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Abstract

Travelers are increasingly interested in ecotourism in 

is vital for tourist loyalty and repeat visits. This paper 
examines factors affecting tourist satisfaction and loyalty in 

in Sundarbans, India, employing systematic sampling. The 

468 tourists highlighted the effect of ecotourism dimensions, i.e. 
reliability, service quality, destination image, price, and tourist 

a key mediating role. To boost tourist loyalty, ecotourism 
destinations should enhance their destination image, reliability, 
service quality, facilities, and affordability. Insights from this 

understand tourists’ satisfaction and loyalty levels and suggest 
strategies for improving tourism infrastructure and services to 
encourage future progress.

Keywords: Ecotourism, Sundarbans, tourist loyalty, tourist satisfaction, 
mediation approach. 

1. Introduction 

(Pujar & Mishra, 2020). The Ministry of Tourism, Government of India 
estimates that ecotourism could account for up to 20 per cent of the total 
tourism market in India by 2028, driven by increasing demand for sustainable 
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travel options among both domestic and international tourists. Ecotourism 

environment. Ecotourism can help to protect natural areas, support local 

to Bimonte and Punzo’s (2016) study, ecotourism supports expanding 
small indigenous businesses, enhances income diversity and economic 

communities, safeguards indigenous culture, and preserves societal values. 

To offer the best ecotourism products and services, destinations for 

understanding can help service providers and ecotourism operators more 

and remain in ecotourism settings embody responsible travel practices, 
cultural multiplicity, and environmental sustainability. Based on the 

these natural resources serve as key attractions, driving the desire to visit 
such destinations. Consequently, tourism destinations aim to effectively 
manage their natural resources and environment to stand out and sustain 

its resources best, and can help to ensure that tourism is sustainable. In the 

friendly tourism options (Sharma et al., 2022). Tourist satisfaction is crucial for 

expectations (Tonge & Moore, 2007). Marketing methods that address visitor 
satisfaction and behavioural objectives remain a prominent research focus in 

they are bound to return or propose the establishment to their friends. Thus, 

revisit a similar spot (Bichler et al., 2020). 
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Previous studies have primarily examined various relationships, 
such as customer satisfaction and price, price and tourist loyalty, tourist 
satisfaction and tourist loyalty, service quality and satisfaction, reliability or 
trust and loyalty, destination image and loyalty, tourist facility and tourist 

fail to address the mediating role of tourist satisfaction in the relationship 

research gap concerning the mediating role of tourist satisfaction. Thus, this 

effect of tourist satisfaction (SAT) to achieve the objective of this research.

2. Literature Review

2.1. Tourist Loyalty

as a combination of consistent purchasing patterns and attitudes that prefer 

buyer reliability has frequently been discussed as a theoretical term (Pan 
et al., 2011). Customer loyalty is sometimes measured behaviorally and 

as a valuable resource (Shankar & Jebarajakirthy, 2019). Loyal customers 

and behavioural. Subsequently, Backman and Crompton (1991) extended 

intention to visit or revisit, attitudinal loyalty as the intention to suggest, 
and composite loyalty as the combination of behavioural and attitudinal 

and returning or recommending the experience to others as an indicator of 

places (Kozak et al., 2002). Hotels, travel agencies, tour operators, and 
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a good predictor of future behaviour (Chen & Tsai, 2007).

2.2. Destination Image

According to (Crompton, 1979), the concept of destination image entails the 

choices and subsequent travel actions. (Baloglu & McCleary, 1999). In their 
study, Janchai et al. (2020) featured four qualities of an objective’s picture 
as a tourist destination: its natural uniqueness, its historical uniqueness, 
its architectural uniqueness, and its product uniqueness. Scholars and 

connections. Therefore, proactive management of tourists’ satisfaction is 

positively impacts loyalty to that destination and contributes to tourists’ 

(2003), enhances tourism revenue. Government revenue and international 
tourism contributions are key strategies for developing tourism destinations, 

destination values, consequently impacting tourist satisfaction. This suggests 

dependency, place identity, and destination loyalty are strongly correlated 

H1. The image of ecotourism destinations positively affects tourist loyalty.

2.3. Reliability

turn, affects the supplier’s capacity to earn the trust of its customers (Morgan 
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tour guides’ performance and visitors’ purchasing habits is directly 
mediated by perceived kindness, trust, and contentment (Chang, 2012). 
Travellers’ intentions to recommend the place are positively impacted by 

and customers (Coulter &Coulter, 2002). The reliability of existing, non-
deteriorating structures can be assessed by considering past service loads as 

structures (Hall, 1988). The dependability of tourism information services 

accessing them (T. Hu & Jiang, 2014b). Service reliability can be enhanced 
by conducting customer research and addressing customer feedback and 

H2. The reliability of ecotourism destinations positively affects tourist 
loyalty.

2.4. Service Quality

client’s expectations is important in determining service quality. The quality 

and responsiveness, can be used in the travel agency industry, according 
to Setó-Pamies (2012), adding to the discussion on the dimensionality 

of the course of administration conveyance (Parasuraman et al., 1985). The 

interconnection, notably encompassing six elements: tourism infrastructure, 

and cultural engagement (Vu et al., 2020). According to Parasuraman et al. 
(1985), the nature of the service encompasses various dimensions, including 

dependability, promptness, safety, tangible aspects, comprehension, and 

service travel agents provide, tourists visiting the Mirissa coastal tourism 
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expectations and actual performance are compared to determine the quality 
of service (Mackay & Crompton, 1990). The excellence of service delivery 

H3. The service quality of ecotourism destinations positively affects tourist 
loyalty.

2.5. Tourist Facility

all types of amenities explicitly designed to ensure tourists feel comfortable, 

All amenities created to accommodate visitors’ demands and enable them 

facilities like parking spaces and restrooms enable tourism activities to 

the needs and enjoyment of visitors at any time, regardless of the location 

supporting, and complementary facilities is essential to ensure tourist 
satisfaction, all backed by quality services encompassing tangible evidence, 

2024).

to stimulate economic activity, augment local revenue, and optimise the 
available environment. Tourist attractions directly impact tourist loyalty 

satisfaction (Surya & Ningsih, 2020). Improvements in tourist attractions’ 

formulated the subsequent hypotheses:

loyalty.
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2.6. Price

Customers may see price discrimination and demand-based pricing as 

by perceived fairness in pricing (Asadi et al., 2014). The assimilation-

for price acceptability, as proposed by Sherif et al. (1958). The outcomes of 

2015). According to Chua et al. (2015), price sensitivity moderated, indicating 

customers’ perceptions of pricing justice, airline image, and contentment are 

image, and pricing all have an arbitrating function. Ali et al. (2015) assert 

expectations do not impact performance and satisfaction evaluations (Ali 
et al., 2015). The researchers formulated the hypotheses to investigate the 

2.7. Mediating Effect of Tourist Satisfaction in Loyalty of Ecotourism

that regenerative tourism, perceived affordability, participation, leisure, and 
escape did not directly affect tourist pleasure. Positive destination image and 
tourist contentment can boost tourist trust. Although these may not apply 

determining visitor satisfaction: price, hospitality, dining, accommodations, 
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that affect visitors’ happiness, the impression of quality has a much more 

stemming from perceived detriment and an encouraging outcome indicating 

detrimental impact on satisfaction and the latter estimated by the range 

favourably impacts both destination loyalty and satisfaction. Tourism 
administration, tour guides’ effectiveness, lodging quality, and food 

chains and logistics bolsters tourist commitment, directly impacting loyalty 
(Cheunkamon et al., 2021). 

H6. Tourist satisfaction mediates the relationship among (a) destination 
image, (b) reliability, (c) service quality, (d) tourist facility, (e) price, and 
tourist loyalty in ecotourism destinations.

Figure 1: Conceptual Model

3. Research Method

3.1. Sample and Survey Process

The data collection took place at various popular tourist spots in the 
Sundarbans, India by the questionnaire using a systematic sampling 
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presents the respondents’ demographic information.

Table 1:

Category Number Percentage

Gender 
Male 282

186
60.25
39.74

Age
    18 – 28 years
    28– 50 years 
    50 – 60 years
   60 years and above

103
207
  97
  61

22.00
44.23
20.72
13.03

135
187
89
57

28.84
39.95
19.01
12.17

Up to Secondary 
Higher Secondary
Under Graduate
Post Graduate or above

42
97
216
113

8.97
20.72
46.15
24.14

Occupation
Unemployed
Government Job
Private Sector Job
Business 

73
62
162
113
  58

15.59
13.24
34.61
24.14
12.39

Note: n = 468

3.2. Measures and Instruments  

demographic details from the participants. Lastly, the third section 
encompassed items concerning the research constructs. The research 
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to examine reliability. Service quality is assessed using three items sourced 

evaluated using three elements from Cai et al. (2003). Three questions from 

scale Tourist demographics like age, gender, income, and occupation that 

4. Results

4.1. Measures and Instruments 

To assess the reliability, validity, and dimensionality of the components, 

minimum edge of 0.7. The research conducted by Hair and Anderson (2010), 

composite reliability values exceed 0.7 and the average variance extracted 

variance extracted (AVE) for each paradigm (values in Table 3) is greater 

The reliability of the measures linked to each of the components in Table 

(Hair & Anderson, 2010). The Table 3 results reveal that a good amount of 
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Table 2: A model for Measurement
Construct Statements Factor

Loading

Destination 
Image (DI)
AVE (0.841), 

0.940

impression and good image.
DI 2: Sundarbans stands out as one of the most 

natural scenery.

superior reputation compared to other destinations 

0.882
0.952

0.917

AVE (0.881), 

0.956

delivers the promised services.

Sundarbans demonstrates a strong commitment to 
integrity.

0.887
0.965

0.962

Service 

AVE (0.922), 

0.973

accommodations, quality staff, and prompt service.

consistently delivers timely services for arrivals, 
departures and sightseeing.

0.978

0.963

0.939

Tourist 

AVE (0.824), 

0.934

excellent options for motorboat trips.

facilities available in Sundarbans.

0.856
0.958

0.906

AVE (0.906), 

0.966
food in Sundarbans is reasonable.

in Sundarbans are reasonable.

0.983
0.930
0.941

Tourist 
Satisfaction 
(SAT)
AVE (0.749), 

0.940

SAT 1: I found my time in Sundarbans to be both 
enjoyable and delightful. SAT SAT 2: My visit to the 

needs.

my visit to the Sundarbans overall.

0.823
0.898
0.917

0.887
0.799
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Construct Statements Factor

Loading

Tourist 

AVE (0.659), 

0.911 group.

destination to my close friends, relatives, and loved 
ones.

0.784
0.865

0.858

0.763

0.784

Note:
and are all terms related to reliability and validity, respectively.

Table 3: Discriminant Validity
SAT LOY DI SQ RL TF PR

SAT 0.865

LOY 0.423** 0.811

DI 0.41** 0.508** 0.917

SQ 0.239** 0.3** 0.241** 0.960

RL 0.322** 0.401** 0.241** 0.159** 0.938

TF 0.18** 0.426** 0.177** 0.182** 0.419** 0.907

PR 0.206** 0.214** 0.28** 0.176** 0.21** 0.124** 0.951

Notes: The diagonal value corresponds to the square root of the average squared 
error (AVE) for each latent component.

** Correlation is considerable at p < 0.01.

4.2. 

supply data for both the independent and dependent variables. This is 

(2001).
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variance. The lack of a discernible unique factor and the limited explanatory 

presence of CMB in the data is improbable because there is no apparent 

a substantial proportion of the variance. This paper employed a mediation 
model to tackle the problem of CMB, as respondents could not recognise 

4.2. Testing Hypothesis 

mediation effects (H6a – H6e). The results are displayed in Table 4. There 

said that H5 has partial support.

Table 4:
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4.5. Summary and Mediation Analysis 

al., 2005). Thus, the direct impacts of each ecotourism construct on satisfaction 

Additionally, the direct effects of various ecotourism constructs on 

mediation.
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Table 5: Effects of Mediation

5. Discussion 
This paper intends to address a gap in the current literature on tourism to 

proposed in the study. The results of this research specify that in ecotourism 
destinations, the level of “tourist loyalty” is impacted by several aspects, 
including “destination image, reliability, service quality, tourist facilities, 
and price.” The interplay of tourist satisfaction mediates this effect. These 

dependability, service quality, and cost. Building on earlier research 
regarding the mediating function of tourist satisfaction, Battour et al. (2012) 

Jiang et al. (2017) and Albaity and Melhem (2017) inspected the connection 

novelty seeking, and loyalty.

2021). Satisfaction among tourists increases their likelihood of returning. 
This study’s results support the notion that devoted consumers are more 

studies undertaken by Chen and Tsai (2007) and Cronin et al. (2000). 

affect tourist loyalty (Albaity & Melhem, 2017; Ahmed et al., 2022; Cakici et al., 
2019;). These studies emphasise the importance of these research constructs 
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principles of ecotourism: conserving the natural environment and providing 

6. Implications

by inspecting the direct and indirect impacts of pricing, reliability, service 
quality, destination image, tourist facilities, and visitor satisfaction and 

addition to supporting other studies in several industries, the latest study 

loyalty. 

Stakeholders in destination management, including travel agencies, 

deciding traveller dependability. This casts doubt on the idea that these 
factors directly affect destination loyalty. This study is relevant for service 
providers or tour operators devising effective commercial strategies. The 

quality. Businesses established solely due to ecotourism at a destination rely 

service quality improves customer satisfaction, resulting in loyal customers 
in natural tourist destinations. 

7. Limitations and Future Research 

comprehensive for scholars in the future. In order to look at the intervening 

be generalised to all ecotourism-based destinations. Hence, additional 

additional dimensions could serve as an area of exploration for future 
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researchers. Thirdly, the study did not include demographic variables that 
could act as moderators, such as age, gender, income, occupation, and level 
of education. The conceptual foundation for future research into these 
variables’ moderating effects and linkages might be developed in the same 
vein as such investigations. 
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