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Abstract: Tourism plays a pivotal role in Pakistan’s economic landscape. Understanding the drivers
of tourist loyalty is paramount for sustainable growth. This study delves into the factors influencing
tourist loyalty within Pakistan’s tourism sector, examining the destination image, service quality,
electronic word of mouth, and tourist satisfaction. Data sourced from a tourist survey at popular
Pakistani destinations unveil significant relationships and mediation effects. The results underscore
that a positive destination image and superior services directly impact tourist loyalty. Furthermore,
electronic word of mouth and tourist satisfaction mediate these relationships, highlighting how
positive perceptions and satisfaction bolster loyalty. Social media also exerts a moderating influence
on the destination image, service quality, and tourist loyalty dynamics. These findings offer crucial
insights for tourism stakeholders and destination marketers to refine strategies. By enhancing its
destination image, delivering exceptional services, and leveraging social media, Pakistan can both
attract and retain tourists, bolstering its tourism sector’s growth and prosperity. This study contributes
to the existing literature and offers practical guidance for promoting tourism in developing nations
like Pakistan.

Keywords: tourist loyalty; destination image; service quality; electronic word of mouth; social media;
tourism industry

1. Introduction

The ability of a destination’s tourism sector to draw back tourists is crucial to its
success. An increasing body of research is being conducted on the connections between the
quality, DI, TS, and loyalty [1-3]. The atmosphere that visitors interact with while traveling
might affect their enjoyment, desire to return, and DI. People choose their vacation locations
based on where they think they would enjoy themselves the best. Service quality (S5Q) and
general place appeal are two of a vacation’s most crucial factors [4].

Tourist loyalty (TL) holds paramount importance in securing the long-term prosperity
of a tourist destination. When tourists perceive comfort and a sense of belonging in a
place, their inclination to return and advocate for it rises, resulting in cost savings for local
tourism industry stakeholders [4]. This is particularly significant for prospective travelers
who tend to make choices based on the feedback of past visitors. Consequently, positive
encounters for tourists can enhance a tourist destination’s reputation and influence visitors’
intentions to return and advocate for it [5]. Enrique [6] states the ability to attract tourists
is determined by its ability to provide high-quality tourism services that can adapt to the
changing tastes and needs of international visitors. The effectiveness of a destination’s
tourist sector is determined by the first visitor experience and the resources available [7].
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Around 50% of a destination’s tourist flow comprises repeat visits [8,9]. Recurring visitors
are critical to the profitability of a country’s tourism industry since attracting and retaining
them is less expensive than attracting new ones [10]. Therefore, destination marketers must
prioritize visitor retention and loyalty building to ensure a destination’s success [11,12].
Although destination loyalty is crucial for effective destination marketing, there has been
little research into the factors contributing to TL in developing nations like Pakistan.

Scholars and tourism stakeholders have begun to emphasize the significance of the
destination image (DI) and service quality (SQ) in boosting TL for a tourism destination’s
sustainable growth. Visitors” assessments of a location are affected by their perceptions of
its attractiveness and facilities [13]. The degree of crime and the reputation of the place
impact where tourists decide to travel since they are worried about their safety. Visitors will
likely obtain negative impressions of the whole place when they experience bad service,
deforested landscapes, and clogged roadways. Tourists’ favorable opinions of their chosen
sites can be enhanced by destinations with high SQ (service quality) and DI (destination
image) ratings. Providing well-preserved natural, historical, and cultural legacy resources
helps achieve this [13].

According to the literature, the service quality experience, DI, E-WOM, and tourism
satisfaction are all critical features of TL in a developing country context [13-16]. Never-
theless, past research findings on the links between the SQ, DI, and TL are uneven, if not
contradictory. The DI influences tourists” aesthetic choices rather than overall enjoyment or
TL [17]. Kumail et al. [18] discovered no association between the SQ, tourists’ revisiting
intentions, and customer satisfaction. However, they did discover a substantial beneficial
influence of the DI on tourist satisfaction. In contrast to these findings, Henseler [19] claims
that, in addition to the DI, the perceived service quality and pleasure significantly affect
tourists’ revisiting intentions. TL was discovered as a potential predictor of the SQ, TS, and
DI in these studies. However, several studies (e.g., ref. [20] have demonstrated that the SQ
and DI are precursors of TS and E-WOM, both of which may have a significant influence
on the TBI's decision to revisit a destination. As a result of the contradicting results shown
here, more study is needed to reexamine these relationships in a range of cultural and
contextual circumstances.

Pakistan, an emerging country, holds significant untapped opportunities within its
tourism sector. According to World Travel and Tourism Council forecasts, Pakistan’s
tourism field is projected to yield as much as $39.8 billion by 2027 [21]. Magnificent tourist
attractions, such as Pakistan’s breathtaking mountains, gorgeous hills, and thousands of
kilometers of amazing deserts, can be found all around the country [22]. Furthermore,
Pakistan’s religious potential is enormous. Muslim mosques, Hindu temples, Sikh gur-
dwaras, and Buddhist monasteries are the most important religious landmarks, which
may be favorable for business. Moreover, its history as a once-great civilization only adds
to its allure as a vacation destination [14]. Pakistan is also a popular mountaineering
destination because of its high peaks [23]. In 2016, around 33.82 billion USD were brought
into South Asia by international tourists. India (69%), Sri Lanka (10%), and the Maldives all
made greater contributions than Pakistan. Understanding the factors that simultaneously
shape TL will be aided by an investigation of Pakistan’s tourism industry, which could
prove helpful to Pakistan’s tourism managers as they attempt to keep their current visitors
satisfied while attracting new ones in light of the effects of COVID-19. This research ad-
vances our knowledge of tourism and tourist behavior in developing countries. This study
adopts an interdisciplinary approach to amalgamate social media (SM) and destination
marketing within the context of visitor behavior, mainly focusing on the tourism industry
in developing nations. It addresses the burgeoning interest and the pressing need for
further research on relational strategies. The research investigates how tourists’ perceptions
of the destination image (DI) and service quality (SQ) influence their loyalty, shedding
light on pivotal elements. Additionally, our study contributes to the understanding of
tourist behavior by elucidating the influence of social media (SM) on the interplay between
the DI, SQ, and tourist loyalty (TL). Furthermore, it explores the mediating role of tourist
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satisfaction (TS) and electronic word of mouth (E-WOM) in the relationship between the
DI, SQ, and TL. While previous research has stressed the significance of the DI, 5Q, and TL,
there remains a dearth of empirical models quantifying the moderating role of SM and the
mediating influence of TS and E-WOM within this triad. To the best of our knowledge, this
study is the first to examine the connections between the DI, 5Q, and TL, with SM acting as
a moderator and TS and E-WOM serving as mediators. As the DI, SQ, TS, and E-WOM
are believed to be the most influential factors in determining TL, it is particularly vital
to investigate the mediating influence of TS and E-WOM in the unique social exchange
context. However, there needs to be more information from studies examining whether
SM moderates the relationship between the 1Q, SQ, and TL, particularly in a developing
country context.

2. Literature Review
2.1. Tourist Loyalty

Tourist loyalty (TL) has piqued the interest of academics and professionals in market-
ing and tourism management due to its favorable effects on revenue and profitability [24,25].
When we say “loyalty”, we mean the intention to buy or return to a product or service
frequently and the persistent effort to maintain a relationship with a specific brand [23].
TL is defined by Govindarajo [26] as “a deeply held commitment to re-buy or re-patronize
a preferred product/service consistently in the future, resulting in repetitive same-brand
or same-brand set purchasing, despite situational influences and marketing efforts that
may cause switching behavior”. According to a literature review, the demand for novelty
influences the choice of tourism locations, with the complex selection process. Thus, TL is
more difficult to build than traditional consumer loyalty [27]. Destination marketers also
view TL as an essential attribute associated with a strong desire for less expenditure. This
includes retaining current visitors instead of gaining new ones [28]. However, attracting
repeat visitors is less expensive than attracting new ones [29].

2.2. Destination Image

Since the 1970s, tourism researchers have written extensively about the DI. When
attempting to explain behaviors such as destination selection, RI, and satisfaction [30]
and when developing destination marketing strategies, the idea of the DI can be pretty
valuable [30]. The phrase “DI” refers to “a person’s entire collection of preconceived notions
about a region” [31]. “A mental image of destinations exists regardless of whether these
areas have been visited” [32]. The target image is dynamic, updating as new data are
received [32]. According to Herrero-Crespo [33], a tourist’s view of a destination changes
after visiting it. Similarly, Wantara [34] specifies that tourists form a more sophisticated
image of an area due to their interactions and activities while on vacation. Returning
visitors have a more positive view of a destination than first-time visitors [35]. This process
of changing a destination’s image is continual, and an image will evolve due to events
that occur throughout the visit [36]. A pleasant and memorable travel experience directly
impacts a destination’s image [37]. Tourism-related events, such as sporting events, can
also help to develop a positive DI [38].

2.3. Service Quality

Service quality (SQ) in service marketing refers to a client’s satisfaction with a ser-
vice’s pricing, features, and overall value [29]. The spirit of quality is captured alongside
standards, and expectations are met or exceeded [13,39]. SQ is increasingly recognized as a
competitive advantage and tourism source in developing countries [3,37].

SQ is assessed to provide value for consumers by comparing their pre-service expecta-
tions to their post-service comprehension [27,38,40]. Various things might influence one’s
expectations, including prior experience, word-of-mouth recommendations from other
consumers, and promotional materials [41]. Several studies have been conducted on SQ to
investigate the elements that influence consumer happiness and loyalty [42]. SERVQUAL
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has usually been accepted as the standard for measuring SQ in several service sectors [41].
This method has been chastised for supposedly misrepresenting tourism SQ [12]. As a
result, we created a model tailored to the tourism industry in a developing country like
Pakistan [27,39].

2.4. Theoretical Underpinning and Development of Hypothesis

The tourism sector frequently uses the quality—satisfaction-behavior paradigm to
examine TL and intentions towards travel destinations [3]. The present study employed
the Theory of Reasoned Action and the Theory of Planned Behavior [38] as theoretical
frameworks to examine the phenomenon of TRI in diverse tourism contexts. In addition,
researchers have examined the DI, SQ, E-WOM, and loyalty in conjunction with both
frameworks [15]. Further study reveals that TS [2,40], SQ [41], DI [2], and E-WOM [42]
recommendations can all increase TL [43]. The relationship between the SQ, DI, tourist
satisfaction, E-WOM, SM usage, and tourists’ loyalty has yet to be examined empirically
in the tourism literature. In order to evaluate the role of the DI, SQ, TS, and E-WOM on
TL with the moderating effect of SM in the novel setting of the Pakistani tourism industry,
hypotheses and a conceptual framework have been developed, as shown in Figure 1.
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Figure 1. The theoretical framework of the study.

2.4.1. Destination Image, Tourists” Satisfaction, and Tourists” Loyalty

E-WOM has been used in both direct and indirect studies of the effects of the DI on
TL [15]. Academic studies have shown that E-WOM is an effective advertising method
for various products and services [44—46]. According to Krol [47], E-WOM is an essential
channel for consumers to learn about relevant topics such as SQ, brand products, travel
experiences, and food. Many travel companies now use E-WOM to better serve their
customers by disseminating information about their tours, hotels, and other services [48].
The literature on tourism services indicates that E-WOM positively affects repeat visits and
customer loyalty [49]. In addition, E-WOM handles all marketing and advertising expenses,
allowing you to increase the quality of your services and attract more customers [15].

E-WOM impacts tourists” inclinations to plan trips, revisit places, and endorse tourism
offerings, as it is recognized as a powerful motivator for forming intentions related to
buying, revisiting, or suggesting [38]. Due to its association with visitor retention, E-WOM
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has emerged as a reliable predictor of the DI [50]. Some well-established relationships are
highlighted between the DI and E-WOM and the DI and customer loyalty via E-WOM [48].

Despite the well-established relationships between the DI, E-WOM, and loyalty, there
is disagreement about which aspects of the DI should be considered, how the concepts
should be measured, and so on. Buhali [21] discovered that the DI influences E-WOM and,
by extension, RI. Jeong [51] discovered that the DI significantly positively affects E-WOM,
which influences TL and TS. In comparison, the DI has been shown to have a negative
effect on E-WOM and TL [52].

Researchers have attempted to invert the equation or include additional variables.
Using the consumer-based brand equity framework to test a multi-level model, [53,54]
determined that affective and conative images directly influenced the perceived quality,
customer satisfaction, recommendation, and brand loyalty. Other studies discovered that
the DI influences happiness indirectly via variables such as DS and trust [36,55] or place
attachment and emotional solidarity [30]. Nonetheless, there is consensus that the DI
has a direct effect on TL [48,52]. Several studies discovered that the DI directly impacted
TL, as measured by future visits, referrals, and word of mouth [48,53]. Based on this
overwhelming evidence, the hypotheses of the present study are:

Hypothesis 1 (H1): DI has a significant association with TL.
Hypothesis 2 (H2): DI has a significant association with E-WOM.
Hypothesis 3 (H3): E-WOM has a significant association with TL.

Hyopthesis 4 (H4): E-WOM mediates the relation between DI and TL.

2.4.2. Service Quality, Tourists’ Satisfaction, and Tourists” Loyalty

Several travel and tourism literature studies have found a strong correlation between
PSQ, satisfaction, and TL in a range of tourism contexts [41,56]. Empirical proof that PSQ
positively affects TS, which in turn affects loyalty, was found by Hamanishi [29]. Further-
more, TS mediates PSQ and RI [29]. Previous studies [9,57-59] have established a link
between the TSQ experience, satisfaction, and BI or loyalty in a variety of tourist settings.

However, the study of SQ, TS, and loyalty in the context of the tourism industry in a
developing nation has yet to produce conclusive results. Contrary to Widayati et al.’s [35]
assertions, the likelihood of a revisit or referral from a traveler with a positive BTI is
independent of the quality of their trip. According to Li et al. [56], PSQ did not influence
TL’s attitude towards the Cox’s Bazar beach in Bangladesh, but it did influence their
satisfaction. According to Wu et al. [60], visitors were more satisfied with Bangkok if they
had good experiences with service quality, facilities, safety, and sanitation. Those with
a high PSQ score are more likely to return to a destination with sun and sand, such as
Bangladesh or Spain [61]. Thus, the following hypotheses are proposed:

Hypothesis 5 (H5): Service quality has a significant association with TL.
Hypothesis 6 (H6): Service quality has a significant association with TS.
Hypothesis 7 (H7): Tourists’ satisfaction has a significant association with TL.

Hyopthesis 8 (HS8): Tourists” satisfaction mediates the relation between SQ and TL.

2.4.3. The Moderating Role of Social Media (SM) in the Link between DI and TL

The importance of a DI to tourists, as measured by a destination index, heavily
influences their decision to visit or return. Numerous studies have shown that a positive
Dl is critical to the success of the tourism industry because it increases TS, positive E-WOM,
and repeat visits [61]. For example, Beerl [28] discovered that visitors” perceptions of a DI
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influenced their loyalty and desire to return. Because of the prevalence of social media
(SM), user-generated content such as photos, reviews, and ratings can impact tourists’
perceptions and impressions of a destination [62]. Furthermore, the impact of the DI on TL
can be influenced by social media. According to Moon et al. [63], social media can improve
or degrade TL depending on usage patterns. Positive SM reviews and recommendations,
for example, can boost the DI and TL significantly. Negative reviews and comments, on the
other hand, can have the opposite effect, lowering the DI and TL.

Multiple recent studies support the hypothesis that SM use can weaken the link be-
tween the DI and TL [62]. Oliver [64] found that SM significantly moderated the association
between DIS and TL. The positive effects of the DI on TL were amplified, in particular,
among tourists who used social media more frequently.

Hyopthesis 9 (H9): Social media moderates the relationship between the DI and TL, such that at a
higher level of SM usage, the association between the DI and TL will be stronger.

2.4.4. Moderating the Role of Social Medjia in the Relationship between SQ and TL

The tourism industry has expanded significantly over the years, and SQ has been
identified as a significant factor in TL [65,66]. Researchers have started looking into
how social media affects the relationship between SQ and TL in light of its growing
significance. According to Philipp [67], using social media amplifies the benefits of SQ on
TL. The study found that when tourists interact with other tourists and share their travel
experiences using SM, 5Q’s beneficial effects on customer loyalty are amplified. Social
media provides a platform for tourists to express their opinions, obtain local insight, and
connect with others with similar interests. Podsakoff et al. [68] found that using social
media for trip planning and preparation strengthens the relationship between SQ and
TL. Similar findings were made by Park [69], who discovered that SM usage positively
moderates the relationship between SQ and TS, which affects loyalty. Businesses in the
tourism industry must emphasize providing excellent customer service and engaging with
customers on these platforms as more and more tourists rely on social media for travel
planning and socializing.

Hypothesis 10 (H10): SM moderates the connection between SQ and TL, such that at a high level
of SM usage, the association between SQ and TL will be stronger.

2.4.5. The Moderating Role of Social Media (SM) in the Relationship between DI
and E-WOM

Technology’s advancement and the emergence of social media have drastically altered
how people communicate and share information. E-WOM has become a powerful tool
for consumers to exchange product-related information and convey their opinions. In
the tourism sector, E-WOM has a significant impact on the DI, which influences tourists’
decision-making processes. However, the impact of E-WOM on the DI is not straight-
forward. Several factors may moderate this relationship, such as the source of E-WOM,
the type of information provided, and the context in which it is shared. Social media,
as a platform for E-WOM, has become increasingly popular in the tourism sector. The
moderating effect of social media on the relationship between E-WOM and the DI is of
interest to tourism scholars.

Academic studies have recently examined the moderating effect of SM in the link
between E-WOM and the DI. According to Poon [70], the utilization of social media
platforms such as Trip Advisor or Yelp for communication purposes resulted in a more
pronounced influence of E-WOM on the DI. Consistent with this perspective, the study
conducted by Oliver [64] revealed that SM serves as a moderating variable in the link
between E-WOM and the DI. Furthermore, it is possible that SM platforms could exert
an impact on the nature of the data that tourists disseminate. According to the study
conducted by Priporas [71], review sites tend to emphasize functional aspects of travel,
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such as lodging and transportation, while travel blogs primarily emphasize experiential
travel elements, such as cultural immersion and social interaction.

Moreover, the context in which E-WOM is shared on SM platforms may also moderate
its impact on the DI. For example, Lua [22] found that the influence of E-WOM on the
destination image is stronger when it is shared by credible sources, such as experts or
well-known bloggers. The literature suggests that social media platforms may influence
the type of information shared, the credibility of the source of the DI, and the context in
which it is shared, which may moderate its impact on E-WOM.

Hyopthesis 11 (H11): Social media moderates the relationship between the destination image and
E-WOM, such that at a higher level of social media usage, the association between the destination
image and E-WOM will be stronger.

2.4.6. Moderating Role of Social Media in the Relationship between SQ and TS

Social media platforms have changed how people communicate, share information,
and plan vacations. Travelers may now instantly exchange travel advice, ideas, and reviews
with people worldwide thanks to the spread of social media platforms. Numerous studies
have looked into how SM affects TSQ and TS severity. According to Enrique [24], giving
tourists access to information about tourism services via social media significantly impacts
their happiness. To improve SQ, tourism enterprises can use SM to gather customer
feedback about their experiences. Another study by Chen [8] found that SM plays a
moderating role in the relationship between SQ and TS. The research illustrated that SM
strengthens the impact of SQ on TS by enabling the seamless exchange of information and
feedback between tourists and those in the tourism industry.

Furthermore, a recent study by Parola [66] examined the moderating role of SM in
the link between SQ and TS. The study found that SM enhances the effect of SQ on TS by
providing tourists with personalized and interactive experiences through the SM platform.

Hypothesis 12 (H12): Social media moderates the relationship between SQ and TS, such that at a
higher level of SM usage, the link between SQ and TS will be stronger.

3. Research Methodology
3.1. Research Setting

This study selected Murree, Gilgit-Baltistan, Naran Valley, and Swat Valley as Pak-
istan’s four most popular tourist destinations. The natural beauty, highest peaks, glaciers,
freshwater, lakes, and valleys of these areas make them among the country’s most popular
tourist destinations [1]. The chosen regions are steeped in rich cultural and ethnic diversity,
drawing tourists globally. These localities boast some of the world’s highest resorts, natural
lakes, ancient forts, and numerous pristine natural sites. The recent developments in the
CPEC road and train networks promise heightened accessibility and, consequently, an
anticipated increase in tourist influx. Five of the world’s fourteen tallest mountains are
found in Pakistan’s Gilgit-Baltistan province, including the second-highest peak, K2. These
regions are home to some of the world’s highest resorts, as well as natural lakes, ancient
forts, and many other untouched natural locations that are sure to draw many tourists. His-
torically, these regions have registered robust tourist traffic. For example, Gilgit-Baltistan
alone recorded over 0.4 million international tourists annually before the COVID-19 pan-
demic. However, the pandemic induced a sharp decline, with current estimations showing
a decrease by 50%. To assist readers in visualizing the geographical context of these regions,
we have included a map as Figure 2, pinpointing each area’s location. We chose these
locations to conduct our survey in order to put our theoretical model to the test in the
real world.
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Figure 2. Northern Areas of Pakistan.

3.2. Measurement Instrument

This study focused on six critical areas of investigation among the respondents, in-
cluding E-WOM, social media usage, TL, DI, SQ, and TS. Based on the provided scale,
the response options are assigned numerical values as follows: “strongly disagree” cor-
responds to 1, “disagree” corresponds to 2, “doubtful /neutral” corresponds to 3, “agree”
corresponds to 4, and “strongly agree” corresponds to 5.

SQ was measured using eight items from [72]. Enrique Bigné et al. [24] used four-item
scales to measure the DI. TS was measured using five items [73]. Five items were used
to measure TL [73-75] by asking respondents to rate their agreement with statements
regarding their revisit, recommendation, and WOM. The E-WOM variable consists of five
items adapted from the study of Aiken [62]. Black [42] used a three-item scale to assess
social media usage.

3.3. Sampling Methods and Data Collection

We utilized a convenience sampling approach for this study, directly engaging tourists
visiting the selected destinations between June and August 2022. Our team was positioned
at various strategic points of tourist interest, including hotels, local attractions, and com-
munity centers in the regions of Murree, Gilgit-Baltistan, Naran Valley, and Swat Valley.
Before participating, each tourist was briefed on the study’s objectives and assured of the
anonymity and confidentiality of their responses. Out of the initial 748 responses, 274 came
from the Murree region, 110 from Gilgit-Baltistan, 149 from the Naran Valley, and 215 from
the Swat Valley. In total, 748 questionnaires were collected initially, but 28 were discarded
due to missing data, incomplete sections, or non-participation. The remaining 720 sets were
used as independent units in the final analysis.

3.4. Respondents Profile

Table 1 presents the demographic characteristics of the respondents who completed
the questionnaire. Within the group, the proportion of women (52%) significantly exceeded
that of men (47.4%). The data indicate that 55.1% of the population was in a married status,
and 38.7% of the population was in an unmarried status. In terms of economic stability and
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travel experience, individuals aged 31 to 50 exhibited higher levels compared to those aged
18 to 30 (45%) and individuals above the age of 50 (6%). A mere 12.6% of the population
possessed doctoral degrees, although 29.6% had completed primary or secondary education.
Additionally, 30.8% had attended college to some extent, while 27.1% held a bachelor’s
degree or lower. In the survey, it was found that 41% of the participants reported a monthly
income of less than 50,000 Pakistani rupees (PKR). Additionally, 44.3% of the respondents
reported earning between PKR 51,000 and PKR 80,000, while 14.7% reported earning
between PKR 81,000 and PKR 100,000. It is important to note that the exchange rate used in
this study was USD 1 = PKR 210. The majority of visitors originated from the United States,
accounting for 86.68% of the total, with the remaining 13.22% being visitors from other
countries. The results of the survey indicate that a majority of the respondents, specifically
100 percent, were engaged in full-time employment in various roles. Among the remaining
participants, students accounted for 28.8 percent, while retirees constituted 16.2 percent of
the sample, representing the second- and third-largest groups, respectively. A significant
proportion of participants (87.9%) reported visiting these destinations a maximum of four
times, but a minority (12.1%) indicated having visited them five or more times.

Table 1. Demographic information.

Percentage of

Background Categories No. of Respondents Respondents (%)

Gender Male 378 52.6

Female 342 47.4

Marital status Married 426 59.3

Unmarried 294 40.7
Age 18-30 324 45
31-50 352 49
Above 50 44 6

Education Secondary education 213 29.6

Undergraduate 221 30.8

Graduate 194 27.1

Postgraduate 92 12.6
Income Less than 50,000 295 41

51,000-80,000 318 443

81,000-100,000 107 14.7

Nationality Domestic 631 87.68

International 89 12.32
Employment status Full time 396 55

Students 207 28.8

Retired 117 16.2

Frequency of visits 4 times or less 632 87.9

5 times or above 88 12.1

4. Research Results
4.1. Non-Response Bias

This study investigates non-response bias by comparing respondents’ ages and gen-
ders. The survey received 378 male responses and 342 female responses. Furthermore,
the respondents are divided into two age groups: those under 30 (324 cases) and those
over 30 (312 cases) (396 cases). A multi-group analysis reveals no statistically significant
difference between the two age groups (p > 0.05). The DI and E-WOM, on the other hand,
have a statistically significant gender difference (p < 0.05). A moderation test is performed
to investigate this difference further, which yields no significant results for either gender
(p > 0.05). This finding eliminates the possibility of non-response bias in this study.

This study also divides respondents into those who use social media infrequently
(n =311) and those who use it frequently (n = 409). The findings show significant differ-
ences between the two groups (p < 0.05) and that these differences impact the relationship
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between the SQ and TS, and DI and TL. As a result, social media use is assumed to impact
the study model moderately.

4.2. Common Method Bias Assessment

The data gathering methodology utilized in this study exclusively involved the use
of binary yes/no inquiries. Harman'’s single-factor test (CMB) was employed in order to
investigate potential signs of methodological bias. An exploratory factor analysis (EFA)
was performed on the complete set of 27 questions utilizing Harman'’s single-component
approach [6]. Based on our research findings, the variables that were obtained accounted for
82.11% of the total variation seen in the six rotational components. The initial component
accounts for a mere 34.72 percent of the observed variation, falling short of the customary
50% threshold required for completing a variance analysis via traditional means. Hence,
the data gathered for this study remain essentially unaltered by non-response bias.

4.3. Measurement Model Evaluation

A comprehensive analysis of the precision of the measurement model was performed
using maximum likelihood estimation. Table 1 summarizes these findings. The CFA results
confirm that the measurement model fits the data from the current study well; 2 = 873.369,
df =309, p <0.001; 2/df = 2.826; RMSEA = 0.050, CFI = 0.969, SRMR = 0.026, TLI = 0.965;
2/df = 2.826. Convergent validity investigates an item’s convergent validity in relation to
other constructs in the theoretical model. Standard factor loadings, CR values, reliability test
results, and mean extracted variance were used to determine convergent validity [76,77].
The standardized loadings of all items exceeded the recommended threshold of 0.80,
ranging from 0.824 to 0.938 [46,78] and exceeding the recommended level of 0.80. All model
constructs’ calculated average variance extracted (AVE) values were deemed acceptable.
AVE values for SQ were 0.718, TL was 0.744, TS was 0.823, DI was 0.783, E-WOM was
0.826, and SM was 0.803 (see Table 2). As shown in Table 3, all of these values confirmed
convergent validity. In addition, the squares of the correlations between the constructs were
all less than the reported AVE values in Table 4, indicating discriminant validity [79,80].
Table 5 summarizes the results of this study’s use of the heterotrait-monotrait (HTMT)
method for evaluating discriminant validity [81]. The distribution of ratios less than 0.0 is
considered valid for discriminatory purposes, and the upper limit of the ratio is 0.90. All
six constructs can be discriminators because none of the value distribution numbers for the
construct HTMT test is greater than 0.90.

Table 2. Items, loadings, composite reliability, and average variance explained.

Constructs Items Loadings CR AVE

The scenery and natural features of vacation destinations 0.880

Destination Climate and weather at a tourist destination 0.886
Image Tourists” perceptions of the quality of a destination 0.880 0935 0783

A place that is both exciting and fascinating 0.894

Cleanliness of tourist destinations and the neighborhood 0.852

Outstanding accommodations 0.824

The standard of food and drink 0.849

] ] Sanitation and the tidiness of services 0.849
Service Quality Well-groomed and hygienic service staff 0.847 0953 0718

Courtesy and respect for servants 0.858

Options for public transport to get there 0.849

The standard of transportation services 0.853
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Table 2. Cont.
Constructs Items Loadings CR AVE
I truly enjoyed visiting this beach 0.919
Tourist My needs have been fulfilled by coming to this beach 0.890 0949 0.823
Satisfaction This tour has surpassed what I anticipated 0.938 ' '
I’'m happy with the time and money I invested in this place 0.881
I frequently rely on the travel reviews of others to assist me in selecting 0.938
captivating attractions )
Before embarking on trips to specific tourist spots, I commonly gather insights
E-WOM from online travel reviews written by fellow explorers 0848 0.934 0.826
Travel reviews are posted online to boost my confidence in visiting these 0.937
tourist destinations ’
My friends on social media frequently ask me for recommendations on new 0.928
vacation destinations '
Social Media I'have interacted with friends on various social media platforms regarding 0.925 0.803
Usage . . o 0.857
potential holiday destinations
The most remarkable holiday advice I've ever received came from my friends ~ 0.903
Iintend to return to the beach 0.867
I am ready to invest both time and money to return to the beach 0.865
Tourist Loyalty My family, colleagues, and I are planning a trip to the beach soon 0.893 0.936 0.744
Iintend to share positive word about the beach 0.842
I'would advise others to explore this beach 0.845
Table 3. Discriminant validity.
Constructs SQ TL TS DI E-WOM SM
SQ 0.848
TL 0.320 *** 0.863
TS 0.317 *** 0.439 *** 0.907
DI 0.266 *** 0.409 *** 0.327 *** 0.885
E-WOM 0.308 *** 0.331 *** 0.338 *** 0.350 *** 0.909
SM 0.307 *** 0.317 *** 0.240 *** 0.325 *** 0.271 *** 0.896
Note: ** =p < 0.001.
Table 4. Heterotrait-monotrait results.
SQ TL TS DI E-WOM SM
SQ
TL 0.319
TS 0.317 0.440
DI 0.265 0.411 0.327
E-WOM 0.317 0.335 0.345 0.358
SM 0.310 0.324 0.243 0.325 0.288
Table 5. Results of direct relationships.
Hypothesis Path Beta Weight SE T-Value p-Value Result
H1 TL < DI 0.258 0.039 6.616 e Supported
H2 E-WOM «+ DI 0.350 0.046 9.155 xHx Supported
H3 TL <~ E-WOM 0.118 0.031 3.082 ** Supported
H5 TL <+ SQ 0.141 0.034 3.747 e Supported
Hé6 TS < SQ 0.317 0.043 8.289 xrx Supported
H7 TL < TS 0.297 0.031 7.799 e Supported

Note: ** =p < 0.001; ** =p < 0.01.
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The internal consistency of each latent construct was calculated by indicating the
composite reliability (CR) values for all model constructs. SQ’s composite reliability values
are 0.953, TL's are 0.936, TS’s are 0.949, DI’s are 0.935, E-WOM'’s 0.934, and SM’s are 0.925;
these values are higher than the suggested cutoffs of 0.70 [82]. This suggests that the
model’s latent constructs are internally consistent. The outcomes of this phase showed that
every scale item in the suggested model is reliable and valid.

4.4. Structural Model Evaluation

In the structural model analysis, all path coefficients were estimated at once. Utilizing a
mediator enabled us to isolate the indirect effect [83]. The results indicate that the structural
model meets the proposed threshold indices of model fitness [83]. CFI = 0.956, TLI = 0.950,
and RMSEA = 0.064; x? = 965,716; df = 246; p < 0.001.

The results of testing the hypotheses were presented with a t-value and p-value (level
of significance). In a quantitative empirical study, an idea is more likely to be accepted if
its t-value is greater than 2.58 and its p-value is less than the significance level [83]. We
observed a direct and statistically significant relationship between TL and the DI, consistent
with H1 (0.258, p < 0.001). This lends credence to the idea that people will stay put longer if
they have a positive impression of a place. Regarding H2, we found a direct and statistically
significant effect of the DI on positive E-WOM (0.350, p< 0.001), demonstrating that a better
opinion of a tourist destination is connected to overall positive word of mouth. The results
thus supported the importance of a clear perception of the tourism destination in enhancing
E-WOM for the destination as a whole. The findings demonstrated that E-WOM affects
TL (0.118, p < 0.002) and that the higher the positive E-WOM, the more likely visitors
will want to return to the location. Thus, H3 is supported. Hypothesis 5 is supported by
the statistically significant (p < 0.001) correlation (0.0141) between SQ and TL. The direct
and considerable impact of SQ on TL supports hypothesis 5 in this case. Additionally,
the findings showed that SQ had a direct and significant impact on TS (0.317, p < 0.001),
demonstrating that tourists are happier when they travel to a place that offers excellent
service. This gives H6 much solid backing. As expected, the direct effect of TS on TL was
statistically significant and positive (0.297%, p < 0.001). This helps H6 in some way:.

R2 indicates how the independent variables can explain a given construct. With an
R2 value of 0.236, we can conclude that the variables of interest (DI, E-WOM, SQ, and TS)
explain 23.6% of the total variance in TL. The DI explains 12.3% of the conflict in the model,
as indicated by the R2 values of 0.123 for E-WOM and 0.100 for TS, whereas SQ explains
10% of the variance.

This study used the AMOS mediation analysis with the bias-corrected bootstrapping
method developed [78] at a 95% confidence interval to estimate the indirect effects and test
the mediation hypotheses H4 and H5. The bootstrapping method (5000 iterations) was
chosen because it is a non-parametric test that calculates indirect effects by repeatedly sam-
pling the data set. The mediation analysis results (Table 6) confirm the indirect relationship
between the DI and TL (indirect effect 0.041, CI 0.016 to 0.071) through E-WOM and SQ
and TL (indirect effect 0.094, CI 0.066 to 0.132) through TS was significant, thus supporting
hypotheses H4 and H8. As shown in Table 6, E-WOM partially mediated the effect of the
DI on TL. Similarly, SQ affects TL through partial mediation of TS.

Table 6. Results of mediation analysis.

Direct Indirect Lower Upper

Hypothesis Path Effect Effect Limit  Limit Result
H4 TL < E-WOM « DI 0258 *** 0.041 ** 0.016 0071 Partial Med.
HS TL « TS + SQ 0.141 *** 0.004 ** 0.066 0132  Partial Med.

Note: *** =p <0.001; ** = p < 0.01.

This study uses a moderation analysis using the [84] interaction approach in AMOS
24.0 to further explore the integrity of hypotheses 9 and 10. According to Chin. [85] and
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Beerli [86], the mean-centered dependent variables (E-WOM, TS, and TL), independent
variables (DI and SQ), and moderating variable (SM usage) are used to address the potential
for multicollinearity in the moderation outcomes. We first entered the data on the means
of the independent variables before generating interactions (product terms) between the
independent variables and the moderator to investigate how SM moderates the relationship
between the DI and TL, SQ and TL, DI and E-WOM, and SQ and TS in AMOS 24.0.

The findings revealed that SM significantly and negatively moderates the relationship
between the DI and TL, and SQ and TS, confirming this study’s moderation hypotheses.
As shown in Table 7, the interaction (3 = —0.092, CR = —2.467, p < 0.014) of SM and the
DI moderates the link between the DI and TL negatively, and the interaction (3 = —0.097,
CR =—-2.599, p < 0.009) of SM and SQ moderates the relationship between SQ and TS,
thus supporting hypotheses 10 and 11. However, the interaction (3 = —0.037, t = —1.023,
p <0.306) of SM and SQ does not moderate the relation between SQ and TL, and the
interaction (3 = —0.030, f = —0.805, p < 0.421) of SM and the DI does not moderate the link
between the DI and E-WOM, thus rejecting hypotheses 9 and 12.

Table 7. Results of moderation analysis.

Moderation Analysis

Hypothesis Relationships Estimates S.E C.R Decision
H9 ZC_TL + SM_X_SQ —0.037 0.033 —1.023 Not Supported
H10 ZC_TL <~ SM_X_DI —0.092 0.032 —2.467 Supported
H11 ZC_TS +- SM_X_SQ —0.097 0.034 —2.599 Supported
H12 ZC_E-WOM <« SM_X_DI —0.030 0.033 —0.805 Not Supported

Following the recommendations of Almeida-Santana [87], we also estimated the effects
of low and high usage of SM on the relationship between the DI and TL, SQ, and TS (the
accepted hypothesis). We drew short slopes for low and high SM usage to achieve this.
The slope test reveals a significant relationship between the DI and TL in Figures 3 and 4,
but only at high levels of SM usage (3 = 0.345, p < 0.001) and at low levels of information
sharing (3 = 0.135, p < 0.05). The relationship between SQ and TS is significant when
there is a high level of SM usage (3 = 0.386, p < 0.001) and a low level of information
sharing (3 = 0.185, p < 0.001). However, in both cases, the positive relationship between
the independent variables (i.e., DI and SQ) and dependent variables (i.e., TL and TS) is
stronger for the high level of SM usage and weaker for the low level of SM usage.

5 —
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y=0.69x + 1.816 == Low SM
== High SM

y =0.322x + 2.666

Linear (Low SM)
—— Linear (High 5M)

Tourist Loyalty
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| |

[~
|

=
n
|

Low DI High DI

Figure 3. Moderation effect of social media on the relationship between destination image and
tourist loyalty.
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Figure 4. Moderation effect of social media on the relationship between service quality and
tourist satisfaction.

5. Discussion

The primary goal of this study was to investigate the impact of the SQ, DI, E-WOM,
and TS on the retention of foreign tourists in a tourism environment typical of a developing
country. This study’s empirical findings indicate that the SQ and DI have a significant,
positive effect on TL (H1 and H5). Based on the available evidence, it can be inferred
that offering exceptional services and additional benefits has the capacity to enhance the
positive perception of a tourist destination among its visitors. The results of this study
confirm the importance of the SQ and DI as dependable measures of TL with respect to the
tourism industry in Pakistan. The significance of service quality in fostering tourist loyalty
is paramount as it possesses the capability to impact the overall tourist experience. Tourists
exhibit a tendency to exhibit loyalty towards destinations that offer high-quality services,
as this has a favorable impact on their overall level of contentment. The referenced study
of Andriani [88] revealed that SQ in China exhibited a noteworthy ability to predict TL.
A research investigation carried out in Taiwan [83] revealed the existence of a favorable
association between SQ and TL. The significance of the destination image (DI) in forecasting
tourist loyalty is noteworthy. The depiction of a travel destination in visual form possesses
the capability to establish an affective connection with tourists, consequently impacting
their inclination to revisit. The loyalty of Korean travelers was found to be significantly
impacted by the DI [89]. A positive correlation between the DI and TL was discovered in a
study conducted by Mohamad et al. [84].

Numerous studies have been conducted in Pakistan on the variables influencing
TL. A substantial association between SQ and TL was found in Pakistan by Hussain and
colleagues [4] during their inquiry. In Pakistan, Widayati [35,90] found that the DI had a
beneficial impact on TL.

The study revealed that the perception of the DI had a significant and favorable effect
on E-WOM, as per hypothesis 2. As per the study, E-WOM holds substantial importance
in shaping the behavior of tourists, including their decision to visit, level of contentment
with the destination, and inclination to endorse the destination to others. E-WOM can
have a significant impact on a potential visitor’s decision to visit a website, both positively
and negatively. Several studies have linked E-WOM favorably with recurrent visitors. For
example, E-WOM increased customer loyalty [88,90]. Similarly, it was discovered that
E-WOM positively and substantially influenced TL (H3). In today’s digital era, when
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an increasing number of tourists rely on the Internet to plan trips and make purchasing
decisions, the relationship between E-WOM and tourist loyalty is more vital than ever.

Several studies have identified a positive relationship between E-WOM and customer
loyalty. For instance, a study conducted by [91] provides evidence that E-WOM significantly
influences the likelihood of repeat visits to Hong Kong by travelers. Furthermore, Azhar
et al. [92] have found a noteworthy association, indicating that positive E-WOM has a
considerable impact on tourist satisfaction, which in turn affects TL.

The study also found that for Pakistani tourist destinations, SQ directly affects TS
(H6), and TS indirectly affects TL (H7). These results align with previous research that
has empirically demonstrated the relationship between TS and TL and between TS and
5Q [11,13,29,65,70,92]. The results of the study show that SQ is a critical determinant of
TS, which in turn influences TL towards tourism destinations in Pakistan. High-quality
service can help create positive experiences for tourists, increase their satisfaction with a
destination, and encourage them to become loyal customers.

The findings of this study also indicate that E-WOM mediates the relationship between
the DI and TL within the context of Pakistan’s tourism industry (H4). Several prior studies
have highlighted the significance of the DI in influencing tourist behavior, such as loyalty.
For instance, a study discovered that the DI substantially affects TL in Spain [32,85].

The study also confirmed H4, the mediation effect of E-WOM in the link between
the DI and TL. Therefore, considering online reviews and advice from other travelers can
improve the usefulness of TL in a particular destination. These findings align with earlier
research [82,92], demonstrating how Internet communication significantly affects tourists’
perceptions and actions.

It was found that TS mediated the link between SQ and TL in the Pakistani hotel
sector (H8). The results are in line with the examination of travel. Research shows that TS
is a critical mediator between SQ and TL [85]. The value of TS and its role as a mediator
between TL and SQ has been shown in numerous studies [43,87,90].

Opverall, these findings suggest that tourist satisfaction plays a crucial role in linking SQ
and TL. SQ is a critical determinant of TS, which in turn influences TL towards a destination.
Therefore, it is essential for tourism stakeholders to focus on providing high-quality services
that meet the expectations of tourists and create positive experiences for them. Additionally,
it is crucial to ensure that tourists’ satisfaction is continuously monitored and improved to
maintain their loyalty towards the destination.

5.1. Theoretical Implications

There is very little analysis of the relationship between the SQ, DI, E-WOM, and TS
and customer loyalty in the tourism literature. As a result, this study has several significant
theoretical ramifications for studying tourist behavior, particularly tourism in developing
countries. This study shows that TL is significantly influenced by both the SQ and DI
Although the SQ, DI, and TL have previously been used to investigate TBI in tourism
contexts, little empirical research has been conducted to examine the effect of the SQ and DI
as antecedents of TL in Bl and the loyalty process in the tourism industry [80,88,89,92]. The
current findings provide theoretical support for the idea that the SQ and DI are significant
factors in shaping a positive perception of tourism destinations in Pakistan, even though
their relationship with TL has received relatively little attention. This is true even though
relatively little research has been conducted on this topic.

Secondly, the data show that SQ significantly affects TS regarding visiting destinations.
Few studies have claimed that SQ significantly predicts TS behavior [72,73]. The impact
of visitors’ satisfaction on their attitudes towards returning to travel destinations has not
been thoroughly studied. In addition, the empirical analysis of the impact of the DI and
E-WOM on the propensity of tourists to return to their previous destinations is novel
and unmatched.

Additionally, for the two direct paths connecting the DI and SQ to revisit a previ-
ously visited tourist destination, the coefficient of the DI was higher than that of the SQ.
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This proposes that the DI is the most vital factor influencing visitors” intentions to visit a
particular destination again. The current research findings suggest that visitors’ satisfac-
tion levels favorably impact their propensity to visit well-liked tourist attractions again.
Despite the common assumption that satisfaction and attitudes are similar, few studies
have examined their relationship [64]. These findings establish a theoretical basis for user
satisfaction and attitude to revisit as independent variables in behavioral intention models
by demonstrating a causal relationship between the two concepts under consideration.
The significance of E-WOM in the decision-making process of tourists is demonstrated by
the study’s fourth finding: the significance of the destination image in shaping tourists’
perceptions of destinations and their loyalty to them. Also emphasized is the significance
of E-mediating WOM'’s role in the relationship between a DI and the loyalty of its visitors.
Fifthly, this finding emphasizes the significance of comprehending the interactions between
offline and online travel experiences. A vacation involves more than just what tourists
can do and buy. They also use digital platforms to communicate with and learn about the
destination. This finding suggests that SM usage can affect the way tourists perceive and
evaluate the SQ and DI, which, in turn, influences their satisfaction and E-WOM. It was also
found that the literature, particularly about the moderating role of SM, hardly addressed
the integrated relationship between the DI, SQ, TS, and E-WOM in a single model for the
loyalty process. Although the relationships between these variables have previously been
examined separately, the current study’s findings support the idea that they should instead
be included in a single model.

5.2. Practical Implications

Currently, most tourist destinations compete for market share locally and internation-
ally [60]. As a result, this study’s findings would provide policymakers and destination
marketers for tourism in Pakistan and other developing countries with new information
and practical implications. A higher service quality and DI are critical for increasing tourist
revisit intentions (TRIs) in Pakistan’s tourism destinations. According to Saini. [74], en-
hancing the destination’s image and improving visitors’ perceptions of service quality are
essential for retaining current visitors. In order to improve the reputation of tourism desti-
nations, destination marketers must pay close attention to crucial service indicators, such
as hygiene and cleanliness at the tourist destination and in the neighborhood, employee-
oriented services, and food and lodging options. Additionally, this study found that
E-WOM and TS were effective predictors of tourists” destination loyalty. Tourism stake-
holders should prioritize the promotion of positive E-WOM about the destination because
visitor loyalty is crucial for the sustainability of the tourism industry. This can be performed
by using a variety of tactics, such as encouraging visitors to share their positive online inter-
actions, interacting with visitors on social media platforms, and responding to unfavorable
remarks and reviews. This further implies that without improving the DI, TS, and E-WOM,
the destination loyalty would decline [59,86,91,92]. The tourism destinations and general
perception of developing countries like Pakistan as travel destinations are insufficient to
attract foreign visitors. As a result, destination marketers should plan to enhance their
destination’s reputation by highlighting its reputation as one of the world’s most beautiful
mountainous regions, site tour attractions, and tourism destinations with distinctive beauty.
This would boost visitor satisfaction, favorable attitudes, and place loyalty.

Given the demographic skew towards domestic responses in our study, practitioners
aiming to attract foreign tourists should be cognizant of the diverse cultural expectations
and preferences this demographic entails. Our findings, particularly those regarding the
service quality and destination image, may require nuanced adaptation to cater effectively
to a global audience.

5.3. Study Limitations and Future Research Avenues

Initial limitations on the scope of this study are imposed by the proposed loyalty
model and suggested directions for pursuing it. Due to inherent cultural differences, every
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paradigm can only be universally successful and globally competitive [75,76]. The hypothe-
sized relationship between variables in the proposed model should be reexamined in TD’s
research. Returning customers may have a different experience than newcomers regarding
perceptions and loyalty development. Any future studies on the variables influencing DL
must include both types of visitors. Thirdly, people’s perceptions of the DI can vary depend-
ing on their political stance, religion, ethnicity, and culture [91]. As a result, future studies
should classify images according to demographic factors like ethnicity, age, education,
religion, and more. Fourthly, future research should incorporate separate measurements
of the DI and SQ to increase the explanatory power of TL prediction models. As evidence
suggests that social media and the Internet can induce behavioral and attitudinal loyalty,
future studies should examine the relationship between the information sources used and
destination loyalty [92]. Finally, each respondent was treated as an independent unit of
analysis, so the tourist demographic profile and the multi-group sample were ignored.
Shortly, another loyalty model in the same context will be empirically examined using
mediating and moderating variables.

This study’s scope was initially confined by the demographic composition of our sam-
ple, which consisted predominantly of domestic tourists, with foreign tourists accounting
for only 12% of respondents. The limited representation of foreign tourists, particularly
the insufficient diversity in their countries of origin, introduces a potential bias that future
research should aim to rectify. Subsequent studies could enhance the validity of the findings
by involving a more globally representative sample, thereby capturing the multifaceted
nature of foreign tourists” expectations and experiences.

Moreover, our survey did not fully explore the cultural dynamics and specific regional
preferences of foreign tourists, an aspect that future studies could investigate in depth.
Diversifying the sample to include a broader spectrum of nationalities would provide more
comprehensive insights and aid stakeholders in formulating strategies that resonate on a
global scale.

Author Contributions: The research study was a collaborative effort with equal contributions from
all authors. A.R.,, M.H., N.F. and S.M.A.S. were responsible for conceptualization, H.E.-G., SM.A.S.,
AR. and M.H. were involved in the methodology, validation was carried out by M.H., SM.A.S,,
H.E.-G. and N.F. performed formal analysis, an investigation was conducted by A.R., SM.A.S.,
H.E.-G. and M.H., N.F. and S.M.A.S. provided resources, and S.M.A.S. and H.E.-G. curated the data.
M.H., H.E.-G. and S.M.A.S. wrote the initial draft. In contrast, H.E.-G., N.F. and A.R. were involved
in writing reviews and editing. S.M.A.S. and H.E.-G. handled visualization, and M.H. and SM.A.S.
oversaw supervision. All authors have read and agreed to the published version of the manuscript.

Funding: This research received no external funding.

Institutional Review Board Statement: The research was carried out following all necessary ethical
considerations and protocols.

Informed Consent Statement: Every individual involved in the study granted informed consent
before taking part.

Data Availability Statement: The results are based on the data (primary data) that are available.

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

1. Jeong, Y,; Kim, S. A study of event quality, destination image, perceived value, tourist satisfaction, and destination loyalty among
sport tourists. Asia Pac. ]. Mark. Logist. 2020, 32, 940-960. [CrossRef]

2. Allameh, SM.; Pool, ].K,; Jaberi, A.; Salehzadeh, R.; Asadi, H. Factors influencing sport tourists” revisit intentions: The role
and effect of destination image, perceived quality, perceived value and satisfaction. Asia Pac. J. Mark. Logist. 2015, 27, 191-207.

[CrossRef]

@

Jones, P. A review of the UK’s tourism recovery plans post COVID-19. Athens |. Tour. 2022, 9, 9-18. [CrossRef]

4. Kanwel, S,; Lingqgiang, Z.; Asif, M.; Hwang, J.; Hussain, A.; Jameel, A. The influence of destination image on tourist loyalty and
intention to visit: Testing a multiple mediation approach. Sustainability 2019, 11, 6401. [CrossRef]


https://doi.org/10.1108/APJML-02-2019-0101
https://doi.org/10.1108/APJML-12-2013-0159
https://doi.org/10.30958/ajt.9-1-1
https://doi.org/10.3390/su11226401

Sustainability 2023, 15, 16601 18 of 21

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

27.

28.

29.

30.

31.

32.

Alalwan, A.A. Mobile food ordering apps: An empirical study of the factors affecting customer e-satisfaction and continued
intention to reuse. Int. J. Inf. Manag. 2020, 50, 28—44. [CrossRef]

Yoon, Y.; Uysal, M. An examination of the effects of motivation and satisfaction on destination loyalty: A structural model. Tour.
Manag. 2005, 26, 45-56. [CrossRef]

Baloch, Q.B.; Shah, S.N.; Igbal, N.; Sheeraz, M.; Asadullah, M.; Mahar, S.; Khan, A.U. Impact of tourism development upon
environmental sustainability: A suggested framework for sustainable ecotourism. Environ. Sci. Pollut. Res. 2023, 30, 5917-5930.
[CrossRef]

Chen, C.F; Chen, ES. Experience quality, perceived value, satisfaction and behavioral intentions for heritage tourists. Tour. Manag.
2010, 31, 29-35. [CrossRef]

Chen, Y,; Li, R.; Zhang, P; Liu, X. The moderating role of state attachment anxiety and avoidance between social anxiety and
social networking sites addiction. Psychol. Rep. 2020, 123, 633—647. [CrossRef]

Cheung, C.M.; Thadani, D.R. The impact of electronic word-of-mouth communication: A literature analysis and integrative
model. Decis. Support Syst. 2012, 54, 461-470. [CrossRef]

Zhang, J.; Adhikari, D.; Fahmy, S.; Kang, S. Exploring the impacts of national image, service quality, and perceived value on
international tourist behaviors: A Nepali case. J. Vacat. Mark. 2020, 26, 473-488. [CrossRef]

Chen, P.T.; Hu, H.H.S. The mediating role of relational benefit between service quality and customer loyalty in airline industry.
Total Qual. Manag. Bus. Excell. 2013, 24, 1084-1095. [CrossRef]

Chi, X.; Han, H. Emerging rural tourism in China’s current tourism industry and tourist behaviors: The case of Anji County. J.
Travel Tour. Mark. 2021, 38, 58-74. [CrossRef]

Buhalis, D.; Law, R. Progress in information technology and tourism management: 20 years on and 10 years after the Internet—The
state of eTourism research. Tour. Manag. 2008, 29, 609-623. [CrossRef]

Chan, W.C.; Wan Ibrahim, W.H.; Lo, M.C.; Mohamad, A.A ; Ramayah, T.; Chin, C.H. Controllable drivers that influence tourists’
satisfaction and revisit intention to Semenggoh Nature Reserve: The moderating impact of destination image. J. Ecotour. 2022, 21,
147-165. [CrossRef]

Kim, WH.; Lee, C.; Kim, S. The influence of Hallyu on Africans’ perceptions of Korea: The moderating role of service quality.
Sustainability 2020, 12, 3245. [CrossRef]

Kozak, M.; Rimmington, M. Tourist satisfaction with Mallorca, Spain, as an off-season holiday destination. J. Travel Res. 2000, 38,
260-269. [CrossRef]

Kumail, T,; Sadig, M.; Ali, W.; Sadiq, F. The impacts of tourism development on income inequality: How does tourism capital
investment contribute to income distribution? Tourism Agenda 2030. Tour. Rev. 2023, 78, 630-645. [CrossRef]

Henseler, J.; Ringle, C.M.; Sarstedt, M. A new criterion for assessing discriminant validity in variance-based structural equation
modeling. |. Acad. Mark. Sci. 2015, 43, 115-135. [CrossRef]

Cimbaljevi¢, M.; Bu¢i¢, A. Competitiveness of a travel destination—A case study of Montenegro in relation to relevant models of
competitiveness. In Iscontour 2015—Tourism Research Perspectives: Proceedings of the International Student Conference in Tourism
Research; Books on Demand: Norderstedt, Germany, 2015; pp. 271-284.

Cohen, S.; Kamarck, T.; Mermelstein, R. A global measure of perceived stress. J. Health Soc. Behav. 1983, 24, 385-396. [CrossRef]

Lua, D.T. Examining some factors affecting to traveling intention of Son Doong Cave. Master’s Thesis, University of Tampere,
Tampere, Finland, 2016.

Culi¢, M.; Vuji¢i¢, M.D.; Kalini¢, C.; Dunji¢, M.; Stankov, U.; Kovaci¢, S.; Vasiljevi¢, D.A.; Andelkovi¢, 7. Rookie tourism
destinations—The effects of attractiveness factors on destination image and revisit intention with the satisfaction mediation effect.
Sustainability 2021, 13, 5780. [CrossRef]

Enrique Bigné, J.; Sanchez, I.; Andreu, L. The role of variety seeking in short and long run revisit intentions in holiday destinations.
Int. . Cult. Tour. Hosp. Res. 2009, 3, 103-115. [CrossRef]

Hayes, A.F,; Preacher, K.J. Quantifying and testing indirect effects in simple mediation models when the constituent paths are
nonlinear. Multivar. Behav. Res. 2010, 45, 627-660. [CrossRef] [PubMed]

Fornell, C.; Larcker, D.E. Structural equation models with unobservable variables and measurement error: Algebra and statistics.
J. Mark. Res. 1981, 18, 382-388. [CrossRef]

Govindarajo, N.S.; Khen, M.H.S. Effect of service quality on visitor satisfaction, destination image and destination loyalty—
practical, theoretical and policy implications to avitourism. Int. J. Cult. Tour. Hosp. Res. 2020, 14, 83-101.

Hair, J.E, Jr.; Matthews, L.M.; Matthews, R.L.; Sarstedt, M. PLS-SEM or CB-SEM: Updated guidelines on which method to use.
Int. . Multivar. Data Anal. 2017, 1, 107-123. [CrossRef]

Beerli, A.; Martin, ].D. Factors influencing destination image. Ann. Tour. Res. 2004, 31, 657-681. [CrossRef]

Hamanishi, J.; Mandai, M.; Ikeda, T.; Minami, M.; Kawaguchi, A.; Murayama, T.; Kanai, M.; Mori, Y.; Matsumoto, S.; Chikuma, S.;
et al. Safety and antitumor activity of anti—-PD-1 antibody, nivolumab, in patients with platinum-resistant ovarian cancer. J. Clin.
Oncol. 2015, 33, 4015-4022. [CrossRef]

Hennig-Thurau, T.; Gwinner, K.P.; Walsh, G.; Gremler, D.D. Electronic word-of-mouth via consumer-opinion platforms: What
motivates consumers to articulate themselves on the internet? J. Interact. Mark. 2004, 18, 38-52. [CrossRef]

Arnegger, J.; Herz, M. Economic and destination image impacts of mega-events in emerging tourist destinations. J. Destin. Mark.
Manag. 2016, 5, 76-85. [CrossRef]


https://doi.org/10.1016/j.ijinfomgt.2019.04.008
https://doi.org/10.1016/j.tourman.2003.08.016
https://doi.org/10.1007/s11356-022-22496-w
https://doi.org/10.1016/j.tourman.2009.02.008
https://doi.org/10.1177/0033294118823178
https://doi.org/10.1016/j.dss.2012.06.008
https://doi.org/10.1177/1356766720942559
https://doi.org/10.1080/14783363.2012.661130
https://doi.org/10.1080/10548408.2020.1862026
https://doi.org/10.1016/j.tourman.2008.01.005
https://doi.org/10.1080/14724049.2021.1925288
https://doi.org/10.3390/su12083245
https://doi.org/10.1177/004728750003800308
https://doi.org/10.1108/TR-08-2022-0378
https://doi.org/10.1007/s11747-014-0403-8
https://doi.org/10.2307/2136404
https://doi.org/10.3390/su13115780
https://doi.org/10.1108/17506180910962113
https://doi.org/10.1080/00273171.2010.498290
https://www.ncbi.nlm.nih.gov/pubmed/26735713
https://doi.org/10.1177/002224378101800313
https://doi.org/10.1504/IJMDA.2017.087624
https://doi.org/10.1016/j.annals.2004.01.010
https://doi.org/10.1200/JCO.2015.62.3397
https://doi.org/10.1002/dir.10073
https://doi.org/10.1016/j.jdmm.2015.11.007

Sustainability 2023, 15, 16601 19 of 21

33.

34.

35.

36.

37.

38.

39.
40.

41.

42.

43.

44.

45.

46.
47.

48.

49.

50.

51.
52.

53.

54.

55.

56.

57.

58.

59.

60.

61.

Hernéndez-Rojas, R.D.; Huete Alcocer, N. The role of traditional restaurants in tourist destination loyalty. PLoS ONE 2021, 16,
e0253088. [CrossRef]

Herrero-Crespo, A.; San Martin-Gutiérrez, H.; Collado-Agudo, J.; Garcia-de-los-Salmones-Sdnchez, M.D.M. Destination loyalty
and pandemic risks: Revisiting the study of tourist loyalty during the COVID-19 pandemic. Tour. Hosp. Res. 2022. [CrossRef]
Wantara, P; Irawati, S.A. Relationship and impact of service quality, destination image, on customer satisfaction and revisit
intention to Syariah Destination in Madura, Indonesia. Eur. J. Bus. Manag. Res. 2021, 6, 209-215. [CrossRef]

Widayati, C.C.; Ali, H.; Permana, D.; Nugroho, A. The role of destination image on visiting decisions through word of mouth in
urban tourism in Yogyakarta. Int. J. Innov. Creat. Chang. 2020, 12, 177-196.

Wright, L.B.; Haug, ].C.; Huckabee, A. Blueprint for retail website design: Attracting and retaining millennial online shoppers. J.
Internet Commer. 2019, 18, 170-196. [CrossRef]

Hosany, S.; Ekinci, Y.; Uysal, M. Destination image and destination personality. Int. J. Cult. Tour. Hosp. Res. 2007, 1, 62-81.
[CrossRef]

Ajzen, 1. From Intentions to Actions: A Theory of Planned Behavior; Springer: Berlin/Heidelberg, Germany, 1985; pp. 11-39.
Belwal, R.; Amireh, M. Service quality and attitudinal loyalty: Consumers’ perception of two major telecommunication companies
in Oman. Arab. Econ. Bus. J. 2018, 13, 197-208. [CrossRef]

Han, H.; Kim, Y. An investigation of green hotel customers” decision formation: Developing an extended model of the theory of
planned behavior. Int. J. Hosp. Manag. 2010, 29, 659-668. [CrossRef]

Birdir, S.S.; Dalgic, A.; Birdir, K. Destination marketing and destination image. In The Routledge Handbook of Destination Marketing;
Routledge: London, UK, 2018; pp. 71-81.

Black, W.; Babin, B.]. Multivariate data analysis: Its approach, evolution, and impact. In The Great Facilitator: Reflections on the
Contributions of Joseph F. Hair, Jr. to Marketing and Business Research; Springer International Publishing: Cham, Switzerland, 2019;
pp. 121-130.

Hsu, F.C.; Scott, N. Food experience, place attachment, destination image and the role of food-related personality traits. J. Hosp.
Tour. Manag. 2020, 44, 79-87. [CrossRef]

Li, C; Lv, X,; Scott, M. Understanding the dynamics of destination loyalty: A longitudinal investigation into the drivers of revisit
intentions. Curr. Issues Tour. 2023, 26, 323-340. [CrossRef]

Chevalier, ].A.; Mayzlin, D. The effect of word of mouth on sales: Online book reviews. J. Mark. Res. 2006, 43, 345-354. [CrossRef]
Chi, C.G.Q.; Qu, H. Examining the structural relationships of destination image, tourist satisfaction and destination loyalty: An
integrated approach. Tour. Manag. 2008, 29, 624-636. [CrossRef]

Hu, F; Shen, H. Memorable Tourism experiences, destination image, satisfaction, and revisit intention of Chinese outbound
Tourists to south pacific islands. In Advances in Hospitality and Leisure; Emerald Publishing Limited: Bingley, UK, 2021; Volume 17,
pp. 103-128.

Krol, K.; Zdonek, D. Most Often Motivated by Social Media: The Who, the What, and the How Much—Experience from Poland.
Sustainability 2021, 13, 11193. [CrossRef]

Manzoor, E; Wei, L.; Asif, M.; Haq, M.Z.U.; Rehman, H.U. The contribution of sustainable tourism to economic growth and
employment in Pakistan. Int. |. Environ. Res. Public Health 2019, 16, 3785. [CrossRef]

Jenkins, O.H. Understanding and measuring tourist destination images. Int. J. Tour. Res. 1999, 1, 1-15. [CrossRef]

Jeong, E.; Jang, S.S. Restaurant experiences triggering positive electronic word-of-mouth (eWOM) motivations. Int. J. Hosp.
Manag. 2011, 30, 356-366. [CrossRef]

Hasan, M.K.; Abdullah, S.K.; Lew, T.Y.; Islam, ML.F. The antecedents of tourist attitudes to revisit and revisit intentions for coastal
tourism. Int. J. Cult. Tour. Hosp. Res. 2019, 13, 218-234. [CrossRef]

Kusdibyo, L. Tourist loyalty to hot springs destination: The role of tourist motivation, destination image, and tourist satisfaction.
Leisure/Loisir 2022, 46, 381-408. [CrossRef]

Lee, R.; Lockshin, L. Halo effects of tourists” destination image on domestic product perceptions. Australas. Mark. J. 2011, 19, 7-13.
[CrossRef]

Li, X.; Feng, J.; Meng, Y.; Han, Q.; Wu, F; Li, J. A unified MRC framework for named entity recognition. arXiv 2019,
arXiv:1910.11476.

Kuhzady, S.; Cakici, C.; Olya, H.; Mohajer, B.; Han, H. Couchsurfing involvement in non-profit peer-to-peer accommodations and
its impact on destination image, familiarity, and behavioral intentions. . Hosp. Tour. Manag. 2020, 44, 131-142. [CrossRef]
Lugman, A.; Cao, X.; Ali, A.; Masood, A.; Yu, L. Empirical investigation of Facebook discontinues usage intentions based on SOR
paradigm. Comput. Hum. Behav. 2017, 70, 544-555. [CrossRef]

Wu, H.C. The effects of customer satisfaction, perceived value, corporate image and service quality on behavioral intentions in
gaming establishments. Asia Pac. ]. Mark. Logist. 2014, 26, 540-565. [CrossRef]

Wu, H.C,; Cheng, C.C.; Chen, Y.C.; Hong, W. Towards green experiential loyalty: Driving from experiential quality, green
relationship quality, environmental friendliness, green support and green desire. Int. J. Contemp. Hosp. Manag. 2018, 30, 1374-1397.
[CrossRef]

Malik, S.A.; Akhtar, E; Raziq, M.M.; Ahmad, M. Measuring service quality perceptions of customers in the hotel industry of
Pakistan. Total Qual. Manag. Bus. Excell. 2020, 31, 263-278. [CrossRef]


https://doi.org/10.1371/journal.pone.0253088
https://doi.org/10.1177/14673584221145822
https://doi.org/10.24018/ejbmr.2021.6.6.1192
https://doi.org/10.1080/15332861.2019.1584844
https://doi.org/10.1108/17506180710729619
https://doi.org/10.1016/j.aebj.2018.11.003
https://doi.org/10.1016/j.ijhm.2010.01.001
https://doi.org/10.1016/j.jhtm.2020.05.010
https://doi.org/10.1080/13683500.2021.2012433
https://doi.org/10.1509/jmkr.43.3.345
https://doi.org/10.1016/j.tourman.2007.06.007
https://doi.org/10.3390/su132011193
https://doi.org/10.3390/ijerph16193785
https://doi.org/10.1002/(SICI)1522-1970(199901/02)1:1%3C1::AID-JTR143%3E3.0.CO;2-L
https://doi.org/10.1016/j.ijhm.2010.08.005
https://doi.org/10.1108/IJCTHR-11-2018-0151
https://doi.org/10.1080/14927713.2021.1986420
https://doi.org/10.1016/j.ausmj.2010.11.004
https://doi.org/10.1016/j.jhtm.2020.05.002
https://doi.org/10.1016/j.chb.2017.01.020
https://doi.org/10.1108/APJML-03-2014-0049
https://doi.org/10.1108/IJCHM-10-2016-0596
https://doi.org/10.1080/14783363.2018.1426451

Sustainability 2023, 15, 16601 20 of 21

62.

63.

64.
65.

66.

67.

68.

69.

70.

71.

72.
73.

74.

75.

76.

77.

78.

79.
80.

81.

82.

83.
84.

85.

86.

87.

88.

89.

90.

Nuseir, M.T. The impact of electronic word of mouth (e-WOM) on the online purchase intention of consumers in the Islamic
countries—A case of (UAE). J. Islam. Mark. 2019, 10, 759-767. [CrossRef]

Moon, K.S; Ko, YJ.; Connaughton, D.P; Lee, ].H. A mediating role of destination image in the relationship between event quality,
perceived value, and behavioral intention. J. Sport Tour. 2013, 18, 49-66. [CrossRef]

Oliver, R.L. Whence consumer loyalty? J. Mark. 1999, 63 (Suppl. S1), 33—44. [CrossRef]

Lu, CS.; Weng, HK.; Chen, S.Y.; Chiu, CW.; Ma, H.Y.; Mak, K.W.; Yeung, T.C. How port aesthetics affect destination image,
tourist satisfaction and tourist loyalty? Marit. Bus. Rev. 2020, 5, 211-228. [CrossRef]

Parola, F,; Satta, G.; Penco, L.; Persico, L. Destination satisfaction and cruiser behaviour: The moderating effect of excursion
package. Res. Transp. Bus. Manag. 2014, 13, 53-64. [CrossRef]

Philipp, J. World Travel & Tourism Council (WTTC). In Encyclopedia of Tourism Management and Marketing; Edward Elgar
Publishing: Cheltenham, UK, 2022; pp. 806-808.

Podsakoff, PM.; MacKenzie, S.B.; Lee, ].Y.; Podsakoff, N.P. Common method biases in behavioral research: A critical review of
the literature and recommended remedies. . Appl. Psychol. 2003, 88, 879. [CrossRef]

Leung, D.; Law, R.; Van Hoof, H.; Buhalis, D. Social media in tourism and hospitality: A literature review. J. Travel Tour. Mark.
2013, 30, 3-22. [CrossRef]

Poon, W.C.; Koay, K.Y. Hong Kong protests and tourism: Modelling tourist trust on revisit intention. J. Vacat. Mark. 2021, 27,
217-234. [CrossRef]

Priporas, C.V.; Stylos, N.; Vedanthachari, L.N.; Santiwatana, P. Service quality, satisfaction, and customer loyalty in Airbnb
accommodation in Thailand. Int. J. Tour. Res. 2017, 19, 693-704. [CrossRef]

Quintal, V.A.; Polczynski, A. Factors influencing tourists’ revisit intentions. Asia Pac. J. Mark. Logist. 2010, 22, 554-578. [CrossRef]
Ran, L.; Zhenpeng, L.; Bilgihan, A.; Okumus, F. Marketing China to US travelers through electronic word-of-mouth and
destination image: Taking Beijing as an example. |. Vacat. Mark. 2021, 27, 267-286. [CrossRef]

Saini, S.; Arasanmi, C.N. Attaining digital advocacy behaviour through destination image and satisfaction. Int. |. Tour. Cities 2021,
7,119-134. [CrossRef]

Sangpikul, A. The effects of travel experience dimensions on tourist satisfaction and destination loyalty: The case of an island
destination. Int. J. Cult. Tour. Hosp. Res. 2018, 12, 106-123. [CrossRef]

Setiawan, P.Y.; Purbadharmaja, I.B.P.; Widanta, A.A.B.P; Hayashi, T. How electronic word of mouth (e-WOM) triggers intention
to visit through destination image, trust and satisfaction: The perception of a potential tourist in Japan and Indonesia. Online Inf.
Rev. 2021, 45, 861-878. [CrossRef]

Shahijan, M.K,; Rezaei, S.; Amin, M. International students’ course satisfaction and continuance behavioral intention in higher
education setting: An empirical assessment in Malaysia. Asia Pac. Educ. Rev. 2016, 17, 41-62. [CrossRef]

Triantafillidou, A.; Petala, Z. The role of sea-based adventure experiences in tourists’ satisfaction and behavioral intentions. J.
Travel Tour. Mark. 2016, 33 (Suppl. S1), 67-87. [CrossRef]

Chin, WW. Commentary: Issues and opinion on structural equation modeling. MIS Q. 1998, 22, 7-16.

Shi, H.; Liu, Y.; Kumail, T.; Pan, L. Tourism destination brand equity, brand authenticity and revisit intention: The mediating role
of tourist satisfaction and the moderating role of destination familiarity. Tour. Rev. 2022, 77, 751-779. [CrossRef]

Song, Z.; Su, X.; Li, L. The indirect effects of destination image on destination loyalty intention through tourist satisfaction and
perceived value: The bootstrap approach. J. Travel Tour. Mark. 2013, 30, 386—409. [CrossRef]

Tasci, A.D.; Uslu, A.; Stylidis, D.; Woosnam, K.M. Place-oriented or people-oriented concepts for destination loyalty: Destination
image and place attachment versus perceived distances and emotional solidarity. J. Travel Res. 2022, 61, 430-453. [CrossRef]
Xiang, Z.; Gretzel, U. Role of social media in online travel information search. Tour. Manag. 2010, 31, 179-188. [CrossRef]
Mohamad, M.; Ab Ghani, N.L; Nasir, M.N.M. The impact of perceived value, destination service quality and tourist satisfaction
on destination loyalty among international tourists visiting Malaysia. |. Tour. Hosp. Environ. Manag. 2019, 4, 10-26. [CrossRef]
Van Jaarsveld, D.D.; Walker, D.D.; Skarlicki, D.P. The role of job demands and emotional exhaustion in the relationship between
customer and employee incivility. J. Manag. 2010, 36, 1486-1504. [CrossRef]

Wang, Y.; Fesenmaier, D.R. Identifying the success factors of web-based marketing strategy: An investigation of convention and
visitors bureaus in the United States. ]. Travel Res. 2006, 44, 239-249. [CrossRef]

Almeida-Santana, A.; Moreno-Gil, S. New trends in information search and their influence on destination loyalty: Digital
destinations and relationship marketing. J. Destin. Mark. Manag. 2017, 6, 150-161. [CrossRef]

Andriani, K,; Fitri, A.; Yusri, A. Analyzing influence of electronic word of mouth (eWOM) towards visit intention with destination
image as mediating variable: A study on domestic visitors of Museum Angkut in Batu, Indonesia. Eurasia Econ. Bus. 2019, 1,
50-57.

Park, YYW.; Lee, A.R. The moderating role of communication contexts: How do media synchronicity and behavioral characteristics
of mobile messenger applications affect social intimacy and fatigue? Comput. Hum. Behav. 2019, 97, 179-192. [CrossRef]
Hassan, T.H.; Salem, A.E. Impact of service quality of low-cost carriers on airline image and consumers’ satisfaction and loyalty
during the COVID-19 outbreak. Int. ]. Environ. Res. Public Health 2021, 19, 83. [CrossRef]


https://doi.org/10.1108/JIMA-03-2018-0059
https://doi.org/10.1080/14775085.2013.799960
https://doi.org/10.1177/00222429990634s105
https://doi.org/10.1108/MABR-12-2019-0056
https://doi.org/10.1016/j.rtbm.2014.11.001
https://doi.org/10.1037/0021-9010.88.5.879
https://doi.org/10.1080/10548408.2013.750919
https://doi.org/10.1177/1356766720987881
https://doi.org/10.1002/jtr.2141
https://doi.org/10.1108/13555851011090565
https://doi.org/10.1177/1356766720987869
https://doi.org/10.1108/IJTC-07-2019-0108
https://doi.org/10.1108/IJCTHR-06-2017-0067
https://doi.org/10.1108/OIR-03-2019-0111
https://doi.org/10.1007/s12564-015-9410-9
https://doi.org/10.1080/10548408.2015.1008667
https://doi.org/10.1108/TR-08-2021-0371
https://doi.org/10.1080/10548408.2013.784157
https://doi.org/10.1177/0047287520982377
https://doi.org/10.1016/j.tourman.2009.02.016
https://doi.org/10.35631/JTHEM.416002
https://doi.org/10.1177/0149206310368998
https://doi.org/10.1177/0047287505279007
https://doi.org/10.1016/j.jdmm.2017.02.003
https://doi.org/10.1016/j.chb.2019.03.020
https://doi.org/10.3390/ijerph19010083

Sustainability 2023, 15, 16601 21 of 21

91. Al-Ansi, A.; Han, H. Role of halal-friendly destination performances, value, satisfaction, and trust in generating destination
image and loyalty. J. Destin. Mark. Manag. 2019, 13, 51-60. [CrossRef]

92. Azhar, M.E; Jufrizen, J.; Prayogi, M.A.; Sari, M. The role of marketing mix and service quality on tourist satisfaction and loyalty
at Samosir. Indep. ]. Manag. Prod. 2019, 10, 1662-1678. [CrossRef]

Disclaimer/Publisher’s Note: The statements, opinions and data contained in all publications are solely those of the individual
author(s) and contributor(s) and not of MDPI and/or the editor(s). MDPI and/or the editor(s) disclaim responsibility for any injury to
people or property resulting from any ideas, methods, instructions or products referred to in the content.


https://doi.org/10.1016/j.jdmm.2019.05.007
https://doi.org/10.14807/ijmp.v10i5.937

	Introduction 
	Literature Review 
	Tourist Loyalty 
	Destination Image 
	Service Quality 
	Theoretical Underpinning and Development of Hypothesis 
	Destination Image, Tourists’ Satisfaction, and Tourists’ Loyalty 
	Service Quality, Tourists’ Satisfaction, and Tourists’ Loyalty 
	The Moderating Role of Social Media (SM) in the Link between DI and TL 
	Moderating the Role of Social Media in the Relationship between SQ and TL 
	The Moderating Role of Social Media (SM) in the Relationship between DI and E-WOM
	Moderating Role of Social Media in the Relationship between SQ and TS 


	Research Methodology 
	Research Setting 
	Measurement Instrument 
	Sampling Methods and Data Collection 
	Respondents Profile 

	Research Results 
	Non-Response Bias 
	Common Method Bias Assessment 
	Measurement Model Evaluation 
	Structural Model Evaluation 

	Discussion 
	Theoretical Implications 
	Practical Implications 
	Study Limitations and Future Research Avenues 

	References

