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Abstract: Tourist engagement not only yields advantages for the destination but also holds signif-
icance within the realm of group travel. In this context, if tour guides are able to leverage tourist
citizenship behaviors (TCB) to augment interactivity and participation, tourists can essentially trans-
form into “tour guide assistants”. To this end, the study introduces intimacy as a mediating variable,
aiming to investigate the influence of TCB on engagement levels among group tourists. The subjects
were Taiwanese tourists who had engaged in outbound group tourism for more than five days
within three years. A total of 436 online questionnaires were collected by convenience sampling
and analyzed in LISREL and SPSS 21.0. The research results: 1. TCB significantly positively af-
fects intimacy and engagement; 2. Intimacy is a mediating variable between TCB and engagement.
3. Different levels of TCB have significant differences in intimacy and engagement. The research
results can help tour guides and travel agency operators know the characteristics of group tourists
and improve the experience of group tour tourists.
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1. Introduction

Group tour is a way of traveling with other strange tourists in package tours arranged
by travel agencies, which usually consist of more than 15 tourists and a tour guide. There-
fore, it is a challenging test for tour guides to mobilize the enthusiasm of tourists within
a limited time and make them have a satisfactory experience of group tours. On group
trips, tourists should be regarded as more than simple recipients of tourism products but
as operational resources [1,2]. In other words, if the tour guide can well understand and
utilize the characteristics of these Taiwanese tourists, then these tourists will become “tour
guide assistants”. On the contrary, it will cause difficulties for tour guides.

Rasoolimanesh et al. [3] showed that tourist engagement improves tourists’ satisfaction
and loyalty to destinations. The active engagement of tourists is essential to create a
memorable experience, which is crucial for attracting and retaining tourists [4]. In summary,
customer engagement plays a vital role in consumer behavior [5,6]. Therefore, the sense of
engagement of tourists plays a crucial role in whether a trip can be successfully completed,
and which factors will affect group tours is the first motivation for this study.

Traditional tourism has gradually moved towards creative tourism because of the
value of co-creation behavior, that is, co-creation tourism is experienced together. In a
group tour, the co-creation of tourism behavior enables tourists to change from passively
visiting destinations to actively participating in destinations [7–9]. Tourism-valued co-
creation behavior includes tourist participation behavior and tourist citizenship behavior
(TCB) [10,11]. TCB is voluntary in that tourists are willing to have a better experience for the
entire tour group. Tourists engaged in TCB will have positive and voluntary behaviors, and
these behaviors are not mandatory for tourists in group tours but can help other tourists [12].
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However, previous studies were primarily based on exploring the antecedents that affect
TCB [13–15]. Therefore, understanding how TCB affects group tourist engagement and its
impact is the second motivation of this study.

Tourist interactions will also create a sense of intimacy and increase engagement in
tourism activities [16], which may lead their experience to receive social support from other
tourism members. This intimate relationship and the resulting social support can promote
their goal pursuit [17]. Intimacy is the feeling of closeness and emotional connection [18],
which will narrow the boundaries between each other [19]. Everyone needs to pursue
intimacy because it is an effective way to alleviate the uncertainty of tourists about un-
familiar environments and destinations [20–22]. During group tour experiences, tourists
spend much time interacting; however, there needs to be more research on what role this
interaction plays in a trip [23]. To sum up, the third motivation of this study was triggered.

In view of the above motivations, this research aims to integrate the above theories
into a single conceptual framework and highlight the influence of the relationship between
each variable in this comprehensive theoretical model. This research will propose five
hypotheses in response to the purposes. The questionnaire survey method is the primary
survey method, and the linear structure relationship model (LISREL) was used as an
analysis tool to verify the relationship between variables. In addition, this research uses
cluster analysis to divide TCBs of different levels and then uses one-way ANOVA to
explore whether Taiwanese TCBs of different levels have significant differences in intimacy
and engagement.

2. Literature Review
2.1. Tourist Citizenship Behavior (TCB)

Customer citizenship behavior (CCB) is “voluntary and discretionary behavior” that
is unnecessary to produce or deliver services successfully. Generally, it contributes to the
whole service organization [24] and is the core consumer behavior issue [25]. Customer
engagement has a positive impact on loyalty [26,27], private brand contact [28,29], and
corporate performance [30]. TCB is different from the research on CCB. TCB is more
obviously reflected in tourists and tourism destinations because the destination is a place
where tourists visit, stay, eat, interact, and feel safe [15].

TCB has four main components: advocacy, helping, feedback, and tolerance. 1. Ad-
vocacy is considered a more powerful communication tool than advertising because it
generates greater trust, which saves marketing time and money and facilitates the sharing
of authentic experiences [31]. 2. Helping refers to the constructive behavior of helping
other tourists [10,11,24,32,33]. 3. Feedback is an essential source of insight to improve
tourism destinations related to tourists [10,34]. 4. Tolerance refers to customers (tourists)
who are willing to show patience and tolerance to tour guides when they do not meet the
expectations of customers (tourists) for service [10,11,33,35].

TCB emphasizes the non-purchase behaviors of tourists, which include tourists during
or after the service [14]. Additional role behaviors are voluntarily expressed in time,
information, ideas, and physical cooperation [14,36]. The tour group members share the
environment and experience in the same space and will try to integrate into the group [37]
and tolerate others [38]. The group members realize that everyone’s cooperation can make
the travel smooth and are willing to engage [39]. Therefore, TCB’s definition in this research
is that tourists are willing to actively interact with other tourists in the group tour and
volunteer to serve and accommodate other tourists. The tourists actively engage in group
experience activities and support travel arrangements to facilitate the smooth progress of
group tour activities.

2.2. Intimacy (Int)

Intimacy exists in the relationship between people. Foster [40] put forward the concept
of a short-lived society, describing that cruise passengers interact informally, equally, and
cordially in a limited public environment to form a quality collective experience [41]. In



Sustainability 2023, 15, 13391 3 of 14

such a collective experience, an intimate relationship blurs the boundary between self and
intimate partner [19]. In other words, intimacy is usually accompanied by a psychological
connection, which makes it possible for individuals and other people in the group to
maintain common emotional and physical ties [42]. Human beings are born with various
intimate behaviors of making friends, falling in love, and cultivating family affection [20].
This shows everyone needs to pursue intimacy. However, there is almost no trace of tourists’
intimacy or interactivity in the 13,215 research articles on the Web of Science on a travel
agency. Hence, combining intimacy with TCB theory for exploration is a leap forward that
can fill the research blind spot.

Tolstedt and Stokes [18] defined intimacy as feelings of closeness and emotional con-
nection, including strong affection, moral support, and tolerance of significant defects [43].
Stern [44] believed intimacy includes emotion, cognition, and behavior. The individual
is willing to expose the inner world to another person and deeply cares about another
person. Self-disclosure is essential to interpersonal communication and plays a pivotal
role in establishing and maintaining relationships [45]. Trauer and Ryan [46] believed
that intimacy is a potentially profound emotion that requires sustained engagement and
commitment to be recognized by others. From the above concepts, this research finds
that the influencing factors of intimacy will be affected by the potential deep emotions
generated by the continuous communication, interaction, and self-exposure between peo-
ple in the same organizational activities. Therefore, this research defines intimacy as the
connection between closeness and emotion generated through interaction when tourists
travel in groups.

Lin, Zhang, Gursoy, and Fu [16] believed that intimacy is based on the interaction
between tourists, and the self-disclosure of long-term relationship development will posi-
tively affect intimacy. Tour members will try to share their environment and experience [37]
and try to accommodate others [38]. In addition, when group members engage in a shared
sense of identity, it is also a reflection and formation process of intimacy. Based on the
above analysis, this research speculates that the positive interaction between tourists in a
group tour will positively impact their intimacy and emotional connection. Therefore, this
research proposes the following hypothesis:

H1. TCB has a positive and significant impact on intimacy.

2.3. Engagement (Eng)

In marketing studies, customer engagement has become a core topic to deepen the
cooperative creation behavior of consumers in complex environments [25,47]. Tourist en-
gagement comprises a proactive relationship between a tourist and an object or a place [48].
Hollebeek [49] believed that engagement is a multidimensional structure, including emo-
tional, cognitive, and behavioral elements. Tourists’ engagement is the emotion and
cognition of engaging in all relevant experience activities in the tourism destination, which
includes the concentration and concentration of tourists’ activity engagement when they
are at the destination [16,27,50]. Previous studies measured tourists’ engagement by two
dimensions: interaction and participation [14]. Therefore, engagement is defined in this
research as that group tourists actively integrate into the interaction of tourists and engage
in tourism activities.

The tourist engagement examined in prior research pertains to individual or self-
guided tourism experiences. Only a limited portion of research has focused on investigating
the factors influencing tourists’ proactive involvement in group travel. This distinction
represents a significant divergence between this study and other research endeavors within
the engagement domain. Furthermore, most of the previous studies [51,52] have primarily
concentrated on confirming the advantages of engagement for destinations or tourists
and put it more in the position of the mediating variable [53–55]. In doing so, they have
frequently overlooked the factors that might influence tourist engagement, particularly
within the context of group travel. Consequently, this study adopts an alternative ap-
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proach by engagement as a dependent variable, allowing for an exploration of its principal
influencing factors.

The interaction between customers and service providers can impact customer expe-
rience significantly. The higher the engagement and interaction, the better the sense of
experience [56]. TCB will increase the interaction among tour members [1]. Tourism-related
research shows that engagement will affect the brand and tourism experience of the desti-
nation, and tourist engagement will positively affect loyalty [27,57]. Huang and Hsu’s [41]
research showed that cruise passengers stimulate a sense of belonging through informal,
equal, and friendly interaction and help form the group’s centripetal force. Interaction is
the basis for tourists’ engagement, value sharing, and exchanging of ideas and feelings
about the experience with other tourists [14]. Sharpe [58] proposed that tourists integrate
spontaneous tourism communities through collective activities and sharing experiences to
experience equality, familiar spirit, and group perception during a group tour.

Based on the above literature review, this research speculates if tourists on group tours
are willing to interact with other tourists and agree with the itinerary of group experience
activities and services for other tourists. Therefore, they will not only actively integrate
into the interaction of tourists and actively engage in tourism activities but also drive the
enthusiasm and initiative of other tourists in the group. Another important finding of the
literature review is that previous studies were primarily based on exploring the antecedents
that affect TCB [13–15]. There is little research on the role of TCB in group tours when it
is an antecedent variable. This gap limits TCB’s academic understanding and practical
operation. Therefore, this research proposes the following hypothesis:

H2. TCB has a positive and significant impact on engagement.

Intimate relationships are generally accompanied by psychological and physical con-
nections with close people, resulting in common emotions and emotions among individ-
uals [42], which will lead to higher cooperation between close people [59] and mutual
preference [60]. Intimacy can strengthen tourism citizenship behavior, leading to more
active and voluntary engagement [14]. A group tour is also a social interaction, such
as intimate communication between members on various issues or topics. At the same
time, it also brings various social benefits, such as family and social capital, including
self-esteem and positive tourism behavior [61]. A group tour provides an opportunity to
develop close relationships with other group members because the co-creation process of
sharing experiences requires group members to engage in various activities [62]. Islam
and Rahman [5] mentioned that interaction between customers can encourage them to
continue engaging in activities and actively engage in the community. Therefore, when
group members feel close, they are more likely to immerse themselves in the experience
environment and engage in on-site tourism activities [16]. Based on the above discussion,
this research proposes the following hypothesis:

H3. Intimacy has a positive and significant impact on engagement.

Previous studies have explored the role of self-disclosure in long-term relationships,
especially the impact of self-disclosure on liking and intimacy [63,64]. As mentioned above,
self-expression as a way of establishing interpersonal communication is one factor that
affects intimacy. Although it can be inferred from the previous literature that if tourists
strongly desire self-expression in group interaction, it will further affect intimacy.

Levine and Moreland [65] believed that with the increase in team members’ interaction,
members’ commitment and identity to the team would also increase. If group members
interact more, they will increase their commitment and identification with the group [41].
The degree of this individual involvement depends on the strength of their identification
with the team [66]. In other words, the engagement level of group tourists depends on the
previous interaction level of tourists. Tourists who voluntarily benefit from TCB are also
considered more likely to engage again in the destination [15,67]. However, the difference
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in the impact of different levels of TCB on engagement has yet to be verified. This study
differs from previous studies in that it verifies the degree of influence of different TCBs on
intimacy and engagement. Therefore, this research proposes the following hypotheses:

H4. Different levels of TCB have positive and significant differences in intimacy.

H5. Different levels of TCB have a positive and significant difference in engagement.

3. Research Methodology
3.1. Questionnaire Design

In this research, the questionnaire survey method is the primary survey method. The
“back translation” method was used to translate the language of the questionnaire into
Chinese and then back-translate from Chinese to English. Three English major teachers
were invited to assist in this process. The questionnaire for this research consists of four
parts, tourist citizenship behavior, intimacy, engagement, and demographic variables.
Demographic variables include six categories, such as gender, marital status, education,
occupation, place of residence, and marital status. Except for demographic variables
measured on category scales, the remaining variables were measured on the Likert seven-
point scale, ranging from 1 = extremely disagree to 7 = extremely agree.

3.2. Data Collection

The subjects of this research were Taiwanese tourists who had engaged in an out-
bound group tour for more than five days within three years as the research object. The
questionnaire was made through the Surveycake platform and distributed to respondents
of different ages, jobs, and living in other regions using Line and Facebook groups. The
links are distributed in the morning, mid-day, evening, and midnight; each link can only be
answered once by the participants.

In the questionnaire design, we will first set a question “whether you participated
in an outbound group tour for more than five days within three years”. The respondents
can enter the questionnaire only when they choose “YES”. In addition, in consideration of
academic ethics, at the outset of the questionnaire, we include a query asking respondents
if they qualify as Taiwanese tourists aged 20 and above. Furthermore, participants will be
informed about the objectives of their involvement and the intended use of the survey data.
Following the completion of this verification process, participants can proceed to fill out
and respond to the questionnaire.

This research used a convenience sampling method from 15 December 2020 to 15
February 2021. A total of 512 online questionnaires were distributed, and 436 valid ques-
tionnaires were reserved, indicating an effective response rate of 85.16%.

3.3. Data Analysis

For the data collected in the questionnaire, descriptive statistical analysis of the basic
data cognition of tourists is used. Item analysis is used to verify each question item to
understand the discrimination and homogeneity of each question item. The linear structure
relationship model (LISREL) is used to verify the constructed linear structure model and the
impact relationship between the variables of the proposed hypotheses. Cluster analysis is
used to classify samples based on distance and divide different groups. One-way ANOVA
is used to determine whether there were significant differences in intimacy and engagement
among different groups.

4. Analysis of Results
4.1. Demographic Statistics

The results of the demographic characteristics of respondents showed that “male”
and “female” accounted for 56.4% and 43.6%, respectively. Marital status was dominated
by “unmarried”, accounting for 28.4%, and” married”, accounting for 64.4%. Education
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level was dominated by “university”, accounting for 56.9%, followed by “research institute
(including) or above”, accounting for 30.7%. Average monthly income “33,001–43,000 NT
(1084–1412 USD)” was the largest, accounting for 18.6%; followed by “43,001–53,000 NT
(1412–1740 USD)” accounting for 18.3%. Occupations with “service” were the largest,
accounting for 39.2%, followed by “freelance”, accounting for 21.1%. “The southern region”
was the majority, accounting for 62.6%, followed by the “northern region”, accounting
for 31.2%.

4.2. Item Analysis

The primary purpose of this research is to measure the difference between the subjects
in each topic comparison or homogeneity test, to test whether the topics can identify the
degree of response of different subjects. The correlation between the revised question and
item-to-total must be more than 0.3. The CR value reached a significant level (p < 0.05).
Therefore, a total of nine questions were reserved in this research, as shown in Table 1.

Table 1. Reliability and validity of the constructs.

Construct Variables Mean SD CR Item-to-Total
Correlations

Cronbach’s
α

References

TCB

TCB1 Facilitating communication and
management to bring harmony and
conviviality to the tour

5.47 1.11 22.94 0.80 0.95

[1]TCB2 Displaying benevolent acts toward
fellow tour members 5.93 0.92 20.50 0.74 0.95

TCB3 Encourage and give back to tourism
service providers 5.73 0.87 19.70 0.69 0.95

TCB4 Support and cooperate with the
management of tourism service providers 5.67 1.24 21.04 0.73 0.95

INT

INT1 Intimacy
Please select one pair of circles presented
below that best describes your relationship
with the others (Shown in Appendix A)

4.36 1.42 16.28 0.60 0.96 [16,60]

ENG

ENG1 Actively participate in group
tour activities 5.96 0.98 26.75 0.79 0.95

[27]ENG2 When participating in tourism
activities, I think time passes very quickly 6.04 0.94 21.40 0.74 0.95

ENG3 Actively immerse in group
tour interaction 5.82 1.04 25.74 0.80 0.95

ENG4 I am very happy with the close
interaction of the league members 6.03 0.95 24.51 0.80 0.95

4.3. Linear Structure Relation Analysis

The potential independent variables in this research are TCB, intimacy, and engage-
ment. Through LISREL analysis, the error variance is positive, and the estimated value
reaches a significant level, showing that the mode estimation results meet the standards
(Table 2). The model fitting indexes of confirmatory factor analysis results also meet the
minimum requirements (χ2 = 37.38, df = 14, p < 0.001, χ2/df = 2.67, GFI = 0.98, AGFI = 0.94,
RMSEA = 0.062, CFI = 1.00, NFI = 0.99, NNFI = 0.99).

The indices mentioned above were within an acceptable range, indicating that the
overall goodness of fit of the model was good [68]. These results showed that the model fit
well with the data, as shown in Figure 1.

The factor loading coefficient of each construct was above 0.7 (more than 0.5). Assess-
ing each item’s factor loading determines item reliability. The minimum Cronbach’s value
of the three dimensions was 0.9, higher than the critical value of 0.7 [69].
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Table 2. Goodness of fit index and modification index.

Links FL t SMC Standardized Residuals Cronbach’s α CR AVE

TCB → TCB1 0.93 25.01 0.87 0.13

0.90 0.92 0.75
TCB → TCB2 0.92 20.87 0.84 0.16
TCB → TCB3 0.72 17.06 0.52 0.48
TCB → TCB4 0.87 22.38 0.76 0.24

INT → INT1 1.00 - 1.00 0 - 1.00 1.00

ENG → ENG1 0.85 - 0.70 0.31

0.93 0.95 0.82
ENG → ENG2 0.92 26.93 0.85 0.15
ENG → ENG3 0.89 33.97 0.77 0.23
ENG → ENG4 0.98 24.71 0.96 0.04
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Figure 1. Path coefficients of structural mode (Note: *** p < 0.001).

The average variance extracted (AVE) opening number values for each concept should
be higher than their correlation with other concepts. The square roots of AVE for each
concept are more meaningful and important than the correlation coefficient with different
concepts. This suggests that there is acceptable discriminant validity, indicating that the
concepts are distinct from each other and not highly related. The information is presented
in Table 3 of the research.

Table 3. Discriminant validity of the constructs.

TCB INT ENG

TCB 0.86
INT 0.57 1.00
ENG 0.68 0.54 0.91

4.4. Hypotheses Test

Based on the results of the analysis in Figure 1, the verification of the research hypothe-
ses is shown in Table 4. All hypotheses are accepted.

4.5. Cluster Analysis and One-Way ANOVA

This research takes various factors of TCB as a variable and uses K-mean for cluster
analysis. The outcome of this clustering analysis is presented in Table 5. The data have been
divided into three clusters based on the average values of TCB, namely high (H), middle,
(M), and low (L) clusters.
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Table 4. Tested result of hypotheses.

Hypotheses β Coefficient t Value p Result

H1 0.60 13.76 *** 0.000 Acceptance
H2 0.50 9.30 *** 0.000 Acceptance
H3 0.37 7.50 *** 0.000 Acceptance

Note: *** p < 0.001.

Table 5. Cluster analysis.

H
(N = 163)

M
(N = 206)

L
(N = 63) F p Scheffe

TCB1 6.42 5.22 3.91 336.99 0.000 H > M > L
TCB2 6.60 5.85 4.53 267.80 0.000 H > M > L
TCB3 6.44 5.46 4.83 181.42 0.000 H > M > L
TCB4 6.66 5.59 3.50 550.65 0.000 H > M > L

Note: H (high TCB group), M (middle TCB group), L (low TCB group).

One-way ANOVA was conducted to understand whether there were significant differ-
ences in intimacy and engagement among the three groups (Table 6). The high TCB group
is higher in terms of intimacy and engagement than the middle TCB group, and so on; the
middle TCB group is higher than the low TCB group. The results showed that groups with
high TCB had high intimacy and engagement; conversely, groups with low TCB had low
intimacy and engagement.

Table 6. One-way ANOVA.

N Mean SD F p Scheffe

INT1
1. H 163 5.1350 1.27

75.85 0.000 H > M > L2. M 206 4.1942 1.24
3. L 67 3.0000 1.04

ENG1
1. H 163 6.5828 0.63

99.99 0.000 H > M > L2. M 206 5.7816 0.88
3. L 67 5.0000 0.98

ENG2
1. H 163 6.5521 0.72

62.70 0.000 H > M > L2. M 206 5.8883 0.85
3. L 67 5.2836 1.00

ENG3
1. H 163 6.5031 0.67

98.39 0.000 H > M > L2. M 206 5.5777 0.95
3. L 67 4.8806 0.99

ENG4
1. H 163 6.6074 0.58

93.41 0.000 H > M > L2. M 206 5.8835 0.88
3. L 67 5.0896 0.97

Based on the results of the analysis, the verification of the research assumptions is
shown in Table 6. All hypotheses are accepted. This result indicates that different levels of
TCB (H, M, L) have different effects on the intimacy and engagement of group tourists.

5. Discussion

Table 4 shows that the five hypotheses of this research are valid. In group tours, TCB
will positively and significantly affect intimacy and engagement (H1, H2), which has the
same conclusion as previous studies [16,46]. Intimacy among tourists also significantly
affects engagement (H3), which is consistent with the findings of Minnaert, Maitland, and
Miller [61] and Shafiee, Tabaeeian, and Khoshfetrat [14]. That is, if there is intimate com-
munication and interaction among group members, they will show positive engagement.
This research divides TCB into high, medium, and low (H, M, L) levels through cluster
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analysis. After that, ANOVA discussed whether three TCBs of different degrees would
affect intimacy and engagement differently.

From Tables 5 and 6, this research found that varying levels of TCB had different effects
on intimacy and engagement; that is, H4 and H5 were established. The results are similar to
Torres-Moraga, Rodriguez-Sanchez, and Sancho-Esper [15] and Huang and Hsu [41] that
the higher the interaction, inclusiveness, and initiative between group tourists, the higher
the intimacy and engagement between them; on the contrary, the lower the impact.

According to the path coefficient in Figure 1, two paths affect the engagement of group
tourists. The first path is the impact of TCB on engagement (0.50). The second path is the
influence of TCB on engagement through INT (0.22); that is, INT is the mediating variable
between TCB and engagement.

From Figure 1 and Table 2, the coefficients of the four reflective indicators of TCB from
high to low are TCB1 (0.93), TCB2 (0.92), TCB4 (0.87), and TCB3 (0.72), respectively. The
influence coefficients of TCB1 and TCB2 are the highest, which indicates that TCB is reflected
in promoting communication and management of group tours, bringing harmony and joy to
tourism. The coefficients of the four reactive indicators of ENG from high to low are ENG4
(0.98), ENG2 (0.92), ENG3 (0.89), and ENG1 (0.85). Among them, ENG4 and ENG2 have the
highest impact coefficient, which indicates that engagement is mainly reflected in the happy
interaction with tourists in group activities and the quick passing of time.

6. Implications
6.1. Theoretical Implications

This study has the following three theoretical implications: 1. The theoretical contribu-
tions. 2. Verify the relationship between variables and mediating variables. 3. Distinguish
TCBs at different levels. Their details are as follows:

6.1.1. The Theoretical Contributions

This research has a significant theoretical contribution to how TCB affects engagement.
From the perspective of tour group tourists, this research understands the antecedent con-
notation and indicators that affect tourist engagement from TCB and intimacy, which breaks
the previous application of TCB as a dependent variable in tourism research. Furthermore,
the advancement in engagement within this study is also manifested in the subsequent
aspects: 1. Investigating the impact of various factors on engagement by employing it
as a dependent variable, a departure from prior research that primarily addressed its
significance. 2. This study serves as a complementary addition to the existing engagement
research in group tourism, diverging from earlier studies that concentrated on individual-
centered tourism experiences. Therefore, this research has made academic contributions to
the understanding and application of engagement and TCB theory.

6.1.2. Verify the Relationship between Variables and Mediating Variables

When TCB and intimacy are integrated into a model, it provides a reasonable explana-
tion for how TCB affects engagement through intimacy, which verifies the establishment of
this comprehensive model and affirms the theoretical contribution of intimacy as a mediat-
ing variable. In summary, this research confirmed the influence of TCB on engagement and
determined the mediating effect of intimacy, which undoubtedly complements the gap in
research of related theories.

6.1.3. Distinguish TCB at Different Levels

Cluster analysis divides TCB into three groups, and ANOVA analysis explores whether
there are differences between different groups of TCB on intimacy and engagement. This
study categorizes TCB into distinct levels, departing from earlier research that treated TCB
as a singular entity. The above findings provide a solid theoretical basis for this research to
propose practical implications.
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6.2. Managerial Implications

This study discusses managerial implications in three parts: 1. Assist tourists to
improve citizenship behavior. 2. Increase the opportunity for tourists to build intimacy.
3. Increase the engagement of different levels of tourists. Their details are as follows:

6.2.1. Assist Tourists to Improve Citizenship Behavior

According to the above results, the higher the engagement in TCB, the higher the
degree of intimacy and engagement of tour members. This also indicates that as TCB
increases, tourists become more inclined to jointly create, share, and participate in activi-
ties. Therefore, in addition to the fixed viewing of scenic spots, considering that human
beings are essentially social [70], the most important thing is to create opportunities for
tourists’ interaction, such as team game links or self-introduction. Provide tourists with
opportunities to communicate with other tourists [16]. Interaction and communication are
contacts for further contact, and providing tourists with opportunities for interaction is
also the responsibility of tourism service providers or operators.

Based on cluster analysis and one-way ANOVA, this study found that the higher the
TCB, the higher intimacy and engagement. Conversely, the lower the TCB, the lower the
intimacy and engagement. Therefore, it is suggested that operators or tour guides can
conduct communication and management for group tourists with different travel behaviors
according to the group guests’ personalities and enthusiasm.

6.2.2. Increase the Opportunity for Tourists to Build Intimacy

Intimacy is the mediating effect of tourists’ engagement. Therefore, increasing the
tourism experience is the premise of increasing interaction between people [16] and the
only way to strengthen the intimacy between tourists with groups and tourists with tourist
destinations. Travel agency operators must analyze and understand the basic information
of the group members before the trip. For example, prepare some psychological testing
games for the group guests at the beginning of the journey. To help the tour guides
and travel agency operators better understand the personality of the group guests and
design targeted activities and team-building methods according to their characteristics and
preferences. Operators should also be aware that enhancing the fun and interaction of
tourism products and activities is the characteristic and attribute of the tourism experience.
Through these methods, the intimacy between tourists can be brought closer, thereby
increasing the engagement of tourists.

6.2.3. Increase the Engagement of Different Levels of Tourists

Shafiee, Tabaeeian, and Khoshfetrat [14] mentioned that interaction and engagement
are two factors that affect engagement. From an interaction perspective, this research
suggests that tour guides can seek appropriate opportunities to “show weakness” to tourists
in group services and to seek help from tourists within the group. For example, when
tourists encounter difficulties and ask the tour guide for help, the tour guide can transfer
the problem to the team and seek assistance from other tourists, creating interactivity
among tourists. From the perspective of engagement, it is suggested that tour guides set
some meaningful goals and complete them in groups or teams so that each tourist can feel
“a sense of engagement”.

Education also is a fundamental way. Therefore, the tourists with high TCB should
be taken as an example to let the low and middle group tourists imitate and learn. The
appeal and education internally mobilize the positive interaction behavior between low
and middle group customers.

7. Limitations and Future Suggestions

First, this paper only discusses the degree of intimacy and engagement of tourism
behavior and does not explore what factors lead to the different degrees of tourism citizenship
behavior. Therefore, this research suggested that future researchers can use qualitative research
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to analyze tourism citizenship behavior. Second, the object of this research is Taiwanese, which
does not represent the characteristics and behaviors of tourists from other regions. Therefore,
this research suggests that future scholars can explore tourists in different areas. Third, this
research only discusses outbound tourists and does not discuss them separately according
to the tourist destination region. It is suggested that future researchers can do differentiated
research on outbound destinations, such as exploring the effects of different areas such as
Asia, Africa, Oceania, America, or Europe. Finally, this research did not take COVID-19 as an
influencing factor. Future research can use the epidemic as an influencing factor to explore
tourists’ travel behavior when engaging in a group tour.

8. Conclusions

This study represents the first attempt to delve into the antecedents of engagement
among group tourists, focusing on the elements of TCB and intimacy. Notably, this breaks
away from the prior convention of treating TCB merely as a dependent variable in tourism
research. Apart from establishing the positive impact relationship between TCB, intimacy,
and engagement, this research also identifies intimacy as a mediating variable influencing
TCB and engagement.

Furthermore, the outcomes of this study offer valuable insights into how Taiwanese
group tourists, characterized by varying degrees of TCB, can enhance their engagement
levels through intimacy. This knowledge not only benefits tour guides and travel agency
operators but also aids in comprehending the diverse attributes of group tourists. Ultimately,
the findings contribute to the enhancement of the overall group tour experience in Taiwan.
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