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Abstract: Today, ecotourism has become more common and attractive for tourists who love to explore nature and experience the
cultural heritage. In the 4.0 age of technology, social networking not only helps visitors find suitable destinations to visit easily
but also provides visitors with a place to leave comments or reviews after the trips. This study aims to qualify the relationships
between electronic-worth-of-mouth (eWOM), social influence (SI), destination image (DI), tourist satisfaction (SAT), and
ecotourism loyalty (EL). The study applied the PLS-SEM model to estimate 499 observations at ecotourism sites in Vietnam as
empirical evidence. The research results show that all the factors in the research model have positive and significant effects on
EL. In particular, DI and SAT, directly and indirectly, affect EL; while eWOM and SI only have direct effects on EL.
Additionally, it was found that the effect of eWOM on EL increased with the moderating role of SI.
Key words: electronic-word-of-mouth (eWOM), ecotourism loyalty, destination image, tourist satisfaction, social influence

* * * * * *
INTRODUCTION
As a new trend in modern life, ecotourism has become more attractive and interesting activity for people who want to
escape the crowds. Factors that influence ecotourism have been explored in several studies. Mainly, tourism loyalty involves
psychological attachment between the tourists and their preferred destination (Oppermann, 2000). This psychological
commitment is usually developed when tourists leave the destination with a positive experience. In addition, existing research
recognizes that the tourist experience is a broad field that ranges from the behaviour of their host and other interactive features
of their destination. According to Kim and Brown (2012), most tourists' experience is determined by four aspects:
entertainment, education, escapism, and aesthetics. These authors also explain that entertainment is mainly the ability of
destinations to entertain tourists. It involves how hosts treat tourists and how the destination features fulfilled tourists’
emotional appeal. In the field of tourism, the concept of loyalty is mentioned in many scientific studies and is often affected by
factors such as destination image, tourist satisfaction, and word of mouth (Li et al., 2021a; Li et al., 2021b; RamseookMunhurruna et al., 2015; Jalilvand et al., 2012; Chi and Qu, 2008; Prayag and Ryan, 2012). For Vietnamese tourism, almost
all studies discuss tourism in general or focus on tourists' intention to return and loyalty (Vinh and Long, 2013; Cong, 2021).
Practically, few studies discuss the loyalty factors in ecotourism in Vietnam. Furthermore, tourists who visit a particular
destination get the experience as expected to develop the destination image of that specific destination (Baloglu and
McCleary, 1999). Several factors influence the image of the destination of a tourist. For Beerli and Martin (2004), most of
these factors depend on the experience tourists develop from their visited destinations. A good experience is obtained by
fulfilling the expectations of the tourist. When expectations are met, satisfaction is obtained, which leads the tourist to
develop a positive destination image of the place they visited. Most tourists tend to do pre-visit research about their
destinations to create expectations of their particular destinations (Chon, 1990). However, the first-hand information that
tourists usually give their hosts tends to change their views and perceptions about that destination. This kind of information
builds their expectations that later translate to experience (Bosque and SanMartín, 2008). When this information generates
a good experience, tourists will be satisfied and loyal to that destination. Furthermore, there are still gaps in research on the
relationship between eWOM factors with destination image, tourist satisfaction, and tourist loyalty in Vietnam.
Therefore, conducting this research is essential to supplement the academic knowledge of existing studies in tourism. At
the same time, the research findings are expected to provide several novelty values of ecotourism when the first time SI is
studied as a construct moderating the effect of eWOM and EL in the 4.0 technology era.
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Theoretical Framework
1. Ecotourism characteristics
Theoretically, the definitions of ecotourism are still debated (Blamey, 2001) although Ceballos-Lascurain (1987, p.14)
suggests that ecotourism means “travelling to relatively undisturbed or uncontaminated natural areas with a specific objective
of studying, admiring, and enjoying the scenery and its wild plants and animals, as well as any existing cultural manifestations
(both past and present) found in these areas”. While Fibrianto (2021) claims that ecotourism is related to the conservation of
ecosystems and nature and maintains the cultural integrity of the local community. Nowadays, ecotourism, as a kind of
enjoyment in the natural environment or ethnic communities, is one of the common trends to allow tourists to experience
ecology and biodiversity (Ulfy et al., 2021) and enrich knowledge of wildlife, nature and cultural inheritance (Nguyen, 2020).
2. Destination image
However, a destination image is defined as the composition of people's beliefs and impressions of a tourist destination
(Baloglu and McCleary, 1999). Besides, it is the overall perception of an individual's impression of a place (Phelps, 1986).
It is also considered a mental portrait of a destination (Alhemoud and Armstrong, 1996). Destination images are diverse
and different based on tourists' experiences (Dann, 1996; Lee et al., 2014). Milman and Pizam (1995) describe the
destination image as consisting of three components: (i) the product, (ii) the behaviour and attitudes of people at the
destination, and (iii) the environment: weather, landscape, and facilities. The image of the destination in the minds of
tourists plays an essential role in their tour purchase decision and subsequently in stimulating their intention to visit
(Oppermann, 2000; Pike, 2004). Many previous studies have also shown that destination image is one of the most critical
factors for eliciting the intention to revisit a place they have been (Bigné et al., 2001; Alcaniz et al., 2005). Ecotourism is
defined as going to relatively undisturbed or unpolluted natural areas to study, contemplate, and enjoy flora and fauna
landscapes and cultural experiences (Ceballos-Lascurain, 1987; Ryan et al., 2000). Therefore, the image of an ecotourism
destination is reflected in many aspects of the landscape, people, culture, and local economic activities.
3. Loyalty of customers in the tourism industry
Customer loyalty is generally defined as a deep psychological commitment to continuously repurchase or reuse a
preferred product or service in the future, and only to purchase or use repeatedly products or services of the same brand
despite various marketing efforts or effects to switch shopping behavior (Oliver, 1997). According to Dick and Basu
(1994), customer loyalty is formed through a process involving a variety of evaluation and psychological processes and
derived from the assessment of these services. Additionally, customers' loyalty should be considered in terms of both
behaviour and attitude (Gremler and Brown, 1998a, 1998b). Tourism loyalty is often studied as loyalty to the destination,
since tourists enjoy a destination as a product or brand; thus, they are likely to return to these destinations in the future
(Yoon and Uysal, 2005). Loyalty can be measured in different approaches, with most destination loyalty measured as a
repeated visit or the intention to return (Cong, 2021).
4. Tourist satisfaction
The most commonly accepted theory to explain the customer satisfaction mechanism is the expectation-confirmation
theory, developed by Lewin (1938). Customers can compare the perceived performance of a product or service with their
expectations. Positive attitudes or satisfaction arise if perceived performance exceeds expectations. Then researchers
consider customer satisfaction to be the overall evaluation of a product or service provider (Johnson and Fornell, 1991),
consumer feedback on product or service features; or whether the product or service itself satisfies consumers or not
(Oliver, 1997). Satisfaction is an indicator of matching what customers expect (Reichheld, 1996) or exceeding their
expectations (Grisaffe, 2001). These definitions provide the implications for customer satisfaction in tourism and
dimensions of tourist satisfaction in particular (Pizam et al., 1978).
5. Electronic word of mouth
Word of mouth (WOM) is an informal form of communication that allows consumers to share information regarding
products and services (Hawkins et al., 2010). With the vigorous development of the Internet, a new WOM method
appears, which is eWOM. The traditional form of WOM has evolved into a new form of information sharing on various
online platforms. eWOM is a written memo on the Web, usually posted by experienced or former consumers (Abubakar
and Ilkan, 2013; 2014). Memory makes it easy to diffuse information because it can be accessed anytime, anywhere and
relayed to other computers (Abubakar and Ilkan, 2013; 2014).
6. Social influence
Social influence is a significant idea that can impact all of our decisions. It is described as "actors" playing a direct role
in moulding an individual's views and conduct (Crano, 2000). Nowadays, there is confirmation of increased engagement in
and effect of essential communities, which positively impacts communal influence (Bagozzi et al., 2002). According to a
study, virtual communities have the power to alter people's perceptions and actions (Chen and Tsai, 2007). The rise and
expansion of the social network, particularly Facebook, is perceived as an influential phenomenon that boosts users' social
impact (Hvass and Munar, 2012). According to US Department of Commerce research, social media motivated 31% of the
25.4 million holiday travelers in 2015. Similarly, research from Liu et al. (2021) shows that tourists commonly use social
media to confirm post-activity approvals from friends and family. According to reports, 52% of tourists altered their
original travel plans due to social media remarks (Yüksel and Yüksel, 2007).
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RESEARCH HYPOTHESIS AND MODEL
1. Research hypothesis
1.1. Destination image and tourist satisfaction
The relationship between destination image and tourist satisfaction has been mentioned in many scientific studies, and
most of them agree that the destination image has a positive impact on satisfaction. Li, Liu and Soutar (2021a; 2021b)
suggest that travel experience, destination image, and satisfaction positively influence tourist loyalty to the ecotourism
sector in Western Australia. Ramseook-Munhurrun et al. (2015) show a positive relationship between destination image
and perceived value with tourist satisfaction, affecting their loyalty to destination visited. Therefore, it is hypothesized that:
H1: Destination image (DI) positively influences tourist satisfaction (SAT).
1.2 Destination image, tourist satisfaction, and eWOM
Some argue that customers will feel satisfied with a service, are more likely to buy or use it again, and recommend it to
others through eWOM (Lam et al., 2004; Kanwel et al., 2019). Alhidari et al. (2015) also believe that tourist satisfaction
with the overall image of the destination will create positive eWOM (Jeong and Jang, 2011; Pantelidis, 2010). In addition,
some other studies show that destination image is quite important and has a substantial impact on tourists' intention to return
and positive eWOM (Fakeye and Cromton, 1991; Lee et al., 2014). From there, the authors propose the hypotheses as follows:
H2: Destination image (DI) positively affects eWOM.
H3: Tourist satisfaction (SAT) positively affects eWOM.
1.3. Ecotourism loyalty
Destination image and ecotourism loyalty
The relationship between destination and tourist loyalty has been mentioned in many studies, but the results are not
always consistent. Some previous studies support the view that destination image is an essential factor and has a significant
positive impact on the intention to return to the destination of tourists (Bigné et al., 2014; Alhidari et al., 2015; Fakeye and
Cromton, 1991; Lee et al., 2014; Li et al., 2021a; Li et al., 2021b). However, the study of Ramseook-Munhurruna et al.
(2015) did not support this positive relationship. Therefore, the authors propose the hypothesis that:
H4: Destination image (DI) positively affects ecotourism loyalty (EL).
Tourist satisfaction and ecotourism loyalty
Satisfaction is one of the driving forces that leads to referrals and repurchase intentions. Customer satisfaction leads to
greater customer loyalty (Bolton and Drew, 1991). Similarly, Ganesan (1994), Mittal et al. (1998), and Mittal and Kamakura
(2001) indicate that consumer satisfaction is a significant factor influencing customer loyalty. Many studies in tourism have
also found that satisfaction influences the future intention behavior of tourists (Chi and Qu, 2008; Prayag and Ryan, 2012).
And positive experiences in terms of services, products, and other resources are the factors that lead to positive eWOM, i.e.,
recommending positive things about the destination to others or returning by themselves (Yoon and Uysal, 2005; Chi and Qu,
2008). According to Li et al. (2021a) and Li et al. (2021b), loyalty to ecotourism is influenced by the travel experience of the
tourists, the satisfaction of the general image of the destination. This concept is consistent with the consumption theory that
consumers who have a positive evaluation of a brand are more likely to repurchase the brand's products (Libai et al., 2009).
H5: Tourist satisfaction (SAT) positively affects ecotourism loyalty (EL)
eWOM and ecotourism loyalty
The topic of eWOM has attracted the attention of many industries such as marketing, consumer behavior, tourism,
hospitality, etc. eWOM has been shown to influence prepurchase intention strongly and is considered an essential factor in
predicting company service (Keiningham et al., 2007; Morgan and Rego, 2006; Reichheld, 2003). Tourism products and
services are often not properly known until the point of experience, that is, the risks and uncertainties associated with it are
increased, so potential visitors will access and refer to online reviews. Potential tourists use the service through
recommendations from friends, family members, or social networks (Casaló et al., 2015). According to Bickart and
Schindler (2001), eWOM has the potential to help tourists reduce the risk, uncertainty, and ambiguity associated with a
product or service. Many studies demonstrate that eWOM has a significant influence on tourists' decisions, in which
eWOM has a considerable impact on the destination image, attitude, and intention to return to tourists (Abubakar et al.,
2014; Jalilvand et al., 2012). Therefore, the hypothesis put forward is:
H6: eWOM positively affects ecotourism loyalty (EL).
Social influence, eWOM, and ecotourism loyalty
Social influence initiates when others impact an individual's attitudes and behavior. Previously, social influence was
studied in three distinct approaches: judgment (Asch, 1951; 1956), small group interaction (Hopkins, 1964), and persuasive
communication (Hovland and Weiss, 1953; Hovland et al., 1953). Early studies looked at these directions together to assess
the far-reaching effects of social influence (Kelman, 1968). Social influences include normative and informational
influences (Deutsch and Gerard, 1955). Normative influence refers to how individuals are influenced by their desires to
conform to the expectations of others. In informational influence, individuals are influenced by the desire to act according
to the appropriate view of reality (Turner, 1991). Liu et al. (2021) found that virtual communities or social networks
positively influence eWOM. Therefore, the hypothesis put forward is that eWOM and social networks are believed to
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significantly influence consumer engagement (Dholakia et al., 2004; Liu et al., 2021). Evaluation of a new product on
social networks has a positive effect on customer attitudes and encourages them to actively spread eWOM. It also means
that positive impact on the intention of users to accept the product (Phung et al., 2020). In addition, through the Internet and
social networks, a positive image of a destination significantly impacts tourist satisfaction and their intention to revisit the
destination (Alhidari et al., 2015). Most studies support the view that social influence positively impacts eWOM and
consumers’ intention to experience services. Therefore, the author put forward the following hypotheses:
H7: Social influence (SI) positively affects ecotourism loyalty (EL).
H8: A combination of Social influence (SI) and eWOM positively affects ecotourism loyalty (EL).
2. Research model formulation
The research model is formulated based on the expectationconfirmation theory, developed by Lewin (1938) and the
literature review with the relevant hypotheses. The model
presents the directly and indirectly causal effects of DI, SAT,
and eWOM on EL with the moderating effect of SI on the
relationship between eWOM and EL.
RESEARCH METHODS
1. Methodology
From the summaries of the theoretical overview, the study
analyses the impact of DI, SAT, and eWOM on EL. Furthermore,
the influence of these variables under the moderating role of SI Figure 1. Proposed research model (Source: The authors’ works)
variable on the loyalty of ecotourism has also been investigated.
The PLS-SEM model has been considered one of the effective models applied in many studies in marketing management
(Hair et al., 2017a). Previous studies on tourism also often use the PLS-SEM model to test the relationship between the
variables related to SAT, DI, eWOM, and EL. Therefore, the PLS-SEM model will also be utilized in this study.
2. Research sample and implementation process
The study applies a convenient sampling method through a questionnaire survey conducted in two groups of subjects,
including international tourists and domestic tourists. The questionnaire is designed in Google Doc form which can be
answered on PC or smartphone. The target group of the respondents is visitors to ecotourism sites, who are mainly guests of
Vietnamese tourism companies and who have just experienced ecotourism services. Especially, tourists participating in the
survey should usually use social networks (e.g., Facebook or Twitter) or over-the-top applications for communication transfer
(e.g., Viber, Whatsapp, Zalo) for information of destinations in Vietnam before traveling and to provide suggestions or
comments after the trip. The total number of observations was 499 visitors; the sample number of observations was suitable
for analysis using the PLS-SEM model (Hair et al., 2017a; Hair et al., 2017b; Goodhue et al., 2012a, Goodhue et al.,
2012b). The authors used Smart PLS software version 3.0 to analyze the data and estimate the results in this study.
3. Scale and measurement
With the survey questions, visitors are asked about the ways and sources of eWOM references before deciding to go to
the tourist destination, the criteria for assessing the destination image such as environment, beautiful scenery, cultural
events, infrastructure, activities, perceived tourist satisfaction, and loyalty through intention to return, willingness to
recommend and return to a destination, desire and plan to discover other ecotourism sites. Observed variables are measured
using a 5-point Likert scale, ranging from 1 (Strongly disagree) to 5 (Strongly agree).
ANALYSIS AND RESEARCH RESULTS
1. Relevant tests
1.1. Multicollinearity, convergent and discriminant values of the variables test
Table 1 shows that the scale loading factor ranges from 0.718 to 0.837, higher than the threshold of 0.7. In addition, all
factors have the Cronbach's Alpha coefficient above 0.7 and range from 0.772 to 0.820. The analysis results show that the
factors' composite reliability (CR) is also over 0.7 and ranges from 0.853 to 0.881, which means that the scales have good
internal consistency reliability. The coefficient of average variance extracted (AVE) results ranging from 0.564 to 0.649
satisfy the threshold of 0.5 (Wong, 2013; Hair et al., 2017a; Hair et al., 2017b). So, it proves that each scale shows a good
convergence value. Variance inflation factors (VIF) are all within the acceptable range and range from 1 to 3 and below 5
(Lowry and Gaskin, 2014). Therefore, there is no multicollinearity in the research model.
1.2. The model's discriminant validity test
We used the heterotrait-monotrait (HTMT) ratio to test the model's discriminant validity. Table 2 results show that all
HTMT indices of each structure are less than 0.9 (Henseler et al., 2015). Therefore, the scales used in the model are valid in
terms of construct validity.
1.3. Model fit
According to Henseler et al. (2016), the SRMR index as a very suitable measure for the PLS-SEM model is used to avoid
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skewing the parameters in the model. From Table 3, it is easy to see that Chi-square = 922.505 and SRMR = 0.068 < 0.1 (Bentler
and Bonett, 1980) and NFI = 0.798. Therefore, it proves that the model is completely consistent with the research data.
Table 1. Summary results of load factors in the PLS-SEM model (Source: The authors’ works)
Factor
Cronbach’s
Construct & Measurement items
CR
loading
Alpha
Electronic-word-of-mouth ( eWOM)
0.782
0.859
To make sure I choose the right place. I often read other ecotourism
eWOM1
0.792
tourists' online travel reviews
I often consult other ecotourism tourists' online travel reviews to
eWOM2
0.755
help me choose a good ecotourism destination.
I frequently gather information from tourists' online travel reviews
eWOM3
0.724
before traveling to a specific ecotourism destination.
When I travel to an ecotourism destination, tourists' online travel
eWOM4
0.837
reviews make me confident in traveling to the destination.
Destination image (DI)
0.809
0.866
Travel environment (safe. clean environment; friendly and
DI1
0.799
peaceful)
Attraction (Scenic Mountain, spectacular scenery, natural
DI2
0.718
attraction)
Event (History and heritage, variety of entertainment. exciting
DI3
0.729
cultural events and festivals. colorful nightlife. special cuisines)
Infrastructure (wide selection of accommodation. cuisine. Shopping,
DI4
0.744
etc.)
Sport (exciting sports activities, an excellent place for walking,
DI5
0.761
picnics, outdoor recreation, etc.)
Tourist Satisfaction (SAT)
0.820
0.881
SAT1 This trip is worthwhile
0.829
SAT2 I am satisfied with this trip
0.818
SAT3 This trip is meaningful
0.794
SAT4 I feel favourable about this trip
0.780
Ecotourism Loyalty (EL)
0.814
0.869
EL1 I intend to revisit this place soon.
0.795
EL2 I will recommend this destination to others
0.712
EL3 I am willing to spend time and money to revisit this place
0.766
EL4 I want to visit other ecotourism sites in Vietnam
0.722
EL5 I plan to visit other ecotourism sites in Vietnam
0.779
Social influence (SI)
0.772
0.853
How many friends do you have on your social network (Facebook, Zalo,
SI1
0.807
etc.)
SI2
The social network has become part of your daily routine
0.784
You regularly update your status on social networks, i.e., Facebook.
SI3
0.745
Zalo.
You regularly update photos and reviews after each trip on social
SI4
0.741
networks

AVE

VIF

0.605
1.591
1.639
1.425
1.893
0.564
1.733
1.551
1.677
1.438
1.600
0.649
1.765
1.884
1.796
1.598
0.571
1.712
1.631
1.669
1.668
1.554
0.593
1.605
1.533
1.559
1.360

Table 2. Heterotrait-Monotrait
ratio of correlations (HTMT)
(Source: The authors’ works)
DI EL SAT SI eWOM
DI
EL
SAT
SI
eWOM

0.535
0.434 0.656
0.525 0.597 0.827
0.561 0.583 0.699 0.675

Table 3. The model fit
(Source: The authors’ works)
Saturated Model
SRMR
0.068
d_ULS
1.176
d_G
0.314
Chi-Square
922.505
NFI
0.798

Figure 2. Result of the Research model (Source: The authors’ works)
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The evaluation of the statistical
significance of the effect of independent
variables on dependent variables in the
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structural model is examined by the bootstrapping method (Hair et al., 2017a). According to Hair et al. (2017a), bootstrapping
is an iterative sampling technique to estimate standard error without forwarding distributional assumptions. It is used to
calculate the significance of the t-statistic related to the path coefficients (Wong, 2013). However, according to Erceg-Hurn
and Mirosevich (2008), when analyzing the impact of the independent variable on the dependent variable, we should consider
the relationship and the meaning of the relationship and consider the weak and robust effects to build the benchmark for
assessment. After the bootstrapping analysis, the results of the PLS-SEM estimation model are shown in Figure 2 and Table 4.
Table 4. Results of the relationship between the structures in the research model
(Source: The authors’ works) Note: significance of 10%; (**): significance of 5%; (***): significance of 1%
Relationship between variables
Original weight
t-value
Significance level (P-value)
Degree of influence
H1: DI  SAT
0.375***
8.535
0.000
Medium impact
H2: DI  eWOM
0.285***
5.407
0.000
Medium impact
H3: SAT  eWOM
0.457***
9.498
0.000
Great impact
H4: DI  EL
0.190***
3.160
0.002
Small impact
H5: SAT  EL
0.314***
4.336
0.000
Medium impact
H6: eWOM  EL
0.204***
3.045
0.002
Medium impact
H7: SI  EL
0.154**
2.269
0.023
Small impact
H8: Interaction variable (eWOM*SI)  EL
0.144***
2.837
0.005
Small impact
R2
Adjusted R2
EL
0.432
0.426
SAT
0.141
0.139
eWOM
0.388
0.385

The structural model was tested by non-parametric bootstrapping with 5,000 replicates. The results in Table 4 and
Figure 2 show that the predictors are confirmed to have a positive and direct impact on EL and are statistically significant,
specifically destination image (β = 0.190, p < 0.01), satisfaction (β = 0.314, p < 0.001), eWOM (β = 0.204, p < 0.01), social
influence (β = 0.154, p < 0. 05). Besides, the combination of eWOM with SI has a statistically significant positive impact
on EL (β = 0.144, p < 0.01). Therefore, hypotheses H4, H5, H6, H7, and H8 are accepted with different influence levels
(Table 4). In addition, predictive factors that were confirmed to have a positive and direct impact on eWOM include DI (β
= 0.285, p < 0.001), SAT (β = 0.457, p). < 0.001). Therefore, hypotheses H2 H3 are accepted. Finally, DI has a statistically
significant positive effect on SAT (β = 0.375, p < 0.001), so hypothesis H1 is also accepted. The combined results in Table
5 show that DI has the most significant total impact on EL through both direct and indirect influence. Similarly, SAT is the
second most influential factor. The remaining factors, including eWOM and SI, only directly impact EL. The study proves
the SI modifier's positive and relatively strong effect on the relationship between eWOM and EL (Table 6).
Table 5. Summary of the impact of variables on
DISCUSSIONS
loyalty to ecotourism (EL) (Source: The authors’ works)
The research results clearly show that DI has
Direct effect Indirect effect Total effect
the greatest influence on EL, with β = 0.455 Item Factor
1 DI
0.190
0.211
0.401
(Table 5). It proves that the better domestic and
1.1 DI->EL
0.190
foreign tourists have discovered and experienced
1.2 DI  SAT  EL
0.118
an ecotourism area, the greater the intention to
1.3 DI  eWOM  EL
0.058
return and introduce others to the good things
1.4 DI  SAT  eWOM  EL
0.035
about ecotourism. This conclusion is consistent
2 SAT
0.314
0.093
0.407
with the findings of Artuğer et al. (2013), Dewi
2.1 SAT  EL
0.314
and Abidin (2021), and Prayag and Ryan (2012).
2.2 SAT  eWOM  EL
0.093
3 SI
0.154
0.154
Furthermore, intermediate variables, including
4 eWOM
0.204
0.204
SAT and eWOM, significantly increase the
impact of destination image on the loyalty to
Table 6. Moderating effect of the moderating variable (SI) on the
ecotourism. The finding demonstrates that SAT
relationship between eWOM and EL (Source: The authors’ works)
and eWOM fully mediate the effect of DI on
Item Variables and effects
Total effect
EL. However, the direct impact of DI (β =
1 Independent variable (eWOM EL)
0.204
0.455) is still greater than its indirect effect (β =
2 Moderator variable (SI EL)
0.154
0.32). Additionally, the study also reinforces
3 Interaction variable (eWOM*SI)
0.144
empirical evidence on the direct and indirect
4 Independent variable with moderating effect
0.399
effect of SAT on EL. The level of direct impact
of SAT on EL is β = 0.293 (Table 5), similar to the studies of Chi and Qu (2008); Coban (2012); Prayag (2009); Prayag and
Ryan (2012); Lemy et al. (2020); Williams and Soutar (2009) on SAT has a positive effect on tourist loyalty to the destination.
The results also show an indirect positive influence of SAT on EL through the mediating variable eWOM. When tourists feel
satisfied with the tourist destination, they will recommend it to relatives and friends and intend to return (Bayih and Singh,
2020a; 2020b; Kozak and Rimmington, 2000; Rivera and Croes, 2010). Thus, the satisfaction of domestic and foreign tourists
combined with positive eWOM about ecotourism in Vietnam will increase their loyalty or return. The results of the research
indicate a direct positive impact on EL, including eWOM, SI. In which, eWOM has a moderate impact with β = 0.2696 (Table
5), while SI has a rather small effect with β = 0.146 (Table 5). However, the intervention of the moderator variable SI on the
relationship between eWOM and EL will increase the degree of dynamics very high in EL with the addition of β = 0.130.
These positive findings enrich the existing literature on factors influencing ecotourism loyalty. Recorded by AsiaPac Net
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Media (2020), Vietnam is the 18th country in the world regarding the percentage of people using the internet, up to 68.17
million people (accounting for 70% of the population), and the number of social network users is 65 million (accounting for
67% of the population). Vietnam is one of the ten countries with the highest number of Facebook and YouTube users
globally, with young people accounting for a large proportion (AsiaPac Net Media, 2020). Therefore, taking advantage of
SI, especially social networks such as Facebook and Zalo, to discuss or spread information and images about tourist
destinations has become popular, easy, quick, and valuable to stimulate visitors to come or return to ecotourism sites.
CONCLUSION
This study has investigated the influence of factors on EL in a Vietnam context as empirical evidence. The results
confirmed that the factors that have a statistically significant positive impact on ecotourism loyalty (EL) according to the level
of influence are the following (i) image of the destination (DI), (ii) tourist satisfaction (SAT), (iii) eWOM, and (iv) social
influence (SI). Additionally, the findings illustrate the significant mediating roles of SAT in the relationships between DI and
EL and between DI and eWOM. Similarly, eWOM also mediates the relationships between DI, SAT, and EL. Intersetingly,
the study also discovers the strong effect of the SI regulatory variable to increase the relationship between eWOM and EL.
Theoretically, the study has demonstrated that the image of the destination, tourist satisfaction, eWOM have strong links
between pairs of them and, together, support tourists’ loyalty to ecostourism. The findings also support and expand the
expectation-confirmation theory (Lewin, 1938) with supplementation of SI as a moderator to the effect of eWOM on EL. For
practice, the research results allow suggestions that business organizations, maketers and policy makers in tourism should
strenghten the destination image through communication campaigns to enhance eWOM and social influence in ecotourism in
digital era. It is one of the key effective approaches to motivate tourists to visit or revisit the ecotourism destinations because
more and more people use social network (e.g., Facebook, Instagram, Twitter, etc.) and “Over-the-top” application for
information transfer (e.g., Zalo, Viber, Telegram, etc.) for pre- and post-visiting. However, this study still has certain
limitations when only evaluating the field of ecotourism, not a general survey of all tourism. In addition, many other factors
affecting tourist loyalty are neglected. Therefore, future studies may consider investigating other factors related to the quality
of tourism services, the relevance of people with social influence and the differential influence between social backgrounds to
gain a deeper understanding of these relationships with the loyalty to ecotourism in future research directions.
Acknowledgement
The authors are thankful to the Internal Grant Agency of FaME, Tomas Bata University in Zlín no.IGA/FaME/2022/006 –
Investigation of the current economic topics in the Southeast Asia region for financial support to carry out this research.
REFERENCES
Abubakar, A.M., & Ilkan, M. (2013). More adverts or more e-WOM's. Journal of Business Financial Affairs, 2(2), 129. https://doi.org/
10. 1108/MIP-05-2015-0090
Abubakar, A.M., & Ilkan, M. (2014). eWOM and the 3W's: Who, why and what. Germany: Morebooks. https://doi.org/10.1016/j.jhtm.2016.12.005
Abubakar, A.M., Shneikata, B.H.T., & Oday, A. (2014). Motivational factors for educational tourism: A case study in Northern Cyprus.
Tourism Management Perspectives, 11(1), 58–62. https://doi.org/10.1016/j.tmp.2014.04.002
Alcaniz, E.B., Garcia, I.S., & Blas, S.S. (2005). Relationships among residents’ image, evaluation of the stay and post-purchase behavior.
Journal of Vacation Marketing, 11(4), 291–302. https://doi.org/10.1177/1356766705056626
Alhemoud, A.M., & Armstrong, E.G. (1996). Image of tourism attractions in Kuwait. Journal of Travel Research, 34(4), 76–80.
https://doi.org/10.1177/004728759603400413
Alhidari, A., Iyer, P., & Paswan, A. (2015). Personal level antecedents of eWOM and purchase intention, on social networking sites.
Journal of Customer Behavior, 14(2), 107–125. https://doi.org/https://doi.org/10.1362/147539215X14373846805707
Artuğer, S., Çetinsöz, B.C., & Kılıç, İ. (2013). The effect of destination image on destination loyalty: An application in
Alanya. European Journal of Business and Management, 5(13), 124-136. https://www.researchgate.net/profile/Burcin-Cetinsoez/
publication/305709423_The_Effect_of_Destination_Image_on_Destination_Loyalty_An_Application_In_Alanya/links/579b1f0908a
e024e10101fc7/The-Effect-of-Destination-Image-on-Destination-Loyalty-An-Application-In-Alanya.pdf
Asch, S.E. (1951). Effects of group pressure upon the modification and distortion of judgments, in Guetzkow, H. (Ed.), Groups,
Leadership, and Men, Carnegie Press, Pittsburgh, PA, pp. 177-190.
Asch, S.E. (1956). Studies of independence and conformity: I. A minority of one against a unanimous majority. Psychological
Monographs: General and Applied, Vol. 70 No. 9, pp. 1-70. https://doi.org/10.1037/h0093718
AsiaPac Net Media (2020). Vietnam Digital Marketing 2020. Digital Marketing Insight. https://www.asiapacdigital.com/digitalmarketing-insight/vietnam-digital-marketing-2020
Bagozzi, R., Gurhan-Canli, Z., & Priester, J. (2002). The social psychology of consumer behaviour. McGraw-Hill Education (UK).
Baloglu, S., & McCleary, K.W. (1999). A model of destination image formation. Annals of Tourism Research, 26(4), 868–897.
https://doi.org/10.1016/S0160-7383(99)00030-4
Bayih, B.E., & Singh, A. (2020a). Exploring domestic tourism in Ethiopia: trends, prospects, promotional marketing, and challenges. International
Journal of Recent Technology and Engineering (IJRTE), 8(6), 2675-2688. https://doi.org/10.35940/ijrte.F8215.038620
Bayih, B.E., & Singh, A. (2020b). Modeling domestic tourism: motivations, satisfaction and tourist behavioral intentions. Heliyon, 6(9),
e04839. https://doi.org/10.1016/j.heliyon.2020.e04839
Beerli, A., & Martı́n, J.D. (2004). Tourists’ characteristics and the perceived image of tourist destinations: a quantitative analysis—a case
study of Lanzarote, Spain. Tourism management, 25(5), 623-636. https://doi.org/10.1016/j.tourman.2003.06.004
Bentler, P.M., & Bonett, D.G. (1980). Significance tests and goodness of fit in the analysis of covariance structures. Psychological
Bulletin, 88(3), 588–606. https://doi.org/10.1037/0033-2909.88.3.588
Bickart, B., & Schindler, R.M. (2001). Internet forums as influential sources of consumer information. Journal of Interactive Marketing,
15(3), 31–40. https://doi.org/10.1002/dir.1014
Bigné, J.E., Sánchez, I., & Andreu, L. (2014). The role of variety seeking in short and long run revisit intentions in holiday destinations.
International Journal of Culture, Tourism and Hospitality Research, 3(2), 103–115. https://doi.org/10.1108/17506180910962113
Bigné, J.E., Sánchez, M.I., & Sánchez, J. (2001). Tourism image, evaluation variables and after purchase behaviour: inter-relationship.
Tourism Management, 22(6), 607–616.
952

Factors Affecting Ecotourism Loyalty with the Moderating Role of Social Influence - Empirical Evidence in Vietnam
Blamey, R.K. (2001). Principles of Ecotourism, the Encyclopedia of Ecotourism. New York: CAB International.
Bolton, R.N., & Drew, J.H. (1991). A multistage model of customers’ assessments of service quality and value. Journal of Consumer
Research, 17(4), 375-384. http://dx.doi. org/10.1086/208564
Bosque, I.R.D., & SanMartín, H. (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
Casaló, L.V., Flavián, C., Guinalíu, M., & Ekinci, Y. (2015). Do online hotel rating schemes influence booking behaviors? International
Journal of Hospitality Management, 49, 28–36. https://doi.org/ 10.1016/j.ijhm.2015.05.005
Ceballos-Lascurain, H. (1987). The future of ecotourism. Mexico journal. Retrieved from https://ci.nii.ac.jp/naid/10019232923
Chen, C.F., & Tsai, D. (2007). How destination image and evaluative factors affect behavioral intentions?. Tourism management, 28(4),
1115-1122. https://doi.org/10.1016/j.tourman.2006.07.007
Chi, C.G.Q., & Qu, H. (2008). Examining the structural relationships of destination image, tourist satisfaction and destination loyalty: An
integrated approach. Tourism Management, 29(4), 624–636. https://doi.org/ 10.1016/j.tourman.2007.06.007
Chon, K.S. (1990). The role of destination image in tourism: A review and discussion. The tourist review. https://doi.org/10.1108/eb058040
Coban, S. (2012). The effects of the ımage of destination on tourist satisfaction and loyalty: the case of Cappadocia.
http://hdl.handle.net/20.500.11787/1837
Cong, L.C. (2021). Perceived risk and destination knowledge in the satisfaction-loyalty intention relationship: An empirical study of european
tourists in vietnam. Journal of Outdoor Recreation and Tourism, 33(February 2020), 100343. https://doi.org/10.1016/j.jort.2020.100343
Crano, W.D. (2000). Milestones in the psychological analysis of social influence. Group Dynamics: Theory, Research, and
Practice, 4(1), 68. https://doi.org/10.1037/1089-2699.4.1.68
Dann, G.M. (1996). Tourists’ images of a destination-An alternative analysis. Journal of Travel & Tourism Marketing, 5(1–2), 41–55.
https://doi.org/10.1300/J073v05n01_04
Deutsch, M., & Gerard, H.B. (1955). A study of normative and informational social influence upon individual judgment. Journal of
Abnormal and Social Psychology, Vol. 51 No. 3, pp. 629-636. https://doi.org/10.1037/h0046408
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. http://dx.doi.org/10.20473/jafh.v10i1.19922
Dholakia, U.M., Bagozzi, R.P., & Pearo, L.K. (2004). A social influence model of consumer participation in network-and small-group-based
virtual communities. International journal of research in marketing, 21(3), 241-263. https://doi.org/10.1016/j.ijresmar.2003.12.004
Dick, A.S., & Basu, K. (1994). Customer loyalty: toward an integrated conceptual framework. Journal of the academy of marketing
science, 22(2), 99-113. https://doi.org/10.1177/0092070394222001
Erceg-Hurn, D.M., & Mirosevich, V.M. (2008). Modern robust statistical methods: An easy way to maximize the accuracy and power of
your research. American Psychologist, 63(7), 591–601. https://doi.org/10.1037/0003-066X.63.7.591
Fakeye, P.C., & Crompton, J.L. (1991). Image differences between prospective, first-time, and repeat visitors to the Lower Rio Grande
Valley. Journal of travel research, 30(2), 10-16. https://doi.org/10.1177/004728759103000202
Fibrianto, A.S. (2021). Management Model of Ecotourism-based Forest Village Community Land to Increase Local Economic in
Karanganyar, Indonesia. GeoJournal of Tourism and Geosites, 37(3), 934–942. https://doi.org/10.30892/gtg.37327-729
Ganesan, S. (1994). Determinants of long-term orientation in buyer-seller relationships. Journal of Marketing, 58(2), 1-19.
http://dx.doi.org/10.2307/1252265
Goodhue, D.L., Lewis, W., & Thompson, R. (2012a). Comparing PLS to regression and LISREL: A response to Marcoulides, Chin, and
Saunders. Mis Quarterly, 703-716. https://www.jstor.org/stable/41703476?seq=1
Goodhue, D.L., Lewis, W., & Thompson, R. (2012b). Does PLS have advantages for small sample size or non-normal data? MIS
quarterly, 981-1001. https://www.jstor.org/stable/41703490?seq=1
Gremler, D.D., & Brown, S.W. (1998a). Service loyalty: antecedents, components, and outcomes. In American Marketing Association.
Conference Proceedings, 9, 165. American Marketing Association. https://www.proquest.com/docview/199510745/fulltextPDF/
4AD2181AFAC546ABPQ/1?accountid=15518
Gremler, D.D., & Brown, S.W. (1998b). Worth beyond revenue: the full value of a loyal customer. Pursuing service excellence: Practices and
insights,
119-128.
https://www.researchgate.net/profile/Dwayne-Gremler/publication/265928524_WORTH_BEYOND_REVENUE_
THE_FULL_VALUE_OF_A_LOYAL_CUSTOMER/links/54abfdd70cf2bce6aa1dd740/WORTH-BEYOND-REVENUE-THE-FULLVALUE-OF-A-LOYAL-CUSTOMER.pdf
Grisaffe, D. (2001). Loyalty - attitude, behavior, and good science: a third take on Neal- Brandt debate. Journal of Consumer Satisfaction, Dissatisfaction
and Complaining Behavior, 14, 55-59. https://www.proquest.com/docview/204705232/fulltext PDF/E6CAA64FF21340F2PQ/1?accountid=15518
Hair, J., Hollingsworth, C.L., Randolph, A.B., & Chong, A.Y.L. (2017a). An updated and expanded assessment of PLS-SEM in information
systems research. Industrial Management and Data Systems, 117(3), 442–458. https://doi.org/10.1108/IMDS-04-2016-0130
Hair, J.F., Hult, G.T.M., Ringle, C.M., & Sarstedt, M. (2017b). A Premier on Partial Least Squares Structural Equation Modelling (PLS-SEM). US, Sage.
Hawkins, D.I., Mothersbaugh, D.L., & Amit, M. (2010). Consumer behavior: Building marketing strategy (9th ed.). Boston: McGraw-Hill.
Henseler, J., Hubona, G., & Ray, P.A. (2016). Using PLS path modeling in new technology research: updated guidelines. Industrial
management & data systems. https://doi.org/10.1108/IMDS-09-2015-0382
Henseler, J., Ringle, C.M., & Sarstedt, M. (2015). A new criterion for assessing discriminant validity in variance-based structural
equation modeling. Journal of the academy of marketing science, 43(1), 115-135. https://doi.org/10.1007/s11747-014-0403-8
Hopkins, T.K. (1964). The Exercise of Influence in Small Groups, Bedminster, Totowa, NJ.
Hovland, C.I., & Weiss, W. (1953). Transmission of information concerning concepts through positive and negative instances. Journal of
Experimental Psychology, 45(3), 175. https://psycnet.apa.org/record/1954-00537-001
Hovland, C.I., Janis, I.L., & Kelley, H.H. (1953). Communication and persuasion. https://psycnet.apa.org/record/1953-15071-000
Hvass, K.A., & Munar, A.M. (2012). The takeoff of social media in tourism. Journal of vacation marketing, 18(2), 93-103.
https://doi.org/10.1177/1356766711435978
Jalilvand, M.R., Samiei, N., Dini, B., & Manzari, P.Y. (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), 134–143. https://doi.org/10.1016/j.jdmm.2012.10.001
Jeong, E., & Jang, S.S. (2011). Restaurant experiences triggering positive electronic word-of-mouth (eWOM) motivations. International
Journal of Hospitality Management, 30(2), 356-366. https://doi.org/10.1016/j.ijhm.2010.08.005
Johnson, M.D., & Fornell, C. (1991). A framework for comparing customer satisfaction across individuals and product categories.
Journal of Economic Psychology, 12(2), 267-286. http://dx.doi.org/10.1016/0167-4870(91)90016-M
Kanwel, S., Lingqiang, Z., Asif, M., Hwang, J., Hussain, A., & Jameel, A. (2019). The influence of destination image on tourist loyalty and
intention to visit: Testing a multiple mediation approach. Sustainability (Switzerland), 11(22). https://doi.org/10.3390/su11226401
Keiningham, T.L., Cooil, B., & Andreassen, T.W. (2007). A longitudinal examination of net promoter and firm revenue growth. Journal
of Marketing, 71(3), 39-51. https://doi.org/10.1509/jmkg.71.3.039
953

Sinh Duc HOANG, Diep T.N. NGUYEN, Minh PHAM
Kelman, H.C. (1968). Processes of opinion change. UK: Taylor & Francis Group.
Kim, A.K., & Brown, G. (2012). Understanding the relationships between perceived travel experiences , overall satisfaction , and destination loyalty.
An International Journal of Tourism and Hospitality Research, 23(3), 328–347. https://doi.org/https://doi.org/10.1080/13032917.2012.696272
Kozak, M., & Rimmington, M. (2000). Tourist satisfaction with Mallorca, Spain, as an off-season holiday destination. Journal of travel
research, 38(3), 260-269. https://doi.org/10.1177/004728750003800308
Kozak, M., Bigné, E., & Andreu, L. (2005). Satisfaction and destination loyalty: A comparison between non-repeat and repeat
tourists. Journal of Quality Assurance in Hospitality & Tourism, 5(1), 43-59. https://doi.org/10.1300/J162v05n01_04
Lam, S.Y., Shankar, V., Erramilli, M.K., & Murthy, B. (2004). Customer value, satisfaction, loyalty, and switching costs: an illustration from a
business-to-business service context. Journal of the Academy of Marketing Science, 32(3), 293-311. https://doi.org/10.1177/0092070304263330
Lee, B., Lee, C.K., & Lee, J. (2014). Dynamic nature of destination image and influence of tourist overall satisfaction on image
modification. Journal of Travel Research, 53(2), 239–251. https://doi.org/10.1177/0047287513496466
Lemy, D.M., Nursiana, A., & Pramono, R. (2020). Destination loyalty towards Bali. The Journal of Asian Finance, Economics, and
Business, 7(12), 501-508. https://doi.org/10.13106/jafeb.2020.vol7.no12.501
Lewin, K. (1938). The conceptual representation and the measurement of psychological forces. Durham, NC: Duke University Press.
Li, T.T., Liu, F., & Soutar, G.N. (2021a). 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, T.T., Liu, F., & Soutar, G.N. (2021b). Journal of Destination Marketing & Management Experiences , post-trip destination image ,
satisfaction and loyalty : A study in an ecotourism context. Journal of Destination Marketing & Management, 19(March 2020),
100547. https://doi.org/10.1016/j.jdmm.2020.100547
Libai, B., Muller, E., & Peres, R. (2009). The role of within-brand and cross-brand communications in competitive growth. Journal of
Marketing, 73(3), 19–34. https://doi.org/10.1509/jmkg.73.3.019
Liu, H., Jayawardhena, C., Osburg, V.S., Yoganathan, V., & Cartwright, S. (2021). Social sharing of consumption emotion in electronic word of
mouth (eWOM): A cross-media perspective. Journal of Business Research, 132, 208-220. https://doi.org/10.1016/j.jbusres.2021.04.030
Lowry, P.B., & Gaskin, J. (2014). Partial least squares (PLS) structural equation modeling (SEM) for building and testing behavioral causal theory:
When to choose it and how to use it. IEEE transactions on professional communication, 57(2), 123-146. https://doi.org/10.1109/TPC.2014.2312452
Milman, A., & Pizam, A. (1995). The Role of the Awareness and Familiarity with a Destination: The Central Florida Case. Journal of
Travel Research, 33, 21-27. https://doi.org/10.1177/004728759503300304
Mittal, V., & Kamakura, W. (2001). Satisfaction, Repurchase Intent, and Repurchase Behavior: Investigating the Moderating Effects of
Customer Characteristics. Journal of Marketing Research, 38(1), 131-142. http://dx.doi.org/10.1509/jmkr.38.1.131.18832
Mittal, V., Ross, W.T., & Baldasare, P.M. (1998). The Asymmetric Impact of Negative and Positive Attribute-Level Performance on
Overall Satisfaction and Repurchase Intentions. Journal of Marketing, 62(1), 33-47. http://dx.doi.org/10.2307/1251801
Morgan, N.A., & Rego, L.L. (2006). The value of different customer satisfaction and loy- alty metrics in predicting business
performance. Marketing Science, 25(5), 426-439. https://doi.org/10.1287/mksc.1050.0180
Nguyen, H.P. (2020). Ecological tourism in Tram Chim national park: potential, opportunity and challenge. Geology, Ecology, and
Landscapes, 6(1), 14-23. https://doi.org/10.1080/24749508.2020.1742501
Oliver, R.L. (1997). Satisfaction: A Behavioral Perspective on the Consumer. New York: McGraw- Hill.
Oppermann, M. (2000). Tourism destination loyalty. Journal of Travel Research, 39, 78-84. https://doi.org/10.1177/004728750003900110
Pantelidis, I.S. (2010). Electronic meal experience: A content analysis of online restaurant comments. Cornell Hospitality Quarterly,
51(4), 483-491. https://doi.org/10.1177/1938965510378574
Phelps, A. (1986). Holiday destination image—The problem of assessment: An example developed in Menorca. Tourism Management,
7(3), 168–180. https://doi.org/10.1016/0261-5177(86)90003-8
Phung, M.T., Ly, P.T.M., Nguyen, T.T., & Nguyen-Thanh, N. (2020). An FsQCA Investigation of eWOM and Social Influence on
Product Adoption Intention. Journal of Promotion Management, 26(5), 726–747. https://doi.org/10.1080/10496491.2020.1729318
Pike, S. (2004). Destination marketing organizations. Oxford, UK: Elsevier.
Pizam, A., Neumann, Y., & Reichel, A. (1978). Dimentions of tourist satisfaction with a destination area. Annals of tourism
Research, 5(3), 314-322. https://doi.org/10.1016/0160-7383(78)90115-9
Prayag, G. (2009). Tourists'evaluations of Destination Image, Satisfaction, and Future Behavioral Intentions—The Case of
Mauritius. Journal of Travel & Tourism Marketing, 26(8), 836-853. https://doi.org/10.1080/10548400903358729
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
Ramseook-Munhurrun, P., Seebaluck, V.N., & Naidoo, P. (2015). Examining the Structural Relationships of Destination Image,
Perceived Value, Tourist Satisfaction and Loyalty: Case of Mauritius. Procedia - Social and Behavioral Sciences, 175(230), 252–
259. https://doi.org/10.1016/j.sbspro.2015.01.1198
Reichheld, F.F. (1996). Learning from customer defection. Harvard Business Review, 74(2), 56-67. https://www.elibrary.ru/item.asp?id=2577698
Reichheld, F.F. (2003). The one number you need to grow. Harvard Business Review, 81, 47-54. https://www.nashc.net/wpcontent/uploads/2014/10/the-one-number-you-need-to-know.pdf
Rivera, M.A., & Croes, R. (2010). Ecotourists' loyalty: will they tell about the destination or will they return? Journal of
Ecotourism, 9(2), 85-103. https://doi.org/10.1080/14724040902795964
Ryan, C., Hughes, K., & Chirgwin, S. (2000). The Gaze, Spectacle and Ecotourism. Annals of Tourism Research, 27(1), 148–163.
https://doi.org/https://doi.org/10.1016/S0160-7383(99)00061-4
Turner, J.C. (1991). Social influence, Thomson Brooks/Cole Publishing, Belmont, CA.
Ulfy, M.A., Hossin, M.S., Karim, M.W., & Anis, Z. (2021). The Effects of Social Media Advertising among Eco-Tourists in Malaysia: An Empirical
Study on Malaysian Ecotourism. GeoJournal of Tourism and Geosites, 38(4), 997–1004. https://doi.org/10.30892/gtg.38402-736
Vinh, N.Q., & Long, N.L. (2013). The relationship among expectation, satisfaction and loyalty of international visitor to Hanoi, Vietnam.
Journal of Global Management, 5 (1). http://dx.doi.org/10.1016/b978-008045046-9.09002-1
Williams, P., & Soutar, G.N. (2009). Value, satisfaction and behavioral intentions in an adventure tourism context. Annals of tourism
research, 36(3), 413-438. https://doi.org/10.1016/j.annals.2009.02.002
Wong, K.K.K. (2013). Partial least squares structural equation modeling (PLS-SEM) techniques using SmartPLS. Marketing
Bulletin, 24(1), 1-32. http://marketing-bulletin.massey.ac.nz/
Yoon, Y., & Uysal, M. (2005). An examination of the effects of motivation and satisfaction on destination loyalty: a structural model.
Tourism Management, 26, 45-56. https://doi.org/10.1016/j.tourman.2003.08.016
Yüksel, A., & Yüksel, F. (2007). Shopping risk perceptions: Effects on tourists’ emotions, satisfaction and expressed loyalty
intentions. Tourism management, 28(3), 703-713. https://doi.org/10.1016/j.tourman.2006.04.025
Article history:

Received: 14.03.2022

Revised: 10.06.2022
954

Accepted: 20.07.2022

Available online: 29.08.2022

