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Abstract

The purpose of this study was to investigate the role of service quality and word-of-mouth
on the return intention on the mediating role of destination image in Pooladkaf ski resort
in Fars province. The research method of this study was descriptive-correlational. The
statistical population consisted of all tourists in the winter of 2018 in Pooladksf ski resort.
Due to the uncertainty of the number of the statistical population, 384 questionnaires were
distributed by available method and 330 questionnaires could be analyzed. Four
questionnaires of sport Service Quality (Liu, 2008), Word-of-Mouth (Goythe et al, 2010),
Destination Image (Davis et al., 2009) and Return Intention (Lim, 2006) were used to
collect data. The face and content validity of the questionnaires were confirmed by 10
sport management professors and the reliability of the questionnaires was confirmed by
Cronbach's alpha coefficient. PLS software was used for fitting and testing the hypotheses
using Structural Model. The results showed that the service quality and word-of-mouth
advertising had a direct and significant effect on the intention of tourists to re-attend. The
mediating role of destination imagery on the relationship between service quality and
return intention as well as the relationship between word-of-mouth advertising and return
intention was confirmed. Model fit analysis also showed that the proposed model had a
moderate fit. Based on the findings of the study, it is suggested that by creating a
specialized committee, strategies should be designed and implemented to increase the
services quality and possitive word-of-mouth and thereby enhance the destination image
to increase tourists' return intention.
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Extended Abstract

Background and Purpose:

In addition to the services quality and advertisement, destination image is tourists’
one of the most important drivers. The destination image means the knowledge
(beliefs), experiences, and feelings of a tourist site that creates a general
understanding of that site in people's minds. Studies have often shown that
retaining current customers and returning them to the tourist site is much more
beneficial and less costly than attracting new customers. Moreover, attracting
tourists in the colder months, winter tourism destinations can balance tourism
throughout the year and, in addition to creating leisure and healthy recreation
among individuals, pave the path for regional development. The present study
aimed to investigate the role of service quality and word-of-mouth on the return
intention on the mediating role of destination image in Iran's ski resort hamed
Pooladkaf in Fars province.

Materials and Methods:

The study employed an applied-descriptive correlational research method in terms
of objectives and data collection. The statistical population consisted of all tourists
in the winter of 2018 in Pooladksf ski resort. Due to the uncertain number of the
statistical population, the sample size was considered as the largest sample size
(384). The available sampling method was used to randomly visit the ski resort
over the weekend. Those who were willing to fill out the questionnaires completed
them. After collecting the questionnaires, 330 questionnaires were analyzed. Four
guestionnaires were used to collect data:

1. The Liu Sports Quality of Life Questionnaire, which was partially adjusted for
the quality of tourism services and finally with 22 questions and five components
(tangibility and availability, validity and value, accountability and responsibility,
assurance and comfort, empathy and interaction); 2. The Word-of-Mouth
Inventory Questionnaire (2010) including 13 questions and three components
(severity, capacity, and content of the oral advertisement); 3. Destination Image
Questionnaire, extracted from Davis et al. (2009), including three questions, was
adjusted for tourism location; and 4. Lim's Return Intention Questionnaire (2006),
consisting of 7 questions, which was modified for the purpose of resettlement.
The face and content validity of the questionnaires were evaluated and confirmed
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by 10 sport management professors. The reliability of the questionnaires was
confirmed by Cronbach's alpha coefficient. Smart PLS software was used for
fitting and testing the hypotheses using structural patterns.

Findings:

The results showed that the negative advertisement component had a factor
loading smaller than 0.6, so it was removed from the original model and re-run,
and they have a good reputation. Also, all Cronbach's alpha coefficients and
composite reliability of the present variables were acceptable, so the reliability of
the measurement model is confirmed. The AVE values of the current variables
were bigger than 0.5, thus having high convergent validity. The results showed
that the service quality and word-of-mouth advertising had a direct and significant
effect on the intention of tourists to re-attend. Given the significance value
obtained for the paths between variables, seven model hypotheses were
confirmed. Significant coefficient value of the first hypothesis (effect of Word-
of-Mouth on re-intention) was 3.842 and the second hypothesis (quality on re-
intention) was 4.438, showing that Word-of-Mouth and quality has a direct and
significant effect on re-intention. The significance value for the third hypothesis
(effect of Word-of-Mouth on location image) was 2.008 and for the fourth
hypothesis (effect of quality on location image) was 5.268, showing that verbal
advertisement and quality had a direct and significant effect on location image.
The significance coefficient of the fifth hypothesis (the effect of location image
on return intention) was 9.673. This confirms the fifth hypothesis, showing that
the destination image is affected by the tourists’ return intention. According to the
third, fourth and fifth hypotheses of the research, the sixth research hypothesis
(with the mediation of the destination image in the relationship of Word-of-Mouth
and return intention) and the seventh hypothesis (mediating the image of place in
the relationship between quality and intention to reappear) are confirmed. So the
mediating role of destination imagery on the relationship between service quality
and return intention as well as the relationship between word-of-mouth
advertising and return intention was confirmed. Model GOF also showed that the
proposed model had a moderate fitness (GOF = 0.202).

Conclusion:
As the results showed, the managers of this sports venue can be advised to increase
their tourist intentions by encouraging to talk about the attractions and culture of
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the area with their friends, relatives and co-workers and to share their travel
experiences. Considering some prizes and gifts for tourists to encourage other
potential tourists to the tourist destination in addition to forming a pleasant
memory and experience, they can encourage potential tourists by creating positive
Word-of-Mouth about tourism. This, of course, requires providing a memorable
experience for tourists through the provision of tourism products and services
(such as recreation, welfare, transportation, a sense of security, etc.), which
requires the use of trained people to provide tourism services. Finally, it is
suggested that by creating a specialized committee, strategies should be designed
and implemented to increase the services quality and positive word-of-mouth and
thereby enhance the destination image to increase tourists' return intention.

Keywords: Destination Image, Sport Service Quality, Return Intention, Winter
Sport Tourism, Word-of-Mouth.
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2. Composite Reliability (CR)
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Composite Reliability

. & Lﬁ 2.
obly (il . . S
= Pl %) O,
AVE >0.5) (CR>0.7) (Alpha > 0.7) Concealed
' Variables
0.707 0.944 0.931 oyam e
Return Intention
Slods CudS
0.626 0.892 0.849 e
Service Quality
Pt Slils
0.598 0.817 0.710 Word-of-Mouth
Advertisment
0.556 0.790 0.701 oT A

Destination Image

Sl Joe 051
RZL R SqUare cul,s 5l (iosd 5o owhdhis ooy b ool Joe (gl oy 6l
Ui s 6 pSosll gl it 55,8 bate sl a5 ol 5 ks R? 058 o osliiul Q7 JLe
2 Bosn sesie a0l 6)*-’[’ ok g 090, @ kSl Yol g3luJae (g kSl
WS o pateia |y Joe (it 508 45 Cal (5kne Q7 038 oa (M) 30090 eite
G5 S8y sboils sl R puslie oz 5,lad Jaz b Gillas (VYA woolils, 5 5,510)

1. Barclay
2. Fornell & Larcker

—@ =Tl Creative Commons Attribution-NonCommercial-NoDerivatives 4.0 International Public License



VFer 592 50 9 010 po PV 0 )Llolh Y 090 £ )59 Cu poo Olallas b

Basmslis il iy Jow o, sojls 4 bgyye R? olis az 2 ol oud dloe
&3l Jao bugie Sisln o5 S5 Bl slez 8iled Jgazr 4 azgi b CawsSIl e (35
S35 a9l gk
150595° W io Q2 3 R ulpss -F Jou
Table 4. Coefficients R? and Q? of Endogenous Variables

Q? R2 13095 sl it
Endogenous Variables

0.338 0.517 oyaz wad
Return Intention

0.114 0.226 o7 R
Destination Image

615 Jowo L;“}‘)'?
S sk 5l Jae (IS 5l (Joe b3l it g s pSeslal it 5l (o) Sl o
Dgdien Al 5 Alaly By 5l jlere ol (Y2 F QLR 5 Gugleass) wyT e Cawaa; GOF

GOF = \/communalitiesx? ALY

2o GOF (6l ((1¥%) (698 3 (+/V0) Lawgio ((+/+ 1) Chunss jlaiie duw Sl 4 495 b
ooyl p sasesylis GOF (olp +/YAe Jlade yad Jols oY+ Q& o)) Ken g el i) ol oo
ool Giogh S Joe lawgie

obailyl Juko 30 g3y (a8 (39051
slagae (3ln (omyp 5l om &5 e Gl e (R, 50 Wesls s b 565!
a5 oSy gk slaars b sail 5 s @ Olgies SIS oo 5 syl S s o3l
Wil i [1.96] 5l o3l o (1) s coyo polie a5 lKin ow, imgh sloassl
LYV ohlSan 5 55a5) ol gy &e38 0l 5 bgye hole (g folins Baimsglis
.).ub Joe 45,8 can o psio o 6B e (gl o] Cawddy Gololse o Jlode 4 az g8
b plp (asme jpa> 0ad p alas wliks ;55) Jsl 408 )bl cupd jlaie 98 oo

1. Tenenhaus
2. Wetzels

—@ =Tl Creative Commons Attribution-NonCommercial-NoDerivatives 4.0 International Public License



N wygas 50 (Al Olld g Olous CalnS I (g i

OM] Cowddy AARRS l.u ).v‘).) ()9..49 duad » W.Q..S) £9o :\.o..aJB Ls)‘oLum w)..c )‘JM 9 YIAYY
..\s)bLg)lol;.u9M&M)§kom)@wﬁq@5@u&QWMo@QWle
Sl Ve ALl (e g o oalid Slls 131) pgw 808 (5l (6 Ioline sy yloie
Slids ams o lis a5 wel Cews 4 OIVFA bl (e poas » cuiS 50) ol s 3
b sl s oline cu o Jlade 5yls (o lolins g puitins ;53U S0 gyl p CuisS 5 alad
oty dndyp anli 5l (Sl a5 39 VPVY b plp (aze jpi wad p GlSe g 50) ey
@ arg bl 8,50 K80 ,5 same jphn dad p e peas was e olid g Sl
baly )0 Hle pgal (3 Plie) bl Al B (a2 9 o)l po SlBAnd B bl
O Ay o (e pgal Gog le) piie 4nd )8 g (Suzme jpa> wad g (alad Dbl o
Ded o d.,.)i) (Sozxo jga> duad g CoblS

lpd @ 4z g b oS oy 1) DSt Sud b gl sladans B (6 loliae (o) 2 5l
255yt OlpedS 51, VY olie 4y CodeS 5 olad lals 90 8)led SO )0 (s
Glp 20,5 el pelies jobay |) jeas dad e Oless )l as,o OVY slail 4 g 1SG
e dad b CudS g el olels ple ) o (e ppal esie Kok JloS
aab kS 5 olad Slipls 6851 ey sl b ool g Ggeil 1 Gl R8s S
Sls Hlas ol .o solatwl Jogew Gyaejl 5l ey pgal (milie ki Goyb 5l K05 ga>
9 o[£y l.)).:‘)) )9.9 M.gj) (SQLQM ul.v...l.u W}"‘CN dl)a J\J}m QBA)—‘ 3)[40] )‘J.M as
w‘ra EJ.ATWQAJJJOLQA MTWQ@?/?V‘ b):‘):)ﬁmwﬁmwrcw&‘ﬁ
L}M.QJ ‘uli.e ).!9‘4..! J.M as J.{bo‘sa QLM.J JJBM 6Lbo)l.n1 u‘)..uo 9 W},..c duw b)bul...w‘
Dyl K0S g b p CuiS g olid Slinks 5t e bl o b

1. Sobel Test

—@ =Tl Creative Commons Attribution-NonCommercial-NoDerivatives 4.0 International Public License



VFee 593 50 9 010 0 PV 0 )lolh VY 090 ¢ 59 Sy poe Olalllao

Jg 59031 Gy 4 (o ko IS oy -0 Jgu
Table 5. Investigating the Role of Mediator Variable by Sobel Test Method
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