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Tab. 1 Results of reliability and convergant validity

Model comparison

AR AR JBIT A2 tfE HAEERE BT REEREL
Variables Items Factor loading  ¢value  Composite reliability 2% (AVE) Cronbach’s alpha
BENE AT TR, AR E L 0.824 23.463 0.929 0.813 0.925
Perceived I got more than the money I spent
value XYY I A TS AR 52 8 0.927 32.456
All the expectations are realized basically
MK, XYY A A 0.949 —
Overall, it is worth well
iU H I 2R H B E R 0.863 — 0.907 0.710 0.917
HfFHE The destination is trustful
Destination 2t F i) b AIE 1F B 0.810 19.047
trust The people there is integrity
Foxh iz iz H i & J s Feuk (50 0.863 21.235
I’ m full of confidence for the future of this place
e MR IR R %4 0.833 19.981
It’ s safe while traveling here
iRE—EeE  RIFE S S I 0.827 17.230 0.917 0.650 0.950
Functional It’s convenient for information consultation
congruity A &3 0.783 16.085
Convenient and comfortable accommodation
REF LM 0.787 —
Diversity of delicious food
NG R EEIE S 0.851 17.920
Abundant of Leisure and entertainment activities
R A8 0.792 16.309
Convenient travel
WY RS L 0.793 17.902
Variety of shopping
FREE RS ABWRR PP 2R i 0.946 31.906 0.957 0.882 0.956
Word-of- I’ say positive things about the place
mouth AN H AR EA TR 0.960 33.288
I’ recommend the place to friends and relatives
B GBS NER TS Y33 0911 —
1’11 encourage others to visit this place
£2 RHOUERE
Tab. 2 Discriminant validity of measurement scales
A A4 R BN rhe—2hk JielEE H A FE R
Variables Perceived value Functional congruity Destination trust Word-of-mouth
JEFN A Perceived value 0.902
YjRE— 2 Functional congruity 0.696%* 0.806
JiteliF 4 H A5 4T Destination trust 0.744%* 0.734%* 0.843
F1 844 4% Word-of-mouth 0.721%%* 0.615%* 0.677%* 0.939
A A 6 BARMCE ANV AVE. *E T p<0.05; ** & p<0.01; ¥+ & p<0.001. FFl.
R3 SEAGHAEENKRINER
Tab. 3 Results of multiple—group analysis
57 Model Ve 2 df dr p RMSEA TLI CFI IFI NFI
JCRR 482.688  2.288 211 0.000 0.060 0.934 0.942 0.943 0.902
Unconstrained model
PR 455 486.299  2.272 214 0.000 0.060 0.935 0.942 0.943 0.902
Constrained model
PR TR0 5 T R R A T 1y L 4K 3611 1.204 3 0.307 — -0.001 — 0.001 0.001
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Mechanism of Word-of-mouth Tourism Recommendations Based on Destination Trust

LIU Weimei, LIN Derong
(School of Management, Xiamen University, Xiamen 361005, China)

Abstract: Tourism has become a way of life. The number of people who travel or plan to travel is on
the rise and their options for travel are increasing. Many tourists use word-of-mouth recommendations for
information collection and decision-making. Word-of-mouth tourism recommendations are a
comprehensive evaluation of tourism products and the process of spreading tourism information to
others after experiencing the tourism activities at the destination. These recommendations include
positive and negative word-of-mouth recommendations. In this study, we refer to the spread of positive
word- of- mouth recommendations. The spread of both positive and negative word-of-mouth has an
influential effect on tourists’ decision-making. In particular, positive word-of-mouth is known to play
an important role in tourists’ decision- making behavior; i.e., it is helpful in reducing tourists’ risk
perceptions, which form in an asymmetric information context. It is usually used by marketing
department managers in the tourism industry to attract tourists to the destination. Considering the
importance of word-of-mouth recommendations, what drives tourists to spread positive word-of-mouth
and what is their preferred mechanism? In other words, what are the factors that influence tourists to
spread positive things about the tourism destination and what are the relationships between the
variables that affect the spread of word- of-mouth recommendations? To resolve these questions, this
study establishes a conceptual model based on the stimulus-organism-response (S-O-R) paradigm, which
is tested using an empirical method. The main purpose of this paper is to explore the factors that
influence the willingness of tourists to spread word-of-mouth recommendations and the relationships
between these factors. Mainly from the perspective of experience, this paper uses a questionnaire
method based on the S-O-R paradigm to analyze the effects of tourists’ perceived value, functional
congruity, and destination trust on word-of-mouth recommendation intentions. The moderating role of
opinion leaders was also tested. To test the hypotheses, a structural equation model was used to analyze
the data in AMOS 21.0. The results showed that the perceived value of the respondents had a
significantly positive impact on destination trust in word-of-mouth recommendations and the intention
to recommend. Functional congruity had a positive impact on tourists’ destination trust, while the
positive impact of functional congruity on word-of-mouth recommendations was not significant.
Destination trust had a significant impact on the willingness of tourists to spread word-of-mouth
recommendations. A multigroup analysis found that the moderating role of opinion leaders was not
significant. The results of this study have important theoretical and practical implications for the
sustainable development of tourism destinations. That is, the most important theoretical implication is
that the results enrich and perfect the theory of word-of-mouth intentions. As for their practical
implications, the results provide suggestions for the appropriate tourism marketing departments at
tourism destinations to produce an effective marketing plan. Generally speaking, the tourism industry
should collaborate in marketing management practice to uniformly present the destination publicly. The
tourism industry should also consider the tourists’ core interests and create a good atmosphere at the
tourism destination to build its reputation and enhance tourists’ willingness to spread word-of-mouth
tourism recommendations.

Keywords: destination trust; perceived value; functional congruity; opinion leader; word- of- mouth
recommendation
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