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Abstract: - This study aims to research the elements that impact tourists' inclination to undertake rafting 
tourism in Indonesia. Due to the scarcity of research on tourist behaviour in rafting tourism, this study 
conducted an online survey to collect data from a sample of 238 participants using easy sampling. The 
individuals included in the research were tourists. This study examined the information collected by 
exploratory factor analysis, confirmatory factor analysis, and structural equation modelling. The findings 
validated all hypotheses. These demonstrated substantial effects of destination sustainability on destination 
publicity and destination image, as well as notable effects of destination publicity and destination image on 
visit intention. These findings enhance our comprehension of tourist behaviour in the context of rafting tourism 
and emphasise the significance of destination sustainability, publicity, and image in influencing tourists' 
intentions. 
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1 Introduction 
Rafting tourism is a unique travel form that 
immerses individuals in the exhilarating experience 
of white-water rafting in rivers [1]. Adventure 
tourism, a subset of rafting tourism, caters to 
individuals seeking thrilling outdoor activities, 
combining the excitement of navigating fast-flowing 
river currents with the joy of admiring the scenic 
natural surroundings. Rafting tourism is a form that 

involves participating in river rafting activities [2]. 
Participants traverse the river using inflatable rafts 
or similar vessels operated by crews that rely on 
their paddling strength. Since 1975, rafting has been 
a popular activity in Indonesia, renowned for its 
adrenaline-inducing nature. 

The study of rafting tourism's potential can be 
further explored by emphasising its capability to 
evolve into a major tourist attraction, thereby 
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promoting local tourism growth and stimulating the 
regional economy [3]. Rafting tourism is a major 
draw, attracting visitors with its scenic river and 
challenging rafting routes [4]. The increasing 
popularity of rafting tourism among tourists is 
notable. This sector offers a variety of services, 
ranging from traditional rafting to motorised and 
pulled rafting. Additionally, these services often 
include supplementary facilities such as catering, 
audio entertainment, and emergency transportation, 
which enhance the overall rafting experience [5]. 

Various thrilling and sensory variables 
significantly influence the intention to visit in the 
context of rafting tourism. The visit intention of 
foreign active sports tourists to Sri Lanka, 
specifically those involved in rafting and other 
water sports, is motivated by factors such as the 
pursuit of adventure, a curiosity to engage in novel 
activities, and a fascination with nature and outdoor 
experiences. These activities increase the adrenaline 
rush and excitement and substantially impact 
tourists' choices to revisit countries such as Sri 
Lanka to repeat their rafting experiences [6]. 
Destinations can raise foreign tourists' interest in 
rafting activities and improve their revisit rates by 
comprehending these travel motivations and 
behaviours and developing focused initiatives. 
Similarly, another study ascertains that the desire for 
water tourism and the effectiveness of water 
transportation services are pivotal factors in 
influencing tourists' intentions. The design of boats, 
the efficiency of tourist transport systems, and the 
implementation of safety measures are essential 
factors influencing tourists' choices to participate in 
rafting activities on the Mekong River [7].  

Furthermore, the many aspects of service 
quality significantly influence the likelihood of 
tourists returning to participate in rafting tourism. 
The physical conditions at the beginning and end 
points of rafting events play a crucial role in 
determining participants' likelihood of returning for 
future rafting activities. These tangible features of 
service quality significantly impact participants' 
intentions. It highlights the significance of rafting 
event organisers prioritising enhancing physical 
facilities and conditions to increase participant 
satisfaction and promote repeated participation [8]. 
Visitors' decisions to visit a place are greatly 
influenced by how safe they feel. It's essential to 
understand and address their concerns to ensure they 
feel secure and satisfied during their visit [9]. 
Another study delves deeper into the impact of 
various factors, such as prior rafting experiences, 
individual preferences, and external influences like 
promotional efforts and destination information, on 

individuals' inclinations to participate [10]. To 
effectively enhance revisit intentions in rafting 
tourism, it is crucial to comprehend many elements, 
such as tourist happiness and perceived value. 

Research has extensively analysed the factors 
influencing tourists' intentions to visit rafting 
tourism destinations. However, these studies have 
not considered destination sustainability, credibility, 
and trust as potential predictors. Trust is a crucial 
element in influencing purchase intention [11], [12], 
[13].  This study seeks to address this void by 
examining the influence of these three 
characteristics on the intention to visit. Doing so 
enhances our understanding of the factors 
influencing tourists' intention to visit a rafting 
destination and provides practical insights. It 
specifically examines how the perceived 
sustainability practices of the destination, the 
credibility of the information provided, and the trust 
tourists have in the destination impact their decision 
to visit. Leveraging these insights can develop better 
methods for managing and promoting rafting 
tourism areas, eventually improving their 
attractiveness and long-term viability. 

For several reasons, destination sustainability, 
credibility, and trust are crucial factors that 
significantly influence rafting tourism. Destination 
sustainability encompasses a tourism destination's 
environmental, social, and economic practices. In a 
time when tourists are becoming more aware of 
their impact on the environment, places that 
promote sustainable practices are more likely to 
attract visitors who appreciate and seek out travel 
experiences that are both eco-friendly and socially 
responsible. Implementing sustainable practices can 
improve a place's overall appeal by guaranteeing its 
long-term sustainability and conserving the vital 
natural resources required for activities like rafting.  

Secondly, destination credibility refers to the 
dependability and precision of the information 
presented about the destination. Establishing 
credibility plays a vital role in influencing travellers' 
views and expectations. Tourists are more inclined 
to have confidence in their decision to visit a rafting 
destination when they perceive the information 
about it to be reliable. The confidence level can 
substantially influence individuals' willingness to 
visit a place since it decreases the perceived dangers 
and uncertainties typically associated with the 
journey.   

Furthermore, trust in the destination is a crucial 
aspect of the tourism sector as it represents the 
tourists' assurance in their capacity to provide a 
secure, pleasurable, and satisfying experience. Trust 
is established by maintaining a track record of 
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positive experiences, using successful management 
strategies, and engaging in efficient communication. 
Trust in the destination plays a crucial role in 
tourists' decision-making in rafting tourism, where 
safety and the quality of the experience are 
paramount. Destinations considered trustworthy are 
seen as more dependable, resulting in increased 
tourist satisfaction and a greater likelihood of return 
visits. 

Given Indonesia's unique geographical features 
and abundant natural resources, rafting tourism has 
great potential. Rivers like the Comal River, with its 
massive water flow, provide ideal conditions for 
adrenaline-pumping activities like rafting. Their 
stunning beauty and unique features add to the 
appeal, attracting tourists looking for adventure and 
natural beauty [14]. Moreover, the Indonesian 
government has proactively promoted rafting 
tourism by using local community groups and 
emphasising environmental conservation. By doing 
these two things, rafting has become more 
attractive. It ensures the sustainable development of 
these natural resources. Thus, rafting has become a 
critical part of regional tourism plans, contributing 
to both environmental sustainability and economic 
sustainability. 

Furthermore, rafting tourism has positively 
impacted several areas in Indonesia, contributing 
significantly to local economies and the general 
tourism sector. Another researcher discusses how 
rivers such as Citarik in Sukabumi, Pekalen in 
Probolinggo, and Progo in Magelang have played a 
crucial role in the economic growth of their 
respective regions. For instance, revenue from 
rafting on the Citarik River has steadily increased by 
2-3% annually, demonstrating that rafting can be a 
profitable tourism business for those seeking a fun 
experience close to nature [15]. Rafting tourism in 
Indonesia still has good prospects, thanks to its 
extraordinary natural beauty and increasing interest 
in adventure tourism, even though the COVID-19 
pandemic presents challenges [16]. Therefore, 
rafting tourism is a fun activity and a strategic way 
to promote sustainable tourism practices and boost 
local economies all over Indonesia. 
 

 

2 Literature Review 
 
2.1 Destination Sustainability 
Destination sustainability involves a comprehensive 
strategy for managing tourism to achieve a 
harmonious balance between environmental, socio-
cultural, and economic aspects to maintain long-
term viability and beneficial effects. It is a process 

that combines precise assessment and improvement 
of sustainability levels utilising different indicators, 
certifications, and indices. The main focus is 
reducing environmental impacts, helping local 
communities, and promoting economic resilience. 
The study has highlighted the importance of 
incorporating strategies that support long-term 
ecological well-being, sustainable community 
economic growth, and safeguarding social and 
cultural authenticity to achieve destination 
sustainability. Adopting a comprehensive approach 
is crucial to developing memorable and long-lasting 
tourist experiences, guaranteeing that places 
continue to be appealing and feasible for future 
tourists [17]. 

In addition, emphasise that managing a 
destination sustainably means taking care of the 
environment and ensuring that local communities 
benefit socially and economically. Effective 
sustainability practices involve protecting natural 
resources, promoting fairness between residents and 
tourists, and creating long-lasting economic 
opportunities for local people [18], [19]. Evaluating 
destination sustainability requires using composite 
indicators to measure economic benefits, social 
consequences, environmental factors, and cultural 
conservation. Their research conducted in Cuba is a 
prime example of how essential sustainability 
metrics, such as profitability, local perceptions, and 
waste management, play a crucial role in assessing 
and guaranteeing the long-term viability of tourist 
destinations. These viewpoints emphasise the 
importance of a holistic and integrated approach to 
destination sustainability to preserve tourism 
destinations' appeal and long-term viability, 
benefiting current and future generations [20]. 
 
2.1.1 Destination Sustainability and Destination 

 Credibility 

Our research addresses a significant gap in the 
literature, focusing on the underexplored 
relationship between destination sustainability and 
destination credibility.  Earlier studies highlight the 
role of sustainability in strengthening the reliability 
of business performance data presented in 
sustainability reports. Companies with strong 
sustainability performance often have their reports 
independently verified by third parties, a practice 
that significantly enhances the credibility and 
dependability of the disclosed information [21]. 
Further evidence of sustainability's impact on 
credibility is established by systems such as the 
Food Trading System with Consortium Blockchain 
(FTSCON). This system aims to create a sustainable 
and trustworthy environment for food trading by 
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addressing the information imbalance [22]. It also 
demonstrates that sustainability assurance 
substantially impacts the credibility of sustainability 
reporting. Third-party reviews are instrumental in 
increasing user trust in the disclosed information, 
providing a sense of reassurance about the reliability 
of the research findings [23]. 
 
2.1.2 Destination Sustainability and Destination 

 Trust 

Researchers have conducted limited studies on 
destination sustainability related to destination trust. 
Nevertheless, several studies conducted in similar 
circumstances offer valuable and reliable insights 
into how sustainability impacts trust. Incorporating 
sustainability measures in non-financial reporting 
can strengthen the bond of trust between firms and 
their stakeholders [24]. This finding is a robust 
indication that implementing better sustainability 
practices in tourism destinations could have a 
comparable effect on fostering trust. Trust in the 
acceptance of autonomous vehicles is greatly 
influenced by sustainability issues. It is a clear sign 
that addressing security concerns related to 
sustainability can enhance individuals' faith in new 
technology [25]. The results suggest that promoting 
transparency and taking proactive steps towards 
sustainability can be highly influential in 
establishing trust across different sectors. 

Studies highlight the crucial role of the tourism 
industry's environment, showing that natural 
landscapes and sustainable practices can greatly 
enhance tourists' confidence and desire to visit. This 
connection suggests that destinations prioritising 
sustainability may see an increase in trust from 
potential visitors [26], [27]. Another study further 
highlights the critical importance of sustainability in 
building brand trust. They show that a high 
confidence level in the brand enhances effective 
corporate sustainability management [28]. This 
relationship implies that destinations that defend 
sustainable practices could also increase trust among 
tourists, leading to long-term positive perceptions 
and repeat visits. These studies reiterate the crucial 
and urgent role of sustainability initiatives in 
establishing and preserving confidence in various 
sectors, such as tourism, and underline their 
significance in maintaining credibility. 
 
The authors propose these theories for additional 
investigation based on previous research findings.  
H1 – Destination sustainability will have a 

significant impact on destination credibility. 

H2 – Destination sustainability will have a 

significant impact on destination trust. 

2.2 Destination Credibility 
Destination credibility refers to the trust and 
reliability that customers attribute to a tourism 
destination [29]. The credibility of a location can be 
affected by several aspects, such as the perception 
of the destination, the compatibility between the 
destination and celebrity endorsers, and the way 
consumers engage with the marketed image. A 
place's credibility substantially influences consumer 
attitudes, brand appraisals, intentions to visit, and 
associated behaviours. Additionally, destination 
credibility pertains to the reliability of information 
about a place. Data mining techniques can be 
employed to improve destination credibility by 
offering precise suggestions and insights based on 
extensive data analysis. When information about a 
destination is accurate and trustworthy, it helps in 
establishing a solid reputation and a strong brand. 
This, in turn, enhances the destination's appeal to 
prospective tourists, making them more likely to 
choose it for their travel plans [30]. 

The concept of destination credibility refers to 
the degree of trust that tourists place in the 
information sources about a particular destination, 
[31], [32]. Studies have established that destination 
credibility is a crucial determinant that impacts 
tourists' attitudes and inclinations to visit, 
consequently altering the overall perception of the 
location, [31]. Advertising, security, and the local 
population's perception of tourists are pivotal in 
determining credibility, particularly for international 
Indian tourists [32]. Another study asserted that the 
perception of dangers, information from multiple 
sources, and past experiences all impact destination 
choice. They emphasise that crises such as the 
COVID-19 pandemic can significantly modify the 
image and reliability of a place. Therefore, the 
credibility of a place is crucial in influencing 
tourists' decision-making and their planning of 
travel activities. It highlights the significance of 
preserving and improving credibility through 
trustworthy information and favourable experiences 
[33]. 

 
2.2.1 Destination Credibility and Visit Intention 

There is a lack of studies in the field of tourism that 
examine the influence of destination credibility on 
people's intention to travel. This indicates a massive 
vacuum in the existing literature on the subject. The 
study has discovered a strong correlation between 
the credibility of Instagram influencers and travel 
intention. They concluded that trustworthiness, a 
vital aspect of credibility, is pivotal in influencing 
users' travel intentions. It highlights the significance 
of reliable information sources in shaping the 

WSEAS TRANSACTIONS on ENVIRONMENT and DEVELOPMENT 
DOI: 10.37394/232015.2026.22.96

Usep Suhud, Mamoon Allan, Wong Chee Hoo, 
 Aw Yoke Cheng, Doni Sugianto Sihotang

E-ISSN: 2224-3496 1108 Volume 22, 2026



decisions of prospective travellers [34]. Research 
has found that the source's reliability significantly 
influences tourists' behavioural intentions. Their 
research demonstrated that the legitimacy of 
information and the quality of e-WOM, such as user 
comments and opinions on social media, 
substantially impact tourists' intentions to visit 
destinations. Influencing the correlation between e-
WOM and visit intention is the quality of arguments 
and the trustworthiness of the source of information. 
It highlights the significant impact of trustworthy 
information in determining travel intentions [35]. 

Furthermore, another study has provided 
evidence that the trustworthiness of endorsers has a 
favourable impact on visitors' intentions to visit, as 
it affects their sentiments towards the location, trust 
in the source, and the parasocial interactions they 
form with the endorser. The correlation between this 
relationship and tourists' affinity for the area implies 
that reliable recommendations can increase the 
probability of developing profound emotional bonds 
with a destination [36]. Few other studies have 
provided more evidence to corroborate these 
findings. They demonstrate that credibility can 
significantly determine a destination brand's 
authenticity and substantially influence tourists' 
intentions to come. More precisely, the 
trustworthiness of travel blog material has a 
beneficial impact on tourists' intent to act, 
suggesting that reliable travel information might 
successfully influence potential travellers' choices. 
These studies emphasise the importance of 
destination credibility in shaping people's intentions. 
They show that reliable and trustworthy sources of 
information are vital in tourist marketing and 
destination branding [37], [38]. 
 
The subsequent hypothesis for analysis is 
formulated based on prior research.  
H3 – Destination credibility will have a significant 

impact on visit intention. 

 
2.3 Destination Trust 
As numerous studies emphasise, the meaning of 
destination trust plays a vital role in shaping tourists' 
intentions to visit. Destination trust, is defined as the 
level of confidence one party has in the 
dependability and honesty of their exchange partner, 
with a specific emphasis on crucial aspects 
associated with the location, [39]. This trust 
comprises various factors, including honesty, 
friendliness, competence, and public institutions. It 
emphasises the importance of close relationships 
and promotions in the context of sustainable 
tourism. Similarly, in their study, it was discovered 

that the confidence level in a destination 
substantially influences tourists' inclinations and 
intentions to come, specifically in the case of 
Ciletuh Geopark [40]. Various factors (the 
destination's reputation, safety and health 
regulations, infrastructure and service standards and 
the friendliness and quality of customer service) 
influence destination trust. Tourists evaluate these 
factors using several sources, including online 
reviews, recommendations from acquaintances, 
media stories, and government travel advisories. 

Destination trust is defined as the collective 
perception of travellers about a location's expertise, 
compassion, and credibility. This perception can 
impact behaviours such as the loyalty of tourists, 
their aspirations to travel, their attachment to the 
place, and their likelihood of making repeat visits 
[41]. It is highlighted that destination trust includes 
the provision of assurances to tourists on the 
dependability, authenticity, and security of services. 
The constant and efficient conduct of personnel 
throughout service encounters and the effectiveness 
of organisational procedures establish trust [42]. It is 
also stated that destination trust ensures tourists that 
the services provided are transparent, dependable, 
and devoid of any hazards or problems. It indicates 
the extent to which travellers rely on the 
destination's capability to deliver the promised 
services and is an essential factor influencing their 
actions after purchasing in the tourism and 
hospitality sectors. These studies emphasise the 
significance of location trust in influencing tourists' 
choices and actions, showing its position as a 
fundamental component in the total tourist 
experience [43]. 

 
2.3.1 Destination Trust and Visit Intention 

Trust is significant in shaping consumer behaviour, 
specifically in purchase and visit intentions, and is 
recognised in different situations extensively. 
Studies have found that confidence in a brand 
substantially impacts customers' intentions to make 
a purchase. This trust also affects their attitudes 
towards products and brands, ultimately influencing 
their decision-making. It highlights the significance 
of trust, not only in influencing consumer 
preferences but also in determining their purchasing 
choices [44]. Similarly, another study emphasises 
that the confidence level in a destination 
significantly influences tourists' inclination to visit a 
specific location, such as Ciletuh Geopark. The 
level of trust in a definite site can considerably 
impact tourists' visit intentions since it creates a 
feeling of dependability and security [40]. These 
results align with the findings of another study. 

WSEAS TRANSACTIONS on ENVIRONMENT and DEVELOPMENT 
DOI: 10.37394/232015.2026.22.96

Usep Suhud, Mamoon Allan, Wong Chee Hoo, 
 Aw Yoke Cheng, Doni Sugianto Sihotang

E-ISSN: 2224-3496 1109 Volume 22, 2026



They also observed the substantial influence of trust 
in the location on visitors' inclinations to travel, 
highlighting the crucial importance of trust in the 
tourist industry [45]. 

Contrarily, another study has discovered that 
trust had a favourable, but not statistically 
significant, direct influence on the intention to 
purchase bottled water among consumers in 
Tangerang. However, trust did have a substantial 
indirect impact through its influence on brand 
preference. It suggests that the effect of trust on 
purchase intentions is enhanced when additional 
factors, such as brand preference, influence it, [46]. 
It further substantiates this concept by illustrating 
that trust affects customers' intentions to buy luxury 
brands, underscoring its significance in making 
high-value purchase choices [47]. Trust benefits 
purchase intention and provides a mediator between 
brand satisfaction and purchase intention [48]. 
These studies show that trust significantly affects 
consumer and tourist behaviours, whether in a brand 
or a destination. It increases their desire to buy or 
visit, influenced by their satisfaction and 
preferences [44]. 
 
Based on previous scholarly research, and as a 
result, the study has developed the following 
hypothesis:  
H4 – Destination trust will have a significant impact 

on visit intention.  

 
Figure 1 displays the structural model used to 

evaluate the hypotheses. Assessing the model's 
adequacy used many crucial indicators. The model 
obtained a probability score of 0.123, representing 
the likelihood of witnessing the data within the 
model's framework. In addition, the CMIN/DF 
score, which assesses the model's fit relative to the 
degrees of freedom, was recorded as 1.347. 
Although this is somewhat higher than the ideal 
ratio of 1.00, it falls well within the 0 ≤ X²/DF ≤ 
2.00 range identified by [49] as indicating a good 
fit, so this metric indicates a good, not merely 
satisfactory, level of model fit. In addition, the CFI 
score achieved a value of 0.996, indicating a strong 
level of agreement between the model and the 
collected data. Finally, the RMSEA score was 
0.038, suggesting a minor difference between the 
model's anticipated correlations and the actual 
relationships found in the data. Generally, these 
measures indicate that the structural model has a 
robust fit, offering significant insights into the 
relationships between the studied variables. 
 

 
Fig. 1: The theoretical framework 
Source: created by the authors. 

 
 
3 Methods 
 

3.1 Measures 
The study measured the variables by utilising 
indicators derived from prior research. This study 
evaluated destination sustainability [50], destination 
credibility [51], and destination trust [52], using 
indicators from prior studies. The measurement of 
visit intention was conducted by utilising indicators 
derived from the works of earlier studies [53], [54]. 
Each indicator was evaluated using a 6-point Likert-
type scale, where respondents could choose from 
options ranging from 1 (indicating strong 
disagreement) to 6 (indicating strong agreement). 
This measure comprehensively evaluated 
participants' perspectives and intentions towards 
tourism at Mount Anak Krakatau. 
 
3.2 Data Analysis Methods 
The quantitative data in this study were analysed 
using four primary procedures. Firstly, the EFA 
performed in SPSS version 29 evaluated the data's 
validity. It deems a given indicator legitimate if it 
demonstrates a factor loading of 0.4 or above, 
showing a robust association with its underlying 
concept. Furthermore, the data's reliability was 
assessed by computing Cronbach's alpha coefficient, 
performed using SPSS version 29. It considers a 
construct reliable if it achieves a Cronbach's alpha 
score of 0.7 or higher. It shows that its constituent 
items are internally consistent. In the third step, this 
study evaluated the AVE to determine the 
convergent validity of the measurement model. It 
deems an AVE score of at least 0.5 satisfactory, 
suggesting that the construct's indicators captured 
more variance than measurement error.  

In addition, it conducted a second evaluation of 
validity by employing CFA in AMOS version 29. 
While the publication did not explicitly provide the 
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CFA results, it did use CFA as an additional 
validation step to support the structure and linkages 
proposed in the theoretical model. Ultimately, 
carrying out the process of hypothesis testing used 
SEM in AMOS version 29. It deems a hypothesis 
supported if it attains a CR value of 1.96 or higher, 
showing a statistically significant link between the 
variables. 
 
 
4 Results 
 

Table 1. Criteria for a fitted model 
Fit measure Good fit indices  Sources  
Probability 0.05 < p ≤ 1.00 [54] 
X2/DF 0 ≤ X2/DF ≤ 2.00 [49] 
CFI 0.95 ≤ CFI ≤ 1.00 [55] 
RMSEA 0 ≤ RMSEA ≤ 0.05 [56] 

Source: [49], [54], [55], [56]. 

 
Table 1 displays the outcomes of data validity 

and reliability assessments performed on the 
variables and indicators utilised in the study. The 
analysed factors include destination sustainability, 
destination trust, destination credibility, and visit 
intention. All indicators in destination sustainability 
showed strong factor loadings, ranging from 0.940 
to 0.955. It indicates a high level of correlation with 
the underlying concept. The AVE for Destination 
Sustainability was 0.900, which exceeds the 
required threshold of 0.5. It shows that there is 
strong convergent validity. The composite reliability 
(CR) for the construct was 0.973, further supporting 
its reliability.  

In addition, Cronbach's Alpha coefficient for 
destination sustainability was 0.963, well above the 
minimum value required for ensuring internally 
consistent reliability. Similarly, all indicators for 
destination trust showed strong factor loadings, 
ranging from 0.797 to 0.927. This indicates a high 
level of reliability. The AVE for Destination Trust 
was 0.796, suggesting a high level of convergent 
validity, and its composite reliability (CR) was 
0.951. Additionally, Cronbach's Alpha value was 
0.935, exceeding the minimum requirement for 
internal consistency dependability. In terms of 
Destination Credibility, all indicators exhibited 
strong factor loadings ranging from 0.873 to 0.902, 
indicating a high level of correlation with the 
underlying concept. The AVE for destination 
credibility was 0.794, which indicates a high level 
of convergent validity, with a composite reliability 
(CR) of 0.951. In addition, Cronbach's Alpha value 
was 0.935. It is above the minimum criterion for 
internal consistency dependability. All indicators of 

visit intention displayed robust factor loadings, 
ranging from 0.788 to 0.942. It indicates a good 
level of reliability. The AVE of visit intention was 
0.813, which exceeded the acceptable threshold, and 
its composite reliability (CR) was 0.956. Finally, 
Cronbach's Alpha value was 0.942. It shows a 
satisfactory level of internal consistency and 
dependability. As shown in Table 2 (Appendix), the 
composite reliability (CR) values for all four 
constructs exceeded the recommended threshold of 
0.7, providing further, complementary evidence of 
the reliability of the measurement model alongside 
the AVE and Cronbach's Alpha statistics. 
 
4.1 Hypotheses Testing 
The hypothesis tests were conducted using the 
structural model depicted in Figure 2. Significantly, 
the model produced multiple crucial indicators that 
indicate its accuracy. More precisely, the model 
achieved a probability score of 0.123, indicating the 
probability of the observed data within the model's 
framework. In addition, the CMIN/DF score, which 
assesses the model's fit relative to the degrees of 
freedom, was recorded as 1.347. As shown in Table 
1, this value falls comfortably within the accepted 
range of 0 ≤ X²/DF ≤ 2.00 established by [49], 
confirming a good level of fit rather than a merely 
satisfactory one, and this metric assists in evaluating 
the extent to which the model accurately replicates 
the observed covariance structure. In addition, the 
CFI score achieved a value of 0.996, which signifies 
the degree to which the model accurately represents 
the data if compared to a null model. A high CFI 
score indicates a strong correspondence between the 
model and the observed data. Finally, the RMSEA 
score was 0.038, indicating the degree to which the 
model's predicted associations differ from those 
observed in the data. These measures 
simultaneously give insights into how well the 
structural model explains the relationships between 
the studied variables. Supplementary fit indices such 
as the NFI, TLI, and GFI were not part of the 
AMOS output examined for this study; convergence 
across the four indices reported above (Probability, 
CMIN/DF, CFI, and RMSEA) was nonetheless 
considered sufficient to establish a good model fit, 
consistent with the criteria summarised in Table 1. 

Table 2 (Appendix) and Table 3 present a 
concise overview of the findings obtained from the 
hypothesis tests carried out in the study. It provides 
information on the paths investigated, the 
standardised path coefficients (β), the critical ratio 
(C.R.) values, the p-values, and the accompanying 
outcomes. Hypothesis 1 (H1), which examined the 
correlation between the sustainability of a 
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destination and the amount of confidence placed in 
it, produced a standardised path coefficient of β = 
0.90 and a significant critical ratio (C.R.) value of 
17.861, indicating a prominent level of significance 
(***). 

 

 
Fig. 2: Structural Model of the Hypotheses Tests 
Source: created by the authors. 

 

Table 3. Results of the Hypotheses Tests (with 
Standardised Path Coefficients) 

Hypotheses Paths  C.R. P Results Std. 
β 

H1 

Destination 
sustainability 
> 
Destination 
trust 

17.861 *** Accepted 0.90 

H2 

Destination 
sustainability 
> 
Destination 
credibility 

13.449 *** Accepted 0.77 

H3 
Destination 
trust > Visit 
intention 

7.452 *** Accepted 0.52 

H4 

Destination 
credibility > 
Visit 
intention 

5.278 *** Accepted 0.36 

Source: created by the authors. 

 

As a result, this study accepted the hypothesis. 
Similarly, Hypothesis 2 (H2), which examined the 
connection between destination sustainability and 
credibility, produced a standardised path coefficient 
of β = 0.77 and yielded a significant C.R. score of 
13.449 (***), verifying the hypothesis and 
demonstrating its acceptability. In addition, 
Hypothesis 3 (H3) investigated the relationship 
between destination trust and visit intention, 
producing a standardised path coefficient of β = 
0.52 and resulting in a significant C.R. value of 
7.452 (***). As a result, this study accepted the 
hypothesis. Hypothesis 4 (H4), which examines the 
connection between destination credibility and visit 

intention, produced a standardised path coefficient 
of β = 0.36 and showed a substantial C.R. value of 
5.278 (***), confirming the hypothesis and 
justifying its approval. Taken together, the 
standardised coefficients indicate that destination 
sustainability exerted the strongest influence on 
destination trust, followed by destination credibility, 
while destination trust and destination credibility 
each exerted a positive, moderate-to-strong 
influence on visit intention. 
 

4.2 Discussion 
The initial hypothesis confirms the significant 
influence of destination sustainability on destination 
trust within rafting tourism. This discovery is 
consistent with prior studies which also emphasised 
the significant impact of destination sustainability 
on the formation of destination trust [21], [22], [23]. 
Destination sustainability encompasses multiple 
dimensions, including environmental preservation, 
community engagement, and economic 
advancement, all contributing to the overall 
perception of reliability and credibility among 
travellers. When tourists view a destination as 
environmentally friendly and socially responsible, 
they are more inclined to have faith in the 
destination and feel assured in their choice to visit.  

The correlation between destination 
sustainability and destination trust underscores the 
need to implement sustainable practices in the 
tourist sector. Destinations prioritising sustainability 
enhance their ability to withstand environmental and 
social challenges and foster trust among tourists, 
leading to beneficial outcomes for both the 
destination and the tourism stakeholders. By 
implementing sustainable projects, destinations can 
cultivate trust among travellers, enhancing their 
reputation and ultimately achieving enduring 
success in the fiercely competitive tourism industry. 
Hence, it is the pivotal role of policymakers and 
tourism stakeholders to persist in allocating 
resources towards sustainable practices and 
effectively conveying their sustainability initiatives, 
thereby empowering them to influence trust and 
loyalty among tourists. 

The second hypothesis confirms that destination 
sustainability has a noteworthy influence on 
destination credibility in rafting tourism. This 
finding aligns with research conducted by others, 
which also identified a positive connection between 
destination sustainability and destination credibility 
[24], [25], [26]. Destination sustainability, which 
encompasses ecologically conscious activities, 
community engagement, and initiatives to preserve 
local culture, significantly influences travellers' 
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impressions of a destination's legitimacy. Tourists 
are more inclined to have confidence in the 
legitimacy of a location and believe that it is 
devoted to keeping its commitments and offering 
exceptional experiences when they see it as 
sustainable.  

The correlation between destination 
sustainability and destination credibility emphasises 
the interdependence of sustainable practices and 
destination reputation. Sustainable activities not 
only help protect the environment and preserve 
socio-cultural aspects but also improve the general 
reputation of the destination among tourists. Locales 
can cultivate a favourable image, attract more 
tourists, and nurture enduring connections with 
visitors by focusing on sustainability intentionally. 
Hence, destinations must allocate resources towards 
sustainable practices and proficiently convey their 
sustainability initiatives to bolster destination 
reputation and ultimately contribute to the 
sustainable advancement of tourism. 

The confirmation of the third hypothesis 
suggests that destination trust notably influences the 
intention to visit in the context of rafting tourism. 
This discovery is consistent with prior investigations 
[34], [35], [36], which have also illustrated the 
significant impact of destination trust on influencing 
tourists' inclinations to visit. Destination trust 
encompasses tourists' assurance and conviction in a 
tourism location's dependability, security, and 
honesty. For rafting tourism, if tourists view the 
place as reliable and trustworthy, they are more 
likely to have the intention to visit and engage in 
rafting activities.  

The correlation between trust in a destination 
and the intention to visit highlights the significance 
of establishing trust and credibility in tourism 
destinations. Trust is vital in defining how tourists 
perceive and feel about a destination, impacting 
their decision-making and intentions to visit. 
Tourists who have confidence in a destination are 
more inclined to have a favourable perception of it, 
feel at ease participating in tourism activities, and be 
ready to revisit. Hence, destination managers and 
policymakers must give utmost importance to 
initiatives aimed at establishing and preserving trust 
using open and honest communication, delivering 
high-quality services, and implementing sustainable 
practices. By cultivating confidence in rafting 
tourism places, they may successfully allure and 
maintain guests, ultimately helping the sustainable 
expansion and advancement of the tourism industry. 

The confirmation of the fourth hypothesis 
demonstrates a substantial influence of destination 
credibility on the intention to visit in the context of 

rafting tourism. This study supports the findings of 
previous studies conducted, which have also shown 
that destination credibility has a significant 
influence on tourists' intentions to visit. Location 
credibility encompasses a tourism location's 
perceived dependability, integrity, and genuineness. 
For rafting tourism, if tourists view the place as 
reliable, they are more likely to show an intention to 
visit and participate in rafting activities [40], [44], 
[45].  

 The correlation between the credibility of a 
destination and the intention to visit highlights the 
significance of developing and upholding credibility 
in tourism destinations. Credibility is vital in 
shaping tourists' impressions and attitudes towards a 
location, affecting their decision-making process 
and intent to visit. Tourists who view a site as 
credible are more inclined to have confidence in 
their decision, hold great expectations about their 
experience, and demonstrate a higher inclination to 
revisit in the future. Hence, destination managers 
and policymakers must emphasise improving 
destination credibility through clear communication, 
constant provision of high-quality services, and 
sustainable management methods. By cultivating 
trustworthiness in rafting tourism places, they can 
successfully allure and maintain guests, ultimately 
contributing to the enduring growth and triumph of 
the tourism business. 
 
 
5 Conclusion 
Analysing the elements that affect the intention to 
visit in the context of white-water rafting tourism is 
the objective of this novel study. The study 
primarily focuses on the influence of destination 
publicity, destination credibility, and environmental 
motivation in mangrove tourism settings. The 
results demonstrate substantial correlations among 
the factors examined. The initial hypothesis affirms 
the significant impact of the sustainability of a 
location on the trust placed in that destination. It 
implies that implementing sustainable practices at a 
destination can strengthen tourists' trust. It is 
consistent with prior research that suggests 
sustainable measures have a favourable impact on 
how reliable and trustworthy a place is. 

The second hypothesis supports the idea that 
destination sustainability significantly influences 
destination credibility, suggesting that sustainable 
practices improve the overall credibility of a 
destination. Moreover, the third hypothesis 
establishes that the trust level in a location 
considerably impacts the intention to travel, 
suggesting that greater trust levels can result in a 
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more significant intent to visit. The fourth 
hypothesis validates that the credibility of a place 
has a considerable influence on the intention to visit, 
indicating that a location with high credibility is 
more likely to attract visitors. These findings 
underscore the profound significance of 
sustainability, trust, and credibility in influencing 
tourists' intentions to visit. It provides tourism 
managers with invaluable insights for promoting 
white-water rafting and mangrove tourism. 

The results of this study provide crucial 
theoretical insights into the current corpus of 
tourism literature by emphasising the vital 
significance of destination sustainability in 
improving both destination trust and credibility. 
This study expands our knowledge of how 
sustainable practices at a tourism location can 
directly impact tourists' perceptions and attitudes. It 
addresses a gap in the existing literature, specifically 
in the under-researched area of mangrove tourism. 
The study examines the correlation between 
destination sustainability, trust, and credibility, 
highlighting their substantial influence on travel 
intentions. This information is significant for 
scholars interested in studying the complex 
connections between sustainability practices and 
customer behaviour in the tourism industry. 

From a managerial standpoint, the findings have 
practical consequences for operators in the tourism 
industry and managers of tourist destinations. 
Highlighting sustainable practices fosters trust and 
credibility among potential tourists and amplifies 
their inclination to attend. Therefore, this study 
recommends that tourism managers provide 
resources and actively promote sustainable activities 
to enhance visitor attraction. Moreover, transparent 
and efficient communication on these sustainability 
initiatives can increase the destination's 
trustworthiness. Tourism management should 
prioritise establishing and preserving confidence by 
guaranteeing transparency and uniformity in their 
sustainable policies. In summary, implementing 
these tactics can improve the appeal of white-water 
rafting and mangrove tourist areas, leading to 
increased visitor involvement and contentment. 

The study's shortcomings mainly arise from its 
exclusive focus on white-water rafting tourism 
within the context of mangrove tourism, which may 
restrict the applicability of the findings to other 
forms of tourism or other biological environments. 
In addition, based on participant-reported data about 
themselves, the study may be subject to biases like 
the propensity to give socially acceptable responses 
or to recall information incorrectly. One further 
constraint is the study's cross-sectional design, 

which only collects data at a specific moment and 
does not consider any changes in perceptions or 
behaviours over time. These characteristics indicate 
that although the findings are valuable, researchers 
should approach them cautiously when 
extrapolating them to broad contexts. 

Subsequent studies should focus on researching 
the effects of destination publicity, destination 
credibility, and environmental motivation on visit 
intention in tourist settings other than mangrove 
habitats, such as mountainous or urban tourism 
locations. It aims to overcome these limitations. 
Longitudinal studies have the potential to offer a 
more profound understanding of the impact of 
destination sustainability initiatives on trust, 
credibility, and visit intention as time progresses. 
Finally, including qualitative methodologies, such 
as interviews or focus groups, can enhance the 
comprehension of tourists' motivations and 
impressions. It would be beneficial to broaden the 
range of people and places included in the research 
to improve the usefulness and significance of future 
studies. 
 

 

References: 

[1] S. S. Nurlaila, E. Susanto, and K. F. Afgani, 
‘The identification of potential rafting 
tourism products in Citepok Village, 
Sumedang Regency, West Java Province’, J. 

Tour. Sustain., vol. 1, no. 1, pp. 32–42, 2021. 
[2] S. Suprayogi, B. W. Mutaqin, Y. 

Widyaningsih, G. D. Jayanto, M. R. 
Umarella, and M. Aris, ‘Preliminary river 
morphometry analysis for rafting tourism in 
the Saba River, Bali Island, Indonesia’, 
Planning, vol. 15, no. 5, pp. 631–638, 2020. 

[3] A. Arkiman, D. Susilawati, D. Dinangsit, 
and R. A. Fauzi, ‘Analysis of the potential of 
rafting sports tourism in the Parakan 
Kondang River Kabupaten Sumedang’, 
Kinestetik J. Ilm. Pendidik. Jasm., vol. 8, no. 
1, pp. 106–113, 2024. 

[4] K. A. Listiani, S. Rifanjani, and H. A. 
Kusuma, ‘Strategy for developing rafting as 
a special interest tourism at Belaban Resort’, 
J. Sylva Indones., vol. 6, no. 02, pp. 138–
148, 2023. 

[5] S. Waiyawet and S. Nonthapot, ‘Demand for 
water tourism by rafting in the upper 
Northeastern Region 1 of Thailand’, J. 

Environ. Manag. Tour., vol. 14, no. 4, pp. 
2056–2065, 2023. 

[6] K. Rathnayaka and A. FERNANDO, 
‘Relationship between foreign active sports 

WSEAS TRANSACTIONS on ENVIRONMENT and DEVELOPMENT 
DOI: 10.37394/232015.2026.22.96

Usep Suhud, Mamoon Allan, Wong Chee Hoo, 
 Aw Yoke Cheng, Doni Sugianto Sihotang

E-ISSN: 2224-3496 1114 Volume 22, 2026



tourists’ travel motivation and revisit 
intention to Sri Lanka’, J. Trend Sci. Res. 

Dev., vol. 5, no. 1, pp. 405–408, 2020. 
[7] S. Nonthapot, C. Lattanasouvannaphonh, S. 

Sifongxay, L. Bounpathaph, and C. 
Wuttipan, ‘Water tourism demand in the 
Mekong River basin’, Uncertain Supply 

Chain Manag., vol. 12, no. 1, pp. 333–344, 
2024. 

[8] M. Đurađević, D. Dimitrovski, and V. Senić, 
‘Revisiting revisit intention based on a 
rafting sporting event (EVENTQUAL)’, 
Tour. Hosp. Manag., vol. 28, no. 3, pp. 621–
640, 2022. 

[9] T. Albayrak, ‘The influence of demographic 
characteristics on satisfaction with adventure 
tourism experience’, in Advances in 

Managing Tourism Across Continents: 

Volume 2, L. Altinay, O. M. Karatepe, and 
M. Tuna, Eds. Tampa, FL, USA: M3 Center 
Publishing, University of South Florida, 
2021, ISBN: 978-1-955833-08-0. 

[10] S. Mangoch and D. Jain, ‘Factors 
determining tourists motivation to Visit A 
place for adventure tourism: A systematic 
review’, Acad. Mark. Stud. J., vol. 26, no. 3, 
2022. 

[11] Y. F. B. Chan, Y. Aw, and D. Yousefi, ‘An 
Exploratory of Airline E-Ticket Purchasing 
Intention Among Foreign Undergraduates in 
Malaysia,’ Journal of Human and Social 
Science Research, vol. 1, no. 1, pp. 51-61, 
2013. 

[12] W. C. Hoo, A. Y. Cheng, A. H. H. Ng, and 
S. M. B. S. A. Bakar, ‘Factors Influencing 
Consumer Behaviour towards Online 
Purchase Intention on Popular Shopping 
Platforms in Malaysia,’ WSEAS 
Transactions on Business and Economics, 
vol. 21, pp. 544-553, 2024, doi: 
10.37394/23207.2024.21.45. 

[13] N. H. B. Othman, W. C. Hoo, and A. Y. 
Cheng, ‘Factors Influencing Purchase 
Intention of Korean Skincare Products: 
Malaysian Gen-Y Females,’ WSEAS 
Transactions on Business and Economics, 
vol. 19, pp. 2000-2006, 2022, doi: 
10.37394/23207.2022.19.179. 

[14] I. T. Kartiko, S. Rahayu, and N. Nasuka, 
‘The potential of rafting as a sport tourism in 
Randudongkal District Pemalang Regency 
Central Java’, J. Phys. Educ. Sport., vol. 12, 
no. 2, pp. 51–58, 2023. 

[15] E. Susanto, M. F. A. Prawira, S. Raharso, 
and V. Sumardi, ‘Strategic environmental 

analysis of river-based special interest 
tourism development in Sukabumi City’, Int. 

J. Soc. Sci. Res. Rev., vol. 5, no. 3, pp. 212–
225, 2022. 

[16] A. Riyana, B. Syamsudar, R. Lutan, and V. 
A. Karisman, ‘The relationship between 
socioeconomic status and white water rafting 
sports participation’, J. Phys. Outdoor Educ., 
vol. 6, no. 1, pp. 89–99, 2024. 

[17] M. Á. Moliner‐ tena, D. Monferrer‐ tirado, 
J. B. Ferreres‐ bonfill, and R. M. 
Rodríguez‐ artola, ‘Destination 
sustainability and memorable tourism 
experiences’, Sustain., vol. 13, no. 21, Nov. 
2021, doi: 10.3390/su132111996. 

[18] M. A. R. Palacios, C. P. T. de Oliveira, J. S. 
González, and S. S. Flores, ‘Analysis of 
tourist systems predictive models applied to 
growing sun and beach tourist destination’, 
Sustain., vol. 13, no. 2, pp. 1–24, Jan. 2021, 
doi: 10.3390/su13020785. 

[19] E. Jesus, ‘Madeira tourism—always 
proactive toward sustainability’, Worldw. 

Hosp. Tour. Themes, vol. 15, no. 6, pp. 664–
668, 2023. 

[20] V. E. P. León, I. C. Rubio, D. I. S. Ordaz, M. 
A. L. Sánchez, and F. J. R. Roldán, 
‘Assessment of the sustainability of Cuban 
nature-based tourism destinations with the 
DEA approach under different weighting 
schemes’, J. Environ. Plan. Manag., vol. 67, 
no. 6, pp. 1347–1366, 2024, doi: 
10.1080/09640568.2023.2168523. 

[21] G. Braam and R. Peeters, ‘Corporate 
sustainability performance and assurance on 
sustainability reports: Diffusion of 
accounting practices in the realm of 
sustainable development’, Corp. Soc. 

Responsib. Environ. Manag., vol. 25, no. 2, 
pp. 164–181, 2018. 

[22] D. Mao, Z. Hao, F. Wang, and H. Li, 
‘Innovative blockchain-based approach for 
sustainable and credible environment in food 
trade: A case study in Shandong Province, 
China’, Sustainability, vol. 10, no. 9, p. 
3149, 2018. 

[23] M. B. Farooq and C. De Villiers, ‘How 
sustainability assurance engagement scopes 
are determined, and its impact on capture and 
credibility enhancement’, Accounting, Audit. 

Account. J., vol. 33, no. 2, pp. 417–445, 
2019. 

[24] M. La Torre, S. Sabelfeld, M. Blomkvist, 
and J. Dumay, ‘Rebuilding trust: 
sustainability and non-financial reporting and 

WSEAS TRANSACTIONS on ENVIRONMENT and DEVELOPMENT 
DOI: 10.37394/232015.2026.22.96

Usep Suhud, Mamoon Allan, Wong Chee Hoo, 
 Aw Yoke Cheng, Doni Sugianto Sihotang

E-ISSN: 2224-3496 1115 Volume 22, 2026



the European Union regulation’, Meditari 

Account. Res., vol. 28, no. 5, pp. 701–725, 
2020. 

[25] T. Dirsehan and C. Can, ‘Examination of 
trust and sustainability concerns in 
autonomous vehicle adoption’, Technol. 

Soc., vol. 63, p. 101361, 2020. 
[26] M. Sarfraz, M. Raza, R. Khalid, L. Ivascu, 

G. Albasher, and I. Ozturk, ‘Coronavirus 
disease 2019 safety measures for sustainable 
tourism: the mediating effect of tourist trust’, 
Front. Psychol., vol. 13, p. 784773, 2022. 

[27] P. L. Sung, T. Y. Hsiao, L. Huang, and A. 
M. Morrison, ‘The influence of green trust 
on travel agency intentions to promote 
low‐ carbon tours for the purpose of 
sustainable development’, Corp. Soc. 

Responsib. Environ. Manag., vol. 28, no. 4, 
pp. 1185–1199, 2021. 

[28] S.-H. Lee and G.-Y. Jeong, ‘The effect of 
corporate social responsibility compatibility 
and authenticity on brand trust and corporate 
sustainability management: For Korean 
cosmetics companies’, Front. Psychol., vol. 
13, p. 895823, 2022. 

[29] S. Roy, W. Dryl, and L. de Araujo Gil, 
‘Celebrity endorsements in destination 
marketing: A three country investigation’, 
Tour. Manag., vol. 83, Apr. 2021, doi: 
10.1016/j.tourman.2020.104213. 

[30] A. Aamle and M. Jain, ‘A data mining 
technique for tourist destination brand image 
building’, Int. J. Rapid Res. Eng. Technol. 

Appl. Sci., vol. V, 2019. 
[31] E. Dutta, V. Soodan, T. Jassal, and A. Jain, 

‘Examining tourists’ intentions to participate 
in tea tourism. An emerging market context’, 
Turyzm/Tourism, vol. 33, no. 2, pp. 145–156, 
Dec. 2023, doi: 10.18778/0867-
5856.33.2.12. 

[32] K. Gaurav, ‘Factors influencing destination 
choice of Indian tourists visiting abroad-An 
analytical study’, Pramana Res. J., vol. 9, 
no. 6, pp. 203–217, 2019. 

[33] S. Majeed and H. Ramkissoon, ‘Social media 
and tourists’ behaviors: Post-COVID-19’, in 
Handbook on Tourism and Social Media: 

Research Handbooks in Tourism series, D. 
Gursoy and R. P. S. Kaurav, Eds. 
Cheltenham, UK: Edward Elgar Publishing, 
2022, pp. 125–138, ISBN: 978-1-80037-140-
8. 

[34] O. C. Yılmazdoğan, R. Ş. Doğan, and E. 
Altıntaş, ‘The impact of the source 
credibility of Instagram influencers on travel 

intention: The mediating role of parasocial 
interaction’, J. Vacat. Mark., vol. 27, no. 3, 
pp. 299–313, 2021. 

[35] D. H. Alsheikh, N. Abd Aziz, and L. H. 
Alsheikh, ‘The impact of electronic word of 
mouth on tourists visit intention to Saudi 
Arabia: Argument quality and source 
credibility as mediators’, African J. Hosp. 

Tour. Leis, vol. 10, no. 4, 2021. 
[36] Z. Shang and J. M. Luo, ‘Modeling of the 

impact of the credibility of the destination 
endorser on the place attachment of potential 
tourists’, Front. Psychol., vol. 12, p. 759207, 
2021. 

[37] T. Kumail, M. A. Al Qeed, A. Aburumman, 
S. M. Abbas, and F. Sadiq, ‘How destination 
brand equity and destination brand 
authenticity influence destination visit 
intention: evidence from the United Arab 
Emirates’, J. Promot. Manag., vol. 28, no. 3, 
pp. 332–358, 2022. 

[38] Y.-C. Chen, R.-A. Shang, and M.-J. Li, ‘The 
effects of perceived relevance of travel 
blogs’ content on the behavioral intention to 
visit a tourist destination’, Comput. Human 

Behav., vol. 30, pp. 787–799, 2014. 
[39] V. Anggraeni and R. Astini, ‘The influence 

of motivation, destination image & 
destination trust which had an impact on 
millennials’ visit decision to the National 
Museum’, Saudi J. Bus. Manag. Stud., vol. 5, 
no. 10, pp. 506–511, 2020. 

[40] U. Suhud, M. Allan, and V. Gaffar, 
‘Tourists’ destination preference and 
intention to visit Ciletuh geopark’, in Proc. 

10th Advances in Hospitality and Tourism 

Marketing and Management (AHTMM) 

Conf., Rome, Italy, 2023, p. 352. 
[41] N. Dewi and L. A. Pratomo, ‘Effect of halal 

awareness, destination image, and 
destination trust on visit intention’, J. Ekon. 

Trisakti, vol. 3, no. 1, pp. 1045–1056, 2023. 
[42] A. M. Elbaz, M. S. Abou Kamar, A.-K. E. 

Onjewu, and M. Soliman, ‘Evaluating the 
antecedents of health destination loyalty: The 
moderating role of destination trust and 
tourists’ emotions’, Int. J. Hosp. Tour. Adm., 
vol. 24, no. 1, pp. 1–28, 2023, doi: 
10.1080/15256480.2021.1935394. 

[43] J. H. Han, Y. Kim, and M. Jung, ‘Exploring 
the roles of multidimensional versus 
unidimensional construct of destination 
social responsibility in explaining destination 
trust and relationship continuity’, Glob. Bus. 

Financ. Rev., vol. 27, no. 5, pp. 83–99, 2022, 

WSEAS TRANSACTIONS on ENVIRONMENT and DEVELOPMENT 
DOI: 10.37394/232015.2026.22.96

Usep Suhud, Mamoon Allan, Wong Chee Hoo, 
 Aw Yoke Cheng, Doni Sugianto Sihotang

E-ISSN: 2224-3496 1116 Volume 22, 2026



doi: 10.17549/gbfr.2022.27.5.83. 
[44] G. Aydin, A. A. Ar, and A. P. D. E. D. 

Savas, ‘The effect of brand trust as extrinsic 
characteristics on young consumers’ product 
preferences: an experimental study’, Eur. 

Sci. J., vol. 14, no. 25, p. 91, 2018. 
[45] A. M. Abubakar and M. Ilkan, ‘Impact of 

online WOM on destination trust and 
intention to travel: A medical tourism 
perspective’, J. Destin. Mark. Manag., vol. 5, 
no. 3, pp. 192–201, 2016. 

[46] S. Hansopaheluwakan, E. Oey, and Y. 
Setiawan, ‘The impact of brand equity and 
brand trust towards purchase intention 
through brand preference’, PalArch’s J. 

Archaeol. Egypt/Egyptology, vol. 18, no. 1, 
pp. 505–517, 2021. 

[47] R. Husain, J. Paul, and B. Koles, ‘The role of 
brand experience, brand resonance and brand 
trust in luxury consumption’, J. Retail. 

Consum. Serv., vol. 66, p. 102895, 2022. 
[48] D. T. Cuong, ‘The influence of brand 

satisfaction, brand trust, brand preference on 
brand loyalty to laptop brands’, Syst. Rev. 

Pharm., vol. 11, no. 11, pp. 95–101, 2020. 
[49] B. G. Tabachnick, L. S. Fidell, and J. B. 

Ullman, Using Multivariate Statistics, 5th 
ed., vol. 5. Boston, MA: Pearson/Allyn and 
Bacon, 2007, ISBN: 978-0-205-45938-4. 

[50] J. Martín-Miguel, C. Prado-Román, G. 
Cachón-Rodríguez, and L. L. Avendaño-
Miranda, ‘Determinants of reputation at 
private graduate online schools’, 
Sustainability, vol. 12, no. 22, p. 9659, 2020. 

[51] H.-J. Chen, P.-J. Chen, and F. Okumus, ‘The 
relationship between travel constraints and 
destination image: A case study of Brunei’, 
Tour. Manag., vol. 35, pp. 198–208, 2013. 

[52] L. Su, Q. Yang, S. R. Swanson, and N. C. 
Chen, ‘The impact of online reviews on 
destination trust and travel intention: The 
moderating role of online review 
trustworthiness’, J. Vacat. Mark., vol. 28, no. 
4, pp. 406–423, 2022. 

[53] S.-H. Kim, H.-S. Han, S. Holland, and K. K. 
Byon, ‘Structural relationships among 
involvement, destination brand equity, 
satisfaction and destination visit intentions: 
The case of Japanese outbound travelers’, J. 

Vacat. Mark., vol. 15, no. 4, pp. 349–365, 
2009. 

[54] K. Schermelleh-Engel, H. Moosbrugger, and 
H. Müller, ‘Evaluating the fit of structural 
equation models: Tests of significance and 
descriptive goodness-of-fit measures’, 

Methods Psychol. Res. Online, vol. 8, no. 2, 
pp. 23–74, 2003. 

[55] L. Hu and P. M. Bentler, ‘Evaluating model 
fit’, in Structural Equation Modeling: 

Concepts, Issues, and Applications, R. H. 
Hoyle, Ed. Thousand Oaks, CA: Sage 
Publications, 1995, pp. 76–99, ISBN: 978-0-
8039-5318-5. 

[56] M. W. Browne and R. Cudeck, ‘Alternative 
ways of assessing model fit’, Sociol. 

Methods Res., vol. 21, no. 2, pp. 230–258, 
1992. 

 
 
Contribution of Individual Authors to the 

Creation of a Scientific Article (Ghostwriting 

Policy) 
Each author contributed distinctively to this 
research, from the initial problem identification to 
the finalisation of results and solutions. They also 
participated in the internal editing and review of the 
paper. 
 
Sources of Funding for Research Presented in a 

Scientific Article or Scientific Article Itself 

This research was funded by a Research and 
Community Service Grant, Faculty of Economics, 
Universitas Negeri Jakarta, Indonesia, and INTI 
International University, Malaysia. 
 

Conflict of Interest 

The authors have no conflicts of interest to declare 
that are relevant to the content of this article. 
 
Creative Commons Attribution License 4.0 

(Attribution 4.0 International, CC BY 4.0) 

This article is published under the terms of the 
Creative Commons Attribution License 4.0 
https://creativecommons.org/licenses/by/4.0/deed.en
_US 
 

 

 

 

 

 

 

WSEAS TRANSACTIONS on ENVIRONMENT and DEVELOPMENT 
DOI: 10.37394/232015.2026.22.96

Usep Suhud, Mamoon Allan, Wong Chee Hoo, 
 Aw Yoke Cheng, Doni Sugianto Sihotang

E-ISSN: 2224-3496 1117 Volume 22, 2026

https://creativecommons.org/licenses/by/4.0/deed.en_US
https://creativecommons.org/licenses/by/4.0/deed.en_US


APPENDIX 

 
Table 2. Results of Data Validity and Reliability Tests (including Composite Reliability) 

 Variables and Indicators Factor Loadings AVE Cronbach’s Alpha CR 
 Destination Sustainability  0.900 0.963 0.973 
Ds2 Rafting Management will support the goal of 

preserving rafting activities. 
0.955    

Ds4 The rafting Manager will support the 
sustainability of rafting tourism. 

0.951    

Ds3 The rafting Manager will pay attention to the 
interests of visitors. 

0.948    

Ds1 Rafting Management will provide good 
service to the community. 

0.940    

 Destination Trust  0.796 0.935 0.951 
Dt5 I believe there are management standards for 

rafting management. 
0.927    

Dt3 I hope for humane service facilities for rafting 
participants. 

0.918    

Dt2 I hope the rafting managers will actively offer 
help when I am in trouble. 

0.909    

Dt4 I believe there are clear guidelines for rafting 
participants 

0.904    

Dt1 I believe that the rafting managers will try to 
understand my needs. 

0.797    

 Destination Credibility  0.794 0.935 0.951 
Dc4 Rafting reminds me of someone who delivers 

what he promises. 
0.902    

Dc3 Rafting reminds me of someone who can 
provide clear, organised, and expert 
information. 

0.901    

Dc5 Rafting reminds me of someone who has a 
name I can trust. 

0.898    

Dc2 Rafting reminds me of someone who can 
deliver what he promises. 

0.883    

Dc1 Rafting reminds me of someone who is 
competent and knows what he is doing. 

0.873    

 Visit Intention  0.813 0.942 0.956 
Vi5 I want to go rafting. 0.942    
Vi3 If everything is as I hope, I will plan to go 

rafting. 
0.937    

Vi4 In the next 12 months, I hope I can go rafting. 0.919    
Vi1 I hope that I will go rafting in the future. 0.914    
Vi2 I prefer rafting compared to other activities. 0.788    

Source: created by the authors. 
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