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Abstract: Cultural heritage organizations worldwide face daunting challenges, grappling with 

workforce shortages and financial constraints that often result in service closures, postponements, or 

cancellations. In response to these difficulties, we delved into the evolving interaction between cultural 

heritage sites and society, especially considering the profound socio-economic repercussions of the 

global pandemic at these sites. We scrutinized the dynamic heritage of community engagement, with 

a particular focus on pioneering methods to augment the participation and awareness of younger 

individuals. We focused on innovative methods to enhance the involvement and awareness of young 

individuals. Employing a comprehensive content analysis through a multiple case study approach, 

cultural heritage initiatives in Taiwan were investigated, emphasizing the pivotal role of technology 

and digital platforms in engaging young audiences. Using a comprehensive content analysis approach 

within a multiple case study framework, we examined various cultural heritage initiatives in Taiwan. 

Notably, we accentuated the crucial role played by technology and digital platforms in captivating 

younger audiences. Through theoretical sampling and triangulation methods, including semi-

structured interviews, secondary sources, and participant observation, we sought to obtain a holistic 

understanding of the subject matter. The research findings underscore the pivotal importance of digital 

experiences as supplements to physical presence, providing a gateway to cultural heritage exploration. 

Moreover, we advocate for heritage sites to harness digital platforms effectively, encouraging 

collaborations with external partners to enrich visitor experiences. We also offer valuable 

recommendations aimed at enhancing customer engagement and communication with the younger 

demographic, thus making significant contributions to the cultural heritage sector in Asia. Furthermore, 

this research signifies a notable transition from traditional physical service design to online platforms, 

leveraging technology to inspire and engage diverse generations. By embracing digital tools, cultural 
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heritage sites not only attract new visitors but also retain the interest of existing ones amidst an ever-

evolving societal landscape. Ultimately, this study sheds light on the imperative nature of cultural 

heritage preservation and adaptation in the face of contemporary challenges, emphasizing the need for 

innovation and resilience in this vital sector. 

Keywords: cultural heritage; experience innovation; service design; digital environment 

 

1. Introduction 

As cultural heritage increasingly finds its way into tourism agendas, there is a growing concern 

about its sustainability. According to a study by Bajec [1], young individuals often fail to recognize 

the significance of cultural heritage and exhibit limited interest in its preservation, lacking an 

understanding of its inherent values. Safeguarding tangible and intangible heritage necessitates 

rigorous scholarly inquiry to raise awareness among today’s youth [2]. While researchers have 

predominantly focused on aspects like visitor satisfaction and heritage conservation effectiveness [3], 

the crucial role of resident and visitor involvement has been overlooked [4]. 

The tourism industry in Asia is rapidly expanding, presenting challenges for the sustainable 

development of cultural heritage. Customizing appropriate services for tourists can inspire them to 

learn, enjoy, and participate [5]. Collaborative public-private operational models contribute to the 

sustainable operation of cultural heritage sites. Partnering with third-party vendors can accelerate and 

enhance innovation, strengthening customer experiences [6]. In this pivotal transformation of cultural 

heritage, more research is needed to share best practices [7]. To explore the impact of digital technology 

applications on the customer experience of cultural heritage, we look at the customer experience in 

computer-mediated environments (CMI), which has been a topic of interest in recent academic 

research [8,9]. 

Little research has been done to understand how digital solutions permeate everyday organization 

and management [10]. From existing research on cultural heritage, it is evident that the majority of 

studies are concentrated in relatively developed countries such as the United States, the United 

Kingdom, Australia, and Spain. However, the profound research on heritage in developing countries 

should not be overlooked [11]. 

Currently, researchers are mainly focused on museums, and cultural heritage has not been 

found [12–14]. How to rely on various digital technology applications (such as live streaming and 

social media) to keep in touch and always exist in their communities and audiences worldwide needs 

further research [13]. According to a survey conducted by the Taiwan Cultural and Educational 

Foundation, over 70% of teenagers believe that learning about world cultures is important, and they 

agree that learning about Taiwanese culture is important. However, when asked about the number of 

historical sites in Taiwan, only 22% of teenagers could provide the correct answer. 

Consequently, based on the above discussion of existing research and its gaps, we aim to sift 

through the changes in how COVID-19 fosters community engagement to uncover new ways of 

connecting that might assist young people’s participation and awareness. Our research questions are 

as follows: (1) How can cultural heritage sites promote youth engagement through social media? (2) 

What are the factors that promote young people’s participation in cultural heritage? (3) What is the 

role of the government in promoting young people’s participation? 
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2. Literature review 

2.1. Taiwan’s cultural heritage institutions 

Taiwan promulgated the Public-Private Partnership (PPP) Act in 2000. This means that traditional 

public infrastructure projects, previously undertaken solely by the government, are now open for 

private sector participation in construction and operation. Through private funding, innovation, and 

management expertise, the quality of public services is enhanced. There are five forms of PPP, with 

Build-Operate-Transfer (B.O.T) and Operate-Transfer (O.T) being the most used (Table 1). 

Table 1. Operational models for Taiwan’s cultural heritage (Source: Ministry of Finance, R.O.C.). 

Forms Content 

BOT Private organizations build and operate; ownership transferred to the government after the 

operating period. 

BTO Private organizations build; government acquires ownership and private sector operates; 

operational rights return to the government after the operating period. 

ROT Private organizations invest in government facilities; operational rights return to the government 

after the operating period. 

OT Government invests in repairs; private organizations operate; operational rights revert to the 

government after the operating period. 

Boo Private organizations invest and own; operate independently or entrust a third party, in line with 

government policy. 

In recent years, there has been a trend in Taiwan of combining the reuse of cultural heritage with 

cultural creativity, leading to some successful cases. The preservation and reuse of these cultural assets 

have become essential resources for enhancing local tourism visibility and competitiveness, while also 

creating new forms of cultural wealth. Therefore, appropriate management of cultural assets should 

not only generate economic benefits to balance the high costs of preservation but also facilitate the 

concentration and interaction of various talents and economic sectors within the cultural and creative 

industries. This approach expands and enhances creativity in urban environments and produces goods 

and services with high cultural and symbolic value [15]. 

Most researchers looking at cultural heritage focus on relatively developed countries such as the 

United States, the United Kingdom, Australia, and Spain, but the in-depth study of heritage in 

developing countries should not be overlooked [11]. There are significant differences in regulations 

governing the transition to new uses for cultural heritage among different countries, and there is almost 

no exchange between countries with similar experiences. This process remains under-researched [7]. 

2.2. Cultural heritage service innovation 

Driven by the S-D logic, the way in which service innovation is viewed, focuses on customer 

value and experience, and service design can complement the practical approach required by the S-D 

logic to realize service innovation [16]. Cultural heritage sites now need to do more than just provide 

services; they need to emphasize the importance of visitor involvement and shift the focus from 
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production to value co-creation [17]. Organizations can create and deliver experiences within these 

touchpoints [18], and the design of the experience they present to the participants, who are at the heart 

of the service innovation process is important [19]. Incorporating local art and culture into service 

design can create unique value and experiences for visitors [20]. Management should consider service 

innovations, and the development of these services should include ways of co-creation with partners 

and customers [21]. Young people today have diverse career aspirations and seek to realize their self-

worth. The establishment of relevant education will play an important role in this. Taiwan’s heritage 

sites primarily operate locally, with Taiwanese youth and second-generation entrepreneurs leading 

brands that collaborate deeply with the community and local food industries. This partnership helps to 

consolidate local cultural strengths and form cultural brands. 

2.3. Application of technology and customer experience 

Digital technology can be used as a tool for epidemic detection and transmission and as a 

temporary alternative to “physical” attributes, facilitating greater community involvement in cultural 

heritage, which will play a more important role in the future of cultural heritage [22]. 

Marshall et al.’s [23] findings suggest that as digital technology becomes more widespread, this 

approach will be popular with visitors to heritage. Huang et al. [24] suggest in their study in China that 

the application of digital technology helps with post-epidemic economic recovery. Digital technology 

can create stories and allow consumers to interact with brands in novel and unconventional spaces to 

create experience value [25]. Digital technology enables cultural heritage sites to provide innovative 

channels for visitors who are not physically present but who may wish to support the institution [26]. 

Cultural heritage utilizes social media promotion to create connections with the lifestyles of 

young people, fostering engagement with the heritage [27]. 

We investigate the service design and customer experience of cultural heritages, where digital 

technology applications such as social media platforms, E-commerce, etc. can help to enhance the 

customer experience before, during, and after the purchase [28]. The establishment of an integrated 

platform can facilitate multi-stakeholder participation [29]. Digital platforms can help realize 

sustainability goals [30]. The management not only needs to highlight the uniqueness of the heritage 

site’s space but also needs to create value and services for consumers beyond the architectural space. 

When employees have a better understanding of the organizational background, they can play a unique 

role in value-creation activities [31]. 

2.4. Customer journey 

The customer journey, representing the stages and touchpoints in the customer experience, plays 

a crucial role in creating a positive customer experience. It serves as a tool for understanding and 

addressing gaps in the customer experience, leading to improved profits and partner value [32]. In the 

pre-purchase stage, customers learn about a company, its products, and services. This might happen 

through passive awareness, such as seeing ads on Facebook or Instagram. Customers actively seek out 

several brands, products, or services that can meet their specific needs and conduct research and 

comparisons. During this process, they look at reviews or opinions on social media and compare the 

product features and information released by companies. After the purchase, personalized offers, new 

product information, and membership rewards can be provided to leave a positive impression and 
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encourage repeat purchases. Social media can facilitate interaction between cultural heritage sites and 

visitors at both stages, The level of participation and perception comes from the process of interaction [33]. 

The Internet enables individuals to maintain the logistics value necessary in their daily lives. 

When we ensure that young people have positive experiences at every stage, it enables them to engage 

with various participants, co-create value, and online connectivity facilitates access to efficient, 

convenient, and real-time value, especially benefiting visitors [34]. Research shows that cultural 

participation has a positive impact on the personal development of young people [35]. 

In particular, when planning the visitor experience journey, designing activities that appeal to 

young people can be a key factor in increasing their participation. Geus et al. [36] quantitatively studied 

visitor experiences in events and festivals, event experience is the interaction between individuals and 

the event environment, influenced by the degree of participation. Therefore, planning touchpoint 

management and initiating visitor-centric activities in designing the visitor experience journey 

contribute to their active engagement. 

3. Methodology 

3.1. Case studies 

We employed a mixed-methods approach to investigate four destinations. Initially, semi-

structured interviews were conducted with managers and visitors during and after the pandemic. 

Following the lifting of restrictions, the research team conducted participatory surveys, observations, 

and interviews, which are commonly used to collect data through multiple case comparisons to 

discover and construct theory from data [37]. While the literature recognizes the potential of digital 

platforms to create value for cultural heritage innovation, a direct link to visitors’ experiences is notably 

absent, necessitating further research. Therefore, the establishment of a tentative theory becomes 

crucial to demonstrate the alignment of the research strategy with this emerging phenomenon [38]. The 

utilization of a multiple-case research approach enables the researcher to delve into various cases and 

discern the distinctions among them [39]. 

3.2. Case selection 

We investigated how cultural heritage interacted and engaged in marketing communication both 

online and offline from May 2021, during the pandemic, until January 2024, when the pandemic 

concluded. Four cultural heritage destinations that offered cultural, artistic, and culinary experiences 

for visitors were selected for this research. These destinations continued offline operations during the 

lockdown period, becoming more active on social media. We collected their activities on social media 

to promote youth engagement to discuss different activities and the benefits of different platforms. 

The five cases we selected are historic buildings (Figure 1). Two of them are very well-known 

sightseeing spots, while the other three are locations that are gaining attention among local young 

people. First, they are all Japanese-style buildings left over from the Japanese colonial period. In the 

case study, researchers can gather and analyze survey data to comprehend the phenomenon under 

investigation [40]. 
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Figure 1. Views of the five case study heritages in Taiwan. 

3.3. Data collection and analysis 

We employed a combination of primary and secondary data sources to achieve our research 

objectives. For participant selection, a purposive sampling approach was utilized, which is a common 

method in qualitative research aimed at selecting individuals with relevant knowledge or experience [41]. 

A total of 12 primary stakeholders were selected, consisting of six cultural heritage management teams 

and five visitors aged 20–35, who had visited cultural heritage sites at least twice and expressed interest 

in cultural tourism. 

These individuals underwent two semi-structured interviews, each lasting 15 to 30 minutes, 

conducted between 2021 and 2024. Supplementary responses were also collected 2–3 times during 

different phases of the pandemic. The table below shows the time of our initial interview, and the 

interview outline between the management and visitors can be viewed in the appendix (Table 2). 

First, we contacted the management, staff, and tourists of the selected cases that fit our purpose 

to enquire about their willingness to be interviewed and sent the outline of the interviews to the 

respondents before conducting the actual interviews. Due to the impact of the epidemic, we used 

telephone interviews, face-to-face interviews, and text responses as the interview format. The 

interviews were recorded using open-ended audio recordings. 

Additionally, we collected supplementary secondary data from various sources, including 

interviews from newspapers and magazines, organizational data from companies, government 

department reports, and online audiovisual materials. Through personal observation and synthesis of 

these secondary sources, common patterns were identified, leading to the derivation of cross-case 

conclusions and the application and extension of frameworks. Industry-specific recommendations 

were proposed to make the research findings more relevant to the practical development of cultural 

heritage sites. 
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Table 2. Data source. 

Interviews Date 

1 Director 2021.6.28 

2 Managers 2021.5.6 

2 Merchant 2021.11.6–2023.11.23 

3 Full-Time Staff 2022.4.28–2023.12.16 

2 Volunteer 2024.1.28 

8 Visitors 2021–2024 

We have organized the responses from both the management and visitors into Figures 2 and 3. 

Their responses are categorized into four aspects each. The management explained to us that they hope 

to introduce cultural heritage and the development power of Taiwan’s cultural and creative industries 

to more young people, and that social media can help maintain engagement with visitors. They often 

hold Taiwanese and foreign cultural exhibitions and activities, giving more opportunities for young 

people to connect with different cultures. From the visitor’s perspective, they were interested in the 

social media information and wanted to visit. They expressed a desire to learn more about past life and 

the original stories of the heritage. Additionally, they felt that technological interaction would be a 

good form of interaction if it could allow more people to understand cultural heritage. We subsequently 

provide a more detailed explanation of the relevant content. 

 

Figure 2. Interview results (management). 
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Figure 3. Interview results (visitors). 

In this study, triangulation was applied through the integration of semi-structured interviews with 

consumers and management, secondary sources, and participant observation. Semi-structured 

interviews were the primary data source for qualitative research, while participant observation, 

commonly utilized in case studies, involved in-depth description and analysis of specific phenomena 

to attain theoretical saturation within the triangulation framework [42]. Verification of research 

outcomes was facilitated by examining the same conclusions reached by different methods or different 

observers [43]. The ability to immediately capture the meaning of the change process through internal 

follow-through and field notes and formal and informal communication with members of the 

organization is crucial [44]. During the period, participant observation by visiting sites and eliminating 

methodological flaws or data or researcher bias was completed through triangulation. 

4. Research findings 

4.1. New forms of interaction close to young people 

Cultural heritage faces many problems in actual operation, especially in attracting people. As the 

informant said: 

“There are no big shopping district cinemas close to Kishuan; it is at the end of a sprawling 

neighborhood that started out as a money-loser.” 

Our visitors from the Hayashi Department Store explained that they had read a lot of information 

on the internet, so they went to visit the store. There are also some responses from other tourists. 

“I don’t know too much about this building, I just saw on social media, know it’s a landmark so 

I’m here to check it out.” 

In the case of Jinjinding, visitors typically made physical visits. However, after updating the 

website, visitors became accustomed to the original interactive mode due to the adoption of new 

technology. Nonetheless, the convenience provided by digital technology and safety concerns during 
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the pandemic will likely motivate them to give it a try. Young people are proficient in technology use, 

and new communication methods should be embraced to engage them effectively. 

While live streaming is currently emerging as a cultural heritage tool, its prospects are highly 

promising. The interviewed visitors expressed unfamiliarity with online purchases, stating that it does 

not align with the physical heritage experience. Both Hayashi and Kishuan initiated live streaming 

amid the COVID-19 pandemic, bridging physical events with social media platforms and continuing 

this approach even as the pandemic winds down. 

Kishuan and professors from the University of Taiwan are collaborating to host live literary 

lectures, aiming to share Taiwan’s top university education with the public and enhance their 

appreciation of cultural heritage. Feedback from HAYASHI indicates that although live-streaming 

cultural heritage experiences took some time to gain momentum initially, they ultimately generated 

positive interaction and brand recognition. 

Different from other department stores sales, the experience of live streaming is a necessary 

component of co-creation and sharing of the entire user experience through the co-experience 

generated through interactions with and among the audience [45]. 

4.2. The design of the event is key to attracting young people 

After the end of the pandemic, Hayashi Department Store continues to host events on social media 

platforms, particularly engaging in collaborations with different industries. For instance, on Instagram, 

viewers of the retro dance videos in Tainan have opportunity to win movie tickets (Figure 4). 

 

Figure 4. Hayashi office (2023). Retro Dance Video Event. Retrieved from: 

https://www.instagram.com/p/C0D2tPKv8bu/?img_index=1. 

In recent years, Kishuan, which is concerned about the young community, has also organized high 

school magazine competitions and editorial camps (Figure 5). For example, the 5th High School 

Magazine Competition had a total of 50 high school and vocational school magazine teams 

participating in the competition, and the overall event was conducted in a synchronized manner by a 

physical and online live streaming, with about 120 teachers and students coming to the event and their 

events can be viewed and participated in online. Engaging customers from time to time to co-create a 
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delightful online customer experience provides an opportunity to improve online customer attitudes 

and repurchase intentions [46]. Online interaction enables consumers to continue to connect with 

cultural heritage, and service design includes satisfying emotional needs such as art activities [47]. 

 

Figure 5. Kishuan office (2022). live streaming for High school magazine competitions. 

Retrieved from: 

https://www.facebook.com/watch/live/?ref=watch_permalink&v=367774625472450. 

4.3. Added value of food experiences 

As indicated in this survey, visitors prioritize characteristics that align with the destination’s image, 

which is a crucial factor in shaping their travel experience. This implies that cultural heritage sites can 

enhance visitor engagement by highlighting visual content that resonates with the destination’s identity 

in their promotions and products. During the pandemic, images of iconic landmarks conveyed 

messages of safety, stability, and resilience [48]. Post-pandemic, these previously seen photos may 

serve as an incentive to visit these places. 

A photographer shared her experience, stating that she chose to capture moments at a cultural 

heritage site because she recalled seeing stunning photos of it on Instagram. Another scenario involved 

visitors taking a break in the dining area, capturing numerous aesthetically pleasing photos in the cafe, 

ultimately becoming the most satisfying aspect of their heritage site experience, as expressed by the 

interviewee: 

“I wanted to sit down and have a cup of coffee because I got tired from walking around the 

heritage site, and the environment of the site was beautiful.” 

Throughout the interviews, we received numerous evaluations regarding foods, with all four cases 

incorporating foods areas. A student visitor at Hayashi Department Store explained that she specifically 

traveled a considerable distance to Hayashi Department Store because it was the only place selling 

black bean jelly, a unique product there, and she has visited more than eight times. There were also 

comments from visitors related to Kishuan: 

“I think it’s about their dining service; I believe this aspect could be improved. Because it’s 

already quite remote, I think you can develop this place as a leisure destination.” 
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Most visitors at Hayashi Department Store and Jinjinding purchase souvenirs or enjoy afternoon 

tea. Respondents mentioned that they wanted to buy iconic or retro items in the environment of Hayashi 

Department Store. Jinjinding primarily offers high-end afternoon tea and souvenir products such as 

gold honey cakes. Visitors described their afternoon tea as resembling works of art, and Jinjinding 

shows the specificities on their Instagram post (Figure 6). This illustrates how social media can help 

spread the word about the character of a cultural heritage site. The phenomenon of young people 

enjoying sharing photos on Instagram can be attributed to their love for visual presentation and social 

media. Therefore, places and meals that offer picturesque settings and photogenic dishes tend to attract 

them. Therefore, the experiential space design of cultural heritage sites is a crucial factor, especially in 

achieving a balance between retro and modern elements. This experience encompasses various aspects, 

including products, packaging, communication, store interactions, sales relationships, and events [49]. 

 

Figure 6. Jinjinding office (2023). Jinjinding Instagram post. Retrieved from: 

https://www.instagram.com/p/Cxr57xXPTY6/. 

Therefore, the ability to capture beautiful photos may be a characteristic that attracts young people 

to participate. The Taiwanese government actively promotes cultural experiences among young people, 

exemplified by initiatives like the Cultural point (Figure 7). Taiwanese individuals aged 16–22 can 

receive cultural vouchers provided by the government, which can be used for discounts when visiting 

cultural heritage sites. Such measures are expected to effectively encourage the participation of young 

people, addressing concerns raised by our six interviewees regarding the high prices of cultural 

heritage product. 
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Figure 7. Kishuan office (2024). Culture point events. Retrieved from: 

https://www.instagram.com/p/C2R9Evcv-uW/?img_index=1. 

4.4. Creating convenience factors for young people 

In this study, the factor of convenience emerges as a primary reason for visitors to proactively 

engage with cultural heritage [50]. Visitors express higher satisfaction levels when they encounter 

comfortable and relaxing environments. For instance, a visitor from Kishuan mentioned that she often 

takes walks in Kishuan during her lunch break. Many visitors have experiences of visiting cultural 

heritage sites with their families, indicating that designing activities tailored for families could create 

more opportunities for young people to visit. This highlights the importance of considering the needs 

and preferences of diverse visitor demographics, including families, to enhance youth engagement in 

cultural heritage experiences. Cultural communication and exchange help to enhance tourists’ 

understanding of local culture and create a desire to visit heritage sites, especially among young people 

who view heritage sites merely as historical relics. Activities and performances held at these sites will 

significantly increase audience numbers, providing a platform for the public who may not have access 

to theatrical productions, concerts, or other educational or entertaining performances. 

5. Discussion 

We discuss the planning of the visitor’s experience; effective touchpoint management and 

thoughtfully designed activities are considered crucial elements. By gaining a deep understanding of 

the interaction between visitors and heritage, we provide a more personalized and meaningful 

experience. 

5.1. Novel experiences for services and products 

In this study, we found that novel experiences are a key factor influencing visitors’ continued 

engagement with cultural heritage sites. The visit to a cultural heritage site is considered a unique 

journey, and participating in activities at cultural heritage sites enhances its special significance and 

contributes to the creation of lasting memories. Novel experiences manifest as an independent and 

unexpected dimension of the overall experience, where unusual or extraordinary conditions become 

https://www.instagram.com/p/C2R9Evcv-uW/?img_index=1
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essential elements of the event experience, which are integral to the overall composition [36]. Della 

Corte and Aria [51] suggested that cultural heritage sites are currently facing a dilemma where they 

must demonstrate creativity and innovation by developing new methods of interaction with marketing 

objectives to innovate tourists’ experiences. 

To enhance visitor engagement at cultural heritage sites, it is essential to go beyond traditional 

historical narratives. We recommend that cultural heritage sites focus on creating novel and unique 

experiences for visitors. This can include incorporating interactive elements, immersive technologies, 

and hands-on activities that allow visitors to actively participate and engage with the heritage. 

Emphasizing extraordinary conditions or offering exclusive experiences can further enhance visitor 

satisfaction and encourage repeat visits. This may include non-traditional exhibitions, unique 

interactive experiences, or specially curated cultural events. Such conditions not only become 

highlights of the visitor experience but also imbue participants with a sense of distinctive value in their 

engagement with cultural heritage. 

Proposition 1-1: Unique products and experiences can promote the participation of young people both 

online and in-person 

Proposition 1-2: Social media can redirect online interactive audiences to offline visits 

5.2. Integrating online interactions and innovations for visitor engagements 

Cooperation across multiple platforms contributes to the development of more opportunities. 

Frequent interactions on social platforms help maintain consumers’ interest in cultural heritage sites, 

facilitating subsequent revisits and mutual cross-flow benefits. Traditional and contemporary dialogues, 

along with various human resources, provide a platform for cross-border cooperation and address 

social needs such as parent-child education, youth development, elderly living, and lifelong learning [52]. 

The establishment of digital platforms is indispensable in cultural heritage services, enabling staff to 

deliver prompt and efficient services through digital information and providing visitors with access to 

additional information. Utilizing digital technology in communication helps enhance awareness, 

especially among young people. Activities on various social platforms create an interactive effect both 

online and offline. Young people participating in art and cultural activities not only enhance their 

cultural literacy but also develop various life skills. Social media platforms are crucial to the lives of 

young people. Heritage sites can collaborate with different institutions, such as cultural and creative 

departments, to design cultural products that promote local culture and preserve local crafts. The design 

of local products and the presence of local young brands provide young people with opportunities to 

establish their own brands and connect with local culture. Cultural and creative products not only 

attract young people to purchase and understand the meanings behind them but also express their 

creativity, fostering personal development and a sense of community belonging. 

Proposition 2-1: The establishment of social platforms can provide diversified services for 

communities. 

Proposition 2-2: Frequent interactions on social media platforms will have an impact on young 

people’s cultural interests. 
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5.3. Local and policy support 

In this case, except for the Jinjin Ding and Hayashi, the other three used volunteers as their main 

staff. The young volunteer interviewed at the Literature Base told us that she was interested in culture 

and chose to apply for the program. She was attracted by the opportunity to participate in lectures and 

to be taught about culture and history, and she was introduced to the Young Artist-in-Residence 

program at their cultural heritage, where artists can live in the cultural monument to complete their 

work and where they are required to give back to the community by conducting lectures, workshops, 

and other activities at the cultural monument. They need to give back to the community by giving talks, 

workshops, and other activities in the cultural heritage. It is crucial to consider the importance of local 

traditions and culture related to tourism services and creative industries in service development to 

increase profits while maintaining local cultural values [53]. 

Taiwan is facing a surge in cultural heritage restoration projects, leading to a shortage of skilled 

restoration professionals. The industry points to several factors contributing to this talent gap: The 

lengthy training period required for traditional craftsmen, unreasonable salaries, and unstable policies, 

all of which make it difficult to attract young people to the field. Therefore, government support is 

needed to address these challenges. 

In Taiwan, the preservation of cultural heritage often encounters several issues, one of which is 

whether the historical period is sufficiently long. This criterion is frequently manipulated for political 

purposes and is used by the public to question whether a site should become a legally recognized 

cultural asset. The preservation of cultural heritage inevitably involves clashes with local and political 

interests. We also found that government support is a critical factor influencing the implementation of 

preservation projects. Heritage practices should be recognized as relevant policy and key actors in 

improving wellbeing and mental health [54]. 

Proposition 3-1: The presence of young people in cultural heritage can help to increase cultural 

exchange and dissemination. 

Proposition 3-2: Cultural heritage can have greater social value if they can become platforms for 

cultural and artistic exchange. 

5.4. Integrated experiential design model for cultural heritage 

Based on the research findings, we propose a conceptual model regarding the visitor’s experience, 

encompassing the impact of service design by the management on the visitor’s experience journey, 

particularly the benefits arising from the shift from online during the pre-pandemic period to offline 

during the post-pandemic period (Figure 8). 

Our model includes the interaction between visitors and the environment, along with multiple 

experiential elements and their resulting impacts [36]. Given that the visitor’s experience is a 

confluence of physical, social, and personal environments, it varies among individuals [50]. We further 

delve into the perspective of service design by the management, discussing how service design and 

experiential innovation can be implemented, especially concerning the establishment of social media 

platforms and the creation of new forms of interaction. In the physical environment, cultural heritage 

sites can emphasize unique experiences and enhance their connection with the surrounding business 

district. They can create motivation for visitors to make offline visits through social media platforms, 
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particularly through the visual appeal of images or videos. With government support, cultural heritage 

sites can innovate and enhance their products and services through visitor participation. 

 

Figure 8. Integrated experiential design model for cultural heritage. 

6. Conclusion and suggestions 

6.1. Conclusion 

Cultural heritage sites can promote youth engagement through social media by interactive content. 

By leveraging social media channels effectively, heritage sites can create a sense of accessibility and 

relevance among young audiences, encouraging them to explore and connect with cultural heritage in 

meaningful ways. 

Several factors contribute to promoting young people’s participation in cultural heritage. First, 

fostering a sense of ownership and belonging by involving young individuals in decision-making 

processes and programming initiatives relevant to their interests and concerns. Second, offering diverse 

and interactive experiences that cater to the preferences and lifestyles of young people. Last, creating 

opportunities for social interaction, collaboration, and peer learning within the cultural heritage context 

can enhance young people’s engagement and sense of community. 

(1) We outline cultural heritage initiatives and strategies in Taiwan focusing on the role of 

technology and the construction of digital platforms in increasing young people’s engagement. In this 

study, the role of facilitation from the government for online and offline value exchange was found. The 

exchange of value between cultural monuments and e-money is a new area, especially when e-money is 

used specifically for cultural venues. Future research could focus more on this area. 

(2) Separating the commercialized space from the cultural experience of the historic buildings at 

the cultural heritage would enhance the perception and satisfaction of the visitors. The two well-known 

cultural heritage sites lack a comfortable and relaxing experience space compared to the other three, 
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especially regarding the creation of a quiet environment, which is valued by younger visitors to the 

cultural heritage. 

(3) Heritage can collaborate with various organizations, and participants in this interview have 

visited three or more of the venues mentioned in the case, suggesting that visitors to cultural heritage 

are attracted to similar types of cultural heritage regardless of location. Visitors to cultural heritage 

sites emphasize the spatial and cultural experience. Therefore, if cultural monuments can cooperate 

and exchange, it will bring more cross-cultural experiences, especially with the different stories that 

similar architectural styles can bring to a monument. 

The five cultural heritages in this study are all concerned with the design of services for the visitor 

experience journey. Service design is a total experience with an emphasis on the creation of 

experiences. It is important to raise awareness among young people and the public of the need to 

preserve the integrity of specific objects and the role that heritage plays in modern society. Managers 

can improve perception and relationship assessments by designing different stages of the experience. 

Digital technology applications are beneficial for the public to gain more knowledge and a better 

understanding of cultural heritage, and the large number of digital technologies that are popular among 

young people should be used as part of cultural heritage education. 

6.2. Theoretical contribution 

Our findings fill a gap in social engagement in the cultural heritage. In the past, service design 

and customer experience research have rarely been conducted in the cultural heritage field, and a multi-

case comparison of practice examples has been conducted in the process of cultural heritage 

transformation [7]. We contribute to the theoretical framework by investigating the service design and 

customer experience planning of cultural heritage. Building upon the advocacy of [48], the research 

extends beyond Europe to provide a broader perspective, with interviews conducted with managers to 

delve into the decision-making processes in response to the pandemic. Furthermore, aligning with the 

insights of Settimini [55] regarding community participation, we demonstrate how cultural heritage 

can act as a catalyst for community involvement and the development of local culture. It supplements 

practical cases on the integration of digital solutions into organizational and managerial practices [10], 

emphasizing the importance of researching heritage in developing countries [11]. 

Moreover, we advocate for the inclusion of more practical cases in Asian cultural heritage 

research [46,56]. By emphasizing the potential synergy between creative and digital methods, the 

research provides insights into how young individuals can meaningfully engage with cultural heritage 

in the Asian context [57]. Exploring the practical cases and managerial strategies outlined in the study, 

stakeholders involved in cultural heritage management can gain valuable insights into how to 

effectively involve and attract younger generations, contributing to the sustainability and vitality of 

cultural heritage sites in the region. 

6.3. Practical implications 

We highlight the crucial role of engaging young people in the cultural heritage industry. We 

provide valuable insights into how the sector has transformed and implemented innovative strategies 

in response to the epidemic, particularly in encouraging active participation from the younger 

demographic. 
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The role of government initiatives in promoting young people’s participation in cultural heritage 

was show in this study. However, improvements in these measures are needed. For instance, the age 

range for participating in these activities could be further expanded, and additional subsidies could be 

provided to cultural heritage sites to allocate more funds for activities beyond the maintenance of the 

sites themselves. 

Private enterprises help infuse cultural heritage with elements of business management, they can 

endow them with social functions to serve the different needs of the public, and they give the public 

more opportunities to contact and experience heritage. By inviting organizations to provide solutions 

to revitalize heritage through collaboration, the government hopes to preserve heritage and use them 

in innovative ways to become unique cultural landmarks and create jobs for the community. The 

public-centered revitalization plan needs more people to participate to realize the value. The younger 

generation is the main force of the future, and their participation can bring more vitality to the heritage. 

We are in agreement with Raffaelli et al. [58] that when communities actively engage, it creates a 

cultural environment that encourages behavioral changes among residents and visitors. 

New ways of interacting with visitors to cultural heritage sites is currently a new area of study, 

and we attempt to bridge this gap in the academic literature to a certain extent. Our findings can provide 

management insights for the development of a marketing strategy and promotion of the cultural 

heritage area to attract more young people. Cultural heritages need to review how to combine cultural 

resources with daily life and recreate opportunities to continue interactions with visitors. 

6.4. Limitations and future research 

While this study provides valuable insights into service design for visitor experiences in cultural 

heritage sites, it is not without limitations. First, we focused on only four cultural heritage sites, limiting 

the generalizability of the findings to a broader context. Future research could include a more extensive 

range of cultural heritage sites to provide a more comprehensive understanding of service design 

strategies. 

Additionally, we primarily focused on the perspectives of managers and may not fully capture the 

experiences and perceptions of visitors. Future research could incorporate the viewpoints of visitors to 

gain a more holistic understanding of the effectiveness of service design in enhancing visitor 

experiences. 

Furthermore, we predominantly emphasize digital service design, which may not fully address 

the needs and preferences of all visitor demographics. Researchers could explore alternative or 

complementary approaches to service design to cater to diverse visitor segments effectively. 
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