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Structural Relationships between Ecotourism Village Visitors’ Motivation, Value,

Satisfaction, and Loyalty
Kim, Kyung-Hee' - Lee, Sun-Min

National Academy of Agricultural Science, Rural Development Administration

ABSTRACT

This study examines the structural relationships between ecotourism village visitors’
motivation, value, satisfaction, and loyalty. A self-administered survey was conducted based on
254 visitors to six ecotourism villages. According to the confirmatory factor analysis, there were
four underlying dimensions of motivation (relaxation, adventure, nature experience, and learning)
and on underlying dimension of value (tourism). According to structural equation modeling,
relaxation had a positive effect on economic value, and relaxation and learning had positive
effects of functional value. Relaxation had a positive effect on social value. Economic, emotional,
and social value had positive effects on ecotourism village visitors’ satisfaction, and economic
value had the greatest effect on satisfaction. Satisfaction had a positive effect on destination
loyalty. The results imply that economic, emotional, and social value played important mediating
roles in the relationship between motivation and satisfaction.

Key words: ecotourism village, motivation, value, satisfaction, loyalty
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Tangeland & Aas 2011; Torres-Sovero et al. 2012).
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Table 1. Construct measurement

Factor Item Source
Motivation Relaxation
Get away from stress Oh et al.(1995)
Rediscovering myself Ryan & Glendon(1998)
Relax Kim et al.(2006)
To have a change from the daily routine Hung & Petrick(2011)
To invigorate daily life
Adventure
Discover new places and things Oh et al.(1995)
Finding thrills and excitement Ryan & Glendon(1998)
Experience excitement Beh & Bruyere(2007)
To obtain a feeling of achievement Mehmetoglu(2007)
To engage in nature-based activities
Natural experience
To experience nature Swanson & Horridge(2006)
To be close to nature Mehmetoglu(2007)
Seeing a spectacular scenery
Learning
Learn new things Cai & Li(2009)
Educational opportunities for children Park & Yoon(2009)
Learn the natural environment
Perceived Economic value Sweeney et al.(1999)
value Reasonably priced Sweeney & Soutar(2001)
Economic service Williams & Soutar(2009)
Good for the price Yang & Jolly(2009)
Value for money Deng et al.(2010)
Functional value
Acceptable quality standards Chen & Hu(2009)
Consistent service quality Williams & Soutar(2009)
Well organized Deng et al.(2010)
Convenient
Emotional value Sweeney & Soutar(2001)
Enjoyable Sanchez et al.(2006)
Williams & Soutar(2009)
Feel happy Yang & Jolly(2009)
Positive feeling Deng et al.(2010)
Social value Sweeney & Soutar(2001)
Social approval from others Sénchez et al.(2006)
Williams & Soutar(2009)
Feeling like a special person Yang & Jolly(2009)
Making a good impression on others Deng et al.(2010)
Satisfaction Overall satisfaction Lee et al.(2007)
Satisfaction with the invested time and effort Sanchez-Fernandez & Iniesta-Bonillo(2009)
Satisfaction relative to expectations Ha & Jang(2010)
Loyalty Say positive things Lee et al.(2007)

Recommend intentions

Revisit intentions

Ryu et al.(2008)
Chen & Hu(2009)
Ha & Jang(2010)
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Confirmatory Factor Analysis)S A3t o0,
A 0d 3 AABAE B4 A8 FREA A
2 (SEM : Structural Equation Modeling)& 4 A| 5}
ATt

V. A5 9 33

1. ZAlCHeAte| £

A AR ARl et e Avnd
4 g o] 1327(52.0%), o1/ 0] 122(48.0%)
o2 ettt 2EAR= 71 EAT} 17478(68.5%)
O F YERT AdE AHRA 0] 5998(23.2%), Al
B 222 0] 437(16.9%) w2 = YT A%
2 407} 1048 (41.1%) 2.2 71 E%om, 3

& ggtuEedo] 122%(48.2%), LS5SwE 0]

BFEARY B ARISAEE FAAEEY
2707} 107”3(42.1%), B Aol 647(25.2%)
o2 A vehgth oY FHkAE VM =
= XF o] 1069 (42.1%), T 7} 927 (36.5%) =2
EA YEbTh AHFEAHE T tisiAE
1769 (71.0%)°] T-4stA] &S A2 YElyTh

HU

Yt = FAMNE ] Eled S 2487 9130
1F 8ATH(CFA)E AN B
(SMC: Squared Multiple Correlations)= T~
A e Jrign F2 7] F A #Y
A, A Ao 27 £33 2 57 F A
21 Ade A, ‘“—r] e s 2 &9 o

618(24.1%) <22 A Yehyitt FHBATT) 4 vRte 2 AT} BA YEeR
Table 2. Characteristics of respondents(N=254)
Variables Variables n(%)
Male 132(52.0) 20-29 45(17.7)
Gender
Female 122(48.0) A 30-39 65(25.7)
e
i Married 174(68.5) £ 40-49 104(41.1)
Marital status
Not married 78(30.7) 50 and older 39(15.4)
Own business 30(11.8) Up to 200 88(37.9)
Monthly 201~300 70(30.2)
Socio- Blue-collar worker  23( 9.1) income 301~400 27(11.6)
demographic
&1 p . White-collar worker  59(23.2) More than 400 47203)
characteristics -
Less than high 37146
Occupation Homemaker 32(12.6) school diploma (146
High school
Student 30(11.8) Educational . 61(24.1)
diploma
) level Collese/ universi
Service 43(16.9) .0 ege/ university 122(48.2)
diploma
Other 36(14.2) Graduate school 33(13.0)
Mass media 20( 7.9) None 15( 6.0)
Brochure 1405:5) Family or relatives 106(42.1)
Internet 64(25.2) Companion )
Tourism behavioral Information Friends or partnesr  39(15.5)
. Word of mouth 107(42.1)
characteristics source G 92(36.5
Visit by chance 20( 7.9) roup tour (36.5)
Service 29(11.4) Purchase of local Yes 72(29.0)
Others 36(14.2) specialty product No 176(71.0)
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Table 3. CFA and fit results for the measurement model
Convergent validity ConétITUCt
Construct Item validity a
A CR. AVE CR

Motivation  Relaxation
Get refreshed .647 715 .880 .834
Get away from stress 925 10.931
Escape from daily life .829 10.740
Adventure
Experience excitement .909 17.584 155 902 908
Finding thrills and excitement .829
Discover new places and things .897 17.322
Natural experience
To experience nature .808 764 906 .866
To be close to nature 789 13.405
Seeing a spectacular scenery .896 15.178
Leaning
Learn new things 7192 453 709 7163
Educational opportunitis for children .589 9.015
Learn the natural environment 821 12.345

Perceived  Economic value

value Reasonably priced 818 15.409 785 936 918

Economic services .889 17.567
Good for the price 908 18.189
Value for money .828
Functional value
Acceptable quality standards 781 15.058 741 919 .898
Consistent service quality .848 17.313
Well organized 831 16.706
Convenient .861
Emotional value
Enjoyable .889 12.079 11 .879 .849
Feel happy 901 12.186
Positive feeling .670
Social value
Social approval from others 782 14.429 730 .890 .859
Feeling like a special person 828 15.703
Making a good impression on others .862

Satisfaction ~ Overall satisfaction .873 19.009 .846 .943 907
Satisfaction with the invested time and effort 878 19.230
Satisfaction relativ to expectation .876

Loyalty Say positive thing .889 15.531 789 918 .879
Recommend intentions .880 15.323
Revisit intentions 77

Note: A: Factor loading, C.R.: Critical ratio, AVE: Average variance extracted, CR: Construct reliability
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Z QQQEMS HAAFH O 1 ZI= Table 30 validity)2 F S EF34 (convergent validity)3} 3
AA = o] ATk 2y 2] AT = Table 590 A A= E}d-Ad (discriminant validity)S 53 A3 Ro}of gt
Qo™ (?=947.9, GFI=.814, NFI=.864, CFI=.918, CH(Hair et al. 2006). EW%"E 74" S E
RMSEA=.0722 et ole Ay (Hair e 9 HSEHIAES HAEAFZEAVE: Average
al. 2006; Bae 2014)°lA A& 7]EX(GIF=.9, Variance Extracted), 7H%;‘*J?»L(CR Construct Reliability)
NFI>.9, CFI>.9, RMSEA<.08)c] ®Hlm & 333k 7} ol &2 = e, gukz oz FAgel ol

A NENE =E 7 o]

FAE UES FFo 1Y HFP=E e g HAEFEHTE S50
CMIN/DF(Normed %)= UHFd o2 3 o]3l@ 2 S
e 5F 07 WolSo] A v (Hair ef al 2006; Bae 7 SATHHair er al. 2006

2014), £ Aol A= 22622 VERY A7} 510
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Table 4. Estimated correlations between model constructs

. Nature . Economic Functional Emotional Social . .
Relaxation Adventure . Learning Satisfaction Loyalty
experience value value value value
Relaxation 715
407
Adventure 755
(.166)
Nature 408 564
. 764
experience (.166) (.318)
. .193 677 .670
Learning 453
(.037) (1458) (:449)
Economic .389 434 .360 372 85
value (.151) (-188) (-130) (-138) ’
Functional 308 524 459 .539 .889 41
value (.095) (:275) (:211) (:326) (:790) )
Emotional 261 397 406 363 .674 760 1
value (.068) (.158) (.165) (.132) (454) (.578) )
. 279 339 320 301 .676 713 .835
Social value 730
(078) (.115) (.102) (.091) (.457) (.508) (.697)
. . 343 435 404 383 813 .824 765 742
Satisfaction .846
(.118) (-189) (.163) (.147) (.661) (.678) (.585)  (.551)
383 406 350 335 753 774 770 881 940
Loyalty 789

(147) (165  (123)  (112)  (567)  (599)  (593)  (.776)  (.884)

Note: Numbers in parentheses indicate squared correlations between latent constructs (1)

Numbers along the diagonals represent the average variance extracted (AVE)
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Table 5. Goodness-of-fit indices

A3 A3} [.940+2x.052=.806~1. 044]§ 1
o L%E}DW 01 wEE A X

RLN
o =] 5. =
e NESA 2Y FAES 0E

e 2
A AT Fig 29 2tk AT 2Po] Y=
4% A% Table 59 2o] TERA] BAHG

S 88 B FEOE UERITH=1041.480,
df=433, x*/df=2.405, NFI=.850, GFI=.809, CFI=.906,
RMSEA=.076).

F2 E71(=294, p<001)= AAIZH 7HA] el £
F A®el 9L MAE Ao Yeyn. 18

df NFI GFI CFI1 RMSEA
CFA 947.870 419 2.262 .864 814 918 .072
SEM 1041.480 433 2.405 .850 .809 906 .076
Maotivation Value
Relasstion | E"?:;:I: -
A2=780
P — Functiona
Advertura value
™ 2= 421
& Sabeton s Loyalty

Matural ! @
eRperiznce = walug

Secial
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AE=741
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*p<.05, **p<.01, ***p<.001, Standardized coefficients(t-value).

AE=-720 A7-5870

Fig. 2. The estimated structural model
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Table 6. Standardized structural estimates

Path coefficients Estimates t-value Results
H1
Hla  Relaxation —  Economic value 294 3726 Support
Hlb  Relaxation —  Functional value 145 1.970" Support
Hlc  Relaxation —  Emotional value 137 1.725 No support
Hld  Relaxation —  Social value 211 2,506 Support
Hle  Adventure —  Economic value 161 1.565 No support
HIf  Adventure —  Functional value 152 1.545 No support
Hlg  Adventure —  Emotional value 122 1.152 No support
Hlh  Adventure —  Social value .092 .836 No support
Hli  Nature experience —  Economic value -.008 -.081 No support
Hlj  Nature experience —  Functional value .019 -.194 No support
Hlk  Nature experience —  Emotional value 123 1.148 No support
HIl  Nature experience —  Social value .025 225 No support
Hlm  Learning —  Economic value 249 1.952 No support
Hln  Learning —  Functional value 467 3.657 Support
Hlo  Learning —  Emotional value 238 1.830 No support
Hlp  Learning —  Social value 228 1.676 No support
H2
H2a  Economic value —  Satisfaction 424 3.926"" Support
H2b  Functional value —  Satisfaction .163 1.506 No support
H2c¢  Emotional value —  Satisfaction 235 2.879" Support
H2d  Social value —  Satisfaction 249 2.720" Support
H3 Satisfaction —  Loyalty 938 15637 Support

*p<.05, **p<.01, **¥p<.001.
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