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ABSTRACT ARTICLE INFORMATION DETAILS
The emergence of e-tourism in the current digital era has completely changed how people Received:

plan their trips and enjoy their entire trip. The goal of the current study is to ascertain 12 December 2023

how e-tourism ethics and e-revisit intentions are related. Additionally, the current Accepted:

study examines how e-web trust and e-satisfaction mediate this association. Based on 2 October 2024

previous research, a pilot study was conducted to evaluate the validity and reliability Published:

of a questionnaire that was created from the body of existing literature and given to 12 June 2025

the respondents. Using a descriptive strategy, the study employed an approach that
involved analysing a sample of 420 questionnaires. Convenience sampling was used to
collect data from respondents, and SPSS version 20 was used for data analysis. AMOS
software and the structural equation modelling (SEM) approach were used to assess
the assumptions. The investigation’s findings indicated that e-tourism ethics and
e-revisit intentions were positively correlated. Additionally, the results of the study
demonstrated the mediating impacts of e-web trust and e-satisfaction by demonstrating
a strong indirect influence. For those involved in e-tourism enterprises looking to build
long-lasting relationships with their online travel clientele, the insights provide valuable
information.
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1. INTRODUCTION

While recent improvements have complicated the
working environment of the tourist sector, it continues
to grow and has become one of the world’s major

industries. It may benefit destinations significantly,
but it may also endanger local inhabitants and the
environment. Due to the intrinsic diversity of the busi-
ness, other industries have passed it by and already
embraced the ‘triple bottom line” of sustainability,
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which consists of social, environmental and financial
responsibilities. The tourist sector must address the
issue of ethical travel as ethical tourism is beneficial
for everyone. Assuring a destination’s continued
success provides tour operators with an advantage in
competition and safeguards the future of the tourism
sector as a whole. Vacations that take advantage of
a destination’s speciality provide visitors with a richer
experience. This is in the best interests of the people
who live there and of those who strive for growth
since it may help in the battle against poverty and
contribute to sustainable development. Integral to
the current tourism scene, visitor satisfaction and the
likelihood of a return visit are web trust and ethical
practices in e-tourism (Ku & Chen, 2015).

E-tourism services and destination experiences have
a noteworthy impact on visitors” overall gratification
(Jeong & Shin, 2020). Belief between service providers
and visitors is bolstered by the use of ethical principles
in e-tourism with factors such as experiential value,
perceived ‘service quality’ and ‘destination’ image
being investigated in the expanding field of tourism
studies (Buhalis, 2020; Chang et al., 2020; Wu et al.,
2016).Travellers’ decisions are greatly affected by their
level of trust in online travel resources in terms of
those that are safe, dependable and genuine (Buhalis
et al,, 2023). It has been shown that when visitors
work with reputable businesses, they have better
overall vacation experiences. A visitor’s perception
of a location may reflect their faith in it, which may
influence their degree of satisfaction and willingness
to return (Kim, 2018). The intersection of ethics,
web trust and traveller satisfaction is best illustrated
through smart tourism technologies (STTs) whose
use improves trips and generates a virtuous cycle
of increased trust and satisfaction. In addition,
research shows that addressing visitors’ worries
increases their sense of security and satisfaction
(Casillo et al., 2019).

There is a lot of rivalry in the ‘tourism industry’,
therefore tour companies are under increasing
pressure (Gretzel et al., 2020). After the basic holiday
needs are addressed (location/facilities, affordability,
availability), consumers will reportedly consider
ethical considerations like working conditions, the
environment and charitable giving before making
a final decision (Chang et al., 2009). In addition, they
have higher expectations for the quality and depth of
their travel experiences. In this market, it is significant
for online ‘travel agencies’ to set themselves apart from
the competition by catering to certain needs (such as
morality). In this context, and especially in the last
few years, a new topic known as ‘ethics in tourism’
has emerged requiring that all those involved in the
tourism business follow such guidelines and help
ensure the sector’s long-term success.

This study looks at the World Tourism Organization
(UNWTO) to better understand the tourism industry’s
ethical difficulties.

2. LITERATURE REVIEW

The earliest conceptualisation of the factors influ-
encing ethical decision-making in the field of ethical
marketing research was in the late 1960s with Bartels’
(1967) seminal work. Since then, the number of
contributions has increased, which may be indicative
of rising public consciousness of unethical marketing
practices such as false pricing, misleading promotion
and putting consumers at risk (Roman, 2007). How-
ever, the importance of ethics in marketing was not
widely accepted by business practitioners until the
early 1980s, when many businesses and ‘professional
bodies’ began to embrace particular ‘codes of ethics’ in
how they conducted their operations. Academic
interest in the topic has increased dramatically
and, consequently, several investigations have been
carried out (for examples, see reviews by Kim et al,,
2010 and Schlegelmilch & Oberseder, 2010). Ethical
considerations in online marketing were assessed by
Bush et al. (2000) in a survey of 292 marketing experts.
Since there was little prior literature from which to
derive scaled items, the authors resorted to an open-
ended questionnaire (Bush et al., 2000). The most
commonly mentioned ethical concern with regards to
online marketing was safety in financial transactions
and concerns which have to do with illegal behaviour
(in this order: fraud, hacking, privacy and the honesty/
truthfulness of internet content). When the researchers
Evanschitzky et al. (2004) started research on online
privacy concerns they focused primarily on German
consumers. According to their research, opinions on
privacy generally and the duties of businesses and the
government to protect it, play a part in shaping views
on internet use and online behaviour.

According to Schlegelmilch and Oberseder (2010),
the three key ethical concerns with the internet are

‘privacy, identity theft and phishing. Kracher and

Corritore (2004) highlighted the significance of
access, intellectual property, privacy and informed
consent, child protection, information security and
trust, in their examination of a distinct e-commerce
ethics. Concerns about making purchases online
were evaluated by Miyazaki and Fernandez (2001).
Three out of the four most common worries identified
in a survey of 189 consumers were ethical in nature.
In the first group, known as “privacy’, people voiced
worries about things like the secret monitoring of their
spending habits and the unauthorized distribution of
their personal data. Worries of possibly malevolent
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actors breaking technological data protection
barriers to obtain consumers’ financial and personal
information fell under the second category, system
security. Concerns regarding internet retailers’
fraudulent behaviour, such as wilful deception or
non-delivery of merchandise, were the subject of the
third category, ‘online retailer fraud’. Forsythe et al.
(2006) additionally created a three-factor measure to
assess the perceived hazards of online buying, one
of which was the possibility of financial loss due to
ethical concerns. The potential for a net loss of money
was encompassed in the definition of financial risk,
which may explain why some consumers are uneasy
about using their credit cards online. Given this, it is
clear that there is little connection between the ethics
of online shopping and consumer satisfaction, in the
present literature on e-ethics (Roman & Cuestas, 2008).
Finally, there is a lack of research into the connection
between consumer ethical views and national
culture (such as individualism, power distance and
uncertainty avoidance), despite the importance
of understanding this topic for predicting consumer
satisfaction.

2.1. E-TOURISM

Because it shapes the consumer’s mental picture of
a place and simulates their visit, the information
featured on e-tourism sites is crucial (Masri et al,,
2020). Websites for public tourism have the ability to
increase the effectiveness of public administration
by improving user convenience, performance, and
accessibility to government services and information
(Putra & Aprilson, 2022). Tourists typically use internet
connections to view public websites which serve as
hubs for a variety of information and services from
government agencies (Gholipour Soleimani et al., 2018)
and in most cases, e-service transactions are started by
the end users themselves. Public website functions are
classified as either ‘informational’, ‘transactional” or
‘operational” (Polyak et al., 2010) and access to public
sector information is facilitated by the informational
functions via website portals, online publishing and
broadcasting. Visitors to the site can transact business
with the public tourism sector by making purchases
and payments online (Oviedo-Garcia et al., 2016).
When we talk about ‘operational functions’, we are
referring to those ‘internal public sector’ operations
that place a high priority on the interoperability of
different e-tourism methods as well as the effectiveness
and efficiency of operations.

It is crucial that government websites be made
with user-friendliness in mind, as many countries
have realised the potential of the internet for
e-tourism marketing and e-commerce. Recognising
that information research and analysis is one of the

most crucial behavioural processes defining a travel
decision, these countries have set up an online presence
to advertise their e-tourism offerings and grow their
market share in the cut-throat global e-tourism market.
In other words, governments need to pay special
attention to how they present data on the web.

2.2. WEB TRUST

Due to the concurrent nature of tourist product
manufacturing and consumption, destination mar-
keters must guarantee the provision of advertised and
promoted services (Altinoz et al., 2013). Trust among
vacationers is established when a location’s service
offerings are seen to be honest and open (Bae & Han,
2020), an important factor in determining whether or
not a consumer will return (Basheer, Walia et al., 2023).
Although research throughout the tourism industry
acknowledges that destination image and trust function
through WOM and e-WOM in terms of travel intentions,
the subtleties of this argument with regard to revisit
intentions are still being investigated (Chang, 2014). The
tourism sector is becoming increasingly aware of how
important ethical business practices are to improving
visitor experiences and loyalty, and sustainable
development now depends heavily on ethical tourism
which adheres to the values of social, environmental
and financial responsibility. According to research,
ethical e-tourism practices have a major impact on
“tourist satisfaction” and confidence, and this in turn
affects inclinations to return. Research by Basheer,
Farooq et al. (2023) show that ethical travel improves
visitor pleasure and loyalty. Additionally, it is becoming
increasingly clear how smart tourism technologies
(STTs) promote satisfaction and trust (Basheer, Hassan
et al.,, 2023) as building visitor loyalty and enhancing
their experiences requires visitors to have complete
faith in online travel services. Ethical guidelines in
e-tourism boost consumer confidence in service
providers, which increases consumer satisfaction
and encourage return business, while Farooq et al.
(2024) emphasize how important it is for travellers to
have access to trustworthy and dependable internet
information while making decisions. According to
recent studies, trust plays a crucial role in determining
how visitors interact with websites and one of the most
significant features of ‘tourism’ is consumer satisfaction,
which may be described as their reaction to demands
being met. This is impacted by emotional and cognitive
elements associated with the trip (Basheer et al.,
2024) demonstrate that return intentions are highly
predictable as a result of satisfaction from initial visits.
The significance of resolving ethical issues to improve
consumer retention is highlighted by the influence of
ethical practices on satisfaction and loyalty (Buhalis,
2020; Schoefer, 2008).
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There is a significant study vacuum concerning the
intermediating roles of e-satisfaction and e-web
trust in the link between e-tourism ethics and return
intentions, despite the fact that ethics, satisfaction
and trust in e-tourism have been covered extensively.
Furthermore, not much research has looked at how
these associations may be used in marketing plans
and the creation of online travel products. Closing this
gap is crucial to giving the sector useful information
(Ku & Chen, 2015).

2.3. TOURIST SATISFACTION

According to Bam and Kunwar (2020) and Loi et al.
(2017) satisfaction is seen to be one of the most
important elements of tourism and may have received
the most attention. According to Nguyen Viet et al.
(2020), tourist satisfaction is commonly defined as the
entire amount of enjoyment one experiences when
travelling, or as the consumer’s reaction or evaluation
of how well a product fulfils a need and the degree
to which it results from taking a vacation (Hultman
et al., 2015). The emotional reaction brought on by
service-related cognitive reactions, encounters or
the contrast between pre-trip expectations and post-
trip impressions, will determine how tourists are
evaluated (Torabi et al., 2022). In other words, when
compared to initial expectations, after unpleasant
sensations resulting from travel experiences,
people may not feel satisfied (Koseogluet al., 2010).
Additionally, tourist satisfaction refers to how
a consumer feels after engaging with or being
disappointed by an experience with a service or
product (Rehman et al., 2023). The ‘buyer’s cognitive
state’ is a term used to describe visitor satisfaction
about the appropriateness or unsuitability received
in exchange for the skilled service (Pai et al., 2020).
To put it another way, the distinction in how people
perceive pre- and post-benefit satisfaction the product
or service. Tourist satisfaction is frequently assessed
by emotional components in addition to cognitive
factors (Shafiee et al., 2016).

Consumers’ cognitive responses come from their
mental faculties, whereas their emotional responses
are reflected by emotional reactions. Evaluation
considers cognitive and emotive factors in reviews
of a good or service (Assaker & Hallak, 2013). When it
comes to the tourism sector, the evaluation of a location
by consumers, their degree of satisfaction is largely
determined by both cognitive and emotive factors
(Assaker & Hallak, 2013). When tourists compare the
value they receive for their money to the consistency
of food and service, the emotive elements serve as
assessments of the satisfaction and delight they take
away from the encounter as a sense of personal well-
being (Alegre & Garau, 2010).

2.4. REVISIT INTENTIONS

There are typically two types of people who use
tourist services: newcomers and regulars (Nguyen
Viet & Nguyen Van, 2021). A first-time consumer’s
expectation of a positive experience with a tourism
service provider is formed based on the research
they have conducted (Sadat & Chang, 2016). The
hospitality field has examined this anticipation
as ‘intention to visit” and prospective consumers
are the focus of the literature which examines the
impact of various predictors on their decision-
making processes. However, those with a desire to
return are likely to be tourists who have already
experienced the service firsthand. Most research
(Zhang et al., 2021) has concluded that first-visit
satisfaction predicts a consumer’s likelihood to
return aiming to increase the prevailing body of
knowledge by demonstrating the predictive power
of ‘e-tourism’ ethics and trust on repeat visits (Soonsan
& Somkai, 2022).

According to Buhalis (2020) and Buhalis and Karatay
(2022), a first-time consumer’s expectation of a satisfying
encounter with a tourist service provider is shaped by
the research they have done. This expectation has been
studied by the hotel industry as ‘intention to visit. The
literature focuses on potential consumers and looks
athow different variables affect their decision-making,
still travellers who have previously used the service
are probably the ones who would wish to come back.
Most studies have found that a consumer’s chance of
returning is predicted by their level of pleasure on
their initial visit. By illustrating the predictive value
of e-tourism ethics and trust on return visits, this
study seeks to advance current information (Buhalis
et al., 2023).

3. HYPOTHESES DEVELOPMENT

3.1. E-TOURISM ETHICS, E-SATISFACTION,
E-REVISIT INTENTIONS

Businesses might choose to use aggressive marketing
techniques to draw in new clients or defensive
marketing techniques to keep their current clientele.
Businesses like to concentrate on keeping repeat clients
since they produce more income due to the high costs
of replacing lost consumers. Consumers’ past e-service
experiences are a critical factor in determining whether
they will return to a website and this is important for
online service providers. Consumers are more inclined
to use the internet due to the abundance of accessible
opportunities, thus it is critical for businesses to offer
excellent online services to boost retention rates.
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Consequently, the current investigation suggests the
following hypotheses:

H,: E-tourism ethics affects e-satisfaction.

H,: A significant relationship exists between
e-tourism ethics and e-web trust.

3.2. E-TOURISM ETHICS AND E-REVISIT INTENTIONS

Academic interest in ethics in marketing has increased
dramatically and, as a result, numerous studies have
been conducted (for example, see reviews by Kim et al.,
2010 and Schlegelmilch & Oberseder, 2010). Ethical
considerations in online marketing were assessed by
Bush et al. (2000) in a survey of 292 marketing experts.
Since there was little prior literature from which to
derive scaled items, the authors resorted to an open-
ended questionnaire (Bush et al., 2000).

H,: E-tourism ethics positively affect e-revisit
intentions.

3.3. E-WEB TRUST AND E-REVISIT INTENTIONS

E-tourism ethics play a more vital role in the success
of online businesses than factors like low costs or
a strong web presence, as they are rooted in consumer
expectations of service performance (Gronroos, 1984).
Al-Nasser and Hajilee (2016) investigated the impact
of e-tourism ethics, culture, trust and perceived risk
on e-web trust and consumers’ intentions to revisit.
Their hypothesis suggests that consumer trust in
virtual environments is positively shaped by adherence
to e-tourism ethics.

H,: E-tourism ethics has a direct positive impact on
e-web trust.

3.4. E-SATISFACTION AND E-REVISIT INTENTIONS

Consumers with a positive perception of an online
retailer are referred to as ‘e-satisfied’, a state that
promotes repeat business (Anderson & Srinivasan, 2003).
This concept encompasses two dimensions: attitudinal
loyalty and behavioural loyalty. E-satisfaction reflects
the likelihood of consumers returning for future
purchases, sharing positive word-of-mouth, and
maintaining a favourable attitude toward the retailer.
However, due to the ease of accessing information and
alternatives online, shoppers often switch between
retailers seamlessly, as transitions in e-commerce
can occur with just a single click (Keiningham et al.,
2005). Consequently, online retailers need to cultivate
a dedicated consumer following. Satisfaction is
characterized as the reaction of consumers to their
sense of fulfilment (Oliver, 2014). Anderson and
Srinivasan (2003) define e-satisfaction as the level of
satisfaction a consumer derives from their previous
experiences with a particular e-commerce company.

Previous research suggests that satisfied consumers
are more likely to engage in repeat purchase behaviour
(e.g. Changet et al., 2009). Consequently, it is reasonable
to conclude that content online consumers will
demonstrate their allegiance to the e-retailer. This
indicates:

H.: The influence of e-satisfaction on a consumer’s
intention to revisit online platforms is positive.

3.5. E-TOURISM ETHICS, E-SATISFACTION, E-TRUST
AND E-REVISIT INTENTIONS

Wau et al. (2016) have explored the mediating roles of
variables such as e-satisfaction and e-web trust in differ-
ent contexts. The ongoing study has formulated the
following hypothesis based on the results obtained:

H,: The relationship between e-tourism ethics and
revisit intentions is mediated by e-web trust.

H.: The role of e-satisfaction is pivotal in mediating
the connection between e-tourism ethics and intentions
to revisit.

4. RESEARCH FRAMEWORK

This study seeks to evaluate the associations between
e-tourism ethics, e-web trust, e-revisit intentions and
e-satisfaction. A research paradigm was developed after
a thorough literature assessment was conducted on
these factors (Figure 1).

E-security

E-privacy

deception

intentiOn
E-satisfaction

Figure 1. Conceptual framework
Source: author

E-reliability

5. RESEARCH METHODOLOGY
5.1. DESIGN

This investigation employed a quantitative methodology,
using a self-administered questionnaire crafted from
insights gained in earlier studies. The questionnaire
underwent rigorous testing prior to data collection
with preliminary testing involving nine researchers,
seven faculty members, and three industry experts
to capture the core aspects of the study. After the pre-
testing phase, the questionnaire was distributed to
35 respondents as part of a pilot study to assess its
reliability. The reliability coefficients for each construct
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exceeded the recommended threshold of 0.70, indicating
acceptable internal consistency and supporting the
robustness of the measurement scales used in this
study.

5.2. INSTRUMENT DEVELOPMENT

This study involved the selection and adaptation of
various constructs from previously validated scales,
which were modified to suit the specific requirements
of the investigation.

5.3. COMMON METHOD BIAS (CMB)

To address the potential impact of common method bias
(CMB), researchers have developed various statistical
techniques. In this study, the Harman single-factor
test was employed to assess CMB. This test evaluates
whether a single factor or general factor explains the
majority of the covariance (over 50%) among the mea-
sured variables, which would indicate the presence
of significant common method variance. The test
results here revealed that the variance explained by
a single factor was 26.57%, indicating the absence of
CMB in the data.

5.4. POPULATION OF THE STUDY

The subjects of the investigation comprised tourists
who had journeyed to different regions of North India.

5.5. DATA COLLECTION, SAMPLING TECHNIQUE
AND SAMPLE SIZE

The study employed a combination of primary and
secondary sources for data collection. Primary data
was collected through a structured questionnaire
featuring statements aimed at representing various
constructs. Between June and August 2023, a total of
657 questionnaires were distributed using convenience
sampling, a non-probability sampling method. Non-
probability sampling techniques, often utilized in
social science research (Rowley, 2014), are regarded as
practical and well-suited for fieldwork studies (Bryman
& Bell, 2015).

5.6. RESPONSE RATE

After removing improper questionnaires, a total of 420
legitimate ones remained for the final analysis, making
up 63.92% of the total responses. Questionnaires
were discarded: (a) when they contained numerous
unanswered questions (missing data); (b) when
participants provided identical scores across all items,
suggesting a lack of serious engagement with the
questions.

5.7. ETHICAL CONSIDERATIONS

During the data collection process, a strong dedication
was maintained to follow ethical standards concerning
the participants. To prioritize the rights and well-
being of the participants, informed consent was
sought from each individual, ensuring that they
had a thorough understanding of the objective and
potential consequences of the study. The commitment
to maintaining anonymity and confidentiality was
executed with utmost diligence, ensuring that personal
information remained secure from any potential
disclosure.

6. DATA ANALYSIS AND RESULTS

The socio-demographic profile of the respondents,
including gender distribution, age groups, place of
residence, education level, frequency of travel website
use, and daily internet usage, is presented in Table 1.
These demographic data provide a comprehensive
overview of the sample population, aiding in under-
standing the characteristics of the participants involved
in the study. The total sample consist of 420 respondents,
with 52.85% males (n =222) and 47.15% females (12 =198).

Table 1. Demographic results

Socio-demographic profile Frequency | Percentage
Gender Male 222 52.85
Female 198 47.15
Age Less than 20 45 10.72
20-30 156 37.15
3040 145 34.53
40-50 42 10.00
Over 50 32 7.32
Residence Kashmir 177 42.15
Jammu 115 27.38
Punjab 56 13.34
Delhi 42 10.00
Mumbai 25 5.96
Other 5 1.19
Education Junior high school 46 10.95
Senior high school 85 20.23
College 182 43.34
University 104 24.76
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Frequency | Less than one time 96 22.85
of use of
travel 2-5 times 65 15.47
websites .
6-10 times 92 21.90
per week
10-15 times 89 21.19
Over 15 times 78 18.57
Average Less than one hour 82 19.52
hours of
use of the 1-3 hours 66 15.71
internet per
d 3-6 hours 101 24.04
ay
6-9 hours 82 19.52
9-12 hours 42 10.00
Over 12 hours 47 11.19

Source: authors.

Initially, the data was screened for missing values and
unengaged responses. After screening, the reliability of
the instrument was checked through Cronbach’s alpha
and its results for each construct were found to be above
the recommended threshold of 0.70 (Nunnally, 1978;
Singh et al., 2022). The results of the reliability statistics
are shown in Table 2.

Table 2. Results of the reliability test

demonstrate an appropriate fit of the model to the data
(Najar & Rather, 2023). The evaluation of the model is
based on several fit indices. The chi-square statistic
is 172.776, with a degree of freedom (df) of 115, yielding
a probability level of 0.000 (p < 0.05). The CMIN/df ratio
is 1.502. The goodness of fit indices are as follows:
GFI=0.953, AGFI =0.938. The incremental fit indices in-
clude IFI = 0.989 and CFI = 0.989. The Tucker-Lewis
index (TLI) is 0.987. Additionally, the root mean square
residual (RMSR) is 0.035, and the root mean square error
approximation (RMSEA) is 0.046.

The factor loadings for both first-order and
second-order constructs exceeded the recommended
minimum threshold of 0.70, as indicated. Specifically,
the estimates were as follows: e-tourism ethics to
e-security at 0.76; e-tourism ethics to e-reliability at
0.80; e-tourism ethics to e-privacy at 0.79; and e-tourism
ethics to e-non-deception at 0.78 (Table 3). All factor
loadings demonstrated significance at the p <0.01 level.
Additionally, the convergent validity, indicated by an
average variance extracted (AVE) of 0.565 and composite
reliability (CR) of 0.837 for the second-order constructs,
exceeded the minimum threshold values of 0.5 and 0.7,
respectively (Schreiber et al., 2006). Consequently, the
17-item e-tourism ethics scale demonstrated acceptable
convergent validity and a satisfactory overall
assessment of the model fit criteria when subjected to
validation through second-order CFA. The findings

Construct No. of items Grmirdif alii md%cate thz.at the sugges.ted factor strucjcure of e—tourl'sm
ethics received validation. The graphical presentation
E-security 5 0.874 of second-order CFA of the construct e-tourism ethics
E-reliability 4 0.756 is shown in Figure 2.
E-privacy 4 0.880 Table 3. Confirmatory factor analysis (overall model and
E-non-deception 4 0.893 second order CFA results of e-tourism ethics)
E-tourism ethics 17 0.790 Factor CR AVE
Senshes fem | 1oading | (above 0.7) | (above 0.5)
E-web trust 5 0.860
E-tourism | E-security 0.860 0.837 0.565
E-satisfaction 4 0.882 ethics .
E-reliability | 0.770
E-revisit intentions 3 0.780 E-privacy 0.700
Overall scale 29 0.870 E-non- 0.660
Source: authors. deception
E-security | ES2 0.846 0.924 0.708
6.1. MEASUREMENT MODEL
ES5 0.826
E-tourism ethics was defined as a second-order construct, £S3 0.881
with e-security, e-reliability, e-privacy and e-non- :
deception privacy functioning as first-order constructs. ES1 0.818
Second-order confirmatory factor analysis (CFA) was ES4 0.834
utlllS@Fi to Val}date the primary cons.truct, spe.C1f1cally E-reliability | ER2 0.855 0.905 0.705
e-tourism (Hair et al,, 2019) ethics, which comprises four
sub-constructs. The four latent sub-constructs were ER1 0.824
assessed through their corresponding items (Byrne, ER4 0.812
2013). The model fit criteria established by Hair et al. RS 0.836
(2019) suggest that the results from the CFA in this study :
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Table 3 (cont.)
Construct [tem Factor CR AVE
loading | (above 0.7) | (above 0.5)
E-privacy | EP1 0.844 0.876 0.638
EP2 0.794
EP3 0.750
EP4 0.805
E-non- ENP3 0.860 0.915 0.729
deception 8
ENP2 0.884 =
©
ENP1 0.846 E
=
ENP4 0.825 =
E-web trust | EWT4 0.937 0.939 0.754
EWT5 0.865
EWT2 0.908
EWT3 0.837
0.60
EWT1 0.787
E-satis- ESAT2 0.988 0.910 0.723
faction ._>
ESAT4 0.979 @
Figure 2. Second order confirmatory factor analysis (CFA)
ESAT1 0.712 Source: authors
ESAT3 0.670
— like CMIN/df, GFI, RMSEA and RMSR, in addition to
E—:ev:gt ERI2 0.813 0.820 0.603 incremental and relative fit indices such as TLI, CFI,
mrtentions . . . g .
ERI3 0.787 and IFI. Alongside the chi-square statistic, various
other indices of goodness of fit, including CFI, IFI,
ERI1 0.728 GFI, AGFI and RMSEA, were employed to assess the

Note: CR — composite reliability, AVE — average variance
extracted.
Source: authors.

6.2. ANALYSIS OF MEASUREMENT MODEL
(OVERALL CFA)

The comprehensive measurement model encompassed
three additional variables: e-satisfaction, which
consisted of four items; e-web trust, comprising five
items; and e-revisit intentions, featuring three items.
Furthermore, the comprehensive measurement model
encompassed e-tourism ethics, which consisted of
four dimensions: e-security featuring five elements,
e-reliability comprising three elements, e-privacy with
four elements, and e-non-deception also with four
elements. The investigation utilized a measurement
model that included seven first-order constructs and
one second-order construct, specifically e-tourism
ethics, all of which were interconnected. The criteria
for model evaluation encompassed absolute fit indices

model’s fit. The values of x* = 684.227; df = 367, CMIN/
df = 1.864; CFI = 0.966; IF1 = 0.967; GFI = 0.902; and
RMSEA = 0.045 indicate that the data for the model
fit were assessed, leading to an evaluation of the
overall measurement model. Therefore, it suggests an
appropriate alignment for the model. The remaining
psychometric properties of the scale were assessed
regarding reliability and validity.

Table 3 demonstrates that the composite reliability
(CR) values for all constructs in the proposed model
exceeded the recommended threshold of 0.60 (Koufteros,
1999). Moreover, the average variance extracted (AVE)
values for all constructs were above the benchmark
of 0.50 (Fornell & Larcker, 1981), confirming the
reliability and convergent validity of the constructs.
Additionally, the square roots of the AVE values were
found to be greater than the correlations among the
constructs, further validating their discriminant
validity (Fornell & Larcker, 1981). The comprehensive
findings of the CFA are presented in Tables 3 and 4
while as the overall results of CFA are shown in Figure 3.
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Table 4. Discriminant validity results

Construct CR AVE ir]ft_;rel‘t,iics):s E-web trust E-satisfaction E_:t);:;cizm
E-revisit intentions 0.820 0.603 0.777 - - -
E-web trust 0.939 0.754 0.352 0.868 - -
E-satisfaction 0.910 0.723 0.242 0.241 0.850 -
E-tourism ethics 0.837 0.564 0.130 0.098 0.033 0.751

Note: CR - composite reliability, AVE — average variance extracted.

Source: authors.

. 0.72 0.85 @

‘ 0.68 0.83 0.74

. 0.77_0.88 @ 0.86
. 0.67_0.82

‘ 0.69 0.8

010 “F web trust 091 083 F\yTo
. m 0.71_0.84 @ X 0.86 0.7 -
0.63 0.79 - —
_ : . Q.94 088 [Ty
0.56_0.75 0
o
. m 0.65 0.80
A
E-tourism 0.13 E-revisit
ethics intention

®

. 0.74 0.86
0.43
. , 0.78 0.88
e
. 0.71_0.85
. 0.68 0.8

. 0.78 0.88 @
0.60
. 0.68 0.82
E-reliability y«2-Z
. m 0.66 0.81

. 0.70 0.84

0.79 0.6 EWT1
0.84 0.70 EWT3

0.67 0.4 ESAT3
\4 0.71 _ 0.51
0.98 0.96 ESAT4
Q9098 [EgaT)

E-satisfaction

PR OB O®EE®

Figure 3. Overall confirmatory factor analysis (CFA) results
Source: authors

6.3. HYPOTHESES TESTING

Following the CFA, the subsequent phase involves
testing the hypotheses utilizing SEM with AMOS
software. The results indicated that e-tourism ethics
positively influences e-satisfaction (3 = 0.27; p < 0.05);
e-tourism ethics also affect e-web trust (f = 0.24;
p <0.05); further, e-tourism ethics contributes to e-revisit
intentions (3 = 0.19; p < 0.05); and e-web trust impacts
e-revisit intentions (3 = 0.29; p < 0.05). Additionally,
the findings reveal a significant positive relationship
between e-revisit intentions and e-satisfaction (3 =0.18;
p < 0.05). Therefore, hypotheses H, H,, H,, H, and H,
all received support. A summary of the hypotheses

results is presented in Table 5, while the outcomes of the
structural equation modelling and the path coefficients
are illustrated in Figure 4.

Table 5. Hypotheses testing results

Hypotheses Estimate| Results
, |E-tourism ethics — e-satisfaction 0.27 |Supported
, |E-tourism ethics — e-web trust 024  |Supported

E-tourism ethics — e-revisit intentions| 0.19 |Supported

E-web trust — e-revisit intentions 0.29 [Supported

E-satisfaction — e-revisit intentions 0.18 [Supported

Source: authors.
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0.05
E-web trust
0.2 0.29
0.43
E-tourism 0.19 E-revisit
ethics intention
0.2 0.18

E-satisfaction

.07

Figure 4. The estimated SEM path model
Source: authors

6.4. MEDIATION RESULTS

The model examined the mediating roles of ‘e-web
trust” and ‘e-satisfaction” in the relationship between
‘e-tourism ethics’ and ‘e-revisit intentions’. The findings
revealed a significant direct effect of ‘e-tourism ethics’
on ‘e-revisit intentions’ ( = 0.19; p < 0.05). Additionally,
the total effects of ‘e-web trust” and ‘e-satisfaction ‘on
‘e-revisit intentions” were also found to be significant.
The study further demonstrated significant indirect
effects of ‘e-web trust’ (B = 0.069; p < 0.05) and
‘e-satisfaction” (3 = 0.04; p < 0.05), indicating partial
mediation by these variables in the relationship
between ‘e-tourism ethics’ and ‘e-revisit intentions’.
These results validated hypotheses 6 and 7.

7. DISCUSSION AND CONCLUSION

The study’s findings provide useful insights into the
correlation between e-tourist ethics, e-satisfaction, e-web
trust and e-revisit intentions within the tourism sector.
The findings presented enhance our comprehension
of the influence of ethical considerations in e-tourism
on visitor satisfaction and the probability of further
visits. The study revealed a statistically significant
and positive correlation between e-tourism ethics and
e-satisfaction (3 =0.27; p <0.05). This finding is consistent
with prior studies conducted in the realm of tourism
ethics, which have underscored the significance
of ethical conduct and responsible business strategies
in augmenting tourist satisfaction.

Additionally, the research findings indicate a statis-
tically significant and positive association between
e-tourism ethics and e-web trust (8 =0.24; p <0.05). This

finding aligns with prior research that emphasizes the
positive relationship between ethical conduct in
the online tourism sector and the establishment of trust
among travellers. In addition, the results of the study
demonstrated a significant impact of e-tourism ethics
on e-revisit intentions (3 =0.19; p <0.05). This highlights
the significant influence of ethical factors on tourists’
inclinations to revisit a particular area or engage
again in online tourism services, aligning with the
research conducted by Roman (2007). Additionally,
the research findings revealed a significant correlation
between e-web trust and e-revisit intentions (3 = 0.29;
p <0.05) aligning with previous scholarly investigations
on the significance of trust in the context of e-tourism. It
underscores the notion that tourists who place faith in
online platforms and service providers tend to exhibit
a higher inclination to engage in repeat visits.

The findings of the analysis also revealed a signifi-
cant association between e-revisit intentions and
e-satisfaction (3 = 0.18; p < 0.05), providing further
support to the notion that contented visitors are more
likely to revisit a place or engage with e-tourism
services again. Furthermore, the results of the study
indicated that there were notable direct impacts
of e-tourism ethics on e-revisit intentions (3 = 0.19;
p < 0.05). This emphasizes the significant impact of
ethical considerations on tourists” intentions to engage
in repeat visits, hence emphasizing the imperative for
firms to promote ethical standards in their operational
strategies (Chang et al., 2018).

In conclusion, the study underscored the substantial
overall impact of e-web trust and e-satisfaction on
e-revisit intentions, hence the collective significance
of these factors on tourists” intentions. The study
additionally presented findings that suggest a partial
mediation effect of e-web trust and e-satisfaction in
the association between e-tourism ethics and e-revisit
intentions. This implies that ethical considerations indi-
rectly influence individuals’ intentions to revisit
e-tourism platforms through the intermediating factors
of trust and satisfaction. The discovery highlights the
interconnectedness of these variables in influencing
tourists’ choices to engage in repeat visits, in accordance
with the theoretical framework.

To summarize, the findings of this study emphasize
the significance of e-tourism ethics, e-web trust and
e-satisfaction in shaping visitors’ intentions to engage
in repeat visits. Moreover, these results provide in-
sights into the intricate connections between these
variables. These findings offer significant insights for
professionals operating within the tourist industry,
underscoring the importance of ethical conduct and
trust-building approaches in order to augment con-
sumer satisfaction and foster return visits. Ultimately,
these efforts contribute to the long-term viability and
sustainability of the e-tourism sector.
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8. MANAGERIAL IMPLICATIONS

The findings of this research carry significant mana-
gerial implications for companies working within
the e-tourism industry. The prioritization of e-tourism
ethics is of utmost importance as it has a direct impact
on consumer satisfaction and the likelihood of repeat
visits. It is imperative for tourism enterprises to
develop and effectively convey unambiguous ethical
principles and protocols, encompassing environmen-
tal stewardship and equitable treatment of indigenous
populations, in order to foster confidence and loyalty
among their clientele in the digital realm.

Moreover, the research underscores the importance
of e-web trust in shaping travelers’ inclinations to
engage in repeat visits. It is imperative for online
tourist platforms and service providers to allocate
resources towards establishing and preserving trust
with their clientele through the implementation of
secure transaction systems, provision of transparent
information and delivery of dependable services. Trust-
building tactics, such as the utilization of consumer
evaluations and testimonials, can significantly impact
the establishment and maintenance of trust in various
contexts.

Furthermore, it is imperative for organizations to
acknowledge the interconnectedness between e-revisit
intention and e-satisfaction. It is imperative to prioritize
the improvement of the whole consumer experience, as
contented tourists exhibit a higher propensity to engage
in repeat visits. This may encompass enhancing the
caliber of services, immediately addressing consumer
grievances, and providing tailored experiences that
respond to individual tastes. Furthermore, the research
outcomes pertaining to the indirect impacts of e-tourism
ethics on e-revisit intention, mediated by e-web trust
and e-satisfaction, underscore the interdependence of
these variables. In order to increase the probability
of return visits, it is advisable for managers to embrace
a comprehensive approach that encompasses ethics,
trust-building and satisfaction enhancement.

9. THEORETICAL IMPLICATIONS AND PRACTICAL
IMPLICATIONS

The findings presented in this work have significant
theoretical implications that add to the greater under-
standing of e-tourism and consumer behavior.
The study highlights the importance of ethical consid-
erations within the domain of e-tourism. The topic
of ethics has been extensively discussed in the existing
body of tourism literature. However, this particular
study contributes to the field by presenting empirical

evidence that demonstrates the direct influence
of ethics on e-satisfaction and e-revisit intentions in
the context of e-tourism. Consequently, this research
enhances our theoretical comprehension of the
significance of ethics in the realm of electronic tourism.
Furthermore, the results of this study contribute
to the current body of theoretical knowledge by
emphasizing the intermediary functions of e-web
trust and e-satisfaction in the association between
e-tourism ethics and e-revisit intentions. This study
proposes that trust and satisfaction serve as channels
through which ethical considerations impact consumer
behavior, offering a more holistic understanding of the
underlying mechanisms.

Moreover, this works serves to strengthen the
significance of trust within the realm of e-tourism,
thereby harmonizing with existing trust-related ideas
found in the domains of e-commerce and online
service literature. The present study suggests that
trust continues to play a crucial role in shaping tourists’
intentions, and this finding is applicable in the domain
of e-tourism as well. In summary, this research con-
tributes to the development of our theoretical compre-
hension of ethical considerations, trust dynamics,
satisfaction levels and intentions to revisit inside
the realm of e-tourism. The empirical evidence sup-
ports the notion that there is a strong connection
between these aspects. Furthermore, it provides a more
detailed understanding of how ethical issues influ-
ence consumer behavior within the digital tourism
industry. These findings contribute to the continuing
academic discussion in the subject of tourism and e-com-
merce, and can serve as a basis for researchers to
conduct future investigations into the intricate
dynamics of consumer behavior in the context of
e-tourism.

The findings have important ramifications for
companies involved in e-tourism. Transparent and
honest marketing techniques are examples of ethical
marketing initiatives that might increase potential
visitors’ confidence and trustworthiness. By quickly
resolving ethical issues, consumer relationship
management systems can track and enhance client
satisfaction. Enhancing client happiness and loyalty
may be achieved through the utilization of smart
tourism technology (STT) to offer customized and
ethical travel experiences. Creating online tourism
goods that put ethical factors like security and privacy
first might also draw in morally conscientious tourists.
E-tourism companies may stand out in a crowded
market by implementing these useful apps, which
will foster long-term client loyalty and steady growth.
This method closes the current research gap and
offers a thorough framework for integrating moral
principles into marketing plans and the creation of
online travel products.
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10. LIMITATIONS AND DIRECTIONS
FOR FUTURE STUDY

Nevertheless, it is crucial to recognize the quantitative
study’s constraints. Future work could use moderation
approaches to look at how moderators affect the
connection between the quality of e-services and
intentions to return. Additionally, other variables
that can affect the relationship between ‘e-service
quality” and ‘revisit intention” ought to have been taken
into account. Future research may take into account the
mediation of e-loyalty, which was not examined here.

Due to differences in geography, culture and other
factors, this study is restricted to the tourism business
in Kashmir and cannot be generalized to other states or
nations. The findings might only be relevant in the
particular setting of Kashmir’s tourism business. Both
CFA and PLS-SEM were used as statistical methods
in the current investigation. Future research utilizing
more cutting-edge statistical techniques, such as PLS-
predict, blinding, neural networks and IPMA, may help
to better understand the proposed model. To ascertain
the significance of the variables between males and
females, t-tests and chi-square tests could be carried out.
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