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Abstract

Nature-based wellness resorts have emerged as tourism spaces that integrate leisure, well-
ness, and sustainability. However, the psychological mechanism through which these
resort experiences shape visitors’ positive emotions and sustainable behavioral intention
remains insufficiently understood. Drawing on Schmitt’s strategic experiential modules
and the stimulus—organism-response framework, this study examines the relationships
among nature-based wellness resort experiences, positive emotional experience, leisure
satisfaction, attitude toward sustainable resort use, and sustainable behavioral intention.
An online survey was conducted among Korean adults who had visited green-season
nature-based wellness resorts in Gangwon-do and Gyeonggi-do, South Korea, within the
previous 12 months. Using 786 valid responses, the data were analyzed through confir-
matory factor analysis and structural equation modeling. The results showed that feel,
act, and relate experiences significantly influenced positive emotional experience, with act
experience having the strongest effect, whereas sense and think experiences were not sig-
nificant predictors. Positive emotional experience positively influenced leisure satisfaction,
attitude toward sustainable resort use, and sustainable behavioral intention. Leisure satis-
faction and attitude toward sustainable resort use also had positive effects on sustainable
behavioral intention. In addition, mediation analysis confirmed that leisure satisfaction
and attitude toward sustainable resort use partially mediated the relationship between
positive emotional experience and sustainable behavioral intention. These findings extend
experiential marketing theory and the S-O-R framework to nature-based wellness resort
research and demonstrate that positive emotional experience serves as a key psychological
pathway linking resort experiences to sustainable behavioral intention.

Keywords: nature-based wellness resort; positive emotional experience; leisure satisfaction;
sustainable resort use; sustainable behavioral intention; experiential marketing; S-O-R
framework

1. Introduction

In recent tourism and hospitality research, resorts have gradually been redefined as
experiential spaces that go beyond their traditional roles of accommodation and leisure
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provision. Contemporary resorts are expected to provide visitors with integrated expe-
riences that include sensory pleasure, emotional recovery, healthy leisure lifestyles, and
sustainable tourism consumption [1-3]. This transformation is particularly evident in ski
and mountain resorts. Traditionally, ski resorts have been regarded as seasonal recreational
facilities that rely heavily on snow-based winter sports. More recently, however, many ski
resorts have been repositioned as four-season mountain tourism destinations by combining
mountain landscapes, forest resources, walking trails, wellness facilities, and nature-based
leisure activities.

This transition is closely related to structural changes in the ski tourism market.
Ski tourism is vulnerable to climate change, unstable snowfall, and changing leisure
preferences. Recent studies on Alpine ski destinations suggest that climate adaptation in
snow-dependent destinations requires not only technical responses, such as snowmaking,
but also broader diversification strategies [4]. In this regard, the development of green-
season wellness experiences can be understood not merely as an additional leisure product
but as part of a broader strategy for transforming ski and mountain resorts into sustainable
year-round mountain destinations [5]. In response, many ski resorts have expanded non-
ski activities and wellness-oriented services and facilities to reduce seasonal dependence
and diversify visitor demand [6,7]. Previous studies have also shown that ski resorts are
diversifying their winter sport-centered business models by introducing hiking, mountain
biking, events, nature-based leisure activities, and wellness programs, thereby transforming
themselves into year-round mountain tourism destinations [8]. This trend indicates that
resort visitors” motivations are no longer limited to sport participation or accommodation
services, but have expanded to include rest in natural environments, psychological stability,
emotional recovery, social bonding with family members or companions, and the pursuit
of healthier lifestyles [9-11]. In this sense, green-season resort experiences have become
an important strategic basis for reinterpreting ski and mountain resorts as nature-based
wellness destinations.

Research on wellness hotels, resort hotels, and forest-based tourism supports this
broader shift. Wellness-oriented hospitality settings have been conceptualized as hospitality
environments that promote physical and psychological recovery through environmental,
physical, mental, sensory, social, cultural, and natural dimensions [12-14]. These studies
suggest that resorts with nature-based resources such as arboretums, forests, walking
trails, and forest bathing areas can be conceptualized as nature-based wellness resorts that
facilitate emotional recovery, leisure satisfaction, social bonding, and wellness-oriented
experiences.

Growing interest in nature-based wellness experiences is also evident in forest bathing
research. In tourism and hospitality studies, forest bathing has increasingly been inter-
preted as a nature-based wellness tourism practice associated with immersion, mindfulness,
well-being, and restorative experiences. Farkic et al. [10] conceptualized forest bathing as a
mindful tourism practice, while Li and Wen [15] empirically examined the psychological
mechanism through which forest-based wellness tourism is linked to trust, self-efficacy,
perceived value, and tourism intention. These studies suggest that natural environments
can shape visitors’ psychological responses and subsequent behavioral intentions. How-
ever, nature-based wellness resorts differ from stand-alone forest bathing sites because they
combine natural resources, accommodation, leisure infrastructure, wellness programs, and
resort-based services within an integrated destination setting. Therefore, it is necessary to
examine the psychological and behavioral effects of nature-based wellness resort experi-
ences among visitors who experience natural resources such as arboretums, forest bathing
areas, and mountain landscapes [16].
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Despite growing interest in wellness and nature-based tourism, existing resort and
ski resort studies have largely focused on traditional marketing outcome variables such as
service quality, facility attributes, customer satisfaction, choice attributes, revisit intention,
and recommendation intention. Although these approaches have contributed to explaining
visitor satisfaction and loyalty, they have not sufficiently clarified the psychological process
through which nature-based resort experiences generate emotional responses and are
translated into sustainable behavioral intention. This limitation is important because, in
nature-based wellness resorts, the natural environment is not merely a scenic background. It
is a core experiential resource and also a sustainability-related asset that must be managed,
protected, and continuously valued by visitors. Thus, in the context of nature-based
wellness resorts, visitors” behavioral intention should not be understood merely as the
result of facility satisfaction or functional evaluation. Rather, it needs to be explained as
outcomes formed through internal psychological responses, such as positive emotional
experience, leisure satisfaction, and attitude toward sustainable resort use. Sustainable
behavioral intention is especially relevant in this context because it extends the meaning
of conventional revisit or recommendation intention. It reflects visitors” willingness to
continue using, recommending, and supporting resort experiences that are compatible
with nature-friendly and sustainable resort development. This perspective is particularly
meaningful for ski and mountain resorts seeking to reduce winter-season dependence and
develop green-season wellness experiences.

Based on this research gap, the present study applies Schmitt’s experiential marketing
theory to the context of nature-based wellness resorts. This theory posits that consumers
evaluate services and spaces not only through functional benefits but also through holis-
tic experiences involving sensory, affective, cognitive, behavioral, and relational dimen-
sions [17]. This multidimensional experiential approach is particularly useful for explaining
resort experiences because nature-based wellness resorts are not consumed through a single
attribute or service encounter. Rather, visitors experience them through natural scenery,
emotional comfort, reflections on wellness and sustainability, participation in outdoor or
wellness activities, and relationships with companions, local environments, and resort
values. Accordingly, Schmitt’s sense, feel, think, act, and relate experiential modules
provide a structured basis for explaining the experiential stimuli offered by nature-based
wellness resorts.

This study also adopts the stimulus—organism-response framework to explain how
nature-based wellness resort experiences are transformed into sustainable behavioral in-
tention through visitors” internal psychological responses [18-20]. The S-O-R framework
proposes that external environmental stimuli influence individuals” internal affective or
cognitive states, which subsequently shape behavioral responses. In this study, sense, feel,
think, act, and relate experiences are conceptualized as experiential stimuli provided by
nature-based wellness resorts. These stimuli are expected to generate visitors’ positive
emotional experience, which may then extend to leisure satisfaction and attitude toward
sustainable resort use. Ultimately, these internal responses may lead to sustainable behav-
ioral intention as the final behavioral response. This framework allows the study to move
beyond a simple satisfaction-loyalty logic and to clarify the process through which green-
season nature-based wellness resort experiences become linked to sustainable tourism
consumption behavior.

The specific objectives of this study are threefold. First, it examines how the five
experiential dimensions of sense, feel, think, act, and relate influence positive emotional
experience in nature-based wellness resorts. Second, it investigates how positive emotional
experience affects leisure satisfaction, attitude toward sustainable resort use, and sustain-
able behavioral intention. Third, it tests the mediating roles of leisure satisfaction and
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attitude toward sustainable resort use in the relationship between positive emotional experi-
ence and sustainable behavioral intention. This study contributes to the literature in several
ways. First, it extends resort and wellness tourism research by shifting attention from
service quality and satisfaction-centered approaches to the experiential and psychological
mechanisms underlying nature-based wellness resort experiences. Second, it clarifies how
Schmitt’s experiential modules can be integrated into an S-O-R-based model of sustainable
behavioral intention. Third, it provides practical implications for ski and mountain resorts
seeking to reposition themselves as green-season, nature-based wellness destinations while
responding to climate vulnerability, seasonality, and changing visitor demand.

2. Literature Review and Hypothesis Development
2.1. Nature-Based Wellness Resort Experiences and Positive Emotional Experience

Unlike general hotels, resorts have been conceptualized as tourism spaces that provide
complex stay experiences by combining accommodation functions with diverse amenities,
recreational facilities, natural environments, and leisure programs. Accordingly, resorts
have been classified into various types, such as ski resorts, marina resorts, golf resorts, and
spa resorts, depending on their location, core activities, facility composition, and visitor
purposes [21]. However, although wellness resorts have rapidly expanded in tourism and
hospitality practice, they have not yet been firmly established in the academic literature
as an independent resort type based on specific activities or locations in the same way
as ski resorts or marina resorts. In particular, the concept of wellness resorts partially
overlaps with adjacent concepts such as wellness hotels, spa resorts, resort hotels, healing
tourism, and wellness tourism. Previous studies have also noted conceptual ambiguity
regarding the definitions and boundaries of wellness customers and wellness-related
tourism concepts [22,23].

From this perspective, this study conceptualizes nature-based wellness resorts as resort
contexts that provide visitors with multidimensional wellness experiences through nature-
based resources, accommodation services, leisure infrastructure, and wellness-oriented
programs. These resorts are distinguished from general wellness hotels or stand-alone
forest healing sites because they integrate natural landscapes, resort facilities, activity pro-
grams, and hospitality services within a single destination setting. This conceptualization
is consistent with studies suggesting that wellness hotels can be understood as spaces that
provide environmental, physical, and psychological wellness, as well as recent research
showing that healing experiences at resort hotels may consist of sensory, social, wellness-
cultural, and natural dimensions [11,12]. Recent wellness tourism research also supports
the importance of restorative environments in explaining tourists’ perceptions of wellness
tourism destinations. Jeong [24] showed that tourists’ perceived restorative environments
are closely related to how they evaluate wellness tourism destinations. This suggests that
the restorative qualities of natural environments can serve as an important experiential con-
dition in nature-based wellness resorts, particularly in shaping visitors’ positive emotional
responses. Thus, nature-based wellness resort experiences should not be understood merely
as nature appreciation or facility use. Rather, they can be viewed as holistic experiences
that stimulate visitors” senses, emotions, thoughts, behaviors, and relationships.

To explain nature-based wellness resort experiences, this study adopts Schmitt’s expe-
riential marketing theory. Experiential marketing theory assumes that consumers evaluate
services or spaces not only through functional benefits but also through holistic experiences
involving sensory, affective, cognitive, behavioral, and relational dimensions [25]. Schmitt
proposed five strategic experiential modules—sense, feel, think, act, and relate—which pro-
vide a useful framework for explaining what consumers perceive, feel, think, do, and how
they connect with others and the broader social context in a given service environment [26].
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This framework is particularly useful for nature-based wellness resorts because visitors
experience such resorts through natural scenery, emotional comfort, wellness-related reflec-
tion, participation in outdoor activities, and relational connections with companions, local
environments, and resort values.

In the context of this study, sense experience includes sensory stimuli such as the
scent of forests, sounds of nature, mountain landscapes, and the seasonal atmosphere of
arboretums. Feel experience refers to comfort, pleasure, and a sense of healing in nature,
whereas think experience involves reflection on nature, health, wellness, and sustainability.
Act experience can be understood as participation in physical activities such as walking,
hiking, forest bathing, and wellness programs. Relate experience includes visitors’ sense of
connection with family members, companions, local communities, natural environments,
and the values pursued by the resort. Therefore, nature-based wellness resort experiences
need to be understood not as a single service attribute but as a complex experiential
structure composed of multiple experiential stimuli.

The relationship between these experiential stimuli and visitors” psychological re-
sponses can be explained through the stimulus—-organism-response framework. The S-O-R
framework suggests that external environmental stimuli influence individuals’ internal
psychological states, which subsequently shape behavioral responses. Jacoby [19] argued
that the stimulus-organism-response structure provides a useful framework for integrating
the relationships among external stimuli, internal responses, and behavioral outcomes in
consumer behavior research. From the S-O-R perspective, sense, feel, think, act, and relate
experiences in nature-based wellness resorts can be conceptualized as external experiential
stimuli perceived by visitors. Positive emotional experience, in turn, represents a key
organism-level psychological response generated by these stimuli [27,28].

Positive emotional experience refers to visitors’ positive psychological responses
during nature-based wellness resort experiences, including pleasure, happiness, comfort,
restoration, hope, and a sense of meaningfulness [9]. Wellness tourism research suggests
that tourists seek multidimensional benefits beyond simple rest or consumption, including
escape from daily life, physical health, self-esteem recovery, relationships with significant
others, and personal transformation [29]. In addition, studies on resort hotel healing
experiences and forest bathing have shown that natural environments, sensory stimuli,
social relationships, and wellness-oriented activities can contribute to visitors’ restorative
experiences and well-being [11,14,30].

In hotel and resort contexts, physical environments and guest experiences have also
been identified as important antecedents of customers” emotional well-being and affective
responses. Lockwood and Pyun [31] demonstrated that hotel servicescapes influence
customers’ emotional states and behavioral responses. Ali and Amin [32] showed that the
physical environment of resort hotels in China can affect customers” emotions, satisfaction,
and behavioral intentions. Park et al. [33] further confirmed that hotel servicescapes are
associated with positive affect, satisfaction, and behavioral intentions. Kim and Perdue [34]
found that not only cognitive attributes but also affective and sensory attributes play
important roles in hotel choice. These studies support the view that sensory, affective,
cognitive, behavioral, and relational experiences in nature-based wellness resorts can
function as core experiential stimuli that elicit visitors’ positive emotional experience.

Accordingly, this study predicts that the multidimensional experiential factors of
nature-based wellness resorts serve as major antecedents of visitors” positive emotional
experience. Specifically, sense, feel, think, act, and relate experiences represent experiential
stimuli at the stimulus stage of the S-O-R framework, and these stimuli may generate
positive emotional experience such as pleasure, happiness, comfort, restoration, hope, and
meaningfulness. Based on this reasoning, the following hypotheses are proposed:
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Hypothesis 1. Nature-based wellness resort experiences positively influence positive emotional
experience.

Hypothesis 1-1. Sense experience positively influences positive emotional experience.
Hypothesis 1-2. Feel experience positively influences positive emotional experience.
Hypothesis 1-3. Think experience positively influences positive emotional experience.
Hypothesis 1-4. Act experience positively influences positive emotional experience.

Hypothesis 1-5. Relate experience positively influences positive emotional experience.

2.2. Positive Emotional Experience and Leisure Satisfaction

In tourism and hospitality research, emotion is understood not as a peripheral affective
reaction but as a central psychological mechanism that explains post-experience evalua-
tions and behavioral responses. Positive emotions experienced by tourists in a particular
place or service environment play an important role in shaping subsequent responses,
such as satisfaction, revisit intention, and recommendation intention. Previous studies
have suggested that tourists” emotional experiences can directly influence satisfaction
and behavioral intention and may also form an indirect pathway in which satisfaction
links emotional experience to behavioral intention [35]. From this perspective, positive
emotional experience can be regarded as an important antecedent of leisure satisfaction
among visitors to nature-based wellness resorts [36].

Leisure satisfaction refers to an individual’s overall evaluation of leisure activities and
leisure time. Unlike transaction-specific satisfaction with a single service or facility, leisure
satisfaction reflects psychological fulfillment, perceived quality of leisure life, and the value
attached to leisure activities [37,38]. Leisure studies have argued that when individuals
perceive their leisure activities positively and experience pleasant emotions during leisure,
their leisure satisfaction increases, which may further contribute to improved quality of
life [39]. Thus, positive emotions experienced at nature-based wellness resorts may not
remain temporary reactions to a single visit. Instead, they can extend to visitors’ broader
evaluation of their leisure experiences and leisure life.

This logic is further supported in the context of nature-based tourism. Previous
studies have identified enjoyment of natural environments, escape from everyday life,
pursuit of a healthy lifestyle, and intimacy with others as key motivations for nature-based
tourism. Nature-based tourism experiences have also been shown to provide mental, social,
and environmental well-being benefits [40,41]. In addition, psychological restoration and
place attachment in nature-based destinations are closely associated with visit satisfaction,
while perceived restorative environments may lead to happiness and satisfaction through
restorative experiences and positive emotions [42,43]. These findings suggest that nature-
based experiences such as arboretums, forests, forest bathing areas, and walking trails can
generate psychological restoration, physical relaxation, and social bonding. The positive
emotions formed through these experiences may subsequently enhance visitors’ leisure
satisfaction.

Wellness tourism research further supports the relationship between positive emo-
tional experience and satisfaction. Wellness tourists seek multidimensional benefits, in-
cluding health promotion, psychological recovery, personal transformation, relationships
with significant others, and improved quality of life. Recent studies have also treated
wellness tourism experiences as key antecedents of tourist satisfaction, well-being, and
loyalty. Liu et al. [44] found that wellness tourism experiences influence tourist satisfaction
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as well as hedonic and eudaimonic well-being, and that tourist satisfaction can mediate
the relationship between wellness tourism experiences and well-being. Ahn and Kim [45]
also showed that experiential and reflective engagement among wellness tourists can be
positively associated with satisfaction and destination loyalty. Together, these studies
indicate that wellness-oriented experiences can extend positive emotional responses into
broader evaluations of leisure satisfaction, well-being, and loyalty.

Accordingly, this study predicts that positive emotional experience formed during
nature-based wellness resort visits enhances visitors” leisure satisfaction. Based on this
reasoning, the following hypothesis is proposed:

Hypothesis 2. Positive emotional experience positively influences leisure satisfaction.

2.3. Positive Emotional Experience and Attitude Toward Sustainable Resort Use

In this study, attitude toward sustainable resort use is defined as visitors’ positive
evaluation of nature conservation, eco-friendly resort operations, coexistence with local
communities, and sustainable leisure consumption. This conceptualization is consistent
with the view that sustainable tourism attitudes include multidimensional components such
as environmental sustainability, community participation, and long-term planning [46].
Tourists” attitudes toward sustainable development may also involve empathetic evalu-
ations of nature conservation and community development, which serve as important
psychological foundations for understanding sustainable tourism behavior [47]. In green
hotel research, eco-friendly operations, environmental knowledge, green attitudes, and
green consumption values have been shown to influence customers’ green hotel choice and
revisit intention [48,49]. These studies suggest that attitude toward sustainable resort use
can be understood not merely as environmental awareness but as an evaluative attitudinal
construct related to sustainable tourism consumption and responsible resort use.

In sustainable tourism research, the attitude-behavior gap and the intention-behavior
gap have been widely discussed as important research issues. These gaps imply that
tourists’ favorable perceptions of sustainability do not always lead to actual behavior or
behavioral intention [50]. Therefore, to understand sustainable behavior more precisely, it
is necessary to examine the experiential and emotional processes through which tourists’
sustainable attitudes are formed. This perspective is particularly relevant to nature-based
wellness resorts because the natural environment functions not only as a setting for leisure
activities but also as a core experiential and sustainability-related resource. In such settings,
visitors’ positive emotional experiences may play an important role in shaping favorable
attitudes toward sustainable resort use.

From an emotional perspective, tourists’ sustainable attitudes are not formed solely
through rational judgment or normative awareness; they may also be closely connected to
positive emotions formed during tourism experiences. Gezhi and Xiang [51] showed that
tourists’ positive emotions can be associated with ethical and philanthropic environmen-
tally responsible behaviors, while also noting that emotional states have been relatively
overlooked in research on tourists’ environmentally responsible behavior. This finding
suggests that positive emotions may serve as a psychological basis for forming favorable
evaluations of sustainable tourism practices. Similarly, in nature-based tourism and eco-
tourism research, emotion has been treated as an important psychological pathway for
explaining sustainable behavior. Jiang et al. [52] found that perceptions of natural envi-
ronments influence tourists’ awe and satisfaction, and that these internal responses can be
linked to environmentally responsible behavior. This indicates that natural environments
may influence sustainable behavior not only directly but also indirectly through affective
and evaluative responses, such as awe and satisfaction.
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Recent studies further emphasize the need to consider emotional experiences along-
side normative and cognitive judgments when explaining sustainable tourism behavior.
Tang et al. [53] suggested that eco-friendly destination evaluations can influence tourists’
emotions, pro-environmental responsibility, and environmental intentions in the context
of eco-destinations. They also highlighted the important role of emotional experience in
shaping tourists’ pro-environmental responsibility and intentions. These findings imply
that positive emotional experience formed in nature-based wellness resorts may encourage
visitors to evaluate nature conservation, eco-friendly resort operations, and sustainable
leisure consumption more favorably.

Wellness tourism research also reports a relationship between attitudes and future use
intentions. Recent studies have shown that attitudes toward wellness tourism can posi-
tively influence intentions to use wellness tourism services [54], suggesting that favorable
evaluations of wellness experiences may promote future wellness tourism consumption.
In this study, positive emotions such as pleasure, happiness, and restoration experienced
in nature-based wellness resorts are expected to extend beyond personal satisfaction and
develop into favorable attitudes toward nature conservation, eco-friendly resort operations,
coexistence with local communities, and sustainable leisure consumption. Based on this
reasoning, the following hypothesis is proposed:

Hypothesis 3. Positive emotional experience positively influences attitude toward sustainable
resort use.

2.4. Leisure Satisfaction, Attitude Toward Sustainable Resort Use, and Sustainable Behavioral
Intention

In this study, sustainable behavioral intention is defined as a broader behavioral
tendency that extends beyond conventional revisit and recommendation intentions. It
includes visitors” intentions to continue using nature-based wellness resorts, engage in sus-
tainable leisure consumption, support eco-friendly resort operations, and pay a premium
for sustainability-oriented resort services. This definition is consistent with green hotel
research, in which behavioral intentions have often been measured through intentions to
use eco-friendly lodging, positive word of mouth, revisit intention, and in some studies,
willingness to pay a premium [48,55,56]. In addition, nature-based tourism studies have
suggested that place satisfaction, place attachment, pro-environmental behavioral inten-
tion, and environmentally responsible behavior are closely interrelated [57]. Therefore,
sustainable behavioral intention can be understood as a broad behavioral tendency among
visitors to nature-based wellness resorts to revisit the resort, recommend it to others, and
support its sustainable operating practices.

From the perspective of the S-O-R framework, sustainable behavioral intention can
be regarded as the final behavioral response that emerges from visitors” emotional and
evaluative reactions formed through nature-based wellness resort experiences. The S-O-R
framework explains that external stimuli influence individuals” cognitive and affective
responses, which subsequently shape behavioral intentions [19]. In tourism and hospitality
research, resort hotel experiences, rural tourism servicescapes, and green hotel experiential
stimuli have been shown to influence outcomes such as eWOM, continuance intention, and
pro-environmental behavioral intention through internal responses, including well-being,
emotions, satisfaction, and attitudes [2,58]. This suggests that leisure satisfaction and
attitude toward sustainable resort use may serve as important psychological pathways
through which nature-based wellness resort experiences are translated into sustainable
behavioral intention.

Leisure satisfaction can first be understood as an important evaluative response that
contributes to the formation of sustainable behavioral intention. In the context of this
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study, leisure satisfaction refers to the extent to which visitors evaluate the leisure time and
activities experienced at the resort as meaningful, enjoyable, restorative, and valuable. In
tourism and hospitality research, satisfaction has long been treated as a key predictor of
subsequent behavioral intentions, including revisit intention, recommendation intention,
word of mouth, and loyalty. Chen and Chen [59] empirically demonstrated that experience
quality in heritage tourism can lead to behavioral intention through perceived value and
satisfaction. Similarly, Wang and Li [60], in their meta-analysis of tourist loyalty, identified
satisfaction as one of the major determinants of tourist loyalty.

Satisfaction has also been recognized as an important factor explaining post-visit
behavioral responses in ski tourism and nature-based tourism contexts. Kong et al. [61]
showed that ski tourism service quality can influence tourists” leisure satisfaction and
loyalty. Cheng et al. [62] further demonstrated that visitor satisfaction in nature-based
destinations can be associated with behavioral intentions and destination sustainability.
These findings support the argument that, in the context of nature-based wellness resorts,
visitors who evaluate their leisure experiences more positively are more likely to continue
using the resort, recommend it to others, and support its sustainable operations.

Accordingly, leisure satisfaction may function as a key antecedent in the process
through which positive evaluations formed during nature-based wellness resort experi-
ences are transformed into sustainable behavioral responses. Based on this reasoning, the
following hypothesis is proposed:

Hypothesis 4. Leisure satisfaction positively influences sustainable behavioral intention.

Positive emotional experience may serve as a key psychological antecedent of sus-
tainable behavioral intention. In the context of nature-based wellness resorts, positive
emotional experience refers to visitors’ affective responses during the resort experience,
including pleasure, happiness, hope, psychological stability, and restoration. In tourism
research, emotional experience has been widely regarded as a central psychological mecha-
nism through which tourists evaluate the quality of their experiences and form subsequent
behavioral intentions. The structural relationships among positive emotion, satisfaction,
and behavioral intention have also been consistently examined in prior studies [15,63].
From this perspective, positive emotional experience should not be understood merely
as a temporary affective response formed during a visit. Rather, it can function as an
important psychological basis that encourages visitors’ future choices, recommendations,
revisit intention, and supportive behaviors.

In the context of sustainable tourism, positive emotion has been discussed as a key
factor that promotes environmentally responsible behavior and pro-environmental behav-
ioral intention. Gezhi and Xiang [51] demonstrated that tourists” positive emotions can be
positively associated with ethical and philanthropic environmentally responsible behaviors.
Tang et al. [53] showed that emotional experience can play an important role in shaping
tourists” pro-environmental responsibility and environmental intentions in eco-destination
contexts. These studies indicate that positive emotional experience may extend beyond per-
sonal enjoyment and develop into behavioral intentions that support nature conservation
and sustainable tourism consumption.

In nature-based wellness resorts, nature-based experiences such as forests, arboretums,
walking trails, and forest bathing areas can provide visitors with pleasure, psychologi-
cal stability, restoration, and happiness. These positive emotions may lead not only to
intentions to revisit the resort or recommend it to others but also to behavioral intentions
that support nature conservation and sustainable resort operations. Thus, visitors whose
resort experiences generate positive emotional responses may be more willing to continue
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using the resort, recommend it to others, and support its sustainability-oriented values
and operations.

Recent studies further support this interpretation. Restorative tourism environments
have been found to promote tourists’ well-being and environmentally responsible behavior,
while positive emotions have been identified as important affective mechanisms that encour-
age tourists’ pro-environmental choices and environmentally responsible behaviors [64,65].
In addition, ecotourism research has shown that tourist experience quality can strengthen
place attachment and pro-environmental behavior. Similarly, studies on nature-based camp-
ing have demonstrated structural relationships among ecotourism motivation, satisfaction,
place attachment, and environmentally responsible behavioral intention [66,67]. These find-
ings further support the view that positive emotional experience formed in nature-based
wellness resorts may directly contribute to sustainable behavioral intention.

Accordingly, positive emotional experience may function not only as an indirect
antecedent of sustainable behavioral intention through leisure satisfaction and attitude
toward sustainable resort use but also as a direct psychological driver of sustainable
behavioral intention. Based on this reasoning, the following hypothesis is proposed:

Hypothesis 5. Positive emotional experience positively influences sustainable behavioral intention.

Attitude toward sustainable resort use can be defined as visitors’ positive evaluation
of nature conservation, coexistence with local communities, eco-friendly resort operations,
and sustainable leisure consumption. In tourism and hospitality research, attitude has been
widely treated as an evaluative orientation that influences behavioral intention toward a
particular object, service, or behavior. The relationship between attitude and behavioral
intention is supported by studies suggesting that sustainable tourism attitudes include
environmental sustainability, community participation, and long-term planning, as well as
by research showing that attitude plays a central psychological role in tourists” sustainable
choices [46,68].

This relationship has also been consistently examined in green hotel and sustainable
tourism studies. Green hotel research has shown that environmental knowledge, eco-
friendly attitudes, and green consumption values can influence customers’ choices of green
lodging and behavioral intentions [49,69]. In addition, hospitality and tourism studies have
reported that customers’ perceptions of eco-friendly operating practices, such as water
conservation and waste reduction, can increase their intentions to participate in green prac-
tices and enhance loyalty intentions. Hotel sustainability practices have also been found to
play an important role in shaping guests” attitudinal loyalty [70,71]. Recent studies further
suggest that green hotel practices can promote not only revisit and recommendation inten-
tions but also green customer citizenship behavioral intentions [72,73]. Recent green hotel
research further supports the role of attitude in predicting sustainability-related visit inten-
tion. Wang et al. [74] showed that attitude positively influences young adults’ intention to
visit green hotels, even within an extended theory of planned behavior model that includes
familiarity, novelty, trust, and perceived risk. This finding suggests that favorable evalua-
tions of sustainability-oriented hospitality practices can serve as important psychological
antecedents of sustainable behavioral intention in resort and accommodation contexts.

This logic can also be applied to the context of nature-based wellness resorts. Because
the natural environment itself serves as a core experiential resource in nature-based wellness
resorts, visitors who positively evaluate a resort’s nature conservation efforts, eco-friendly
operating practices, community-oriented strategies, and sustainable leisure consumption
values are more likely to continue using the resort, recommend it to others, and support its
sustainable operations. In this sense, attitude toward sustainable resort use may function
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not merely as environmental awareness but as an important psychological foundation that
supports the sustainable operation and use of nature-based wellness resorts [75-77].

Accordingly, this study predicts that visitors” attitude toward sustainable resort use in
nature-based wellness resorts positively influences sustainable behavioral intention. Based
on this reasoning, the following hypothesis is proposed:

Hypothesis 6. Attitude toward sustainable resort use positively influences sustainable behav-
ioral intention.

2.5. Mediating Effects of Leisure Satisfaction and Attitude Toward Sustainable Resort Use

The process through which nature-based wellness resort experiences lead to sus-
tainable behavioral intention cannot be fully explained as a simple stimulus-response
relationship. Rather, the natural environment, wellness programs, restorative atmosphere,
and experiential cues of resorts may first evoke visitors” emotional responses, which are
then translated into behavioral intentions through cognitive evaluations and value-based
attitude formation [19,35,78-80]. In tourism and hospitality research, service environ-
ments and experiential cues have been shown to elicit tourists” emotional responses, which
subsequently lead to satisfaction, attitudes, and behavioral intentions [81,82]. In nature-
based tourism contexts, perceived value, flow experience, and satisfaction have also been
discussed as important mechanisms linking tourism experiences to environmentally re-
sponsible behavior and destination loyalty [79,83].

From this perspective, in nature-based wellness resorts where natural landscapes,
restorative qualities, wellness activities, and eco-friendly operating practices are combined,
positive emotional experience may influence sustainable behavioral intention both di-
rectly and indirectly. More specifically, part of this effect may be transmitted through
visitors’ leisure satisfaction and attitude toward sustainable resort use [44,55,84]. In other
words, even when visitors experience positive emotions such as pleasure, happiness, and
restoration at a resort, these emotions may become more behaviorally meaningful when
accompanied by favorable evaluations of their leisure experience and positive attitudes
toward sustainable resort use as they develop into sustainable behavioral intention.

Mediation refers to the process through which a specific variable explains the pathway
or mechanism by which an independent variable influences a dependent variable [85].
Recent mediation research has emphasized that mediation should not be interpreted solely
based on whether the direct effect between the independent and dependent variables is
significant. Instead, greater attention should be paid to whether the theoretically specified
indirect effect is statistically significant and whether it provides meaningful insight into
the psychological mechanism underlying the research model [86-88]. Accordingly, this
study examines the mediating roles of leisure satisfaction and attitude toward sustain-
able resort use in the relationship between positive emotional experience and sustainable
behavioral intention.

First, leisure satisfaction can be regarded as an important evaluative mediator that
explains the relationship between positive emotional experience and sustainable behavioral
intention in nature-based wellness resorts [89]. Leisure satisfaction reflects the extent to
which visitors evaluate their leisure activities and leisure time as meaningful, enjoyable,
restorative, and valuable. When visitors experience positive emotions in nature-based
wellness resorts, they are more likely to evaluate their leisure experience favorably. Such sat-
isfaction may, in turn, strengthen their intentions to continue using the resort, recommend
it to others, and support its sustainable operating practices [90,91]. Therefore, leisure satis-
faction may serve as a key mediating factor that explains the emotion-satisfaction-behavior
pathway from positive emotional experience to sustainable behavioral intention.

https://doi.org/10.3390/sul18136561


https://doi.org/10.3390/su18136561

Sustainability 2026, 18, 6561

12 of 30

Second, attitude toward sustainable resort use can be understood as a value-based
evaluative mediator that explains the relationship between positive emotional experience
and sustainable behavioral intention [74,92,93]. Attitude toward sustainable resort use
refers to visitors’ positive evaluation of the resort’s responsible values, including nature
conservation, eco-friendly operations, coexistence with local communities, and sustainable
leisure consumption. According to the theory of planned behavior, attitude toward a
specific behavior is a key antecedent of behavioral intention. Green hotel and sustain-
able tourism studies have also shown that attitude plays an important role in shaping
green lodging choices, environmentally responsible behavior, and sustainable tourism
behavioral intention [94,95]. Thus, positive emotional experience formed in nature-based
wellness resorts may enhance favorable attitudes toward sustainable resort use, which can
subsequently lead to sustainable behavioral intention.

Taken together, positive emotional experience in nature-based wellness resorts may
also contribute to sustainable behavioral intention through two psychological pathways.
First, positive emotional experience may enhance visitors” overall satisfaction with their
leisure experience, thereby strengthening intentions to continue using the resort, recom-
mend it to others, and support sustainable resort operations. This represents an emotion—
satisfaction pathway. Second, positive emotional experience may foster favorable attitudes
toward sustainable resort use, which in turn may enhance sustainable behavioral intention.
This represents an emotion—attitude pathway. Therefore, leisure satisfaction and attitude
toward sustainable resort use can be understood as key mediating mechanisms that ex-
plain the relationship between positive emotional experience and sustainable behavioral
intention. Based on this reasoning, the following hypotheses are proposed:

Hypothesis 7. Leisure satisfaction mediates the relationship between positive emotional experience
and sustainable behavioral intention.

Hypothesis 8. Attitude toward sustainable resort use mediates the relationship between positive
emotional experience and sustainable behavioral intention.

Drawing on the literature review and hypothesis development, this study proposes
the research model shown in Figure 1.

Nature-based Wellness
Resort Experience

Mediation H7

PEE

Positive E;
Experience

Intention

SRA
Attitude toward
Sustainable Resort Use

e,

Mediation H8

Figure 1. Proposed research model.
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3. Research Method
3.1. Study Sites

This study selected major nature-based wellness resorts in South Korea as its research
sites. The selected sites were four-season integrated resorts located in Gangwon-do and
Gyeonggi-do. These resorts operate ski facilities during the winter season and provide
nature-based wellness activities during the green season, including arboretums, forest
bathing areas, walking trails, hiking courses, spas, and trekking programs. Specifically, the
study sites included Mona Yongpyong Resort, Phoenix Park, Welli Hilli Park, Vivaldi Park,
and Alpensia Resort in Gangwon-do, as well as Konjiam Resort in Gyeonggi-do. These
resorts were considered appropriate for the purpose of this study because they function
as four-season resorts that provide a combination of seasonal leisure, recreation, healing,
and nature-based experiential activities beyond simple accommodation and relaxation.
During the green season, these resorts offer nature-based wellness experiences that combine
outdoor recreation, restorative natural environments, and resort-based leisure services.
Therefore, the selected study sites were deemed suitable for examining the context of
nature-based wellness resorts, where nature-based resources, wellness activities, and resort
stay experiences are integrated.

3.2. Measures

The questionnaire was constructed by adapting measurement items whose reliability
and validity had been established in prior research. It included 33 items for the focal
constructs and additional items for respondents’ demographic profiles. The focal constructs
were nature-based wellness resort experience, positive emotional experience, leisure satis-
faction, attitude toward sustainable resort use, and sustainable behavioral intention. To
measure nature-based wellness resort experience, this study drew on Schmitt’s strategic
experiential modules and specified five experiential dimensions: sense, feel, think, act,
and relate [17,96,97]. The scale comprised three items for sense experience, three for feel
experience, three for think experience, four for act experience, and four for relate experience,
yielding 17 items in total. Positive emotional experience was captured through four items
reflecting visitors’ affective responses, including pleasure, happiness, and hope during
their resort experience [53,98,99]. Leisure satisfaction was measured with four items that
assessed visitors” overall evaluation of their leisure experience and leisure time [59,100,101].
Attitude toward sustainable resort use was assessed using four items related to favorable
evaluations of nature conservation, eco-friendly resort operations, and sustainable resort
use [102-104]. Sustainable behavioral intention was measured with four items covering
revisit intention, recommendation intention, willingness to pay a premium, and intention
to prioritize the resort when making future sustainable resort choices [72,105,106].

All items were rated on a five-point Likert scale, anchored by 1 = “strongly dis-
agree” and 5 = “strongly agree.” Since most of the measurement items were adapted from
English-language studies, an English—Korean translation and back-translation procedure
was applied to maintain semantic equivalence. The original items were first translated into
Korean, after which two tourism scholars proficient in both Korean and English indepen-
dently translated the Korean version back into English. The research team then compared
the original and back-translated versions to check for semantic inconsistencies, unclear
wording, and cultural appropriateness. In addition, the translated items were reviewed
by tourism and hospitality scholars to assess content validity and contextual suitability
for nature-based wellness resort experiences. Minor wording revisions were made where
necessary to ensure that the items were appropriate for the nature-based wellness resort
context and adequately reflected the intended constructs.
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3.3. Data Collection and Analysis

The target population of this study consisted of adult visitors who had experienced
green-season nature-based wellness experiences at selected resorts in South Korea within
the past 12 months. Data collection was carried out through an online survey from 10 May
to 31 August 2025. To ensure consistency with the research context, participants were
screened based on whether they had visited one of the selected green-season wellness
resorts in Gyeonggi-do or Gangwon-do during the previous year. The study specifically
focused on green-season nature-based wellness experiences, including visits to arboretums
and forest bathing areas, walking on trails, trekking, hiking, and spa activities, rather than
winter ski experiences. Respondents who had used the selected resorts solely for winter
sports purposes were excluded from the final sample. Prior to the survey, respondents were
provided with information about the study purpose, anonymity of responses, voluntary
participation, personal data protection, and their right to discontinue participation at any
point. These procedural steps were also intended to reduce potential common method
bias by ensuring voluntary participation, anonymity, and independent completion of the
questionnaire. Only those who acknowledged this information and agreed to participate
proceeded to the self-administered online questionnaire. Respondents completed the
survey independently by reading and answering each item, and only those who satisfied
the screening requirements were retained for analysis.

In total, 805 questionnaires were collected. Responses were removed if they contained
missing values, showed repetitive response patterns, had unusually short completion times,
or were judged to be insufficiently reliable. After this screening process, 786 valid responses
were used for the final analysis, yielding a valid response rate of 97.6%. The data were
analyzed with SPSS 23.0 and AMOS 23.0. Frequency analysis was first used to describe
respondents’ demographic profiles. Confirmatory factor analysis was then conducted
to evaluate the reliability and validity of the measurement model, including convergent
validity, discriminant validity, and internal consistency. The heterotrait-monotrait ratio of
correlations (HTMT) was additionally examined to provide further evidence of discrimi-
nant validity. Next, structural equation modeling was applied to examine the hypothesized
relationships among nature-based wellness resort experience, positive emotional experi-
ence, leisure satisfaction, attitude toward sustainable resort use, and sustainable behavioral
intention. Common method bias was assessed using Harman'’s single-factor test. Finally,
indirect effect analysis was performed to test whether leisure satisfaction and attitude
toward sustainable resort use mediated the relationship between positive emotional experi-
ence and sustainable behavioral intention. Specific indirect effects were estimated using
5000 bootstrap samples and bias-corrected confidence intervals.

3.4. Research Design and Methodology Flowchart

A quantitative cross-sectional survey design was adopted to investigate the relation-
ships among nature-based wellness resort experience, positive emotional experience, leisure
satisfaction, attitude toward sustainable resort use, and sustainable behavioral intention.
The research process was organized into five stages: developing the research topic and
model, designing the questionnaire, collecting data, analyzing the data, and reporting
the results. First, the research topic, conceptual model, and hypotheses were developed
based on prior studies on nature-based wellness resorts, experiential marketing, the S-O-R
framework, and sustainable tourism behavior. Second, the questionnaire was designed by
adapting validated measurement items, applying translation and back-translation proce-
dures, and reviewing the items for contextual appropriateness. Third, data were collected
through a self-administered online survey of Korean adult visitors who had experienced
green-season nature-based wellness activities at the selected resorts. Fourth, the data were
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analyzed using frequency analysis, confirmatory factor analysis, structural equation model-
ing, common method bias assessment, HTMT analysis, and bootstrapping-based indirect
effect analysis. Fifth, the findings were interpreted to evaluate the proposed hypotheses and
derive theoretical and practical implications for nature-based wellness resort management
and sustainable tourism research. The overall methodological flow is illustrated in Figure 2.

Stage 1 Stage 2 Stage 3 Stage 4 Stage 5
Research topic selection Questionnaire Data Collection Data Analysis Results report
and model design design
s 3 s 1 S - —
1. Research topic 1. Version 1: 1. Basic
selecti Original English ( ) R
selection o T g 1. Respondent descriptive analysis
L ) items : \
l \ screening l
l J (
2. Literature ( ] Z: Measurc:menl
, 2. Version 2: v model assessment:
review — : N pr
L Korean Internal reliability
i translation 2. Formal survey Convergent validity
t 2 : J Discriminant validity
3. Research model l J
. : e N ' “
) 3)' EOtheSlb 3. Version 3: . ) -
I i ) Back translation 3. Wellness 3. Structural model
N J resort visitor > assessment:
l data collection Model fit indices
( 4. C il / Path coefficients
i onlt.pt Hypothesis testing
validity review l
4. Additional analysis: [
6 ) »  Results report
Indirect effects B
Mediation analysis

Figure 2. Flowchart of this study. The arrows indicate the hypothesized or structural relationships
among the constructs, while the arrows in the flowchart indicate the sequence of the research process.

4. Results
4.1. Respondents’ Profile

Table 1 summarizes the demographic profile of the respondents. Female respondents
accounted for 62.1% of the sample, while male respondents represented 37.9%. The largest
age group was respondents in their 30 s (34.6%), followed by those in their 40 s (30.5%) and
20 s (23.4%). Most participants were married (68.7%), and office workers formed the largest
occupational category (42.9%). With respect to education, 82.6% of respondents were either
enrolled in or had graduated from college or university. The most common monthly income
range was KRW 3.00-3.99 million (34.2%), followed by KRW 4.00—4.99 million (28.6%) and
KRW 2.00-2.99 million (18.3%). Regarding visit frequency, 65.8% of respondents reported
that they had visited a nature-based wellness resort once during the previous year.
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Table 1. Profile of respondents.
Characteristics n="786 % Characteristics n="786 %
Gender Education
Male 298 37.9 Middle/high school 77 9.8
Female 488 62.1 College/university 649 82.6
Monthly income (KRW) Graduate school 60 7.6
<2.00 million 70 8.9 Occupation

2.00-2.99 million 144 18.3 Office worker 337 429
3.00-3.99 million 269 34.2 Service worker 53 6.7
4.00-4.99 million 225 28.6 Civil servant 65 8.3
5.00-5.99 million 62 7.9 Self-employed 14 1.8
>6.00 million 16 2.0 Production worker/technician 31 3.9
Age Student 66 8.4
20-29 184 23.4 Housewife 128 16.3
30-39 272 34.6 Professional 82 104
40-49 240 30.5 Other 10 1.3

5059 69 8.8 Visit frequency within

the past year

>60 21 2.7 Once 517 65.8
Marital status Two visits 132 16.8
Single 246 31.3 Three visits 70 8.9
Married 540 68.7 Four or more visits 67 8.5

4.2. Measurement Model

This study conducted confirmatory factor analysis (CFA) using AMOS 23.0 to assess
the reliability and validity of the measurement instrument. The CFA results showed
that all standardized factor loadings for the measurement items included in the nine
latent constructs were 0.595 or higher. All factor loadings were statistically significant at
the p < 0.001 level, indicating that the measurement items adequately represented their
respective latent constructs.

The measurement model demonstrated the following fit indices: x2 = 1542.950,
df = 448, x?/df = 3.444, p < 0.001, NFI = 0.897, IFI = 0.925, CFI = 0.924, TLI = 0.911, and
RMSEA = 0.056. Although the x? test was significant at p < 0.001, x? is known to be sensitive
to sample size. Therefore, model fit was evaluated by considering x?/df, incremental fit
indices, and RMSEA together. The x?/df value was below the recommended threshold of
5.0, and IFI, CFI, and TLI exceeded 0.90. Although NFI was slightly below the conventional
0.90 threshold, its value of 0.897 was close to the recommended criterion. In addition,
RMSEA was below 0.08. These results suggest that the measurement model achieved
an overall acceptable level of fit [107,108]. The reliability and convergent validity of the
constructs were also examined. The composite reliability (CR) values of the nine constructs
ranged from 0.833 to 0.920, exceeding the commonly recommended threshold of 0.70. This
indicates that the measurement items consistently assessed their corresponding constructs.
The average variance extracted (AVE) values ranged from 0.624 to 0.741, exceeding the
recommended threshold of 0.50. Thus, the constructs were judged to have adequate con-
vergent validity. Although one item showed a relatively modest standardized loading, it
was retained because the overall construct reliability and AVE exceeded the recommended
thresholds and the item was theoretically consistent with the leisure satisfaction construct.
The results of the reliability and convergent validity assessment are presented in Table 2.
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Table 2. Validity and reliability assessment.

Factors and Items Factor Loading Cronbach’s o CR AVE
Sense 0.701 0.833 0.624
This resort experience provided visual pleasure through natural scenery 0.730
and spatial atmosphere. ’
This resort experience provided auditory comfort through the sounds 0.801
of nature and a peaceful environment. ’
This resort experience provided sensory comfort through natural scents 0.836
and wellness environments. ’
Feel 0.797 0.881 0.712
This resort experience made me feel joyful and relaxed in nature. 0.832
This resort experience made me feel refreshed and away from daily life. 0.870
This resort experience provided me with special and meaningful value. 0.828
Think 0.707 0.837 0.631
This resort experience stimulated my creative thinking in nature. 0.787
This resort experience stimulated my imagination
. N 0.771
and encouraged new perspectives away from daily life.
This resort experience stimulated me to reflect on nature, health,
. . 0.824
and sustainable lifestyles.
Act 0.807 0.874 0.635
This resort experience enhanced my physical vitality through
P 0.726
nature-based activities.
This resort experience encouraged me to participate
. s 0.854
in nature-based wellness activities.
This resort experience influenced my thoughts about a healthy
. ! 0.782
and sustainable lifestyle.
This resort experience motivated me to adopt a more active 0.819
and wellness-oriented lifestyle in natural settings. '
Relate 0.840 0.894 0.680
This resort experience made me feel emotionally connected to this place. 0.765
This resort experience made me identify with the nature-based wellness 0.883
values pursued by this resort. ’
This resort experience made me feel that this resort’s nature-friendly
. . . 0.855
and healthy image fits my self-image.
This resort experience made me interested in nature-based wellness 0.789
and sustainable resort communities. ’
Positive emotional experience (PEE) 0.844 0.901 0.696
This resort experience is fun for me. 0.876
This resort experience makes me feel joyful. 0.887
This resort experience makes me feel hopeful. 0.701
This resort experience makes me feel happy. 0.860
Leisure satisfaction(LS) 0.806 0.876 0.644
I am satisfied with my current leisure life. 0.820
I think my leisure life is generally good. 0.880
So far, my leisure life has been close to what I have wanted. 0.881
In most ways, my leisure life has been close to my ideal. 0.595
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Table 2. Cont.

Factors and Items Factor Loading Cronbach’s o CR AVE
Attitude toward sustainable resort use (SRA) 0.839 0.892 0.676

Using resorts in a way that conserves the natural environment

is desirable. 0859
Using resorts that practice sustainable operations is a wise choice. 0.875
Using nature-based wellness resorts in a sustainable way is valuable. 0.808
Sustainable resort use is important in my leisure life. 0.739
Sustainable behavioral intention (SBI) 0.881 0.920 0.741

Iintend to revisit this resort because of its sustainable operations. 0.870
I am willing to pay more to use this resort if it supports 0.830

environmental conservation and sustainable operations. ’

I am willing to recommend this resort’s sustainable operations
0.867
and nature-based wellness value to others.

I will prioritize this resort when choosing a sustainable resort in 0.875

the future.

Finally, discriminant validity was evaluated using the Fornell-Larcker criterion [109].
Specifically, the square root of the AVE for each construct was compared with the cor-
relations between that construct and the other constructs. The square roots of the AVE
values ranged from 0.790 to 0.861, and each value was greater than the corresponding inter-
construct correlations. This indicates that the constructs used in this study were empirically
distinct from one another. To further assess discriminant validity, the heterotrait-monotrait
ratio of correlations (HTMT) was also examined. The HTMT values were mostly below the
conservative threshold of 0.90; although the highest value was 0.903, it was only slightly
above 0.90 and remained below the more liberal threshold of 0.95. In addition, the boot-
strap confidence intervals for the HTMT values did not include 1.00. These results provide
additional evidence supporting discriminant validity. Therefore, the measurement model
was considered to have adequate discriminant validity. The results of the discriminant
validity assessment are presented in Table 3.

Table 3. Discriminant validity assessment.

Construct SEN FEL THI ACT REL PEE LS SRA SBI
SEN 0.790
FEL 0.241 0.844
THI 0.311 0.588 0.794
ACT 0.258 0.723 0.583 0.797
REL 0.384 0.485 0.543 0.613 0.825
PEE 0.147 0.573 0.423 0.621 0.465 0.834
LS 0.297 0.529 0.457 0.587 0.543 0.617 0.802
SRA 0.276 0.427 0.421 0.479 0.496 0.578 0.542 0.822
SBI 0.173 0.597 0.484 0.630 0.539 0.673 0.621 0.553 0.861

Note. Diagonal values in bold indicate the square root of AVE. Off-diagonal values indicate inter-construct
correlations. SEN = sense experience; FEL = feel experience; THI = think experience; ACT = act experience;
REL = relate experience; PEE = positive emotional experience; LS = leisure satisfaction; SRA = attitude toward
sustainable resort use; SBI = sustainable behavioral intention.

4.3. Structural Model and Hypothesis Testing

Structural equation modeling (SEM) was conducted to test the proposed research
hypotheses, and the results are presented in Table 4. The structural model showed the
following fit indices: x? = 1792.941, df = 459, x/df = 3.906, p < 0.001, NFI = 0.881, IFI = 0.908,
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CFI =0.908, TLI = 0.894, and RMSEA = 0.061. Because the x2 statistic is sensitive to sample
size, model fit was evaluated by jointly considering x?/df, incremental fit indices, and
RMSEA. The x%/df value was below the recommended threshold of 5.0, IFI and CFI
exceeded 0.90, and RMSEA was below 0.08. Although NFI and TLI were slightly below
the conventional 0.90 threshold, the remaining fit indices met the recommended criteria.
Therefore, the structural model was considered acceptable for hypothesis testing, although
some indices indicated a marginal level of fit. The hypothesis testing results showed that,
among the subdimensions of nature-based wellness resort experience, feel experience
(FEL), act experience (ACT), and relate experience (REL) had significant positive effects on
positive emotional experience (PEE). Specifically, FEL had a significant positive effect on
PEE (3 =0.198, p < 0.05), and ACT also significantly influenced PEE (3 = 0.498, p < 0.001).
In addition, REL had a significant positive effect on PEE (3 = 0.129, p < 0.001). Therefore,
H1-2, H1-4, and H1-5 were supported. In contrast, sense experience (SEN) did not have
a significant effect on PEE (3 = 0.002, p > 0.05), and think experience (THI) was also not
significantly related to PEE (3 = —0.035, p > 0.05). Thus, H1-1 and H1-3 were not supported.

Table 4. Standardized parameter estimates for structural model.

Path Standardized Estimate t-Value Supported
H1-1 SEN — PEE 0.002 0.048 No
H1-2 FEL — PEE 0.198 2.426* Yes
H1-3 THI — PEE —0.035 —0.699 No
H1-4 ACT — PEE 0.498 5.152 *** Yes
H1-5 REL — PEE 0.129 3.653 *** Yes
H2 PEE — LS 0.725 14.955 *** Yes
H3 PEE — SRA 0.718 12.216 *** Yes
H4 LS — SBI 0.262 5.531 *** Yes
H5 PEE — SBI 0.660 8.660 *** Yes
He SRA — SBI 0.154 2.892 ** Yes

Goodness-of-fit statistics: x> = 1792.941, df = 459, x?/df = 3.906, p < 0.001, NFI = 0.881, IFI = 0.908, CFI = 0.908,

TLI = 0.894, and RMSEA = 0.061.

Note. SEN = sense experience, FEL = feel experience, THI = think experience, ACT = act experience, REL = relate
experience, PEE = positive emotional experience, LS = leisure satisfaction, SRA = attitude toward sustainable
resort use, and SBI = sustainable behavioral intention. NFI = Normed Fit Index, IFI = Incre-mental Fit Index,
CFI = Comparative Fit Index, TLI = Tucker-Lewis Index, and RMSEA = Root Mean Square Error of Approximation.
***p < 0.001; ** p <0.01; * p < 0.05.

Next, positive emotional experience (PEE) had significant positive effects on both
leisure satisfaction (LS) and attitude toward sustainable resort use (SRA). PEE exerted a
strong positive effect on LS (3 = 0.725, p < 0.001) and also had a significant positive effect
on SRA (3 =0.718, p < 0.001). Accordingly, H2 and H3 were supported. Finally, leisure
satisfaction (LS), positive emotional experience (PEE), and attitude toward sustainable
resort use (SRA) all had significant positive effects on sustainable behavioral intention (SBI).
LS significantly influenced SBI (3 = 0.262, p < 0.001), and PEE also had a significant positive
effect on SBI (3 = 0.660, p < 0.001). In addition, SRA significantly and positively affected
SBI (f = 0.154, p < 0.01). Therefore, H4, H5, and H6 were supported. The explanatory
power of the structural model was also examined. The model explained 50.4% of the
variance in positive emotional experience, 42.1% of the variance in leisure satisfaction,
43.4% of the variance in attitude toward sustainable resort use, and 61.9% of the variance
in sustainable behavioral intention. These results indicate that the proposed model had
substantial explanatory power for visitors’ sustainable behavioral intention in the context of
nature-based wellness resorts. The empirical results of the structural model are illustrated
in Figure 3.
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Figure 3. Results of SEM. Note: Numbers in the parenthesis are f-values. Dotted lines indicate
insignificant paths. * p < 0.05; ** p < 0.01; *** p < 0.001.The arrows indicate the structural paths among
the constructs, and the dotted arrows indicate insignificant paths.

4.4. Mediation Analysis

In this study, the mediating effects of leisure satisfaction (LS) and attitude toward
sustainable resort use (SRA) in the relationship between positive emotional experience
(PEE) and sustainable behavioral intention (SBI) were examined using the bootstrapping
procedure in AMOS. Specifically, the specific indirect effects and the total indirect effect
were estimated using bias-corrected bootstrap confidence intervals. The results showed
that the indirect effect of PEE on SBI through LS was 0.347, with a 95% bias-corrected
bootstrap confidence interval of [0.181, 0.536]. The indirect effect of PEE on SBI through
SRA was 0.143, with a 95% bias-corrected bootstrap confidence interval of [0.040, 0.276]. The
total indirect effect, including both mediating paths, was 0.490, with a 95% bias-corrected
bootstrap confidence interval of [0.296, 0.723]. Because none of these confidence intervals
included zero, both specific indirect effects and the total indirect effect were considered
statistically significant.

These findings indicate that positive emotional experience not only directly influences
sustainable behavioral intention but also indirectly affects it through leisure satisfaction
and attitude toward sustainable resort use. More specifically, the PEE — LS — SBI path
explains the process by which positive emotional experiences formed in nature-based
wellness resorts enhance visitors’ leisure satisfaction, which subsequently strengthens
sustainable behavioral intention. In addition, the PEE — SRA — SBI path shows that
positive emotional experience can foster favorable attitudes toward sustainable resort use,
which in turn lead to sustainable behavioral intention. Because the direct effect of PEE on
SBI remained significant in the structural model, LS and SRA can be interpreted as partial
mediators in the relationship between PEE and SBI. Therefore, H7 and H8 were supported.
The results of the mediation analysis are presented in Table 5.

Table 5. Results of Mediation Analysis.

Hypothesis Mediating Path Indirect Effect 95% BC Bootstrap CI p-Value Mediation Type Supported
H7 PEE — LS — SBI 0.347 [0.181, 0.536] <0.001 Partial mediation Yes
HS8 PEE — SRA — SBI 0.143 [0.040, 0.276] 0.008 Partial mediation Yes
Total indirect effect PEE — LS/SRA — SBI 0.490 [0.296, 0.723] <0.001 Partial mediation Yes

Note. BC = bias-corrected; CI = confidence interval. PEE = positive emotional experience; LS = leisure satisfaction;
SRA = attitude toward sustainable resort use; SBI = sustainable behavioral intention. Specific indirect effects and
the total indirect effect were estimated using AMOS bootstrapping.
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5. Conclusions and Implications

This study investigated how nature-based wellness resort experiences influence visi-
tors’ positive emotional experience, leisure satisfaction, attitude toward sustainable resort
use, and sustainable behavioral intention. Specifically, Schmitt’s strategic experiential
modules were applied to the context of nature-based wellness resorts to examine the roles
of sense, feel, think, act, and relate experiences in shaping positive emotional experience.
Drawing on the S-O-R framework, the study also explained how environmental and ex-
periential stimuli embedded in nature-based wellness resorts are transformed into leisure
satisfaction, sustainability-related attitudes, and sustainable behavioral intention through
visitors” emotional responses. By integrating these two perspectives, this study provides
a more structured explanation of how nature-based wellness resort experiences generate
emotional, evaluative, and behavioral outcomes.

The findings revealed that feel, act, and relate experiences significantly enhanced
positive emotional experience. This suggests that visitors’ positive emotions are not gen-
erated simply by using resort facilities or observing natural scenery. Instead, they appear
to emerge from affective immersion in nature, direct participation in physical activities,
stimulation of a healthy lifestyle, and perceived connection with the resort’s nature-friendly
values. Among the five experiential dimensions, act experience showed the strongest
effect on positive emotional experience. This result is particularly meaningful because
it suggests that active participation may be more important than passive appreciation in
generating positive emotions in nature-based wellness resorts. Visitors may experience
stronger pleasure, happiness, and restoration when they actively participate in forest trail
walking, trekking, forest bathing, spa programs, or other wellness activities. Thus, the
emotional value of nature-based wellness resorts appears to depend less on the mere pres-
ence of natural resources and more on visitors’ active and meaningful engagement with
those resources. Sense and think experiences, however, were not significant predictors
of positive emotional experience. This result should not be interpreted as evidence that
sensory or cognitive elements are irrelevant. Visual landscapes, sounds of nature, and
spatial atmosphere may operate as basic environmental conditions that support the overall
resort experience. Yet these elements alone may not be sufficient to generate positive
emotions unless they are accompanied by affective immersion, bodily participation, or
relational connection. Similarly, the non-significant role of think experience suggests that
visitors’ positive emotions in nature-based wellness resorts may be shaped more directly
by emotional stability, physical restoration, and relational identification than by creative
thinking or the development of new perspectives. This finding suggests a boundary con-
dition of Schmitt’s experiential modules in nature-based wellness resort settings: not all
experiential dimensions contribute equally to positive emotional experience.

Positive emotional experience also had a significant positive effect on leisure satis-
faction. This indicates that emotions such as pleasure, happiness, hope, and restoration
experienced in nature-based wellness resorts are associated with visitors” more favorable
evaluations of their leisure experience and leisure time. Leisure satisfaction is not limited
to short-term satisfaction with a single tourism experience; rather, it reflects a more com-
prehensive subjective assessment of one’s leisure activities and leisure time [89,100]. The
findings therefore suggest that nature-based wellness resorts may contribute to visitors’
leisure satisfaction by providing emotionally restorative and meaningful leisure experiences
beyond accommodation and relaxation.

The results further showed that positive emotional experience positively influenced
attitude toward sustainable resort use and sustainable behavioral intention. Visitors who
experience positive emotions in nature-based wellness resorts may be more likely to
evaluate nature conservation, sustainable resort operations, and nature-based wellness
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values favorably. In the context of nature-based wellness resorts, positive emotional
experience can therefore be understood as an important psychological basis for forming
favorable attitudes toward sustainable resort use. A direct positive effect of positive
emotional experience on sustainable behavioral intention was also found. This implies
that positive emotions generated in nature-based wellness resorts may strengthen visitors’
intentions to revisit, recommend, pay a premium for, and prioritize sustainable resorts in
future choices. Thus, the present findings suggest that emotional experiences in nature-
based wellness resorts may extend beyond psychological satisfaction and become linked
to sustainable resort-use intentions. Leisure satisfaction and attitude toward sustainable
resort use were both significant predictors of sustainable behavioral intention. Visitors
who are satisfied with their leisure experience and who regard sustainable resort use as a
desirable and valuable choice are more likely to express intentions to support sustainable
resort use. The significant role of attitude toward sustainable resort use is especially
important, as it indicates that sustainability functions not merely as an operational strategy
or promotional message, but as an evaluative psychological factor that shapes visitors’
behavioral intention. This result is consistent with prior green hotel and sustainable tourism
studies examining the relationships among attitudes, values, satisfaction, and behavioral
intentions [55,56,69,104].

The mediation results showed that positive emotional experience also indirectly af-
fected sustainable behavioral intention through leisure satisfaction and attitude toward
sustainable resort use. Both the PEE — LS — SBI pathway and the PEE — SRA — SBI
pathway were supported, while the direct effect of PEE on SBI remained significant. This
pattern indicates partial mediation. In other words, positive emotional experience is linked
to sustainable behavioral intention not only directly but also indirectly by enhancing
leisure satisfaction and fostering favorable attitudes toward sustainable resort use. Sustain-
able behavioral intention in nature-based wellness resorts therefore appears to be shaped
through a psychological process in which emotional experience, leisure evaluation, and
sustainability-related attitude operate together.

Overall, the findings demonstrate that affective, behavioral, and relational experiences
were more salient than sensory and cognitive experiences in forming positive emotional
experience in nature-based wellness resorts. These emotional experiences subsequently
contribute to sustainable behavioral intention through leisure satisfaction and attitude
toward sustainable resort use. The study suggests that nature-based wellness resorts
should be understood not simply as accommodation or recreation spaces, but as experience-
based tourism settings that may support emotional restoration, leisure satisfaction, and
sustainable resort-use intentions.

5.1. Theoretical Implications

This study offers several theoretical implications by examining the structural relation-
ships among nature-based wellness resort experience, positive emotional experience, leisure
satisfaction, attitude toward sustainable resort use, and sustainable behavioral intention.

First, this study broadens the application of Schmitt’s strategic experiential modules
to the context of nature-based wellness resorts [17]. Previous experiential marketing
research has mainly examined the roles of sense, feel, think, act, and relate experiences
in brand, event, and service settings. However, relatively little attention has been paid
to how these experiential dimensions operate in nature-based wellness resorts, where
natural environments, wellness activities, and sustainability values are combined. By
showing that feel, act, and relate experiences significantly influence positive emotional
experience, this study suggests that visitors’ emotional responses in nature-based wellness
resorts are shaped more strongly by affective immersion, active participation, and relational
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connection than by simple facility use or landscape appreciation. At the same time, the
non-significant effects of sense and think experiences suggest a boundary condition of
Schmitt’s experiential modules: not all experiential dimensions contribute equally to
positive emotional experience in nature-based wellness resort settings.

Second, this study advances the S-O-R framework by specifying the psychological
mechanism through which nature-based wellness resort experiences are linked to sus-
tainable behavioral intention. In this study, nature-based wellness resort experience was
conceptualized as the stimulus, positive emotional experience, leisure satisfaction, and atti-
tude toward sustainable resort use were treated as internal affective and evaluative states,
and sustainable behavioral intention was conceptualized as the behavioral response. The
results showed that positive emotional experience influenced not only leisure satisfaction
and attitude toward sustainable resort use but also sustainable behavioral intention. In
this respect, the study provides empirical support for an experiential stimulus—internal
affective and evaluative state-sustainable behavioral intention pathway in the context of
nature-based wellness resorts and sustainable tourism behavior.

Third, this study highlights the central role of positive emotional experience and clari-
fies its direct and indirect effects on sustainable behavioral intention. Much of the existing
hotel and resort literature has focused on service quality, physical environment, satisfaction,
and revisit intention. In contrast, this study demonstrates that positive emotions such as
pleasure, hope, happiness, and restoration serve as key psychological factors connecting
nature-based wellness resort experience with leisure satisfaction, sustainability-related
attitudes, and sustainable behavioral intention. Positive emotional experience had a direct
effect on sustainable behavioral intention and also exerted indirect effects through leisure
satisfaction and attitude toward sustainable resort use. These findings indicate that positive
emotional experience is not merely an outcome of resort experience; rather, it functions
as a core psychological mechanism through which nature-based wellness resort experi-
ences are associated with sustainable behavioral intention. These findings further suggest
that sustainable behavioral intention in nature-based wellness resorts is shaped not only
by emotional responses themselves but also by visitors’ leisure evaluation and favorable
attitudes toward sustainable resort use.

Fourth, this study clarifies the theoretical role of attitude toward sustainable resort
use in the context of nature-based wellness resorts. Previous sustainable tourism research
has largely focused on eco-friendly attitudes, environmentally responsible behavior, green
hotel choice intention, and sustainable tourism behavioral intention. In nature-based
wellness resorts, however, sustainability has a distinctive meaning because the natural
environment itself serves as both a core experiential resource and a foundation of resort
competitiveness. Therefore, how visitors evaluate nature conservation and sustainable
resort operations becomes an important theoretical issue. By confirming that attitude
toward sustainable resort use significantly influences sustainable behavioral intention and
mediates the relationship between positive emotional experience and sustainable behavioral
intention, this study shows that favorable sustainability-related attitudes play an important
role in linking emotional resort experiences to sustainable resort-use intentions.

Overall, this study contributes to reconceptualizing nature-based wellness resorts
not simply as accommodation or recreation facilities but as experience-based tourism
spaces that shape visitors’ positive emotions, leisure satisfaction, sustainable attitudes, and
behavioral intentions. In particular, by suggesting that ski resorts and mountain resorts can
transition into four-season sustainable tourism spaces through green-season nature-based
wellness experiences, this study provides a theoretical basis for expanding the intersection
between resort research and sustainable tourism behavior research.
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5.2. Practical Implications

The findings of this study offer several practical implications for nature-based wellness
resort operators, marketing managers, product planners, and practitioners involved in
sustainable tourism management.

First, nature-based wellness resorts should move beyond simply providing natural
scenery or facility-centered recreation spaces and strengthen wellness experiences that
allow visitors to become emotionally immersed and actively engaged. In this study, feel,
act, and relate experiences significantly influenced positive emotional experience, with
act experience showing the strongest effect. This suggests that visitors are more likely
to experience pleasure, happiness, and restoration when they participate in physically
and emotionally engaging activities, such as forest trail walking, trekking, forest bathing,
healing forest programs, spa programs, and wellness classes, rather than merely appreciat-
ing nature passively. Resort operators should therefore treat green-season programs not
as supplementary facilities or off-season products, but as core experiential offerings that
enhance visitors’ physical vitality and emotional restoration.

Second, marketing strategies for nature-based wellness resorts should focus on com-
municating positive emotional experiences and linking sustainability messages to wellness
value. The results showed that positive emotional experience had significant effects on
leisure satisfaction, attitude toward sustainable resort use, and sustainable behavioral
intention. This implies that resort marketing should go beyond functional information such
as rooms, facilities, prices, and accessibility. Instead, marketing communication needs to
convey emotional values such as pleasure, comfort, happiness, restoration, and escape from
daily life. At the same time, sustainability should not be presented only as a normative
obligation or environmental restriction. Rather, resorts should communicate that using a
resort in a way that protects nature can create a healthier, more restorative, and more mean-
ingful leisure experience. For example, social media content, resort websites, short-form
videos, and advertising messages could emphasize themes such as “recovering in nature,”
“wellness beyond everyday life,” or “a healthy day with the forest.” Such communication
can help visitors perceive the resort not merely as an accommodation facility but as an
experience-based space that connects wellness, restoration, and sustainable resort use.

Third, resort operators should design stay-based experiences that enhance visitors’
leisure satisfaction. This study found that positive emotional experience significantly
influenced leisure satisfaction, which in turn positively influenced sustainable behavioral
intention. This indicates that nature-based wellness resort experiences can be connected not
only to short-term visit satisfaction but also to visitors’ broader evaluation of their leisure
experience and leisure time. Therefore, resorts should position themselves not simply as
places for a one-day rest but as spaces that help visitors perceive their leisure time as more
valuable and meaningful. To achieve this, resorts need to develop integrated packages
that connect accommodation, food and beverage services, walking, forest experiences, spa
programs, meditation, and local tourism into a coherent visitor journey. Such integrated
packages can help visitors experience nature-based wellness resorts as coherent leisure
spaces rather than as a collection of separate facilities.

Fourth, to strengthen visitors” attitudes toward sustainable resort use, resorts need
to make their eco-friendly operations and nature conservation efforts visible and tangible.
The findings showed that attitude toward sustainable resort use significantly influenced
sustainable behavioral intention. This means that when visitors evaluate a resort’s sustain-
ability practices as desirable and valuable, they are more likely to revisit, recommend, pay
a premium to use the resort, and prioritize the resort in future choices. Accordingly, resorts
should not treat energy saving, plastic reduction, local food sourcing, forest and environ-
mental conservation, carbon reduction, and community collaboration merely as internal
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management policies. These practices should be translated into visitor-facing initiatives,
such as ESG campaigns, eco-friendly room programs, food and beverage content based
on local agricultural products, benefits for low-carbon mobility, and visitor-participatory
conservation activities.

Opverall, the competitiveness of nature-based wellness resorts is not determined solely
by facility scale or scenic resources. Leisure satisfaction and sustainable behavioral inten-
tion can be strengthened when visitors experience emotional restoration in nature, actively
participate in wellness activities, and identify with the resort’s sustainability values. Resort
operators should therefore integrate natural environments, wellness programs, sustain-
ability practices, brand communication, and visitor-participatory ESG activities in order to
develop nature-based wellness resorts as sustainable experience platforms.

5.3. Limitations and Future Research Directions

Although this study provides empirical evidence on the structural relationships among
nature-based wellness resort experience, positive emotional experience, leisure satisfaction,
attitude toward sustainable resort use, and sustainable behavioral intention, it has several
limitations. Addressing these limitations in future research would help advance a more
nuanced understanding of nature-based wellness resort experiences and their behavioral
intention outcomes.

First, the empirical setting of this study was limited to major nature-based wellness
resorts in Gyeonggi-do and Gangwon-do, South Korea. These resorts are characterized by
their dual seasonal functions: they operate ski facilities in winter and provide green-season
nature-based wellness experiences, including arboretum visits, forest bathing, walking
trails, and trekking. This setting was suitable for examining how ski resorts and mountain
resorts may transition into four-season wellness destinations. However, the regional and
national scope of the sample limits the extent to which the findings can be generalized
to other wellness resort contexts. Future studies should broaden the research scope by
including various types of nature-based wellness resorts in both domestic and international
settings, such as marine healing resorts, hot spring resorts, forest healing resorts, and coastal
resorts. Comparative analyses across resort types and natural resource characteristics
would provide a deeper understanding of how different resort environments shape visitors’
psychological and behavioral responses.

Second, this study relied on a cross-sectional and retrospective self-reported survey
of visitors who had visited nature-based wellness resorts within the previous 12 months.
Although this design was appropriate for examining the structural relationships among
the study variables, it limits the ability to infer causal relationships and may involve recall
bias or subjective response bias. In addition, this study measured sustainable behavioral
intention rather than actual sustainable behavior. Therefore, the findings should be inter-
preted as evidence of intention formation rather than direct evidence of visitors” actual
sustainable resort-use behavior. Future research should consider longitudinal designs,
panel data approaches, or behavioral data to examine how visitors” emotional responses,
leisure satisfaction, sustainability-related attitudes, and sustainable behaviors develop
before, during, and after resort visits.

Third, this study focused on green-season nature-based wellness resort experiences
and did not compare them with winter-season ski resort experiences. Although this
focus was appropriate for examining the transition of ski and mountain resorts into four-
season wellness destinations, it limits the ability to identify seasonal differences in visitors’
psychological responses and sustainable behavioral intentions. Future research should
compare winter- and green-season resort experiences to examine whether the effects of
experiential dimensions vary by seasonal context. Such comparative research would offer
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deeper insights into year-round resort experience management strategies. Future research
should also examine why sense and think experiences did not significantly influence
positive emotional experience in this study. Qualitative interviews, experimental designs,
or on-site observational studies could help clarify whether sensory and cognitive stimuli
operate differently depending on resort type, activity intensity, visitor motivation, or the
degree of active participation in nature-based wellness programs. In addition, future
research could incorporate demographic and behavioral control variables, such as age,
gender, income, education, visit frequency, and prior wellness tourism experience, or test
their moderating effects through multigroup analysis or extended structural models. Finally,
the present model could be extended to regenerative tourism by examining whether nature-
based wellness resort experiences contribute not only to visitors” sustainable behavioral
intentions but also to broader outcomes such as ecological restoration, community benefit,
and visitor transformation [110].
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