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Abstract

The COVID-19 pandemic has significantly changed tourist behaviour. This study explores how the
pandemic has changed family tourists’ confidence in travel, subsequently affecting their intention to
revisit. This study aims to investigate the moderating effect of perceived risk and to examine various
influential factors, based on the Theory of Planned Behaviour (TPB): attitude, subjective norm, and
perceived behavioural control. The study includes new variables: satisfaction, water theme park image,
perceived service quality, and perceived value, on tourists’ intentions to revisit water theme parks. A
total of 332 valid responses were collected. The analysis used Partial Least Squares Structural Equation
Modelling (PLS-SEM) with SmartPLS software. The study revealed that perceived risk negatively
moderates the relationship between attitude and revisit intention; however, it does not moderate the
water theme park image and satisfaction. Additionally, attitude, subjective norm, perceived behavioural
control, and satisfaction positively influence revisit intention, whereas the water theme park image does
not positively influence it. Furthermore, the water theme park image, perceived service quality, and
perceived value positively influence satisfaction. This current study has further strengthened the
literature by extending the TPB model. This study also recommended water theme park operators and
policymakers regarding the best strategies for encouraging tourists to revisit water theme parks. By
applying the moderator of perceived risk and extending the factors of revisit intention, it would be
interesting to incorporate into future research other variables that may contribute to strengthening the
theory for enhancing tourist experience, particularly during the post-COVID-19 pandemic.
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1. Introduction

The theme park industry is experiencing rapid global growth, becoming a key sector within the
tourism and leisure market. These parks provide diverse attractions, such as exciting rides, historical
landmarks, art galleries, museums, botanical gardens, zoos, and wildlife parks (Albattat & Romli, 2017).
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As classic tourist-oriented attractions synonymous with the family market, theme parks have become
integral to the tourism industry. In Asia, cities like Bangkok, Singapore, and Kuala Lumpur are rising as
major tourism hubs, with theme parks significantly contributing to the attraction of both domestic and
international tourists (Ali et al., 2018).

In particular, the water theme park industry has experienced significant growth over the past
few decades, specifically in developing countries, due to its appeal for recreation and entertainment.
These parks are regarded as profitable investments, attracting an increasing number of tourists (Saikim
et al., 2023). The development of water theme parks has influenced their size, capacity, offerings, and
entertainment options. This industry not only stimulates the economy but also serves as a driving force
for local communities, offering leisure and recreational activities (Ghorbanzade et al., 2019) to attract
local, domestic, and international tourists. With a wide array of attractions aimed at entertaining tourists
of all ages, water theme parks have become increasingly popular in the family tourism market.

The family tourism market has experienced rapid growth and has become the most significant
segment of the global tourism industry (Qiao et al., 2022). Family tourism involves parents and children
travelling to visit unfamiliar places for leisure activities (T'seng et al., 2023). Families are now more
cautious when choosing destinations, placing a premium on the safety and well-being of family
members, particularly after the COVID-19 pandemic that began in late 2019 (WHO, 2020; Lee et al.,
2023; Hoang et al., 2023). Families with young children often prioritise safety and security, favouring
destinations that provide secure environments and child-friendly facilities (T'seng et al., 2023). Family
tourism activities differ based on important factors related to the various stages of the family life cycle
and the ages of their children. This study specifically focuses on families with children, considering the
different age groups of their children, including babies, infants, early school-age children, and teenagers.

In the post-COVID-19 landscape, theme park operators in Southeast Asia encounter distinct
challenges and opportunities, emphasising tourist safety and attendance trends as crucial factors (Chang
et al., 2021; Srinok & Zandi, 2021). Specifically in Malaysia, the government launched the National
Tourism Policy (NTP) 2020-2030, aimed at promoting domestic tourism through innovative travel
packages, utilising digital platforms, and providing incentives like discounts and rebates. This effort
seeks to enhance tourist confidence and stimulate regional tourism (Tourism Malaysia, 2022),
particularly in the wake of the COVID-19 pandemic. It features a range of appealing tourism packages
valued at RM6.7 million, which include the theme park segment. Water theme park operators are
capitalising on these offers, providing discounts, vouchers, and various incentives.

Despite efforts, domestic tourism numbers remain low. According to Hamzah (2022), the
domestic tourism industry is experiencing a decline in the number of tourist trips due to the rising
trend of travelling abroad. Tourism Malaysia (2024) reported a significant increase in outbound tourism
post-pandemic, with family tourists constituting a substantial segment of this market. Family travel
continues to grow due to its focus on destinations offering diverse attractions, affordable travel
options, and engaging activities tailored for all ages. This trend underscores the appeal of destinations
that provide memorable experiences, value for money, and opportunities for shared family activities,
which have become pivotal in shaping travel decisions among families.

For family tourist, the assurance of health and safety not only enhances their travel experience
but also builds confidence in the destinations (Wang & Karl, 2021), making it more likely for them to
revisit. Destinations that prioritise safety protocols, maintain high standards of cleanliness, and ensure
the well-being of visitors can effectively attract and retain this segment of tourists (Ruppenthal &
Rickert-John, 2024). This is particular vital post-pandemic, as family tourist are increasing mindful of
the health implications of their travel choices (Maingi et al., 2024; Khiewpan et al., 2024; Mohammed
Alnasser & Mohammed Alkhozaim, 2024)

It is crucial to address the health and safety concerns of family tourists to build confidence and
encourage revisits (Asyraf et al., 2024). The concept of revisit intention refers to the willingness or
readiness of tourists to repeat a visit to the same destination (Abbasi et al., 2021). Regardless of
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substantial research on the intention to revisit in the tourism context, there remains a gap in
understanding the factors influencing revisit intention in the water theme park industry, particularly
within the family tourist segment. Existing frameworks such as the Experience Economy Model (Lee et
al., 2019), Brand Experience Theory (Wang et al., 2020), and Process Theory (Wei et al., 2019) have
explored revisit behaviour in tourism contexts.

However, few studies have examined its impact within the framework of the TPB in theme
park settings (Boguszewicz-Kreft et al., 2022). This study aims to enhance existing knowledge by
integrating perceived risk as a moderating factor. This addition offers fresh perspectives on tourist
behaviour in water theme parks. The current study addresses this gap by examining the key factors
influencing tourists’ revisit intention, especially emphasising the role of perceived risk as a moderator.
Key study questions include understanding why this study is necessary, how perceived risk functions as
a moderator, and what are the most significant factors influencing tourists' revisit intention to water
theme park? 2. The objective of this study is to examine the effect of perceived risk and investigate the
factors influencing tourists' revisit intention at water theme parks.

This study extends the TPB by incorporating perceived risk as a moderating variable, offering
new insights into tourist behaviour in water theme parks. Perceived risk, which influences trust and
purchase intentions, is particularly significant in this context due to the prevalent uncertainty and safety
concerns (Abou-Shouk et al., 2023). By addressing this gap, the study contributes to academic literature
but also offers practical implications for theme park operators and policymakers. The study aims to
examine the factors influencing revisit intention among family tourists to water theme parks and focus
on the moderating role of perceived risk. The findings were crucial for understanding these
fundamental factors contributing to the success of water theme parks, as these factors can significantly
influence family decision-making and revisit intentions. By addressing the specific needs and
preferences of family tourists, water theme parks can enhance tourist satisfaction and encourage repeat
visits.

The following section reports the literature review and hypothesis development. Then follows
the study methodology, including study sample and criteria, sampling technique and study instruments.
Consequently, the result of measurement and structural model assessment including hypotheses testing
was explained. Finally, this study recapitulates and discusses the findings, implications, future research,
and limitations of the study.

2. Literature review
2.1 Theory of planned behaviour

The TPB is widely utilised in psychological theories to comprehend and forecast human
behaviour in research. TPB is one of the most used psychological theories in research to understand
and predict human behaviour (Osiako & Szente, 2024). The research results indicate that the TPB has
been utilised in tourism (Joo et al., 2020). However, this thread has since been limited to niche areas.
The TPB model has three core determinants of behavioural intention: attitude, subjective norm, and
perceived behavioural control. The TPB asserts that behavioural intention will describe an individual's
plan to perform specific actions, making it the most critical determinant to demonstrate the actual
performance of the behaviour.

The model was extended, including satisfaction, water theme park image, perceived service
quality, perceived value, and perceived risk as moderator variables in this study. According to Ajzen
(1991), the TPB model is an open concept, which makes it possible to include additional predictors and
has better predictive power than the original model (Abbasi et al., 2021). Research has successfully
extended the model to diverse contexts in various products and services, such as tourist behaviour

75

NATE ANQ)_/)

EMERGING ¥

SOURCES

CITATION
INDEX

‘Npexe®



JOURNAL OF TOURISM AND SERVICES
Issue 30, volume 16, ISSN 1804-5650 (Online)
WwWw.jots.cz

NATE ANQ)_/)

EMERGING ¥
SOURCES
CITATION
INDEX
‘Npexe®

towards traditional food consumption (Singh et al., 2024), consumer intention to revisit bubble tea
stores (Koay & Cheah, 2022), student behaviour towards campus security preparedness exercise (Tan et
al.,, 2022).

In a similar vein, much research has been conducted in the context of tourism (Zhang & Wang,
2024). This study examines the relationship between attitude, subjective norm, perceived behavioural
control, satisfaction, and water theme park image on revisiting intention to the water theme park.
Furthermore, this study aims to explore the relationship between the antecedent factors of water theme
park image, perceived quality, and perceived value, which could significantly impact the satisfaction of
tourists and influence the revisit intention of the water theme park. More importantly, this study also
aims to investigate the relationship between the moderating effect of perceived risk on attitude, water
theme park image, and satisfaction towards revisiting intention to water theme parks.

2.1.1 Attitude and revisit intention

In behaviour, attitude refers to an individual’s assessment of positive and negative beliefs about
performing a specific action or behaviour. It is determined by the consequences when carrying out the
behaviour (Rahmafitria et al., 2021). If people believe acting will contribute to a positive outcome, they
will likely have a more favourable attitude, contributing to behavioural intention (Han et al., 2020). For
families visiting a water theme park, attitudes play a significant role in their decision to revisit. Parents
are more likely to return visits if they believe experience benefits their family such as offering fun
activities for children, the value of the travel time, ensuring safety, and providing convenience. Thus,
this study proposed the following hypothesis:

HT1: Attitude positively affects revisit intention to water theme parks.

2.1.2 Subjective norm and revisit intention

Subjective norm refers to social pressure from essential people such as family, friends, and
colleagues that might influence one’s behavioural intention. Those people will be referents who inspire
a person to engage in a particular behaviour (Belanche et al., 2019). A subjective norm is a belief based
on how individuals perceive or evaluate how they should behave, depending on others’” opinions. It is
the belief that social pressure or important people perceive to perform a behaviour rather it does not
indicate an individual’s actual belief and judgement (Ajzen, 1991). When choosing a family-oriented
destination, parents often rely on recommendations from family, friends, and social networks. If
someone suggests a water theme park as a fun and enjoyable option, parents may feel pressured to
revisit it, believing it's a good choice for their children. This desire for social approval can influence
their decision to revisit, as they aim to meet family expectations and social norms. Thus, the following
hypothesis was proposed for testing:

H2: Subjective norm positively affects revisit intention to water theme parks.

2.1.3 Perceived behavioural control and revisit intention

Perceived behavioural control is another important determinant of behavioural intention (Cop
et al.,, 2020). Perceived behavioural control is an individual’s belief in their capability to perform a
specific action (Wang et al., 2022). Abilities, time, and resources are crucial for predicting the intention
to perform a certain behaviour. It is an individual’s perception regarding the availability of resources
and opportunities to accomplish a specific behaviour, along with the feeling of ease or difficulty in
performing the behaviour (Han et al., 2020). For family tourists, perceived behavioural control is
crucial, as parents must consider time, budget, and logistics when deciding to revisit a water theme
park. Families confident in managing these factors like finding affordable tickets and having access to

76



JOURNAL OF TOURISM AND SERVICES

NATE ANQ)_/)

: )
Issue 30, volume 16, IS.SN 1804-5650 (Online) ke
WWW.jots.cz CITATION

child-friendly amenities are more likely to repeat trips. With that, this study tested the following
hypothesis:
H3: Perceived behavioural control positively affects revisit intention to water theme parks.

2.1.4 Satisfaction and revisit intention

Tourists’ satisfaction is another essential determinant of revisit intention (Cho et al., 2020).
Satisfaction refers to cognitive and emotional responses toward an experience (Smith, 2020). Many
empirical tourism studies have established that tourist satisfaction positively influences their intention
to revisit destinations such as Airbnb (An et al., 2019), and coastal tourism (Hasan et al., 2019). Family
tourists' satisfaction is key to their intention to revisit a water theme park, patticulatly those with young
children, who have specific needs and expectations, such as clean facilities, safe play areas, and friendly
staff. Meeting these expectations can greatly boost satisfaction and encourage repeat visits. Thus, this
study proposed the following hypothesis:

HA4: Satisfaction positively affects revisit intention to water theme parks.

2.1.5 Water theme park image and revisit intention

The concept of destination image is described as the combination of impressions and beliefs
that a tourist has regarding a destination (Soliman, 2019). The formation of cognitive impressions
(safety and accessibility) combined with affective feelings (fun and enjoyment) play a crucial role in
shaping tourists’ perceptions (Dileep et al., 2020). The image of a water theme park is vital for family
tourists, as parents look for safe and enjoyable experiences for their children. A positive perception of
clean facilities, safe attractions, and family-friendly amenities can significantly impact their intention to
revisit the water theme park. Thus, the following hypothesis was proposed for testing:

H5: Water theme park image positively affects revisit intention to water theme parks.

2.1.6 Water theme park image and satisfaction

Destination image is a collective idea, emotional attachment, perception, and expectation that a
person has regarding a destination (Oyunchimeg et al., 2022). Many studies have explored how the
destination's image influences tourist satisfaction (Bappy, 2019; Alcocer & Ruiz, 2020). Research by
Bappy (2019) found that the image of an amusement park has a significant positive influence on tourist
satisfaction. Alcocer and Ruiz (2020) have demonstrated a profound effect on satisfaction with heritage
sites. A positive destination image is essential for family tourists, as it sets expectations for a safe and
enjoyable experience. A water theme park that emphasises cleanliness, safety, and family-friendly
amenities is more likely to gain parents' trust and satisfaction, encouraging their repeat visits. With that,
this study tested the following hypothesis

Ho6: Water theme park image positively affects tourist satisfaction.

2.1.7 Perceived service quality and satisfaction

According to Ali et al. (2020), perceived service quality is defined as consumers’ expectations
about the service they receive. Prentice et al. (2020) elucidated service quality assessment, including
tangible and intangible services. This study defines perceived service quality as the tourists’ perception
of both tangible and intangible elements of service that meet their expectations. It involves evaluating
the quality of the physical setting, such as the availability of family-friendly amenities, and employee
service quality, which assesses their behaviour in terms of responsiveness, reliability, and assurance.
These elements are crucial for families travelling with children. Parents seek a safe, clean, and
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comfortable environment for relaxation while their children engage in activities. Satisfaction increases
with well-maintained facilities and friendly staff who cater to family needs. In a situation where the
service quality meets or exceeds expectations, it will result in consumer satisfaction (Teshome et al.,
2022). When families notice high-quality services that meet their needs, they're more likely to return,
especially if their children's safety and comfort are ensured. Thus, this study proposed the following
hypothesis:

H7: Perceived service guality positively affects tourist satisfaction.

2.1.8 Perceived value and satisfaction

Perceived value refers to the overall assessment of a product or service’s monetary or non-
monetary worth compared to what was received (Abbasi et al., 2021). This study considered perceived
value in both monetary and non-monetary assessments: money, time, and efforts sacrificed as being
worth the experience at water theme parks. Prior studies demonstrated that tourists’ perception of
value for money significantly influenced theme park tourist satisfaction (Milman & Tasci, 2018), while
other studies highlighted that emotional, social, performance and price value indicators play a
significant role. Perceived value is essential when family tourists assess the worth of an experience in
terms of affordable prices, convenient amenities, and enjoyable attractions for all ages. When parents
find the facilities family-friendly and the service attentive, their satisfaction rises, increasing the
likelihood of a repeat visit. With that, this study tested the following hypothesis:

HS8: Perceived value positively affects tourist satisfaction.

2.1.9 Moderating effect of perceived risk

The concept of perceived risk is a crucial topic of discussion in many sectors of tourism,
particularly considering the impact of COVID-19 on tourism behaviour (Rahmatfitria et al., 2021), the
travel constraints of young woman travellers (Khan et al, 2019) and revisiting the intentions of
international tourists (Nguyen Viet et al., 2020). Perceived risk is important since parents prioritise their
children's safety and well-being. By addressing concerns about potential injuries or hygiene issues, water
theme patrks can enhance safety measures and boost families' confidence, encouraging repeat visits.

The level of influence that perceived risks have on tourists’ decision-making can be examined
by incorporating the perceived risk variable into TPB (Quintal et al., 2010). In the TPB, attitude refers
to a positive or negative tendency when responding to specific actions. Tasci & Sénmez (2019)
explained that an individual’s attitude is influenced by their perception. Tourists often base their
decisions on their perceptions rather than actual conditions (Rittichainuwat et al., 2018). In family-
oriented decision-making, parents prioritise their children's physical health and safety, especially
regarding exposure to viruses or injuries from water slides or unsafe facilities. Concerns about safety
measures can negatively impact their perception of the destination and reduce their willingness to
revisit.

Destination image and risk perception have an equal impact on travel decisions and behaviour
(Perpifia et al., 2020). Risk and image integration is crucial, as perceptions of a tourist destination
simultaneously encompass pessimistic and optimistic elements. Several types of risk can influence
tourists’ perceptions, including internal and external factors such as the media, other information
sources, and past experiences (Pan et al., 2022). If families believe that a water theme park is safe and
secure, it will foster a more positive perception of the destination, leading to higher revisit intention.
However, if parents perceive any risk associated with the negative image of water theme parks, they will
likely have less interest in revisiting it.

Tourist satisfaction is also the primary reason for travellers to visit a destination (Abdullah &
Lui, 2018). Additionally, the tourist's worst fear is wasting their valuable trip in an unsafe destination.
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The perceived risk has become a major concern for tourists worldwide. The tourism industry is service-
oriented and focuses on intangible experiences, so the product or service is often seen as riskier and
more susceptible to uncertainties (Khasawneh & Alfandi, 2019). Various factors lead to tourist
satisfaction, such as experiences, feelings of surprise, safety, and happiness (Li et al., 2021). In contrast,
tourists will face some risks and uncertainties during and before commencing the trip, such as physical
injuries, the hygiene of equipment, and safety on the road. Therefore, reducing the perceived risk by
ensuring strong safety procedures and clear communication regarding physical and health measures will
not only improve family satisfaction but also increase the likelihood that they will revisit, and vice versa.
Thus, the following hypotheses were proposed for testing:
HY: Perceived risk moderate negative effect between attitude to revisit intention.
HT10: Perceived risk moderate negative effect between water theme park image to revisit intention.
HT11: Perceived risk moderate negative effect between satisfaction to revisit intention.

Figure 1. Proposed model
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Source: Authors

3. Methods

This study implemented a positivism paradigm and applied cross-sectional research design. A
purposive sampling technique was employed since the respondents in this study have criteria, who are
parents with children during visits. A self-administered survey using a questionnaire was employed and
distributed face-to-face to certify potential respondents who participated and met the research criteria
who were Malaysian parents with children visiting the water theme park in Malaysia. The written
consent form was attached with comprehensive information about the research purpose to ensure the
respondents' anonymity or confidentiality.

About 400 questionnaires were distributed, and only 365 were returned, resulting in a response
rate of 91.25%. All returned questionnaires were carefully screened, and 332 were valid for data
analysis. The minimum sample size was determined using G*Power software based on an alpha of 0.05,
a power of 0.80, and a medium effect size (f2) of 0.15. In most social science studies, and 80% was
considered the minimum acceptable power (Gefen & Rigdon, 2011). Given that there are five
predictors, the minimum sample size required for this study is 91, based on guidelines provided by
Green (1991). Therefore, with 332 respondents, the sample size is adequate for data analysis in this
survey.
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The item measurement for this study was selected and adapted from existing validated scales
from previous literature. The measurements were pre-tested by experts of academia in the tourism
field, and some minor changes were suggested, based on the recommendation, the item measurement
was pilot-tested by about 100 respondents. The pilot test confirms the construct reliability for all items
above the threshold value of 0.70. The final items were slightly modified to suit the context of the
current study. The initial section included the measurement items for attitude (5 items, CR = 0.951)
adapted from Abbasi et al. (2021) and Ajzen and Fishbein (1980), which were measured using a 5-point
semantic differential scale. All other constructs were evaluated using a 5-point Likert scale (1 strongly
disagree, 5 strongly agree): subjective norm (5 items, CR = 0.950) adapted from Abbasi et al. (2021),
perceived behavioural control (5 items, CR = 0.928) adapted from Abbasi et al. (2021) and Hasan et al.
(2020).

As for satisfaction (5 items, CR = 0.943) adapted from Abbasi et al. (2021), Ghorbanzade et al.
(2019), Milman et al. (2020), and Wu et al. (2018), water theme park image (7 items, CR = 0.850)
adapted from Abbasi et al. (2021), Ghorbanzade et al. (2019), and Wu et al. (2018), perceived service
quality (5 items, CR = 0.923) adapted from Abbasi et al. (2021), Liu and Lee (2016), and Wu et al.
(2018), perceived value (5 items, CR = 0.927) adapted from Abbasi et al. (2021), Hasan et al. (2020),
and Wu et al. (2018), and perceived risk (5 items, CR = 0.949) adapted from Abbasi et al. (2021) and
Tseng & Wang (2016). For the revisit intention (endogenous variable) construct, (5 items, CR = 0.880)
adapted from Milman et al. (2020) and Wu et al. (2018) were measured using a 7-point Likert scale (1
strongly disagree, 7 strongly agree). The survey instruments are presented in Appendix I.

The questionnaire was in bilingual format and had been translated by a professional translator
who performed both forward and backward translation. The survey was self-administered using pen
and paper at the water theme parks' exit gate and parking lot. A purposive sampling technique was
applied by selecting a sample that fit the study criteria of domestic tourists who are parents with
children visiting water theme parks in Malaysia for three months, from August 2023 to October 2023.
The targeted respondents were recruited from different locations and were chosen based on the water
theme park listed by the MATFA in 2021.

The common method variance (CMV) was assessed through full-collinearity analysis as
proposed by Hair et al. (2017), to ensure the study had no bias issue since the data were collected from
a single source. Procedural and statistical remedies were applied to deal with CMV as proposed by
Kock et al. (2021). The procedural approach was assessed using different rating scales to measure
exogenous and endogenous. For the statistical approach, the model was tested using the PLS-SEM.
Two steps are conducted to analyse the data: the measurement model assessment and the structural
model assessment (Ramayah et al., 2018).

Confirmatory Factor Analysis (CFA) was used to test the hypothesized model by assessing the
validity and reliability of the measured constructs (Hair et al., 2017). SmartPLS software was utilised to
investigate the direct relationships (H 1-8), and the moderating effect of perceived risk (H 9-11). The
two-stage approach was employed as it was appropriate for both reflective and formative variables and
the approach surpasses all other approaches regarding parameter recovery and indicates superior
statistical power (Becker et al., 2023). Becker et al. (2023) also recommend first analysing a model
without a moderator, as the interpretation of the effect changes when a moderator is included.

4. Results

4.1.  Descriptive analysis

A total of 400 tourists were surveyed, and 365 were completed, with a response rate of
approximately 91.25% surveys were retained. After removing invalid questionnaires, 332 responses
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were deemed valid for future analysis. Questionnaires were deleted when they included missing and
sequentially identical score data among these, 140 (42.2%) were male, and 192 (57.8%) were female,
with most respondents aged between 26 and 35 (44.3%). Most respondents were Malay (94%) with
36.8% of them having a bachelor's degree. Most of the respondents were private employees (44%),
who earned below RM4,850 per month of income and Terengganu residents/state.

4.2. Measurement model assessment

Calculate the coefficient alpha for the constructs’ most-used approach to assess the internal
consistency of measures. Table 1 presents 47 indicators across nine constructs, indicating that all
Cronbach’s alpha values are above 0.70, as recommended by Hair et al. (2019). Hence, all the measures’
values are considered acceptable. Furthermore, this paper examined convergent and discriminant
validity to test the indicators’ reflection of construct validity. To establish the convergent validity, the
loadings of all items, composite reliability (CR), and average variance extracted (AVE) were employed,
and the resulting value is greater than acceptable levels of 0.5, 0.7, and 0.5 as proposed by Hair et al.
(2017). To assess discriminant validity, this study utilised heterotrait-monotrait (HTMT) with values =
0.85 (Henseler et al., 2015), confirming no discriminant validity issue (refer to Table 2).

Figure 2. Structural model
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Table 1. Convergent validity

Construct Item Cronbach’s Alpha  Loading CR AVE
Attitude 0.842 0.889 0.621

ATT1 0.869

ATT2 0.840

ATT3 0.839

ATT4 0.533

ATT5 0.809
Perceived Behavioural Control 0.823 0.883 0.656
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PBC1 0.718
PBC2 0.788
PBC3 0.851
PBC4 0.873
Perceived Risk *0.893 0.896 0.639
PR1 0.525
PR2 0.885
PR3 0.774
PR4 0.908
PR5 0.844
Perceived Service Quality 0.928 0.940 0.613
PSQ1 0.771
PSQ2 0.827
PSQ3 0.829
PSQ4 0.854
PSQ5 0.839
PSQ6 0.720
PSQ7 0.568
PSQ8 0.799
PSQ9 0.792
PSQ10 0.787
Perceived Value 0.931 0.946 0.743
PV1 0.826
PV2 0.880
PV3 0.896
Pv4 0.886
PV5 0.850
PVo6 0.833
Revisit Intention 0.914 0.936 0.744
RI1 0.862
RI2 0.904
RI3 0.890
RI4 0.832
RI5 0.822
Satisfaction 0.935 0.951 0.794
SAT1 0.882
SAT2 0.910
SAT3 0.895
SAT4 0.882
SAT5 0.334
Subjective Norm 0.938 0.953 0.802
SN1 0.890
SN2 0.899
SN3 0.886
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SN4 0.886
SN5 0.916
Water Theme Park Image 0.912 0.929 0.622
WTPI1 0.662
WTPI2 0.783
WTPI3 0.841
WTPI4 0.807
WTPI5 0.750
WTPI6 0.847
WTPI7 0.860
WTPI8 0.738

Source: Authors

Table 2. Discriminant validity (HTMT)

Construct ATT  PBC PR  PSQ PV RI SAT SN WTPI
ATT
PBC 0.277
PR 0.125  0.112
PSQ 0.320 0.495 0.114
PV 0.367 0580  0.109  0.768
RI 0473 0504 0.079 0572  0.637
SAT 0427 0501 0101 0761 0.832 0.734
SN 0385 0358 0.074 0490 0562 0497  0.550
WTPI 0.436 0556  0.097 0.808 0.800  0.663 0.838  0.614

Source: Authors

4.3. Structural model assessment

The following assessment assessed the structural model to test the hypothesis (Table 3). Firstly,
the multi-collinearity was evaluated with the threshold value of VIF < 3.3, as recommended by
Diamantopoulos & Siguaw (2000), meaning that there were collinearity issues in this study. A
bootstrapping procedure was employed to test the hypothesis with a 0.05 significance level and a one-
tailed test. The hypothesis was supported by beta values, t-values, and P values, and no zero straddle
exists between the upper level (UL) and the lower level (LL). Moreover, the effect size (f2) was
evaluated in this study following a guideline by Hair et al. (2019). The values of 0, 0.02, 0.15, and 0.35
represented no effect, small, medium, and large effects, respectively. This study discovered that attitude
(0.037), perceived behavioural control (0.033), and perceived service quality (0.028) had small effect
sizes. In contrast, the effect sizes for perceived value (0.207), satisfaction (0.184), and water theme park
image (0.168) were medium.

For the hypothesis testing result as shown in Table 3, H1 indicates that attitude positively
influences revisit intention (8 = 0.146. p < 0.05), hence H1 is supported. H2 showed that subjective
norm positively influences revisit intention (8 = 0.098, p < 0.05), hence H2 supported. H3 revealed
that perceived behavioural control positively influences revisit intention (8 = 0.143, p < 0.05), hence
H3 is supported. H4 resulted in satisfaction positively influencing revisit intention (8 = 0.479, p <
0.05), hence H4 supported. However, H5 found water theme park image do not positively influence
revisit intention (B = 0.070, p < 0.147), hence H5 is not supported. H6 posits that water theme park
image positively influences satisfaction (8 = 0.376, p < 0.05), hence H6 is supported. H7 confirmed
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that perceived service quality positively influences satisfaction (3 = 0.146, p < 0.05), hence H7 is
supported. Lastly, H8 presented that perceived value positively influences satisfaction (8 = 0.395, p <

0.05), hence H8 supported.

Table 3. Hypothesis testing

Relationship Beta Esrtr((i)r vaTue Valll)l es LL UL VIF F2 Decision
HI  ATT—RI 0.146 0047 3000 0001 0072 0227 1266 0037  Supported
H2 SN — RI 0.098 0.048 2.051 0.020 0.027  0.175 1.560 - Supported
H3 PBC —> RI 0.143 0.046 3.076 0.001 0.074  0.224 1.368 0.033 Supported
H4  SAT >RI 0479 0067 7100 0001 0369 058 2722 0184  Supported
H5 WTPI — RI 0.070 0.067 1.051 0.147  -0.036  0.178 3.095 - Not Supported
H6 WTPI — SAT 0.376 0.058  6.445 0001 0282 0476 2825  0.168 Supported
H7  PSQ >SAT 0146 0042 3472 0001 0066 0204 2611 0028  Supported
H8 PV —»SAT 0395 0062 6353 0001 0294 0500 2534 0207  Supported

Source: Authors

4.4.  Moderating effect of perceived risk

Finally, the present paper evaluated the moderating effect of perceived risk on the relationship
between variables representing attitude, water theme park image, satisfaction, and revisit intention. A
moderator variable affects the extent and direction of the impact of an antecedent factor on an
outcome (Aguinis et al., 2017). Among the three hypotheses for moderation analysis, the perceived risk
was only moderated negatively on the relationship between attitude and the intention to revisit water
theme parks. The results of the moderation analysis are shown in Table 4. H9 demonstrated that the
perceived risk moderates a negative effect between attitude and revisit intention (3 = - 0.142, p < 0.05),
hence H9 supported. Meanwhile, H10 and H11 found the perceived risk does not moderate negative
effect between water theme park image and satisfaction on revisit intention (8 = 0.099, p < 0.113) and
(3 =0.017, p < 0.415), hence H10 and H11 do not support.

Table 4. Moderation analysis

Relationship Beta Std T value P LL UL Decision
Error values

H9 PR —> ATT —>RI  -0.142  0.077 1.844 0.033  -0.268  -0.063 Supported

H10 PR — WIPI—RI  0.099  0.081 1.213 0.113  -0.018  0.244  Not Supported

H11 PR — SAT — RI 0.017  0.081 0.214 0415  -0.138  0.137  Not Supported

Source: Authors

5. Discussion

The COVID-19 pandemic has impacted family tourist confidence, which has changed their
travel behaviour, especially in leisure and recreation tourism destinations of water theme parks. The
study on the revisit intention post-pandemic, especially in the water theme park context received less
attention. Therefore, this study attempts to fill the research gap of the changes in family tourism travel
behaviour on revisit intention. It is necessary to investigate how perceived risk, and other factors affect
parents' decisions to repeat visits for leisure trips.
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The finding reveals that the moderating effect of perceived risk between attitudes has negatively
moderated effects on revisit intention. Furthermore, the three core variables of TPB have shown that
attitude, subjective norm, and perceived behavioural control are significant factors in revisiting the
intention. In addition, tourist satisfaction has a positive relationship with revisit intention. However, the
result has shown that the water theme park image has no relationship with tourists’ intention to revisit.
The study also found that the water theme park image, perceived service quality, and perceived value
positively influence tourist satisfaction on revisit intention.

5.1 The relationship between attitude and revisit intention to water theme parks

Attitude, the first variable in TPB, has a positive relationship with the intention to revisit water
theme parks. Aside from demonstrating the smallest effect sizes, the results are consistent with prior
studies or related research fields. The findings are consistent with the research by Sujood et al. (2023),
which indicates that attitude significantly predicts the intention of Gen Z Indians to visit heritage sites.
The study also cites findings from Hasan et al. (2020) who highlighted that attitude correlates positively
with tourists’ intention to revisit beach tourism destinations in Bangladesh. The findings indicate that
they possess a positive attitude, and parents believe that revisiting the water theme parks is
advantageous since it allows them to spend time with families, participate in activities, and have a
wonderful time together.

Hence, to support this family value, policymakers, water theme park managers, and marketing
departments should attempt to sustain tourists’ positive attitudes towards water theme parks by utilising
more promotions as a marketing strategy to leverage the positive attitudes of past tourists towards
niche tourism segments like water theme parks. The collaboration of government and private parties is
needed to design a standard water theme park with a family-friendly guideline that will lead to positive
perspectives among family-oriented tourists towards water theme park destinations.

5.2 The relationship between subjective norm and revisit intention to water theme parks

Subjective norms positively impact tourists’ intention to revisit water theme parks. The results
support earlier findings from other studies (Al Rousan et al., 2023), which signify urban tourists’
behavioural intention to visit national parks. Consequently, the findings from Sujood et al. (2023)
affirmed that family, friends, and peer groups influenced Gen Z to visit heritage sites. These effects
indicate that an individual’s behaviour regarding water theme parks has been influenced by social
pressure. Tourists depend on influential people’s collectivist views for their behaviour, especially
regarding revisit intention.

Thus, relevant parties should focus more on understanding the extent of social influence that
increases tourists’ intention to revisit, particularly among parents with children. Parents are always
prioritising children; thus, marketing efforts and advertising campaigns should not solely depend on
potential benefits to create a positive attitude but must involve family participation by offering a
comprehensive package of programs or activities that are appropriate for parents with children while
also attracting others to visit the water theme park. In addition, tourists can positively impact their
friends, family, and relatives through positive word of mouth, and this influence can significantly affect
their choices and future intentions through the affective image (Boguszewicz-Kreft et al., 2022).

5.3 The relationship between perceived behavioural control and revisit intention to water
theme parks

Perceived behavioural control positively impacts revisit intention among domestic tourists to
water theme parks. This finding is consistent with other studies on tourism destinations, in which Al
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Rousan et al. (2023) found that perceived behaviour positively influences tourists' intentions to visit
national parks. The intention to revisit Egypt as a travel destination is also positively influenced by
perceived behavioural control (Soliman, 2019). The present study's findings revealed that, regardless of
difficulty, the opportunity to perceive behavioural control is positively associated with tourists'
intention to visit the water theme parks. This revisit intention relates to willingness and opportunity in
either easy or difficult situations.

Therefore, managers should prioritize identifying the key factors that encourage tourists to
revisit the water theme park. By concentrating on targeted promotions during peak seasons, such as
public holidays or school breaks, managers can assist families in planning their visits more efficiently.
This approach allows parents ample time to make travel decisions and consider various factors before
choosing a destination.

5.4 The relationship between satisfaction and revisit intention to water theme parks

This study further supports the idea that tourist satisfaction is positively related to the intention
to revisit water theme parks. These findings are consistent with other studies conducted in the context
of studying theme parks. Milman et al. (2020) believed that tourist' satisfaction had a positive
relationship with revisit intention, based on their study in the United States theme park. Similarly, the
study by Lee et al. (2019) also established this relationship in a similar setting with the revisiting
intentions of visitors to United States theme parks.

Along with satisfaction, cognitive elements such as the physical setting, service quality, and
availability of basic amenities together with affective elements like enjoyment and emotional
expetriences of a water theme park's image play an important role in assisting tourists in making rational
evaluations that influence their revisit intentions. The common but impactful approach to gathering
feedback from tourists is to conduct a regular survey regarding the satisfaction of tourists visiting water
theme parks. Simultaneously, the survey findings will be highlighted to provide a high-quality level of
service to satisfy family tourists occasionally.

5.5 The relationship between water theme park image and revisit intention to water theme
parks

Further, the current study has found an unexpected finding: water theme park images do not
support the positive relationship with revisit intention to the water theme park. The finding is
contradicted by other studies (Bui, 2022; Soliman, 2019) that confirmed the destination image has a
significant relationship with revisit intention and intention to travel. However, the present study's
finding is aligned with earlier studies (Afshardoost & Eshaghi, 2020; Nguyen Viet et al., 2020) dealing
with tourist revisit intention to Vietnam and behavioural intention.

It shows that other interrelationship factors will influence tourists' intentions to revisit.
Depending on the quality of the image poster and its dissemination on social media, tourists may not
always have a positive perception; instead, satisfaction in visiting the water theme park plays a key role
in the decision-making towards revisit intention. Thus, the water theme park management must work
more on promoting and presenting a positive image of the water theme park so that family tourists are
excited to return.

5.6 The relationship between water theme park image and tourist satisfaction
However, the present study result demonstrated that water theme park image positively affects
tourist satisfaction. As mentioned in previous literature, the image of a destination is a critical factor in

the decision-making process (Lee et al., 2019). This study gains similar results to the studies conducted
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by Amalia et al. (2023) and Wu et al. (2018). The present study further supports the idea that the water
theme park image positively affects tourist satisfaction by encompassing cognitive such as cleanliness,
facilities, and safety measures together with affective image dimensions reflecting feelings and emotions
such as excitement or enjoyment.

Positive emotional experiences and favourable cognitive assessments of water theme park
attributes increase the likelihood that a tourist will be satisfied with their visit and inspired to revisit. In
light of this, the study's findings suggest that improving the cognitive and affective perception of water
theme parks is essential to raising family tourist satisfaction and intention to revisit. In addition to
preserving the physical quality of the water theme park, managers should concentrate on developing
emotionally compelling experiences that make a good impression.

5.7 The relationship between perceived service quality and tourist satisfaction

Perceived service quality is fundamental to tourist satisfaction (Hasan et al., 2020). This study
found that perceived service quality positively affects tourists' satisfaction with water theme parks. This
study's results align with Dileep et al. (2020), and Jedin and Balachandran (2021), who conducted their
study on avitourism and the edutainment theme park. The results implied that tourists believe positive
service quality could increase their satisfaction when visiting a destination. Abbasi et al. (2021) stated
that customers evaluate service quality by considering various attributes and elements offered by a
destination that is up to tourists’ expectations.

For this reason, to enhance good quality service for family tourists, it is important to emphasise
the basic elements like providing sufficient basic amenities, ensuring well-trained employees,
maintaining a high standard of employee communication, and upholding a high standard level of the
physical environment. These key indicators should be paid attention to when delivering a positive and
memorable experience for tourists.

5.8 The relationship between perceived value and tourist satisfaction

Furthermore, the results of the current study have revealed that perceived value positively
impacts tourist satisfaction. Perceived value plays a crucial role in the consumption process (Abbasi et
al., 2021). Many researchers have agreed that perceived value has positive effects on tourist satisfaction.
This study’s results align with previous studies (An et al., 2019; Libre et al., 2022) conducted the
intention to revisit Airbnb guests and tourists to the Philippines.

The results imply that if tourists’ expectations are met and the experience of visiting the
destination significantly affects their interest in revisiting, the value tourists perceive can affect their
satisfaction. In addition, since the respondents in this study are domestic family tourists, they can enjoy
the promotional or special discount rates available to local citizens through MyKad. Apart from
monetary value, the tourists perceived both as non-monetary, too. Hence, the government and water
theme park managers should initiate a proper plan to benefit the family tourists, as well as the water
theme park industry development.

5.9 The moderating effect of perceived risk on attitude, water theme park image, and
satisfaction on revisit intention

The moderation analysis result demonstrates that out of three variables, perceived risk only
moderates the effects of the attitude of revisit intention to the water theme park. This result indicates
that perceived risk has a strong negative effect on attitude and revisit intention. This means that if the
tourists perceive high risk, they are more likely to have a less favourable attitude towards revisiting. The
finding is similar to the other studies (Aji et al., 2021; Han et al., 2020), which affirmed that the
moderating effects of perceived risk between attitude and revisit intention have a significant
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relationship among international tourists to non-Muslim countries and behavioural intention for safer
destinations post-pandemic.

Since water theme parks involve many risky water-based activities, the results of the study have
implied that assessing the risk mitigation strategies is needed as precautions from any harmful
circumstances while doing activities. This study also finds that perceived risk does not moderate the
relationship between water theme park image and satisfaction. This finding suggests that the parents
were or were not concerned about the risks that could occur while visiting water theme parks, probably
because most of them were still young or already familiar with and had experience with the water
theme park surroundings.

6. Conclusion

The pandemic COVID-19 has changed family tourist travel behaviour on revisiting intention to
the water theme park. Families with children now prioritise safety, hygiene, and cleanliness when
deciding on destinations. This study aims to investigate the moderating effect of perceived risk on
tourist attitude, water theme park image and satisfaction. Besides, it also examines the multiple factors
that influence tourist behaviour to revisit intention to the water theme park (attitude, subjective norm,
perceived behavioural control, satisfaction, water theme park image, perceived service quality, and
perceived value).

The most novelty contribution of this study is the perceived risk moderated negative effect on
tourist attitude on revisit intention. Even if parents have a positive attitude towards visiting water
theme parks, their concerns about their children's safety are likely to reduce their willingness to revisit.
Crowded environments prone to viruses or accidents can greatly affect their intention to revisit. Parents
with babies, infants, and young children (ages 0-12) prioritise safety and hygiene, often avoiding visiting
water theme parks that have unsafe conditions or inadequate safety measures.

The core components of TPB theory — attitude, subjective norm, and perceived behavioural
control were found to be critical factors when deciding to revisit. It is also demonstrated that
satisfaction had a strong positive effect on revisit intention. On the other hand, the water theme park
image is evident it has a negative relationship to revisit but a positive relationship with satisfaction.
Positive service experiences and perceived value can boost satisfaction, alleviate patrents' concerns
about risk, and encourage repeat visits. However, unmet expectations, particularly concerning safety or
hygiene, can deter parents from returning despite their overall positive image of the water theme park.

6.1 Study implications

This study emphasises that the family tourists’ attitude is the most critical factor influencing
their revisit intention to water theme parks. For the family tourism market, primarily local stakeholders
such as tourism organisations, ministries of tourism, and water theme park operators, this means that
strategies should concentrate on establishing a positive perception of the water theme park's benefits.
Effective marketing communication tools must be used to communicate the value offered
(Kovanoviene et al., 2021) strengthen parents' attitudes and encourage revisiting by highlighting water
theme parks' distinctive, enjoyable experiences and benefits. To accomplish this, these stakeholders
could develop targeted strategies to improve the water theme park's image and perceived value, thereby
boosting the competitive advantages (Cuevas-Vargas et al, 2021). For example, enhancing family
tourist engagement through customised promotions and campaigns can help strengthen positive
parents' attitudes, ultimately encouraging revisits (Loi et al., 2017).

This study also demonstrated that the higher perceived risk negatively influences family tourists’
attitudes, reducing their intention to revisit. This finding suggests that tourism organisations and water
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theme park operators should address parents’ concerns about their children's health and safety.
Launching risk awareness marketing campaigns is an effective strategy specifically designed for young
parents, particularly Millennials and Gen Z tourists, who may not always recognize potential risks. This
is due to these generation groups being technology-dependent, who are digital natives. Thus, leveraging
social media to communicate about the readiness of the health and safety system to ensure that tourists
feel reassured and increase their desire to revisit (Abou-Shouk et al., 2023). Furthermore, improving
on-site safety, laying out precise rules, and upholding transparency can foster parents' trust and reduce
perceived risks.

In contrast, the results indicate that relying solely on developing a positive water theme park
image, alone does not significantly increase revisit intention unless family tourists are satisfied with their
experience. This suggests that rather than depending only on creating a strong brand image,
management should place a higher priority on enhancing parents’ satisfaction through memorable
experiences and high-quality service. Collaboration with the tourism ministry to secure funding and
resources could assist with budget constraints, enabling operators to improve facilities and marketing
efforts. This could improve both the image and satisfaction levels, encouraging family tourists to repeat
visits.

To rebuild public confidence in travel, this study highlights the need to adopt new norms
centred on cleanliness, safety, health, and hygiene that are in line with the guidelines in the Tourism
Recovery Plan (TRP) under the National Tourism Policy (NTP) 2020-2030. In the post-pandemic
period, water theme park operators should implement strategic initiatives to cater health-conscious
family tourists. Furthermore, by highlighting the water theme park industry's alighment with the
Sustainable Development Goals (SDG 3: Good Health and Well-Being), the water theme parks may be
positioned as places that encourage outdoor recreation and physical activity. Parents and children's
well-being can be further ensured by putting in place improved safety measures, emergency protocol
training for staff, and high hygiene standards, all of which support sustainable tourism.

6.2 Limitations and future research

The current study has several limitations that could inform future research. First, this study has
not integrated the full complexity of other dimensions of perceived risk. For future research, the study
may focus on integrating multi-dimensional risk perception models including health, financial, and
environmental risks. This can give insight into how multiple types of perceived risk influence decisions
and intentions to revisit. Second, this study lack of integration with digital technology. In the water
theme park studies, digital tools like virtual queuing and contactless ticketing have received less
attention. It may overlook how digital adaptations influence tourist satisfaction while reducing parents'
health and safety risks. It is recommended that future research investigate the role of digital technology
that could impact the tourist experience in the water theme park as well as other areas of study. Thirdly,
the study sample (family-oriented) was drawn specifically from Southeast Asia culture, which different
regions may produce different findings. This study suggests future research to conduct similar studies
in other regions like Central Asia or Eastern countries.
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APPENDIX I

This appendix consists of the independent and dependent variables used in this study. For independent
variables consisting of attitude was used a 5-point semantic differential scale, subjective norm,
perceived behavioural control, satisfaction, water theme park image, perceived service quality, and
perceived value was employed 5-point Likert scale (1=Strongly Disagree - 5=Strongly Agree).
Meanwhile, for the dependent variable of revisit intention, a 7-point Likert scale (1=Strongly Disagree -
7=Strongly Agree) was used to measure the study’s instruments. The list of items instruments used in
this study as per below.

Attitude

Visiting water theme parks are. ..

Good/ Bad

Pleasant/ Unpleasant

Enjoyable/ Unenjoyable

Favourable/ Unfavourable

Fun/ Boring

TR N~

Subjective Norms

1. People who are important to me think I should visit water theme parks.
Peaople who are important to me wonld support my decision to visit water theme parks.
Pegple who are important to me would understand why I want to visit water theme parks.
People who are important to me recommend visiting water theme parks.
People who are important to me approve of my visit to water theme parks.

SR s

Perceived Behavioural Control
1. I have enough time to visit water theme parks.
I can afford the entrance cost.
I believe there is nothing that would prevent me from visiting water theme parks.
I conld easily visit water theme parks.
It is completely up to me whether or not to visit water theme parks.

N

Satisfaction
1. I really enjoy visiting water theme parks.
I am satisfied with my decision to visit water theme parks.
I prefer visiting water theme parks.
I have positive feelings regarding visiting water theme parks.
This excperience from visiting the water theme parks is exactly what 1 need.

AR N

Water Theme Park Image

Water theme parks are safe and secure.

Water theme parks offer exciting places to explore.
Water theme parks offer interesting places to visit.
Water theme parks have beautiful scenery.

Water theme parks have exotic features.

Water theme parks offer good service.

Water theme parks have a good reputation.
Water theme parks offer good value for money.

SN R MmN~

Perceived Service Quality
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The basic amenities provided by water theme parks are sufficient.

Services are provided as promised.

The physical environment of water theme parks is excellent.

The physical environment at water theme parks is of a high standard.

I feel free to excplore and there are no restrictions to access as tourists.

Water theme parks that I recently visited are conveniently located and easily accessed to places 1 want to go.
The interaction 1 have with the employees is of a high standard.

Employees of water theme parks are always willing to help tourists.

The employees’ attitude in water theme parks will inspire the trust and confidence of tourists.

0. The water theme parks recognise tourists’ needs and strive to accommodate them.

Perceived Value

1.

SANRANE IS N

It is worth visiting water theme parks considering the money I invested.

It is worth visiting water theme parks considering the time 1 spent.

It is worth visiting water theme parks considering the effort I made.

It is worth visiting water theme parks considering the travel expense I spent.
The overall value of visiting water theme parks is reasonable.

W ater theme parks offer better guality/ more benefits.

Perceived Risk

1.

AR N

I am concerned about physical danger or injury if I go to water theme parks.

I am concerned if taking a trip to water theme parks will not provide value for my money.

I am concerned about travelling service guality/ equipment problems if I take a trip to water theme parks.

I am concerned abont disappointiment with the travel experience to water theme parks.

There is a risk of disapproval from friends/ family/ associates of my travel destination choice to water theme
parks.

Revisit Intention

1.

AR N

I wonld like to revisit water theme parks in the near future.

If given the option, 1 wonld choose water theme parks again.

I would come back to water theme parks in the future.

I wonld visit water theme parks more frequently.

Water theme parks would be my first choice over other destinations.
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