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Abstract: The goal of this study is to show how satisfied tourists is of supreme significance to the tourism industry, particularly 
as it affects the future of a nature-based destination and explores the relationship among destination image, service quality, 
perceived value, tourist satisfaction, word-of-mouth, and revisit intentions of tourists. The 292 survey data was obtained via a 
structured questionnaire from tourists who visited the Haor region, Bangladesh and structural equation modeling (SEM) is used 
to test the hypothetical paths. Six hypotheses were accepted, and one is rejected. Tourism stakeholders can find important 
knowledge and they can satisfy tourists, which is likely by improving destination. 
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INTRODUCTION 

In tourism, tourist satisfaction is an important research topic for academics and all stakeholders (Wang et al., 2009). 

Considering local tourists’ satisfaction towards tourist destinations and factors that might affect their satisfaction is 

essential to know the achieving the best output for tourism development (Yoon et al., 2001). Understanding tourists’ 

satisfaction is of supreme significance to the tourism industry, particularly as it affects the future economy (Hossain et 

al., 2015). The tourism sector has the potentiality to become the heart of the development of the Bangladeshi economy. 

WTTC (2020), claimed that the cumulative contribution of travel and tourism to Bangladesh’s GDP in 2019 was USD 

9,113.2 million which is 3.0 percent of the total economy. On the other hand, contribution towards employment was 

1,858.9 JOBS (000’s), which is 2.9 percent of entire employment. The world’s longest 120 kilometers long sandy beach 

Cox's Bazar (Hossain, 2013), St. Martin, a small coral island about 10 km (Rahaman, 2009), Sundarban, a UNESCO-

designated world heritage site, Haor region, Hill tracts, Sylhet, and Kuakata have all made significant contributions to 
Bangladesh’s tourism sector. Among all tourist destinations, Haors are unique wetlands that have the potential for 

pulling in sightseers (CEGIS, 2012). For tourism service providers at the destination should consider that the satisfied 

and happy visitors return to a destination and spread positive word of mouth (Buonincontri et al., 2017). There is a 

substantial amount of literature published which discusses tourists’ satisfaction, destination attributes/ services in the 

different country context (Kozak, 2001; Viet, 2019; Joppe et al., 2001; Cong, 2016; Le and Dong, 2017).  

Constructions and their interrelationships were most frequently borrowed from established literature that was evaluated 

in Western and European cultures through tourism services and satisfaction surveys. For Least Developed Countries 

(LDCs) such as Bangladesh, these may be distinct because of their cultural diversification (Hossain, 2013). Furthermore, 

while researchers have attempted to build models to classify the variables that contribute to tourist satisfaction, minimal 

work has been done to advance the theoretical formation of Bangladeshi domestic tourists' satisfaction with tourism 

facilities, revisit, and word-of-mouth intentions in the nature-based destinations. These gaps have created an excellent room 

for new research into creating an all-encompassing service quality, destination image, perceived value, tourist satisfaction, 
word of mouth, and revisit intentions model that could enable destination operators to reflect on the essential factors that 

lead to domestic visitors’ satisfaction and increase revisit and word-of-mouth intentions towards the nature-based 

destination. So, the objective of this research is to see how a destination’s image, service quality, and perceived value 

impact tourists’ satisfaction and, as a result, how the behavior of tourists such as word-of-mouth and return visits to a 

natural-based destination are formed. This study constructs an immersive tourist satisfaction model for a distinct destination 

that examines the effects of tourists’ satisfaction antecedents such as service quality, perceived value, and destination 

                                                        
* Corresponding author 

http://gtg.webhost.uoradea.ro/
https://doi.org/10.30892/gtg.37311-713


Modeling Tourists’ Satisfaction in the Nature-Based Tourist Destination Using Structural Equation Modeling Technique 

 

 815 

image, as well as the consequences on tourists’ revisit and word-of-mouth intentions. The structural equation modeling 

approach is used to validate the model, on which is based the Haor region of Bangladesh, a promising nature-based tourism 

destination. A Haor is a wetland biological system within the northeastern portion of Bangladesh, which physically is a bowl 

or saucer formed shallow sadness, know as a back swamp (CEGIS, 2012). During the monsoon, the Haors receive surface rain 

water from rivers and canals, resulting in large expanses of turbulent water. They turn into endless inland oceans in which 

towns present themselves as islands. Periodic strong winds amid the blustery season (July to December) create expansive 
waves within the Haor, which may cause impressive harm to homesteads. In any case, they all but dry up within the post-

monsoon period. In the winter, these Haors have become endless extensions of the green world (CEGIS, 2012). 

 

HISTORICAL BACKGROUND AND HYPOTHESES 

The foremost reason for this study was to create and test a theoretical model, which spoke about the components 

contributing to the tourists' intent to return and word of mouth regarding the destination's brand, service quality, 

perceived value, and satisfaction are all aspects to remember. A brief outline of the interrelationship of constructs and 

the theoretical model is discussed. 
 

1. Destination Service Quality 

Service efficiency has been identified as a critical element in maintaining destination viability in the highly competitive 

tourism industry (Canny, 2013). Service quality is the result of the assessment handle where buyers compare desires with 

the administrations’ reality, which is felt and acknowledged (Lai and Hitchcock, 2016). Interpretations of quality service in 

the service sector focus on assembling consumers' demands and requirements, as well as how well the benefit delivered 
meets customers' expectations (Berry et al., 1983). Service quality can also be recognized as the aspirations of customers 

who received and saw perceived services from a particular place (Kuo et al., 2009). Many scholars have examined the 

indirect relationships among service quality, perceived value, satisfaction, and revisit intention. For example, Woodruff 

(1977) stated that service quality was a significant antecedent to customer satisfaction, perceived value, and repurchase 

intention. Chang and Wildt (1994) also indicated that perceived quality obligated a robust and positive influence on 

perceived value. Therefore, we projected the subsequent hypotheses in the setting of a tourist destination: 
 

Hypothesis 1: Destination service quality (SQ) positively affects tourist perceived value (PV) 

Hypothesis 2: Destination service quality (SQ) positively affects tourist satisfaction (TS) 
 

 2. Destination Image 

In general, people's views, emotions, and experiences about a region or area are referred to as destination image (Ilban 

et al., 2015). Image is moreover an expression of an individual’s knowledge, foresight, dreams, and feelings (Baloglu and 

Brinberg, 1997). Crompton (1979) defines destination image as a human attitudinal concept made up of the convictions, 
thoughts, and impressions that a traveler holds of any potential destination. Many studies have been carried out regarding 

destination image, perceived value, and tourists’ satisfaction for example Ozturk and Qu (2008) state that destination image 

has a significant effect on tourists’ perceived value and tourists’ expectations and eagerly suggest the destination to others. 

Wang et al. (2009) identified that the destination image worked out the most grounded total effect on tourist satisfaction. 

Therefore, we projected the subsequent hypotheses in the setting of a destination image: 
 

Hypothesis 4: The destination image (DI) has a favorable effect on perceived value (PV) 

Hypothesis 5: The destination image (DI) has a favorable effect on tourist satisfaction (TS) 
 

3. Perceived Value 

Perceived value is a component of a relationship which promotes a two-part design: one portion comprises the benefits 

gotten by the customer, whereas the other piece is composed of the sacrifices made by the customer (Cronin et al., 1997; 

Cronin et al., 2000). Gregory (1990, p.701) underlined the citation of William James: “part of what we perceive comes 

through our senses from the object before us; another part always comes out of our head.” So, the tourist perception is 

impacted by the things which encompass him and the things the traveler has in his intellect. Perceived value is defined as 
“the consumer’s overall assessment of the utility of a product or service based on perceptions of what is received and what 

is given” (Zeithaml, 1988, p.14). Perceived values and satisfaction are precedents for behavioral motivations uncovered by 

previous scholars through their research studies (Chen and Tsai, 2007; McDougall and Levesque, 2000; Parasuraman and 

Grewal, 2000; Petrick, 2004; Moral-Cuadra et al., 2019). Different researchers state that perceived value has a direct, 

positive association with tourist satisfaction (Wang et al., 2009; Eze et al., 2020). Therefore, we projected the subsequent 

hypotheses in the setting of a tourist perceived value: 
 

Hypothesis 3: The higher the perceived value (PV), the higher the tourist satisfaction (TS) 
 

4. Tourists’ Satisfaction 

Satisfaction is the feeling to which customer expectations from the product or services matched the prevailing quality 

(Žabkar et al., 2010). So, when a customer’s expectations are felled by the quality of the product or services, the customer 

is fully satisfied. Besides, better than average benefit quality is not only planning to fulfill the sightseers, but it too 

progresses the destination image, splits the goal from others, and constructs a steadfast traveler to carry out a meticulous 
revisit behavior as a return to and positive word of mouth (Canny, 2013).  
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5. Revisit Intention 

The concept of revisiting the plan emerges from behavioral intentions. Several studies have finished realizing the constructive 

relationship and impact among tourist satisfaction, revisit, and word of mouth intentions (Adinegara, 2018; Padlee et al., 2019; 

Khuong and Nguyen, 2017; Canny, 2013), and researchers showed that when tourists are satisfied regarding the destination, then 

they repeat the visit. It is expressed that there’s a positive relationship between tourist satisfaction and their aim to revisit the 

destination (Lee et al., 2011). Besides, the enjoyment of tourists may contribute to the purpose of revisiting or making 
satisfactory remarks on the destination to other visitors (Chi and Qu, 2008). Dissatisfied travelers could make unfavorable 

comments about the destination, damaging the customer reputations of the destinations (Reisinger and Turner, 2003a).  

 

6. Word of Mouth 

One of the multifaceted markers of behavioral 

intentions is Word of Mouth. Word of mouth is a casual 

communication, which is well-thought-out to be non-

commercial, individual to an individual interface (Arndt, 

1967). Tax et al. (1993) defined two effects of WOM. 

First, WOM activates a WOM recipient’s behavioral 

purpose and potential actions. Second, a WOM receiver 

can transmit the data to others and influence their way of 
making decisions. Therefore, in the sense of tourist 

satisfaction, revisit intention, and Word of Mouth, we 

predicted the following hypotheses: 
 

Hypothesis 6: Tourist satisfaction (TS) positively 

affects tourists’ revisit intention (RI) 

Hypothesis 7: Tourist satisfaction (TS) positively 

affects tourists’ word of mouth intention (WOM) 

 
Figure 1. Conceptual model for  

tourists’ satisfaction on the nature-based destination 

 

RESEARCH METHODOLOGY 

1. Research Design 
To confirm the validity and reliability of the survey instrument, we utilized established measures from past pieces of 

literature where conceivable. The designated dimension indicators are related to the relevance of this research. Minor 

alterations were made to the estimation scales to guarantee reasonableness for the setting. Here we considered six latent 

variables consisting of two exogenous variables, namely service quality, and destination image.  

 
Table 1. Variables name, Constructs, Measurement Items, Squared Multiple Correlation, Mean, Standard Deviation, and sources 

 

 

Note: A seven-point Likert scale has been used to evaluate the objects, ranging from strongly disagree (1) to strongly agree (7) 

Variables Constructs and Measurement Items 
Squared Multiple 

Correlation 
Mean 

Standard 
Deviation 

Service Quality 
(Narayan et al., 2008; 
Tosun et al., 2015) 

SQ1 Tourist information at tourist spot is available  _ 4.56 1.635 

SQ2 This place’s cleanliness of accommodation suits my needs  .567 4.12 1.613 

SQ3 I feel the cleanliness and hygiene of restaurants is enough _ 3.77 1.614 

SQ4 Overall cleanliness and hygiene at tourist spots is plenty .652 4.08 1.647 

SQ5 In this place, the hygiene level of food is ok  .449 4.24 1.693 

Destination Image  
(Chi and Qu 2008;  
Beerli and Martin, 2004; 
Phillips et al., 2011; 
Tosun et al., 2015) 

DI1 It has a stunning and diverse natural environment _ 6.24 1.036 

DI2 There is more than enough fresh, oxygen-rich air  .560 6.32 .988 

DI3 This place Haor is exciting .663 6.16 1.100 

DI4 This place Haor is a pleasant tourist destination .584 5.96 1.109 

DI5 This place is a good place for relaxation  .638 6.15 1.006 

Perceived Value 
(Kim, 2010; Gallarza et 
al., 2013;  Wang  et al., 
2009) 

PV1 I feel It was my right decision to visit Haor .572 6.07 1.026 

PV2 My spending money is priced in this area .533 5.85 1.075 

PV3 I think, my spend time valued to visit Haor .742 5.98 1.029 

PV4 I believe, my effort to visit Haor is valued .671 5.86 1.045 

Satisfaction 

(Canny, 2013; Gallarza 
et al., 2013;  Wang  et 
al., 2009; Ryu et al., 
2012; Marinao, 2018) 

Sat1 This place fulfills my expectations .658 5.62 1.241 

Sat2 I am satisfied with my decision to visit the Haor .743 5.85 1.140 

Sat3 My decision to visit this place was wise. _ 5.71 1.237 

Sat4 This is the best place I have visited  _ 4.97 1.497 

Sat5 This place is exactly what I imagined .469 5.31 1.339 

Revisit Intention    (Kim, 
2010; Gallarza et al., 

2013; Tosun et al., 2015) 

RI1 I want to visit back Haor next year  .712 5.14 1.565 

RI2 I would like to revisit Haor shortly .796 5.30 1.456 

RI3 I would more frequently visit Haor .531 4.93 1.532 

Word of Mouth 
(Kim, 2010; Canny, 
2013) 

WOM1 I will highly recommend Haor to others  .711 5.65 1.201 

WOM2 I will tell others great things about Haor .721 5.93 1.040 

WOM3 I will encourage others who want advice for travel destination about Haor  .674 5.78 1.060 

WOM4 I will tell others something good about my visit to Haor. .587 5.96 .978 
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On the other hand, four endogenous variables namely perceived value, satisfaction, word of mouth, and revisit 

intention. The questionnaire includes the respondents’ demographic background and 26 measures for the constructs, five of 

which projected to measure tourists’ feelings of the destination’s service quality were derived from tourism literature 

(Narayan et al., 2008; Tosun et al., 2015). Besides, five of them were associated with destination image taken from (Chi 

and Qu, 2008; Beerli and Martin, 2004; Phillips et al., 2011; Tosun et al., 2015); perceived value allied constructs were four 

derived from (Kim, 2010; Gallarza et al., 2013; Wang et al., 2009), tourists’ satisfaction linked constructs were five taken 
from (Canny, 2013; Gallarza et al., 2013; Wang et al., 2009; Ryu et al., 2012; Marinao, 2018). Consequently, four 

constructs were proposed to measure tourist’s revisit intention were derived (Kim, 2010; Gallarza et al., 2013; Tosun et al., 

2015), and four constructs were incorporated to measure tourists’ word of mouth taken from the literature (Kim, 2010; 

Canny, 2013). The designated 26 constructs were rated on 7 points Likert scale where 1= strongly disagree (SD), and 7= 

strongly agree (SA).  The constructs can be found in the Table 1. A pilot study with 30 respondents who visited the Haor 

area was conducted to test the questionnaire items’ internal reliability and validity. Cronbach’s alpha reliability coefficient 

was calculated, and as per the result, there was no need to remove any of the questions from the questionnaire. The 

Cronbach’s alpha reliability coefficient of all the seven dimensions determined by the pretest was higher than 0.7, indicated 

the right scale reliability (Nunnally and Bernstein, 1994). After finishing the pilot study, the final survey was performed 

and a total of 332 completed samples were collected. After reviewing invalid responses and achieving multivariate 

normality and considering outliers 40 samples were eliminated, and finally, 292 samples were taken for the study. 

 

2. Sample and data collection: 

The empirical research was conducted in one of the nature-based tourist spots Haor areas of Bangladesh. For the 

research, data has been collected only from domestic tourists through a structured questionnaire. Data were collected 

between September 2019 and September 2020. However, at times, data collection is hampered by COVID 19 pandemic 

conditions. So, from September to December 2019, some information has been collected by traveling to the Haor area 

and some information has been collected through Facebook by creating a questionnaire in Google form.  

Applying the convenient sampling technique, a total number of 160 respondent’s data were collected on the spot 

from those tourists who already visited the Haor area. On the other hand, 700 Google form questionnaire links were sent 

to the tourist through Facebook and 172 responses were received. Respondents were those visitors who have visited the 

Haor region over the last three years.  A total of 332 completed samples were received and finally, 292 samples were 

taken for the study and this number of samples is adequate for SEM analysis.  
 

3. Profile of Respondents 

Table 2 describes 82.5% of respondents as males and 17.5% as females. This presents the fact that it is the male travelers 

who travel the region the most. Considering the marital status, it was found that 76.6% of the respondents were unmarried and 

23.4% were married. On the other hand, the researcher found that 61.9% of respondents were between the ages of 16-25 were 

young and ages 26-35 were 26.8% and only 1.4% were 56+. Most of the respondents have a graduation degree which is about 

62.9%, and a post-graduation degree of 28.2%. How many times have you visited the Haor region? The answer to this 

question is that 60.5% of the respondents visited for the first time and 20.9% of the respondents visited for the second time. 
 

Table 2. Respondents Profile (Source: Survey results) 
 

No. Description Classification Frequency % 

1. Gender Female 51 17.5 

  Male 240 82.5 

2. 
Marital 
Status 

Married 68 23.4 

  Single 223 76.6 

3. Age 16-25 180 61.9 

  26-35 78 26.8 

  36-45 22 7.6 

  46-55 7 2.4 

  56+ 4 1.4 

4. Education Graduation 183 62.9 

  HSC 25 8.6 

  Post-Graduation 82 28.2 

  SSC 1 .3 

5. 
Frequency 
Visit Haor 

2 times 60 20.6 

  3 times 15 5.2 

  For the first time 176 60.5 

  
More than 3 

times 
40 13.7 

 

Table 3. CFA for the estimation model as a whole (N=292) (Source: SEM results) 
 

Variables Items 
Factor 

Loading 
T – 

Value 
Cronbach's 

alpha 
Construct 

Reliability (C.R) 
Average Variance 
Extracted (AVE) 

Service 
Quality 

SQ2 .753 10.863 

.785 0.789 0.556 SQ4 .808 Fixed 

SQ5 .670 10.142 

Destination 
Image 

DI2 .748 13.700 

.861 0.863 0.611 
DI3 .814 Fixed 

DI4 .764 14.073 

DI5 .799 14.873 

Perceived 
Value 

PV1 .756 15.124 

.871 0.871 0.629 
PV2 .730 14.356 

PV3 .861 Fixed 

PV4 .819 17.113 

Satisfaction 

SAT1 .811 Fixed 

.822 0.831 0.623 SAT2 .862 16.077 

SAT5 .685 12.200 

Revisit 
Intention 

RI1 .844 Fixed 

.859 0.863 0.680 RI2 .892 16.963 

RI3 .729 13.663 

Word of 
Mouth 

WoM1 .843 Fixed 

.880 0.892 0.673 
WoM2 .849 17.154 

WoM3 .821 16.371 

WoM4 .766 12.904 
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Empirical Results  

1. Assessment of the measurement model 

In this research, the unidimensionality of each variable was checked by Confirmatory factor analysis (CFA) (Figure 

2). The validity and reliability of indicators are determined through investigators by Unidimensionality. For each factor, 

Table 3 displays the Factor Loading, T-Value, Cronbach's alpha, Construct Reliability (CR), and Average Variance 

Extracted (AVE) values. The result of the validity test shows that all variables have greater Kaiser Meyer Olkin (KMO) 
values than 0.5 (Kaiser and Rice, 1974). From reliability, the test shows that the Cronbach alpha value of each construct 

is more than the minimum of 0.70 cited (Hair et al., 2010) and for all constructs, Cronbach’s alpha values displayed high 

internal consistency ranging from 0.785 to 0.880. Service quality consists of 5 indicators and after calculating CFA, 

there are two indicators with a value that is less than 0.5 and eliminated, thus, the remaining three indicators are 

qualified unidimensionality. On the other hand, the destination image consists of five indicators. After CFA there is one 

indicator that has a value below 0.5 and eliminated, so the remaining four indicators have eligible unidimensionality.   

The perceived value consists of four indicators and after CFA every indicator found eligible unidimensionality. 

Satisfaction consists of five indicators and after CFA two indicators value found below 0.5 and eliminated. So, the 

remaining three indicators have eligible unidimensionality. Besides, at p < 0.01 significance level, all the t-value metrics 

associated with each of the critical ratios surpassed the critical value (2.58), ranging from 10.142 to 17.154. The values 

of construct reliability (CR) were all well above the suggested 0.70 standards (Hair et al., 2014). Besides, the average 

variance extracted (AVE) exceeded the 0.50 threshold value (Hair et al., 2010). Additionally, Table 4 shows that the 
squares of the associations between the constructs were all smaller than the AVE values, indicating that discriminant 

validity was present (Fornell and larcker, 1981). As a consequence, it is reasonable to believe that all latent constructs 

achieve sufficient validity and reliability which are appeared in Tables 3 and 4. 

 
Table 4. Discriminant validity 

 

Constructs Revisit intention Service quality Destination image Perceived value Satisfaction Word of mouth 

Revisit intention 0.825 
     

Service quality 0.394 0.746 
    

Destination image 0.434 0.203 0.782 
   

Perceived value 0.544 0.312 0.821 0.793 
  

Satisfaction 0.639 0.472 0.709 0.810 0.790 
 

Word of mouth 0.560 0.231 0.705 0.743 0.677 0.820 

Model fit indices: χ2(173) = 358.930, GFI = 0.894, AGFI = 0.859, CFI = 0.950, NFI = 0.908, IFI = 0.950, 
TLI = 0.931, RMSEA = 0.061. Note: The square root of AVEs is defined by bold diagonal values.  

 

 
Figure 2. Measurement Model 

 
Figure 3. Result of Structural Equation Model 

 
 

Table 5. Model Fit Measures for Structured Model  
(Source: Gaskin and Lim (2016) AMOS 24 Plugin output) 

Measure Estimate Threshold Interpretation 

CMIN 419.274 -- -- 

DF 181.000 -- -- 

CMIN/DF 2.316 Between 1 and 3 Excellent 

CFI 0.936 >0.95 Acceptable 

SRMR 0.078 <0.08 Excellent 

RMSEA 0.067 <0.06 Acceptable 

PClose 0.000 >0.05 Not Estimated 
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The overall utility of the measurement model was calculated using the maximum likelihood estimation method. The 

findings of the confirmatory factor analysis (CFA) indicate that the calculation process has a high degree of model 

accuracy, as seen in Table 4. The fit indices data: χ2(173) = 358.930, p < 0.001, CMIN/DF, 2.075, Goodness-of-fit index 

(GFI) = 0.894, Adjusted goodness of fit index (AGFI) = 0.859, Normed-. Fit Index (NFI) = 0.908, Incremental fit index 

(IFI) = 0.950, Tucker–Lewis index (TLI) = 0.931, Comparative fit index (CFI) = 0.950, Standardized Root Mean Square 

Residual (SRMR) = 0.045, Root mean- square error of approximation (RMSEA) = 0.061.  
 

2. Assessment of the structural model 

Prior to calculating route coefficients for the hypothesized structural model, a structural model with six constructs was 
calculated utilizing maximum likelihood estimation (Figure 3). Table 5 shows that the SEM model exhibits a good level of 

model fit: χ2 (181) = 419.274, p < 0.001, CMIN/DF, 2.316, Goodness-of-fit index (GFI) = 0.881, Adjusted goodness of fit 

index (AGFI) = .848, Normed-. Fit Index (NFI) = 0.893, Incremental fit index (IFI) = 0.936, Tucker–Lewis index (TLI) = 

0.925, Comparative fit index (CFI) = 0.936, Standardized Root Mean Square Residual (SRMR) = 0.078, Root mean- square 

error of approximation (RMSEA) = 0.067. 
 

3. Hypothesis examination results 
The purpose of this study was to show the tourists’ satisfaction in the nature-based tourist destination and explores 

the relationship among destination image, service quality, perceived value, tourist satisfaction, word of mouth, and 

revisit intention of domestic tourist. The study showed some specific correlations through SEM analysis using software 

AMOS version 23 and result of six hypothesis (H1, H2, H3, H4, H6 and H7) are statistically significant (Table 6).  
 

Table 6. Summary of outcomes of hypothesis tests 
 

H Hypothesis Relationship Estimate (β) 
Standard 

error 
t-

statistics 
P Result 

H1 
Destination service quality (SQ) positively affects tourist 
perceived value (PV) 

SQ → PV 0.103 .030 3.499 *** Supported 

H2 
Destination service quality (SQ) positively affects tourist 
satisfaction (TS) 

SQ →TS 0.176 .037 4.760 *** Supported 

H3 
The higher the perceived value (PV), the higher the 

tourist satisfaction (TS) 
PV→TS 0.757 .130 5.813 *** Supported 

H4 
Destination image (DI) positively affects perceived value 
(PV) 

DI→ PV 0.739 .070 10.539 *** Supported 

H5 
Destination image (DI) positively affects tourist 
satisfaction (TS) 

DI→TS 0.242 .107 2.252 .024 Rejected 

H6 
Tourist satisfaction (TS) positively affects tourist revisit 

intention (RI) 
TS →RI 0.910 .094 9.663 *** Supported 

H7 
Tourist satisfaction (TS) positively affects tourist word 
of mouth (WOM) 

TS →WOM 0.794 .071 11.165 *** Supported 

Notes: *** p < 0.001 
 

In particular, destination service quality positively affects tourist perceived value (H1: β = 0.103,t = 3.499, p < 
0.001), and destination service quality positively affects tourist satisfaction (H2: β = 0.176, t = 4.760, p < 0.001), and the 

higher the perceived value, the higher the tourist satisfaction (H3: β = 0.757,t = 5.813, p < 0.001).  

Further, destination image positively affects perceived value (H4: β = 0.739, t = 10.539, p < 0.001), and tourist 

satisfaction positively affects tourist revisit intention (H6: β = 0.910, t = 9.663, p < 0.001), and tourist satisfaction 

positively affects tourist word of mouth intention (H7: β = 0.794,t = 11.165, p < 0.001).  

However, one of the seven hypotheses was not supported, suggesting that there is no substantial association between 

destination image and tourist satisfaction (H5: β = 0.242, t = 2.252, p-value = .024). 

 

DISCUSSION 

The findings revealed that the domestic tourists’ reaction regarding nature-based destination service quality 

positively affects tourist perceived value (H1) and perceived value strengthens the tourist satisfaction (H3), these 

findings are close to the research carried out by Chang and Wildt (1994). It entails that domestic tourists' relative 
satisfaction improved as a result of the better treatment they received at nature-based destinations, and they were happy, 

resulting in economic gains for residents and businesses. Also, it is found that the destination service quality positively 

affects tourist satisfaction (H2) which is similar to the study findings of Woodruff (1977). The fourth hypothesis which 

is destination image positively affects perceived value –supported. According to the results, natural destination images 

in the mind of tourists directly impact the visitors' important experiences. However, the fifth hypothesis analysis result 

revealed that destination image didn’t positively affect tourist satisfaction which is adverse to the results of Wang et al. 

(2009) and Chia et al. (2021). This result means proper service quality is needed to satisfy tourists and destination image 

is not directly connected to the satisfaction of tourists. But previous studies like Wang et al. (2009) and Chia et al. 

(2021) demonstrates there is a direct relationship between them and further study needed here.  

The sixth hypothesis that is tourist satisfaction positively affects tourist revisit intention is supported and which is also 

revealed by the different researchers (Adinegara, 2018; Padlee et al., 2019; Khuong and Nguyen, 2017; Canny, 2013). 
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Accordingly, H6 revealed that visitors' satisfaction and revisit intention are directly connected and suggests that local 

people and entrepreneurs should be concerned about tourists’ satisfaction carefully and it ultimately enhance the 

destination’s tourist quantity by ensuring revisit of the tourist. Besides, hypothesis seven – that tourist satisfaction 

positively affects tourist word of mouth is supported, which confirms the findings of Tax et al. (1993). It means satisfied 

tourists will talk more positively to others about what they have experienced and it will ultimately generate new tourist 

for the natural destination. These findings prove that tourists valued Haor travel and made the right decision to choose 
this nature based destination. Results demonstrate that, service quality and perceived value are considered to have a 

substantial effect on visitor satisfaction like as the work of Ramseook-Munhurrun et al. (2015). The higher the tourists' 

satisfaction ratings with the nature-based Haor destination, the more important their travel experiences are perceived to 

be, affecting their intentions to return and inclination to recommend the Haor destination.   

In the sense of nature-based tourism, and tourists' behavioral intentions in relation to word-of-mouth and revisits, this 

study advances the usage of quality of destination services, image, and tourist satisfaction. This paper addresses the need 

expressed by many authors to examine in greater depth the forces influencing the formation of an image of a destination, 

the quality of service, and the perceived value, and to help fill the gap that exists between Bangladeshi domestic tourist and 

the theoretical development of tourist satisfaction, and revisitation and word-of-mouth intentions. The findings of this 

research support the use of a conceptual framework and the assessment of popular tourism quality experience of a 

multilayered and structured methodology such as the models established by several researchers (Wang et al., 2009; 

Ramseook-Munhurrun et al., 2015; Prayogo and Kusumawardhani, 2016; Adinegara, 2018; Khuong and Nguyen, 2017; 
Kim, 2010). Measurement model results demonstrate that all measurement methods for calculating experiential efficiency 

and proportions have a strong match model. Furthermore, the findings of reliability and validity studies show that the 

measurement units for calculating experiential consistency and measurements suggest satisfactory reliability and validity.  

This research offers a conceptual basis for the dynamic links of six major constructs (quality of service, perceived 

value, image of destination, satisfaction of the tourists, desire to re-visit, and word-of-mouth). Firstly, the quality of service 

is checked empirically and proven to have an effect on the perceived value and happiness of visitors. The favorable 

association between service quality and perceived value and service quality and the satisfaction of tourists can be seen as 

the higher the quality of service perceived by tourists, the greater the perceived value and the satisfaction of tourists. 

Secondly, in this analysis, destination images are identified as having no positive impact on the happiness of visitors. This 

can be used as a destination image and is not a precedent of the pleasure of the visitor. Thirdly, the perceived value 

favorably affects the happiness of tourists and the greater the perceived value, the higher the satisfaction of tourists. 
Fourthly, the image of the destination affects the perceived value of tourists favorably, the greater the image of the 

destination, the higher the perceived value of tourists. Finally, visitor happiness positively affects the revisit of visitors and 

the intentions of word of mouth. The strong association between the revisit of tourists and word-of-mouth intentions can be 

translated as likely that naturalist tourists will repeat or return to nature after a high level of satisfaction in their minds. 

For the tourism industry and public bodies, the findings of this research have real importance. Tour operators must 

provide positive experiences and emotions for visitors to form deep positive memories that will encourage them to 

return (Van-Dunem et al., 2021). Tourism industry stakeholders should look at the quality of the services of the 

destination and the satisfaction of the tourists. Stakeholders can work on the quality of services and collect reviews and, 

accordingly, they can reshape the services. Stakeholders can develop tourism goods and services in nature-based 

destinations in the future, thus improving the consistency of tourist experiences. These tourist experiences can be provided 

by service meetings, like the availability of information at tourist spots, cleanliness and hygiene of accommodation and 
food, stunning and diverse natural environment, and exciting, pleasant, relaxing environmental facilities and so on. 

Accumulate quality contributions from locals, businessmen, tourism companies, and government agencies result in proper 

tourist satisfaction and, eventually, an increase in favorable behavioral revisit and word-of-mouth intentions. 

 

CONCLUSION 

In conclusion, this study led to a deeper understanding of nature-based destinations by studying Haor, Bangladesh, 

and tourists' emotions, opinions, and behavioral intentions, as well as a guide on how to preserve and handle the 

production of high-quality services. This study has explored the relative contribution to tourist satisfaction and future 

revisit and word of mouth intentions of quality of service, perceived value and destination image.  

The outcome has shown that the quality of service, perceived value and happiness of visitors have a huge bearing on 

the potential visitor and word-of-mouth intentions. The image of the building destination is different, not important to 

the relationship between the image of the destination and the happiness of the visitors.  
The results show that the standard of service and perceived value is precedent of tourist satisfaction with nature and 

the behavioral aspirations of potential visitors are positively linked to the satisfactions of tourists. In the design and 

delivery of the service, perceived value for tourism actors has to be taken into account in accordance with the central 

and relational standard of services (McDougall and Levesque, 2000). Researchers need to integrate perceived value in 

models intended to consider the determinants of happiness and revisit of visitors and word of mouth intentions. 

 

1. Limitations and future research 

Even though this research may contribute to tourism practitioners and academics, there are some limitations. Here, 

only domestic tourists are considered as samples, whereas domestic and foreign tourists can be more correlated to 

measuring tourists’ satisfaction. Due to the covid-19 pandemic situation, data collection from respondents through face 
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to-face interviews has become a challenge. On the other hand, reaching foreign tourists for this purpose becomes 

impossible in a sense. This was a causal study, but the causal link in the model may be best interpreted by a longitudinal 

field study.  In the future, a cross-sectional analysis of domestic and foreign tourists would be another direction. 

Furthermore, this research can be expanded to assess the effects of tourist demographics on the proposed model and 

extrapolated to other tourist and geographical contexts. 
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