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Abstract 

 
This research aims to analyse the effect of social influence, effort expectancy, performance 
expectancy, facilitating conditions, and environmental attitude on marine ecotourism behavior, with 
e-WOM intention and marine ecotourism intention as mediating variables. A quantitative approach 
was employed using validity test, reliability test, and path analysis based on data collected from 248 
tourist respondents who had visited marine ecotourism destinations. The study proposed nine 
hypotheses, of which two were rejected. The findings indicate that most exogenous constructs 
significantly affect marine ecotourism behavior, either directly or indirectly. E-WOM intention was 
recognized as a significant intermediary, linking views on usefulness, ease of use, and environmental 
attitudes to sustainable actions. Furthermore, the inclination to participate in marine ecotourism is 
crucial in linking the effects of different factors to actual behavior. These findings highlight the 
significance of digital communication and personal intention in fostering environmentally conscious 
tourism practices. This study provides theoretical insights into creating models for sustainable tourist 
behavior and offers practical advice for destination managers and policymakers to advance 
sustainable marine ecotourism in Indonesia. 
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1. Introduction 

Indonesia, known as the world's largest archipelagic nation, boasts an extensive marine 
territory teeming with diverse ecosystems and plentiful natural resources. This unique 
geographic and ecological advantage presents significant opportunities for the country to 
advance a blue economy, a plan focused on the sustainable use of ocean resources to enhance 
economic development and elevate the quality of life for communities, and ensure 
environmental conservation (Nugroho et al., 2021). The Indonesian government has been 
actively promoting this paradigm to optimize the use of coastal and marine resources without 
compromising ecological sustainability (Marwa et al., 2024; Sari et al., 2024). One of the key 
sectors within the blue economy is marine ecotourism, which emphasizes conservation, 
community engagement, and environmental education. This approach not only generates 
economic benefits but also fosters public awareness regarding the importance of 
environmental protection (Mustika et al., 2023). To support the growth of this sector, the 
government has implemented various policies, such as expanding marine protected areas and 
promoting sustainable fisheries, which are aligned with efforts to improve the welfare of 
coastal communities (Wijaya et al., 2022). 

Research has shown that several factors influence tourists' behavior and intention in the 
context of marine ecotourism. According to Chang et al. (2022), tourists' views on effort 
expectancy, social influence, performance expectancy, and environmental attitude 
significantly influence their intentions and actions regarding marine ecotourism. Achieving 
success in developing marine ecotourism requires a thorough comprehension of the factors 
that drive active participation and involvement of local communities in sustainable tourism 
efforts. The Unified Theory of Acceptance and Use of Technology (UTAUT) model, as 
outlined by Venkatesh et al. (2021), highlights key elements that affect intention and 
behavior: social impact, effort expectations, performance expectations, facilitating 
conditions, and environmental attitudes. Furthermore, ecological attitudes are critical in 
shaping pro-environmental behavior, including decisions to engage in ecotourism activities 
(Ren et al., 2021). In particular, ecological values especially those centered on biospheric and 
altruistic concerns significantly influence consumption patterns within marine ecotourism 
(Gao et al., 2023). Moreover, moral beliefs and pro-environmental behaviors contribute to 
tourists’ engagement and willingness to promote marine ecotourism through electronic word 
of mouth (e-WOM) (Fakfare et al., 2024; Jayasekara et al., 2024). 

In today's digital era, digital reviews (e-WOM), the electronic dissemination of information 
from one individual to another, has become a crucial factor that significantly influences 
individuals' perceptions and decision-making processes in choosing marine ecotourism 
destinations. Through various digital platforms, tourists can share experiences, provide 
recommendations, and raise public awareness about sustainable tourism practices (Reyes-
Menendez et al., 2020). According to the UTAUT model, these digital interactions enhance 
social influence, enhance environmental awareness, and promote responsible travel behavior. 
Gaining insight into how e-WOM and personal intentions in marine tourism convert into real 
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actions can aid in crafting more effective digital communication strategies to promote 
responsible tourism behavior. (Khan et al., 2022). 

Despite Indonesia’s abundant marine resources and the government’s various initiatives to 
support the blue economy, the adoption of sustainable marine ecotourism practices still faces 
significant challenges. Limited community engagement, inadequate infrastructure, and low 
public awareness regarding the importance of environmental conservation remain key 
obstacles (Yaja et al., 2023). Additionally, the reasons behind people's choices to engage in 
marine ecotourism are not completely understood. (Santoso et al., 2023). To tackle these 
issues, additional research is required to explore the impact of social influence, effort 
expectations, performance expectations, facilitating conditions, and environmental attitudes 
on individuals' intentions to engage in e-WOM and participate in marine ecotourism. 
Furthermore, it is essential to understand how these intentions eventually lead to actual 
tourism behavior, specifically in the context of marine ecotourism. A deeper understanding 
of these relationships can enable stakeholders to design more targeted and effective programs 
to promote sustainable marine ecotourism, contributing to the well-being of coastal 
communities and the preservation of marine ecosystems (Yulianto et al., 2024). 

 
 
2. Literature Review 
 
Unified Theory of Acceptance and Use of Technology (UTAUT) 
In 2003, Venkatesh and colleagues developed the UTAUT model, which serves as a 
comprehensive framework by integrating insights from various existing models of 
technology acceptance and usage. This foundational model draws heavily from established 
theories such as the Innovation Diffusion Theory (IDT), Theory of Planned Behavior (TPB), 
Technology of Acceptance Model (TAM), and the Theory Reasoned Action (TRA). The 
framework plays a crucial role by identifying the four primary factors that affect a person's 
intention and actual behavior when it comes to adopting technology (Bommer et al., 2022; 
Suryawardana et al., 2024). These key components include social influence, performance 
expectancy, facilitating conditions, and effort expectancy. Performance expectancy pertains 
to the perceived advantages of a technology in improving task performance, whereas effort 
expectancy deals with how easy the technology is perceived to be. Social influence refers to 
the effect that people close to an individual, like friends or family, have on their decision to 
embrace a technology. Facilitating conditions involve the perceived availability of sufficient 
technical support and resources offered by an organization. As noted by Venkatesh et al. 
(2003), these concepts are recognized for shaping individuals' intentions to use technology, 
which subsequently impacts the actual use of that technology. This influence can be direct, 
where a factor directly impacts intention or behavior, or indirect, where another factor 
mediates the effect. 
 
Marine Ecotourism 
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As highlighted by Utami et al. (2020), marine ecotourism serves two primary objectives: 
promoting the conservation of natural resources by educating the public about the importance 
of marine protected areas, and supporting sustainable development in these regions by 
emphasizing ecological protection for both local communities and visitors. Fundamentally, 
Marine ecotourism offers travelers the chance to engage with marine ecological 
environments, enhancing their appreciation and comprehension of marine ecosystems (Zhu 
et al., 2020). Marine ecotourism significantly enhances the value of tourism offerings, 
broadens the domestic market, and creates a substantial economic ripple effect at the regional 
level (Nurhayati & Purnomo, 2017). Marine ecotourism serves two important functions: it 
generates foreign exchange revenue and acts as a vital tool for sustainable natural resource 
conservation (Nurhayati et al., 2019). This type of tourism is expanding swiftly, with growth 
evident in both its scale and total worth (Cater, 2003). 
 
Performance Expectancy, e-WOM Intention, and Marine Ecotourism Intention 
Performance expectancy is fundamental in analyzing consumer behavior, particularly in 
digital and bold environments. Essentially, Performance expectancy refers to a person's belief 
that a system or service will be advantageous to them, which means enhancing their 
performance, increasing efficiency, boosting productivity, or saving time (Rahman & Sloan, 
2017). This concept is critical because consumer contentment with a service or technology 
largely hinges on initial assumptions about its performance (Diep et al., 2016; Choi et al., 
2011). The extent to which users fulfill or exceed their expectations significantly influences 
their readiness to adopt or continue utilizing a service or technology. Studies by Gupta and 
Dogra (2017), Loureiro et al. (2018), and Rahman and Sloan (2017) have all highlighted the 
significant effect of performance expectancy on tourists' acceptance of e-travel platforms and 
their online travel purchases. Furthermore, given that consumers highly value informal 
recommendations, such as word-of-mouth (WOM) promotion (Jung & Seock, 2017; Brown 
et al., 2005), and that online reviews represent an important form of e-WOM (Park & Lee, 
2008; Astuti & Hariyawan, 2021), positive performance expectancy can result in satisfied 
customers who, in turn, generate favorable e-WOM. This can significantly influence the 
decisions of prospective consumers. Recent research by Boro et al. (2024) confirms that 
performance expectancy significantly impacts e-WOM. 
 
Lee and Jan (2018) define ecotourism as encompassing tourist behavior, social culture, and 
environmental interactions that benefit the local economy while fostering meaningful 
learning experiences. These learning opportunities are a primary motivator for ecotourism, 
particularly among tourists who immerse themselves in destinations to observe nature, 
wildlife, and local culture. For example, visiting marine ecotourism locations for whale 
watching provides tourists with an understanding of marine ecology and local customs. This 
is consistent with the analysis of Chang et al. (2022), who emphasize that trips to marine 
ecotourism destinations present chances for tourists to learn about marine ecological 
conservation, thereby enhancing their willingness to participate in such activities. 
Performance expectancy is a key factor influencing tourists' intentions toward ecotourism, 
especially marine ecotourism. Gupta and Dogra (2017) describe performance expectancy as 
encompassing dimensions such as ease of use, usefulness, time-saving, and productivity. The 
study by Chang et al. (2022) demonstrates that performance expectancy significantly 
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influences marine ecotourism intention. When tourists anticipate that the ecotourism 
experience will be beneficial, convenient, and offer rich educational value, their intention to 
participate increases accordingly. 
 
H1a: Performance expectancy influences e-WOM intention 
H1b: Performance expectancy influences marine ecotourism intention 
 
Effort Expectancy, e-WOM Intention, and Marine Ecotourism Intention 
Effort expectancy plays a vital role in comprehending how people embrace and utilize new 
technologies, especially in the travel sector. Effort expectancy essentially pertains to users' 
perceptions of how easy it is to use new technologies (Boro et al., 2024). Both TAM and 
UTAUT highlight effort expectancy as a key factor that affects individuals' readiness to adopt 
new technologies (Sharma et al., 2021). Studies consistently show that travelers are more 
likely adoption of technology when it is perceived as user-friendly, especially for making 
travel-related decisions (Chao, 2019; Jan et al., 2025; Sharma et al., 2021; Zhang et al., 2021). 
In the hospitality and tourism sector, ensuring ease of use is vital for fostering positive e-
WOM promotion (Khan et al., 2024). 
 
At the same time, transportation is crucial in tourism, linking travelers with their destinations 
(Tóth & Dávid, 2010). This function is closely linked to accessibility, which measures how 
easily tourists can reach a destination and significantly influences their decision to visit 
(Morris et al., 1979), particularly in specialized locations such as marine ecotourism sites 
(Chang et al., 2022). Lower travel costs and shorter travel durations have consistently 
increased demand for recreational tourism (Tóth & Dávid, 2010). In fact, Chang et al. (2022) 
found that when marine ecotourism sites are more accessible, tourists are more likely to 
express interest in visiting them. This is supported by research results, which show a 
significant influence of effort expectancy on tourists' travel intentions (Zhang et al., 2021). 
The less effort and difficulty tourists anticipate in reaching marine ecotourism destinations, 
the more likely they are to engage in travel. 
 
H2a: Effort expectancy influences e-WOM intention 
H2b: Effort expectancy influences marine ecotourism intention 
 
Social Influence, e-WOM Intention, dan Marine Ecotourism Intention 
The impact of social influence plays a vital role in determining whether a person decides to 
adopt a new system or technology. It frequently encourages positive e-WOM, especially 
within the hospitality and tourism sectors. This concept of social influence is complex and 
consists of three main elements: subjective norms, image, and social factors (Venkatesh et 
al., 2003). As proposed by Ma & Huo (2023), a more specific definition states that social 
influence is how a person views the level of pressure or expectations from significant groups 
around them to use a particular system. Furthermore, a study by Boro et al. (2024) strengthens 
this finding by showing that social influence significantly impacts the spread of electronic 
information (e-WOM). This finding suggests that when others endorse a service or product, 
especially when it aligns with values such as sustainability, individuals will adopt and engage 
in positive e-WOM. 
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The impact of social influence is significant in determining how individuals intend to behave, 
which are reflected in their decisions to adopt a new technology or participate in certain 
activities such as marine ecotourism. When individuals experience anxiety regarding the use 
of technology, they often seek out others' experiences to gain reassurance (Ali et al., 2024). 
Various research efforts have repeatedly demonstrated a strong link between social influence 
and the intention to undertake particular actions (Ali et al., 2024; Gupta et al., 2018; Pan & 
Gao, 2021). Moreover, sharing unique travel experiences, particularly in the realm of 
ecotourism, social media can satisfy the fundamental human desire to achieve social 
recognition from others (Griskevicius & Kenrick, 2013). According to Chang et al. (2022), 
individuals who are greatly affected by social influences are more likely to have a strong 
desire to participate in marine ecotourism. 
 
H3a: Social influence influences e-WOM intention 
H3b: Social influence influences marine ecotourism intention 
 
Facilitating Conditions, e-WOM Intention, and Marine Ecotourism Intention 
Facilitating conditions encompass the presence of the necessary sources and expertise 
compulsory to utilize the system efficiently (Ali et al., 2024; Venkatesh et al., 2012). As 
outlined in the UTAUT framework, the surrounding environment can encourage or hinder 
adopting and using new technologies (Boro et al., 2024). These conditions represent objective 
factors that simplify achieving specific behavioral outcomes within particular contexts (Loo 
et al., 2009). This includes access to adequate facilities, equipment, or support to make it 
easier for an individual to adopt or maintain an action or habit (Siddik et al., 2014). For 
instance, in marine ecotourism, the government has actively introduced marine ecological 
protection policies and ecotourism initiatives to establish favorable facilitating conditions 
(Chang et al., 2022). Beyond practical resources, facilitating conditions also contribute to 
individuals' perceived psychological control, which is shaped by their cultural, social, and 
technological backgrounds and may influence their willingness to adopt certain behaviors 
(Mullan et al., 2017). As a result, when people recognize that the required support and 
resources are easily accessible, it enhances their intention to engage in activities such as 
marine ecotourism. It encourages them to share positive e-WOM regarding their experiences. 
 
H4a: Facilitating conditions influences e-WOM intention 
H4b: Facilitating conditions influences marine ecotourism intention 
 
Environmental Attitude, e-WOM Intention, and Marine Ecotourism Intention 
Environmental attitude is a trait that individuals develop over time, prompting them to 
consistently show concern for environmental matters and ultimately engage in 
environmentally protective behaviors (Widegren, 1998). This attitude encompasses 
environmental values and beliefs (Widegren, 1998). More broadly, environmental attitudes 
reflect a person's psychological views and responses, including beliefs and feelings like 
agreement or disagreement with issues and environmental conditions (Chang et al., 2022). 
Positive attitudes clearly affect behavioral intentions. Research conducted by Ibnou-
Laaroussi et al. (2020) on sustainable tourism in Cyprus found that tourists' perceptions have 
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a huge impact on their intents and engagement in eco-friendly tourism.. The same research 
discovered that this desire had a favorable impact on ecologically responsible travel behavior 
(Ibnou-Laaroussi et al., 2020). Furthermore, research by Huy et al. (2022) demonstrated that 
tourists' green attitudes directly and positively influence their green electronic word-of-
mouth. Consistent with these findings, prior studies have consistently shown that pro-
environmental attitudes significantly affect ecotourism engagement (Fang et al., 2018). 
Chang et al. (2022) specifically discovered that one's attitude towards the environment affects 
their intention to engage in marine ecotourism. Consequently, having a strong environmental 
attitude is likely to result in a greater desire to participate in marine ecotourism and an 
increased chance of sharing positive electronic word-of-mouth about these experiences. 
 
H5a: Environmental Attitude influences e-WOM intention 
H5b: Environmental Attitude influences marine ecotourism intention 
 
e-WOM intention and Marine Ecotourism Behavior 
e-WOM significantly impacts travel intentions and decision-making (Gosal et al., 2020). This 
is because travel-related e-WOM shared on social networking sites (SNS) leverages existing 
social relationships (Luo & Zhong, 2015). Information disseminated through these networks 
is often more influential than other decision-making factors, as social media generally shapes 
consumer choices (Cheung et al., 2014). Word-of-mouth (WOM) provides valuable 
information that helps promote products or services (Lien & Cao, 2014), directly influencing 
user behavior. Earlier studies have also indicated that individuals who promote a goods or 
services through positive WOM are more likely to use it themselves. (Farzin et al., 2020). 
This is further supported by findings indicating that a positive mood can motivate consumers 
to adopt technology, affecting their readiness to participate in WOM and actual use (Lien et 
al., 2018). Therefore, a firm intention to engage in e-WOM regarding marine ecotourism will 
likely translate directly into actual participation in marine ecotourism activities. 
 
H6: E-WOM intention influences marine ecotourism behavior 
 
Marine Ecotourism Intention and Marine Ecotourism Behavior 
Behavioral intention is regarded as a highly reliable indicator of how an individual will act 
(Tangeland et al., 2013). The research results show that tourists' decisions to travel are 
significantly influenced by psychological factors, such as personal motivation and 
perception, as well as social factors, such as the influence of reference groups or prevailing 
norms (Gu et al., 2017) and their mental states, which can significantly affect future travel 
behavior (Jang & Namkung, 2009). Specifically in tourism, previous studies have 
consistently demonstrated that tourists' intentions strongly influence their actual behavior 
(Xie & Luo, 2021). This implies that when tourists possess a strong intention for marine 
ecotourism, they are highly likely to take action that involves participating in marine 
ecotourism. Chang et al. (2022) further support this by demonstrating that tourists' intentions 
regarding marine ecotourism have a direct impact on their actual behavior in this area. 
Moreover, the concept of environmental behavior proposed by Hines et al. (1987) identifies 
intention as a crucial element in promoting actions that benefit the environment, a concept 
that is also emphasized by TPB (Ajzen, 1991) and subsequent studies (Lai & Nepal, 2006). 
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Additional research has shown that intentions related to environmental protection effectively 
predict observed behaviors (Chen & Thung, 2014; Cheng & Wu, 2015). A strong intention 
to engage in marine ecotourism, often rooted in environmental attitudes, is thus a key 
indicator of actual participation in such activities. 
 
H7: Marine ecotourism intention influences marine ecotourism behavior 
 
e-WOM Intention as Mediator 
e-WOM messages refer to the ways people engage with online reviews or information about 
a product, company, or service (Lee & Youn, 2009). Social media users often encounter a 
large volume of e-WOM, and research consistently indicates that this type of information 
influences consumers' buying choices (Leong et al., 2022). The perceived value of e-WOM 
messages is vital, as it enhances behavioral intention through the mediating effect of e-WOM 
adoption (Sardar et al., 2021). e-WOM significantly impacts tourists' decisions and 
preferences regarding travel destinations (Jalilvand et al., 2013). Research conducted by 
Adam et al. (2023) indicates that e-WOM acts as a link between how tourists perceive a 
destination and their desire to return. Additionally, a study by Boro et al. (2024) corroborates 
the intermediary function of e-WOM in the connection between intention to visit a 
destination and social influence, as well as between the intention to visit and facilitating 
conditions. As a result, variables such as social influence, performance expectancy, 
facilitating conditions, effort expectancy, and strong environmental attitudes collectively 
promote positive e-WOM intentions, which in turn directly encourage actual marine 
ecotourism activities. 
 
H8: Effort expectancy, social influence, performance expectancy, environmental attitude, and 
facilitating conditions influence marine ecotourism behavior mediated by e-WOM intention 
 
Marine Ecotourism Intention as Mediator 
Behavioral intention mediates between attitude and behavior, indicating that attitudes 
influence intentions, which drive actions (Ajzen, 1991). In the realm of environmental issues, 
intention serves as a crucial intermediary factor. For example, the attitude–intention–
behavior model proposed by Lee (2011) highlights that environmental intention acts as a 
bridge between environmental attitude and behavior. Furthermore, research conducted by 
Lee and Jan (2018) demonstrated that the intention to participate in ecotourism is a vital 
mediator, linking attitude toward environment, subjective norms, and perceived behavioral 
control to actual ecotourism behavior. This underscores the significance of people's intention 
to engage in ecotourism as a key connection between various influencing factors and real 
behavior. According to Teeroovengadum (2019), a strong environmental identity in tourists 
can shape their attitudes, thereby increasing their intention to partake in ecotourism activities 
and ultimately leading to genuine ecotourism behavior. When conditions are conducive, 
elements such as effort expectancy, social influence, performance expectancy, and 
environmental attitude collectively nurture a strong intention towards marine ecotourism. 
This intention then acts as a direct motivator for individuals to engage in actual marine 
ecotourism activities. 
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H9: Facilitating conditions, social influence, performance expectancy, effort expectancy, and 
environmental attitude have an influence on marine ecotourism behavior mediated by marine 
ecotourism intention 
 

 
Figure 1. Research Model 

 

3. Research Methods 
This study utilized primary data that collected directly from participants. The data gathering 
process involved a questionnaire featuring closed-ended questions. The individuals who 
filled out the questionnaire were tourists who had previously visited marine ecotourism 
sites. Consequently, a purposive sampling method was employed, choosing participants 
according to criteria that match the objectives of the study. In total, 248 individuals 
participated, meeting the minimum sample size required for SEM analysis, as suggested by 
Zhang, Wu, and Buhalis (2018). Path analysis was employed to explore the connections 
among constructs using the statistical software SmartPLS 4. 

Prior to conducting the structural model assessment, face validity was evaluated using the 
expert judgment method. In this stage, the developed questionnaire was reviewed and 
assessed by experts to ensure that the instrument's content was easily understood and free 
from perceptual bias. Subsequently, convergent validity and construct reliability were 
evaluated by the outer model (Hair et al., 2022). Convergent validity was proven when the 
average variance extracted (AVE) for each construct was more than 0.50, signifying that the 
indicators explained over 50% of the variance in their respective constructs. Construct 
reliability was evaluated through Cronbach's Alpha and Composite Reliability (CR), both of 
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which produced values exceeding 0.70 for all constructs, demonstrating strong internal 
consistency. Additionally, the outer loading values of all indicators exceeded 0.50, 
demonstrating that each indicator significantly represented the construct it was intended 
to measure. 

 
 
4. Results 
This research examines how effort expectancy, facilitating conditions, performance 
expectancy, social influence, and environmental attitude impact marine ecotourism behavior, 
with e-WOM intention and marine ecotourism intention serving as mediators. To accomplish 
this goal, the study employs several analytical steps, including demographic analysis, validity 
and reliability assessments, and hypothesis testing. Demographic analysis is used to 
determine the respondents' characteristics. Assessments of reliability test and validity test are 
performed to determine the accuracy and dependability of the measurement instruments used. 
Hypothesis testing is undertaken to assess whether the proposed hypotheses are validated. 

The first descriptive analysis is to portray the respondents' characteristics. In this study, 248 
tourists took part. Table 1 below displays the findings from the analysis of the respondents' 
characteristics: 

 

Table 1. Demographics of Respondents 

Respondents’ Characteristics Frequency Percentage 
Gender Man 134 54.03 

Woman 114 45.97 
Age 18 - 22 years old (y.o.) 38 15.32 

23 - 27 y.o. 62 25.00 
28 - 32 y.o. 74 29.84 
33 - 37 y.o. 46 18.55 
≥ 38 y.o. 28 11.29 

Latest Education  Highschool 68 27.42 
Bachelor 106 42.74 
Master 54 21.77 
Doctor 20 8.06 

Monthly Income < IDR 3.000.000 44 17.74 
IDR 3 - 5.000.000 58 23.39 
IDR 5 - 10.000.000 76 30.65 
IDR 10 - 20.000.000 48 19.35 
> IDR 20.000.000 22 8.87 

Budget Allocation for Travel 
(per year) 

≤ IDR 1.000.000 28 11.29 
IDR 1.999.999 – IDR 5.999.999 74 29.84 
IDR 6.000.000 – IDR 10.999.999 88 35.48 
IDR 11.000.000 – IDR 20.999.999 42 16.94 
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≥ IDR 21.000.000 16 6.45 
 

Table 1 displays the demographic information of the 248 participants involved in this study 
on marine ecotourism. Most respondents were male (54.03%) and aged between 28–32 years 
(29.84%). Most respondents held a bachelor's degree (42.74%), reflecting a relatively high 
level of educational attainment. Regarding monthly income, the largest group earned 
between IDR 5–10 million (30.65%), while in terms of annual tourism budget allocation, 
most respondents allocated between IDR 6,000,000–10,999,999 (35.48%). These figures 
suggest that the respondents possess relatively strong financial and educational capacities, 
which may influence their perceptions and participation in marine ecotourism activities. 

Additionally, as shown in Figure 2, the analysis performed using SmartPLS 4 indicated that 
all the indicators for the latent constructs had outer loading values greater than 0.70, 
signifying strong indicator reliability. The indicators PE3 (0.957), EE2 (0.911), and EA3 
(0.947) exhibited the highest outer loadings, suggesting that these items are highly indicative 
of the constructs of Effort Expectancy, Performance Expectancy, and Environmental 
Attitude, respectively. No indicators required elimination, as all loading values surpassed the 
minimum threshold for significant contribution to their respective constructs. 

Furthermore, all constructs' AVE values were exceeding 0.50, indicating acceptable 
convergent validity. For instance, the Facilitating Conditions construct achieved an AVE of 
0.806, signifying that it greater than 80% of the variance in the indicators FC1, FC2, and 
FC3. In a similar vein, Environmental Attitude (AVE = 0.762) and Marine Ecotourism 
Intention (AVE = 0.775) also demonstrated strong convergent validity. As a result, both the 
reliability of the indicators and the convergent validity confirm that the measurement model 
is suitable for further analysis. 
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Figure 2. SmartPLS 4 Statistical Test Output 

Following the computations conducted with SmartPLS 4, Table 2 illustrates that all 
constructs have Cronbach's Alpha values above 0.70, indicating robust internal consistency. 
The highest Cronbach's Alpha was observed for the Facilitating Conditions construct (0.882), 
while the lowest but still reliable was found for e-WOM Intention (0.840). These results 
demonstrate that the indicators comprising each construct are strongly correlated with one 
another and can consistently measure the same conceptual variable within the studied 
population. 

Moreover, all constructs meet the Composite Reliability (CR) criterion of≥ 0.70, confirming 
the model's strong convergent reliability. CR provides a more exact measure of construct 
reliability than Cronbach's Alpha by considering the individual contributions of the 
indicators. Facilitating Conditions had the highest CR value at 0.926, reflecting a strong level 
of consistency in its measurements. All CR values exceeded the recommended minimum 
threshold, demonstrating that the measurement model is robust and appropriate for analyzing 
the relationships between latent variables. 

 

Table 2. Validity and Reliability Test Results 

Measurement Indicator 
Outer 

Loadings 
≥ 0.50 

Cronbach’s 
Alpha  
≥ 0.70 

Composite 
Reliability 

≥ 0.70 

AVE  
≥ 0.50 

Performance Expectancy (Lee & Jan, 2018) 
I feel that marine ecotourism can enhance my travel 
experience. 0.569 0.901 0.872 0.637 
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Measurement Indicator 
Outer 

Loadings 
≥ 0.50 

Cronbach’s 
Alpha  
≥ 0.70 

Composite 
Reliability 

≥ 0.70 

AVE  
≥ 0.50 

I believe that marine ecotourism provides 
educational benefits about the marine environment. 0.837 

I feel that marine ecotourism activities help 
preserve marine ecosystems. 0.957 

Marine ecotourism increases my awareness of the 
importance of the marine environment. 0.779 

Effort Expectancy (Stepniak & Rosik, 2013) 
Information about marine ecotourism is easy for me 
to understand. 0.915 

0.867 0.914 0.779 I find it easy to access marine ecotourism locations. 0.911 
I find it easy to participate in marine ecotourism 
activities. 0.820 

Social Influence (Beall et al, 2021) 
I was motivated to promote marine ecotourism on 
social media. 0.941 

0.855 0.903 0.758 The information I gained from social media 
influenced my decision to participate. 0.867 

I saw positive support from people for marine 
ecotourism. 0.798 

Facilitating Conditions (Hsiao et al, 2021; Lee et al, 2020) 
The marine ecotourism site I visited is equipped 
with adequate facilities 0.873 

0.882 0.926 0.806 I perceive that there is supporting infrastructure in 
place 0.920 

There is technological support that assists me in 
engaging in environmentally friendly tourism 0.900 

Environmental Attitude (Dunlap et al, 2000) 
I am committed to preserving the marine 
environment. 0.888 

0.884 0.905 0.762 I support environmentally friendly tourism 
activities. 0.777 

I believe it is important to raise public awareness of 
marine environmental issues. 0.947 

e-WOM Intention (Cheung & Lee, 2012; Pham & Khanh, 2021) 
I intend to provide recommendations about marine 
ecotourism online. 0.900 

0.840 0.904 0.758 I plan to write positive reviews on digital platforms. 0.843 
I am willing to share my personal experiences about 
marine ecotourism on social media. 0.868 

Marine Ecotourism Intention (Beall et al, 2021; Ajzen, 1991; Lee, 2007) 
I plan to participate in marine ecotourism activities 
in the future. 0.887 

0.859 0.912 0.775 I have a strong desire to visit marine ecotourism 
locations. 0.873 
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Measurement Indicator 
Outer 

Loadings 
≥ 0.50 

Cronbach’s 
Alpha  
≥ 0.70 

Composite 
Reliability 

≥ 0.70 

AVE  
≥ 0.50 

I intend to support sustainable marine ecotourism 
programs. 0.881 

Marine Ecotourism Behavior (Lee & Jan, 2018; Lee, 2007) 
I do not harm the marine environment during 
tourism activities. 0.917 

0.855 0.909 0.769 I show respect for the local culture surrounding the 
marine ecotourism site. 0.862 

I strive to consume tourism-related products 
responsibly during marine ecotourism activities. 0.851 

 

The hypothesis testing results are presented in Figure 2 and Table 3, indicating that 
Performance Expectancy significantly affects e-WOM Intention (p-value = 0.000). The 
implication is that when tourists have high expectations that marine ecotourism will enrich 
their travel experiences, they are more likely to recommend it online. This observation is 
consistent with earlier studies by Loureiro, Cavallero, and Miranda (2018) and Boro et al. 
(2024), which indicated that the perceived direct advantages of tourism experiences are a 
significant motivator for people to share information via digital platforms. 

 

 

Figure 3. SmartPLS 4 Hypothesis Testing Output 
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Performance Expectancy also significantly affects Marine Ecotourism Intention (p-value = 
0.000). The more tourists believe in the educational benefits and enriching experiences 
offered by marine ecotourism, the more likely they are to engage in it. This finding is 
consistent with the UTAUT, which indicates that performance expectancy plays a crucial 
role in predicting behavioral intention. (Venkatesh et al., 2003; Rathore, 2015; Jan et al., 
2025). 

A significant effect was also found between Effort Expectancy and e-WOM Intention (p-
value = 0.007), suggesting that the ease of understanding and accessing information related 
to marine ecotourism encourages tourists to share their experiences digitally. The results 
align with the studies by Alam et al. (2024) and Chauhan et al. (2024), which emphasized 
the importance of perceived ease in technology adoption and information sharing based on 
user experience. Furthermore, Effort Expectancy had a substantial influence on intention to 
engage in marine ecotourism (p-value = 0.001).  Tourists are more inclined to participate in 
marine ecotourism activities when they believe the information and technologies involved 
are simple to use. Beall et al. (2021) support this finding, demonstrating that perceived 
simplicity of use has a significant impact on adoption behavior in conservation tourism. 

 

The significant correlation between Social Influence and e-WOM Intention (p-value = 0.001) 
indicates that encouragement from one's social network, including friends, family, and 
media, plays a vital role in shaping online sharing behavior (Hodaed, Abd, & Hodaed, 2022). 
Tourists are more likely to promote marine ecotourism when they perceive the activity as 
being socially endorsed. This aligns with the concept of subjective norms in the Theory of 
Planned Behavior (Ajzen, 1991). Social Influence is also crucial in determining Marine 
Ecotourism Intention (p-value = 0.000), as recommendations from others, particularly on 
social media, influence tourists' decisions to participate in ecotourism. In the tourism sector, 
the effects of word-of-mouth and social encouragement are key factors in the desire to 
explore new experiences, as emphasized in the study by Beall et al. (2021). 

 

Table 3. Hypothesis Test Results 

Path Analysis Pvalues Remark Hypothesis Result 
Performance Expectancy ® e-WOM 
Intention 0.000 Significant H1a Accepted 

Performance Expectancy ® Marine 
Ecotourism Intention 0.000 Significant H1b Accepted 

Effort Expectancy ® e-WOM 
Intention 0.007 Significant H2a Accepted 

Effort Expectancy ® Marine 
Ecotourism Intention 0.001 Significant H2b Accepted 

Social Influence ® e-WOM Intention 0.001 Significant H3a Accepted 
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Path Analysis Pvalues Remark Hypothesis Result 
Social Influence ® Marine 
Ecotourism Intention 0.000 Significant H3b Accepted 

Facilitating Conditions ® e-WOM 
Intention 0.003 Significant H4a Accepted 

Facilitating Conditions ® Marine 
Ecotourism Intention 0.000 Significant H4b Accepted 

Environmental Attitude ® e-WOM 
Intention 0.000 Significant H5a Accepted 

Environmental Attitude ® Marine 
Ecotourism Intention 0.000 Significant H5b Accepted 

e-WOM Intention ® Marine 
Ecotourism Behavior 0.000 Significant H6 Accepted 

Marine Ecotourism Intention ® 
Marine Ecotourism Behavior 0.000 Significant H7 Accepted 

Performance Expectancy ® e-WOM 
Intention ® Marine Ecotourism 
Behavior 

0.008 Significant 

H8 Rejected 

Effort Expectancy ® e-WOM 
Intention ® Marine Ecotourism 
Behavior 

0.002 Significant 

Social Influence ® e-WOM Intention 
® Marine Ecotourism Behavior 0.000 Significant 

Facilitating Conditions ® e-WOM 
Intention ® Marine Ecotourism 
Behavior 

0.202 Non- 
Significant 

Environmental Attitude ® e-WOM 
Intention ® Marine Ecotourism 
Behavior 

0.000 Significant 

Performance Expectancy ® Marine 
Ecotourism Intention ® Marine 
Ecotourism Behavior 

0.215 Non- 
Significant 

H9 Rejected 

Effort Expectancy ® Marine 
Ecotourism Intention ® Marine 
Ecotourism Behavior 

0.043 Significant 

Social Influence ® Marine 
Ecotourism Intention ® Marine 
Ecotourism Behavior 

0.000 Significant 

Facilitating Conditions ® Marine 
Ecotourism Intention ® Marine 
Ecotourism Behavior 

0.210 Non- 
Significant 

Environmental Attitude ® Marine 
Ecotourism Intention ® Marine 
Ecotourism Behavior 

0.035 Significant 
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The findings also show that Facilitating Conditions significantly impact e-WOM intention 
(p-value = 0.003). The availability of facilities such as internet connectivity, supportive 
technologies, and user-friendly digital media enhances tourists’ willingness to share their 
experiences online (Ramadhan et al., 2022). A study by Ali et al. (2024) also confirmed that 
the presence of technological infrastructure influences the intention to engage in digital 
communication in the context of sustainable tourism. Furthermore, Facilitating Conditions 
such as accessibility, transportation, and technology significantly influenced Marine 
Ecotourism Intention (p-value = 0.000). The better the infrastructure and support facilities, 
the greater the comfort and interest of tourists in choosing marine ecotourism. This finding 
is supported by Gupta, Dogra, and George (2018), who emphasized that facilitating 
conditions are crucial in sustainable tourism systems. 

Environmental Attitude also demonstrated a significant relationship to engage in e-WOM (p-
value = 0.000). Tourists committed to environmental conservation tend to act as positive 
information agents for marine ecotourism. Studies by Dunlap et al. (2000) and Kembau 
(2020) revealed that pro-environmental attitudes not only drive conservation behaviors but 
also encourage supportive communication activities. Environmental Attitude also 
significantly affected Marine Ecotourism Intention (p-value = 0.000). When tourists exhibit 
high concern for marine ecosystems, they are more likely to support conservation-oriented 
tourism activities. These findings reinforce prior research suggesting that pro-environmental 
values ultimately lead to pro-environmental behavioral intentions (Chang, Liao, & Huang, 
2022). 

Furthermore, e-WOM Intention significantly influences Marine Ecotourism Behavior (p-
value = 0.000). Tourists who actively recommend or share their experiences are more likely 
to engage in responsible on-site behaviors. This indicates digital intentions reflect tangible 
involvement in sustainable tourism practices (Cheung & Lee, 2012). Additionally, Marine 
Ecotourism Intention was shown to affect Marine Ecotourism Behavior (p-value = 0.000) 
significantly. A strong intention to participate actively is reflected in actual behaviors such 
as avoiding environmental damage, respecting local cultures, and engaging in mindful 
consumption during travel (Jayasekara, Rajapaksa, & Gunawardena, 2024). These findings 
are consistent with the intention-behavior model of Ajzen's (1991) theory, which holds that 
intention is the immediate cause of actual behavior. 

 

Mediating Effect by e-WOM Intention 

The study's findings show that performance expectancy has a substantial influence on marine 
ecotourism behavior, with e-WOM Intention serving as a mediator (p = 0.008). This is 
consistent with the research by Lee and Jan (2018), which found that tourists' perceptions of 
the benefits of tourism experiences can encourage them to share these experiences online, 
thus fostering environmentally responsible behavior. Tourists who perceive marine 
ecotourism as enhancing their experiences are more likely to disseminate this information on 
digital platforms, potentially affecting ecotourism-related behaviors. 
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In a similar vein, Effort Expectancy was shown to have a notable mediating impact via e-
WOM Intention (p = 0.002). The simplicity of obtaining information and engaging in marine 
ecotourism activities motivates tourists to share their experiences, thereby reinforcing their 
dedication to sustainable tourism practices. This finding is in accordance with the UTAUT 
model (Venkatesh et al., 2003), which asserts that the ease of using a system or service boosts 
user intention and behavior. 

Additionally, the influence of social factors on e-WOM intention and marine ecotourism 
behavior was significant (p = 0.000). This suggests that social support can prompt intentions 
to share information online, which may then lead to actual behaviors. These findings are in 
line with Ajzen's (1991) TPB which proposes that subjective norms can shape intentions and 
lead to specific actions when combined with personal motivation or a perceived sense of 
control. 

In contrast, Facilitating Conditions did not demonstrate a significant mediating effect through 
e-WOM Intention (p = 0.202). This suggests that although infrastructure and supporting 
technologies are available, they do not automatically encourage sustainable behavior through 
the e-WOM pathway. This reinforces the findings of Hsiao et al. (2021), who noted that 
physical and technological facilities require interaction with internal factors to generate 
actual behavioral outcomes. 

On the other hand, Environmental Attitude had a significant impact on Marine Ecotourism 
Behavior via e-WOM Intention (p = 0.000). Tourists who hold a favorable view of the 
environment are more likely to disseminate information online and engage in actions that 
reflect their conservation principles. This result aligns with the findings of Dunlap et al. 
(2000), who highlighted a strong link between ecological attitudes and environmentally 
friendly behaviors. 

 

Mediating Effect by Marine Ecotourism Intention 

The test results also indicate that not all exogenous variables influence Marine Ecotourism 
Behavior through the mediation of Marine Ecotourism Intention. Performance Expectancy 
does not exhibit a significant effect (p = 0.215), suggesting that although tourists may 
recognize the benefits of marine ecotourism, this belief alone is insufficient to generate 
intention and translate into actual behavior. This finding reflects the presence of an 
“intention-behavior gap” as discussed by Sheeran and Webb (2016). 

Conversely, Effort Expectancy has a notable impact on Marine Ecotourism Intention (p = 
0.043), highlighting the importance of perceived ease in influencing both intention and 
behavior. Likewise, Environmental Attitude is significant (p = 0.035), suggesting that 
environmental values and concerns encourage the intention to engage in marine ecotourism, 
which translates into actual participation. These results are consistent with Stern (2000) 
research, which underscores the effect of environmental values on pro-environmental 
actions. 
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Moreover, the Social Influence test reveals statistical significance (p = 0.000). At the same 
time, Facilitating Conditions show no significant effect in this mediation pathway (p = 
0.210), indicating that the mere availability of infrastructure or external support does not 
guarantee sustainable tourism behavior unless internal motivation is strengthened (Lee & 
Jan, 2018). 

 
5. Conclusion and Suggestion 
The research determines that key elements such as effort expectancy, performance 
expectancy, facilitating conditions, social influence, and environmental attitude significantly 
impact tourists' intentions and actions in the realm of marine ecotourism in Indonesia. The 
key findings indicate that both e-WOM intention and marine ecotourism intention effectively 
mediate the influence of exogenous constructs on marine ecotourism behavior. In other 
words, the greater the expectation of benefits, ease of use, social support, facility availability, 
and environmental concern, the higher the likelihood that tourists will intend to share 
information and participate responsibly in marine ecotourism activities. Specifically, e-
WOM intention has proven to be a significant intermediary linking variables such as effort 
expectancy, performance expectancy, and environmental attitude to marine ecotourism 
behavior. Meanwhile, marine ecotourism intention is essential in transmitting the effects of 
effort expectancy and environmental attitude to actual behavior. However, not all mediation 
pathways show consistent results; for instance, facilitating conditions do not significantly 
mediate through e-WOM intention. This highlights that internal intentions and attitudes exert 
a stronger influence than mere availability of facilities in shaping sustainable tourism 
behavior. 

These results contribute empirical insights to developing the UTAUT within the sustainable 
tourism context and emphasize the strategic importance of digital communication (e-WOM) 
in promoting pro-environmental behavioral transformation. Furthermore, the successful 
integration of environmental attitude into the model reinforces pro-environmental behavior 
theories. It underscores their relevance in supporting the blue economy initiatives currently 
being promoted by the Indonesian government. 

Drawing from the research results, a number of strategic suggestions are put forward for 
stakeholders. First, marine ecotourism destination managers and policymakers should design 
digital-based educational campaigns that not only highlight the benefits of tourism but also 
encourage tourists to share their positive experiences via social media. Activating e-WOM 
can enhance the reach of organic promotion and strengthen the destination's image as a 
sustainable location. Second, tourism managers and local governments must improve 
accessibility and ease of participation in marine ecotourism by providing supportive 
technology and eco-friendly infrastructure. These efforts should be synergized with 
environmental awareness programs, such as training sessions or incentives for tourists and 
local communities. Third, a participatory approach to marine ecotourism management must 
be strengthened by considering social norms and community values. Collaboration with local 
leaders, MSME actors, and conservation groups can be pivotal in amplifying social influence 
that fosters collective behavioral change. Finally, future study has to examine additional 
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factors such as cultural values, risk perception, and prior travel experiences as moderating 
variables. Follow-up studies may also benefit from expanding the geographical scope and 
employing longitudinal approaches to more comprehensively capture the dynamics of tourist 
behavioral change over time. 
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