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Abstract—The goal of the present study is to propose a 

mediating role of gratitude in the link between tourist satisfaction 

and positive WoM intention. The data were collected through a 

survey involving 142 tourists in Indonesia who have experienced 

tourism services in the country. Based on the data, we managed 

to find that tourist satisfaction indirectly, at least in part, affect 

intention to spread positive WoM among tourists through 

gratitude. Theoretical and practical contributions of the present 

study were discussed. 
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I. INTRODUCTION 

Tourism is one of the drivers of the economy that has been 
experiencing a very rapid development. As an industry, tourism 
that relies on services can provide significant economic growth 
for a country [1]. This is supported by the enormous interest of 
global tourists who view that tourism as one of the non-
physical needs. The Indonesian government also moved 
quickly to accommodate the development of the tourism sector 
in the country by developing infrastructures, especially those 
related to the tourism sector. One regional area that has been 
prioritized by the government in developing the tourism sector 
is East Nusa Tenggara (NTT) province. The development of 
the NTT economic corridor together with Bali and West Nusa 
Tenggara (NTB) themed as the Tourism Gateway and National 
Food Support. This theme is expected to assist in improving 
welfare in the areas where 17% of the population live below 
the poverty line, as well as the existence of income inequality 
of Rp. 47.2 million per capita between the richest and the 
poorest districts. 

East Nusa Tenggara (NTT) is a province that relies on 
tourism as one of the main economic activities. NTT Province 
requires acceleration and expansion of economic development 
which are focused on 3 (three) main economic activities, 
namely tourism, fisheries and animal husbandry translated into 
the agriculture, trade, restaurant and hotel sectors. As one of 
the important factors that is directly related to the success of 
the tourism sector in an area, the satisfaction of visiting tourists 

needs special attention [2]. Previous research noted that tourist 
satisfaction related to the experience of traveling in the NTT 
region still needs to be improved [3], for example the 
development of infrastructure and service facilities [4]. 
Therefore, the authors are interested in conducting research on 
marketing strategies carried out by tourism managers in NTT, 
specifically how the relationship between satisfaction with the 
willingness of tourists to recommend their positive tourism 
experience to others is mediated by gratitude. 

This study aims to discover the mediating role of gratitude 
in the relationship between tourist satisfaction and intention to 
spread positive Word of Mouth (WoM) to others. Previous 
research has found that tourist satisfaction has a direct effect on 
the interest in spreading WoM to others [5,6]. This study 
extends the prior study by proposing gratitude as the mediating 
factor in the relationship. 

II. LITERATURE REVIEW 

A. Tourist Satisfaction and Gratitude 

Tourist satisfaction in tourism services is a crucial 
component that can determine the desire of tourists to revisit 
[7] as well as the willingness of tourists to recommend tourism 
services to others [8]. Given the important role of tourist 
satisfaction, this aspect received special attention from both 
practitioners and academics. Satisfaction is closely related to 
consumer expectations and is defined as general feelings or 
emotions that come from confirmed expectations [9]. This 
implies that satisfaction has a strong effect on what consumers 
feel about what is offered by the goods or services they 
experience. In this case, satisfaction is seen as a subjective 
feeling that indicates the extent to which expectations for a 
transaction of goods or services can be fulfilled or not [8]. 
Žabkar, et al. [10] argue that tourist satisfaction is an 
accumulation of several tourist experiences including 
interactions with individuals and organizations involved in 
tourism services. 

Advances in Social Science, Education and Humanities Research, volume 544

Proceedings of the International Conference on Science and Technology

on Social Science (ICAST-SS 2020)

Copyright © 2021 The Authors. Published by Atlantis Press SARL.
This is an open access article distributed under the CC BY-NC 4.0 license -http://creativecommons.org/licenses/by-nc/4.0/. 425



Gratitude is described as an emotion consisting of three 
components, namely appreciation of someone or something, 
good intentions to someone and a tendency to do things based 
on appreciation and good intentions [11]. There are 2 (two) 
aspects of gratitude, affective and behaviour. Affective aspects 
are feelings of gratitude that are created when a person places 
himself as a recipient of a benefit, while the behavioural aspect 
refers to the psychological force to reciprocate to those who 
have done good to an individual [12].  

In the field of consumer behavioural, researchers find that 
consumers tend to realize and appreciate the hard efforts of 
producers to market their products and provide benefits to 
consumers, and subsequently feel grateful [13]. In the context 
of tourism, it can be predicted that when people are satisfied 
with the tourism services, they would feel more gratitude. The 
relationship between gratitude and satisfaction can be found in 
previous studies [14-16]. These scholars argue that people who 
feel grateful for something also experience positive emotions 
like happiness and feel being accepted and valued.  

B. Tourist Satisfaction and Positive WoM Intention 

Tourism has become a big industry and has been showing a 
rapid and consistent growth. The World Tourism Organization 
estimates that tourism will be one of the biggest contributors to 
countries’ economy given the increasing number of tourist 
arrivals. Modern tourism is supported by globalization which is 
closely related to the spread of information among individuals 
regardless of space barriers [17]. The quick process of 
disseminating information is supported by technological 
developments, especially the internet through websites and 
social media. Indeed, with the internet, everyone has access to 
the internet and can automatically become a source of 
information for services, including tourism services. 

Tourist satisfaction regarding tourist services has been 
shown to correlate with a variety of positive impressions from 
tourists. For example, Abubakar and Mavondo [8] found that 
tourists are willing to spread positive WoM if they emotionally 
experience happiness and pleasure with the services offered. In 
addition, the tendency to spread positive WoM decreases if 
they experience interference and anxiety during the tour. 
Research by Abubakar and Mavondo [8] also found that 
happiness, pleasure, disturbance and anxiety affect tourist 
satisfaction. Furthermore, previous studies have suggested that 
tourist satisfaction has a positive effect on the willingness of 
the tourists concerned to spread positive WoM [5,18]. The 
information about the perceived satisfaction is shared with 
other tourists because they want to get a positive impression 
about themselves.  

Prior studies have found that consumers’ feeling of 
gratitude may increase the willingness to spread positive WOM 
[2,19]. Soscia [19] argue that grateful individuals tend to 
reciprocate by promoting the well-being of the service 
provider, and one way to do so is by spreading positive WOM 
to friends and relatives. Similar finding was revealed in free 
online context where consumers have positive WOM intention 
when they are grateful to the values offered by companies [2]. 

Based on the prior literature, we predict that tourist satisfaction 
affects gratitude which in turn influences positive WoM 
intention among tourists.  

 

Fig. 1. The mediating role of gratitude in the link between tourist satisfaction 

and positive WoM intention. 

III. METHODS 

A. Samples and Data Collection 

Respondents in this study were 142 tourists, both foreign 
and local tourists in the Kupang City, the capital of the 
province of East Nusa Tenggara. The respondents were 
selected based on a convenience sampling procedure. The 
respondent are adults, willing without coercion to fill out 
questionnaires, have experience in visiting the city of Kupang, 
and do not aware of the hypothesis of this study. The 
respondents did not receive any reward for participating. They 
could stop participating at any point if they feel uncomfortable. 

Three cafés in Kupang were selected as sites of data 
collection. The respondents were approached and were politely 
asked to involve in the survey. They were informed that the 
purpose of this scientific research was to investigate the 
perspective of tourists regarding the facilities and services of 
tourist attractions in Kupang. 

B. Measures 

The scales in the survey were adapted from previous 
studies which had passed validity and reliability tests. Gratitude 
measurement is a 3-item scale adapted from Palmatier, et al. 
[20]. The sample question is, “I feel grateful with the service 
provided by this café.” The scale of tourist satisfaction is 
adapted from a study conducted by Kozak and Rimmington 
[18]. The sample question of the 4-item scale is, “Quality and 
variety of food served by this café are excellent.” While the 
intention to spread positive WoM was adapted from a prior 
study by Abubakar and Mavondo [8]. The sample question is, 
“I am happy to share this experience with my family and 
friends.” All variables were measured with a 7-point Likert 
scale.  

C. Analysis Technique 

To examine the research model, we used SmartPLS 3 to 
assess both the measurement and the structural model or 
hypothesis testing [21]. Unlike traditional Structural Equation 
Model (SEM), Partial Least Square (PLS) modelling is 
employed as an alternative method to examine covariance-
based SEM which does not require the goodness of fit index 
reporting [22].  
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IV. RESULTS 

A. Measurement Model 

The construct validity and reliability were inspected before 
testing the hypotheses. The convergent validity and the 
Average Variance Extracted (AVE) were examined by 
inspecting the item loadings and the p-values. The variables 
were examined for their reliability. All indicators’ outer 
loadings are greater than the threshold [23]. The AVE values 
for the scales were above the expected value of 0.50, indicating 
that convergent validity is satisfied (Table 2). The results 
showed that the variables were in sufficient levels of reliability 
as exhibited in Table 1 according to Hinton, et al. [24]. 

TABLE I.  COMPOSITE RELIABILITY AND CRONBACH ALPHA 

Constructs Composite 

Reliability 

Cronbach 

Alpha 

1. Gratitude .79 .67 

2. Tourists satisfaction .83 .74 

3. Positive WoM intent .89 .84 

 
The multicollinearity problems were observed through 

examining the Variance Inflation Factor (VIF) values. The 
results showed that VIF of all indicators were below the value 
of 5 as the suggested threshold [25]. 

TABLE II.  AVE, DESCRIPTIVE STATISTICS AND CORRELATIONS  

Variable AVE Mean SD 1 2 

1. Gratitude .65 6.56 .93   

2. Tourists satisfaction .56 5.60 1.39 .25**  

3. Positive WoM intent .67 5.82 1.54 .33** .45** 

 

B. Hypothesis Testing 

To examine the model, tourist satisfaction gratitude positive 
WoM intention, the data were tested with a mediation analysis 
using bootstrap technique with 5,000 resamples.  

The results showed that satisfaction positively affected 
gratitude (β = .31, t = 3.01), indicating that when the tourists 
are satisfied with the services, they are more grateful with the 
services. Gratitude was also associated with intention to spread 
WoM among the tourists (β = .27, t = 2.25). The tourist 
satisfaction has a direct effect on positive WoM intention (β = 
.41, t = 3.96), meaning that the more people satisfied, the more 
they have intention to spread positive WoM regarding the 
tourism services. More importantly, the indirect effect of 
satisfaction on positive WoM intention through gratitude was 
significant (β = .06, CI = .03; .16). 

V. DISCUSSION 

This study uncovers the mediating role of gratitude in the 
relationship between tourist satisfaction and positive WoM 
intention. The finding is essential since it extends prior findings 
regarding the link between satisfaction and positive WoM 

intention [5, 26] by establishing the mediating role of gratitude. 
Therefore, this study presents a theoretical clarification of the 
link between tourist satisfaction and positive WoM intention, 
particularly in a tourism context. 

Word of mouth is an important factor in marketing, 
including in tourism marketing. The emergence of gratitude as 
an antecedent of positive WoM intention may assist 
practitioners to design appealing tourism campaign. For 
example, demonstrating intense efforts in fulfilling tourists 
needs and wants may evoke the feeling of gratitude among 
tourists [13], thus, in turn will increase the intention to spread 
positive WoM as well as revisit intention.  

Several limitations in this study are acknowledged. First, 
this study was conducted only in Kupang, an eastern part 
Indonesia. While the country has multicultural ethnics, the 
people of Kupang may hold different characteristics than other 
parts of Indonesia. This may cause variation in how people 
express their feelings of gratitude. Future studies may resolve 
this issue by conducting data collection from different places in 
Indonesia which represent the multicultural aspect of the 
country. Second, this study did not account for the personality 
trait of the respondents. Future studies may include personality 
traits as controlling variables in the analysis. This is beneficial 
as to see which type of traits that influences level of gratitude 
in responding to tourist services. 

VI. CONCLUSION 

The objective of this research is to confirm the mediating 
role of gratitude in the relationship between tourists satisfaction 
and positive WoM intent. We have analyzed the data collected 
from tourists in Kupang, Indonesia. The results indicated that 
our hypotheses were confirmed. The implications of the current 
study are presented in terms of both practical and theoretical 
contributions. 
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