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Abstract

:

This research aimed to determine the effect of destination attributes on tourist loyalty in Pramuka Island, through tourist satisfaction as a mediating variable. This research used a quantitative approach with descriptive analysis. The collected data were obtained through a questionnaire distributed to 50 respondents who had visited Pramuka Island. The data analysis used simple linear regression. The research results showed that the destination attributes significantly influenced tourist satisfaction. Destination attributes and tourist satisfaction also significantly influenced tourist loyalty. Topics for further research are the standardization of marine tourism and the promotion of Pramuka Island.
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1. Background


Based on data from Statistics Indonesia [1], Indonesia is the largest archipelagic country in the world with as many as 16,766 islands and an area of 1,916,906.77 km2. Indonesia is rich in nature, flora and fauna, heritage history, and art and culture, from Sabang to Merauke, which make it highly competitive in the tourism sector. According to the Ministry of Tourism and Creative Economy [2], the number of foreign tourist visits in 2021 was 61.57% higher compared with 2020, due to the COVID-19 pandemic. Correspondingly, it is important to restore the tourism sector in Indonesia and develop a sustainable tourism act by adopting new habits [3].



Several studies have been conducted on tourist attractions, rural tourism, urban tourism, and other tourist activities in Indonesia in relation to tourism development and sustainable tourism [4]. Another interesting type of tourism that should be studied because it is experiencing a very fast growth is marine tourism. Orams (1999) in [5] stated that marine tourism includes tourist travel to a destination with a focus on utilizing the marine environment as a location for tourism activity and as a tourist attraction. Furthermore, Orams emphasized that the marine environment can be interpreted as a marine or maritime area that is the center of tourist activities.



Thousand Islands is one of the leading attractions in DKI Jakarta and has an extraordinary potential as a nature attraction, with its islands, coral reefs and underwater environment. [6] researched the development of transportation accessibility, and [7] studied tourism development by structuring tourist capacity. This study focused on Pramuka Island as an effort to improve and organize tourism in the Thousand Islands.



Referring to the research conducted by [8], Pramuka Island already has attractions, accessibility, and adequate amenities. This is supported by [9], who stated that Pramuka Island can be said to qualify as a leading destination in the Thousand Islands because it already has various components necessary for a tourism destination, such as in tourist attractions, accessibility, amenities (tourism support facilities), ancillaries services, and tourism institutions. In addition, according to [10], Pramuka Island has a potential as a nature attraction, thanks to the Mangrove Park which can be used for educational tours.



However, when considering the number of tourist arrivals, this is still not optimal. Data from Statistics Indonesia Bureau (2021) stated that in 2020, Pramuka Island was only ranked 4th (fourth), with a total of 23,149 domestic tourists, after Pari Island, with 30,531 visitors, Untung Jawa Island with 28,965 visitors, and Tidung Island with 28,842 visitors. So based on these data, it is necessary to analyze again destination attributes and factors that can affect tourist loyalty and the desire of tourists to visit Pramuka Island. Specifically, the objectives of this study were (1) to determine the effect of destination attributes on tourist satisfaction with Pramuka Island; (2) to analyze the effect of destination attributes on tourist loyalty toward Pramuka Island; and (3) to analyze the effect of tourist satisfaction on tourist loyalty toward Pramuka Island.




2. Literature Review


2.1. Tourist Destination Attributes


According to [11], tourism is the activity of traveling to obtain satisfaction, relieve fatigue, improve health, perform a pilgrimage, or fulfill a task. Moreover, according to [12], tourism is a human activity that is carried out consciously to obtain services by people within the country of origin itself or abroad and to seek and obtain satisfaction through new experiences.



Based on Undang-Undang Republik Indonesia Nomor 10 Tahun 2009, a tourist destination or tourism destination is a geographical area that is in one or more administrative areas and in which there are tourist attractions, public facilities, tourism facilities, accessibility, and communities that are interrelated and complement the realization of tourism. A destination is a characterized by its uniqueness, according to [13,14], who described the destination attributes as a collection of various destination components, which include not only the physical and natural environment but also services and facilities, which attract tourists. Furthermore, ref. [14] also emphasized that the attributes of destinations that can attract tourists are local culture or history, special activities and events, hospitality, infrastructure, destination management, accessibility, service quality, physiography, and superstructure and shopping quality.




2.2. Tourist Satisfaction


Ref [15] defined satisfaction as a person’s feeling of pleasure or disappointment that arises after comparing two perceptions, the performance of a product and the consumer expectations. In this case, a performance that meets consumer expectations will create satisfaction. This is the key to testing consumer loyalty. Conversely, a performance that is below consumer expectations will lead to consumer dissatisfaction [16]. In tourism activities, tourists seek satisfaction from the benefits of tourism. Further, tourists will make return visits and recommend a destination to others based on their satisfaction with various aspects, such as natural attractions, historical attractions, lodging, and accessibility [17].




2.3. Tourist Loyalty


Loyalty can be interpreted as someone’s loyalty to a product, both goods and certain services [18]. Customer loyalty, in this case, can be in the form of purchases or repeat visits, positive attitudes, long-term commitments, intentions to continue as affiliates, and positive word of mouth [19]. One of the main advantages of loyal customers is the guaranteed increase in profits due to repeat purchases or visits. Along with it, by spreading positive word-of-mouth advertising, loyal customers can play a role in influencing the destination preferences of potential tourists [20].




2.4. Hypothesis Model


Based on the theories above, this research’s conceptual framework describes the relationship between the independent variable and the dependent variable. The following hypothesis model (Figure 1) was considered in this study:



H1. 

There is an interaction between destination attributes and tourist satisfaction.





H2. 

There is an interaction between destination attributes and tourist loyalty.





H3. 

There is an interaction between tourist satisfaction and tourist loyalty.







3. Methods


This research was conducted from April to July 2022. The location of the research was determined purposively with the consideration that Pramuka Island is one of the islands as well as the district capital of the Thousand Islands. The sample examined consisted of 50 people who had visited Pramuka Island. The research was conducted with a quantitative approach. Data collection was carried out through questionnaires distributed via a google form; data analysis was performed taking into the literature studies related to the research topic. The variables in this study were measured using a Likert scale [21]. The Likert scale provided a score, as shown in Table 1.



Furthermore, the data from the questionnaire results were tabulated and analyzed using the SPSS (Statistical Product and Service Solution) version 26. A simple linear regression analysis technique was used in this study to test the contribution of the variables.




4. Results


4.1. Respondents Overview


In this research, the characteristics of the respondents included gender, age, place of residence, frequency of the visits, sources of information related to Pramuka Island, and the main purpose of visiting Pramuka Island. The characteristics of the respondents are described in Table 2, Table 3, Table 4, Table 5, Table 6 and Table 7.



Of the 50 respondents studied, 32 were male (64%), and 18 were female (26%).



There were 24 respondents (48%) aged 17–24 years, 8 respondents (16%) aged 25–32 years, 15 respondents (30%) aged 33–40 years, and 3 respondents (6%) older than 41 years.



Regarding the place of residence, 46 respondents (92%) lived in Jakarta and its surroundings, 3 respondents (6%) lived in Tegal, and 1 respondent (2%) lived in Yogyakarta.



Regarding the frequency of the visits, 36 respondents (72%) visited Pramuka Island 1–2 times, 4 respondents (8%) visited it 3–4 times, and 10 respondents (20%) visited it more than 5 times.



As regards the information sources, 21 respondents (42%) knew Pramuka Island from the social media, such as Google, Facebook, Instagram, and Youtube. Another 29 respondents (58%) knew about Pramuka Island from family, friends, or relatives.




4.2. Validity Test Results


The validity test was carried out by comparing the value of rcount with the critical r item correlation, which was 0.3. If the rcount is greater than the critical r item correlation, then the item or question on the questionnaire is declared valid. Based on the results in the table, the results for the indicators for all questions were rcount > rtable (0.3); therefore, the whole questionnaire was valid.




4.3. Reliability Test Results


A questionnaire is said to be reliable if a person’s answer to a question is consistent or stable over time. Furthermore, a variable is said to be reliable if it gives a Cronbach’s Alpha value of 0.70. The following (Table 8) are the results of the reliability test for each variable.



The results above indicated that a person’s answers to the questionnaire were very reliable, with a Cronbach’s Alpha greater than 0.70, corresponding to a high level of reliability.




4.4. Interpretation of the Linear Regression


The following (Table 9 and Table 10) are the results of a simple linear regression analysis performed in this study.



The table above can be described as follows:


Y1 = 0.157X











In the regression equation, the coefficient value for the destination attribute variable was 0.157, meaning that if there were an increase of one point with the assumption that other variables remained zero in value and fixed, then tourist satisfaction would increase by 0.136 points.



The table above can be described as follows:


Y = 0.136X + 0.872Y1











In the regression equation,:




	
The coefficient value of the destination attribute variable was 0.136, meaning that if there were an increase of one point assuming other variables were zero and fixed, then tourist loyalty would increase by 0.136 points.



	
The coefficient value of the tourist satisfaction variable was 0.872, meaning that if there were an increase of one point with the assumption that other variables were zero and fixed, tourist loyalty would increase by 0.872 points.









4.5. Hypothesis Test Results


Based on Table 9 and Table 10, the results of the T-test can be described, as follows:




	
H1. For the influence of the destination attributes on tourist satisfaction, we obtained a p-value of 0.000, i.e., <0.05, and a tcount of 17.486, i.e., >tTable of 2.008. Therefore, it can be said that the hypothesis was accepted, meaning that we found a positive and significant influence of the destination attribute variable (X) on tourist satisfaction (Y1).













	
H2. For the influence of the destination attributes on consumer loyalty, we obtained a p-value of 0.000, i.e., <0.05, and a tcount of 3.932, i.e., >tTable of 2.008. Therefore, it can be said that the hypothesis was accepted, meaning that we found a positive and significant influence of the destination attribute variable (X) on tourist loyalty (Y2).













	
H3. For the influence of tourist satisfaction on tourist loyalty, we obtained a p-value of 0.000, i.e., <0.05, a and tcount of 4.258, i.e., >tTable of 2.008. Therefore, it can be said that the hypothesis was accepted, meaning that we found a positive and significant influence of the variable of tourist satisfaction (Y1) on tourist loyalty (Y2).









4.6. Mediation Analysis Results


Based on the results of the calculations using the Sobel Test calculator (Figure 2), the tcount value was 4.133, i.e., >tTable of 2.008; therefore, the hypothesis stating that tourist satisfaction can be positive and significant mediator between destination attributes and tourist loyalty was proven.




4.7. Model Accuracy


The coefficient of determination test is used to describe the percentage of influence of the independent variables on the dependent variable.



The model results were obtained from the correlation coefficient of determination (R2), as follows (Table 11). The magnitude of the influence of the destination attributes and tourist satisfaction on tourist loyalty was indicated by the adjusted r square value of 0.906, meaning that 90.6% of tourist loyalty could be described by the destination attribute variables and by tourist satisfaction, and the remaining 9.4% was described by other variables not considered in this study.





5. Discussion


5.1. Influence of the Destination Attributes (X) on Tourist Satisfaction (Y1)


The results of our hypothesis testing using a simple linear regression analysis indicated that the destination attributes variable directly had a positive and significant effect on the tourist satisfaction variable. Based on these results, it can be concluded that tourist satisfaction can be obtained with positive destination attributes. Tourists who feel the completeness of the facilities in a destination, in this case, Pramuka Island, will certainly be highly satisfied. Conversely, if the available facilities are incomplete or minimal, then satisfaction will be low or negative. The influence of the destination attributes (X) on tourist satisfaction (Y1) is also supported by the sources of tourist information, which mention them as reasons for visiting a certain place. Based on the results of the questionnaire, the respondents knew about Pramuka Island through word-of-mouth information from family, friends, or relatives. Furthermore, this information was the reason or motivation encouraging the respondents to travel to Pramuka Island.




5.2. Influence of Destination Attributes (X) on Tourist Loyalty (Y2)


The simple linear regression analysis showed that the destination attributes variable had a direct and significant positive effect on the variable of tourist loyalty. This indicated that tourists see Pramuka Island positively as a marine tourist destination in the Thousand Islands and even DKI Jakarta. In this case, Pramuka Island already has tourism elements, such as tourist attractions, public facilities, tourism facilities and easy accessibility, which increase tourists’ trust, so that tourists will recommend this destination to others. Tourists’ loyalty to Pramuka Island can be seen in the results of the questionnaire, indicating that 10 respondents, or 20% of the participants, visited Pramuka island more than 5 times. This showed that the respondents thought that Pramuka Island is a tourist destination that is worth visiting, especially for family recreation or vacationing with friends.




5.3. Influence of Tourist Satisfaction (Y1) on Tourist Loyalty (Y2)


This study also showed that a positive and significant influence of tourist satisfaction on tourist loyalty. It is known that tourists who are satisfied with tourism destinations and services will tend to be loyal and make repeat purchases. This study suggests that the higher the satisfaction of tourists with tourism destinations, the higher the level of tourist loyalty.





6. Conclusions


Based on the results of the analysis and the discussion, conclusions can be drawn, as follows:




	
The destination attributes variable has a direct positive and significant effect on tourist satisfaction.



	
The destination attribute variable directly has a positive and significant effect on tourist loyalty.



	
The variable of tourist satisfaction has a direct positive and significant effect on tourist loyalty.



	
Tourist satisfaction can be a positive and significant mediator between destination attributes and tourist loyalty.








It is hoped that in the future researchers will be able to examine Pramuka Island in the context of the standardization of marine tourism and the promotion of Pramuka Island.
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Figure 1. Hypothesis Model. 
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Figure 2. Sobel Test. Source: Processed Primary Data (2022). 
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Table 1. Likert scale instrument.






Table 1. Likert scale instrument.





	No
	Question
	Score





	1
	Strongly Agree
	5



	2
	Agree
	4



	3
	Undecided
	3



	4
	Disagree
	2



	5
	Strongly Disagree
	1







Source: Sugiyono (2011).
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Table 2. Respondents’ Gender.






Table 2. Respondents’ Gender.





	Sex
	Frequency (Person)
	Percent





	Male
	32
	64%



	Female
	18
	36%



	Total
	50
	100%







Source: Processed Primary Data (2022).
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Table 3. Respondents’ Age.






Table 3. Respondents’ Age.





	Age
	Frequency (Person)
	Percent





	17–24
	24
	48%



	25–32
	8
	16%



	33–40
	15
	30%



	>41
	3
	6%



	Total
	50
	100%







Source: Processed Primary Data (2022).
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Table 4. Respondents’ Residence.






Table 4. Respondents’ Residence.





	Stay
	Frequency (Person)
	Percent





	JKT
	46
	92%



	TGL
	3
	6%



	DIY
	1
	2%



	Total
	50
	100%







Source: Processed Primary Data (2022).
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Table 5. Respondents’ Visit Frequency.






Table 5. Respondents’ Visit Frequency.





	Time
	Frequency (Person)
	Percent





	1–2
	36
	72%



	3–4
	4
	8%



	>5
	10
	20%



	Total
	50
	100%







Source: Processed Primary Data (2022).
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Table 6. Respondents’ Information Sources.






Table 6. Respondents’ Information Sources.





	Source
	Frequency (Person)
	Percent





	Media
	21
	42%



	Etc
	29
	58%



	Total
	50
	100%







Source: Processed Primary Data (2022).
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Table 7. Respondents’ Main Purpose.






Table 7. Respondents’ Main Purpose.





	Purpose
	Frequency (Person)
	Percent





	Recreation
	17
	34%



	Holiday
	25
	50%



	School
	2
	4%



	Office
	6
	12%



	Total
	50
	100%







Source: Processed Primary Data (2022).
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Table 8. Reliability Test.






Table 8. Reliability Test.





	Variable
	Cronbach’s Alpha
	≥0.70





	AD
	0.978
	≥0.70



	KW
	0.943
	≥0.70



	LW
	0.970
	≥0.70







Source: Processed Primary Data (2022).
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Table 9. Regression I Test and T Test.






Table 9. Regression I Test and T Test.





	
Coefficients a




	
Model

	
Unstandardized Coefficients

	
Standardized Coefficients

	
t

	
Sig.




	
B

	
Std. Error

	
Beta






	
1

	
(Constant)

	
−0.543

	
0.752

	

	
−0.722

	
0.474




	
Destination attribute (X)

	
0.157

	
0.009

	
0.930

	
17.486

	
0.000








Source: Processed Primary Data (2022). a Dependent Variable: tourist satisfaction (Y1).
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Table 10. Regression II Test and T Test.






Table 10. Regression II Test and T Test.





	
Coefficients a




	
Model

	
Unstandardized Coefficients

	
Standardized Coefficients

	
t

	
Sig.

	
Collinearity Statistics




	
B

	
Std. Error

	
Beta

	
Tolerance

	
VIF






	
1

	
(Constant)

	
−1.006

	
1.073

	

	
−0.938

	
0.353

	

	




	
destination attribute (X)

	
0.136

	
0.035

	
0.466

	
3.932

	
0.000

	
0.136

	
7.370




	
tourist satisfaction (Y1)

	
0.872

	
0.205

	
0.505

	
4.258

	
0.000

	
0.136

	
7.370








Source: Processed Primary Data (2022). a Dependent Variable: tourist loyalty (Y2).
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Table 11. Coefficient of Determination.






Table 11. Coefficient of Determination.





	
Model Summary b




	
Model

	
R

	
R Square

	
Adjusted R Square

	
Std. Error of the Estimate

	
Durbin-Watson






	
1

	
0.954 a

	
0.910

	
0.906

	
1.473

	
1.819








Source: Processed Primary Data (2022). a Predictors: (Constant), tourist satisfaction (Y1), destination attribute (X); b Dependent Variable: tourist loyalty (Y2).
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