
Seaweed Tourism Destination Potential: The Importance 

of Subjective Knowledge, Destination Image, and  

Self-Congruity in Attracting Younger Generation 

Tourists 

Ni Wayan Merry Nirmala Yani1 , 

Ni Putu Lianda Ayu Puspita2 ,  

and Putu Tika Virginiya3

1,2,3 Tourism Business Management Study Program, Politeknik Negeri Bali, Bali, Indonesia 

merrynirmala@pnb.ac.id 

Abstract. The purpose of this study was to examine how subjective knowledge, 

destination image, and self-congruity affect the intention of the younger 

generation on seaweed educational tourism in Nusa Penida Subdistrict, how 

subjective knowledge and self-congruity affect the destination image of the 

younger generation on seaweed educational tourism, how the role of destination 

image in mediating subjective knowledge on the intention to visit of the younger 

generation on seaweed educational tourism, and how the role of destination 

image in mediating self-congruity on the intention to visit of the younger 

generation on seaweed educational tourism in Nusa Penida District. The results 

of this study indicate that subjective knowledge, destination image, and self-

congruity have a significant positive effect on the intention to visit, subjective 

knowledge and self-congruity have a considerable positive impact on destination 

image, destination image acts as a complementary mediation of the relationship 

between subjective knowledge and intention to visit, and destination image acts 

as a complementary mediation of the relationship between self-congruity and 

intention to visit. This research strengthens the theory of planned behavior in 

solving the challenges of young generation tourists’ interest in visiting seaweed 

tourism destinations. This study provides theoretical benefits by developing an 

in-depth understanding of the theory of planned behavior and the factors that 

influence young generation tourists’ interest in visiting seaweed tourism 

destinations, including subjective knowledge, destination image, and self-

congruity. Practically, this research benefits tourism practitioners and local 

governments in designing more effective marketing and destination development 

strategies to attract the younger generation. 
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1 Introduction 

Indonesia is one of the world’s second-largest wet seaweed producers after China, with 

an export volume of 195,574 tons in 2020, equivalent to US$279.58 million 

(Kementerian Kelautan dan Perikanan, 2021). Indonesian seaweed is famous for its 

high quality, making its industry demand relatively high (Direktorat Usaha dan 

Investasi, 2019). Based on data from the Statistics of Bali Province in 2023 (BPS 

Provinsi Bali, 2023), there are three seaweed-producing areas in Bali: Klungkung  

Regency, Denpasar City, and Buleleng Regency. Klungkung Regency has the highest 

seaweed production in Bali. Seaweed cultivation in Klungkung Regency is practiced in 

Nusa Penida District. Tourism development in Nusa Lembongan Village, Nusa Penida 

District, has experienced significant progress, but this is different from the development 

of the seaweed sector in the region (Arthana et al., 2016).  

Based on interviews with several seaweed farmers in the Nusa Penida sub-district, 

most farmers currently need more ability to sell dried seaweed. However, they need to 

look at potential seaweed tourism destinations. Even if a change were to be made to 

introduce the seaweed ecosystem to the younger generation, the need for more 

information about the potential of seaweed educational tourism would be seen as one 

of the barriers. If processed and managed optimally, seaweed cultivation products have 

the potential to be sold as part of tourism activities (Pradnyana & Nugroho, 2019). This 

includes the seaweed educational tour package, information on various preparations 

from seaweed, and unique souvenirs that could be area branding to attract tourists. In 

addition, previous results of interviews conducted with ten youngsters, generations Y 

and Z, revealed that their limited knowledge of the beauty and ecological benefits of 

seaweed was due to a lack of available information or educational campaigns. In 

addition, the destination image of this tour is considered less as it is seen as a not trendy 

or non-instagrammable destination. Based on this, self-congruity might also be a 

concern, as some younger generations may feel disconnected from the environmental 

or educational values associated with seaweed tourism.  

Subjective knowledge, destination image, and self-congruity have been far a concern 

in attracting travelers to tourist destinations. How tourist perceptions influence travel 

intentions, finding that knowledge, risk perception, and tourism self-identity increased 

travel interest (Jiang et al., 2022). Furthermore, knowledge of risk increases tourists’ 

interest in traveling through their understanding and attitude toward risk, especially in 

dealing with public health emergencies (Zhu & Deng, 2020). That subjective 

knowledge significantly impacts a person’s cognitive and emotional assessment of a 

destination image (Perpiña et al., 2021). However, in contrast with (Tassiello & 

Tillotson, 2020), whose research analyzed tourist intentions in the early phases of the 

tourist decision-making process, the results showed that tourists’ subjective knowledge 

has a negative relationship with a destination and their intention to travel.  

Research by Thaothampitak & Wongsuwatt (2022) also implies that the perception 

of the destination image is a crucial element that influences international students’ 

travel desire to explore destinations along the Andasman Coast in Thailand. 

Nevertheless, individual self-congruity can improve destination image (Natasia & 

Tunjungsari, 2021). In addition, the self-congruity between the personality of the place 
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and the self-concept of tourists has a significant effect on tourists’ positive attitude 

towards the destination image, and this shows that self-congruity has a considerable 

impact on tourist destination interactions (Kumar, 2016). This is related to the theory 

of planned behavior, which can be a relevant foundation for this study. The theory of 

Planned Behavior (TPB) states that the intention to perform a behavior is influenced by 

three main factors: attitude toward behavior, subjective norms, and perceived 

behavioral control (Ajzen, 2020). However, the research results presented by (Libre et 

al., 2022) and (Wantara & Irawati, 2021) showed different results, stating that the 

destination image variable does not influence return visit intentions. 

Based on information on the phenomenon gap obtained through interviews and  

reinforced by gaps from several previous studies, this study focuses on the importance 

of subjective knowledge, destination image, and self-congruity in influencing the  

interest of young generation tourists to visit seaweed tourism destinations. In addition, 

due to the findings from previous research that subjective knowledge and self-congruity 

affect destination image, this study focused on testing the destination image variable as 

a mediating variable between knowledge and self-congruity on intention to visit.  

This research makes a theoretical contribution by developing a deeper understanding 

of the Theory of Planned Behavior and the factors influencing the young generation  

tourists’ interest in visiting seaweed tourism destinations, including subjective 

knowledge, destination image, and self-congruity. By understanding these gaps in 

knowledge and perceptions, this research will pave the way for developing consumer 

behavior theory in the tourism industry, particularly in the context of the younger  

generation target market. Practically, this research guides tourism practitioners, local 

governments, and other stakeholders in designing more effective destination marketing 

and development strategies to attract the younger generation. By emphasizing the  

importance of filling the gaps in subjective knowledge, destination image, and self- 

congruity, this research also provides a solid basis to explain their relevance in  

enhancing local economic contribution and environmental preservation in seaweed 

tourism destinations. 

2 Methodology 

The research was conducted in the Nusa Penida District. The population used in this 

study was Generation Y and Z in Bali. To determine the minimum sample size from an 

unknown population (Sugiyono, 2021), the calculation used is as follows. 

 𝑛 =  
𝑧2𝑝𝑞

𝑒2 =  
(1.96)2 (0.5)(0.5)

(0.05)2 = 384.16 ≈ 385 (1) 

The value of 385 is the minimum number of samples to be used. After the data was 

collected, the researcher conducted the validity and reliability of the questionnaire  

using the SPSS tool.  First, this study used Order Path Analysis with Structural Equation 

Modeling (SEM) and SmartPLS software as data analysis techniques. Next, outer 

model testing and inner model testing were carried out (Hair et al., 2019). Three  

conditions tested on the outer model consisted of convergent validity, discriminant 
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validity, and composite reliability (Hair et al., 2019). The inner model was tested using 

the path analysis test and the goodness of fit test with the adjusted R-square determinant 

to assess the hypothesis. Two categories of non-mediation and three categories of  

mediation are as follows (Sarstedt et al., 2021):  Direct-only non-mediation, No-effect 

non-mediation, Complementary mediation, Competitive mediation, and Indirect-only 

mediation. 

 

Research Hypotheses 

H1: Subjective knowledge has a significant positive effect on the intention to visit. 

H2: Destination image has a significant positive effect on the intention to visit. 

H3: Self-congruity has a significant positive effect on the intention to visit. 

H4: Subjective knowledge has a significant positive effect on destination image. 

H5: Self-congruity has a significant positive effect on destination image. 

H6: Destination image mediates subjective knowledge on intention to visit. 

H7: Destination image mediates self-congruity on visit intention. 

3 Result and Discussion 

3.1 Result 

There were 397 collected responses from the distributed questionnaires directly and 

digitally. Based on the instrument’s validity test, the results show that each item on the 

indicator used has a correlation coefficient value greater than 0.098 for df 395 or 

r>0.098 and sig>0.05; it also has a Cronbach Alpha value>0.60. Therefore, it can be 

concluded that each questionnaire item in this study is valid and reliable.  

The measurement model evaluation (outer model) was carried out. Two instrument 

items tested for the outer model, namely X11 and Y32, did not meet the outer loading 

assumptions in SEM-PLS and were removed from the model. The results of the  

convergent validity assessment of subjective knowledge, self-congruity, destination 

image, and intention to visit show that all indicators have a loading factor value of more 

than 0.70 and a p-value smaller than Alpha (α = 0.05). Thus, all indicators have met 

convergent validity. Furthermore, discriminant validity testing was considered valid if 

the cross-loading value of each indicator on the variable under study was more 

significant than the cross-loading of other latent variables. Based on the data processing  

results, the cross-loading obtained by each latent variable was higher than that of other 

latent variables.  This means that the latent variable meets the discriminant validity 

requirements. 

To measure discriminant validity, an Average Variance Extracted (AVE) must be 

valued greater than 0.50 to indicate the degree of fit between the tested construct and 

the indicator. Following Table 1 below, the AVE column shows that all variables have 

an AVE value above 0.50, meaning the data has good discriminant validity. 

Furthermore, the measurement quality of a model is considered good if both values of  

Composite Reliability and Cronbach’s Alpha at least reach 0.70. Following Table 1 

below, both required values exceeded 0.70; thus, each construct in the research model 

has an adequate level of reliability.  
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Table 1. Average variance extracted & composite reliability 

No. Variable Average 

variance 

extracted 

(AVE) 

Composite reliability 

Composite 

reliability 

Cronbach’s 

Alpha 

Description 

1 Destination image (M) 0.624 0.937 0.924 Reliable 

2 Intention to visit (Y) 0.721 0.959 0.951 Reliable 

3 Self-congruity (Z) 0.722 0.973 0.970 Reliable 

4 Subjective knowledge (X) 0.625 0.930 0.914 Reliable 

 

Testing uses the inner or structural model to determine the relationship between the 

research model’s structure, the significance level, and the R-square. 

Table 2. Adjusted R-square 

Construct Adjusted R-square  

Destination image 0.761 

Intention to visit 0.813 

    

In Table 2, it is presented that the Adjusted R-square value for the intention to visit 

variable is 0.813. This indicates that the subjective knowledge, self-congruity, and  

destination image variables can explain 81.3% of the variability of the intention to visit 

construct. Meanwhile, 18.7% of the variability comes from other factors outside the 

model. Similar findings are also seen in the destination image variable, where the  

subjective knowledge and self-congruity variables contribute 76.1% to the variability 

of the destination image. On the other hand, 23.9% of the variability comes from other 

factors outside the model. Therefore, hypothesis testing was carried out. 

Table 3. Path coefficients 

Construct 
Original sample 

(O) 
P-values Description 

Destination image (M) → Intention to visit (Y) 0.222 0.000 Accepted 

Self-congruity (Z) → Destination image (M) 0.556 0.000 Accepted 

Self-congruity (Z) → Intention to visit (Y) 0.650 0.000 Accepted 

Subjective knowledge (X) → Destination image (M) 0.407 0.000 Accepted 

Subjective knowledge (X) → Intention to visit (Y) 0.087 0.014 Accepted 

 

Based on the Path Coefficients table, it can be seen that  H2, H5, H3, H4, and H1 are 

accepted because all relationships have a p-value smaller than 0.05 with a coefficient 

value above 0 which indicates a positive direction. 

Based on the test results presented in Table 4, all tests of direct and indirect effects 

are accepted that they point in a positive direction. Based on the mediation criteria  
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described by Sarstedt et al., (2021), in this study, the mediating role of the destination  

image in the relationship between subjective knowledge and intention to visit can be 

categorized as Complementary Mediation. This is because both direct and indirect  

effects have the same significance and direction, which is a positive effect. In addition, 

based on Table 4, it can be concluded that the mediating role of destination image in 

the relationship between self-congruity and intention to visit in this study is categorized 

as Complementary Mediation. 

Table 4. Direct effect and indirect effect for subjective knowledge, destination image, self-

congruity, and intention to visit variables 

Variable Coefficient P-value Description 

Direct effect  

Destination image (M) → Intention to visit (Y) 0.222 0.000 Accepted 

Subjective knowledge (X) → Destination image (M) 0.407 0.000 Accepted 

Subjective knowledge (X) → Intention to visit (Y) 0.087 0.014 Accepted 

Self-congruity (Z) → Destination image (M) 0.556 0.000 Accepted 

Self-congruity (Z) → Intention to visit (Y) 0.650 0.000 Accepted 

Indirect effect 

Subjective knowledge (X) → Destination image (M)   

→Intention to visit (Y) 

0.090 0.000 Accepted 

Self-congruity (Z) → Destination image (M) → 

Intention to visit (Y) 

s0.123 0.000 Accepted 

 

3.2 Discussion 

The results of this study indicate that subjective knowledge has a positive effect on the 

intention to visit. The higher the subjective knowledge of the younger generation,  

especially Generation Y and Z, the more their intention to visit seaweed educational 

tourist destinations increases. This relationship means the younger generation is more 

likely to visit tourist destinations when they feel more knowledgeable about the issue. 

Generation Y and Z are more likely to feel that a tourist attraction suits their needs and 

interests when they have more excellent subjective knowledge about the tourist  

attraction. A thorough awareness of the offerings, facilities, and activities at the tourist  

destination can increase their confidence to travel to this seaweed educational tourist 

destination. This relationship is supported by research conducted by Perpiña et al., 

(2021), Xin & Seo (2020), Shen et al., (2022). These results support the Theory of 

Planned Behavior (TPB), which explains that an individual’s intention to perform a  

behavior is influenced by three main factors: attitude toward the behavior, subjective 

norms, and perceived behavioral control (Liat et al., 2019). Thus, better subjective 

knowledge about seaweed educational tourism destinations can significantly increase 

the intention to visit, especially among Generation Y and Z.  

The findings in this study also indicate the existence of better subjective knowledge 

about seaweed educational tourism destinations. They show a significant favorable  

influence between Generation Y and Z’s intention to visit and the image of seaweed 
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educational tourism destinations. Data analysis confirmed that tourists’ decision to visit 

a place is strongly influenced by their perception of the quality of the destination.  

Generation Y and Z are interested in visiting destinations with a positive reputation, 

such as charming and safe places with fascinating cultural wealth. Conversely, negative 

perceptions can reduce tourists’ interest in visiting. The findings of this study are  

corroborated by the research of Thaothampitak & Wongsuwatt (2022) and Haryono & 

Albetris (2023). 

Further, the analysis shows that the intention of individuals to visit seaweed tourist 

destinations increases in line with their level of self-congruity with these destinations. 

This is due to the tendency of Generation Y and Z to choose tourist sites that are in line 

with their values, desires, and personalities. Seaweed educational tourism destinations 

that can create compatibility with Generation Y and Z would provide experiences that 

exceed their expectations. If it matched with the identity of Generation Y and Z, it 

would increase their self-confidence and provide a comfortable and enjoyable 

experience. Therefore, the higher the intention to visit the destination by Generation Y 

and Z, the stronger the level of self-congruity. The results of this study are also in line 

with Biswas & Shabbirhusain (2019) and Ajanovıc & Cizel (2016) research.  

Subjective knowledge also significantly influences the destination image of seaweed 

educational tourism in the Nusa Penida sub-district. This indicates that an increase in 

Generation Y and Z’s subjective understanding of seaweed educational tourism can 

also impact how they perceive a destination (destination image). Generation Y and Z 

tend to have a better view of a destination when they have more in-depth knowledge 

about the destination they want to go to. More excellent subjective knowledge can be 

obtained from various sources, including first-hand experience, information from 

friends and family, and Internet learning resources. The more information they receive 

on seaweed educational tourism's distinctiveness, attractiveness, and advantages, the 

better their perception of the destination. Therefore, increasing subjective knowledge 

is essential in improving Generation Y and Z’s perceptions of seaweed educational 

tourism destinations.  The results of this study are supported by research conducted by 

Perpiña et al., (2021) and Serrano-Arcos et al., (2021). 

In addition, self-congruity also significantly increases perceptions of the destination 

image. This suggests that the more aligned generations Y and Z’s identities, values, and 

interests in the seaweed educational tourism destination in the Nusa Penida sub-district, 

the stronger the destination image develops. In other words, perceptions of the seaweed 

educational tourism destination image tend to be more positive among generations Y 

and Z because they believe the destination is in line with their beliefs and identity. This 

can include their opinions on distinctiveness, attractiveness, and principles. The results 

of this study are also in line with research conducted by Natasia & Tunjungsari (2021) 

and Kumar (2016). 

Furthermore, the mediating role of destination image on subjective knowledge on 

intention to visit can be concluded that the destination image variable functions as a 

link between subjective knowledge and intention to visit. According to the mediation 

criteria given by Hair et al., (2019) the mediating role of destination image in the 

relationship between subjective knowledge and travel intention is classified as 

complementary mediation. This is because both the direct effect and the indirect effect 
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are statistically significant and have the same direction, which is positive. In this 

context, complementary mediation indicates that destination image mediates the 

relationship between subjective knowledge and travel intention and contributes to travel 

intention. In other words, subjective knowledge about seaweed educational tourism 

destinations can enhance destination image, strengthening the intention to visit the 

destination. This mediation function shows how destination image supports the 

relationship between Generation Y and Z’s intention to travel and their subjective 

knowledge of the destination. A positive intention to visit is directly influenced by the 

Y and Z generations’ subjective knowledge of the seaweed educational tourism location 

(Perpiña et al., 2021; Xin & Seo, 2020). 

Finally, the mediating role of destination image on self-congruity to visit shows a 

positive influence, both directly and indirectly. Based on the mediation criteria outlined 

by Hair et al., (2019), the mediating role of destination image in the relationship  

between self-congruity and intention to visit can be classified as complementary 

mediation because the direct and indirect effects of self-congruity and intention to visit 

are both significant and have the same direction, namely a positive impact. This shows 

that the intention to visit a destination is significantly influenced by destination image 

and mediates the relationship between self-congruity and intention to visit. Thus, the 

relationship between TPB and the mediating role of destination image on Gen Y and Z 

generations’ self-conformity to visit seaweed educational tourism sites can be 

interpreted as TPB affects the attitudes and impressions of generations Y and Z towards 

tourist destinations, which in turn form their mental images of these destinations. A 

positive image will increase their desire to visit a seaweed educational tourist 

destination, mainly if the destination follows their identity and beliefs. 

4 Conclusion 

Based on the analysis and discussion that has been stated, as a conclusion and research 

result, the results show that subjective knowledge has a significant positive effect on 

the intention to visit. Destination Image has a significant positive effect on the intention 

to visit. Self-congruity has a significant positive effect on the intention to visit. 

Subjective knowledge has a significant positive effect on destination image. Self-

congruity has a significant positive effect on destination image. Destination image is a 

complementary mediation of the relationship between subjective knowledge and 

intention to visit. Finally, the destination image is a complementary mediation of the 

relationship between self-congruity and intention to visit.  

Acknowledgment 

We would like to express our sincere gratitude to the various parties who have 

participated in completing this research. With their support and contributions, this 

research achieved the same success. First, we would like to express our gratitude to the 

leadership of Politeknik Negeri Bali and all the administrative staff who have provided 

financial and administrative support throughout the research process. Their support has  

Seaweed Tourism Destination Potential             19



 

ensured the smooth running of the various stages of the research. Lastly, we would like 

to thank all the respondents who have participated in this study. Their contributions 

were invaluable to the completeness of our data and research analysis. Finally, we 

would like to thank all those whom we cannot mention individually but who have 

contributed to the smoothness and success of this research. Once again, thank you for 

all your support and assistance in this research. 

References 

Ajanovıc, E., & Cizel, B. (2016). Destination brand personality, self-congruity theory and the 

intention to visit a destination. Akdeniz İnsani Bilimler Dergisi, 6(1), 1–16. 

Ajzen, I. (2020). The theory of planned behavior: Frequently asked questions. Human Behavior 

and Emerging Technologies, 2(4), 314–324. 

Arthana, I. W., Wiyanto, D. B., Karang, I. W. G. A., & Ernawati, N. M. (2016). Problematika 

teknis sosial ekonomi usaha budidaya rumput laut di Nusa Lembongan, Bali. Seminar 

Nasional Sains Dan Teknologi (Senastek), 1–11. 

Biswas, J., & Shabbirhusain, R. V. (2019). Role of self-congruity in predicting travel intention. 

In Methodological Issues in Management Research: Advances, Challenges, and the Way 

Ahead (pp. 261–267). Emerald Publishing Limited. 

BPS Provinsi Bali. (2023). Provinsi Bali dalam Angka (Bali Province in Figures): 2023. 

Direktorat Usaha dan Investasi. (2019). Peluang usaha dan investasi rumput laut (I. N. Sjarif, 

Ed.). Direktorat Usaha Dan Investasi: Ditjen Penguatan Daya Saing Produk Kelautan 

Dan Perikanan Kementrian Kelautan Dan Perikanan. 

Hair, J. F., Babin, B. J., Anderson, R. E., & Black, W. C. (2019). Multivariate data analysis. 

Annabel Ainscow, Cheriton House, North Way Andover, Hampshire, SP10 5BE United 

Kingdom. 

Haryono, G., & Albetris, A. (2023). The role of brand image mediation on consumer interest in 

choosing Umrah and Hajj services in the new normal era. Journal of Business Studies and 

Management Review, 6(2), 169–181. 

Jiang, X., Qin, J., Gao, J., & Gossage, M. G. (2022). How tourists’ perception affects travel 

intention: Mechanism pathways and boundary conditions. Frontiers in Psychology, 13, 

821364. 

Kementerian Kelautan dan Perikanan. (2021). Tingkatkan pertumbuhan ekonomi, KKP 

Komitmen genjot produksi rumput laut. PressRelease.Id. 

https://pressrelease.kontan.co.id/release/tingkatkan-pertumbuhan-ekonomi-kkp-

komitmen-genjot-produksi-rumput-laut?page=all. 

Kumar, V. (2016). Examining the role of destination personality and self-congruity in predicting 

tourist behavior. Tourism Management Perspectives, 20, 217–227. 

Liat, C. B., Enriquez Jr, B. B., Thornborrow, T., & Mansori, S. (2019). Application of the theory 

on planned behaviour to green hotel visit intention: An extension of self-identity. Journal 

of Marketing Advances and Practices, 1(1), 1–21. 

Libre, A., Manalo, A., & Laksito, G. S. (2022). Factors influencing Philippines tourist’ revisit 

intention: the role and effect of destination image, tourist experience, perceived value, and 

tourist satisfaction. International Journal of Quantitative Research and Modeling, 3(1), 

20             N. W. M. N. Yani et al.



1–12. 

Natasia, N., & Tunjungsari, H. K. (2021). Country image, destination image, self-congruity, and 

revisit intention to Singapore: The mediating role of memorable tourism experience. 

International Conference on Economics, Business, Social, and Humanities (ICEBSH 

2021), 1450–1455. 

Perpiña, L., Prats, L., & Camprubí, R. (2021). Image and risk perceptions: An integrated 

approach. Current Issues in Tourism, 24(3), 367–384. 

Pradnyana, I., & Nugroho, S. (2019). Upaya revitalisasi pertanian rumput laut dalam praktik 

pariwisata di Desa Lembongan, Kabupaten Klungkung. Jurnal Destinasi Pariwisata, 7(2), 

352–363. 

Sarstedt, M., Ringle, C. M., & Hair, J. F. (2021). Partial least squares structural equation 

modeling. In Handbook of Market Research (pp. 587–632). Springer. 

Serrano-Arcos, M. del M., Sánchez-Fernández, R., & Pérez-Mesa, J. C. (2021). Analysis of 

product-country image from consumer’s perspective: the impact of subjective knowledge, 

perceived risk and media influence. Sustainability, 13(4), 2194. 

Shen, Y., Jo, W., & Joppe, M. (2022). Role of country image, subjective knowledge, and 

destination trust on travel attitude and intention during a pandemic. Journal of Hospitality 

and Tourism Management, 52, 275–284. 

Sugiyono, P. D. (2021). Metode penelitian kualitatif (Keempat). Alfabeta. 

Tassiello, V., & Tillotson, J. S. (2020). How subjective knowledge influences intention to travel. 

Annals of Tourism Research, 80, 102851. 

Thaothampitak, W., & Wongsuwatt, S. (2022). The effect of e-WOM on foreign students’ travel 

intention related to visiting tourism destinations along Thailand’s Andaman coast in the 

wake of the COVID-19 pandemic: Mediating roles of destination image. Journal of 

Community Development Research (Humanities and Social Sciences), 15(1), 62–75. 

Wantara, P., & Irawati, S. A. (2021). Relationship and impact of service quality, destination 

image, on customer satisfaction and revisit intention to syariah destination in Madura, 

Indonesia. European Journal of Business and Management Research, 6(6), 209–215. 

https://doi.org/10.24018/ejbmr.2021.6.6.1192. 

Xin, L., & Seo, S. (2020). The role of consumer ethnocentrism, country image, and subjective 

knowledge in predicting intention to purchase imported functional foods. British Food 

Journal, 122(2), 448–464. 

Zhu, H., & Deng, F. (2020). How to influence rural tourism intention by risk knowledge during 

COVID-19 containment in China: Mediating role of risk perception and attitude. 

International Journal of Environmental Research and Public Health, 17(10), 3514. 

 

Seaweed Tourism Destination Potential             21



Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.
        The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.

22             N. W. M. N. Yani et al.

http://creativecommons.org/licenses/by-nc/4.0/

	Seaweed Tourism Destination Potential: The Importance of Subjective Knowledge, Destination Image, and Self-Congruity in Attracting Younger Generation Tourists



