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A B S T R A C T  
The best way to make individuals more conscious of the concerns and difficulties 
facing society is through education. The aim of this study is to evaluate the effect of 
tourists' experiences on environmental education through the resonance of the nature 
tourism destination brand and environmental education to visitors. Tourists' 
knowledge of the environment can be heightened through travel and nature tourism. 
Their experiences in the environment influence their knowledge, attitudes, and 
behaviors regarding environmental issues. The host society suffers when tourism 
numbers exceed an area's ecological capacity, which lowers the quality of the tourism 
experience. If this problem is ignored, society will face social and environmental 
challenges. The greatest and most efficient method for educating people and instilling 
a sense of responsibility in them is through environmental education. The sample size 
was determined by Cochran's formula of 384 people. The sampling technique was 
convenience sampling, and the study's statistical population consisted solely of 
domestic tourists to Borujerd City. Expert judgments validated the research's validity, 
while Cronbach's alpha assessed its reliability. Through the resonance of the nature 
tourism destination brand and environmental education to tourists, as well as the 
resonance of the nature tourism brand on public environmental education, the 
research findings demonstrated that tourists' experience has a positive and significant 
effect on environmental education.
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Table 1. Research dimensions and subjects (Li et al., 2021); (Duman et al., 2018) 
Questions Dimensions 

I learned many things during my trip to the nature tourism areas of Borujerd City. 

L
earning 

 
B

rand experience  

Traveling to the nature tourism areas of Borujerd City stimulated my curiosity to 
learn new things. 

I felt a real sense of harmony and peace during my trip to the nature tourism areas of 
Borujerd City. 

I felt that I was living in a different place during my trip to the nature tourism areas 
of Borujerd City. 

E
xcitem

ent 

I completely escaped from reality during my trip to the nature tourism areas of 
Borujerd City. 



 

Questions Dimensions 

My experience in traveling to the nature tourism areas of Borujerd City allows me to 
imagine that I am someone else. 

The trip to the nature tourism areas of Borujerd City was a physically active trip.  A
ctivity  

The trip to the nature tourism areas of Borujerd City was energizing. 
 

My experience in traveling to the nature tourism areas of Borujerd City was visually 
interesting  

My experience in traveling to the nature tourism areas of Borujerd City increased my 
communication with others. 

  
Interaction  Through the experience I had in traveling to the nature tourism areas of Borujerd 

City, I was able to communicate with people with similar interests. 

A trip to the nature tourism areas of Borujerd reminded me of social rules. 
.

We had a great time visiting Borujerd City's nature tourism spots.  
E

ntertainm
ent  

I enjoyed the activities of traveling to the nature tourism areas of Borujerd City. 

The activities of traveling to the nature tourism areas of Borujerd City were fun. 

My experience in traveling to the nature tourism areas of Borujerd created a positive 
spirit for me. 

 S
ensory  

My experience in traveling to the nature tourism areas of Borujerd made me respond 
emotionally. 

My experience in traveling to the nature tourism areas of Borujerd City was 
attractive to my feelings. 

My experience in traveling to the nature tourism areas of Borujerd City involved all 
my senses. 

 T
hinking  

The trip to the nature tourism areas of Borujerd made me think a lot. 

I think a lot about the experiences of traveling to the nature tourism areas of Borujerd 
City. 

. 

There are remarkable ecotourism resources in Borujerd City's nature tourism areas. 

C
om

pleteness of the 
destination   

 
D

estination im
age  

As an ecotourism site, the nature tourism areas of Borujerd City have a good balance 
between environment and infrastructure. 

The nature tourism areas of Borujerd City have attractive ecotourism resources. 



 

 

Questions Dimensions 

The nature tourism areas of Borujerd City are exciting. 

 
T

he reputation of 
the destination 

The nature tourism areas of Borujerd City are pleasant. 

Nature tourism areas of Borujerd City can calm people down. 
.

I would return to this city frequently if I had the means and the time. 

 R
esonance brand 

of tourists  

I have a strong attachment to this city. 

I feel a kinship with the people of this city.

If I had time and money, I would visit the nature of this city many times. 

 R
esonance of 

nature tourism
 

brand I found a strong attachment to the nature of this city. 

The nature of this city gives me a good feeling. 

I am excited to travel to the nature tourism areas of Borujerd City. 

H
appiness of 
tourists  

I feel very happy to travel to the nature tourism areas of Borujerd City. 
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SPSSAmos

SPSS
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Figure 1. The Conceptual Model of the Researcher's Research Based on the Model of (Li, Liu, & Souter 
Model, 2021)
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Table 2. KMO test and Bartlett questionnaire 
KMO 

KMO test 
0.965 

 
Bartlett's test 

2x 

Approximate chi-square x2  
16597.469 

df 
Degree of freedom  

741 

sig 
Significance level  

0.000 

 
SPSS

KMO

Farbad, 2013

SPSS

Table 3. Cronbach's Alpha 
 
Research variables Standard deviation 

The experience of tourists 
0.965 

 
Happiness of tourists 

0.900 

 
Destination image 

0.914 

 
Increasing the environmental awareness of tourists 

0.866 

 
Resonance of the brand of nature tourism tourists 

0.720 

 
Public environmental education 

0.932 

 

x2

x2

GOF

S

AGFI

GOFAGFI

GOFAGFI 



 

NFI

NFI

CFI

CFINFI

IFI

NFI

NFI

RMSEA

 

Table 4. Initial Estimation of Conceptual Model Indicators 

Index name Allowed 
amount 

The obtained 
values 

CMIN/DF 

(Normed Chi-square Index)
5

Less than 5 
4.510 

RMSEA

(Root Mean Squared Error of Approximation) 
1

Less than 1 
0.096 

GOF 

(Goodness of Fit Index)
0.7
Above 0.7 

0.720 

CFI 

(Comparative Fit Index) 
0.7  
Above 0.7 

0.851 

AGFI 

(Adjusted Goodness of Fit Index) 
 0.7 

Above 0.7 
0.679 

NFI 

 (Normed Fit Index) 
0.7  
Above 0.7 

0.816 

TLI 

(Non- Normed Fit Index) 
0.7  
Above 0.7 

0.838 

RFI 
Relative Fit Index 

0.7  
Above 0.7 

0.801 

IFI 
Incremental Fit Index 

0.7  
Above 0.7 

0.851 

 

CR

EstimateSE

p-value

Ghasemi, 2012

 



 

 

Figure 2. Model Fit Analysis 

Figure 3. Path Coefficients of the Research Model- Path Analysis of Hypotheses 
 



 

Table 5. Path Analysis of Research Hypotheses 

 
Hypothesis 

 
Direction 

 
Result 

Estimate (p
value) Route 
estimation 

Estimate (p-
value) 

1
Hypothesis 1 

happiness of tourists 
0.967 Confirmation of 

the hypothesis 

2 
Hypothesis 2 

 

image 
0.472 Confirmation of 

the hypothesis 

3 
Hypothesis 3 

 

tourists' environmental awareness

0.143 Confirmation of 
the hypothesis 

4
Hypothesis 4 

 

resonance of nature tourism tourists 

0.207 Confirmation of 
the hypothesis 

5 
Hypothesis 5 

 
Increasing 

the environmental awareness of tourists

0.402 Confirmation of 
the hypothesis 

6 
Hypothesis 6 

resonance of nature tourism

0.736 0.018  Rejection of the 
hypothesis 

7 
Hypothesis 7 Destination image Increasing 

the environmental awareness of tourists

0.225 Confirmation of 
the hypothesis 

8 
Hypothesis 8 

 

resonance of nature tourism tourists 
0.782 Confirmation of 

the hypothesis 

9 
Hypothesis 9 Destination 

image

0.324 Confirmation of 
the hypothesis 

10 
Hypothesis 10 

 
Increasing the environmental awareness 

education 

0.385 0.035  
 

Rejection of the 
hypothesis 

11 
Hypothesis 11 

Public education of the environment

0.982 Confirmation of 
the hypothesis 

 



 

 

Li, Liu, & Souter model, 

2021
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