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Abstract
This study aims to evaluate the moderating role of social media influence before and after the trip in Vietnam and Czech
Republic. Primary data, gathered during time lag data surveys conducted among international tourists travelling to the Czech
Republic and Vietnam, was analyzed with the Structural Equation Modelling (SEM) in R. The findings revealed that social
media influence with higher level positively strengthened the connection between tourist motivation and the post trip desti-
nation image. Furthermore, social media had a significant moderating effect on the relationship between tourist satisfaction
and ecotourism loyalty. However, there are strong differences between the destinations of developed and emerging econo-
mies. For Czech Republic, as developed economy, social media influence plays a more important role as a value-expressive
mechanism at the post-trip stage whereas for the developing economy of Vietnam, social media plays a more important role
as an information source before the trip. This study extends the Expectation Confirmation Theory (ECT) by introducing the
moderating effect of social media influence, which first time measures this moderating effect before and after the trip
accounting for the dynamic nature of the destination image as an antecedent of ecotourism loyalty. Limitations, theoretical
implications, and recommendations for practice and further research are addressed.
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Introduction

The increasing focus on sustainability and environmental
conservation has propelled the growth of the ecotourism
industry (Donmez-Turan & Kiliclar, 2021). Sustainable
tourism practices, including ecotourism, have gained sig-
nificant attention and recognition worldwide (Buckley,
2020). Ecotourism is seen as a means to strike a balance
between economic development and environmental pre-
servation. The emphasis on sustainable practices and the
conservation of natural resources has led to the develop-
ment of ecotourism as a distinct and growing sector
within the tourism industry (Dasan et al., 2022). The
potential for sustainable development through ecotour-
ism has been acknowledged in various regions, such as
China (Y. C. Huang & Liu, 2017), India (Ashok et al.,
2017), and Australia (Li et al., 2021).

The ecotourism industry, valued at USD 185.87 billion
in 2021, is experiencing a rapid expansion with a pro-
jected compound annual growth rate (CAGR) of 15.2%
from 2022 to 2030, underscoring its increasing global sig-
nificance (Market Analysis Report, 2021). The industry’s
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growth is driven by factors such as increasing interest in
coastal and marine tourism (Pineda et al., 2023), the rec-
ognition of its economic benefits (Becker et al., 2023),
and the emphasis on sustainability and environmental
conservation (Samal & Dash, 2023). The growth of the
ecotourism industry presents both opportunities and
challenges, and understanding ecotourism loyalty is cru-
cial for effectively managing and harnessing the potential
of this expanding sector.

However, traditional studies have often defined eco-
tourism loyalty as destination loyalty, focusing on the
repeated visitation to a specific ecotourism destination
(Ahmad et al., 2021; Buhalis et al., 2020; H. Chen &
Rahman, 2018). This definition may not fully capture the
nature of ecotourism loyalty. Many tourists, even when
satisfied with their experience, may choose not to revisit
the same destination due to their desire for novelty and
new experiences (Dolnicar et al., 2015). Therefore, to fill
this gap, we consider ecotourism as a product, rather
than a destination. In this context, ecotourism loyalty
can be defined as a commitment to the concept of eco-
tourism itself, rather than to a specific location. Tourists
who consistently choose ecotourism options, regardless
of the destination, demonstrate a loyalty to the principles
of ecotourism, such as sustainability and respect for
nature. This perspective allows us to better understand
and measure ecotourism loyalty, taking into account the
unique characteristics and motivations of ecotourists.

Prior research has predominantly concentrated on the
construct of destination image in the pre-trip phase,
investigating how pre-trip perceptions and expectations
influence tourist behavior and destination selection
(Beerli & Martı́n, 2004). However, the current study
introduces a novel perspective by focusing on the desti-
nation image in the post-trip phase, an area that has
been infrequently explored in extant literature (C. F.
Chen & Tsai, 2007). The examination of post-trip desti-
nation image can yield valuable insights into the align-
ment or misalignment between the actual experience of
the destination and pre-trip expectations, and how this
influences overall tourist satisfaction, word-of-mouth
recommendations, and intention to revisit (Prayag,
2009). By scrutinizing the destination image after the
trip, this study not only fills a significant gap in the liter-
ature but also provides a more comprehensive under-
standing of the tourist experience, spanning from pre-
trip expectations to post-trip reflections (Baloglu &
McCleary, 1999). This can inform more effective destina-
tion marketing and management strategies, aimed at not
only attracting tourists but also ensuring their satisfac-
tion and loyalty (C. F. Chen & Tsai, 2007).

While numerous studies have explored the domains of
tourist motivation, social media influence, and ecotour-
ism loyalty, a discernible gap exists in the literature

regarding the interplay among these three constructs.
For instance, Miah et al. (2017) delved into the potential
of Twitter data in discerning tourism motivation and
interest, yet the aspect of ecotourism loyalty was not
explicitly addressed. Similarly, the study by Tasse and
Hong (2021) utilized geotagged social media data to con-
struct a Neighborhood Guides website, but the linkage
to ecotourism loyalty remained unexplored. In a study
by Talpur and Zhang (2018), mobile social media data
was employed to capture tourist activity information
and extract insights into tourist behavior, however, the
focus was not specifically on ecotourism loyalty. Payntar
et al. (2021) utilized geotagged photos to identify travel
patterns and quantify visual culture and experiences in
Cuzco, Peru, but the relationship between these patterns
and ecotourism loyalty was not investigated. Lastly,
Skora et al. (2022) compared global tourism flows mea-
sured by official census and social sensing, but the study
did not specifically address the influence of social media
on ecotourism loyalty. Therefore, the literature reveals a
clear research gap in understanding how tourist motiva-
tion and social media influence interact to shape ecotour-
ism loyalty.

Drawing on the Expectation Confirmation Theory
(ECT), this study proposes a comprehensive model to
elucidate the relationship between tourist motivation,
destination image after the trip and ecotourism loyalty,
considering the moderating effect of social media influ-
ence both pre and post-trip. The ECT, which posits that
satisfaction is determined by the discrepancy between ini-
tial expectations and actual performance, as well as the
confirmation of pre-purchase expectations, provides a
robust theoretical framework for understanding tourist
behavior in the context of ecotourism. In this proposed
model, tourist motivation influences initial expectations
of the ecotourism experience, which are then confirmed
or disconfirmed based on the actual experience, leading
to satisfaction or dissatisfaction. This satisfaction level
then influences ecotourism loyalty. Importantly, the
model posits that social media influence moderates this
process, shaping both initial expectations and the inter-
pretation of the actual experience. By considering the
role of social media both before and after the trip, this
model provides a more nuanced understanding of the
complex interplay between tourist motivation, social
media influence, and ecotourism loyalty.

Firstly, this research significantly contributes to the lit-
erature by providing a more nuanced understanding of
ecotourism loyalty, a construct of critical importance for
practitioners in the field (C. F. Chen & Chen, 2010). By
elucidating the intricate interplay between tourist motiva-
tion, social media influence, and ecotourism loyalty, this
study offers valuable insights that can inform the devel-
opment of effective marketing strategies and management
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practices (S. Huang & Chen, 2016). These insights can
assist industry professionals in attracting and retaining
ecotourists, thereby fostering the growth and sustainabil-
ity of the ecotourism sector (Buckley et al., 2017).
Furthermore, by redefining ecotourism loyalty in terms
of commitment to the concept of ecotourism rather than
to a specific destination, this research challenges tradi-
tional paradigms (Prayag & Ryan, 2012) and opens up
new avenues for research and practice in ecotourism mar-
keting and management.

Secondly, grounded in ECT, this research contributes
to the literature by providing a more comprehensive
understanding of how pre-trip motivations and actual
experiences interact to shape the post-trip destination
image. Tour operators and marketers can better tailor
their offerings to meet tourists’ expectations and enhance
their experiences. This can lead to more positive post-trip
destination images, which can increase customer satisfac-
tion, repeat visitation, and positive word-of-mouth rec-
ommendations. Furthermore, it can inform the
development of more effective marketing strategies, by
identifying the key factors that influence the post-trip
destination image.

Lastly, this research extends the ECT by incorporat-
ing the moderating effect of social media influence in
both the pre and post-trip stages, a dimension that has
been infrequently explored in prior research (Bigné et al.,
2014). While ECT has been extensively employed to
comprehend consumer satisfaction and loyalty, its appli-
cation has largely been confined to traditional contexts
(Szymanski & Henard, 2001). This study not only applies
ECT to the novel context of ecotourism but also innova-
tively integrates the role of social media, thereby signifi-
cantly broadening the scope and applicability of the
theory (Kaplan & Haenlein, 2010). By demonstrating
how social media influence can shape tourist expecta-
tions and experiences, and ultimately affect ecotourism
loyalty, this study provides a more comprehensive and
nuanced understanding of the ECT. This theoretical
extension can pave the way for new research trajectories
and offer valuable insights for both academics and prac-
titioners in the tourism industry (Xiang et al., 2015).

Literature Review

Academically, destination image in tourism research is
usually interesting since it illustrates tourists’ perception
of destination they travel and how travel agency and
promoters desire these places to be regarded (Ku &
Mak, 2017). Furthermore, the dualistic character of the
destination image is the significant rationale that much
literature has been focused on the perceived gaps of des-
tination image by tourists, practitioners and local resi-
dents (Marine-Roig & Ferrer-Rosell, 2018; Stylidis et al.,

2021). This is also a reason why there are several compet-
ing scales developed and validated for measuring desti-
nation image (Arabadzhyan et al., 2021; Carballo et al.,
2015; Ragb et al., 2020).

Previous studies show that destination image is
affected by word-of-mouth (Reza Jalilvand & Samiei,
2012), type of information sources (Almeida-Garcı́a
et al., 2020), and individual traits and personalities of
tourists (Tapanainen et al., 2021). However, all these
studies covered only the destination image formed in
tourists before the trip. This research uses the
Expectations Confirmation Theory (ECT) to argue that
the pre-trip destination image is manifested in tourists’
expectations about the destination and travel. When
matched against the actual experience of tourists at the
destination, the expectations are either confirmed or dis-
confirmed at the post-trip stage. This, in turn, determines
the extent to which tourists are satisfied with their trip.
Nevertheless, there is no agreement in literature on how
to conceptualize satisfaction (Mafi et al., 2020).
According to ECT, satisfaction is the result of a mental
match between the perceived destination image or trave-
ler’s expectations, and travelers’ real experience on the
trip (Boo & Busser, 2018). This core of literature sug-
gests the image of destination is a constantly changing
concept that is influenced by the experiences of tourists
(Tan, 2017). Therefore, destination image assessed before
the trip will differ from the destination image assessed
after the trip (Rittichainuwat et al., 2020).

However, other scholars argue that tourists’ expecta-
tions have a little or nonexistent impact on their level of
pleasure, which is determined solely by their actual
experiences (Lee & Jeong, 2021). Whatever the results of
the study, the key evidence shows that experience influ-
ences happiness (Liu et al., 2016). The only difference is
that, on the one hand, the effect of experience on satis-
faction is direct (Suhartanto et al., 2021), on the other
hand, it is indirect and mediated by destination image
(Kim, 2018). Therefore, the first two hypotheses are pro-
posed as below:

H1: Ecotourism experience directly and positively
affects tourist satisfaction.
H2: Ecotourism experience indirectly and positively
affects tourist satisfaction through destination image.

When choosing a destination for travel, tourists are dri-
ven by different motives, such as intellectual, significance,
self-importance, pragmatic, and social adjustment func-
tions (Zhang et al., 2018). These different reasons why
tourists choose to travel are collectively referred to as
tourist motivation (Suntikul, 2017). A tourist who seeks
new knowledge about a foreign culture or environment
will choose places with a destination image that reflects
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rich cultural heritage or wildlife. A tourist who seeks a
value-expressive holiday will be attracted to destinations
that reflect the image of luxury lifestyle. This agrees with
the ECT, which singles out a theoretical construct known
as ‘‘perceived performance’’ (Boo & Busser, 2018). This
construct reflects how a particular destination image
aligns with the tourist motivations and expectations for
the trip (Jin et al., 2019).

The characteristics of a destination that make up the
conscious image of the destination can be attractive to
tourists and draw them to a particular location, while
the aspiration to break away, reminiscence, or the desire
to discover something new can also be the reason for vis-
iting a destination, would create tourists’ perceptions of
the destination image (Hoang et al., 2023). While Song
and Bae (2018) argue that beginner tourists are usually
driven to seek novelty or relaxing opportunity, or to
escape from daily routine and building boundaries. Once
tourists gain experience, these motivators become less
significant, and tourists travel to fewer tourist sites.
However, tourists are drawn to a destination because of
specific characteristics it possesses and the personal val-
ues they have formed based on previous experiences (Wu
et al., 2019). Furthermore, Su et al. (2020) provide evi-
dence that the motivation of tourists affects their per-
ceived destination image and their subsequent
satisfaction. Consequently, the hypothesis is proposed as
follow:

H3: Tourism motivation directly and positively affects
destination image.

Consistent with ECT, the satisfaction of tourists with the
destination would stem from the expectation gap and
ultimately change the future behavior of tourists
(Afshardoost & Eshaghi, 2020; Akg€un et al., 2020). In
case when experience exceeds expectations, tourists will
have intentions to revisit the destination and intentions
to recommend the trip (Yuksel et al., 2010). These two
intentions are often referred to as loyalty in the tourism
and marketing literature (Garay, 2019). Some sources
refer to the construct of loyalty as conative destination
image (Agapito et al., 2013). However, many existing
studies abandon the concept of conative image in favor
of faithfulness, as well as include the desire to come back
or to suggest the destination to others (Stylidis et al.,
2020). Even though the term ‘‘loyalty’’ originates from
marketing literature and is often referred to as ‘‘brand
loyalty’’ (Herrero et al., 2017), it can be adapted to the
tourism and ecotourism context to represent ecotourism
loyalty (Li et al., 2021; Xu et al., 2021).

Since ECT suggests that the confirmation or discon-
firmation of tourists’ expectations by experience affects
their level of satisfaction with the trip, numerous studies

illustrate that destination image may affect ecotourism
loyalty indirectly with the mediating role of tourist satis-
faction (Chi & Qu, 2008). When a tourist feels pleased
with his or her trip, the positive things of destination
image visited will be translated into a desire to return
and intention to recommend that destination to others
(Ahmad et al., 2021). Study results of Marques et al.
(2021) also support these concepts when demonstrating
that several researchers have empirically confirmed.
Additionally, satisfaction was also found to be an ante-
cedent of intentions not only to visit but also to recom-
mend the destination (Newsome et al., 2019). On one
hand, many researchers demonstrate that tourists, who
are satisfied, do not usually want to return to the desti-
nation (Dolnicar et al., 2015). On the other hand, other
scholars argue that many people try to seek novelty and
new experiences at the same destination, even though
they have previously been satisfied (Albaity & Melhem,
2017; Assaker et al., 2011). Different from Wang et al.
(2021), who claim that the heritage tourism destination
reputation influences tourist consumption behavior, this
study hypothesizes that destination image may affect
ecotourism loyalty. Consequently, the following hypoth-
eses emerge from this theoretical discussion.

H4: Destination image directly and positively affects
ecotourism loyalty.
H5: Destination image indirectly and positively
affects ecotourism loyalty through tourist satisfaction.

Social media networks have become not only important
instruments for finding information about destinations
but also major platforms where tourists can share their
experience from the trip or intentions to visit (Alonso-
Almeida et al., 2019). Since tourists receive feedback on
social media, this feedback can interfere with their origi-
nal motivations to travel, original expectations about the
destination, and even the level of satisfaction with the
trip (Walsh et al., 2019).

Pan et al. (2021) argue that the destination image of
tourists is not a statistic but is subject to significant influ-
ence on peer pressure and effects from social networks.
They note that even if tourists do not have a clear desti-
nation image, the latter would be emerging and conver-
ging with the destination image transmitted by social
media. According to Al-Adamat et al. (2020), the desti-
nation image determines the future plans for the visit,
which can indicate loyalty. Moreover, this revisit inten-
tion is also affected by the social media influence. This
suggests that there could be presence of moderating
effects and, if captured, they can allow for extended the
ECT in the context of ecotourism.

In addition, Jamshidi et al. (2021) found that feedback
or comment on tourists’ posts on social networks
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contributed to the formation of memories associated
with the tour, satisfaction of tourists and their ultimate
loyalty. When more people support the tourist on social
media and provide their likes and make positive com-
ments associated with the destination, the link between
the tourist satisfaction and loyalty will be strengthening.
Almeida-Santana and Moreno-Gil (2018) also found
during a survey among almost 7,000 respondents that
social media activity strongly impacted tourists’ loyalty
measured by revisit intentions and intentions to recom-
mend. At the same time, Sedera et al. (2017) argue that
for those people who actively use social media, it is easier
to confirm whether destination attributes that motivate
tourists to travel to the destination are present, and the
destination image is not distorted by misleading advertis-
ing. This is because social media allows for collecting
multiple reactions to a particular destination from differ-
ent people. Thus, the role of social media can be both
informative and value expressive. At high levels of infor-
mation use from social media, a stronger link between
tourist motivation and their ultimate destination image is
expected. At the same time, at higher levels of feedback
and value-expression on social networks, a stronger rela-
tionship between destination image, satisfaction, and loy-
alty is expected. Based on these past studies it is possible
to formulate the final hypotheses of this study:

H6: Social media influence positively moderates the
relationship between tourist motivation and destina-
tion image.
H7: Social media influence positively moderates the
relationship between tourist satisfaction and ecotour-
ism loyalty.

Research Methodology

Research Context

The study is conducted in the two contexts of ecotourism
destinations located in the Czech Republic and Vietnam.
The Czech location is represented by the Podyjı́ National
Park, whereas the Vietnamese location is represented by
the Cuc Phuong National Park. Both national parks are
preserved areas with the aim to protect and fully rehabili-
tate the local animals and plantations. This empowers
travel organizers to offer an extensive array of informa-
tive resources to tourists who have a keen interest in ecol-
ogy, environmental conservation, cultural heritage, and
historical significance. The settings are natural, educa-
tional, safe, and encourage social-responsible behavior.
These attributes collectively establish quintessential eco-
tourism locations, aligning with the prevalent scholarly
definitions and interpretations of ecotourism that have
been formulated to date (Salman et al., 2022).

Data and Sample

Primary data have been collected using self-administered
structured questionnaires distributed through tour opera-
tors among tourists who travelled to the Podyjı́ National
Park and the Cuc Phuong National Park.

The research relied on the use of the random sampling
technique to collect the responses from tourists. Random
sampling has been attained by seeking assistance from
tour operators to randomly choose respondents. Since
tour operators were not the parties interested in the results
of this research, no bias in the sample selection was
expected. The tour operators were given freedom to distri-
bution the questionnaires to as many tourists as they
could but they were not given any criteria for selecting
specific types of tourists. The target sample from each des-
tination was set to 600 tourists and tour operators were
asked to facilitate the collection of 600 responses from the
Czech Republic and the same number of responses from
Vietnam. However, out of this target number, only 304
questionnaires returned from the Czech sample and 218
from the Vietnamese sample. This resulted in a 50.4%
response rate in the Czech Republic and a 36.3% response
rate in Vietnam. Considering that there are 25 items in the
questionnaire, the ratio of respondents to items exceeds
the minimum ratio of 5:1 recommended by Hatcher
(1994) for an adequate sample.

The link to the structured online questionnaire has
been shared with tour operators to facilitate data collec-
tion from tourists. The tour operators were asked to
share the link with tourists who have purchased the trip.
The online questionnaire was available at the link in
Vietnamese, Czech and English languages. The managers
of tours were also instructed to ask the tourists to fill in
the questionnaire on their way back from the destination
after having experienced the trip. Thus, the survey was
conducted in two stages. At the first stage before the trip,
the respondents were asked to state their motivation for
the trip and share information on their social media use
trip. At the second stage after the trip, the respondents
were asked to evaluate the destination image, their eco-
tourism experience, satisfaction with the trip, and the
intentions to revisit and recommend the ecotourism desti-
nation. During the period of approximately 18months in
2020 to 2021, 304 questionnaires were submitted online
from the Czech location and 218 questionnaires were
filled in the Vietnamese locations.

Table 1 provides a frequencies table of with back-
ground information on the surveyed ecotourists.

Reliability and Validity. The collection of primary data is
associated with reliability and validity issues. Reliability
implies the extent to which the collected responses are
internally consistent. Reliability of data and the online
questionnaire as a data collection tool has been measured
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by Cronbach’s alpha. As a rule of thumb, the values of
Cronbach’s alpha in excess of .7 indicate strong internal
consistency of responses and reliability of the collected
data. The following table illustrates that the collected
data are reliable, and the minimum value of Cronbach’s
alpha is .726.

Validity of the data implies how well or how accurately
the chosen variables measure the given theoretical con-
structs of satisfaction, loyalty, destination image, experience,
social media influence and motivation. Convergent validity
has been measured using the average variance explained
(AVE) and compositive reliability index (CompRel). As a
rule of thumb, the data satisfies the condition of convergent
validity of AVE is at least 0.5 suggesting that it should
explain 50% or more of the variance of the measured con-
struct. Table 2 reveals that this condition is satisfied and the
collected data is valid. CompRel also shows that the
responses collected by the survey load well on the theoretical
constructs and all of the values exceed 0.7.

The discriminant validity, which implies that the theo-
retical constructs used in this study are independent from

each other and their indicators do not overlap, has been
tested using the heterotrait–monotrait ratio (HTMT).
These ratios do not exceed 0.9, which proves discrimi-
nant validity of the data (Table 3).

Measures of Constructs

The hypothesized constructs in the conceptual frame-
work are examined by adopting the scales adapted from
previous peer-reviewed journal articles. These scales are
also modified for research context fitting (i.e., ecotour-
ism), as they are originally designed for general tourism.
The main advantage of the reliance on previous scales is
that no additional validation is needed whereas to
develop a new scale, it would be required to validate the
scale in several contexts to prove its universality and
applicability. However, the main disadvantage of using
previously developed scales is that they were originally
proposed for different contexts and now they had to be
adapted to ecotourism. Summary of the constructs’ mea-
surements are in Table 4.

Statistical Analysis

Figure 1 depicts the hypothesized conceptual model of the
research, which was based on the Expectation Confirmation
Theory and theories developed in previous sections.

Table 1. Demographic Profile of Ecotourists.

Variable Frequency %

Gender
Male 223 42.72
Female 299 57.28

Age
18–29 150 28.74
30–39 138 26.44
40–49 116 22.22
50–59 85 16.28
60+ 33 6.32

Education
Highschool 61 11.69
Bacherlor’s degree 359 68.77
Postgraduate degree 102 19.54

Income
Low income 18 3.45
Medium low income 112 21.46
Medium income 241 46.17
High income 151 28.93

Source. Authors’ works.

Table 2. Reliability and Validity Assessment.

Construct Cronbach’s alpha AVE CompRel

SAT .726 0.5 0.730
LOYL .822 0.6 0.823
DI .812 0.5 0.813
EXP .793 0.5 0.792
MOT .801 0.5 0.811
SMIB .799 0.6 0.798
SMIA .824 0.6 0.825

Table 3. HTMT Ratios for Discriminant Validity.

SAT LOYL DI EXP MOT SMIB SMIA

SAT 1.000
LOYL 0.391 1.000
DI 0.381 0.391 1.000
EXP 0.503 0.301 0.450 1.000
MOT 0.425 0.366 0.427 0.369 1.000
SMIB 0.353 0.353 0.574 0.326 0.717 1.000
SMIA 0.809 0.501 0.316 0.370 0.330 0.351 1.000

Table 4. Constructs and Scales.

Construct Items Scale source

Tourist motivation (MOT) Q1–Q4 Morrison et al. (1998)
Social media influence

before the trip (SMIB)
Q5–Q7 Sedera et al. (2017)

Destination image (DI) Q8–Q12 Reza Jalilvand
and Samiei (2012)

Ecotourism experience (EXP) Q13–Q16 OH et al. (2007)
Social media influence

after the trip (SMIA)
Q17–Q19 Sedera et al. (2017)

Satisfaction (SAT) Q20–Q22 Dolnicar et al. (2015)
Ecotourism loyalty (LOYL) Q23–Q25 Dolnicar et al. (2015)

Note. The questionnaire (Questions 1–25) is available at Appendix 3.
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The confirmative factor analysis (CFA) with R is used
to assess the loadings of factor and how strongly the pro-
posed constructs represent the observed variables.
Furthermore, this analysis is also utilized to detect the
common method variance (CMV) that has often been
neglected in prior research on ecotourism destination
choice, enjoyment, engagement, and loyalty. Furthermore,
CMV is a variance component caused by survey instru-
ments and approaches instead of main construct and
observable variables. High CMV can cause results to be
distorted and observations to be unreliable (Jakobsen &
Jensen, 2015).

By estimating path coefficients with R, the statistical
significance of the correlations among the proposed con-
structs of in the hypothesized structural model is evalu-
ated. Also, hierarchical regressions with interaction terms
are used to test the moderating effects of social media
influence.

The SEM framework has been chosen as the dominant
method of analysis in this study because this method
requires strong theoretical foundation to test relation-
ships between constructs. This is an advantage compared
to athereotical methods including reduced-form regres-
sions. Another strength of SEM is that it allows for
working with complex social constructs that are not eas-
ily observable and can only be deduced from other
observed variables. However, this method also has weak-
nesses such as its sensitivity to the choice of scales.

Results

Confirmatory Factor Analysis

Because the scales used to measure constructs in this
paper were drawn from the top journals with a high

impact factor, the observed variables were also expected
to have high factor loadings, which are presented in
Table 4. This is demonstrated by the Confirmatory fac-
tor analysis (CFA). Although several constructs in the
literature, such as destination image, satisfaction, and
ecotourism loyalty, are sometimes viewed as one factor
(Suntikul, 2017), It is crucial to explore the reasons why
the measurement model that separates the constructs
performed superiorly compared to other models in which
these dimensions were integrated, in terms of fitness. The
baseline model is evaluated using the constructs
Ecotourism motivation (MOT), Social media influence
before the trip (SMIB), Social media influence after the
trip (SMIA), Ecotourism experience (EXP), Destination
Image (DI), Ecotourism satisfaction (SAT), and
Ecotourism loyalty (LOYL). Table 5 presents the various
methods in which the factors are combined and orga-
nized by different models to compare the models’ fit.

The baseline model has a better fit than the alterna-
tives (as in Table 3, x2=684.6, df=254, CFI=0.918,
TLI=0.904, RMSEA=0.057, SRMR=0.038). This
can be understood that the hypothesized constructs are
distinct and should not be combined, as doing so may
result in information loss and poorer model performance.

To minimize bias among survey participants, the survey
incorporated techniques such as reversing the coding on
certain questions in the questionnaire and randomly rear-
ranging the sequence in which questions were presented.

To reduce common method bias, a marker variable
was added to the first CFA model, the presence of com-
mon method variance (CMV) associated with CMB was
verified. The model fit was expected to improve signifi-
cantly if CMV was significant. However, the finding sug-
gests only a minor enhancement (Table 6).

Figure 1. Research model.
Source. Authors’ works.

Hoang et al. 7



This leads to the conclusion that there is no common
method bias present in the responses.

Descriptive Statistics

Table 7 presents the statistical summary of the variables
and the calculated correlation between them.

The results of correlation analysis indicate that there
is a positive correlation between returning to the same or
different ecotourism destinations and the tourist earn-
ings. Different education levels of tourists also have posi-
tive relationship to repeated ecotourism trips to different
destinations. It could be implied that tourists with higher
education level usually seek more novelty or new experi-
ence when visiting ecotourism destinations. There is also
a significant positive correlation between the age of tour-
ists and their repeated ecotourism trips. Furthermore,
while education positively correlate with income and age
among the other control variables, gender is negatively
associated with returning to the same location, indicating
that women seek more variety.

The evaluation of correlation coefficients between the
constructs can assist in making preliminary judgments
about the relationships between them, which will be
investigated further using structural equation modeling.
Tourist satisfaction is significantly and positively related
to ecotourism loyalty (Table 7, r=.48, p\ .01) and des-
tination image (Table 7, r=.47, p\ .01). Additionally,
destination image is positively correlated with tourist
experience (Table 7, r=.56, p\ .01) and motivation of
tourists (Table 7, r=.52, p\ .01).

Structural Model

Figure 2 shows the path coefficients generated when eval-
uating the proposed structural model. Besides, Table 8
shows the critical metrics as confidence intervals (CI),
p-values, standard errors.

These path coefficients support the suggestion that
there are direct relationships between experience and des-
tination image, motivation and destination image, satis-
faction and destination image, and ecotourism and
satisfaction, and allow H1, H3, and H5 to be confirmed.
To test for indirect effects between constructs, hierarchi-
cal regression analysis is deployed.

Hypothesis Testing—Direct Effects

To evaluate the hypothesis of this research, hierarchical
regression models were applied. The models included
control variables as the first step, followed by two inde-
pendent variables, namely Tourist experience and
Tourist motivation.

In this study, the control variables of the model
comprise age, gender, education, income, and previ-
ous ecotourism visits, which are influenced by the pre-
vious studies of Kattiyapornpong and Miller (2011)
and Li et al. (2021). Additionally, in the next steps of
the hierarchical regression modeling, mediating fac-
tors were included, which served as both endogenous
and exogenous variables, based on the chosen model.
Finally, the moderating factors of SMIB and SMIA
along with the interaction terms of SMIB 3 MOT

Table 5. CFA.

x2 df CFI TLI RMSEA SRMR

(LOYL, SAT, DI, EXP, MOT, SMIB, SMIA) 684.6 254 0.918 0.904 0.057 0.038
(LOYL, SAT + DI, EXP, MOT, SMIB, SMIA) 1,138.9 260 0.834 0.809 0.080 0.074
(LOYL + SAT, DI, EXP, MOT, SMIB, SMIA) 1,084.8 260 0.844 0.820 0.078 0.055
(LOYL + SAT + DI, EXP, MOT, SMIB, SMIA) 1,546.5 265 0.758 0.726 0.096 0.078
(LOYL + SAT + DI + EXP, MOT, SMIB, SMIA) 865.4 269 0.699 0.664 0.107 0.087
(LOYL + SAT + DI + EXP + MOT, SMIB, SMIA) 2,296.2 272 0.618 0.579 0.119 0.101
(LOYL + SAT + DI + EXP + MOT + SMIB, SMIA) 2,502.5 274 0.580 0.540 0.125 0.105
(LOYL + SAT + DI + EXP + MOT + SMIA, SMIB) 2,621.6 274 0.557 0.515 0.128 0.107
(LOYL + SAT + DI + EXP + MOT + SMIB + SMIA) 2,853.7 275 0.514 0.469 0.134 0.110

Source. Authors’ works.

Table 6. CMB Test.

Model x2 df CFI TLI RMSEA SRMR

(LOYL, SAT, DI, EXP, MOT, SMIB, SMIA) 684.6 254 0.918 0.904 0.057 0.038
(LOYL, SAT, DI, EXP, MOT, SMIB, SMIA, CMV) 767.4 322 0.921 0.908 0.051 0.038

Source. Authors’ works.
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and SMIA 3 DI were included in the models. The
metrics and outcomes of each regression model are
presented in Table 9.

Overall, three dependent variables appear in the mod-
els (DI, SAT, and LOYL). There are two purely

exogenous variables (EXP and MOT) and two moderat-
ing variables (SMIB and SMIA).

Generally, 10 regression models are estimated in the
study. All of them illustrate the moderate fit measured
by R2 and adjusted R2 values ranging from 0.23 to 0.47
(Table 9). This indicates that the model account for a
considerable portion of the variation in the dependent
variables, and there is no indication of multicollinearity
or non-stationarity.

In line with Hypothesis 1, the results show that eco-
tourism experience has a statistically significant direct
positive effect on tourist satisfaction (Table 9, Model 1,
b=0.446, p\ .01). Hypothesis 3 posited that there is a
significant positive correlation between tourist motivation
and destination image, as supported by statistical analy-
sis. The regression modeling findings validated this pre-
diction, and the direct impact was positive and
statistically significant (Table 9, Model 5, b=0.561,
p\ .01). Similarly, Hypothesis 4 predicted that destina-
tion image would have a direct influence on ecotourism
loyalty, which is confirmed by the results, which shows a
positive and statistically significant coefficient for destina-
tion image (Table 9, Model 7, b=0.523, p\ .01).
Consequently, all hypothesized direct relationships
between the investigated constructs have been confirmed.

Hypothesis Testing—Mediating Effects

Hypotheses 2 and 5 assumed indirect relationships
between tourist experience and satisfaction and between
destination image and ecotourism loyalty. These indirect
effects mediated by destination image in the first case
and tourist satisfaction in the second case have been

Table 7. Descriptive statistics and correlations between constructs.

Variables Mean SD 1 2 3 4 5 6

1 Age 2.42 1.23
2 Gender 0.57 0.50 0.01
3 Education 2.10 0.58 0.14*** 0.02
4 Income 3.11 0.92 0.08* 20.02 0.23***
5 Destv 0.18 0.38 0.01 20.09** 0.02 0.08*
6 Ecovisit 0.52 0.50 0.09** 20.01 0.20*** 0.30*** 0.44***

Constructs 8 9 10 11 12 13

7 SAT 0.48*** 0.47*** 0.59*** 0.51*** 0.43*** 0.89***
8 LOYL 0.46*** 0.39*** 0.42*** 0.42*** 0.57***
9 DI 0.56*** 0.52*** 0.66*** 0.39***
10 EXP 0.44*** 0.40*** 0.44***
11 MOT 0.80*** 0.39***
12 SMIB 0.41***
13 SMIA

Notes. Significant at ***1%, **5%, and *10%.

Source. Authors’ works.

Figure 2. Path coefficients.
Source. Authors’ works.
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supported in this study. It is confirmed that there is par-
tial mediation of the relationship between tourist experi-
ence and satisfaction by destination image. When the
mediating variable was introduced, the coefficient for
tourist experience decreased but remained statistically
significant Table 9, Model 4, b=.357, p\ .01). The
coefficient for destination image was also positive and
significant.

The findings also support Hypothesis 5. The results
from hierarchical regressions show significant partial
mediation of the relationship between destination image
and ecotourism loyalty by tourist satisfaction. After add-
ing the mediating variable of satisfaction, the coefficient
for destination image decreased but remained statistically
significant (Table 9, Model 9, b=0.428, p\ .01). The
coefficient for the mediating variable was also positive
and significant (Table 9, Model 9, b=.344, p\ .01).

Hypothesis Testing—Moderating Effects

Hypotheses 6 and 7 on moderating effects of social
media influence on the relationships between tourist
motivation and destination image and between tourist
satisfaction and ecotourism loyalty have been supported
by the study. However, some key differences have been
detected between the tourists in Vietnam and the Czech
Republic. When two samples are combined, at high lev-
els of social media influence, there is a significant posi-
tive association between motivation and destination
image (Table 9, Model 6, b=.245, p\ .01). At the low
levels of social media influence, there is no significant
relationship between motivation and destination image,
which suggests that social media plays a predominant
role in shaping the destination image in the minds of
tourists before they make the trip. Similarly, at high lev-
els of social media influence, there is significant positive
association between tourist satisfaction and ecotourism
loyalty (Table 9, Model 10, b=.133, p\ .01). At the
low levels of social media influence, the relationship
between tourist satisfaction and loyalty is not significant.
This phenomenon can be explained by the use of social
media by tourists to recommend the destinations and by
the enormous role likes and comments on social media
play in tourist decisions to revisit the place.

However, when the hierarchical regressions were re-
estimated for individual sub-samples of the ecotourists in
the Czech Republic and Vietnam, it was revealed that in
Vietnam there was a much stronger moderating influence
of the social media effect before the trip on the relation-
ship between motivation and destination image (Table
10, Model 6, b=.507, p\ .01). This suggests that tour-
ists in Vietnam are more driven by the social media influ-
ence than tourists in the Czech Republic and their
destination image is mostly shaped under the influence
of social media they refer to before the trip. In contrast,
the tourists in the Czech Republic are less sensitive to the
influence of social media on their decisions to make
the ecotourist trip. However, it is valid to note that this
does not imply that tourists in this country are not
affected by social media at all. On the contrary, the evi-
dence from Model 10 estimated for the two individual
sub-samples shows that the effect of social media influ-
ence on the destination loyalty is stronger for ecotourists
in the Czech Republic than ecotourists in Vietnam
(Table 11, Model 10, b=.865, p\ .01). Moreover,
while ecotourists in Vietnam become loyal to the destina-
tion when they are both satisfied and receive positive
feedback on the social media, ecotourists in the Czech
Republic are more responsive to the direct influence of
the social media feedback and likes and there is no sig-
nificant interaction effect (Table 11, Model 10, b=.091,
p=.145). The main conclusion from this is that social
media influence plays a critical role as a trustable source
of information to choose an ecotourism destination in
Vietnam but in the Czech Republic, social media influ-
ence plays a more important role as a reference for value
expressions rather than a source of information.

Discussion

Theory Contribution

First, this research contributes to the theoretical under-
standing of ecotourism loyalty by challenging and
expanding upon its traditional conceptualization.
Traditionally, ecotourism loyalty has been defined in
terms of destination loyalty, with a focus on repeated vis-
itation to a specific ecotourism destination (Ahmad

Table 8. Path Coefficients.

Effects Coefficient SE z p-Value 95% CI

EXP!DI 0.356 0.032 11.036 .000 [0.292, 0.419]
MOT!DI 0.360 0.040 8.991 .000 [0.282, 0.438]
DI! SAT 0.419 0.034 12.281 .000 [0.352, 0.486]
SAT! LOYL 0.610 0.049 12.489 .000 [0.514, 0.705]

Source. Authors’ works.
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et al., 2021). However, this study proposes a broader and
more nuanced definition that encapsulates a commit-
ment to the principles of ecotourism, irrespective of the
destination. This reconceptualization recognizes the
unique motivations of ecotourists who prioritize

sustainability and respect for nature, and it allows for a
more comprehensive understanding of ecotourism loy-
alty that transcends geographical boundaries. This novel
perspective on ecotourism loyalty not only challenges
traditional paradigms (Prayag & Ryan, 2012) but also

Table 9. Hierarchical Regressions—Total Sample.

Dependent variable SAT SAT DI SAT DI
Model 1 2 3 4 5

Control variables
Age 20.038** 20.028 20.037* 20.031* 20.046**
Gender 0.017 0.011 20.0004 0.017 20.051
Education 0.033 0.029 0.003 0.032 0.012
Income 0.007 20.009 0.001 0.007 20.043
Destination visits 0.055 0.089 20.072 0.068 20.083
Ecotourism visits 0.029 0.057 20.024 0.033 0.007

Independent variables
DI 0.418*** 0.183***
SAT
EXP 0.446*** 0.483*** 0.357***
MOT 0.561***

Moderating variables
SAT
DI

Interaction terms
SMIB 3 MOT
SMIA 3 SAT

R2 0.356 0.235 0.325 0.385 0.285
Adjusted R2 0.347 0.225 0.316 0.375 0.275
F-stat 40.62*** 22.55*** 35.31*** 18.46*** 29.28***

Dependent variable DI LOYL LOYL LOYL LOYL
Model 6 7 8 9 10

Control variables
Age 20.049*** 0.017 0.021 0.028 0.020
Gender 20.009 0.140** 0.130** 0.135** 0.113**
Education 0.055 20.069 20.087 20.081 20.066
Income 20.055** 20.032 20.035 20.029 20.039
Destination visits 20.010 20.028 20.099 20.066 20.086
Ecotourism visits 20.012 0.149* 0.118* 0.125* 0.087

Independent variables
DI 0.523*** 0.344***
SAT 0.612*** 0.428*** 20.162
EXP
MOT 20.018

Moderating variables
SMIB 0.747***
SMIA 0.680***

Interaction terms
SMIB 3 MOT 0.245***
SMIA 3 SAT 0.133***

R2 0.467 0.233 0.247 0.319 0.352
Adjusted R2 0.458 0.222 0.237 0.309 0.340
F-stat 49.92*** 22.27*** 24.11*** 30.08*** 30.87***

Source. Authors’ works.

Note. N = 522; Bootstrap samples: 5,000; CI = 95% confidence interval; EXP = ecotourism experience; MOT = tourist motivation; DI = destination image;

SAT = ecotourism satisfaction; LOYL = ecotourism loyalty; SMIB = social media influence before the trip; SMIA = social media influence after the trip.

Significant at ***1%, **5%, and *10%.
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opens up new avenues for research and practice in the
field of ecotourism marketing and management.

Second, this research makes a significant theoretical
contribution by extending the Expectation Confirmation
Theory to the context of ecotourism. The ECT, which
posits that satisfaction is determined by the discrepancy

between initial expectations and actual performance, as
well as the confirmation of pre-purchase expectations
(Oliver, 1997), provides a robust theoretical framework
for understanding consumer behavior. However, its
application has largely been confined to traditional con-
texts (Szymanski & Henard, 2001). This study applies

Table 10. Hierarchical Regressions—Vietnam.

Dependent variable SAT SAT DI SAT DI
Model 1 2 3 4 5

Control variables
Age 20.022 20.030 20.014 20.020 20.060
Gender 0.056 0.022 0.109 0.038 0.030
Education 0.009 0.036 20.030 0.014 0.011
Income 20.006 20.015 0.008 20.007 20.016
Destination visits 0.148* 0.163 20.005 0.149** 20.027
Ecotourism visits 20.032 20.017* 20.102 20.015 20.070

Independent variables
DI 0.387*** 0.171***
SAT
EXP 0.483*** 0.624*** 0.376***
MOT 0.563***

Moderating variables
SAT
DI

Interaction terms
SMIB 3 MOT
SMIA 3 SAT

R2 0.488 0.351 0.376 0.527 0.209
Adjusted R2 0.471 0.329 0.355 0.509 0.182
F-stat 28.54*** 16.22*** 18.05*** 29.07*** 7.91***

Dependent variable DI LOYL LOYL LOYL LOYL
Model 6 7 8 9 10

Control variables
Age 20.086** 20.042 20.014 20.028 20.013
Gender 20.047 0.112 0.094 0.135 0.097
Education 0.127* 20.102 20.135* 20.081* 20.098
Income 20.050 0.006 0.020 0.029 0.021
Destination visits 0.030 0.132 20.019 20.066 20.023
Ecotourism visits 20.082 0.049 0.061 0.125 0.028

Independent variables
DI 0.380*** 0.030
SAT 0.929*** 0.904*** 0.365**
EXP
MOT 20.133

Moderating variables
SMIB 1.300***
SMIA 0.423***

Interaction terms
SMIB 3 MOT 0.507***
SMIA 3 SAT 0.167*

R2 0.409 0.159 0.388 0.388 0.431
Adjusted R2 0.384 0.131 0.367 0.365 0.406
F-stat 16.01*** 5.66*** 19.01*** 16.59*** 17.47***

Source. Authors’ works.

Note. N = 218; Bootstrap samples: 5,000; CI = 95% confidence interval; EXP = ecotourism experience; MOT = tourist motivation; DI = destination image;

SAT = ecotourism satisfaction; LOYL = ecotourism loyalty; SMIB = social media influence before the trip; SMIA = social media influence after the trip.

Significant at ***1%, **5%, and *10%.
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the ECT to the novel context of ecotourism, proposing a
model where tourist motivation influences initial expec-
tations of the ecotourism experience, which are then con-
firmed or disconfirmed based on the actual experience,
leading to satisfaction or dissatisfaction. This satisfaction
level then influences ecotourism loyalty. This innovative

application and extension of the ECT to ecotourism pro-
vides a more comprehensive understanding of the com-
plex interplay between tourist motivation, satisfaction,
and loyalty in the context of ecotourism.

Third, the research further extends the theoretical
landscape by integrating the moderating effect of social

Table 11. Hierarchical Regressions—Czech Republic.

Dependent variable SAT SAT DI SAT DI
Model 1 2 3 4 5

Control variables
Age 20.051 20.029 20.046* 20.044 20.032
Gender 20.052 20.038 20.069 20.040 20.088
Education 0.022 0.006 20.0007 0.022 0.005
Income 0.028 0.009 20.00002 0.028 20.050
Destination visits 20.053 0.001 20.131 20.030 20.118
Ecotourism visits 0.110 0.139* 0.024 0.103 0.040

Independent variables
DI 0.424*** 0.183***
SAT
EXP 0.409*** 0.393*** 0.337***
MOT 0.539***

Moderating variables
SAT
DI

Interaction terms
SMIB 3 MOT
SMIA 3 SAT

R2 0.272 0.171 0.297 0.291 0.353
Adjusted R2 0.255 0.151 0.281 0.272 0.338
F-stat 15.78*** 8.70 *** 17.87*** 15.15*** 23.05***

Dependent variable DI LOYL LOYL LOYL LOYL
Model 6 7 8 9 10

Control variables
Age 20.024 0.054* 0.047 0.060** 0.039
Gender 20.052 0.161** 0.132* 0.169** 0.104
Education 0.011 20.053 20.068 20.054 20.062
Income 20.057* 20.052 20.070 20.053 20.076*
Destination visits 20.052 20.114 20.176 20.114 20.127
Ecotourism visits 0.039 0.192** 0.189** 0.163* 0.159*

Independent variables
DI 0.632*** 0.543***
SAT 0.400*** 0.209*** 20.423***
EXP
MOT 0.045

Moderating variables
SMIB 0.533***
SMIA 0.865***

Interaction terms
SMIB 3 MOT 0.145**
SMIA 3 SAT 0.091

R2 0.517 0.309 0.168 0.339 0.333
Adjusted R2 0.502 0.292 0.149 0.321 0.313
F-stat 35.00*** 18.88*** 8.56*** 18.91*** 16.32***

Source. Authors’ works.

Note. N = 304; Bootstrap samples: 5,000; CI = 95% confidence interval; EXP = ecotourism experience; MOT = tourist motivation; DI = destination image;

SAT = ecotourism satisfaction; LOYL = ecotourism loyalty; SMIB = social media influence before the trip; SMIA = social media influence after the trip.

Significant at ***1%, **5%, and *10%.
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media influence into the ECT framework, both in the
pre and post-trip stages. This represents a significant the-
oretical advancement, as it acknowledges the pivotal role
that social media plays in shaping tourist expectations
and experiences, and ultimately, ecotourism loyalty.
While the influence of social media on consumer beha-
vior has been recognized (Kaplan & Haenlein, 2010), its
specific moderating role within the ECT framework has
been less explored. By demonstrating how social media
influence can shape tourist expectations and experiences,
and ultimately affect ecotourism loyalty, this study pro-
vides a more comprehensive and nuanced understanding
of the ECT in the context of ecotourism. This theoretical
extension can pave the way for new research trajectories
and offer valuable insights for both academics and prac-
titioners in the tourism industry (Xiang et al., 2015).

Last but not least, this research contributes to the the-
oretical understanding of tourist behavior by emphasiz-
ing the importance of the post-trip destination image.
While previous studies have primarily focused on the
pre-trip phase, investigating how pre-trip perceptions
and expectations influence tourist behavior and destina-
tion selection (Beerli & Martı́n, 2004), this study shifts
the focus to the post-trip phase. This shift fills a signifi-
cant gap in the literature (C. F. Chen & Tsai, 2007) and
provides a more comprehensive understanding of the
tourist experience, spanning from pre-trip expectations
to post-trip reflections (Baloglu & McCleary, 1999). The
examination of post-trip destination image can yield
valuable insights into the alignment or misalignment
between the actual experience of the destination and pre-
trip expectations, and how this influences overall tourist
satisfaction, word-of-mouth recommendations, and
intention to revisit (Prayag, 2009). This novel focus on
the post-trip destination image can inform more effective
destination marketing and management strategies, aimed
at not only attracting tourists but also ensuring their
satisfaction and loyalty (C. F. Chen & Tsai, 2007).

Implications and Recommendations for Practice

First, the findings of this research have significant impli-
cations for the development of marketing strategies in
the ecotourism sector. Given the influential role of social
media in shaping tourist expectations and experiences,
tourism marketers can leverage these platforms to
enhance pre-trip expectations and post-trip reflections,
thereby promoting tourist satisfaction and ecotourism
loyalty (Kang & Gretzel, 2012; Li et al., 2021). By effec-
tively utilizing social media platforms, marketers can dis-
seminate information about ecotourism destinations,
promote sustainable practices, and engage with potential
tourists in a more targeted and personalized manner
(Arasli et al., 2023). This strategic use of social media

can lead to more effective marketing campaigns, ulti-
mately contributing to the growth and sustainability of
the ecotourism sector.

Second, the insights derived from this study can
inform destination management strategies. By under-
standing the pivotal role of post-trip destination image
in shaping tourist satisfaction and repeat visitation, des-
tination managers can work toward ensuring that the
actual experience aligns with pre-trip expectations (C. F.
Chen & Tsai, 2007; Prayag, 2009). This alignment can
increase tourist satisfaction and the likelihood of repeat
visitation or recommendations, thereby fostering eco-
tourism loyalty. Furthermore, the study’s findings can
guide destination managers in leveraging social media
platforms to engage with tourists, address their concerns,
and provide timely information, enhancing the overall
tourist experience and satisfaction (Hvass & Munar,
2012).

Third, the findings of this study have significant impli-
cations for both the development of ecotourism products
and services and policy making in the tourism sector. By
understanding that ecotourism loyalty is tied to a com-
mitment to the principles of ecotourism rather than to a
specific location, providers can focus on promoting the
sustainability and environmental conservation aspects of
their offerings (Prayag & Ryan, 2012). This understand-
ing can lead to the creation of ecotourism products and
services that align with the values and motivations of
ecotourists, thereby fostering loyalty to the concept of
ecotourism. Furthermore, the insights gained from this
study about the role of social media in shaping tourist
expectations and experiences can inform the develop-
ment of effective communication and engagement strate-
gies on these platforms (Kang & Gretzel, 2012). From a
policy-making perspective, these insights can guide the
formulation of policies that promote sustainable tourism
practices and support the growth and sustainability of
the ecotourism sector. Policymakers can use the findings
of this study to develop policies that encourage the use
of social media for promoting ecotourism and engaging
with potential tourists, thereby fostering the growth and
sustainability of the ecotourism sector.

Limitations and Future Research

One of the limitations of this study is its geographical
scope, as the research was conducted in two countries,
the Czech Republic and Vietnam. While these countries
provide a comparison between developed and developing
economies, the findings may not be generalizable to other
countries or regions with different cultural, economic, or
environmental contexts. Therefore, future research could
aim to replicate this study in other destinations to test the
generalizability of the findings. This could include
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countries at different stages of economic development, or
regions with different types of ecotourism offerings. Such
research would contribute to a more comprehensive
understanding of the moderating effect of social media
influence on ecotourism loyalty across diverse geographi-
cal contexts.

The study’s focus on the influence of social media in
general, without distinguishing between different social
media platforms, represents a limitation. Different plat-
forms may have different user demographics and usage
patterns, which could influence their role in shaping eco-
tourism loyalty. Therefore, future research could exam-
ine the influence of different social media platforms on
ecotourism loyalty. This could provide more nuanced
insights into how different platforms contribute to shap-
ing tourist expectations and experiences. By understand-
ing the specific impacts of various social media
platforms, tourism marketers and destination managers
could develop more targeted and effective strategies for
promoting ecotourism and engaging with potential
tourists.

Another limitation is the exclusion of the tourist’s
country of origin as a variable in our analysis. The coun-
try of origin can be a factor influencing tourists’ motiva-
tions, expectations, and satisfaction levels, potentially
interacting with the destination factors to shape the over-
all ecotourism experience. By not considering this aspect,
our study might miss capturing the nuanced influences
that tourists’ backgrounds can have on their perception
and response to social media influences at different stages
of their travel. This limitation points to a promising
direction for future research, where a more comprehen-
sive analysis could be conducted to unravel the complex
interplay between the country of origin and destination
factors in shaping ecotourism loyalty. Such an approach
would facilitate a deeper understanding of the multifa-
ceted nature of ecotourism loyalty, paving the way for
more targeted and effective strategies in promoting sus-
tainable tourism.
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