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Jose Joel Cruz-Tarrillo (Peru)

PSYCHOMETRIC EVALUATION
OF THE TOURIST BEHAVIOR
SCALE: INSIGHTS FROM
PERUVIAN TOURISTS

Abstract

Tourism has become one of the most important activities, contributing significantly to

national development. That is why understanding tourist behavior is essential but also

very complex, as each tourist manifests different motivations when making a tourist
trip. The objective of this research has been to evaluate the psychometric perspectives

and invariance of the tourist behavior scale in the Peruvian context. The study focus-
es on the positivist paradigm with a quantitative, non-experimental, cross-sectional

methodological perspective. The data collection was carried out with a non-probabi-
listic sampling by convenience to tourists who visited the tourist destinations of the

Peruvian jungle as Laguna Azul, Ahuashiyacu, Alto Mayo, Lamas, obtaining as a sam-
ple 778 valid responses. The results show a two-dimensional scale (intention to revisit

a=0.819; intention to recommend a=0.882) with adequate internal consistency indices.
On the other hand, the convergent and discriminant validation indices (CR=0.825;

0.850; AVE=0.612; 0.654) guarantee a valid and representative scale. Furthermore, the

scale’s factor structure was shown to be strictly invariant in the groups of men and

women, which suggests that both genders share a similar conception of the tourist be-
havior scale and have a similar interpretation of the items of each factor. In conclusion,
the factorial invariance indicates that the scale can be reliably applied in mixed samples

(men and women), guaranteeing its validity and reliability in the measurement of tour-
ism behavior. Furthermore, it is suggested to consider its use in future research and in

the evaluation of tourism marketing strategies, since it is an accurate and robust tool

for understanding tourists’ intentions.

Keywords scale, factor analysis, behavior, tourism, Peruvian

JEL Classification M31, D12, 732

INTRODUCTION

Tourism has established itself as one of the most relevant economic
and social activities worldwide, exerting a significant impact on the
sustainable development of nations. It not only generates income, em-
ployment and infrastructure, but also promotes cultural exchange,
understanding between peoples and the enhancement of natural and
cultural heritage. Its dynamic and multifaceted nature involves not
only the physical movement of people, but also a complex web of in-
teractions with local cultures, tourism services, natural environments
and personal experiences, all of which directly influence visitor per-
ceptions, satisfaction and behavior.

In this context, understanding tourist behavior has become a funda-
mental challenge for researchers, destination managers and public
policy makers in tourism (Malhotra et al., 2022) . Tourist behavior is
not a generalizable phenomenon, but varies widely according to indi-
vidual, motivational, social, cultural, situational and emotional fac-
tors, which influence their decisions before, during and after the trip.
These decisions range from the choice of destination, type of accom-
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modation and activities to be undertaken, to the willingness to return, to recommend the experience
and to share their experiences with others.

The tourism phenomenon, therefore, requires an in-depth and systematic analysis to identify repre-
sentative and generalizable patterns of behavior in different contexts, cultures and population groups.
This need is even more pressing in a globalized and competitive environment, where destinations seek
to differentiate themselves through detailed knowledge of visitors’ preferences and expectations (Cruz-
Tarrillo et al., 2022). Having valid, reliable and change-sensitive tools to accurately measure tourist be-
havior is essential to generate rigorous, relevant and useful information for strategic decision-making in
areas of destination management (Rini et al., 2021).

In this sense, the problem posed by this research focuses on determining whether it is possible to assess
tourist behavior by means of a measurement scale that meets rigorous psychometric criteria of validity,
reliability and factorial invariance. The question is not only limited to verifying the technical quality of
the instrument, but also to establish whether its measurements can be generalized to different tourist
profiles. This represents a crucial challenge in contemporary tourism research, since the possibility of
having robust and applicable instruments in a variety of settings would contribute significantly to the

theoretical and practical advancement of the field of tourism.

1. LITERATURE REVIEW

Tourism is one of the main economic activities,
becoming an important contributor to the na-
tion’s GDP. Under this premise, studying tourist
behavior is relevant because it effectively allows
tourism-oriented organizations to satisfy tourists’
needs (Shin et al., 2024). Understanding tourist
behavior is transcendental to understanding the
dynamics of the tourism industry and how these
impacts on the economy, culture and environ-
ment of tourist sites. A conceptual approach refers
to the actions and decisions that people adopt in
the context of their tourist trip, this involves the
choice of tourist sites, planning, the experience
obtained, including participation in activities dur-
ing their trip (Raja et al., 2023).

Along the same lines, one of the important aspects
of tourist behavior is to understand this connec-
tion with satisfaction, which are the factors that
drive tourist satisfaction is essential to build loy-
alty and in turn have the desire to return on their
next trip. Factors such as service quality (Alshiha,
2022), destination image (Cham et al., 2022) des-
tination authenticity (Igbal et al., 2023; Javed &
Awan, 2023; Shi et al., 2022) affect how tourists
perceive their trip. With a satisfactory experience
at the destination location significantly increases
the likelihood of re-experiencing, but also recom-
mending it to other potential tourists, this creates
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a positive circle for the development of the towns
and the nation. This section presents the concep-
tual progress of the two dimensions of the scale.

To date, studies of tourist behavior have been ad-
dressed in various contexts, such as the experienc-
es of Muslim women about virtual tourist desti-
nations, emphasizing the importance of image in
virtual environments (Tavakoli & Mura, 2015), or
emotional factors such as joy, love, and positive
surprise (Suban, 2024). However, one relevant fac-
tor is novelty (Tiwari et al., 2024), which seeks to
capture the attention of tourists with permanent
innovation (Lyu et al., 2023).

To properly understand the tourist, in principle,
you must know the motivations for their trip.
Motivations are divided into two important as-
pects, rational and emotional, which influence
the choice of a tourist site and the actions taken
during the tourist trip. From the rational point of
view, tourists choose tourist sites according to fac-
tors such as access, costs, infrastructure, quality
of services. These factors are fundamental since
what is sought is to get the most out of the invest-
ment made. However, emotional motivations are
decisive when it comes to choosing a tourist place,
these must offer good and memorable experiences.

In this world where stress abounds due to the mul-
tiple activities that people perform, work activities,
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family responsibilities and social commitments
that generate an emotional overload in individu-
als allowing them to look for alternatives to es-
cape from routine. In that sense, tourist trips are
a perfect excuse and emotions such as adventures,
relaxation or exploring new cultures drive us to
choose exotic destinations, with history, or to con-
tinue discovering nature.

There are leisure trips, the purpose of which is to
spend a relaxing moment and enjoy recreation-
al activities. Travel for business, sports, health
(Ramos & Cuamea, 2023), and studies, among
other things. Regardless of the motivations for
their trip, tourists value an adequate image of the
destination and attachment, that is, the emotional
connection that the tourist develops with the des-
tination (Xu & Ho, 2024). For proper management,
it is essential to achieve high levels of satisfaction
with the tourist destination; otherwise, that ex-
perience could be affected by tourist fatigue, the
causes of which may be the frequency and dura-
tion of the trip (Su et al., 2024).

In marketing, winning a tourist is important be-
cause financial and human resources have been
invested in it. That is why keeping them happy
during their stay in the tourist destination should
be a priority. This will allow the tourist to have the
desire to enjoy those unforgettable moments again.

To get the tourist to revisit the establishment, it
is essential to know motivational factors such as
rest, relaxation, ego improvement, novelty, and
searching for new experiences. This is known as
push motivations (Ayoub & Mohamed, 2024), or
emotional, facilities, environment, safety, cultur-
al, and historical attraction, known as attraction
or cognitive motivations (Lim & Chang, 2024).
Furthermore, positive and negative tourist memo-
ries (Zhao et al., 2023) are factors associated with
returning to the destination.

Likewise, it is essential to mention the im-
age of the destination, quality of service, sat-
isfaction (Martins, 2023), and sustainability
(Rasoolimanesh et al., 2023). To this is added ef-
fective communication, taking advantage of
information and communication technologies
(Shabankareh et al., 2023), which are important
aspects of the attitudes and desire to re-experience
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those unforgettable moments that tourists enjoyed
in the establishment. On the other hand, it is es-
sential to understand the influence that brand per-
sonality represents since it influences the percep-
tion of the destination and how consumers inter-
act with it, manifested in the willingness to return
(Nguyen et al., 2023).

This factor is relevant to the success of any tourist
destination. Clients should come through recom-
mendations because it reduces marketing efforts,
resulting in savings in budget and profitability for
the company. However, it is not only a financial
aspect; it also improves the credibility, trust, and
commitment of tourists, allowing evidence of a
high retention rate and reputation of the destina-
tions (Mimaki et al., 2022). Taking a conceptual
approach, this factor refers to the tourist’s willing-
ness to suggest and promote a tourist destination
to others in their environment. This intention is
undoubtedly based on a series of factors and psy-
chological aspects that will be described further.

Analyzing the intention to recommend involves
understanding a variety of factors as to why they
would recommend tourist destinations; without a
doubt, the perceived authenticity, image of the des-
tination, perceived value, and satisfaction appear
in the first list (Heydari Fard et al., 2021; Lobo et
al., 2023) observed as key indicators of satisfaction,
quality and your willingness to share your experi-
ence with potential travelers (Cubillas-Para et al.,
2023; Pham et al., 2021). Furthermore, the infor-
mation’s attitude, subjective norm, value, security,
and reliability positively affect recommendation
(Mohammed et al., 2023). However, this aspect has
also been studied from the psychological compo-
nent, specifically evaluating self-concept, motiva-
tion, and positive and negative emotions (Prayag et
al., 2022), without leaving aside the role that social
media marketing plays (Ibrahim, 2023), decision-
makers when recommending a tourist destination.

Besides, the community plays an important role in
promoting and developing the tourist destination
(Xu et al.,, 2022). One of the deciding factors in
recommending tourism is its economic impact on
the community. If residents perceive that tourism
generates economic benefits and business oppor-
tunities, they will likely be willing to recommend
it (An et al., 2022; Cho et al., 2020).

http://dx.doi.org/10.21511/im.21(2).2025.06



Scales are valuable tools to measure tourist be-
havior during their trip. They provide a struc-
tured way of collecting data on tourists’ atti-
tudes, allowing researchers and entrepreneurs
to understand tourists’ motivations and thereby
take actions to benefit the tourist destination
(Soliman, 2021). However, despite the economic
power that the tourism sector represents, and
the extensive research carried out, there still
needs to be more scales to measure this concept
(Ma et al., 2022). The progress of the literature
in the development of the scales is presented
further.

A scale has been developed to measure the travel
experience for work reasons and the level of said
experiences (Shin et al., 2024) or the experience
of events (EES). On the other hand, a scale has
been designed to measure the intention to revisit
the destination (Tiwari et al., 2024) and quality
of service and intention to revisit (Puradevi¢ et
al., 2022). The tourist behavior scale rests based
on the proposal of Zabkar et al. (2010), expand-
ed and coming to take two-dimensional form in
the study of Cruz-Tarrillo et al. (2023).

Addressing this aspect of tourist behavior is
of vital importance to understand the dyna-
mism of the sector, which would allow tourism
companies to meet the expectations of visitors,
strengthen the link between them and promote
the economic growth of the population. Factors
such as satisfaction, perceived value and emo-
tional motivations are paramount in promot-
ing the intention to revisit and recommend
tourist destinations. However, the persistent
gap is the measurement of these aspects, which
would limit an accurate diagnosis and there-
fore the design of effective strategies based on
evidence. Therefore, this research aims to eval-
uate the psychometric properties and factorial
invariance of the tourist behavior scale in the
Peruvian context.

2. METHODOLOGY

According to the methodological characteristics,
this research corresponds to an instrumental de-
sign (Ato et al., 2013) because it aims to evaluate
the psychometric properties of the tourist behav-
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ior scale. This methodological process guarantees
the validity and reliability of the results, allowing
a rigorous evaluation of internal consistency, fac-
tor structure, and invariance according to gender
in tourists.

Tourist behavior scale (Cruz-Tarrillo et al., 2023).
This scale consists of six items divided into two di-
mensions (intention to revisit and intention to rec-
ommend); responses range from 1 to 7, with 1 be-
ing totally disagree and 7 being totally agree. This
structure enables to accurately measure tourists’
intentions with respect to two key aspects of their
behavior: the likelihood of returning and their
willingness to recommend a tourist destination.

The sample comprises local, regional, national,
and foreign tourists who visited a destination dur-
ing the last 12 months. The study was conducted in
Peruvian cities with the greatest tourist demand in
the three natural regions. It was necessary to de-
sign the instrument in Google Forms and divide it
into two parts to collect the data. The first consist-
ed of sociodemographic questions, and the second
consisted of construct questions. This research
is part of a project approved by the Universidad
Peruana Union ethics committee with the follow-
ing number 2021-CE-EPG-000018. On the other
hand, the table 1 shows the sociodemographic pro-
file of tourists, represented by 55.7% women and
44.3% men, with university-level studies (80.30%)
and medium to high incomes. In addition, the ma-
jority have dependent jobs (37.4%) and students
(29.3%). There is an equitable duration, so there is
demand for short and longer stays. There is a seg-
ment whose daily spending ranges between 50 to
100 soles per day and another significant segment
that spends more than 150 soles. Most tourists
usually travel accompanied by their family, 45.2%,
highlighting the importance of family group tour-
ist travel experiences.

Table 1. Sociodemographic profile of the tourist

Variables Categories Frequency %

i Male
Female

Elementary

Secondary

Instructional level : :
University

: Postgraduate
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Table 1 (cont.). Sociodemographic profile
of the tourist

Variables Categories Frequency %
‘ Less than 1000 : 188 24.2%
1,001-1,500 LA 27.9% ..
Household 1,501—2,000 174224% ....
income level 2 001-2,500 196 252%
i More than .
""" 5500 ) 3 0.4%
Depen'dent .
| Independent 201 25.8%
Employment U A S o
status Unemployed A 5.0%
Ret‘ireq
""" Studer)t
Less than 24
i hours
Duration : -
S
of the tourist trip ¢ 3 days
i More than 3
,,,,,, days
Less than 50 111 18.1%
H SOIeS T
Daily expenditure SO—IOQ‘soIes 243 31.2%

during the tourist
trip

101-150 soles
More than 150
i soles ;

""" By mys::elf
With my

i partner
With my

H friendsﬂ
With family
members

Who did you
travel with?

The SPSS v28 statistical package and the AMOS
v24 extension analyzed the data. After having been
collected, 829 data were entered into the statistical
software, and cleaning was carried out, follow-
ing the criteria for measuring distances in order
to discover outliers (De Maesschalck et al., 2000),
eliminating a total of 51 cases, leaving a total of
778 cases for analysis. The use of personalized ta-
bles was necessary to analyze the tourist profile.
Besides, descriptive statistics and the Aiken coef-
ficient were used. To discover the factorial struc-

ture of the scale, Exploratory Factor Analysis was
necessary using the principal axis factorization
method (Byrne, 2013). A multigroup confirma-
tory factor analysis was carried out to verify the
construct’s validity and invariance.

3. RESULTS

The construct items show a mean between 5.15 and
5.30, considering that the response options were 7
categories. Standard deviations between 0.832 and
0.930 indicate that the responses are close to the
mean. The Aiken coefficient values were between
0.976 and 1.000, indicating high content validity.
The skewness and kurtosis values are close to zero,
indicating a symmetric and normal data distribu-
tion. Furthermore, the 95% confidence intervals
are closely grouped near the mean of each item.

After reviewing the KMO index (0.820) and
Bartlett’s test of sphericity (x*= 2535.064; df= 15;
p= 0.000), both results indicate that the data are
adequate. The principal axis factorization method
with a Varimax rotation reveals a two-dimension-
al structure of the tourist behavior scale, with each
dimension composed of three items. Furthermore,
the six items explain 77.761 of the total variance.

On the other hand, the intention to revisit the di-
mension shows high internal consistency (a=0.819)
and composite reliability (CR=0.825, supported by
an AVE (0.612). Likewise, the intention to recom-
mend dimension shows similar values with high
internal consistency (a=0.882) and composite reli-
ability (CR=0.850), supported by an AVE (0.654).
The items that make up the scale show strong in-
ternal coherence with their factors; this assumes
adequate validity of the construct.

Exploratory Factor Analysis (EFA) was carried
out to evaluate construct validity. The results ob-

Table 2. Descriptive statistics and Aiken of the construct

A ) ) 95% confidence interval
Items Mean SD Aiken Correlation Skewness Kurtosis - ; -
Inferior Superior
AT N S 0930 :.0.976 0573 ... -0:408 07644 1817 G531
dvve et 0843 ' 1000 0650 .. Z0.293 00244 Lo B
IVV3 0.832 0976 0.665 -0.451 0.5588 5.13 5.25
RL 0918 | 1000 0698 ~0.554 07340 . s08 . 52
JR2 529 030 1000 0663 0470 0633 52 . 535
IR3 5.30 0.905 1.000 0.745 -0.353 0.3450 | 5.24 : 5.37
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Table 3. Instrument items and factor loadings

Innovative Marketing, Volume 21, Issue 2, 2025

Instrument items

Factor

Intention to revisit (a=0.819; CR 0.825; AVE=0.612)

tained were sufficiently significant, with a value of
X>=25.529, degrees of freedom df =7 (x*/df=3.647)
and a significance level p<0.01, indicating that the
proposed model is statistically sound. Besides, the
fit indices show satisfactory values, suggesting
a good model fit. First, the goodness-of-fit index
(GFI) was 0.989, and the adjusted goodness-of-fit
index (AGFI) was 0.968, both values above the ac-
ceptable threshold of 0.90, supporting the validity
of the model.

Likewise, the Root Mean Square Error of
Approximation (RMSEA) yielded a value of 0.058,
well below the acceptable threshold of 0.08, indi-
cating that the model has an adequate fit. Other
indicators, such as the normalized fit index
(NFI=0.990) and the relative fit index (RFI=0.978),
also confirm the robustness of the model.
Likewise, comparative indexes such as the com-
parative fit index (CFI=0.993), the Tucker-Lewis
index (TLI=0.984) and the incremental fit index
(IFI=0.993) show values close to 1, suggesting an
excellent overall fit of the model.

intention to
revisit

v

0.69

Vvl IvVv2 IVV3

Table 4. Model adjustment measurements

Absolute fit Values Values of the
measures acceptable scale
Chi-squared
p-value
GFI
AGFI
RMSEA
NFI
RFI
CFI
TLI

IFI

Considering the relevance of this analysis in
marketing, especially in studies of tourist be-
havior, the underlying structure of the construct
and the multigroup variability are evaluated
according to the gender of the tourist. Table 4
shows the results of chi-square (x2), degrees of
freedom (df), and significance (p) are adequate,
and the fit index (SRMR, TLI, CFI, RMSEA) are
within the permitted limits according to the
literature.

Figure 1. Confirmatory factor structure of the research

http://dx.doi.org/10.21511/im.21(2).2025.06
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Table 5. Invariance of the tourist behavior scale

. x2 df. p | SRMR | TLI CFI RMSEA[90%CI] @ Ax* :Adf: P ACFI i ARMSEA
MO : 35157 : 14 : 0001 : © 0982 © 0992 : 0.044[0.026-0063] : - i — i - i — -
M1 : 18 | 0.002 0.986 i 0.991 :0.040 [0.023-0.056]

M2 | 47, 24 0003 0989 | 0991 : 0035 [0.020-0.050] | 6.964
M3 | 50.186 : 27 | 0.004 : 0.038 : 0.990 : 0.991 : 0.033 [0.018—0.047]

Note: MO = configurational model; M1 = metric model; M2 = scalar model; M3 = strict model.

In the configural invariance (MO0) that serves as
a reference point, an appropriate fit is observed,
with a value of x2/df= 2.511, a significance level of
0.001, and values of RMSEA = 0.044; CFI = 0.992;
TLI = 0.982; and SRMR = 0.023. These results in-
dicate the feasibility of examining more complex
constrained models to evaluate higher levels of in-
variance. The factorial structure of the scale proves
to be strictly invariant for the groups of men and
women in models M1, M2, and M3, evidencing
metric (ARMSEA = - 0.004), scalar (ARMSEA = -
0.005) and strict (ARMSEA = - 0.002) invariance.
These findings suggest that both genders share a
similar conception of the tourist behavior scale
and have a similar interpretation of the items of
each factor.

4. DISCUSSION

The study focused on validating the scale’s reliability
and validity and exploring its factor structure and in-
variance, which could enrich its understanding and
usefulness. The Exploratory Factor Analysis revealed
that the scale has a two-dimensional structure, em-
pirically corroborating the original structure (Cruz-
Tarrillo et al., 2023). Furthermore, the KMO was
0.80, and the x* = 2535.064 with a significance level
of 0.000>0.05, revealing that the data were adequate
to proceed with the factor analysis.

The presence of a two-dimensional structure re-
veals a complete picture of tourist behavior, allow-
ing the identification of specific patterns (intention
to visit and recommend) that influence tourists’ ac-
tions (Martins, 2023; Saragi et al., 2021). The scale
of six items explains 77.761% of the total variance;
this is relevant because it encompasses important
aspects of tourist behavior, essential for its applica-
tion and decision-making (Ariya et al., 2020; Ayoub
& Mohamed, 2024).

On the other hand, the scale has internal consis-
tency whose values are solid (a= = 0.819 and a= =

74

0.882), being above the threshold required in the
theory. This is supported by adequate composite
reliability (CR=0.825; 0.819) and construct valid-
ity (AVE=0.612; 0.654) that exceed the 0.50 estab-
lished in theory (Shin et al., 2024).

Furthermore, the factor loadings of the CFA
were above 0.70, thus reinforcing the previous
findings. This allows us to understand the tour-
ists” perception of their experiences and how it
can affect their decision to return. It also recom-
mends crucial aspects in the tourist industry to
achieve the objectives (Coetzee & Pourfakhimi,
2020). Likewise, the two-dimensional structure
found could reveal various motivations when
the tourist decides to return or recommend.
Revisiting could be associated with a memora-
ble experience (Kamenidou & Stavrianea, 2022).
These living situations produced general satis-
faction (Aziz et al., 2022), while the intention to
recommend could be associated with the quality
of the destination, the services offered were of
quality, and the willingness of other people to
also benefit from the tourist destination (Cham
et al., 2022; Mimaki et al., 2022).

The study also conducted a multigroup analysis on
the tourist behavior scale to understand whether
gender differences influence the scale’s conceptu-
alization. The factorial invariance results reveal
that the scale’s underlying structure and tour-
ist behavior are strictly invariant between male
and female tourists (Mamani-Benito et al., 2024).
These findings are significant in that marketing
strategies can be directed at gender because the
understanding is common regarding tourist be-
havior (Shi et al., 2022).

Although the results of this research provide essen-
tial advances in the field of tourist behavior, there
is still a long way to go in explaining this concept.
Under that premise, it is relevant to recognize
some limitations and future lines of research.

http://dx.doi.org/10.21511/im.21(2).2025.06



Factorial invariance between genders is valu-
able; other factors such as age, educational
level, or origin could influence the conceptu-
alization of the items. In future work, the in-

Innovative Marketing, Volume 21, Issue 2, 2025

diagnosis of tourist behavior. Furthermore,
there needs to be more understanding of the
construct of invariance concerning time; in fu-
ture work, it is advisable to incorporate a lon-

variance related to the abovementioned factors
could be examined to provide a more adequate

gitudinal analysis to evaluate the stability of
factorial invariance.

CONCLUSION

The present study aimed to evaluate the psychometric properties and factorial invariance of the Tourism
Behaviour Scale in the Peruvian context. The findings reveal a scale that has a two-dimensional structure
composed of six items, with adequate internal consistency and a satisfactory confirmatory fit, which sup-
ports its validity for its application in the tourism context. In addition, invariance between gender groups
was found, indicating that both men and women conceptualise tourism behaviour in a similar way.

In terms of the profile of the tourists evaluated, an important segment was identified, consisting of men
and women with a university education, medium-high income and dependent employment. These tour-
ists make both short and long stays, spend more than 150 soles per trip and tend to travel accompanied
by their families, especially valuing the family unit.

Based on these results, tourism marketing strategies should be oriented towards personalising the ser-
vice, offering meaningful cultural experiences and generating added value, according to the purchas-
ing power of the identified segment. It is also recommended that tourism agencies design packages that
encourage family interaction, including recreational activities for different age groups and flexible and
comfortable accommodation options. Given that both short and long stays are observed, it is pertinent
that travel agencies and tourism stakeholders differentiate their offers to satisfy both types of demand.

The proposed scale is a tool for measuring tourist behaviour, especially in the dimensions of intention
to visit and intention to recommend, which serves as a key input for strategic decision-making in the
tourism industry. Finally, the usefulness of the proposed scale is highlighted as a tool for the periodic
measurement of tourist behaviour, especially in the dimensions of intention to visit and intention to
recommend, which can serve as a key input for strategic decision-making in the tourism industry.

AUTHOR CONTRIBUTIONS

Conceptualization: Jose Joel Cruz-Tarrillo.
Data curation: Jose Joel Cruz-Tarrillo.

Formal analysis: Jose Joel Cruz-Tarrillo.
Funding acquisition: Jose Joel Cruz-Tarrillo.
Investigation: Jose Joel Cruz-Tarrillo.
Methodology: Jose Joel Cruz-Tarrillo.

Project administration: Jose Joel Cruz-Tarrillo.
Resources: Jose Joel Cruz-Tarrillo.

Software: Jose Joel Cruz-Tarrillo.

Supervision: Jose Joel Cruz-Tarrillo.
Validation: Jose Joel Cruz-Tarrillo.
Visualization: Jose Joel Cruz-Tarrillo.

Writing - original draft: Jose Joel Cruz-Tarrillo.
Writing - review & editing: Jose Joel Cruz-Tarrillo.

75

http://dx.doi.org/10.21511/im.21(2).2025.06



Innovative Marketing, Volume 21, Issue 2, 2025

REFERENCES

1. Alshiha, A. (2022). Assessment of
Service Quality of Leisure Center
and the Intention to Revisit a Des-
tination. Journal of Environmental
Management and Tourism, 13(2),
367-378. https://doi.org/10.14505/
jemt.v13.2(58).07

2. An, S, Jiang, L., Woosnam, K. M.,
& Eck, T. (2022). Volunteer tour-
ists’ revisit intentions explained
through emotional solidarity and
on-site experience. Journal of
Hospitality and Tourism Man-
agement, 53, 70-80. https://doi.
0rg/10.1016/j.jhtm.2022.08.011

3. Ariya, G, Sempele, C., &
Wishitemi, B. (2020). An
Evaluation of Wildlife Tour-
ism Destinations’ Attributes,
Overall Satisfaction and Re-
visit Intentions: A Tourist Guides’
Perspective. African Journal of
Hospitality, Tourism and Leisure,
9(6), 1220-1237. Retrieved from
https://www.researchgate.net/
publication/348148014_An_
Evaluation_of Wildlife Tour-
ism_Destinations _Attributes_
Overall_Satisfaction_and_Revis-
it_Intentions_A_Tourist_Guides_
Perspective

4. Ato, M., Lopez, ]. J., & Bena-
vente, A. (2013). Un sistema de
clasificacion de los disefios de
investigacion en psicologia [A
classification system for research
designs in psychology]. Anales
de Psicologia [Annals of Psychol-
ogy], 29(3), 1038-1059. https://doi.
org/10.6018/analesps.29.3.178511

5. Ayoub, D., & Mohamed, D. N. H.
S. (2024). The impact of push-pull
motives on internal tourists’ visit
and revisit intentions to Egyp-
tian domestic destinations: the
mediating role of country image.
Humanities and Social Sciences
Communications, 11(1). https://
doi.org/10.1057/s41599-024-
02835-7

6. Aziz,N. A, Long, E, & Habibi,
A. (2022). Determinant effects
on attitude formation and revisit
intention among mainland Chi-
nese tourists: the case of Malaysia.
International Journal of Services,
Economics and Management, 13(2),
108-130. https://doi.org/10.1504/
IJSEM.2022.122734

76

10.

11.

12.

13.

Byrne, B. M. (2013). Structural
Equation Modeling with EQS
(2nd ed). Routledge. https://doi.
org/10.4324/9780203726532

Cham, T.-H., Cheah, J.-H., Ting,
H., & Memon, M. A. (2022). Will
destination image drive the inten-
tion to revisit and recommend?
Empirical evidence from golf tour-
ism. International Journal of Sports
Marketing and Sponsorship, 23(2),
385-409. https://doi.org/10.1108/
IJSMS-02-2021-0040

Cho, H., Joo, D., & Woosnam,

K. M. (2020). Sport Tour-

ists’ Team Identification and
Revisit Intention: Looking

at the Relationship through

a Nostalgic Lens. Journal of
Hospitality and Tourism Research,
44(6), 1002-1025. https://doi.
0rg/10.1177/1096348020926550

Coetzee, W. ]. L., & Pourfakhimi,
S. (2020). Affective engagement

as a contextual dimension for
predicting intentions to revisit and
recommend events—a multina-
tional comparison. Journal of
Policy Research in Tourism, Leisure
and Events, 12(3), 401-421. https://
doi.org/10.1080/19407963.2019.1
695345

Cruz-Tarrillo, J. J., Haro-Zea,

K. L., & Tarqui, E. E. A. (2023).
Personality and image as predic-
tors of the intention to revisit

and recommend tourist destina-
tions. Innovative Marketing, 19(1),
175-185. https://doi.org/10.21511/
im.19(1).2023.15

Cubillas-Para, C., Cegarra-
Navarro, J. G., & Tomaseti-Solano,
E. (2023). Linking unlearning
with the intention to recom-
mend through destination image.
International Journal of Tourism
Cities, 9(2), 394-410. https://doi.
org/10.1108/1JTC-05-2022-0128

De Maesschalck, R., Jouan-
Rimbaud, D., & Massart, D. L.
(2000). The Mahalanobis distance.
Chemometrics and Intelligent
Laboratory Systems, 50(1), 1-18.
https://doi.org/10.1016/S0169-
7439(99)00047-7

14.

15.

16.

17.

18.

19.

20.

Puradevié, M., Dimitrovski, D.,
& Seni¢, V. (2022). Revisiting
revisit intention based on a raft-
ing sporting event (Eventqual).
Tourism and Hospitality Manage-
ment, 28(3), 621-640. https://doi.
0rg/10.20867/thm.28.3.8

Heydari Fard, M., Sanayei, A., &
Ansari, A. (2021). Determinants of
Medical Tourists’ Revisit and Rec-
ommend Intention. International
Journal of Hospitality and Tourism
Administration, 22(4), 429-454.
https://doi.org/10.1080/15256480.
2019.1650688

Ibrahim, B. (2023). Influence of
Instagram fan pages on inten-
tion to revisit and recommend
in beach tourism settings: The
mediating effect of positive
attitude. Tourism and Hos-
pitality Research. https://doi.
org/10.1177/14673584231198418

Igbal, M., Kusumawati, A., &
Fahmi, M. R. A. (2023). The role
of authenticity on revisit intention:
tourist experience as a mediation
at the Reyog Ponorogo National
Festival. International Journal

of Event and Festival Manage-
ment, 14(3), 344-362. https://doi.
org/10.1108/IJEFM-09-2022-0069

Javed, M., & Awan, T. M. (2023).
The young tourist’s co-creation
nexus: market mavens and
existential authenticity as driving
forces of intentions to revisit and
recommend. Journal of Hospitality
and Tourism Insights, 6(2), 716-
734. https://doi.org/10.1108/JHTI-
12-2020-0240

Kamenidou, I., & Stavrianea, A.
(2022). Profiling Monastery Tour-
ists based on Memorable Experi-
ences, Place Identity, Satisfaction,
Intention to Revisit and Inten-
tion to Recommend. Review of
Integrative Business and Economics
Research, 11(1), 86-110. https://
www.scopus.com/inward/record.
uri?eid=2-s2.0-85130422811&part
nerID=40&md5=cc24ab7fcfofadfb
fbacb24d1351872f

Lim, H.-S., & Chang, M. (2024).
Tourist Motivation and Revisita-
tion in Jeju During COVID-19:
Insights and Post-Pandemic

http://dx.doi.org/10.21511/im.21(2).2025.06



21.

22.

23.

24.

25.

26.

27.

Implications. Global Business
and Finance Review, 29(1), 85-
100. https://doi.org/10.17549/
gbfr.2024.29.1.85

Lobo, C., Costa, R. A., & Chim-
Miki, A. F. (2023). Events image
from the host-city residents’ per-
ceptions: impacts on the overall
city image and visit recommend
intention. International Journal
of Tourism Cities, 9(4), 875-893.
https://doi.org/10.1108/IJTC-10-
2022-0242

Lyu, ], Li, Y., Mao, Z., & Huang, H.
(2023). The effect of innovation on
tourists’ revisit intention toward
tourism destinations. Tourism
Review, 78(1), 142-158. https://doi.
org/10.1108/TR-05-2022-0258

Ma, ], Li, E S., & Shang, Y. (2022).
Tourist scams, moral emotions
and behaviors: impacts on moral
emotions, dissatisfaction, revisit
intention and negative word of
mouth. Tourism Review, 77, 1299-
1321. https://doi.org/10.1108/TR-
03-2022-0115

Malhotra, G., Mishra, S., Shukla,
Y. S., & Chatterjee, R. (2022). Do
nostalgic intensity and psycho-
logical ownership trigger tourists’
revisit intention in crisis? Tourism
Analysis, 27(4), 479-494. https://
doi.org/10.3727/10835422
2X16510114086334

Mamani-Benito, O., Rojas-Zegar-
ra, M. E., Carranza Esteban, R. E,
Caycho-Rodriguez, T., Vilca, L. W,
& Lingan-Huaman, S. K. (2024).
New psychometric evidence for
the thesis advisor abuse scale
(EMAT) in Peruvian university
students based on classic and
modern procedures. Heliyon,
10(7). https://doi.org/10.1016/j.
heliyon.2024.e28475

Martins, A. (2023). Antecedents
of tourist revisit intentions: the
mediating effect of satisfaction.
International Journal of Tourism
Policy, 13(2), 137-153. https://doi.
org/10.1504/1JTP.2023.129830

Mimaki, C. A., Darma, G. S,
Widhiasthini, N. W., & Basmantra,
L. N. (2022). Predicting post-
COVID-19 tourist’s loyalty: will
they come back and recommend?
International Journal of Tourism
Policy, 12(1), 1-23. https://doi.
org/10.1504/ijtp.2022.121941

http://dx.doi.org/10.21511/im.21(2).2025.06

28.

29.

30.

31.

32.

33.

34.

Mittal, A., Bhandari, H., & Chand,
P. K. (2022). Anticipated positive
evaluation of social media posts:
social return, revisit inten-

tion, recommend intention and
mediating role of memorable
tourism experience. International
Journal of Culture, Tourism, and
Hospitality Research, 16(1), 193-
206. https://doi.org/10.1108/IJC-
THR-12-2020-0287

Mohammed, 1., Mahmoud, M. A.,
Preko, A., Hinson, R., & Yeboah,
J. G. (2023). The impact of halal
tourism on Muslim diaspora
intention to recommend: an ap-
plication of the theory of planned
behaviour. Journal of Hospitality
and Tourism Insights, 6(5), 1688-
1708. https://doi.org/10.1108/
JHTI-10-2021-0297

Nguyen, D. T, Nguyen, T. T. H,,
Nguyen, K. O., Pham, T. T. H.,

& Nguyen, T. H. (2023). Brand
personality and revisit intention:
the mediating role of tourists’
self-image congruity. Tourism and
Hospitality Management, 29(2),
235-248. https://doi.org/10.20867/
thm.29.2.8

Pham, T. L., Thanh, T. P. T, &
Le, T. M. (2021). The Impact of
Tourists’ Emotional Experiences
on Destination Image, Tourists’
Satisfaction and Willingness to
Recommend. WSEAS Transac-
tions on Business and Econom-
ics, 18, 1417-1431. https://doi.
org/10.37394/23207.2021.18.131

Prayag, G., Pung, ]. M., Lee, C.,

& Del Chiappa, G. (2022). The
self-concept and psychologi-

cal antecedents of intention to
recommend a heritage site: The
moderating effects of visitor type.
Tourism Management Perspec-
tives, 42. https://doi.org/10.1016/j.
tmp.2022.100962

Raja, S., Soundararajan, V., &
Parayitam, S. (2023). Community
support and benefits, culture and
hedonism as moderators in the re-
lationship between brand heritage,
tourist satisfaction and revisit in-
tention. Journal of Hospitality and
Tourism Insights, 7(5), 2525-2545.
https://doi.org/10.1108/JHTI-05-
2023-0324

Ramos, K., & Cuamea, O. (2023).
Dental tourism: factors influenc-

Innovative Marketing, Volume 21, Issue 2, 2025

35.

36.

37.

38.

39.

40.

ing travelers’ revisit intention to
the Mexican border. International
Journal of Tourism Cities, 9(3),
806-831. https://doi.org/10.1108/
IJTC-03-2023-0046

Rasoolimanesh, S. M., Chee, S. Y.,
& Ari Ragavan, N. (2023). Tourists’
perceptions of the sustainability of
destination, satisfaction, and re-
visit intention. Tourism Recreation
Research, 50(1), 106-125. https://
doi.org/10.1080/02508281.2023.2
230762

Rinj, E. S., Absah, Y., Sembiring,
B. K. E, & Putra, M. D. T. (2021).
Intention to revisit tourist destina-
tions in Indonesia. Innovative
Marketing, 17(4), 37-48. https://
doi.org/10.21511/im.17(4).2021.04

Rudyanto, R., Pramono, R., &
Juliana, J. (2021). Perception

of knowledge of the risk of the
COVID-19 pandemic regarding
touring intentions and tourism
travel recommendations. Journal
of Environmental Management
and Tourism, 12(4), 929-947.
https://doi.org/10.14505//jemt.
v12.4(52).08

Saragi, H., Hady, H., & Segoro,

W. (2021). Determinant fac-

tors of word of mouth and its
implications on revisit intention
of tourism to province of DKI
Jakarta. International Journal of
Hospitality and Tourism Systems,
14(2), 1-14. Retrieved from https://
www.scopus.com/inward/record.
uri?eid=2-s2.0-85103187367 &part
nerID=40&md5=97d7ab0fd44de5
faf76bc2664921b854

Shabankareh, M., Sarhadi, A.,
Hamzavi, J., Ranjbaran, A.,
Nazarian, A., & Osullivan, N.
(2023). Effects of information

and communication technology
improvement on revisit intention
during covid-19. Tourism and
Hospitality Management, 29(3),
455-470. https://doi.org/10.20867/
thm.29.3.12

Shi, H., Liu, Y., Kumail, T., & Pan,
L. (2022). Tourism destination
brand equity, brand authenticity
and revisit intention: the mediat-
ing role of tourist satisfaction and
the moderating role of destination
familiarity. Tourism Review, 77(3),
751-779. https://doi.org/10.1108/
TR-08-2021-0371

77



Innovative Marketing, Volume 21, Issue 2, 2025

41.

42,

43.

44,

/8

Shin, H.,, Lee, J., & Kim, N. (2024).
Workcation (Workation) Travel
Experiences, Satisfaction and
Revisit Intentions: Focusing on
Conceptualization, Scale Develop-
ment, and Nomological Net-
work. Journal of Travel Research,
63(5), 1150-1168. https://doi.
org/10.1177/00472875231188717

Soliman, M. (2021). Extending
the Theory of Planned Behavior
to Predict Tourism Destination
Revisit Intention. International
Journal of Hospitality and Tourism
Administration, 22(5), 524-549.
https://doi.org/10.1080/15256480.
2019.1692755

Su, X,, Sun, J., Duan, X., & Zhang,
J. (2024). Unpacking tourism
fatigue: travel frequency, duration
and its effects on satisfaction and
revisit intention. Current Issues

in Tourism, 27(18), 3043-3059.
https://doi.org/10.1080/13683500.
2024.2322052

Suban, S. A. (2024). Spa tourism:
understanding the relationship
of tourist's emotional experience,
destination image, satisfaction,
and intention to recommend us-

ing an integrated model. Interna-
tional Journal of Spa and Wellness,
7(1), 1-22. https://doi.org/10.1080/
24721735.2024.2314943

45. Tavakoli, R., & Mura, P. (2015).

“Journeys in Second Life” - Iranian
Muslim women’s behaviour in
virtual tourist destinations. Tour-
ism Management, 46, 398-407.
https://doi.org/10.1016/j.tour-
man.2014.07.015

46. Tiwari, A.V, Bajpai, N., & Pandey,

P. (2024). The measurement model
of novelty, memorable tourism
experience and revisit intention in
tourists. Leisure/Loisir, 48(1), 103-
121. https://doi.org/10.1080/14927
713.2023.2187864

47. Xu,J., & Ho, P.S. Y. (2024).

Whether educational tourism can
help destination marketing? An
investigation of college students’
study tour experiences, destina-
tion associations and revisit inten-
tions. Tourism Recreation Research,
49(1), 131-146. https://doi.org/10.
1080/02508281.2021.1972723

48. Xu,J., Yan, L., & Mak, C.K. Y.

(2022). Destination Residents’

49.

50.

51.

Expected Tourist Experiences of
Unconventional Attractions and
their Intention to Recommend.
Journal of China Tourism Research,
18(3), 510-532. https://doi.org/10.1
080/19388160.2021.1871693

Zabkar, V., Brendi¢, M. M., &
Dmitrovi¢, T. (2010). Modelling
perceived quality, visitor satisfac-
tion and behavioural intentions
at the destination level. Tourism
Management, 31(4), 537-546.
https://doi.org/10.1016/j.tour-
man.2009.06.005

Zhang, X., Chen, Z., & Jin, H.
(2021). The effect of tourists’ au-
tobiographical memory on revisit
intention: does nostalgia promote
revisiting? Asia Pacific Journal of
Tourism Research, 26(2), 147-166.
https://doi.org/10.1080/10941665.
2020.1718171

Zhao, Z., Shi, D., Huang, Z., &
Liu, X. (2023). How does tourism
memory affect revisit decisions?
The mediating role of episodic
future thinking. Tourism Manage-
ment Perspectives, 49. https://doi.
org/10.1016/j.tmp.2023.101199

http://dx.doi.org/10.21511/im.21(2).2025.06



	“Psychometric evaluation of the tourist behavior scale: Insights from Peruvian tourists”
	_Hlk101183532

