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ABSTRACT 

The integration of agricultural and cultural heritage tourism has emerged as an important strategy for promoting 

sustainable rural development and community welfare. This study examines the interplay of attraction and promotion 

in enhancing agricultural and cultural heritage tourism. Furthermore, it investigates the moderating role of government 

support in the relationships between key tourism determinants and tourism development. A quantitative approach was 

employed using Partial Least Squares Structural Equation Modeling (PLS-SEM) to analyze data collected from 373 

respondents in a rural tourism destination. The results reveal that cultural heritage and agricultural attractions and 

government support have significant positive effects on tourism development. Furthermore, government support acts 

as a moderating factor, strengthening the influence of image and promotion on tourism development. 
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1. INTRODUCTION 

Situs Sekaran located in Sekarpuro Village, Malang Regency, has an area of 200 hectares and has a unique duality 

of resources in the form of a productive agricultural landscape and cultural heritage (archaeology discovered in 2018). 

The average income of Sekarpuro Village residents remains relatively low, while poverty reaches 2,344 people (20%), 

more than the open poverty rate (TPT) in Malang Regency, which was only 5.13% in 2023 (BPS Kabupaten Malang, 

2023). Therefore, to increase the potential for community welfare from the tourism sector, the village government has 

initiated several infrastructure development programs, including greenhouses, photo spots, culinary centers, and other 

supporting facilities. This aims to increase the number of tourists, where an increase in tourist numbers can create 

opportunities to accelerate some and restore ancient heritage sites, thereby strengthening the village's appeal and 

positioning it as a potential national tourist destination. 

Despite the growing interest in rural tourism, agritourism, and heritage tourism, previous studies have generally 

examined these tourism forms separately. Agritourism research mainly focuses on agricultural experiences, while 

heritage tourism studies emphasize cultural and historical attractions. In addition, most tourism development studies 

have concentrated on the direct effects of attractions, facilities, and promotion on destination performance, with 

limited attention given to the institutional mechanisms that enable tourism resources to generate sustainable 

development outcomes. Addressing these gaps, this study proposes an integrated agricultural heritage educational 

tourism framework that combines agricultural landscapes and cultural heritage into a unified rural tourism model. The 

study also introduces a moderator perspective in which government support strengthens the influence of image and 

promotion on tourism development. The findings highlight the importance of aligning promotional strategies, 

destination readiness, and institutional support to enhance sustainable rural tourism development while reinforcing 

and extending existing tourism theories. 

1.1. Literature Review 

A tourism system can be understood as a network of interrelated and integrated components, including attractions, 

transportation, and entertainment facilities (Var & Gunn, 2020). Meanwhile, destination marketing involves a series of 

strategic activities designed to position a destination competitively, where the uniqueness of the destination is 

promoted through its brand image and identity to attract visitors (Pike, 2012; Avraham & Ketter, 2017; Ketter & 
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Avraham, 2021). Tourist attractions have exerted a magnetic attraction on people since classical times (Var & Gunn, 

2020). This attraction involves not only the preferences and interests of tourists, but also the quality reflected in its 

design, development, and management. Tourist attractions also reflect the growing importance of leisure experiences 

within contemporary tourism consumption and the modern leisure class (MacCannell, 2016; Nikolakakis, 2025). 

Tourist attractions can be understood as an empirical interaction between tourists, the object or sight, and the 

“signifiers.” This perspective implies that attractions are experienced through tourism activities, although they may 

also exist independently of prominent sights. To broaden this perspective, Leiper proposed a comprehensive tourist 

attraction system consisting of three interrelated components: the tourist, the nucleus, and the marker element (Leiper, 

1990; J. Li & Yu, 2023). A survey involving more than 6,000 visitors to cultural attractions revealed substantial 

support for the overall structure of the model, highlighting that tourists are primarily motivated in their decision to 

visit. Previous studies indicate that tourist visitation is influenced by visitor motivations, attraction markers, media 

utilization, and travel characteristics (Leiper, 1990; Richards, 2018; Boivin & Tanguay, 2019). Cultural heritage and 

local attractions are closly interconnected. Tourists are generally motivated to explore and appreciate distinctive 

cultural expressions, while local communities recognize the symbolic meaning of their heritage, fostering pride and a 

sense of identity. In addition, cultural tourism plays a significant role in strengthening the local economy and 

providing resources to sustain the preservation and maintenance of cultural heritage (Cerisola & Panzera, 2024). 

Destinations can strategically utilize their cultural assets to enhance brand awareness and benefit tourism-related 

businesses, as evidenced by empirical application (Kim & Nicolau, 2025) 

The value of physical attributes can also be linked to destination branding, where branding has also been proven to 

be needed to attract tourist visits to a tourist destination (Alvianna et al., 2022). Another study found that tourism 

promotion strategies have a positive influence on a city's image and tourists' intention to visit. Furthermore, tourism 

experience plays a role in shaping the relationship between promotion strategies and both city image and visitor 

intentions. Tourism experience plays a role in shaping the relationship between promotion strategies and both city 

image and visitor intentions, which is a moderating variable (Zhou et al., 2024) . 

Coercive power is considered the force capable of generating remarkable outcomes. In this context, government 

authority functions as a driving force for the tourism industry, expected to mobilize all stakeholders involved. The 

government's role in economic development encompasses planning, policymaking, regulation, and the provision of 

public facilities to strengthen tourism. Evidence from Kulonprogo illustrates this role through the development of 

destination facilities, tourism marketing, industry support, institutional integration, and the formulation of regulations 

for five strategic tourism areas in the region. (Rahajeng, 2017) . This research is in line with research in Batu City 

where the progress of the tourism industry is inseparable from the role of the government, which when the tourism 

industry "slumped" used "power" to force investors to stay in Batu City and encouraged the opening of various tourist 

attractions (Windhyastiti & Diah, 2016) . Research in the Mediterranean region also shows that the active role of 

government is important in attracting and controlling investment demand in the tourism sector in developed countries 

in the Mediterranean (Kunst, 2011) . The government also has an interest in supporting tourism development such as 

foreign exchange earnings, contributions to government revenues, job creation and regional development stimulus 

(Jenkins, 2020) . 

1.2. Hypotheses 

Based on previous studies and the theoretical framework, the following hypotheses were formulated: 

H1: Cultural and agricultural attractions have a significant positive effect on the development of agricultural and 

cultural heritage tourism. 

H2: Image and promotion have a significant positive effect on the development of agricultural and cultural 

heritage tourism. 

H3: Government role and support strengthen the influence of cultural and agricultural attractions on the 

development of agricultural and cultural heritage tourism. 

H4: Government role and support strengthen the influence of image and promotion on the development of 

agricultural and cultural heritage tourism. 

Based on the theoretical foundation and previous studies, the conceptual framework of this study is presented in 

Figure 1. 
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Figure 1. Conceptual Framework 

2. RESEARCH METHODS 

This study employed a quantitative research approach to examine the factors influencing the development of 

agricultural and cultural heritage tourism. The study population consisted of 3,845 households in Sekarpuro Village, 

and the sample size was determined based on Krejcie and Morgan’s (1970) recommendation for finite populations, 

requiring a minimum of 350 respondents (Krejcie & Morgan, 1970). A total of 373 local community members were 

selected through random sampling, which also exceeded the minimum sample requirement for Partial Least Squares 

Structural Equation Modeling (PLS-SEM) as recommended by Hair et al (2022). Local residents were chosen as 

respondents because they represent key stakeholders whose perceptions, participation, and involvement are essential 

for sustainable tourism destination development. The collected data were analyzed using PLS-SEM with SmartPLS 

software. The list of indicators used in this study can be seen in Table 1. 

Table 1. Variable Indicator 

Variable Indicator 

Agriculture and Heritage 

Attraction (Middleton & Clarke, 

2012) 

Sekaran Site, History of Sekaran Site; Local Culture; View of rice 

fields/farms; Agriculture education 

Branding and Promotion (Aaker, 

2009) 

The identity and uniqueness; A catchy slogan; 

Promotion by social media; A digital brochure; 

Accessibility of Information 

Government Support (Rahajeng , 

2017) (Kunst, 2011) (Jenkins, 

2020) 

Support of development; Support of regulations and policies; Support 

of infrastructure; Support of training programs; Supported by 

promotion 

Development of Tourism 

Destination (Haugland et al., 

2011; Sinclair-Maragh et al., 

2015) 

Tourism potential; Integrated agro-cultural tourism feasibility; Agro-

cultural tourism as village identity; Economic benefits for local 

community 
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3. RESULT AND DISCUSSION 

The characteristics of some respondents 54.16% are female, aged 41-60 years are 45.04%, 42.63% education of 

respondents is senior high school and 27.08% the occupation of respondents is entrepreneur. Figure 2 presents the 

structural model estimation results, including the direct and moderating relationships among the research variables. 

 

Figure 2. Structural Model Estimation Results 

Table 2. Structural Model and Hypothesis Testing Results 

 Original 

sample 

(O) 

Sample 

mean (M) 

Standard 

deviation 

(STDEV) 

T statistics 

(|O/STDEV|) 

P values Hypothesis 

Result 

CAA -> DACET 0,440 0,440 0,050 8,836 0,000 Supported 

IP -> DACET -0,096 -0,096 0,053 1,826 0,068 Not supported 

GRS -> DACET 0,427 0,428 0,063 6,813 0,000 Supported 

GRS x CAA -> DACET -0,167 -0,164 0,045 3,690 0,000 Not supported 

GRS x IP -> DACET 0,117 0,114 0,039 2,986 0,003 Supported 

CAA : Cultural & Agricultural Attraction 

IP  : Image & Promotion 

GRS       : Government  Role & Support   

DACET : Development of Agricultural & Cultural Heritage Tourism 

Based on Table 2, the results of hypothesis testing indicate that: (1) Cultural and Agricultural Attraction (CAA) 

has a significant positive effect on Development of Agricultural and Cultural Heritage Tourism (DACET) (β = 0.440, 

p < 0.001), indicating that stronger cultural and agricultural attractions enhance tourism development. Therefore, H1 

is supported; (2) Image and Promotion (IP) has no significant effect on DACET (β = −0.096, p = 0.068), indicating 

that current promotional efforts may not effectively support destination development. Therefore, H2 is not supported; 

(3) Government Role and Support (GRS) has a significant positive effect on DACET (β = 0.427, p < 0.001), 

confirming its direct contribution to tourism development. 

Regarding the moderating effects, the hypothesis testing indicates that: (1) GRS significantly moderates the 

relationship between CAA and DACET, with a negative interaction coefficient (β = −0.167, p < 0.001). This indicates 

that higher government role and support weakens the influence of CAA on DACET. Since the moderating effect is 

significant but in the opposite direction from the proposed hypothesis, H3 is not supported; (2) GRS significantly 

strengthens the relationship between IP and DACET (β = 0.117, p = 0.003), indicating that stronger government 

support enhances the contribution of image and promotion to tourism development. Therefore, H4 is supported. 
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3.1. The Influence of Cultural and Agricultural Attractions on The Development of Agricultural 

and Cultural Heritage Tourism. 

Cultural and agricultural attractions positively and significantly influence the development of agricultural and 

cultural heritage tourism. The attractiveness of Sekarpuro Village is strongly supported by several key elements, 

including the Sekaran Site, local history, cultural attractions, rice field landscapes, and agricultural education. Most 

respondents perceived the combination of historical heritage and natural scenery as the primary attraction of the 

destination. These findings are consistent with previous studies emphasizing that tourist attractions are among the 

most important determinants influencing tourists’ decisions to visit a destination (Middleton & Clarke, 2012; 

Weidenfeld et al., 2010). Tourist attractions not only fulfill visitors’ interests but also provide unique experiences 

connected to local identity and authenticity (MacCannell, 2016; Nikolakakis, 2025). 

The findings also support studies indicating that tourism attractions contribute significantly to tourism and 

economic development (Zhang & Zhang, 2023). In the context of Sekarpuro Village, the integration of cultural 

heritage and agricultural activities creates an authentic educational tourism experience that distinguishes the 

destination from other tourism sites focusing mainly on modern entertainment. Visitors are attracted not only by the 

historical value of the Sekaran Site but also by opportunities to directly observe agricultural activities and learn about 

sustainable farming practices. Therefore, cultural and agricultural attractions become the main driving factors 

supporting the development of educational tourism in the area. 

3.2. The Influence of Image and Promotion on The Development of Agricultural and Cultural 

Heritage Tourism. 

Branding has also been proven to play an important role in attracting tourist visits to a destination (Alvianna et al., 

2022). Another study revealed that tourism promotion methods positively influence city image and visiting intentions, 

while city image mediates the relationship between tourism promotion and tourists’ intention to visit. Furthermore, 

tourism experience moderates the relationship between promotion methods, city image, and visiting intentions (Zhou 

et al., 2024). 

However, this study found that image and promotion have no significant influence on tourism destination 

development. This finding aligns with several previous studies suggesting that destination image and promotional 

activities alone are insufficient to directly encourage tourism development. Other factors, such as tourist experience, 

infrastructure quality, accessibility, community participation, service quality, and word-of-mouth communication, 

often play a more dominant role (Echtner, 2003) (Govers & Go, 2009) (Pike, 2012). In the context of the research site, 

this result may occur because the destination is still in the early stage of development and promotional activities 

remain limited. In addition, many people living around the area are still unaware of the existence of the tourism site, 

causing destination image and promotion to be less effective in encouraging tourism development. 

3.3. The Role and Support of Government as Moderator 

This study also found that government role and support significantly influence tourism development. In Sekarpuro 

Village, the local government allocated part of the Village Treasury Land for tourism development managed by the 

Village-Owned Enterprise (BUMDes). The government has also developed supporting facilities such as greenhouses, 

jogging tracks, scenic bridges, and culinary centers around the heritage area. 

The findings indicate that government support strengthens the influence of image and promotion on tourism 

development. Previous studies explained that government policies, infrastructure provision, governance coordination, 

and promotional support are essential in increasing the effectiveness of tourism promotion and destination branding 

(Kasmawati et al., 2024; Zhou & He, 2023). Government involvement also helps create a supportive environment for 

tourism stakeholders and increases destination competitiveness. However, this study also identified that excessive or 

less optimal government intervention may weaken the contribution of cultural and agricultural attractions to tourism 

development. This may occur because tourism development requires a balance between institutional support and 

community participation. Previous studies highlighted that collaborative and participatory governance is more 

effective in supporting sustainable tourism development than overly centralized approaches (Nunkoo, 2017; 

Scheyvens, 1999). Therefore, the government should adopt a facilitative role by empowering local communities, 

encouraging innovation, and strengthening cultural preservation efforts. 

Overall, the study highlights the importance of integrating cultural heritage, agriculture, government support, and 

community participation in developing sustainable tourism destinations. The agricultural heritage tourism model 
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proposed in this study may serve as an alternative framework for promoting educational tourism, cultural 

preservation, agricultural sustainability, and inclusive rural economic development. 

4. CONCLUSION 

This purpose of this study is to examine the interplay of attraction and promotion in enhancing agricultural and 

cultural heritage tourism and investigate the moderating role of government support in the relationships between key 

tourism determinants and tourism development. The results reveal that cultural heritage and agricultural attractions 

and government support have significant positive effects on tourism development. Furthermore, government support 

acts as a moderating factor, strengthening the influence of image and promotion on tourism development. The 

moderating analysis further reveals the complex role of government support in tourism development. While 

government support strengthens the influence of promotion on tourism development, it weakens the relationship 

between attractions and tourism development, indicating the possibility of over-intervention, excessive bureaucracy, 

or policy inefficiencies. 

Theoretically, this study contributes to the tourism literature by proposing an integrated model of cultural heritage 

and agricultural tourism development that incorporates institutional roles. Practically, the findings suggest that 

policymakers should prioritize the preservation of cultural and agricultural attractions, strengthen collaborative 

tourism governance, improve destination readiness, and redesign promotional strategies based on authenticity and 

sustainability principles. Despite its contributions, this study has several limitations. The research was conducted in a 

single rural tourism destination, which may limit the generalizability of the findings to other tourism contexts. In 

addition, this study focused primarily on local community perceptions rather than tourist perspectives. Future research 

may therefore expand the model by incorporating tourist satisfaction, destination loyalty, digital tourism marketing, or 

sustainable tourism performance across different tourism destinations and regional contexts. 
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