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ABSTRACT. Agritourism is a key component of sustainable tourism, focusing on minimizing environmental impacts.
This study evaluates how technological knowledge influences tourist behavior and intentions within agritourism,
employing the Theory of Planned Behavior for a structured quantitative analysis. Data from 348 visitors to orchards,
farms, and aquaculture sites in agritourism settings were analyzed using partial least squares structural equation
modeling. Results show a significant impact of perceived environmental factors on attitudes, subjective norms,
perceived behavioral control, and perceptions of sustainable marketing. Importantly, technological knowledge plays
a vital moderating role in linking sustainable marketing perceptions to the intention to engage in agritourism. This
research sheds light on the dynamic relationship between sustainable marketing, technological knowledge, and
tourist behavior in agritourism, offering insights for businesses and policymakers to foster sustainable practices and

enhance the appeal of agritourism experiences.

1. INTRODUCTION
Agritourism, the fusion of agriculture and tourism, has emerged as a significant sector within
the tourism industry, offering unique experiences that bridge the rural-urban divide while

promoting sustainable practices and preserving cultural heritage [1]. With increasing concerns
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about environmental degradation and the need for sustainable development, the role of
sustainable marketing in agritourism has garnered substantial attention. Sustainable marketing
practices not only aim to attract tourists but also emphasize environmental responsibility, social
equity, and economic viability in the operations of agritourism businesses [2]. However, despite
the growing recognition of sustainable marketing in agritourism, there remains a notable gap in
understanding the nuanced interplay between perceived sustainable marketing efforts and
tourists' intentions to engage in agritourism experiences.

One significant factor that might influence this relationship is technological knowledge, defined
as the understanding and proficiency in utilizing technological tools and platforms within the
agritourism context. In recent years, technological advancements have revolutionized various
aspects of the tourism industry, including marketing strategies, customer engagement, and
service delivery [3]. The integration of technology in agritourism operations has the potential to
enhance visitor experiences, streamline business processes, and facilitate communication
between tourists and agritourism providers [4]. However, the extent to which technological
knowledge moderates the relationship between perceived sustainable marketing and tourists'
intentions to engage in agritourism needs to be understood.

Understanding the moderating role of technological knowledge is crucial for several reasons.
Firstly, technological advancements have transformed the way agritourism businesses market
their offerings and interact with potential visitors [5]. Stakeholders leveraging digital platforms,
social media channels, and data analytics tools, agritourism operators can communicate their
sustainability efforts more effectively and target environmentally conscious tourists. Secondly,
technological knowledge empowers tourists to make informed decisions about their
agritourism experiences. It enables them to access information about sustainable practices, trace
the origin of agricultural products, and engage with local communities [6]. Therefore, it is
essential to investigate how tourists' technological knowledge influences the relationship
between perceived sustainable marketing and their intentions to participate in agritourism
activities.

Furthermore, understanding the moderating role of technological knowledge can inform
agritourism businesses and policymakers about the most effective strategies for promoting
sustainable practices and enhancing visitor satisfaction [7]. By identifying the conditions under

which technological knowledge enhances the impact of sustainable marketing efforts on
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tourists' intentions, stakeholders can tailor their marketing campaigns, invest in relevant
training programs, and develop innovative technological solutions to support sustainable
agritourism development [8]. Thus, this study aims to fill the existing gap in the literature by
examining the moderating effect of technological knowledge on the relationship between
perceived sustainable marketing and intention to engage in agritourism, contributing to both

theoretical insights and practical implications for sustainable tourism management.

2. LITERATURE REVIEW

The research applied an analytical framework grounded in the Theory of Planned Behavior to
standardize measurement concepts. This framework integrates core constructs attitude,
subjective norms, and perceived behavioural control with an extension of the perceived
environment, perceived sustainable marketing, and the Intention to engage in agritourism.
Attitude reflects individuals' positive or negative evaluations of agritourism participation, while
subjective norms capture the perceived social pressures or support from significant others
regarding agritourism engagement. Perceived behavioral control refers to the individuals'
perceptions of their capability to perform agritourism related behaviours.

The inclusion of perceived environment acknowledges the significance of individuals'
awareness and assessment of the environmental impacts and sustainability practices within
agritourism settings. perceived sustainable marketing, a pivotal construct in this study,
encompasses the consumers' recognition and evaluation of marketing efforts that promote
agritourism's sustainability attributes. The moderating role of technological knowledge is
crucial, positing that individuals’ familiarity and proficiency with technology can influence the
strength and direction of the relationship between perceived sustainable marketing and their
intention to participate in agritourism. This analytical framework aims to provide a
comprehensive understanding of how technological knowledge and perceived sustainable
marketing collectively shape tourists’ intentions towards agritourism, offering insights into
targeted marketing strategies to foster sustainable tourism practices. These relationships are
developed as hypotheses in a structural model synthesized from related research.

2.1 The impact of perceived environment on attitudes and perceived sustainable marketing
The relationship between the perceived environment, attitudes towards agritourism, perceived

sustainable marketing, and the intention to engage in agritourism has been a focal point in
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recent literature, emphasizing the growing importance of sustainability in tourism practices [9].
The perceived environment, which encompasses individuals' observations and interpretations
of the natural and built environment associated with agritourism sites, plays a critical role in
shaping tourists' attitudes. Positive perceptions of the environment, including its preservation
and the sustainable practices employed, contribute significantly to forming favourable attitudes
towards agritourism [9], [10]. These attitudes are further influenced by perceived sustainable
marketing, a concept that refers to the marketing efforts perceived by potential tourists that
highlight the sustainability efforts of agritourism operations, including environmental
stewardship, economic benefits to local communities, and social responsibility [11].

Research suggests that when tourists perceive marketing efforts as sustainably focused, it can
significantly boost their awareness and appreciation of sustainability initiatives. This
heightened awareness, in turn, positively influences their attitudes towards agritourism
destinations [12]. This alignment of sustainable marketing with tourists' values and expectations
is crucial in fostering a positive attitude towards agritourism, which is a significant predictor of
the intention to visit such destinations [13]. The intention to engage in agritourism is ultimately
a manifestation of the consumer's positive attitude towards the activity, influenced by their
environmental values and the perceived sustainability efforts communicated through
marketing [14].

Moreover, the related research suggests that the perceived environment acts as a foundational
element that underlies the relationship between perceived sustainable marketing and tourists'
intentions. A well-preserved environment, coupled with effective sustainable marketing, not
only enhances tourists' attitudes but also directly influences their intentions to participate in
agritourism, highlighting the need for agritourism providers to integrate environmental
sustainability into their marketing strategies [9]. The synthesis of these studies underscores the
pivotal role of the perceived environment in mediating the relationship between sustainable
marketing and agritourism intentions, providing valuable insights for this researche aiming to
promote sustainable tourism practices.

H1. Perceived environment has an influence on the attitude of visitors

H2. Attitude of visitors has correlate with perceived sustainable marketing
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2.2. The impact of perceived environment on subjective norms, and perceived sustainable
marketing

The factors of perceived environment, subjective norms, perceived sustainable marketing, and
the intention to engage in agritourism perception behaviour link the chain of influences that has
been extensively explored in the report on sustainable tourism [15], [16]. Subjective norms,
representing the perceived social pressure to perform or abstain from a behaviour, are
significantly impacted by individuals' perceptions of the environment in the context of
agritourism [9]. The perceived environment, which encompasses the natural beauty,
conservation efforts, and sustainability practices of agritourism sites, can foster a sense of social
responsibility and influence the social pressures or encouragements individuals feel towards
participating in agritourism [17].

In this realm, perceived sustainable marketing plays an intermediate role by highlighting the
environmental and socio-economic benefits of agritourism, thus potentially altering subjective
norms. Marketing strategies that effectively communicate the sustainability efforts of
agritourism sites can enhance individuals' perception of social endorsement and approval for
agritourism, thereby strengthening subjective norms favouring agritourism participation [15].
These strategies include showcasing sustainable practices, conservation achievements, and the
positive impacts of agritourism on local communities and the environment, thereby aligning
with the values of potential tourists and their social circles [18].

The reports further suggest that the alignment between perceived sustainable marketing and
subjective norms can significantly influence individuals' intentions towards agritourism [19].
When potential tourists perceive that engaging in agritourism is viewed positively by travellers
and is supported by clear, sustainable marketing messages, their intention to participate in
agritourism activities is likely to increase [20], [21]. This relationship underscores the
importance of integrating perceptions of the environment and subjective norms into marketing
strategies to effectively influence tourist intentions.

Moreover, the moderating role of technological knowledge in this relationship adds a layer of
complexity. Technological knowledge can enhance the effectiveness of sustainable marketing by
enabling more sophisticated and personalized marketing approaches, potentially amplifying
the impact of perceived environmental values and subjective norms on agritourism intentions

[22], [23]. Through social media and other digital platforms, individuals with higher levels of
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technological knowledge can access, share, and discuss information about sustainable
agritourism practices, further influencing subjective norms and intentions [24].

The researchers highlight a nuanced relationship where the perceived environment influences
subjective norms through the mediation of, collectively shaping the intention to engage in
agritourism. This interplay emphasizes the need for agritourism providers to craft targeted
sustainable marketing strategies that resonate with the environmental values and social
expectations of their audience, taking into consideration the enhancing role of technological
knowledge.

H3. The perceived environment influence on subjective norms

H4. The subjective norms have a correlation with perceived sustainable marketing

2.3. The impact of perceived environment on perceived behavioural control and perceived
sustainable marketing

Perceived behavioral control, a key component of the Theory of Planned Behavior, plays a
critical role in predicting tourist behavior. Research highlights its importance in understanding
the complex relationships between the perceived environment, perceived behavioral control,
perceived sustainable marketing, and the intention to participate in agritourism. The reports
have emphasised how technological knowledge moderates these relationships within the
tourism sector. In agritourism, perceived environmental factors like natural beauty,
biodiversity, and eco-friendly practices significantly affect tourists' perceived ease of
participation, illustrating the vital influence of environmental attributes on agritourism
intentions [19]. For instance, a well-preserved and easily accessible agritourism environment
can enhance visitors' perceived behavioral control by fostering a belief that engaging in
agritourism is both feasible and rewarding [25].

Perceived sustainable marketing, on the other hand, refers to the marketing efforts that
highlight the sustainability efforts and environmental stewardship of agritourism ventures. This
form of marketing plays a critical role in shaping tourists’ perceptions, not only of the
environmental attributes of the destination but also of their own ability to contribute positively
through their tourism choices [26]. Effective sustainable marketing strategies can thus bolster
perceived behavioral control by reassuring potential tourists that their participation in
agritourism is within their capacity and aligns with their personal values and environmental

concerns [27].
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The intention to engage in agritourism, consequently, is influenced by the interplay between
perceived environmental attributes, perceived behavioral control, and the effectiveness of
perceived sustainable marketing [28]. When tourists perceive that an agritourism activity is
environmentally sustainable, accessible, and supported by genuine marketing efforts, their
intention to visit such destinations is likely to increase. This is because perceived behavioral
control mediates the relationship between environmental perceptions and tourist intentions,
with sustainable marketing reinforcing this pathway by enhancing the visibility and appeal of
agritourism’s environmental and ethical credentials [29].

Furthermore, technological knowledge emerges as a significant moderator in this relationship,
potentially amplifying the impact of perceived environmental factors and sustainable marketing
on perceived behavioral control and, ultimately, on tourists' intentions [23]. Individuals with
greater technological knowledge may be better equipped to seek out, evaluate, and act upon
information related to the sustainability practices of agritourism sites, thereby enhancing their
perceived behavioral control and inclination towards agritourism.

H5. The perceived environmental influence on perceived behavioral control

H6. The perceived behavioral control has a correlation with perceived sustainable marketing
H7. The perceived behavioral control also correlated with intention to agritourism

2.4. The moderating role of technology knowledge in the relationship between perceived
sustainable marketing with intention to agritourism

In recent years, the development of science and technology has been widely applied in all fields.
The intersection of perceived sustainable marketing, technological knowledge, and agritourism
intentions forms a compelling area of inquiry within sustainable tourism [30]. Related research
on the moderating role of technological knowledge in the relationship between perceived
sustainable marketing and the intention to engage in agritourism, highlighting important
findings that elucidate this dynamic.

Perceived sustainable marketing, which involves the communication of environmental and
social responsibility efforts by agritourism providers, plays a crucial role in shaping potential
tourists' attitudes and intentions. It operates by informing, persuading, and reminding
consumers of the sustainable attributes and practices of agritourism destinations [31]. When

effectively executed, such marketing strategies can significantly elevate tourists' intentions to
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visit agritourism sites by aligning with their environmental values and desire for authentic,
sustainable travel experiences.

The role of technological knowledge becomes particularly salient in this context of agritourism.
Technological knowledge refers to an individual's understanding and proficiency in using
digital tools and platforms to access, process, and evaluate information [32]. In the domain of
agritourism, technological knowledge can significantly enhance the effectiveness of perceived
sustainable marketing by facilitating more nuanced and informed interpretations of marketing
messages [22], [23]. Tourists with higher levels of technological knowledge are likely to be more
adept at seeking out detailed information on the sustainability practices of agritourism sites,
critically evaluating the authenticity of marketing claims, and leveraging digital platforms to
share and exchange experiences and insights with others [33].

Consequently, technological knowledge acts as a powerful moderator in the relationship
between perceived sustainable marketing and agritourism intentions. It not only enhances the
receptiveness to and engagement with sustainable marketing messages but also empowers
potential tourists with the skills and capabilities to make informed decisions aligned with their
environmental and ethical values. This dynamic suggests that the impact of perceived
sustainable marketing on agritourism intentions is more pronounced among individuals with
higher levels of technological knowledge, underscoring the importance of integrating digital
literacy and technology use into sustainable tourism marketing strategies [30], [34].

In general, the critical moderating role of technological knowledge in strengthening the
influence of perceived sustainable marketing on the intention to engage in agritourism. It
highlights the need for agritourism providers to not only focus on developing and
communicating robust sustainable marketing messages but also to consider the technological
proficiency of their target audience to maximize the effectiveness of these efforts.

HS8. The perceived sustainable marketing Influence on agritourism intentions

H9. The moderating role of technological knowledge in strengthening the influence of

perceived sustainable marketing on the intention to agritourism.
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Figure 1. The conceptual model for measurement structure

3. METHODOLOGY

3.1. Measurements

The Likert scale with values ranging from 1 (strongly disagree) to 5 (strongly agree), serves as
the coding mechanism for capturing respondent feedback [35]. It is crafted to evaluate tourists'
environmental perceptions within agritourism, aiming to understand their observations on both
natural and constructed settings and their views on environmental conservation and
sustainable practices. It extends to measure attitudes by exploring how agritourism sites'
sustainable marketing aligns with tourists' values, influences preferences, fosters trust through
perceived authenticity, and impacts their attitudes through sustainability communication.
Further, the scale assesses the concept of subjective norms by examining the effect of
environmental efforts and sustainable marketing on social pressures or encouragements for
agritourism participation, encapsulating social obligations and perceived social approval. It also
evaluates perceived behavioral control, measuring tourists' perceived ease of engaging in
agritourism based on environmental attributes and marketing, alongside their confidence in
making environmentally responsible choices.

Additionally, the scale investigates tourists' perceptions of sustainable marketing's effectiveness
in agritourism, focusing on how these perceptions influence their intentions towards engaging
in agritourism activities by aligning with their environmental values.

The role of technological knowledge as a moderating factor is also measured, emphasizing its
impact on the effectiveness of perceived sustainable marketing and the intention to engage in

agritourism. This aspect assesses tourists' capability to access, evaluate, and act on information
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through digital means, contributing to a deeper understanding of how technological knowledge
shapes agritourism intentions in the context of perceived sustainable marketing efforts.

3.2. Estimate sample size

In the study, maintaining a sufficient sample size is essential for the credibility of statistical
analyses such as PLS-SEM, to ensure strong and generalizable findings. Small sample sizes can
result in inaccurate conclusions. Adhering to the guidance provided by [36], the study applies
the 10 times rule to establish a minimum sample size of 250 respondents. This rule mandates
that the sample size must be at least ten times the number of the most complex scale's observed
variables and ten times the maximum number of paths leading into any construct within the
model [37]. The PLS-SEM technique uses this guideline to account for the model's most complex
observed variable or the construct most influenced by paths [38]. Hair and his colleagues (2017)
also recommend applying Cohen's (1992) criteria for determining sample sizes in various
contexts [39].

The study was designed to collect 400 respondents, successfully collecting responses from 348
participants, which translates to a 87% response rate. A non-probability sampling strategy was
utilized, alongside a specifically designed questionnaire for data collection. The questionnaire
was divided into two parts: the first gathered general demographic details, while the second
part contained questions directly related to the study's theoretical framework.

3.3. Data Collection and analysis

This research is based on firsthand data collected from participants via questionnaires. To meet
the study's goals, a dual-phase survey approach was adopted [40]. Initially, in phase 1, a group
small 60 people were tested to ensure they understood the concepts being measured. For the
data collection in phase 2, a structured sampling approach was used. Visitors at agritourism
sites, including orchards, farms, and aquaculture areas. At each destination, the author
requested tourists to introduce the research. Those who agreed to assist in the interview were
explained to discuss the research aims and clarify the concepts measured. Participants who

were willing to take part were then given a content link to access the survey.
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Table 1. The results of scale test CFA

Items Concepts Cronbach’s Outer CR AVE
Alpha loadings
PE Perceive environment 0.857 0.712-0.863  0.894 0.630
AT Attitude 0.875 0.790-0.886  0.912 0.722
SN Subjective norms 0.802 0.772-0.873  0.848 0.584
BC Perceived behavioral control 0.792 073-0.843  0.864 0.615
SM Perceived sustainable marketing 0.857 0.773-0.899  0.904 0.701
TK Technology knowledge 0.881 0.761-0.909  0.905 0.705
IA Intention to agritourism 0.830 0.739-0.892  0.886 0.661

Source: Author's analysis from data test, 2023
Note: Confirmatory factor analysis (CFA), Composite reliability (CR), Average variance
extracted (AVE)
The outcomes of reliability assessments and confirmatory factor analysis affirm that the
majority of the study's components have met an acceptable standard of reliability [41]. The
results are promising and align with established guidelines for conceptual measurement [42].
Evaluated metrics include Cronbach's alpha (ranging from 0.792 to 0.881), outer loadings
(spanning from 0.51 to 0.94), composite reliability (from 0.848 to 0.912), and average variance
extracted (ranging between 0.610 and 0.722). Following these assessments, the concepts for
content measurement were solidified, guiding the collection of data for this research.
The survey was conducted with 348 tourists who were nearing the end of their travels, ensuring
they had ample experiences at the destination to assess their satisfaction levels accurately.
Respondents were informed and consented to participate on the spot, with guidance provided
on the survey's objective and assistance offered as needed.
The partial least squares structural equation modeling (PLS-SEM) technique is employed to
analyze the relationships among the hypothesized latent variables within a path model. This
method adopts a component-based approach akin to that used in principal components
analysis, focusing primarily on calculating the structural path coefficients indicated within the
inner model.
The outer model delineates the measurement model, defining how latent variables relate to

their observed indicators [43]. One of the advantages of PLS-SEM is its lack of dependence on
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distributional assumptions, which means traditional statistical tests for assessing model fit and
parameters are not directly applicable. Instead, a global fit index and bootstrapping results,

including t-values, are utilized to evaluate model robustness [44].

4. RESULTS
4.1. Describe statistics of demographics

Table 2. Information on the traveller’s characteristics of the respondents.

Demographics Contents Frequency Percent
Gender
Female 207 59.50
Male 141 40.50
Age
18-29 82 23.60
30-39 177 50.90
40 - 49 79 22.70
Up 50 10 2.90
Positive
Employees 270 77.60
Management 22 6.30
Unemployees 56 16.10

Source: Author's analysis from dataset, 2024
Table 2 outlines the demographics of the sample, which included 348 participants. The gender
distribution shows a majority of female respondents at 59.5%, with males accounting for 40.5%.
The group aged 30 to 39 was the most represented, encompassing 50.90% of the respondents.
Employment figures reveal that a significant 77.60% of respondents were employed,
contributing notably to the study's demographic makeup. Conversely, managers and
unemployed individuals were less prevalent in the sample, highlighting their minor

representation.
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4.2. Test the reliability of the scale
Table 3. Describe statistics and indicators to measure scale reliability
Items | Measurement structure Cronbach's Ou.ter Outer
Alpha loadings | VIF
PE | Perceive environment 0.896
I believe the natural beauty and preservation of the 0.846 2.342
PE1 | environment at agritourism sites are well-maintained
The sustainable practices employed by agritourism 0.844 2.202
PE2 | sites are visible and evident during my visit
I perceive that agritourism sites contribute 0.798 2.080
PE3 | economically to the local communities
I believe that the agritourism sites operate in a way 0.858 2.510
PE4 | that positively impacts the local ecosystem.
The agritourism sites effectively communicate their 0.852 2.502
PE5 | environmental stewardship and sustainability efforts
AT Attitude
Agritourism's sustainable marketing aligns with my | 0.909 0.885 2.734
environmental values, positively shaping my attitude
AT1 | towards these destinations.
My preference for agritourism destinations is heavily 0.889 2.924
AT2 | influenced by their effective sustainability marketing.
I favor agritourism sites that genuinely market their 0.896 3.055
sustainability, enhancing trust and my perception of
AT3 | the destination.
Sustainability marketing by agritourism sites greatly 0.882 2.694
influences my preference for visiting them over
AT4 | others.
SN Subjective norms 0.899
I feel socially obliged to choose agritourism because 0.878 2.576
SN1 | my social circle values its sustainability efforts.
Perceived of agritourism's sustainability increases my 0.859 2.305
SN2 | social pressure to support them.
I perceive a strong social approval for choosing 0.880 2.576
SN3 | sustainable agritourism activities.
Sustainable marketing of agritourism sites makes me 0.886 2.596
SN4 | feel my choice is socially validated.
BC Perceived behavioral control 0.816
I find engaging in agritourism easy due to accessible 0.847 1.880
BC1 | sustainability information.
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I'm confident my agritourism choices positively 0.823 1.756
BC2 | impact environmental conservation.

Sustainable marketing boosts my confidence in 0.780 1.630

choosing agritourism aligned with my environmental
BC3 | values.

Agritourism's natural beauty and eco-practices 0.754 1.580

enhance my control in choosing eco-responsible
BC4 | tourism.
SM | Perceived sustainable marketing 0.911

I am perceived of environmental and social 0.893 2.879
SM1 | agritourism marketing efforts.

Sustainable marketing from agritourism = sites 0.902 3.024

matches my environmental values, boosting my visit
SM2 | interest.

I trust agritourism sites' sustainable marketing 0.878 2.560
SM3 | reflects real environmental practices.

Sustainable marketing by agritourism providers 0.872 2.493

strongly motivates my visit for an authentic, eco-
SM4 | friendly experience.
TK Technology knowledge 0.915

I'm confident in finding agritourism information 0.889 2.772
TK1 | using digital tools.

I can critically assess agritourism's online 0.898 2.813
TK2 | sustainability claims.

My technology skills greatly guide my agritourism 0.889 2.875
TK3 | choices.

I share and discussion sustainable agritourism 0.894 3.024
TK4 | practices online.
IA Intention to agritourism 0.907

I prefer visiting agritourism sites that are marketed as 0.902 2.994
IA1 sustainable and environmentally friendly.

Sustainability-focused marketing boosts my interest 0.867 2.351
[IA2 | in agritourism visits.

I favourable agritourism sites with authentic, 0.879 2.935
IA3 | sustainable experiences marketed clearly.

I am willing to support agritourism sites that 0.888 2.896

sustainable practices and environmental
IA4 | contributions.

Source: Author's analysis from dataset, 2024
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Apply data analysis techniques to evaluate the reliability of measurement constructs, with
results summarized in Table 3. To verify the measurement scale's reliability and the model's
validity, established testing methods were applied. These included Cronbach's Alpha, aiming
for a minimum value of 0.7, and confirmatory factor analysis (CFA). The evaluation of the
model's fit involved various metrics such as SRMR (0.043), Chi-square (782.77), and NFI (0.887),
all of which met the acceptable criteria by [45].

The study further examined indicators, construct reliability, convergent validity, and
discriminant validity following recognized guidelines [46]. Indicator reliability was confirmed
with outer loadings of each construct item exceeding the recommended 0.7 benchmark [37].
Moreover, to address multicollinearity, the variance inflation factor (VIF) within the inner
model was carefully analyzed [47]. This examination ensured that multicollinearity was not a
concern, with all VIF values staying under the 5.0 cap, as suggested by [41].

4.3. Composite reliability and average variance extracted of the scale

Table 4. Reliability and discriminant validity correlation matrix

CR AVE AT BC IA PE SM SN TK
AT 0.937 0.789 0.888
BC 0.878 0.643 0.316 0.802
IA 0.935 0.782 0.209 0.352 0.884
PE 0.923 0.705 0.345 0.342 0.120 0.840
SM 0.936 0.786 0.373 0.454 0.488 0.486 0.886
SN 0.929 0.767 0.201 0.200 0.299 0.373 0.498 0.876
TK 0.940 0.797 0.152 0.135 0.469  -0.007 0.214 0.164 0.893

Source: Author's analysis from dataset, 2024
Note: Composite reliability (CR), Average variance extracted (AVE), Attitude (AT), Subjective
norms (SN), Perceived behavioral control (BC), Perceived sustainable marketing (SM),
Technology knowledge (TK), Intention to agritourism (IA), Perceive environment (PE).
In Table 4, the evaluation of convergent validity, employing the method proposed by Fornell
and Larcker, showcases robust outcomes. Notably, this analysis prefers the use of composite
reliability over Cronbach's alpha within the Partial Least Squares Structural Equation Modeling
(PLS-SEM) framework, as advocated [48]. The composite reliability value exceeds the widely

accepted benchmark of 0.70, as initially recommended [49], indicating a high level of internal
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consistency among the constructs. Furthermore, the analysis reveals that all standardized
loadings of the indicators are consistent with recommended thresholds the critical values
suggested by Fornell and Larcker in their seminal 1981 study, ensuring that each indicator
significantly contributes to its respective construct [50].

When it comes to construct validity, the assessment encompasses both its convergent and
discriminant. The convergent validity of the constructs is affirmed by the average variance
extracted (AVE) values surpassing the 0.50 threshold, as detailed in Table 4, aligning with the
criteria set forth by Fornell and Larcker. This outcome underscores the adequacy of the
constructs in capturing a significant portion of the variance of their indicators.

Furthermore, the analysis of discriminant validity, essential for confirming that the constructs
are distinct and not overly correlated with each other, further solidifies the measurement
model's robustness. This validation process, encompassing both convergence and divergence in
construct assessment, ensures the measurement model's integrity and suitability for subsequent
analyses in the research study.

4.4. Results for the proposed hypothesis

Table 5. Path coefficients of the concept framework

Hypothesis Path coefficients Estimates Standard . values
deviation

H1 PE -> AT 0.345 0.057 0.000
H3 PE -> SN 0.373 0.064 0.000
H5 PE -> BC 0.342 0.051 0.000
H2 AT ->SM 0.194 0.049 0.000
H4 SN -> SM 0.397 0.049 0.000
Hé6 BC->SM 0.313 0.048 0.000
H7 BC->1A 0.159 0.047 0.001
H8 SM -> 1A 0.233 0.058 0.000
H9 TK x SM -> 1A -0.262 0.041 0.000

Source: Author's analysis from dataset, 2024
Note: Composite reliability (CR), Average variance extracted (AVE), Attitude (AT), Subjective
norms (SN), Perceived behavioral control (BC), Perceived sustainable marketing (SM),

Technology knowledge (TK), Intention to agritourism (IA), Perceive environment (PE).
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In Table 5, the analysis of the direct relationships between the measurement constructs
influencing tourist motivation towards agritourism is grounded in the extended Theory of
Planned Behavior. This analysis underscores the significance of constructs such as the perceived
environment, attitudes, subjective norms, perceived behavioral control, and perceived
sustainable marketing, each contributing positively to the intention to participate in
agritourism. These findings affirm the hypothesized direct relationships, offering robust
statistical validation.

Furthermore, the investigation reveals that the interplay between environmental activities and
sustainable marketing significantly enhances visitors' intentions towards agritourism, with the
pivotal moderating role of technology knowledge. Notably, technology knowledge adjusts the
impact of these activities, reflecting a nuanced understanding of how agritourism's integration
with technology can influence perceptions of environmental sustainability and cultural
authenticity within the sector [51]. The detected inverse relationship, indicated by a beta value
of - 0.262, suggests potential tensions between traditional agritourism practices and the
adoption of modern technologies, highlighting an area for careful management and strategic
development within the industry.

For the analysis of the chain of influence from the perceived environment leading to perceived
sustainable marketing and the intention to engage in agritourism, approaching the analysis of
the mediating effect is very important [9]. The results show that the mediating role of perceived
sustainable marketing activities in the context of agritourism has been tested for the direct
impact on tourist motivation, and at the same time, the most prominent role of technology
knowledge moderates the relationship at the destination for the intention to engage in
agritourism [29]. Moreover, the moderating influence of technology knowledge on these
relationships underscores the complexity of fostering agritourism intentions, suggesting that
technological integration must be balanced with the preservation of agritourism's core values
and environmental sustainability.

More in-depth analysis results of the mediating effects through each measured concept are

presented in Table 6.
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Table 6. Total specific indirect effects

Standard
Path coefficients Estimates deviation T statistics P values
PE -> SN ->SM -> IA 0.034 0.012 2.932 0.003
PE -> SN -> SM 0.148 0.030 4.847 0.000
AT ->SM -> A 0.045 0.016 2.878 0.004
PE -> BC -> SM -> [A 0.025 0.009 2.799 0.005
PE -> AT ->SM 0.067 0.022 3.032 0.002
BC ->SM -> 1A 0.073 0.020 3.664 0.000
PE -> BC -> 1A 0.054 0.019 2.859 0.004
SN ->SM -> 1A 0.092 0.028 3.304 0.001
PE -> AT ->SM -> 1A 0.016 0.006 2.426 0.015
PE -> BC -> SM 0.107 0.029 3.646 0.000

Source: Author's analysis from dataset, 2024

Note: Composite reliability (CR), Average variance extracted (AVE), Attitude (AT), Subjective

norms (SN), Perceived behavioral control (BC), Perceived sustainable marketing (SM),

Technology knowledge (TK), Intention to agritourism (IA), Perceive environment (PE).

The study's insights into tourists' intentions for agritourism are depicted in Figure 2, which

illustrates a behavioral analysis model for agritourism application.
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Figure 2. The path analysis travelers' intention towards agritourism includes technological

knowledge as a moderator.

Source: Author's analysis from dataset, 2024
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Note: Attitude (AT), Subjective norms (SN), Perceived behavioral control (BC), Perceived
sustainable marketing (SM), Technology knowledge (TK), Intention to agritourism (IA),

Perceive environment (PE).

5. DISCUSSIONS

Agritourism is a form of tourism that involves visiting and experiencing farms, orchards, or
aquaculture areas. It is a blend of traditional tourism with the educational and recreational
aspects of agriculture. Over time, tourism activities have become dependent on technological
development, and the application of technology in tourism and agriculture has changed the
core values of sustainable tourism inherent in agriculture. This study analyzes the dynamics of
tourists' motivation from perceived environment to intention to agritourism and the influence
of technology in regulating tourists' intentions in the context of agritourism in Vietnam. The
research findings need to be interpreted and discussed with studies in different contexts within
the experiential tourism group. A case study on the impact of environmental perception on
agritourism intention in the China has provided evidence. The results, encompassing attitudes,
subjective norms, and perceived behavioral control, reveal a positive and significant influence
on the intention to engage in agritourism [16], [52].

A recent study related the significant influence of perceived sustainable marketing on the
intention to engage in agritourism. The direct relationship between perceived sustainable
marketing and the intention to engage in agritourism shows a positive correlation [53], [9]. This
relationship is affected by the potentially variable moderating role of technology knowledge
[54]. The study's results indicate an inverse correlation in the moderating role of technological
knowledge. This may explain the impact of technology on environmental sustainability, foreign
cultural impacts, and the economic development of agritourism [55]. These findings suggest
that overreliance on technology in agritourism can lead to conflicts between traditional culture
and modern technology, highlighting the crucial role of technology regulation in achieving a

balanced and sustainable tourism experience [56].

6. CONCLUSIONS
The study presents an analysis of agritourism intentions among a diverse sample of participants

in the context of Vietnam, highlighting a demographic predominance of female respondents
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and a significant representation of individuals aged 30 to 39. Employment status further
characterized the sample, with a large majority being employed. This demographic foundation
supports the exploration of tourist motivations and intentions within the agritourism sector.
Key findings from the study underscore the significance of the direct relationships between
various measurement constructs, firmly rooted in the Theory of Planned Behavior. Constructs
such as perceived environment, attitude, subjective norms, perceived behavioural control, and
perceived sustainable marketing were all found to positively influence the intention to engage
in agritourism. This positive impact is a testament to the intricate dynamics of tourist
motivation, emphasizing the role of both internal and external factors in shaping intentions
towards agritourism.

The study also delves into the nuanced relationship between environmental activities,
sustainable marketing, and agritourism intentions, revealing a positive correlation that is
intricately moderated by technological knowledge. This moderation suggests a complex
interplay between technological advancements and agritourism activities, highlighting potential
conflicts between traditional agricultural practices and modern technological interventions.
Such findings reflect the critical balance needed between embracing technology and preserving
traditional cultural values in the promotion of agritourism.

Furthermore, the research emphasizes the importance of analyzing the mediating effects of
perceived sustainable marketing on tourist motivation. The mediating role of sustainable
marketing activities and the moderating influence of technology knowledge on agritourism
intentions signify a multifaceted relationship. This relationship not only underscores the direct
impact of marketing activities on tourist motivation but also the pivotal role of technology in
shaping the agritourism experience.

In conclusion, this study contributes valuable insights into the factors influencing agritourism
intentions, highlighting the complex interdependencies between environmental perceptions,
sustainable marketing, and technology. The findings suggest a need for strategic integration of
sustainable practices and technology in agritourism marketing and development, aiming to
balance traditional values with modern advancements. This balance is crucial for fostering
sustainable growth in the agritourism sector, ensuring that it remains a viable and attractive

option for tourists seeking authentic and environmentally conscious experiences.
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7. IMPLICATIONS (PRACTICE, SOCIAL, RESEARCH)

The research on agritourism intentions in Vietnam, emphasizing the moderating role of
technological knowledge in the relationship between perceived sustainable marketing and the
intention to engage in agritourism, offers profound implications for practical application, social
impact, and future research. Practically, understanding the demographic skew towards
employed females aged 30 to 39 can help agritourism providers tailor their marketing strategies
to better appeal to this segment, leveraging technology to enhance the visitor experience and
engagement. Socially, this insight encourages agritourism destinations to incorporate
educational components about sustainable practices and technology's role in agriculture,
potentially fostering a greater appreciation for sustainable living and environmental
stewardship among visitors. For future research, the findings suggest a rich vein of inquiry into
how different demographic groups perceive and interact with technology in agritourism
settings [57]. This could lead to a more nuanced understanding of technology's role in
enhancing sustainable tourism practices, guiding both policy and practice towards more
inclusive and environmentally sustainable agritourism models.

The findings of the study highlight the intricate interplay of factors influencing agritourism
intentions, guided by the Theory of Planned Behavior. The positive impacts of perceived
environment, attitude, subjective norms, perceived behavioural control, and perceived
sustainable marketing underscore the complexity of tourist motivation and the significance of
both internal and external influences. From a practical perspective, this indicates that
agritourism operators need to formulate detailed strategies. Specifically, they should focus on
enhancing visitor experiences by integrating sustainable practices with innovative marketing
efforts that highlight the unique environmental and cultural aspects of their destinations. The
main activities of this model are growing vegetables, watering, harvesting fish in the fields,
catching eels, transplanting rice, harvesting rice and pounding rice [58]. This involves
leveraging the insights gained from the study on perceived environment, attitudes, and
subjective norms to create targeted initiatives that resonate with potential tourists' values and
expectations. Moreover, incorporating technological solutions to facilitate easier access to
information, streamline booking processes, and offer immersive experiences can significantly
elevate the appeal of agritourism offerings. Socially, the results point towards the potential of

agritourism to contribute to sustainable development goals by fostering positive attitudes
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towards environmental conservation and sustainable practices among tourists. The activities of
this model are planting rice, releasing fish after harvesting fish in the fields, and participating in
creating positive media.

Future research should delve deeper into the moderating role of technological knowledge in
this context, exploring how digital and technological advancements can further influence the
relationship between sustainable marketing practices and agritourism intentions [59], [60]. This
could provide valuable insights into tailoring agritourism experiences that are not only
environmentally sustainable but also resonate well with tech-savvy consumers, thereby

expanding the appeal and impact of agritourism.

8. LIMITATIONS AND FUTURE RESEARCH

This study offers significant theoretical insights and broadens our comprehension of the factors
driving agritourism intentions, focusing especially on how technology influences the connection
between sustainable marketing practices and the interest in agritourism. However, there are
several limitations to be addressed. Firstly, the study's sample is primarily derived from the
researcher's convenient access to a specific population within Vietnam, potentially limiting the
broader applicability of the findings. To improve the generalizability of future research, it is
recommended to broaden the scope by including participants from diverse geographical
locations and expanding the sample size.

Moreover, the current research focuses on agricultural tourism activities in Vietnam, such as
orchards, farms, and aquaculture areas. However, agritourism globally encompasses a wider
range of activities, including farm classes, stays, corn mazes, harvest festivals, and more. Future
studies should therefore aim to categorize and analyze customer clusters based on different
agritourism activities to better understand and compare intentions and behaviors across various
agritourism types.

Additionally, while this study provides insights within a national context, there is a significant
opportunity for future research to explore agritourism intentions through a more detailed
analysis of behaviour, cluster segmentation, and the relationship between demographic factors
and agritourism interest. Such research could offer a more nuanced understanding of

agritourism intentions and behaviours on a global scale.
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