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Abstract 

 
In order to fulfill the gaps in the literature, this research aims to develop and test a model for 

tourist's ecotourism loyalty and eWOM. This research is different from the previous research 

since the research model integrates the expectation confirmation theory and the theory of 

planned behavior. Accordingly, this study contributes to the literature by creating the 

possibility to explore how tourist's ecotourism loyalty and eWOM are greatly influenced by 

tourism experience, which aligns with previous research findings. This research will 

emphasize the tourist's ecotourism satisfaction and personal behavior intentions. Therefore, 

this study is the first of its kind to the study's theoretical contribution through a model to 

enhance understanding of tourist's ecotourism loyalty and eWOM in Vietnam.  

The research findings tell us that developing entertainment services, fun learning, and 

emotional experience influenced tourists' ecotourism loyalty and eWOM in Vietnam. The 

government agencies and ecotourism managers should also emphasize these factors when 

implementing strategies and policies to enhance ecotourism. 
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Introduction 

 

Many countries announced recently that the tourism industry is experiencing losses of at 

least $16.5 billion annually (Uğur & Akbıyık, 2020). The government needs to develop 

strategies and measures to boost the tourism industry. According to Hieu & Vu (2019), a 

hospitable image is crucial for a country to implement successful tourism marketing 

strategies. Implementation of appropriate marketing, communication, and positive talks 

often creates a suitable destination image that attracts tourists to a particular country. 

Besides, advancements in technology make it possible for a country to modify its image 

destination across different tourist experience phases (Harahap & Dwita, 2020). After 

touring a given destination, the place's image may negatively or positively influence 

tourists, depending on their trip experience. As Humairah et al. (2020) point in their 

research, the tourist may enhance a negative or neutral pre-trip experience of tourist after 

visiting that destination. The government agencies need to evaluate what experiences 

should be provided to improve and achieve a positive image. Accordingly, Setiawan 

(2018) notes that the government's failure to establish a positive destination image 

conducive to tourists is likely to be dissatisfied and influence other tourists with word of 

mouth (WOM). This will negatively influence potential tourist’s destination image, thus 

affecting the tourism sector of the country. 

 

We organize our study with introduction, previous studies, methodology, main results, 

discussion and conclusion. 

 

Research Goal 

 

From the argument above, the study's primary goal aims to develop a comprehensive 

model for investigating the effect of tourist expectation (motivation and eWOM) on 

ecotourism loyalty. 

 

In Vietnam ecotourism has attracted many tourists, local and international over years. 
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Literature Review 

 

1. Expectancy Confirmation Theory 

 

The expectancy confirmation theory focuses on customer satisfaction factors and          

post-purchase behavior among tourists (Sparks, 2007). It implies that a service 

consumption process begins with initial service expectations based on customer targets 

and confidence in the destination management's service capacity. The tourists develop 

performance perceptions during the consumption period and compare the deliverables 

with pre-purchase service expectations to confirm the expectations. Eco-tourists expect a 

natural destination with great ambience and services such as accommodation and food 

production. 

 

Fu et al. (2018) argued that pre-purchase expectations affect customer satisfaction based 

on actual performance. Higher performance than customer expectation leads to a positive 

destination image, while a lower performance indicates a poor destination image. The 

expectations positively affect consumer's perceptions about service quality; however, 

tourists with higher expectations get a negative confirmation about the service quality. 

These expectations create satisfaction directly based on how the destination delivers the 

expected experience. 

 

Confirmation occurs when the destination offers an actual experience that exceeds the 

pre-purchase customer expectations.  This affirmation indicates that the destination is 

satisfactory due to contentment with the experience. Contentment about tourist experience 

leads to positive post-service behavior, while negative tourist experience leads to negative 

post-service behavior. Therefore, the theory posits that customer satisfaction results from 

tourist expectations driven by the destination image based on their performance. 

Therefore, a service that surpasses tourist expectations leverages a positive destination 

image, leadings to perceptions about a good tourist experience that triggers revisits and 

recommendations intentions that portray loyalty. 

 

Conceptual Framework 

 

1. Ecotourism Loyalty 

 

For ecotourism, client loyalty can be shown via repeating visits to tourism 

destinations in the nation (Som & Badarneh, 2011). 
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Tourists considered tourism destinations for their future stops because they show a 

favorable destination image, help to increase client satisfaction and also give them 

positive experience when travelling. 

 

2. Ecotourism Satisfaction 

 

Ecotourism satisfaction is feeling that recognized by tourists responding to emotion 

or cognition (Bigné et al., 2014). 

 

In fact, client satisfaction is a kind of positive perception and high pleasure shown 

thorough their emotional reaction when they travel with experiences of consumption. 

 

Methodology 

 

Research Objective 

 

Following are research objectives: 

 

• RO1: To investigate the effects of expectation of tourists on ecotourism loyalty. 

• RO2: To explore the role of social influence, prosocial behavior, psychological 

ownership in showing the relationship between expectation of tourists and 

ecotourism loyalty. 

 

Method and Data 

 

Data Collection 

 

This study initially reviewed the existing literature review related to tourist expectation 

and ecotourism loyalty. Articles published in journals indexed mainly in Scopus and Web 

of Science databases are considered. Reading these literature can lead to the identification 

of the existing and unsolved problems. Moreover, this process gives motivation and 

objective for research. Review on the relationship between tourist expectation and 

ecotourism loyalty is presented along with relevant research. Through analysing and the 

existing literature, the study propose a conceptual model (Figure 2) that combine the 

factors adapted from expectation confirmation theory and investigate their effect on 

ecotourism loyalty. 

 

A focus group and the pilot test are carried out to ensure comprehension of all questions 

by subjects. Initially, the study conducts two focus groups in order to examine the 

adequacy of the proposed model constructs and the relations among them. This step will 
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explore whether important variable or relationships are missing from the model. The 

respondents are two academics as expert in the field of ecotourism, four tour managers 

and ten tour guides. 

 

Author also used questionnaires, reviewed by 2 experts,4 tour managers and 10 tour 

guides in ecotourism field (in 1st round) and then in 2nd round, we conduct a pilot test of 

20-30 tourist. 

 

Research Hypotheses 

 

Based on the literature review, the hypotheses of this study are as below: 

 

Table 1 Research hypotheses 

H1 Tourist expectation has relation to destination image (positively) 

H1a Motivation has relation to destination image (positively) 

H1b eWOM has relation to Destination Image (positively) 

H2 Ecotourist experience has relation to destination image (positively) 

H3 Destination image has relation to ecotourism satisfaction (positively) 

H4 Destination image has relation to ecotourism loyalty (positively) 

H5 Dcotourism satisfaction has relation to ecotourism loyaty (positively) 

H6 Ecotourism satisfaction has relation to eWOM intention (positively) 

H7 eWOM intention has relation to Ecotourism loyalty (positively) 

H8 Social influence significantly moderate the relationship between Expectation (motivation 

and eWOM) and destination image 

H9 Prosocial behavior significantly moderate the relationship between Expection (motivation 

and eWOM) and destination image 

H10 Psychological ownership significantly moderate the relationship between Expection 

(motivation and eWOM) and destination image 

H11 Social influence significantly moderate the relationship between destination image and 

ecotourism satisfaction 

H12 Prosocial behavior significantly moderate the relationship between destination image and 

ecotourism satisfaction 

H13 Psychological ownership significantly moderate the relationship between destination image 

and ecotourism satisfaction 

 

Main Findings 

 

1. Ecotourism in Vietnam 

 

Since the creation of the Vietnam government's renovation policy in 1986 (Nguyen, 

2020), people have developed market-oriented mechanisms and methods that have since 

then refreshed the country's economy, and positive energy towards the tourism sector has 

been nourished. However, the tourism sector has continued to remain a significant 
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concern for the government (Tseng et al., 2018). For this reason, the government, through 

the master plan of tourism development for the period 1995-2010 followed by the 

government on tourism that came into effect in 1999, has demonstrated the effort of the 

government of Vietnam to enhance the tourism sector to spearhead economic 

development while preserving the natural conditions and the natural values to improve 

tourist destination image for both domestic and international tourist experience (Truong & 

Le, 2017). 

 

Vietnam is known as the cradle of about 13,000 flora species and approximately 15,000 

fauna species that has proved potential for ecotourism development (Jansen et al., 2015). 

International tourists are guaranteed hands-on experience by exploring the protected 

national parks, participating in the traditional cultural rituals and celebrations, or enjoying 

a fascinating canoe trip down the Mekong River (Festival, 2017). The existence of 

traditional cultures and the provision of lifestyle experiences for tourists have been given 

priority in all ecotourist programs in Vietnam. The tourist experience is often enhanced by 

conducting cultural activities with the host communities' emotional participation how the 

hosting communities have brought about the improvement of participatory activities for 

tourists in the country. Nurhidayati (2020) reported that most of the tourist has 

consistently demonstrated loyalty through spreading positive eWOM about Vietnam 

tourist destination image. 

 

Ecotourism has developed to a source of educational entertainment for tourist who wants 

to experience the rich natural resource of Vietnam and develop a better understanding of 

the cultural relics (Anh et al., 2017). Despite the vast benefits that domestic and internal 

tourists bring to Vietnam's economy, misusing the natural resources to attract them, such 

as spontaneous creating of inns, resorts, and other luxuries facilities, may negatively 

impact the country. With the high number of tourists in the country, the executive boards 

of ecotourism areas will present challenges. Therefore, the government should develop 

proper plans and strategies to create equilibrium for both the country and the tourism 

sector. Queen Sirikit Botanic case should be a waking call for the government. This is 

Thailand's first botanic garden, founded in 1994 and encompasses a forested area of 2,600 

acres (Hawkeswood & Sommung, 2017). And Hang, T.T.B, Nhung, D.T.H., Huy, D.T.N 

et al (2020) has stated that Vietnam tourism has both opportunities and risk to manage. 

 

However, ecotourism in Vietnam is currently at an early stage. Also, the development of 

the covid-19 pandemic has caused several challenges in the country as it is difficult for 

people in the country to find out a satisfactory compromise existing between preserving 

the natural environment and exploiting it properly to help boost ecotourism in the country. 
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Accordingly, Khanh (2020) notes in their research that if the realization of the short-term 

economic and cultural advantages is prioritized over conserving natural and biological 

resources, then the ecotourism process in the country will be affected. For the citizens and 

the Vietnam government to improve the tourist experience, it is vital to develop a strategic 

plan and standard measures for developing ecotourism as the fasted growth among the 

various branches of the tourism industry. Meanwhile, this should be done while 

maintaining the environmental and cultural values of the country. 

 

2. Testing Scale’s Reliability 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.814 5 

 

Item-Total Statistics 

 
Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-Total 

Correlation 

Cronbach's Alpha if 

Item Deleted 

MO1 16.8667 7.982 .691 .757 

MO2 17.1000 7.748 .631 .769 

MO3 16.9667 6.999 .690 .749 

MO4 17.1000 7.610 .623 .771 

MO5 17.0333 8.447 .416 .833 

 

Explanatory Factor Analysis 

 

EFA aims to identify the structure of relationship between variable and respondents. The 

research use Principle Axis Factoring. Promax rotation is being used for EFA. 

 

Discussion and Conclusion 

 

Practical Implication 

 

This research shows developing entertainment services, fun learning, and emotional 

experience influenced tourists' ecotourism loyalty and eWOM in Vietnam. These results 

may be of interest to policymakers that intend to improve the destination experience of the 

tourist. The creation of fun and emotional experience will improve the holistic destination 

image in an ecotourism context. The government agencies and ecotourism managers 

should also emphasize these factors when implementing strategies and policies to enhance 

ecotourism. Firstly, the managers should emphasize the environmental interpretation such 

as fun entertaining tourist. Secondly, they should develop and implement tourist activities 

such as jungle trekking and bicycling to improve the destination image. Finally, the 

destination operators should spark and ensure positive relationships through strategies, for 
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example, offering good services and therefore, a favorable green destination image will be 

kept. 

 

Since tourist's ecotourism loyalty and eWOM are influenced by tourist satisfaction and 

experience, image, the government agencies and NGOs in Vietnam need to work together 

to develop ecotourism in the country by improving the tourist destinations. 

 

Limitation of Research 

 

We can, then, expand our research model for other industries. 
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