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Abstract

The shift in tourism trends towards a more sustainable and authentic experience places
Ecotourism as a crucial sector. In the context of digital marketing, Storytelling is believed to
have great potential to shape the image of destinations emotionally and cognitively. The study
focused on Millennial and Gen Z audiences as the main segment of travelers who demand
authenticity and have a strong attachment to social media. This study aims to explore in depth
the role of Storytelling (through the dimensions of Authenticity, Emotional Engagement, and
Message Clarity) in influencing their perception of the Image of Sustainable Ecotourism in
Ketam, Malaysia. This research uses an exploratory qualitative approach. Data was collected
through In-Depth Interviews with Millennial and Gen Z representatives who have visited or
consumed Crab Ecotourism content, as well as content analysis of destination digital
promotional materials. Key indicators analyzed include Factual Authenticity of stories, levels
of Emotional Engagement generated, and Message Clarity regarding sustainability values.
Effective storytelling, which combines Factual Authenticity with the ability to evoke Emotional
Engagement, serves as a key mechanism to improve the image of Sustainable Ecotourism
among Millennials and Gen Z. Crab Ecotourism Destinations need to integrate local economic
narratives and clarify the role of tourists (CTAs) in the story, so that the Image of Sustainable
Ecotourism can be formed holistically (7riple Bottom Line).
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Introduction

The global tourism industry has undergone a significant shift from mass tourism to a more
responsible and sustainable form of tourism, in which ecotourism plays a crucial role
(Suriyankietkaew et al., 2025). Ecotourism is defined as responsible travel to natural areas that
preserve the environment, sustainability the well-being of local residents, and involve
interpretation and education)(Samper-Mendivil et al., 2025, 2025; Shuvo & Ahmed, 2025;
Wadei et al., 2025). In the context of global destination competition, building a strong and
positive destination image is key to attracting tourists. A good image not only promises an
interesting experience, but also instills conservation and cultural values(Chen, 2025;
Rodriguez-Pose & More, 2024; Ruiz-Ballesteros & Gonzalez-Portillo, 2024).

In the digital era, conventional marketing methods are considered less effective,
especially in conveying the authentic values and deep philosophies of an ecotourism destination
(Nikjoo et al., 2025, 2025; Rocca & Zielinski, 2022). Storytelling has emerged as a powerful
marketing communication strategy. Storytelling allows destinations to create emotionally
charged narratives, build personal connections, and instill sustainable values in potential
travelers. In ecotourism, storytelling can be used to tell the story, uniqueness of flora and fauna,
conservation efforts, and local wisdom of the community, which directly contributes to the
formation of a unique and authentic image. Previous research has shown that storytelling in
tourism is effective in creating emotional attachment and increasing tourist satisfaction (for
example, Madyawati, 2016; Nugraha, 2024).

Ecotourism has become one of the important sustainable development approaches in the
global tourism industry (Laesser, 2023). In Malaysia, the concept of ecotourism is gaining
attention because of its potential to combine environmental conservation with the economic
improvement of local communities (Surya & Suwarno, 2023). One of the areas that has great
potential in the development of ecotourism is Pulau Ketam, a small island located off the coast
of Selangor(Qiu, 2023). This island is known for its unique fishing community, wooden houses
on the water, and a mangrove forest ecosystem that is still quite well preserved(Surya et al.,
2018). However, despite having a distinctive ecotourism appeal, tourism
development(Aunchistha, 2025; Bang et al., 2025; Céceres-Feria et al., 2021; Dao et al., 2025).

However, despite having a distinctive ecotourism appeal, tourism development on Pulau
Ketam faces various challenges(Cruwys et al., 2025; MariaLaura Di DomenicoDjebali, 2025;
Samekin et al., 2025; Shi, 2025; Suriyankietkaew et al., 2025). One of the main problems is the
lack of environmentally friendly infrastructure as well as public and tourists' awareness of the
importance of nature conservation. In addition, the lack of integrated planning between local
governments, local communities, and tourism industry players is also an obstacle in the
development of sustainable ecotourism(Cruz-Mildn & Castillo-Ortiz, 2023).

Uncontrolled tourism activities risk having negative impacts on the environment, such as
water pollution, mangrove forest damage, and disturbance of wildlife habitats(Rambu Atahau
et al., 2020). On the other hand, many local communities still depend on the traditional fisheries
sector, so there is a need to make efforts to make ecotourism an alternative source of income
without damaging the balance of the ecosystem(Greig et al., 2026; Hoover & Krupka, 2025;
Kelleher & Murphy, 2025; Loustau, 2025; Worley & Smith, 2026, 2026).

Therefore, it is important to study more deeply the potential, challenges, and strategies
for ecotourism development on Ketam Island in order to provide long-term benefits both for
the environment and the welfare of the local community. This study is expected to be the basis
for formulating policies and concrete steps in the management of sustainable ecotourism in the
region.

However, the problems of ecotourism in Pulau Ketam, Malaysia include (1) Lack of
environmentally friendly infrastructure. Although Pulau Ketam has great potential to be
developed as an ecotourism destination, supporting facilities and infrastructure such as waste
management, environmentally friendly transportation systems, and sustainable public facilities
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are still minimal. This can reduce the comfort of tourists and negatively impact the local
environment. (2) Environmental Degradation Due to Tourism Activities The increasing number
of tourist visits that are not accompanied by environmental awareness causes marine pollution,
destruction of mangrove forests, and disruption of coastal ecosystems. Activities such as
careless waste disposal, the use of motorized boats that are not environmentally friendly, and
development without environmental studies worsen the island's natural conditions(Vitasurya,
2016).

The Millennial (Generation Y) and Generation Z age groups currently dominate the
global population and tourism market. This generation is known as digital natives who are
highly connected to social media and tend to seek authentic, meaningful, and sustainable
experiences. They are heavily influenced by narrative and visual content on digital platforms.
Therefore, ecotourism marketing strategies must be adjusted to reach and interact effectively
with these two generations, where the use of strong narratives (storytelling) is fundamental. An
in-depth understanding of how Millennials and Gen Z respond to ecotourism storytelling will
greatly determine the success of efforts to improve the image of the destination(Mulyadi et al.,
2024; Muzambiq et al., 2023; Pakpahan et al., 2023; Pijet-Migon & Migon, 2022, 2022; Pintossi
et al., 2023; Purwoko et al., 2023; Serrat, 2008; Sinamo et al., 2021; Siregar et al., 2022;
Widodo, 2021)

This study chose to focus on Ketam, Malaysia as the location of the exploratory study.
Malaysia, as a country rich in ecotourism potential, has locations with unique culture and
nature. By specializing in Crabs, research can explore specifically how their natural wealth and
local culture can be processed into compelling narratives. This exploratory study aims to
identify the types of storytelling that most resonate with the preferences of Millennials and Gen
Z and how the mechanism of telling these stories (through digital media or on-site) contributes
to improving the image of Crab Ecotourism(Amin et al., 2012; De Canio, 2023; Fadilah &
Huda, 2024; Farina KhanKashif, n.d.; Grigorieva, 2022; Khuadthong et al., 2025; Patrick
StraBerChristoph, Till J. Bugaj, Michael Kiihl, 2022; Perea et al., 2025; Valencia-Arias et al.,
2025; M. S. Zakaria & Yusof, 2024).

Although the role of storytelling and destination imagery has been widely researched in
general, there are still gaps in the literature, in particular: Exploratory studies that specifically
explore the types and elements of storytelling that are most effective for ecotourism. An in-
depth understanding of how Millennials and Gen Z's responses and perceptions of ecotourism
storytelling specifically affect the formation of destination imagery. Application and relevance
of storytelling in the context of ecotourism in specific locations such as Ketam, Malaysia for
the formulation of targeted promotion strategies. Therefore, this research is important to bridge
the gap and make a practical contribution in formulating innovative and narrative-based
ecotourism marketing strategies, especially to attract young tourists.

Literature Review
The Role Of Storytelling

The article "Solving the mystery of storytelling in destination marketing: A systematic
review" (Journal of Hospitality and Tourism Management, June 2024) concludes that
storytelling in destination marketing is still developing, does not yet have a solid theoretical
foundation, and is dominated by a qualitative approach(Roy et al., 2023). Important elements
of storytelling such as story content, narrator, modalities, and distribution channels must be
integrated and involve various stakeholders.

The study "The Tourist as Storyteller” (2024) highlights that tourists are not only
recipients of messages, but also narrative creators (co-creation). Aspects such as social media
narratives, personal introspection, traveler behavior, and satisfaction are the main
focuses(Wongsansukcharoen, 2022). Storytelling is described as an important tool in creating
customer engagement and satisfaction. The research "Exploring Social Media Storytelling to
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promote Tourist Destinations: A case study of thematic villages in Malang City"” (IJOSSH,
November 2024) explores the use of digital storytelling on social media to shape destination
branding locally and thematically(Andhiyani Rahmasari Putri & Ari Susanti, 2022; Saragih &
Surya, Elfitra Desy, B, 2021; Surya et al., 2022, 2023; Surya, Ginting, et al., 2018; Surya, Rini,
et al., 2018).

Storytelling is fundamentally the art of conveying a narrative that includes a series of real
or fictional events, involving characters, plots, conflicts, and messages (Rose, 2016). In a
broader context, storytelling is an ancient way for humans to share knowledge, values, and
experiences (Serrat, 2017). In the discipline of marketing communication, Storytelling is
defined as Storytelling Marketing, which is a marketing technique that develops and
communicates brand or product messages through narratives that are arranged emotionally and
uniquely (Ngalup, 2024). The goal is beyond just promotion, but rather to Build Emotional
Bonds: Touching stories can trigger oxytocin release, create empathy, and strengthen the
relationship between brand and audience (Zak, 2015, in Ngalup, 2024). Creates Differentiation:
A unique narrative helps brands stand out and is more memorable compared to conventional
advertising (Kaufman, in JPBI, 2024). Conveying Core Values: Storytelling is effective for
communicating the deep origins, values, or philosophies of an entitys(Aisyah & Rachmadi,
2022; Barbieri, 2010; Basnet & Auliya, 2022; Fanelli & Romagnoli, 2020; Management, 2005;
Muji et al., 2022; Rahayu, 2022; Shen & Cottrell, 2008).

Elements of Effective Storytelling A strong story must contain key narrative elements
(Frye, 1957; Hoda & Zulfikar, 2022; Insan Wisata, 2023), which includes: Characters
(Characters): Who lives the story? In tourism, the character can be tourists, locals, or even the
destination itself. Setting: Where the story takes place, This is very crucial in tourism because
the setting is the tourist destination. Plot: The sequence of events that occurs(Mesra, B, Sri
Wahyuni et al., 2020). Conflict: A challenge or tension that makes the story interesting and
triggers emotions. Resolution: How conflicts are resolved, which often contain a moral message
or valuable lesson.

Storytelling has a very strategic role in tourism because destinations basically sell
experiences and meanings, not just physical products(Wahyuni et al., 2020). Destination Image
is the totality of beliefs, ideas, and impressions that individuals have about a place (Crompton,
1979). A positive image greatly determines the decision to visit and revisit. Creation of
Emotional Connections: Storytelling allows destinations to create emotionally evocative
narratives, which have been shown to positively and significantly affect Tourist Satisfaction
and ultimately trigger Interest in Returning Visits (Alvianna & Alviandra, 2024). Strengthen
Destination Brands: Consistent and authentic stories help build a strong brand identity,
differentiate destinations from competitors, and make destinations more memorable (Candi,
2024). Cultural and Historical Values: In tourism promotion, storytelling effectively elevates
local cultural values, legends, and history, making them more alive and meaningful for potential
tourists (Kemenparekraf, 2021).

Ecotourism is a type of tourism that really needs storytelling because it has a dual mission:
recreation as well as education and conservation. Raising Conservation Awareness: Stories can
be used to educate tourists about the importance of environmental conservation, the uniqueness
of ecosystems, and the positive/negative impacts of human activities. Exploring Unique Values:
Storytelling is an effective method to explore and introduce the unique values of an ecotourism
destination, such as the stories behind flora and fauna, or conservation efforts carried out by
local communities (Nugraha, 2024). Meaningful Experiences: For ecotourism travelers looking
for an authentic and immersive experience, storytelling can transform a visit from a mere sight
to an experience that carries meaning and motivates behavior change.

The implementation of storytelling must consider the platform and the characteristics of
the target audience, especially the Millennial Generation and Gen Z. Millennials and Gen Z are
digital natives who consume information and narratives through social media (Instagram,
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TikTok, YouTube). Digital storytelling content must be visually and narratively appealing,
concise, interactive, and relatable (Uhamka, 2025). The younger generation tends to be
skeptical of traditional promotions and value stories that are authentic, transparent, and come
from real experiences or peer-to-peer (Word of Mouth). Successful storytelling for this segment
often uses a short video format, immersive visual experiences, and voice-over narration or
monologues that feel personal(Miryam & Antonio, 2022). Overall, storytelling serves as an
emotional and cognitive bridge that connects the narrative of the destination with the perception
of tourists, which will ultimately shape and enhance the image of ecotourism in the eyes of
young audiences(Liu et al., 2022).

Authenticity Storytelling

The concept of authenticity was first introduced academically in tourism by(Saif Furqan
Abdullah & Artanti, 2021), who argued that modern travelers seek "authentic experiences" as
an escape from the routine and alienation of industrial society. Authenticity has become an
important element, especially in cultural tourism and ecotourism, as it reflects the true values,
traditions, and authenticity of a place(Wongsansukcharoen, 2022).

Authenticity in tourism is generally divided into two main views: Object-Related
Authenticity This refers to the physical and historical authenticity of an object or place.
Genuine/Historical Authenticity: Historical authenticity, unchanged physical structure, and
culture that is passed down from generation to generation (Mesra, 2018) Constructive
Authenticity: Tourists' perception of authenticity is formed based on their context and
understanding, regardless of absolute physical authenticity. Existential Authenticity This refers
to the personal and subjective experiences that tourists feel. This authenticity is achieved when
individuals feel "being true to oneself" or deeply connected to meaningful experiences(Aslan,
2023; Mavani et al., 2025; Sun et al., 2024; Tama & Voon, 2014; Z. Zakaria & Mohd, 2023).
In the context of marketing, modern travelers (especially Millennials and Gen Z) are
increasingly looking for authentic experiences (Fahmi M. R., 2023), making authenticity a key
attraction(Hamdan et al., 2024).

Authenticity Storytelling is the use of narrative to communicate the authenticity of
destinations (both objective and existential) in an honest, transparent, and trustworthy way
(Nugraha, 2024). In the age of social media, audiences can easily distinguish sincere promotions
from artificial ones. Inauthentic storytelling can damage the credibility of the
destination(Mahrinasari et al., 2024; Melovi¢ et al., 2020; Papadopoulou et al., 2023; Rao et
al., 2024; Saleh Al-Omoush et al., 2021). Authenticity in storytelling is realized when
destinations choose to tell true stories, conservation struggles, or the daily lives of local
communities (Nugraha, 2024). It's much more powerful than a narrative that focuses only on
superficial physical beauty.

Authenticity is enhanced when the storyteller is a person who is directly involved or has
a deep connection to the destination, such as locals, ecosystem keepers, or founders of
ecotourism initiatives. Story authenticity has a vital role to play in shaping and reinforcing the
image of a destination: Authentic stories make promotions feel more honest, which directly
increases travelers' confidence in the projected image. True stories about local challenges and
values are able to create a deeper emotional attachment, resulting in a much more memorable
experience than just an ordinary tourist activity (Nugraha, 2024; ResearchGate, 2025). It is this
effective experience that triggers Satisfaction and Interest in Returning (Alvianna & Alviandra,
2024).

In the midst of the homogeneity of tourism products, narrative authenticity is a powerful
source of differentiation. For example, telling a local legend in the Suroboyoan dialect in
Surabaya can provide a personal and authentic touch that sets it apart from other destinations
(Academic Media Journal, 2024). In ecotourism, the authenticity dimension becomes more
critical as it deals not only with culture, but also with the integrity of nature(Bitsani & Kavoura,
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2014; Falana et al., 2024; Hu et al., 2024; Inkinen et al., 2024; Ma et al., 2021; Maziliauske,
2024; Raddats et al., 2024; Reynolds et al., 2024; Santiago et al., 2024; Wu & Yang, 2023).
Authentic storytelling in ecotourism must be honest about the conditions the environment,
ongoing conservation efforts, and the challenges faced. This includes acknowledging
environmental impacts, not just showcasing the beauty of nature.

Authentic stories should highlight the real role of local communities (e.g., the Crab
community) in management and preservation. This reflects the principles of ecotourism that
support local well-being and prevent "overcommercialization" that can deprive cultural
authenticity (Triatma Mulya, 2024). Authenticity of storytelling in ecotourism serves to
communicate a dual goal: pleasure and purpose (conservation purpose/education). When the
story feels authentic, the message of conservation is more receptive and motivates tourists to
contribute to sustainability.

Emotional Engagement

Emotional Engagement refers to a psychological and affective state in which individuals
feel connected or have a strong emotional response to an object, brand, or in this context, a
narrative (story). This goes beyond just cognitive attention; It involves feelings, empathy, and
self-identification. According to Hollebeek et al. (2014), emotional engagement is an important
component of overall customer engagement, characterized by the level of positive emotions
experienced by consumers when interacting with a brand or content.

The concept of emotional involvement in narrative is supported by several psychological
and communication theories. Popularized by Green and Brock (2000), NTT explains that when
a person is "stuck" or "carried away" into the world of stories, their attention, mental image,
and emotions are focused entirely on the narrative. This transport occurs when the story is
presented with strong details and emotions, causing the reader/viewer to temporarily forget their
own reality and experience the events in the story as if they were part of it. The higher the
narrative transport, the more likely it is that the individual will be influenced by the messages
and values contained in the story.

Neuroeconomic research (e.g., Zak, 2015) has found that effective and conflict-laden
narratives/empathy can trigger the release of oxytocin in the brain. Oxytocin, often called the
"love hormone" or "bonding hormone," has a crucial role: Oxytocin makes the audience more
concerned about the characters and values in the story. Increased empathy and emotional
bonding have been shown to increase the desire to help, collaborate, or, in marketing, buy a
product or visit a told destination.

In the context of tourism, storytelling aims to sell experiences and dreams, where
emotional engagement becomes a bridge between the narrative of the destination and the
motivation of the traveler. Successful emotional engagement through storytelling produces
Destination Emotional Attachment , which is a positive and deep emotional bond between
tourists and a place (Yuksel, 2010). This bond is driven by the story of: Struggle and Hope: The
story of local communities fighting to preserve culture or the environment. A narrative that
evokes a sense of amazement (awe) and admiration for the beauty of the ecosystem. A story
that focuses on the transformative experiences of other characters (tourists or residents) in the
destination.

Emotional engagement has a strong and positive correlation with the following marketing
outcomes: Affective Image Enhancement: Emotional engagement contributes to the affective
(feeling) aspect of the destination's image, making the place perceived as a fun, warm, and
inspiring destination. Increased Tourist Satisfaction: Travelers who feel emotionally connected
to the story of the destination tend to have a higher level of satisfaction, as their experiences
feel more meaningful (Alvianna & Alviandra, 2024). Encourage Revisit Intention: Deep
emotional attachment is a strong predictor of loyalty and intention to return, as the destination
has left an emotional footprint that is hard to forget.
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Message Clarity

Message Clarity is the extent to which the message conveyed can be received, understood,
and interpreted accurately by the target audience, according to the communicator's intent (Aaker
et al., 2017). In the context of storytelling, the clarity of the message ensures that the moral of
the story (the core message) or the value to be promoted (e.g., the value of ecotourism
conservation) is not lost in the midst of a complex storyline.

Effective communication must strike a balance between providing compelling details
(which are necessary for authenticity and emotional engagement) and maintaining the clarity
of the message's core. Messages that are too dense, use jargon that the audience is unfamiliar
with, or have too much focus (multi-theme) tend to reduce clarity and memorability.

In narrative, the clarity of the message is determined by several factors related to the
structure and delivery of the story. An effective story in marketing should have one clear
primary goal (e.g., "Crabs are an ecotourism destination that supports local fishers"). All
elements of character, conflict, and visual narrative must be directed in support of this single
goal (Kotler & Keller, 2016). If the story tries to sell the beauty of nature, culture, and culinary
at the same time without a clear hierarchy, the core message will be blurred.

Messages must be delivered consistently across multiple platforms and media. Stories
about Crab ecotourism on Instagram must be in line with the narrative presented by the tour
guide on site. Narrative inconsistencies create confusion and damage the credibility of the
destination, thus reducing the clarity of the message. Clarity is often achieved through
simplicity. Audiences, especially Millennials and Gen Z who consume content quickly on
social media, find it easier to digest stories that are concise, get to the point, and use relatable
language. Relevance ensures the message is important to the audience, so they are motivated to
understand and remember it.

Message clarity has a direct and measurable impact on promotion success, especially in
ecotourism that has an in-depth educational mission: Increasing Understanding of Ecotourism
Values: Ecotourism is based on three pillars (economic, environmental, and social). If the story
is clearly told, tourists will understand the responsibility that comes with their visit, not just
looking around. This clarity turns tourists into conscious participants. Encourage Call-to-
Action: Clear messages will make it easier to motivate actions, such as interest in visiting, intent
to buy local products, or a desire to share a story. For example, a clear story about the dangers
of plastic waste in Crab will encourage tourists not to throw garbage carelessly.

Formation of a Strong Cognitive Image The image of the destination has a cognitive
component (knowledge). A clear message ensures that the key elements of the destination (e.g.,
mangrove forests, Gen Z uniqueness, authentic fishing villages) are well-structured in the minds

of potential tourists, thus reinforcing the cognitive aspects of the Crab Ecotourism image.
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Research Methodology
Research Approach

This study uses a quantitative approach with an associative study design, because the
main goal is to understand in depth how the role of storytelling and visualization affects the
formation of the image of ecotourism destinations among the millennial and Gen Z generations.
Types and Design of Research Case study designs were selected to gain a rich understanding
of storytelling practices and visual utilization in the context of specific ecotourism destinations.

The Data Analytics approach will be collected through in-depth interviews with
millennial and Gen Z travelers, destination managers, and local content creators. Participatory
observations were also carried out on promotional materials, social media, and tourism
activities in the field. Content analysis is used to examine visual content (photos, videos,
illustrations) and destination promotional narratives. Data analysis is carried out using thematic
analysis techniques to find patterns, themes, and meanings that emerge from the data. Research
Subjects Millennial Tourists (born 1981-1996) and Gen Z (born 1997-2012) who have visited
or have an interest in Crab Island. Ecotourism destination managers and local stakeholders.
Content creators who produce digital promotional materials related to Crab Island.

Research Location And Context

The research was carried out on Ketam Island, Malaysia, which is known as an
ecotourism destination with local cultural potential and unique mangrove ecosystems. This
location was chosen because it has a strong visual appeal and a potential cultural narrative to
build the image of the destination.

Population And Sample

The research population is Millennial (born 1981-1996) and Gen Z (born 1997-2012)
individuals who have visited Pulau Ketam in the last 24 months or plan to visit in the next 6
months, Consuming narrative/visual content about Pulau Ketam (Instagram, TikTok, YouTube,
blogs, destination websites) as many as 300 tourists. Then by using the slovin formula, a
research sample of 171 tourists was obtained.

N
n—-- —mm
1 +N(e)?
n= 300

T +300(0,05)
n= 171 tourist
Data Collection Techniques

Data Collection Techniques In-depth interviews to explore perceptions and experiences.
Focus Group Discussion (FGD) with millennial and Gen Z groups to understand collective
dynamics. Documentation is in the form of social media analysis, brochures, and the official
website of the destination. Direct observation at the destination to see the real form of
storytelling and visual application. Data Validity and Validity Use triangulation of sources and
methods to compare data from interviews, observations, and content analysis. Member checks
are carried out by asking for confirmation from respondents on the results of the researcher's
interpretation.
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Results
Research Results

Table 1 shows that of all respondents, 65 (65%) were male and 35 (35%) were female.
By age, respondents 16-25 (5%) were aged 26-35, (10%) were aged 36-45 (35%) and between
37-45 (25. And > 45 (5%) Based on their recent education, respondents had a Bachelor's degree
(40%) had a high school diploma (15%) had a graduate degree (20%) had a diploma (25%).
Based on respondents' income, >respondents earn between IDR 13,000,000 (5%), earn between
IDR 9,000,000-12,000,000 (35%), earn between 4,000,000-8,000,000 (40%), earn between
1,000,000-3,000,000 (20%).

Table 1. Characteristics of respondents

Characteristics Options Respond
N %
Gender Male 65 65
Female 35 35
Age (years) 16-25 5 5
26-35 10 10
36-45 35 35
37-45 25 25
>45 5 5
Education Diploma Degree 25 25
Postgraduate’s Degree 40 40
Bachelor’s Degree 20 20
High School Degree 15 15
Income > IDR 13,000,000 5 5
> IDR 9,000,000 up to 35 35
12,000,000
> IDR 4,000,000 up to 40 40
8,000,000
IDR 1,000,000 up to 20 20
3,000,000

The first evaluation is to assess the loading factor. This evaluation aims to determine the
relationship between indicators and latent variables. The value of the loading factor must have
a value of (A) > 0.7. The model is recalculated if the loading value (1) < 0.7, and if the loading
factor value () is 0.7, then the variable indicator is considered valid. Indicators with high
loading factors greatly contribute to explaining latent variables. If the value of the loading
factor for the variance inflation factor.

Table 2. Loading factors, CR, AVE, and CA

Indicator Loading Composite| AVE Cronbach’s

Factor Reliability Alpha

The Role of Storytelling 0,924 0,775 0,902

Emotional Bonding 0,816

Memorability 0,733

Encouraging Self- 0,773

Identification

Authenticity storytelling 0,932 0,744 0,923

Factual Authenticity 0,840

Narrative Authenticity 0,843
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Existential Authenticity 0,825

Procedural Authenticit 0,846

Emotional Engagement 0,944 0,760 0,934
Empathy 0,831

Effective Reaction 0,834

Personal Bonding 0,832

Message Clarity 0,976 0,766 0,914
Cognitive 0,718

Narrative Focus 0,743

Ease of Remembering 0,756

Messages

Sustainability Ecotourism 0,945 0,745 0,921
Image

Environmental Conservation 0,865

Waste Management 0,834

Conservation Education 0,834

(VIF) less than 5, there 1s no multicollinearity between indicators. Further, the AVE value
for the checked variable was above the minimum value of 0.5. The results are shown in Table
2. There are three criteria for assessing convergent validity: (1) all loading factor > 0.60, (2)
composite reliability (CR) must be greater than 0.70, and (3) the mean of extracted variance
(AVE) must > 0.50. In addition, all Cronbach's Alpha (CA) values must be greater than 0.70 to
indicate good measurement reliability. The discriminant validity of all constructs is also
sufficient because the square root of the AVE of each construct (diagonal entry of each
column) is greater than its correlation with other constructs (Prebensen & Xie, 2017).

Discriminant validity refers to the degree to which the construct differs of a particular
model. There are several tests of discriminant validity, such as the Fornell- Larcker Criterion,
cross-loading, and the Heterotrait-Monotrait Ratio (HTMT). This study uses HTMT because all
HTMT ratios are less than the maximum value and maximum limit of 0.93, which proves that
HTMT is the superior method in assessing discriminant validity (Su et al., 2020). Therefore, this
study uses HTMT analysis to assess discriminant validity, as summarized in Table 3.

Table 3. Discriminant validity

Variable TRS AUS | EEG| MCY SEI
The Role of Storytelling 0,864
Authenticity storytelling 0,852 0,853
Emotional Engagement 0,834 0,844 | 0,833
Message Clarity 0,823 0,835 (0,829 | 0,823
Sustainability Ecotourism 0,813 0,832 0,812 | 0,814 0,811
Image

Table 4 shows the hypothesis testing. This study found that the Role of Storytelling had
a positive impact on the Destination Image (B = 0.864, p < 0.000). Visuals significantly
affected the Destination Image ( = 0.852, p < 0.000). Satisfaction had a positive impact on
Destination Image (B =0.834, p <0.001). Satisfaction mediated the relationship between
Storytelling Role, Visual and Destination Image § = 0.823, p < 0.000).
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Table 4. Direct and mediated influence on the variables

Hypotesis B -value | Decision
H1:Authenticity storytelling has a positive and 0,632 | 0,000 | Accepted
significant effect on storytelling
Millennials and gen Z in Malaysian Crab
H2:Emotional Engagement has a positive and 0,571 | 0,000 | Accepted
significant influence on Millennial and Gen Z
storytelling in Ketam Malaysia
H3:Message Clarity has a positive and significant| 0,166 | 0,001 | Accepted
influence on Millennial and Gen Z storytelling in|
Malaysian Crabs
H4:The Role of Storytelling has a positive and significant | (0,473 0,000 Accepted
influence on Millennial and Gen Z Sustainability
Ecotourism Image in Malaysian Crabs
H5:Authenticity storytelling has a positive and 0,434 | 0,000 | Accepted
significant influence on Millennial and Gen Z
Sustainability Ecotourism Image in Malaysian Crabs
H6:Emotional Engagement has a positive and 0,432 | 0,000 | Accepted
significant effect on the Sustainability Ecotourism
Image of Millennials and Gen Z in Crab Malaysia
H7:Message Clarity has a positive and significantf 0,342 | 0,000 | Accepted
impact on Millennial and Gen Z Sustainability|
Ecotourism Image in Malaysian Crabs
HS:Authenticity storytelling has a positive and significant 0,346 | 0,000 | Accepted
influence on the Sustainability Ecotourism Image of
Millennials and Gen Z in Ketam Malaysia through
storytelling
H9:Emotional Engagement has a positive and significant 0,346 | 0,000 | Accepted
influence on the Sustainability Ecotourism Image of|
Millennials and Gen Z in Crabs Malaysia through
storytelling
HI10:Message Clarity has a positive and significant 0,341 | 0,000 | Accepted
impact on Millennial and Gen Z Sustainability
Ecotourism Image in Malaysian Crabs through
storytelling

Dicussion

This section presents the results of the initial exploration of Crab (location, attraction, and
existing promotional strategies). Briefly describe the main attractions of the Crab (e.g.,
mangrove forests, fishing villages, local culture) and the sustainability issues faced (e.g., marine
litter or socioeconomic challenges. Contextualize these findings with the need for strong
Storytelling. 1dentify narrative potential (relatable assets) and narrative challenges (problems
that need to be addressed).

Present exploratory findings regarding media preferences and travel motivations of
Millennials and Gen Z (e.g., they are looking for unique and aesthetic experiences for social
media, and demand authenticity). These findings confirm that Storytelling strategies should be
digital-based and emphasize sustainability values that are relevant to this generation.

This section presents the results of measuring (or exploring) the quality of Storytelling
that already exists in Ketam, using predetermined indicators (Authenticity, Emotional
Engagement, and Message Clarity). The findings show (for example) that Factual Authenticity
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(e.g., the story of an old fisherman) is highly rated by respondents, but Narrative Authenticity
(transparency about environmental issues) is still poorly presented.

Millennials/Gen Z highly value storytellers who are native locals (high on the Narrator
Authenticity indicator), as this increases trust and existential authenticity. High authenticity
through stories (e.g., about conservation struggles) helps overcome Gen Z's skepticism of overly
polished promotions. The discussion should relate these findings to MacCannell's theory of
authenticity: Audiences seek existential authenticity through stories told by authentic sources.

Most respondents reported significant levels of Emotional Attachment to stories that
focused on local wildlife or conservation impacts (high on the Empathy and Sympathy
indicator). Stories that focus only on the beauty of nature have a lower emotional appeal. The
use of dramatic visuals and conflict-focused narratives (e.g., rescued mangroves) is particularly
effective in triggering Narrative Transportation.

These findings support the Narrative Transportation Theory (Green & Brock): When
emotional stories are optimized, they increase personal attachment and a sense of destination
memorability. Emotions (triggered by stories) serve as powerful drivers in shaping images, not
just cognitive information. The message about environmental conservation is considered very
clear, especially when the story is presented in a concise short video format. However, the
message regarding local economic support is considered less clear (low on the Clarity
indicator. Young audiences love the unity of the theme; the message should be directly related
to ecotourism and its positive impact. Clarity of message is critical to the effectiveness of
ecotourism. The lack of clarity on the economic dimension shows that there is a gap in the
communication of TBL (Triple Bottom Line) values, where the environmental side dominates
the narrative more than the social and economic side.

The Influence of Storytelling on Environmental Image It was found that the Role of
Storytelling significantly affects the audience's perception of Environmental Conservation and
Crab Conservation Education. An authentic narrative of conservation efforts directly increases
the perception that Crab is a destination that is responsible for the environment. This shows
that storytelling is an effective tool for communicating destination conservation actions,
turning them into perceptions (positive images).

The Influence of Storytelling on Socio-Cultural Imagery There is a strong correlation
between Emotional Engagement (especially sympathy for the community) and increased
perceptions of Local Engagement & Participation and Respect for Local Culture. When stories
make Millennials/Gen Z care about local characters, they perceive the destination as a place
that is fair and respectful of its people. This strengthens the social pillar of the Sustainable
Ecotourism Image.

The Influence of Storytelling on Economic Image Message Clarity regarding Call-to-
Action (CTA) to support local products has a positive but weak relationship with the perception
of Local Product Support. Although Storytelling is able to create bonds, its effect on the
economic dimension is lower. This indicates that the story alone is not enough; storytelling
must be accompanied by clear ease of access and transactions to support the local economy
(requires integration of Storytelling with Accessibility/Amenity).

Conclusion

This section presents the results of the initial exploration of Crab (location, attraction, and
existing promotional strategies). Briefly describe the main attractions of the Crab (e.g.,
mangrove forests, fishing villages, local culture) and the sustainability issues faced (e.g., marine
litter or socioeconomic challenges. Contextualize these findings with the need for strong
Storytelling. Identify narrative potential (relatable assets) and narrative challenges (problems
that need to be addressed). Present exploratory findings regarding media preferences and travel
motivations of Millennials and Gen Z (e.g., they are looking for umique and aesthetic
experiences for social media, and demand authenticity). These findings confirm that
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Storytelling strategies should be digital-based and emphasize sustainability values that are
relevant to this generation.

This section presents the results of measuring (or exploring) the quality of Storytelling
that already exists in Ketam, using predetermined indicators (Authenticity, Emotional
Engagement, and Message Clarity). The findings show (for example) that Factual Authenticity
(e.g., the story of an old fisherman) is highly rated by respondents, but Narrative Authenticity
(transparency about environmental issues) is still poorly presented.

Millennials/Gen Z highly value storytellers who are native locals (high on the Narrator
Authenticity indicator), as this increases trust and existential authenticity. High authenticity
through stories (e.g., about conservation struggles) helps overcome Gen Z's skepticism of overly
polished promotions. The discussion should relate these findings to MacCannell's theory of
authenticity: Audiences seek existential authenticity through stories told by authentic sources.

Most respondents reported significant levels of Emotional Attachment to stories that
focused on local wildlife or conservation impacts (high on the Empathy and Sympathy
indicator). Stories that focus only on the beauty of nature have a lower emotional appeal. The
use of dramatic visuals and conflict-focused narratives (e.g., rescued mangroves) is particularly
effective in triggering Narrative Transportation.

These findings support the Narrative Transportation Theory (Green & Brock): When
emotional stories are optimized, they increase personal attachment and a sense of destination
memorability. Emotions (triggered by stories) serve as powerful drivers in shaping images, not
just cognitive information. The message about environmental conservation is considered very
clear, especially when the story is presented in a concise short video format. However, the
message regarding local economic support is considered less clear (low on the Clarity
indicator. Young audiences love the unity of the theme; the message should be directly related
to ecotourism and its positive impact. Clarity of message is critical to the effectiveness of
ecotourism. The lack of clarity on the economic dimension shows that there is a gap in the
communication of TBL (Triple Bottom Line) values, where the environmental side dominates
the narrative more than the social and economic side.

The Influence of Storytelling on Environmental Image It was found that the Role of
Storytelling significantly affects the audience's perception of Environmental Conservation and
Crab Conservation Education. An authentic narrative of conservation efforts directly increases
the perception that Crab is a destination that is responsible for the environment. This shows
that storytelling is an effective tool for communicating destination conservation actions,
turning them into perceptions (positive images).

The Influence of Storytelling on Socio-Cultural Imagery There is a strong correlation
between Emotional Engagement (especially sympathy for the community) and increased
perceptions of Local Engagement & Participation and Respect for Local Culture. When stories
make Millennials/Gen Z care about local characters, they perceive the destination as a place
that is fair and respectful of its people. This strengthens the social pillar of the Sustainable
Ecotourism Image.

The Influence of Storytelling on Economic Image Message Clarity regarding Call-to-
Action (CTA) to support local products has a positive but weak relationship with the perception
of Local Product Support. Although Storytelling is able to create bonds, its effect on the econo
mic dimension is lower. This indicates that the story alone is not enough; storytelling must be
accompanied by ease of access and clear transactions to support the local economy (requires
integration of storytelling with Accessibility/Amenities).

Overall, these exploratory findings show that Storytelling plays a crucial and
multidimensional role in shaping the image of Sustainable Ecotourism in the eyes of Millennials
and Gen Z.

1. Authentic and Emotional Storytelling is a prerequisite for forming a Credible

Ecotourism Image (Environmental and Social).
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2. The effectiveness of Storytelling depends on Message Clarity in communicating all
the pillars of sustainability (TBL).

3. For Ketam, Malaysia, a focused Digital Storytelling Strategy is needed that highlights
authentic stories from local communities, sparks emotional engagement through
environmental challenges, and provides a message of the community.
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