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Abstract: - Craft villages play an important role in developing the cultural tourism and improving the
attractiveness of cultural characteristics and traditional handcraft products to visitors. Although having many
strengths, the development of Vietnamese craft villages tourism is still not commensurate with the inherent
potential. The purpose of this study is to assess the relationship among expectations, satisfaction, and loyalty of
visitors to craft village tourism in Hanoi. By applying the PLS-SEM method, the research has tested six
hypotheses based on the survey results of 236 tourists at two famous tourist village of Hanoi: Bat Trang and
Van Phuc. The result shows the positive related of tourists' expectations and tourist perceived value (B = 0.6),
tourist satisfaction (B = 0.5) and tourist loyalty (B = 0.39). Similarly, the result indicates the positive
relationship of perceived value, satisfaction (f = 0.28) and tourist loyalty (B = 0.2). Finally, the testing of the
relationship between tourist satisfaction and tourist loyalty has been verified and is supported (fp = 0.176).
Conclusions, managerial implication, and suggestions for further studies are also included in the conclusions

section of this study.
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1 Introduction

According to the "Vietham = Tourism
Development Strategy to 2020, vision to 2030", By
the year of 2030 Vietnam becomes a country with a
developed tourism industry. With the advantage of
abundant and diversified tourism resources,
Vietnam will be an attractive destination in the Asia.
As mention by Vinh [35] Craft villages tourism is
the high-quality cultural tourism, that exploiting the
tangible and intangible cultural values and
handicraft products made by traditional village
laborers. As a tourism resource, the objective of
craft villages tourism is to supply the cultural
learning, sightseeing, entertainment, especially
through which tourists can directly see and
participate in some handicraft products, [38]

Hanoi is recognized as the largest concentration
of craft villages in Vietnam with 1,350 craft
villages, accounting for 59% of the total number of
villages nationwide, of which 277 handicraft
villages have been publicized by the city and
accepted as traditional craft villages, such as Bat
Trang ceramic, Van Phuc silk, Phu Vinh bamboo
and rattan, Trieu Khuc weaving, Dai Dong
embroidery, Ha Thai lacquer, and Kieu Kieu gold
and silver inlaid ... which was dubbed as A unique
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cultural tourism resource, the traditional trade
village of Hanoi also carries with it many potentials,
strengths and favorable conditions to develop the
type of craft village tourism. However, despite has
many strengths with famous brands that have
appeared in tourist guidebooks, the development of
craft village tourism is still not commensurate with
the inherent potential. The rate of visitors to the
trade villages compared with the tourists of the
whole city is still low and the main revenue comes
from selling handicrafts. Tourists' spending on
supplemental services is almost nonexistent.
Economic increases leading to increasing of
tourism activities and the competitiveness of tourist
destinations. Therefore, to attract more tourists than
other destinations, the importance key is to create
satisfaction and increase visitor loyalty. Studies
show that increased destination attractiveness has a
positive impact on visitor satisfaction [3] and their
loyalty (23, 26] is also a factor that influences a
visitor's satisfaction and loyalty [14, 34, 39].
Therefore, to have a basis for planning tourism
village development, it is necessary to identify the
main factors that create the tourist expectation,
satisfaction as well as their influence on their
loyalty. Although, such studies for tourist
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destinations around the world are conducted quite
commonly [ 23, 26, 14, 34, 39]. However, Craft
villages tourism studies in Vietnam are still limited.
Therefore, this study was conducted to evaluate the
relationship of expectations, perceived value,
satisfaction and loyalty of through the case of
tourists visiting craft villages in Hanoi to give some
suggestions for tourism managers, travel marketers
in improving the image of the destination,
increasing satisfaction and increasing the rate of
return visitors.

2 Literature review

According to Drivera and Knopf [7],
expectations are the beliefs of tourists about a tourist
destination or cultural and entertainment activities
that can meet certain needs of tourists, the
expectation is the source and the reason for
approaching or not reacting of a destination. Lin
(2008) argues that expectations are desires or needs
for a service or product that a service provider
should provide, so expectation of the visitor will
lead to positive development in decision making
with the destination. As study of Wu and Lin (2012)
Expectation measures the ability to expect, demand,
failure psychological costs, important expectations
of others, the value of work, the degree of
swimming involved. Chen et., al [3];
Narangajavana et., al [27] and Lim et., al [23]
pointed out that expectation refers to the beliefs that
people act to fulfill the desire and beliefs, which
determine human Dbehavior, and thus create
motivation. As many scholars have different
concepts of expectations, this study assumes that
tourist expectation with a Craft villages tourism is a
response to certain needs or aspirations, that
expectations are a short-term belief and determine
tourist behavior. In this case, Craft villages tourism
need to create the attractive culture activities and
provide the high-quality product to meet the tourist
expectations.

Perceived value is a consumer appreciation of
the value of a product or service [4, 31]. There is
several recent studies have shed light on the
importance of perceived value of tourists to the
destinations [31, 32, 21]. Perceived values will be
changed based on product or service and based on
different measured in different regions [21].
Traditionally, perceived value is thought to be a
function of product prices, but in recent years,
monetary value has been the main indicator of
perceived value [8]. Monetary value recognizes the
value of a consumer behavior approach to defining
perceived value. However, other psychological
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factors, such as quality, emotional response and
reputation, can also influence the decision to
purchase a specific product or service [30].
Prebensen and Xie [31] point out the importance of
including the mastering and co-creation dimensions
in acknowledging tourists' as resource integrators
for value creation in experiences. Kim and Park
[15], Mai et.al., [24] show the positive relationship
among perceived value and tourist satisfaction were
a significant antecedent of destination loyalty.
However, related perceived value with Craft
villages tourism is still limited in the previous
literature. Almost of the study is related to culture
heritage or rural tourism [31, 22, 24, 17].
Satisfaction related to tourism has been
conceptualized and defined in various ways [41].
Torres and Kline [35] noted that customer
satisfaction is often seen as a personal perception of
the perfection of a product / service in relation to
their expectations. Satisfying customer expectations
will bring satisfaction. Baker and Crompton [1]
regarded tourist satisfaction as the emotional state
after touring. Since tourist satisfaction is divided
into two categories: Transaction satisfaction is
based on the post-purchase evaluation and
accumulated satisfaction that is based on an overall
evaluation use tourist experiences over time [2]. To
determine the level of tourist satisfaction with a
specific holiday destination, previous researchers
have used various instruments that generate gap
scores based on the difference between the
expectation and perception of the delivery of
particular services associated with that destination
[35, 2, 41). This approach is not holistic in that it
does not address the total holiday experience. The
expectation can be defined as the ideal or desired
performance of the establishment [19]. Chen &
Tsai [5] conducted a study of tourist destination
selection, showing that satisfaction is an extension
of general pleasure or visitor satisfaction. For
further testing, Chi & Qu [6], Lai and Vinh [20],
Vinh [36] has a similar conclusion: attribute
satisfaction (operating in the same way as perceived
quality) is the premise for tourist satisfaction,
attribute satisfaction and Overall satisfaction is the
two key determinants of visitor loyalty [36, 33].
Prebensen and Xie, [31], Lee et. al. [22], Vinh
[36] find that there was a significant correlation
between tourist satisfaction and the intention to
return to cultural destinations with specific activities
causally related to the feature of the site. come.
Their study also find that tourism satisfaction has a
significantly positive direct correlation with
intention to return. In the context of tourism,
Kuusik et al [18] note that destination loyalty is
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viewed as a tourist’s level of intention to revisit the
destination [36, 33] and as the tourist’s perception
of a recommendable place [31]. Similarly, Kuenzel
and Katsaris [16] describe post-visit behavior as the
intention to return (purchase intention/loyalty) and
recommendations through word-of-mouth (WOM).
Chi and Qu [6] conclude that attribute satisfaction is
antecedent to overall satisfaction and that attribute
satisfaction and overall satisfaction are both
determinants of loyalty. In addition, Mohamad et al.
[25] provide empirical evidence that confirmed the
positive and significant relationship between tourist
satisfaction and destination loyalty. From the
findings of previous literature reviews, this study
proposes the following hypotheses:

H1: Tourists' expectations is positive related to
tourist perceived value with craft village

H2: Tourists' expectation is positive related to
tourist satisfaction with craft village

H3: Tourist expectations is positive related to
tourist loyalty with craft village

H4: Tourist perceived value is positive related to
tourist satisfaction with village

HS5: Tourist perceived value is positive related to
tourist loyalty with craft villages.

H6: Tourist satisfaction is positive related to
tourist loyalty with craft Villages.

Toufists*
expectation

Tourist perceived
value

Tourist loyalty

Tourist
satisfactios

Fig. 1, Research model
3 Research method

3.1 Questionnaire and sample design

The question in the questionnaire are based on a
review of the relevant literature and on interview
conducted with tourist and tourism experts. The
experts include four professors in tourism faculties
and three in tourism industry. Then the
questionnaire was distributed for forty tourists in the
Van Phuc silk village to confirm the logic of
questionnaire (Cronbach anpha pilot test are: tourist
expectation is 9.2; tourist perceived value is 8.5;
tourist satisfaction is 8.8 and tourist loyalty is 7.8).
The questionnaire consists of three parts: the first
part is demographic information of respondent, the
second part is the questionnaire related to the
factors: the tourist expectation include 10 items that
developed from study of Murphy, et al. [26] Torres
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and Kline [35] and Lim et., al [23] the tourist
perceived value include three item that developed
from study of Prebensen and Xie, [31] Mai et.al.
[24] the tourist satisfaction includes three factor that
developed from study of Bogale et. al. [2] and
Zhang et. al. []41. The third part of questionnaire is
related to tourist loyalty factor include three item the
were revised from study of Prebensen and Xie [31],
Lee et. al., [22] Vinh [36] ( I would choose the
destination again for my future travel; 1 will
recommend the destination to friends and relatives; I
will recommend the destination through social
networks such as: Facebooks, Twister, Instagram
etc.). All questions regarding tourist expectation,
tourist perceived value, tourist satisfaction and
destination loyalty were measured by five-point
Likert scales (ranging from l=strongly disagree to
S=strongly agree).

As the purpose of the study is to identify and
analyze the relationship between expectations,
satisfaction and loyalty of visitors to craft village
tourism in Hanoi. after visiting Vietnam, the
primary data were finally collected in December
2019 and January 2020 in Vanphuc silk village and
Battrang ceramic village in Hanoi. After
distributing a total of 300 questionnaires over 5
weeks, 287 questionnaires were collected, 51 of
which were incomplete. The usable and effective
questionnaires for this study totaled 236,
representing a response rate of 78,6%.

3.2 Measures

The questionnaire was originally prepared in
English. The statistical package for SPSS version
22.0 and the partial least square structural equation
modeling tool SmartPLS 3.0 were used to analyze
the data for the questionnaires. First, an explorative
factor analysis (EFA) using the principle component
method was performed to reduce the number of
variables and to look for underlying constructs
within the data. Data were checked for suitability
for this type of analysis. This study calculated the
determinant of the correlation matrix to eliminate
the extreme correlations between different variables,
and then followed with the assumption that a factor
analysis for those correlations among variables
would be moderate. Second, based on the
questionnaire, an appropriate assessment for partial
least square structural equation modeling was used
to assess the validity and reliability of the constructs
of the measurement scales [13]. Finally, a series of
steps using SEM analysis was utilized to test the
moderating significance of the hypotheses. The
hypothesized relationships depicted in Figure 1 were
measured using SmartPLS 3.0 through path
analysis. All hypotheses in this study were
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developed based on empirical evidence from
previous studies.

4 Result analysis
4.1 Respondent profile

The usable questionnaire shows that among 236
respondents, there is 152 people is male account for
64.4% and female is 84 people and account for
35.6%. A plurality of the visitors fell into the 26-45
years old age group, representing 42.8% of the
respondents. Respondents older than 60 years of age
were few, accounting for only 9.7%. the survey
revealed that the education level of tourists traveling
to Vietnam was relatively high, with72% having
earned at least a bachelor’s degree. Only 15.7% of
respondents had no higher than a high school
education. Most of the tourists were first-time
visitors (64.4%). With regard to their career for
visiting, the survey revealed that 43.6% of the
visitors reported as office staff or worker, 6.4% is
businessmen, student is 17.8% and 32.2%
indicated as others. Regarding tourist nationality,
20.8% were visiting from China, 19.5% were
visiting from the United States and 13.6% were
visiting from Europe, Just 11.4 % of the visitors
were Asean countries, 14% visitors were Asia and
the remaining 20.8% were visiting from other
countries. Regarding the information source: 49.6%
visitor information source come from internet,
25.4% from television and remaining 25% from
others sources. Table 1 shows the respondent
profile.

Table 1, Respondent profile

Demographic characteristic Frequency Percentage

Gender Male 152 64.4
Female 84 35.6
Age Below 25 36 15.3
26 - 45 101 42.8
45 - 60 76 322
Over 60 23 9.7
Career Businessmen 15 6.4
Student 42 17.8
Staff 103 43.6
Others 76 32.2
Education High school or 37 15.7
lower
Bachelor 170 72.0
Master or higher 29 12.3
Experience Repeaters 84 35.6
First-timers 152 64.4
Nationality USA 46 19.5
China 49 20.8
Europe 32 13.6
ASEAN 27 11.4
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Asia 33 14.0

Others 49 20.8

Information Internet 117 49.6
source TV 60 25.4
Others 59 25.0

Total 236 100.0

4.2 Reliability Analysis and Construct

Validity

Table 2, Reliability and construct validity

Cronb Composit Ave.rage
\ rho Variance
ach's A ¢ Extracte
Alpha Reliability d (AVE)
Expectation 0914 0918 0.928 0.565
Perceived 0876 0.884 0.924 0.801
value
Satisfaction 0.882 0.886 0.927 0.809
Loyalty 0.783 0.817 0.874 0.700

Table 2 show the reliability and construct
validity Cronbach's Alpha Index is a traditional
reliability measure; composite Reliability index is
more commonly used for PLS-SEM analysis; The
variance index (AVE) is also an important indicator
for data evaluation. The data ensures reliability
since Cronbach’s Alpha and composite Reliability
are greater than 0.7 and AVE is greater than 0.5,
Therefore, all of the factors were accepted and
deemed reliable, as recommended by Hair, et
al.[11].

The results in Table 3 indicate that there are 2
observed variables with a core value less than 0.7
which have been excluded from the model,
including: The beauty of nature (EXP3); Local
cuisine (EXP4).

Table 3, Loading factor matrix

Expectatio Perceived Satisfactio Loyalt
n value n y
EXP1 0.732 0.422 0.470 0.484
EXP2 0.715 0.371 0.453 0.337
EXP5 0.726 0.543 0.509 0.516
EXP6 0.768 0.515 0.550 0.572
EXP7 0.762 0.504 0.518 0.489
EXPS8 0.837 0.472 0.580 0.552
EXP9 0.795 0.425 0.522 0.459
EXP10 0.766 0.450 0.468 0.486
PER1 0.521 0.914 0.442 0.489
PER2 0.491 0.890 0.515 0.414
PER3 0.591 0.881 0.588 0.533
SATI 0.548 0.513 0.885 0.459
779 Volume 16, 2020
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SAT2 0.655 0.530 0.924 0.545
SAT3 0.594 0.525 0.890 0.487
LOY1 0.762 0.399 0.484 0.709
LOY2 0.608 0.526 0.577 0.896
LOY3 0.538 0.474 0.507 0.886

The discriminant validity was found to be
evident in the AVE because the constructs were
greater than the squared correlation between the
constructs, and hence the relationships between
measures and constructs were stronger than the
relationships between constructs themselves. This
result indicates that all the items have an acceptable
convergent validity and discriminant validity in
explaining the theorized constructs [12]

Table 4, Discriminant validity

Expectat Perceived Satisfact Loya
ion value ion Ity

Expectatio 0751

n

Perceived 4 502 0.895

value

Satisfaction 0.554 0.581 0.900

Loyalty 0.635 0.540 0.668 0.836

Table 5, VIF, 2, R? va R? Adjusted Value

Expectati  Perceived  Satisfacti R?
on value on R? Adju
(VI f2 (VI 2 (VI £ sted
F) F) F)
Perceive 1.0 0.2 0.4 045
d value 00 67 62 7
Satisfacti 1.5 02 14 0.0 04 045
on 67 17 71 99 59 2
Loyalty 2.0 0.1 1.7 00 19 00 04 049
64 41 23 43 87 29 97 3

The table 5 shows the value of the variance
inflation factor (VIF) of all variables in the model is
less than 3 indicate no multicollinearity problem as
suggested by Hair, et al., (2014). The next indicator
to consider is the R2 value of the structured
variables. Significant value levels of R2 depend on
the application applied. The R2 values in Table 5
shows the appropriate level in this study. The value
of 2 function represents the level of influence of the
structure when removed from the model. Structures
with f2 values less than 0.02 demonstrate a low
level of influence in the model. In this model, all
links are highly influential (2> 0.02). Thereby
indicating an acceptable fit

4.3 Structural Model Analysis
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This study proposed six hypotheses, table 6 and
fig. 2 shows the result of hypothesis testing.

Table 6: Result of hypothesis testing

Path 0 T Hypothes
is result

Expectation > 05 9686 0000 Supported

Perceived value

Expectation > 50 5798 .00 SuppOrted

Satisfaction

Expectation -> 0397 5471 0.000 supported

Loyalty

Perceived supported

value-> 0.280 3.857 0.000

Satisfaction

Perceived supported

value-> Loyalty 0.200 3.412  0.001

Satisfaction -> 0.176 2190 0.029 supported

Loyalty

All hypothetical relationships in conceptual
model are supported. The result shows that tourists'
expectations is positive related to tourist perceived
value with craft village with the value of = 0.6 (
t= 9.686; p<0.05), tourists' expectations is positive
related to tourist satisfaction value with craft village
with the value of f§ = 0.5 ( t= 6.798; p<0.05) and
Tourist expectations is positive related to tourist
loyalty with craft village with the value of = 0.39(
t= 5.471; p<0.05). This results show a very
interesting finding that the rank of the relatioships
between expectations for the remaining variables:
perceived values, satisfaction and loyalty are very
high, it means that the gap between expectations and
satisfaction has been shortened. It contrasts with
previous studies results, a number of previous
studies on Vietnam tourism shows the long gap
among expectations for a Vietnamese destination
and satisfaction or event have the negative
relatinship [28, 37, 17).

Similarly, the result indicated the positve
relationship of percived value, satisfaction (f =
0.28, t = 3,857; p <0.05) and tourist loyalty (B =
0.2, t =3. 412; p <0.05) . Finally, the testing of the
relationship between tourist satisfaction and tourist
loyalty (the higher the overall satisfaction, the more
positive the destination loyalty is) has been verified
and is supported (fp = 0.176 (t = 219; p <0.05). This
finding corroborates the findings of previous studies
such as [36,9, 33, 28].
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0.602 (9 639)

0\ ~0.397 (5.534)
Toutiste" 0.500 (6. 902)
expecfation
———————0.176 (2.208)
20um loyalty

0 280 (2.838)

satisfaction
0/1-0 .200 (2.057)

Tourist percaived
value

Tourist

Fig. 2, Model result

5 Conclusion

Aming to assess the relationship of tourist
expectation, satisfaction and loyalty with the craft
village in Hanoi, Vietnam. This study used 236
questionnaires from international visitors who
visited two craft village included Battrang ceramic
village and Vanphuc silk village. The partial least
square structural equation mode was used to verify
the proposed hypotheses.

The results indicated that all six hypotheses are
supported. These results show some similarities
with previous studies while showing the link
between perceived value - satisfaction - loyalty
(traditional model in tourism research such as: [36,
9, 33 and 28.) Besides, the study also showed the
links between expectations - perceived value;
expectations - the satisfaction and expectations -
loyalty is strongly supported with a value of B,
respectively: 0.602; 0.500 and 0.397. As mentioned,
previous studies often show the positive relationship
of expectations and perceived values [15, 20, 22,
24]. However, this study shows a strong positive
relationship between expectations and satisfaction
and loyalty, which will be an important finding for
tourism marketers in promoting the image of the
destination. Vietnam marketers expect to realize the
visitor’s dreams to experience quality service with a
high quality based experience. In order to realize
this ambition, any experience should include all the
elements that attract visitors.  The effect of
satisfaction on the loyalty of tourists to the
destination of craft villages in Hanoi with a value of
B = 0.176. This result is consistent with those of
Chen and Tsai [5], Zabka et al. [40], Vinh, [36] and
Suhartanto, [33] which all provide empirical
evidence confirming a positive and significant
relationship between tourist satisfaction and
destination loyalty in culture heritage tourism.
However, in their studies, the perceived quality is
considered as the mediating variable for tourist
satisfaction and destination loyalty [5, 40]

E-ISSN: 2224-3496

781

Nguyen Thi Kim Thanh,
Nguyen Quang Vinh, Ngo Trong Tuan

From the perspective of managers, tourism
marketing, especially for cultural tourism sites (the
strengths of Vietnam), cultural activities in the
tourist area need to be organized and diversified.
Especially, tourists were extremely impressed with
the activities of hand-crafting ceramic products in
Bat Trang village, or activities to explore the silk
production process of Vanphuc village. Those
activity really impresses visitors, so marketers need
to stand out more to attract the attention of tourists
to traditional village tourism. In addition, the quality
of service needs to continue to improve, especially
the staff at the destination (guides, salespeople at
souvenir shops, waiters at  restaurants,
accommodation facilities ...) in recent years there
has been a significant improvement in service
quality, but currently Vietnam in general and Hanoi
in particular are still underestimated in terms of
service quality (Thuy et al. 2019 and Ha, et al.
2019). Because of the quality of service, the return
rate of tourists is still low (specifically in this case,
it is over 30%).

Although this study contributes to the theoretical
and managerial implications, the model used in this
study should be more developed regarding trip
quality and destination image in the future. The
study only conducted surveys in two locations of
Hanoi craft villages, while other craft villages
should also be surveyed, the attributes of
expectations have not focused specifically on
tourism activities of a craft village. Also, future
studies with larger samples could be conducted to
allow for comparisons between national and foreign
tourist behaviors as well as between experienced
and non-experienced tourists.
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