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Abstract. This analysis explores the major changes that are still changing the hospitality industry,
cultural heritage, and the overall tourism environment in our current world. The study examines the role
of technology, sustainability, and creative policies in improving the visitor experience and protecting
cultural items. This paper is both interdisciplinary and up-to-date, looking at how cultural heritage,
tourism, and hospitality are connected. The study proposes a way to measure sustainability in tourism by
looking at how hospitality and cultural values are handled. Using a systematic method, the research
reviews 40 articles through content analysis, focusing on how the three factors tourism, culture, and
hospitality are related. The study shows how these areas can change when they are combined and used
together to support and develop a place for tourism, based on cultural heritage and hospitality. Through a
thorough review of existing literature, the research identifies major changes happening in tourism,
cultural heritage, and hospitality. Findings of this study reveal that tourism, cultural heritage, and
hospitality are closely integrative domains and play critical roles in forming economies, societies, and
cultural identities.
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1. Introduction

Many developing countries are focusing on tourism development through the effective and
responsible utilization of natural and cultural resources [1]. The indigenous communities
dwelling in tourist destinations are usually attracted to tourism ventures for socio-economic
reasons. Sustainable tourism seeks to contribute to economic development while impacting the
surroundings and socio-cultural effects of native communities.

The tourism sector is perhaps one of the fastest sectors globally [2]. Although still dominating
the market, niches within the industry that give unique, tailored experiences are taking over from
mass-market tourism [3]. Cultural heritage tourism supports the economy, social identities, and it
plays a crucial part in the protection of cultural heritage, coupled with national identity. Creating

memorable experiences for tourists has become crucial in today's experience-driven society as a
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source of competitive advantage and a loyalty driver, encouraging positive word-of-mouth
recommendations [4].

Hospitality is among the primary drivers of success within the contemporary experience-based
economy. Cultural heritage tourism is an economic venture that leverages socio-cultural assets to
bring in visitors, as postulated by Fyall and Garrod (1998) [5]. Among these assets, social
customs play a very important role as significant components of cultural heritage attractions. The
concept of hospitality, or the welcoming behavior of hosts, is the core of social customs,
especially in the tourism and hospitality industries [6]. Hospitality is broadly described as an act
of hosting, inspired by a genuine wish to delight and show care for tourists as individuals,
ultimately providing iconic and memorable experiences [7].

Lashley (2000 argues that hospitality can be distinguished into two interconnected subfields:
"social hospitality” or "local hospitality,” and "commercial hospitality. “Social hospitality is
related to societal contexts in which the behavior of hosting takes place and reflects the cultural
and social nature of the local population. Lashley (1998 argues that a public space is where the
relationships and cultural heritage are depicted through social interaction between its members.
[8] On the contrary, commercial hospitality refers to a planned hospitality service delivered
within the framework of a business. This domain is integrated with heritage products to deliver
the experience to the tourists. The local hospitality is rendered by the community members,
whereas the commercial hospitality is offered by professionals in the tourism sector.

Tourist destinations have faced major changes with increasing international competition among
countries and regions. Globalization has enhanced the difficulties of building attractive tourist
areas that satisfy a wide range of requirements. For this purpose, researchers and operators have
more recently emphasized the position of local identity and distinctive territorial resources as
drivers of competitive advantage for destinations [9].

Increased competition among destinations compels tourism organizations to come up with novel
ways of developing appealing products that cater to varied and changing tourist demand. This
demand changes with time, based on the way tourist tastes are shifting and on cultural changes
occurring in contemporary societies. Hotels, cultural facilities, and tour operators attempt to
develop innovative solutions that enable a location to be appealing to visitors for experiencing

unique and enriching experiences. Increasingly, individuals seek tourism products and
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recreational activities that are able to provide authentic experiences so as to enhance their quality
of life [10].

For many people, holidays are not just about enjoying the scenery and recreational activities at a
destination; they also provide an opportunity to delve into the history, heritage, and traditions of
the area, enhancing their appreciation of the local culture [11].

Two primary drivers explain the growth of cultural tourism: evolving tourist preferences and an
increased awareness by industry stakeholders about the cultural, social, and economic
significance of developing and marketing cultural assets [12]. This relates since the rising
interest in heritage is strongly related to a greater and increased participation of people in
activities around culture, which include event-going, visits to museums and galleries, and
immersive experiences in cultural offerings.

Studies of hospitality and tourism, because of their central role within the domain of business
and management disciplines, greatly benefit from the insights yielded by historical approaches
[13]. History not only delivers rich narrative frameworks to account for business phenomena but
also offers extensive evidence for testing and validating existing business theories.

Heritage resorts and hotels have been remodeled into cultural and historical symbols for the
majority of ethnic heritage settings globally [14]. Heritage settings are essential in fostering local
and regional development through an increase in heritage tourism opportunities within their
domains [15]. Several heritage restoration schemes across the globe have drawn investment;
some of them have even been converted into heritage accommodations to create substantial
economic and cultural gains [16]. As noted by Grefe (2004, p. 307), the heritage value of built
heritage is influenced by the local community's attitude, their perception of significance, and the
potential commercial opportunities, as well as the extent to which local agricultural, craft, and
entrepreneurial skills can be mobilized for enhancing financial benefit. These can be the primary
contributors to heritage sustainability. In a given "ecosystem™ that dominates, in tradition,
sustainability lies in the value of preserving heritage integrity or structures of heritage
sites/buildings and how it has value through appreciation by locality and even maintains
continuation of hospitality practice with inherited heritage values over ages [17].

The culture of hospitality encompasses a series of aspects that involve service quality, customer
appreciation, employee development, pay equity, employee empowerment, ethics, and respect

for people [18]. Hospitality is closer to "etiquette and entertainment™ in the West, while in the

16



Tanveer et al

East, it has been rooted in the tradition of welcome by the host communities. Heritage hotels in
the East typically derive their hospitality traditions from values and cultural practices within the
regions where they are located.
Coulson et al. point out that the social exchange in this region underlines the base of cultural
hospitality. Instead of expecting money, one is to acquire respect and improve their status. A
hybrid form of this can be used for the commercial development of cultural hospitality:
supporting business ventures but adhering to the culture at the same time. Cultural hospitality
may be considered as a traditional form of service to a guest, with roots that are deeply
embedded in the cultural codes of the host community, locality, or even royal practice. It ensures
cultural authenticity, either in its raw form or in a 'negotiated compromise between
commaodification and preservation.
1.1 Objectives of the Study

e To study the effect of hospitality on tourism.

e To explore the interrelationship between tourism and cultural heritage

e To investigate effective factors to transform the tourism sector.
1.2 Research Question

e How does hospitality affect tourism?

e What is the interrelationship between tourism and cultural heritage?

e How can we transform the tourism sector effectively?
2. Related Literature Review
Despite the increasing prevalence of mechanization in contemporary life, there is still an
inclination to travel in order to search for new destinations and re-encounter exogenous
experiences. The dynamic hospitality and tourism industry is affected by like seasonality,
climatic conditions, household incomes, and the political conditions of different countries
(Legrand et al., 2023).
Tourist locations represent multifaceted geographical systems wherein local authorities, cultural
institutions, tourism businesses, and visitors engage to create value. This value is created through
the blending of heterogeneous yet complementary firm-specific and environmental assets. This
coincides with the Viable System Approach, [19] whose focus is on the fact that value creation

comes not from single firms alone but through cooperative relations with other players and
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through the proper use of the economic and social resources in the environment (Cafferata,
2009).

Cultural heritage presents an edge for tourist sites on the one hand and, at the same time, poses a
challenge for organizations dealing with cultural resources. Such a growth in interest in cultural
heritage can express the necessity for both the public and the private stakeholders to look for
proper tools of management, which are efficient, not only in investment assessment in the
restoration of the heritage but also in strategies for promotion and sustainable utilization of
cultural goods [20].

Economic tools that are commonly used can help a lot in managing heritage. However, since
cultural assets are special and different, it's important to use business management ideas in a
flexible way to meet their needs.

3. Cultural Heritage as a Distinct Resource for Tourist Destination Development

Thinking of culture as heritage means looking at both the physical things, like a city's buildings
and other creative works, and the non-physical aspects that show who people are. These non-
physical parts are connected to a place and include its history, traditions, and way of life. These
elements are special because they can't be easily copied, moved, or changed from one place to
another. Because of this, they form strong bases in any environment and help make a place more
appealing to visitors. Cultural assets aren't just old things; they also include memories, traditions,
and products that help a culture grow and become richer, whether it's a city, region, or country.
These factors are important for building and keeping a strong local identity. Globalization helps
by making the unique qualities of products made in specific places more noticeable, which helps
keep communities together and manage land better. The link between culture and the land is very
strong and has a big impact on places that attract tourists.

Culture can be a big boost for the tourism economy, and the way local governments and tourism
businesses handle things is important for protecting and using cultural resources. Heritage adds
real value to a place: "Taking good care of natural resources helps a destination become more
attractive and satisfy the growing needs of tourists™ [21]. Heritage and tourist spots don’t just
happen on their own, and they shouldn’t be taken for granted. There are several important things
that need to be handled carefully to make sure the connection between heritage and tourism
works well.

4. Local Hospitality
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Hospitality is not just the domain of points of interest, infrastructure, and shipping, but also all of
the components of being welcoming, according to Mill and Morrison [22]. Hospitality is taken
into consideration as one of the key achievement drivers within the new competitive tourism
market [23]. Hospitality refers to making visitors feel welcome by way of being generous, trying
to delight, and showing respect. Hospitality is defined with the aid of Lashley as cultural and
domestic traditions where the hosts vicinity the guests in front. In a clean rationalization of the
hospitality context, counseled a 3-area model of hospitality [24]. There are three domains
together with cultural/social, personal/domestic, and business. For this observation,
cultural/social and commercial domain names mean neighborhood hospitality and industrial
hospitality, respectively. As Kozak and Remington think, hospitality-terming the amicability of
locals-is still one of the largest troubles for foreign international travelers. Locals are individuals
who inhabit locations around monuments of cultural background [25]. Deffner and Metaxas
confirmed that the greater the exceptional hospitality of the nearby, the higher the photo of the
city.

The hospitality of locals and the cultural nature of the destination are also intended to impact the
quality of tourist experience and general satisfaction [26]. Contemporary tourists are naturally
becoming increasingly interested in interacting with locals and getting genuine "real life" culture,
as underpinned by studies of Yang. For services and products dealing with culture to be
effective, they require the full co-operation and support of locals so that they can recognize and
relate to whatever is on offer to tourists [27]. Here, local hospitality has been used as the
minimum that should be given by the local people. Another recent research work by Beejata and
Shukla also mentioned local hospitality among the most important characteristics required for
cultural tourism to be memorable in terms of travel.

Therefore, nearby hospitality was expected to have a tremendous effect on the best cultural
historical past tourism stories. The construction of nearby hospitality in this study, from the
social sphere of hospitality [28], is focused on the energy of social forces inside the production
and consumption of tourism services and products. Right here, the neighborhood population,
who are also hosts, are imagined to show off hospitality whilst hosting and interacting with
visitors. Dawson (2010) stated that inside the cultural tourism segment, the strategy shifts due to
the fact of entertaining foreigners manner that displays the values of tradition and local ideals.

The time period "human beings character" was utilized by other researchers who used it in their
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article, Nadeau et al. (2008), to indicate the kind of characteristics of a people. Six varieties of
attributes were identified for the Canadian human beings: likability, friendliness, helpfulness,
courtesy, trustworthiness, and honesty. Those have constantly featured as salient qualities of the
hospitality idea within the literature.

5. Commercial Hospitality

Commercial hospitality is an exploitative, profit-making relationship offered by financial-
seeking organizations to receive monetary rewards, including hotels, restaurants, bars, cafes, and
transport services for tourists and travelers [29]. Lugosi states that commercial hospitality
settings, including entertainment and guest interactions, are critical elements of the guest
experience. Goeldner wrote that tourists need and seek warm acceptance and hospitality as they
venture into the experiences offered by a destination. As Lovelock et al. (2005) put it, "The
quality of hospitality. Will be either enhancing or eroding satisfaction with the underlying core
services." As Crick and Spencer state, customers evaluate the service quality on the basis of two
considerations: first, what was being served and whether they were satisfied with it, and second,
how it was served by employees or in what style. Based on the above arguments, hospitality
would be a complementary service that supports the main service. Yang (2011), in her research
into ethnic representation, discovered that "employees” were one of the major stakeholders with
a responsibility to deliver an experience related to cultural tourism. The implication, therefore, is
that any hospitality which is delivered should be viewed as the scale of bare minimum service
which can be given by employees working at any heritage attraction. This element has been
referred to as "employee displayed emotions” [30]. This service marketing attribute highlights
the point that employees should display socially appropriate behaviors and emotions at the time
of service delivery. This is rather important, particularly in cultural heritage tourism, where it is
expected that the service personnel be able to deliver an experience and combine information
elements for adequate experiences while undertaking tour visits. Findings from the results are
expected to elicit the assumption that commercial hospitality by the employees enhances
experience quality during cultural heritage tourism. Furthermore, visitors are also likely to judge
their entire experience in terms of the emotions recalled during the course of their interaction
with frontline employees and managers, and other stakeholders engaging with them in the tourist
experience. Hospitality is thus 'inherently emotional’. It needs participants to suspend rational

assessment to create an experience of pleasure or even enjoyment, as argued by Lugosi (2008).

20



Tanveer et al

According to the above conceptualization, commercial hospitality in this research means
affective delivery by employees, which is commonly explained as the action of displaying
socially approved emotions when dealing with tourists (Ashforth & Humphrey, 1993; Tsai &
Huang, 2002). Tsai (2001) contends that employee affective delivery is positively linked with the
tourists' willingness to recommend the destination and their intention to revisit. The demeanor or
style with which things are done is the best way to describe hospitality, which expresses itself
with smiles, warmth, and willingness to cater to all the added demands of visitors.

6. Experience Quality

Hospitality academics and professionals acknowledge that the world is transforming from an
economy based on services to an experience-based one [31]. A literature review, however,
indicates that there is no consensus regarding the conceptualization and methodological focus in
tourism experience. Typically, experience is described as something acquired or experienced
through contact (Oxford English Dictionary), and it describes the subjective states in the mind
passed through by a person. Tourism activities are experiential by means of their very nature.
The enjoyment factor is an indispensable component of constructing powerful tourism and
hospitality, enhancing the urge of traffic to be involved in network life, and emphasizing the cost
of getting to know and exploring. It's far too tough to offer a good tourism enjoy because it has
been shaped by way of numerous elements and has a couple of stakeholders involved [32].
Nickerson (2006) named three maximum vital determinants of exceptional tourism experience
because the traveler, the tourism product or destination, and the residents. This shows that
individuals — each tourism group of workers and residents — have a very critical function in
designing dac experiences for vacationers at the vacation spot. Conditions together with resident
attitudes in the direction of tourism, hospitality provided with the aid of locals, and the feel of
vicinity generated by way of the local people impact the high-quality of the tourism experience
(Ariffin & Maghzi, 2012; Nickerson, 2006) [33]. Reviews like Baker and Crompton (2000) and
Tian-Cole, Crompton, and Wilson (2002) of wildlife tourism have revealed that reveling in nice
is in direct correlation with tourists' behavioral intentions. This research examines the relevance
of excellence in the context of cultural history tourism.

Though service quality and experience quality have similarities, they pertain to two distinct
concepts. Experience quality addresses the psychological and emotional consequences that result

from tourist activities or participations. The character of service quality pertains to performing
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services at the attribute level. Chen and Chen (2010) have found four experience quality
dimensions: hedonics, peace of mind, recognition, and involvement [34].

7. Research Methodology

This article is a cross-disciplinary thematic research of cultural heritage, hospitality, and tourism.
This research proposes a sustainable tourism model to quantify the level of hospitality and
cultural code. This study systematically reviews 40 articles and uses content analysis based on
the interrelationship of 3 factors: Tourism, Culture, and Hospitality. The transformation in
tourism, cultural heritage, and hospitality is examined if integrated and linked properly. This
study takes an extensive literature review approach and identifies transformations in tourism,
cultural heritage, and hospitality.

8. Discussion and Findings

Local economies are influenced by the tourism industry through job creation, revenue
generation, and support for infrastructure development. Furthermore, tourism engages in cultural
exchange and understanding by bringing visitors in contact with different cultures, traditions,
foods, and living patterns. However, tourism often creates challenges associated with
environmental degradation, cultural commodification, and over-tourism in destination places.
Sustainable tourism has started to gain attention and promote the balance between economic
advantages, environmental conservation, and cultural preservation, ensuring that tourism is a
sustainable force for development and global peace.

9. Hospitality and Tourism

Hospitality means no longer simply how the host welcomes and comprises tourists but also the
hospitableness of inhabitants that vacationers would like to revel in at some point of their
cultural history tourism visit (Ariffin & Maghzi, 2012; Grzinic & Vitasovic, 2009) [35].
Personnel in the tourism enterprise have to treat tourists with politeness, respect, and fairness,
whilst indigenous citizens must be influenced to behave as warm hosts and provide minimal
visitor information. As cited by Goeldner (2009), those small, however very sizable gestures
contribute drastically to setting up a culture of hospitality in the destination, which considerably
boosts the perceived fee of some other aspect of the tourist experience. Literatures indicate that
tourists investigate hospitality studies in the main in terms of feelings; subsequently, the tourism
body of workers should be conscious of such emotional factors of the tourists' experience and the

way their needs are to be met. This is why the tourism group of workers should be professionally
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prepared with the ability to generate effective moods and feelings using their provider
interactions with the tourists within the framework of cultural historical past tourism. As a way
to make tourism memorable, tourism personnel are "emotional laborers” in that they have to
satisfy the act of playing what they do and also alter their actual or actual feelings based totally at
the desires of their employment.

10. Culture and Tourism

Cultural tourism is one of the tourist activities where the fundamental motivation of the visitor is
to learn, discover, experience, and consume the cultural attractions/products in tangible and
intangible forms in a tourist destination. These products/attractions are concerned with a
combination of unique material, cultural, intellectual, spiritual, and emotional attributes of
society, including arts and architecture, intangible cultural and historical heritage, cuisine
heritage, literature, music, creative industries, and the living cultures with their ways of life,
value systems, beliefs, and traditions. The product/tourism relationship is closely linked with
culture because cultural elements often serve as key attractions for tourists, while tourism
contributes to the preservation and evolution of culture. Historic sites, monuments, and
traditional ways of life attract tourists who want to learn about a region's history and culture.
Culture is what makes a place interesting to visit, and tourism helps keep that culture alive and
shared. When both work together healthily, they can grow and stay strong for the future.
Traveling also helps people from different places learn about each other, which builds respect
and understanding. But too much tourism can harm the real culture and damage important
historical places. So, making sure tourism is done in a responsible way helps protect and even
enrich culture, making sure both sides benefit fairly.

11. Transformation in Tourism

Tourism has changed a lot over the years. The old way of just taking trips for fun is not as
common anymore. Now, tourism is a big business that helps the economy worldwide.
Technology has made it easier for more people to travel, with new ways like booking online,
virtual tours, and traveling for real, meaningful experiences. People now want to connect with
real cultures and nature during their trips. Because of this, eco-tourism and responsible travel
have become more popular. Cultural tourism is growing quickly because travelers want to learn
about and experience local traditions, history, and ways of life. This has pushed the hospitality

industry to offer more cultural experiences, like themed hotels, traditional food, and organized
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cultural events. Also, the focus on personal and real experiences has led to the rise of boutique
hotels, homestays, and eco-friendly places that show the true spirit of local cultures.

12. Conclusion

Tourism, cultural heritage, and hospitality are interconnected domains that play a very important
role in forming economies, societies, and cultural identities. Tourism is a strong agent of cross-
cultural exchange that generates economic opportunities and creates a greater understanding of
other cultures around the world. Cultural heritage, from tangible monuments and historic sites to
artifacts and intangible traditions, languages, and rituals, serves as a bridge between the past and
the present and draws in travelers who are interested in meaningful experiences. Hospitality, the
bedrock of tourism, provides comfort and satisfaction to visitors through services that range from
accommodations to culinary experiences, blending tradition with innovation. Together, these
have a direct contribution to developing sustainable growth, preserving national cultural heritage,

and creating excellent memories for international tourists.
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