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Citizenship behaviour in tourists (CBT), which includes pro-social and voluntary actions such 

as sustainability advocacy, norm compliance, and cultural respect and appreciation, has the 

potential to further enhance sustainability in cultural tourism yet remains largely under-

researched in this area. While previous studies examined trust, commitment, and identification 

as relational constructs connected to loyalty, their influence on tourism citizenship behaviour 

in community-based tourism has hardly been explored. In response to this gap, the current 

research analyses the influence of a community’s reputation and Destination Social 

Responsibility (DSR) on citizenship behaviour and the formation of trust, identification, and 

commitment. Penglipuran Village, a UNESCO Sustainable Tourism recognised Village in 

Bali, Indonesia, was chosen for this study. Quantitative data were collected from 222 

respondents and analysed utilising Structural Equation Modelling (SEM). The model fit was 

exceptional (CMIN/DF = 1.005; CFI = 0.999; RMSEA = 0.005) and of the 7 hypotheses 

analysed, 5 received empirical support. It was found that community reputation has a positive 

effect on identification and trust, while DSR has a positive effect on trust but not community 

identification. Trust was the most significant mediator of the model. It positively affected 

commitment which enhanced citizenship behaviour. Unexpectedly, identification did not 

influence commitment, which suggests that identification, contrary to theoretical assumptions, 

was not a factor of relational loyalty. This research demonstrates the potential of trust to 

influence pathways of relational loyalty and citizenship behaviour in the context of cultural 

tourism and relationship marketing theory.  
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1. INTRODUCTION

Sustainable cultural tourism balances cultural heritage 

conservation with long-term socio-economic, environmental, 

and social well-being, closely aligned with sustainable 

development's four pillars: economic feasibility, cultural 

integrity, environmental conservation, and social justice [1]. It 

zeroes in on participative approaches where locals assist in 

designing tourism experiences, preserving authenticity and 

boosting inclusivity and resistance to universal challenges [1]. 

Effective branding strategies, such as heritage-based territorial 

branding, can develop destination identity and visitor 

interaction as well as preserve cultural and natural heritage [2]. 

Social media has been a revolutionary element, uplifting 

cultural voices, prompting responsible conduct among 

travellers, and influencing tourists' sustainability attitudes [3]. 

In practice, destinations connecting environmental 

conservation, cultural narration, and organizing community-

based tourism – such as utilizing eco-products, handicrafts, 

and experiential heritage activities – indicate higher locals' 

benefit and visitor loyalty [4]. However, sustainability in 

cultural tourism is only affected if pressure from 

commercialization is offset alongside cultural conservation, 

incorporating ethical governance, and adapting strategies 

according to changing global trends in tourism [5]. 

Tourist citizenship behaviour (TCB)—selfless, extra-role 

behaviours among tourists that sustain and enrich cultural 

heritage sites – has come to the forefront as key to cultural 

tourism's long-term sustainability. Broadly defined as actions 

such as respect for customs, contributions toward conservation, 

and positive advocacy for destinations, TCB reinforces 

cultural integrity as well as desired visitor impact results [6]. 

Increasing evidence indicates that rich cultural experiences, 

those conducive to cognitive, emotional, and cultural 

identification, significantly enhance environmentally friendly 

behaviours among heritage tourists [7]. Concurrently, 

researchers have consolidated and catalogued TCB’s 

numerous dimensions – such as cooperativeness, empathy, 
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patience, and collective advocacy—underscoring its richly 

complex nature and destinations' needs for effectiveness [8]. 

Relational motivators such as trust, identification, and 

emotional allegiance frequently intervene between significant 

engagement and civic-oriented visitor conduct [7]. 

Developing these relational mechanisms—particularly 

through destination social responsibility and ethical 

narrative—cultural tourism can convert passive visiting into 

active stewardship, solidifying heritage sustainability, while 

aligning visitor values with destination values. 

TCB—voluntary, extra-role actions such as compliance 

with destination norms, active participation in preservation, 

and positive advocacy—has increasingly underscored its 

importance in sustaining cultural heritage destinations [6, 8]. 

Grounded in relationship marketing theory, recent studies 

highlight trust, commitment, and destination identification as 

key relational drivers that translate tourists’ positive 

perceptions into pro-social behaviours [7, 9]. Within this 

framework, DSR emerges as a strategic antecedent, enhancing 

ethical appeal, deepening emotional bonds, and strengthening 

destination reputation [10, 11]. While these constructs have 

been examined extensively in urban and mass tourism contexts, 

their interaction remains underexplored in village-based 

cultural tourism, where community involvement, heritage 

authenticity, and socio-environmental stewardship are central. 

Indeed, empirical studies combining DSR, reputation, trust, 

identification, and commitment to explain TCB in culturally 

preserved rural settings remain scarce. Addressing this gap, 

the present study aims to empirically test the factors 

influencing TCB, focusing on the interrelationships among 

DSR, destination reputation, trust, destination identification, 

and commitment, using Penglipuran Village—a UNESCO-

recognized traditional Balinese village—as a case study. 

Penglipuran Village, Regency of Bangli, Bali, has been 

internationally credited with cultural conservation and 

sustainable processes in tourism after being certified as 

Indonesia's first-ever tourism village in 1995 and as a 

Sustainable Tourism Village in 2020, reflecting its values for 

socio-cultural, environmental, and economic sustainability 

[12]. What makes the village's cultural identity distinct is 

angkul-angkul gateways, spatial organization around temples, 

and around 40% area coverage with bamboo governed under 

adat customary laws to preserve heritage and nature [13]. At 

the heart of leadership is community-based tourism, where 

people are actively involved in planning, implementation, and 

evaluation of tourism policies with fair benefit-sharing and 

enhancement of cultural capital [14]. Despite cultural tourism 

at Penglipuran offering economic and social returns, research 

also indicates increasing concerns such as the 

commoditization of sacred rites and coping with traditional 

construction styles, reflecting potential risks of cultural 

dilution for conservation approaches founded upon society's 

values [15]. 

 

 

2. LITERATURE REVIEW 

 

2.1 Destination reputation 

 

Destination reputation is increasingly viewed as a tourism 

marketing strategic asset, affecting tourists' perceptions, 

loyalty, and destination competitiveness levels. Recent work 

emphasizes that reputation is not only built through tangible 

factors such as natural resources and infrastructure, but also 

intangible factors such as service quality, cultural storytelling, 

and virtual image. For example, the development of halal 

tourism in Indonesia illustrates the value of bespoke offers 

strengthening reputation across a range of different markets, 

where inclusive service publicity can build loyalty across 

different tourist groups, including non-Muslims [16].  

Social media platforms, too, have become potent reputation 

builders for destinations, extending the capability for 

destinations to share powerful, visually appealing narratives 

reinforcing eco-tourism appeal, communicating sustainability 

values, and developing community empowerment [3]. Also, 

destination reputation is reliant on ensuring consistency across 

repeated positive experiences, evident from domestic tourism 

development patterns in Jordan, where push–pull motivations, 

environmental factors, and costs all contribute towards a 

significant impact on satisfaction and revisit behaviour from 

tourists [17]. Yet, crises such as the COVID-19 pandemic have 

identified the vulnerability of reputation; travel limitations and 

service disruption across West Nusa Tenggara, Indonesia, 

resulted in rapid declines in visit levels and revenue, 

highlighting the necessity for resilience and crisis 

communication measures to protect long-term image [18]. 

Individually, these results all emphasize that destination 

reputation is fluid and needs strategic coordination between 

marketing, service provision, stakeholder relations, and risk 

mitigation to maintain competitiveness through the dynamic 

tourism landscape on a global scale. 

 

2.1.1 Destination reputation and destination identification 

Destination reputation is the collective image and 

credibility of a destination created through cumulative 

experiences, media representations, and stakeholder 

messaging. A favourable reputation can significantly impact 

tourists’ cognitive and emotional judgements, which in turn 

reinforce destination identification – the psychological link, 

where visitors view the destination as part of their self-concept. 

Sobaih et al. [19] demonstrated how a strong destination image 

and social influence create brand trust, theoretically connected 

to identification through shared values and emotional 

relationships. de Almeida and Minasi [20] illustrated how 

territorial branding reinforces destination positioning by 

developing feelings of belonging, hence enhancing 

identification among locals and regular visitors. Guerreiro et 

al. [21] underscore how enriched experiences impact cognitive 

destination image, which can control the relationship between 

reputation and identification. From a branding theory 

viewpoint, reputation serves as an indication of dependability 

and distinctiveness, prompting people to internalize the 

destination’s values.  

 

2.1.2 Destination reputation and trust 

Destination reputation—a collective perception of a 

destination’s reliability, credibility, and quality—plays a vital 

role in shaping tourists’ trust. A favourable reputation reduces 

uncertainty, builds positive expectations, and signals that the 

destination can consistently deliver high-quality experiences. 

Wibawa et al. [22] found that electronic word-of-mouth 

significantly strengthens both destination image and trust, 

emphasizing the impact of online reputation cues. Chen et al. 

[23] demonstrated that perceived authenticity in cultural 

heritage tourism enhances visitors’ trust and attachment. 

Guerreiro et al. [21] highlighted that diverse and memorable 

tourism experiences improve destination image, which in turn 

fosters trust. Bae and Kim [24] showed that brand experiences 
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generate trust, which mediates loyalty, providing transferable 

insights for tourism destinations. Agyeiwaah et al. [25] also 

stressed that service quality and ethical practices—core 

components of reputation—are crucial for building sustainable 

destination trust. Based on the above studies, the following 

hypotheses were set forth to be tested. 

H1: Destination reputation has a significant impact on 

destination identification. 

H2: Destination reputation has a significant impact on trust. 

 

2.2 Destination Social Responsibility (DSR) 

 

DSR has become a significant model for putting concepts 

of sustainability into practice in managing tourism, 

emphasizing environmental protection, social equity, and 

economic sustainability. For instance, Liu et al. [26] described 

how DSR programs can promote tourists’ green consumption 

behaviour by instilling a sense of green pressure among social 

evaluation-aware visitors. Manthé and Bilgihan [27] analysed 

ski resorts’ check-out donations, exemplifying how even as 

part of DSR enhancement activities, they can have mixed 

reactions, including beneficiary unfamiliarity as well as 

fatigue among donors. In addition, Ateş [28] presented a 

bibliometric description of CSR in tourism, showing how 

economically-minded DSR research tends to shift toward 

customer- and stakeholder-centered DSR research. Hernández 

Juárez et al. [29] described how DSR-based activities in 

tourism can strengthen reception area social capital, building 

reciprocity and level of trust among members. Sobaih et al. [19] 

also described how social pressure as well as destination image 

are main drivers in developing brand confidence as well as 

loyalty, which are foundations for DSR initiatives’ long-term 

success. Together, these studies show how DSR programs 

need to be transparent, context-aware, as well as co-designed 

among stakeholders for DSR initiatives to provide optimal 

benefit to destinations as well as tourists alike. 

 

2.2.1 Destination social responsibility and destination 

identification  

DSR describes voluntary efforts by destinations to make 

positive contributions to neighbouring communities, 

environments, and cultural heritage, going beyond compliance 

with mandatory practices, laws, and regulations. These efforts 

can reinforce tourists’ identification with destinations by 

conforming to personal values and ethical standards. Song and 

Kang [30] illustrated how DSR in marine sports tourism has a 

positive impact on destination identification and pro-

environmental behaviour, exhibiting emotional relationships 

fostered through socially conscious practice. Manthé and 

Bilgihan [27] concluded that involving tourists in DSR 

activities boosts feelings of moral responsibility, hence 

enhancing identification. Maki et al. [31] also highlighted how 

perceived DSR control and steadiness impact satisfaction 

positively, enhancing identification with destinations. Ahmad, 

Ahmad et al. [32] illustrated how hospitality-based CSR 

induces brand advocacy behaviour through emotional 

involvement, similar to how DSR instils destination 

identification. Similarly, Tran et al. [33] illustrated how DSR 

boosts tourist-destination identification, an important mediator 

in enhancing destination brand loyalty. Overall, these studies 

affirm that DSR functions as reputational as well as emotional 

bridging, enhancing tourists’ identification with destinations. 

After perusing the above works, the following hypotheses are 

put forth to be tested. 

2.2.2 Destination social responsibility and trust   

DSR represents voluntary initiatives by tourism destinations 

aimed at benefiting local communities, protecting the 

environment, and preserving cultural heritage. Such initiatives 

often enhance tourists’ trust in a destination by signalling 

integrity, transparency, and shared values. Liu et al. [26] found 

that DSR promotes pro-environmental purchasing behaviour, 

which in turn fosters trust through perceived authenticity; 

while Wibawa et al. [22] emphasized that credible destination 

images, supported by e-WOM strategies, significantly 

improve destination trust—a relationship that can be 

reinforced by DSR. Juárez et al. [34] highlighted how tourism-

driven community development initiatives foster local trust 

and reciprocity, creating a social environment conducive to 

long-term relationships between destinations and tourists. 

Finally, Ateş [28] identified an increasing research trend 

linking CSR and trust in tourism, indicating that DSR serves 

as an important driver of trust-building strategies. These 

findings collectively underscore the role of DSR as a strategic 

tool for enhancing trust in tourism destinations. After studying 

the above studies, the following are the hypotheses proposed 

to be tested. 

H3: Destination social responsibility has a significant 

impact on destination identification. 

H4: Destination social responsibility has a significant 

impact and positive effect on trust. 

 

2.3 Destination identification 

 

Destination identification measures how deeply tourists 

internalize a destination into their identity, forming stronger 

loyalty, advocacy, and retention [35]. In cultural and rural tour 

settings, such identification is heavily reinforced where 

tourists discover alignment between their values and the 

destination’s identity, especially through immersion and 

narration [36]. Immersive experiences in nature- or heritage-

dense settings further support place attachment, generating 

stronger destination identification and behavioural intentions 

like revisits and word-of-mouth [37]. Additionally, empirical 

evidence suggests that destination identification serves as an 

important mediator where favourable perceptions—strong 

reputation or image, for example—receive direct conversion 

into actual loyalty and pro-destination behaviours [38]. 

Overall, these findings elucidate the key role taken by 

destination identification in transforming tourists from 

consumers into committed word-of-mouth promoters for 

culturally genuine and sustainable destinations. 

 

2.3.1 Destination identification and commitment 

Destination identification, as defined as the psychological 

linking of a tourist with a destination (REF), is a significant 

determinant of long-term commitment within tourism contexts. 

Robust identification encourages tourists to build relationships 

with the destination, revisit, and advocate for it. Avcı [39] 

examined social identity effects on tourism employees’ 

perceptions within rural destinations and established that 

identity formation within a destination context tends to 

strengthen ongoing commitment. Tran et al. [33] illustrated 

DSR as elevating brand loyalty through destination image and 

satisfaction enhancement and suggested that identification is a 

commitment-underlying mechanism. In addition, Martínez-

Falcó et al. [40] discovered wine tourism organizational 

commitment as a mediator between tourism development and 

competitiveness and therefore proposed that related 
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mechanisms may transpire within tourist–destination 

relationships. Guerreiro et al. [21] illustrated that immersive 

tourism experiences build the destination's cognitive image 

and reinforce identification and commitment. Moritz et al. [41] 

examined film tourism motivations and established that 

emotional and experiential attachment toward a film setting 

builds strong destination attachment and related commitment 

behaviours. These studies cumulatively offer overall support 

for the contention that identification is an antecedent of 

commitment and strengthens emotional and behavioural 

loyalty. Having examined the above research, what follows 

next are hypotheses put forth to be investigated. 

H5: Destination identification will have a significant impact 

on commitment. 

 

2.4 Trust 

 

Destination trust is a key predictor of tourist loyalty, 

impacting revisit intention and word-of-mouth promotion. 

Martaleni et al. [42] illustrated that in halal tourism, trust stems 

from perceived service quality and inclusiveness, elevating 

tourist loyalty considerably irrespective of religiosity. de 

Oliveira Moreira et al. [43] underlined that enhanced tourism 

destination image, particularly in Creative Cities of 

Gastronomy, can reinforce trust together with powerful 

strategic planning and collaborative relationships with 

stakeholders. Chiengkul et al. [44] demonstrated that AI 

technology engagement in tourism develops enriched smart 

experiences and emotional experiences, respectively leading 

to destination trust enhancement. Andi and Ran [45] also 

highlighted tourism environment fit and perceived value 

effects in developing place attachment—a precursor to trust—

via intensified psychological satisfaction. Rahman and 

Wardana [46] depicted how the Pentahelix model for culture-

based tourism develops stakeholders' trust by providing 

transparency, conservation of culture, as well as shared socio-

economic benefits. Together, these studies indicate that 

destination trust is multifaceted, and determined by service 

quality, technological interaction, cultural originality, and 

cooperative relationships in government, respectively leading 

to sustainable tourism competitiveness. 

 

2.4.1 Trust and commitment  

In order to grasp what motivates long-term tourist interest 

in cultural destinations, it is important to explore the 

psychological processes that engender sustained visitor loyalty 

and emotional attachment. Trust lies at the core of building 

commitment in tourism environments. A number of studies 

argue that trust serves as an emotional and cognitive precursor 

to long-term tourism–destination relationships. Inclusive 

practices and perceived service quality in halal tourism boost 

trust, which in turn solidifies commitment [42]. de Oliveira 

Moreira et al. [43] observed that successfully managed tourism 

destination images create trust through collective stakeholder 

action and future strategic planning, forming a bedrock for 

loyalty in the long term. Chiengkul et al. [44] also mentioned 

that emotionally engaging, AI-mediated smart tourism 

experiences boost destination trust, which affects affective 

commitment. Similarly, Andi and Ran [45] mentioned that 

environmental congruence and perceived value create 

psychological fulfilment and trust, which stimulates 

destination attachment and commitment. Lastly, Rahman and 

Wardana [46] found that mutual benefits and openness in 

culture-based tourism create stakeholder trust, which parallels 

long-term destination commitment. Individually, all of these 

findings attest that trust significantly and positively impacts 

commitment. Having perused the aforementioned works, the 

hypothesis that would be tested according to them is as follows. 

H6: Trust will have a significant impact on commitment. 

 

2.5 Commitment 

 

Commitment in tourism refers to the psychological 

membership and intention of stakeholders—tourists, 

employees, and locals—to have long-term relationships with 

destinations or tourism activities. Martaleni et al. [42] 

illustrated how, in halal tourism, loyalty and commitment are 

consolidated by perceived service quality and hospitality that 

further strengthen the destination's attraction among diverse 

segments of visitors. Karim et al. [47] argued that sustainable 

development in tourism is reinforced by tourists' commitment 

to sustainable actions, especially if channelled by digital 

interaction like blockchain technology for clarity in actions. 

Allan [17] suggested that tourists' experiences and motivations 

determine lifestyle preference, indirectly reflecting in terms of 

domestic tourism offerings' commitment. Thuku et al. [48] 

highlighted that competency in commitment is paramount in 

small tourism-associated enterprises due to propelling 

resilience in operational complications. Finally, Chiengkul et 

al. [44] discovered that emotional associations created through 

AI-strengthened smart experiences can form affective 

commitment toward destinations. In total, these findings 

suggest that commitment in tourism is multifaceted—initiated 

by quality experiences, trust, novelty, and stakeholders' 

resilience—and at the centre of developing sustainable and 

competitively vibrant destinations. 

 

2.5.1. Commitment and tourist citizenship behaviour 

Commitment is a key concept within relational tourism 

studies, describing a tourist's emotional and psychological 

bonding to a destination. In tourism, this commitment usually 

manifests as a higher tendency to practice an active form of 

TCB – voluntary, socially positive actions like cooperation 

with locals, advocacy, cultural respect, and compliance with 

sustainability standards. When tourists have an emotional 

bonding and commitment to a destination, they are more likely 

to exceed the transactional level of engagement and actively 

participate in promoting the destination's values. 

Several recent studies have provided evidence for the 

conceptual route from commitment to citizenship behaviour, 

although in organisational settings that have central relational 

processes in common with tourism. For example, Bhardwaj et 

al. [49] reported that employee commitment intervenes 

between empowerment and organisational citizenship 

behaviour (OCB) in retail, suggesting that commitment 

converts positive beliefs to voluntary action. In a similar vein, 

Das and Mohanty [50] showed that organisational 

commitment is an important intervening variable connecting 

perceived justice to OCB, supporting that emotional and moral 

congruity with an entity activates civic action. 

In addition to the above evidence, Fuzi et al. [51] showed in 

an empirical study that affective, normative, and continuance 

commitment were strong predictors of OCB, and that trust 

fortified this relationship – an observation that has direct 

application to tourism, where relationships based on trust 

frequently serve as grounds for visitor loyalty. Similarly, 

Hayati and Rifani [9] also noticed that engagement was 

mediated in its effect upon OCB by organisational 
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commitment, highlighting the motivational function of 

affective ties in bringing about citizenship behaviours. After 

reviewing the studies above, the following are hypothesized to 

be tested. 

H7: Commitment will have a significant impact on tourist 

citizenship behaviour. 

 

 
 

Figure 1. The research model 

 

Figure 1 presents the conceptual research model developed 

to explore the determinants of TCB in the context of 

sustainable cultural tourism in Penglipuran Village. The model 

integrates seven hypotheses, grounded in relationship 

marketing theory, to explain how perceptions of destination 

reputation and social responsibility influence relational 

constructs and ultimately shape civic-minded tourist 

behaviour. 

This model starts from H1, that destination reputation 

promotes destination identification, implying that a positive 

collective image promotes tourists' psychological congruity 

with their destination. H2 argues that destination reputation 

similarly enhances trust, implying that signals of reputation 

indicate reliability and credibility. H3 explores DSR's effect 

on destination identification, arguing that community-centric 

and moral practices reinforce emotional attachment. On its 

part, H4 argues that DSR also generates trust through signals 

of authenticity and integrity. Next, the model examines 

downstream relational consequences. H5 predicts that 

destination identification has a positive effect on commitment, 

reflecting that identification breeds emotional attachment and 

long-term loyalty. H6 asserts that trust has a positive effect on 

commitment, emphasizing that trust is an anchor of long-term 

tourist destination relationships. Lastly, H7 suggests that 

commitment has a positive effect on tourist citizenship 

behaviour, reflecting that loyal tourists are likely to participate 

in voluntary, pro-social activism that promotes sustainability 

and cultural preservation. 

 

 

3. METHODS  

 

3.1 Sampling  

 

The participants of this research were tourists aged 17 and 

older who had been to and had not been to Penglipuran 

Tourism Village and were familiar with Penglipuran as a 

tourist destination. Convenience sampling was employed to 

gather the participative informants. Out of 227 informants, 222 

were eligible for the inclusion criteria, which was 97.8% of the 

target sample. For the participants who were interested in the 

research, the researcher provided a link to the online 

questionnaire which was made from Microsoft Forms. 

 

3.2 Measures 

 

All study variables were operationalized with indicators 

borrowed from reputable prior studies to secure content 

validity and theoretical congruity. Destination reputation was 

operationalized from Artigas et al. [52], DSR and destination 

identification from Zhang et al. [7], destination commitment 

from Curth et al. [53], destination trust from Su and Swanson 

[54], and tourist citizenship behaviour from Wong and Lin 

[55]. A six-point Likert-type scale was adopted, ranging from 

1 (strongly disagree) to 6 (strongly agree), which removes a 

mid-point neutrality and compels respondents to provide a 

more pronounced position. This scaling strategy is suitable for 

attitudinal studies and increases scale sensitivity and power of 

discrimination (REF). 

 

3.3 Data analysis 

 

Quantitative data from this study underwent a systematic 

four-step procedure to determine the validity, reliability, and 

structural quality of measurement and structural models. The 

first was to conduct an Exploratory Factor Analysis (EFA) 

through SPSS version 29 to determine construct validity. 

Indicators whose factor loading was ≥ 0.40 were retained, in 

accordance with commonly accepted standards. The second 

was to determine construct reliability through Cronbach’s 

alpha, where constructs whose alpha was ≥ 0.70 were 

considered to be reliable. These preliminary steps were needed 

to determine confirmation regarding dimensionality and 

measurement item consistency. 

At the third stage, Average Variance Extracted (AVE) was 

evaluated, and values ≥ 0.50 were considered indicative of 

adequate convergent validity. Third, hypothesis testing was 

carried out through Structural Equation Modelling (SEM), 

using AMOS version 29. Hypotheses were accepted if the 

Critical Ratio (CR) was ≥ 1.96, which corresponds to 

statistical significance at 5%. To assess model fit, both EFA 

and SEM outcomes were evaluated through thresholds 
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specified in Table 1, which correspond to benchmarks 

proposed in prior literature. More specifically, a model was 

said to be a good fit if it met the following thresholds: p-value 

between 0.05 and 1.00 [56], χ²/DF ≤ 2.00 [57], CFI ≥ 0.95 [58], 

and RMSEA ≤ 0.05 [59]). Such methodological rigor provides 

robust empirical observations and credible theoretical insights 

(REF). 

 

Table 1. Profile of participants 

 
Profile Frequency Percent 

Sex 

Male 105 47.3 

Female 117 52.7 

Total 222 100.0 

Group of age 

17-20 41 18.5 

21-24 63 28.4 

25-29 85 38.3 

30-34 33 14.9 

Marital status 

Unmarried 125 56.3 

Separated/divorced 7 3.2 

Married 86 38.7 

Widowed 4 1.8 

Occupational status 

Employed 128 57.7 

Unemployed 46 20.7 

Self-employed 48 21.6 

Level of education has been completed 

Less than high school 1 0.5 

Diploma 57 25.7 

Postgraduate 3 1.4 

Undergraduate 88 39.6 

High school 73 32.9 

Experience visiting Penglipuran Village 
No 4 1.8 

Yes 218 98.2 

 

 

4. RESULTS  

 

4.1 Participants 

 

Table 2 presents the summary of demographic details of the 

study samples of tourist citizenship behaviour in Penglipuran 

Village. Out of the 227 questionnaires viewed, 222 usable 

responses (97.8%) were ready for analysis with the data 

validity. Gender makeup comprised 47.3% males as well as 

52.7% female participants. Age-wise, the highest was the age 

group of 25–29 (38.3%), followed by the 21–24 (28.4%) as 

well as the 17–20 (18.5%). Many of the respondents were 

found to be single (56.3%), as was the scenario for 

employment, with the majority of the questioners being 

employed (57.7%). With regards to education, 39.6% had 

received a bachelor’s degree, the high school diploma 

following closely at 32.9%, as well as the associate 

degree/diploma at 25.7%. Worth noting is the issue that 98.2% 

of the respondents had been in Penglipuran prior, indicating 

that the high majority of the questioners had personal 

experience in the research setting. 

 

4.2 Data validity, AVE, and reliability tests 

 

As all destinations display convergence validity for the 

AVE measure since all destinations report an AVE value 

higher than the threshold of 0.50 [60] for destination 

reputation (0.571), DSR (0.551), commitment (0.543), trust 

(0.546), destination identification (0.693), and TCB (0.545), it 

comes as no surprise that all the constructs show diagnostically 

distinct outcomes. This report also documents variation among 

the indicator's factor loadings, along with the distribution of 

the loadings which display values between 0.682 and 0.851 

which also meet the threshold established [57] to show 

indicator validity, as the indicator values for all exceed 0.40 

which reflects positively on the value of the respective 

indicator. In contrast, it was noted that some constructs also 

have a value on Cronbach’s alpha which is lower than the 

cutoff of 0.70 zone of acceptable values which, for travel 

destination reputation, gives a range of alpha values which is 

0.62, and DSR which is 0.59, and commitment which is 0.578, 

and Trust which is 0.575.  

These values, however, paint a wider picture suggesting that 

the constructs have a moderate reliability though Hair [60] and 

Henseler et al. [61] indicate that the cutoff for alphas to be 

viewed as acceptable during exploratory studies would be 0.60 

or above with the expectation of adequate AVE and also of 

adequate factor loadings as was the case with those values. In 

addition, the report on the overall model fit indices provided 

by the study (CFI= 0.999 RMSEA= 0.005) indicates excellent 

fit of structures which would adjust for low reliability number.  

As a result of all of the above, as well as arguing for the 

internal consistency of the constructs for hypothesis testing 

which ensures the validity of data [56], it is only reasonable 

that the values for some of the alpha's constructs would fall 

below 0.70 however adequate convergent validity with the 

high indicator loadings along with the model fit confirming 

their adequate overall validity. 

 

4.3 Hypotheses tests 

 

Figure 2 and the results in Table 3 illustrate a structural 

model that tests the relationships between variables with 

indicators of model adequacy that are exceptional (p = 0.466; 

CMIN/DF = 1.005; CFI = 0.999; RMSEA = 0.005), signifying 

that the model has a completely fit. A significant pathway is 

evident from Destination Reputation to Destination 

Identification (0.58) and to Trust (0.36), which supports the 

role of reputation as an initial trigger in the positive perception 

and belief formation. DSR has a solid influence on Trust (0.67), 
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which confirms that socially responsible practices enhance the 

confidence of the travellers. This effect is also the case, 

although the path to Destination Identification (-0.08) is not 

significant. Trust subsequently provides the most influence 

toward Commitment (0.91) in this case, thus positioning trust 

as a pivotal mediator in the formation of emotional 

commitment. 

 

Table 2. Result of data validity, AVE, and reliability tests 

 

Variables and Indicators 
Factor 

Loadings 
AVE 

Cronbach's 

Alpha 

Destination Reputation  0.571 0.62 

Dr4 People highly respect Penglipuran Village. 0.782   

Dr1 Penglipuran Village has an excellent reputation. 0.777   

Dr3 I will encourage friends and relatives to support the sustainability of Penglipuran Village. 0.706   

Destination Social Responsibility  0.551 0.59 

Ds4 I think Penglipuran Village provides a good experience for visitors by connecting with 

the local people and culture. 
0.753   

Ds1 I think Penglipuran Village is dedicated to giving back to the local community. 0.751   

Ds5 I think Penglipuran West Village actively cares about the environment. 0.722   

Commitment  0.543 0.578 

Co3 Penglipuran Village has great personal meaning to me. 0.808   

Co5 I care about the long-term success of Penglipuran Village. 0.698   

Co4 I feel emotionally attached to Penglipuran Village. 0.698   

Destination Trust  0.546 0.575 

Tr5 I believe there are clear travel management standards in Penglipuran Village. 0.789   

Tr2 I hope that Penglipuran Village officials will actively offer assistance when I am in trouble. 0.742   

Tr3 I hope that Penglipuran Village facilities are humane. 0.682   

Destination Identification  0.693 0.772 

Di4 If someone criticizes Penglipuran Village, I will feel embarrassed. 0.851   

Di3 When someone praises Penglipuran Village, it feels like a personal compliment. 0.831   

Di2 The success of Penglipuran Village is my success. 0.814   

TCB  0.545 0.791 

Tc10 I am willing to say positive things about Penglipuran Village to others. 0.779   

Tc14 I am willing to encourage my friends/relatives to visit Penglipuran Village. 0.745   

Tc4 I usually encourage my friends/relatives to visit Penglipuran Village. 0.739   

Tc15 I am willing to say positive things about Penglipuran Village to others. 0.715   

Tc9 I am willing to encourage my friends/relatives to visit Penglipuran Village. 0.711   

 

Table 3. Results of the hypothesis tests 

 

Hypotheses Paths C.R. P Results 

H1 Destination reputation > Destination identification 2.897 0.004 Accepted 

H2 Destination reputation > Trust 2.511 0.012 Accepted 

H3 Destination social responsibility > Destination identification -0.428 0.668 Rejected 

H4 Destination social responsibility > Trust 3.419 *** Accepted 

H5 Destination identification > Commitment 1.664 0.096 Rejected 

H6 Trust > Commitment 5.274 *** Accepted 

H7 Commitment > TCB 5.496 *** Accepted 

 

 
 

Figure 2. The structural model of the hypothesis tests 
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Finally, Commitment to TCB (0.83) confirms that 

commitment energizes behaviours that are voluntary and 

advocacy in nature, compliant and collaborative. Taken as a 

whole, these path patterns confirm the chain of influence with 

Trust as the main linkage, while DSR and Reputation in the 

chain are the isolated primary drivers and with weak ascription 

of the role of Identification to Commitment as relational as 

almost none. 

Specifically, H1 (CR = 2.897; p = 0.004) and H2 (CR = 

2.511; p = 0.012) confirm that, among other things, the 

cognitive seat of destination reputation strengthens the trust-

relationship pillar, and also the primary identification.  

On the other hand, H3 is rejected (CR = -0.428; p = 0.668), 

so DSR does not directly increase identification; this implies 

that the ethical/community dimension has not yet been 

automatically internalized into a psychological bond-self-

destination. Meanwhile, H4 is accepted (CR = 3.419; p < 

0.001), placing DSR as a strong predictor of trust, that is, faith 

in the integrity and coherence of the service, and value aligned.  

In the end stage, H5 was rejected (CR = 1.664; p = 0.096) 

so identification was not strong enough to encourage 

commitment in this context; instead, trust emerged as the 

foremost gateway, as evidenced by H6, which was significant 

(CR = 5.274; p < 0.001). Finally, H7 (CR = 5.496; p < 0.001) 

confirmed that commitment fosters TCB - compliance, 

advocacy, and voluntary cooperation. These results describe 

the effective path reputation/DSR → trust → commitment → 

TCB, with trust as the most critical mediator, while 

identification has a limited role in the model being tested. 

 

 

5. DISCUSSION 

 

The study finds that H1 is supported, which means 

destination reputation has a significant effect on destination 

identification. This finding verifies the theoretical proposition 

that tourists are more likely to mentally identify with 

destinations that have a powerful, credible, and culture-

congruent reputation. Consistent with Ekinci and Hosany [62], 

destination reputation acts as a symbolic proxy for the 

destination's distinctness and value system, leading to a feeling 

of belonging during visits. Moreover, Andi and Ran [45] 

contend that environmental congruence and value perceived—

two aspects significantly related to destination reputation—are 

instrumental in generating psychological fulfilment that 

engenders further emotional attachment.  

In Penglipuran Village's specific context, its frequent 

representation as a clean, traditional, and culture-dense 

destination seems to increase tourists' personal identification 

with it. Similarly, Martaleni et al. [42] pointed out that quality 

perception and inclusiveness, important components of 

positive reputation, develop emotional affinity and trust. As 

such, the confirmation of H1 provides support for relationship 

marketing theory's broader proposition: that a destination's 

symbolic value, captured in its reputation, engenders 

internalization processes that give rise to destination 

identification. 

The findings reveal that H2 is accepted, thus establishing 

that destination reputation largely and positively contributes to 

trust. This conclusion supports theoretical positions that 

propose a positive reputation built through reliability, 

consistency, and quality perceptions acts as an important trust 

precursor in tourism. As Wibawa et al. [22] contended, 

electronic word-of-mouth strengthens destination image and 

trust considerably, suggesting that electronic reputation 

signals can determine tourists’ cognitive judgments. In a 

related study, Chen et al. [23] insisted that perceived cultural 

heritage authenticity fosters trust and emotional attachment, 

further proving that reputation-based signals determine 

relational outcomes. Guerreiro et al. [21] further convinced us 

that variability and memorable experiences heighten cognitive 

destination image, which in turn fosters trust. Additionally, 

Bae and Kim [24] showed that brand experiences enhance trust 

positively, which mediates loyalty—an applicability that can 

be generalized to tourism environments. Agyeiwaah et al. [25] 

further contributed that service quality and ethics, two building 

blocks of reputation, are imperative where sustainable tourist 

trust building is concerned. Together, all these discoveries 

establish that destination reputation is not only a brand asset 

but also a trust generator that informs long-term tourist–

destination relationships. 

The results of the H3 test indicate that DSR does not have a 

significant effect on Destination Identification (CR = -0.428; 

p = 0.668), therefore, this hypothesis is not statistically proven. 

In this context, DSR should positively impact the 

strengthening of tourist identification, as socially ethical and 

pro-community practices are expected to align with tourists' 

concern values [27, 30, 31]. This finding suggests that to 

establish a psychological bond with social programmes at the 

destination, tourists must first have a reputation and 

experience with the social programmes at the destination 

based on normative signals. According to the theory 

explaining that identification requires in-depth interaction 

experience, it is not merely ethical to build relationships with 

tourists. In this case, DSR has a positive effect on trust (H4), 

reinforcing its role as a credibility signal rather than a trigger 

for identity. DSR that is internalised in social practices at the 

destination ensures that there is DSR ingrained in the social 

practices of the destination. 

Hypothesis H4 was accepted due to a CR of 3.419 and a p-

value < 0.001, which shows there is a positive impact and 

strong relationship between social responsibility and trust. 

This corroborates the predictions that include social 

responsibility in the positive relationship within the tourism 

sector. Other initiatives, such as voluntary community 

preservation, community empowerment, and environmental 

preservation, are integrated into a relational trust. This 

relationship is also supported by the evidence. Liu et al. [26] 

stated that DSR promotes trust through authentic behaviour 

and positive DSR impacts. Wibawa et al. [22] also identified 

socially responsible practices that improve the positive trust 

reputation of a destination. Juárez et al. [34] suggested that 

community trust promotes long-term relationships in the 

tourism sector and destination. Finally, Ateş [28] identified the 

emerging attitude of correlating trust within tourism to 

corporate social responsibility, with DSR as the pillar of most 

trust-promoting techniques. Parameter H4 received 

considerable support, accompanied by a high degree of 

statistical significance, leading us to conclude that DSR is not 

just a normative, ethical instrument, but also a significant 

means of engendering trust-based relationships with 

stakeholders in the field of sustainable tourism. 

The hypothesis 5 tests which investigated the relationship 

between Destination Identification and Commitment have 

been rejected with CR = 1.664 and p = 0.096 suggesting there 

is no relationship between the constructs. As the theory 

describes identification as a psychological association and 

connection of a tourist with a destination, such factors should 
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promote subsequent commitment through emotions and 

loyalty [33, 63]. However, the results show that within the 

constructs of this study, identification as a tourist does not 

result in commitment. Identification of a destination, as trust 

and perceived reliability of the destination, are priorities and 

deciding on the commitment a tourist sustains with a 

destination. This is evident in the strong trust-commitment 

relationship (H6). While symbolic associations and immersive 

experiences are likely to increase identification [21, 41], such 

factors would not be enough to create a sustained commitment 

if trust and service quality is not present. Thus, identification 

has a limited impact on trust which suggests that managerial 

actions should be centred on efforts to facilitate identity and to 

build trust to translate psychological attachment to behavioural 

loyalty. 

The outcomes verify that H6 is accepted, confirming that 

trust significantly and positively predicts commitment in the 

tourism setting. This result reinforces the conceptual 

knowledge that trust provides a cognitive evaluation and an 

emotional certainty that forms long-term tourist–destination 

relationships. Trust empowers tourists to be comfortable in 

their expectations of consistency, authenticity, and moral 

purity from a destination, which in turn generates further 

commitment. Martaleni et al. [42] showed that inclusive 

approaches and high service quality in halal tourism reinforce 

trust, which directly develops into persistent commitment. 

Similarly, de Oliveira Moreira et al. [43] indicated that trust, 

which develops through successful destination image 

development and collaborative stakeholder interaction, is an 

important foundation for long-term loyalty. Chiengkul et al. 

[44] elaborated further by revealing that AI-powered smart 

tourism experiences boost trust and convert to affective 

commitment. Andi and Ran [45] indicated that environmental 

congruence and perceived value create psychological 

fulfilment and trust, which in turn fuel attachment and 

commitment. Finally, Rahman and Wardana [46] showed that 

mutual rewards and openness in culture-based tourism create 

stakeholder trust, which strengthens relational commitment. 

As a collective, these outcomes verify that trust, far from being 

an inert disposition, is an important strategic relational 

resource integral to forming tenacious emotional and 

behavioural loyalty. 

Analysis verifies that H7 is accepted, lending support to the 

proposition that tourist commitment is a powerful predictor of 

TCB. The result is consistent with relational theories of 

tourism, which theorize commitment as an affective and 

psychological bonding that motivates action extending beyond 

transactional exchanges. Committed tourists are likely to 

display TCB—voluntary actions like cultural respect, 

advocacy, compliance with sustainability, and collaborative 

involvement with locals. This conceptual line of reasoning is 

corroborated through parallel evidence from organizational 

environments. Bhardwaj et al. [49] showed that employee 

commitment mediates empowerment with organisational 

citizenship behaviour (OCB), suggesting that commitment 

converts positive interior states into discretionary, prosocial 

action. Similarly, Das and Mohanty [50] revealed that 

organisational commitment converts perceived justice into 

OCB, demonstrating that conformity with shared moral values 

propels voluntary action. Fuzi et al. [51] verified that different 

types of commitment—affective, normative, and 

continuance—predict OCB powerfully, wherein trust 

strengthens this effect. These processes are parallel to the 

tourism environment, whereby commitment based on trust 

generates affective bonds and stimulates socially positive 

tourist actions. Hayati and Rifani [9] also corroborated that 

line of reasoning through revealing that commitment mediates 

engagement with OCB, highlighting psychological 

attachment's motivational function within citizenship 

processes. The acceptance of H7 thus verifies that 

commitment is not merely an affective state, but an accelerator 

of voluntary, citizen-oriented tourist actions. 

The collective findings of this study provide strong 

empirical support for the proposition that destination 

reputation, DSR, destination identification, and trust are 

interlinked drivers of tourist commitment, which in turn 

fosters TCB—a behavioural construct closely aligned with the 

principles of sustainable tourism. A favourable reputation and 

well-managed DSR initiatives not only enhance trust and 

identification but also embed ethical, cultural, and 

environmental values into the tourist–destination relationship. 

These psychological bonds—manifested as commitment—

encourage tourists to engage in pro-social behaviours such as 

cultural preservation, cooperation with local communities, and 

adherence to environmental sustainability standards, all of 

which are core to sustainable tourism practice. By validating 

the sequential pathways from cognitive and emotional 

precursors (reputation, DSR, trust, identification) to voluntary, 

sustainability-oriented behaviours (TCB), this research 

affirms that relational quality in tourism is not merely a loyalty 

mechanism but a strategic avenue for embedding sustainability 

values into tourist conduct. Thus, cultivating trust-based 

commitment through ethical branding, community 

engagement, and immersive experiences can be seen as a 

pivotal strategy for advancing long-term sustainability goals 

in cultural tourism destinations. 

 

 

6. CONCLUSION 

 

This study analysed the influence of destination reputation 

and social responsibility on relational constructs to shape TCB, 

cultural sustainment, and the destination reputation influence 

on Trust. Trust influences Commitment and sustains active 

TCB. Result of the study indicates that destination social 

responsibility influences reputation and reputation influences 

on Trust. Trust influences Commitment and sustains active 

TCB. The study also indicates that Destination Identification 

has no significant effect on Commitment which led to Trust 

being the strongest mediator. The findings show the 

importance of Trust and its relationships in DSR. Positive 

relationships based on social responsibility and ethical 

branding may influence voluntary and pro-social behaviours 

in tourists. The study aims to validate relationships in 

marketing and promote sustainability in tourist behaviour. 

DSR to boost reputation. Transforming passive visitation into 

active stewardship is the focus of long-term cultural and 

environmental sustainability. 

The current research extends predictive models of 

relationship marketing in the particularly specialized area of 

sustainable cultural tourism by verifying the sequential 

alignment of certain cognitive and affective variables 

predictive of pro-social behavioural outcomes in tourists, 

merging the cognitive domain behaviours with the affective 

domain of behaviours in predictive modelling. The acceptance 

of H1 and H2 provides additional confirmatory evidence, 

building on the theoretical basis of hold destination reputation 

as a core cognitive anchor that facilitates identification and 
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subsequently, strengthened reputation. This is in alignment 

with the theoretical premise that reputation is a proxy for 

reliability and cultural fit. The considerable support of H4 

grounds DSR as an ethical dimension that builds trust, thus 

broadening the scope of the CSR literature to the destination 

level, confirming that socially responsible behaviours uplift 

the trust of tourists in the destination. The confirmation of H6 

and H7 positions trust and commitment as pivotal relational 

mediators, translating positive perceptions into sustained 

loyalty and voluntary citizenship behaviours. The integration 

of these variables into a comprehensive model of the relational 

dynamics of trust and the absence of the core principle 

predictor of identification on loyalty to reputation evidence 

support for the identification loyalty assumption, thus forming 

the basis of the challenge to the central theoretical premise of 

commitment. This theoretical contribution informs the 

cascading effects of ethical and reputational signals on 

relational mechanisms that activate TCB, thus broadening the 

understanding of how these mechanisms operate to embed 

relational values around sustainability in the relationship 

between tourists and the destination. 

From a managerial perspective, the implications are useful 

to destination managers aiming to promote sustainable tourist 

behaviours. The endorsement of H1 and H2 indicates that 

building and sustaining a strong destination reputation is 

important for increasing identification and trust. Managers 

ought to have integrated branding, real cultural narratives, and 

authentic service provision to communicate trustworthiness 

and cultural alignment. H4 confirms the importance of trust 

building for DSR. Initiatives, thus destinations need to 

implement trust-generating, socially responsive, and 

transparent programs like cultural preservation and local 

economic empowerment to strengthen the ethical appeal. The 

strong effects of trust and commitment (H6 and H7) imply that 

managers need to focus on relationship marketing based on 

trust, with appropriate expectations, responsive support for 

visitors, and ethical behaviour to transform trust into 

commitment. Sustained commitment results in active 

citizenship behaviour (advocacy, voluntary compliance, and 

collaborative constancy with the local community) among 

tourists. Overall, the reputation and DSR do not serve 

promotionally, but are core elements for sustained 

commitment and the transformation of mere visitors into 

active advocates for cultural and environmental custodianship. 

This examination of the phenomena in question has some 

constraints that need to be described in some detail. Firstly, it 

has to be recognized that the tourism experience of the 

respondents has been regarded in only one specific community 

tourism environment, that is, Penglipuran Village, which 

would definitely narrow the applicability of the results to other 

tourism community environments, such as urban, coastal, and 

adventure tourism. Secondly, the lack of international 

participants and the focus on the domestic tourists’ sample 

restricts the ability to analyse other international tourists’ 

behaviour as well as the associated cross-cultural differences 

of the relational variables such as trust and commitment. The 

third limitation concerns the data collection tool. It is accepted 

that the use of self-reported data tends to lead to social 

desirability bias, in which participants may exaggerate or 

fabricate the extent to which they exhibit pro-social 

behaviours such as TCB. Fourth and last, the results of this 

study may not include the phenomenon of the research in 

longitudinal aspects and overlook the adaptability of the 

respondents over time, which is a core research aim to analyse 

the dependent and independent relational variables 

(commitment) and the sustainable behaviours/practices over 

time (sustainability). In the last part of the study, it is noted 

that while the model under examination included some of the 

key relational variable in tourism, it has not included other 

highly probable main variables such as cultural congruence, 

emotional attachment, or the awareness of sustainability that 

could open valuable theoretical tourism relational research. 

Moving forward, to improve external validity, future 

research needs to consider a multi-context strategy to better 

understand the problem using varied combinations of 

destination types and cultural contexts. Focusing on cultural 

differences in the mechanisms of trust and commitment, 

international travellers would be a valuable audience to study. 

Researchers should try to implement a longitudinal approach 

to better understand the behavioural shifts TCB and the 

resulting changes in destination interventions. Adding multi-

group SEM and other advanced methodologies would allow 

for understanding the moderating effects of some demographic 

and psychographic variables. Future research should focus on 

a number of emerging variables, including but not limited to 

emotional engagement, perceived authenticity, and 

sustainability literacy. These variables would add depth to the 

theoretical framework. Finally, some qualitative methods, 

including ethnography or in-depth interviews, would be a good 

way to help quantify tourists’ internalization of a destination’s 

value systems and their resulting pro-social behaviours. 
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