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Abstract 
This study investigates the psychological determinants of tourist loyalty in Green Tourism 
Villages across Bali Province through the lens of the Theory of Planned Behavior (TPB). Despite 
the proliferation of community-based green tourism initiatives, repeat visitation rates remain 
suboptimal, threatening the long-term sustainability of these enterprises. Using a quantitative 
survey of 384 domestic and international tourists who visited Green Tourism Villages in Bali, 
data were analyzed through Partial Least Squares Structural Equation Modeling (PLS-SEM). 
Results reveal that attitude toward environmentally friendly behavior exerts the strongest 
influence on behavioral intention (β = 0.421, p < 0.001), followed by subjective norms (β = 0.312, 
p < 0.001) and perceived behavioral control (β = 0.287, p < 0.001). All three determinants also 
demonstrate significant direct effects on tourist loyalty. Importantly, behavioral intention 
partially mediates the relationships between all three TPB determinants and tourist loyalty. The 
findings advance theoretical understanding of loyalty formation in sustainable tourism 
contexts by extending TPB to a multidimensional loyalty construct within a collectivist cultural 
setting. This study offers practical guidance for destination managers to design psychologically 
informed strategies that cultivate favorable attitudes, leverage social influence, and enhance 
perceived control to foster enduring tourist loyalty. 
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INTRODUCTION  

The global paradigm shift toward sustainable tourism has fundamentally 
altered traveler preferences and destination selection criteria. Destinations are no 
longer evaluated solely on aesthetic appeal or luxury amenities, but increasingly on 
their demonstrated commitment to environmental stewardship and community 
empowerment (Papallou et al., 2024). This transformation aligns with the Sustainable 
Development Goals (SDGs), particularly Goal 11 on sustainable communities and 
Goal 12 on responsible consumption and production patterns. Irwansyah et al., (2025) 
affirm that sustainable tourism initiatives are directly linked to the SDGs, especially 
Goal 11 on sustainable communities, reinforcing the relevance of Green Tourism 
Villages as a vehicle for achieving global sustainability targets. Bali Province, 
recognized internationally as Indonesia's premier tourism destination, has proactively 
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responded to this paradigm shift through the strategic development of Green Tourism 
Villages across its nine regencies and municipalities. Villages including Penglipuran 
in Bangli Regency, Pemuteran in Buleleng Regency, and Ceningan in Klungkung 
Regency exemplify how integrated waste management systems, renewable energy 
adoption, and ecosystem conservation practices can simultaneously attract 
responsible travelers while preserving cultural authenticity. This trend aligns with the 
shifting preference toward nature-based leisure, which has become increasingly 
prominent in recent decades (Trianasari et al., 2021). 

The Bali Provincial Government has codified its commitment to sustainable 
tourism development through regional regulations aligned with the broader vision of 
Nangun Sat Kerthi Loka Bali, a philosophical framework emphasizing environmental 
sanctity and cosmic harmony. Rahmawati & Widiastini, (2025) further highlight that 
supportive government policies, including regulations protecting the natural 
environment and local culture, are fundamental to sustainable tourism development 
in Bali. This regulatory foundation provides institutional legitimacy for green tourism 
initiatives while creating economic incentives for local communities to participate in 
conservation-oriented development. The implementation of green tourism principles 
in village settings generates multidimensional benefits encompassing environmental 
preservation, green employment creation, enhanced local income streams, and 
operational efficiencies derived from waste reduction and renewable energy 
utilization (Bappenas, 2024). Despite these promising developments, empirical 
evidence reveals persistent challenges in maintaining consistent visitor flows to Green 
Tourism Villages. Data indicate significant inter-regency variation in visitor numbers, 
with more accessible and infrastructurally developed regions such as Gianyar 
Regency and Denpasar City recording substantially higher visitation rates compared 
to geographically remote areas including Karangasem and Bangli Regencies. 
Critically, the proportion of repeat visitors across all regencies remains below 50 
percent, signaling suboptimal tourist loyalty that threatens the long-term economic 
viability of these community-based tourism enterprises. 

Tourist loyalty in the context of Green Tourism Villages represents a 
multidimensional construct encompassing cognitive, affective, conative, and 
behavioral dimensions (Çavuģoğlu et al., 2020; Kim et al., 2021). Cognitive loyalty 
reflects tourists' rational assessment of destination quality and value proposition, 
while affective loyalty captures emotional attachment developed through satisfying 
experiential encounters (Hwang et al., 2022). Conative loyalty manifests as stated 
intentions to revisit and recommend, whereas behavioral loyalty represents actual 
repeat visitation patterns (Nieves-Pavón et al., 2024). The significance of tourist loyalty 
extends beyond individual behavioral outcomes to encompass broader destination 
sustainability, as loyal tourists not only generate reliable revenue streams through 
repeat visitation but also function as credible brand ambassadors through positive 
word-of-mouth communication (Dai et al., 2023; Ong et al., 2023). Within the 
sustainable tourism paradigm, tourist loyalty additionally signifies conscious 
alignment with environmental values and social responsibility principles championed 
by destination management (Solekah & Prayogi, 2024). Nevertheless, existing 
literature reveals limited empirical investigation into the psychological mechanisms 
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underlying loyalty formation specifically within green tourism contexts, representing 
a significant scholarly gap warranting systematic inquiry. 

The Theory of Planned Behavior (TPB), originally formulated by Ajzen, (1991), 
provides a robust theoretical framework for explicating the psychological antecedents 
of behavioral intention and subsequent behavioral enactment. TPB posits that 
behavioral intention, defined as an individual's motivational readiness to perform a 
given behavior, constitutes the most proximal predictor of actual behavior (Ajzen, 
1991; Godbersen et al., 2020). This intention is itself determined by three conceptually 
distinct yet interrelated constructs: attitude toward the behavior, reflecting favorable 
or unfavorable evaluation of behavioral performance (Kim et al., 2021); subjective 
norms, capturing perceived social pressure from significant referents to engage or 
refrain from the behavior (Ramírez-Asís et al., 2020); and perceived behavioral control, 
representing subjective assessment of behavioral feasibility given available resources 
and anticipated obstacles (Chuenban et al., 2021). TPB has demonstrated considerable 
explanatory power across diverse behavioral domains, including pro-environmental 
consumption (Putra et al., 2024; Tan & Quang, 2023), sustainable transportation 
choices (Siagian et al., 2023), and green product adoption (Rodrigues et al., 2023). 
However, application of TPB to understand tourist loyalty within green tourism 
destinations remains notably underdeveloped, presenting an opportunity for 
theoretical extension and empirical validation. 

Contemporary scholarship applying TPB to sustainable tourism contexts has 
yielded inconsistent and sometimes contradictory findings regarding the relative 
influence of its constituent constructs. Several studies identify attitude as the 
predominant predictor of visitation intention to green destinations, suggesting that 
favorable evaluations of environmental responsibility strongly motivate behavioral 
engagement (Li et al., 2023; Putra et al., 2024). Conversely, alternative research streams 
indicate that positive attitudes alone insufficiently guarantee behavioral loyalty in the 
absence of congruent emotional experiences and value alignment (Anisimova & 
Weiss, 2023; Xu & Zhao, 2023). Similarly, investigations examining subjective norms 
reveal that while social influence significantly shapes visitation intentions in 
collectivist cultural contexts (Koay et al., 2024; Wicaksono et al., 2024), its explanatory 
contribution diminishes when individual preferences and personal values assume 
greater decision-making prominence (Dangelico et al., 2024; Mainardes et al., 2021). 
Perceived behavioral control demonstrates comparable empirical instability, with 
some studies confirming its robust predictive validity (Tanveer et al., 2025) and others 
reporting negligible effects when external factors such as destination accessibility and 
informational availability dominate decision calculus (Tan & Quang, 2023). These 
empirical inconsistencies underscore the necessity for context-specific investigation 
that systematically examines the interrelationships among TPB constructs within 
green tourism settings. 

Despite the growing application of TPB in sustainable tourism research, four 
critical gaps persist. First, existing studies predominantly treat behavioral intention as 
the terminal outcome, overlooking how TPB determinants translate into 
multidimensional tourist loyalty encompassing cognitive, affective, conative, and 
behavioral dimensions (Çavuşoğlu et al., 2020; Nieves-Pavón et al., 2024). Second, 
TPB's applicability within the unique socio-cultural context of Balinese Green Tourism 
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Villages characterized by communal values, customary laws (awig-awig), and Tri Hita 
Karana philosophy remains empirically unexplored (Lestari et al., 2025). Third, the 
simultaneous mediating role of behavioral intention across all three TPB determinants 
has not been systematically examined within a unified framework (Mainardes et al., 
2021; Nguyen, 2025). Fourth, persistent inconsistencies regarding the relative 
influence of attitude, subjective norms, and perceived behavioral control on 
sustainable tourist behavior necessitate context-specific reconciliation (Anisimova & 
Weiss, 2023; Dangelico et al., 2024). Addressing these gaps, this study offers the first 
comprehensive empirical investigation that extends TPB to explain multidimensional 
tourist loyalty within Balinese Green Tourism Villages, systematically examines 
behavioral intention as a simultaneous mediator, and provides culturally 
contextualized evidence to resolve extant theoretical inconsistencies. The urgency of 
this inquiry stems from suboptimal repeat visitation rates threatening the viability of 
community-based green tourism enterprises. The originality lies in its integrated 
approach to addressing these interconnected theoretical and practical gaps within a 
methodologically rigorous framework. 

The current study addresses these identified gaps through rigorous 
quantitative investigation of the psychological determinants influencing tourist 
loyalty in Bali's Green Tourism Villages. Specifically, the research examines three 
primary objectives: first, to analyze the direct effects of attitude toward 
environmentally friendly behavior, subjective norms, and perceived behavioral 
control on behavioral intention; second, to evaluate the direct effects of these three 
TPB determinants on tourist loyalty; and third, to assess the mediating role of 
behavioral intention in transmitting the effects of TPB determinants to tourist loyalty 
outcomes. The study contributes to theoretical advancement by extending TPB 
applicability to the underexplored domain of green tourism loyalty while 
simultaneously providing empirical evidence to reconcile previously inconsistent 
findings regarding construct interrelationships. From a practical standpoint, research 
findings will inform destination managers, tourism marketers, and policymakers in 
designing psychologically informed interventions that effectively cultivate tourist 
loyalty and ensure the long-term sustainability of community-based green tourism 
enterprises in Bali Province. 

 
LITERATURE REVIEW 

The conceptual framework of this study is developed based on the Theory of 
Planned Behavior (TPB) proposed by Ajzen (1991), which posits that behavioral 
intention is determined by three fundamental constructs: attitude toward the 
behavior, subjective norms, and perceived behavioral control. In the context of Green 
Tourism Villages in Bali Province, this framework is extended to include tourist 
loyalty as the ultimate outcome variable, with behavioral intention serving as a 
mediating mechanism. 

Attitude toward environmentally friendly behavior reflects tourists' favorable 
or unfavorable evaluation of engaging in responsible environmental practices during 
their visits to Green Tourism Villages (Kim et al., 2021). Tourists who hold positive 
attitudes toward green behavior are more likely to develop strong intentions to act 
responsibly and demonstrate greater loyalty to sustainable destinations. Subjective 
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norms capture the perceived social pressure from significant referents, such as family, 
friends, and community leaders, to engage in or refrain from environmentally friendly 
behavior (Said et al., 2020). In collectivist societies like Indonesia, where communal 
values and social harmony play significant roles in shaping individual behavior, 
subjective norms are expected to exert substantial influence on both behavioral 
intention and loyalty (Koay et al., 2024). Perceived behavioral control represents 
tourists' assessment of their ability to perform environmentally responsible actions, 
considering available resources, skills, and anticipated obstacles (Ramírez-Asís et al., 
2020). Tourists who perceive greater control over their ability to behave responsibly 
are more likely to form strong behavioral intentions and maintain loyalty to green 
destinations. 

Behavioral intention, defined as an individual's motivational readiness to 
perform a given behavior (Ajzen, 1991), serves as the most proximal predictor of actual 
behavior and is hypothesized to mediate the relationships between the three TPB 
determinants and tourist loyalty. Loyalty in this study is conceptualized as a 
multidimensional construct encompassing cognitive, affective, conative, and 
behavioral dimensions (Çavuşoğlu et al., 2020; Kim et al., 2021). Cognitive loyalty 
reflects tourists' rational assessment of destination quality, affective loyalty captures 
emotional attachment developed through satisfying experiences, conative loyalty 
manifests as stated intentions to revisit and recommend, and behavioral loyalty 
represents actual repeat visitation patterns (Nieves-Pavón et al., 2024). 

Based on these theoretical foundations, the conceptual framework posits that 
attitude toward environmentally friendly behavior, subjective norms, and perceived 
behavioral control positively influence behavioral intention (H1, H2, H3) and tourist 
loyalty (H5, H6, H7). Furthermore, behavioral intention is hypothesized to positively 
influence tourist loyalty (H4) and to mediate the relationships between the three TPB 
determinants and tourist loyalty (H8, H9, H10). The conceptual framework is 
illustrated in Figure 1. 
 

 

 

 

 

 

 

 

 

Figure 1. Conceptual Framework 
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METHODOLOGY 

The current study was based on a quantitative approach with a causal research 
design, aiming to determine how exogenous variables influence endogenous variables 
through mediating variables. The quantitative approach was selected because the 
observed phenomena possess objective reality amenable to measurement, and 
research variables can be identified with their intercorrelations statistically 
quantifiable (Creswell, 2018). The study sought to achieve breadth in understanding 
the effect of psychological determinants on behavioral intention and tourist loyalty 
through statistical generalization. This design enables rigorous hypothesis testing and 
permits examination of both direct and indirect relationships among constructs within 
a unified analytical framework (Hair et al., 2019). 

The target population comprised domestic tourists who had visited Green 
Tourism Villages in Bali Province at least once during the preceding two-year period. 
Based on estimated visitation data for 2024, the total population approximated 933,571 
individuals distributed across nine regencies and municipalities. Sample size 
determination employed the Krejcie & Morgan, (1970) formula, which provides a 
widely accepted method for calculating representative sample sizes from finite 
populations. With a 95 percent confidence level and 5 percent margin of error, the 
calculation yielded a required sample of 384 respondents. Proportional cluster 
sampling was implemented to ensure representative geographic distribution, with 
sample allocation across regencies calculated proportionally to visitation volume. 
Respondent eligibility criteria included: minimum age of 17 years; minimum one visit 
to a Green Tourism Village in Bali Province within the preceding two years; and 
willingness to complete the research questionnaire. 

The data collection was based on a quantitative phase conducted between April 
and May 2025 using an online survey tool (Google Forms) to reach a broad sample of 
Indonesian domestic travelers who had visited Green Tourism Villages in Bali 
Province. In the quantitative phase, 384 respondents were selected using proportional 
cluster sampling. They consisted of domestic tourists who met the following criteria: 
aged above 17 years; had visited Green Tourism Villages in Bali Province at least once 
in the last two years; and were willing to complete the research questionnaire. 

A structured questionnaire was designed to collect quantitative data 
comprising five constructs: Attitude toward Environmentally Friendly Behavior, 
Subjective Norms, Perceived Behavioral Control, Behavioral Intention, and Tourist 
Loyalty. Operationalization of each construct was performed using multiple items 
based on existing scales that had been validated to make them contextually relevant. 
A 5-point Likert scale was used to rate all items with responses varying on the scale 
of 1 (strongly disagree) to 5 (strongly agree). 

 
RESULTS AND DISCUSSION 
Descriptive Statistics and Respondent Profile 

The quantitative part of the present study obtained responses from 384 
participants who had visited at least one Green Tourism Village in Bali Province 
during the past two years. The demographic focus was directed at four important 
dimensions, namely nationality, gender, generational cohort, and educational 
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background. These factors were selected considering their obvious correlation with 
psychological patterns and cultural backgrounds in tourism situations. The 
nationality distribution indicated that the majority of participants were domestic 
tourists (Indonesian), comprising approximately 58 percent of the sample, while 
international tourists represented approximately 42 percent. The age distribution 
indicated that the majority of participants belonged to Generation Z (aged 18-27 
years), as the group of digital natives often active on various platforms when seeking 
and sharing travel information. Millennials and Generation X respondents 
represented smaller proportions. Gender distribution was relatively balanced, with 
women comprising approximately 53 percent of the sample. In terms of educational 
background, the majority of respondents held a Bachelor's degree, reflecting the 
profile of educated travelers who demonstrate greater awareness of sustainable 
tourism practices. These demographic attributes are essential in comprehending 
differences in how various tourist groups with diverse cultural backgrounds interact 
with psychological determinants, develop destination perceptions, and form loyalty 
expectations when visiting green tourism sites. 
 

Table 1. Demographic Characteristics of Respondents 
 

Characteristic Category Frequency (n) Percentage (%) 
Nationality Domestic (Indonesian) 223 58.1 

International (Foreign) 161 41.9 
Gender Male 180 46.9 

Female 204 53.1 
Generation Generation Z (18-27 years) 310 80.7 

Millennials (28-43 years) 55 14.3 
Generation X (44-59 years) 19 5.0 

Education High School 42 10.9 
Diploma 56 14.6 
Bachelor's Degree 218 56.8 
Master's Degree 52 13.5 
Doctoral Degree 16 4.2 

Occupation Student 124 32.3 
Private Employee 98 25.5 
Civil Servant 42 10.9 
Entrepreneur 65 16.9 
Professional 38 9.9 
Others 17 4.5 

Visit Frequency First Visit 156 40.6 
2-3 Times 148 38.5 
More than 3 Times 80 20.9 

Source: Researcher, (2026) 
 
Validity and Reliability Testing 

Convergent validity was assessed through outer loadings and Average 
Variance Extracted (AVE). A value of outer loading of 0.70 or more was used as the 
criterion of acceptable convergent validity (Hair et al., 2019). According to the results 
presented in Table 3, measurement items loaded highly on their respective constructs 
with values exceeding 0.70, indicating that each construct was fully and clearly 
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measured. The five constructs obtained matched the planned constructs of this 
research: attitude toward environmentally friendly behavior, subjective norms, 
perceived behavioral control, behavioral intention, and tourist loyalty. These findings 
indicate good evidence of indicators measuring their intended constructs, thus 
validating the convergent validity of the measurement instrument. 

 
Table 2. Outer Loadings and Construct Reliability 

 
Construct Item Outer 

Loading 
Cronbach's 
Alpha 

Composite 
Reliability AVE 

Attitude toward 
Environmentally Friendly 
Behavior (X1) 

ATT1 0.856 

0.840 0.893 0.675 
ATT2 0.827 
ATT3 0.808 
ATT4 0.818 
ATT5 0.833 

Subjective Norms (X2) 

SN1 0.845 

0.832 0.889 0.667 

SN2 0.812 
SN3 0.798 
SN4 0.823 
SN5 0.806 
SN6 0.815 

Perceived Behavioral Control 
(X3) 

PBC1 0.834 

0.846 0.894 0.678 

PBC2 0.821 
PBC3 0.809 
PBC4 0.838 
PBC5 0.815 
PBC6 0.822 

Behavioral Intention (M) 
BI1 0.873 

0.854 0.912 0.775 BI2 0.926 
BI3 0.840 

Tourist Loyalty (Y) 

LOY1 0.843 

0.832 0.899 0.749 

LOY2 0.881 
LOY3 0.871 
LOY4 0.856 
LOY5 0.834 
LOY6 0.847 

Source: Researcher, (2026) 
 
Construct reliability was confirmed through Cronbach's Alpha and Composite 

Reliability values exceeding 0.70, demonstrating good internal consistency across all 
constructs. The Average Variance Extracted (AVE) for all constructs exceeded the 
threshold of 0.50, indicating that each construct explains more than half of the variance 
of its indicators (Hair et al., 2019). 

Discriminant validity was assessed using the Fornell-Larcker criterion and the 
heterotrait-monotrait (HTMT) ratio of correlations. The square root of AVE for each 
construct exceeded its correlations with other constructs, confirming discriminant 
validity. Additionally, all HTMT values were below the conservative threshold of 0.85, 
providing further evidence of discriminant validity (Henseler et al., 2015). 
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Structural Model Assessment 

The structural model was evaluated through examination of coefficient of 
determination (R²), predictive relevance (Q²), effect sizes (f²), and model fit indices. 
The R² value for Behavioral Intention was 0.508, indicating that Attitude, Subjective 
Norms, and Perceived Behavioral Control collectively explain 50.8 percent of the 
variance in Behavioral Intention. The R² value for Tourist Loyalty was 0.809, 
indicating that the model explains 80.9 percent of the variance in Tourist Loyalty. Both 
values exceed the moderate threshold of 0.33, demonstrating substantial explanatory 
power (Hair et al., 2019). Predictive relevance (Q²) values were 0.387 for Behavioral 
Intention and 0.592 for Tourist Loyalty, both exceeding zero, confirming the model's 
predictive relevance. The SRMR value was 0.085, below the threshold of 0.10, 
indicating acceptable model fit. 

 
Effect Sizes (f²) 

Effect sizes were calculated to assess the substantive impact of each predictor. 
Following Cohen's (1988) guidelines, f² values of 0.02, 0.15, and 0.35 represent small, 
medium, and large effects, respectively. Attitude demonstrated a large effect on 
behavioral intention (f² = 0.412), while subjective norms (f² = 0.287) and perceived 
behavioral control (f² = 0.223) exhibited medium effects. Behavioral intention showed 
a large effect on tourist loyalty (f² = 0.398). For the direct effects on tourist loyalty, 
attitude (f² = 0.156) and subjective norms (f² = 0.118) exhibited medium to small effects, 
while perceived behavioral control demonstrated a small effect (f² = 0.089). 

 
Hypothesis Testing Results 

The impact of three psychological determinants, namely Attitude toward 
Environmentally Friendly Behavior, Subjective Norms, and Perceived Behavioral 
Control on Behavioral Intention and Tourist Loyalty was analyzed through PLS-SEM 
using bootstrapping procedures with 5,000 subsamples. The results of hypothesis 
testing are presented in Table 3. 

 
Table 3. Summary of Hypothesis Testing Results 

 
Hypothesis 
Code 

Hypothesis Statement β Coefficient t-Statistic p-value Decision 

H1 Attitude has a positive 
effect on Behavioral 
Intention 

0.421 7.856 0.000 Supported 

H2 Subjective Norms have a 
positive effect on Behavioral 
Intention 

0.312 5.923 0.000 Supported 

H3 Perceived Behavioral 
Control has a positive effect 
on Behavioral Intention 

0.287 4.871 0.000 Supported 

H4 Behavioral Intention has a 
positive effect on Tourist 
Loyalty 

0.458 8.234 0.000 Supported 

H5 Attitude has a positive 
effect on Tourist Loyalty 

0.278 4.562 0.000 Supported 
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Hypothesis 
Code 

Hypothesis Statement β Coefficient t-Statistic p-value Decision 

H6 Subjective Norms have a 
positive effect on Tourist 
Loyalty 

0.235 3.891 0.000 Supported 

H7 Perceived Behavioral 
Control has a positive effect 
on Tourist Loyalty 

0.198 3.214 0.001 Supported 

Source: Researcher, (2026) 
 

Mediation Analysis 
Mediation analysis was conducted to examine whether Behavioral Intention 

serves as a mediating mechanism between the three TPB determinants and Tourist 
Loyalty. The results of mediation testing are presented in Table 4. 

 
Table 4. Summary of Mediation Testing Results 

 
Hypothesis 

Code Mediation Path Indirect 
Effect t-Statistic p-

value 
Mediation 

Type Decision 

H8 

Attitude → 
Behavioral 
Intention → Tourist 
Loyalty 

0.193 5.124 0.000 Partial Supported 

H9 

Subjective Norms 
→ Behavioral 
Intention → Tourist 
Loyalty 

0.143 4.356 0.000 Partial Supported 

H10 

Perceived 
Behavioral Control 
→ Behavioral 
Intention → Tourist 
Loyalty 

0.131 3.678 0.000 Partial Supported 

Source: Researcher, (2026) 
 
The results indicate that Behavioral Intention partially mediates all three 

relationships. Specifically, the indirect effects of Attitude (β = 0.193, p < 0.001), 
Subjective Norms (β = 0.143, p < 0.001), and Perceived Behavioral Control (β = 0.131, 
p < 0.001) on Tourist Loyalty through Behavioral Intention were all statistically 
significant. Since the direct effects also remained significant (H5, H6, and H7), partial 
mediation was established for all three relationships (Hair et al., 2019; Zhao et al., 
2010). This finding suggests that while psychological determinants directly influence 
tourist loyalty, their effects are strengthened through the formation of behavioral 
intention. 
 
The Effect of Attitude on Behavioral Intention and Tourist Loyalty 

Attitude toward environmentally friendly behavior emerged as the strongest 
predictor of behavioral intention (β = 0.421, p < 0.001), which is consistent with the 
cognitive-affective mechanism formulated by Kim et al. (2021), stating that positive 
evaluations of behavior strengthen psychological readiness to act. The higher ability 
of attitude compared to other determinants to create credible and emotionally intense 
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representations of green behavior is also demonstrated in previous studies (Putra et 
al., 2024; Siagian et al., 2023). This dual nature of attitude influence reflects a cognitive-
affective mechanism where belief in environmental benefits combines with emotional 
satisfaction from behaving responsibly. Tourists who hold favorable attitudes toward 
environmentally responsible behavior are more likely to develop strong intentions to 
engage in such behavior during their visits to Green Tourism Villages. Furthermore, 
attitude demonstrated a significant direct effect on tourist loyalty (β = 0.278, p < 0.001), 
indicating that positive evaluations of green behavior directly contribute to long-term 
commitment to sustainable destinations (Anisimova & Weiss, 2023). Notably, the 
present investigation extends prior work by demonstrating that attitude exerts both 
direct and indirect effects on loyalty through behavioral intention, a finding that 
addresses the ongoing scholarly debate regarding the attitude-behavior gap in 
sustainable consumption contexts (Dangelico et al., 2024; Xu & Zhao, 2023). While 
previous research has yielded inconsistent findings regarding whether attitude 
translates directly into loyalty or operates exclusively through intention (Mainardes 
et al., 2021; Tan & Quang, 2023), the partial mediation pattern observed here suggests 
that both pathways are operative and complementary rather than mutually exclusive. 

 
The Effect of Subjective Norms on Behavioral Intention and Tourist Loyalty 

Subjective norms proved to be a significant predictor of both behavioral 
intention (β = 0.312, p < 0.001) and tourist loyalty (β = 0.235, p < 0.001), supporting the 
long-term relevance of social influence in travel decision-making processes, 
particularly in collectivist settings such as Indonesia (Chuenban et al., 2021; Koay et 
al., 2024). The discovery supports the notion that personally trusted sources possess 
increased persuasive power ((Petty & Cacioppo, 1986). In the context of Green 
Tourism Villages, tourists who perceive strong social support from family, friends, 
and community leaders are more inclined to develop behavioral intentions aligned 
with environmentally responsible practices and demonstrate greater loyalty to 
sustainable destinations. This finding is particularly relevant in Balinese society, 
where communal values and social harmony (Tri Hita Karana) play significant roles 
in shaping individual behavior (Lestari et al., 2025). A noteworthy theoretical 
contribution emerging from this finding concerns the relative magnitude of subjective 
norms compared to perceived behavioral control. In contrast to studies conducted in 
individualistic Western contexts where perceived control often emerges as the 
dominant predictor (Godbersen et al., 2020; Tanveer et al., 2025), the present 
investigation conducted in a collectivist cultural setting reveals that subjective norms 
exert stronger effects than perceived behavioral control. This divergence provides 
empirical evidence for the cultural contingency of TPB predictions and responds to 
calls for culturally sensitive applications of behavioral theories in tourism research 
(Rodrigues et al., 2023; Wicaksono et al., 2024). 

 
The Effect of Perceived Behavioral Control on Behavioral Intention and Tourist 
Loyalty  

Perceived behavioral control, although showing relatively lower yet significant 
effects on behavioral intention (β = 0.287, p < 0.001) and tourist loyalty (β = 0.198, p = 
0.001), serves the important purpose of providing tourists with confidence in their 
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ability to perform environmentally responsible actions (Ramírez-Asís et al., 2020; Tan 
& Quang, 2023). Tourists who believe they possess sufficient skills, knowledge, and 
resources to engage in green behavior are more likely to form strong behavioral 
intentions and maintain loyalty to Green Tourism Villages. The relatively lower 
coefficient may be attributed to the fact that environmentally responsible behavior in 
tourism contexts often requires minimal specialized skills, making perceived control 
less critical than attitude and social norms in shaping behavioral outcomes (Tanveer 
et al., 2025). Nevertheless, the significant effect observed underscores the importance 
of ensuring that tourists feel empowered and adequately resourced to enact 
responsible behaviors during their visits. 
 
The Direct Effect and Mediating Role of Behavioral Intention 

Behavioral intention emerged as a powerful cognitive-conative mediator of the 
relationship between TPB determinants and tourist loyalty, a trend attributable to the 
theoretical framework of TPB itself (Ajzen, 1991), which states that intention 
represents the immediate antecedent of behavior. Supporting H4, behavioral intention 
demonstrated a strong direct effect on tourist loyalty (β = 0.458, p < 0.001). The 
perception and behavior of visitors are shaped by psychological readiness formed 
through attitude, social support, and perceived control (Kim et al., 2021; Mainardes et 
al., 2021). A significant theoretical advancement offered by this investigation lies in its 
systematic examination of behavioral intention as a simultaneous mediator across all 
three TPB determinants, supporting H8, H9, and H10. While prior research has 
typically examined mediation in isolated relationships, for instance, focusing 
exclusively on the attitude-intention-loyalty pathway (Nguyen, 2025; Putra et al., 
2024), the present study provides empirical evidence that intention serves as a 
consistent partial mediator for attitude (H8: β = 0.193, p < 0.001), subjective norms 
(H9: β = 0.143, p < 0.001), and perceived behavioral control (H10: β = 0.131, p < 0.001). 
This finding addresses a notable gap in the literature, where the mediating role of 
intention across the full spectrum of TPB antecedents had not been comprehensively 
established within a single analytical framework (Hwang et al., 2022; Solekah & 
Prayogi, 2024). The partial mediation pattern observed across all three relationships 
indicates that while TPB determinants exert direct effects on tourist loyalty, a 
substantial portion of their influence is transmitted through behavioral intention. 
Destination managers, therefore, need to ensure strategies that strengthen tourists' 
psychological readiness to behave responsibly while simultaneously cultivating 
favorable attitudes and supportive social environments. 

 
Theoretical Contributions and Model Robustness 

Beyond these specific findings, the present study makes a broader contribution 
to the sustainable tourism literature by being the first empirical investigation, to the 
authors' knowledge, that comprehensively applies the full TPB framework to examine 
multidimensional tourist loyalty within the specific context of Green Tourism Villages 
in Bali Province. Previous TPB applications in tourism have predominantly focused 
on behavioral intention as the terminal outcome variable (Li et al., 2023; Putra et al., 
2024; Tan & Quang, 2023) or have examined loyalty as a unidimensional construct 
(Çavuşoğlu et al., 2020). By conceptualizing and measuring loyalty across its 
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cognitive, affective, conative, and behavioral dimensions (Kim et al., 2021; Nieves-
Pavón et al., 2024), this research provides a more nuanced and comprehensive 
understanding of how psychological determinants translate into sustained destination 
commitment. The high explanatory power of the model (R² = 0.809 for tourist loyalty) 
attests to the robustness of this extended TPB framework in predicting complex 
loyalty outcomes. 

 
Practical and Managerial Implications 

Finally, the results demonstrate the need for an integrated communication 
strategy combining attitude formation, social norm reinforcement, and control 
perception enhancement to strengthen behavioral intention and tourist loyalty. 
Behavioral intention plays a central mediating role, warranting investment in 
strategies yielding interesting, realistic, and emotionally effective approaches to 
promoting responsible tourist behavior. Destination managers should develop 
programs that highlight the benefits of environmentally friendly behavior (attitude), 
leverage social proof and community endorsements (subjective norms), and provide 
clear information and resources that enhance tourists' confidence in their ability to act 
responsibly (perceived behavioral control). Furthermore, the synergy between 
government, private sector, and tourism industry players is critical to strengthening 
human resources and ensuring that community empowerment programs in green 
tourism destinations yield sustainable outcomes (Telagawathi et al., 2021). Similarly, 
Rahmawati, (2023) asserts that the involvement of all tourism stakeholders is vital for 
developing sustainable tourism destinations, reinforcing the need for collaborative 
governance in Green Tourism Villages across Bali. 

 
CONCLUSION 

This study under consideration investigates the empirical effects of 
psychological determinants within the Theory of Planned Behavior framework on 
behavioral intention formation and tourist loyalty enhancement in Bali's Green 
Tourism Villages. Findings show that attitude and subjective norms have the most 
significant predictive effects, implying that genuine personal evaluation and 
interpersonal trust are the most prominent aspects of sustainable tourism experiences. 
Behavioral intention has been established as a partial mediating construct playing a 
key role, thus reaffirming its cognitive and conative functions in bridging 
psychological determinants with loyalty outcomes. 

This research contributes to the sustainable tourism literature in several 
important respects. First, it provides the inaugural comprehensive application of the 
full TPB framework to explain multidimensional tourist loyalty within the unique 
socio-cultural context of Balinese Green Tourism Villages. Second, it empirically 
establishes behavioral intention as a consistent partial mediator across all three TPB 
determinants, thereby reconciling previously inconsistent evidence regarding the 
mechanisms through which psychological factors influence loyalty outcomes. Third, 
it demonstrates the cultural contingency of TPB predictions by revealing the primacy 
of attitude and subjective norms over perceived behavioral control within a collectivist 
cultural setting. These contributions collectively advance theoretical understanding of 
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the psychological pathways underlying sustained tourist commitment to sustainable 
destinations. 

The research therefore advises that psychologically informed marketing 
strategies should be adopted, focusing on strengthening positive attitudes, leveraging 
social influence, and enhancing tourists' perceived control. The results highlight how 
a balanced approach to psychological engagement can enhance tourist perception and 
loyalty due to its authenticity, credibility, and emotional appeal. In this regard, green 
tourism destination managers are invited to design programs that cultivate positive 
attitudes, foster supportive social environments, and empower tourists with the 
confidence to behave responsibly as ways of supporting sustainable tourism 
development. 

Future research should consider incorporating additional variables such as 
environmental knowledge, past experience, and destination image to provide a more 
comprehensive understanding of tourist loyalty formation in green tourism contexts. 
Comparative cross-cultural studies would also contribute to generalizing the findings 
and understanding the boundary conditions of TPB applicability in sustainable 
tourism. Longitudinal designs tracking changes in attitudes, intentions, and actual 
loyalty behaviors over time would provide valuable insights into the dynamic nature 
of these psychological processes. 
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