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Abstract 
The significance of this study lies in its examination of how co-creation impacts tourists' willingness to 
pay for tourism offerings, providing crucial insights for enhancing the tourist experience and promoting 
sustainable tourism practices essential for the industry's long-term viability. This research investigates the 
effect of co-creation engagement on tourists' financial commitments to tourism products or services, 
aiming to understand better how co-creation enhances the tourist experience. An online survey was 
conducted in October 2023, targeting tourists who visited São Miguel’s Island in the Azores in recent 
years (n=220). The survey explored seven key constructs: involvement, customer co-creation, 
satisfaction, environmental concerns, support for sustainable tourism development, and willingness to 
pay. The results underscore the positive impact of consumer co-creation on satisfaction, suggesting that 
investment in co-creative activities can substantially enhance tourists' experiences. The study provides 
valuable insights for tourism stakeholders, indicating that fostering co-creative activities can significantly 
boost tourist satisfaction and willingness to pay. Additionally, integrating sustainability principles into 
tourism services offers a competitive advantage, while targeted marketing strategies based on visitor 
demographics can maximize financial returns. This research contributes to existing literature by providing 
empirical evidence on the connections between co-creation, satisfaction, environmental concerns, and 
willingness to pay in tourism. The findings have practical implications for improving service quality, 
promoting sustainability, and optimizing marketing strategies in the tourism industry, benefiting both 
academia and practitioners. 
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1. Introduction 
 

When people travel, their sensory experiences are heightened as they engage with new 
environments, offering a unique opportunity for tourism businesses to co-create unforgettable 
experiences that could transform the industry. This multisensory stimulation is anticipated to attract 
tourists through varied contexts and settings (Oliveira et al., 2019). Consequently, tourism firms can 
design more engaging, personalized, and memorable experiences (Hosany et al., 2022), enhancing 
tourists' sense of co-ownership and deepening their appreciation of travel dynamics (Campos et al., 2018). 
By involving tourists and service providers in co-creating these experiences, firms can exceed 
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expectations, craft appealing offerings, and inspire repeat visits (Jurado-Rivas & Sánchez-Rivero, 2022). 
Exploring how co-creation influences tourists' willingness to pay is particularly relevant for Portugal, 
where tourism significantly impacts the economy (Eusébio et al., 2022). 

Co-creation, which involves customers actively participating in product or service creation, has 
gained prominence in tourism to boost customer satisfaction and loyalty (Mohammadi et al., 2021). 
Despite its potential benefits, the impact of co-creation on tourists' willingness to pay has not been 
extensively studied (Tu, Neuhofer & Viglia, 2018; Rachão et al., 2023). Research has mainly focused on 
satisfaction and loyalty, with only a few addressing willingness to pay, yielding mixed results (Marvi et al., 
2023; Can et al., 2023). Further research is essential to elucidate the relationship between co-creation and 
tourists' willingness to pay. Thus, this study explores how co-creation affects tourists' stated willingness 
to pay for tourism products, using the Portuguese Autonomous Regions – the Azores as a field of study. 
The co-creation of tourism experiences in the Azores is uniquely defined by its integration of natural 
resources, cultural richness, sustainability practices, adventure opportunities, and personalized offerings 
combined to create a distinct and immersive experience.  

 The findings will be valuable for tourism businesses seeking to enhance customer satisfaction 
and loyalty through co-creation. Understanding these dynamics can help tailor operations to different 
demographics, improving overall tourist experiences and promoting sustainable tourism practices. This 
approach could benefit the growing number of bed and breakfasts in the Azores, enhancing their co-
creation efforts. 

 
 

2. Literature review 
 

Destinations can leverage a co-creation approach to develop unique and engaging tourist 
experiences by actively involving visitors in creating and delivering tourism goods and services. This 
approach, which has gained substantial attention in recent tourism literature, encompasses collaborative 
planning, co-design, and co-production (Huynh et al., 2023; Hosany et al., 2022). It lets tourists 
personalize itineraries, provide interactive feedback, and foster meaningful connections with local 
communities through cultural exchange programs (Phi & Dredge, 2021). Continuous feedback collection 
and adaptive service modifications enhance tourist engagement while integrating social media, 
gamification, and augmented/virtual reality technologies further enrich the experience (Onofrei et al., 
2022). Tourists also play a pivotal role in content co-creation, contributing to destination storytelling and 
marketing, which results in a more immersive and personalized travel experience. Research indicates that 
co-creation can significantly increase the perceived value of tourism-related products and services, 
thereby enhancing tourists' willingness to pay (Tao et al., 2022).  

The effectiveness of co-creation in tourism is influenced by several key factors (Arıca et al., 2023). 
Firstly, the level of involvement in the co-creation process affects outcomes; higher involvement can lead 
to better alignment with personal preferences and greater satisfaction, though it may also impose a 
perceived burden if the process is overly complex or effort-intensive (Franke et al., 2009; Hoyer et al., 
2010; Schnurr, 2017). Additionally, the degree of co-creation plays a critical role, as it involves tourists in 
adapting the functional attributes of products or services to meet their specific preferences, thereby 
enhancing perceived value and satisfaction (Yang, Yang & Saffi, 2023; Schnurr, 2017). Thirdly, 
satisfaction with the co-creation process significantly impacts tourists' willingness to pay for co-created 
products, as positive experiences during co-creation increase perceived value (Franke & Schreier, 2010; 
Grissemann & Stokburgersauer, 2012). Finally, personal, behavioral, and contextual factors, including 
individual characteristics such as age, gender, and income, consumer environmental behavior, also play 
pivotal roles in shaping the success and impact of co-creation initiatives (Yang & Luo, 2016). 
Understanding these factors is essential for designing effective co-creation strategies that enhance tourist 
experiences and increase their willingness to pay. 
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2.1 Co-Creation involvement 
 

The level of co-creation involvement in tourism exhibits considerable variation. Cao et al. (2023) 
demonstrated that high-degree pre-trip involvement significantly enhances satisfaction with experience 
co-creation, subsequently increasing destination loyalty. Similarly, Liu et al. (2021) underscored the critical 
role of functional, social, and ethical interactions between tour guides and tourists in brand co-creation, 
positively influencing brand advocacy for tour guides and travel agencies. Nevertheless, tourist 
willingness to engage in co-creation can fluctuate over time and is subject to various influences. Zhang 
(2023) identified a curvilinear relationship between the extent of tourist co-creation and tourism 
marketing outcomes, noting that excessive co-creation could have adverse effects. Carvalho et al. (2023) 
explored food tour experiences and highlighted key dimensions such as aesthetics/sensory engagement, 
emotional impact, cognitive stimulation, relational aspects, and personalization as vital elements of co-
creative tourism. Additionally, Nawangsih (2022) examined value co-creation in tourism villages, 
identifying numerous factors and challenges inherent in developing a value co-creation-based tourist 
village. Lu et al. (2015) indicate that perceived authenticity and tourists' involvement in local activities 
directly contribute to the formation of the destination image of the historic district. This observation 
aligns with our first research hypothesis: 

H1: Higher tourist involvement in the co-creation process positively influences the extent of 
customer co-creation in the tourism experience. 

 
2.2 Tourism Co-Creation 

 

Tourism co-creation involves tourists and other stakeholders in creating and developing tourism 
experiences and products (Tregua et al., 2020). It involves collaboration and interaction between tourists, 
service providers, destination management organizations, and other relevant parties (Zhang, 2023). Co-
creation in tourism can take various forms, such as tourists participating in food tours and providing 
feedback on their experiences (Borges-Tiago et al., 2021). Customers with higher knowledge, self-
efficacy, and motivation are likelier to participate in the co-creation experience (Im & Qu, 2017). In 
addition, the customer is a resource integrator during the co-creation experience. Managing the co-
creation process effectively is essential to avoid potential negative impacts and ensure that the value 
offered is not destroyed (Järvi et al., 2018). Some studies have found that tourists who co-create their 
travel experiences tend to have higher satisfaction levels and perceived value, which can translate into a 
higher willingness to pay (Lai et al., 2018). The willingness to pay (WTP) is a critical concept in economics 
and marketing, as it helps businesses understand how much consumers value different offerings and how 
pricing strategies can be adjusted to meet market demand and maximize revenue and is acknowledged as 
a reflection of the satisfaction level tourists achieved in a particular experience (Kang et al. 2019). 
Furthermore, the impact of co-creation involvement on visitors' perceptions of value and pleasure may 
be used to explain the relationship between stated willingness to pay (SWTP) and co-creation. 
Participation in co-creation could raise the perceived value of tourism goods and services, which could, 
therefore, raise customer happiness and, eventually, prompt willingness to pay (Marvi et al., 2023). 
Therefore, it is argued that co-creation may enhance satisfaction and increase willingness to pay. Thus, it 
is proposed the following hypotheses: 

H2: The degree of co-creation experienced by tourists positively influences their overall 
satisfaction with their travel experiences. 

H3: Higher levels of co-creation increase tourists’ stated willingness to pay. 
 

2.3 Island tourism and hospitality  
 

One of the critical areas of research in island tourism is the economic impact of tourism on island 
communities. Many studies have found that island tourism can generate significant economic benefits 
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for local communities, including increased employment and income opportunities (Nunkoo & So, 2016). 
The effects of tourism on island culture and heritage are a further subject of study in island tourism. 
Tourism may play a significant role in protecting and promoting the cultural legacy of island communities, 
which frequently have a rich history intricately linked to their natural surroundings. Furthermore, some 
researchers worry that tourism can encourage the commodification and commercialization of island 
culture, which might deteriorate customs and values (Hahury et al., 2023). 

Besides the investments in creating various hotels, resorts, and other housing options to 
accommodate the growing number of visitors, it is crucial to have programs and promotions to protect 
their natural splendor. Accordingly, travelers’ propensity to actively engage in co-creation activities 
positively correlates with how unique they believe a trip destination to be. It is argued that travelers are 
more likely to be inspired to co-create their travel experiences by helping to shape and personalize their 
itineraries when they believe that a place will provide unique and extraordinary experiences (Scarpi & 
Raggiotto, 2023). Wahnschafft and Wolter (2023) refer to a slowly growing consumer attention to 
environmental concerns, including recognizing the need to mitigate local air pollution and climate change 
through their purchase decisions. Therefore, it is expected that: 

H4: Tourists with more environmental concerns will be more open to joining co-creation 
activities while there than travelers’ who do not have environmental concerns. 

Islands can emphasize the importance of living in harmony with nature, which will raise the 
positive perception of tourists. A study supports that the environmentally friendly behavior of volunteer 
tourists positively affects their support for sustainable tourism development; destinations must develop 
promotional programs that encourage tourists’ environmentally friendly behaviors (Park et al., 2022). 
This leads to the fifth hypothesis: 

H5: Tourists with higher levels of environmental concerns are more likely to express support for 
sustainable tourism development. 

 
2.4 Willingness to pay for tourism   

 

The concept of WTP in economics refers to the most money a consumer is prepared to spend 
on a good or service and can be measured by using a variety of methods, including stated preference 
methods, such as surveys and choice-based experiments, and revealed preference methods such as 
observing the prices consumers are willing to pay in the market (Breidert et al., 2006). Willingness to pay 
is frequently a factor when pricing tourism-related goods and services like hotel rooms, flights, and 
excursions. Tourism businesses can more effectively decide on pricing tactics and focus their marketing 
campaigns by being more aware of a tourist's willingness to pay (Ivanov & Webster, 2021).  

Kang et al. (2019) reported numerous studies that show that personal perceptions and values 
significantly influence the extent of the benefits experienced by tourism travelers. González et al. (2023) 
identify the importance of green practices for developing satisfaction and different customer behaviors 
such as loyalty, word-of-mouth, and willingness to pay more. Hypothesis 6 explores this interaction: 

H6: Tourists who give more importance to green practices in their tourism experiences will have 
different behaviors and develop a greater willingness to pay.  

The perceived worth of the service, the tourist's budget, the availability of substitute products, 
and the general state of the economy can all affect how willing tourists are to spend money on a specific 
tourism product. Kang et al. (2019) reported that tourists' satisfaction is crucial in shaping their valuation 
process. Their findings also suggest that promoting the perception of the destination as sustainable 
encourages tourists' willingness to pay a premium price. Hence, the more tourists appreciate the 
destination’s compliance with the environment-friendly regulation, the higher the willingness to pay more 
(Can et al., 2023). This leads to the last hypothesis: 

H7: Tourists who experience higher satisfaction with their travel experiences are more likely to 
express a greater willingness to pay a premium for those experiences. 
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In the conceptual (Figure 1), the dynamics of customer engagement in the tourism sector, 
focusing on the role of co-creation in enhancing the travel experience, are explored.  

 
Figure 1. Conceptual Model 

 
 

Source: own model 

 
Beginning with customer involvement, the model posits that increased participation is a 

fundamental precursor to co-creation (H1), influencing customer satisfaction (H3). It also examines the 
impact of co-creation on environmental concerns (H2), suggesting that engaged customers are more 
conscious of their environmental footprint, which can further drive support for sustainable tourism 
development (H4, H5). This support is believed to influence customer satisfaction as well. The model 
also proposes that customer satisfaction can lead to a greater willingness to pay a price premium for 
sustainable tourism experiences (H6), indicating a direct economic benefit to service providers. Lastly, it 
considers whether support for sustainable practices translates into a willingness to pay more for such 
practices (H7), suggesting a financial incentive for businesses to adopt sustainable methods. This 
comprehensive model aims to elucidate the interconnectedness of involvement, co-creation, satisfaction, 
and economic and environmental considerations within the tourism industry.  

In this model, visitors’ level of involvement in their travels is called “Involvement” and comprises 
the extent to which visitors participate in the various stages of the co-creation process and the degree to 
which they interact with the neighborhood and its culture (Lu et al., 2015). "Customer Co-Creation" 
describes how much visitors participate in co-creating their trips. It covers the various co-creation 
activities that visitors can participate in, such as making travel plans, giving feedback, and co-designing 
travel-related goods or services (Im & Qu, 2017). “Customer Co-Creation” describes how much visitors 
participate in co-creating their trips. It covers the various co-creation activities that visitors can participate 
in, such as making travel plans, giving feedback, and co-designing travel-related goods or services (Im & 
Qu, 2017). “Customer Satisfaction” indicates the degree to which visitors are satisfied with their travel 
experience. It covers their general pleasure with the co-creation process and their contentment with 
experience elements, like lodging, food, and activities (Marvi et al., 2023). Customer Satisfaction” 
indicates the degree to which visitors are satisfied with their travel experience. It covers their general 
pleasure with the co-creation process and their contentment with experience elements, like lodging, food, 
and activities (Marvi et al., 2023). “Environmental Concerns” and “Support for sustainable tourism 
development” allude to natural resources and environmentally friendly tourism methods (Frías-Jamilena 
et al., 2022). It covers the numerous ecotourism activities available, such as Geo tourism, whale watching, 
and hiking, as well as sustainable tourism programs that support community growth and environmental 
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preservation (Park et al., 2022). “Environmental Concerns” and “Support for sustainable tourism 
development” allude to natural resources and environmentally friendly tourism methods (Frías-Jamilena 
et al., 2022). It covers the numerous ecotourism activities available, such as Geo tourism, whale watching, 
and hiking, as well as sustainable tourism programs that support community growth and environmental 
preservation (Park et al., 2022). “Willingness to Pay” is the sum visitors are prepared to spend on their 
vacation. Their willingness to pay for various tourism goods or services is included as perceived 
uniqueness, contentment, and co-creation (Can et al., 2023). “Willingness to Pay” is the sum visitors are 
prepared to spend on their vacation. Their willingness to pay for various tourism goods or services is 
included as perceived uniqueness, contentment, and co-creation (Can et al., 2023). 
 

 
3. Methods 
 
3.1 Research design 

 

The study aims to advance knowledge of how co-creation might improve the tourist experience 
and boost tourists' willingness to pay for travel-related products. For this study, the Autonomous Region 
of the Azores was chosen due to the distinct characteristics that allow it to be considered as a live lab in 
tourism: natural beauties, developing tourism path, emphasis on sustainability, cultural diversity, and 
remote position. The Azores archipelago consists of nine volcanic islands and is part of Portugal. Its 
seclusion and unspoiled natural surroundings make it the perfect place to investigate the connection 
between co-creation and tourists' willingness to pay. The Azores is an increasingly popular destination 
for nature-based tourism, receiving more than 600,000 visitors annually. Tourists are mainly attracted by 
the archipelago’s landscapes and marine-related activities such as sailing, surfing, whale and dolphin 
watching, and, more recently, scuba and shark diving (Gonzáles-Mantilla et al., 2022). 

A survey was administered to gather information on visitors' willingness to pay and their level of 
co-creation involvement in the Azores.  The study's target audience was tourists visiting the Azores within 
the last few years and locals who visited other Azorean Islands, using a convenience sampling technique. 
The data gathered was treated using quantitative techniques.  Descriptive statistics like means and 
frequencies were used to establish the sample profile and better understand tourists' willingness to pay 
and the degree of co-creation involvement. The association between tourism spending and co-creation 
participation is examined using inferential statistics, such as regression analysis. Nonetheless, considering 
the novelty of the model and the need to assess multiple relationships between non-observed constructs, 
a structural equation model – SEM-PLS was adopted.  

The methodological approach adopted in this research necessitated a robust statistical tool 
capable of complex relationships and providing reliable predictions, especially given the intricacies of 
examining the effects of co-creation on tourists’ willingness to pay. After careful consideration, SmartPLS 
4.0, a software based on Partial Least Squares Structural Equation Modeling (PLS-SEM), was chosen due 
to its suitability for the study’s specific data characteristics and analysis requirements.  PLS-SEM has 
become a more widely used method in marketing research and is used in top-ranked journals (Hair et al., 
2012). 

 
3.2 Measurements instruments 

 

Based on the conceptual model and research hypotheses, a survey was developed in English and 
Portuguese to evaluate the effect of co-creation on tourists' stated willingness to pay, including seven 
constructs collected from relevant literature. The questionnaire consisted of a set of 26 questions covering 
four dimensions of analysis: (i) tourist involvement, (ii) tourist co-creation interest and satisfaction, (iii) 
tourist sustainable behavior, and (iv) willingness to pay (see Table 1). A five-point quantitative scale was 
used to measure all the items, where 1 was ‘strongly disagree’, and 5 was ‘strongly agree’. The 
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questionnaire was shared online, using surveycircle.com and social media such as LinkedIn, Facebook, 
WhatsApp, X, and Instagram, and collected in São Miguel’s main town, Ponta Delgada. Table 1 shows 
the different constructs and questions underlying the survey. The scales adopted are well-known and 
valid and, for these reasons, suitable to the present research.  

 
Table 1. Measurement scales 

 

Construct Adapted Item Source 

Involvement (INV1) There are a variety of activities for you to participate in in the Azores. Lu et al. 
(2015) 

(INV2) The activities you can participate in in the Azores are interesting. 

(INV3) You can freely participate in various tourist activities in the Azores. 

Customer Co-
Creation   

(CC1) I am interested in participating in a co-creation experience in the Azores. Im and Qu 
(2017) 

(CC2) I intend to discuss the co-creation experience with the server and/or chef. 

(CC3) I intend to participate actively in this co-creation experience. 

Satisfaction (SAT1) The co-creation provider in the Azores satisfied me. Marvi et al. 
(2023) 

(SAT2) The co-creation provider exceeded my expectations. 

(SAT3) The co-creation provider pleased me with his/her service offerings. 

(SAT4) I am satisfied with my co-creation provider experience. 

(SAT5) My satisfaction with the co-creation provider is close to my ideal 
expectations. 

Environmental 
Concerns 

(EC1) I am extremely worried about the state of the Azores’ environment and what it 
will mean for my future. 

Frías-Jamilena 
et al. (2022) 

(EC2) People are severely abusing the environment in the Azores. 

(EC3) When people interfere with nature, it often produces disastrous consequences. 

(EC4) The balance of nature is very delicate and easily upset. 

(EC5) People must live in harmony with nature to survive. 

Support for 
sustainable 
tourism 
development 

(SSTD1) I support sustainable tourism development in the Azores. Park et al. 
(2022) 

(SSTD2) I support cooperation in sustainable tourism development in the Azores. 

(SSTD3) I support cultural exchange between residents and tourists participating in 
recycling programs. 

(SSTD4) I support environmental education and conservation in the Azores. 

Willingness to 
Pay 

(WTP1) I am willing to pay a higher price for having a holiday in the Azores. Can et al. 
(2023) 

(WTP2) I am willing to pay a lot more for a holiday in the Azores. 

(WTP3) The price of a holiday in the Azores would have to rise substantially before I 
would choose a different destination. 

Source: own research 
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4. Results 
 

Before implementation, a panel of ten tourists conducted a preliminary evaluation of the 
questionnaire. The objective of this pre-testing phase was to identify and mitigate potential errors and 
evaluate the relevance, clarity, logical flow, and wording of the questions. Since no changes were 
suggested, the pilot test answers were included in the database. In November 2023, the survey targeted 
people who visited the Azores above 18 years old, and 304 respondents were achieved with different 
levels of answers. All incomplete questionnaires were excluded from the analysis, leaving the final sample 
with 220 valid cases, i.e., complete answers, representing an overall rate of 72%. The minimum sample 
size required for this study was calculated using G*Power (Faul et al., 2009), which indicated that a sample 
of at least 82 participants would be necessary to achieve a power of 0.95. The sample was composed of 
people visiting or recently visiting the Azores. The final sample had 220 individuals – 109 males (49%) 
and 111 females (51%). 

Regarding the maximum education level, 54% of respondents have a bachelor's degree, 27% have 
a master's degree, and 14% have completed High School or a Professional Degree. The tourist's 
experience as a traveler was assessed, showing that 51% have less than 7 years of traveling experience, 
while 49% have more than 7 years of experience. Most participants were national tourists: 30% were 
from Portugal's mainland and Madeira, and 23% were local travelers with travel experiences between 
islands. The remaining participants were from other European countries (29%) and the Americas (15%).  

 
4.1 Structural model 

 
To analyze the collected data, this study utilized Structural Equation Modeling Partial Least 

Squares (SEM-PLS) via SmartPLS 4 software (Ringle et al., 2015). SEM-PLS was chosen due to the 
complexity of the conceptual framework and the study's prediction-oriented focus (Hair et al., 2019). 
Reinartz et al. (2009) suggest that a minimum sample size of 100 is sufficient to generate high power for 
analysis when applying PLS-SEM. Therefore, this study's sample of 220 respondents is more than 
adequate to produce valid, reliable, and meaningful results. The standardized root mean square residual 
(SRMR) measures the approximate model fit and reflects the average magnitude of the difference 
between the observed correlation matrix and the model-implied correlation matrix (see Table 3). The 
SRMR (0.072) is lower than 0.08, so the model is assumed to have a good fit (Sarstedt et al., 2019). The 
Cronbach’s Alpha values for all constructs in the model exceeded the commonly accepted threshold of 
0.7, indicating strong internal consistency (see Table 2). 

 
Table 2. Measurement model 

 

Constructs Mean Std. Deviation Loadings Cronbach Alpha CR AVE 

Customer Co-Creation 0.854 0.911 0.774 

CC1 4,06 0,91 0.863    

CC2 3,83 0,98 0.877    

CC3 3,92 0,97 0.900    

Environmental Concerns 0.790 0.877 0.704 

EC3 4,34 0,74 0.844    

EC4 4,37 0,74 0.868    



JOURNAL OF TOURISM AND SERVICES 
Issue 29, volume 15, ISSN 1804-5650 (Online) 

www.jots.cz 

141 

EC5 4,54 0,61 0.803    

Involvement 0.869 0.919 0.791 

INV1 4,28 0,77 0.895    

INV2 4,37 0,78 0.928    

INV3 4,25 0,84 0.845    

Satisfaction 0.936 0.951 0.797 

SAT1 3,86 0,82 0.872    

SAT2 3,79 0,83 0.897    

SAT3 3,86 0,84 0.913    

SAT4 3,81 0,85 0.899    

SAT5 3,84 0,84 0.883    

Support for Sustainable Tourism Development 0.846 0.896 0.684 

SSTD1 4,58 0,6 0.838    

SSTD2 4,56 0,63 0.861    

SSTD3 4,49 0,64 0.776    

SSTD4 4,61 0,59 0.832    

Willingness To Pay 0.826 0.896 0.742 

WTP1 3,69 1,01 0.827    

WTP2 3,24 1,13 0.911    

WTP3 3,61 1,04 0.845       

Source: own research 

 
  Table 2 displays the mean and standard deviation of all variables and the reflective indicator 
loadings, Cronbach's alpha, composite reliability (CR), and average variance extracted (AVE) for each 
latent variable. For indicator reliability, factor loadings must be statistically significant and greater than 
0.7. All the items above, except EC1 and EC2, were eliminated due to their low loadings. The AVE 
values exceed the inter-construct correlations, confirming discriminant validity as per Fornell and Larcker 
(1981). Additionally, multicollinearity is not indicated, as evidenced by all inner VIF values. In a well-
fitting model, structural VIF coefficients should not exceed 4.0 (Sarstedt et al., 2014). In this study, the 
highest inner VIF is 1.621, observed for CC3. This indicates that while CC has an independent effect on 
WTP, there is a mild overlap with the influence of other variables. 
 
4.2 Multigroup Analysis for Tourist Experience 
 

Considering the differences in traveling experience among the sample participants, a Multi-Group 
Analysis (MGA) was conducted to investigate the possible differences in the proposed correlations due 
to visitors' past experiences. It was also crucial to ascertain whether and to what extent these effects 



JOURNAL OF TOURISM AND SERVICES 
Issue 29, volume 15, ISSN 1804-5650 (Online) 

www.jots.cz 

142 

differed among tourists with varying degrees of experience, that is, between "Less Experienced Tourists" 
and "More Experienced Tourists." (see Table 3). 
 

Table 3. Differences by Tourists' Experience 
 

  Difference (LET - MET) 1-tailed (LET vs. MET) p-value  2-tailed (LET vs. MET) p-value  

CC -> EC -0.084 0.753 0.494 

CC -> SAT 0.215 0.023 0.046 

CC -> WTP 0.085 0.315 0.631 

EC -> WTP 0.120 0.242 0.484 

INV -> CC -0.054 0.578 0.844 

SAT -> WTP -0.155 0.799 0.401 

SSTD -> EC -0.063 0.739 0.523 

Note: Less Experienced Tourists (LET); More Experienced Tourists (MET); Involvement (INV); Customer co-creation 
(CC); Environmental Concerns (EC); Satisfaction (SAT); Support for Sustainable Tourism Development (SSTD); 
Willingness to Pay (WTP). 

Source: own research 

 
"Less Experienced Tourists" and "More Experienced Tourists" path coefficients were compared 

using a bootstrap multigroup analysis with 5000 subsamples. Table 3 shows the one-tailed and two-tailed 
test differences in path coefficients and the corresponding p-values. Overall, the most notable result is 
the significant difference in the effect of Customer Co-creation on Satisfaction (CC -> SAT) between 
less and more experienced tourists, with the latter group being more influenced by co-creation activities 
in terms of their satisfaction. The other paths do not show significant differences between the groups 
based on the provided p-values, indicating that tourist experience does not significantly alter these 
relationships. The bootstrapping results of path coefficients inside a PLS-SEM framework are displayed 
in Table 4, which compares the "More Experienced Tourists" with "Less Experienced Tourists" groups. 
For testing hypotheses, it offers t-values, p-values, the original path coefficients for each group, their 
mean values upon bootstrapping, and the standard deviations of these estimations. 

 
Table 4. Bootstrapping results of path coefficients inside a PLS-SEM framework 

 

  
Original 
(LET) 

Original 
(MET) 

Mean 
(LET) 

Mean 
(MET) 

STDEV 
(LET) 

STDEV 
(MET) 

t value 
(LET) 

t value 
(MET) 

p-value 
(LET) 

p-value 
(MET) 

CC -> EC 0.064 0.148 0.066 0.148 0.084 0.09 0.758 1.642 0.449 0.101 

CC -> SAT 0.723 0.508 0.716 0.512 0.072 0.075 10.01 6.735 0.000 0.000 

CC -> WTP 0.308 0.223 0.303 0.232 0.144 0.115 2.144 1.943 0.032 0.052 

EC -> WTP 0.085 -0.035 0.072 -0.035 0.100 0.139 0.856 0.251 0.392 0.802 

INV -> CC 0.144 0.197 0.132 0.211 0.171 0.118 0.840 1.677 0.401 0.094 

SAT -> 
WTP 0.154 0.308 0.176 0.316 0.158 0.097 0.975 3.182 0.330 0.001 
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SSTD -> EC 0.595 0.658 0.599 0.651 0.056 0.095 10.609 6.954 0.000 0.000 

Note: Less Experienced Tourists (LET); More Experienced Tourists (MET); Involvement (INV); Customer co-creation 
(CC); Environmental Concerns (EC); Satisfaction (SAT); Support for Sustainable Tourism Development (SSTD); 
Willingness to Pay (WTP). 

Source: own research 

 
In conclusion, the findings imply that some of the correlations in the model are moderated by 

experience level. Both tourist groups' satisfaction and willingness to pay are significantly impacted by 
customer co-creation; however, the effect on co-creation activities is more substantial for more seasoned 
travelers. Meanwhile, experienced and novice tourists consistently report that support for sustainable 
tourism development has a greater impact on environmental concerns. Tourism operators and marketers 
may find this information quite valuable when creating focused plans for various tourist segments. 
4.3 Multigroup analysis for tourist origin 

 
The outcomes of a Bootstrap Multi-Group Analysis (MGA) comparing the path coefficients 

between the "Foreigners" and "Portuguese" groups are displayed in Table 5. Together with one-tailed 
and two-tailed p-values for assessing the significance of these changes, it shows the variations in path 
coefficients. No path coefficient differences between Portuguese and Foreigners are statistically 
significant at 0.05 in all the one-tailed and two-tailed tests. The route that leads from environmental 
concerns to willingness to pay is the most significant. 

 
Table 5. Differences by tourist origin 

 

  Difference (FOR - PORT) 1-tailed (FOR vs PORT) p-value 2-tailed (FOR vs PORT) p-value 

CC -> EC 0.042 0.373 0.746 

CC -> SAT 0.069 0.255 0.511 

CC -> WTP -0.066 0.644 0.713 

EC -> WTP 0.261 0.064 0.128 

INV -> CC -0.045 0.642 0.716 

SAT -> WTP -0.014 0.53 0.939 

SSTD -> EC 0.142 0.127 0.254 

Note: Foreigners (FOR); Portuguese (PORT); Involvement (INV); Customer co-creation (CC); Environmental Concerns 
(EC); Satisfaction (SAT); Support for Sustainable Tourism Development (SSTD); Willingness to Pay (WTP). 

Source: own research 
 

The bootstrapping findings from a PLS-SEM analysis are shown in Table 6, which shows the 
path coefficients for the Portuguese and foreign groups separately. It displays the t-values, p-values, and 
standard deviations (STDEV) of these estimations, the initial path coefficients, and their averages 
following bootstrapping for each group. When looking at the relationships within the model, Customer 
Co-Creation (CC) had a significant influence on Environmental Concerns (EC) for the Foreigner group, 
with a path coefficient of 0.152 and a significant p-value of 0.025, compared to a coefficient of 0.110 and 
a non-significant p-value of 0.315 for the Portuguese group. With coefficients of 0.647 and 0.578, 
respectively, and p-values at the 0.000 level, the CC's influence on Satisfaction (SAT) was strong and 
statistically significant for both groups. This demonstrates the pervasiveness of co-creation's good impact 
on tourist satisfaction. The relationship between CC and WTP was significant for Portuguese tourists 



JOURNAL OF TOURISM AND SERVICES 
Issue 29, volume 15, ISSN 1804-5650 (Online) 

www.jots.cz 

144 

(coefficient 0.306, p-value 0.003) but not for Foreigners (coefficient 0.240, p-value 0.105), suggesting 
cultural or contextual differences in how co-creation activities translate into economic value. Support for 
Sustainable Tourism Development (SSTD) had a strong and significant impact on EC for both groups, 
with coefficients of 0.669 and 0.527, respectively, and p-values of 0.000, indicating that sustainable 
tourism initiatives are a crucial driver of environmental awareness among tourists. 
 

Table 6. Bootstrapping results of path coefficients inside a PLS-SEM framework 
 

  
Original 
(FOR) 

Original 
(PORT) 

Mean 
(FOR) 

Mean 
(PORT) 

STDEV 
(FOR) 

STDEV 
(PORT) 

t value 
(FOR) 

t value 
(PORT) 

p-value 
(FOR) 

p-value 
(PORT) 

CC -> EC 0.152 0.11 0.161 0.104 0.068 0.109 2.247 1.005 0.025 0.315 

CC -> SAT 0.647 0.578 0.653 0.58 0.056 0.085 11.451 6.785 0.000 0.000 

CC -> WTP 0.24 0.306 0.251 0.306 0.148 0.102 1.622 3.004 0.105 0.003 

EC -> WTP 0.151 -0.111 0.144 -0.11 0.126 0.112 1.195 0.988 0.232 0.323 

INV -> CC 0.15 0.194 0.162 0.204 0.119 0.136 1.252 1.428 0.211 0.153 

SAT -> WTP 0.173 0.188 0.179 0.197 0.159 0.109 1.092 1.728 0.275 0.084 

SSTD -> EC 0.669 0.527 0.661 0.534 0.072 0.101 9.329 5.228 0.000 0.000 

Note: Foreigners (FOR); Portuguese (PORT); Involvement (INV); Customer co-creation (CC); Environmental Concerns 
(EC); Satisfaction (SAT); Support for Sustainable Tourism Development (SSTD); Willingness to Pay (WTP). 

Source: own research 

 

In summary, Customer Co-Creation has a statistically significant impact on Foreigners' 
Environmental Concerns and considerably influences Satisfaction for Portuguese and Foreign tourists. 
For Portuguese tourists, co-creation has a considerable effect on willingness to pay, but not for foreign 
visitors. For both groups, support for sustainable tourism development significantly impacts 
environmental concerns. When comparing Portuguese and Foreign tourists, these results show subtle 
changes in the linkages between the constructs, offering important information for targeted marketing 
and policymaking. 

 
4.4 Multigroup analysis for household income 

 
"Comfortable" and "Difficulties or Coping" path coefficients were compared using a bootstrap 

multigroup analysis with 5000 subsamples. The outcomes of a Bootstrap Multi-Group Analysis (MGA) 
comparing the path coefficients between the "Comfortable" and "Difficulties or Coping" groups are 
displayed in Table 7.  Together with one-tailed and two-tailed p-values for assessing the significance of 
these changes, it shows the variations in path coefficients. Support for Sustainable Tourism Development 
(SSTD) and Environmental Concerns (EC) have a 1-tailed p-value of 0.013, indicating a statistically 
significant difference in their positive association. This shows that Support for Sustainable Tourism 
Development has a greater influence on environmental concerns for tourists who are comfortable with 
their household income. The 2-tailed p-value of 0.042 across Customer Co-Creation (CC) and 
Satisfaction (SAT) suggests a statistically significant difference in the relationship between these variables. 
The 2-tailed p-value of 0.027 between Support for Sustainable Tourism Development (SSTD) and 
Environmental Concerns (EC) suggests a statistically significant difference in the association between 
these constructs. 
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Table 7. One-tailed and two-tailed test differences in path coefficients and the corresponding p-values. 
 

  
Difference (COMF vs 
DIF/COP) 

1-tailed (COMF vs DIF/COP) p-
value 

2-tailed (COMF vs DIF/COP) p-
value 

CC -> EC -0.043 0.629 0.742 

CC -> SAT -0.219 0.979 0.042 

CC -> WTP 0.008 0.477 0.953 

EC -> WTP -0.267 0.915 0.169 

INV -> CC -0.087 0.720 0.560 

SAT -> WTP -0.135 0.803 0.395 

SSTD -> EC 0.242 0.013 0.027 

Note: Comfortable (COMF); Difficulties or Coping (DIF/COP); Involvement (INV); Customer co-creation (CC); 
Environmental Concerns (EC); Satisfaction (SAT); Support for Sustainable Tourism Development (SSTD); Willingness to 
Pay (WTP). 

Source: own research 
 

The bootstrapping findings from a PLS-SEM analysis are shown in Table 8, which shows the 
path coefficients for the tourists who are comfortable about their household income and have difficulties 
coping. It displays the t-values, p-values, and standard deviations (STDEV) of these estimations, the 
initial path coefficients, and their averages following bootstrapping for each group. Looking at the 
connections throughout the model, the influence of Customer Co-creation on Satisfaction was strong 
and statistically significant for both groups, with a coefficient of 0.504 for tourists who are comfortable 
about their household income and 0.723 for tourists who have difficulties or coping. This indicates the 
extensive positive influence of co-creation on tourist satisfaction. Satisfaction intensely and significantly 
impacts willingness to pay, particularly among struggling or coping visitors. Support for Sustainable 
Tourism Development strongly and considerably impacts both groups' environmental concerns. The 
greatest difference is the influence of Involvement on Customer Co-Creation, which is not significant 
for tourists who are comfortable with their household income, with a p-value of 0.317 and a coefficient 
of 0.136, but is significant for tourists who are struggling or coping, with a p-value of 0.095 and a 
coefficient of 0.223. 
 

Table 8. Bootstrapping results of path coefficients inside a PLS-SEM framework. 
 

  

Original 
(COMF
) 

Original 
(DIF/ 
COP) 

Mean 
(COMF) 

Mean 
(DIF 
/COP) 

Stdev 
(COMF
) 

Stdev 
(DIF/ 
COP) 

t value 
(COMF) 

t value 
(DIF/ 
COP) 

p-value 
(COMF
) 

p-value 
(DIF/ 
COP) 

CC -> EC 0.099 0.142 0.103 0.141 0.085 0.099 1.169 1.435 0.243 0.151 

CC -> SAT 0.504 0.723 0.510 0.722 0.092 0.061 5.483 11.871 0.000 0.000 

CC -> WTP 0.177 0.169 0.192 0.174 0.138 0.109 1.275 1.553 0.202 0.120 

EC -> WTP -0.150 0.117 -0.154 0.111 0.163 0.098 0.924 1.196 0.355 0.232 

INV -> CC 0.136 0.223 0.147 0.235 0.136 0.134 1.002 1.668 0.317 0.095 

SAT -> WTP 0.264 0.399 0.268 0.405 0.122 0.108 2.173 3.712 0.030 0.000 
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SSTD -> EC 0.733 0.491 0.724 0.504 0.075 0.070 9.731 7.033 0.000 0.000 

Note: Comfortable (COMF); Difficulties or Coping (DIF/COP); Involvement (INV); Customer co-creation (CC); 
Environmental Concerns (EC); Satisfaction (SAT); Support for Sustainable Tourism Development (SSTD); Willingness to 
Pay (WTP). 

Source: own research 
 

The findings emphasized the universally favorable influence of co-creation on satisfaction, the 
significance of contentment in influencing willingness to pay, and the nuanced role of co-creation 
engagement based on visitors' financial comfort levels. These findings can guide focused measures to 
improve the tourist experience and promote sustainable tourism practices. 

 
 

5. Discussion 
   
  The findings about visitors' overall pleasure with their travel experiences being positively 
influenced by their level of co-creation show substantial statistical significance; this implies a strong 
association between co-creation events and tourist satisfaction, regardless of demographics. This 
outcome is aligned with Marvi et al. (2023), who said that “peer consumers might engage in co-creation 
for other reasons, such as personal satisfaction” (page 9). The results indicate that co-creation 
significantly enhances tourists' willingness to pay (WTP) for tourism experiences in the Azores. The 
increased levels of co-creation in tourists' indicated willingness to spend show a strong relationship 
between co-creation and willingness to pay. Once more, the present findings corroborate the evidence 
found by Marvi et al. (2023), which leads to the expectation that engaged peer consumers are more likely 
to pay higher prices and perceive more value. 
  In contrast to the findings of the González--Viralta et al. (2023) study, the current investigation 
found a more nuanced association between environmental concerns and willingness to pay. 
Environmental concerns were shown to play a critical role in tourists' support for sustainable tourism 
practices, which also affected their satisfaction and WTP across all tourist segments, demonstrating that 
travelers more concerned about the environment are more inclined to support sustainable tourism 
projects. These findings are aligned with the ones from Park et al. (2022), confirming that individual 
characteristics can influence their capabilities to value and adopt green consumer behavior. Considering 
the findings of Kang et al. (2019), one should expect to find a significative influence of green behavior 
on willingness to pay more for sustainable tourism experiences. Surprisingly, the present outcome related 
to the impact of green practices on tourist behaviors and willingness to pay reveals no significance. The 
present work also makes a unique contribution by detecting the various effects of co-creation on the 
willingness to pay of Portuguese and foreign tourists, implying that cultural and experiential elements 
may effectively influence tourist perception and behavior. This outcome, aligned with the evidence of 
Kang et al. (2019), suggests a deeper analysis of the non-socioeconomic characteristics, such as 
psychological factors on tourists' co-creation and WTP. This divergence from the expected pattern shows 
that, given the context of our study in the Azorean Region, other factors or dynamics may impact tourists' 
willingness to support ecologically responsible actions financially. This disparity emphasized the 
relevance of contextual elements in understanding the complex interplay between environmental 
concerns and economic contributions, making a valuable contribution to the continuing discussion over 
sustainable tourism practices. These results lead to Wahnschafft and Wolter's (2023) study, which found 
that tourists' willingness to pay more for environmentally friendly services slowly grew from 2019 to 
2021, which may reflect a gradual increase in tourist consumer attention to environmental concerns, as 
evidenced by the results of our present article.  
  The results support the hypothesis that greater involvement in co-creation activities increases 
tourists' satisfaction with their travel experiences, thereby enhancing their willingness to pay (H1, H2, 
H3). Tourists who actively participate in co-creating their travel experiences perceive higher value and 
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satisfaction, which translates into a higher WTP. More experienced tourists show a stronger positive 
response to co-creation activities in terms of satisfaction compared to less experienced tourists. This 
indicates that experienced travelers may better appreciate co-creation's personalized and engaging 
aspects. Tourists with higher environmental concerns are more likely to engage in co-creation activities 
and support sustainable tourism development (H4, H5). This suggests that eco-conscious tourists value 
integrating sustainable practices into their travel experiences. Environmental concerns and support for 
sustainable tourism significantly influence tourists' overall satisfaction and their willingness to pay a 
premium for sustainable tourism products (H6, H7). 
  Thus, the findings contribute to the theoretical understanding of co-creation in tourism by 
extending the co-creation theory and demonstrating the positive impact of co-creation on tourists' 
willingness to pay, thus extending the existing literature focused primarily on satisfaction and loyalty. 
Additionally, it establishes a clear link between sustainability and co-creation, highlighting the interplay 
between environmental concerns and co-creation, suggesting that sustainability considerations are 
integral to the co-creation process in tourism. 
  The findings provide valuable managerial insights for tourist operators and policymakers in the 
Azores and other destinations with similar natural resources. Given the impact of consumer co-creation 
on satisfaction, tourism firms can engage tourists in co-creative activities. Tourism firms should focus on 
developing co-creation opportunities to enhance customer engagement and satisfaction. Firms can also 
increase perceived value and willingness to pay by involving tourists in creating a travel experience. This 
may include adopting interactive seminars, guided tours, or participatory activities that empower tourists 
to contribute to their experiences, thus increasing their sense of involvement and enjoyment.  
  Plus, given the critical role that environmental concerns play in promoting support for sustainable 
tourism growth, it is recommended that tourism operators incorporate sustainability practices within their 
core offerings. This could include implementing eco-friendly activities like waste reduction programs, 
energy-saving measures, and community participation projects. By doing so, tourist businesses contribute 
to environmental conservation and establish themselves as leaders in sustainable tourism, thereby earning 
a competitive advantage in the market. Moreover, incorporating sustainable practices into tourism 
offerings can attract environmentally conscious tourists, enhancing their satisfaction and willingness to 
support and pay for sustainable tourism. The findings suggest that marketing strategies should be tailored 
to different tourist segments. Experienced travelers and those with higher environmental concerns 
respond more positively to co-creation and sustainable tourism initiatives, indicating a need for targeted 
marketing efforts. Tourism operators may provide individualized experiences that reflect different visitor 
groups' unique attitudes and expectations. For example, developing bespoke packages, private tours, or 
thematic activities that cater to the tastes of specific demographics might improve perceived value and 
boost tourists' willingness to pay for these personalized services. 
  Despite the insights presented, this study has certain limitations. The study's geographical scope 
was limited to the Azores, which may limit the findings' generalizability to other regions. Furthermore, 
because the data is cross-sectional, it cannot examine changes over time. Future research should replicate 
the study in different cultural and economic circumstances to further validate the model and investigate 
the generalizability of the findings. Longitudinal research could better understand the constructs' dynamic 
character across time. Further research into the function of individual variables like age, gender, income 
level, and psychological factors could provide more specific insights into how these aspects influence the 
model's interactions. 
 
 

6. Final Considerations 
   
  The study explored the impact of co-creation on tourists' willingness to pay (WTP) for travel 
experiences in the Azores and the role of environmental concerns in shaping these dynamics. The 
findings demonstrate that higher levels of co-creation involvement significantly enhance tourists' 
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satisfaction, positively influencing their WTP. Additionally, tourists with heightened environmental 
concerns are more inclined to engage in co-creation activities and support sustainable tourism initiatives, 
further boosting their satisfaction and WTP. The findings underscore the value of integrating co-creation 
into tourism offerings to enhance customer satisfaction and economic returns. Tourism businesses in the 
Azores and similar destinations should prioritize developing co-creation opportunities, as involving 
tourists in creating their travel experiences increases perceived value and willingness to pay. Additionally, 
incorporating sustainable practices into tourism products can attract environmentally conscious tourists, 
enhancing their overall satisfaction and support for sustainable tourism. Tailored marketing strategies are 
essential to reach different tourist segments effectively. Experienced travelers and those with higher 
environmental concerns are particularly responsive to co-creation and sustainability initiatives, indicating 
the need for targeted marketing efforts that highlight these aspects. 
  The study's limitations suggest several avenues for future research. First, expanding the sample 
to include tourists from diverse geographical locations would enhance the generalizability of the findings. 
Longitudinal studies are needed to understand the long-term effects of co-creation on tourists' willingness 
to pay. Additionally, incorporating mixed methods, such as qualitative interviews and focus groups, could 
provide deeper insights into tourists' motivations and experiences with co-creation. Further research 
could also explore the economic implications of co-creation for tourism businesses, including cost-
benefit analyses of implementing co-creation strategies. Investigating the role of emerging technologies, 
such as augmented reality and virtual reality, in enhancing co-creation experiences could provide valuable 
insights into innovative ways to engage tourists. 
  Overall, this study contributes to understanding how co-creation can enhance tourism 
experiences and increase tourists' willingness to pay. By fostering greater engagement and satisfaction 
through co-creation and sustainable practices, tourism businesses can achieve both economic benefits 
and support for sustainable tourism development. The insights gained from this research offer practical 
recommendations for tourism operators and policymakers to create more engaging, personalized, and 
sustainable tourism experiences. 
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