tourism & 
Management Studies, 17(1): 19-30.  
https://doi.org/10.18089/tms.2021.170102 

Muler Gonzalez V and Gali Espelt N (2021). How do degrowth 
values in tourism influence the host–guest exchange? An 
exploratory analysis in small towns in the rurality. Journal of 
Tourism and Cultural Change, 19(6): 884-903.  
https://doi.org/10.1080/14766825.2020.1832103 

Nguyen SH (2025). Leveraging virtual reality experiences to shape 
tourists’ behavioral intentions: The mediating roles of 
enjoyment and immersion. Journal of Zoological and Botanical 
Gardens, 6(2): 24. https://doi.org/10.3390/jzbg6020024 

Putra AS, Alimin E, Nasib N, Hou A, Salqaura SA, and Saputra J 
(2025). Halal tourism in central Aceh: Investigating how 
influencer trust and perception of authenticity shape tourist 
loyalty. Jurnal Manajemen Bisnis, 16(2): 318-345.  
https://doi.org/10.18196/mb.v16i2.26152 

Putra IND and Jelantik SPIB (2023). Literary tourism: Maintaining 
balinese identity in 'host-guest' interaction in short stories by 
Balinese writers. Mudra Jurnal Seni Budaya, 38(4): 420-431. 
https://doi.org/10.31091/mudra.v38i4.2471 

Qu Y, Zhou Q, and Cao L (2024). How do positive host-guest 
interactions in tourism alter the indicators of tourists’ general 
attachment styles? A moderated mediation model. Tourism 
Management, 105: 104937.  
https://doi.org/10.1016/j.tourman.2024.104937 

Ruan WQ, Yang TT, Zhang SN, Liu CH, and Li YQ (2021). How to 
create tourists’ enjoyment? Critical factors and strategic 

configurations for cultural and creative tourists’ enjoyment. 
Journal of Travel & Tourism Marketing, 38(6): 554-567.  
https://doi.org/10.1080/10548408.2021.1969318 

Shi F, Han X, and Samaniego-Chávez CE (2024). Residents’ 
perceived benefits of host-guest interaction: Scale 
development and validation. Journal of Travel Research, 
64(4): 950-965.  
https://doi.org/10.1177/00472875231224238 

Si H, Li N, Cheng L, Wu G, and De Vos J (2024). Are you a happy 
traveler? Exploring ridesourcing travelers' satisfaction and 
subjective well-being. Transportation Research Part D: 
Transport and Environment, 128: 104108.  
https://doi.org/10.1016/j.trd.2024.104108 

Sihombing NS, Siburian RM, Surya ED, Jamaluddin J, and Nasib N 
(2025). Uncovering the role of mindfulness in increasing 
repeat visit intention: A study on Tangkahan Langkat tourism. 
Society, 13(1): 328-349.  
https://doi.org/10.33019/society.v13i1.801 

Tabaeeian RA, Yazdi A, Mokhtari N, and Khoshfetrat A (2023). 
Host-tourist interaction, revisit intention and memorable 
tourism experience through relationship quality and 
perceived service quality in ecotourism. Journal of 
Ecotourism, 22(3): 406-429.  
https://doi.org/10.1080/14724049.2022.2046759 

Tung VWS, Tse S, and Chan DC (2021). Host-guest relations and 
destination image: Compensatory effects, impression 
management, and implications for tourism recovery. Journal 
of Travel & Tourism Marketing, 38(8): 833-844.  
https://doi.org/10.1080/10548408.2021.1883499 

Utomo DS, Cahyadi D, Astuti IF, and Putra GM (2023). Selection of 
promotional media on tourist boats with fuzzy AHP and fuzzy 
TOPSIS. International Journal of Advanced and Applied 
Sciences, 10(5): 140-148.  
https://doi.org/10.21833/ijaas.2023.05.017 

Wang X, Cave J, and Simpson M (2024). Interdependencies in 
visiting relatives travel: Uncovering the nature, meanings, and 
dynamics of host–guest interactions. Journal of Hospitality & 
Tourism Research, 49(4): 764-782.  
https://doi.org/10.1177/10963480241246563 

Wei M, Bai C, Li C, and Wang H (2020). The effect of host–guest 
interaction in tourist co-creation in public services: Evidence 
from Hangzhou. Asia Pacific Journal of Tourism Research, 
25(4): 457-472.  
https://doi.org/10.1080/10941665.2020.1741412 

Wu X, Han X, and Moon H (2023). Host-guest interactions in peer-
to-peer accommodation: Scale development and its influence 
on guests’ value co-creation behaviors. International Journal 
of Hospitality Management, 110: 103447.  
https://doi.org/10.1016/j.ijhm.2023.103447 

Xiang K, Tong Y, Wu MY, and Gao F (2024). Performing multi-
subject interactions in hotels during crises: Evidence from 
textual and visual data. Tourism Management, 101: 104811. 
https://doi.org/10.1016/j.tourman.2023.104811 

Ying S (2024). Cross-cultural study of hotel practices as perceived 
by Chinese and North American travellers: A data mining 
analysis. Heliyon, 10(11): e31883.  
https://doi.org/10.1016/j.heliyon.2024.e31883 
PMid:38882379 PMCid:PMC11177150 

Yurao Y, Kanjanapathy M, and Saat MM (2024). A proposed 
framework of the impact of tourist’s social interactions on 
destination image. International Journal of Academic Research 
in Business and Social Sciences, 14(1): 1026–1032.  
https://doi.org/10.6007/ijarbss/v14-i1/20518 

 

https://doi.org/10.1016/j.jdmm.2019.02.003
https://doi.org/10.1371/journal.pone.0315140
https://doi.org/10.1016/j.actpsy.2025.104828
https://doi.org/10.1108/APJML-11-2024-1723
https://doi.org/10.1080/13683500.2020.1817876
https://doi.org/10.3390/f15050813
https://doi.org/10.1177/21582440211050390
https://doi.org/10.18089/tms.2021.170102
https://doi.org/10.1080/14766825.2020.1832103
https://doi.org/10.3390/jzbg6020024
https://doi.org/10.18196/mb.v16i2.26152
https://doi.org/10.31091/mudra.v38i4.2471
https://doi.org/10.1016/j.tourman.2024.104937
https://doi.org/10.1080/10548408.2021.1969318
https://doi.org/10.1177/00472875231224238
https://doi.org/10.1016/j.trd.2024.104108
https://doi.org/10.33019/society.v13i1.801
https://doi.org/10.1080/14724049.2022.2046759
https://doi.org/10.1080/10548408.2021.1883499
https://doi.org/10.21833/ijaas.2023.05.017
https://doi.org/10.1177/10963480241246563
https://doi.org/10.1080/10941665.2020.1741412
https://doi.org/10.1016/j.ijhm.2023.103447
https://doi.org/10.1016/j.tourman.2023.104811
https://doi.org/10.1016/j.heliyon.2024.e31883
https://doi.org/10.6007/ijarbss/v14-i1/20518

	Tourism experience and behavioral intention: A mediated model of host–guest interaction and enjoyment
	1. Introduction
	2. Literature review
	2.1. Host-guest interaction on perceived enjoyment
	2.2. Host-guest interaction on behavior intention
	2.3. Perceived enjoyment on behavior intention
	2.4. Host-guest interaction on perceived enjoyment and behavioral intention

	3. Methodology
	4. Results
	4.1. Hypothesis results
	4.2. Discussion
	4.2.1. The effect of host-guest interaction on perceived enjoyment
	4.2.2. The influence of host-guest interaction on behavioral intention
	4.2.3. The influence of perceived enjoyment on behavioral intention
	4.2.4. The influence of host-guest interaction on behavioral intention through perceived enjoyment


	5. Conclusion
	List of abbreviations
	Funding
	Acknowledgment
	Compliance with ethical standards
	Ethical considerations
	Conflict of interest
	References


