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Tom tat:

Long trung thanh diém dén cia du khdch c6 vai tro quan trong, gép phan thiic ddy sw phdt
trién ciia mot diém dén du lich. Bai viét dé xudt mé hinh nghién civu vé cdc nhan t6 anh hwéng
dén long trung thanh ciia du khédch néi dia doi véi diém dén Pa Nang, trong doé da tich hop
nhan t6 ‘Gid ca’ trong viéc cau thanh chat leong dich vu, va sir dung cdc phwong phdp nhu
EFA, CFA va SEM dé khang dinh cdc nhan té va mirc d¢ anh hwéng ciia cac nhan té dén long
trung thanh ciia du khdch néi dia doi véi diém dén Pa Nang. Két qua ciia nghién ciru di chi ra
rdng cé 5 nhdn té tac dong gidn tiép va 1 nhan t6 tac dong truc tiép dén long trung thanh ciia
du khéch néi dia doi véi diém dén Pa Nang, va tdc gid dé xudt mot so khuyén nghi nham ndng
cao long trung thanh cia du khdch, gép phan thu hit du khach quay lai diém dén Pa Nang.
Tir khéa: Diém dén du lich, khach du lich, long trung thanh.

Ma JEL: Z32

The Factors Affecting Domestic Tourists’ Destination Loyalty: The case in Da Nang
Destination

Abstract

Tourist destination loyalty plays an important role, contributing to the development of a
tourist destination. The article proposes a research model on the factors affecting the loyalty
of domestic tourists to Da Nang destination, which integrates the factor ‘Price’in constituting
service quality, and using methods such as EFA, CFA and SEM to confirm the factors and
the extent of their influence on the loyalty of domestic tourists to the destination of Da Nang.
The results of the study have shown that there are 5 indirect factors and 1 direct impact
on the loyalty of domestic tourists to Da Nang destination, and the author proposes some
recommendations in order to improve the loyalty of tourists, contributing to attracting tourists
back to the destination of Da Nang.

Keywords: Tourism destination, tourists, loyalty.

JEL Codes: Z32
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1. Pat van dé

Long trung thanh diém dén cua du khach giit mot vai tro quan trong trong su thanh cong cua diém dén du
lich. Nhiéu nghién ctru truée day di dé cap dén nhitng nhan t6 anh huong dén long trung thanh cia khach
du lich nhu gia tri cdm nhan, sy hai long, hinh anh diém dén, dong co du lich (Bigne & cong su, 2001; Chen
& Tsai, 2007, Chi & Qu, 2008; Prayag, 2009); Yoon & Uysal (2005) lai cho rang gi4 tri cam nhan va hinh
anh diém dén 1a hai nhan t6 quan trong nhat anh hudng téi hanh vi lya chon diém dén cta du khach. Tir cac
quan diém va két qua thyc nghiém khéac nhau cuia cac tac gia cho thay rang moi quan hé va su tic dong ciia
céc nhén t6 dén long trung thanh diém dén cua du khach van con chua duge 1am rd va chua di dén két luan,
va chua c6 sy hiéu biét day dii vé van dé nay trong nhitng bdi canh khac nhau nhu: du lich bién dao, di san
van hoa, danh lam théng canh, v.v...

ba N?mg ¢6 vi tri thuan loi, nam & trung d6 ca nudc, co cang bién, ¢ san bay quéc té va duong sit Bic —
Nam di qua, Pa Ning con c6 bii bién dai va dep, c6 danh thing Ngii Hanh Son, ban dao Son Tra, lai gan 04
Di san vin héa thé gidi, vi vay tiém ning phat trién du lich 14 rat 16n. Tuy nhién, khach ndi dia dén Pa Ning
tang cham va sb ngay luu tri binh quan cta khach ndi dia con thap. Trong giai doan 2015 - 2019, khach du
lich quéc té dén Pa Ning dat 11,66 triéu ngudi, ting binh quan hang niam 29,5% nhung ciing trong thoi ky
nay khach noi dia cé toc do ting truong chi 10,92% va ty 1 khach ndi dia trén tong s6 khach du lich dén
Pa Ning c6 xu hudng giam dan qua cic nim; néu nhu nam 2015 ty 18 khach ndi dia chiém gan 73% thi dén
nam 2019 giam xudng con 59,59% (S¢ Du lich thanh phd Da Ning, 2019). Bén canh d6, sé ngay luu tri
binh quan cua khéach ndi dia ting cham, ndm 2019 so véi nam 2015 chi tang thém 0,4 ngay, tir 1,6 1é€n 2,0
ngay, day 1a muc thap so véi cac diém dén du lich khac nhu Ha Noi, thanh phé H6 Chi Minh, Quang Ninh.
Diéu d6 chung t6 khach du lich ndi dia it quay lai diém dén Pa Ning va thiéu di viéc gi6i thiéu, tién cir cac
ban be, ngudi than cua ho vé diém dén Pa Néng, hay noi khac di 1ong trung thanh cua khach noi dia ddi voi
diém dén du lich Da Ning con han ché.

Cho dén nay, chua c6 nghién ctu vé long trung thanh ctia khach ndi dia tai diém dén Pa Ning. Hon nira,
gi4 ca cac san pham, tién nghi, dich vu du lich ¢6 anh huéng dén muc chi tiéu va kha ning thanh toan cua
khach, dic biét trong diéu kién ca thé giéi dang dién ra lam phat cao hién nay, da anh huong 16n dén ¥ dinh
di du lich ctia khach. Vi vay, nghién ctru da tich hop nhén t6 gia cd vao mé hinh nghién ciru sy trung thanh
ctia khach noi dia tai diém dén Da Ning. Tém lai, trén co s¢ cac nghién ciru trong va ngoai nudc trude dy,
dac biét la moé hinh SERVPERF (Cronin & Taylor, 1994), va Kkét hop véi tinh hinh thyc tién cua diém dén
Pa Ning, tac gia dé xuit mo hinh nghién ctru cac nhén té anh huong dén 1ong trung thanh ciia du khach noi
dia ddi voi diém dén ba N?mg g(‘Bm céc nhan to: Hitu hinh; Gia ca; Pam bao; Tin cay, Bap ung, Sy thoa man.
Tir d6, dé xuat mot s6 khuyén nghi nhim nang cao long trung thanh ciia du khach, gop phan thu hat khach
quay tro lai diém dén Pa Ning, dic biét 1a khach du lich noi dia; xay dung va quang ba hinh dnh diém dén
Da Nang.

2.Co s6 Iy thuyét

2.1. Piém dén du lich

Cooper (2004) dinh nghia diém dén 12 mot ving dia Iy duoc xac dinh boi khach du lich, noi ¢6 cac co sé
vat chét ky thuat va cac dich vu dép tmg nhu cau cta du khach. Theo Té chirc Du lich Thé giéi (UNWTO,
2007), “Piém dén du lich 1a ving khong gian ma khach du lich & lai it nhdt mot dém, bao gdm cac san phim
du lich, dich vu cung cip, cac tai nguyén du lich thu hat khach, c6 ranh giéi hanh chinh dé quan 1y va c6 su
nhén dién vé hinh anh dé xac dinh kha nang canh tranh trén thi truong”.

2.2. Chit lwong dich vu va sw théa man (Sw hai long)

C6 nhiéu md hinh nghién ctu vé chét lugong dich vu nhu Gronroos (1984), Parasurama & cong su (1988),
Cronin & Taylor (1994). Cronin & Taylor (1994) v6i mo6 hinh SERVPERF, mo6 hinh SERVPERF dugc phat
trién dua trén mo hinh SERVQUAL cuia Parasuraman (1988), va mé hinh SERVPERF do ludng chét lugng
dich vu trén co sé danh gia chét luong dich vu thuc hién dugc (performance-based) chir khong phai khoang
céch giita chat luong ky vong (expectation) va chat lugng cam nhén (perception). Theo mo hinh SERVPERF
thi: Chat luong dich vu = mirc 46 cam nhan, nghién ctru nay dugc sy ung ho cta nhiéu nghién ctru sau d6 voi
su dong tinh bai cac tac gia khac nhu Le & cong su (2000), Brady & cong su (2001). Thang do SERVPERF
cling ¢6 22 bién quan sat voi 5 thanh phan co ban twong tu nhu phan hoi vé cam nhan cta khach hang trong
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mo hinh SERVQUAL, tuy nhién bo qua phan hoi vé ky vong, nim thanh phan co ban, d6 1a: phuong tién
hiru hinh, sy dap tng, su tin cdy, nang luc phuc vu va sy hai long.

Theo Oliver (1999) thi sy thoa man (sy hai 10ng) ctia khach hang 1a su phan hoi tinh cam hodc toan bo
cam nhan cua khach hang déi véi nha cung cap dich vu trén co s& so sanh sy khac biét giita nhing gi ho
nhan dugc so voi mong doi trudc do. Sy théa man cling dugc nhin nhén la <<t6ng thé su danh gia dya trén
trai nghi€ém ca nhan» (Lee & cdng sy, 2011). Nhu vay, co thé cho réng su hai long trong linh vyc du lich
duogc thé hién qua muc 6 thoa man tong thé thong qua kha ning dép tng mong doi va nhu cau ciia du khach
véi trai nghi€ém cua chuyén di. Tuy nhién, gitra sy thoa man va chét luong dich vu co mbi quan h¢ chat
ché. Chét luong dich vu la nhan td tac dong nhiéu nhit dén su thoa man cua khach hang (Cronin & Taylor,
1992; Yavas & cong su, 1997), va chét luong dich vu la tién dé cua sy thoa mén cua khach hang (Spreng &
Mackoy, 1996). Noi cach khac, chét lwong dich vu va sy thda man cua khach hang c6 quan hé tuong hd chat
ché véi nhau, trong do6 chét luong dich vu 1a cai dugc tao ra trude va sau do quyét dinh dén su thoa mén cua
khach hang. Mi quan hé nhan qua giita hai yéu t6 nay 1a van dé then chdt trong hau hét cac nghién ctru vé
su thoa man cua khach hang.

2.3. Long trung thanh doi véi diém dén

Long trung thanh duoc dinh nghia nhu viéc khach hang mua lai mot san pham (Newman & Werbel,
1973) hay lap lai viéc mua hang (Tellis,1988). Long trung thanh cua khach hang 1a mét trong nhiing bién
dé nghién ctru hanh vi khach hang va n6 1a mét trong chi muc (indicator) dugc dung dé danh gia sy thanh
cong cua chién lugc marketing. Diém dén du lich c6 thé duoc xem xét nhu vi tri, san phém hay dich vu
ma du khach c6 thé dén lai hay gidi thi¢u voi cac nguoi khac nhu ban be, déng nghi¢p, v.v... Kozak &
Rimmington (2000) ciing cho rang su hai 10ng ctia khach du lich 1a mét tién dé dé hinh thanh y dinh quay tre
lai va gi6i thiéu diém dén cho nguoi khac. Cac nghién ctru trude day vé su hai long va 1ong trung thanh cua
du khach da tap trung kiém dinh mdi quan hé nay trong nhiing loai hinh du lich nhu thé thao, van hoa, sinh
thai (Barroso & cong su, 2007; Petrick, 2005) va trong bdi canh riéng cua cc cong ty du lich (Macintosh,
1997; Patterson, 2007; San & cong su, 2008). Va nhiéu nghién ctru méi day da thém vao céc tién t6 khac
v6i nhan té sy hai 10ng dé hoan thién sy hiéu biét vé long trung thanh nhu chét lugng dich vu, gia tri cam
nhan, trai nghiém khach hang, sy cam két (Chi & Qu, 2008; Velazquez & cong su, 2011; Wu, 2015). Tuy
vay, long trung thanh diém dén van dang con nhiéu tranh luan han 1am do c6 sy khac biét vé quan diém, cac
nhan t6 tac dong ciing nhu cc cong cu do ludng vé 1ong trung thanh (Baker & Crompton, 2000; Velazquez
& cong su, 2011; Wu, 2015).

2.4. Méi quan h¢ giita sw théa man va long trung thanh ciia du khdch

Su thoa man cua khach hang trong linh vuc du lich thuong gan lién v6i nhimg bdi canh va loai hinh
khac nhau nhu khach san (Dube & cong su, 1994) hay diém dén riéng biét (Kozak & Rimmington, 2000;
Hultman & cong su, 2015; Pizam & Milman, 1993). Nhiéu tac gia da théng nhét réng su thdéa man lién quan
mat thiét dén y dinh lwa chon diém dén va quyét dinh quay lai diém dén du lich (Bigne & cong su, 2005;
Kozak & Rimmington, 2000; Hulman & cdng su, 2015; Chen & Gursoy, 2001; Le & cong su, 2020). Va
su thoa mén ctia du khach ciing dwoc xem nhu mét chi tiéu dy doan quan trong vé 1ong trung thanh cta du
khach (Ozdemir & cdng su., 2012; Yoon & Uysal, 2005).

3. M6 hinh nghién ciru va phwong phap nghién ciru

3.1. Cdc nghién ciru trong va ngodi nwdc

D3 ¢6 nhiéu nghién ciru trong va ngoai nudc xay dung cic md hinh nhiam danh gia 1ong trung thanh cta
du khach ddi véi diém dén du lich. Mot loat cac nghién ctru lién quan dén khai niém va thyc tién da chung
minh dugc anh hudng cua sy hai 1ong vé diém dén 1én 1ong trung thanh, ciing nhu cic mbi quan hé giira
ddong co du lich, sy hai long voi diém dén, va long trung thanh.

Akroush & cong su (2016) da nghién ctru mdi quan hé giira cac thanh phéan ctia chit lugng dich vu, hinh
anh diém dén du lich va long trung thanh diém dén ctia du khach. Trong d6, thanh phan chat lwong dich vu
gdm 5 nhan t6, d6 1a sy tin tudng, sy dam bao, sy dong cam, phuong tién hiru hinh va sy dap tmg. Céc tac
gia két luan réng long trung thanh diém dén cua du khach quéc té 1a mot ham s cua chat luong dich vu dugc
cung cap taj diém dén.

Yoon & Uysal (2005) dua ra mot cach tiép can tich hop dé hiéu dong lyc cua du khach va mo rdng cac
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bang chung 1y thuyét va thuc nghiém vé mdi quan hé nhan qua gitra cac dong luc thuc day va kéo, su hai
long va 1ong trung thanh diém dén ciia du khach. Nghién ciru sir dung mé hinh ciu tric tuyén tinh dé xac
minh mdi quan hé giita cac cu triic trong mé hinh, va két qua cho thiy ring cac nha quan Iy diém dén phai
dap tmg cao nhéat mirc do hai long cta du khach dé c6 duge hanh vi mua sém tich cuc ctia du khéch, tir d6
nang cao nang lyc canh tranh diém dén.

Tai Viét Nam, dd c6 mot sb nghién ctru danh gid cac nhan t thu hat long trung thanh khach du lich cua
diém dén, tuy nhién van chua c6 nghién ctru nao vé 1ong trung thanh cta khach noi dia tai diém dén Da
Ning. Le & cong su (2020) d& nghi mot mé hinh tich hop nham xac minh nhirng thanh phan va nhimg mbi
quan hé tryc tiép giita cac thanh phan anh huong long trung thanh ciia khach qudc té tai diém dén Da Ning.
Trén co s& cac nghién ciru trong va ngoai nude, cac tac gia da cong thém thanh phan sy an toan va an ninh
vao mo hinh nghién ctru. Két qua nghién ciru cho thay rang sy an toan va an ninh, hinh anh diém dén, nhan
thirc gia tri va 10ng trung thanh 13 cac thanh phan tac dong dén 1ong trung thanh diém dén cua du khach quéc
té tai diém dén Pa Néing. Trong d6, thanh phan hinh dnh diém dén co vai tro trung gian trong méi quan hé
giita sy an toan va an ninh véi nhan thic gia tri, su hai long cling 1a thanh phan trung gian gitra sy an toan
va an ninh v6i 1ong trung thanh diém dén. Bang Nguyen Viet (2019) nghién ctru anh hudng cta cac thanh
phan hinh anh diém dén vé sy hai long va long trung thanh cua du khach tai Con Pao. Nghién ciru khao sat
tryc tiép 315 du khach dén Con Pao. Két qua chi ra rang 1ong trunh thanh diém dén ciia du khach chiu anh
huong boi cac nhan td: Su hai long; Su hép din cta diém dén; Tién nghi va dich vu an uéng; Ha téng diém
dén; Long mén khéach cua cu dan dia phuong.

3.2. Cdc gid thuyét va mé hinh nghién ciru

Trén co so ké thira cac nghién ciru trude ddy vé chat lugng dich vu, s théa man va long trung thanh cua
du khéach da duoc dé cap & trén, bai viét néu 1én cac gia thuyét:

Gid thuyét HI : Nhén t6 hitu hinh (HH) tdc dong cing chiéu dén sw théa man ciia du khéch.

Gid thuyét H2: Sie tin cdy (TC) tac dong ciing chiéu dén si théa man ciia du khach.

Hinh 1: M6 hinh nghién ciru dé xuit

Yéu t6 hiru hinh i
(HH)
Su tin cdy H2
TC g
(TC) S
.. thoéa
Sw d};‘%wng H3 > . Long trung
(V) man thanh
dich
Sur dam bio H4
(DB) v
Sw dong cam H5 N
HCO)
Gi4 ca He
(GO)
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Gid thuyét H3: S ddp iing (DU) tdc dong cing chiéu dén sw théa man cia du khdch.

Gid thuyét H4: Sy ddm bdo (DB) tac dong cing chiéu dén sw théa man cia du khdch.

Gid thuyét HS: Sy dong cam (DC) tac dong cing chiéu dén sw théa man cia du khdch.

Gid thuyét H6: Gid ca (GC) tac dong ciing chiéu dén sy théa man ciia du khdch.

Gid thuyét H7: Si théa man (TM) tdc dong cing chiéu dén long trung thanh cia du khéch doi véi
diém dén.

Mo hinh nghién ctru vé cac nhan t tac dong dén long trung thanh diém dén cua khach noi dia tai diém
dén du lich ba Naclng duogc dé xuét tai Hinh 1.

3.3. Phwong phap nghién ciru

3.3.1. Phurong phdp chon mau va ddc diém mau

Phuong phap chon mau thuén tién da dugc ing ho boi Hair & cong su (2014) vi phuong phap niy cho
phép cac nha nghién ctru nhan duoc su tra 161 v6i cach thire hiéu qua vé chi phi (Martins & cong su, 2014).
Trong nghién ctru ny, sir dung phuong phap chon mau thuan tién va phat phiéu diéu tra tryc tiép du khach
tai cac diém dén ciia Pa Néng nhu: Ba Na, Ngii Hanh Son, va Bién My Khé, tir 28 thang 3 nam 2022 dén
30 thang 4 nam 2022. Thang do Likert 5 bac duogc sir dung trong nghién ctru (1- Rat khong dong ¥, 5- Rét
ddng ¥). Theo Hoang Trong & Chu Nguyén Mong Ngoc (2008) cho ring kich thudc mau tbi thiéu theo ty
1¢ 1 5 bién quan sat cho 1 bién giai thich. Trong nghién ctru nay c6 tat ca 29 bién quan sat (Bang 1), do d6
kich thudc mau t6i thiéu 1a 145 mau (=29 x 5). Tong s phiéu diéu tra phat ra 1a 250 phiéu, trong d6 c6 185
phiéu phu hop dugc dua vao phan tich. Vi 185 khach ndi dia dugc khao sat da dén du lich Pa Ning, trong
d6 c6 115 nguoi trong do tudi 18 dén 35 tudi (chiém ty 18 62,2 %), vé gidi tinh c6 ty 1¢ nir 1a 52%, vé thu
nhap c¢6 110 nguoi cd nguén thu nhap dudi 10 triéu VND/thang (chiém ty 1€ 59,5 %). Vvé nganh nghé co 94
ngudi thude vé linh vuc kinh doanh (chiém ty 18 50,8 %). V& trinh d6 hoc van ¢6 102 ngudi c6 trinh d6 dai
hoc (chiém ty 18 55,1 %).

3.3.2. Phuong phap nghién ciru

Thyec hién phan tich nhéan t kham pha (EFA), phén tich nhan t6 khang dinh (CFA) va phan tich mé hinh
da cdu trac tuyén tinh (SEM) dé giai quyét cac muc tiéu nghién ctru. Cac k¥ thuét ap dung va theo quy dinh
chuan (Nguyén Pinh Tho, 2014) nhu: Cronbach’s Alpha ding dé danh gia d6 tin cdy cua thang do, yéu cau
Cronbach’s Alpha >0,6; Factor loading (hé s6 tai nhan t5), hé s6 nay cho biét twong quan giita cic muc
(item) v&i cac nhan td, yéu cau Factor loading >0,3; Hé s6 KMO cho biét viéc phéan tich EFA ¢ phu hop véi
dit liéu nghién ciru khong?. Phan tich EFA chi thich hop khi 0,5<KMO<1 va sig <5%; Eigenvalue cho biét
tac dung tom tét thong tin ciia EFA c6 tét hon cac item roi rac khong, yéu cau: Eigenvalue >1; Cummulative
(Tong phuong sai trich) cho biét phan tich EFA giai thich dugc bao nhiéu % thay doi ctia phuong sai, yéu
cau Cummulative >50%.

4. Két qua va thao luin

4.1. Kiém dinh thang do cdc nhén to

Mo hinh nghién ctru ¢6 29 bién quan sat. Cac hé sé Cronbach’s Alpha ciia cac thanh phan thuéc mé hinh
nghién ctru déu dat (>0,6) va hé s twong quan bién tong (Corrected Item-Total Correlation) ctia cac bién
quan sat trong mo hinh déu dat gia tri 16n hon 0,3, chi trir bién quan sat TC4 (ctia nhan t6 Tin cdy) bi loai bo
vi khong dat gia tri 0,3. Vi vay, con lai 28 bién quan sat cua cac thang do thoa man diéu kién dé tién hanh
phan tich nhan t6 khdm pha (EFA) (Bang 1).

4.2. Phén tich nhén té kham pha (EFA)

4.2.1. Nhén t6 long trung thanh

Két qua EFA cua nhan t6 1ong trung thanh c6 gia tri KMO (Kaiser-Meyer-Olkin Measure) 1a 0.722 16n
hon 0.5 va gia tri sig cia kiém dinh Bartlett’s Test of Sphericity 14 0,00 (<5%). Gia tri Eigenvalues 1 2.555
16n 1; gia tri tong phuong sai trich (Extraction Sums of Squared Loadings) 14 78.293% 16n hon 50%. Pong
thoi cac cau hoi thanh phan (TT1; TT2; TT3) déu c6 gid tri hé s6 tai nhan t6 déu 1on hon 0.5 nén két qua
EFA cua nhan t6 Trung thanh ctia khach néi dia dbi voi diém dén Pa Ning dang tin cay dé tiép tuc thyuc hién
cac bude phan tich tiép theo.
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Bang 1: Cronbach’s Alpha cac thang do

" Thang do M3 ho S0 bié‘} Biélf Cronbach’s

quan sat loai Alpha
1 Long trung thanh TT 3 0912
2 Thoa man ™ 3 0.887
3 Hitu hinh HH 6 0919
4 Tin cay TC 2 I 0706
5 Dap tng DU 4 0741
6 bam bao DB 3 0831
7 Pong cam DC 3 0771
8 Gia ca GC 3 000

Nguoén: Két qua phan tich ciia tdc gia

4.2.2. Nhan té Théa man

Thuc hién EFA 1an 1, loai bo bién DU (vi factor loading <0,5), va tiép tuc thuc hién EFA 1an 2. Két qua
phan tich kham pha cua cac nhén t6 tac dong truc tiép dén Su thda mén cua khach hang cé gia tri KMO 1a
0,781 16n hon 0,5 va p-value < 5%. Gia tri cac hé so tai nhan t6 ctia cac cau hoi thanh phan HH, GC, DB,
DC, TC, DU déu 16n hon 0,5 nén dép tng duoc yéu cau phén tich nhan t6, va duoc sir dung dé thyc hién cac
phwong phap phan tich tiép theo v6i 6 nhan td: Hitu hinh duoc do ludng bang 6 ciu hoi thanh phan (HH1;
HH2; HH3; HH4; HHS5; HH6); Gié ca dugc do luong béng 3 cau hoi thanh phén (GC1; GC2; GC3); bam
bao dugc do ludng bang 3 cau hoi thanh phan (DB1; DB2; DB3); Dong cam duoc do ludng bang 3 ciu hoi
thanh phan (DC1; DC2; DC3); Tin cdy dugc do ludng bang 3 cau hoi thanh phan (TC1; TC2; TC3) va Pap
g duoc do ludng bang 3 cau hoi thanh phan (DU2; DB3; DB4). Gi4 tri Eigenvalues nho nhat trong 6 nhan
t6 12 1,311 16n hon 1; gia tri tong phuong sai trich 1a 62,795 % 16n hon 50%. Cac két qua tir EFA dép tmg
duogc cac yéu cau.

4.3. Phan tich nhén t6 khing dinh (CFA)

Hinh 2. Két qua phén tich da ciu tric tuyén tinh —- SEM
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Bang 2: Két qua kiém dinh cac gia thuyét nghién ciru

Gia thuyét nghién ciru P-Value Két ludn
H1 Ehe;: ;0 hiru hinh (HH) tac dong cung chi¢u dén sy thoa man cua Du 0.000 Chép nhan
H2 Su tin cdy (TC) tac dong cung chiéu dén su thoa man ciia Du khéch. 0,003 Chép nhan
H3 Su dép tng (DU) tac dong cung chiéu den sy thoa man ctia Du khéch. 0,005 Chap nhan
H4 Su dam bao (DB) tac dong cung chi€u dén sy thda man cua Du khéch. 0,285 Bac bo
HS i;l.lé(];)hong cam (DC) tac dong cung chiéu dén sy théa man cua Du 0.007 Chép nhan
H6 Gié ca (GC) tac dong cling chiéu dén su théa mén ctia Du khach. 0,002 Chap nhan
H7 Su’thoa mén .(T'I\X/I) tag dong cung chiéu dén long trung thanh cia Du 0,001 Chép nhan

khach ddi voi diem den.

Nguon: Két qua phdn tich ciia tdc gia.

Thuc hién CFA c6 cac thong s phan anh két qua phan tich gom: P-value ciia kiém dinh Chi-square 1a
0,005 nhé hon murc y nghia 5%; Chi-square/df = 1,224 (< 2), CFI 1a 0,883 nho hon 0,9; Chi $6 phan anh sai
sb clia ude luong RMSEA 1a 0,035 nho hon 0,08.

V6i cac két qua néu trén cho thiy mé hinh nghién ctru phu hop véi dit liéu thuc nghiém va c6 thé tiép tuc
thuc hién phéan tich da cAu trac tuyén tinh.

4.4. Két qud phén tich cdc nhén t6 tic dpng dén long trung thanh ciia du khdch déi véi diém dén Pa
Ntfng

4.4.1. Két qua phan tich da cdu tric tuyén tinh (SEM)

St dung SEM dé dénh gia mdi quan hé nhan qua giita cac bién quan sat dugc va bién tiém tang, kiém
chting cac nhan t6 tac dong truc tiép va gian tiép dén long trung thanh ctia khach noi dia ddi voi diém dén Pa
Néng. Cac thong sé phan anh két qua phén tich nhu: Gia tri P-value cta kiém dinh Chi-square 13 0,005 nho
hon mirc ¥ nghia 5%; gi tri Chi-square/df1a 1,397 nho hon 2, chi s6 phan anh sai s6 ciia uéc lwong RMSEA
14 0,046 nho 0,08. Vi cac thong sb tir két qua phan tich SEM (Hinh 2), cho thiy két qua dang tin cay dé
can ctr kiém chimg tic dong ciia cac nhan t6 dén long trung thanh ciia du khach ddi véi diém dén Da Ning.

4.4.2. Kiém dinh cdc gia thuyét nghién ciru

Bang 3: Két qua wéc lwong mire dd tac dong ciia cic nhan t6
dén long trung thanh ciadu khach doi voi diem den Pa Nang

H¢ s6 wéc lugng
Quan h¢ tic dong Gian Truc P-value Két luan
tiép tiép

(TE%LNSEE? NH <---|  HUUHINH 0,219 0,058 ook Chép nhén
(TEE)UE\/?,IE)A i < GIACA 0,188 0,050 0,003 | Chap nhan
(TE%LNS fﬂ)‘* N <---|  DAMBAO 0,213 0,056 0,005 | Chap nhan

(TTH%TS IZE)A NH <---| DONGCAM 0,083 0,022 0,285 Biéc bo
(ﬁiﬁxﬂﬂf i < TINCAY 0,278 0,073 0,007 | Chap nhan
(TE%UESgE?NH <—-|  DAPUNG 0,293 0,077 0,002 | Chipnhan
TRUNGTHANH <---|  THOAMAN 0.264 001 Chép nhan

Nguon: Két qud phan tich ciia tac gia.
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Béng 2 cho thay trong bay gia thuyét nghién ctru theo mo hinh dé xuét thi c6 6 gia thuyét nghién ctru
dugc chap nhan v6i mirc ¥ nghia 5% gdm: H1 “Yéu té hiru hinh tac dong ctng chiéu dén sy thoa mén cua
Du khach; H2 “Suy tin cdy tac dong cung chiéu dén su thoa man ctia Du khach”; H3 “Sy déap tng tac dong
cung chiéu dén sy thoa man cua du khach.”; HS “Sy Pong cam tac dong ctung chiéu dén sy thdéa man ctia du
khéach; H6 “Gia ca tac dong cung chieu dén sy thoa man ctia Du khach.”; H7 “Sy théa man tac dong cung
chiéu dén 1ong trung thanh cta du khach ddi véi diém dén”. Tuy nhién gia thuyét H4 bi bac bo vi c6 gia tri
P-value 1a 0,285 16n hon 5%.

4.4.3. Binh ludn két qua

Nhu vay, ca 6 nhan t6 gdm 1 tac dong truc tiép va 5 tac dong gian tiép co gia tri hé s6 wdc luong 16n hon
khong (mang dau duong) diéu nay chiing té quan hé gilra cac nhan to vdi long trung thanh ctia du khach doi
v6i diém dén Pa Nang 1a quan hé thuan chiéu (Bang 3). Piéu nay, c6 nghia khi du khach danh gia cao vé
chat lugng dich vu gia ting s& 1am gia ting sy thoa min va ciing dan dén gia ting long trung thanh doi véi
diém dén Da Nang.

Can ¢t theo d6 16n cta cac hé sd ude lugng thi mac do tac dong ctia nhan tb gian tiép lan luot:

° Tac dong manh nhét 1 nhan t6 dap tmg c6 gia tri cac hé sé wéc luong 13 16n nhét trong ndm nhén tb
voi muce tac dong truc tiép la 0,077 va tac dong gian tiép la 0,293.

° Tac dong manh th hai 1 nhan t6 tin cdy co gia tri cac hé s6 udc lugng 1a xép thr hai trong nim
nhan t6 v&i muc tac dong tryc tiép la 0,073 va tac dong gian tiép 1a 0,278.

° Tac dong manh thtr ba 1a nhan td hiru hinh c6 gia tri cac h¢ sb ude luong la xép thtr ba trong ndm
nhan té v6i mirc tac dong truc tiép 1a 0,058 va tic dong gian tiép 14 0,219.

° Tac dong manh thtr tu 13 nhan t6 dam bao c6 gia tri cac hé sb woc luong 1a xép thir tu trong nim
nhan t0 voi murc tac dong truc ti€p 1a 0,056 va tac dong gian tiép 1a 0,213.

° Tac dong manh thap nhat 12 nhan t6 dam bao co gia tri cac hé sd wdc lugng 1a xép thap trong nim
nhan t0 voi muc tac dong truc tiep la 0,050 va tac dong gian tiép 1a 0,188.

5. Két luan va khuyén nghi

5.1. Két lugn

Bai viét dd udc luong va kiém dinh cac nhan t6 anh huong dén 1ong trung thanh cta du khach noi dia dbi
v6i diém dén Pa Ning. Dé dat dugc nhitng muc dich, do luong thai d6 va hanh vi long trung thanh da duoc
phat trién dya trén viéc tong hop nhirng nghién ciru trong va ngoai nudc. Nghién ctru da tich hgp nhan to
‘Gia cd’ trong viéc cau thanh chat lugng dich vu va sir dung cac phuong phdp nhu EFA, CFA va SEM dé
khang dinh cac nhan t6 va mirc d¢ anh hudng cua cac nhan t6 dén long trung thanh cta du khach ni dia doi
véi diém dén Pa Nang. Két qua nghién ciru chi ra rang cc nhan to anh hudng dén long trung thanh cta du
khach néi dia tai diem dén Da Nang kha twong dong véi két qua nghién ctiru cia Mamoun & cong su (2016);
Dang (2019); Yoon & Uysal (2005) nhung mtc d¢ anh huong cia ting nhan t6 dén long trung thanh thi ¢
mot so khac biét do boi canh va dia diem nghién ctru khac nhau.

5.2. Khuyén nghij

Long trung thanh 1a nhan t6 quan trong trong viéc giita chan khach hang va 16i kéo du khach quay tro lai
diém dén. Chinh vi vay cac nha quan ly cling nhu cac doanh nghi€p du lich can phai dua ra cac bién phap,
chinh sach thich hop dé nang cao long trung thanh cta du khach. Bai viét néu [én mot so khuyen nghi:

Nhén t6 hitu hinh: Tac dong cung chiéu dén su thoa man cta du khach, anh huong dén hanh vi long trung
thanh diém dén du lich. Cac trang thiét bi, phong canh ty nhién, hap dan, nhiéu bii bién sach, tam an toan,
lich st van hoa hap dan, da thu hat hang triéu lugt khach dén voi diém deén du lich, va cling c6 tac dong tich
cuc dén long trung thanh ctua khach du lich. Cac tuyén duong bo cao toc can duoc mo rong va dau tu moi
thong thoang, an toan va két noi véi cac diém du lich néi tiéng, tao thuan lgi cho viéc di chuyén tir diém du
lich nay dén cac diém du lich khac.

Nhén 16 su tin cdy: Cac doanh nghiép can dau tu trang web thiét thuc va chuyén nghiép, thé hién nhiing
thong tin co ban vé thoi gian hoat dong va san pham cta don vi.

Nhdn t6 si ddp iing: Dé khach hang trd lai véi diém dén hét 1an nay dén 1an khéc, diéu quan trong 1 ban
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phai hoc cach doc duge tAm tw ngudi tidu ding va thdu hiéu nhimng gi ma minh cung cip trén thi truong. Tai
sa0 ngudi ta lai chon ban thay vi nhimg di thii khac? C6 ba nguyén nhan co ban:

° Diém dén ban cung cip nhimng dich vu khién ho hai 1ong.

° Nhan thtc dugce ban dua ra mdt dich vu hay san phém ma ho khong thé tim dugc & bét ctr dau.

° Khach hang biét ré“mg doanh nghiép cua ban dbi xu voi ho rat tbt.

Hay so sanh san phdm diém dén ctia minh voi dbi tha (diém dén) khac. Chét luong dich vu va gia tri ma
ban dem lai quan trong hon nhiing di€n mao khac cua doanh nghiép. Thiét 1ap tiéu chuén chit lugng nghiém
ngat va lam moi cach dé giir va duy tri diéu do.

Nhén té sw dong cam: Su ddong cam dugc thé hién qua sy cham soc khach hang, ling nghe y kién cua
khach hang moi luc moi noi ctia doanh nghiép cung cip dich vu. Hay cung cip phiéu phan hdi hoic dia chi
thu dién tir dé tiép nhan nhiing gop v va phén tich xem diéu gi 1am nén thanh cong va van dé nao can dugc
cai thién. Can cha y:

e Liéng nghe van dé tir nhiéu phia.

e Xem xét nhiing cach co thé xoa dju khach hang dé ho luén vui vé va trd lai v6i doanh nghiép.

° Giai quyét nhitng phan nan véi thai do than thién va tich cuc.

Nhén t6 gid ca: Gia ca trong mo hinh nghién ciru da khang dinh c6 y nghia tac dong tich cuc dén cé thai
d6 va hanh vi trung thanh cta khach du lich; dwogc thé hién & thudc tinh: gia ca phong khach san, dn uéng, 4m
thuc, san pham dia phuong, cac dich vu phuc vu du lich phai hop 1y va khong quéa dat do so voi chat luong
san pham dich vu duoc cung cip va chi phi ma mdi khach du lich phai bo ra, dong thoi didu nay con thé hién
qua céac chuong trinh giam gia hay khuyén mai cac san phim/Iuu niém dia phuong dbi véi trai mua du lich.
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Abstract

This study is designed to explore and identify key
research directions related to the topic of tourism
product development. The data wused for
bibliometric analysis were collected on February
3, 2025, by retrieving information from the
Scopus and Web of Science database systems.
After merging the data and filtering English-
language documents, 191 records were retained.
The research methodology employed in this
study includes descriptive statistics and keyword
co-occurrence analysis, supported by the
VOSViewer software. The study results indicate
four main research directions in tourism product
development: (1) Integrating the development of
new tourism products with indigenous tourism to
enhance visitor experiences; (2) Innovation in
sustainable tourism product development at rural
tourism destinations; 3) Marketing strategies for
sustainable  ecotourism  development; (4)
Sustainable development in the tourism industry.
This study also suggests several potential future
research  directions on tourism  product
development, contributing to the diversification

Resumo

Este estudo foi concebido para explorar e
identificar as principais direcbes de pesquisa
relacionadas ao tema do desenvolvimento de
produtos turisticos. Os dados utilizados para a
analise bibliométrica foram coletados em 3 de
fevereiro de 2025, por meio da obtencdo de
informagdes das bases de dados Scopus e Web of
Science. Apés a fusdo dos dados e a filtragem de
documentos em inglés, 191 registros foram
selecionados. A metodologia de pesquisa
empregada neste estudo inclui estatistica
descritiva e analise de coocorréncia de palavras-
chave, com o auxilio do software VOSViewer. Os
resultados do estudo indicam quatro principais
direcbes de pesquisa no desenvolvimento de
produtos turisticos: (1) Integracdo do
desenvolvimento de novos produtos turisticos
com o turismo local para aprimorar as
experiéncias dos visitantes; (2) Inovagdo no
desenvolvimento  de  produtos turisticos
sustentaveis em destinos turisticos rurais; (3)
Estratégias de marketing para 0
desenvolvimento do ecoturismo sustentavel; (4)
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and enhancement of both the quantity and quality
of research on sustainable tourism development,
particularly in emerging economies.

Keyword: Tourism Product Development.
Sustainable Development. Tourism.
Bibliometrics. Keyword Analysis.
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Desenvolvimento sustentvel na industria do
turismo. Este estudo também sugere diversas
direcdes potenciais para pesquisas futuras sobre
0 desenvolvimento de produtos turisticos,
contribuindo para a diversificagdo e o
aprimoramento tanto da quantidade quanto da
qualidade da pesquisa sobre o desenvolvimento

do turismo sustentvel, particularmente em
economias emergentes.

Palavras-chave: Desenvolvimento de Produtos
Turisticos. Desenvolvimento Sustentavel.
Turismo. Bibliometria. Andlise de Palavras-
chave.

1 INTRODUCTION

Tourism product development (TPD) plays a crucial role in enhancing the
competitiveness and sustainability of destinations worldwide. As the tourism industry
continues to grow, the demand for innovative, diverse, and high-quality tourism products
is increasing to cater to different market segments. The ability of destinations to offer
unique and compelling travel experiences is a key factor in attracting both domestic and
international tourists (Novelli et al., 2006). Given this growing importance, analyzing the
current research landscape on tourism product development is essential to identify trends,
gaps, and future research directions. Bibliometric analysis, using databases such as
Scopus and Web of Science (WQOS), provides a systematic approach to mapping the
knowledge structure of this field (Donthu et al., 2021).

Bibliometric analysis has been widely applied across various fields, including
tourism research, due to its ability to provide objective insights into research trends,
author collaborations, and knowledge dissemination (Hall, 2011). By applying
bibliometric techniques, researchers can assess the development of studies on tourism
product development, identify influential works, and explore key research clusters. This
approach not only enhances the understanding of the theoretical foundations of tourism
product innovation but also helps identify emerging topics and underexplored aspects in
this field. Although research on tourism product development has been growing, a
comprehensive bibliometric review of this topic remains limited, highlighting the need

for further studies.
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Tourism product development encompasses various elements, including cultural
and heritage tourism, ecotourism, adventure tourism, and technological innovations in
travel experiences (D. Weaver, 2011). Previous studies have emphasized the importance
of co-creation in tourism product innovation, where stakeholders such as tourists, local
communities, and businesses play an active role in shaping tourism products (Buhalis &
Foerste, 2015). Additionally, sustainable tourism product development has emerged as a
critical research area, with growing attention to minimizing environmental impacts and
promoting responsible tourism practices (Font et al., 2008). However, existing literature
often focuses on specific aspects of tourism product development rather than providing a
comprehensive overview of the field.

The primary objective of this study is to conduct a bibliometric analysis of
research on tourism product development based on publications indexed in Scopus and
WoS. By examining highly cited works, influential authors, key themes, and research
networks, this study aims to provide a comprehensive overview of the knowledge
progression in this field.

The study’s findings will contribute to the academic discourse by mapping the
current state of research, identifying knowledge gaps, and suggesting potential future
research directions. Furthermore, this study offers valuable insights for policymakers,
industry professionals, and tourism stakeholders in designing innovative and sustainable

tourism products that align with evolving market demands.
2 LITERATURE REVIEW

Tourism Product Development (TPD) is the process of designing, enhancing, and
diversifying tourism products to meet the evolving demands of travelers. According to
Smith (1994) a tourism product consists of five key components: physical facilities,
services, hospitality, freedom of choice, and tourist involvement, all of which contribute
to the overall travel experience. Fayos-Sola & Cooper (2019) emphasize that tourism
products are not just individual elements but a combination of both tangible and intangible
aspects that create value for tourists. The development of tourism products requires
innovation, collaboration among stakeholders, and a strong focus on sustainability
(Novelli et al., 2006)
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Tourism product development is also closely linked to marketing strategies and
destination management. Buhalis & Foerste (2015) propose the eTourism model,
highlighting the critical role of technology in creating and delivering tourism products.
Meanwhile, Ritchie & Crouch (2003) tress that innovation in tourism product
development goes beyond new services and experiences to include destination branding
and image-building.

Tourism products can be categorized based on various criteria. Weaver (2011)
divides tourism products into mass tourism and niche tourism, with niche tourism
including: (1) Cultural and Heritage Tourism — Leveraging historical, artistic, and
traditional elements of a destination; (2) Ecotourism — Focusing on nature conservation
and sustainable development; (3) Adventure Tourism — Encompassing activities such as
mountaineering, scuba diving, and outdoor sports; (4) Medical and Wellness Tourism —
Catering to travelers seeking healthcare, wellness, and relaxation services; (5) Smart
Tourism — Utilizing digital technology to enhance tourist experiences (Buhalis & Foerste,
2015). Additionally, other studies highlight the development of culinary tourism and
creative tourism, where visitors engage directly in local crafts, arts, or cultural activities
(Okumus et al., 2018; Richards & Wilson, 2007).

Tourism product development plays a crucial role in enhancing a destination’s
competitiveness and sustainability. High-quality and innovative tourism products
contribute to economic growth by attracting a diverse range of travelers (Hall, 2011).
Moreover, tourism product development supports regional development, cultural
preservation, and job creation (Prideaux, 2000).

A significant trend in this field is co-creation, where tourists, local communities,
and businesses actively participate in the product development process, enhancing
authenticity and customer satisfaction (Buhalis & Foerste, 2015). According to Prebensen
et al., (2016), tourist experiences become more meaningful when they are directly
involved in shaping tourism products, from itinerary selection to interactions with local
residents. Additionally, tourism product development plays a crucial role in sustainable
development strategies. Font et al., (2008) argue that integrating natural resource
conservation with local economic development is key to ensuring the long-term
sustainability of the tourism industry.

Studies on tourism product development have employed various methods to

analyze trends, challenges, and opportunities in the field, including: (1) Bibliometric and
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research network analysis; (2) Empirical research; (3) Case studies. Bibliometric analysis
is a widely used method for mapping the knowledge structure of this field. Donthu et al.,
(2021) utilized data from Scopus and Web of Science to identify the most influential
studies on tourism product development. Their findings highlight key themes such as
smart tourism, sustainable tourism, and co-creation in product development.

In recent years, empirical research has been conducted to assess the factors
influencing the success of tourism products. For instance Ramos-Rodrigue & Ruiz-
Navarro (2004) applied content analysis to identify strategic factors that enhance tourist
satisfaction. Several quantitative studies have used regression models and factor analysis
to evaluate the impact of variables such as pricing, service quality, and personal
experiences on tourists’ intention to revisit (Yoon & Uysal, 2005).

Meanwhile, case studies focus on specific destinations and best practices in
tourism product innovation. For example, Ritchie & Crouch (2003) nalyzed how
Barcelona built its tourism brand through major cultural and sporting events. Halkier et
al., (2014) highlighted the role of innovation in tourism, covering product, organizational,
and marketing innovations.

The growing trend of sustainable tourism product development has become a
critical topic in academic research. Building sustainable supply chains in tourism can help
minimize environmental impacts and ensure long-term benefits for local communities
(Font et al., 2008).

Tourism product development is a broad research area that encompasses various
aspects, including product innovation, stakeholder participation, sustainability, and
marketing strategies. Recent studies have emphasized the importance of technology, co-
creation, and environmental conservation in developing tourism products. However,
research gaps remain, particularly regarding the long-term impacts of tourism product
development strategies on communities and the environment. Therefore, interdisciplinary

and empirical studies are needed to provide deeper insights into this field.
3 METHODOGOGY
To obtain data for the bibliometric analysis, the research team relied on the Scopus

and WOS databases. A search was conducted using the keyword filter *"tourism product

development™, with the language restricted to English-language publications. As of
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February 3, 2025, the search results identified 105 documents from WOS and 143
documents from SCOPUS, totaling 248 records from both databases. These documents
were then merged for duplicate screening and relevance assessment in relation to the
research topic. After removing duplicates and retracted articles, a final set of 191
documents was selected for analysis. The analysis process was conducted using two main
techniques: (1) Descriptive statistics — Used to present key bibliometric indicators,
including the number of publications, citation counts, publication types, leading
countries, and high-frequency publishing journals. (2) Keyword co-occurrence analysis —
Conducted using VOSviewer software to identify keyword clusters, allowing for an
analysis of past research trends and the identification of potential future research
directions (Luc, 2022).

4 RESULT AND DISCUSSION

4.1 Descriptive statistics

4.1.1 Regarding the number of articles and citations

Figure 1
Analysis by the number of articles and citations
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Based on Figure 1 and Table 1, it is evident that tourism product development has
been a research interest for quite some time, with the first publication dating back to 1988.
However, data from both SCOPUS and WOS reveal that the number of publications and
citations on this topic has not followed a consistent growth pattern but has fluctuated
irregularly, with periods where no related studies were published, such as 1991-1998,
2001, and 2003. While Scopus contains 143 documents with a total of 640 citations,
averaging 15.44 citations per article, WoS includes 105 documents with 1,161 citations,
averaging 11.05 citations per article. Combining both databases, the final dataset of 191
selected documents accumulated 2,651 total citations, with an annual average of 101.96
citations and 13.9 citations per article. Notably, 2023 saw the highest number of
publications, with 20 articles. These findings suggest that research on tourism product
development remains relatively modest, with inconsistent growth patterns, highlighting a
promising opportunity for future research in this area.

Table 1
Some statistical indicators about the number of documents and citations
No Some statistical indicators SCOPUS WOS Combine
1 Number of articles 143 105 190
2 Number of citations 2209 1161 2651
3 Year with highest citations 2015 o 2017 o 2015 o
495 citations 123 citations 506 citations
A Year with highest number of 2023 2015 2023
publications 18 documents 12 documents 20 documents
5  Awverage citations over period 92.04 64.5 101.96
6  Average citations per article 15.44/ article  11.05/ article  13.9/ article
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4.1.2 Regarding the countries

Figure 2
Top 15 countries leading in number of publications related to TPD topic
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According to Figure 2, research publications on the topic of tourism product
development have garnered interest from authors across various countries worldwide.
Among them, China stands out with the highest number of publications (59 out of 191
documents, accounting for 30.89%). This aligns with China’s highly developed tourism
industry, which offers a diverse and abundant range of tourism products. Other Asian
countries such as Malaysia, Indonesia, and India also have a significant number of
publications, alongside nations like the United States and several European countries,
including the United Kingdom, Italy, Germany, and Spain. This indicates that as tourism
evolves, most countries worldwide place great emphasis on developing tourism products

to promote the stable and sustainable growth of the tourism sector within their economies.
4.1.3 Regarding types of documents and published journals

Based on Figure 3, it is evident that the majority of publications on the topic are
scientific journal articles (accounting for 54%), followed by conference papers (33%),
book chapters (9%), books (2%), and review (2%). The two fields with the highest
number of publications are Business, Management, and Accounting, particularly in

Tourism, Leisure, and Hospitality Management, and Social Sciences. Most of the journals
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publishing articles related to this topic are high-ranking journals (as shown in Table 2),

with many articles receiving a significant number of citations (as indicated in Table 3).

Figure 3

Analysis by type of published document

Conference Paper
33%

Table 2

Top 5 journals with the most publications related to TPD topics

Book Chapter

9%

Article
54%

No.  Journal name Subjject cuite Jewrel i
les quartile index
CE:ggrlputer Science SCOPUS Q1
1 Sustainability "9y . 8 SCIE 169
Environmental Science
. . SSCI
Social Sciences
African Journal of Business, Management and
2 Hospitality, Tourism Accounting 5 SCOPUS Q3 23
and Leisure Social Sciences
Business, Management and
3 Tourism Recreation Accounting 4 SCOPUS Q1 63
Research Environmental Science ESCI
Social Sciences
Business, Management and
4 Tourism Management Accounting 4 SCOPUS Q1 255
. - SSCI
Social Sciences
Business, Management and
5 Tourism Accounting 3 SCOPUS Q2 30
. . ESCI
Social Sciences
6 Journal of Vacation Business, Management and 3 SCOPUS Q1 78
Marketing Accounting SSCI
IOP Conference Series:  Earth and Planetary Sciences
7 Earth and Environmental Science 3 SCOPUS 48

Environmental Science

Physics and Astronomy
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No.  Journal name Subjject Hoife JeLTiel -
les quartile index
Business, Management and
8 Worldwide Hospitality ~ Accounting 3 SCOPUS Q2 32
and Tourism Themes Environmental Science ESCI
Social Sciences
Below are some of the most highly cited studies selected from the dataset of 191
articles.
Table 3

Some typical studies on the topic of TPD

Authors Title of the document Citations
Benur & Bramwell ‘Tourism product development and product diversification in

(2015) destinations’ 305
Sellick (2004) nll);rsli:;\’/ery, connection, nostalgia: Key travel motives within the senior 136
Gretzel & Jamal ‘Conceptualizing the creative tourist class: Technology, mobility, and 128
(2009) tourism experiences’

Smith (2015) ‘A sense of place: Place, culture and tourism’ 96
Glover & Prideaux ‘Implications of population ageing for the development of tourism 95

(2009) products and destinations’

‘Lake Wellness - a practical example of a new service development

Konu etal., (2010) (NSD) concept in tourism industries’ 76
Cleaver et al., (1999) Togrlsm produ?t development for the senior market, based on travel- 73
motive research

George & Booyens ‘Township tourism demand: Tourists’ perceptions of safety and 60
(2014) security’
Pechlaner et al., ‘Leadership and innovation processes - development of products and

. o 56
(2006) services based on core competencies
?;ggg)rova etal, ‘Design thinking-A revolutionary new approach in tourism education?” 53

4.2 Co-occurrence analysis

Using VOSViewer 1.6.20, a keyword analysis was conducted based on the
keywords provided by the authors in the dataset of 191 selected articles from SCOPUS
and WOS. The analysis was limited to keywords that appeared at least six times. The
results identified 17 keywords with relationships that met the analysis criteria. The
VOSViewer output shows that these 17 keywords, based on their frequency and total link

strength, are categorized into four clusters, as illustrated in Figure 4 and Table 4 below:
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Table 4

Results of co-occurrence by all keywords

[72]
[<5]
(&)
Number of S  Total link .
5 keywords Keywords § strength Research topic
= S
()
development 7 4
indigenous tourism 6 6 Integrating the development
1 6 product design 8 13 of new tourism products with
(Red) product development 31 62 indigenous  tourism  to
tourism 24 28 enhance visitor experiences
tourism product 28 8
innovation 8 25
rural tourism 6 5 Innovation in sustainable
2 6 sustainable tourism 11 28 tourism product
(Green) tourism development 28 51 development at rural tourism
tourism product development 21 15 destinations
tourist destination 10 32
3 ecotourism 13 37 Marketing  strategies  for
(Blue) 3 marketing 6 17 sustainable ecotourism
sustainability 10 23 development
4 5 sustainable development 13 25 Sustainable development in
(Yellow) tourism industry 6 5 the tourism industry

Source: VOSviewer output and authors’ analysis

Figure 4
Network Visualization of Co-occurrence by all keywords
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Figure 5

Overlay visualisation map of co-occurrence by keywords
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Based on Table 4 and Figures 4 and 5, the keyword analysis results have formed
four research clusters, each represented by a different color. Cluster 1, shown in red,
consists of six keywords and focuses on the theme of "Integrating new tourism product
development and indigenous tourism to enhance visitor experiences.” Meanwhile, Cluster
2, represented in green, also consists of six keywords and centers around the theme of
"Innovation in sustainable tourism product development in rural destinations." This
research direction has been explored since as early as 2014. Cluster 3, shown in blue,
comprises three keywords and focuses on the theme of "Marketing strategies in
sustainable ecotourism development.” Finally, Cluster 4, represented in yellow, is formed
by two keywords and revolves around the theme of "Sustainable development in the

tourism industry ”.
5 DISCUSSION

Through descriptive statistical analysis and keyword analysis based on a filtered
dataset from SCOPUS and WoS with 191 documents, the research results indicate that

although tourism product development has received considerable attention, the number
of published documents and citations remains relatively limited. Among the published
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studies, research contributions from Chinese authors account for a significantly higher
proportion compared to other countries. Studies on this topic have been primarily
published in high-ranking international journals within the fields of Economics and Social
Sciences, particularly in Tourism. The keyword analysis results have identified four
research clusters corresponding to four key directions in tourism product development.
Based on these research directions, future studies should be expanded across multiple
dimensions and methodological approaches to provide deeper insights into the field.

Firstly, for the research direction of "Integrating New Tourism Product
Development with Local Tourism to Enhance Tourist Experiences” this topic has been
explored by many scholars since 2016, as integrating new tourism products with local
tourism plays a crucial role in enhancing tourist experiences. Notable studies in this field
include those byRichards (2018), Wang et al., (2024), Tang & Xu (2023), Garcia-Rosell
et al., (2007).

The findings from these studies indicate that tourists are increasingly seeking
authentic and unique experiences, which drives the development of tourism products that
combine innovative elements with local cultural heritage. This integration not only adds
value for tourists but also contributes to the preservation and promotion of local cultural
assets. Furthermore, it helps distribute tourist flows to lesser-known areas and off-peak
seasons, fostering a more sustainable tourism model. This approach not only optimizes
tourism distribution but also promotes underexplored areas and diversifies tourism
offerings. However, achieving optimal effectiveness requires close collaboration among
stakeholders, including local authorities, businesses, and local communities. Such
cooperation ensures that newly developed tourism products align with the cultural and
social context of the destination while meeting tourists’ needs and expectations.

In the future, some potential research topics for this direction include: (1) Studying
the application of technology (VR, AR, Al) to enhance tourist experiences in local
tourism activities; (2) Evaluating international tourists’ satisfaction when experiencing
local tourism products combined with new tourism offerings; (3) Developing cooperative
models between local communities and tourism enterprises for new tourism product
development; (4) Marketing strategies for tourism products that integrate local cultural
elements with innovation; (5) The transformation of rural tourism through the
combination of local tourism products and modern tourism trends; (6) Examining the

impact of local tourism experiences on tourist loyalty; (7) Researching how to integrate
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local cultural elements with green tourism trends to create environmentally friendly
tourism products; (8) Analyzing the economic contributions of integrating local tourism
into new tourism product development at various destinations.

Secondly, regarding the research direction of "Innovation in the Development of
Sustainable Tourism Products at Rural Destinations™ this area of study emphasizes that
innovation in sustainable tourism product development at rural destinations plays a
crucial role in promoting local economic growth and preserving cultural and natural
resources. Notable studies in this field include those by Lane & Kastenholz (2015),
Mariani et al., (2016),, Flanigan et al., (2014), Bramwell & Lane (2011).

Research in this area suggests that rural tourism should focus on creating unique
tourism products that reflect local cultural and environmental characteristics while
meeting the growing demand for authentic and sustainable experiences. One of the key
innovations is the application of digital technology in the management and promotion of
rural tourism. The use of online platforms and social media helps connect tourists with
local experiences while providing transparent information about sustainability practices
at destinations. In addition, the development of community-based tourism (CBT) is an
essential approach. The CBT model not only generates income for local residents but also
encourages their participation in resource and cultural conservation. Furthermore,
diversifying tourism activities, such as integrating agriculture and tourism (agritourism),
provides tourists with new and immersive experiences of rural life. This combined model
not only increases farmers' incomes but also raises tourists’ awareness of sustainable
agriculture. However, ensuring sustainability requires strong collaboration among
stakeholders, including local governments, businesses, and communities. Effective
governance of these partnerships is a key factor in the sustainable development of rural
tourism.

In the future, some potential research topics for this direction include: (1)
Investigating the role of digital platforms such as artificial intelligence (Al), virtual reality
(VR), and blockchain in optimizing destination management and enhancing tourist
experiences in rural areas; (2) Assessing the effectiveness of community-based tourism
(CBT) models in preserving and promoting local cultural heritage; (3) Transforming rural
tourism business models towards sustainability - analyzing innovative tourism product
strategies through the development of ecotourism, agritourism, and experiential tourism;

(4) The role of collaborative governance in the sustainable development of rural tourism;
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(5) The impact of green tourism on consumer behavior and tourist perceptions at rural
destinations; (6) Analyzing how social media, online tourism platforms, and digital
content can be used to attract and engage tourists in rural destinations in a sustainable
manner.

Thirdly, regarding the research direction of "Marketing Strategies in the
Development of Sustainable Ecotourism™ this field has been explored by various authors,
with notable studies including Weaver & Lawton (2007), Ballantyne & Packer (2016),
Clifton & Benson (2006).

Research in this area consistently emphasizes that marketing strategies play a
pivotal role in the sustainable development of ecotourism by balancing tourist attraction
with natural resource conservation. Destination branding for ecotourism should highlight
commitments to environmental protection and the provision of authentic experiences for
tourists. This approach helps create a positive destination image and attracts travelers who
prioritize sustainability. A key element of marketing strategies is educating and raising
awareness among tourists about the importance of conservation. Environmental education
programs at destinations can enhance tourists' sense of responsibility toward nature while
encouraging their participation in conservation activities. Additionally, digital marketing
channels significantly contribute to promoting sustainable ecotourism. Social media and
online platforms allow for broad outreach to potential tourists while facilitating the
sharing of experiences and information about sustainable practices. Furthermore, building
partnerships with local communities is an essential component of marketing strategies.
Community involvement not only ensures economic benefits for local residents but also
creates unique and authentic experiences for visitors, thereby enhancing a destination's
appeal. However, the development of sustainable ecotourism requires careful planning to
prevent negative impacts on the environment and local culture.

In the future, several potential research topics in this area may include: (1)
Examining the role of social media, SEO, and content marketing in attracting tourists
interested in ecotourism; (2) Investigating the impact of sustainable brand identity on
tourists' decision-making; (3) Assessing the effectiveness of conservation-focused
marketing campaigns and their influence on tourist behavior; (4) ldentifying key
motivations driving tourists to choose ecotourism, including environmental awareness,

experiential value, and the influence of media; (5) Exploring the role of eco-certification
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in sustainable tourism marketing strategies; (6) Utilizing virtual reality (VR) and
augmented reality (AR) experiences in ecotourism marketing.

Fourthly, regarding the research direction of "Sustainable Development in the
Tourism Industry: Opportunities and Challenges” this topic has been widely explored by
various scholars, with notable studies including Hall (2010), Sharpley (2009), Kasemsap
(2020), Pulido-Fernandez et al., (2019).

Research in this area emphasizes that sustainable development in the tourism
industry is a crucial goal that seeks to balance economic growth, environmental
protection, and social development. Sustainable tourism not only meets the current needs
of tourists and local communities but also preserves and enhances opportunities for the
future. One of the key opportunities in sustainable tourism development is the creation of
economic benefits for local communities by generating employment and stimulating
related industries. Additionally, it promotes the conservation of natural and cultural
resources while raising tourists' awareness of the importance of environmental protection.
However, the implementation of sustainable tourism also faces numerous challenges. A
major challenge is the heavy reliance on natural resources, which can lead to
environmental degradation if not managed effectively. Moreover, the increasing number
of tourists can place pressure on local infrastructure and services, potentially affecting
residents’ quality of life. Achieving a balance between economic development and
environmental protection requires close collaboration among stakeholders, including
governments, businesses, and local communities.

To capitalize on opportunities and overcome challenges, sustainable management
strategies must be applied, such as establishing environmental protection policies and
regulations, promoting education and awareness of sustainable tourism, and encouraging
community participation in decision-making processes. In summary, while sustainable
development in the tourism industry presents numerous opportunities, it also poses
significant challenges. The implementation of effective management strategies and the
promotion of stakeholder collaboration are essential to ensuring that tourism develops
sustainably and provides long-term benefits for both tourists and local communities.

In the future, several potential research topics related to this area may include: (1)
The impact of sustainable tourism on the local economy; (2) Environmental management
strategies at sustainable tourism destinations; (3) The role of local communities in

sustainable tourism development; (4) The role of digital technology, artificial intelligence
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(Al), the Internet of Things (loT), and blockchain in optimizing sustainable tourism
operations; (5) Tourist perceptions of sustainable tourism and the factors influencing
responsible travel decisions; (6) Evaluation of existing regulations, international
agreements, and national policies in promoting sustainable tourism.

This study has certain limitations, as it relies solely on the Scopus and Web of
Science (WoS) databases for retrieving publications used in data analysis, without
expanding to other platforms such as ResearchGate, Google Scholar, or ORCID.
Additionally, the research methodology is currently limited to descriptive statistical
analysis and keyword analysis, without incorporating more advanced bibliometric

techniques. This limitation also suggests future research directions for further exploration.
6 CONCLUSION

By employing keyword analysis to identify four main research clusters based on
191 selected documents from the SCOPUS and WoS databases as of February 3, 2025,
this study highlights that tourism product development is an intriguing research topic;
however, the number and frequency of publications remain relatively limited. The study
further explores and reveals that within the domain of tourism product development, prior
research has primarily focused on integrating new tourism products with local cultural
identity, emphasizing rural-based tourism models that are environmentally harmonious
and aligned with long-term sustainability goals. Additionally, the development of tourism
products must be closely linked to the marketing strategies of individual tourism
enterprises, as well as the tourism sector at both local and national levels. This study also
proposes several potential research topics and suggests new directions within each
identified cluster to expand both the quantity and quality of academic contributions on

tourism product development in the future.
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ABSTRACT ARTICLE HISTORY

The recognition of green tourism as a pillar of sustainable development is predicated Received 28 October

on the triple requirements of economic growth, social fairness, and ecosystem 2025

conservation within destination management. This research focused on a systematic ~ Revised 15 March 2026
review of the period from 2015 to 2025 via integrating the PRISMA 2020 process and ~ Accepted 23 March 2026
the TCCM framework (Theory, Context, Characteristics, and Methodology). The data KEYWORDS

extracted from Scopus and Web of Science underwent two phases of screening (title/ Green tourism; systematic
abstract and full-text) and independent coding by two separate coders to guarantee review; PRISMA 2020;
consistency and reproducibility. The findings reveal that micro-level studies have applied TCCM framework;
behavioural and technological models, whose variable constructs include antecedents sustainable destinations
and psychological experiential mediators. Conversely, macro-level research leans towards SUBJECTS
environmental econometrics and eco-efficiency indices. The main contribution is the Tourism; Environmental
development of vertical integration logic to connect the micro-level (tourists’ behaviour Economics; Hotel

and experience), meso-level (operations and green supply chain), and macro-level Management; Hospitality
(institutions, policies, and eco-efficiency indicators) within a single PRISMA-TCCM

framework. This approach systematically facilitates the explanation of the intention—

behavior gap, while also enlightening the breakdown mechanism of policy transmission,

as macro-level interventions are not ‘linked’ to practical experience and green trust at

the micro-level. The research has developed a future model for the operationalisation

of multi-method designs and specific boundary conditions, which aims to design an

actual green experience and control destination sustainability.

1. Introduction

Green tourism has increasingly been positioned as a pillar of sustainable development because destina-
tions are expected to simultaneously pursue economic growth, social equity, and ecosystem preservation
while maintaining experience attractiveness. Green tourism is increasingly becoming more necessary
than ever as the travel and tourism industry accounted for 7.3% of total global greenhouse gas emis-
sions in 2024, alongside its revenue of $1.5 trillion (WTTC, 2024). With this significant impact on the
environment, the transition toward green models is being strongly driven by consumer tastes. This was
proven by 83% of global travelers affirming the importance of sustainable travel and 75% expressing a
desire for more sustainable trips over the next 12 months (Booking.com, 2024). Prior research during the
past decade indicates two streams that increasingly converge at the policy—experience interface. First,
the macro approaches highly consider regional eco-efficiency and emission dynamics, using eco-efficiency
criteria and environmental econometrics to explain the difference between space and the green transi-
tion threshold of the tourism industry (Gyamfi et al, 2022; Wang et al., 2021). Second, micro studies
increasingly rely on behavioural and technology-based models, in which smart experiences, AR/VR, and
digital communication are treated as stimuli that can activate green experiences and destination choice
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intention (Alyahya, 2024; Stecuta & Naramski, 2025; Tran & Khoa, 2025). Additionally, the green tourism
supply chain and stakeholder management are used to connect the ‘front end’ of the brand with the
‘back end’ of operations to ensure the authenticity of green commitment (Chen et al., 2018; Malik et al.,
2022). This context requires a systematic review that can connect multiple layers among theories, con-
texts, variable characteristics, and methodology. Although recent literature reviews utilized the PRISMA
method or bibliometric analysis to recognize topic trends and scholarly networks, green tourism knowl-
edge, as a dual commitment of experience and operation, has been fragmented among lines of
behavioural, operational management, and environmental economy inquiry (Molina-Azorin & Font, 2016;
Truong et al.,, 2020. Previous studies often tended to focus on peripheral bibliometric analyses through
frequency or keyword classification rather than on a deep analysis of internal operational mechanisms
(Vysochan et al., 2022; Zhang et al., 2021). The shortage of interdisciplinary connections leads to the
interruption of micro-level analyses of tourist behaviour by macro-level factors such as climate change
(Chihwai & Dube, 2023). Similarly, meso-level operational management may face greenwashing without
technological engagement and systematic planning in its marketing strategy (Kang et al., 2017; Lv et al,,
2024). From an environmental economics perspective, macro-level frameworks have lacked the empirical
foundation for the policy impact on enterprises and tourists’ practical actions, thereby creating
policy-based constraints for ecological activities (Zhang et al., 2021). Green tourism research has mostly
targeted Western nations, that causing intellectual dependence on developing areas (Chihwai & Dube,
2023). At the same time, the current documentation is showing a rupture between emission analysis and
behavioural changes when there is no data-driven link between these perspectives (Chihwai & Dube,
2023). This empirical gap is associated with practical paradoxes, such as the last-chance tourism phenom-
enon, when eco-perception travelers generate greenhouse gas emissions through long-haul flights to
reach endangered destinations (Dawson et al., 2011, as cited in Chihwai & Dube, 2023). This study adopts
an integrated PRISMA 2020 and TCCM framework to construct a multi-dimensional knowledge map,
which enables the traceability of the shift from theoretical systems to variable structures and correspond-
ing methodological choices. This structure is a packaging way for fragmental knowledge parts into one
value string. The selected decade, spanning 2015 to 2025, is the key period that witnessed the burst of
green transformation discussions. The year 2025 was recognized as a macro-level turning point with the
adoption of the United Nations Sustainable Development Goals (SDGs) and the Paris Agreement on cli-
mate change. These global agreements play a key for a significant increase in the total number of pub-
lications in green tourism and sustainable development from this time onward. Moreover, a clear
methodological migration is acknowledged, from traditional SEM/PLS-SEM-based behavioural models to
modern approaches such as spatial econometrics and big data after 2020. This timeframe facilitates pro-
found discernment of the shift from ‘static sustainability standards’ to ‘experiencing mechanism and
dynamic technology'

Despite the rapid number of publications, the spatial and methodological fragmentation of green
tourism erudition needs to be addressed by a systematic review with the ability to connect the micro-level,
meso-level, and macro-level within one explanatory logic (Molina-Azorin & Font, 2016; Truong et al,,
2020). Data extracted from Scopus and Web of Science reveal the transition of green tourism from a
relatively specific topic into an increasingly stable conceptual construct through the dramatic rise and
the diversification of methodological frameworks after 2020. Specifically, after the strict de-duplication
and screening process, 78 typical studies of the total of initial 227 documents were eligible for inclusion
in the review. An in-depth eligibility assessment is illustrated in Figure 1, and its criteria are described in
Appendix B. The significant increase in post-2020 publications indicates a strongly developing research
area, which requires an integrated framework to standardise the fragmented nature of current empirical
findings. Empirical evidence tends to focus on certain economies and large destinations. Meanwhile, in
some areas, other destination types have little data, leading to bias when considering the extrapolation
of policy and management (Jaelani et al., 2023; Undurraga & Aguirre, 2023). In terms of micro, the major-
ity of models are based on classic behavioural frameworks, but they still do not tightly link experience
mechanisms, values, and trust together. Therefore, there is still a gap between intention and practical
behaviour. Regarding the macro aspect, the analyses of emissions and eco-efficiency do not regularly link
with the micro results of tourist behaviours or business practices, which makes the policy transmission
chain not comprehensively explained (Wang et al., 2021). With respect to the method, the quantitative
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Figure 1. PRISMA 2020 flow of green tourism studies (2015-2025).

design dominates, while the qualitative and mixed research are not efficient enough to explore cultural
and institutional boundary conditions. Based on these gaps, this study aims to establish a consistent
knowledge map based on PRISMA 2020 and the TCCM framework, thereby providing an integrated foun-
dation to suggest future research agendas.

The objective of this study is to conduct a PRISMA 2020-compliant systematic review of green tourism
research during 2015-2025 and to synthesise evidence using the TCCM framework (Theory, Context,
Characteristics, Methodology) to map patterns, gaps, and future research directions. Instead of a simple
inventory of topics, this research positions mechanism-oriented analytical questions for the interpretation
of green-transformation drivers. Four research questions are identified, including:

RQ1 (Theory): How were dominant theoretical paradigms integrated to elucidate the path from
macro-level sustainable standards to specific environmental results through trust and experience
lens?

RQ2 (Context): How did the margin conditions of geography, destination types, and analytical level
shape the difference among research model choices, and what is the contextual gap limiting the
generalisation of existing knowledge?

RQ3 (Characteristics): What are the mediating mechanisms currently being reflected by the variable
structures for the perception-behaviour connection, and what does this contribute to the resolution
of the intention-behaviour gap paradox?

RQ4 (Methodology): What are extrapolative biases caused by current methodological selections, and
which structural modifications to the research design (e.g. multi-method, longitudinal research)
should be implemented to improve the policy transferability?

A solid methodology was established in Section 2 through the PRISMA protocol and the TCCM frame-
work. Thereby, this creates a transparent and objective database for defining shifting knowledge parts
from macro-level norms to micro-level behaviours in Section 3. This data flow is continuously intercon-
nected through multidimensional cross-syntheses in Section 4. It is essential to decode the internal
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causal mechanism and shape the integrating conceptual framework. In Section 5, these in-depth argu-
ments are catalysts for the translation of theoretical implications and practical policies before the end of
the study in Section 6, with limitations and a next-decade knowledge-construction roadmap.

Finally, despite the methodological rigour of this approach, the comprehensiveness of global knowl-
edge is limited by English-language publications and specific databases.

2. Methods
2.1. Protocol and reporting standards

The research adopts a pragmatic research philosophy to develop a foundation for methodological plu-
ralism (Molina-Azorin & Font, 2016). This approach integrates the PRISMA-standard collection process
with the TCCM-based interpreting aggregation. The pragmatic philosophy explains why the narrative syn-
thesis method has been chosen. Specifically, scientific works in green tourism are gradually making a
large difference in measurement, variables, and methodologies from quantitative behavioural models to
qualitative policy analyses (Truong et al., 2020). Thus, the narrative synthesis method is an appropriate
solution for offering the ability to link disparate findings through a logical narrative. Thanks to this, quan-
titative and qualitative knowledge flows are effectively reconciled without compromising contextual
nuances. Furthermore, the selection of the TCCM framework is based on its capacity to dissect multidi-
mensional facets of green tourism behaviour for shaping the connection between theoretical founda-
tions and contextual drivers. The coding process includes two sequential steps: the first enables the
adoption of the deductive way to classify all data according to the TCCM perspectives; the second step
uses the inductive method for core in-depth analyses.

The review was designed and reported in accordance with PRISMA 2020 to ensure transparency and
replicability across four phases: identification, screening, eligibility, and inclusion (Page et al., 2021). The
protocol was not pre-registered on PROSPERO or OSF due to the extensive interdisciplinary scope of
green tourism requires the TCCM-based retrieving process to be adjusted through a pilot coding stage
before vast implementation. To ensure the research transparency and replicability, however, we have
completely disclosed research strings, filters, inclusion and exclusion criteria, and all codebooks in the
appendix section. Also, the overarching process, from data query, deduplication, screening, to coding,
was standardised through the coding manual provided in Appendix B. The last query across all databases
occurred on 27 Sep 2025 for the maintenance of high data currency according to PRISMA 2020 sugges-
tion (Page et al.,, 2021). The adoption of PRISMA is in accordance with the practice of a recent systematic
review in the green and sustainable tourism field, where PRISMA is used as a reporting standard for
systematic reviews or analytical syntheses (Capucho et al., 2025; Joshi et al., 2024; Lv et al., 2024; Paskova
et al,, 2024). The PRISMA flow diagram and figures for each phase are shown in Figure 1.

2.2, Data sources, search strategy, integration and deduplication

Two databases, Scopus and Web of Science Core Collection (WoS), were systematically queried for
peer-reviewed journal articles published in English between 2015 and 2025, using peer-reviewed journal
articles in English, in the social, tourism, and environmental fields. The primary anchor term was ‘green
tourism*’; related terms such as ‘sustainable tourism’ and ‘ecotourism’ were used only during full-text
checking to interpret conceptual variants without expanding the initial corpus boundary. To ensure con-
ceptual specificity and comparability, the study concentrates on the term ‘green tourism’ as a central
anchor. Related terms, such as ‘sustainable tourism’ or ‘ecotourism; are employed during the full-text
appraisal phase for the recognition of contexts and explanatory variables without changing the original
corpus’s margin. Comprehensive search strings, disciplinary classification filters, and exclusion criteria are
exhaustively depicted in the appendix ‘Search strings and filters’ to support the research replicability.

A query strategy was consistently established across both databases. The filter was applied to Web of
Science as follows:

Query: "green tourism*"
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Refined by: Publication Years (2015-2025); Document Type (Article);

Categories: Social Sciences Interdisciplinary, Business or Management, Hospitality, Leisure, Tourism, Urban Studies;
Language: English.

On Scopus, the corresponding Boolean search string is used as follows:

Scopus Boolean Query:  TITLE-ABS-KEY("green  tourism*") ~ AND  (LIMIT-TO(SRCTYPEj"))  AND
(LIMIT-TO(PUBSTAGE,"final"))  AND  (LIMIT-TO(DOCTYPE,"ar")) AND  (LIMIT-TO(LANGUAGE,'English"))  AND
(LIMIT-TO(SUBJAREA,"'SOCI") OR LIMIT-TO(SUBJAREA,"BUSI™) AND (LIMIT-TO(PUBYEAR,2015) OR
LIMIT-TO(PUBYEAR,2016) OR LIMIT-TO(PUBYEAR,2017) OR LIMIT-TO(PUBYEAR,2018) OR LIMIT-TO(PUBYEAR,2019)
OR LIMIT-TO(PUBYEAR,2020) OR LIMIT-TO(PUBYEAR,2021) OR LIMIT-TO(PUBYEAR,2022) OR LIMIT-TO(PUBYEAR,2023)
OR LIMIT-TO(PUBYEAR,2024) OR LIMIT-TO(PUBYEAR,2025)).

A total of 227 records were initially identified, including 170 from Scopus and 57 from WoS. The
records were exported with full metadata, author keywords, and DOl and then merged into a single
dataset. Deduplication was performed in three stages: exact DOl matching, normalised title matching,
and author-year heuristic checking; the detailed rules are reported in the appendix to ensure replicabil-
ity. This resulted in 169 unique records that remained after processing.

2.3. Screening, data extraction, coding and reliability

The inclusion criteria included peer-reviewed articles in English published during the period 2015-2025,
directly mentioning green tourism or similarly in the context of sustainable tourism; they also had
abstracts and were in full text. The selection criteria require green tourism to be a focal point of the
article, instead of a complementary factor. The authors have eliminated grey literature, conference pro-
ceedings, and non-English publications to maintain the consistency of peer-review benchmarks and
methodological quality. Notwithstanding the possible resulting publication biases, it strengthens the
credibility of the synthesised insights. The consequences of linguistic-induced limitations on generaliz-
ability were delineated in the Limitation section. The exclusion sources included books, book chapters,
conference proceedings, comments, grey literature, and publications outside the timeframe or themes.

The screening process consisted of two rounds: (1) title-abstract screening, eliminating 18 records that
were not related; (2) full-text eligibility screening, eliminating another 14 records (12 of them lack full
text, and two records are outside the scope). Two coders have individually implemented the screening
process with a discrepancy reconciliation protocol through the methodology-responsible author’s adjudi-
cation. In terms of the TCCM-coding reliability, a sub-database was pilot-coded to adjust the codebook
before the extensive application. The Cohen’s kappa value was not only reported for the vetting stage
(see Appendix A) but also adopted for the TCCM-coded stage, which reveals the high agreement (Burla
et al., 2008; MacPhail et al., 2016). Consequently, 78 independent studies were identified and eligible,
and all of them were subjected to thematic analysis. Data extraction based on the structured extraction
template of the TCCM framework includes bibliographic information, theory, context, characteristics, and
methodology. Study quality was appraised using design-appropriate tools, specifically JBI checklists for
cross-sectional studies and MMAT for qualitative and mixed-methods studies; results are reported by bias
domains rather than as a single numeric score. Because of the diversity of corpus research designs, a
multi-instrumental approach is employed to assess the quality: the JBI critical appraisal checklist for
cross-sectional studies and the Mixed Methods Appraisal Tool (MMAT) for qualitative and mixed-method
studies. The results were presented in bias domains rather than the overall score to offer a profound
insight into each research. Methodologically biased outcomes (e.g. inadequate sample description or lack
of a measurement test) are carefully interpreted in the Conclusion section. Qualitative coding was con-
ducted by two independent coders, and all differences were reconciled. Studies identified as having high
bias or failing to meet scholarly quality standards were totally excluded from the final dataset. Inter-coder
reliability was estimated using Cohen’s Kappa at each round, according to the suggestions of Burla et al.
(2008), MacPhail et al. (2016), and Vaismoradi and Snelgrove (2019).

The analysis is conducted by the TCCM-aligned narrative synthesis to identify patterns, core causal
relationships, and knowledge gaps. The synthesis process was conducted sequentially in the following
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four steps: (1) grouping, (2) comparison, (3) integration, and (4) interpretation. This analysis consists of a
cross-four-dimensional comparison theory-context-characteristic-methodology, thereby confirming the
remarkable research trends and development directions in the future. The methodology layer concen-
trates on describing the research designs and analytical techniques that are popularly adopted, such as
SEM/PLS-SEM, panel econometric model, time chain, simulation, and multi-criteria decision analysis,
which are suitable for mixed methods in tourism (Molina-Azorin & Font, 2016; Truong et al., 2020). The
results of separate research and syntheses are presented under tabulation and qualitative description,
which includes frequency, percentage, and other characteristics suitable for each synthesis group of the
TCCM frame. To ensure the stability of the narrative synthesis, a sensitivity analysis was conducted on
several different analytical dimensions. In particular, subgroup comparisons were performed based on
the regional context, theoretical framework, research design, analytical method, and measurement char-
acteristics. These comparisons can evaluate whether conceptual models and causal chains are stable in
distinctive contexts, thereby affirming the consistency and reliability of synthetic evidence.

To avoid instrumental inconsistency, the authors reported domain-based quality according to JBI and
MMAT, with the cautious extrapolation of findings stemming from studies with untransparent or insuffi-
cient measurement testing. Therefore, they identified the level of potential impact of methodology fac-
tors on study quality and reliability.

2.4. TCCM-based coding and analysis

To maintain the systematicity and comparability among studies in the literature review, papers were
coded and analyzed according to the TCCM framework. First, on the Theory dimension, individual
research was categorized based on their primary theoretical framework or conceptual pattern.
Concurrently, the authors have identified the role of these theories and the theoretical gaps within stud-
ies, such as contextual expansion, conceptual integration, or clarifying effective mechanisms. Second, on
the Context dimension, geographic context, disciplinary types, destination, and analytical level adopted
in the coding process aim to classify whether the study is at the personal level or the organizational
level. Third, the Characteristics dimension focuses on the main variables and their role in the research
model (predictor, mediator, moderator, or resultant variable), as well as how they were operationalized
through specific scales and indicators. Last but not least, the Methodology dimension records research
designs, data collection methods, and the analysis techniques used. The research timeframe was divided
into two main periods to explain how distinguishing studies before and after crisis are: 2015-2020 and
2020-2025. The TCCM-based coding enables the current knowledge systematisation and research gap
clarification in each field.

2.5. Ethics statement

This study is a systematic review using publicly available publications; therefore, it does not involve
human participants. Nonetheless, the authors report institutional approval information as an administra-
tive requirement of their institution (Protocol No. 511/QD-DHDT dated February 7, 2022). The data used
in this systematic literature review were collected from publicly published articles available in databases
such as the Web of Science (WOS) and Scopus.

3. Results
3.1. Corpus overview and PRISMA flow

The data were built from Scopus and the Web of Science between 2015 and 2025. During the identifi-
cation stage, 227 records were collected (Scopus 170; WoS 57). The multi-layer deduplication gets rid of
58 records, and there are 169 records remaining; then, all of them are put into the title-abstract screen-
ing process. After that, 18 records were eliminated because they were not directly related to ‘green tour-
ism! In the title and abstract screening phase, Cohen’s kappa value of 0.823 reveals the high agreement
between the two coders in the inclusion or exclusion decision (Appendix A). In the extraction step, two
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records were removed (one is published in 2026, the other is a book); 137 articles were found in full
text. The Cohen’s kappa of 0.655 in the full-text assessment stage reflects a substantial concordance,
whereas the criteria from EL3 to EL5 need to be rigorously cross-examined according to the codebook
(Appendices A & B). Finally, 78 studies were reviewed. During the extraction process, no abnormal find-
ings with missing data were observed. The process and quantity of each stage are shown in Figure 1.

The quality appraisal indicates recurring reporting limitations in survey-based studies, particularly
non-probability sampling, incomplete reporting of response rates, and insufficient treatment of missing
data. For qualitative and mixed-methods studies, variability mainly lies in transparency of sampling logic,
coding procedures, and evidence-claim linkage. These issues are reported by domains following JBI and
MMAT, and they are used as cautionary notes in interpreting cross-study synthesis.

3.2. Theory

The theoretical picture from 2015 to 2025 shows an obvious transmission from macro frameworks
describing sustainability to behavioral-technological models at the micro level. Sustainable Development
Theory (SDT) appears frequently as a macro-normative frame to justify sustainable destination goals (23
times); however, it is often used descriptively and less frequently operationalized into measurable
cross-level mechanisms (Wang et al., 2021; Wang & Cheablam, 2025). At the behavioral level, the Theory
of Planned Behavior (TPB) (21 times) is frequently extended with constructs such as perceived value,
environmental concern, and social influence to explain intention and self-reported behavior in green
tourism contexts (Chiwaridzo & Masengu, 2023; Kaur & Arora, 2018; Zhao et al., 2025).

With regard to the economic-environment aspect, the Environmental Kuznets Curve (EKC) (3 times) is
often used to test the nonlinear relationship between tourism growth and environmental degradation.
Many studies have found an inverted U-shaped pattern, but the role of technological innovation and
green finance (Gyamfi et al,, 2022; Wang & Cheablam, 2025; Xu et al.,, 2024). Green Marketing Theory (5
times) supports the position of green destination brands and environmental communication. In return,
it is essential to vertically track greenwashing risks (Malik et al., 2022; Misso et al., 2018; Rani et al., 2024).
On the other hand, the Technology Acceptance Model (TAM) (5 times) is emerging along with the pop-
ularity of AR/VR and smart experiences explaining technological acceptance as a leverage for sustainable
behavior, which incorporates sustainability awareness and environmental-systematic effective measure-
ments (Amiri Sardari et al, 2024; Chiwaridzo & Masengu, 2023; Stecuta & Naramski, 2025; Tran &
Khoa, 2025).

Additional frames such as Stakeholder Theory (4 times), Stimulus-Organism-Response (SOR) (5 times),
Triple Bottom Line (TBL) (2 times), and game theory (1 times) (Stackelberg/Evolutionary) are helpful in
connecting behaviors with the supply chain and institutional management. However, they require addi-
tional empirical data and time to perform parameter calibration and external testing. Table 1 summarizes
the frequency, role, and typical research gaps of each theoretical framework.

In summary, the period from 2015 to 2020 focuses on foundational theories (SDT, EKC), and the 2020-
2025 phase observes the rise of behavioral-technological models (TPB, TAM, SOR), along with digital
green marketing. The two axes of macro-development and micro-behavioral-technological are converg-
ing from objective/sustainable standards to technology-based practical experience, thereby shaping
research programs after the year 2025 (Gyamfi et al., 2022; Rani et al., 2024; Wang et al., 2021).

3.3. Context

Contextual patterns are synthesized along three coding axes, namely geography, destination or industry
type, and level of analysis, so that cross-level gaps and boundary conditions can be explicitly identified.
The combination of these axes shows the shift from the macro framework from a sole description to a
multi-layer approach, where personal behaviors, technology, and organizational governance are linkages
between sustainable policies and operational results. A detailed summary of the distribution is in
Tables 2-4.

Firstly, about geography. Asia has a central role in current knowledge, and accordingly, China serves
as the core of data and policy; ASEAN equally presents but still thin a ‘noticeable regional gap’ Europe
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Table 1. Core theoretical lenses in green tourism (2015-2025).

Theory Frequency Role in studies Representative studies Theoretical gaps
Sustainable Development 23 A macro level frame designed to Wang et al. (2021), It's essential to have a
Theory — SDT achieve a balance among society, Wang and multi-layer model linking SDT
the economy, the environment; A Cheablam (2025) frame with the operation
foundation to build criteria for result of business and
evaluation and the sustainable environmental criteria in
destination development real-time
Theory of Planned 21 A central framework to anticipate Zhao et al. (2025), It needs to have multi-group,
Behavior - TPB attitude, subjective standard, and Kaur and Arora multi-cultural tests, clarify the
control perceived behaviors to (2018), Chiwaridzo boundary condition of
intentions and green tourism; often and Masengu subjective norms and link
opening with perceived values or (2023) intentions with practical
environmental concerns behaviors along with
environmental criteria
Green Marketing Theory 5 A foundation to position the Misso et al. (2018), It's vital to follow the effect of
sustainable destination brand; Rani et al. (2024), green brand strategy on real
explaining green destination Malik et al. (2022) behaviors and reducing
images and communication greenwashing risks
mechanisms shaping awareness
and tourist segmentation
Technology Acceptance 5 A behavioral framework for explaining Amiri Sardari et al. It needs expanded TAM linked to
Model - TAM green ICT acceptance such as AR, (2024), Stecuta and system-level sustainability
VR, smart system through the Naramski (2025), impact metrics and the
usefulness and the ease of use; A Chiwaridzo and regulatory role of urban
third-party between technology Masengu (2025), digital capacity
and sustainable result Tran and Khoa
(2025)
Stimulus-Organism- 5 A psychological framework explaining Alyahya (2024), Zhao SOR is needed to be integrated
Response — SOR how to stimulate green et al. (2025) with on-site experience
communication and destination metrics and digital behavior
experiences with the impact of data to test the
internal state and response emotional-behavioral
behavior mechanism
Stakeholder Theory 4 A governance framework collaborating He et al. (2018), Roly It's crucial to have a commitment
with government, businesses, et al. (2017) mechanism and allocating
communities, tourists so as to measurable responsibilities
implement sustainable practice and along with common
result monitor. performance indicators
among stakeholders
Environmental Kuznets 3 An economic-environmental Gyamfi et al. (2022), It is necessary to integrate
Curve — EKC framework to test the nonlinear Wang and sectoral policy mechanisms
relationship between tourism Cheablam (2025), and digital financial tools to
growth, energy consumption and Xu et al. (2024) determine thresholds
environmental degradation; identify according to destination type
emission turning points and development level.
Evolutionary Game Theory 3 Simulating strategic adjustments He et al. (2018), He  Time-varying panel data are
between government, businesses et al. (2019) needed to calibrate dynamic
and tourists towards a sustainable curves and test evolutionary
balance stability in emerging contexts
Triple Bottom Line — TBL 2 A framework to assess People, Planet, Markose et al. (2022), Standardizing TBL criteria for
Profit for businesses and Gongalves et al. tourism is essential; linking
destinations; linking social (2023) TBL with tourist behaviors
responsibilities, economic efficiency and environmental outcomes
and environmental protection
Stackelberg Game Theory 1 Modeling leader-follower strategic Chen (2025) Empirical data is necessary from
decisions in green tourism supply the destination ecosystem to
chains under policy intervention have a parameter calibration
and an external test
Total 72

maintains stability through institutional management themes, slow tourism, and recovery after a crisis.
Africa and Latin America/North America have less emerged but contribute perspectives on energy sus-
tainability and political ecosystem, supporting the expansion of global theoretical frameworks (Jaelani
et al, 2023; Kropinova et al.,, 2023; Undurraga & Aguirre, 2023) (see Table 2).

Secondly, the type of destination or industry. The two outstanding terms are ecology (environmental
education, resource management, TPB test for sustainable behavior) and green urban (integrating ICT/
AR/AIl, green infrastructure for planning operations) (Chiwaridzo & Masengu, 2025; Stecuta & Naramski,
2025; Undurraga & Aguirre, 2023; Wang & Cheablam, 2025; Xu et al.,, 2024; Zhao et al., 2025). Community/
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Geographical area

Typical country/region

Frequency (n)

Trend notes

Asia

Europe

Africa

Latin America/ North America

Global/multi-regional

Total

China, Indonesia, India, Thailand, Vietnam,
the Philippines, Malaysia, South Korea,
Saudi Arabia, ASEAN/BIMSTEC

Ukraine, Italy, Greece, Poland, the Czech
Republic, Portugal, the United Kingdom/
Scotland, Lithuania, Albania, North
Macedonia, the G7, ‘Europe (general)’

Zimbabwe, Zambia (Victoria Falls), SSA, 31
African countries, Egypt

Chile, México, Argentina, Brazil, Paraguay,
USA (New Orleans)
WOS, Scopus, SIDS, G7 (multinations)

42

1

18

78

Strongly focus on China; ASEAN
presents equally, but the intensity
is lower than the regional scale

Highlighting the topics of crisis
recovery, green institutions/
certifications and slow tourism

Biasing environmental econometrics,
sustainable energy and EKC
threshold

Leaning towards political ecology and
territorial development

Multinational synthesis/bibliometric
and analysis without single-region
reference

Table 3. Distribution by destination/industry type.

Destination type

Regional distribution (representative)

Frequency (n)

Trend notes

Ecology/nature-based

Community/Rural/CBT/
Agritourism

Urban/Green infrastructure/
UGS

Heritage/Cultural/Religious

Asia: Indonesia, Philippines, India, Ching;
Latin America: Chile, Colombia;
Europe: Lithuania, France; Africa:
Zambia

Asia: China, Indonesia, Thailand, Korea,
India, Malaysia; Europe: Ukraine,
Romania; Latin America: Mexico

Asia: China, Taiwan, Indonesia, Saudi
Arabia, Jordan; Europe: Italy; Americas:
United States, Mexico

Asia: China, India; Europe: Poland, Czech
Republic, Greece; Middle East: Jordan,
Saudi Arabia

17

Focusing on ecological education, climate
change and environmental protection
index; TPB test and PLS-SEM models in
conservation and coastal areas/wetlands

Highlighting the collective economy,
livelihood recovery, GTSCM and rural
institutional-financial management

Integrating ICT/AR/Al for smart management,
evaluating urban eco-efficiency and
recreating landscapes by NbS

Combining heritage branding,
heritage-political economy (red tourism),
social-media branding and memorable
experiences

Table 4. Levels of analysis across regions.

Latin America/

Level Asia Europe Africa North America Global/general Total

I. Individual 18 2 0 0 7 27

Il. Organizational 8 4 2 2 3 19

lll. Systemic/Macro/ 16 5 2 1 8 32
Regional

Total 42 1 4 3 18 78

rural and heritage/culture play balancing roles in conservation-livelihood-destination brands (Chen et al,,
2018; Kang et al.,, 2017; Rani et al., 2024). The common trend is to switch from ‘static conservation’ to
‘sustainable transformation’ (see Table 3).

Thirdly, the level of analysis. The distinct double-peak structure is clear: personal level (measuring
intention, attitude, and behavior through TPB/SOR/TAM) and macro/system level (environmental econo-
metrics, eco-efficiency, and institutional framework). The organizational level is a bridge through the
green tourism supply chain, environmental responsibility, and innovation (Alyahya, 2024; Chen, 2025;
Jaelani et al., 2023; Kaur & Arora, 2018; Petrevska & Cingoski, 2017; Wang et al., 2021; Zhao et al., 2025)
(see Table 4).

The three axes of geography (China/Europe are leading), industry (ecology-urban), and hierarchy
(individual-organization-macro) converge into an integrated knowledge orbit: from a macro-sustainable
objective to sustainable experience and behavior supported by technology, operated through the supply
chain and institutional management. This sets the foundation for multi-layer research designs after 2025
(Wang et al., 2021; Wang & Cheablam, 2025).
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3.4. Characteristics

Synthesising 61 models in the corpus PRISMA-TCCM shows a variable structure of this research on green
tourism over the period 2015-2025, which is multi-layered and tightly linked among behaviour, technol-
ogy, governance, and policy. We coded 371 constructs across the included studies and grouped them
into antecedents (39.9%), mediators (33.2%), outcomes (18.8%), and moderators (8.1%). The coding pro-
cess of 371 constructs operates through the standardisation principles and the aggregation of concep-
tually equivalent constructs into an only representative construct. This allows the classifying transparency
and interpretation of frequent discrepancies within statistical tables, as a single construct can hold mul-
tiple roles (antecedent, mediator, moderator, or outcome) regarding each original model research model.
Table 5 summarises representative construct groups, typical operationalisation patterns, and primary lev-
els of analysis.

The antecedent group reflected three prominent contributions. The cognitive and behavioural stream
indicates that environmental concern and green destination image often enhance positive attitudes and
intentions toward green services (Ibnou-Laaroussi et al., 2020; Rani et al., 2024). Technological and inno-
vative streams emphasise the role of ICT, AR, and VR acceptance and green infrastructure in facilitating
convenient experiences and reducing environmental impacts (Chiwaridzo & Masengu, 2023, 2025; Misso
et al,, 2018; Wang & Cheablam, 2025). The policy and governance stream demonstrates green incentives,
regulation frames, and renewable energy expansion that form institutional management for a regional
or national shift (He et al.,, 2018; Jaelani et al., 2023; Petrevska & Cingoski, 2017).

The mediating group highlights the mechanisms that transform cognitive and contextual inputs into
behavioral outcomes. Attitude is a central bridge in the extended variable of TPB and often forecasts
behavioral intention stability. Memorable traveling or green experiences show an emotional mechanism
in accordance with S-O-R and a strong link between technological stimulation, green communication,
and sustainable behavior (Alyahya, 2024; Zhao et al., 2025). In addition, perceived value and green trust
are increasingly being used as new intermediary mechanisms, especially in the digital destination context
and brand management (Malik et al., 2022; Rani et al., 2024).

The moderating groups identify the boundary conditions that significantly change the relationships
among the variables. Price sensation and cultural value can increase or reduce the impact of green value
and attitude on intention, thereby explaining the differences between geographical areas and social
groups (Ma et al.,, 2021; Setyaningsih et al., 2024). Green awareness often amplifies the transmission line
from experience to loyalty, while greenwashing awareness weakens trust and intention, especially in mar-
kets that have already developed green information (Malik et al., 2022).

The result group focuses on both micro-and organizational or systematic outcomes. At the individual
level, intention to visit or revisit and destination loyalty are popular indexes of behaviors towards sus-
tainability (Kaur & Arora, 2018; Tran & Khoa, 2025). Regarding the financial aspect, the willingness to pay
more for green premium products tends to rise, but the gap between intention and real action is still
not considerable (Nowacki et al., 2023). At the organizational and macro levels, measures such as
eco-efficiency, CO, emission, and sustainable competitiveness are intensively used to quantify the impact
and follow the procedure by time and space (Wang et al.,, 2021; Xu et al., 2024).

In summary, the variable structure of this field was transformed from a linear model focusing on
intention into a systematically sustainable valuable chain frame in which the antecedents related to
awareness, technology, and institutional management are transformed into attitude, experience, value,
and trust mechanisms. In addition, all are affected by weather conditions and later become behavioral,
financial, and environmental outcomes at several levels. This perspective can connect behavioral studies
with operation and policy analyses, and simultaneously create a foundation for designing vertical and
mixed research after 2025.

3.5. Methodology

The methodology of green tourism research over the period 2015-2025 shows the shift from description
to causal testing and dynamic modeling. Quantitative designs predominate, especially cross-sectional sur-
veys analyzed using SEM or PLS-SEM for micro-level behavioral models (Amiri Sardari et al., 2024; Malik
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Variable Operational definition and typical Main level of Outstanding research trends
group Potential variables context analysis Frequency and directions
Antecedents  Environmental Perception and green trust related  Individual 7 Trends are stable during the
Concern to environmental protection, context; especially strong in
often measured by TPB or VBN; Asia, and Middle East areas,
directly impact on attitude and reflecting cognitive
green behavior intention. motivation and
environmental ethics.

Destination Image/ Perception, emotion, and green Individual/ 6 Rapidly increasing in urban and
Perceived Green brand association of Organization heritage tourism; serving as
Image destinations; measured by a bridge between marketing

feelings about sustainability and and tourists’ behaviors.
green communication.

Technology Evaluate the usefulness, ease of Individual/ 8 An emerging trend; showing
Features/ICT use, interaction of implications Organization the convergence between
Adoption such as AR/VR, loT in green digital technology and

tourism. sustainable tourism.

Green Policy & Manifestations of Macro 6 Policy trends for green tourism
Incentives macro-governance: taxes, development, especially in

subsidies, standardization, ASEAN and EU.
eco-labeling; indirect impacts on

innovation and green

investment.

Cultural Contact/  Level of communication and Individual 6 Newly emerging; directly
Green impacts of green message in linking to emotional
Communication marketing, eWOM, storytelling. communication and

sustainable tourism
experiences.

Mediators Attitude A perceptive-emotional component Individual 8 Core in extended TPB;
of TPB; a bridge between consistent influence on
environmental concerns and Intention to Visit/Revisit.
behavioral intention.

Memorable/Green  Emotion, impression and Individual 8 The strongest mediator;
Tourism satisfaction level in traveling emotional axis in the S-O-R
Experience experience; transforming model; widespread in

stimulations into behaviors. Southeast Asia.

Perceived Value/ Evaluating practical benefits and Individual 6 Fast increase in the context of
Green Value symbols of green products/ green consumption after the

services; connecting between COVID pandemic; along with
experience and loyalty. Attitude.

Green Trust Level of trust in green commitment Individual/ 6 Noted in greenwashing
of businesses and destinations;  Organization research; emerging
measuring trust and brand psychological-branding
authenticity. factors.

Green Innovation/  The mechanism of transforming Organization 3 Typical for tourism business or

GTSCM resource and technology into hotel level.
sustainable efficiency;
organizational level mediating
variables.

Moderators  Price Consciousness Level of price sensation of tourists  Individual 5 Negative effects are common;
for green products/services; but can be reversed when
mediating the relationship the product has high
between green value and symbolic value.
behavioral intention.

Cultural Values Social-cultural characteristics Individual/Macro 4 Explaining the difference across
(collectivism, individualism, areas; especially important
uncertainty avoidance); in ASEAN and South Asia
mediating attitude > behavior.

Green Level of willingness and cognitive  Individual 2 The most popular psychological
Consciousness/ competence of green moderator; spreading in
Awareness information; amplifying green technology behavior

experiential relationship - models.
behavior.
Greenwashing Negative awareness related to Individual 1 Rare but rising; engaging with

Perception

green inauthenticity of
businesses, weakening the
relationship between trust and
behavioral intention.

the mature market context
(India, Europe).

(Continued)
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Table 5. Continued.

Variable Operational definition and typical Main level of Outstanding research trends
group Potential variables context analysis Frequency and directions
Outcomes Intention to Visit/  Tourist behavioral commitment; a Individual 12 The most remarkable result;
Revisit direct result of attitudes and stable and easily
experiences. measurable; used in most of
TPB/S-O-R models.
Willingness to Pay Level of financial commitment for  Individual 3 The trend is rising; however,
Green Premium green services; Green financial there is still a big gap
(WTP) behavior indicator. between intention and
practical behavior.
Destination Level of engagement, introduction  Individual/ 6 Developed from Attitude and
Loyalty/Brand and green tourism brand loyalty. Organization Experience; researching
Equity post-experiences.
Environmental & Energy efficiency, CO, emission Organization/Macro 15 Expanding, quantitative
Economic reduction, green tourism measurement at the system
Sustainability productivity. or national policy level.

et al.,, 2022). After 2020, mixed studies have explained the contextual mechanism at the organizational
or community level, while qualitative studies continue to play an important role in policy and discourse
analyses (Chihwai & Dube, 2023; He et al,, 2018; Petrevska & Cingoski, 2017).

In terms of analytical technique, SEM and especially PLS-SEM are widely used to test the mediating
and moderating relationships in micro behavioral models (Amiri Sardari et al., 2024; Malik et al., 2022).
At the macro level, research adopts panel econometric models, such as DOLS, FMOLS, GMM, and
PMG-ARDL, to assess the growth relationships of tourism, energy, and emissions, as well as to test the
environmental Kuznets curve hypothesis (Gyamfi et al,, 2022; Xu et al.,, 2024). Some studies use evolu-
tionary game theories and optimal models to simulate public-private collaborative strategies in green
transformation (He et al., 2018). Analytical methods for big data such as topic modeling, sentiment anal-
ysis, and knowledge mapping with VOSviewer are now becoming more popular to explore discourses
and academic networks. However, they are usually combined with SEM or econometrics to enhance
empirical persuasiveness (Galluccio et al, 2025; Huang et al,, 2023). Furthermore, spatial analysis and
decision-making through GIS, AHP, TOPSIS, and DEA support the evaluation of eco-efficiency and devel-
opment potential at the destination and regional levels (Lagodiienko et al., 2022).

When it comes to measuring and sampling, a 5- to 7-point Likert scale is standard for structures such
as attitude, perceived value, and willingness to pay. Individual sample sizes often range from 200 to 450
participants, whereas organizational research uses a sample of 50 to 600 managers or businesses. At the
macro level, studies commonly employ secondary panel or time-series datasets spanning multiple years;
however, dataset provenance and harmonization procedures are not always reported consistently, which
should be addressed in future research.

In summary, there were three outstanding trends. First, standardizing quantitative behavioral models
with PLS-SEM enhances multivariate testing and cross-context comparison capabilities. Second, big data
and macro models strengthen the analysis of policy and green behavior impacts over space and time.
Third, combining methods through mixed designs, vertical research, and strategy simulation is becoming
a new standard to link three levels: individual, organization, and system in a consistent analytical frame-
work. The detailed categories related to the research design, analytical technique, and sample structure
are summarized in Table 6.

4, Discussion

The core research objective is to systematically review and map the green tourism knowledge during the
period of 2015-2025 through the integration of the PRISMA process and the TCCM framework. The find-
ings have drawn a comprehensive overview characterised by groundbreaking discoveries. The most piv-
otal is the fundamental theoretical transition from macro-level normative conceptual frameworks (focused
on sustainable development) to micro-level behavioural and technological models, which reflects the
convergence between green trends and digital transformation. Concurrently, the scholarly partial distri-
bution reveals how strong geographical concentration in Asia that reshaping the whole industry’s data
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centre. These directional insights are the foundation for the next discussion to cross-reference with prior
literature and delve into decoding the causal mechanisms underlying the variable structures.

This section focuses on the TCCM framework’s multi-dimensional synthesis to clarify logic ‘theory-to-mea-
surement’ as well as regional margin criteria, destination types, and analytical levels. Specifically, this
research will sequentially delve into theoretical implications and contextual conclusions before the
cross-dimensional synthesis to integrate research characteristics and methodologies.

4.1. Theoretical contributions

These theoretical implications can be categorised into three mutually complementary directions. In con-
trast to traditional bibliometric review, this research contributes a new layer of value through the sys-
tematic mapping between theory and institutional context. The synthesised results tend to be different
from traditional bibliometric analyses, which frequently concentrate on frequency or keyword classifica-
tion (Vysochan et al.,, 2022; Zhang et al., 2021). Typically, previous systematic reviews have noted a large
interruption between macro-level factors such as climate change and micro-level behavioural changes of
tourists (Chihwai & Dube, 2023). The study has bridged this fragmentation through identifying mediating
constructs, such as attitude or memorable tourism experiences, that serve to transform policy stimula-
tions into behavioural intentions. Besides, past overviews have not focused on digital technology’s role
within sustainable context (Kang et al., 2017; Lv et al, 2024). Current analysis records a convergence
between digital transformation and sustainable development, that enabling theoretical expansion through
integrating smart technology acceptance to elucidate the optimisation mechanism of eco-tourism jour-
neys. Proposing longitude-integrated logic shifts the perception of the ‘intention-behaviour gap’ from a
mere measurement limitation into a transmission issue between experience and operation. The accuracy
of this integration, however, still depends on the reporting quality of original studies; therefore, interpre-
tations have to be considered within the relationship with common self-reported biases of tourism. First,
classic behavior models should be expanded by attaching experience-value-trust to perception. Integrating

Table 6. Methodological landscape in green tourism, 2015-2025.

Main criteria Category/classification Frequency Objective and outstanding highlights
Research design Quantitative 1 Dominate the whole field; test TPB, TAM, S—~O-R models by
survey and SEM/PLS-SEM.
Mixed methods 12 Combine quantitative (survey) with qualitative (interview/
document) to explain green behavior mechanisms.
Qualitative 1 Analysis of policy, discourse and community behavior; focus
on local and institutional levels.
Review/ 8 Increase sharply after 2020; used to synthesize knowledge
bibliometric frameworks and identify research gaps.
Modeling/simulation 6 Application of game theory, CGE, AHP, DEA; simulation of
green strategy between subjects.
Analysis methods ~ SEM/PLS-SEM/warp PLS 25 Causal analysis and testing of mediating/moderating roles
in tourist behavior.
Econometrics: DOLS, GMM, PMG, 10 Examining the relationship between tourism growth,
MMQR energy, CO, and green development.
Big data/text mining 8 Apply topic modeling, sentiment analysis, VOSviewer to
exploit data online.
Spatial/decision analysis 6 Using GIS, AHP, TOPSIS, DEA to measure eco-efficiency and
regional tourism potential.
Dynamic/game theory 4 Simulating government-business strategic behavior over
time; toward green governance.
Institutional/discourse 8 Explain the legal and policy aspects of sustainable tourism;
use thematic/case analysis.
Measurement scale Likert scale (5-7 points) 25 Standardization in green behavior models; measuring
and sampling attitude, perceived value, intention, WTP.
Individual samples 22 200-450 tourists/students; mainly in TPB, TAM, S-O-R
studies.
Organizational samples 7 50-600 managers/enterprises; research on GTSCM, GHRM,
competitiveness.
Macro data (panel)/time-series 9 Time series 2000-2022; country/regional analysis (ASEAN,
data) EU, BRI, Africa).

Based on the TCCM matrix analyzed, a future research suggestion aims to directly address micro-meso-macro interruption. The placement of
the agenda here allows the direct connection to observed gaps with the detailed action plan, especially the necessity of longitudinal studies
for testing the stability of green trust over time.
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Memorable/Green Tourism Experience, Perceived Green Value and Green Trust into TPB and TAM will
explain the transformative mechanism from technology stimulation and marketing to green sustainable
intention and loyalty. The consequence is a TPB version that expands emotional-technological compari-
son and a TAM version rich in experiential context that is suitable for smart urban and digital heritage
destinations.

Second, connecting micro-theory lines with operational-systematic frameworks is vital. GTSCM, green
innovation, and stakeholder perspectives create a bridge between tourist behavior and supply chain
efficiency, allowing establishing ‘sustainable valuable chain’ in which green signal is a front-stage anchored
by innovation and green management in a back-stage. The integration of Game Theory and other
dynamic models into this framework will supplement the real-time response mechanism between incen-
tive policy, business decisions, and market response, thereby moving research beyond static observation.

Thirdly, it is important to add a critical institutional dimension aiming at including multiple meanings
of ‘green’. Political ecology, institutional theory, and policy implementation explain why the same policy
design can create distinctive directions referred to as social-spatial equality and green authenticity. The
result is an integrated multi-layer frame: behavior-experience micro layer (TPB/TAM/S-O-R),
operation-supply chain layer (GTSCM/Innovation/Game), and institution-econometrics macro layer (SDT/
EKC/Policy), connected by mediating cultural mechanisms, price, and green information authenticity. This
frame can position the distance between intention and financial behavior and allow the simultaneous
simulation of policy and response over time and regional heterogeneity at the same time.

4.2. Contextual insights

While past documentations have recorded Western dominance (Chihwai & Dube, 2023), the results reveal
that Asia increasingly tends to be a contemporary academic hub. Nevertheless, the similarity still exists
as the core data is mainly concentrated in China (Zhang et al., 2021). The ASEAN area continuously
exhibits a large research gap due to the lack of investment. This imbalance contributes to strengthening
the argument of knowledge dependency syndrome within developing nations (Chihwai & Dube, 2023).
Operationally, the primary difference is in the interpretation of why eco-projects fail. While previous over-
views primarily ended at identifying inadequacies of top-down planning models (Kang et al., 2017; Lv
et al.,, 2024), this current analysis is able to delve into the causal mechanism. Specifically, the interruption
between superficial communication strategies and the back-end technological innovation’s reality is a
direct reason for greenwashing. This mechanism clearly explains why macro-level policies have to be
tightly associated with implementation capacity and each local cultural nature, instead of being imposed
through a one-way mandate.

Regional differences significantly explain heterogeneity and generalizability. In Asia, digital transforma-
tion and recovery demand occur simultaneously after a crisis. Technology variables and experience play
a core role in that behavior intention can be well anticipated, but willingness to pay strongly depends
on perceived values and the digital brand context. Therefore, these regional models not only have high
generalizability regarding structure but also require parameter calibration based on technology intensity
and the maturity level of green communication.

In South Africa and South Asia, income thresholds and energy structures are the boundary conditions
that determine the relationship shape of the tourism environment. The econometric results tend to ‘local-
ize' in accordance with production structure and institutional management. Thus, cross-regional general-
izability is only average and depends on endogenous control and heteroscedasticity. In Europe, strict
institutional management and cost adherence create different compulsory and incentive mechanisms
that explain both maintaining and withdrawing from certificate programs. Game-theoretic models in this
context can generalize the theory, but optimal variables must engage with a typical cost-incentive matrix
for each market.

In Latin America, the critical dimension highlights the ‘green paradox’ when sustainable discourse can
simultaneously hide spatial inequality and resource appropriation. This highlights the limitations of pure
behavior or economic models when applied to an asymmetric institutional environment. Therefore, it is
necessary to integrate discourse analysis and ethnography to ensure the reliability of externality and
inference. In general, generalization increases when the structure of the model attaches to stable
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theories, but policy transferability demands adjustment based on cultural and institutional boundary
conditions and the mature level of technology communication in each region. Another research program
should implement a multi-layered integrated framework that uses mixed-hybrid design combining PLS-
SEM at the micro layer, a dynamics-econometrics model at the macro layer, and qualitative-big data
analysis to test the boundary conditions. Thus, it optimizes predictable capability and policymaking
capacity in diverse contexts.

4.3. Cross-dimensional synthesis

Cross-dimensional synthesis suggests a ‘theory-to-measurement’ alignment, in which theoretical choices
shape construct configurations, while contextual conditions influence method selection and data sources.
At the personal level, approaches based on the theory of planned behavior (TPB), technology acceptance
model (TAM), and stimulus-organism-response (S—-O-R) create variable configurations revolving around
perceptive-technological antecedents and psychological-experience mechanisms. Attitude, perceived use-
fulness/ease of use, and memorable/green tourism experience become the axis of the mechanism, and
intention to visit or revisit and willingness to pay a green premium have behavioral and financial conse-
quences. This structure, due to the nature of causal linear and testing requirements for many
mediating-moderating relationships at the same time, would lead to the priority of using SEM/PLS-SEM,
Likert-scale survey design, and a sample size of 200-450 in most behavioral studies.

When switching to organizational and systematic levels, sustainable development theory (SDT), envi-
ronmental Kuznets curve (EKC), green tourism supply chain management (GTSCM), and game theory
frameworks lead variable structure to the eco-efficiency-energy-finance axis. Here, variables reflecting
resources and policy conditions (renewable energy technologies, green incentives, regulatory clarity) act
as an antecedent or moderator; operational mechanisms such as GTSCM and green innovation serve as
a mediating role; and consequences include eco-efficiency, CO, emissions, destination competitiveness,
and GDLT. Because of dynamics, heteroskedasticity, and endogeneity, these studies prioritize panel
econometric models and time chains (DOLS, FMOLS, GMM, PMG-ARDL, MMQR) and concurrently use
space decision-making analysis (DEA, AHP, TOPSIS, GIS) to capture regional heterogeneity.

The geographical context includes both the ‘boundary condition’ and ‘method selection mechanism’ In
Asia, rapid urbanization and digital transformation strongly foster variable configurations toward technol-
ogy experience, thereby dragging along PLS-SEM, small-scale experimental design, and digital exploita-
tion (topic modeling, sentiment analysis). In Africa and South Asia, energy and climate pressure orient
macro-variable structures (RET, CO,, income threshold), thus encouraging panel econometric models that
handle nonlinearity and cointegration. In Europe, highlighting institutional management and communi-
cation leads to variable configurations of enforcement, subsidy/tax, and psychological-social responses;
the consequence is the combination of game-theoretic simulation, text mining, and qualitative policy
analysis. In Latin America, the critical perspective emphasizes socio-spatial inequality and extractivism,
thereby requiring critical ethnography and discourse analysis. So, a theory decides the ‘genetic system’ of
variables and a context determines the ‘nuance’ of method and data size, creating a TCCM matrix but
regional heterogeneity.

4.4. Limitations

This systematic review was conducted within a predetermined framework; therefore, some limitations
need to be carefully considered. First, the data scope includes only two databases, Scopus and Web of
Science, covering the period from 2015 to 2025 in English. Hence, it may potentially miss regional pub-
lications, unindexed local journals, or works in indigenous languages in Southeast Asia and Africa, where
green tourism is rapidly developing but scientific publications are fragmented. The exclusion of grey
literature helps raise academic standards but, at the same time, increases the risk of publication bias
towards positive results, which may not fully reflect the empirical picture of ecological and social out-
comes. Second, the multi-level deduplication process minimized technical errors but still carried the risk
of near-duplicate records, especially when studies used similar terms such as sustainable and ecological
tourism. Third, although inclusion/exclusion criteria and TCCM extraction forms were operationalized via
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a codebook, synthesis quality remains dependent on reporting completeness in primary studies, partic-
ularly measurement validation and sampling transparency. However, the coding and synthesis process is
still dependent on the original reports of each article, especially in behavioral research using different
scales or reports lacking details related to reliability and measurement value. Finally, due to time and
system design limitations, this analysis favors breadth over depth in some themes, such as green tech-
nology in experiencing urban tourism, green tourism supply chain, and environmental econometrics.
Therefore, further studies are needed to continuously research every axis to have an internal test through
data and empirical behavior data in the context of quick transformation in ASEAN and Vietnam.

5. Conclusion

To establish a multi-level knowledge map, this research conducted a systematic survey on green tourism
from 2015 to 2025, integrating the PRISMA 2020 and TCCM frameworks. This research comprehensively
addressed industry knowledge development, as well as clarified the shift from macro-level normative
theoretical frameworks to micro-level behavioural models and technological acceptance. Thereby, the
findings corroborate Asia as a new pivotal global data hub. The contribution is primarily established
through the proposition of relatively consistent connecting logic among the micro-level, meso-level, and
macro-level within PRISMA-TCCM synthesis. Thereby, frequent interruptions among intention, operations,
and environmental outcomes are elucidated better. While TPB, TAM, and SOR models provide a solid
foundation for understanding green intention, the findings reveal that the absence of integrated
operational-monitoring axes is the critical reason perpetuating the disjunction between intention and
behavior. We propose a multi-methodological and multi-contextual research to reinforce the explanatory
value of theoretical frameworks. Differing from the traditional bibliometric overview, which has primarily
focused on superficial descriptive statistics, this research goes beyond it by directly delving into the
causal mechanism of the variable system through multi-level analysis. Despite the restrictive database
boundaries and linguistic biases, this study established a scholarly precedent to actualize empirical evi-
dence over theoretical rhetoric. This is a crucial step in shaping a sustainable and transparent green
tourism ecosystem.

5.1. Theoretical implications

Based on the interdimensional picture of TCCM, the academic contribution is to shape an integrated
multi-layered architecture connecting micro- and meso-operational and macro-institutional levels of
green tourism. In the micro layer, the classic behavior models, Theory of Planned Behavior (TPB) and
Technology Acceptance Model (TAM) need to be enriched by the experience mechanism and value layers
to better explain the procedure from media and technology stimulation to intention and loyalty toward
sustainability. Evidence related to the role of memorable experiences and integrated communication in
heritage destinations shows that an affective mechanism axis is an indispensable link for transforming
green perception into green behavior (Alyahya, 2024). Similarly, the relationship between smart experi-
ence, content marketing, and behavior outcomes suggests that perceived value variables and green trust
should be put into the intermediary structure of the extended TPB and TAM (Amiri Sardari et al., 2024;
Malik et al., 2022).

At the meso layer, this research contributes to connecting the behavior stream with business opera-
tions through green tourism supply chain management. The approach of separating the ‘front end’ of
experience and the ‘back end’ of operations demonstrates that the intermediary structure of green trans-
formation can explain the maintenance of green quality when scale increases. Concurrently, it provides
a foundation for standardizing efficient measures for tourism businesses and destinations (Chen et al.,
2018). This result suggests a sustainable value chain framework in which green trust and green destina-
tion image operate as a transmission mechanism from the front end of a brand to the back end of a
supply chain (Malik et al., 2022).

Finally, at the macro layer, the convergence between sustainable frameworks and environmental
econometrics reinforces the role of institutional conditions, energy structure, and incentive tools in shap-
ing green tourism orbits. Proofs mentioning the relationship between tourism development, emissions,
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and transformation threshold indicate that micro behavior outcomes are only sustainably effective when
supported by compatible infrastructure and policies, which include incentive policies and execution man-
agement (Gyamfi et al., 2022; Jaelani et al., 2023; Wang et al., 2021; Xu et al., 2024). Therefore, the main
academic contribution is an integrated framework that can operate vertically: TPB and TAM expand in
terms of macro, where information authenticity and trust serve as a cross-level linkage axis (Alyahya,
2024; Rani et al., 2024).

5.2. Practical and policy implications

The practical implications are the first for destination management agencies and businesses. The findings
show that it is essential to design green experiences supported by technology to enhance the perceived
value and environmental footprint. Applying augmented reality and virtual reality can be used to acti-
vate green learning experiences, optimize progress, and reduce unnecessary travel demand. Therefore,
they will boost their intention to choose sustainable destinations while maintaining service attractions
(Stecuta & Naramski, 2025; Tran & Khoa, 2025). On the other hand, brand strategies must highlight
authenticity and transparency to reinforce green trust. Trust is a transmissive mechanism, from a green
feeling to loyalty and willingness to pay. Moreover, it is also an obstacle preventing long-term green
washing (Malik et al., 2022; Rani et al.,, 2024). The integration of digital media, eWOM, and brand com-
munity management must be designed as a consistent system to amplify green signals for target seg-
mentation during the post-crisis stage (Alyahya, 2024; Chiwaridzo & Masengu, 2023).

For operational governance, businesses should internalize green tourism supply chain regulations and
switch to a frontstage-backstage model to control risks related to reducing green quality when expand-
ing in scale. This engages supplier management, material standards, and eco-efficiency measures with
brand commitment, thereby creating a stable transmission line between experience promises and oper-
ational practices (Chen et al, 2018; Markose et al., 2022). At the demand level, pricing policy needs to
pay attention to price perception and cultural differences to reduce the gap between intention and
payment behavior. The segment based on willingness to pay more for green products can be combined
with value-added packages to maintain revenue without weakening sustainable goals (Ma et al., 2021;
Nowacki et al., 2023).

In the realm of public policy, evidence in distinctive contexts shows that the combination of incen-
tives and sanctions is a necessary condition to unlock green investment motivation, especially in large
centers of tourism and urban greening infrastructure (Jaelani et al, 2023; Wang & Cheablam, 2025).
Financial and digital technology tools can increase the efficiency of resource allocation, while monitoring
frameworks based on eco-efficiency indices allow the evaluation of progress over time and space with a
higher level of reliability (Wang et al., 2021; Xu et al., 2024). In the context of ASEAN in general and
Vietnam in particular, prioritizing pilot project clusters at big urban destinations and heritage sites with
available digital infrastructure will shorten the learning path, while creating an open database of green
experience and environmental impact to improve evidence-based policy adjustment. Finally, community
and social equality governance needs to be integrated into a green traveling design to avoid the unin-
tended consequences of spatial inequality. Thus, it maintains the social legitimacy of long-term green
transformation (Petrevska & Cingoski, 2017; Setyaningsih et al.,, 2024; Undurraga & Aguirre, 2023).

5.3. Future research agenda

From a theoretical perspective, a key direction is to advance behavioral and technology-acceptance mod-
els by explicitly incorporating the experience-value-trust mechanism, thereby enabling intention-behav-
ior gaps to be examined in parallel with authenticity risks such as perceived greenwashing. By integrating
memorable experiences, perceived green value, and green trust into the core structures of TPB and TAM,
this approach provides a more robust explanation of sustainable destination choice behaviors within
digital and immersive technology environments. Current evidence indicates that integrated experience
and communication play a core role in heritage and urban destinations. Hence, it is necessary to develop
a model that connects emotions, health benefits, and green benefits to fully reflect tourists’ motivation
during the global health crisis period. Concurrently, it links brand consequences and destination loyalty,
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which has been confirmed in recent studies in Asia and Europe (Alyahya, 2024; Malik et al., 2022; Rani
et al., 2024). In parallel, there should be a combination of micro behavior with an environmental eco-
nomic macro frame to create a sustainable valuable theory chain. Moreover, it need to be able to predict
both intentions and environmental impacts, as well as economic effects at the systematic level, based on
the results of the relationship between tourism growth and green transmission thresholds in large des-
tinations (Gyamfi et al,, 2022; Wang et al,, 2021; Xu et al,, 2024).

Regarding context, it is necessary to expand a knowledge map into Southeast Asia, Africa, rural areas,
and native communities, where the integration of conservation, livelihood, and social equality creates
different boundary conditions for designing policies and destination management. Regional studies sug-
gest that institutional frameworks and incentive tools play decisive roles in transforming sustainable
objectives into practice. Therefore, experimental interventions need to be tested in urban destination
clusters and heritage sites that have digital infrastructure before expanding into rural areas to ensure
social legitimacy and spatial equality (Jaelani et al., 2023; Undurraga & Aguirre, 2023; Wang & Cheablam,
2025). In the context of Vietnam and ASEAN, designing cluster pilots with open data mechanisms about
green experiences and environmental indices will shorten learning paths and increase policy adjustment
ability based on evidence.

With regard to variables, new mediating and moderating mechanisms need to be explored systemat-
ically to bridge the gap between intention and practical behavior. Variables such as ecological guilt and
ecological beliefs can be used to explain the ethical sensation and cognitive authenticity of tourists.
Meanwhile, awareness of price and cultural value are continuously important boundary conditions that
shape the relationship between green value and intention to pay. The current findings on the role of
green destination image, green trust, and digital communication indicate a brand transmission shaft in
which greenwashing needs to be estimated by an authentic scale and tracked by time to evaluate its
long-term impact on tourists’ loyalty and destination brand value (Ilbnou-Laaroussi et al., 2020; Malik
et al., 2022; Nowacki et al., 2023). At the organizational level, green innovation and green tourism supply
chain management should be modeled as operational centers linking the front-end of a brand with the
back-end of operation, in which material standards, supplier management, and eco-efficiency measures
serve as near-term outcome measures for green transformation for tourism and destination businesses
(Chen et al., 2018; Markose et al., 2022).

In terms of methodology, future agendas should use mixed methods, longitudinal studies, and field
experience to enhance external reliability and endogenous solutions. At the micro level, combining a scale
survey with field experience and digital behavioral data will help to test the reliable and valuable emo-
tional mechanism and measure the transmission from tourists’ intention to their behavior. In the meso and
macro layers, econometric models and time chains such as PMG, ARDL, and quantitative approaches
regarding space can be implemented along with GIS, AHP, TOPSIS, or DEA to quantify eco-efficiency, emis-
sions, and destination competitive competence in urban and ecological spaces. They also simulated col-
laborative strategies between public areas and businesses using evolutionary game models to find a
possible sustainable balance state over time (He et al,, 2018, 2019; Lagodiienko et al., 2022). Moreover, big
data and text mining from social media and online reviews need to be integrated with SEM and PLS SEM
models to form a hybrid analytical pipeline that can uncover discourse, sentiment, and brand signals in
real-time, thereby guiding governance and policy interventions in the context of digital destinations and
smart experiences spreading in Asia and culturally diverse emerging markets such as Zimbabwe, India,
and Vietnam (Chiwaridzo & Masengu, 2023; Stecufa & Naramski, 2025; Tran & Khoa, 2025).
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Appendix A: Inter-rater reliability by Cohen’s kappa

K (cohen’s Percent
Criterion N a(1,1) b (1,0) c (0,1) d (0,0) P o P_e kappa) agreement (%)
SC1 169 154 4 4 7 0.953 0.878 0.611 95.266
SC2 169 157 3 4 5 0.959 0.904 0.567 95.858
SC 169 151 1 4 13 0.970 0.833 0.823 97.041
EL1 151 149 0 0 2 1.000 0.974 1.000 100.000
EL2 151 137 0 0 14 1.000 0.832 1.000 100.000
EL3 151 60 22 28 a 0.669 0.507 0.328 66.887
EL4 151 50 40 30 31 0.536 0.506 0.062 53.642
EL5 151 49 29 20 53 0.675 0.499 0.353 67.55
EL 151 79 17 8 47 0.834 0.521 0.655 83.444

Note. a (1,1) represents cases where both coders assigned 1; d (0,0) denotes cases where both assigned 0; b (1,0) indicates Coder A assigned
1 while Coder B assigned 0; ¢ (0,1) reflects Coder A assigned 0 while Coder B assigned 1. N is the total number of observations with complete
pairs of codes (no missing data) for each criterion.

Appendix B. Screening and eligibility codebook

The table depicts an operationalization criterion individually used by two coders during the title/abstract screening
and full-text assessment phase. This process is the foundation of Cohen'’s Kappa value calculation, which ensures the
objectivity and replicability of the study following the PRISMA 2020 guideline.

Operationalized appraisal Relation to PRISMA
PRISMA group  Code Stage questions Decision rules Kappa coding flow
Screening SC1 Title & Abstract Does the study have a clear  No tourism context 1: Yes; 0: No Records excluded
tourism context - Exclude

(destination, tourists,
business, or policy)?
SC2 Title & Abstract Does the study focus on No environmental 1: Yes; 0: No Records excluded
environmental/ factor - Exclude
sustainability aspects
(green, eco, environmental
impact) within tourism?

SC Title & Abstract Does the study satisfy both  Lack of either factor  1: Included; 0: Excluded reason 1:
SC1 and SC2 criteria? - Exclude Excluded Not directly
related to green
tourism
Eligibility EL1 Full text Was the study published Incorrect period/ 1: Correct; 0: Reports not
between 2015-2025 and is type—> Exclude Incorrect collected
it an article?
EL2 Full text Is the full-text document Inaccessible> Exclude 1: Yes; 0: No Reports not
accessible for analysis? retrieved
EL3 Full text Does the research objective  Irrelevant content -  1: Relevant; 0: Excluded reason 2:
focus directly on green Exclude Irrelevant Ineligible
tourism (behavior, content
operation, institution)?
EL4 Full text Are research context and Subjects outside 1: Yes; 0: No Excluded reason 2:
subjects included in the tourism -> Exclude Ineligible
scope of green tourism content

(green hotels,
eco-destination, etc.)?

EL5 Full text Do key variables and findings No green-based 1: Yes; 0: No Excluded reason 2:
obviously reflect reflection> Ineligible
environmental factors or Exclude content
sustainable performance
in tourism?

Final EL Full text Does the article meet at Insufficient 1: Included; 0: Reports excluded
least 2 out of 3 criteria compliance > Excluded after full-text
from EL3 to EL5? Exclude assessment

Included IN1 Post-reconciliation Is the study included in the  Based on the Studies included in
final TCCM analysis agreement of two review
synthesis? coders or

third-author
adjudication

Notes on reliability: Cohen’s Kappa coefficient calculation is based on the coding decision similarity (1 or 0) of Coder A and Coder B at SC3
(screening) and EL (Full-text eligibility). All discrepancies were addressed through team discussion before the TCCM analysis (Theory — Context
- Characteristics — Methodology).
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sdn pham du lich dudi géc dé bén cung tng dich vu 1a cdc doanh nghiép du lich. Phuong phdp nghién ctu
duoc str dung 13 téng quan hé théng cdc céng trinh d4 céng bé. Két qua dé xuat mé hinh nghién ctu gém
11 bién vdi 12 gid thuyét truc tiép, 9 gia thuyét gian tiép. Pdy la co s d€ tién hanh cdc nghién cuu thuc
nghiém trong thoi gian tdi.

T khéa: Phat trién san phdam du lich, doanh nghiép du lich, mé hinh nghién ctu
Summary

This study aims to develop a theoretical research model of factors influencing the intention to develop
tourism products from the perspective of service providers, namely tourism enterprises. The research
method employed is a systematic review of published studies. The results propose a research model
comprising 11 variables with 12 direct hypotheses and 9 indirect hypotheses. This model provides a
foundation for future empirical research.

Keywords: Tourism product development, tourism enterprises, research model
GIOI THIEU

Trong béi canh toan cau hda va hdi nhap sau réng, nganh du lich dang trd thanh mét trong nhiing déng
luc tdng trudng quan trong cla nhiéu quéc gia, trong dé cé Viét Nam. Su thay déi nhanh chong clia nhu
cau du khach, cung vdi tac déng cla chuyén déi so, canh tranh di€ém dén va cac cu s6¢c bén ngoai nhu
dich bénh hay bién déng kinh t&, dat ra yéu cau cap thiét déi véi cac doanh nghiép du lich (DNDL) trong
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viéc lién tuc d&i mai va phat trién san pham du lich. Khéng chi dirng lai & viéc khai thac tai nguyén san co,
cac DNDL c¢an chd déng xay dung chién luge phat trién san phdm du lich dua trén tu duy thi trudng, nang
lyc ndi tai va kha nang thich (ng linh hoat.

Tuy nhién, phan 1én cac nghién ctu hién nay chd yéu tiép can van dé phat trién san phdm du lich tlr géc
dd cau - du khach, trong khi goc dd cung - dic biét 1a y dinh phat trién san phdm cta cac DNDL van con
chua dugc khai thac day du, nhat 1a trong bdi canh Viét Nam. Bén canh do, cac nghién ctru trude thuong
xem xét cac yéu td riéng Ié, thi€u mét moé hinh tich hgp phadn &nh déng thoi vai tro cla chién lugc
marketing, nhan thirc nha quan ly va cac yéu t6 mdi truong kinh doanh.

CO SO LY THUYET

Trong nghién clru nay, mot sé khai niém cot 16i dugc xac dinh nham lam ré nén tang ly thuyét cho viéc xay
dung mo hinh nhu sau:

Y dinh phat trién sén phdm du lich: 1a dinh hudng chién lugc ctia DNDL trong viéc mé rong danh muc san
phdm va dich vy, thdng qua t6i uu hda va phan bé hiéu qua cac ngudn luc, gia tang dau tu vao cong nghé
va d8i méi sang tao, cling nhu nang cao nang luc canh tranh bén ving. Y dinh nay déng thoi gén véi qua
trinh xay dung va cling c6 hinh anh thuong hiéu clia DNDL théng qua viéc tao ra cac gia tri khac biét va
trai nghiém nhat quan cho khach hang. Tir géc dé dai han, y dinh phat trién san phdm du lich con phan
anh kha nang thich tng clia doanh nghiép trudc nhirng bién déng clia moi truang kinh doanh va xu hudng
tiéu dung.

San phdm du lich: 1a tp hgp cac dich vu ma DNDL cung cép cho cac khach hang, dugc hinh thanh trén co
s3 k&t hgp cac yéu td tai nguyén du lich, ngudn luc diém dén va nang luc ndi tai cia doanh nghiép, nham
dap Ung nhu cau cla du khach.

Chién lugc Marketing cda DNDL: 1a hé thong cac dinh hudng va gidi phap t6ng thé nham dat dugc muc
tiéu marketing thong qua viéc xac dinh, tiép can va thda man hiéu qua thi truong muc tiéu. Chién lugc
Marketing la mét khai niém da chiéu do dd, cac ly thuyé&t khéng ngling dugc phat trién dé xay dung céac
thanh phan cua chién lugc Marketing.

Trong nghién cru nay nhdm tac gid lua chon chién luge Marketing 7Ps (Booms va Bitner, 1981), cac thanh
phan cua chién lugc nay goém: San pham (Product), Gid ca (Price), Phdn phdi (Place), Xuc tién
(Promotion), Con ngudi (People), Quy trinh (Process) va Co sd vat chat hitu hinh (Physical Evidence). M&
hinh nay cho phép phan anh toan dién cac yéu t6 anh hudng dén hoat déng marketing trong linh vuc du
lich.

GIA THUYET NGHIEN CUU

Trén co sd cac ly thuyé&t nén tang nhu Ly thuyé&t hanh vi du dinh, Ly thuyé&t d6i mdi san pham, Ly thuyét
marketing va dinh hudng thj truong, nghién clru ti€n hanh xay dung hé thdng gia thuyét nhu sau:

Su sén ¢6 ctia san pham du lich

Sa&n phdm c6 thé t6n tai dudi nhieu dang khac nhau nhu hang hoa, dich vy, y tudng hodc t8 chirc; déng
thdi c6 thé bao gém ca nhitng yé&u t6 hitu hinh hodc vé hinh nhu bao bi, mau sic, gia ca, uy tin va dich vu
di kém d& hinh thanh nén trai nghiém tong thé cho khach hang. Trong marketing hén hgp, san phdm duogc
coi 1a thanh phan co ban va diém khdi dau cla cdc quyét dinh marketing. Mason va Staude (2007) cho
rang phat trién san pham la mét chién luge cot 16i, gitp doanh nghiép xac 14p vi thé canh tranh trén thi
trudng.
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T6 chirc Du lich Thé gigi (WTO, 2017) cho rang san phadm du lich la téng hoa nhiing gi du khach nhan dugc
tir khoan chi tiéu ctda minh, bao gém tour du lich tron géi, 8m thuc va d6 udng, dich vu luu trd, van
chuyén, hoat dong giai tri va mua sdm. Madafuri (2018) nhan manh 3 yé&u td tao nén san pham du lich Ia
su h&p dan, tién nghi va kha nang ti€p can. Nhu vay, san phdm du lich khéng chi 14 mét dich vu don 1é ma
la su két hop gilra tai nguyén du lich, nguén luyc diém dén va ndng luc t8 chirc clia doanh nghiép nham
dap Ung nhu cau, mong mudn va ky vong clia du khach trong nudc cling nhu quéc té.

Cac qudc gia c6 nganh du lich phat trién thuong sé hiru hé théng sadn pham du lich da dang, dugc té chirc
t6t va cb kha nang déi mdi lién tuc. Ngugc lai, & nhitng nudc dang phat trién, phat trién san phdm du lich
van la van dé mang tinh dinh hudng chién luge, quyét dinh truc ti€p dén nang luc canh tranh cta doanh
nghiép va diém dén. Cac nghién ctru nhu Melese va Belda (2021), Komppula (2001) cho thdy viéc hoach
dinh va phat trién san phdm du lich mdi phai dua trén trai nghiém thuc tién, sy am hi€u nhu cau khach
hang, long trung thanh cla du khach va dac biét 1a nhan thic clda nha quan ly doanh nghiép. Trén co s&
do, nhém tac gia dua ra cac gia thuyét nghién clru sau:

H1: Sursan c¢é cua cdc san phdm du lich ¢d tac déng tich cuc dén Nhén thic cua nha quan ly trong xdy
dung chién Iugc marketing cua cac DNDL.

H1a: Sur sén ¢cd cua cdc sén pham du lich cd tdc déng tich cuc dén Y dinh phat trién san phdm du lich
théng qua vai tro trung gian Nhan thuc cda nha quan ly DNDL.

Gia ca san pham du lich

Giad cd 1a toan bd sé tién ma khach hang phai chi trd d€ cé dugc hoac st dung san phdm, dich vu
(Armstrong, 2017). Dinh gia cling Ia mot trong nhitng chién lugc ti€p thj hén hgp cé kha nang én dinh
hodc lam mat 8n dinh thj truong. Eavani va Nazari (2012) 18p luan rang gié ca 1a yéu t6 quyét dinh mic dé
hai Iong va s6 lugng tién t& ma san pham sé dugc cung cap.

Cirikovi¢ (2014) nhan manh rang san phdm du lich c6 chat lugng cao thuong di kém vdéi chi phi cao hon,
va khach hang c6 xu hudng nhan thirc rang muc gid cao phan anh chat lugng cao. Vi vay, ky thuat dinh
gia va quan tri gia khong chi la cong cu ban hang ma con la mét phan quan trong trong chién lugc canh
tranh. Nghién clru cGia Melese va Belda (2021) ciing khéng dinh réng viéc dinh gid hgp ly ¢ vai trd rat 16n
trong viéc nang cao kha nang chién thang canh tranh cling nhu trong viéc 18p k& hoach phat trién san
pham du lich méi tir géc dd nha quan ly doanh nghiép. Trén co s do, nhdm tac gid dua ra cac gid thuyét
nghién ctru sau:

H2: Gid cd cua san phadm du lich cé tac déng tich cuc dén Nhdn thirc cda nha quédn Iy trong xdy dung
chién luoc marketing cua cdc DNDL.

HZ2a: Gid ca cua sdn phdm du lich cd tdc déng tich cuc dén Y dinh phat trién san phdm du lich théng qua
vai tro trung gian Nhan thuc cda nha quan ly DNDL.

Quang ba, truyén thong

Theo Mason va Staude (2007), giao ti€p gilta nha san xuat va khach hang rat quan trong. Viéc truyén dat
hiéu qua vé thiét k& san pham, gia ca, cdu tric va tinh nang can dugc truyén tai dén khach hang théng
gua cac phuong tién két hgp khuy&n mai khac nhau nhu khuyén méi ban hang, ban hang ca nhan, quang
cdo, quan hé cong ching va cac cong cu tiép thij truc tiép (Armstrong, 2017; Eavani va Nazari, 2012).

Su quang ba san phadm du lich 1a viéc tao ra nhan thirc va hinh anh dé dinh vi trén thi trudng nham thu hat
du khach tiém nang dén diém dén (Cirikovié¢, 2014). Dong thoi, viéc truyén thong hiéu qua sé gilp cho
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khach hang hi€u vé san pham, gia c3, cau tric va tinh nang. Nuseir va Madanat (2015) cho rang céc céng
cu nhu khuyén mai, ban hang ca nhan, quang cao, quan hé céng chung va marketing truc ti€p déu cé vai
trd quan trong trong viéc hinh thanh long trung thanh cta khach hang théng qua su hai long.

Nghién clru cia Melese va Belda (2021) tai Dong Nam Ethiopia cho rang viéc quang ba va truyén théng vé
cac san pham du lich qua cac kénh truyén thong da dang nhu quang ba qua phuong tién truyén thong,
gia tdng hoat déng quan hé cdng chung, trién khai cac chuong trinh khuyé&n méi, thic ddy danh gia trén
internet va truyén miéng tich cuc déu cé tac déng tich cuc dén viéc Iap k& hoach phat trién san phdm du
lich méi. Tir d6, cac tac gia dua ra cac gia thuyét nghién clru sau:

H3: Qudng ba, truyén théng co tac dong tich cuc dén Nhdn thirc cua nha quédn ly trong xdy dung chién
luoc marketing cua cdc DNDL.

H3a: Quang b, truyén théng cd tdc déng tich cuc dén Y dinh phat trién sdn pham du lich théng qua vai
tro trung gian Nhén thuc cda nha quan ly DNDL.

Nhan luc

Trong Iinh vuc du lich, con ngudi la yéu té quan trong, tao nén linh hon trong nganh du lich va cac bén lién
guan nhu nhan vién trong nganh phuc vu san pham du lich (Amofah va céng su, 2016). Nhiing nguoi tham
gia vao Iinh vuc du lich can c6 thai dé t6t, trinh d6 hoc van, k§ nang thuc hién, ngoai hinh dé tao ra su hai
long va trai nghiém du lich dang nhd.

Nghién clru cia Melese va Belda (2021) cho rang cac chinh sach ctia DNDL lién quan dén dao tao dinh ky,
cdp nhat chuyén mon, bd tri nhan sy phu hgp vdi trinh d6, xay dung moi truong lam viéc thuan Igi va ché
do dai ngd tuong xtng déu co tac dong tich cuc dén viéc lap k& hoach phat trién san pham du lich méi.
Tlr goc d6 quan tri, khi doanh nghiép cé nguén nhan lyc t6t, nha quan ly sé ¢ nhan thuic tich cuc hon vé
ndng luc trién khai chién lugec marketing cling nhu niém tin manh hon vao kha nang phat trién san pham
du lich méi. Trén co s& do, nhém tac gid dua ra cac gia thuyé&t nghién clru sau:

H4: Nhédn luc co tac ddng tich cuc dén Nhan thuc cua nha quan ly trong xdy dung chién lugc marketing
cua cac DNDL.

H4a: Nhan luc cd tdc ddng tich cuc dén Y dinh phat trién san pham du lich théng qua vai tro trung gian
Nhén thuc cua nha quan ly DNDL.

Co sé vat chat

Nghién ctu cla Park va cong su (2019) két ludn rang co s& vat chat lam cho cac déc tinh phi vat thé cla
dich vu trd nén hitu hinh va hé trg phat trién san phdm du lich. Melese va Belda (2021) chi rd co sd vat
chat ctia DNDL c6 tac déng tich cuc dén viéc 1ap k& hoach phét trién san phdm du lich. Diéu nay duoc
minh ching qua cac tiéu chi do luong nhu: moi trudng xung quanh phai hdp dan, cac tdoa nha va khu vuyc
lam viéc dugc xay dung theo tiéu chudn can thiét, van phong, moi trudng lam viéc, tién sanh phai dugc
trang tri t6t. Trén co s& do, nhom tac gid dua ra cac gia thuyét nhu sau:

H5: Co s vit chat co tac ddng tich cuc dén Nhén thuc cua nha quan ly trong xdy dung chién luoc
marketing cua cac DNDL.

H5a: Co s vét chat co tdc déng tich cuc dén Y dinh phét trién saén phdm du lich théng qua vai tro trung
gian Nhan thurc cua nha quan ly DNDL.

Quy trinh cung trng san pham du lich
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Quy trinh cung tng clia DNDL la quy trinh phuc vu khach hang dua vao viéc 1ap k& hoach, dy doan, tiéu
thu va thu hoi, cung cap san pham tiéu chuan, vdi thai gian va chi phi hop ly (Kannan, 2009). Bén canh do,
thai gian cung cap dich vu tiéu chudn dong vai trd quan trong trong viéc phat trién san phdm du lich.

Wang va cdng sy (2013) cho rdng nhitng diém dén cé quy trinh cung ing dugc t6 chic t6t thudong thé
hién mic d6 hap dan, déi mdi va bén virng cao hon, tlr d6 gép phan thic ddy phat trién san pham du lich.
Bén canh do, Melese va Belda (2021) nhdn manh rang doanh nghiép cin bao dam san pham du lich dugc
cung cdp mot cach déng nhat vé chat lugng, dung thoi gian va trong gidi han chi phi phu hop; chinh diéu
nay sé co tac dong tich cuc dén viéc hoach dinh phat trién san phadm méi. Qua dd, nhém tac gia dua ra
céc gia thuyét nghién clru sau:

H6: Quy trinh cung Ung san phdm du lich cé tac déng tich cuc dén Nhdn thic cda nha quan ly trong x3y
dung chién luoc marketing cua cdc DNDL.

H6a: Quy trinh cung tng sdn pham du lich c6 tdc déng tich cuc dén Y dinh phat trién sdn pham du lich
théng qua vai tro trung gian Nhan thuc cda nha quan Iy DNDL.

Phan phdi va két néi ctia san pham du lich

Phan phéi va kha nang ti€p can san pham la mot trong nhiing thanh phan quan trong cla marketing hén
hop, gilip sédn pham dén dugc véi khach hang muc tiéu ding thdi diém, ding dia diém va theo céch thirc
phlU hgp (Mason va Staude, 2007). V& ban chat, phan phdi khong chi don thuan 1a dua san phdm ra thi
trudng ma con lién quan dén viéc t6 chirc hé thong két ndi, giao hang, quan ly kénh va gidi quyét cac van
dé vé pham vi thj truong, hang tén kho, phuong tién van chuyén va kha nang ti€p can khach hang (Eavani
va Nazari, 2012).

Trong linh vuc du lich, hé thdng phan phdi thé hién & viéc 1am cho san pham du lich trd nén san cé, dé
ti€p can va thuan tién déi véi du khach muc tiéu (Cirikovié, 2014). Diéu nay bao gém viéc két néi véi cac
dai ly I hanh, nén tang dat chd truc tuyén, trung tdm thong tin du lich, mang ludi dich vu tai diém dén va
cac doi tac lién quan trong chudi gia tri du lich. Sy phan phdi va két ngi hiéu qua gilp doanh nghiép md
rong pham vi tiép can thj truong, gia tang kha nang tiéu thu sadn phadm va nang cao hiéu qua canh tranh.
Trén cao s do, cac tac gid dé xuat gia thuyét nghién clru nhu sau:

H7: Sur phan phéi va két néi cdc san phdm du lich c6 tac ddng tich cuc dén Nhan thuc cua nha quan ly
trong xdy dung chién lugc marketing cua cac DNDL.

H7a: Sur phan phéi va két néi céc san pham du lich cd téc déng tich cuc dén Y dinh phat trién sén pham
du lich théng qua vai tro trung gian Nhdn thuc cua nha quan ly DNDL.

Hinh anh thuong hiéu ctia san pham du lich

Nghién ctru vé& hinh anh thuong hiéu cda diém dén va anh hudng clia né dén gid tri clia sdn pham du lich,
Konecnik va Gartner (2007) cho rang mét thuong hiéu manh mé va hinh anh tich cyc ddéng vai trdo quan
trong trong viéc tao ra gia tri cho san pham du lich va diém dén. Bén canh dd, Baloglu va McCleary (1999)
kham pha qua trinh hinh thanh hinh anh diém dén va tdc déng cla hinh anh nay dén hanh vi cda du
khach. Céc tac giad nhan thay rang hinh anh thuong hiéu co6 thé tao ra mét an tugng manh mé va lau dai
dai véi du khéch, co tac dong tich cuc dén viéc chon lua diém dén va phat trién san phdm du lich. Do dd,
trong nghién clru nay, céc tac gia dé xuat gia thuyét nghién ctru nhu sau:

H8: Hinh dnh, thuong hiéu cda sdn phdm du lich cé tdc ddng tich cuc dén Nhdn thirc cia nha quan ly
trong x4y dung chién luoc marketing ctua cac DNDL.
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H8a: Hinh dnh, thuong hiéu cta san pham du lich cd tdc ddng tich cuc dén Y dinh phat trién sén pham du
lich théng qua vai tro trung gian Nhéan thuc cua nha quan ly DNDL.

H11: Hinh dnh, thuong hiéu cta san phdm du lich cd tdc déng tich cuc dén Y dinh phét trién sén pham du
lich cua cdac DNDL.

Ri ro kinh doanh

RUi ro kinh doanh dugc hiu la xac suat va kha nang ma doanh nghiép, nha dau tu & trong mét tinh huéng
khong &n dinh, khéng an toan (Bauer, 1960). Cac khach hang, doanh nghiép, nha d4u tu thich giam thiéu
rdi ro hon la gép phai van dé rui ro, diéu nay dac biét quan trong khi luya chon san phdm mdi hoac Iya chon
diém dén du lich.

Nghién ctru clia Cong (2021) cho thay nhan thirc vé rii ro, kién thirc vé diém dén téc dong dén sy hai long
cting nhu y dinh quay trd lai du lich tai Viét Nam cla du khach chau Au. & géc d6 doanh nghiép, rdi ro
kinh doanh, d&c biét Ia rii ro tai chinh, c6 thé anh hudng truc ti€p dén tam ly kinh doanh, ndng luc thanh
toan va quyét dinh dau tu cta chd sé hitu, nha quan ly DNDL (Doan Khanh Hung va Tran Thj Thu Hién,
2021). Khi ml&rc d6 nhan thire rdi ro tang 1én, doanh nghiép cé xu hudng lua chon céac gidi phap an toan
nhu thu hep quy mé, cat gidm chi phi, giam nhan su va tri hodn hodc han ché& cac k& hoach phat trién san
ph&m du lich mai. Trén co s& phan tich nay, cac tac gid dua ra cac gia thuyét nghién ctu sau:

H9: RUi ro kinh doanh cd tdc dfng tiéu cuc dén Nhan thiuc cua nha quan ly trong xdy dung chién lugc
marketing cua cac DNDL.

H9a: Rui ro kinh doanh c¢d tdc déng tiéu cuc dén Y dinh phat trién san pham du lich théng qua vai tro
trung gian Nhdn thirc cua nha quan ly DNDL.

H12: Rui ro kinh doanh cd tdc ddng tiéu cuc dén Y dinh phét trién san pham du lich cia cdc DNDL.
Nhan thirc ctia nha quan ly trong xay dung chién lugc marketing

Nhan thic clia nha quan ly vé chién lugec marketing dong vai tro quan trong trong viéc thic day phat trién
san phdm du lich. Nghién clru cGia Narver va Slater (1990) nhdn manh radng dinh hudng thi trudng, bao
gom viéc tap trung vao khach hang va daéi thi canh tranh, cé tdc dong tich cyc dén hiéu qua kinh doanh.
Diéu nay ggi y rang khi nha quan ly nhan thirc ré vé chién lugc marketing, ho cé thé thuc day sy phat trién
culia san phdm mdi dé dap tng nhu cau thj trudng.

Paranage va Kennedy (2021) cho rang nhan thirc ctia nha quan ly theo dinh hudng thj truong cdé méi quan
hé tich cyuc vdi hiéu qua kinh doanh, dac biét trong viéc nang cao hiéu qua dich vy du lich. Trong khi dd,
Pham Van Nam (2021) ciing chi ra rang dinh hudng thi truong cda DNDL, bao gém dinh hudng khach
hang va dai tha canh tranh, c6 tac déng tich cuc dén y dinh phat trién san pham. Trén thuc t&, nha quan
ly 1& chd thé truc ti€p ra quyét dinh, nhan dién nhu cu thi trudng, phan tich déi thd va lua chon cac giai
phap marketing phu hgp. Vi vy, nhan thic clia ho cé thé duge xem la nhan té trung tdm k&t ndi cac yéu
td dau vao cla chién lugc marketing véi y dinh phat trién san pham du lich. Trén co s& phan tich nay, cac
tac gia dua ra cac gia thuyét nghién ctu sau:

H10: Nhén thic cua nha quan ly vé thuc hién chién lugc marketing cé tdc déng tich cuc dén Y dinh phat
trién san phdm du lich cua cdc DNDL.

MO HINH NGHIEN CcU’'U DE XUAT

Trén cao sd cac gia thuyét nghién ctru dat ra, nhdm tac gia dé xuat mé hinh nghién ctru nhu Hinh.
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Hinh: M6 hinh nghién ctru dé xuat
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Ngudn: Dé xudt cua nhom tdc gia
KET LUAN

Nghién clru vé céc nhan t6 anh hudng dén y dinh phat trién san pham du lich, dac biét dudi goc dd bén
cung tng dich vy la cdc doanh nghiép du lich (DNDL), hién van con tuong dsi han ché tai Viét Nam. Trén
co s& téng quan ly thuyét va cac nghién clu trude, nhom tac gia da dé xudt mo hinh nghién clru ly thuyét
nham ly gidi mdi quan hé gilra cac yéu t6 thubc chién luge marketing, nhan thirc clia nha quan ly va y dinh
phat trién san phdm du lich ctia DNDL.

K&t qua nghién clru khdng chi gép phan b8 sung ca sd ly ludn cho hudng ti€p can tlir phia cung trong
nghién ctru du lich, ma con tao nén tang cho viéc trién khai cac nghién clru thuc nghiém trong thoi gian
téi.

Nhém téac gid ky vong mo hinh va hé thdng gia thuyét dugc dé xudt trong nghién clru sé la co s6 tham
khao hitu ich cho cac nghién clu tiép theo, déng thoi hé trg cac DNDL trong viéc nhan dién cac yéu to
quan trong khi xay dung dinh hudng phat trién san pham du lich trong bi canh canh tranh va héi nhap
ngay cang sau rong.

(*) Céng trinh duoc thuc hién trong khuén khé dé tai Ludn an tién si theo quyét dinh sé6 511/QD-DHDT
ngay 7/2/2022 cua Truong Dai hoc Duy Tan.
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Cdc yéu t6 anh hudng dén y dinh phat trién sén pham du
lich ciia doanh nghiép du lich tai TP. Hué: Vai tro trung gian
cua nhan thirc nha quan ly

Nghién ctru phan tich cac nhan té6 anh huéng dén y dinh phat trién san pham du lich clia cac doanh
nghiép du lich trén dia ban TP. Hué qua nhan thirc ctia nha quan ly.
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PGS.TS. Lé buc Toan
Truong Kinh té & Kinh doanh, Bai hoc Duy Tan
PGS.TS. Lé Chi Céng
Truong Pai hoc Nha Trang
NCS. Mai Thi Thuong
Truong Du lich, Pai hoc Duy Tan
Tom tat

Nghién ctru phdn tich cdc nhén td anh hudng dén y dinh phat trién san phdm du lich cda cdc doanh
nghiép du lich trén dia ban TP. Hu€ qua nhdn thuc cda nha quan ly. DG liéu nghién ciu tir 725 phiéu y kién
tra loi cua cac nha quan ly hién dang lam viéc tai cdc doanh nghiép du lich va phdn tich bang mé hinh cdu
trde tuyén tinh (PLS-SEM). Két qua cho thay cdc yéu té thudc Chién lugc Marketing 7Ps, Hinh anh thuong
hiéu, RUi ro kinh doanh déu tac déng dén Nhan thuc cua nha quan ly, tir dé dnh hudng dén Y dinh phat
trién san pham du lich. Trong dé, 2 yéu t6 thudc Chién luoc Marketing 7Ps la Quy trinh cung Ung va Gid ca
sdn phdm 13 cdc yéu té cd tdc déng manh nhat. Nghién cittu khdng dinh vai tro cda chién luoc Marketing
7Ps, xdy dung thuong hiéu va quan tri rdi ro trong thirc ddy phat trién san pham du lich cda chinh cdc
doanh nghiép du lich trén dia ban TP. HUE.

Twr khéa: San pham du lich, nhdn thidc nha quan ly, Marketing 7Ps, TP. Hué
Abstract

The study analyzes the factors influencing tourism enterprises’ intention to develop tourism products in
Hue City, as perceived by their managers. The research is based on data collected from 725 survey
responses provided by managers currently working in tourism enterprises, and the analysis is conducted
using the Partial Least Squares Structural Equation Modeling (PLS-SEM) approach. The findings indicate
that factors related to the 7Ps Marketing strategy, Brand image, and Business risk all significantly affect
managers’ perceptions, which in turn influence their intention to develop tourism products. Among these,
two components of the 7Ps Marketing strategy, Process and Price, exert the strongest influence. The
study confirms the critical role of the 7Ps Marketing strategy, brand building, and risk management in
promoting tourism product development among tourism enterprises in Hue City.
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Keywords: Tourism products, managerial perception, 7Ps Marketing, Hue City
GIGI THIEU

Trong bdi canh canh tranh ngay cang gia tang gilta cac diém dén du lich, phat trién san phdm du lich
(SPDL) trd thanh yéu td quan trong gilip ndng cao nadng lyc canh tranh clia SPDL va diém dén. TP. Hué vai
Igi thé& 14 trung tAm du lich van hoa, di san cla Viét Nam cé nhiéu tiém nang phat trién SPDL méi nhdm da
dang héa trai nghiém va kéo dai thoi gian luu trd cla du khach. Tuy nhién, viéc phat trién SPDL tai dia
phuong van con phu thudc nhiéu vao nhan thic va dinh hudng cla cac nha quan ly.

Céc nghién cutu trude day chd yéu tép trung vao yéu t6 diém dén hodc hanh vi du khach, trong khi nghién
ctru vé y dinh phat trién SPDL dudi géc dé nhan thirc cda nha quan ly doanh nghiép con han ché, dic biét
trong b6i canh TP. Hué. Do dd, nghién ctru nay dugc thyc hién nham xac dinh cac nhan té anh hudng dén
y dinh phat trién SPDL cla doanh nghiép du lich (DNDL) théng qua nhan thirc clia nha quan ly tai TP. Hué.

MO HINH VA PHUONG PHAP NGHIEN cUU
Mb hinh, thang do nghién ctru

Nghién ctru nay k& thira md hinh nghién clru va hé théng gia thuyét da dugc nhém tac gia dé xuat trong
cong trinh nghién ctru trude dé vé cac yéu té anh hudng dén phat trién san phdm du lich clda doanh
nghiép du lich (Phan Nguyén Bao Hoang va cdng su, 2026). Trén co sé mé hinh ly thuyét va gia thuyét a3
dugc xay dung, nghién clu hién tai tiép tuc kiém dinh thuc nghiém bang phuong phap dinh lugng nham
danh gia mic do tac déng cua cac nhan t6 trong bsi canh TP. Hué.

Nghién clru d& xuat va kiém dinh md hinh PLS-SEM nham lam rd mai quan hé gilta cac nhan t8 doc lap
thudc vé Chién lugc Marketing 7Ps (Su s&n cé cua SPDL, Giad ca SPDL, Sy quang ba truyén thong, Nhan
luc, Co s@ vat chat, Quy trinh cung trng SPDL, Sy phan phdi va két néi clia SPDL), Hinh anh thuong hiéu,
RUi ro kinh doanh clia DNDL dé&n Y dinh phat trién SPDL théng qua vai tro trung gian ctia Nhan thirc nha
quan ly trong xay dung chién lugc Marketing SPDL.

Hinh 1: M6 hinh nghién ctru ly thuyét
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Nguébn: bé xuét cua tdc gia

Nghién ctru ké thira thang do tlr cac cong trinh clia Melese va Belda (2021), Gjerald va Lyngstad (2015),

Glowka va Zehrer (2019) va phat trién bo thang do Likert 7 diém phu hgp véi bdi cdnh nghién ctu tai TP.

Hué. Hé thdng thang do gom 11 nhan t6, trong dé co 1 bién phu thudc, 1 bién trung gian, 9 bién doc lap.

Chon mau nghién ctru

DEi tugng khao sat la cac nha quan ly cdp trudng, phd phong va lanh dao DND

L hién dang ddm nhiémcac

vi tri lién quan dén hoat dong kinh doanh cla don vi trén dia ban TP. Hué. D liéu dugc thu thap thong

qua cac hinh thirc phdng van truc tiép, gui thu, thu dién tir va bang hdi truc tuyén. Thoi gian khao sat tlr

ngay 1/3/2024 dén 1/5/2025.

M&u nghién ctru dugce lya chon theo phuong phap 1ay mau phi xac suat vadi k

§ thuat chon mau 1a thuan

tién. Cac d6i tugng khao sat dugc phan bé tai TP. Hug, thi xa Huong Tra, thi x3 Huong Thuy va cac huyén
Phong Dién, Quang Dién, Phu Vang, Phu Loc, Nam Déng theo dia gidi hanh chinh trude ngay 1/1/2025, khi
chua cé quyét dinh thanh 1ap TP. Hué trén co s& tinh Thira Thién Hué trude day.

Nghién ctu st dung cdch viét s6 thdp phén theo chudn quéc té.
KET QUA NGHIEN CU'U

Thong ké mo ta

Nghién ctru thu thap dugc 725 phi€u khao sat hgp 1é sir dung cho phan tich dir liéu. K&t qua thdng k& md

ta cho thay dac di€ém mau nghién ctru nhu sau:

Veé gidi tinh, nam chiém 41.9%, nit chiém 58.1%, cho thay ty |1& nit gilr vi tri quan ly trong DNDL tai TP. Hué

cao hon nam.
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Vé dé tudi, nhom tudi tir 31-39 chi€m ty 1é cao nhat vdi 25.9%, ti€p theo la nhom 40-49 tudi chiém 23.9%;
nhém dudi 30 tudi chiém 21.7% va tir 60 tudi trd 1én chiém 13.5%.

V& trinh d6 hoc van, 58.6% ddi tuong cd trinh dd dai hoc va sau dai hoc, trong khi dé trinh dé cao déng
chiém 14.2%, trung cap chiém 13.9% va trung hoc phd théng chiém 13.2%.

Vé thu nhap, muc thu nhap phd bién 1a 16-20 triéu/thang (chiém 35.9%), ti€p theo la 21-25 triéu/théng
(21.7%), trén 25 triéu/thang (11.6%), tUr 11-15 triéu déng/thang (19,2%) va dudi 10 triéu déng/thang
(12,3%).

V& linh vuc hoat ddng, cé 460 nha quan ly tham gia tai cac doanh nghiép kinh doanh khach san (chiém
63.4%) va 265 ngudi tai cac doanh nghiép It hanh (chiém ty 1& 36.6%), cho thay Iinh vuc luu trd chiémty
trong I6n hon tai TP. Hué

Phan tich cac mai quan hé cau tric tac dong truc tiép

K&t qua phan tich PLS-SEM (Bang 1) cho thay 12/12 gid thuyét nghién clru vé cac mdi quan hé tryc tiép
déu dugc chap nhan vdi gia tri P-value < 0.05.

Bang 1: Danh gia tac dong truc tiép

BRA -> DEV 0.209 0.000 0.062
H8 BRA - PER 0137 0.000 0.031
H6 DEL - PER 0.340 0.000 0.207
H4 PEO - PER 0.123 0.000 0.027
H10 PER - DEV 0.436 0.000 0.255
H5 PHY - PER 0.087 0.002 0.014
H7 PLA - PER 0141 0.000 0.034
H2 PRI > PER 0.222 0.000 0.081
H3 PRO - PER 0.099 0.001 0.016
H12 RIS - DEV -0.174 0.000 0.045
H9 RIS > PER -0.140 0.000 0.035
H1 TP - PER 0.084 0.001 0.013

Ngudn: Két qua phén tich SmartPLS, 2025

K&t qua cho thay cac nhan td thudc Chién lugc Marketing 7Ps va Hinh anh thuong hiéu déu co tac dong
tich cyc dén nhan thirc clia nha quan ly. Trong dd, Quy trinh cung ting cé murc tdc dong manh nhat (b =
0.340), tiép theo la Gia ca (b = 0.141), Su phan phdi va két ngi (b = 0.137), Hinh anh thuong hiéu (b =
0.123), Nhan luc (b = 0.099), Quang ba truyén théng (b = 0.084) va Su san c6 cta SPDL (b = 0.084).

Nguoc lai, Rui ro kinh doanh cé tac déng nghich chiéu dén Nhan thirc cla nha quan ly (b = -0.140). K&t
qua chi rd rang Nhan thc clda nha quan ly trong xay dung chién lugc Marketing sé cé tac dong tich cuc
dé&n Y dinh phat trién SPDL dudi géc do y dinh thuc hién (hé s6 tac dong = 0.436, p < 0.05).
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Can cur hé s6 f2 theo Cohen (1988), murc do tac dong dugc chia thanh 3 nhém:

Tdc dbng trung binh: DEL - PER, PER-> DEV.

Tdc dong nho: BRA - DEV, BRA = PER, PEO - PER, PLA- PER, PRI = PER, RIS = DEV, RIS PER.
Tdc déng rat nhé: TP - PER, PRO - PER, PHY - PER.

Phan tich cac mai quan hé cau tric tac dong gian tiép

DE kiém dinh vai trd trung gian cda nhan thirc nha quan ly, cac gia thuyét gian ti€p dugc ky hiéu tir H1la -
H9a, tuong tng vdi cac giad thuyét tryuc tiép tir H1 - H9. Bang 2 cho thay, cac giad thuyét tir H1a - H9a déu
dugc chap nhan trong do riéng gia thuyét H9a cho thay c6 méi quan hé tac déng trung gian nghich chiéu.

Bang 2: Danh gia tac dong gian tiép

BRA > PER - DEV 0.060 0.013 0.000
H6a DEL - PER -> DEV 0.148 0.014 0.000
H2a PRI - PER - DEV 0.097 0.014 0.000
HO9a RIS - PER > DEV -0.061 0.014 0.000
H3a PRO - PER - DEV 0.043 0.014 0.002
H4a PEO -> PER > DEV 0.053 0.013 0.000
H5a PHY - PER - DEV 0.038 0.012 0.002
H1la TP - PER - DEV 0.036 0.012 0.002
H7a PLA - PER - DEV 0.062 0.013 0.000

Ngudn: Két qua phén tich SmartPLS, 2025
THAO LUAN VA KHUYEN NGHI
Cac méi quan hé truc tiép

K&t qua nghién ctru dinh lugng véi 725 phi€u khdo sat cho thay, ngoai trir tdc déng ctia SPDL hién tai tac
dong khong dang k&, cac nhan t6 con lai déu tac dong dén Nhan thirc clia nha quan ly va tir dé tac déng
dén Y dinh phat trién SPDL.

Vé Gia ca cua san phdm du lich

Gia cd clia SPDL ma cac DNDL trén dia ban TP. Hué dang khai thac cé tac dong tich cuc dén Nhan thirc
clia nha quan Iy tai cac doanh nghiép véi mirc anh hudng trung binh (B = 0.022; f2 = 0.081). Trong DNDL
chién lugc giad 1a mét yéu t6 quan trong déi véi cac nha quan ly doanh nghiép bdi vi né tac dong truc tiép
dén lgi nhuan, doanh thu, ndng lyc canh tranh cling nhu hinh anh cla thuong hiéu va mdi quan hé gilra
thuong hiéu véi khach hang. Gia ca la mét yéu té quan trong dé gilp DNDL c6 thé canh tranh véi cac dsi
thd. MGt chién lugce gia hop ly sé gilp DNDL nay thu hut khach hang tlr cac ddi thu canh tranh va tang co
héi ban hang so véi DNDL khac.
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Bén canh d6 mét chién lugce gid hop ly cé thé gilip doanh nghiép téi wu hda Igi nhudn. Déng thaoi, tir chién
luge gid, khach hang s& nhin nhan thuong hiéu ctia DNDL la mét thuong hiéu binh dan, gia ré hay mot
thuong hiéu cao cap, dat dd. Trén co sd dé xac dinh phan khiuc khach hang ma don vi lya chon hodc uu
tién dé phuc vu.

K&t qua nay phu hgp véi nghién ctru cta Cirikovic (2020) va Melese va Belda (2021). Tuy nhién, mdc do
tac doéng chua I6n do cac SPDL con thi€u co s& dit liéu so sanh gia va thong tin thi truong.

Vé Su quang ba, truyén théng san pham du lich

Su quang ba, truyén théng SPDL c¢6 tac dong thudn chiéu dén Nhan thic cla nha quan ly DNDL tai TP.
Hué. (B = 0.099; f2 = 0.014), tuy nhién mic do tac ddng rat nhd. K&t qua nay tuong dong véi nghién clru
cua Cirikovi¢ (2014) va Nuseir va Madanat (2015).

MUrc dd tdc dong khong dang k& clia Sy quang bd, truyén thong SPDL cho thdy mot han ché 16n trong
viéc thu hat va phat trién SPDL mdi trén dia ban TP. Hué chua dugc chd trong. Du lich vdi tinh chat 1a
nganh kinh t& t8ng hop, ¢ tinh x& héi hda cao thi vi tri, vai trd clia céng tac truyén théng lai cang trd 1én
quan trong hon trong viéc quang ba san pham, dinh hudng tiéu dung va diéu chinh hanh vi clia cac bén
lién quan trong linh vuc du lich.

DE khai thac stirc manh cua truyén théng trong xuc tién, quang ba hé trg phat trién du lich bén viing, céc
DNDL can phgi hgp vdi cac co quan chirc nang quan ly nha nudc vé du lich nham str dung c6 hiéu qua cac
cOng cu truyén théng dé truyén tai théng tin dén du khach, bao gém: ban d6, so d6, to roi, tdp gap, buu
anh, sach, bao, tap chi...; truyén hinh, phat thanh, trang web; cac chuong trinh quang céo, t8 chirc su kién
xUc ti€n nhu cac doan FAM/Press, chuong trinh phat déng thi trudng, chuong trinh quan hé céng ching
gidi thiéu diém dén; van dung chién dich truyén thong qua mang x3 hdi (zalo, facebook, viber..) va cac
cbng nghé sé hién dai nham nhanh chéng lan truyén va cap nhat thoéng tin.

Vé Nhan luc trong doanh nghiép du lich

Nhan lyc trong DNDL cé tac ddng thuan chiéu dén Nhan thirc cta nha quan Iy DNDL (B = 0.123; 2
=0.027), mac du muirc dé anh hudng con nhé. Két qua nay cho thay cé su tuong dong véi mét sé nghién
ctu trude day cling chi ré tam quan trong clia nhan lyc trong hoat dong ctia cac DNDL bdi né khong chi
tac dong truc ti€p dén chat lugng dich vu cung cép, anh hudng dén nhan thirc va su hai long cla khach
hang va con anh hudng dén nhan thirc cda nha quan ly ddi véi cong tac quan tri doanh nghiép. Dién hinh
nhu nghién clru cla Armstrong va cong su (2014) cho thay trong linh vuc khach san can cé nhiing con
ngudi dam bao chat lugng.

Thu va Son (2023) cho rang chat lugng nguén nhan lyc trong ITnh vuc du lich dya trén 3 nhém yéu t6
thanh phan (kién thic, k§ ndng, thai do) vai 19 tiéu chi nhu: cé ki€n thirc chuyén nganh linh vyc du lich;
c6 ki€n thirc vé hé thdng san pham, dich vu ctia doanh nghiép; ki ning giao ti€p trong cdng viéc; k¥ nang
thuyét phuc khach hang; y thirc tuan thd néi quy va ky luat lao dong; y thirc quan tdm dén chat lugng
cbng viéc...

Vé Co so vat chat cua san pham du lich

Co s6 vat chat clia SPDL (PHY) c6 tac déng tich cuc dén nhan thic nha quan ly (B = 0,087; f2 = 0,014). Co
s@ vat chat clia cac DNDL la mét yéu t6 cd tac dong dén trai nghiém lam viéc cla nha quan ly tai DNDL
cling nhu cdm nhén vé chat lugng san phdm dich vu ma khach hang dugc thu hudng. K&t qua nghién ctru
phu hgp vdi nghién clu cta Park va céng su (2019) rang co s vat chat cia DNDL lam cho cac dac diém
v0 hinh cla dich vu trd nén hitu hinh va hd trg phat trién SPDL. Tuy nhién, cling can thiét phai phan biét
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rang gitra nhan thirc cdia nguoi quan ly vé viéc cung cap dich vu clia DNDL néi chung va cao sé vat chat noi
riéng vai nhan thic thyuc té cla khach du lich vé dich vu, co sé vat chat; gitra nhan thirc clia nha quan ly
vé mong dgi cla khach du lich va nhan thic cta nha quan ly vé viéc cung cap dich vu cla doanh nghiép
la c6 su khac biét.

Nghién ctru clia Tsang va Qu (2000) nhan manh, nhan thic cia khach du lich vé chat lugng dich vu dugce
cung cap trong nganh khach san & Trung Qudc luén thap hon mong dgi clia ho va cdc nha quan ly da
danh gid qua cao viéc cung cap dich vu so vdi nhan thirc cla khach du lich vé chat lugng dich vu thuc té
trong nganh khach san & Trung Quéc.

Vé Quy trinh cung trng san pham du lich

Quy trinh cung ing SPDL c6 tac déng thuan chiéu dén nhan thirc cla nha quan ly DNDL trén dia ban TP.
Hué (B = 0,340; f2 = 0,207). K&t qua nay cling tuong déng vdi nhiéu nghién ctru trudc day khi cho rang
quy trinh phuc vu, cung Ung san phdm cta DNDL cé tac déng cung chiéu vdi cdc cdm nhan, sy hai long
cuia khach hang vé chat lugng dich vu. Cé thé k& dén nghién clru cta Kozicka, Kot va Riana (2019) khi
ching minh mé&i quan hé gilra cac doi tac cu thé trong chubi cung Ung tai cadc DNDL sé& cé tac dong dén
su hai 1dbng cla khach hang. Trong khi dé rat nhiéu nghién ctru vé chat lugng dich vu ciing da khang dinh
quy trinh va nang luc phuc vu |3 y&u té dé cap dén su san sang dé giai quyét cac van dé da xdy ra va san
sang cung cap dich vu kip thoi cho khach hang tai cac DNDL. Néu cac yéu cau cla khach hang khéng
dugc dap ting dung vé mat thai gian, DNDL cé thé& sé& nhan phai su khi€u nai tlr phia khach hang va cling
chinh vi vdy nha quan ly luén nhan thic r tac déng cla quy trinh va nang luc déi véi viéc ra quyét dinh
cla chinh ban than hang ngay (Ali va céng su, 2021; Anwar, 2017).

Vé Su phan phéi va két néi cua san pham du lich

Su phan phdi va két néi san phadm cla SPDL cé tac dong tich cuc dén Nhan thic clia nha quan ly (B =
0.034; f2 = 0.141). K&t qua nay théng nhat vdi cac nghién clru cla Pearce va Schott (2005), Schott(2007)
vé quan diém chinh dia diém, vi tri ho&dc cac kénh phan phgi sén phdm cta DNDL cang thuéan lgi, cang da
dang thi viéc cung cap dich vu cang thuan lgi va khién cho khach hang hai long hon. Diéu nay lam cho lgi
thé& canh tranh va viéc nhan thic cling nhu ra quyét dinh clia nha quan ly tai cdc DNDL cang dé dang hon.

Trén thuc t€, can cr vao mai quan hé véi du khach, kénh phan phdi tai cdc DNDL dugc chia thanh 2 loai:

kénh phan phdi san pham truc tiép va kénh phan phdi san pham gian tiép.

VGi kénh phan phdi sén pham tryc ti€p, DNDL giao dich truc tiép vdi khach hang khéng qua bat c&r mot
trung gian nao. Céc kiéu t8 chirc kénh thudng dugc sir dung nhu: (1) s&r dung ngudn luc clia doanh nghiép
dé chao va ban hang truc ti€p cho khach du lich dac biét chu y téi ban hang ca nhan; (2) truc tiép st
dung van phong hodc chi nhanh trong va ngoai nudc dé€ lam co s& béan chuong trinh du lich; (3) mé céc
van phong dai dién, cac dai dién ban |é cla doanh nghiép; (4) s&t dung hé thdng thong tin lién lac, dac
biét 1a hé théng ndi mang t& chirc ban chuong trinh du lich cho du khéach tai nha.

VGi kénh phan phsi san phdm gian ti€p, cdc DNDL Gy nhiém cho cac doanh nghiép khac lam dai ly tiéu
thu. DNDL Gy nhiém s& chiu hoan toan trach nhiém vé san phadm ma minh Uy thac, vé chat lugng céc dich
vu cé trong chuong trinh da ban cho khach.

Vé Hinh anh thuong hiéu san pham du lich

Hinh anh thuong hiéu ctia DNDL cé tac dong thuén chiéu dén Nhan thirc cldia nha quan ly DNDL tai TP.Hué
(B = 0137; f2 = 0.031). Dbng thoi hinh dnh va thuong hiéu nay cling cé tac dong tich cuc thuan chiéu dén

Y dinh phat trién SPDL (B = 0.209; f2 = 0.062). K&t qua nay ciing hoan toan tuong ddng véi mot s6 cac
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nghién clru. Dién hinh nhu Foroudi (2019) cho rang niém tin vao cac nha quan ly phan nao lam trung gian
cho mai quan hé gilta danh tiéng cong ty du lich dugc cdm nhan va hanh vi truyén miéng tich cuc. Hay néi
cach khac danh tiéng tich cuc cla cong ty du lich s& khuyén khich y dinh truyén miéng tich cuc théng
qua nhan thirc va niém tin vao cac nha quan ly. Trong khi dé nghién clru ctia Hunt (1975) ciling khang dinh
hinh anh chinh |a mot trong nhitng nhan t6 déng vai tro trong phat trién hoat déng du lich.

Cac DNDL trén dia ban TP. Hué c6 thé& dua vao thuong hiéu diém dén cla dia phuong dé xay dung nén
thuong hiéu, hinh anh cda chinh don vi minh. Ngoai thé€ manh chinh vdi thuong hiéu Thanh phé Festival,
Thanh pha di san lau nay thi hién cé thé xay dung va dinh vi thém hinh anh va thuong hiéu cla céc doanh
nghiép c6 thé€ manh cac san phdm duya trén nén tang danh xung "Thanh phs &m thuc" hay "Thién dudng
dm thuc" khi cé trong minh chi€ém hon 50% danh muc 3.000 mén an Viét Nam, tuong duong 1.700 mén va
nam & vi thé 28/100 danh sach nhiing thanh phd cé d6 ngon nhat thé gidi 2023 (Nguyén D6 Vinh Long,
2024).

Vé Rui do kinh doanh du lich

RUi ro kinh doanh cé tac dong nghich chigu dén Nhan thirc ctia nha quan Iy DNDL (B = -0.140; f2 =0.035),
dong thoi tac ddng nghich chiéu dén Y dinh phat trién SPDL (B = -0.174; f2 = 0.045). K&t qua nay phan
anh rang, déi vaoi cadc DNDL trai qua thoi gian khing khodng do dai dich COVID-19 trong cac ndm 2021,
2022 thi nha quan ly cé nhan thic rat ré tdc dong tur rudi ro kinh doanh. Diéu nay ciling phu hgp véi cac
nghién clru da dugc thuc hién déc biét 1a cong trinh clia Lirmdu va Donaldson (2024) nhan manh rang rui
ro kinh doanh sé& lam cho nhan thic vé quan tri chién luge, quan tri rdi ro trong diéu hanh cla nha quan ly
tai cdc DNDL thay déi.

Vé Su san co cua san pham du lich

Su san co cla SPDL ¢6 tdc dong nhé dén nhan thirc nha quan ly (B = 0,084; f2 = 0,013). K&t qua nay cho
thdy cac SPDL hién tai cla cac DNDL trén dia ban TP. Hu& can nghién clru c6 chiéu sau, danh gia va phan
tich k§ ludng hon dé€ cac nha quan ly nhin nhan lai thyc té, trai nghiém dudi géc d6 minh 1a mét khach
hang, tir d6 cé danh gia ré cam nhan, sy hai long, mic dé trung thanh...déng thoi co sy cai tién va phat
trién cac SPDL.

Nhan thdc clda nha quan ly cé tdc déng manh nhat dén y dinh phat trién SPDL (B = 0,663; f2 = 0,786).
Diéu nay khang dinh vai tro trung tdm cla nha quan ly trong hoach dinh chién lugc va phat trién san pham
mdi, phu hop véi cac nghién clru trudc day clia Melese va Belda (2021), Rasoolimanesh va Jaafar (2016),
Komppula (2001) khi cho rang viéc phat trién SPDL c6 tdc ddng rat I6n tlr phia nhan thirc cla cac bén lién
guan bao gém khach hang, ngudi dan sinh séng xung quanh, chinh quyén va quan ly nha nudc. Dac biét
trong dé cé nhan thirc tir chinh ngudi sé hitu, nha quan Iy tai cac DNDL.

Cac mai quan hé gian tiép

Can clr vao két qua tai Bang 2 cd thé nhan thay tac ddng cua cac yéu td dén Y dinh phat trién san pham
cuia cac DNDL trén dia ban TP. Hué déu chju anh hudng tir cac nhan td ddc 1ap qua trung gian cta Nhan
thirc tir phia nha quéan ly (PER).

Nhan thirc clia nha quan ly tai cdc DNDL déng vai trd trung gian cho mdi quan hé giira Gia ca SPDL véi Y
dinh phat trién SPDL cla cac DNDL trén dia ban TP. Hué. K&t qua nghién ctu nay c6 sy khac biét vai
nghién clru clia Melese va Belda (2021) & diém: mé&i quan hé tac ddng trung gian nay la méi quan hé tac
dong thuan chiéu, phan anh gia ca cta SPDL hién tai lam co sé& d€ cac doanh nghiép xac dinh va y dinh
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phat trién cac SPDL véi mirc gid ca canh tranh hon, t6t hon. Trong khi, Melese va Belda (2021) lai cho
rang mGi quan hé nay la quan hé nghich chiéu.

Nhan thirc cla nha quan ly tai cdc DNDL ddng vai tro trung gian cho mdi quan hé gira Sy quang b3,
truyén thong vé SPDL véi Y dinh phét trién SPDL clia cac DNDL trén dia ban TP. Hué&. Két qua nghién ctu
nay tuong dong véi mot sé nghién clru trong do cd nghién clru clia Melese va Belda (2021) khi cho rang
chinh viéc quang b, truyén thong la co héi d€ SPDL méi dugc ra doi va dén véi khach hang.

Nhan thirc cla nha quan ly tai cdc DNDL cling dong vai tro trung gian cho méi quan hé gilra Nhan lyc tai
cac DNDL véi Y dinh phat trién SPDL ctia cdc DNDL trén dia ban TP. Hué. K&t qua nghién ctru nay tuong
dong vai nghién clru clia Melese va Belda (2021), Armstrong va cdng su (2014), Thu va Son (2023) khi
cho rang chinh kién thurc, k§ nang, thai doé phuc vu clia déi ngli nhan vién tai cac DNDL la yéu td quyét
dinh dén y dinh phat trién san pham, dua san phadm mdi dén vdi su trai nghiém va s dung cda du khach.

Nhan thic cla nha quan ly tai cac DNDL ciling dong vai tro trung gian cho méi quan hé gilra Quy trinh
cung ng SPDL véi Y dinh phat trién SPDL clia cac DNDL trén dia ban Thanh phd. Nghién ctru nay hoan
toan tuong dong vdéi Melese va Belda (2021) khi cho rang quy trinh phuc vu tai cac DNDL la yéu té quyét
dinh dén chéit lugng cua dich vy, tadc déng I6n dén y dinh phat trién san phdm cua don vi.

Bén canh do k&t qua tai Bang 2 cling chi rd mai quan hé tadc dong trung gian cé y nghia thdng ké cla yéu
t6 Co s& vat chat clia DNDL dén Y dinh phét trién san phdm (DEV) ctia don vi. K&t qud nghién clu nay
hoan toan tuong déng véi mot s6 nghién clru trong dé c6 nghién ctru clia Melese va Belda (2021), khi
nhan manh co sd vat chat bao gém ca cac yéu td hiru hinh va vé hinh tai cdc DNDL Ia yéu t6 quyét dinh
dén chat lugng cua dich vy, tdc déng I6n dén y dinh phat trién san pham cla don vi.

Nhan thic clia nha quan ly (PER) tai cac DNDL ddng vai tro trung gian cho mdéi quan hé gitra Sy phan phoi
va k&t ndi SPDL (PLA) véi Y dinh phét trién SPDL (DEV) ctia cac DNDL trén dia ban TP. Hué. K&t qua nay
tuong dong vai nghién ctru clia Melese va Belda (2021), Pearce va Schott (2005), Schott (2007).

Trong khi dé Hinh dnh thuong hiéu clia SPDL ciing c6 mdi quan hé tac dong dén Y dinh phat trién san
phdm thong qua Nhan thirc clda nha quan ly. K&t qua nghién clru nay hoan toan tuong dong vdi nghién
clru clia Melese va Belda (2021), Foroudi (2019), cho rang day la yéu té cé tac dong tich cuc va thuan
chiéu d6i vdi y dinh phat trién san phdm nham dua DNDL phat trién bén virng va hiéu qua hon.

Nhan thic clia nha quan ly tai cdc DNDL déng vai tro trung gian cho mdi quan hé tac dong tich cuc thuan
chiéu gita yéu t6 Su sén cé clia SPDL dén Y dinh phat trién SPDL clia cdc DNDL trén dia ban TP. Hug,
doéng nhat véi mot sé cac nghién clru nhu Melese va Belda (2021) khi cho rang chinh san pham hién tai 1a
nén tang va co sd cho viéc hoan thién va phat trién méi cac SPDL trong tuong lai.

Cudi cung, Nhan thic ctia nha quan ly tai cac DNDL con dong vai tro trung gian cho méi quan hé tac déng
nghich chiéu gitta y&u t6 RUi ro kinh doanh vdi Y dinh phat trién SPDL clia cac DNDL. K&t qua nghién ctru
nay hoan toan tuong dong véi mot sd nghién clru trong dé cé nghién ctru clia Rahman va cong su, (2021).

KET LUAN

K&t qua nghién clru thuc nghiém nay gép phan lam da dang hon céc nghién ctu thuc nghiém vé Y dinh
phat trién SPDL dudi goc dd quan tri doanh nghiép d3c biét 1a nghién ctru sdu vé Nhan thirc clia nha quan
ly doanh nghiép vé y dinh phat trién SPDL (goc dé cung du lich). Bén canh dé nghién ctu cling c6 déng
gép thuc tién déi véi hoat dong trién khai va thuc thi cac chién luge Marketing 7Ps trong thuc tién va bai
céanh tai cadc DNDL dia ban TP. Hué.
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