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Abstract: The research explores how tourists’ cultural intelligence (CI) may influence destination satisfaction and loyalty in the
framework of ecotourism, which has not been substantially discussed in literature. Ecotourism is a phenomenon with distinctive
peculiarities, in which cultural and environmental aspects are closely interconnected and more profound knowledge of the
mechanisms of intercultural interaction is needed. To examine these relationships, a quantitative research design was performed
through a structured questionnaire, with pre-tested instrument, that was distributed to 612 tourists who had already been to an
ecotourism destination in Tunisia. Structural equation modelling (SEM) was used using AMOS to test the hypothesized relationships
between cultural intelligence, ecotourism satisfaction and loyalty to ecotourism destination. The results revealed CI as a key
determinant of tourists’ satisfaction and loyalty to ecotourism destination. Additionally, satisfaction partially mediate the influence of
tourists' CI on loyalty. Moreover, this study provides meaningful theoretical contributions since it is among the first that applies the
concept of CI to the ecotourism, and it illuminates the existing processes by which this ability influences the tourist behavior in the
post-revolution Tunisian setting. Hence, this paper provide as well some empirical contributions to both scholars and practitioners in
the field of tourism. This study encourages ecotourism businesses to develop strategies and actions that take tourists' CI into account.
Thanks to their CI, tourists modify their behavior to interact better while at destinations; it is therefore recommended that
professionals facilitate communication through understandable verbal and non-verbal language when delivering their services.

Keywords: cultural intelligence, tourist satisfaction, loyalty, ecotourism, Tunisia

INTRODUCTION

In Tunisia, the tourism industry is a pillar of the economy contributing by 14 percent of the national GDP and 15
percent of the exports according to the UNWTO (2023). However, even with such significant numbers, evaluating the
performance of the sector today cannot be done by only financial indicators. Tourism should consider a wider set of
criteria that encapsulate cultural, social, and environmental aspects to measure success (Gravari-Barbas, 2022).
Previously identified with the concept of mass beach tourism, Tunisia is now gradually evolving into a more authentic,
heritage-driven and environmentally responsible approach. These new pillars are redefining the tourism paradigm in the
country (Boukherouk & Couret, 2023). Within this changing environment, ecotourism leaves behind the passive
consumption of culture that has been a characteristic of traditional tourism. Ecotourism facilitates active engagement
between tourists and locals to conserve the environment and preserve cultural integrity (Fennell, 2020). The Tunisian
setting presents various unique characteristics that give originality to the study. It is a nation of varied natural and
cultural heritage, such as oases, ancient medinas and biodiversity, which pose complex intercultural issues to visitors.
Besides that, the post-revolutionary transition, that has come after the uprising in 2011, has made a new tourism
narrative possible, one based on authenticity and social responsibility.

This cultural dynamic is further enhanced by the existence of the Berber communities who bear the ancestral ecological
knowledge (Lanouar & Goaied, 2019). All these aspects make Tunisia a real-life laboratory of sustainable tourism practices.

In this context, it is essential to determine the variables affecting satisfaction and loyalty of tourists. Cultural
intelligence (CI) which is the capacity to communicate successfully in intercultural environments (Earley & Ang, 2003) is
one of the factors that are particularly promising. It has been demonstrated that CI positively affects tourist satisfaction
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(Frias-Jamilena et al., 2018; Kohli et al., 2026). Nevertheless, there is still a huge gap in previous studies, as the majority of
existing studies perceive CI as a one-way process of adaptation. This simplification fails to recognize the two-way aspect of
ecotourism relations that are characterized by mutual learning and co-responsibility of the environment (Stronza et al.,
2019). Also, most of the studies pay more attention to the CI of service providers (Arora & Rohmetra, 2010; Skhiri et al.,
2025), whereas the CI of tourists is not thoroughly researched, even though this dimension is vital to the overall
accomplishment of the tourism experience (Frias-Jamilena et al., 2018; Lam et al., 2024; Li et al., 2022).

So far, there are limited studies that critically analyze the role of CI in the context of the phenomenon of ecotourism,
where cultural interactions are combined with an environmental orientation, requiring specific intercultural
competencies. This disjuncture is particularly severe due to the fundamental paradox of ecotourism: how can tourists
simultaneously experience the genuine cultural immersion and be ecologically responsible and conscious of local values
that may conflict drastically with their own cultural constructs? This paradox is highly intensified in Tunisia by both the
conflict between modern tourist demands and traditional sustainable natural resource management and the increasing
threats of overtourism in some coastal areas (Widz & Brzezinska-Wojcik, 2020). In this respect, CI requires more than
mere adaptation. It means the ability to co-create sustainable experience in partnership with the local communities
regarding the conservation of culture and the environment. This is a strategy that creates mutual gains between visitors
and host communities. It is from this very point of view that this study derives its novelty: it presents the IC of the
tourist as a fundamental factor of satisfaction and loyalty within an ecotourism framework.

More specifically, the impact of IC on the satisfaction and loyalty of visitors to a Tunisian ecotourism destination is
explored. The present paper attempts to explain how IC works (in the context of ecotourism, in particular) not as a mere
adaptative mechanism, but as a channel through which sustainable experiences are co-created between visitors and local
populations. In Tunisia, and especially in the post-revolutionary setting, this line of inquiry lets us have a more complete
view of how IC contributes to the alignment of tourist expectations and local conservation activities by providing
ecotourism-specific forms of intercultural interactions absent in conventional tourism. Thus, this research makes a major
contribution. It extends the application of the concept of IC to the specific field of ecotourism, showing how this
competence is manifested in a context where cultural and environmental dimensions are closely intertwined.

It brings out the processes through which IC enables the relations between tourists and local communities in a
developing nation such as Tunisia, which has had a recent sociopolitical transition. Lastly, it adds to the enlightenment of
the determinants of satisfaction in ecotourism by showing that the IC of the tourist can determine the quality of his or her
experience and loyalty to the destination. The remainder of the article is separated into five major sections.

The introduction will be followed by the review of previously published studies concerning cultural intelligence, and a
description of the research hypotheses. Subsequently, the study methodology is outlined. Data analysis and primary
findings are demonstrated in the following section The analysis of the results is presented in Section 4, and finally the paper
is concluded with a summary of the major contributions and implications.

LITERATURE REVIEW

This part provides the theoretical background of our research by laying down the key concepts on which our model is
founded. We start by explaining why the concept of ecotourism and conventional tourism are different and then proceed to the
definition of IC and loyalty in the case of ecotourism followed by our conceptual model and resultant research hypotheses.

1. Ecotourism

This type of tourism has been formalized in the 1980s by Ceballos-Lascurain (1996) as a way of travelling
responsibly in natural areas, with the object of studying and reflecting on landscapes, wildlife, plants and cultural
manifestation with the least possible negative effect on the environment. The small-scale form of this sustainable
tourism model aims at natural and cultural resource conservation by incorporating local communities in participatory
management (Lequin, 2002; Dehoorne & Tatar, 2013). It also helps in the conservation of biodiversity and sustainable
economic growth by funding protection initiatives, creating employment opportunities locally and encouraging
traditional expertise (Buckley et al., 2023). Ecotourism minimizes its ecological footprint, thereby offering immersive
experiences through practices that are responsible like adoption of renewable energy, restricted visitor numbers, and
sustainable waste management systems (Ross & Wall, 1999; Buhalis et al., 2023).

It is a multidimensional strategy that incorporates all three aspects, which are the environmental, social, and
psychological, that can help raise awareness of ecological problems among the travelers by participating actively in
conservation initiatives (Godovykh & Tasci, 2020). These dynamics are important to researchers and managers so that
they can coordinate visitor expectations to the sustainability goals of ecotourism projects (Buhalis et al., 2023).

2. Cultural intelligence

It is a kind of intelligence that is especially appropriate in the intercultural environment; it can be demonstrated through
the multifaceted capability to interact with people in culturally diverse settings (Sharma & Makhija, 2024) and is marked
by extreme cultural complexity (Andresen & Bergdolt, 2017). On the same note, this type of intelligence is defined by
Sternberg (2021) as the adaptive ability to problems that have interacted with people or artefacts of different cultures other
than the original culture of an individual. IC, in its turn, is focused on the fact that a person is capable of being effective in a
variety of intercultural situations (Ang et al., 2015). It is a multidimensional construct which consists of metacognitive,
cognitive, motivational and behavioral elements (Earley, 2002; Earley & Ang, 2003).
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Metacognitive aspect is a cognitive ability of an individual to learn and comprehend culture. This dimension enables
revision of cultural knowledge and adaptation to intercultural situations to be able to interact (Ang et al., 2015). Another
component, cognitive, is also characterized as the general knowledge about traditions, norms, values, etc. of other cultures
(Ang et al., 2020) and the ability to cognize similarities and differences between cultures (Ang et al., 2015). The
motivational is the readiness to put efforts to adjust to a new cultural setting (Ang et al., 2015). Behavioral CI, in its turn, is
the measure of the behavioral flexibility of an individual when interacting with a culture different than their own, as it
enables the latter to build up a culturally competent verbal and non-verbal regime of behavior (Sharma & Hussain, 2017).

3. Ecotourism satisfaction

The factors of satisfaction depend on the quality of services and infrastructure and the sense of immersion combined
with environmental, cultural, and ethical factors. In fact, hospitality, gastronomy, well-trained guides, and environmentally
friendly infrastructure are essential to deliver quality services that satisfy the expectations of the tourists (Carvache-Franco
et al., 2020; Wearing & Neil, 2009). Furthermore, the quality of the natural environment has a high influence on the
satisfaction of tourists (Buhalis et al., 2023). Furthermore, environmental education and the possibility of personal
transformation through participation in conservation projects and learning about wildlife create a sense of personal
accomplishment and lead to greater satisfaction. This is linked to the positive impact of these actions on the conservation of
natural sites and the development of local communities (Wearing & Neil, 2009; Buhalis et al., 2023). The ethical
dimension, including respect for the values of the destination, also represents a key source of satisfaction (Ceballos-
Lascurain, 1996; Buhalis et al., 2023), as does engagement with local communities and the discovery of their authentic
culture (Wearing & Neil, 2009). Tourist satisfaction is particularly high when the ecotourism destination meets these
different expectations (Wearing & Neil, 2009; Buhalis et al., 2023).

4. Ecotourism destination loyalty

Loyalty is considered a two-dimensional concept. Indeed, on the one hand, we distinguish behavioral loyalty reflecting
the intention of tourists to revisit tourist attractions that match their expectations or to return to a specific destination
(Jalilvand et al., 2012; Asmelash & Kumar, 2020). On the other hand, loyalty can be expressed through psychological
attachment referring to the favorable feeling towards a destination and constituting a source of recommendations and
positive word of mouth towards it (Akroush et al., 2016; Suhartanto et al., 2020). The concept of tourist destination loyalty
has attracted increasing interest among tourism researchers in recent decades where particular attention has been paid to
identifying its antecedents (Prayag & Ryan, 2012; Hasan et al., 2021). This is especially right in ecotourism (Kim & Thapa
2018). In this regard, the literature differentiates between the motivation to visit and to revisit ecotourism sites (Dewi &
Abidin, 2021), the satisfaction derived (Li et al., 2021) and the destination image (Najar & Rather, 2023). In this respect,
Sobaih et al., (2024) clarify that cognitive image has a substantial impact on the intention to visit a destination again and
recommend it, whereas affective image has a substantial influence only on the recommendation.

The conceptual model and research hypotheses

The concept of CI was first adapted to tourism by Frias-Jamilena et al. (2018) who argued that this skill advances
tourists' ability to adapt to different cultures and, consequently, improves destination evaluations. Coves-Martinez et al.
(2022) also state that tourists' CI positively impacts satisfaction with the tourist experience since it directly intervenes in
the evaluation of this experience. Indeed, thanks to this skill, tourists can facilitate integration into foreign environments
and, consequently, positively impacts satisfaction (Coves-Martinez et al., 2022).

Furthermore, the cognitive aspect of IC, which encompasses knowledge of the values, norms, and beliefs of a culture
(Earley & Ang, 2003), will contribute to increasing tourist satisfaction since it allows them to recognize the
characteristics of their visiting destination (Coves-Martinez et al., 2022).

Furthermore, given that IC is a basis of motivation to connect with various cultures (Ang et al., 2015), the culturally
intelligent tourist seeks more intercultural experiences; the more memorable experiences and moments they have, the
greater their satisfaction will be (Wang et al., 2012). Satisfaction experienced in an ecotourism context is none other
than a specific form of tourist satisfaction, and given the theoretical contributions mentioned above, we suggest:

H1. Tourist IC has a positive impact on ecotourism satisfaction.

Regarding the effect of tourist IC on loyalty to the tourist destination, the literature is rather scarce. Indeed, this
relationship has mainly been elucidated in the case of expatriates considered as “sustainable” tourists. In this context, it
has been shown that tourist IC positively impacts their loyalty to a destination to the extent that it allows a more positive
evaluation leading to favorable post-visit behaviors and intentions (Zaman et al., 2021). This makes tourist IC a
determining factor in the intention to revisit a destination, in its recommendation to third parties and in the dissemination
of positive word of mouth (Coves-Martinez et al., 2022). Extrapolating these theoretical contributions to tourists in a
general way and positioning ourselves in the specific context of ecotourism, we assumes:

H2. Tourist IC exerts a positive impact on loyalty to the ecotourism destination.

Notwithstanding the above, previous studies show that satisfaction has a positive impact on loyalty to destinations
(Li et al., 2021; Syamsu et al., 2022) leading to repeated consumption behavior and positive word-of-mouth
(Wahyuningsih et al., 2025; Raza et al., 2020; Meilatinova, 2021). Research also proves that the level of satisfaction is a
predictor of long-term loyalty and intentions for destination recommendation (Stylidis et al., 2020). In the specific case
of ecotourism, previous research shows that tourist satisfaction plays a determining role in their loyalty to ecotourism
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destinations (Rahayu et al., 2023; Aniqoh et al., 2022) and that a positive correlation between these two elements is
systematically observed (Carvache-Franco et al., 2022). Thus, to retain visitors, it is essential that ecotourism
destinations maintain high levels of satisfaction (Aniqoh et al., 2022; Rahayu et al., 2023; Sarangi & Ghosh, 2025).
Considering these contributions from literature, we can put forward the following hypothesis:

H3: Loyalty towards the ecotourism destination is positively influenced by tourism satisfaction.

These different theoretical contributions allow us to propose the following conceptual model, adapted to the specific
context of ecotourism. All hypotheses are summarized in Figure 1. This model has three hypotheses which relate to the
IC of the tourist, tourist satisfaction and destination loyalty in an ecotourism setting.

According to this structure, satisfaction might serve as an intervening variable between destination loyalty and IC.
Indeed, according to the literature, ecotourism satisfaction is the outcome of IC (Coves-Martinez et al., 2022) and the
antecedent of destination loyalty (Li et al., 2021; Syamsu et al., 2022).

Thus, satisfaction could develop based on tourist IC and could, consequently, lead to ecotourism destination loyalty.
Furthermore, culturally intelligent tourists were found to possess a higher estimation of destinations, which subsequently
results in positive post-visit actions and intentions (Zaman et al., 2021). Since satisfaction is associated with a positive
destination evaluation, we conclude that satisfaction could mediate the link between IC and ecotourism loyalty.

Cognitive

Ecotourism

Cultural
Intelligence

Loyalty
Mecognitive

Motivational
Behavioral
Ecotourism
Satisfaction
Figure 1. The conceptual model
METHODOLOGY

In this section, details are provided on the choice of the sample surveyed, the different measurement scales used, as well
as the analysis method used.

1. Data collection

A quantitative study was implemented to test the link between IC, ecotourism satisfaction and loyalty in the Tunisian
context. The selection of Tunisia as an object of study can be explained by specifics of the post-revolutionary
ecotourism in the country, characterized by the high level of interdependence between the cultural and environmental
aspects. To test our research model empirically, we carried out a survey among tourists that had visited a Tunisian
ecotourism destination. Preliminary data collection was done to ensure that the participants could recognize the items in
the survey. This pre-test involved a sample of 37 tourists. Based on the pre-test, the final questionnaire was distributed.

We administered a questionnaire face-to-face, in situ (which was carried out in ecotourism hotels) and online to 650
tourists. Regarding the sampling method, since we do not have a sampling frame, we selected a convenience sample
composed of tourists of several nationalities who visited a Tunisian ecotourism destination, while respecting the sample
size recommendations for SEM analyses (Hair et al., 2019). Lastly, it is essential to document that out of the 650
questionnaires prepared, 38 were discarded because they were incomplete or the answers given were inconsistent. As a
result, 612 questionnaires were saved to be statistically processed.

2. Measurement of variables

The measurement used was adopted from previous studies with few amendments modifications to meet the research
objectives. The survey was split into two parts. Part one has items designed to measure tourists' cultural intelligence,
tourist satisfaction, and destination loyalty. We applied the scale constructed by Ang et al. (2007) that includes 12 items
reflecting the four dimensions of the initial scale: metacognitive, cognitive, motivational, and behavioral. To measure
tourist satisfaction, we chose the scale developed by Del Bosque & Martin (2008), Yoon et al., (2010) and Rahayu et al.,
(2023) which is composed of 5 items. Finally, we adopted the scale of Yoon et al. (2010), Rahayu et al., (2023) and
Akroush et al., (2016) to measure destination loyalty (3 items). The choice of these scales is justified by their good
internal consistency proven in most empirical studies, with a Cronbach's Alpha (>0.8). Appendix 1 shows the research
instrument. The participants were asked to point out the level of their agreement with each of the items on a 5-point
Likert-type scale, with 1 (strongly disagree) being at the lower end, and 5 (strongly agree) at the upper end.

Questions included in part two of the survey were designed to measure tourist demographics, including age, gender,
nationality, level of education, occupation, and monthly income, all of which were measured with a categorical scale.
Following a pre-test with 37 individuals, some items were amended, and a final instrument was developed.
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RESULTS

To test our hypotheses, we used exploratory and confirmatory factor analysis with structural equation modeling using
SPSS 23 and AMOS 23 software. First, we carried out an exploratory factor analysis via principal component analyses on
the pre-test sample (N=37) to purify the measurement scales. Figure 2 shows first-order factor analysis.
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Figure 2. The First order model

1. Results of exploratory factor analysis

This analysis allowed us to retain all the items of the satisfaction variable measurement scale, to eliminate two items
from the cultural intelligence measurement scale and a single item from the loyalty measurement scale due to their low
representation index (<0.5). As a result, we obtained a good value of Bartlett's test of sphericity and an acceptable value

of KMO (>0.8) as well as a Cronbach's alpha greater than 0.6 (between 0.87 and 0.95), which demonstrates a good level
of reliability (Table 1).

Table 1. Results of the exploratory factor analysis

Dimension Items KMO Variance explained Cronbach's Alpha
Cultural Intelligence 18 78.15 0.95
Behavioral 5 22.15 0.95
Motivational 4 0.94 19.97 0.87
Cognitive 5 18.16 0.94
Mecognitive 4 17.85 0.91
Satisfaction 4 0.83 76.10 0.89
Loyalty 3 0.74 82.63 0.89

2. Results of confirmatory factor analysis

In a second step, we carried out a confirmatory factorial study by applying a structural equation analysis on the final
sample (N=612). Table 3 presents the descriptive statistics of our study. The mean of respondents’ responses varied
between 3.52 and 4.05 along with gaps values that were between 0.952 and 1.166 (Table 3), indicating that answers is
scattered and less concentrated around the average value (Bryman & Cramer, 2012). The means of the survey responses
ranged from 3.52 to 4.05, and the standard deviation between 0.952 and 1.166 (Table 1), revealing that the responses were
not widely dispersed across the mean. Table 3 also presents an acceptable quality of model fitness.

In fact, the value of normed Chi-square being inferior to 3 (x*/ddl= 2.85) (Hair et al., 2014). In addition, the indices GFI
(0.855), AGFT (0.816), IFI (0.924), NFI (0.908) and CFI (0.924) converge to 1, which exceeds the cut-off value of 0.9, as
suggested by Hair et al., (2014). Finally, the RMR (0.043) and the RMSEA (0.085) are below 0.1 and are very close to 0.
Thus, the model adjusts to the data and presents a good quality of fit. Then, we checked values of skewness and kurtosis.
The values for skewness ranged from -1.482 to -0.594 (<|3|) for all items.

Those for Kurtosis ranged from -0.540 to 1.573 (<|8|) for all items. The Mardia’s test of multivariate normality was
carried out before performing the maximum likelihood estimation (<|3|) (Roussel et al., 2002). After checking the skewness
and kurtosis values shown in Table 2, we therefore suggest that there are normal distributions.
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Table 2. Descriptive statistics (Model fit: “(¥2 (233, N =612) = 664.064 p < 0.001, normed y2 = 2.85,
RMSEA = 0,085, RMR = 0.043, GFI = 0.855, AGFI = 0.816, NFI=0.908, IF1 = 0.924, CFI1 = 0.924 and TLI=0.911 p <0.001)

Abbreviation Minimum Maximum Mean Std Deviation Skewness Kurtosis
Behavioral
BEH.1 1.0 5.0 3.63 1.151 -1.050 0.321
BEH.2 1.0 5.0 3.63 1.011 -0.772 -0.097
BEH.3 1.0 5.0 3.62 1.119 -1.120 0.572
BEH .4 1.0 5.0 3.56 1.152 -0,958 0.164
BEH.5 1.0 5.0 3.60 0.987 -0.594 -0.228
Motivational
MOT.1 1.0 5.0 3.65 1.086 -1.213 0.918
MOT.2 1.0 5.0 3.85 0.914 -0.986 0.591
MOT.3 1.0 5.0 3.76 1.124 -0.991 0.580
MOT 4 1.0 5.0 3.89 0.906 -1.096 1.132
MOT.5 1.0 5.0 3.74 1.073 -1.188 0.867
Cognitive
CONG.1 1.0 5.0 3.68 1.114 -1.232 1.038
CONG.2 1.0 5.0 3.87 0.910 -1.123 1.161
CONG.3 1.0 5.0 3.79 1.103 -1.204 1.024
CONG .4 1.0 5.0 3.67 1.059 -1.322 1.325
CONG.5 1.0 5.0 3.52 1.114 -0.930 0.114
CONG.6 1.0 5.0 3.86 1.133 -1.416 1.461
Metacognitive
METACONG.1 1.0 5.0 3.67 1.045 -0.711 -0.341
METACONG.2 1.0 5.0 3.69 0.953 -0.878 0.183
METACONG.3 1.0 5.0 3.62 1.129 -1.154 0.649
METACONG .4 1.0 5.0 3.88 1.038 -1.004 0.387
Loyalty
FID.1 1.0 5.0 3.73 1.161 -0.987 0.195
FID.2 1.0 5.0 3.82 0.990 -0.823 0.204
FID.3 1.0 5.0 3.96 0.962 -0.931 0.441
Satisfaction
SAT.1 1.0 5.0 3.95 0.952 -0.962 0.517
SAT.2 1.0 5.0 4.05 1.141 -1.467 1.528
SAT.3 1.0 5.0 3.94 1.161 -1.482 1.573
SAT.4 1.0 5.0 3.66 1.166 -0.715 -0.540
SAT.5 1.0 5.0 3.99 0.966 -1.070 0.701

3. Convergent and discriminant measurement validity

The reliability coefficients (Rho Joreskog) are greater than 0.7 (between 0.88 and 0.94), attesting to a satisfactory
reliability as recommended by Fornell & Larcker (1981). The average AVE variances of each construct are all greater than
0.5 (between 0.64 and 0.77), which confirms a very satisfactory convergent validity of the different constructs. The
discriminant validity is also verified (Table 3).

Table 3. Convergent and discriminative measurement validity (Note: “CR = Composite Reliability;
AVE = Average Variance Extracted; MSV = Maximum Shared Value; ASV= Average Shared Value”

Factors and items |St. F.L. CR AVE MSV ASV BEH MOT CONG | META FID SAT
Behavioral 0.919 0.697 0.596 0.937 0.835
BEH.1 0.891
BEH.2 0.741
BEH.3 0.917
BEH .4 0.882
BEH.5 0.723
Motivational 0.880 0.647 0.631 0.890 0.718 0.804
MOT.1 0.883
MOT.2 0.769
MOT.3 0.797
MOT .4 0.763
Cognitive 0.945 0.774 0.596 0.946 0.772 0.769 0.880
CONG.1 0.895
CONG.2 0.859
CONG.3 0.885
CONG.4 0.863
CONG.6 0.895
Metacognitive 0.917 0.736 0.578 0.944 0.748 0.664 0.727 0.858
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METACONG.1 0.859
METACONG.2 0.859
METACONG.3 0.953
METACONG.4 0.750
Loyalty 0.901 0.752 0.657 0.904 0.763 0.727 0.718 0.736 0.867
FID.1 0.878
FID.2 0.833
FID.3 0.890
Satisfaction 0.902 0.700 0.657 0.921 0.733 0.794 0.736 0.760 0.810 0.836
SAT.1 0.800
SAT.2 0.896
SAT.3 0.907
SAT.5 0.730

4. Results of structural equation analysis

We are analyzing the results obtained by the structural equations method on the Amos 23 software We employed
structural equation modelling to assess the impact of tourists’ cultural intelligence on destination loyalty as well as on
tourist satisfaction once the validity and reliability of the measurements are ensured.

Results of the hypothesis testing are summarized in table 4. Table 4 shows the goodness of fit measures in the
standards. We obtained a rather satisfactory quality of fit even though the GFI and AGFI have values of 0.858 and 0.823
respectively; they are slightly lower than 0.9. The value of GFI and AGFI is acceptable if they are above 0.8.

The standard RMR (0.043), RMSEA (0.083), is almost equivalent to Zero (Hair et al., 2014; Didellon & Valette-
Florence, 1995). The x?/ddl ratio (=2.83) is below 3, the ratio is deemed satisfactory and underlines a good fit, as
indicated by Hair et al. (2014). The TLI= 0.915, NFI= 0.910, IFI= 0.926 and CFI= 0.926 are acceptable and underline a
good fit. Thus, the model adjusts to the data and presents a good quality of fit. We believe that the goodness of fit of the
model is satisfactory enough to retain the model and to study structural links.

Finally, we used the bootstrap method to assess mediation. This technique consists of calculating confidence intervals
for the product term (ab) (indirect effect), and the mediating effect is considered significant if zero does not fall within the
confidence interval. Tourists' CI has a positive and significant influence on satisfaction because (a) = 0.646; t =21.34; p =
0.000. Controlling for tourists' CI, the impact of satisfaction on tourist destination loyalty is positive and significant
because (b) = 0.417; t = 12.55; p = 0.000. Moreover, the total effect of tourists' CI on destination loyalty is significant
because (¢) = 0.70; t = 24.80; p = 0.000. Lastly, the overall indirect impact of CI on destination loyalty is high and equal to
(a * b=0.643), with a 95 percent bootstrap confidence interval of 0.27 to 0.42.

Since the zero value was not included in the bootstrap confidence intervals, we suggest that the impact is significant and
different from zero. This result therefore indicates complementary mediation (Zhao et al., 2010). As a result, their IC can
also influence the loyalty of the tourist due to satisfaction. The significance of the path coefficient of each hypothesis was
then calculated (p<0.001) the obtained results are presented in Table 4 and Figure 3.
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Figure 3. The Structural Model
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Table 4. Results of the hypothesis test (Model fit: “(y2 (256, N = 612) = 724.48 p < 0.001, normed y2 = 2.83,
RMSEA = 0,083, RMR = 0.043, GFI = 0.858, AGFI = 0.823, NFI=0.910, IFI = 0.926, CFI = 0.926 and TLI=0.915 p <0.001”)

Hypotheses Estimate SE CR P Validated?
H1: IC -> Satisfaction 0.861 0.064 16.089 0.000 YES
H2: IC -> Loyalty 0.609 0.116 8.358 0.000 YES
H3: Satisfaction -> Loyalty 0.270 0.089 4.050 0.000 YES
DISCUSSION

This paper tested the different links between tourists’ cultural intelligence, satisfaction and loyalty in the context of
ecotourism. Few previous research in tourism have studied the concept of tourists’ cultural intelligence (Frias-Jamilena,
et al., 2018). The results shown in Table 5 presents that CI has a positive and significant impact on ecotourism
satisfaction (CR = 16.089, p = 0.00). Thus, H1 is validated.

According to this result, the tourist's IC allows him to derive greater satisfaction thanks to the behavioral flexibility;
he or she will be endowed with a better understanding of the cultural differences characterizing the ecotourism
destination as well as his or her motivation to interact in a foreign cultural environment. This result confirms the
contributions of previous literature, such as the work of Coves-Martinez et al. (2022), Earley & Ang (2003) and Wang et
al. (2012), according to which the tourist's IC positively impacts his satisfaction in the ecotourism destination thanks to a
better understanding of its cultural characteristics. Furthermore, IC allows tourists to demonstrate empathy and free
themselves from stereotypes related to their own cultural context in favor of better adaptation in foreign environments.

Furthermore, IC motivates tourists to experience and interact more at the ecotourism destination, which leads to greater
satisfaction. On the other hand, the results of the test of the second hypothesis show that the tourist's IC has a positive and
significant impact on loyalty to the destination of ecotourism; CR = 8.358, p = 0.00). Therefore, H2 is validated. Thus, the
more culturally intelligent the tourist is, the more loyal he or she will be to the ecotourism destination. This can be
explained by the fact that IC facilitates his or her integration into different cultural contexts to the extent that it increases his
or her adaptability to the specificities of the destination visited. Indeed, IC allows the tourist to detach himself from his or
her own reference schema, to understand the specificities of the destination, while being more motivated to discover its
ecotourism attractions. This mix leads to the feeling of connection with the destination and the increased willingness to
return there. In addition, this felt well-being encourages the tourists to recommend the destination to third parties and to
spread positive word of mouth about it. This result aligns with the contributions of previous studies, which show that the
tourist's IC positively impacts their loyalty to a destination since it leads to a more positive appreciation involving favorable
post-visit behaviors and intentions. Thus, the tourist's IC turns out to be a key factor in the intention to revisit a destination,
recommend it to others and generate positive word-of-mouth about it (Coves-Martinez et al., 2022; Zaman et al.,2021).

Furthermore, tourists’ satisfaction has a positive and significant effect on loyalty to the ecotourism destination (CR =
4.050, p = 0.00). Therefore, H3 is validated. Thus, the more satisfied the tourist is with the ecotourism destination, the
more loyal he will be to it, by returning, recommending it and sharing favorable information about it. This result is in
line with previous research stating that tourist satisfaction is a powerful antecedent of their loyalty to ecotourism
destinations and that consequently, high levels of satisfaction make them psychologically attached and encourage them
to return to these destinations (Rahayu et al., 2023; Aniqoh et al., 2022; Carvache-Franco et al., 2022). Thus, satisfaction
can develop based on the tourist's IC and consequently lead to loyalty to ecotourism destinations. Combined, these
results demonstrate the paramount position of cultural intelligence as a predictor of ecotourism behavior and help
expand our perspective of this concept in an area where cultural and environmental aspects are tightly linked. Such
correlation acquires special importance in the context of the post-revolutionary Tunisia where CI emerges as the key to
the process of balancing the demands of modern tourists and environment preservation activities in the country.

CONCLUSION AND IMPLICATIONS

The primary goal of the research was to investigate the relationship between tourists’cultural intelligence, satisfaction,
and loyalty to the destination in the Tunisian setting of ecotourism which is becoming an essential solution to both
environmental and socio-cultural problems. To achieve this, a questionnaire was administered to 612 tourists and structural
equation modelling was used to test the research hypotheses.

Findings suggest that tourists who are more culturally intelligent are more likely to be satisfied and devoted to
ecotourism destinations. Indeed, CI promotes behavioral flexibility, enhances the understanding of cultural differences at
the ecotourism destination, and strengthens motivation to interact in a foreign cultural environment. It also allows travelers
to let go of cultural stereotypes in favor of better interactions. As a result, greater satisfaction is felt at the destination.
Furthermore, by facilitating integration, CI promotes a sense of attachment and the intention to revisit the destination, as
well as recommendations and positive word-of-mouth about it. In addition, the results show that satisfaction acts as a
mediating variable between tourists’ CI and their loyalty to the ecotourism destination. Theoretically, this paper contributes
to tourism marketing literature by further establishing tourist CI as a key determinant of destination satisfaction and loyalty.

It further demonstrates how it works in an environment where cultural interactions are further enriched with
environmental issues, thus broadening the use of the concept to the ecotourism sector. The results obtained have important
implications on the tourism industry where cultural differences can hinder visitors’ satisfaction and affect their perception
of the destination. These implications assume a specific dimension in the post-revolution Tunisian situation where
professionals have to balance between tourist modernity and cultural heritage. Moreover, the identification of the CI as a
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key determinant of satisfaction and loyalty highlights the importance of taking this form of intelligence into account in the
management of ecotourism destinations, not only from the providers’ side, but also from the tourists’ point of view.

This paper encourages ecotourism businesses to develop strategies and actions that take tourists' CI into account. In this
regard, culturally intelligent tourists are intrinsically highly motivated and constantly seek new experiences and
opportunities to discover different cultural environments. It is therefore recommended to offer them original and immersive
ecotourism activities which highlight the destination’s history, customs, and lifestyles.

Educating the participants on the local flora and fauna through conservation experiences to show their dedication to the
community welfare is also crucial. In addition, thanks to their CI, tourists strive to free themselves from their own frame of
reference in order to adapt to the culture of the ecotourism destination.

Professionals are encouraged to facilitate this process by involving them in traditional and authentic activities (such as
crafts) that promote open-mindedness, acceptance of differences, and integration. Besides, it is necessary for service
providers to disseminate relevant information through communication campaigns and ongoing training for frontline staff,
particularly guides, in order to provide culturally intelligent tourists with the content they are looking for and the
knowledge they are seeking to acquire. It is also important to raise awareness among other stakeholders, such as artisans, of
the importance of explaining their crafts and promoting exchange and communication. Finally, thanks to their CI, tourists
modify their behavior to interact better while at destinations; it is therefore recommended that professionals facilitate
communication through understandable verbal and non-verbal language when delivering their services.

Future research opportunities

Despite the above-discussed contributions, there are still few limitations to this work. The first relates to the analogy
made between the notions of sustainable and occasional tourists, due to a lack of literature. The characteristics of these
types of tourists may, in fact, be different. Furthermore, in our conceptual model, the notion of loyalty was understood in a
global manner without specifying its behavioral and psychological nature. Furthermore, the analysis of the effect of CI on
ecotourism satisfaction and loyalty was carried out globally since, due to a lack of literature, we could not pose separate
hypotheses for the different dimensions. Finally, convenience sampling can have implications regarding the
representativeness of our sample and therefore constrain the external validity of the inferences made. Thus, it would be
wise, for future research, to use other sampling methods leading to results that are more generalizable. It would also be
interesting to explore the links between the different dimensions of CI and satisfaction and loyalty to the destination by
specifying its components. Furthermore, the results of our empirical study may be useful for future research that wants to
expand our causal model by including other variables related to the nature of the experience and the image of the destination
in an ecotourism context. In addition, the inclusion of control variables such as the nationality of the tourist, the frequency of
visit, etc., can enrich future research by studying their effects on the overall relationships of the proposed causal model.

Author Contributions: Conceptualization, S.S., M.K., A.E.E.S and A.E.A.; methodology, S.S., M.K. and A.E.A;
software, S.S. and M.K.; validation, S.S. and A.E.A.; formal analysis, S.S., M.K. and A.E.E.S.; investigation, S.S. and
M.K.; data curation, S.S.; writing - original draft preparation, S.S., M.K., A.E.E.S and A.E.A., writing - review and
editing, A.E.E.S and A.E.A.; visualization, S.S. and A.E.A.; supervision, A.E.E.S.; project administration, A.E.A. All
authors have read and agreed to the published version of the manuscript.

Funding: This research was funded by the Deanship of Scientific Research, Vice Presidency for Graduate Studies and
Scientific Research, King Faisal University, grant number KFU253626.

Institutional Review Board Statement: Not applicable.
Informed Consent Statement: Informed consent was obtained from all subjects involved in the study.
Data Availability Statement: The data presented in this study may be obtained on request from the corresponding author.

Acknowledgements: The research undertaken was made possible by the equal scientific involvement of all the authors
concerned.

Conflicts of Interest: The authors declare no conflict of interest.

REFERENCES

Akroush, M., Jraisat, L., Kurdieh, D., AL-Faouri, R., & Qatu, L. (2016). Tourism service quality and destination loyalty the mediating role of
destination image from international tourists' perspectives. Tourism Review, 71(1), 18-44. https://doi.org/10.1108/TR-11-2014-0057

Andresen, M., & Bergdolt, F. (2017). A systematic literature review on the definitions of global mindset and cultural intelligence-
merging two different research streams. The International Journal of Human Resource Management, 28(1), 170-
195. https://doi.org/10.1080/09585192.2016.1243568

Ang, S., Ng, K. Y., & Rockstuhl, T. (2020). Cultural intelligence. In R. J. Sternberg (Ed.), Cambridge Handbook of Intelligence.
Cambridge Handbooks in Psychology. Cambridge University Press: 820-845. https://doi.org/10.1017/9781108770422.035

Ang, S., Van Dyne, L., & Rockstuhl, T. (2015). Cultural intelligence: Origins, conceptualization, evolution, and methodological
diversity. In M. J. Gelfand, C. Chiu, & Y. Hong (Eds.), Advances in Culture and Psychology, 5, 273-323. Oxford University Press.
http://bvearmb.do/handle/123456789/7208

Ang, S., Van Dyne, L., Koh, C., Ng, K. Y., Templer, K. J., Tay, C., & Chandrasekar, N. A. (2007). Cultural intelligence: Its
measurement and effects on cultural judgment and decision making, cultural adaptation and task performance. Management and
Organization Review, 3(3), 335-371. https://doi.org/10.1111/j.1740-8784.2007.00082.x

1344


https://doi.org/10.1108/TR-11-2014-0057
https://doi.org/10.1080/09585192.2016.1243568
https://doi.org/10.1017/9781108770422.035
http://bvearmb.do/handle/123456789/7208
https://doi.org/10.1111/j.1740-8784.2007.00082.x

Investigating Cultural Intelligence as a Catalyst for Enhanced Tourist Satisfaction and Loyalty in Ecotourism: A Post-Revolution Tunisian Approach

Aniqoh, N. A. F. A., Sihombing, N. S., Sinaga, S., Simbolon, S., & Sitorus, S. A. (2022). Destination Image, Tourist Satisfaction and
Loyalty in the Eco-Tourism Environment. Journal of Environmental Management and Tourism, 13(3), 897-903. https://doi.org/
10.14505/jemt.v13.3(59).26

Arora, P, & Rohmetra, N. (2010). Cultural intelligence: Leveraging differences to bridge the gap in the international hospitality
industry. International Review of Business Research Papers, 6(5), 216-234. https://doi.org/10.1093/acprof:0s0/9780190218966.003.0006

Asmelash, A. G., & Kumar, S. (2020). Tourist satisfaction-loyalty Nexus in Tigrai, Ethiopia: Implication for sustainable tourism
development. Cogent Business & Management, 7(1), 183-186. https://doi.org/10.1080/23311975.2020.1836750

Boukherouk, M., & Couret, C. (2023). Creative tourism for a post-Covid-19 recovery, destinations trying to survive thanks to a new inclusive
model, case study of two creative-friendly destinations. Caribbean Studies. https://doi.org/10.4000/etudescaribeennes.27828

Bryman, A., & Cramer, D. (2012). Quantitative data analysis with IBM SPSS (21): A guide for social scientists.
Routledge. https://doi.org/10.4324/9780203180990

Buckley, R., Chauvenet, A., Zhong, L., & Campbell, C. (2023). Mental health value of parks in China. Biological Conservation, 284,
110159. https://doi.org/10.1016/j.biocon.2023.110159

Buhalis , D., Leung, X.Y., Fan, D., Darcy, S., Chen, G., Xu, F., Wei-Han Tan, G., Nunkoo, R., & Farmaki, A. (2023). Editorial: Tourism
2030 and the contribution to the sustainable development goals: the tourism review viewpoint. Tourism Review, 78(2), 293-313.
https://doi.org/10.1108/TR-04-2023-620

Carvache-Franco, M., Carrascosa-Lopez, C., & Carvache-Franco, W. (2022). Market Segmentation by Motivations in Ecotourism:
Application in the Posets-Maladeta Natural Park, Spain. Sustainability, 14(9), 4892. https://doi.org/10.3390/su14094892

Carvache-Franco, W., Mauricio, C., Orly, C., & Hernandez-Lara, B. (2020). Motivation and segmentation of the demand for coastal and
marine destinations. Tourism Management Perspectives, 34. https://doi.org/10.1016/j.tmp.2020.100661

Ceballos-Lascurain, H. (1996). Tourism, Ecotourism and Protected Areas: The State of Nature-Based Tourism around the World and
Guidelines for Its Development. [IUCN Publications, Cambridge, 301. http://dx.doi.org/10.2305/iucn.ch.1996.7.en

Coves-Martinez, A. L., Sabiote-Ortiz, C. M., & Frias-Jamilena, D. M. (2022). Cultural intelligence as an antecedent of satisfaction with the travel
app and with the tourism experience. Computers in Human Behavior, 127, 107049. https://doi.org/10.1016/j.chb.2021.107049

Dehoorne, O., & Tétar, C. (2013). Ecotourism development strategies for Caribbean tourism destinations. Tourismos, 8(1), 283-299.

Del Bosque, 1. R., & Martin, H. S. (2008). Tourist satisfaction a cognitive-affective model. Annals of Tourism Research, 35(2), 551-
573. https://doi.org/10.1016/j.annals.2008.02.006

Dewi, A. N., & Abidin, Z. (2021). Analysis of the Relationship of Service Quality, Motivation and Destination Image to Destination
Loyalty: A Case Study of Wonorejo Mangrove Ecotourism in Surabaya, East Java. Journal of Aquaculture and Fish Health, 10(1),
46-55. https://doi.org/10.20473/jath.v10i1.19922

Didellon, L., & Valette-Florence, P. (1995). L’utilisation des indices d’ajustement dans les modeles d’équations structurelles :
Présentation et recommandations d’usage. Journées Nationales Des IAE.

Earley, P. C. (2002). Redefining interactions across cultures and organizations: Moving forward with cultural intelligence. Research in
Organizational Behavior, 24, 271-299. https://doi.org/10.1016/S0191-3085(02)24008-3

Earley, P. C., & Ang, S. (2003). Cultural Intelligence: Individual Interactions Across Cultures. Stanford University Press. https://doi.org/
10.1515/9780804766005

Fennell, D. A. (2020). Ecotourism (5th ed.). Routledge. https://doi.org/10.4324/9780429346293

Fornell, C., & Larcker, D. F. (1981). Evaluating Structural Equation Models with Unobservable Variables and Measurement
Error. Journal of Marketing Research, 18(1), 39-50. https://doi.org/10.1177/002224378101800104

Frias-Jamilena, D. M., Sabiote-Ortiz, C. M., Martin-Santana, J. D., & Beerli-Palacio, A. (2018). The effect of Cultural Intelligence on
consumer-based destination brand equity. Annals of Tourism Research, 72,22-36. https://doi.org/10.1016/j.annals.2018.05.009

Godovykh, M., & Tasci, A. D. A. (2020). Customer experience in tourism: A review of definitions, components, and
measurements. Tourism Management Perspectives, 35. https://doi.org/10.1016/j.tmp.2020.100694

Gravari-Barbas, M. (2022). What prospects for sustainable tourism in the Mediterranean after the Covid-19 crisis? Bulletin of the
European Institute of the Mediterranean (IEMed). https://www.iemed.org/wp-content/uploads/2022/05/What-Prospects-for-
Sustainable-Tourism-in-the-Mediterranean-A fter-the-Covid-19-Crisis.pdf

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate Data Analysis (8th ed.). Cengage Learning EMEA.
https://www.cengage.co.uk/books/9781473756540/

Hair, J. F., Gabriel, M., & Patel, V. (2014). AMOS covariance-based structural equation modeling (CB-SEM): Guidelines on its
application as a marketing research tool. Brazilian Journal of Marketing, 13(2). https://doi.org/10.5585/remark.v13i2.2718

Hasan, M. R., Abdunurova, A., Wang, W., Zheng, J., & Shams, R. (2021). Using deep learning to investigate digital behavior in culinary
tourism. Journal of Place Management and Development, 14(1), 43-65. https://doi.org/10.1108/JPMD-03-2020-0022

Jalilvand, M. R., Samiei, N., Dini, B., & Yaghoubi, P. (2012). Examining the structural relationships of electronic word of mouth,
destination image, tourist attitude toward destination and travel intention: An integrated approach. Journal of Destination Marketing
& Management, 1(1-2), 134-143. https://doi.org/10.1016/j.jdmm.2012.10.001

Kim, M., & Thapa, B. (2018). Perceived Value and Flow Experience: Application in a Nature-Based Tourism Context. Journal of
Destination Marketing & Management, 8, 373-384. https://doi.org/10.1016/j.jdmm.2017.08.002

Kohli, M., Skhiri, S., Sobaih, A. E. E., & Elnasr, A. E. A. (2026). Destination Image, Cultural Intelligence, and Tourist Loyalty: Insights from a
Tunisian Ecotourism Destination. Journal of Intercultural Communication, 26(2), 66-81. https://doi.org/10.36923/jicc.v26i2.1452.

Lam, R., Cheung, C., & Chan, B. (2024). The mediating roles of travel motives and social capital on the relationship between cultural intelligence
and general life satisfaction. Asia Pacific Journal of Tourism Research, 29(2), 127-143. https://doi.org/10. 1080/10941665.2024.2317382

Lanouar, C., & Goaied, M. (2019). Tourism, terrorism and political violence in Tunisia: Evidence from Markov-switching
models. Tourism Management, 70, 404-418. https://doi.org/10.1016/j.tourman.2018.09.002

Lequin, M. (2002). Ecotourism: Experience of a nature—culture interaction. Téoros: Journal of tourism research, 21(3), 38-
42. https://doi.org/10.7202/1072501ar

Li, T. T., Liu, F., & Geoffrey, S. (2021). Experiences, post-trip destination image, satisfaction and loyalty: A study in an ecotourism
context. Journal of Destination Marketing & Management, 19.100547. https://doi.org/10.1016/j.jdmm.2020.100547

Li, X., Xie, J., Feng, Z., & Chan, H. (2022). Exploring residents' helping and tolerant behavior through the lens of cultural
intelligence. Journal of Hospitality and Tourism Management, 50, 232-244. https://doi.org/10.1016/j.jhtm.2022.02.008

1345


https://doi.org/10.14505/jemt.v13.3(59).26
https://doi.org/10.14505/jemt.v13.3(59).26
https://doi.org/10.1093/acprof:oso/9780190218966.003.0006
https://doi.org/10.1080/23311975.2020.1836750
https://doi.org/10.4000/etudescaribeennes.27828
https://doi.org/10.4324/9780203180990
https://doi.org/10.1016/j.biocon.2023.110159
https://doi.org/10.1108/TR-04-2023-620
https://doi.org/10.3390/su14094892
https://doi.org/10.1016/j.tmp.2020.100661
https://doi.org/10.1016/j.chb.2021.107049
https://doi.org/10.20473/jafh.v10i1.20697
https://doi.org/10.1016/S0191-3085(02)24008-3
https://doi.org/%2010.1515/9780804766005
https://doi.org/%2010.1515/9780804766005
https://doi.org/10.1177/002224378101800104
https://doi.org/10.1016/j.annals.2018.05.009
https://doi.org/10.1016/j.tmp.2020.100694
https://www.iemed.org/wp-content/uploads/2022/05/What-Prospects-for-Sustainable-Tourism-in-the-Mediterranean-After-the-Covid-19-Crisis.pdf
https://www.iemed.org/wp-content/uploads/2022/05/What-Prospects-for-Sustainable-Tourism-in-the-Mediterranean-After-the-Covid-19-Crisis.pdf
https://doi.org/10.5585/remark.v13i2.2718
https://doi.org/10.1016/j.jdmm.2012.10.001
https://doi.org/10.1016/j.jdmm.2017.08.002
https://doi.org/10.36923/jicc.v26i2.1452
https://doi.org/10.%201080/10941665.2024.2317382
https://doi.org/10.1016/j.tourman.2018.09.002
https://doi.org/10.7202/1072501ar
https://doi.org/10.1016/j.jdmm.2020.100547

Sameh SKHIRI, Malek KOHLI, Abu Elnasr E. SOBAIH, Ahmed E. ABUELNASR

Meilatinova, N. (2021). Social commerce: Factors affecting customer repurchase and word-of-mouth intentions. International Journal of
Information Management, 57.102300. https://doi.org/10.1016/j.ijinfomgt.2020.102300

Najar, A. H., & Rather, R. A. (2023). Assessing the relationship of perceived risks with destination image and destination loyalty: a
tourist's perspective visiting volatile destinations. Journal of Hospitality and Tourism Insights, 6(3), 1357-1379. https://doi.org/
10.1108/JHTI-03-2022-0100

Prayag, G., & Ryan, C. (2012). Antecedents of Tourists' Loyalty to Mauritius: The Role and Influence of Destination Image, Place Attachment,
Personal Involvement, and Satisfaction. Journal of Travel Research, 51(3), 342-356. https://doi.org/10.1177/0047287511410321

Rahayu, S., Vedy, N., & Gumanti, M. (2023). Driving ecotourism loyalty through destination image, satisfaction and motivation. Journal
of Business and Information System, 5(1), 123-135. https://doi.org/10.36067/jbis.v5i11.183

Raza, S. A., Umer, A., Qureshi, M. A., & Dahri, A. S. (2020). Internet banking service quality, e-customer satisfaction and loyalty: the
modified e-SERVQUAL model. The TOM Journal, 32(6), 1443-1466. https://doi.org/10.1108/TQM-02-2020-0019

Ross, S., & Wall, G. (1999). Ecotourism: Towards Congruence between Theory and Practice. Tourism Management, 20(1), 123-
132. https://doi.org/10.1016/S0261-5177(98)00098-3

Roussel, P., Durrieu, F., Campoy, E., & El Akremi, A. (2002). Méthodes d'équations structurelles: Recherches et applications en gestion
[Structural Equation Methods: Research and Applications in Management]. Economica.

Sarangi, A., & Ghosh, P. (2025). The Impact of Tourist Satisfaction on Loyalty in Ecotourism Destination: A Mediation Approach. Atna
- Journal of Tourism Studies, 20, (1), 257-279. https://doi.org/10.12727/ajts.33.12

Sharma, K., & Makhija, T. K. (2024). Bridging the Cultural Divides: The Transformative Power of Cultural Intelligence in Global
Business Leadership and Negotiation. Journal of Global Research in Education and Social Science, 18(2), 15-24. https://doi.org/
10.56557/jogress/2024/v18i28647

Sharma, N., & Hussain, D. (2017). Current status and future directions for cultural intelligence. Journal of Intercultural Communication
Research, 46(1), 96-110. https://doi.org/10.1080/17475759.2016.1264444

Skhiri, S., Zaiem, 1., Sobaih, A. E., & Edrees, H. (2025). Cultural Intelligence in International B2B Negotiations: An Exploratory Study on the
Role of Intercultural Competencies. Journal of Intercultural Communication, 25(3), 36-48. https://doi.org/10.36923/jicc.v25i3.1162

Sobaih, A.E.E., Gharbi, H., Zaiem, 1., & Aliane, N. (2024). The impact of agrotourism destination image on tourist’s loyalty in Zaghouan, Tunisia:
Moderating role of visit’s experience. Geojournal of Tourism and Geosites, 56(4), 1700-1707. https://doi.org/10.30892/gtg.56425-1339

Sternberg, R. J. (2021). Transformational vs. transactional deployment of intelligence. Journal of Intelligence, 9(1), 15. https://doi.org/
10.3390/jintelligence9010015

Stronza, A. L., Hunt, C. A., & Fitzgerald, L. A. (2019). Ecotourism for conservation? Annual Review of Environment and Resources, 44,
229-253. https://doi.org/10.1146/annurev-environ-101718-033046

Stylidis, D., Woosnam, K. M., Ivkov, M., & Kim, S. (2020). Destination loyalty explained through place attachment, destination
familiarity and destination image. International Journal of Tourism Research, 22(5), 604-616. https://doi.org/10.1002/jtr.2359

Suhartanto, D., Dean, D., Wibisono, N., Astor, Y., Muflih, M., Kartikasari, A., Sutrisno, R., & Hardiyanto, N. (2020). Tourist experience
in Halal tourism: what leads to loyalty?. Current Issues in Tourism, 24(14), 1-15. https://doi.org/10.1080/13683500.2020.1813092

Syamsu, M. N., Sasongko, G., Andadari, R. K., & Supramono, S. (2022). The Relationship of Experience, Satisfaction, and Trust of Y
Generation Tourist Instagram Social Media Users to Tourism Destination Loyalty in Yogyakarta. Technium Social Sciences Journal,
33(1), 516-527. https://doi.org/10.47577/tssj.v33il.6775

Wahyuningsih, T., Sentosa, 1., RANI, N. S. B. A., (2025). Antecedents of tourist satisfaction and sustainability tourism in Indonesia
tourism villages. Geojournal of Tourism and Geosites, 60 (2), 1097-1106. https://doi.org/10.30892/gtg.602spl07-1483

Wang, W., Chen, J., Fan, L., & Lu, J. (2012). Tourist experience and Wetland parks: A case of Zhejiang, China. Annals of Tourism
Research, 39(3), 1763—1778. https://doi.org/10.1016/j.annals.2012.05.029

Wearing, S., & Neil, J. (2009). Ecotourism: Impacts, Potentials and Possibilities. Routledge.

Widz, M., & Brzezinska-Wojcik, T. (2020). Assessment of the overtourism phenomenon risk in Tunisia in relation to the tourism area
life cycle concept. Sustainability, 12(5), 2004. https://doi.org/10.3390/su12052004

World Tourism Organization [UNWTO]. (2023). World Tourism Barometer and Statistical Annex, January 2023. UNWTO. https://doi.
org/10.18111/wtobarometereng.2023.21.1.1

Yoon, Y. S, Lee, J. S., & Lee, C. K. (2010). Measuring festival quality and value affecting visitors' satisfaction and loyalty using a
structural approach. International Journal of Hospitality Management, 29(2), 335-342. https://doi.org/10.1016/j.ijhm.2009.10.002

Zaman, U., Aktan, M., Qureshi, M. G., Bayrakdaroglu, F., & Nawaz, S. (2021). Every storm will pass: Examining expat's host country-
destination image, cultural intelligence and renewed destination loyalty in COVID-19 tourism. Cogent Business & Management,
8(1). https://doi.org/10.1080/23311975.2021.196963 1

Zhao, X., Lynch, J. G., & Chen, Q. (2010). Reconsidering Baron and Kenny: Myths and Truths about Mediation Analysis. Journal of
Consumer Research, 37(2), 197-206. https://doi.org/10.1086/651257

Article history: Received: 15.10.2025 Revised: 24.02.2026 Accepted: 20.05.2026 Available online: 30.06.2026

1346


https://doi.org/10.1016/j.ijinfomgt.2020.102300
https://doi.org/10.1108/JHTI-03-2022-0095
https://doi.org/10.1108/JHTI-03-2022-0095
https://doi.org/10.1177/0047287511410321
https://doi.org/10.36067/jbis.v5i1.183
https://doi.org/10.1108/TQM-02-2020-0019
https://doi.org/10.1016/S0261-5177(98)00098-3
https://doi.org/10.12727/ajts.33.12
https://doi.org/%2010.56557/jogress/2024/v18i28647
https://doi.org/%2010.56557/jogress/2024/v18i28647
https://doi.org/10.1080/17475759.2016.1264444
https://doi.org/10.36923/jicc.v25i3.1162
https://doi.org/10.30892/gtg.56425-1339
https://doi.org/10.3390/jintelligence9010015
https://doi.org/10.3390/jintelligence9010015
https://doi.org/10.1146/annurev-environ-101718-033046
https://doi.org/10.1080/13683500.2020.1813092
https://doi.org/10.47577/tssj.v33i1.6775
https://doi.org/10.30892/gtg.602spl07-1483
https://doi.org/10.1016/j.annals.2012.05.029
https://doi.org/10.3390/su12052004
https://doi.org/10.1016/j.ijhm.2009.10.002
https://doi.org/10.1080/23311975.2021.1960182
https://doi.org/10.1086/651257

