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Abstract: This study examined the direct and indirect relationships between perceptions of destina-
tion social responsibility and environmentally responsible behavior. This paper uses the Stimulus–
Organism–Response theory to evaluate the mediating roles of identification, reputation, and satisfac-
tion of the destination for visitors. With a sample size of 371 Vietnamese tourists, PLS-SEM was used
to assess the model and test the hypothesis. The findings indicate that the perception of destination
social responsibility positively impacts Vietnamese tourists’ commitment to environmentally respon-
sible behavior. The results also support the concept that the degree of tourists’ environmentally
responsible behavior is indirectly influenced by the perceived social responsibility of the destination
through its identification, reputation, and satisfaction. This study offers theoretical and practical
insights into how to enhance the efficiency of destination social responsibility programs and improve
Vietnamese tourist’s impressions of Phu Quoc.

Keywords: perceptions of destination social responsibility; environmentally responsible behavior;
destination identification; destination reputation; destination satisfaction

1. Introduction

The critical factor for sustainable destination development is the role of stakeholders
as essential players in the process of sustainable destination development [1]. Tourists have
been acknowledged as significant stakeholders in destination management, exerting a sub-
stantial influence on the sustainability of tourism [2]. How tourists evaluate a destination
affects their willingness to engage in its development and their general attitude towards
visiting. Additionally, tourists continue to interact with destinations where they can find
social or psychological values which resonate with them [3]. It is possible that tourists, as
members of society, have the same ethical and value-based perspectives that are advocated
for by destination social responsibility (DSR) projects. Understanding the key factors con-
tributing to environmentally responsible behavior (ERB) is imperative. Alongside tourists,
the sustainable development of destinations involves the effective participation of destina-
tion management organizations (DMOs). By following discourses aiming to contribute to
“better tourism” (i.e., more sustainable tourism), DMOs, by employing DSR, can adopt a
sustainable approach within the tourism paradigm [4]. The change in tourists’ perceptions
and behaviors, along with the advancement of tourism managers’ thinking, has led to
demands to enhance DSR activities to raise awareness among tourists, in turn promoting
responsible tourism behavior.

When considering processes that rely on the collaborative efforts of human communi-
ties, which all destinations, to some extent, must do, it is important to acknowledge that
a universal solution cannot be applied. A variety of concerns and priorities will impact
operations in different places. Specifically, Phu Quoc tourism (Vietnam) has particular
characteristics in terms of tourism resources and management policies when compared to
other destinations worldwide. According to the adjusted master plan to develop Phu Quoc
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to 2030, Phu Quoc aims to become one of the most important tourist centers in Vietnam,
with a series of international-standard resorts containing a wide variety of entertainments.

Nevertheless, many things could be improved in the management of tourism devel-
opment projects aimed at preserving ecological, socio-cultural values in the locality. With
the rapid development of tourism, the marine ecosystem has been seriously degraded.
For instance, the severe decrease in sea urchins in Phu Quoc was due to an increased
culinary demand from tourists [5], and 56.6% of coral reefs became bleached and have
consequently perished in enormous numbers [6]. Therefore, it causes ecological imbalances
and declines in aquatic resources. In order to fully comprehend the issue, research into Phu
Quoc is essential.

Additionally, this study is interested in other aspects of Phu Quoc’s tourism from
the tourists’ perspective, including destination reputation (DR), destination identification
(DI), and destination satisfaction (DS). Although these factors have been investigated
at various topic levels and with diverse study scopes, they have yet to be evaluated
systematically. For the DR, it can be found in the online marketing sector [7,8]. In the
field of tourism, building and sustaining a positive image can be achieved by engaging
in socially responsible endeavors [9]. For the DI, place branding or online promotion are
topics that can be included [10,11]. In tourism destinations, it contributes to promoting
attachment to a destination, thereby creating the intention or behavior of tourists to protect
the environment [12]. DS is a factor in consumer behavior [13]. DS plays a crucial role,
impacting both the recall of experiences and tourists’ ERB. In essence, tourists who have a
fulfilling experience are more inclined to remember it and engage in actions that benefit the
environment [3].

As a result, this study suggests a model in which the variables DI, DS, and DR are
considered together and used as intermediate variables to test the role of the relationship
between DSR and ERB as a mediator. The current study tests the correlation between
DSR and ERB within the Stimulus–Organism–Response theoretical framework. This study
evaluates tourists’ awareness of DMO activities in Phu Quoc. The paper proposes responses
based on the implications of this research suggesting that DMOs might do well to promote
the willingness of tourists to support the conservation of natural and cultural values in
Phu Quoc.

2. Literature Review and Hypotheses
2.1. Stimulus–Organism–Response (S-O-R) Framework

The Stimulus–Organism–Response (S-O-R) framework was originally proposed by
Mehrabian and Russell [14] as a means to demonstrate the association between inputs
(stimulus), processes (organism), and outputs (response). The sequence of stages begins
with environmental stimuli that affect an individual’s cognitive and emotional state, which
affects the individual’s approach or avoidance behavior [15]. The decision to utilize S-O-R
in this study was made due to the model’s adaptability in systematically understanding
human behavior [16]. In this study, the perception of DSR is mentioned as a stimulus to
consider the possibility of directly and indirectly promoting ERB (response) through DI,
DR, and DS (organism).

2.2. Destination Social Responsibility Perception Is a Stimulus (S)

DSR is relevant to academic studies of tourism, visitor and management thinking,
and practical policies, and can be used to mitigate the risk of unsustainable tourism [17].
Some studies have highlighted the significance of DSR for sustainable destination develop-
ment [18,19]. Mentioning stakeholders in research on the perception of DSR, many authors
have studied DSR from the viewpoint of residents’ perspectives [19,20] and some other
stakeholders [21,22]. The most common study of this kind examines the perception of DSR
from the perspective of tourists [23,24]. In cognitive behavioral theories, perception is also
mentioned as a prerequisite for creating beliefs and emotions, leading to behavior [25].
This study discusses how DSR practices can enhance tourist destination recognition. DSR
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includes a variety of plans on the part of DMOs to preserve the environment, increase the
local economy, or safeguard the interests of tourists. In contrast, tourists may share social
value standards and ethical perspectives in DSR activities based on the compatibility of
individual and destination values. Thus, the following is hypothesized:

H1: The perception of destination social responsibility will have a direct and positive influence on
the environmentally responsible behavior of tourists.

DSR is a factor that can influence significant aspects of destination development.
Based on stakeholder theory [26], well-practiced DSR improves local tourism and increases
perceived value for tourists, thereby increasing satisfaction with the destination. Not
only is it that DSR initiatives can anticipate tourists’ interests, it is also evident that when
tourists are satisfied with the destination, it will lead to behavioral changes [27]. Specifically,
when tourists are satisfied with their trip experiences, they are more likely to promote eco-
conservative behavior [28]. In addition, engaging in socially responsible actions is a great
way to build and maintain a good reputation. In one sense, tourists are the beneficiaries of
the destination’s marketing initiatives. Therefore, tourists will be motivated to contribute
to the destination if they have a favorable opinion of the location’s reputation due to DMO
contributions. Furthermore, DSR programs typically encompass a range of strategies and
activities aimed at safeguarding the environment, enhancing societal well-being, boosting
the local economy, and preserving the rights of tourists. Given that tourists are integral
members of society, they often align with the shared social values and ethical principles
outlined in DSR initiatives [29]. Thus, the following is suggested:

H2: The perception of destination social responsibility will have a direct and positive influence on
destination reputation.

H3: The perception of destination social responsibility will have a direct and positive influence on
destination identification.

H4: The perception of the destination social responsibility will have a direct and positive influence
on destination satisfaction.

2.3. Destination Reputation, Destination Identification, and Destination Satisfaction Are
Organisms (O)

Underlying the organism reaction, a organism is regarded as the internal affective
and cognitive process of an organism. In this paper, destination reputation, destination
identification, and destination satisfaction are mentioned as the organisms in the S-O-R
framework. They are considered in the interaction relationship. In terms of tourism mar-
keting, reputation promotes competitiveness and becomes advantageous to the sustainable
growth of destinations [30]. In the field of tourism, the positive impact of DR on DI in the
proposed model is predicated on broadening and building theories of positive psychology.
The theory holds that positive emotions (such as happiness and interest) can expand aware-
ness and build sustainable personal resources (including social, psychophysiological, and
intellectual) to promote individual thoughts and actions [31]. According to this theory, a
destination with a positive reputation is thought to enhance an individual’s psychological
resources. Thus, the following is hypothesized:

H5: Destination reputation will have a direct and positive influence on destination identification.

In the marketing literature, customer satisfaction is how customers identify prod-
ucts [32]. In tourist destinations, DS pertains to the overall sensations that an individual
encounters while visiting a destination, both during and after their stay [33]. Satisfaction
is an essential factor that leads to organizational identification [34]. As McCall and Sim-
mons [35] maintain, positive feelings affirming identity are important for developing and
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maintaining those identities. Satisfaction can lead to a reassessment of identity prominence,
in which positive feelings and emotions are the basis for forming, maintaining, and devel-
oping identity [36]. Tourists who are satisfied with positive experiences at a destination
can strengthen a deep bond and sense of belonging to the destination [37]. Therefore, they
will associate their identity with the destination [38]. Based on the mentioned discussion,
we provide the following hypothesis:

H6: Destination satisfaction will have a direct and positive influence on destination identification.

2.4. Environmentally Responsible Behavior as a Response (R)

Many tourism activities rely on a destination’s natural resources. Therefore, envi-
ronmental issues must be addressed. ERB has been widely recognized and used in the
literature on sustainable tourism, concentrating on individuals’ affirmative attitudes with
the aim of fostering a more sustainable touristic milieu by safeguarding the natural environ-
ment [39]. Environmentally responsible behavior is associated with individual awareness,
attitudes, and a sense of responsibility [40]. According to Lee et al. [41], tourists exhibit en-
vironmentally responsible behavior when they make efforts to reduce potentially negative
environmental consequences and commit themselves to environmental preservation during
their tourism experience. In this article, ERB is manifested through direct and indirect
promotion, not only from DSR (S), but also from DI, DR, and DS (O). In terms of the direct
effect of DR, appraisal theory states that an individual’s perceptions may affect behavioral
responses. Specifically, it regulates the process by which information influences an individ-
ual’s perceptions, which then influence their behavioral responses [42]. According to this
theoretical framework, one might posit that the perceived reputation of a destination has a
significant impact on the travel behavior of tourists. Additionally, the influence satisfaction
on tourists’ ERB manifests in several manners. Wang and Kang [43] specified that tourists’
satisfaction will influence their interest in participating in pro-environmental behavior. As
for the direct impact from DI, it can encourage tourists’ supportive behaviors that benefit
the destination [44]. It has been proposed that tourists should seek destinations that align
with their sense of self [45]. Based on the above discussion, the following hypotheses
are posited:

H7: Destination reputation will have a direct and positive influence on the environmentally
responsible behavior of tourists.

H8: Destination satisfaction will have a direct and positive influence on the environmentally
responsible behavior of tourists.

H9: Destination identification will have a direct and positive influence on the environmentally
responsible behavior of tourists.

2.5. The Mediating Effects of Destination Reputation, Destination Identification, and Destination
Satisfaction

The S-O-R model indicates that an organism can mediate the effects of the stimulus on
response [14]. Reputation and competition are proven to mediate the relationship between
the perception of DSR and ERB [46,47]. Scholars suggest that destination reputation may be
understood within the framework of corporate reputation. It is characterized as the extent
to which visitors trust and have a positive opinion of a destination, which is determined by
their prior assessments of the destination, including their perspectives and behaviors. This
research posits that DSR acts as an external stimulus. Initially, this agent exerts an influence
on the tourist’s internal psychological state, determined by the concept of DR. Subsequently,
this influence extends to a variety of actions, including supporting and feedback behaviors.
Thus, we propose the following:
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H10: Destination reputation plays a mediating role that positively affects the relationship between
the perception of destination social responsibility and the environmentally responsible behavior of
tourists.

According to social identity theory, identification is a person’s perception of belong-
ing to a particular group. With the emergence of this theory, researchers in the field of
management have paid close attention to the concept of identity. DI is believed to be a
contributing factor in promoting tourists’ attachment to destinations, thereby creating ERB
in tourists [6,12,48]. It can be suggested that tourists would regard places that actively
fulfilled their social commitments in the same manner as they regard organizations that
actively performed their social responsibilities and created a feeling of engagement. Thus,
the following is hypothesized:

H11: Destination identification plays a mediating role that positively affects the relationship between
the perception of destination social responsibility and the environmentally responsible behavior of
tourists.

Using stakeholder theory, DSR not only enhances local tourism, but also raises the
perceived value for tourists, boosting their satisfaction with the area. Simultaneously,
visitors are delighted with the place, which leads to behavioral changes [27], especially
in terms of their involvement in promoting environmentally friendly behavior [28]. Prior
studies have demonstrated that DS moderates the association between DSR and ERB [19,49].
Thus, the following is hypothesized:

H12: Destination satisfaction plays a mediating role that positively affects the relationship between
the perception of destination social responsibility and the environmentally responsible behavior of
tourists.

3. Methodology
3.1. Research Space

The data were gathered between January 2023 and May 2023. This study employed
quantitative research methods and was conducted online and on-site. Pages and groups
relevant to Phu Quoc tourism on social media sites (Facebook, Instagram et al.) were
employed to distribute the questionnaires for the online form. Especially for the social
network Instagram, hashtags such as #PhuQuoc, #dulichPhuQuoc, #PhuQuocVietNam,
and #HondaongocPhuQuoc are used to access tourist articles and photos. Accordingly, the
questionnaire was sent directly to tourists who had checked into Phu Quoc. After that, they
answered a screening question to select quality observations. To supplement the process
of distributing questionnaires via the online form, the offline form sends questionnaires
directly to tourists at Phu Quoc attractions. To conclude, 371 responses were recorded.

3.2. Data Collection

The results were used to collect five synthetic measurement scales from research
articles. From the studies of Lee et al. [50] and Wang et al. [43], Zhang et al. [47] synthesized
the perception of DSR (six items). Su and Swanson [18] redesigned the organizational
identity scale of Mael and Ashforth [51], and Keh and Xie [9] and So et al. [52] used it in the
context of tourist destinations. Brown et al. [53] developed DS (three items). Artigas [54]
developed DR (four items). For the scale of ERB (six items), Su and Swanson [18] adjusted
the methods of Smith et al. [55] and Thapa [56]. Each of the mentioned variables was
evaluated using a five-point Likert scale.

3.3. Data Analysis

This study employed principal component analysis as a method. A partial least-
squares analysis was utilized to evaluate the proposed model. The data underwent process-
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ing using the SmartPLS version 4.0 statistical software, which is adept at handling intricate
research models with multiple intermediary, latent, and observable variables, particularly
structural models [57].

4. Empirical Results
4.1. Descriptive Statistics

The findings indicated that slightly more respondents were female (51.8%). The age
group with the most significant proportion of respondents was between 18 and 28 years.
Referring to the tourism characteristics of tourists in Phu Quoc, first-time tourists accounted
for 39.6%, while 32.6% had visited three or more times. Regarding travel expenses, tourists
with different occupations showed a difference in spending for their trip to Phu Quoc. In
particular, tourists spending from VND 4 million to VND 6 million accounted for the highest
proportion at 25.1%. This might be because most tourists who took part in the poll are
students, with an average spending level of 48.8%. More complete sample characteristics
are provided in Table 1.

Table 1. The demographic and tourism characteristics of the sample.

n % n %

Gender No. of previous visits
Male 163 43.9 One 147 39.6
Female 192 51.8 Two 103 27.8
Other 16 4.3 Three or more 121 32.6
Age group Traveling purpose

18–28 268 72.2 Leisure 161 43.4
29–39 85 22.9 Discovery 56 15.1
40–49 16 4.3 Business 34 9.2
50 or older 2 0.5 Visit friend/family 29 7.8
Occupation Research/study 90 24.3

Students 181 48.8 Other 1 0.3
Office staff 116 31.3 Travel expenses (VND)
Governmental officers 42 11.3 Below 4 Mil 82 22.1
Other 32 8.6 4 Mil–below 6 Mil 93 25.1

6 Mil–below 8 Mil 57 15.4
8 Mil–below10 Mil 85 22.9
10 Mil or above 54 14.6

Note: Exchange rate is approximately 23.000 VND/USD.

4.2. Assessment of the Measurement Model

The study underwent two rounds of quality control for each observed variable. The
first test results show that the outer loading of the observed variables ranges from 0.589 to
0.958. Two observed variables on the DR scale (DR4, DR5) do not meet the requirements
of Hair et al. [58], with an outer loading of 0.589 and 0.680, respectively. Accordingly, the
study proceeds to remove these two poor-quality observed variables. The removal of the
observed variable is based on the significance of the data contribution and its content. From
Table 2, all of the remaining observed variables have a high quality, with outer loading
coefficients of 0.7 or higher, ranging from 0.745 to 0.958.

The remaining items displayed appropriate reliability, internal consistency, convergent
validity, and discriminant validity indicators. Two factors have verified the individual
indicator’s dependability: First, the standard factor loadings of each item were higher than
0.7, even exceeding 0.8. Second, they were all statistically significant, with p values below
0.001. All metrics of Cronbach’s alpha and composite reliability were more significant
than 0.70, demonstrating that the internal consistency reliability was also positive. Both
indicators of reliability have a level of 0.6, which is above the acceptable level [59], indicating
that the reliability of this study is adequate.
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Table 2. Results of descriptive statistics, validity, and reliability.

Variables Mean SD Loading AVE CA CR

Destination social responsibility 4.12 0.532 0.628 0.882 0.886
I think Phu Quoc is dedicated to giving back to the local community. 0.839 ***
I think Phu Quoc drives local economic development. 0.778 ***
I think Phu Quoc is committed to improving social well-being. 0.774 ***
I think Phu Quoc provides a good experience for visitors by establishing connections
with the local people and culture. 0.745 ***

I think Phu Quoc is actively concerned about the environment. 0.784 ***
I think Phu Quoc is committed to preserving local cultural heritage resources. 0.831 ***

Destination reputation 3.73 0.675 0.769 0.845 0.857
Phu Quoc has a very good reputation. 0.762 ***
Phu Quoc has a better reputation than other similar places. 0.941 ***
People respect Phu Quoc highly. 0.917 ***

Destination identification 3.75 0.729 0.746 0.886 0.888
I am very interested in what others think about Phu Quoc. 0.857 ***
The successes of Phu Quoc are my successes. 0.887 ***
When someone praises Phu Quoc, it feels like a personal compliment. 0.857 ***
When someone criticizes Phu Quoc, I would feel embarrassed. 0.853 ***

Destination satisfaction 4.11 0.622 0.889 0.937 0.940
Overall, I was satisfied with my visit to Phu Quoc. 0.918 ***
Compared to my expectations, I was satisfied with my visit to Phu Quoc. 0.958 ***
Compared to an ideal situation, I was satisfied with my visit to Phu Quoc. 0.951 ***

Environmentally responsible behavior 4.1 0.661 0.590 0.861 0.863
I comply with the rules so as to not harm Phu Quoc’s environment. 0.745 ***
I report to the appropriate destination administration any environmental pollution or
destruction at Phu Quoc. 0.782 ***

When I see garbage and debris at Phu Quoc, I put it in the trash. 0.749 ***
If there are environment improvement activities at Phu Quoc, I am willing to attend. 0.803 ***
I try to convince others to protect the natural environment at Phu Quoc. 0.780 ***
I try not to disrupt the fauna and/or flora when visiting Phu Quoc. 0.748 ***

Note: CA = Cronbach’s alpha, CR = composite reliability, AVE = average variance extracted. *** Significant at the
0.00 level.

All AVE values were greater than 0.5, indicating convergent validity [60], and they
were between the range of 0.590 and 0.889. Two criteria were employed to assess discrimi-
nant validity. First, the Fornell and Larcker [61] criterion requires the square roots of the
AVE to be higher than the strongest correlation among constructs. Second, the Heterotrait–
Monotrait Ratio (HTMT) criterion demands values below 1 [62]. The HTMT values in
this investigation were all less than 1.0, and the square root of the AVE of one structure
correlated more strongly with itself than with other structures. It can be concluded that
the measurement scales of the concepts achieve discriminant validity. Table 3 shows the
detailed test results for the parameters.

Table 3. Results of discriminant validity.

Heterotrait–Monotrait Fornell–Larcker

DI DR DS DSR ERB DI DR DS DSR ERB
DI _ 0.864
DR 0.472 0.407 0.877
DS 0.446 0.239 0.407 0.213 0.943

DSR 0.378 0.368 0.277 0.338 0.325 0.254 0.792
ERB 0.641 0.519 0.442 0.525 _ 0.567 0.444 0.394 0.458 0.768

Note: The diagonal values indicate the square root of the average value across all constructs (Fornell–Larcker).

4.3. Assessment of the Structural Model and Hypothesis Testing

This study examined a structural model for the hypotheses by bootstrapping 5000 sub-
samples [58]. The predictive relevance (R2) and predictive power (Q2) before bootstrapping
were calculated. If the R2 value is 0.5, it indicates a medium effect; 0.25 or less means a
weak effect [63]. The R2 values in the present study indicate that the independent variables
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have a negligible effect on the dependent variables. The R2 value of ERB is 0.453, meaning
that about 45.3% of the variance in DR was explained by the research model. The R2 values
of DS, DR, and DI are 0.298, 0.105, and 0.064, respectively.

Prediction power analysis is a technique for calculating the predictive ability of a model
using the Q2 (blindfolding) method. Tenenhaus et al. [64] stated that Q2 is considered as an
index to evaluate the overall quality of the component model. As a result, if all component
models have Q2 values greater than zero, the overall structural model of the study also
has quality. As a result of the analyses, the Q2 values of the four endogenous variables are
significantly higher than 0. Specifically, responsible tourism behavior (0.230) has the highest
Q2 value, followed by destination identification (0.216), destination reputation (0.080), and
destination satisfaction (0.052). In general, all component models have Q2 values greater
than zero, indicating that the overall structural model of the study has quality. They also
note that the model and endogenous variables have a predictive relationship (Table 4).

Table 4. Test results of the model’s predictive relevance and power.

Predictive Relevance Predictive Power

Variables R2 R2 Adjusted SSO SSE Q2 (=1 − SSE/SSO)

DI 0.298 0.292 1484.000 1163.537 0.216
DR 0.105 0.102 1113.000 1024.147 0.080
DS 0.064 0.062 1113.000 1055.510 0.052

ERB 0.453 0.447 2226.000 2226.000 0.230

4.4. Test Results of Direct Relationships

The significance of the hypotheses in the PLS and regression analyses were evaluated
using the β value. The β value represents the expected change in the dependent construct
for every unit change in the independent construct(s). It was necessary to verify the
significance level of the value using the T-statistics test. If this value is more significant
than 1.64, 1.96, or 2.58, the study concludes that the hypothesis is supported at 90%,
95%, or 99% probability. Likewise, a value less than or equal to 0.05 was considered
statistically significant.

The data provided in Table 5 and Figure 1 confirmed the validity of all hypotheses.
Specifically, the path coefficient (β = 0.248, t = 4.935, p < 0.05) is meaningful. Hence, H1
is supported, indicating that DSR positively affects ERB. The findings revealed that DSR
is related to DR (β = 0.323, t = 5.594, p < 0.005), DI (β = 0.168, t = 3.258, p < 0.005), and
DS (β = 0.254, t = 3.364, p < 0.005). Therefore, hypotheses H2, H3, and H4 are supported.
Hypotheses H5 and H6 are also supported. They prove that DI is positively effected by DR
(β = 0.289, t = 6.079 > 1.96, p < 0.005) and DS (β = 0.303; t = 6.833, p < 0.005). Moreover, the
results confirm the hypotheses relating DR (β = 0.192; t = 4.234; p < 0.005), DI (β = 0.338;
t = 7.424; p < 0.005), and DS (β = 0.155; t = 3.375; p < 0.005) to ERB. As a result, all three of
the hypotheses, H7, H8, and H9, are supported.

Table 5. Path coefficients.

Hypotheses Paths β SD T-Values Conclusion

H1 DSR => ERB 0.248 0.050 4.935 *** Supported
H2 DSR => DR 0.323 0.058 5.594 *** Supported
H3 DSR => DI 0.168 0.052 3.258 ** Supported
H4 DSR => DS 0.254 0.075 3.364 ** Supported
H5 DR => DI 0.289 0.047 6.079 *** Supported
H6 DS => DI 0.303 0.044 6.833 *** Supported
H7 DR => ERB 0.192 0.045 4.234 *** Supported
H8 DI => ERB 0.338 0.046 7.424 *** Supported
H9 DS => ERB 0.155 0.046 3.375 ** Supported

Note: ** p < 0.05; *** p < 0.001.
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4.5. Test Results of Indirect Relationships

In the proposed structural model, there are effects from intermediate variables. The
determination of intermediate effects is considered at the same time. Hair et al. [65] iden-
tified three types of mediating effects, including complementary mediation, competitive
mediation, and indirect-only mediation.

Table 6 briefly displays the results of all mediation effects. Hypotheses H10, H11,
and H12 are all accepted. Specifically, DR (β = 0.248, t = 4.935, p < 0.005), DI (β = 0.057,
t = 3.147, p < 0.005), and DS (β = 0.039, t = 2.155, p < 0.005) all play an intermediary role in
the relationship between the perception of DSR and ERB.

Table 6. Specific indirect effects.

Hypothesis Paths β SD T-Values Results Conclusion

H10
DSR => ERB 0.248 0.050 4.935 *** Complementary

mediation
Supported

DSR => DR => ERB 0.062 0.018 3.377 **

H11
DSR => ERB 0.248 0.050 4.935 *** Complementary

mediation
Supported

DSR => DI => ERB 0.057 0.018 3.147 **

H12
DSR => ERB 0.248 0.050 4.935 *** Complementary

mediation
Supported

DSR => DS => ERB 0.039 0.018 2.155 **

Note: ** p < 0.05. *** p < 0.01.

5. Discussion and Implications

This study aims to investigate the impact of the perceived effectiveness of DSR on ERB
among tourists. The study also investigates the mediating role of DI, DS, and DR factors
in the relationship between DSR and ERB. The result affirm that achieving sustainable
development in Phu Quoc is driven by the responsible behavior of DMOs and the sup-
portive participation of tourists who act together for the sustainable development of the
destination. Furthermore, DSR implies appreciation for stakeholders’ interests. Individuals
and groups, according to stakeholder theory [26], can affect an organization. As applied to
the current research, DSR is a significant aspect of stakeholder relationships. DMOs are
proven to have an impact on tourists. Specifically, when tourists have a good perception
of the effectiveness of social responsibility practices, it will increase their awareness and
positively influence their tourism behavior. This result affirms that DMOs in Phu Quoc
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need to strengthen the effective implementation of social responsibility at the destination
in various forms of practice in order to strengthen the optimistic view of tourists, because
behavior influenced by emotions is closely related to cognitive stimuli [66]. Therefore, the
connection between stakeholders (DMOs and tourists) is established more closely.

The results point out that the efficacy of DSR attempts by DMOs relates to enhanced
tourist satisfaction, thus encouraging ERB. Tourists increasingly assert their self-worth
through tourism products, particularly in the high-end tourist category, where product
quality is critical. DMOs that demonstrate a high level of social responsibility assist travelers
in understanding the worth of destination management activities, while also providing
better visualizations of the value of tourism products. Visitors would be happy with the
intangible characteristics supplied, motivating them to become responsible tourists. This
research further proves that DR moderates the relationship between DSR and ERB. Keh
and Xie [9] indicate that a positive reputation may be established and maintained through
socially responsible actions. Tourists are the target audience for the destination’s marketing
initiatives; as a result, if they have a favorable opinion of the destination’s reputation due
to the importance of contributions made to the community by DMOs, it will encourage
tourists to contribute to Phu Quoc.

The social responsibility activities of DMOs were also shown to influence the iden-
tification of Phu Quoc tourism as positive, thereby promoting ERB. In line with social
attachment theory and stakeholder theory, when tourists feel a similarity with the sustain-
able development values of DMOs, this motivates them to promote responsible tourism
behavior. This study shows that because DMOs focus on social responsibility through
sustainable tourism products and services, tourists empathize with the values that DMOs
build, giving them a deep identity and affection for the destination. The process of finding
and feeling emotional similarity and attachment motivates them to travel more responsibly.

Based on social identity theory, this study hypothesized that tourists would form ties
with highly esteemed destinations. Tourists are more likely to identify with a destination if
they have positive cognitive associations with it, facilitating their self-definition and satis-
fying their need for individuality. Specifically, a positive reputation would communicate
an entity’s identity and attractiveness. Thus, a psychological connection to the destination
might positively affect tourist behavior. As a form of self-expression, the tourist expresses
support for a destination by identifying with it. In addition, when experiencing the des-
tination, tourists are satisfied with the services and tourism products, creating positive
emotions and fostering a deep relationship and a sense of belonging between tourists and
the destination [37]. Therefore, this study also proves that DS and DR influence DI.

This paper has made valuable contributions to both theoretical and practical impli-
cations. Theoretically, this research provides a scientific basis for enriching the research
literature regarding the influence of cognition and perception on behavior. In addition, this
study strengthens the theoretical foundation to clarify the role of mediating forms in the
relationship between human cognition and behavior when considering the direct relation-
ship and the indirect relationship between DSR and ERB as mediated by DS, DI, and DR.
Along with that is the interaction between the mediating factors. Also, applying theories of
this kind to determine tourist behavior psychology will contribute to the diversification of
theories of tourist behavior.

Regarding practical implications, this study contributes to directing more attention
to the quality tourism development process at Phu Quoc, a key tourist destination in
Vietnam and Southeast Asia. In addition, this study is a reference document for evaluating
the effectiveness of the DSR practices of DMOs from the perspective of tourists after
experiencing tourism in Phu Quoc. In addition, tourists’ feelings about the destination (DS,
DR, and DI) are the basis for Phu Quoc tourism to promote its strengths and overcome
shortcomings, contributing to improving its quality. The research on the efficacy of DSR
practice as perceived by tourists emphasizes the contribution of tourists to the sustainable
development of tourism in Phu Quoc.
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In conclusion, this research provides theoretical and practical insights which expand
our understanding of destination social responsibility and underscores the significance of
destination social responsibility in fostering sustainable tourism. The outcomes validate
the suggested model as a robust theoretical structure for delineating how a goal can
motivate tourists towards environmentally friendly practices. Furthermore, the findings
offer strategic advice for DMOs on leveraging tourism assets sustainably by considering
tourists as stakeholders and their views as critical to the reputation of any destination.

6. Limitations and Suggestions for Future Research

This research may have at least two limits. First, this study used a convenient sample
of tourists easily identified by approaching them at Phu Quoc attractions, and thus the
findings may be limited in generalizability, as the sample is biased towards the younger
generation. Future studies may consider more generalizable random sampling techniques
and expand the scope of research to include international tourists alongside domestic
tourists because the issues of social responsibility and the environment are relevant to des-
tinations worldwide. Future researchers can also compare the impact of destination social
responsibility on environmentally responsible behavior among different tourist sending
constituencies to provide more specific solutions for each tourist source. Secondly, this
research has not intensively exploited data related to demographics, tourism characteristics,
or more general views of tourists on responsible tourism. Future studies may explore
additional perspectives on tourism and tourists such as those by mediators and regulators
whose views on social responsibility and the environment might broaden the research
problem. As with any such study, the sample size of a project of this type by necessity
cannot represent the characteristics of whole complex populations.
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