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Abstract: This study evaluated the influence of word-of-mouth and destination image on tourist loyalty at agritour-

ism destinations in Hanoi. This study has conducted a survey of 500 tourists at three agricultural tourism destinations 

in Hanoi. The PLS-SEM approach was applied to test the hypothesis. The result shows that destination image signif-

icantly influences the constructs proposed in the model, including perceived value and tourist loyalty. The results al-

so show word-of-mouth significantly influences the destination image and perceived value. However, the research 

results show no influence of destination image and word-of-mouth information on tourists' satisfaction. Besides, 

there is a direct impact on perceived value and satisfaction, and tourist loyalty is also confirmed. The study also 

shows the relationship between satisfaction and loyalty to agricultural tourism of tourists. In addition, destination 

image and word-of-mouth indirectly influence tourist loyalty through perceived value. However, the research results 

do not show an indirect relationship between destination image, word-of-mouth, and tourist loyalty through satisfac-

tion; in other words, satisfaction does not have an intermediary role in this study. Conclusions about contributions to 

scholarship, applications in management, limitations of the research, and directions for future research are also dis-

cussed in the study.  
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1. INTRODUCTION  

 The Covid-19 pandemic and rapid climate change have 
negatively affected many sectors, including tourism. Tourist 
consumption behavior has also changed into safety, health, 
and environmental friendliness tourism (Vinh, 2023). There-
fore, most countries in the world pay great attention to the 
goal of green growth, and developing agricultural tourism is 
one of the ways to achieve that goal. In recent decades, 
agritourism has become a promising field, bringing many 
benefits to many countries (Kusworo, 2023; Wang dkk., 
2011) Agritourism has become a desirable way to diversify 
the economy (Santeramo & Morelli, 2015). Agricultural 
tourism has been essential in ensuring socio-economic de-
velopment and connecting with local communities (Liang et 
al., 2021). Vietnam has thousands of traditional agricultural 
villages. The close connection between tourism and agricul-
ture will allow agricultural tourism products to be imbued 
with a rich and diverse Vietnamese cultural identity. Accord-
ing to 2020 data, Vietnam's agricultural land area accounts 
for about 80% of the total area, and 70% of the population 
lives in rural and mountainous areas. On the world economic 
map, Vietnam is known as an agricultural country. There-
fore, most of Vietnam's tourism products also have agricul-
tural elements. 
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 Besides focusing efforts to attract new customers, build-
ing loyalty to the destination is also a core goal of businesses 
in the tourism industry to create a competitive advantage 
(Hungenberg et al., 2018; Jeong & Kim, 2020). The return of 
loyal customers can bring tourist destinations attractive prof-
its, so this issue is increasingly concerning and widely re-
searched (Zhang et al., 2014). Tourist loyalty is a direct driv-
er of intention to return to a destination (Lai & Vinh, 2013; 
Stylidis et al., 2020; Zhang et al., 2014)] and that is the basis 
for tourists to give a positive word of mouth about that spot 
to others (Jumanazarov et al., 2020; Khuong & Phuong, 
2017).  

 Although many studies have been conducted on agricul-
tural tourism (Alim et al., 2023; Vinh, 2023; Wang dkk., 
2011), The influence of word-of-mouth and destination im-
age on tourist loyalty at agritourism destinations studies still 
need to be completed (Nanggong & Mohammad, 2020; Su-
hartanto et al., 2020). Besides, studies have yet to show the 
relationship between word-of-mouth, destination image and 
loyalty to the destination, and the mediating role of per-
ceived value and satisfaction also needs to be clarified in the 
model.  

2. LITERATURE REVIEW  

2.1 Agricultural tourism 

Agricultural tourism is a type of tourism activity in which 
tourists experience activities related to nature-based 
products, agriculture, rural living/culture, fishing, and 
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sightseeing (Suhartanto et al., 2020). In academic research, 
agritourism is understood as visiting an operating 
agricultural farm for entertainment, recreation, relaxation, or 
education (Liang et al., 2021) The term agritourism describes 
the activities of tourists visiting a farm or agricultural 
facility, admiring the farm landscape, and participating in the 
agricultural process for recreation or relaxation (Fleischer & 
Tchetchik, 2005) 

 In developed countries, from Europe and America to 
Asia, agritourism also plays an important role. In the UK, for 
example, tourists enjoy meals and wine made from local 
produce when visiting the British countryside. Tourists can 
also participate in feeding livestock and harvesting produce 
for meals on the farm (Casey, 2021). In the US, tourists can 
participate in activities such as milking cows and nursing 
calves at Liberty Hill Farm, Vermont; collecting eggs, 
feeding pigs, or planting trees in Willow-Witt, Oregon; 
foraging, participating in gardening workshops, and even 
horseback riding and archery at Hidden Villa, California 
(Cohn, 2018). 

 According to Casey (2021); Fleischer & Tchetchik 
(2005); Nanggong & Mohammad (2020), some popular 
activities in agritourism can be mentioned. 1) Entertainment 
activities: agritourism is a model that serves tourists' 
experiences in tourism. Agricultural field with the goal of 
entertainment, whereby visitors will have the opportunity to 
experience the work of farmers directly, take care of and 
grow agricultural products, harvest vegetables and tubers by 
themselves, seasonal fruit. Resort and sightseeing services: 
accommodation, harvest festivals, hunting, nature 
observation. 2) Agricultural education: according Santeramo 
& Morelli (2015) [98] includes practical activities associated 
with agriculture such as feeding, milking, rice transplanting, 
watering, growing vegetables and mushrooms, harvesting 
vegetables, and tubers).  

2.2. Tourist loyalty  

 Loyalty is a central concept in the field of marketing re-
search (K. Kim et al., 2012; W. Kim & Malek, 2017). Alt-
hough there are many different concepts of customer loyal 
(Hungenberg et al., 2018), up to now, there has still been no 
common and unified definition. Customer loyalty can be 
understood as a customer's commitment to continue purchas-
ing products or using services from a specific supplier (K. 
Kim et al., 2012). In fact, customer loyalty is a special be-
havior in which customers show their intention to continue 
using an organization's products/services (Zeithaml, 1988). 
In some other studies, customer loyalty is traded with a near-
ly equivalent concept, which is the intention to continue pur-
chasing or using an organization's products/services (Wu & 
Li, 2017). Loyalty, or the intention to continue purchasing, is 
one of the important goals of organizations because this fac-
tor retains customers and brings profits to the organization in 
the long term. There are some methods to measure customer 
loyalty: (1) word-of-mouth behavior, (2) recommendation to 
others, (3) intention to continue using the product/service, 
and (4) insensitivity to price changes (Zeithaml et al., 1996). 
The concept of loyalty is agreed upon by most scholars with 
the view that tourists return to buy a product or service and 
recommend it to others to buy that product or service (Zhang 

et al., 2014). The concept and level of loyalty is one of the 
important indicators used to measure the success of market-
ing strategies. 

 Nilplub et al. (2016) describes destination loyalty as the 
intention to return to the destination and also to recommend 
the destination to others. Chi & Qu (2008) believe that the 
intention to repurchase a brand is a very strong indicator of 
future purchase action. Destination loyalty can be expressed 
implicitly as the intention to return to the destination in the 
future ((Yuksel et al., 2010). In this study, the authors use 
the concept in the study of Leo et al., (2021), tourist loyalty 
to an agritourism destination is defined as a psychological 
expression of tourists towards the attraction, expressed 
through their liking for the attraction and their intention to 
return and support that attraction. 

 Studies by Moon & Han, (2019); Chi & Qu (2008)show 
that a destination's image plays an important role in forming 
tourist loyalty. When tourists have a positive impression of a 
destination, they tend to return and recommend it to others, 
thereby forming tourist loyalty (W. Kim & Malek, 2017; 
Krešić & Prebežac, 2011). This positive image can create a 
series of beneficial outcomes for the destination and busi-
nesses in the tourism industry, increasing the perceived value 
and satisfaction of tourists (Krešić & Prebežac, 2011). 
Therefore, the study proposes the hypothesis:  

 H1: Destination image has a direct relationship with 
satisfaction 

 H2: Destination image has a direct relationship with 
perceived value 

 H3 Destination image has a direct relationship  with 
loyalty  

 Research on word-of-mouth marketing such as Nang-
gong & Mohammad (2020) and Jumanazarov et al. (2020) 
have studied the role of word-of-mouth marketing in pur-
chasing decisions and loyalty. Direct word-of-mouth market-
ing and word-of-mouth through electronic media both have a 
significant influence on tourist decisions. Research on Word-
of-Mouth have studied the role of WOM in decision-making 
purchase and loyalty (Nanggong & Mohammad, 2020) and 
shows significant influence on tourist decisions (Khuong & 
Phuong, 2017). 

 H4: Word-of-mouth has a direct relationship with 
satisfaction 

 H5: Word-of-mouth  has a direct relationship with 
perceived value 

 H6 Word-of-mouth  has a direct relationship with loyalty  

 Perceived value is an important concept in the field of 
consumer behavior (Caber et al., 2020; Yi et al., 2014). It 
concerns how consumers evaluate the appeal and signifi-
cance of a product or service based on their personal percep-
tions (K.-H. Kim & Park, 2017; Song et al., 2013). This is an 
important factor in purchasing decisions and affects custom-
er loyalty (Lee et al., 2016)]. Research by Ramseook-
Munhurrun et al., (2015) has shown the relationship between 
destination image, perceived value, and tourist loyalty. 
Therefore, the study proposes the hypothesis:  

 H7: Perceived value has a direct effect on satisfaction 



430    Review of Economics and Finance, 2024, Vol. 22, No. 1  Vinh et al. 

H8: Perceived value has a direct influence on loyalty 

(Leo et al., 2021) define tourist loyalty to an agritourism 
destination as a psychological expression of tourists towards 
a destination expressed through their preference towards the 
destination and their intention to return and support its ap-
peal. Research on the relationship between satisfaction and 
destination loyalty in the tourism industry is essential for 
understanding and managing tourist behavior. Eid et al. 
(2019) and Jeong & Kim (2020) researchs focuse on the rela-
tionship between loyalty, satisfaction, destination image, and 
tourist experience with the destination and show that tourists 
who are satisfied with their experiences at a destination tend 
to return to the destination and share positive information 
about it with others). Ghose & Johann, (2018); Nilplub et al. 
(2016) and Thanh et al. (2020) research results show that 
tourist satisfaction has a positive relationship with destina-
tion loyalty . Besides, the research also points out the medi-
ating role of perceived value and satisfaction in the relation-
ship between destination image and loyalty(Chen & Chen, 
2010; Damanik & Yusuf, 2022; Jee & Lee, 2002; K.-H. Kim 
& Park, 2017; Ramseook-Munhurrun et al., 2015; Song et 
al., 2013; Wu & Li, 2017). Therefore, the study proposes the 
following hypotheses:  

 H9: Satisfaction has a direct effect on tourist loyalty. 

 H10: Perceived value plays a mediating role in the 
relationship between destination image and loyalty. 

 H11: Satisfaction has a mediating role in the relationship 
between destination image and loyalty 

 H12: Perceived value plays a mediating role in the 
relationship between word-of-mouth  and loyalty 

 H13: Satisfaction has a mediating role in the relationship 
between word-of-mouth  and loyalty 

3. RESEARCH METHOD  

 The study carries out three steps to test the research hy-
potheses: qualitative research, preliminary quantitative re-
search, and official quantitative research.  

 Qualitative research was conducted using in-depth inter-
views with several tourists who have visited agricultural 
tourism destinations in Hanoi and experts in the field of tour-
ism and marketing teaching. The research results help the 
author adjust the model, scale, and make new discoveries. 
From there, adjust the questions in the questionnaire before 
conducting quantitative research and officially testing the 
model. According to expert opinions, Table 1 presents the 
scale and its origin after adjustment.  

 Preliminary quantitative research was conducted with 
211 tourist subjects who visited agritourism destinations in 
Hanoi through the survey method. The collected data are 
used to evaluate the scale's reliability before conducting offi-
cial large-scale research. The results of analyzing the relia-
bility of the scale show that all total correlation coefficients 

Table 1. Scales and sources. 

Variables Scale Code Sources 

Satisfaction 

I think this agricultural tourism destination will bring good experiences SA1 

(Nilplub et al., 2016) 
This agritourism destination experience was what I needed SA2 

I enjoyed this agritourism destination SA3 

Overall, I am satisfied with this agritourism destination SA4 

Percived value 

I think this agricultural tourism destination will bring good experiences PV1 

(Nilplub et al., 2016) This agritourism destination experience was what I needed PV2 

I enjoyed this agritourism destination PV3 

Word-of-mouth 

My relatives have a favorable opinion about this destination WOM1 

(Jumanazarov et al., 2020) 
My relatives introduced this tourist destination to me WOM2 

My relatives provided me with information about this tourist destination WOM3 

My relatives have positive comments about this destination on social media WOM4 

Destination image 

This agritourism destination is famous for its nature, history, and name DI1 

(Liang et al., 2021; Suhar-

tanto et al., 2020) 
This agricultural tourism destination has built a beautiful image in the eyes of tourists DI2 

This agritourism destination exudes a historical, dynamic, and fun atmosphere DI3 

Loyalty 

I consider myself a loyal tourist of this agritourism destination LOY1 

(Nilplub et al., 2016) 
I will continue to come to this agritourism destination LOY2 

I will recommend this agritourism project to those who need my advice LOY3 

I will tell others positive things about this agritourism destination LOY4 
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of each observed variable in each main scale are >0.3; The 
component Cronbach's Alpha coefficients of the observed 
variables are all >0.7; The total Cronbach's Alpha of all main 
scales is >0.7, so these scales ensure reliability and are tested 
for validity by EFA analysis. These four independent factors 
analyzed represent 75.488% of the variance of 14 observed 
variables. Besides, the loading coefficients of all factors are 
>0.5, so new factors are created to ensure convergence and 
discrimination. 

 Formal quantitative research was conducted with 500 
tourist subjects who visited agricultural tourism destinations 
in Hanoi through survey methods including the following 
locations: Ban Rom eco-tourism area, Soc Son district; 
Country farm in Ba Vi district, Chimi Farm 4 ecological 
farm in Dong Anh district from April to July 2023. To ana-
lyze the collected data, the author uses a partial least squares 
structural equation model (PLS-SEM) for analysis. The PLS-
SEM analysis technique is a 2nd generation multivariate data 
analysis technique commonly used in business research 
thanks to its ability to test additive and linear causal models 
supported by theory (Chin, 2010). PLS-SEM analysis is per-
formed in three steps: Checking scale reliability, analyzing 
convergent validity, and Testing the linear structural model. 

4. RESEARCH FINDING 

4.1. Descriptive Statistics for the Study Sample 

 A total of 550 survey forms were collected. However, 
many needed to be validated due to missing information or 
unreliable answers. The author cleaned the data, and the re-
sults left 500 votes, which were included in the sample's de-
scriptive statistical analysis to check the sample's suitability 
and representativeness. The sample was statistically de-
scribed based on demographic factors such as gender, age, 
education, and income. Table 2 shows the demographic in-
formation of the study sample. 

 Among surveyed 500 tourists who visited agricultural 
tourism destinations in Hanoi, there were 246 men, account-
ing for 49.2%, and 254 women, accounting for 50% and 8%. 
This result is consistent with the author's expectations, mar-
ket reality, and previous studies on agritourism destination 
loyalty. Regarding the age aspect of the sample, the survey 
subjects were 25 years old or younger, accounting for 26%. 
Thus, the sample has a low proportion of young people; the 
number of people between the ages of 25 and 40 accounts for 
52.2%, accounting for the most significant proportion in the 
research sample. This result is appropriate because of the 
characteristics of the service. Tourism over 40 years old has 
the lowest rate, accounting for 21.8%. The educational level 
of the subjects participating in the survey was divided into 
three groups, including having an education level below high 
school (i.e., not having graduated from high school and hav-
ing graduated from high school), graduating from high 
school or college (being people who have graduated from 
secondary school or college), and finally those with universi-
ty or postgraduate education. Monthly income is divided into 
three groups: less than 10 million VND, from 10 to 15 mil-
lion VND, and over 15 million VND.  

4.2. Model Fit Indices  

 Reliability refers to the consistency of observed varia-
bles. Measurement indicators include the reliability of each 
scale and the internal consistency between scales (Hair et al., 
2014). In particular, the reliability of each scale is checked 
by factor loading indices. Internal consistency was examined 
using latent variable component reliability (CR) and 
Cronbach’s alpha. The recommended values need to be 
greater than 0.7.  

 Table 3 shows that CR and Cronbach's alpha are both 
>0.7, indicating that the internal consistency of the structure 
is statistically significant and accepted. Besides, the average 
variance extracted (AVE) value > 0.5 is accepted, as recom-
mended by Hair et al. (2021)The results also address that all 

Table 2. Demographic information of the study sample. 

Indicators Frequency Rate (%) 

Gender 
Male 246 49.2 

Female 254 50.8 

Age 

≤ 25 130 26.0 

26- 40 261 52.2 

>40 109 21.8 

Level 

High school or below 134 26.8 

College 179 35.8 

University or above 187 37.4 

Income 

≤ 10 million dong 143 28.6 

10-15 million dong 190 38.0 

>15 million dong 167 33.4 

Total 500 100.0 
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factor loadings of the latent variables included in the model 
have values >0.7, so the linear structural model is accepted 
as recommended by Hair et al. (2021).  

 Table 4 shows other analytical parameters of the model 
that also ensure statistical requirements: Discriminant value 
of the model is guaranteed because all values on the diagonal 

are more significant than values in the corresponding col-
umn. (Fornell & Larcker, 1981). The study continues to test 
the discriminant value according to HTMT.  

 Table 5 shows that all HTMT values are less than 0.85, 
indicating that discriminant validity is confirmed to ensure 
model fit (Henseler et al., 2015).  

Table 3. Reliability indices. 

Variable Code Loading Cronbach's Alpha C.R AVE 

Word of mouth 

WOM1 0.759 

0.810 0.875 0.637 
WOM2 0.742 

WOM3 0.864 

WOM4 0.821 

Destination image 

DI1 0.905 

0.890 0.932 0.820 DI2 0.905 

DI3 0.907 

Perceived value 

PV1 0.908 

0.892 0.933 0.822 PV2 0.911 

PV3 0.900 

Tourist satisfaction 

SA1 0.809 

0.872 0.912 0.722 
SA2 0.871 

SA3 0.878 

SA4 0.839 

Tourist loyalty 

LOY1 0.881 

0.913 0.939 0.792 
LOY2 0.876 

LOY3 0.903 

LOY4 0.900 

Table 4. Fornell và Larcker Discriminant values. 

 
Destination Image Perceived Value Tourist Loyalty Tourist Satisfaction Word of Mouth 

Destination image 0.906         

Perceived value 0.516 0.907       

Tourist loyalty  0.423 0.442 0.890     

Tourist satisfaction 0.127 0.244 0.323 0.850   

Word of mouth 0.351 0.317 0.452 0.151 0.798 

Table 5. HTMT Discriminant values. 

 
Destination Image Perceived Value Tourist Loyalty Tourist Satisfaction 

Perceived value 0.578       

Tourist loyalty  0.469 0.488     

Tourist satisfaction 0.144 0.276 0.357   

Word of mouth 0.404 0.368 0.523 0.176 



The Influence of Word-of-Mouth  Review of Economics and Finance, 2024, Vol. 22, No. 1    433 

4.3. Hypothesis Testing Results 

 Table 6 shows that all VIF values in this study are less 
than three, indicating no multicollinearity problem between 
the predictor constructs (Hair Jr et al., 2021). 

 The results show that the R2 value explanation of the 
independent variable for the variation of the dependent vari-
able is accepted. The results show that the associations have 
a moderate influence level with f2> 0.02, indicating a reason-
able effect size. All Q2 values >0, indicating out-of-sample 
predictive power of the research variables in the structural 
model. The results of structural model evaluation, including 
path coefficients, t-values, and p-values, are presented in 
Table 7.  

 According to Hair et al. (2021), for the hypotheses to be 
supported, the t-value must be greater than 1.96, and the p-
value must be less than 0.05. The results show that destina-
tion image significantly influences the constructs proposed 
in the model, including perceived value (β = 0.516; t = 
14.014; p < 0.01) and tourist loyalty (β = 0.191, t = 4.050, p 
< 0.01). The results also show that word-of-mouth has a sig-
nificant influence on the destination image (β = 0.351; t = 
8.211; p < 0.01) and perceived value (β = 0.155; t = 3.450; p 
< 0.01). However, the research results do not show the influ-
ence of destination image and word-of-mouth on tourists' 
satisfaction (t <1.96 and p>0.05). 

Besides, The direct impact of perceived value and satisfac-
tion (β = 0.218, t = 4.368 p< 0.01), on tourist loyalty (β = 
0.201; t = 4.368; p< 0, 01) is also supported. The study also 
shows the relationship between satisfaction and loyalty to 
agricultural tourism of tourists (β = 0.206; t = 6.352; p < 
0.01). Fig. (1) shows the research results of the model. 

 Zhao et al. (2010)  suggest that to test the mediating role 
of a variable, the t-value must be greater than 1.96, p must be 
greater than 0.05, and the confidence interval must be greater 
than 0. Table 8 shows the indirect influence of destination 
image and word-of-mouth on tourist loyalty through the per-
ceived value. However, the research results do not show an 
indirect relationship between destination image, word-of-
mouth, and tourist loyalty through satisfaction; in other 
words, satisfaction does not have an intermediary role in this 
study.  

4.4. Results Discussion 

 In tourism research, customer loyalty can be influenced 
by many factors, such as destination image (Milovanović et 
al., 2021) and expectations (Thanh et al., 2020). or self-
congruity (Vinh, 2023) and satisfaction (Battour et al., 2012; 
Saqib, 2019; Wu & Li, 2017). The results of this study also 
provide evidence of the impact of destination image and 
word-of-mouth on tourist loyalty to agricultural tourism. 
However, while the studies of Vinh, (2023) and Kim, (2018) 

Table 6. The value of VIF, f2
 , R2 and Q2. 

 
R2

 Q2 

Perceived Value Tourist Loyalty Tourist Satisfaction Word of Mouth 

f2 VIF f2 VIF f2 VIF f2 VIF 

Destination image 0.12 0.10 0.26 1.14 0.04 1.439 0.00 1.439 0.14 1.00 

           

           

Perceived value 0.28 0.21   0.04 1.457 0.36 1.40 0.03 1.14 

Tourist loyalty 0.36 0.28     0.06 1.07 0.11 1.18 

Tourist satisfaction 0.06 0.04       0.00 1.07 

Table 7. The direct relationships tested results. 

Hypothesis Original Sample (O) T Values P Values Results 

Destination image -> Perceived value 0.516 14.0 0.00 Supported 

Destination image -> Tourist satisfaction -0.02 0.02 0.62 Unsupported 

Destination image -> Tourist loyalty 0.19 4.05 0.00 Supported 

Perceived value -> Tourist loyalty 0.20 4.34 0.00 Supported 

Perceived value -> Tourist satisfaction 0.22 4.36 0.00 Supported 

Tourist satisfaction -> Tourist loyalty 0.21 6.35 0.00 Supported 

Word of mouth -> Destination image 0.35 8.21 0.00 Supported 

Word of mouth -> Perceived value 0.16 3.45 0.00 Supported 

Word of mouth -> Tourist loyalty 0.29 7.59 0.00 Supported 

Word of mouth -> Tourist satisfaction 0.08 1.74 0.08 Unsupported 
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showed the impact of destination image on tourist satisfac-
tion, the results of this study did not show the influence of 
destination image and word of mouth on tourist satisfaction 
with agritourism. Previous studies on agritourism have not 
provided evidence of the direct relationship between destina-
tion image and word-of-mouth (Jumanazarov et al., 2020; 
Khuong & Phuong, 2017). The study's results show the in-
fluence of word of mouth on destination image. The study 
also shows similarities with studies by (Kim & Park (2017); 
Moon & Han (2019) Nilplub et al. (2016) Stylidis et al. 
(2022) and Suhartanto et al. (2020) which demonstrated the 
relationship between destination image, perceived value, 
satisfaction, and loyalty. 

 Besides, the study also proves the mediating role of per-
ceived value in the relationship between destination image, 
word-of-mouth, and tourist loyalty to agricultural tourism. 
While Fotiadis et al. (2021) and Milovanović et al. (2021) 
ignored perceived value, Battour et al., ( 2012); Eid et al. 
(2019) and  Nilplub et al. (2016) considered satisfaction as a 
mediating variable; this study did not show an indirect rela-
tionship between destination image, word-of-mouth, and 

tourist loyalty through satisfaction, in other words, satisfac-
tion does not have a mediating role in this study. Demon-
strating indirect impacted destination image, word-of-mouth 
on tourist loyalty to agritourism further strengthens the re-
search of Jumanazarov et al. (2020); Khuong & Phuong 
(2017) and Nanggong & Mohammad (2020) and confirming 
the mediating role of perceived value.  

5. CONCLUSION  

 The study aims to evaluate the influence of word-of-
mouth and destination image on tourist loyalty at agritourism 
destinations in Hanoi. By applying the PLS-SEM method 
through a survey of 500 tourists in Hanoi, the research re-
sults showed that 9/13 hypotheses were supported. However, 
the research results do not show the influence of destination 
image and word-of-mouth information on tourists' satisfac-
tion (t <1.96 and p>0.05). In addition, the research results do 
not show an indirect relationship between destination image, 
word-of-mouth, and tourist loyalty through satisfaction; in 
other words, satisfaction does not have an intermediary role 
in this study.  

 

Fig. (1). Results of PLS-SEM analysis. 

Table 8. Results of indirect links. 

Hypothesis Original Sample (O) T Values P Values 
Confidence Intervals 

Results 
2.5% 97.5% 

Destination image -> Perceived value -> Tourist loyalty  0.10 4.17 0.00 0.05 0.15 Supported 

Destination image -> Tourist satisfaction -> Tourist loyalty -0.01 0.41 0.67 -0.03 0.02 Unsupported 

Word of mouth -> Perceived value -> Tourist loyalty 0.03 2.57 0.01 0.01 0.05 Supported 

Word of mouth -> Tourist satisfaction -> Tourist loyalty  0.02 1.67 0.09 -0.001 0.04 Unsupported 
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Tourism destination image is a collection of beliefs and im-
pressive ideas about the destination that people have. In agri-
cultural tourism services, destination images express the im-
pression of natural beauty, beautiful, historical, and fun dy-
namism images of the destination. Research results show 
that a more attractive and beautiful destination image posi-
tively impacts customer loyalty to the destination. This find-
ing supports several recent studies in the field of tourism. 
Besides, the research results also clarify the moderating role 
of direct word of mouth on the relationship between destina-
tion image and tourist loyalty to agritourism destinations. 
The research results indicate an indirect influence of destina-
tion image and word-of-mouth information on tourist loyalty 
through perceived value, which is considered an exciting 
finding that also reinforces the mediating role of perceived 
value. In contrast, this study does not support the traditional 
research model, Destination image, satisfaction, and loyalty.  

 The results obtained in this study provide some sugges-
tions for both destination managers and local governments. 
Making agritourism destinations attractive is essential in 
ensuring the satisfaction of tourists participating in these 
activities while strengthening their loyalty to the destination. 
However, building attractive images for these destinations is 
not only based on advantages and tourism potential but also 
needs to consider many different aspects of tourists' travel 
needs. In addition, local authorities need to develop agricul-
tural tourism in a sustainable, inclusive, and multi-valued 
manner. Effectively use and promote traditional values, pro-
duction and farming practices, agricultural activities, and 
typical ecological environment associated with digital trans-
formation. In particular, it promotes the development of 
unique, different, experiential, and high-added value tourism 
products. It is necessary to create a space for innovation and 
creativity, form new, green, and durable products associated 
with the trend of looking for nature, and increase the experi-
ence and responsibility of visitors. Harmonious development 
is the basis for tourism product development, taking the 
community as the center. 

 Despite scientific and practical contributions, the re-
search still shows limitations, such as the research being only 
conducted at three destinations in Hanoi; there has yet to be a 
comparison between the demographic characteristics of tour-
ists concerning loyalty. Although the research sample size is 
large enough for the PLS-SEM method, future studies must 
expand the sample size and destination. Future studies must 
also add variables such as expectations and service quality to 
clarify the research model on loyalty in agritourism. 
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