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This study investigates the determinants of ecotourism satisfaction and their effects on re-
visit intention and green advocacy within the context of Indonesia’s green economy. Drawing
upon the Theory of Planned Behavior, the study examines the roles of ecological knowledge,
green infrastructure, green marketing communication, green experience, and environmental
concern in shaping tourists’ satisfaction and subsequent behavioral intentions. A quantita-
tive research design was employed, and data were collected from 355 visitors to Indonesian
ecotourism destinations using purposive sampling. The proposed model was analyzed using
Partial Least Squares Structural Equation Modeling (PLS-SEM). The findings reveal that eco-
logical knowledge, green infrastructure, green marketing communication, and environmental
concern significantly enhance ecotourism satisfaction, whereas green experience has no signif-
icant effect. Furthermore, ecotourism satisfaction significantly influences revisit intention and
green advocacy and mediates most indirect relationships between the ecological antecedents
and behavioral outcomes, except those involving green experience. These findings extend the
Theory of Planned Behavior by integrating ecological, contextual, and moral determinants
into a comprehensive framework for sustainable tourist behavior. The study also provides prac-
tical insights for destination managers and policymakers to strengthen sustainable tourism
strategies through environmental education, green infrastructure, and effective sustainability
communication.

Peran Ecotourism Satisfaction dalam Menghubungkan Green Factors
dan Perilaku Wisatawan Berkelanjutan di Era Green Economy

Abstrak

Penelitian ini bertujuan menganalisis faktor-faktor yang memengaruhi kepuasan ekowisata serta dampa-
knya terhadap niat kunjungan ulang dan advokasi lingkungan dalam konteks penerapan ekonomsi hijau
di Indonesia. Penelitian menggunakan pendekatan kuantitatif dengan melibatkan 355 wisatawan yang
pernah mengunjungi destinasi ekowisata di Indonesia melalui teknik purposive sampling. Data diana-
lisis menggunakan Partial Least Squares Structural Equation Modeling (PLS-SEM). Hasil penelitian
menunjukkan bahwa ecological knowledge, green infrastructure, green marketing communication, dan
environmental concern berpengaruh positif dan signifikan terhadap ecotourism satisfaction, sedangkan
green experience tidak berpengaruh signifikan. Selain itu, ecotourism satisfaction terbukti berpengaruh
positif terhadap revisit intention dan green advocacy serta memediasi sebagian besar hubungan antara
faktor-faktor ekologis dengan kedua variabel tersebut, kecuali hubungan yang melibatkan green experi-
ence. Temuan ini memperluas penerapan Theory of Planned Behavior dengan mengintegrasikan faktor
kognitif, kontekstual, dan moral dalam menjelaskan perilaku wisatawan berkelanjutan. Penelitian ini
Jjuga memberikan implikasi praktis bagi pengelola destinasi dan pembuat kebijakan untuk memperkuat
strategi pariwisata berkelanjutan melalui peningkatan edukasi lingkungan, pengembangan infrastruktur
hijau, dan komunikasi pemasaran yang berorientasi pada keberlanjutan.
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INTRODUCTION

Indonesia’s tourism development is
no longer solely oriented toward increa-
sing national income but has increasing-
ly embraced the principles of the green
economy, which emphasizes resource ef-
ficiency, carbon emission reduction, and
social well-being while preserving envi-
ronmental sustainability (Achmad et al.,
2023; Nugroho et al., 2023). Within this
framework, sustainable tourism has emer-
ged as a strategic instrument capable of in-
tegrating economic, social, and ecological
values into tourism development. Ecotou-
rism, in particular, occupies a pivotal posi-
tion because it provides a practical model
for implementing green economy prin-
ciples at the local level by simultaneous-
ly promoting environmental conservation
and improving community welfare. Ne-
vertheless, the implementation of green
economy principles in Indonesia’s tourism
destinations continues to face significant
challenges, including tourists’ limited
awareness of sustainable practices and the
inconsistent application of environmental
management across ecotourism destina-
tions (Purwanti et al., 2021; Arifianto et
al., 2023). These challenges highlight the
need for a comprehensive understanding
of the behavioral mechanisms that encou-
rage tourists to support sustainable tou-
rism practices.

To explain tourist behavior in this
context, the Theory of Planned Behavior
(TPB), developed by Ajzen (1991), provi-
des a well-established and widely adopted
theoretical framework in green tourism
research. TPB posits that individual beha-
vior is primarily determined by behavioral
intention, which is shaped by three inter-
related components: attitude, subjective
norms, and perceived behavioral control.
Within the ecotourism context, attitude
refers to tourists’ favorable or unfavorab-
le evaluations toward engaging in sustai-
nable tourism behaviors, rather than their
satisfaction with a particular destination
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or experience. In this study, ecotourism sa-
tisfaction is conceptualized as a post-expe-
rience evaluative mechanism that reflects
tourists’ overall assessment of whether the
destination experience meets their expec-
tations and aligns with their sustainability
values. Therefore, ecotourism satisfacti-
on does not represent a direct substitute
for attitude within TPB but functions as
an additional evaluative mechanism that
helps explain how sustainability-related
factors are translated into subsequent be-
havioral intentions. Subjective norms are
formed through tourists’ perceptions of
social support and environmental com-
munication, whereas perceived behavioral
control depends on the extent to which
tourists believe they are capable of enga-
ging in environmentally responsible be-
haviors, facilitated by the availability of
green infrastructure and ecological educa-
tion at tourism destinations. Consequent-
ly, TPB offers a robust theoretical foun-
dation for understanding how ecological
factors shape tourists’ attitudes, satisfacti-
on evaluations, and behavioral intentions
toward sustainable practices in Indonesian
ecotourism (Bagdja et al., 2024; Sanjaya et
al., 2024).

Among these determinants, eco-
logical knowledge plays a fundamental
role in shaping tourists’ attitudes and en-
vironmentally responsible behavior. A
higher level of environmental knowledge
enhances positive perceptions of environ-
mentally friendly destinations and encou-
rages pro-environmental actions, such as
maintaining cleanliness and supporting
conservation initiatives (Ren et al., 2021).
In Indonesia, ecological knowledge can be
strengthened through nature interpretati-
on programs, educational signage, and ca-
pacity-building initiatives for tour guides
operating in conservation areas. Such ini-
tiatives serve as a critical bridge between
ecological awareness and the development
of positive attitudes that ultimately contri-
bute to tourists’ satisfaction with ecotou-
rism destinations (Aswita et al., 2020; Zul-
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vianti et al., 2022). However, knowledge
alone is insufficient to ensure sustainable
behavior, as tourists must also perceive
that they have adequate opportunities and
resources to act upon their environmental
awareness.

In this regard, green infrastructu-
re plays a crucial role in strengthening
tourists’ perceived behavioral control by
shaping their perceptions regarding the
availability of resources and opportunities
to perform environmentally responsible
behaviors. In the TPB framework, percei-
ved behavioral control is an individual-
level perception; therefore, contextual fac-
tors at the destination level influence this
perception by reducing practical barriers
and increasing tourists’ confidence in their
ability to participate in sustainable prac-
tices. Environmentally friendly facilities,
including effective waste management
systems, renewable energy utilization,
and interpretive trails, not only enhance
visitors’ comfort but also provide the ne-
cessary conditions that enable tourists to
engage more easily in environmentally
responsible behavior (Baltaci, 2025). By
providing tangible support for sustainab-
le practices, green infrastructure enhan-
ces tourists’ confidence in their ability to
contribute to environmental conservation,
thereby reinforcing their participation in
the implementation of green economy
principles at ecotourism destinations (Yaja
et al., 2026). This perspective further sug-
gests that physical infrastructure should be
complemented by effective communicati-
on strategies capable of fostering broader
social support for sustainable tourism.

Beyond the role of physical infra-
structure, green marketing communica-
tion serves as a critical mechanism for
shaping the social norms that influence
individual behavior. Marketing messages
emphasizing sustainability, environmen-
tal conservation, and responsible tourism
practices can cultivate tourists’ percep-
tions that environmentally friendly beha-
vior is both socially expected and social-

ly valued (Putri et al., 2024). Within the
Indonesian ecotourism context, effecti-
ve green marketing communication not
only strengthens destination image but
also enhances tourists’ collective aware-
ness of their ecological responsibilities.
By reinforcing positive social expectations
regarding sustainable tourism, green mar-
keting communication contributes to the
development of subjective norms that en-
courage environmentally responsible be-
havior (Setiawan et al., 2021; Persada et
al., 2023). While communication shapes
tourists’ social perceptions, meaningful
environmental experiences are equally es-
sential for transforming these perceptions
into favorable attitudes toward sustainable
tourism.

Green experience is closely asso-
ciated with tourists’ attitudes toward en-
vironmentally sustainable destinations.
Direct interaction with natural environ-
ments and participation in conservation
activities, such as mangrove planting or
plastic waste management programs, ge-
nerate memorable emotional experiences
that enhance tourists’ satisfaction and
emotional attachment to ecotourism desti-
nations (Sthapit et al., 2023). Previous stu-
dies have consistently demonstrated that
positive nature-based experiences strengt-
hen favorable attitudes toward sustainab-
le behavior while simultaneously increa-
sing tourists’ loyalty to green destinations
(Zhang et al., 2024; Naparin, 2025). These
findings suggest that experiential engage-
ment represents a key mechanism through
which sustainable tourism practices create
long-term relationships between tourists
and environmentally responsible destina-
tions. Nevertheless, the effectiveness of
such experiences is likely to depend on
tourists’ underlying environmental values
and personal concerns regarding ecologi-
cal sustainability.

Another important determinant is
environmental concern, which reflects
individuals’ moral values and beliefs re-
garding environmental issues. Tourists

300



Aditya et. al / The Role of Ecotourism Satisfaction in Linking Green ...

with higher levels of environmental con-
cern are generally more likely to develop
positive attitudes and stronger behavioral
intentions toward sustainable tourism ac-
tivities (Solekah et al., 2023). Within the
TPB framework, environmental concern
reinforces both attitudes and subjective
norms because environmentally conscio-
us individuals tend to internalize social
values that encourage pro-environmental
behavior (Hansen et al., 2024). Conse-
quently, environmental concern provides a
fundamental psychological foundation for
encouraging tourists to actively participa-
te in green economy initiatives and envi-
ronmentally responsible tourism practices.
As these psychological factors strengthen
tourists’ attitudes and intentions, their in-
fluence is expected to extend beyond sa-
tisfaction toward subsequent behavioral
outcomes (Thuy et al., 2025).

From a behavioral perspective, sus-
tainable tourism outcomes are reflected
not only in tourists’ satisfaction but also in
their intentions to revisit destinations and
engage in green advocacy. Green advocacy
represents one of the highest levels of pro-
environmental behavior, whereby tourists
actively recommend, promote, and edu-
cate others about the importance of sus-
tainable tourism practices (Bajrami et al.,
2025). Tourists who are satisfied with en-
vironmentally responsible destinations are
more likely to become advocates who dis-
seminate positive environmental messa-
ges, encourage sustainable lifestyles, and
influence broader social behavioral chan-
ge (Nguyen et al., 2025). These post-visit
behavioral outcomes indicate that tourist
satisfaction should be viewed not merely
as an end result but also as a catalyst for
fostering long-term sustainability through
repeat visitation and voluntary advocacy.
Despite these theoretical arguments, the
interrelationships among these ecological
determinants and their behavioral conse-
quences remain insufficiently understood,
particularly within the Indonesian ecotou-
rism context.
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Despite the growing body of literatu-
re on sustainable tourism, important rese-
arch gaps remain regarding how multiple
ecological factors jointly shape tourists’ at-
titudes, behavioral intentions, and pro-en-
vironmental behaviors within ecotourism
settings. Previous studies have predomi-
nantly examined the direct effects of eco-
logical knowledge, green infrastructure,
green marketing communication, green
experience, and environmental concern
on tourist satisfaction as isolated determi-
nants, with limited attention to the under-
lying psychological mechanisms that exp-
lain how these factors ultimately influence
revisit intention and green advocacy (Ren
et al., 2021; Conti et al., 2023; Hui et al.,
2023). Consequently, the dynamic inter-
play among these ecological antecedents
and their behavioral consequences has yet
to be comprehensively understood, par-
ticularly within an integrated behavioral
framework (Naparin, 2025). This limita-
tion underscores the need for a more ho-
listic theoretical perspective capable of
explaining tourists’ sustainable behavioral
processes.

In addition to this empirical limi-
tation, existing studies have largely been
conducted in developed countries cha-
racterized by relatively advanced envi-
ronmental infrastructure, higher levels of
environmental awareness, and stronger
institutional support for sustainable tou-
rism (Kia, 2021; Tuwo et al., 2021). These
contextual conditions differ considerably
from those in Indonesia, where the imple-
mentation of ecotourism sustainability is
still influenced by variations in destinati-
on management capacity, environmental
governance, ecological education, and
community involvement. Previous studies
in Indonesia have highlighted that ecotou-
rism development remains dependent on
local institutional capacity and stakehol-
der participation, particularly in ensuring
that conservation objectives are aligned
with tourism activities and community
welfare (Kia, 2021; Tuwo et al., 2021).
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Furthermore, differences in environmen-
tal management practices, ecological edu-
cation, and public awareness continue to
create challenges in implementing green
economy principles across Indonesian
ecotourism destinations (Anggraeni et al.,
2023). As a result, findings derived from
developed-country settings cannot be rea-
dily generalized to Indonesia’s unique
socio-ecological environment, where sus-
tainability implementation is shaped by
different institutional, social, and environ-
mental conditions (Praptiwi et al., 2021).
Addressing this contextual gap is therefore
essential for generating evidence that can
better inform tourism policies and sustai-
nable destination management in emer-
ging economies.

From a theoretical perspective, pre-
vious research has primarily relied on the
Theory of Reasoned Action (TRA) or the
Value-Belief-Norm (VBN) Theory to ex-
plain environmentally responsible tourist
behavior, while relatively limited attention
has been devoted to the comprehensive
application of the Theory of Planned Be-
havior (TPB) (Han, 2021; J. Liet al., 2024;
Alashiq & Aljuhmani, 2025). Although
TPB provides a strong foundation for
explaining behavioral intention through
attitude, subjective norms, and percei-
ved behavioral control, its application in
sustainable tourism contexts has predo-
minantly focused on predicting behavio-
ral intentions rather than explaining the
psychological mechanism through which
sustainability-related factors are transfor-
med into behavioral outcomes. In parti-
cular, limited attention has been given to
how tourists’ evaluations of sustainable
destination experiences contribute to the
translation of ecological, contextual, and
moral factors into subsequent behaviors.
TPB offers a more integrated theoretical
lens by simultaneously accounting for in-
dividual psychological factors and con-
textual influences that determine envi-
ronmentally responsible behavior (Torabi
et al., 2025). Therefore, extending TPB

within the context of Indonesian ecotou-
rism provides an opportunity to enrich the
theoretical understanding of sustainable
tourist behavior by incorporating the eva-
luative process that links sustainability an-
tecedents with behavioral consequences.
The primary novelty of this study
lies in developing a TPB-based explana-
tory mechanism that clarifies how sustai-
nability-related antecedents are converted
into sustainable tourist behaviors through
ecotourism satisfaction as an evaluative
process. Rather than merely incorpora-
ting additional constructs into the TPB
framework, this study explains the path-
way through which cognitive, contextual,
affective, and moral factors contribute to
behavioral outcomes in ecotourism set-
tings. Unlike previous studies that prima-
rily conceptualize green infrastructure as a
physical attribute of tourism destinations
(Jiang et al., 2022; Rao et al., 2022; Hana-
fiah et al., 2025), this study positions green
infrastructure as a contextual factor that
strengthens tourists’ perceived behavioral
control by facilitating environmentally res-
ponsible actions. Furthermore, green ad-
vocacy is conceptualized as an advanced
form of discretionary pro-environmental
behavior that extends beyond revisit inten-
tion, reflecting tourists’ voluntary willing-
ness to recommend, promote, and advo-
cate environmentally responsible tourism
practices following satisfying destination
experiences (Madhyamapurush, 2026). By
integrating cognitive (ecological knowled-
ge), contextual (green infrastructure and
green marketing communication), affecti-
ve (green experience and tourist satisfac-
tion), and moral (environmental concern)
dimensions within the TPB framework,
this study does not alter the fundamental
structure of TPB but extends its expla-
natory mechanism. Specifically, the pro-
posed framework highlights ecotourism
satisfaction as an evaluative mechanism
that explains how tourists interpret sus-
tainability-related experiences before for-
ming behavioral intentions and engaging
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in green advocacy. Thus, the integration
within TPB contributes to theoretical de-
velopment by explaining the process lin-
king antecedent conditions, psychological
evaluation, and sustainable tourist beha-
vior in ecotourism destinations.

Accordingly, this study aims to exa-
mine the effects of ecological knowled-
ge, green infrastructure, green marketing
communication, green experience, and
environmental concern on ecotourism sa-
tisfaction, as well as to investigate the sub-
sequent influence of tourist satisfaction on
revisit intention and green advocacy wit-
hin the context of Indonesian ecotourism.
By addressing the identified empirical,
contextual, and theoretical gaps, this stu-
dy seeks to contribute to the advancement
of sustainable tourism literature while
providing practical insights for policyma-
kers and destination managers in suppor-
ting Indonesia’s transition toward a green
economy.

Hypothesis Development
The Relationship between Ecological
Knowledge and Ecotourism Satisfaction
Ecological knowledge refers to an
individual’s understanding of environ-
mental issues, ecological processes, and
sustainable practices that support envi-
ronmental conservation. Within the con-
text of ecotourism, ecological knowledge
enables tourists to recognize the environ-
mental value of tourism destinations and
to better appreciate conservation initiati-
ves implemented by destination managers
(Ren et al., 2021). From the perspective of
the Theory of Planned Behavior (TPB),
greater ecological knowledge strengthens
positive attitudes toward environmentally
responsible tourism by enhancing tourists’
awareness of the environmental conse-
quences of their actions (Araujo et al.,
2025). This enhanced awareness enables
tourists to develop more informed evalu-
ations of sustainable destination attributes
because they are better able to recognize
the environmental value and conservation
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efforts implemented by tourism providers.
Consequently, ecological knowledge may
influence ecotourism satisfaction by imp-
roving the perceived alignment between
tourists’ environmental expectations and
the sustainability practices experienced at
the destination. As tourists become more
informed about sustainability principles,
they are more likely to perceive ecotou-
rism experiences as meaningful and con-
sistent with their personal environmental
values.

Tourists possessing higher levels of
ecological knowledge are expected to eva-
luate ecotourism destinations more favo-
rably because their understanding of en-
vironmental issues allows them to better
interpret and appreciate conservation ini-
tiatives undertaken by destination mana-
gers. This cognitive understanding enhan-
ces the perceived value of the destination
experience, which subsequently contri-
butes to higher satisfaction with the desti-
nation (Alashiq & Aljuhmani, 2025). Mo-
reover, knowledgeable tourists are more
likely to actively engage in environmen-
tally responsible activities, thereby reinfor-
cing the congruence between their envi-
ronmental beliefs and their actual tourism
experiences (Nekmahmud et al., 2022).
Consequently, ecological knowledge ser-
ves not only as a cognitive antecedent of
environmentally responsible attitudes but
also as an important determinant shaping
tourists’ satisfaction evaluation in ecotou-
rism contexts.

H1: Ecological knowledge significantly
influences ecotourism satisfaction.

The Relationship between Green Infra-
structure and Ecotourism Satisfaction
Green infrastructure refers to en-
vironmentally sustainable facilities and
physical amenities that support ecological
conservation while enhancing tourists’ ex-
periences at ecotourism destinations. Such
infrastructure includes renewable energy
systems, effective waste management fa-
cilities, eco-friendly transportation, wa-
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ter conservation technologies, and envi-
ronmentally designed visitor amenities
(Baloch et al., 2023). Within the Theory
of Planned Behavior (TPB), green infra-
structure contributes to perceived behavio-
ral control by providing tourists with the
necessary resources and opportunities to
engage in environmentally responsible be-
haviors. From the TPB perspective, desti-
nation-level facilities influence individual-
level perceived behavioral control because
accessible and supportive infrastructure
reduces perceived barriers and increases
tourists’ confidence in performing sustai-
nable practices. When tourists perceive
that environmentally responsible actions
can be performed easily due to the avai-
lability of sustainable facilities, they are
more likely to develop positive evaluations
of their destination experience. When sus-
tainable facilities are accessible and conve-
nient, tourists are more likely to perceive
that participating in pro-environmental
practices requires less effort, thereby imp-
roving their overall tourism experience
(Ibnou-Laaroussi et al., 2020).

The availability of well-developed
green infrastructure also demonstrates a
destination’s commitment to environmen-
tal sustainability, which shapes tourists’
perceptions of destination quality and
sustainability performance. These percep-
tions create a cognitive evaluation process
in which tourists compare their expecta-
tions regarding sustainable tourism with
the actual environmental practices imple-
mented by the destination. When the des-
tination provides clean, environmentally
friendly, and well-maintained facilities,
tourists are more likely to perceive consis-
tency between their sustainability values
and the destination’s practices, resulting
in higher levels of satisfaction. Further-
more, supportive infrastructure facilitates
tourists’ participation in environmentally
responsible activities, creating more mea-
ningful tourism experiences (Luongo et
al., 2024; Jieyao et al., 2025). Therefore,

green infrastructure functions not only as
a physical attribute of the destination but
also as a contextual mechanism that en-
hances perceived behavioral control and
shapes tourists’ satisfaction evaluations
within ecotourism contexts.

H2: Green infrastructure significantly in-

fluences ecotourism satisfaction.

The Relationship between Green Mar-
keting Communication and Ecotourism
Satisfaction

Green marketing communication
refers to the dissemination of environ-
mental information and sustainability-
oriented messages that communicate a
destination’s commitment to ecological
conservation and responsible tourism
practices. Such communication includes
promotional campaigns, environmental
education, eco-labels, digital media con-
tent, and on-site informational materials
that emphasize sustainable values ( Tol-
kes, 2018; Chi, 2021). Within the Theory
of Planned Behavior (TPB), green mar-
keting communication contributes to the
formation of subjective norms by shaping
tourists’ perceptions regarding socially ex-
pected and environmentally responsible
behaviors (Patwary et al., 2022). Through
sustainability-oriented messages, destina-
tions communicate environmental values
and establish social expectations regar-
ding responsible tourism practices. The-
se perceived social expectations influen-
ce how tourists evaluate the importance
and credibility of sustainability initiatives
implemented by destinations. When sus-
tainability messages are perceived as cre-
dible, consistent, and supported by actual
environmental practices, tourists are more
likely to develop favorable perceptions of
the destination’s sustainability commit-
ment and evaluate their tourism experien-
ce more positively.

Effective green marketing commu-
nication not only increases tourists’ awa-
reness of environmental initiatives but
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also strengthens their perception that the
destination’s sustainability efforts are aut-
hentic and aligned with socially valued
environmental behaviors. This alignment
between communicated sustainability va-
lues and actual destination performance
reduces uncertainty regarding environ-
mental claims and enhances tourists’ con-
fidence in the destination. Consequently,
tourists are more likely to experience trust,
appreciation, and positive evaluations of
the destination, which ultimately cont-
ribute to higher ecotourism satisfaction
(Ashraf et al., 2020; Liu et al., 2026). The-
refore, green marketing communication
1s expected to positively influence ecotou-
rism satisfaction by shaping favorable per-
ceptions and reinforcing positive tourism
experiences.
H3: Green marketing communication
significantly influences ecotourism
satisfaction.

The Relationship between Green Expe-
rience and Ecotourism Satisfaction
Green experience refers to tourists’
direct interactions with environmentally
sustainable practices and natural environ-
ments during their visits to ecotourism
destinations. These experiences may in-
clude participating in conservation acti-
vities, observing biodiversity, engaging
in environmental education programs, or
utilizing eco-friendly facilities that promo-
te sustainable tourism (El Moslem Badr,
2022; Torsney et al., 2025). Within the
Theory of Planned Behavior (TPB), mea-
ningful green experiences strengthen posi-
tive attitudes toward environmentally res-
ponsible tourism by influencing tourists’
evaluations of sustainable behaviors and
increasing their appreciation of environ-
mental conservation. Through direct in-
teraction with natural environments and
participation in conservation activities,
tourists are able to evaluate the value and
meaningfulness of sustainable tourism
practices based on their actual experien-
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ces. Such experiences create memorable
and authentic encounters that enhance
the perceived value of ecotourism destina-
tions (Castellanos-Verdugo et al., 2016).
Positive green experiences are ex-
pected to increase tourists’ satisfaction be-
cause they provide experiential evidence
that the destination’s sustainability prac-
tices are consistent with tourists’ environ-
mental expectations and personal values.
In this context, green experience functions
as an experiential antecedent that shapes
tourists’ attitudes toward sustainable desti-
nations, while ecotourism satisfaction rep-
resents their subsequent evaluation of the
overall tourism experience. When tourists
actively engage with nature and perceive
that destinations genuinely implement sus-
tainable practices, they are more likely to
develop favorable evaluations of their tra-
vel experiences. Furthermore, immersive
environmental experiences foster emotio-
nal attachment and strengthen the align-
ment between tourists’ environmental va-
lues and destination attributes, resulting in
greater satisfaction (Xiaoqin & Zhanhong,
2025). Therefore, green experience repre-
sents an important affective determinant
that contributes to ecotourism satisfaction
by enriching both the emotional and ex-
periential dimensions of sustainable tou-
rism.
H4: Green experience significantly in-
fluences ecotourism satisfaction.

The Relationship between Environmen-
tal Concern and Ecotourism Satisfaction

Environmental concern refers to an
individual’s awareness of environmental
issues and the extent to which they are
committed to protecting natural resources
through responsible behavior. It reflects
personal values, moral obligations, and
a sense of responsibility toward environ-
mental sustainability (Dong et al., 2024;
Amin & Munir, 2026). Within the Theo-
ry of Planned Behavior (TPB), environ-
mental concern represents an important
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psychological and moral antecedent that
strengthens tourists’ favorable attitudes to-
ward environmentally responsible tourism
behaviors by increasing their awareness
of environmental consequences and their
motivation to support sustainable practi-
ces. Tourists with strong environmental
concern are therefore more likely to de-
velop positive evaluations toward desti-
nations that demonstrate genuine com-
mitments to ecological conservation and
sustainable tourism development. In this
sense, environmental concern influences
not only behavioral motivation but also
how tourists interpret and evaluate sustai-
nability-related attributes of ecotourism
destinations.

When  ecotourism  destinations
implement environmental initiatives that
align with tourists’ environmental values,
visitors are more likely to perceive their
experiences as meaningful and personal-
ly rewarding. This alignment between
tourists’ environmental beliefs and desti-
nation practices creates a positive evaluati-
on process in which tourists perceive grea-
ter consistency between their expectations
and the actual sustainability performance
of the destination, leading to higher levels
of satisfaction. Furthermore, environmen-
tally concerned tourists tend to value con-
servation efforts beyond their recreational
benefits, resulting in stronger emotional
connections with sustainable destinations
(Clark et al., 2019; Rao et al., 2022). Con-
sequently, environmental concern serves
as an important moral antecedent that po-
sitively influences ecotourism satisfaction
by strengthening the alignment between
tourists’ environmental values and their
destination experiences.

H5: Environmental concern significantly
influences ecotourism satisfaction.

The Relationship between Ecotourism
Satisfaction, Revisit Intention, and
Green Advocacy

Ecotourism  satisfaction reflects
tourists’ overall evaluation of their expe-

riences at environmentally sustainable
destinations after comparing their expec-
tations with the actual performance of the
destination (Quynh et al., 2021). Within
the Theory of Planned Behavior (TPB),
satisfaction 1s not positioned as a direct
component of the original framework
but as an evaluative mechanism that ref-
lects tourists’ post-experience assessment
of sustainable destination performance.
This evaluation can strengthen favorable
attitudes toward sustainable tourism prac-
tices because tourists who perceive that a
destination successfully delivers both envi-
ronmental and recreational value are more
likely to develop positive behavioral inten-
tions. Satisfied tourists are therefore more
likely to revisit destinations that consis-
tently provide meaningful ecological expe-
riences, as satisfaction reinforces their con-
fidence in the destination’s ability to meet
their sustainability expectations (Lujan et
al., 2025). Consequently, ecotourism satis-
faction serves as an important mechanism
that translates positive destination evalua-
tions into revisit intention.

Beyond encouraging repeat visits,
ecotourism satisfaction may also foster
green advocacy, a voluntary pro-environ-
mental behavior in which tourists actively
recommend environmentally responsible
destinations, share positive sustainabili-
ty experiences, and encourage others to
adopt responsible tourism practices (Balas-
kas et al., 2025). From the TPB perspecti-
ve, positive evaluations derived from satis-
fying sustainable tourism experiences can
strengthen tourists’ willingness to engage
in behaviors that support environmental
values beyond their personal consumption
experience. Tourists who experience high
levels of satisfaction are more likely to be-
come advocates because their positive eva-
luations enhance emotional attachment,
reinforce commitment to sustainability,
and motivate voluntary communication
of sustainable tourism practices. Therefo-
re, ecotourism satisfaction functions not
only as an evaluative outcome but also as
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a behavioral catalyst that promotes long-
term destination loyalty and voluntary en-
vironmental advocacy.

H6: Ecotourism satisfaction significantly
influences revisit intention.
Ecotourism satisfaction significantly
influences green advocacy.

H7:

The Mediating Role of Ecotourism Sa-
tisfaction

Within the Theory of Planned Beha-
vior (TPB), behavioral outcomes are not
solely determined by cognitive, contex-
tual, and moral factors but also by indi-
viduals’ evaluations of their experiences.
In the context of ecotourism, ecological
knowledge, green infrastructure, green
marketing communication, green experi-

ence, and environmental concern repre-
sent antecedent factors that shape tourists’
perceptions and evaluations of environ-
mentally responsible destinations. These
factors influence how tourists interpret
sustainability practices and assess whether
the destination experience is consistent
with their environmental expectations and
personal values, resulting in higher levels
of ecotourism satisfaction (Yarimoglu &
Gunay, 2020; Chang et al., 2025; Paul &
Roy, 2025). Therefore, ecotourism satisfac-
tion functions as an evaluative mechanism
that translates sustainability-related ante-
cedents into subsequent behavioral inten-
tions and voluntary pro-environmental
behaviors.

Ecological
Knowledge

H,

Green Marketing
Communication

Hs

Environmental
Concern

Ecotourism
Satisfaction

Ecotourism
Revisit Intention

Hg

H;

Green Advocacy

Figure 1. Research Model
Source: Authors (2026)
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As a mediating construct, ecotou-
rism satisfaction explains the psychologi-
cal process through which ecological and
sustainability-related factors influence
tourists’ behavioral outcomes. Within the
TPB framework, satisfaction does not rep-
lace the core components of attitude, sub-
jective norms, and perceived behavioral
control; rather, it represents a post-experi-
ence evaluation that strengthens favorable
behavioral evaluations and facilitates the
formation of sustainable behavioral inten-
tions. Tourists who are satisfied with their
ecotourism experiences are more likely to
revisit sustainable destinations and volun-
tarily advocate environmentally respon-
sible tourism by sharing positive experien-
ces and encouraging others to engage in
sustainable travel practices (Huang & Liu,
2017; Hasan et al., 2020; Balaskas et al.,
2025). Therefore, ecotourism satisfaction
functions as a central mechanism linking
ecological antecedents with long-term
behavioral consequences, highlighting its
critical role in promoting sustainable tou-
rism and supporting the implementation
of green economy principles.

HS8: Ecotourism satisfaction mediates
the relationships between ecologi-
cal knowledge, green infrastructure,
green marketing communication,
green experience, environmental
concern, and revisit intention.

H9: Ecotourism satisfaction mediates
the relationships between ecologi-
cal knowledge, green infrastructure,
green marketing communication,
green experience, environmental
concern, and green advocacy.

METHOD

This study employed a quantitative
research approach to examine the rela-
tionships among ecological knowledge,
green infrastructure, green marketing
communication, green experience, envi-
ronmental concern, ecotourism satisfacti-
on, revisit intention, and green advocacy.

Data were collected through a structured
online questionnaire using a five-point
Likert scale from visitors of Indonesian
ecotourism destinations. The data collec-
tion was conducted from May 2026 until
July 2026, involving respondents who had
visited ecotourism destinations in Indone-
sia. The collected data were analyzed using
Partial Least Squares Structural Equation
Modeling (PLS-SEM) with SmartPLS 4.
PLS-SEM was selected because it 1s ap-
propriate for testing complex research mo-
dels involving multiple latent constructs
and mediation effects while accommoda-
ting data that may not satisfy multivariate
normality assumptions.

The study adopted a purposive
sampling technique by selecting respon-
dents who met specific criteria relevant to
the research objectives. Respondents were
required to have previously visited ecotou-
rism destinations in Indonesia and have
sufficient experience to evaluate environ-
mental practices implemented by tourism
destinations. To ensure that respondents
could provide informed assessments re-
garding sustainability-related attributes,
only individuals who had direct experien-
ce with ecotourism destinations and were
aware of environmental practices during
their visits were included in the study. A
total of 355 valid responses were obtained
and included in the analysis. The adequacy
of the sample size was assessed based on
the 10-times rule recommended for PLS-
SEM analysis. The endogenous construct
receiving the largest number of structural
paths in this model is ecotourism satisfac-
tion, which is predicted by five antecedent
constructs: ecological knowledge, green
infrastructure, green marketing communi-
cation, green experience, and environmen-
tal concern. Accordingly, the collected
sample exceeds the minimum threshold
and is considered adequate for PLS-SEM
analysis, ensuring sufficient statistical po-
wer and reliable parameter estimation
(Hair et al., 2014).

Data analysis was conducted using
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SmartPLS 4 following the two-stage PLS-
SEM procedure. In the first stage, the me-
asurement model was assessed through
indicator reliability, internal consistency
reliability, convergent validity, and discri-
minant validity. Indicator reliability was
evaluated using outer loadings, inter-
nal consistency reliability was assessed
through Cronbach’s alpha and composite
reliability, convergent validity was exa-
mined using average variance extracted
(AVE), and discriminant validity was
evaluated using the heterotrait-monotrait
ratio (HTMT). In the second stage, the
structural model was evaluated through
the coefficient of determination (R?), path
coefficients, and the significance of direct
and indirect effects using bootstrapping
with 5,000 resamples.

RESULT AND DISCUSSION

Table 1 presents the demographic
characteristics of the respondents. Fe-
male respondents constituted the majo-
rity of the sample (77.7%), while males
accounted for 22.3%. Most respondents

were aged 18-22 years (62.8%), followed
by those aged 23-27 years (29.0%). Regar-
ding educational attainment, the majority
held a bachelor’s degree (69.0%), whereas
27.6% had completed senior high school.
More than half of the respondents (54.6%)
reported an annual tourism budget of IDR
1-5 million, while 44.2% had a monthly
income below IDR 3 million. These cha-
racteristics indicate that the sample was
largely represented by young adult tourists
with relatively moderate tourism expendi-
ture capacity, which may reflect the partici-
pation pattern of younger visitors who are
increasingly engaged with nature-based
and sustainable tourism activities. Howe-
ver, the concentration of respondents wit-
hin the 18-27 age group and lower-income
categories should be considered when in-
terpreting the findings, as tourists from
different age groups and socioeconomic
backgrounds may demonstrate different
perceptions and behavioral responses to-
ward sustainable tourism practices. The-
refore, the generalizability of the findings
should be interpreted within the charac-
teristics of the current sample.

Table 1. Demographic Characteristics of Respondents

Characteristic Category Frequency (n) Percentage (%)
Gender Male 79 223
Female 276 77.7
Age 18-22 years 223 62.8
23-27 years 103 29.0
28-32 years 8 2.3
33-39 years 15 4.2
Above 40 years 6 1.7
Education Level Senior High School or Equivalent 98 27.6
Bachelor’s Degree 245 69.0
Master’s Degree 9 2.5
Doctoral Degree 3 0.8
Annual Tourism <IDR 1 Million 88 24.8
Budget IDR 1-5 Million 194 54.6
IDR 6-10 Million 59 16.6
IDR 11-20 Million 7 2.0
> IDR 20 Million 7 2.0
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< IDR 3 Million
IDR 3-5 Million
IDR 5-10 Million
IDR 10-20 Million
> IDR 20 Million

Monthly Income

157 44.2
105 29.6
63 17.7
25 7.0
5 1.4

Source: Processed Data (2026)

PLS-SEM measurement model is il-
lustrated in Figure 2, which presents the re-
lationships between latent constructs and
their corresponding indicators. The values
displayed on the measurement paths rep-
resent the standardized outer loadings,
all of which exceed the recommended
threshold of 0.50, indicating that the in-
dicators adequately reflect their respective
constructs. The values shown within each
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latent construct represent the Average
Variance Extracted (AVE), ranging from
0.690 to 0.851, thereby confirming satis-
factory convergent validity. Overall, the
measurement model demonstrates strong
indicator reliability and construct validity,
supporting the adequacy of the measure-
ment model for subsequent structural mo-
del evaluation and hypothesis testing.
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Figure 2. Outer Loading Value
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Furthermore, Table 2 presents the
results of the measurement model assess-
ment, including multicollinearity, indica-
tor reliability, internal consistency reliabi-
lity, and convergent validity. The variance
inflation factor (VIF) values range from
1.593 to 4.189, all below the recommen-
ded threshold of 5.0, indicating that mul-

ticollinearity is not a concern. Furthermo-
re, all indicator outer loadings exceed the
minimum criterion of 0.50, ranging from
0.818 to 0.931, demonstrating satisfac-
tory indicator reliability. These findings
confirm that each measurement item ade-
quately represents its corresponding latent
construct.

Table 2. Results of Validity, Reliability, and Multicollinearity Test

Outer Cronbach’s Composite

VIF AVE
Measurement Indicator Loadings Alpha Reliability

<5.0 >0.50

>0.50 >0.70 >0.70
Ecological Knowledge (Sobral et al., 2017; Hadi, 2023)
I am aware of global warming. 3.638 0916 0.942 0.958 0.851
I understand the environmental impacts of  3.684  0.918
green consumption.
[ understand the relationship between hu- ~ 4.001  0.925
mans and ecosystems.
I recognize that tourism is highly depen- 4.189 0.931
dent on the preservation of the natural
environment.
Green Infrastructure (Bezuhla et al., 2022; Kharira & Koswara, 2022)
The tourism destination provides adequate  2.238  0.841 0.888 0.918 0.690
pedestrian walkways or nature trails.
The destination has an effective waste man- 2.143  0.818
agement system.
Clean water and sanitation facilities are 2.187 0.835
adequately provided.
Environmental or conservation information 2.126  (0.823
is available at the destination.
The destination’s infrastructure supports 2.214  0.837
environmentally friendly tourism activities.
Green Marketing Communication (Correia et al., 2023)

The destination’s advertisements convey 2.091 0.844 0.855 0.902 0.697
environmentally friendly messages.
The destination’s brand reflects a commit-  2.183  0.853
ment to environmental sustainability.
The information provided enhances my 1.872  0.823
understanding of the importance of envi-
ronmental conservation.
The destination’s promotional activities 1.788  0.819

encourage environmentally responsible

behavior.
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VIF Outer Cronbach’s Composite E

Measurement Indicator <5.0 Loadings Alpha Reliability 0.50
=>0.50 >0.70 >0.70 -
Green Experience (Wu & Cheng, 2017; Huang & Liu, 2017)
The destination provides an environmen- 1.650  0.826 0.786 0.875 0.700
tally friendly tourism experience.
I feel that the destination offers an en- 1.593  0.838
joyable experience without harming the
environment.
My experience at the destination has en- 1.693 0.846
couraged me to become more environmen-
tally conscious.
Environmental Concern (Wu & Cheng, 2017; Huang & Liu, 2017)
I believe that the balance of nature is very  2.530  0.882 0.883 0.920 0.741
fragile.
I believe that current environmental prob-  2.040  0.836
lems are highly complex.
I am concerned about ongoing environmen- 2.233  0.855
tal degradation.
I believe it is important to maintain a bal-  2.415  0.869
ance between humans and nature.
Ecotourism Satisfaction (Wu & Cheng, 2017)
My tourism experience met my expecta- 2402  0.868 0.894 0.927 0.759
tions.
I am satisfied with my visit to this destina- 2.226  0.853
tion.
I believe that visiting this destination was ~ 2.384  0.866
the right decision.
I believe that this destination contributes to 2.885  0.898
environmental sustainability.
Ecotourism Revisit Intention (Huang & Liu, 2017)
I intend to revisit this destination in the 1.859 0917 0.809 0.913 0.840
future.
I am willing to revisit this ecotourism des-  1.859  0.916
tination.
Green Advocacy (Wu & Cheng, 2017)

I will recommend this destination to others. 2.159  0.881 0.872 0.921 0.796

I will share positive comments about this 2.408 0.897
destination.

I am willing to use environmentally 2.434  0.898
friendly products and services offered at

this destination.

Source: Processed Data (2026)
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The reliability and convergent vali- values range from 0.690 to 0.851, surpas-
dity results further support the adequacy sing the minimum requirement of 0.50
of the measurement model. Cronbach’s and confirming satisfactory convergent
alpha values range from 0.786 to 0.942, validity. Overall, these results demonstrate
while composite reliability values range that all constructs exhibit acceptable reli-
from 0.875 to 0.958, both exceeding the ability and validity, indicating that the me-
recommended threshold of 0.70 and indi- asurement model is robust and suitable for
cating strong internal consistency. In addi- subsequent structural model analysis.

tion, the average variance extracted (AVE)
Table 3. Results of Discriminant Validity (HTMT Ratio Matrix)

Indicator EK ERI ES EC GA GE GI GMC
EK

ERI 0.896

ES 0.826 0.861

EC 0.860 0.880 0.883

GA 0.891 0.855 0.869 0.862

GE 0.843 0.803 0.802 0.747 0.811

GI 0.855 0.841 0.864 0.743 0.857 0.742

GMC 0.799 0.764 0.803 0.684 0.768 0.676 0.734

Source: Processed Data (2026)

The results of the discriminant va- cally distinct and captures a unique aspect
lidity assessment using the Heterotrait— of the proposed research model without
Monotrait Ratio (HTMT) can be seen in substantial overlap with other constructs.
Table 3. All HTMT values range from Consequently, the measurement model sa-
0.676 to 0.896, remaining below the re- tisfies the discriminant validity criterion,
commended threshold of 0.90, thereby in- confirming that the constructs are concep-
dicating satisfactory discriminant validity tually and statistically distinguishable and
among the latent constructs. These results are appropriate for subsequent structural
demonstrate that each construct is empiri- model assessment and hypothesis testing.
Table 4. R-Square Result

Variable R-square R-square adjusted
Ecotourism Revisit Intention 0.668 0.667

Ecotourism Satisfaction 0.791 0.788

Green Advocacy 0.732 0.732

Source: Processed Data (2026)

Moreover, Table 4 presents the coef- 66.8% of the variance in ecotourism revi-
ficient of determination (R?) values for sit intention (R? = 0.668). The adjusted R?
the endogenous constructs. Ecotourism values are very close to the corresponding
satisfaction achieved the highest expla- R? values, suggesting good model stabili-
natory power (R? = 0.791; Adjusted R? ty and minimal estimation bias. Overall,
= 0.788), indicating that ecological kno- these findings indicate that the proposed
wledge, green infrastructure, green mar- structural model demonstrates substantial
keting communication, green experience, explanatory power and effectively predicts
and environmental concern jointly explain the endogenous constructs.

79.1% of its variance. Similarly, in Figu- The f-square (f*) analysis in Tab-
re 3, the model explains 73.2% of the va- le 5 was conducted to assess the effect
riance in green advocacy (R? = 0.732) and size of each exogenous construct on the
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endogenous variables. The results indi-
cate that ecotourism satisfaction has a
very large effect on both revisit intenti-
on (f* = 2.015) and green advocacy (f* =
2.735), demonstrating its critical role in
explaining tourists’ sustainable behavio-
ral outcomes. Among the antecedents of
ecotourism satisfaction, environmental
concern (f> = 0.125) and ecological know-
ledge (f* = 0.112) show small-to-moderate
effect sizes, while green experience (f* =

Table 5. f-Square Result

0.077), green infrastructure (f> = 0.075),
and green marketing communication (f> =
0.042) demonstrate relatively small effects.
These findings suggest that although mul-
tiple sustainability-related factors contri-
bute to ecotourism satisfaction, tourists’
internal environmental values and know-
ledge provide stronger explanatory contri-
butions compared with destination-based
and communication-related factors.

Variable f-square
Ecological Knowledge — Ecotourism Satisfaction 0.112
Ecotourism Satisfaction — Ecotourism Revisit Intention 2.015
Ecotourism Satisfaction — Green Advocacy 2.735
Environmental Concern — Ecotourism Satisfaction 0.125
Green Experience — Ecotourism Satisfaction 0.077
Green Infrastructure — Ecotourism Satisfaction 0.075
Green Marketing Communication — Ecotourism Satisfaction 0.042

Source: Processed Data (2026)

The model fit assessment shows that
the Standardized Root Mean Square Resi-
dual (SRMR) values are 0.039 for the sa-
turated model and 0.051 for the estimated
model. Both values are below the recom-
mended threshold of 0.08, indicating that
the proposed model demonstrates a good
fit and that the discrepancy between the
observed and predicted correlations is re-
latively low.

The predictive relevance of the struc-
tural model was assessed using the Q-
square (Q?) value calculated based on the
coefficient of determination (R?) values
of the endogenous constructs (Q2=1-(1-
R )(1-R)(1-R ). The results show that
the model produces a Q? value of 0.981,
which is greater than zero, indicating st-
rong predictive relevance. This finding
suggests that the proposed model has sub-
stantial predictive capability in explaining
ecotourism satisfaction, revisit intention,
and green advocacy. Therefore, the integ-
rated framework demonstrates a strong
ability to predict tourists’ sustainable be-
havioral outcomes in the context of eco-

tourism.

Meanwhile, the hypothesis results
in Table 6 indicate that ecological know-
ledge has a positive and significant effect
on ecotourism satisfaction ($=0.342, t=
5.765, p<0.001). This finding suggests
that tourists with greater ecological kno-
wledge are more likely to appreciate the
environmental values and conservation ef-
forts implemented at ecotourism destina-
tions, leading to higher levels of satisfac-
tion (Ren et al., 2021; Sahabuddin et al.,
2024). From the perspective of the Theory
of Planned Behavior (TPB), ecological
knowledge strengthens favorable attitudes
toward sustainable tourism by increasing
tourists’ understanding of the environ-
mental consequences of their actions.
Consequently, well-informed tourists tend
to evaluate their tourism experiences more
positively because the destination aligns
with their environmental values and sus-
tainability expectations.

The findings further reveal that H2
is supported, indicating that green infra-
structure has a positive and significant ef-
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fect on ecotourism satisfaction ($=0.206,
t=4.127, p<0.001). This result suggests
that environmentally friendly facilities
enhance tourists’ perceptions of comfort,
convenience, and environmental quality,
thereby improving their overall satisfacti-
on (Huang et al., 2024; Paul & Roy, 2025).

Within the TPB framework, green infra-
structure strengthens perceived behavio-
ral control by enabling tourists to engage
more easily in environmentally respon-
sible activities, resulting in more positive
evaluations of their ecotourism experien-
ces.
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Figure 3. Bootstrapping Result
Source: Processed Data (2026)

Consistent with this result, H3 is
also supported, demonstrating that green
marketing communication positively in-
fluences ecotourism satisfaction (p=0.137,
t=3.611, p<0.001). Effective communica-
tion of sustainability initiatives increases
tourists’ confidence in the destination’s
environmental commitment and aligns
their expectations with actual destination
performance (Tankovi¢ & MusSanovic,

315

2022; Chang et al., 2025). From the TPB
perspective, green marketing commu-
nication reinforces subjective norms by
promoting environmentally responsible
values, thereby encouraging favorable eva-
luations that ultimately enhance tourists’
satisfaction.

However, H4 is not supported, as
green experience does not significantly in-
fluence ecotourism satisfaction (3=0.057,
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t=1.391, p=0.164). Although environmen-
tally friendly experiences are generally ex-
pected to improve tourists’ evaluations, the
findings imply that such experiences alone
may not be sufficient to increase satisfac-
tion. It is possible that tourists perceive
green activities as complementary rather
than essential aspects of their visits, sug-
gesting that satisfaction is influenced more
strongly by cognitive evaluations and des-
tination management than by experiential
factors alone (Abbasi et al., 2021; Samri et
al., 2025; Borthakur & Kondasani, 2026).

In contrast, H5 is supported, con-
firming that environmental concern has
a positive and significant effect on eco-
tourism satisfaction (B=0.264, t=5.284,
p<0.001). Tourists with stronger environ-
mental concern tend to value destinations
that actively implement conservation and
sustainability practices (Fu & Zhao, 2024;
Luong & Nguyen, 2025). According to
TPB, environmental concern strengthens
favorable attitudes toward environmen-
tally responsible behavior, leading tourists
to perceive greater value and meaning in
their ecotourism experiences, which ulti-
mately increases their satisfaction.

The results also support H6, indi-
cating that ecotourism satisfaction has a

Table 6. Hypothesis Test Result

positive and significant effect on revisit
intention (B=0.818, t=3.330, p<0.001).
Satisfied tourists are more likely to revisit
destinations because positive experiences
reinforce their confidence that future visits
will provide similar environmental and
recreational benefits (Abbasi et al., 2021;
Paul & Roy, 2025). This finding is consis-
tent with TPB, which posits that favorable
evaluations strengthen behavioral inten-
tions, making satisfaction an important
predictor of tourists’ willingness to return
to ecotourism destinations.

Furthermore, H7 is supported, de-
monstrating that ecotourism satisfacti-
on positively influences green advocacy
(p=0.856, t=4.214, p<0.001). Tourists
who are satisfied with environmentally
responsible destinations are more likely
to recommend these destinations, share
positive experiences, and encourage ot-
hers to adopt sustainable tourism prac-
tices (Mathew et al., 2024). This finding
suggests that satisfaction extends beyond
repeat visitation by stimulating voluntary
pro-environmental behaviors, highlighting
its strategic role in promoting sustainable
tourism through positive word-of-mouth
and environmental advocacy (Chen &
Cheung, 2025).

Original Sample Standard

statistics P

Path sample mean deviation Remark  Conclusion
|0/ values
(0) ™M) (STDEV)
STDEYV))
EK — ES 0.342 0.340  0.059 5.765 0.000  Significant H1: Accepted
GI - ES 0.206 0.207  0.050 4.127 0.000 Significant H2: Accepted
GMC — ES 0.137 0.137  0.038 3.611 0.000 Significant H3: Accepted
GE — ES 0.057 0.058  0.041 1.391 0.164 Not H4: Rejected
Significant
EC > ES 0.264 0.264  0.050 5.284 0.000 Significant HS5: Accepted
ES — ERI 0.081 0.082  0.022 3.330 0.000 Significant H6: Accepted
ES - GA 0.085 0.085  0.020 4.214 0.000  Significant H7: Accepted
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Original Sample Standard

statistics P
Path sample mean deviation Remark  Conclusion
|0/ values
O) M) (STDEYV)
STDEYV))
EK — ES — ERI  0.279 0.278  0.049 5.737 0.000  Significant HS: Partially
GI - ES — ERI  0.168 0.169  0.041 4.126 0.000  Significant Accepted
GMC — ES —» 0.112 0.112  0.031 3.612 0.000  Significant
ERI
GE — ES — ERI  0.047 0.048  0.034 1.387 0.165 Not
Significant
EC —>ES - ERI 0.216 0.216  0.042 5.106 0.000  Significant
EK—->ES—>GA 0292 0.291  0.050 5.871 0.000  Significant H9: Partially
GI->ES—>GA 0.176 0.177  0.043 4.096 0.000  Significant Accepted
GMC — ES —» 0.117 0.117  0.033 3.592 0.000  Significant
GA
GE—->ES—>GA 0.049 0.050  0.035 1.386 0.166 Not
Significant
EC—>ES—>GA 0.226 0.226  0.044 5.151 0.000  Significant

Source: Processed Data (2026)

The mediation analysis shows that
HS8 is not fully supported because eco-
tourism satisfaction does not significantly
mediate the relationship between green
experience and revisit intention (f=0.047,
t=1.387, p=0.165). Nevertheless, the indi-
rect effects of ecological knowledge (P=
0.279, p<0.001), green infrastructure (B=
0.168, p<0.001), green marketing com-
munication (p=0.112, p<0.001), and en-
vironmental concern (f=0.216, p<0.001)
on revisit intention through ecotourism
satisfaction are all positive and statisti-
cally significant. Therefore, although HS8
1s formally rejected, the findings indicate
that ecotourism satisfaction successfully
mediates most of the proposed indirect re-
lationships.

These findings suggest that tourists’
cognitive, contextual, and moral evalua-
tions are more influential in stimulating
revisit intention than experiential factors
alone (Luong & Nguyen, 2025). In line
with the Theory of Planned Behavior
(TPB), ecological knowledge, green infra-
structure, green marketing communicati-
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on, and environmental concern contribute
to favorable evaluations of ecotourism des-
tinations, which subsequently strengthen
tourists’ intentions to revisit (Nguyen-Van
et al., 2025). In contrast, green experience
appears insufficient to generate revisit in-
tention through satisfaction, implying that
memorable environmental experiences
alone may not encourage repeat visitation
unless they are accompanied by meaning-
ful environmental knowledge, adequate
supporting infrastructure, credible sustai-
nability communication, and strong envi-
ronmental values (Constantin et al., 2022;
Hamid et al., 2023).

Similarly, the results indicate that
H9 is not fully supported because eco-
tourism satisfaction does not significantly
mediate the relationship between green
experience and green advocacy (f=0.049,
t=1.386, p=0.166). However, the indirect
effects of ecological knowledge ($=0.292,
p<0.001), green infrastructure ($=0.176,
p<0.001), green marketing communicati-
on (p=0.117, p < 0.001), and environmen-
tal concern (f=0.226, p<0.001) on green
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advocacy through ecotourism satisfaction
are all positive and statistically significant.
Accordingly, although H9 is formally re-
jected, the results demonstrate that eco-
tourism satisfaction serves as an effective
mediating mechanism for the majority
of the proposed relationships leading to
green advocacy.

These findings imply that green ad-
vocacy is primarily driven by tourists’
cognitive understanding, environmental
values, and perceptions of destination sus-
tainability rather than by environmental
experiences alone (Naparin et al., 2025).
From the perspective of the Theory of
Planned Behavior (TPB), ecological kno-
wledge, green infrastructure, green mar-
keting communication, and environmen-
tal concern foster favorable attitudes and
positive evaluations, which are reflected
in higher levels of ecotourism satisfacti-
on and subsequently encourage volunta-
ry pro-environmental behaviors such as
recommending sustainable destinations
and promoting environmentally respon-
sible tourism. (Rao et al., 2022). Conver-
sely, although green experience may cre-
ate enjoyable and memorable visits, such
experiences do not automatically moti-
vate tourists to become environmental
advocates unless they are accompanied
by stronger cognitive awareness, credible
sustainability practices, and deeply rooted
environmental concern (Li & Wu, 2020;
Kim et al., 2023).

CONCLUSION AND
RECOMMENDATION

This study examined the determi-
nants of ecotourism satisfaction and their
effects on revisit intention and green ad-
vocacy by developing a TPB-informed
framework that incorporates ecological
knowledge, green infrastructure, green
marketing communication, green expe-
rience, and environmental concern. The
findings reveal that ecological knowled-
ge, green infrastructure, green marketing

communication, and environmental con-
cern significantly enhance ecotourism sa-
tisfaction, whereas green experience does
not have a significant effect. Furthermo-
re, ecotourism satisfaction significantly
influences revisit intention and green ad-
vocacy. The mediation analysis indicates
that ecotourism satisfaction significantly
mediates the relationships between eco-
logical knowledge, green infrastructure,
green marketing communication, and en-
vironmental concern and both revisit in-
tention and green advocacy. However, the
mediation effects involving green experi-
ence are not statistically significant.
Theoretically, this study contributes
to the sustainable tourism literature by ex-
tending the application of TPB through the
incorporation of an evaluative mechanism
that explains how sustainability-related
antecedents are translated into behavioral
outcomes. Rather than directly modifying
the original TPB structure, this study de-
monstrates how ecotourism satisfaction
functions as a psychological evaluation
process linking cognitive, contextual, and
moral factors with sustainable tourist be-
haviors. This perspective provides a more
comprehensive understanding of how
tourists evaluate sustainable destination
experiences before developing revisit in-
tentions and engaging in green advocacy.
Practically, destination managers
and policymakers should prioritize st-
rengthening tourists’ ecological knowled-
ge, improving green infrastructure, and
implementing credible sustainability com-
munication strategies because these fac-
tors significantly contribute to ecotourism
satisfaction and subsequent sustainable
behaviors. Although green experience rep-
resents an important aspect of sustainable
tourism, the findings indicate that expe-
riential activities alone may not be suffi-
cient to enhance satisfaction. Therefore,
destination managers should ensure that
green experiences are supported by mea-
ningful environmental education, adequa-
te infrastructure, and authentic sustainabi-
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lity practices to maximize their impact on
tourist evaluations.

This study is limited by its cross-
sectional design, its focus on Indonesian
ecotourism destinations, and the use of
self-reported data, which may limit causal
inference and generalizability. In additi-
on, the sample was heavily concentrated
among young respondents, which may
influence the interpretation of tourists’
sustainability perceptions and behavioral
intentions. Future research should there-
fore examine more diverse demographic
groups, adopt longitudinal or mixed-met-
hod approaches, investigate different tou-
rism contexts, and incorporate additional
constructs such as destination image, place
attachment, or environmental citizenship
behavior to further explain sustainable
tourist behavior and validate the proposed
model across broader settings.
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