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Structural equation modeling of factors effect on eco-friendly travel behavior for tourism to the
next normal
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Abstract

This study aimed to investigate factors effect on eco-friendly travel behavior. Quantitative method
was used in the study. The data collection was used by questionnaire from 400 Thai tourists visited Phuket.
The results showed that eco-friendly destination image affected directly on eco-friendly travel behavior.
Moreover, eco-friendly awareness impacted directly on eco-friendly destination image and eco-friendly
travel behavior. In addition, attitude towards eco-environment had direct effect on eco-friendly destination
image; and attitude towards eco-environment had indirect effect on eco-friendly travel behavior through
eco-friendly destination image. The theoretical and practical was suggested in the paper.
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