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Abstract: This study investigates the relationship between the quality of hospitality services and
sustainable equestrian tourism development in Slovenia. The focus will be on the relations between
equestrian tourism motivations, hospitality services quality, overall service quality, equestrian tourists’
satisfaction, and behavioral intentions. The target population was equestrian tourists who stayed in
one of 30 tourism farms in Slovenia and used both accommodation and food and beverage services.
Face-to-face surveys with convenience sampling were used for the data collection. The results
show that equestrian tourism motivations are positively associated with both hospitality services
quality and the overall service quality in equestrian tourism. Moreover, the overall service quality in
equestrian tourism is positively related to equestrian tourists’ satisfaction, while equestrian tourists’
satisfaction is positively related to behavioral intentions. In addition, accommodation service quality
and food and beverage service quality both mediate the association between equestrian tourism
motivation and overall satisfaction. The study provides both theoretical and practical implications.
For one thing, it fills the research gaps present in the literature. In addition, it gives practical guidelines
to farmers and tourism practitioners regarding equestrian tourism development as one of the popular
areas of sustainable tourism development in rural settings.

Keywords: service quality; equestrian tourism; accommodation; behavioral intentions; sustainability

1. Introduction

Hospitality services, such as accommodation and food and drink, are an essential part of
the tourism product [1,2]. This means that there is no adequate tourism product without quality
accommodation service and food and beverage service [3,4]. Hospitality services, therefore, present an
integral part of every tourism product [5,6].

A necessary condition to participate in either tourism or sports activities is motivation [7]. Tourism
motivation is a very popular topic in the scientific literature from the tourism field [8]. There have been
many studies that have presented the most important aspects of tourism motivation [9,10], as well as
in sports tourism [11]. Wann et al. [12] developed and tested a sport fan motivation scale (SFMS) to
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identify intrinsic and extrinsic sport spectators’ motivations, which was later modified by Daniels and
Norman [13] for the purposes of equestrian tourism.

Equestrian tourism (so-called horse tourism or horse-based tourism) is a special type of tourism [14],
usually very sustainable, to which more attention has been paid in the last two decades. Research in
the area of equestrian tourism has included different topics, including betting [15], the history and
structure of ownership and racing [16], the characteristics and behavior of equestrian tourists [17], their
motivations [13], and the process of loyalty formulation in equestrian events [18]. Equestrian tourism
has also been investigated as a part of local development strategies. Such studies aimed to identify
equestrian tourism as a support tool for quality improvement in promoting tourism objectives [19], and
to investigate the impacts of equestrian tourism development in national parks and protected areas
as a part of sustainable development [20,21]. More attention was also given to the economic impact
of equestrian tourism [22], including public strategies for local equestrian tourism development [23],
treating equestrian tourism as a microcluster [24]. Equestrian tourism was also treated as an integral
part of sustainable community tourism development models [25], as a part of domestic tourism
strategies [26], or as a combination of two activities in relation to other kinds of tourism or hospitality
activities [27,28].

In spite of researchers’ interest in equestrian tourism and the impact of hospitality services quality
on the overall tourism experience, too little space has been given to the sustainable role of quality
hospitality services in equestrian tourism, particularly to accommodation service quality and food and
beverage service quality and their possible mediating effect. Therefore, the main aim of this study was
to investigate how equestrian tourists’ motivation is associated with the service quality. This study
also has three specific objectives:

(a) to assess the relationship between equestrian tourism motivations and both accommodation
service quality and food and beverage service quality;

(b) to measure the mediating roles of both accommodation service quality and food and beverage
service quality on the association between equestrian tourists’ motivation and service quality; and

(c) to test the association between these constructs: overall service quality, value, overall satisfaction,
and behavioral intentions in equestrian tourism.

This study has both theoretical and practical perspectives. On the one hand, it investigates
potentially significant influences of equestrian tourism motivations, which increase both the overall
service quality and the accommodation and food and beverage service quality. This relationship may
reveal the behavioral intentions, especially in the area of tourists’ loyalty. This study, therefore, suggests
how motivation affects behavioral intentions in the equestrian tourism area and its sustainability.
On the other hand, this study helps practitioners in equestrian tourism to manage different aspects of
integrated tourism product in equestrian tourism, in order to provide quality accommodation and
food and beverage services to equestrian tourists.

Literature Review

Explaining the motivation in sports and recreation activities, Bernthal and Graham [29] stated
that people are motivated based on the specific sport. Talking about equestrian tourism, Daniels and
Norman [13] modified the 23-item SFMS scale for the purpose of equestrian tourism to a 20-item
scale with seven dimensions: escape, eustress, aesthetics, self-esteem, group affiliation, entertainment,
and family. They also determined the relationship between sport identification and fan motivation
and investigated differences in equestrian tourists’ motivations in terms of sex. In her Australian
study, Buchmann [26] identifies a variety of motivations of equestrian tourists, such as experiencing
a variety of skills in horseback riding, staying up to date with the latest developments in horseback
riding, being able to take time off work, getting away from it all, having the opportunity to progress in
horsemanship, meeting like-minded people, and networking.
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Kline et al. [25] identified equestrian trail riders’ perceptions and attitudes about equestrian
tourism development in a local community. According to the results presented, the main areas for
equestrian tourism development are marketing, education, and support from officials, organization and
development of additional trails. Studies conducted by Schmudde [21] and Pickel-Chevalier [20] present
equestrian tourism as a potential method of regional sustainable development. Sigurdardottir [28]
states that the future of equestrian tourism development is in combination with wellness tourism,
especially combining slow adventure, wellness, and outdoor recreation in Iceland.

In the literature, there are a few studies related to the quality in equestrian tourism. Helgadottir
and Siguardardottir [22] included interviews with horse farm owners involved in equestrian tourism
and a survey of their business practices. According to the results, their concept of quality was based on
the horsemanship, quality of horses, and riding skills rather than standards and measures of tourism
quality. Researchers also state that in equestrian tourism tourists arrive with traveling companions or
friends. This is why the concept of quality in equestrian tourism differs from that of the hospitality
industry in general [22]. Sigurdardottir and Helgadottir [30] investigated customers’ satisfaction and
visitors’ attitudes to several aspects of the service quality in equestrian tourism: staff performance,
horses, riding trails, facilities, and riding gear. The authors identified the important factors, which
correlate to customer satisfaction in equestrian tourism. In the study presented by Akhoondnejad [18],
the determinants of tourists’ loyalty in horse tourism are presented. Concepts used in this study are
the effects of event quality, event value, tourists’ emotion, tourists’ satisfaction, and tourists’ loyalty.
The presented results show that the most important predictors of tourists’ loyalty in equestrian tourism
are event quality, event value, and tourist satisfaction.

Despite the fact that equestrian tourism motivations and service quality in equestrian tourism
are concepts that have already been widely researched, the relationship between equestrian tourists’
motivation, value, overall service quality, and behavioral intentions regarding tourists’ loyalty has not
been explored. The potential mediating role of accommodation quality and food and beverage service
quality in equestrian tourism on the mentioned relationship is still not sufficiently presented in the
literature. The importance of hospitality service quality (accommodation service and food and beverage
service) in equestrian tourism is still not researched enough, either. To fill the mentioned research gaps
as well as to test whether the concept of quality in equestrian tourism is based on passion and skill with
horses and people, that is horsemanship, rather than business acumen, as proposed by Helgadottir
and Siguardardottir [22], six hypotheses put forward by similar studies [31,32] are projected.

Hypothesis 1. Motivations of equestrian tourism will positively influence the overall service quality.

Hypothesis 2. Motivations of equestrian tourism will positively influence the accommodation service quality.

Hypothesis 3. Motivations of equestrian tourism will positively influence the food and beverage service quality.

Hypothesis 4. Both accommodation service quality and food and beverage service quality in equestrian tourism
mediate the association between equestrian tourists’ motivations and overall service quality.

Hypothesis 5. High perceptions of overall service quality in equestrian tourism will positively influence the
overall satisfaction with equestrian tourism.

Hypothesis 6. Higher satisfaction levels will positively affect the future behavioral intentions of equestrian
tourists.

Figure 1 shows the proposed research model.
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Figure 1. The proposed research model. Note: M = Motivation; ASQ = Accommodation Service
Quality; F&BSQ = Food and Beverage Service Quality; SQ = Overall Service Quality; TS = Tourists’
Satisfaction; BI = Behavioral Intentions.

2. Materials and Methods

2.1. Sampling and Data Collection

The target population of this research are domestic and foreign equestrian tourists to Slovenian
tourist farms who used hospitality services, both accommodation service and food and beverage
service. As proposed by Helgadottir and Siguardardottir [22], one of the two main core products in
horse-based tourism is farm-stay tourism or agritourism, and for that reason we chose tourism farms
in Slovenia as the research setting. Self-selected sampling was used as a method for data collection
because it was the most efficient way to find appropriate units (equestrian tourists) who meet this
specific tourism market niche (equestrian tourism) in a short time period. Also, by using this sampling
method, equestrian tourists’ greater interest in taking a part in a survey was shown. The data were
collected on 30 Slovenian tourist farms from 15 July to 15 August 2018. All the questionnaires were
sealed during the distribution process. The sample respondents had all used the hospitality services
at any of 30 equestrian tourism farms. In this sample, 15 farms were chosen randomly from the
West Cohesive Slovenian Region and 15 farms were chosen randomly from the Eastern Slovenian
Cohesive Region. The farms’ owners helped distribute the self-administered questionnaires to their
equestrian tourist guests. They asked the guests to fill out the questionnaires during their farm stay
and to return it completed to the farmers during the checkout process. There were 600 questionnaires
(20 questionnaires on each farm) that were distributed during the research process, out of which 457
(76.17%) were returned during the one-month response period. There were also 13 questionnaires that
were incomplete or contained unsuitable results, so the sampling size used in this research was 444,
which is in accordance with Hair’s et al. [33] suggestion regarding the minimum sample size. The total
usable response rate was therefore 74%.

2.2. Measurements

A survey questionnaire was constructed based on the detailed literature review. In the first section
of the questionnaire, respondents were asked to answer questions about the hospitality services quality
of the tourism farm they visited. To exclude respondents who were not part of the target population
of this study, the eliminatory question was: During your stay on the farm, will you take part in any
equestrian tourism activities? If the answer to this question was positive, that person would become
a respondent of this study.

Accommodation service quality was measured using seven sub-dimensions (constructs) developed
by Clemes et al. [5]. Some of the questions were modified to fit the context of this research. The
subdimensions used are farm tangibles, room cleanliness and comfort, parking, noise level, security,
location, and overall pleasantness of stay. Food and beverage service quality was measured using two
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subdimensions, the food quality and the physical environment of the dining area, developed by Meng
and Elliott [3] and partly modified to fit the context of equestrian tourism. To measure the overall
service quality, equestrian tourists’ satisfaction, and behavioral intentions, the scales developed by
Clemes et al. [5] were used and partly modified according to the context of this research (Table 1).

Table 1. Measurement items, factor loadings, and AVE.

Constructs Items Factor
Loadings

Composite
Reliability AVE

Escape 3 items by Daniels & Norman [13] 0.735 0.925 0.756

Eustress 3 items by Daniels & Norman [13] 0.775 0.923 0.800

Aesthetics 2 items by Daniels & Norman [13] 0.854 1.000 1.000

Self-esteem 3 items by Daniels & Norman [13] 0.731 0.786 0.555

Group affiliations 3 items by Daniels & Norman [13] 0.801 1.000 1.000

Entertainment 4 items by Daniels & Norman [13] 0.829 0.858 0.609

Family 2 items by Daniels & Norman [13] 0.799 1.000 1.000

Farm tangibles 7 items by Clemes et al. [5] 0.730 0.720 0.590

Room cleanliness and comfort 11 items by Clemes et al. [5] 0.729 0.878 0.705

Parking 4 items by Clemes et al. [5] 0.801 0.862 0.675

Noise level 3 items by Clemes et al. [5] 0.811 0.820 0.695

Security 2 items by Clemes et al. [5] 0.769 1.000 1.000

Location 3 items by Clemes et al. [5] 0.745 0.895 0.733

Pleasantness of stay 4 items by [5] 0.756 0.876 0.786

Physical environment of the
dining area 3 items by Meng & Elliott [3] 0.788 0.797 0.542

Food quality 4 items by Meng & Elliott [3] 0.800 0.885 0.562

Overall service quality 3 items by Clemes et al. [5] 0.745 0.834 0.558

Equestrian tourists’
satisfaction 4 items by Clemes et al. [5] 0.733 0.807 0.659

Behavioral intentions 3 items by Clemes et al. [5] 0.747 0.844 0.704

The second section included questions about the respondents’ motivations to participate in
equestrian tourism activities. Equestrian tourists’ motivation was measured using a 20-item scale
developed by Daniels and Norman [13]. All the items were measured with a seven-point Likert-type
scale (1 = strongly disagree to 7 = strongly agree). The final section of the questionnaire was related to
tourists’ demographic information (Table 1).

The questionnaire was first pre-tested on 29 tourists. The main purpose was to obtain feedback
from tourists regarding the readability and wording, and to determine all the weaknesses related to
the questionnaire design and instrumentation. The other purpose of the pre-testing was to investigate
its reliability. Based on the feedback, some minor grammatical changes were made to increase the
questionnaire’s readability.

2.3. Data Analysis

The first stage in the data analysis was a data screening, with the aim of investigating whether
there were outliers or missing values, and the data’s suitability for future analysis. Harman’s single
factor test was used for testing common method variance [33]. In this research, descriptive statistics
were used to obtain data about tourists’ demographic characteristics. To test the proposed research
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hypothesis, confirmatory factor analysis (CFA) and structural equation modeling analysis were used.
SPSS 24 and AMOS 24 were used for the data analysis.

3. Results

3.1. Profile of Respondents

In Table 2, the demographic characteristics of the respondents are presented. There were more
male respondents (57%) than female ones (43%). The respondents were mainly 30-39 years of age,
followed by those 40-49 years old; together the two groups represented 61.7% of the sample population.
There are 30% fewer single than married respondents in this sample. Respondents mainly had a high
monthly gross income (47%), and were from foreign countries (69.8%). The leading level of education
was a Bachelor’s degree (34.5% of the sample population), while the least represented level of education
was PhD, comprising only 3.1% of the sample population.

Table 2. Demographic and travel characteristics of respondents (N = 444).

Demographic Variables Frequency Percentage

Gender

Male 253 57.0
Female 191 43.0

Age (years)

18–29 93 20.9
30–39 172 38.7
40–49 102 23.0
50–59 54 12.2
60+ 23 5.2

Marital status

Married 289 65.0
Single 155 35.0

Education

Secondary school 117 26.4
Higher vocational school 89 20.0

Bachelor’s degree 153 34.5
Master’s degree 71 16.0

PhD degree 14 3.1

Country of origin

Slovenia 134 30.2
Foreign tourist 310 69.8

Monthly gross income (€)

≤1000 102 23.0
1001 to 1500 133 30.0

>1500 209 47.0

3.2. Measurement Model

Harman’s single factor test for common method variance was used. For each group of questions,
a separate EFA (Exploratory factor analysis) was conducted. With the solution rotated, the groups,
such as MOTIVATIONS and ACCOMMODATION SERVICE QUALITY, generated seven constructs.
On the other hand, the group FOOD AND BEVERAGE SERVICE QUALITY generated two constructs,
while the rest of the groups generated only one construct each. The first factor in all the conducted
EFA explained between 33.9% and 69.7% of the total variance, so it can be concluded that common
method variance was a limited concern.
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For the measurement, CFA was used. All items were included because their factor loadings were
higher than the minimum proposed value of 0.5 [34]. The overall model fit was adequate according
to the results of CFA: χ2(280) = 117.355 (p < 0.001), χ2/df = 1.506, comparative fit index (CFI) = 0.923,
goodness of fit index (GFI) = 0.923, root mean square residual (RMR) = 0.041, and root mean square
error of approximation (RMSEA) = 0.049. The factor loadings of all the constructs were from 0.729 to
0.854 and explained a large part of the variance. Also, the composite reliability for all the constructs was
higher than 0.70 and the convergent validity was good. The discriminant validity was also supported,
because all of the average variance extracted values (AVE) are higher than the squared interfactor
correlations [34,35], as presented in Table 1.

3.3. Structural Model

For the proposed model validation presented in Figure 1, structural equation modeling with
a maximum likelihood method was used. The model fit is reasonable, according to the presented
results: χ2 = 297.650, df = 699 (p < 0.001), χ2/df = 425.822, CFI = 0.912, RMR = 0.051, RMSEA = 0.095.

Figure 2 presents the results for testing hypotheses. Equestrian tourists’ motivation is positively
related to ASQ (GAMA = 0.445, p < 0.01) and F&BSQ (GAMA = 0.552, p < 0.01), as well as to SQ
(β = 0.497, p < 0.01). Both ASQ (β = 0.393, p < 0.01) and F&BSQ (β = 0.484, p < 0.01) are positively
associated with the service quality. These relationships show that the level of ASQ and F&BSQ that
equestrian tourists perceive is related to their level of perceived SQ. According to these results, null
hypotheses 1, 2, and 3 are accepted.
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Figure 2. Results of structural equation modeling analysis. Note: M1 = Escape; M2 = Eustress;
M3 = Aesthetics; M4 = Self-esteem; M5 = Group affiliation; M6 = Entertainment; M7 = Family;
M = Motivations; ASQ = Accommodation service quality; ASQ1 = Farm tangibles; ASQ2 = Room
cleanliness and comfort; ASQ3 = Parking; ASQ4 = Noise level; ASQ5 = Security; ASQ6 = Location;
ASQ7 = Pleasant stay; F&BSQ = Food and beverage service quality; F&BSQ1 = Physical environment;
F&BSQ2 = Food quality; OSQ = Overall service quality; TS = Equestrian tourists’ satisfaction;
BI = Behavioral intentions. * p < 0,.05; ** p < 0.01.

Also, SQ is positively associated with guest satisfaction (β = 0.872, p < 0.01), and guest satisfaction
is positively associated with their behavioral intentions (β = 0.673, p < 0.01). This means that if tourists
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perceive the service quality to be high, they will be more satisfied, and if they are more satisfied, they
will wish to be involved in equestrian tourism again. Hypotheses 5 and 6 are therefore accepted.

3.4. The Mediating Effect of Accommodation Service Quality and Food and Beverage Service Quality

According to MacKinnon [36], the amount of mediation indicates the indirect effect. The direct
effect of equestrian tourists’ motivation on SQ was 0.497, while its indirect effect was 0.432 (0.445 ×
0.484 + 0.552 × 0.393). Accordingly, the total effect of equestrian tourists’ motivation was 0.929 (0.497
+ 0.432). Thus, 53.4% was direct, while 46.5% was indirect. According to these results, equestrian
tourists’ motivation is directly associated with service quality. Equestrian tourists’ motivation also
increases the service quality indirectly by triggering ASQ and F&BSQ. For testing the significance level
of the mediating effect, the Sobel test was used. According to the Sobel test result, it can be concluded
that there is a statistically significant mediating effect of both ASQ and F&BSQ (t = 4.239, p < 0.001),
and hypothesis 4 is accepted.

Information about research hypothesis verification is presented in Table 3.

Table 3. Verification of the research hypotheses.

Hypothesis R2 Sig. Result

H1 17.334 0.001 Accepted
H2 8.245 0.001 Accepted
H3 13.437 0.001 Accepted
H5 11.683 0.001 Accepted
H6 9.227 0.001 Accepted

Hypothesis t-Value Sig. Result

H4 4.239 0.001 Accepted

4. Discussion

This study aimed to understand the relationships between equestrian tourism motivations and
sustainable hospitality service quality, overall service quality, equestrian tourists’ satisfaction, value,
and behavioral intentions. Although there were a few studies that researched the concept of the service
quality in equestrian tourism [22,30], the mentioned relationships in equestrian tourism had not been
investigated yet.

The results of this study showed that equestrian tourists’ motivation is positively related to
the overall service quality, food and beverage service quality, and accommodation service quality.
Equestrian tourists who feel a higher level of any dimension of equestrian tourists’ motivations (escape,
eustress, aesthetics, self-esteem, group affiliation, entertainment, and family) will rate F&BSQ, ASQ,
and OSQ more highly than others with a lower level of motivation. These results are in line with
similar research [37–39]. At the same time, the relationships between ASQ and OSQ and F&BSQ and
OSQ are positive and statistically significant, which further confirms the importance of hospitality
services quality in the evaluation of the overall service quality. Similar relationships in the motel
industry were investigated in the study by Clemes et al. [5], as well as in studies conducted by other
authors on other types of tourism [4,6,40].

Overall service quality in equestrian tourism had a positive correlation with equestrian tourists’
satisfaction, and equestrian tourists’ satisfaction was positively related to their behavioral intentions
regarding loyalty. The overall service quality therefore had a direct, positive, and statistically significant
impact on equestrian tourists’ loyalty. The same relationship of constructs is presented in the study by
Clemes et al. [5].

Both ASQ and F&BSQ are statistically significant mediators of the cause-effect relationship between
equestrian tourists’ motivation and overall service quality perception. These results are consistent
with previous research [2,4,6]. Once again, it is confirmed that the quality of hospitality services such
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as accommodation and food and drink plays a very important role in how tourists evaluate the overall
service quality [5].

This research has both theoretical and practical implications. Regarding the theoretical implications,
it fills previous gaps in the research and explains the influences of equestrian tourists’ motivation on
their overall perception of service quality, as well as on their perceptions of the quality of hospitality
services, accommodation services, and food and beverage services. This study also presents how
equestrian tourists’ perception of overall service quality influences their satisfaction and potential
behavioral intentions in the equestrian tourism field. Similar studies [5,18] have explained such
relationships, but not in the field of equestrian tourism.

Moreover, this study treats perceptions of hospitality services quality as a first-line mediator of the
cause-effect relationship between equestrian tourism motivation and, less importantly, as an effect of
equestrian tourists’ motivations. These findings show that the level of equestrian tourism motivation
has a strong impact on tourists’ perception of accommodation service quality and food and beverage
service quality on a tourism farm. Equestrian tourists’ motivation also has both a direct and an indirect
significant impact on the overall service quality in equestrian tourism, while perceptions of hospitality
services quality mediate this statistically significant relationship.

This research also has a few practical implications. Farmers and practitioners in the tourism
industry could use this research in the process of strategic planning for sustainable equestrian tourism
development. This study also helps with knowledge improvement for understanding the factors
needed for quality equestrian tourism product development. Equestrian tourists who decide to visit
a tourism farm again help to improve a tourism farm’s business results and to move them towards
their future sustainability goals.

The results of this study show that improving equestrian tourists’ perceptions of hospitality
services quality advances their behavioral intentions regarding loyalty to equestrian tourism activities.
Accordingly, farmers should always make an effort to provide quality accommodation and food
and beverage service to equestrian tourists. As mentioned before, equestrian tourists have multiple
accommodation options, one of them being tourism farms. The proposed model in this study may
be a useful basis for identifying similar relationships in other accommodation facilities used by
equestrian tourists.

Talking about the concept of sustainable equestrian tourism, Pickel-Chevalier [20] reported that it
plays an important role in sustainable tourism development in rural settings. This specific tourism niche
always goes together with some other form of sustainable tourism development to fulfill economic,
social, and environmental criteria, such as cultural tourism, nature tourism, soft adventure tourism,
ecotourism, or sports tourism [41].

Hospitality services quality on agritourism farms with equestrian tourism, therefore, fits into
sustainable criteria such as local development and employment, especially for women and young
population in rural areas, and social cohesion by involving the tourist population in everyday activities.
Farmers are an important stakeholder in equestrian tourism development [42], and hospitality services
presents an essential part of quality equestrian tourism products. Therefore, the presented model
proposes crucial aspects of hospitality services quality to ensure the sustainable development of farms
offering local food and beverage products and accommodation. Local, sustainable equestrian tourism
development enables the tourism development of the rural area and improves the quality of life for
both tourists and farmers [43,44].

Limitations and Suggestions for Future Research

Although this study has both theoretical and practical implications, there are a few limitations,
which point to the potential for future research. The identified subdimensions of ASQ and F&BSQ are
suitable only for tourism farms and may not be applicable to all hospitality facilities. For other types
of accommodation used by equestrian tourists, it would be necessary to revise the subdimensions
and potentially include some others. Those dimensions may also vary across different cultures.
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The equestrian tourists participating in this study stayed at one of the tourism farms in Slovenia.
This may limit the ability to generalize the results because they could be different in other cultural
settings. The third limitation is related to the number of other predictors and moderators of the overall
satisfaction, which are not included in this study (e.g., farm image, previous visits, sports activities
offered on the farm). The fourth important research disadvantage is the limited data regarding the
described market of equestrian tourism in Slovenia (number of entities, characteristics, sales volume,
etc.) because there are no official statistics in Slovenia to collect data about this important tourism
market niche. Finally, one of the most important limitations of this study is its self-selected sampling
method basis, which may lead to it being unrepresentative of the population.

Future research should use the presented modeling approach to measure the importance of ASQ
and F&BSQ for equestrian tourists who stayed in different types of accommodation (e.g., sport hotels,
motels, apartments). It is also recommended that future studies employ a qualitative approach, such
as focus groups and/or interviews, to get a deeper understanding of equestrian tourists’ motivations,
the different dimensions of hospitality services quality in equestrian tourism, and tourists’ behavioral
intentions. Future research should also include other constructs, proposed above, that were not
included in this study.
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