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Abstract

Research background: This research focused on identifying attributes of tourism services
which are guided by a responsible vision and which seek to achieve consumer satisfaction
with products that respect sustainability principles. Responsible consumer choices were de-
fined as those formed by an orientation toward sustainable local food and drink, health-
related services, and entertainment.

Purpose of the article: This research had two aims. The first was to create and validate
a measurement scale assessing tourists’ motivations with regard to three responsible tourism
service dimensions. The second was to evaluate how tourists” responsible choices affect their
satisfaction.
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Methods: The methodology included exploratory factor analysis, confirmatory factor analysis,
and structural equation modeling to test the hypothesis developed based on a literature re-
view. The convenience sample was made up of tourism service users.

Findings & value added: The results include a broad measurement tool that can be applied in
other fields of research to detect which variables influence consumer satisfaction. The pro-
posed model incorporates significant determining factors, namely, key aspects affecting tour-
ism service selection by clients focused on sustainability and responsible consumption. Based
on a market orientation (MO) perspective, the findings contribute to the existing literature on
stakeholder theory (ST) and dynamic capability theory (DCT). The value added comprises
a better understanding of responsible tourism consumers’ choices based on a three-part theo-
retical framework (i.e., MO, ST, and DCT).

Introduction

Responsible consumption is an integral part of the United Nations’ sus-
tainable development (SD) goals as it contributes to the achievement of
long-term SD (Jain et al., 2022; Patwary, 2023). Consumers who incorporate
social and environmental values into their buying decisions engage in re-
sponsible consumption regardless of the sector in which their purchases
take place (Do Pago et al., 2019; Vlastelica et al., 2023). Individuals’ values
reflect their personal objectives and influence how their beliefs are ex-
pressed through responsible behavior (Yuriev et al., 2020).

In tourism, consumers’ activities during their stay and the facilities cre-
ated to satisfy these clients” needs constitute the basis of value creation, so
these behaviors and amenities are fundamental components of communi-
ties” SD and sustainable consumption (Cannas et al., 2019; Garcia-Sanchez
et al., 2020; Ogutu et al., 2023; Yang et al., 2022). The tourism industry con-
tributes in positive ways to the planet’s sustainability (Bjork & Kauppinen-
Réisanen, 2019; Kang et al., 2012; Line & Hanks, 2016; Stefko ef al., 2020) by
exploiting the business opportunities created when the public demands
sustainable products and services and thus maximizing tourism services’
positive impacts and minimizing their negative ones (Hong ef al., 2019; Jain
et al., 2022). This pattern constitutes another expression of responsible con-
sumer behavior (Ivanova et al., 2019) in which consumers’ attitudes and
behaviors are essential to generating positive social, economic, and envi-
ronmental impacts when they choose sustainable services.

Stakeholder theory (ST) suggests that implementing sustainability poli-
cies generates value for tourism companies, the local communities in which
these firms operate, and tourism consumers. These tourists’ positive rela-
tionship with destinations’ environments and their attributes (e.g., resi-
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dents and local suppliers’ products) is extremely important as tourism con-
sumer satisfaction benefits locals and tourism activity providers (Alderighi,
Bianchi, & Lorenzini, 2016; Bjork & Kauppinen-Réaisdnen, 2019; Line &
Hanks, 2016; Vlastelica et al., 2023).

Sustainability initiatives ensure tourists and host regions’ needs are met,
protecting and fostering future opportunities (Font ef al., 2021) while con-
tributing to SD. Sustainable tourism focuses on finding a balance between
the maximum use of destinations’ economic, social, cultural, and natural
resources; visitors’ satisfaction; and negative impacts on host communities
or the environment (Chen et al., 2020; Molina-Azorin & Font, 2015).

The present study was based on this perspective as shown by the re-
search question addressed: In SD contexts, what tourism product attributes
can respond to consumers’ social responsibility motivations and increase
these tourists’ satisfaction? This research thus sought to determine which
features guide consumers’ choice of more sustainable services and how
these aspects influence tourists’ satisfaction.

The dimensions that correspond to responsible consumption were de-
fined as local food and drink, health-related services, and entertainment.
The goal was to achieve the research aims in two steps. The first was to
create and validate a measurement scale assessing tourists’” motivations
with regard to the three dimensions of responsible services. The second
step was to evaluate how tourists” choices influence their satisfaction. The
data were subjected to exploratory factor analysis (EFA) and confirmatory
factor analysis (CFA), as well as structural equation modeling (SEM), in
order to test the research hypothesis.

The sample comprised a set of tourism service users selected based on
convenience criteria from the target population. The participants were
drawn from groups that were more immediately available, including col-
leagues involved in this research project and known for their active in-
volvement in social or professional networks. The data were collected in
2019 in the Extremadura region of Spain and processed during 2020.

The results include a broad measurement tool that can be applied in
other areas of research and a confirmation of the positive relationship be-
tween responsible service and tourist satisfaction. The findings make four
specific contributions to the existing literature. First, the literature on ST
and sustainability shows that the search for SD has become the rule for
organizations, so managers consider having the ability to guide consumer
choices and contribute to sustainability of great value. Second, this study’s

647



Oeconomia Copernicana, 14(2), 645-686

novel market orientation (MO) based on dynamic capability theory (DCT)
can be applied by service providers to encourage consumers to make more
sustainable choices. Third, the measurement tool developed produced data
that confirmed the hypothesis postulated, thereby adding to other previ-
ously developed scales with different but complementary approaches
(Hong et al., 2019; Ivanova et al., 2019; Jain et al., 2022). Last, the findings
contribute to improving theoretical and methodological frameworks in
tourism research and have implications for tourism management and tour-
ism consumer choices.

The remainder of this paper is structured as follows. The second section
presents the theoretical background of the study’s framework. The third
section explains the conceptual model and research hypothesis. The meth-
odology used to conduct the empirical research is described in the fourth
section, while the results are discussed in the fifth section. The final section
contains this study’s conclusions and limitations, as well as suggestions for
future research.

Literature review

Growing wealth around the world has contributed to increasingly exces-
sive consumption, yet experts warn that resources are being depleted and
underscore the need for responsible consumption (Jain et al., 2022; Quo-
quab et al., 2019). The latter is a more conscious use of assets based on
knowledge and value judgments in order to prevent further environmental
degradation (Jain et al., 2022). Responsible consumption also seeks to meet
social needs and to be economically viable (Gupta et al., 2020; Phang et al.,
2021).

The current research shared multiple authors’ vision that proximity be-
tween the places where products are manufactured and consumed favors
local consumption and enhances processes’ sustainability and responsible
value (Hubacek et al., 2016; Quoquab et al., 2019). This approach reduces
greenhouse gas emissions and increases energy savings, with subsequent
favorable effects on the environment (Blake, 2019). Thus, goods that are
manufactured and consumed locally constitute the basis of responsible
consumption (Jain et al., 2022; Sadollah et al., 2020).

Tourism, like all other sectors, needs to strengthen socially responsible
consumption linked to individuals’ selection of services that they can enjoy
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responsibly. Studies have focused on this goal from varied perspectives,
but all have collected data based on consumers’ perceived behavior (Hong
et al., 2019; Ivanova et al., 2019; Jain et al., 2022). Multiple constructs and
items have been developed to measure the multidimensional nature of
socially responsible consumption (Quoquab et al., 2019; Palacios-Gonzalez
& Chamorro-Mera, 2022).

Responsible consumption’s importance requires that close attention be
paid to how it is measured to assess more accurately the value of actions
beyond the specific behavioral outcomes involved. The present research
concentrated specifically on responsible consumption in tourism, so a new
measurement instrument had to be developed for this study. Various scales
can be found in the literature, each emphasizing different dimensions. This
extensive heterogeneity is mainly due to the broad scope of sustainability,
so the items included depend on which social, labor, ethical, or environ-
mental factors researchers consider important (Palacios-Gonzalez &
Chamorro-Mera, 2022).

The first scale related to this topic comprised 20 items measuring pur-
chases in different ways: products linked to social causes, from small com-
panies, and with a local origin; companies’ responsible behavior; and the
volume of consumption (Frangois-Lecompte & Robert, 2006; Francois-
Lecompte & Valette-Florence, 2006). A later scale was created in China
(Yan & She, 2011), which covered nine dimensions reflecting various as-
pects, such as animal and environmental protection. The items assessed
energy conservation, support for local companies, national brands, ob-
served misconduct, and attention paid to consumer rights, as well as eval-
uating moderate consumption and ruling out irresponsible businesses (Yan
& She, 2011). Durif et al. (2011), in turn, focused on different aspects of citi-
zenship behavior, environmental protection, recycling, local consumption,
animal protection, and sustainable transport.

A more recent scale considered five dimensions: safeguarding rights
and interests, moderating consumption, increasing local residents’ income,
respecting local cultures, and conserving resources (Hong et al., 2019). In
addition, Ivanova et al. (2019) conducted a systematic review of environ-
mental topics addressed by different components, for example, food, hous-
ing, and transportation. The cited authors highlighted local service options
including adequate design, durable infrastructure, and repeated use of
products. More recently, Jain et al. (2022) concluded that five dimensions
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should be measured: rationality, sustainable consumption, local consump-
tion, ethical consumption, and minimalism.

The current study concentrated on aspects that correspond to responsi-
ble consumption in tourism, which can be defined as local food and drink,
health-related services, and entertainment. The measurement scale devel-
oped to cover these dimensions included health services and entertain-
ment, which previous measurement scales have failed to address. Items
were also included to evaluate local consumption, which has been men-
tioned in prior research (Durif et al., 2011; Francois-Lecompte & Robert,
2006; Francois-Lecompte & Valette-Florence, 2006; Quoquab et al., 2019).

This more individualized definition of responsible consumers facilitated
the incorporation of psychometric values. The latter completed the scales
and complement them with tourism consumer qualities considered to be
social perception dimensions, such as warmth and competence. Warmth
refers to traits that reflect each person’s intention, for instance, being
friendly, trustworthy, affectionate, or helpful. Competence denotes charac-
teristics that reflect individuals’ ability to achieve their intended goals in-
cluding, among others, intelligence, power, ability, and efficiency (Sarkar et
al., 2023).

The present research sought to address previous studies’ limitations.
Jain et al. (2022) called for further investigations of responsible consump-
tion dimensions’ impact on demography-based findings because differ-
ences due to cultural and economic factors can have specific connotations.
The current research complements Jain et al.’s (2022) study in India because
Spain’s tourists have quite different characteristics. Other prior investiga-
tions have been limited by their cross-sectional nature (Vlastelica et al.,
2023), as well as samples made up of participants from a single country, so
longitudinal studies are needed to fill this gap. The present research pro-
vides a starting point for future longitudinal studies.

Theoretical framework

This research focused on linking tourists’ choice of services with the
goal of maintaining a responsible vision. Achieving consumer satisfaction
is an objective of all organizations at all times, which requires an appropri-
ate MO (Bjork & Kauppinen-Raisanen, 2019; Jogaratnam, 2017; Kajalo &
Lindblom, 2015; Wang et al., 2020). MO is a business philosophy with
a specific perspective on how organizations should adapt to their clients’
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particular situation to achieve competitive advantages (Gallardo-Vazquez
& Valdez-Juarez, 2022; Jiang et al., 2020; Kholi & Jaworski, 1990; Liao et al.,
2011; Slater & Narver, 2000; Wang ef al., 2020). This orientation generates
market intelligence regarding customers’ current and future needs in order
for the entire organization to respond appropriately (Jiang et al., 2020; Kholi
& Jaworski, 1990). In this context, companies obtain customer information
and then take actions to offer better services (Keiningham et al., 2020; Slater
& Narver, 2000; Varadarajan, 2020). Clients can thus benefit from superior
value (Bjork & Kauppinen-Rédisdnen, 2019; Narver & Slater, 1990) due to
products specifically orientated toward these consumers, and they are
placed at the center of companies’ activities, which helps these organiza-
tions to strengthen customer retention (Brady & Cronin Jr., 2001; Varadara-
jan, 2020).

The MO perspective currently is associated with a great demand for
products marked by organizations’ implementation of sustainable strate-
gies. SD includes transforming societies so that they support the sustaina-
ble production of maximum economic and social value (Dey et al., 2020).
This process aims to integrate economic activities and environmental well-
being in sustainable ways (Gabor & Oltean, 2019; Lin & Hsieh, 2022; Scar-
pellini et al., 2019; Yang et al., 2019). Thus, SD is achieved through the im-
plementation of initiatives at the micro (i.e.,, consumers) and macro (i.e.,
regions) levels (Geissdoerfer et al., 2017; Van Wijk et al., 2019).

The theoretical model applied in the present study was based on the ST
and DCT, which are wide-ranging, topical theories that provided the
framework for this research. ST groups together multiple groups with di-
verse interests, which intervene in consumers’ selection of responsible ser-
vices. In addition, this theory identifies value generation as one of compa-
nies’ main drivers. The benefits obtained are a critical dimension of busi-
ness activities, but these advantages are only one of the value creation pro-
cess’s many results (Sarkar ef al., 2023; Theodoulidis et al., 2017).

Concurrently, ST recognizes that this value must be shared with multi-
ple interest groups that may be linked to companies’ operations (Freeman,
1999; Kiessling et al., 2016; Martinez-Ferrero, 2014), among which are po-
tential customers. These groups must be considered when decisions are
made, so these stakeholders’ expectations and satisfaction are important to
how business models are configured (Fassin ef al., 2016). Companies must,
therefore, give priority to developing a comprehensive discourse with
stakeholders and incorporating their responses into sustainable scenarios
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(Richter & Dow, 2017), thereby maintaining a sustainable MO perspective
(Vaitoonkiat & Charoensukmongkol, 2020).

ST provided various advantages in the current research context. First,
this theory is efficient because, if firms treat their stakeholders well, the
latter will engage in positive behavior toward these organizations, for ex-
ample, buying more products or services. Second, ST effectively combines
and funnels interest groups’ energy toward fulfilling business organiza-
tions’ objectives. Last, this theory is useful in terms of both sustainable and
unpredictable environments because companies that manage their interest
groups well have more information on which to base business decisions
and to become more attractive to other market participants. These organi-
zations gain a degree of strategic flexibility unavailable to companies that
fail to concentrate on stakeholder management (Assidi, 2023; Harrison et
al., 2015).

The well-known resource-based and capacities theories are the DCT’s
foundation — a new approach to double orientation (i.e., company-society
and/or company-consumer) that seeks to inspire companies to take on
more responsibility, in this case, regarding consumers. This theory includes
the detection and exploitation of potential markets’ opportunities to help
organizations exploit internal and external resources to achieve sustainable
results (Bjork & Kauppinen-Rdisanen, 2019; Font et al., 2021; Kachouie et al.,
2018; Teece, 2007). DCT posits that a complementarity exists between MO’s
strategic capabilities and sustainability, which function as pillars support-
ing organizations” growth and competitiveness (Ledesma-Chaves et al.,
2020; Teece, 2018). A key dynamic capability is the process of generating
knowledge about consumers’ needs and thus facilitating companies’ im-
plementation of strategic plans (Sarkar ef al., 2016).

The resources and information generated, in turn, stimulate the devel-
opment of new dynamic capabilities (Bitencourt et al., 2020), and the result-
ing new or redesigned products promote sustainability (Unal et al., 2018).
Sustainability is clearly a complementary goal that provides fresh incen-
tives for stakeholders, so an appropriate MO includes paying attention to
sustainability (Popkova et al., 2018). This goal is essential for SD’s ability to
improve human health and well-being (Gabor & Oltean, 2019; Lin & Hsieh,
2022; Popkova et al., 2018), as well as the balanced use of natural resources
such as water and land. Tourism is the present study’s focus because this
industry is important to sustainability (Haldar, 2019) given that an appro-
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priate management of tourism’s dynamic capabilities can promote con-
sumer satisfaction and thus economic growth and value creation.

Conceptual model and hypothesis development
Independent variable: responsible service

The literature contains recent research based on food and beverages’ ob-
served attractiveness, including numerous interesting theories regarding
local food and drink consumption (Boniface, 2003; Chang & Mak, 2018;
Crompton & McKay, 1997; Jakubowska & Radzyminska, 2019; Kim & Eves,
2012; Kim et al., 2009; Lee & Lee, 2001; Mynttinen ef al., 2015; Polat &
Ozdemir, 2021; Poria et al., 2006; Steptoe et al., 1995). The current research
sought to expand on previous contributions by concentrating on the im-
portance of local food and drink consumption in sustainability (Alderighi
et al, 2016; Bjork & Kauppinen-Rdisianen, 2019; Jakubowska &
Radzyminska, 2019; Quoquab et al., 2019; Polat & Ozdemir, 2021). In sus-
tainable environments, this consumption is promoted along with local cul-
ture and suppliers (Boniface, 2003; Kim et al., 2009; Kivela & Crotts, 2006) to
help consumers experience other cultures (McKercher et al., 2023), learn
how other people live, and observe things that tourists normally fail to see.

Scholars have recently also shown interest in responsible consumption
from a food and drink perspective (Haque et al., 2021; Jaud et al., 2022;
Quoquab et al., 2019; Rasool et al., 2021). Both products are considered so-
cial artifacts with an added value that legitimizes their social and cultural
status (Ford et al., 2022; Kassai et al., 2016; Lunardo ef al., 2021; Wang &
Spence, 2018). Consuming local food and drink falls into tourism’s cultural
dimension as they give tourists opportunities to appreciate destinations’
flavors and traditions (Alderighi et al., 2016; Bjork & Kauppinen-Réisdnen,
2019; Boniface, 2003; Kivela & Crotts, 2006; McKercher et al., 2023; Polat &
Ozdemir, 2021). Local food and drink motivate people to travel because
each region’s gastronomy includes new and even exotic food and drink
characteristics experienced through not only taste, but also other senses
such as sight, smell, and touch (Alderighi et al., 2016; Kim et al., 2009; Nair
et al., 2020). Experiencing local food and drink up close allows tourists to
learn about flavors and discover unfamiliar dishes, which translates into
special, authentic experiences. Meals made with hitherto unknown local
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products can lead to motivating and satisfying experiences that encourage
consumers to go on outings offered by tourism establishments (Boniface,
2003; Kim et al., 2009; Nair et al., 2020; Polat & Ozdemir, 2021; Rust & Oli-
ver, 2000; Sparks ef al., 2003).

Some tourists may perceive local food and drink as a chance to venture
outside their daily routine, so they opt for local tasting menus rather than
other services — regardless of the special effort needed to participate in
gastronomy tourism experiences (Bjork & Kauppinen-Réisanen, 2019; Boni-
face, 2003; Ford et al., 2022; Lunardo et al., 2021; Polat & Ozdemir, 2021).
A key feature of local food and drink is how it brings consumers closer to
the surrounding country and region (Boniface, 2003; Luoh et al., 2020; Poria
et al., 2006), as well as to other people with similar interests (Crompton &
McKay, 1997; Haque et al., 2021; Kim et al., 2009; Rasool et al., 2021) and to
good times with family and friends (Lépez et al., 2019; Lunardo et al., 2021;
Steptoe et al., 1995).

In addition, these experiences become sustainable when they allow
tourists to appreciate and enjoy more fully the surrounding region’s true
nature and learn to conserve the resources that, according to DCT, make
tourism activities more successful. In short, tasting local food and drink
fosters a commitment to the immediate environment and generates com-
petitive advantages for varied interest groups, thereby making a positive
contribution to communities and their stakeholders” SD (i.e., ST). Food and
drink’s diversity and distinctiveness determines whether this kind of tour-
ism can satisfy most of the relevant stakeholders’ needs. These products
contribute to tourists’ enjoyment of varied multi-cultural experiences (Bon-
iface, 2003; Nair et al., 2020) and strengthens regions’ tourism reputation
(Kassai et al., 2016).

When selecting tourism destinations, tourists need to think about which
establishments will provide health-related services during stays and ex-
press a concern for guests’ health (Kim et al., 2009). The hospitality facilities
chosen should get to know their clients during their trip and help them feel
completely relaxed and mentally free (Hallmann et al., 2015). If establish-
ments increase visitors” well-being, the latter can experience less physical
tension after staying in a stimulating environment (Gabor & Oltean, 2019;
Lin & Hsieh, 2022). In addition, guests should be able to count on good
medical services when needed since tourists place a high value on quality
medical attention during their trips. Tourism consumers also appreciate
their chosen destination’s ability to provide services that make them feel
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relaxed and especially allow them to rest at the right times (Sirgy et al.,
2011).

After tourism experiences, clients see feeling mentally recharged as an-
other health benefit they value, which motivates them to make repeat visits
to destinations (Gabor & Oltean, 2019). Links are generated with these
places that generate a commitment to return (Lépez et al., 2019). This bene-
fit can lead — along with physical activities — to improvements in tourists’
physical health (Sirgy et al., 2011). These healthy experiences are also sus-
tainable since they contribute to tourism consumers’ better personal and
social status, thereby strengthening SD’s social benefits. Every aspect of
these services should offer opportunities to think about — and decide
which are — the most important aspects of life as trips help tourists to es-
cape everything that surrounds them in daily life and yet also consider
what really matters to them. In this sense, DCT can help hospitality estab-
lishments provide the knowledge and experiences needed to ensure guests
enjoy health-related services.

In addition to the previously described subconstructs, the present study
examined what tourists think about facilities that offer them opportunities
to have pleasant, entertaining stays. Eid and El-Gohary (2014) suggest that
this type of service requires destinations to develop their physical attrib-
utes, including those providing leisure activities. Tourists find destinations
attractive when their recreational facilities allow visitors to spend time
doing varied sports (Hallmann et al., 2015; Illescas-Manzano et al., 2023).
Moreover, visitors value space and time to read and to enjoy activities with
their family (Sirgy et al., 2011). Facilities can contribute to guests achieving
the ever elusive balance between work and family life, so they appreciate
destinations that make this possible. Opportunities to visit romantic places
or those of interest to family can also motivate repeat visits to destinations
(Bjork & Kauppinen-Réisanen, 2019; Gabor & Oltean, 2019).

Besides recreational activities, tourists are increasingly interested in op-
portunities to attend festivals (Polat & Ozdemir, 2021). Cultural tours also
stand out as a way to learn, especially through visits to cultural and herit-
age sites, as well as culinary and restful experiences centered around, for
example, farms, vineyards, and rural environments (Hwang & Lee, 2019).
On these trips, many types of information are acquired, which helps tour-
ists feel more satisfied.

In sustainable regions, tourism develops in harmony with the natural
environment, contributing greatly to the surroundings and communities’

655



Oeconomia Copernicana, 14(2), 645-686

SD (Yu et al., 2011). This process fosters individuals’ connection with and
commitment to responsible consumption (Pierce et al., 2020; Re-
zapouraghdam et al., 2021). The service dimensions defined thus create
value for tourists, as posited by DCT and ST.

Dependent variable: tourist satisfaction

Tourism consumers’ satisfaction with destinations depends on not only
economic aspects, but also subjective, cognitive, and emotional factors that
result in positive evaluations (Gardiner et al., 2022; Prebensen et al., 2013;
Rodriguez del Bosque & San Martin, 2008; Stefko ef al., 2020). Both emo-
tions and social recognition are decisive contributors to satisfaction (Lee et
al., 2011). The current research’s conceptualization of general satisfaction
included feedback on service performance and emotions derived from
tourism experiences, as well as tourists” overall post-purchase attitude (Eid
& El-Gohary, 2015; Gardiner et al., 2022; Nam ef al., 2011). In this way, the
enrichment of experiences with food, drink, health, and entertainment in-
creases tourism experiences’ value and generates customer satisfaction,
thereby adding to the tourism sector’s economic importance. Tourists” sat-
isfaction is increased by tasting food and beverages, enjoying them in local
settings, visiting wineries, and attending product fairs (Polat & Ozdemir,
2021).

This approach gave the construct a multidimensional character that
highlighted quality, social aspects, and the performance levels achieved
(Prebensen et al., 2013). Tourists’ experience of services decides their level
of satisfaction, including how these consumers perceive what is happening
and what they receive (Sandstrom et al., 2008; Stefko et al., 2020), thereby
fullfilling the goals defined by ST. The present study analyzed the relation-
ships between service, customer predisposition, and service experience,
which DCT sees as the result of market exchanges. The analysis also fo-
cused on how these factors are linked to the creation of value for customers
(Dong & Siu, 2013; Siu et al., 2013), especially the benefits defined by ST.
Through tourism, consumers experience intangible dimensions of destina-
tions’ culture, which highlights each place’s authenticity or unique lifestyle
(Polat & Ozdemir, 2021).

Figure 1 presents the present study’s theoretical framework and the hy-
pothesized relationships tested. The MO approach offers a specific perspec-
tive on how organizations adapt to meet their clients’ particular needs. In
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this process, companies have to consider the strong demand for products
that satisfy different stakeholders” needs. As a result, the theoretical model
was also based on ST and DCT. The first covers consumers’ diverse inter-
ests and expectations and identifies companies’ most important values. The
second theory focuses on firms’ development of capabilities and the oppor-
tunities this generates to increase customer satisfaction.

As previously noted, the conceptual model also implied that responsible
services should be treated as a reflective second-order construct formed by
three first-order subconstructs: local food and drink, health-related ser-
vices, and entertainment. Tourist satisfaction was defined as a first-order
construct. These suppositions resulted in the following hypothesis:

H1: Based on ST and DCT, the choice of responsible and sustainable services will
lead to greater tourism consumer satisfaction.

Research methods
Data collection and sample

The data were collected during 2019. The research project started, but had
to be put on hold after the data were gathered due to the coronavirus pan-
demic. The data were finally processed during 2020. The overall target
population was quite wide and diverse as the potential participants were
all residents of Spain’s Autonomous Community of Extremadura. The con-
venience sample consisted of a group of 1,500 consumers chosen from this
population.

The respondents were selected from different groups available locally
and colleagues involved in the research project who were known for their
active participation in social or professional networks such as Facebook,
WhatsApp or LinkedIn. The data were gathered with a structured Google
questionnaire distributed via email to the consumers contacted through
these networks. The answers provided self-reported information. An online
questionnaire format was used because it could be easily developed and
accessed from any place and at any time and the responses would be re-
ceived quickly, which saved much time. In addition, the questionnaires
would be immediately available for processing, and the survey’s cost was
considerably lower than any other option.
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After the questionnaire was prepared, it was subjected to a pre-test to
check if the items were interpreted correctly. Twenty consumers read and
answered the questions and then gave their opinion of the questionnaire’s
content. As a result, some expressions in the text were modified to avoid
misinterpretation and improve the participants’ ability to understand those
items. This process ensured the questionnaire’s content was correctly
worded, the items were clear, the questions would be easy to read and
sound natural, and, finally, the questions were realistic.

Once the questionnaire had been finalized, it was sent to the research
population in an electronic format. A maximum of four reminder emails
were sent to each consumer when no response was received. Finally, 229
valid questionnaires were submitted, which provided the data elicited from
consumers who were interested in sharing their views regarding the sub-
ject under study (i.e., a response rate of 15.27%).

Cohen (1988) and Green’s (1991) power tables and Roldan and Sanchez-
Franco’s (2012) approach were applied to assess the adequacy of the con-
sumer sample’s size. A medium effect size was assumed, with a power of
0.80 and alpha level of 0.05. In the present research, a minimum sample of
76 cases was needed, so the final sample exceeded the required number of
cases to estimate the model. The sample size thus ensured that the maxi-
mum margin of error for the estimate of proportion (i.e., the relative fre-
quency of responses to specific questionnaire items) was less than 0.0596
points, with a 95% confidence interval. The sample size was also large
enough to conduct SEM analysis. The data sheet is presented in Table 1.

A statistical analysis revealed that 57% of the participants were women,
and 43% were men, while 66% were under 35 years old. All respondents
resided in the Autonomous Community of Extremadura, mostly in Badajoz
(64%). Most had completed high school (42%) and university (35%), and
they earned an income of up to 1,000 euros (70%) (see Table 2).

Measures and questionnaire

The literature review discussed above facilitated the questionnaire’s de-
velopment, including supplying the most appropriate items to collect data
on each model construct. A measurement scale was developed for each
variable: responsible and sustainable service (RESER) (local food and drink
[LOCF], health-related services [HEALS], and entertainment [ENTER]), and
tourism consumer satisfaction (SAT). The RESER variable was measured as
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a second-order multidimensional construct, estimated in mode A, by ap-
plying a two-step SEM approach. The SAT variable was assessed as a first-
order one-dimensional construct as follows:

— The 10 LOCF items were adapted from scales developed by Crompton
and McKay (1997), Kim et al. (2009), Lee and Lee (2001), Poria et al.
(2006), and Steptoe et al. (1995).

— The 6 items assessing the HEALS dimension were defined based on
a variety of researchers” work, including, among others, Hallmann et al.
(2015) and Sirgy et al. (2011).

— The 9 items in the ENTER scale were adapted from Hallmann et al.
(2015), Sirgy et al. (2011), and Yu et al. (2011).

Finally, the 11 SAT items were adapted from Eid and El-Gohary (2015)
and O’Cass and Sok (2015).

The questionnaire was divided into two sections. The first included
questions to gather the general data needed, such as the consumers’ gen-
der, age, city of residence, education, and net income per month. The sec-
ond section was made up of items assessing the research variables: RESER
(LOCF, HEALS, and ENTER) and SAT. The participants’ perceptions were
reported on a 7-point Likert scale ranging from 1 (“Totally disagree”) to 7
(“Totally agree”) to ensure valid answers. The data processing was sup-
ported by IBM SPSS v. 23 (i.e., EFA) and SmartPLS v. 3.2.8 Professional
software (i.e., CFA and SEM analysis). The questionnaire’s items are pro-
vided in full in Table 3.

Results
Descriptive statistics
Distribution measures were estimated to check for normality. The results
revealed negative asymmetry, and, in relation to kurtosis, leptokurtic dis-
tributions predominated (see Table 4).
EFA

The new measurement scale was specifically created for this study

based on a set of 36 items supported by the relevant literature. Thus, the
indicators needed to be validated to facilitate any subsequent use of these
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scales. To this end, EFA was conducted in order to identify and group to-
gether variables (i.e., items) that are strongly correlated with each other
and whose correlations with variables of other complex constructs (i.e.,
factors) are lower.

Before the analysis could be conducted, two statistical tests were run to
check whether the scale items were highly correlated (Comrey, 1973): Bart-
lett’s test of sphericity (BTS) and the Kaiser-Mayer-Olkin measure of sam-
pling adequacy (KMO). BTS confirmed the absence of correlation between
the indicators, and significance values lower than 0.100 indicated that the
data were appropriate for further analysis. The KMO is a statistic that re-
flects the data’s quality in such a way that values greater than 0.6 suggest
that the data are of suitable quality and that EFA can be conducted.

For the present research model’s construct and three subconstructs, the
values produced are as follows. For local food and drink, the BTS statistic is
601.741 (p < 0.001), and the KMO value is 0.867. For health-related services,
BTS obtained 69.920 (p < 0.001) and the KMO 0.659. For entertainment, the
BTS value is 417.532 (p < 0.001) and the KMO 0.779. For tourist satisfaction,
BTS obtained 4100.002 (p < 0.001) and the KMO 0.957. For all four dimen-
sions, the BTS values are statistically significant at p < 0.001. In addition, the
KMO statistics are higher than 0.6. These results supported the conclusion
that the sample was appropriate and factor analysis could be performed.

The factor extraction was carried out using the principal axis method
because of the data’s distribution and because this method is most often
recommended when variables do not follow the principle of normality. As
mentioned previously, the data were collected with a questionnaire and a
7-point Likert-type scale, and the indicators were discrete. These aspects
suggested that the distribution failed to satisfy the criterion of normality?,
which justified applying the principal axis method.

Regarding the number of factors, the eigenvalues’ implications were
considered as these indicate the proportion of variance explained. Factors
with eigenvalues below 1 were excluded (Kaiser, 1960). To satisfy the
standard criterion of the percentage of total minimum explained variance
for social science research, the factors have to explain about 60% of the total
variance observed in the original indicators. In the case of local food and

1 To confirm this finding, the model variables’ normality was analyzed using the Kolmo-
gorov-Smirnov test, which was considered appropriate given the sample size. After more than
50 observations, the results included significance level values under 0.05 (p < 0.05), thereby
confirming the absence of normality.
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drink, the first factor explains 36.454% of the variance, the second 10.30%,
and the third 10.067%, for a total explained variance of 56.827%. The results
for health-related services show that the first factor explains 25.331% of the
variance, the second 18.274%, and the third 16.773%, for a combined ex-
plained variance of 60.378%. In the case of entertainment, the first factor
explains 33.496% of the variance, the second 12.152%, and the third
11.287%, for a total explained variance of 56.935% of the total variance.
Finally, tourist satisfaction’s first factor explains 84.040% of the total vari-
ance.

After the factor structure was adjusted, the indicators were subjected to
Varimax rotation, which is the recommended technique when developing
factor scales (Kline, 1986, 1994; Nunnally, 1978). After rotation, the varia-
bles are located closer to the factors that explain them, the variables’ vari-
ance is concentrated on a smaller number of factors, and the factorial solu-
tion obtained is easier to interpret (Kaiser, 1958). Using the matrix of rotat-
ed factors generated for the present study, the factor loadings’ significance
was analyzed. The literature reports that loadings greater than or equal to
0.55 are considered significant (Hair et al., 2009). After this criterion was
applied, two indicators were eliminated for local food and drink (i.e.,
LOCF?7 and LOCES8), which left 3 factors assessed by 8 items. For health-
related services, 3 indicators were excluded (i.e., HEALS2, HEALS5, and
HEALS6) so that 3 factors with 3 items remained. For entertainment, 2 in-
dicators were eliminated (ENTER3 and ENTER?), leaving 3 factors with 7
items. Finally, for tourist satisfaction, no indicator was removed, so this
single factor was assessed by all 11 indicators and their items. Table 5
shows the rotated factor and component matrices for the four constructs.
These results were next subjected to CFA to test the measurement scale’s
validity.

CFA

CFA was conducted to validate the measurement scales (Anderson &
Gerbing, 1988; Fornell & Larcker, 1981) using SEM and Smart PLS v.4 Pro-
fessional software. This procedure has been widely used by researchers to
assess their measurement scales’ validity (Ivanova et al., 2019; Vlastelica et
al., 2023). The analysis checked the model’s goodness of fit, composite reli-
ability, and convergent and discriminant validity. According to Chin
(2010), goodness of fit is determined based on each structural path’s
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strength and the coefficient of determination’s (R?) value, namely, the vari-
ance explained by the latent dependent variables. According to Falk and
Miller’s (1992) guidelines, the dependent construct should have an R? value
greater than a minimum of 0.1. This condition was met in the current re-
search, thereby confirming that the proposed model has adequate predic-
tive power (see Table 6). In addition, the dependent construct’s predictive
power was measured using partial least squares with Stone-Geisser’s Q? as
the criterion. According to Chin (2010) and Hair et al. (2011), Q? can be cal-
culated by applying the blindfolding technique. The results are interpreted
as follows (Chin, 2010; Hair et al., 2011). If Q? > 0, the model has predictive
power, but, if Q? < 0, the model has no predictive capability. According to
Chin’s (1998a) recommended limits, the present model has significant pre-
dictive power (see Table 6).

Various indices are also available for use with partial least squares
(Henseler, 2017, 2018; Henseler ef al., 2016). The first is the standardized
root mean square residual (SRMR), while the second index is unweighted
least squares discrepancy (d_ULS). The third is geodesic discrepancy
(d_G), and the fourth and fifth indices are the normalized fit index (NFI)
and root mean square error correlation (RMStheta).

The analysis showed that the SRMR has a satisfactory value of 0.074, be-
low the usual upper limit of 0.08 proposed by Henseler et al. (2014) and Hu
and Bentler (1998). The d_ULS and d_G fit tests were performed using
inferential statistics based on bootstrapping (Henseler et al., 2015), produc-
ing values of 0.577 and 0.378, respectively (i.e., lower than the 95% percen-
tile), which confirm that any discrepancies are statistically nonsignificant.
The adjusted model further has an acceptable level for the NFI (0.93),
thereby exceeding the minimum value recommended (0.90) (Escobedo
Portillo et al., 2016). Finally, the RMStheta has a value of 0.109, which satis-
fies the standard requirement of being close to 0 but less than 0.12
(Henseler ef al., 2016). The tests thus confirmed that the proposed model is
a good fit for the data and well aligned with the existing theory. Table 6
above lists the results for the different fitness tests.

Reliability analysis was conducted next in order to determine the inter-
nal consistency of each construct’s multiple indicators (Lu et al., 2009),
which traditionally relies on Cronbach’s alpha. However, this coefficient
may not always be sufficient evidence of reliability (Cronbach & Shavelson,
2004), so composite reliability can also be used to estimate a set of latent
construct indicators’ share of a relevant construct (Hair et al., 1998). Nun-
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nally (1978) and Nunnally and Bernstein (1994) recommend that values

above 0.7 be considered acceptable when research is still exploratory, but
more advanced research must achieve values equal to or greater than 0.8.
In the current study, all the composite reliability values were between 0.855
and 0.950, which confirms that the measures used are reliable (Hair ef al.,
2012).

Subsequently, the constructs’ average variance extracted (AVE) was cal-
culated to check for convergent validity (Fornell & Larcker, 1981; Hair et al.,
2011). Fornell and Larcker (1981) recommend that the AVE values be great-
er than 0.50. Since the present results range between 0.622 and 0.665, the
AVE value for each construct exceeded the suggested cut-off value, and the
model’s convergent validity was established. The composite reliability and
AVE values are shown in Tables 7 and 8.

Finally, the model constructs” discriminant validity was evaluated to
indicate “the extent to which a given construct differs from other con-
structs” (Roldan & Sanchez-Franco, 2012, p. 204). Fornell and Larcker
(1981) propose that AVE be used to confirm this type of validity and rec-
ommend that values should be greater than the squared correlations be-
tween the construct in question and the others in the model. An analysis of
the present results revealed that the square root of each construct's AVE
(i.e., values in bold on the diagonal in Tables 9 and 10) is greater than the
correlations between that construct and the rest of the model constructs.
The first-order constructs’ values are as follows: 0.816 > 0.459, 0.428 and
0.381; 0.793 > 0.459, 0.561 and 0.636; 0.795 > 0.428, 0.561 and 0.540; and 0.788
> 0.381, 0.636 and 0.540. The results for the second-order constructs are
0.795 > 0.630 and 0.815 > 0.630. These values indicate that the constructs
under study fulfill the established criteria for discriminant validity as stipu-
lated by Fornell and Larcker (1981).

The heterotrait-monotrait ratio of correlations was also used to check
discriminant validity, for which a maximum value of 0.90 is acceptable
(Henseler et al., 2015; Roldan & Sanchez-Franco, 2012). All the values ob-
tained for the proposed model fall below that threshold (see Tables 9 and
10 above), so all the model’s variables also have discriminant validity. The
results, therefore, confirm that all the constructs incorporated into the pre-
sent study meet the established discriminant validity criteria.
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Structural model assessment

SEM was carried out next because the variables that form the conceptu-
al model were latent or unobserved variables that formed higher-order and
lower-order constructs. These variables could not be measured directly
because they could only be inferred from the relevant indicators (Chin,
1998b), so second generation multivariate analysis was conducted. This
procedure facilitated the incorporation of abstract constructs.

SEM was also used to clarify the relationships between predictor varia-
bles, compare the criteria for each, and determine the degree to which the
measurable variables describe the latent variables. Finally, this method
tested the hypothesis formulated based on the available theoretical
knowledge (Chin, 1998a).

The structural model thus evaluated the weight and magnitude of the
relationships between the proposed model’s different variables. The pre-
dictor variable’s contribution to the endogenous variable’s explained vari-
ance was evaluated based on the standardized regression coefficients of the
variables” weights (i.e., path coefficient [B]). These weight coefficients need
to present values over 0.2 but ideally greater than 0.3 (Chin, 1998a). In the
present study, the  value was 0.630 (p = 0.000) (see Table 11).

The paths’ significance (i.e., ) can also be analyzed to verify if empirical
support exists for the hypothesis formulated. Nonparametric resampling
(i.e., a bootstrapping procedure) was applied using 5,000 subsamples,
which provided both the standard error and the Student’s t-statistic values
for the parameters. The latter was based on the tail of a t-distribution with
n — 1 degrees of freedom, in which 7 is the number of subsamples (Chin,
1998a; Hair ef al., 2011). The test was conducted with the sample data,
which produced quite satisfactory results and thus confirmed the current
research’s hypothesis (i.e., = 0.630; p = 0.000). This finding underlines that
choosing responsible services contributes to tourism consumers’ satisfac-
tion. The variables included in the hypothesis have the expected significant
positive effects. In addition, the bootstrapping procedure used to analyze
the percentile confidence intervals, as well as the bias corrected, produced
values that exceed 0, as recommended by Chin (1998a).
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Discussion

The full scope of sustainability and harmonious SD needs to be covered by
each business activity. More specifically, companies providing tourism
services must implement responsible actions that motivate tourists and
other consumers to make decisions and adopt behaviors that promote sus-
tainability. These actions contribute to consumer satisfaction and thus to
repeat purchases of services leading to the desired value creation for cus-
tomers, companies, and societies. This approach implies an MO that con-
centrates on tourists’ needs by being sensitive to their demands and post-
purchase responses (Bjork & Kauppinen-Réisdanen, 2019; Gallardo-Vazquez
& Valdez-Judrez, 2022; Jiang et al., 2020; Keiningham et al., 2020; Kholi &
Jaworski, 1990; Slater & Narver, 2000; Varadarajan, 2020; Wang et al., 2020).

This focus on achieving tourist satisfaction is related to two theories in-
cluded in the present study’s conceptual framework. In this context, ST
takes on a specific meaning, namely, the maximization of this interest
group’s (i.e., tourists) greater good and that of the companies to which
these consumers turn to provide sustainable services (Assidi, 2023). DCT,
in turn, helps tourism firms manage their resources, provide added value
to clients (Asher et al., 2005; Richter & Dow, 2017), and achieve sustainable
performance (Kachouie et al., 2018). The current research thus confirmed
the feasibility of broadening the MO perspective to include social responsi-
bility strategies and a multi-stakeholder approach, thereby contributing to
the literature on ST, DCT, and sustainability.

This study succeeded in developing a measurement scale to evaluate
tourism consumers’ choice of responsible services and the satisfaction these
choices generate, as well as examining the causal relationship between both
variables. An exhaustive literature review facilitated the definition of the
initial scale’s indicators, which were then subjected to EFA and then CFA,
thereby ensuring the final scale’s validity and reliability. Previous research
has followed similar procedures, but they have taken different theoretical
approaches, which means that this study contributes to expanding the ex-
isting knowledge about this topic (Hong et al., 2019; Ivanova et al., 2019;
Jain et al., 2022). The methodology applied has been widely tested and sup-
ported by research specifically on tourism, so the selected methods were
deemed appropriate for this study (Ivanova et al., 2019; Jain et al., 2022;
Onuferova et al., 2020; Vlastelica et al., 2023).
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The data analyses validated the defined hypothesis (i.e., H1), indicating
that a relationship exists between tourists’ satisfaction and their choice to
engage in responsible consumption. This finding is in line with Jain et al.
(2022) and Patwary’s (2023) results. The present investigation answered the
research question defined by confirming that, in an SD context, local food
and drink, health-related services, and entertainment can tap into tourism
consumers’ responsible motivations and ensure these tourists’ satisfaction.
The findings indicate that tourism businesses need to incorporate these
attributes into their services — a strategy that will guarantee greater cus-
tomer satisfaction. This link between sustainability and consumers’ posi-
tive response extends Kholi and Jaworski (1990) and Narver and Slater’s
(1990) conceptualization of MO strategy. The current study’s approach
connected MO with a sustainable perspective on tourism.

From a theoretical standpoint, this investigation’s main contribution
comprises empirically robust support for the ways that responsible deci-
sions determine individual consumers’ satisfaction. From an empirical
research perspective, a new reliable and valid measurement scale was de-
veloped and validated for measuring consumers’ choice of responsible and
customer-centered tourism services. This tool is made up of 29 items that
integrate specific aspects: local food and drink, health-related services, and
entertainment.

As mentioned previously, these results are in line with those of Jain et al.
(2022), but the current scale contains new and more diverse dimensions
that complement previous measurement tools. This study thus contributes
to increasing the number of measurement scales focused on responsible
consumption and to improving the knowledge available and its applicabil-
ity in different sectors (Hong et al., 2019). The present results should en-
courage tourism companies to offer services that meet these two criteria
and to orient their offer toward sustainability. These findings, therefore,
add significantly to the growing body of literature on tourism and sustain-
ability.

Conclusions
The growing wealth worldwide has led to increasingly excessive consump-

tion even though experts warn that resources are being depleted and stress
the need for responsible consumption (Jain ef al., 2022). In the tourism sec-
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tor, the present study identified three attributes of responsible consump-
tion choices according to tourists” attitudes and behaviors (Ivanova et al.,
2019).

The above findings have theoretical, practical, management, and public
policy implications. The measurement scale developed is applicable to
other investigations and contexts. As mentioned previously, this scale also
contributes to the literature on ST, DCT, and sustainability. At a time when
organizations’ search for SD has become a guiding principle, managers
place great value on being able to influence consumer choices and contrib-
ute to sustainability.

In addition, the proposed MO based on DCT can encourage consumers
to choose sustainable services. This study confirmed the hypothesis defined
by demonstrating that appropriate choices of responsible services contrib-
ute to consumer satisfaction. Further practical implications include the
identification of factors that determine key aspects of sustainable service
selection. The results clarify what is required of companies, namely,
a commitment on their part to incorporate the desired attributes, thereby
guaranteeing customers’ increased satisfaction.

Managers in turn must focus on specialization when designing their
products to incorporate socially responsible attributes. These features will
motivate tourists to behave in ways that encourage sustainability via their
choice of attractive services with social and environmental components that
generate added value. Finally, with respect to public policy, organizations
should strive to engage in credible, realistic marketing campaigns aimed at
offering clear, relevant information on sustainable services’ attributes. If
these campaigns are correctly perceived, responsible consumers will feel
more satisfied and show interest in repeating the services in question.

Despite these significant contributions, this research was subject to sev-
eral limitations. First, the sample had shortcomings. The data were collect-
ed from a convenience sample, so they cannot be considered representative
of the study population or of other populations. In addition, the sample
size was limited even though it met the generally accepted requirements
for this type of analysis.

Other limitations were the subjectivity inherent in the participants’ self-
reported answers, and the focus on a single autonomous community in
Spain, which is a country with distinctive cultural, educational, and finan-
cial characteristics. The results and conclusions can thus only be extrapolat-
ed to other Spanish regions and countries with all due caution. Despite
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these issues, the findings include a model that provides a clearer perspec-
tive on responsible consumption in the tourism sector.

Another limitation was introduced by the methodology used. SEM was
used to test the research hypothesis because of this method’s advantages,
but other techniques could also have been used. Finally, online question-
naires have deficiencies that can imply major restrictions due to the follow-
ing aspects. First, the quality of participants’ Internet connection may have
caused difficulties if specific technical problems arose. Second, the re-
searcher’s absence at the time respondents completed their questionnaire
could have resulted in responses that lack the accuracy and sincerity that
surveys require, as well as questions about the items that remained unan-
swered for the participants.

These limitations can open up further research opportunities, among
which would be studies that expand their sample by including more na-
tional and international tourists to strengthen the results’ generalizability.
Different demographic dimensions exist in each country, so researchers
could check whether the proposed responsible consumption model is ap-
plicable to other nations. Concurrently, scholars may get interesting results
by using other methods to test the hypothesis and comparing the results. In
conclusion, three theories were integrated into this study’s model, which
contributes to expanding the findings’ theoretical applications and opening
up future lines of research for the academic community.
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Annex

Table 1. Research data sheet

Study population 1,500 consumers contacted
Geographical region Extremadura, Spain
Instrument used for data Structured Google questionnaire administered to
collection responsible consumers
Sample 229 consumers

Sampling procedure Convenience sampling
Response collection period 2019

Type of population Finite sample
Participation rate 15.27%

Sample error 5.96%

Confidence level 95%; z=1.96;,p=g=0.5

Table 2. Sociodemographic profile of participants

Consumer sample information %
Gender
Male 43%
Female 57%
Age
Under 35 years old 66%
Between 36 and 45 years old 20%
Between 46 and 55 years old 11%
Between 56 and 65 years old 3%
City
Badajoz 64%
Other cities 36%
Education
No formal schooling or primary school 14%
High school 42%
Undergraduate university 35%
Graduate school (master’s or doctorate) 9%
Net income (euros [€])/month
Less than €600 48%
Between €601 and €1,000 22%
Between €1,001 and €1,500 13%
Between €1,501 and €2,000 11%

More than €2,000 6%




Table 3. Indicators measuring model’s construct and subconstructs

RESER measurement scale

First-order subconstructs and indicators

Local food

LOCF1*: Trying local food gives me the opportunity to increase my knowledge about different
cultures.?

LOCF2*: Tasting local food helps me see how other people live.

LOCF3*: Tasting local food makes me see things that I don’t normally experience.
LOCF4*: Trying local food allows me to find out how this local food tastes.

LOCF5*: Tasting local food allows me to discover something new.

LOCF6*: Tasting local food in its original setting is an authentic experience.

LOCEF?7: Tasting local food in its traditional surroundings is a special experience.
LOCEFS: It is important to me to try the local food in its original region or country.
LOCF9*: Tasting local food allows me to meet new people with similar interests.
LOCF10*: Tasting local food allows me to have a good time with friends and/or family.

Health-related services

HEALST1*: Tourist health and/or medical care facilities are available.

HEALS2: These services allow me to feel relaxed, rested, and stress-free.

HEALS3*: They help me to feel mentally recharged after the trip.

HEALS4*: I feel that my own health has improved because the trip requires physical activity.
HEALSS: These services help me learn to appreciate nature.

HEALSG: I have the opportunity to think about what is important in life.

Entertainment

ENTER1*: Recreational facilities are available.

ENTER2*: Additional sports activities are available.

ENTERS: I have the opportunity to do a fair amount of quiet reading.

ENTER4*: I can spend quality time with my family.

ENTERS5*: I enjoy gathering the whole family together.

ENTER6*: A work-life balance can be achieved.

ENTER?: I enjoy visiting places considered romantic with close friends and/or family.
ENTERS*: I can learn about other cultures.

ENTER9*: Tourism in this community is developed in harmony with the natural environment.
First-order constructs and indicators

Consumer satisfaction

SAT1*: My choice to buy this tour option was a wise one.

SAT2*:1did the right thing when I bought this package tour.

SAT3*: This experience is exactly what I needed.

SAT4*: 1 feel good about my decision to buy this option.

SAT5*: The company has provided us with better service.

SAT6*: The company has provided us with more reliable service.

SAT7*: The company has provided us with services that meet the highest industry standards.
SAT8*: The establishment staff is available when we need information.

SAT9*: The establishment has provided us with appropriate information.

SAT10*: The establishment has responded to us faster than expected when we needed information.
SAT11*: We have a strong sense of being treated as important by the establishment.

Note: ?Indicators with an asterisk: items for each scale validated for proposed model.

Source: Adapted from Crompton and McKay (1997), Eid and El-Gohary (2015), Hallmann et al. (2015), Kim
et al. (2009), Lee and Lee (2001), O’Cass and Sok (2015), Poria et al. (2006), Sirgy et al. (2011), Steptoe et al.
(1995), and Yu et al. (2011).



Table 4. Descriptive statistics of variables and items

Variables and items (number = 229) Mean SD Skewness Kurtosis
Local food
LOCF1 5.70 1.291 -1.208 2.142
LOCE2 5.11 1.410 -0.683 0.551
LOCF3 5.33 1.377 -0.858 0.702
LOCF4 6.08 1.083 -1.528 3472
LOCF5 6.00 1.084 -1.148 1.537
LOCF6 6.21 1.104 -1.803 4.072
LOCF7 6.09 1.155 -1.633 3.366
LOCE8 5.66 1.477 -1.258 1.590
LOCF9 4.78 1.532 -0.368 -0.338
LOCF10 5.97 1.195 -1.313 1.981
Health-related services
HEALS1 5.41 1.450 -0.794 0.179
HEALS2 5.83 1.174 -0.907 0.787
HEALS3 5.63 1.265 -0.940 1.072
HEALS4 5.27 1.381 -0.698 0.175
HEALS5 5.62 1.291 —0.788 0.170
HEALS6 5.66 1.273 -1.032 1.106
Entertainment
ENTER1 5.44 1.352 -0.832 0.618
ENTER2 5.41 1.317 -0.805 0.620
ENTER3 4.88 1.521 -0.354 -0.522
ENTER4 6.13 1.048 -1.196 1.115
ENTER5 6.15 1.060 -1.227 1.008
ENTER6 5.70 1.254 -1.005 1.007
ENTER?7 5.66 1.229 -0.748 0.285
ENTERS 6.05 1.099 -1.169 1.165
ENTER9 5.86 1.152 -0.891 0.126
Tourist satisfaction
SAT1 5.65 1.004 -0.406 -0.157
SAT2 5.57 1.041 -0.689 1.232
SAT3 5.62 1.041 -0.689 1.232
SAT4 5.72 1.015 -0.582 0.168
SAT5 5.43 1.145 -0.330 -0.254
SAT6 5.49 1.118 -0.465 -0.058
SAT7 5.37 1.134 -0.612 1.143
SAT8 5.58 1.131 -0.696 0.433
SAT9 5.63 1.169 -0.681 0.054
SAT10 5.56 1.140 -0.508 -0.219
SAT11 5.42 1.186 -0.379 -0.457

Note: SD = standard deviation.



Table 5. Rotated factor matrix (local food, health-related
entertainment) and component matrix (tourist satisfaction)

services,

Factor
1 2 3
LOCF1 0.851
LOCF2 0.771
LOCF3 0.694
LOCF4 0.769
LOCF5 0.837
LOCF9 0.613
LOCF10 0.884
LOCF6 0.882
Factor
1 2
HEALS1 0.793
HEALS4 0.814
HEALS3 0.843
Factor
1 2 3
ENTER4 0.833
ENTER6 0.792
ENTERS 0.784
ENTER1 0.589
ENTER2 0.578
ENTERS5 0.698
ENTER9 0.967
Factor
1
SAT1 0.988
SAT2 0.879
SAT3 0.989
SAT4 0.819
SATS 0.901
SAT6 0.990
SAT7 0.990
SAT8 0.989
SAT9 0.990
SATI10 0.799
SATI11 0.691

and

Note: Extraction method: principal axis factoring; rotation method: Kaiser varimax rotation and
normalization; rotation converged on 5 iterations for local food, 6 for health-related services, and 4 for

entertainment.



Table 6. Predictive power and model fit

Constructs R? Q2 (- SRMR d_ULS d_G NFI  RMStheta
(explained SSE/SSO)
variance)
Consumer
satisfaction 0.397 0.242 0.074 0.577 0.378 0.93 0.109

Note: R? = coefficient of determination; SSE/SSO = sum of squared prediction errors/sum of squared
observations; SRMR = standardized root mean square residual; d_ULS = unweighted least squares
discrepancy; d_G = geodetic discrepancy; NFI = normalized fit index; RMStheta = mean square error

correlation.

Table 7. Composite reliability and average variance extracted for first-order

constructs
Construct Cronbach’s alpha Composite reliability Average variance
extracted
Local food 0.899 0.922 0.665
Health-related services 0.846 0.891 0.622
Entertainment 0.881 0.910 0.629
Tourist satisfaction 0.941 0.950 0.632

Table 8. Composite reliability and average variance extracted for second-order

constructs
A -
Construct Cronbach’s alpha Composite reliability verage variance
extracted
Consumer satisfaction 0.941 0.950 0.632
Responsible service 0.744 0.855 0.664

Table 9. Discriminant validity (first-order constructs)

Fornell and Larcker’s criterion HTMT
LOCF ENTER SAT HEALS LOCF ENTER SAT HEALS
LOCF 0.816 LOCF
ENTER  0.459 0.793 ENTER 0.505
SAT 0.428 0.561 0.795 SAT 0.452 0.608
HEALS 0.381 0.636 0.540 0.788 HSER 0.442 0.736 0.602
Note. HTMT = heterotrait-monotrait ratio.
Table 10. Discriminant validity (second-order model)
Fornell and Larcker’s criterion HTMT
SAT RESPSERV SAT RESPSERV
SAT 0.795 SAT
RESER 0.630 0.815 RESER 0.744

Note. HTMT = heterotrait-monotrait ratio.
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Figure 1. Conceptual model and hypotheses
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