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Abstract: Smart tourism destinations have become increasingly important in the era of digital transformation and sustainable
tourism development. Despite growing scholarly interest, previous studies have mainly examined technological factors or
behavioral theories separately, leading to limited understanding of how digital perceptions and sustainability-oriented norms
jointly influence tourist behavior. This study aims to extend the Theory of Planned Behavior by integrating e-attitude and
resource efficiency norms to explain tourists’ visit intention and actual behavior toward Smart tourism destinations. A
quantitative research design was employed using survey data collected from tourists visiting smart tourism destinations. To
conduct the study, the authors conducted direct interviews with 441 tourists visiting several smart tourist destinations in Can Tho
City, Vietnam (Ninh Kieu Wharf, Cai Rang Floating Market, Son Island, Truc Lam Phuong Nam Zen Monastery, and Binh Thuy
Ancient House) using a convenient sampling method. Convenience sampling was adopted due to accessibility and the
exploratory nature of the study. The collected data were analyzed using Partial Least Squares Structural Equation Modeling.
Reliability and validity of the measurement model were assessed through indicator loadings, composite reliability, average
variance extracted, and discriminant validity. The structural model was evaluated using path coefficients, effect size (f2),
predictive relevance (Q?), variance inflation factor (VIF), and standardized root mean square residual (SRMR). The results reveal
that e-attitude significantly and positively influences visit intention and represents the strongest predictor in the model. Resource
efficiency norms also positively affect visit intention, although with a relatively weaker effect. Furthermore, visit intention
significantly influences actual visiting behavior and mediates the relationships between antecedent constructs and behavior. These
findings indicate that tourists’ decisions in smart tourism contexts are shaped by both digital perceptions and sustainability-oriented
norms. The study contributes to the literature by extending TPB with digital and sustainability dimensions, thereby providing a more
comprehensive explanation of tourist behavior in smart tourism environments. The findings also provide practical implications for
destination managers and policymakers seeking to improve digital experiences and promote sustainable tourism practices.
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* * * * * *

INTRODUCTION

The rapid advancement of digital technologies, including artificial intelligence (Al), big data analytics, the Internet of
Things (1oT), and mobile platforms, is fundamentally transforming the tourism industry. In this evolving landscape, smart
tourism destinations (STD) have emerged as an integrated development model that leverages digital infrastructure to
enhance tourist experiences, optimize resource utilization, and support sustainable destination management (Gretzel et al.,
2015; Mandi¢ & Kennell, 2021). Unlike traditional destinations, STD operate as interconnected ecosystems where tourists,
service providers, and governing bodies interact through real-time data and intelligent systems (Buhalis & Amaranggana,
2015).Existing research on smart tourism has primarily focused on technological infrastructure, destination attributes, and
sustainability outcomes. Prior studies have emphasized the role of smart technologies in improving service quality,
enhancing tourist satisfaction, and fostering sustainable development (Cavalheiro et al., 2020; Dabeedooal et al., 2019).
Furthermore, studies grounded in behavioral theories-particularly the Theory of Planned Behavior (TPB)-have
demonstrated that attitudes, subjective norms, and perceived behavioral control significantly influence tourists’ behavioral
intentions toward smart tourism destinations (Ajzen, 1991; Sun et al., 2020; Torabi et al., 2022).

However, despite these contributions, important gaps remain in the literature. First, from a theoretical perspective,
existing studies largely rely on traditional behavioral frameworks such as TPB, which were developed in pre-digital
contexts. These models primarily capture rational and cognitive evaluations but may not fully explain tourists’ behaviors in
technology-mediated environments, where digital interactions, online perceptions, and electronic experiences play a central
role in decision-making (Hasan, 2022b; Jeong & Shin, 2019). Second, from a construct perspective, there is limited
integration of digital-era psychological factors-such as e-attitude-into tourism behavior models. E-attitude reflects
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individuals’ evaluations of digital technologies and platforms, which are increasingly critical in shaping tourist decision
processes (Hasan, 2022a; Berhe et al., 2020). In addition, sustainability-related norms, particularly resource efficiency
norms, have been underexplored in the context of smart tourism behavior, despite their growing relevance in
environmentally conscious travel (Farrow et al., 2017; Wang et al., 2018).

Third, from a contextual perspective, empirical evidence from emerging smart tourism destinations remains scarce.
Most prior studies have been conducted in developed tourism markets, limiting the generalizability of findings to
developing regions where digital transformation is still evolving (Novianti et al., 2022). In particular, cities such as Can
Tho - an emerging tourism hub in the Mekong Delta of Vietnam-represent an important yet underexplored context for
examining the interaction between digital transformation, sustainability, and tourist behavior.

To address these gaps, this study adopts an extended behavioral framework by incorporating e-attitude and resource
efficiency norms into the analysis of tourists’ visiting behavior toward smart tourism destinations. Specifically, this study
aims to: (1) examine the effects of e-attitude and resource efficiency norms on tourists’ intentions to visit STD, and (2)
investigate the influence of visit intentions on actual visiting behavior.

By doing so, this study makes several contributions. Theoretically, it extends behavioral research by integrating digital
and sustainability-related constructs into a unified framework, thereby providing a more comprehensive explanation of
tourist behavior in smart tourism contexts. Empirically, it offers evidence from an emerging destination, contributing to the
diversification of research settings in the smart tourism literature. Practically, the findings provide implications for
policymakers and destination managers in designing strategies that enhance digital engagement and promote sustainable
tourism development. Overall, this study responds to the growing need for a more nuanced understanding of tourist
behavior in the digital era and contributes to advancing research on smart tourism destinations.

LITERATURE REVIEW

Research on STD has evolved significantly in recent years, particularly with the rapid advancement of digital
technologies and the increasing emphasis on sustainability. The existing literature can be critically synthesized into three
major research streams: (1) technology-enabled smart tourism systems, (2) behavioral models of tourist decision-making,
and (3) digital consumption and sustainability-oriented behavior.

The first stream focuses on the role of smart tourism technologies (STTs) in shaping tourism ecosystems. Early studies
conceptualize STD as technology-driven systems that integrate ICT, big data, and 10T to enhance tourist experiences and
destination management. More recent studies have extended this perspective by emphasizing the complexity and multi-
level nature of smart tourism systems. For instance, a recent systematic review (Yap et al., 2025) highlights that STTs
function as interconnected systems in which technological attributes, mediating mechanisms, and contextual conditions
jointly shape tourism outcomes under conditions of uncertainty and complexity. Similarly, emerging research has examined
how smart tourism service ecosystems and digital platforms influence user experience and engagement, particularly in
emerging markets (Qiao et al., 2026). Despite these advancements, this stream remains largely supply-oriented, focusing on
technological capabilities while underexploring the psychological and behavioral mechanisms of tourists.

The second stream builds on established behavioral theories, particularly the TPB, to explain tourist intentions and
actions. Prior studies consistently confirm that attitude, subjective norms, and perceived behavioral control significantly
influence behavioral intention, which in turn predicts actual behavior. However, recent studies have begun to question the
adequacy of traditional models in digitally mediated environments. For example, Inmor et al. (2025) propose a context-
sensitive model demonstrating that tourist engagement with smart tourism services is shaped by multiple interacting
conditions, including technological, social, and experiential factors. Likewise, Singh et al. (2025) highlight the role of
technology engagement in strengthening place attachment through smart travel applications, suggesting that emotional and
experiential dimensions extend beyond traditional cognitive evaluations. These findings indicate that while TPB remains a
useful foundation, it may not fully capture the complexity of behavior in digital tourism contexts.

The third stream focuses on digital consumption behavior and sustainability-related constructs. With the increasing
integration of digital platforms, artificial intelligence, and data-driven services, tourists’ decision-making processes are
increasingly shaped by digital interactions. Recent research shows that features of digital tourism platforms significantly
influence tourist experience and revisit intention (Qiao et al., 2026). At the same time, sustainability considerations-
particularly resource efficiency and environmental norms-have gained increasing attention as key drivers of responsible
tourist behavior. However, these two perspectives (digital behavior and sustainability) are often examined separately,
leading to a fragmented understanding of tourist decision-making. A critical synthesis of these research streams reveals
several important gaps. First, there is a lack of theoretical integration between technology-driven perspectives and
behavioral theories, resulting in limited explanatory power for digitally mediated tourist behavior. Second, digital-era
constructs such as e-attitude and technology engagement have not been systematically incorporated into mainstream
behavioral models. Third, sustainability-related norms, particularly resource efficiency norms, remain underexplored in the
context of smart tourism behavior. Finally, although recent studies (e.g., Yap et al., 2025) have begun to explore emerging
markets, empirical evidence from developing smart tourism destinations remains limited.

To address these gaps, this study integrates insights from the three research streams by incorporating e-attitude and
resource efficiency norms into an extended behavioral framework. E-attitude captures tourists’ evaluations of digital
technologies and platforms, while resource efficiency norms reflect socially embedded expectations regarding sustainable
behavior. By combining these constructs with behavioral intention, this study aims to provide a more comprehensive
explanation of tourists’ visiting behavior toward smart tourism destinations, particularly in emerging contexts. Through this
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integrative approach, the study contributes to bridging the gap between technology-driven, behavioral, and sustainability-
oriented perspectives, thereby advancing the theoretical and empirical understanding of tourist behavior in the digital era.

Smart tourism destination visiting behaviors

Behavior is understood as specific actions of an individual that can be observed and measured based on widely accepted
standards (Godey et al., 2016). Within the framework of behavioral theories, many studies affirm that behavior is a direct
result of intention, and this intention is influenced by underlying psychological factors. Specifically, Sun et al. (2020) and
Hasan & Aziz (2024) show that behavior is a function of intention, where intention is formed based on attitudes, subjective
norms, and the individual's perceived behavioral control — consistent with Ajzen (1991) argument in the TPB. This implies
that when individuals have a positive assessment of their behavior, receive support from their social environment, and
believe in their ability to perform the behavior, they tend to translate their intention into actual action.

In the context of tourism, Ghosh & Mukherjee (2023) argue that tourist behavior reflects the entire decision-making
process, including destination selection, trip execution, and evaluation of the experience at that destination. At the same
time, Torabi et al. (2022) suggest that the behavior of visiting STD is significantly influenced by the subjective attitudes
and norms of tourists. Based on these arguments, it can be argued that the behavior of visiting STD is a result of the visit
intention, where the intention is formed not only from traditional elements of TPB but also from elements specific to the
digital environment. Specifically, STD visit intention can be determined by online attitudes (e-attitude) and norms of
resource utilization efficiency. These factors reflect how tourists value digital experiences, the degree of resource
optimization when using technology, and their concern for sustainable tourism development.

This study adopts an extended behavioral framework grounded in the TPB (Ajzen, 1991), integrating digital-era and
sustainability-oriented constructs to better explain tourist behavior in smart tourism destinations (STD). TPB has been
widely applied in tourism research to predict behavioral intention and actual behavior (Han et al., 2010; Lam & Hsu, 2006).
It posits that behavioral intention is the most immediate predictor of behavior, shaped by individuals’ attitudes, subjective
norms, and perceived behavioral control (Ajzen, 1991). However, TPB was developed in a pre-digital context and primarily
emphasizes rational cognitive evaluations. Recent studies suggest that such traditional models may not fully capture
decision-making processes in digitally mediated environments, where interactions are increasingly shaped by online
platforms, real-time information, and user-generated content (Jeong & Shin, 2019; Hasan, 2022b; Ghosh & Mukherjee,
2023). In addition, sustainability considerations have become increasingly important in shaping tourist behavior,
particularly in smart tourism contexts (Mandi¢ & Kennell, 2021; Wang et al., 2018). To address these limitations, this study
extends TPB by incorporating two key constructs: e-attitude and resource efficiency norms.

E-attitude and Visit Intention

E-attitude refers to an individual’s evaluative disposition toward digital technologies and online platforms used in
tourism contexts (Hasan, 2022a; Berhe et al., 2020). In smart tourism environments, tourists rely heavily on digital
interfaces such as mobile applications, online reviews, and real-time information systems, which shape perceptions and
influence decision-making (Buhalis & Amaranggana, 2015; Gretzel et al., 2015).

Prior research indicates that positive attitudes toward digital technologies significantly enhance users’ intention to adopt
smart services and engage with digital platforms (Venkatesh et al., 2012). From a theoretical perspective, e-attitude can be
considered an extension of the traditional “attitude” construct in TPB, capturing technology-mediated evaluations in digital
environments. Accordingly, the following hypothesis is proposed:

H1: E-attitude positively influences tourists’ visit intention to smart tourism destinations.

Resource Efficiency Norms and Visit Intention

Resource efficiency norms refer to socially shared expectations regarding responsible and sustainable use of resources
(Farrow et al., 2017; Wang et al., 2018). In smart tourism contexts, sustainability is increasingly embedded in destination
strategies, often facilitated by digital technologies that promote efficient resource use and environmentally responsible
behavior (Mandi¢ & Kennell, 2021). Norm-based theories suggest that individuals’ behavioral intentions are influenced by
perceived social expectations and moral obligations (Ajzen, 1991; Schwartz, 1977). In tourism, studies have shown that
pro-environmental norms significantly affect tourists” decision-making and behavioral intentions (Han et al., 2010; Juvan
& Dolnicar, 2014). Thus, resource efficiency norms can be conceptualized as an extension of subjective norms in TPB,
emphasizing sustainability-oriented social expectations. Therefore, the following hypothesis is proposed:

H2: Resource efficiency norms positively influence tourists’ visit intention to smart tourism destinations.

Visit Intention and Actual Behavior

Consistent with TPB, behavioral intention is the most direct predictor of actual behavior (Ajzen, 1991). In tourism
research, visit intention has been widely validated as a strong predictor of actual travel behavior (Lam & Hsu, 2006; Sun et
al., 2020). In the context of smart tourism, tourists who develop strong intentions based on digital perceptions and
sustainability norms are more likely to translate these intentions into actual visiting behavior.

Thus, the following hypothesis is proposed:

H3: Visit intention positively influences actual visiting behavior toward smart tourism destinations.

Mediating Role of Visit Intention
TPB also suggests that intention serves as a central mediating mechanism linking psychological factors and actual
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behavior (Ajzen, 1991). Empirical studies have confirmed that intention mediates the relationship between attitudes, norms,
and behavior in tourism contexts (Han et al., 2010; Sun et al., 2020). In this study, visit intention is expected to mediate the
effects of both e-attitude and resource efficiency norms on actual behavior.

Therefore, the following hypotheses are proposed:

H4: Visit intention mediates the relationship between e-attitude and actual visiting behavior.

H5: Visit intention mediates the relationship between resource efficiency norms and actual visiting behavior.

Based on a literature review and the formulation of hypotheses regarding the relationships between latent variables, the
author proposes a research model -“Factors Affecting Smart Tourist Destination Visiting Behavior: A Case Study in Can
Tho City, Vietnam”- as illustrated in Figure 1 below.

e-Attitude
(EAT)

STD visit 5131;/\',5.3:2 ’
intentions STDB
(STDI) ( )

Resource
efficiency norms
(REN)

Figure 1. Proposed research model

RESEARCH METHODOLOGY

Measurement scale

All measurement items were adapted from previous studies to ensure the validity of the scale. The content of the scale
was slightly modified to align with the research context. Each measurement item was evaluated using a 5-point Likert
scale. Refer to Table 1 for a detailed overview of all scales used in this study.

Table 1. Interpretation of observed variables in the research model

Construct Code Observed variables Source
I have a positive view on the application of information and communication
EAT1 ] . L
technology (ICT) in smart tourism destinations
EAT? In my opinion, deploying ICT in smart tourism destinations is a reasonable and Hasan et al. (2026)
effective choice
e-Attitude I believe that using ICT in smart tourism destinations brings many practical values
EAT3 . .
and benefits to tourists
EAT4 The application of IT helps improve the quality of services at smart tourism Additional information
destinations from expert interviews
EAT5 |l support continued investment and development of IT at smart tourism destinations. (2025)
REN1 I believe that smart tourism destinations adopt water-saving technologies, such as
Resource low-flow showerheads, to minimize water usage
o I believe that smart tourism destinations implement energy-efficient lighting
Efficiency REN2 solutions, including LED or CFL bulbs Hasan et al. (2026)
Norms - - — — - -
REN3 I believe that smart tourism destinations apply effe_ctlve msula_tlon materials to
buildings to reduce energy consumption for cooling
STD Visit STDI1 | intend to visit smart travel destinations in the near future
Intentions STDI2 | am ready to choose smart travel destinations for my trip Hasan et al. (2026)
STDI3 | I will make an effort to arrange my plans so that | can visit smart travel destinations
STD STDB1 | frequently visit smart tourism destinations
- STDB2 When traveling, | tend to choose and visit smart tourism destinations
Visiting | often prioritize visiting tourist destinations that incorporate the features of smart Hasan et al. (2026)
Behaviors | STDB3 prioritize visiting tourl Itoulrism : P u

Data collection

The survey was conducted between August and October 2025 in Can Tho using a convenience sampling approach due to
the difficulty of accessing the entire tourist population. According to Hair et al. (2022), convenience sampling is considered
acceptable in exploratory and prediction-oriented studies employing Partial Least Squares Structural Equation Modeling (PLS-
SEM), particularly when the target population cannot be comprehensively identified. Data were collected through face-to-face
interviews to ensure respondents clearly understood the questionnaire items and to improve response validity. The survey
participants consisted of tourists visiting representative smart tourism destinations in Can Tho, including Ninh Kieu Wharf,
Cai Rang Floating Market, Son Islet, Truc Lam Phuong Nam Zen Monastery, and Binh Thuy Ancient House, which were
selected because they represent prominent tourism attractions increasingly integrating digital technologies and smart tourism
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practices. A total of 500 questionnaires were distributed, yielding 472 returned responses, corresponding to a response rate of
94.4%. After removing incomplete and unreliable questionnaires, 441 valid observations were retained for analysis, satisfying
the recommended sample size requirements for PLS-SEM analysis (Hair et al., 2022). The demographic characteristics of
respondents were measured using categorical variables and reported as percentages (%) representing the proportion of
respondents within each category relative to the total valid sample (n=441). Regarding gender, male respondents accounted for
46.94% and female respondents accounted for 53.06%. Age was measured in years and classified into ordinal age groups,
including under 20 years old (20.86%), from 20 to under 30 years old (40.82%), from 30 to under 40 years old (19.27%), and
from 40 to under 50 years old (2.72%). Monthly income was measured in million Vietnamese Dong per month (million
VND/month), with 16.33% earning less than 3 million VND, 28.34% earning from 3 to under 6 million VND, 42.86% earning
from 6 to under 9 million VND, and 12.47% earning more than 9 million VND per month.

Information on the characteristics of the eligible study sample is presented briefly in Table 2. Overall, the sample
structure indicates that young and middle-income tourists constitute the majority of respondents. This demographic profile
is consistent with previous tourism technology studies suggesting that younger tourists are generally more familiar with
digital technologies and more likely to engage with smart tourism services and technology-enabled travel experiences.

Table 2. The demographic survey data

Demographic profile Frequency (n = 441) Percent (%)
Gender Male 207 46.94
Female 234 53.06
Under 20 92 20.86
From 20 to under 30 180 40.82
Age From 30 to under 40 85 19.27
From 40 to under 50 72 16.33
Above 50 12 2.72
Under 3 mil VND/month 72 16.33
Income From 3 to under 6 m?l VND/month 125 28.34
From 6 to under 9 mil VND/month 189 42.86
Above 9 mil VND/month 55 12.47
RESULTS

In the initial stage, the measurement model was assessed and analyzed to confirm its quality before advancing to the
second stage, which involved evaluating the structural model.

Measuring model

Table 3 demonstrates that all measurement items achieved convergent validity. The table includes Cronbach’s Alpha
values, average variance extracted (AVE) statistics for each dimension, and factor loadings for each item. With only rare
exceptions, the results indicate that the outer loadings of the items were approximately 0.708 or higher, supporting the
proposed factor structure (Hair et al., 2022). The AVE values range from 0.639 to 0.748, surpassing the recommended
threshold of 0.50 (Hair et al., 2022). Additionally, the composite reliability (CR) and Cronbach’s Alpha values, which
ranged from 0.719 to 0.907, confirm construct reliability, exceeding the significance threshold of 0.7.

In this study, the heterotrait-monotrait (HTMT) criterion was applied to assess discriminant validity (Henseler et al.,
2015). Discriminant validity is established when the square root of the AVE for each construct exceeds its correlations with
other constructs. The results presented in Table 4 indicate that the square root of the AVE is higher than the correlations
between all pairs of dimensions, confirming discriminant validity.

Table 3. Construct reliability and validity (Notes: CA: Cronbach’s Alpha; CR: Composite Reliability, AVE: Average Variance Extracted,;
OL.: Outer Loadings; EAT: e-Attitude; REN: Resource Efficiency Norms; STDI: STD Visit Intentions; STDB: STD Visiting Behaviors)

Construct Code CA CR AVE OL
EAT1 0.713
EAT2 0.853
e-Attitude EAT3 0.871 0.907 0.663 0.838
EAT4 0.853
EAT5 0.806
REN1 0.832
Resource Efficiency Norms REN2 0.719 0.841 0.639 0.753
REN3 0.811
STDI1 0.849
STD Visit Intentions STDI2 0.802 0.883 0.715 0.825
STDI3 0.863
STDB1 0.833
STD Visiting Behaviors STDB2 0.831 0.899 0.748 0.892
STDB3 0.868
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Table 4. Discriminant validity

Construct Resource Efficiency STD Visit Intentions STD V|§|t|ng e-Attitude
Noms Behaviors
Resource Efficiency Noms 0.800
STD Visit Intentions 0.342 0.846
STD Visiting Behaviors 0.223 0.587 0.865
e-Attitude 0.257 0.635 0.630 0.814

Structural model

The structural relationships among the constructs were examined using standardized path coefficients () and their
associated p-values. As reported in Table 5 and Figure 2, both e-Attitude and Resource Efficiency Norms exhibited
positive and statistically significant direct effects on STD Visit Intentions (B = 0.586, p < 0.05; p = 0.191, p <0.05). The
significance of these relationships is supported by t-values greater than 1.96 at the 5% significance level, in line with the
criteria suggested by Henseler et al. (2009). Notably, e-Attitude emerged as the most influential predictor of STD Visit
Intentions, indicating that favorable perceptions of smart technologies strongly enhance tourists’ visit intention such
destinations. Together, e-Attitude and Resource Efficiency Norms explained 43.8% of the variance in STD Visit
Intentions (R2 = 0.438), reflecting a moderate level of explanatory power for the proposed model.

Table 5. Hypothesis analysis results

Relationship | Path coefficients | P- values | Hypotheses | Decision
Direct effects

EAT - STDI 0.586 0.000 H; Accepted

REN = STDI 0.191 0.000 H, Accepted

STDI - STDB 0.587 0.000 Hs Accepted
Indirect effects

EAT - STDI = STDB 0.344 0.000 H, Accepted

REN - STDI - STDB 0.112 0.000 Hsg Accepted

Notes: EAT: e-Attitude; REN: Resource Efficiency Norms; STDI: STD Visit Intentions; STDB: STD Visiting Behaviors

Hypothesis H, posited that resource efficiency norms have a significant effect on tourists’ visit intention smart
tourism destinations. The results support this hypothesis (B = 0.191, p = 0.000), indicating that stronger resource
efficiency norms are positively associated with higher visit intentions. In other words, tourists who are more conscious
of efficient resource use are more inclined to visit smart tourism destinations. This finding is in line with previous
research by Wang et al. (2018), which also identified a significant relationship between personal norms and visit
intention in the smart tourism context.

Similarly, Hypothesis Hj suggested that the visit intention smart tourism destinations significantly influences actual
visiting behavior. The empirical evidence confirms this relationship (f = 0.587, p = 0.000), thereby supporting Hs. This
result implies that stronger and more positive intentions increase the likelihood that tourists will engage in actual
visiting behavior. The finding is consistent with the study conducted by Hasan and Aziz (2024), which likewise
demonstrated that visit intention is a significant predictor of visiting behavior in smart tourism settings.

Collinearity Assessment (VIF): To assess potential multicollinearity issues among the predictor constructs, variance
inflation factor (VIF) values were examined. The results indicate that all VIF values ranged from 1.357 to 2.462, which are
well below the recommended threshold of 5.0 (Hair et al., 2022). This finding confirms that multicollinearity is not a
concern in the structural model and that the predictor constructs are sufficiently distinct from one another. Furthermore, the
full collinearity assessment revealed that all VIF values were below the more conservative threshold of 3.3, suggesting that
common method bias (CMB) is unlikely to threaten the validity of the results (Kock, 2015). These findings support the
robustness and reliability of the proposed model.

Effect Size (f2): Effect size (f2) was calculated to evaluate the relative impact of each exogenous construct on
endogenous variables. Following Cohen (1988), f2 values of 0.02, 0.15, and 0.35 indicate small, medium, and large effects,
respectively. The results indicate that e-attitude has a large effect on visit intention (f2 = 0.571), suggesting that digital
perceptions represent the most influential determinant of tourists’ intention to visit smart tourism destinations. In contrast,
resource efficiency norms demonstrate a small effect on visit intention (f2 = 0.061), indicating a relatively weaker but still
meaningful contribution. Furthermore, visit intention exerts a large effect on actual visiting behavior (f2 = 0.526),
confirming the strong predictive role of intention in shaping tourists’ actual behavior toward smart tourism destinations.
These findings indicate that e-attitude is the dominant predictor of visit intention.

Predictive Relevance (Q?): Predictive Relevance (Q?): The predictive relevance of the model was assessed using the
blindfolding procedure. According to Hair et al. (2022), Q2 values greater than zero indicate that the model has predictive
relevance for endogenous constructs. The results show that the Q2 values for visit intention Q2 = 0.305 and actual behavior
Q2 = 0.254 are above zero, confirming that the proposed model possesses satisfactory predictive capability.

Model Fit (SRMR): The overall model fit was assessed using the standardized root mean square residual (SRMR). The
results show that the SRMR value is 0.070, which is below the recommended threshold of 0.08 suggested by Henseler et al.
(2015). This indicates that the proposed model demonstrates an acceptable level of fit and that the discrepancy between the
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observed and predicted correlations is relatively small. Therefore, the structural model can be considered well-fitted to the
empirical data, supporting the adequacy and robustness of the proposed framework.

Mediating effects

Beyond their direct effects on STD Visit Intentions, the results reported in Table 5 and Figure 2 also indicate the
presence of significant indirect relationships. Specifically, e-Attitude has a positive and statistically significant indirect
effect on STD Visiting Behaviors through STD Visit Intentions (f = 0.344, p < 0.001). Similarly, Resource Efficiency
Norms indirectly influence STD Visiting Behaviors via STD Visit Intentions (f = 0.112, p <0.001).

These findings suggest that STD Visit Intentions serve as a mediating variable, transmitting the effects of both e-
Attitude and Resource Efficiency Norms onto actual visiting behavior. Thus, tourists’ favorable attitudes toward smart
tourism technologies and their resource efficiency norms contribute to visiting behavior primarily by strengthening their
visit intention smart tourism destinations.

EAT1

EAT2 28.954

II'I

38.7497
EAT3 39.375-|
48.888 [ s || sz || soiz |
EAT4 [36.939 T
" e-Attitude
EATS 16.778 49.888 39-|992 56.242
\ STDB1
44.851
18.497 b 733979 STDB2
66.092
STDE3
5.158 STD Visit STD Visiting
Intentions Behaviors
32.246_
26.858
Resource
Efficiency
Noms

Figure 2. Structural model result

DISCUSSION

This study aims to explain tourists’ visiting behavior toward smart tourism destinations (STD) by extending the
Theory of Planned Behavior (TPB) with digital and sustainability-related constructs. The findings provide several
important theoretical and practical insights.

First, the results demonstrate that e-attitude has a significant and positive effect on visit intention, with the strongest
explanatory power among the antecedents. This finding suggests that tourists’ evaluations of digital technologies play a
central role in shaping behavioral intentions in smart tourism contexts. Unlike traditional tourism settings, where
attitudes are formed primarily through offline experiences, smart tourism environments rely heavily on digital inter faces
such as mobile applications, online platforms, and real-time information systems. As a result, e-attitude becomes a
critical determinant of decision-making. This finding extends TPB by showing that attitude formation in the digital era is
increasingly mediated by technology-based interactions rather than purely cognitive evaluations. It is consistent with
prior studies highlighting the importance of digital engagement in influencing tourism behavior, but it further
emphasizes that such influence operates as a core psychological mechanism rather than a peripheral factor.

Second, the results indicate that resource efficiency norms significantly influence visit intention, highlighting the
role of sustainability-oriented social expectations in shaping tourist behavior. This finding supports the extension of
subjective norms in TPB by incorporating environmental and resource-related considerations. In the context of smart
tourism, where digital systems often promote efficient resource use and sustainable practices, tourists appear to
internalize these norms and incorporate them into their decision-making processes. Compared to earlier studies that
focus primarily on pro-environmental attitudes, this result suggests that socially embedded expectations regarding
sustainability may exert a more structured influence on intention formation. This contributes to the literature by
integrating sustainability norms into behavioral models of smart tourism.

Third, the study confirms that visit intention significantly predicts actual visiting behavior, consistent with the core
assumption of TPB. This finding reinforces the robustness of intention as a key determinant of behavior, even in
digitally mediated environments. Importantly, it suggests that despite the increasing complexity of tourism decision-
making, the intention-behavior link remains valid when extended with context-specific constructs. This supports the
continued relevance of TPB as a foundational framework while highlighting the need for contextual adaptation.

Fourth, the mediating analysis reveals that visit intention plays a crucial mediating role in linking both e-attitude and
resource efficiency norms to actual behavior. This finding provides empirical support for the mechanism proposed in the
extended framework, demonstrating that psychological factors influence behavior indirectly through intention.
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More importantly, it highlights that both digital perceptions and sustainability norms are not directly translated into
behavior but are filtered through a deliberate decision-making process. This insight contributes to a more nuanced
understanding of how different types of antecedents operate within the behavioral process in smart tourism contexts.

From a theoretical perspective, this study makes several contributions. First, it extends TPB by integrating digital-era
constructs (e-attitude) and sustainability-oriented norms (resource efficiency norms), thereby enhancing its explanatory power
in the context of smart tourism. Second, it bridges previously fragmented research streams by combining technology-driven
perspectives with behavioral and sustainability-oriented approaches. Third, it provides empirical evidence from an emerging
tourism destination, contributing to the diversification of research contexts in the smart tourism literature.

From a practical perspective, the findings suggest that destination managers should prioritize digital experience
design to enhance tourists’ e-attitude. Investments in user-friendly mobile applications, real-time information systems,
and interactive platforms can significantly influence tourists’ visit intention.

In addition, policymakers should promote sustainability-oriented communication strategies that reinforce resource
efficiency norms, thereby encouraging responsible tourism behavior. Integrating digital innovation with sustainability
messaging may create synergistic effects in attracting tourists to smart destinations.

Overall, the study highlights that tourist behavior in smart tourism contexts is jointly shaped by digital perceptions and
sustainability considerations, mediated through behavioral intention. This underscores the importance of adopting an
integrated approach that combines technological advancement with environmental responsibility in both research and practice.

The findings of this study are broadly consistent with, yet extend, existing research on smart tourism behavior. First, the
significant effect of e-attitude on visit intention aligns with prior studies that emphasize the role of digital engagement and
technology acceptance in shaping tourist decisions (Jeong & Shin, 2019; Ghosh & Mukherjee, 2023). While earlier
research often treats technology-related factors as external drivers of behavior, this study advances the literature by
conceptualizing e-attitude as a core psychological construct within an extended behavioral framework. This suggests that
digital perceptions are not merely contextual influences but are internalized as part of tourists’ evaluative processes.

Second, the positive impact of resource efficiency norms on visit intention is consistent with studies on pro-
environmental behavior in tourism (Han et al., 2010; Juvan & Dolnicar, 2014), which highlight the importance of social
and moral norms in influencing decision-making. However, this study extends prior work by focusing specifically on
resource efficiency within smart tourism contexts, where sustainability is often embedded in digital systems and
destination management strategies. This indicates that sustainability-related norms may operate more explicitly and
systematically in smart tourism environments compared to traditional tourism settings.

Third, the strong relationship between visit intention and actual behavior confirms the foundational assumptions of
the Theory of Planned Behavior (Ajzen, 1991) and is consistent with empirical findings in tourism research (Lam &
Hsu, 2006; Sun et al., 2020). Importantly, the present study demonstrates that this relationship remains robust even when
the model is extended to include digital and sustainability constructs, thereby supporting the adaptability of TPB in
contemporary tourism contexts.Finally, the mediating role of visit intention is in line with prior studies that identify
intention as a key mechanism linking psychological factors and behavior (Han et al., 2010; Sun et al., 2020). However,
this study contributes further by showing that both digital perceptions (e-attitude) and sustainability norms (resource
efficiency norms) operate through this mediating pathway. This provides a more integrated understanding of how
diverse antecedents jointly influence tourist behavior in smart tourism destinations.

Overall, while the findings are generally consistent with existing literature, they extend prior research by integrating
digital and sustainability perspectives into a unified behavioral framework, thereby offering new insights into tourist
decision-making in the era of smart tourism.

CONCLUSION AND LIMITATIONS

This study investigates tourists’ visiting behavior toward STD by extending the TPB with digital and sustainability -
related constructs. Specifically, the study examines the roles of e-attitude and resource efficiency norms in shaping visit
intention and subsequent actual behavior within an emerging smart tourism context.

The findings reveal that both e-attitude and resource efficiency norms significantly influence tourists’ visit intention
STD, with e-attitude emerging as the strongest predictor. In turn, visit intention plays a central role in translating these
psychological factors into actual visiting behavior. The mediating analysis further confirms that intention serves as a key
mechanism linking digital perceptions and sustainability norms to behavior. These results highlight the importance of
integrating both technological and environmental considerations in understanding tourist decision-making.

From a theoretical perspective, this study contributes to the literature in several ways. First, it extends TPB by
incorporating e-attitude and resource efficiency norms, thereby enhancing its explanatory power in digitally mediated and
sustainability-oriented contexts. Second, it bridges previously fragmented research streams by integrating technology - driven
and sustainability perspectives into a unified behavioral framework. Third, by providing empirical evidence from an
emerging smart tourism destination, the study broadens the geographical and contextual scope of existing research.

From a practical perspective, the findings suggest that destination managers should focus on enhancing tourists’
digital experiences to foster positive e-attitudes. Investments in user-friendly digital platforms, real-time information
systems, and interactive services can significantly increase tourists’ visit intention.

In addition, policymakers should promote sustainability-oriented initiatives and communication strategies that
reinforce resource efficiency norms, thereby encouraging responsible tourism behavior. The integration of digital
innovation and sustainability practices can create a competitive advantage for smart tourism destinations.
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Despite these contributions, the study has several limitations. The use of convenience sampling may limit the
generalizability of the findings, and the focus on a single destination context may restrict external validity. Furthermore, the
study considers a limited set of constructs, and future research is encouraged to incorporate additional variables, such as
perceived behavioral control, trust in technology, and perceived risk. Longitudinal and comparative studies across different
destinations would also provide deeper insights into the dynamics of tourist behavior in smart tourism environments.

In conclusion, this study demonstrates that tourist behavior in smart tourism destinations is shaped by the combined
influence of digital perceptions and sustainability-oriented norms, mediated through behavioral intention. By adopting
an integrated theoretical approach, the study provides a more comprehensive understanding of tourist decision-making
in the digital era and offers valuable implications for both research and practice.
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