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Abstract  

Tourist satisfaction and loyalty are crucial for the success of a tourism destination. Managing and administering a destination effectively remains 
challenging for tourism managers due to the dynamic nature and high variability of consumer demands. The increasing destination preferences 
among consumers complicate retaining tourists and encouraging repeat visits. While previous studies have investigated consumer satisfaction and 
loyalty, significant gaps remain, especially considering the unique characteristics of destinations and the insufficient use of resident support as a 
critical predictor. This study aims to design a tourist satisfaction and loyalty model and test the comparative contributions of resident support, 
service quality, and perceived value in Indonesia. Hypotheses were tested on Indonesian tourists (N=215) using the partial least squares approach 
with Smart-PLS 4.0 software. The results confirmed that resident support is not a significant predictor of satisfaction but contributes to tourist 
loyalty. Meanwhile, perceived value and service quality were confirmed as significant predictors of satisfaction and loyalty. Insights from the 
mediating effect showed that satisfaction mediates the influence of perceived value and service quality on loyalty but not resident support. This 
study highlights the importance of focusing on the satisfaction aspects of service quality and perceived value rather than resident support, as this 
can reduce dissatisfaction and disloyalty behavior among tourists. 
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INTRODUCTION 

Indonesia is renowned for its beauty, especially its diverse tourist destinations, including cultural sites, beaches, 
cities, and historical places (Murti, 2020; Hawkins, 2013; Mihardja et al., 2023). Effective management of each 
tourist destination in Indonesia is crucial in shaping tourists' perceptions of the services offered and the 
destination's competitiveness (Pearce & Schänzel, 2013; Volgger & Pechlaner, 2014). This responsibility heavily 
falls on tourism managers. Managers are key stakeholders who play a significant role in ensuring on-site service 
quality (Akroush et al., 2016; Rahman et al., 2017), managing online destination marketing channels (Kotoua & 
Ilkan, 2017), creating value for tourists (Díaz et al., 2015) and so on. Managing tourist destinations is 
challenging, primarily in making tourists feel satisfied with their visit and encouraging them to return (Dabphet, 
2023). When tourists are willing to recommend, influence, and invite others to visit the destinations they have 
been to, they become loyalists of those destinations (Vieira et al., 2021). Therefore, tourism managers must 
focus on achieving satisfaction and loyalty (Omo-Obas & Anning-Dorson, 2023). Meeting these objectives 
leads to positive behaviors that benefit the destination, such as recommendations from tourists (Vieira et al., 
2021), return visits (Tang et al., 2022), and creating a sense of destination belongingness (Han et al., 2019), 
where tourists consider the destination a 'second home' and a must-visit during every vacation. 

This study was conducted at the tourist destination of Tidung Island, a unique island destination with distinct 
management characteristics. Tidung Island is located in Jakarta, Indonesia, with a population of less than 7,000, 
away from the capital city. Despite its remote location, Tidung Island is quite popular among domestic and 
international tourists, with a significant increase in visits since 2020, reaching over 27% compared to 2022 
(Kabupaten Administrasi Kepulauan Seribu, 2024). The role of residents, in addition to destination managers, 
is crucial in creating satisfaction and loyalty for tourists. Gullion et al. (2015) revealed that resident quality can 
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significantly increase tourist satisfaction. Therefore, this study highlights the importance of resident support in 
enhancing the quality of tourist experiences on Tidung Island, contributing to increased tourist satisfaction and 
loyalty. This unique characteristic of Tidung Island sets it apart from other destinations, where tourism 
managers must rely on resident support to deliver services to tourists (Kim et al., 2020). This factor is integrated 
into this research's satisfaction and loyalty model. 

Empirical evidence from previous studies confirms a paradox between resident support and creating 
satisfaction and loyalty among tourists visiting a destination. For example, Gong et al. (2023) highlight that 
residents and tourism activities must align. Tourism managers must ensure that the tourism industry benefits 
the residents so they can act as extensions of the tourism managers in serving visiting tourists. This means that 
these two stakeholders must work together to achieve win-win outcomes, where tourism managers benefit from 
visits (Kim et al., 2019) while residents gain exposure to new complementary business opportunities in serving 
tourists (Gong et al., 2023; Wang et al., 2020). However, when these two aspects do not align and conflict, the 
tourism destination may lack support from residents. This challenges tourism managers to achieve optimal 
satisfaction (Gong et al., 2023). For instance, if tourism managers do not consider the residents, residents may 
seek their own benefits, such as monetary gains, by independently providing services to tourists without 
coordinating with local destination managers. This misalignment makes managing island-based destinations 
particularly difficult, as residents and destination managers fail to work together to serve tourists. Consequently, 
no matter how high the service quality provided to tourists or the value delivered, it will not create optimal 
satisfaction or loyalty among tourists (Gong et al., 2023). 

Based on the empirical importance of tourism service practices for tourism managers and the lack of theoretical 
development on how resident support from locals aligns with tourism managers' services, particularly in island 
destinations, this study aims to fill both practical and theoretical gaps (see Gong et al., 2023; Yu et al., 2018; Su 
& Swanson, 2020; Ghasemi, 2019; Nghiêm-Phú, 2016). It seeks to develop a model of satisfaction and loyalty 
based on resident support from the local community, with destination service quality and perceived value from 
tourists. Integrating these three elements—local community support for the tourism destination, high-quality 
service provided by tourism managers, and the perceived value felt by tourists—is expected to contribute to 
satisfaction and loyalty at the destination. This study's contribution targets destination management strategies 
that leverage the synergy between local community support and tourism managers' efforts to deliver high-
quality service, thereby achieving tourist satisfaction and loyalty. Empirically, the findings can contribute to the 
development of island tourism destinations and offer theoretical contributions to the field. Based on the 
identified gaps, problem statement, and potential contributions, this research will address the following 
question: How can resident support, combined with service quality and perceived value, contribute to tourist satisfaction and 
loyalty? 

LITERATURE REVIEW  

Previous Studies and Gaps  

The study of tourism dynamics, particularly in the context of island destinations, has gained considerable 
attention due to the unique interactions between residents and tourists. Prior research, such as Ghasemi (2019), 
focused on host-guest interactions within a hotel context, highlighting how resident engagement can influence 
tourist satisfaction and brand ambassadorship. However, this research did not consider the roles of service 
quality and perceived value, nor did it explore the specific tourism context of islands. Similarly, Su and Swanson 
(2020) examined the effects of personal benefits from tourism on the resident-community relationship and 
quality of life in Gulangyu Island. Although this study was situated within an island tourism context, it primarily 
focused on community satisfaction rather than tourist satisfaction. It did not integrate the comprehensive 
impacts of resident support, service quality, and perceived value on tourist loyalty. 

The current research aims to fill these notable gaps by investigating the satisfaction and loyalty model on Tidung 
Island, Indonesia. Unlike previous studies (see Ghasemi, 2019; Su & Swanson, 2020), this research emphasizes 
the mediating role of satisfaction between resident support, service quality, perceived value, and tourist loyalty. 
By integrating these variables, the study offers a holistic view of the factors contributing to tourist satisfaction 
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and loyalty in an island tourism context. This approach underscores the importance of service quality and 
perceived value and highlights the nuanced interplay between resident support and tourist satisfaction.  

To achieve this, the research examines how resident support enhances the tourist experience by fostering a 
welcoming environment, contributing to a sense of community, and providing authentic local interactions. 
Service quality is evaluated through the lens of the overall excellence of services provided (Laroche et al., 2004), 
including accommodation (Priporas et al., 2017b), transportation (Beltagui & Candi, 2018), and customer 
service (Laroche et al., 2004). Perceived value is assessed based on tourists’ overall evaluation of the benefits 
received relative to the costs incurred (Sánchez et al., 2006). The study’s contribution lies in its comprehensive 
examination of how these factors collectively influence tourist loyalty. This integrated model provides valuable 
insights for sustainable tourism development and policy-making in similar island destinations. By focusing on 
the interdependencies between resident support, service quality, perceived value, and satisfaction, the research 
offers practical recommendations for tourism managers to enhance tourist loyalty and ensure the sustainable 
development of island tourism. The details of previous studies are presented in Table 1. 

Table 1. Previous Studies and Gaps Identification 

Author(s) 
Island Tourism 
Context? 

Mediating Role of 
Satisfaction? 

Integrate Resident 
Support, Service 
Quality and Value? 

Contribution 

Ghasemi (2019 No  
(Host-guest interaction 
in hotel context in 
Portugal) 

No  
(Satisfaction as predictor for 
behavioral ambassadorship) 

No  
(Resident support as 
predictor for satisfaction 
but no service quality and 
value) 

This study examines how resident 
engagement influences tourist 
satisfaction and brand 
ambassadorship in Lisbon and Olbia. 

Su & Swanson 
(2020) 

Yes 
(Local community at 
Gulangyu Island) 

No  
(Focus on community 
satisfaction not to tourist) 

No  
(Focus on resident quality 
of life and satisfaction to 
predict their support for 
tourism) 

Examines how personal benefits 
from tourism affect the resident-
community relationship and quality of 
life on Gulangyu Island, using social 
exchange and relational quality 
theories. 

This Study  Yes 
(Investigates the 
satisfaction and loyalty 
model in Tidung Island, 
Indonesia) 

Yes  
(Investigate satisfaction as a 
mediator between resident 
support, service quality, 
perceived value, and loyalty) 

Yes 
(Investigate resident 
support with service 
quality and value to 
satisfaction and loyalty) 

This study emphasizes the 
importance of service quality and 
perceived value for tourist satisfaction 
and loyalty over resident support. 

Hypothesis  

Satisfaction 

Satisfaction is a well-established concept in the literature of marketing and tourism, as it is crucial for the 
sustainability of tourist destinations (Campón-Cerro et al., 2017). The theory of customer satisfaction in tourism 
explains that satisfaction results from comparing tourists' expectations with their actual experiences (Oliver, 
1980). Thus, higher satisfaction levels lead to positive behavioral intentions, such as revisit intention and word-
of-mouth (Kim et al., 2009). According to Parasuraman et al. (1985) and Lee et al. (2000), service quality is a 
determinant of customer satisfaction, which in tourism includes accommodation comfort (Adnan & 
Omar2022), transportation efficiency (Ma et al., 2021), and friendly service to tourists (Chen, 2023). Another 
vital factor, according to Pandža Bajs (2015), is perceived value, which is part of tourists' overall evaluation of 
the benefits received compared to the costs incurred. This is similar to the definition of satisfaction, 
emphasizing the importance of value-added for customers in the satisfaction model (Zhao et al., 2012). This 
study examines these three concepts (i.e., resident support, perceived value, and service quality) as predictors 
of satisfaction. 

Resident Support  

Resident support is crucial in tourism research as it impacts local tourism development. The concept of resident 
support refers to the attitudes and behaviors of residents towards tourists and tourism development in their 
community (Ap, 1992). According to social exchange theory, residents' support for tourism is influenced by 
their perceptions of the benefits and costs associated with tourism development (Ap, 1992; Andereck et al., 
2005). When residents perceive tourism brings more benefits than costs, they will likely support tourism 
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activities, enhancing the tourism experience (Gursoy et al., 2002; Ko & Stewart, 2002). This support manifests 
in various forms, including welcoming attitudes, participation in tourist activities, and overall hospitality towards 
tourists, significantly affecting overall tourist satisfaction (Nunkoo & Ramkissoon, 2011; Stylidis et al., 2014). 
Research has shown that resident support is vital in creating a hospitable environment that enhances the overall 
quality of the tourist experience (McGehee & Andereck, 2004). Furthermore, residents' active engagement in 
tourism can impact the preservation of cultural heritage and local traditions, adding authenticity to the tourist 
experience (Gu & Ryan, 2008). 

 Empirical research has consistently demonstrated that resident support can significantly influence tourist 
satisfaction. For instance, a study by Gullion et al. (2015) found that the quality of resident-tourist interactions 
significantly enhances tourist satisfaction. This is due to the positive interactions between tourists and locals, 
which can increase the authenticity and enjoyment of the tourist experience. In the context of Tidung Island in 
this study, residents' welcoming nature and involvement in tourism activities contribute to tourist satisfaction. 
By fostering a supportive and engaging environment, residents can enhance tourists' overall experience. Thus, 
positive resident-tourist interactions can create memorable experiences and increase satisfaction. Therefore, the 
following hypothesis is proposed. 

H1. Resident support significantly influences tourist satisfaction 

Service Quality 

Tourism is a part of the service industry, making service quality crucial for enhancing tourists' experiences and 
satisfaction levels. Service quality refers to assessing the excellence or superiority of the overall customer service 
(Parasuraman et al., 1988). It consists of various dimensions, such as tangibles, reliability, responsiveness, 
assurance, and empathy, collectively shaping tourists' perceptions and evaluations of the services they receive 
(Parasuraman et al., 1985; Zeithaml, 2000). Delivering high-quality service to tourists is essential in the tourism 
industry, where service encounters are a primary component for travelers (Chen et al., 2013). Research confirms 
that when tourists perceive service quality as satisfactory, it positively enhances overall satisfaction and loyalty 
to the destination (Akroush et al., 2016; Baquero, 2023). Furthermore, consistently delivering high-quality 
services fosters positive word-of-mouth and repeat visitation, which is crucial for building destination 
competitiveness (Moliner-Tena et al., 2023; Chen & Tsai, 2007). 

Empirical studies have consistently shown strong evidence of the relationship between service quality and 
tourist satisfaction. For instance, Priporas et al. (2017b) found that high-quality service in areas such as 
accommodation and transportation significantly boosts tourists' satisfaction. Similarly, Beltagui and Candy 
(2018) demonstrated that responsiveness and reliable customer service enhance tourists' overall experience, 
increasing satisfaction and loyalty. In Tidung Island, Indonesia, delivering high service quality is vital to ensure 
tourist satisfaction and promote sustainable tourism. The local tourism industry can benefit significantly from 
focusing on the quality of services provided, as this can impact satisfaction and the likelihood of tourists 
returning. Therefore, this study positions service quality as a crucial determinant of tourist satisfaction. By 
prioritizing exceptional service delivery, tourism managers on Tidung Island can enhance tourist satisfaction 
and foster greater loyalty. Therefore, the following hypothesis is proposed. 

H2: Service quality positively influences tourist satisfaction  

 Perceived Value 

Perceived value in tourism is defined as the tourists' overall assessment of the received benefits compared to 
the costs incurred. This evaluation is not only financial but also considers the quality of experiences, emotional 
satisfaction, and the overall gains from the visit (Pandža Bajs, 2015). Modern studies focus on the complex 
nature of perceived value, which can be functional, emotional, and social (Sánchez et al., 2006; Prebensen et 
al., 2014). Analysis of tourists' perceived value has shown that when the experience's benefits greatly outweigh 
the costs, their satisfaction is higher (Jin et al., 2015). This is important because perceived value has been found 
to positively affect destination evaluations, satisfaction, and behavioral intentions, such as revisiting the 
destination (Song et al., 2019). 
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The literature review shows that perceived value strongly influences tourist satisfaction. For example, Suttikun 
and Meeprom (2021) noted that tourist satisfaction and loyalty will also be high when perceived value is high. 
Similarly, Wu et al. (2018) established that perceived value has a positive and significant relationship with tourist 
satisfaction, especially concerning experience value. In the context of Tidung Island, perceived value can be 
improved by providing unique cultural attractions, delivering high-quality services, and setting fair prices. These 
efforts contribute to a positive overall evaluation by tourists. Based on these findings, this study assumes that 
perceived value significantly influences the level of satisfaction among tourists. Thus, by managing perceived 
value, tourism managers on Tidung Island can increase tourist satisfaction. Therefore, the following hypothesis 
is proposed. 

H3: Perceived value positively influences tourist satisfaction 

Loyalty 

Tourism loyalty can be defined as the extent of tourists’ eagerness to revisit the same destination and the 
likelihood of their recommending the destination to others. They include; behavioral loyalty which is basically 
the repeat patronage the destination, and attitudinal loyalty; a positive attitude towards the destination and a 
willingness to recommend it (Oppermann, 2000; Prayag & Ryan, 2012). Loyalty is very important for tourism 
destinations because it leads to a constant inflow of tourists and contributes to the sustainable development of 
tourism (Gursoy et al., 2014). Consumers through positive word of mouth recommend the particular 
destination to other potential consumers to visit the same destination (Kim & Brown, 2012). Hence, it is crucial 
for the tourism managers and policymakers to know the factors that influence tourist loyalty. 

H4: Satisfaction positively influences tourist loyalty  

Hospitability is one of the residents' support indicators that impact tourist loyalty through a favorable 
perception of the destination and overall trip experience. Perceived attachment from the residents of the visited 
location can make the tourists feel wanted and satisfied with their trip (Nunkoo & Ramkissoon, 2011). Such a 
positive interaction with the residents may make the tourists come again and refer other people to the specific 
destination (Stylidis et al., 2014). For instance, Gursoy et al. (2010) discovered that the support from residents 
significantly influences tourists' perception and loyalty. Based on this understanding, the study hypothesizes: 

H5: Resident support positively influences tourist loyalty  

Another critical factor that affects tourists' loyalty is the quality of service provided by the tour operators. High 
service quality guarantees that the tourist's needs and expectations are fulfilled because with satisfaction and 
loyalty comes a positive attitude towards a particular place. Thus, service quality factors like reliability, 
responsiveness, and empathy are essential in constructing the tourist's experience (Zeithaml et al., 2018). 
Literature has revealed that high service quality positively affects tourists' satisfaction and recurring patronage 
(Albayrak & Caber, 2015; Kim et al., 2013). For instance, Lee et al. (2000) and Lee et al. (2005) show that service 
quality is positively related to the tourists' intention to revisit and recommend a destination. Therefore, this 
study posits: 

H6: Service quality positively influences tourist loyalty             

According to the tourists' overall evaluation of the benefits received and foregone costs, perceived value plays 
a crucial role in tourist loyalty. According to Chen and Chen (2010), when tourists get a high value from their 
experience, they are likely to show loyal behavior, including revisiting the venue and recommending the place 
to others. Perceived value as a concept refers to the functional, experiential, and symbolic value added to a 
tourism experience, and improving it will increase tourists' satisfaction and loyalty (Sánchez et al., 2006). 
Research by Yang and Peterson (2004) and Ryu et al. (2008) support the viewpoint that perceived value is a 
crucial determinant of tourist loyalty. 

H7: Perceived value positively influences tourist loyalty 

Mediating Role of Satisfaction  
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Satisfaction is a significant moderator linking the different service factors and tourist loyalty. In tourism, 
satisfaction can be viewed as a mediator linking tourists' perception of the service attributes with their 
behavioral intentions, including revisits and positive word of mouth (Prayag et al., 2013). On one hand, 
satisfaction is a direct result of the quality of services produced, and on the other hand, it is a prerequisite for 
creating loyalty. To Tidung Island, identifying how satisfaction plays a role in mediating these relationships will 
assist tourism managers in improving the tourists' experience and fostering loyalty. Based on this study, 
satisfaction partially mediates the relationships between resident support, service quality, perceived value, and 
tourist loyalty. 

This study established that residents' support positively affects tourist satisfaction and, therefore, loyalty. 
Interactions with locals improve tourists' impression of a destination, resulting in increased satisfaction 
(Nunkoo et al., 2013). When tourists perceive their experiences as being supported, they are more likely to make 
returns and recommend the destination, hence the impact of host support. Therefore, resident support impacts 
loyalty indirectly through satisfaction. This leads to the hypothesis: 

H8: Satisfaction mediates the relationship between resident support and tourist loyalty 

Another influential aspect that affects tourist satisfaction and loyalty is service quality. High service quality in 
accommodation, transportation, and customer service positively impact tourist satisfaction (Parasuraman et al., 
1988). In this case, satisfaction is a critical mediator between service quality and loyalty since satisfied tourists 
will likely become loyal to the destination. Thus, improving service quality is a critical factor in increasing tourist 
satisfaction, which leads to loyalty. This relationship is encapsulated in the following hypothesis: 

H9: Satisfaction mediates the relationship between service quality and tourist loyalty  

Tourists' perceived value regarding the received benefits compared to the costs they bear is a significant 
predictor of satisfaction and loyalty (Sánchez et al., 2006). Tourist satisfaction occurs when tourists consider 
the services they receive valuable, raising their loyalty towards the destination. Therefore, while perceived value 
does affect loyalty, this effect is not direct but is mediated by satisfaction. This underlines the necessity of 
increasing perceived value to increase tourists' satisfaction and loyalty. Therefore, this study posits the following 
hypothesis:  

H10: Satisfaction mediates the relationship between perceived value and tourist loyalty 

 The Study’s Conceptual Framework  

The theoretical model of this research, presented in the figure 1, postulates that support from residents, service 
quality, and perceived tourist value have a significant impact on tourist satisfaction, which in turn affects tourist 
loyalty. According to the model, resident support impacts the satisfaction of tourists by making them feel 
wanted and welcome, thereby transforming their travel experience into something positive (Gursoy et al., 2002). 
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Figure 1. The Study’s Theoretical Framework 

Hospitality concepts like reliability, responsiveness, and empathy, which constitute service quality, are believed 
to have a direct influence on tourist satisfaction, leading to loyalty (Parasuraman et al., 1988). Another 
determinant predicted to have a direct impact on satisfaction, and hence on loyalty, is perceived value; this is 
the value that tourists place on the benefits they derive from tourism resources in relation to the costs incurred 
(Sánchez et al., 2006). The framework indicates that satisfaction plays a mediating role between the three 
independent variables (resident support, service quality, and perceived value) and the dependent variable (tourist 
loyalty), playing a central role in encouraging repeat visitation and positive word-of-mouth among tourists. 
Overall, this integrated model highlights the significance of increasing satisfaction to promote loyalty within 
the setting of Tidung Island’s tourism industry. 

METHODS  

Measures  

This study investigates and develops a model of satisfaction and loyalty based on resident support, service 
quality, and perceived value in the context of Tidung Island, Indonesia. The research adopts a quantitative 
approach, utilizing surveys to collect empirical data, making the development of measurement instruments 
crucial. This study employs previous research to operationalize observed constructs: loyalty is developed from 
Chi et al. (2020) with 9 items; satisfaction is measured using 3 items adapted from Chi et al. (2020); service 
quality is developed from Chi et al. (2020) with 20 items; resident support is developed from Ghasemi (2019) 
with 7 items; and perceived value is developed from Chi et al. (2020) with 3 items. Thus, the total research 
instrument comprises 42 items. All the constructed items were measures through 5-Likert scale (5=strongly 
agree to 1=strongly disagree). 
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Sampling Technique and Data Collection Procedure  

This study uses a survey method for data collection with purposive sampling. Respondents were eligible if they 
met two criteria: 1) they have visited Tidung Island more than once, and 2) they have recommended the 
destination to others. These criteria ensure that the element of loyalty observed in this study is met. The 
questionnaire items were converted into Google Forms to create an online survey, which consists of three 
sections. The first section is consent to participate, explaining the data collection method based on convenience 
and purposive sampling, and informing respondents that they can withdraw at any point if they have privacy 
concerns. The second section collects demographic information, such as gender, marital status, and age. The 
third section contains experience-based questions with the 42 items developed for the questionnaire, which 
respondents answer based on their experiences visiting Tidung Island. Data collection was conducted over four 
months, resulting in a total of 275 responses, with details provided in Table 2 below.  

Analysis Technique 

This study employs a structural equation modeling (SEM) approach to validate and evaluate the hypotheses 
and research model, using Smart-PLS 4.0 software. The SEM method involves several procedures, starting 
from model validation to structural model testing (Hair et al., 2017). First, it evaluates convergent validity (Hair 
et al., 2017), calculates internal consistency (Hair et al., 2017), and tests discriminant validity (Fornell & Larcker, 
1981; Henseler et al., 2015). Additionally, the study evaluates the R-square to measure the model's power (Falk 
& Miller, 1992). Once all these validation processes are completed, the research hypothesis evaluation process.  

Table 2. Sample Demographics 

Measures  Criteria  Frequency  Percentage (%) 

Gender  Male  128 47 
Female  147 53 

Age (years old)  20 – 30  218 79 
31 – 40  47 17 
41 – 50  8 3 
> 51  2 1 

Educational Level Senior High School  132 48 
Bachelors  137 50 
Masters 6 2 

Occupation  Private Employee  103 37 
Government Employee  83 30 
Entrepreneurs  9 3 
Students  55 20 
Others  25 9 

Marital Status  Single  162 59 
Married  113 41 

4. RESULTS  

 

The Sample  

Table 2 presents the demographic characteristics of the respondents. Among the participants, 53% are female 
(147) and 47% are male (128). The majority of respondents are between 20-30 years old (79%, 218), followed 
by those aged 31-40 (17%, 47), 41-50 (3%, 8), and those over 51 years old (1%, 2). In terms of educational level, 
50% hold a bachelor’s degree (137), 48% have completed senior high school (132), and 2% have attained a 
master’s degree (6). Regarding occupation, 37% are private employees (103), 30% are government employees 
(83), 20% are students (55), 9% are categorized as “others” (25), and 3% are entrepreneurs (9). Marital status 
shows that 59% of the respondents are single (162), while 41% are married (113). 

 Validity and Reliability Assessment  

Table 3 presents the assessment of convergent validity, reliability, and internal consistency. There are four 
categories of validity and reliability evaluation: outer loadings (OL), Cronbach's alpha (CA), composite reliability 
(CR), and average variance extracted (AVE). Based on the evaluation, with OL > 0.70, CA > 0.70, CR > 0.70, 
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and AVE > 0.50, as shown in Table 3, all criteria meet the recommended thresholds suggested by Hair et al. 
(2017). Therefore, it can be concluded that convergent validity and reliability are not a concern in this study.  

Table 3. Convergent Validity and Reliability 

Constructs OL CA CR AVE 

Loyalty 0.775 - 0.946 0.965 0.968 0.782 

Perceived Value 0.901 - 0.923 0.895 0.897 0.827 

Resident Support 0.841 - 0.921 0.957 0.958 0.797 

Service Quality 0.712 - 0.973 0.978 0.981 0.711 

Satisfaction 0.892 - 0.937 0.916 0.917 0.856 

Table 4. Discriminant Validity 

 1 2 3 4 5 

Loyalty (1) 0.884     

Perceived Value (2) 0.539 0.909    

Resident Support (3) 0.379 0.377 0.892   

Service Quality (4) 0.578 0.416 0.361 0.843  

Satisfaction (5) 0.426 0.374 0.761 0.424 0.925 

Discriminant validity was evaluated using two approaches: the Fornell-Larcker Criterion and the Cross-loading 
matrix, as shown in Tables 4 and 5. First, the Fornell-Larcker Criterion indicates that all values of the square 
root of AVE (diagonal values) are greater than the correlation values between respective variables, indicating 
that discriminant validity, according to the Fornell-Larcker Criterion, is not a concern in this study (Fornell & 
Larcker, 1981). Furthermore, the assessment of the cross-loading matrix reveals that the outer loadings values 
are greater than the loadings obtained outside their respective constructs (Hair et al., 2017). Thus, it is concluded 
that discriminant validity is not a concern in this study. 

Table 5. Cross-Loadings 

 Loyalitas Perceived Value Resident Support Service Quality Satisfaction 

RS.1 0.878 0.901 0.919 0.831 0.814 

RS.2 0.901 0.814 0.883 0.796 0.806 

RS.3 0.889 0.778 0.855 0.778 0.782 

RS.4 0.815 0.903 0.841 0.793 0.892 

RS.5 0.869 0.923 0.906 0.873 0.946 

RS.6 0.887 0.878 0.921 0.897 0.937 

RS.7 0.878 0.901 0.919 0.831 0.814 

SRQ.1 0.948 0.861 0.918 0.959 0.881 

SRQ.2 0.683 0.610 0.657 0.763 0.645 

SRQ.3 0.679 0.595 0.639 0.737 0.605 

SRQ.4 0.834 0.749 0.806 0.866 0.763 

SRQ.5 0.822 0.734 0.79 0.858 0.748 

SRQ.6 0.818 0.820 0.812 0.817 0.807 

SRQ.7 0.693 0.665 0.705 0.712 0.685 

SRQ.8 0.882 0.794 0.85 0.917 0.822 

SRQ.9 0.811 0.799 0.807 0.831 0.792 

SRQ.10 0.873 0.891 0.91 0.843 0.824 

SRQ.11 0.881 0.800 0.867 0.875 0.783 

SRQ.12 0.683 0.610 0.657 0.763 0.645 

SRQ.13 0.954 0.872 0.928 0.970 0.893 
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SRQ.14 0.964 0.875 0.933 0.973 0.896 

SRQ.15 0.901 0.814 0.883 0.896 0.806 

SRQ.16 0.889 0.778 0.855 0.878 0.782 

SRQ.17 0.815 0.903 0.841 0.793 0.892 

SRQ.18 0.869 0.923 0.906 0.873 0.946 

SRQ.19 0.679 0.605 0.658 0.744 0.621 

SRQ.20 0.679 0.57 0.621 0.716 0.581 

STS.1 0.815 0.703 0.841 0.793 0.892 

STS.2 0.869 0.623 0.906 0.873 0.946 

STS.3 0.887 0.778 0.921 0.897 0.937 

LY.1 0.878 0.601 0.619 0.831 0.814 

LY.2 0.901 0.814 0.883 0.896 0.806 

LY.3 0.889 0.778 0.855 0.778 0.782 

LY.4 0.946 0.863 0.814 0.746 0.869 

LY.5 0.958 0.868 0.728 0.857 0.879 

LY.6 0.775 0.626 0.631 0.619 0.697 

LY.7 0.837 0.806 0.821 0.805 0.785 

LY.8 0.926 0.811 0.874 0.823 0.832 

LY.9 0.834 0.508 0.852 0.805 0.602 

PV.1 0.815 0.903 0.841 0.793 0.892 

PV.2 0.878 0.901 0.719 0.831 0.814 

PV.3 0.869 0.923 0.906 0.873 0.746 

Model Robustness Test  

The model robustness test was conducted using the r-square and goodness of fit (GoF) approaches. First, the 
r-square method was evaluated to test the model power constructed in the research model. If the r-square value 
is greater than 0.1, it can be concluded that the model is robust (Falk & Miller, 1992). The r-square value for 
satisfaction was 0.955, formed by resident support, service quality, and perceived value. The r-square value for 
loyalty was 0.980, formed by satisfaction, resident support, service quality, and perceived value. Therefore, it is 
concluded that the research model constructed in this study is robust (Falk & Miller, 1992). Second, the GoF 
(Goodness of Fit) method was used by calculating the value of AVE and r-square, which were squared as shown 
in equation (1). This study adopts the criteria from previous studies by Huang et al. (2024) and Fu et al. (2024), 
which include the following GoF evaluation criteria: no-fit (<0.1), small-fit (0.10 – 0.25), moderate-fit (0.25 – 
0.36), and high-fit (>0.36), as recommended by Tenenhaus et al. (2005) and Wetzels et al. (2009). The GoF 
calculation resulted in a GoF value of 0.876, indicating that the model fit falls within the high-fit criteria. 
Therefore, the research model developed in this study is deemed suitable for hypothesis testing. 

GoF  = √R2̅̅ ̅x AVE̅̅ ̅̅ ̅̅       (1)  

= √0.876 x 0.794   

= 0.876  

 

Hypothesis Testing  

A summary of the direct hypothesis results is presented in Table 6 and Figure 2. The hypothesis results indicate 
that resident support does not have a significant influence on satisfaction (β = 0.177, t = 1.226) but has a 
significant influence on loyalty (β = 0.687, t = 7.314). Thus, this rejects hypothesis H1 and accepts H5, 
confirming that resident support is a significant predictor of loyalty but not satisfaction. In terms of service 
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quality, it significantly contributes to both satisfaction (β = 0.270, t = 2.434) and loyalty (β = 0.493, t = 8.188), 
thus accepting H2 and H6. This indicates that service quality is a significant predictor of both satisfaction and 
loyalty. Furthermore, perceived value is shown to have a significant influence on satisfaction (β = 0.899, t = 
11.473) but not on loyalty (β = 0.018, t = 0.221), confirming H3 and rejecting H7. Lastly, the results confirm 
that satisfaction is a significant predictor of loyalty (β = 0.208, t = 3.200), thus accepting H4.   

Table 6. Hypothesis Testing 

Hypothesis    T-Value 
Bootstrapping  

Decision 
Min Max 

H1, Resident Support → Satisfaction 0.177 1.226 0.040 0.128 Not Supported  

H2, Service Quality → Satisfaction 0.27** 2.434 0.043 0.473 Supported 

H3, Perceived Value → Satisfaction 0.899*** 11.473 0.729 1.040 Supported 

H4, Satisfaction → Loyalty 0.208** 3.200 0.320 0.650 Supported 

H5, Resident Support → Loyalty 0.687*** 7.314 0.511 0.881 Supported 

H6, Service Quality → Loyalty 0.493*** 8.188 0.363 0.601 Supported 

H7, Perceived Value → Loyalty 0.018 0.221 0.154 0.169 Not Supported 

Notes:  
a. Significance levels of **P < 0.05; ***P < 0.001.  
b. Confidence interval for bootstrapping 97.5% 

  

 

 

 

 

 

 

 

 

 

 

 

 

Notes: ------ Insignificant  

 ____ Significant 

 

 

Figure 2. Summary of Hypothesis Testing 

Table 7 presents the results of the mediating effect of satisfaction in the research model. The results confirm 
that satisfaction is a significant mediator between resident support (β = 0.187, t = 0.183) and perceived value 
(β = 0.056, t = 0.052) on loyalty. However, satisfaction provides a partial mediation effect between resident 
support and loyalty, while it fully mediates the relationship between perceived value and loyalty. This confirms 
hypotheses H8 and H10. On the other hand, satisfaction does not mediate the relationship between service 
quality and loyalty (β = 0.037, t = 0.033), thus rejecting hypothesis H9.  

 

Resident 
Support  

Service Quality  

Perceived value 

Satisfaction Loyalty  
H2: =0.27** 

H6: =0.493** 

H4: =0.208** 

R2=0.980 R2=0.955 
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Table 7. Mediating Effect 

Hypothesis Coefficient T-Value 
Bootstaping 

Decision 
Min Max 

H8, RS → STS → LY 0.187** 0.183 0.301 0.56 Partial Mediation 

H9, SQL → STS → LY 0.037 0.033 0.028 0.097 Not Mediated 

H10, PV → STS → LY  0.056** 0.052 0.107 0.505 Full-Mediation 

Notes:  
a. Significance levels of **P < 0.05; ***P < 0.001.  
b. Confidence interval for bootstrapping 97.5% 

DISCUSSION  

This research assessed how resident support, service quality, and perceived value affect satisfaction and tourists' 
loyalty to Tidung Island. The research question was addressed by validating hypotheses through empirical 
research. The findings support the hypotheses that there is a positive correlation between perceived value, 
service quality, and satisfaction and between perceived value, service quality, and loyalty. However, resident 
support positively influences loyalty but does not impact satisfaction. This distinction highlights the unique 
aspects of island tourism, where the quality of services offered and tourists' perceived values are the main 
determinants of high satisfaction and customer loyalty. 

By comparing these results with previous literature, it becomes clear that the significance of residents' support 
varies depending on specific tourism environments. For example, Ghasemi (2019) noted that resident 
engagement significantly impacted tourist satisfaction in urban hotels. In contrast, this study discovered that 
tourists were more sensitive to support from residents in terms of loyalty rather than satisfaction. Similarly, Su 
and Swanson (2020) focused on community satisfaction in an island setting but did not include tourist 
satisfaction. The results of this study align with the research of Priporas et al. (2017) and Beltagui and Candi 
(2018), which established service quality as the most significant determinant of tourist satisfaction and loyalty. 
This further emphasizes the importance of providing high-quality services to enhance the tourist experience. 

 In addition, the proposed mediation of satisfaction between perceived value and loyalty was supported, aligning 
with the theoretical frameworks presented by Sánchez et al. (2006) and Prayag et al. (2017). The study expands 
the body of knowledge by demonstrating that while resident support significantly influences loyalty, satisfaction 
is primarily driven by perceived value and service quality. This finding suggests that tourism managers should 
focus on maintaining high service quality and enhancing perceived value to improve tourist satisfaction and 
loyalty. Consequently, the research results indicate the potential for sustainable island development through 
improvements in these areas. 

IMPLICATION 

Implication for Theory  

This study contributes to the theoretical understanding of tourist satisfaction and loyalty by integrating resident 
support, service quality, and perceived value as antecedents. The findings align with social exchange theory, 
which posits that positive interactions and support from residents can enhance tourists' overall experience and 
loyalty (Nunkoo & Ramkissoon, 2011). However, the study uniquely identifies that while resident support 
significantly influences loyalty, it does not directly impact satisfaction, suggesting a more complex relationship 
within the context of island tourism. This highlights the need for theoretical models to consider the specific 
characteristics of different tourism settings, which can influence the dynamics between resident support, 
satisfaction, and loyalty. 

 Moreover, the present research contributes to advancing knowledge by establishing the mediating role of 
satisfaction in the relationship between service quality, perceived value, and loyalty. Earlier studies have 
ascertained that service quality and customers' perceived value are significant determinants of tourist satisfaction 
and repeat patronage (Chen & Tsai, 2007; Sánchez et al., 2006). This study confirms these relationships in the 
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context of Island destinations, explicitly emphasizing that improving service quality and perceived value is 
crucial as they lead to tourist satisfaction, which, in turn, mediates loyalty. This theoretical framework can be 
applied to other island destinations and provides a solid foundation for enhancing tourist experiences and 
loyalty. 

Implication for Practice  

From a practical perspective, this study provides valuable insights for tourism managers on Tidung Island and 
similar destinations. The findings suggest that while resident support is crucial for fostering loyalty, efforts 
should be primarily directed toward enhancing service quality and perceived value to improve tourist 
satisfaction. For instance, ensuring that accommodations, transportation, and customer services meet high 
standards can significantly boost satisfaction, which is a critical mediator of loyalty. Tourism managers can 
implement training programs for service providers to maintain and improve service quality, enhancing the 
overall tourist experience (Parasuraman, Zeithaml, & Berry, 1988). Such training programs include customer 
service workshops, regular quality assessments, and continuous feedback mechanisms to improve service 
delivery. 

Furthermore, the proposed model underscores the role of perceived value in enhancing tourist satisfaction and 
loyalty. Tourism managers should aim to deliver quality services that meet the expectations of tourists. For 
instance, aspects such as cultural opportunities, lower prices, and additional services and attractions can increase 
the perceived worth of a visit. By creating value-in-experience, destinations can make tourists feel that their 
efforts to visit a specific location are worthwhile, thereby increasing satisfaction and repeat visits (Sánchez et 
al., 2006). For example, island destinations could establish cultural tourism services or attractions, such as 
cultural tours or a cultural village. These unique and appealing experiences would significantly enhance the 
value of tourists' visits to the island. 

Furthermore, while the support of residents does not directly impact satisfaction, it plays a critical role in 
fostering loyalty. Local stakeholders should embrace tourists, and the community should support them by being 
friendly and welcoming. This may include community involvement, resident-tourist contact, and cooperative 
marketing efforts. For instance, special events such as carnivals or cultural exchanges involving tourists and 
residents can make tourists feel appreciated by the host community. Aligning the benefits for both residents 
and tourists contributes to the overall positive impacts of tourism on destinations and their development. This 
approach ensures that the advantages of tourism are distributed across all sectors of the destination, enhancing 
its success and sustainability. 

CONCLUSION, LIMITATION AND SUGGESTION 

This study aimed to determine the influence of resident support, service quality, and perceived value on tourist 
satisfaction and loyalty in Tidung Island. The research objectives indicated that perceived value and service 
quality are significant predictors of satisfaction and loyalty, while residents' support primarily affects loyalty. 
These results support prior literature emphasizing service quality and perceived value as critical factors 
influencing tourist experiences and loyalty (Parasuraman et al., 1988; Sánchez et al., 2006). However, the present 
study's innovation lies in the weak direct relationship between resident support and satisfaction, suggesting that 
this factor's role is more complex and context-related. 

However, the study has the following limitations that can be useful for further research: The limitation of the 
research context to Tidung Island may restrict the transferability of the findings to other destinations. Future 
research should replicate this study in different geographical and cultural contexts to increase the generalizability 
of the findings. Due to the cross-sectional design, it is challenging to establish relationship changes over time. 
Therefore, it is suggested that longitudinal studies be used to examine the development of these relationships. 
Additionally, using self-reported data, which various biases, including social desirability bias, can influence, 
implies the need for more diverse research approaches in the future. In general, future studies should extend 
this research by exploring the changes in the relationships between resident support, service quality, perceived 
value, satisfaction, and loyalty in various settings and over time. 

file:///C:/Users/Mano/AppData/Local/Temp/Temp1_paperswithpagenumbers.zip/ijor.co.uk


Sari, Hermanto, Chan and Purnomo 

INTERNATIONAL JOURNAL OF RELIGION    281 

REFERENCES 

Adnan, S. F., & Omar, S. I. (2022). Assessing the tourists satisfaction of adventure lodges: a case study of Tadom Hill Resorts, 
Malaysia. Journal of Ecotourism, 21(4), 295-310. 

Akroush, M. N., Jraisat, L. E., Kurdieh, D. J., AL-Faouri, R. N., & Qatu, L. T. (2016). Tourism service quality and destination 
loyalty–the mediating role of destination image from international tourists’ perspectives. Tourism review, 71(1), 18-44. 

Albayrak, T., & Caber, M. (2015). Prioritisation of the hotel attributes according to their influence on satisfaction: A comparison 
of two techniques. Tourism Management, 46, 43-50. 

Andereck, K. L., Valentine, K. M., Knopf, R. C., & Vogt, C. A. (2005). Residents’ perceptions of community tourism impacts. 
Annals of tourism research, 32(4), 1056-1076. 

Ap, J. (1992). Residents' perceptions on tourism impacts. Annals of tourism Research, 19(4), 665-690. 
Baquero, A. (2023). Is customer satisfaction achieved only with good hotel facilities? A moderated mediation model. 

Administrative Sciences, 13(4), 108. 
Beltagui, A., & Candi, M. (2018). Revisiting service quality through the lens of experience-centric services. International Journal 

of Operations & Production Management, 38(3), 915-932. 
Campón-Cerro, A. M., Hernández-Mogollón, J. M., & Alves, H. (2017). Sustainable improvement of competitiveness in rural 

tourism destinations: The quest for tourist loyalty in Spain. Journal of Destination Marketing & Management, 6(3), 252-266. 
Chen, W. (2023). Developing a sustainable business model of ecotourism in ethnic-minority regions guided by the green economy 

concept. Sustainability, 15(2), 1400. 
Chen, C. F., & Chen, F. S. (2010). Experience quality, perceived value, satisfaction and behavioral intentions for heritage tourists. 

Tourism management, 31(1), 29-35. 
Chen, K. H., Liu, H. H., & Chang, F. H. (2013). Essential customer service factors and the segmentation of older visitors within 

wellness tourism based on hot springs hotels. International Journal of Hospitality Management, 35, 122-132. 
Chen, C. F., & Tsai, D. (2007). How destination image and evaluative factors affect behavioral intentions?. Tourism management, 

28(4), 1115-1122. 
Chi, X., Lee, S. K., Ahn, Y. J., & Kiatkawsin, K. (2020). Tourist-perceived quality and loyalty intentions towards rural tourism in 

China. Sustainability, 12(9), 3614. 
Dabphet, S. (2023). Examining the role of heritage-destination attributes on travel constraints and revisit intention using 

multilevel analysis. Journal of Hospitality and Tourism Insights. Article-in-press  
Díaz, M. R., Rodríguez, T. F. E. S., & Díaz, R. R. (2015). A model of market positioning based on value creation and service 

quality in the lodging industry: An empirical application of online customer reviews. Tourism Economics, 21(6), 1273-1294. 
Falk, R. F., & Miller, N. B. (1992). A primer for soft modeling. University of Akron Press. 
Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables and measurement error. 

Journal of marketing research, 18(1), 39-50. 
Fu, C. J., Silalahi, A. D. K., Huang, S. C., Phuong, D. T. T., Eunike, I. J., & Yu, Z. H. (2024). The (Un) Knowledgeable, the (Un) 

Skilled? Undertaking Chat-GPT Users’ Benefit-Risk-Coping Paradox in Higher Education Focusing on an Integrated, 
UTAUT and PMT. International Journal of Human–Computer Interaction, 1-31. 

Ghasemi, V. (2019). Host-guest interaction: analysing perceived service quality, satisfaction, residents support and tourists 
behaviour. Ghasemi, V., Host-Guest Interaction: Analysing Perceived Service Quality, Satisfaction, Residents support and 
Tourists behaviour. Revista Turismo & Desenvolvimento, 32, 265-280. 

Gong, J., Shapovalova, A., Lan, W., & Knight, D. W. (2023). Resident support in China’s new national parks: An extension of 
the Prism of Sustainability. Current Issues in Tourism, 26(11), 1731-1747. 

Gu, H., & Ryan, C. (2008). Place attachment, identity and community impacts of tourism—the case of a Beijing hutong. Tourism 
management, 29(4), 637-647. 

Gullion, C., Hji-Avgoustis, S., Fu, Y. Y., & Lee, S. (2015). Cultural tourism investment and resident quality of life: a case study 
of Indianapolis, Indiana. International Journal of Tourism Cities, 1(3), 184-199. 

Gursoy, D., Jurowski, C., & Uysal, M. (2002). Resident attitudes: A structural modeling approach. Annals of tourism research, 
29(1), 79-105. 

Gursoy, D., S. Chen, J., & G. Chi, C. (2014). Theoretical examination of destination loyalty formation. International Journal of 
Contemporary Hospitality Management, 26(5), 809-827. 

Gursoy, D., Chi, C. G., & Dyer, P. (2010). Locals’ attitudes toward mass and alternative tourism: The case of Sunshine Coast, 
Australia. Journal of travel research, 49(3), 381-394. 

Hair, J., Hollingsworth, C. L., Randolph, A. B., & Chong, A. Y. L. (2017). An updated and expanded assessment of PLS-SEM in 
information systems research. Industrial management & data systems, 117(3), 442-458. 

Han, H., Eom, T., Al-Ansi, A., Ryu, H. B., & Kim, W. (2019). Community-based tourism as a sustainable direction in destination 
development: An empirical examination of visitor behaviors. Sustainability, 11(10), 2864. 

Hawkins, D. E. (2013). Sustainable tourism competitiveness clusters: application to World Heritage sites network development 
in Indonesia. In Cultural and heritage tourism in asia and the pacific (pp. 299-312). Routledge. 

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing discriminant validity in variance-based structural 
equation modeling. Journal of the academy of marketing science, 43, 115-135. 



 

Resident Support VS. Service Quality and Values: Impact on Satisfaction and Loyalty in Tidung Island Indonesia 

ijor.co.uk    282 

Huang, S. C., Silalahi, A. D. K., & Eunike, I. J. (2024). Exploration of Moderated, Mediated, and Configurational Outcomes of 

Tourism‐Related Content (TRC) on TikTok in Predicting Enjoyment and Behavioral Intentions. Human Behavior and 
Emerging Technologies, 2024(1), 2764759. 

Jin, N., Lee, S., & Lee, H. (2015). The effect of experience quality on perceived value, satisfaction, image and behavioral intention 
of water park patrons: New versus repeat visitors. International journal of tourism research, 17(1), 82-95. 

Kim, T. T., Kim, W. G., & Kim, H. B. (2009). The effects of perceived justice on recovery satisfaction, trust, word-of-mouth, 
and revisit intention in upscale hotels. Tourism management, 30(1), 51-62. 

Kim, A. K., & Brown, G. (2012). Understanding the relationships between perceived travel experiences, overall satisfaction, and 
destination loyalty. Anatolia, 23(3), 328-347. 

Kim, S. H., Holland, S., & Han, H. S. (2013). A structural model for examining how destination image, perceived value, and 
service quality affect destination loyalty: A case study of Orlando. International journal of tourism research, 15(4), 313-328. 

Kim, H., Choe, Y., & Lee, C. K. (2019). Differential effects of patriotism and support on post-development visit intention: the 
Korean DMZ Peace Park. Journal of Travel & Tourism Marketing, 36(3), 384-401. 

Kim, G., Duffy, L. N., & Moore, D. (2020). Tourist attractiveness: measuring residents’ perception of tourists. Journal of 
Sustainable Tourism, 28(6), 898-916. 

Ko, D. W., & Stewart, W. P. (2002). A structural equation model of residents’ attitudes for tourism development. Tourism 
management, 23(5), 521-530. 

Kotoua, S., & Ilkan, M. (2017). Online tourism destination marketing in Kumasi Ghana. Asia Pacific Journal of Tourism 
Research, 22(6), 666-680. 

Laroche, M., Ueltschy, L. C., Abe, S., Cleveland, M., & Yannopoulos, P. P. (2004). Service quality perceptions and customer 
satisfaction: evaluating the role of culture. Journal of international marketing, 12(3), 58-85. 

Lee, H., Lee, Y., & Yoo, D. (2000). The determinants of perceived service quality and its relationship with satisfaction. Journal 
of services marketing, 14(3), 217-231. 

Lee, Y. K., Park, K. H., Park, D. H., Lee, K. A., & Kwon, Y. J. (2005). The relative impact of service quality on service value, 
customer satisfaction, and customer loyalty in Korean family restaurant context. International journal of hospitality & tourism 
administration, 6(1), 27-51. 

Ma, Q., Jia, P., & Kuang, H. (2021). Green efficiency changes of comprehensive transportation in China: Technological change 
or technical efficiency change?. Journal of cleaner production, 304, 127115. 

McGehee, N. G., & Andereck, K. L. (2004). Factors predicting rural residents’ support of tourism. Journal of travel research, 
43(2), 131-140. 

Mihardja, E. J., Alisjahbana, S., Agustini, P. M., Sari, D. A. P., & Pardede, T. S. (2023). Forest wellness tourism destination 
branding for supporting disaster mitigation: A case of Batur UNESCO Global Geopark, Bali. International Journal of 
Geoheritage and Parks, 11(1), 169-181. 

Moliner-Tena, M. A., Monferrer-Tirado, D., Estrada-Guillen, M., & Vidal-Meliá, L. (2023). Memorable customer experiences 
and autobiographical memories: From service experience to word of mouth. Journal of Retailing and Consumer Services, 
72, 103290. 

Murti, D. C. W. (2020). Performing rural heritage for nation branding: A comparative study of Japan and Indonesia. Journal of 
Heritage Tourism, 15(2), 127-148. 

Nghiêm-Phú, B. (2016). Perceptual and Functional Antecedents of Local Residents' Support-for-Tourism: Findings of a Study 
in Hanoi, Vietnam. Asia Pacific Journal of Tourism Research, 21(4), 375-397. 

Nunkoo, R., & Ramkissoon, H. (2011). Developing a community support model for tourism. Annals of tourism research, 38(3), 
964-988. 

 
Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of satisfaction decisions. Journal of marketing 

research, 17(4), 460-469. 
Omo-Obas, P., & Anning-Dorson, T. (2023). Cognitive-affective-motivation factors influencing international visitors' 

destination satisfaction and loyalty. Journal of Hospitality and Tourism Insights, 6(5), 2222-2240. 
Oppermann, M. (1998). Destination threshold potential and the law of repeat visitation. Journal of travel research, 37(2), 131-

137. 
Pandža Bajs, I. (2015). Tourist perceived value, relationship to satisfaction, and behavioral intentions: The example of the 

Croatian tourist destination Dubrovnik. Journal of Travel Research, 54(1), 122-134. 
Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985). A conceptual model of service quality and its implications for future 

research. Journal of marketing, 49(4), 41-50. 
Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). Servqual: A multiple-item scale for measuring consumer perc. Journal 

of retailing, 64(1), 12. 
Pearce, D. G., & Schänzel, H. A. (2013). Destination management: The tourists’ perspective. Journal of Destination Marketing 

& Management, 2(3), 137-145. 
Prayag, G., & Ryan, C. (2012). Antecedents of tourists’ loyalty to Mauritius: The role and influence of destination image, place 

attachment, personal involvement, and satisfaction. Journal of travel research, 51(3), 342-356. 

file:///C:/Users/Mano/AppData/Local/Temp/Temp1_paperswithpagenumbers.zip/ijor.co.uk


Sari, Hermanto, Chan and Purnomo 

INTERNATIONAL JOURNAL OF RELIGION    283 

Prayag, G., Hosany, S., Muskat, B., & Del Chiappa, G. (2017). Understanding the relationships between tourists’ emotional 
experiences, perceived overall image, satisfaction, and intention to recommend. Journal of travel research, 56(1), 41-54. 

Prebensen, N. K., Woo, E., & Uysal, M. S. (2014). Experience value: Antecedents and consequences. Current issues in tourism, 
17(10), 910-928. 

Priporas, C. V., Stylos, N., Vedanthachari, L. N., & Santiwatana, P. (2017a). Service quality, satisfaction, and customer loyalty in 
Airbnb accommodation in Thailand. International Journal of Tourism Research, 19(6), 693-704. 

Priporas, C. V., Stylos, N., Rahimi, R., & Vedanthachari, L. N. (2017b). Unraveling the diverse nature of service quality in a 
sharing economy: A social exchange theory perspective of Airbnb accommodation. International journal of contemporary 
hospitality management, 29(9), 2279-2301. 

Rahman, M. S., Osman-Gani, A. M., & Raman, M. (2017). Destination selection for education tourism: Service quality, 
destination image and perceived spirituality embedded model. Journal of Islamic Marketing, 8(3), 373-392. 

Ryu, K., Han, H., & Kim, T. H. (2008). The relationships among overall quick-casual restaurant image, perceived value, customer 
satisfaction, and behavioral intentions. International journal of hospitality management, 27(3), 459-469. 

Sánchez, J., Callarisa, L., Rodriguez, R. M., & Moliner, M. A. (2006). Perceived value of the purchase of a tourism product. 
Tourism management, 27(3), 394-409. 

Song, Y., Guo, S., & Zhang, M. (2019). Assessing customers' perceived value of the anti-haze cosmetics under haze pollution. 
Science of the Total Environment, 685, 753-762. 

Stylidis, D., Biran, A., Sit, J., & Szivas, E. M. (2014). Residents' support for tourism development: The role of residents' place 
image and perceived tourism impacts. Tourism management, 45, 260-274. 

Su, L., & Swanson, S. R. (2020). The effect of personal benefits from, and support of, tourism development: The role of relational 
quality and quality-of-life. Journal of Sustainable Tourism, 28(3), 433-454. 

Suttikun, C., & Meeprom, S. (2021). Examining the effect of perceived quality of authentic souvenir product, perceived value, 
and satisfaction on customer loyalty. Cogent Business & Management, 8(1), 1976468. 

Tang, H., Wang, R., Jin, X., & Zhang, Z. (2022). The effects of motivation, destination image and satisfaction on rural tourism 
tourists’ willingness to revisit. Sustainability, 14(19), 11938. 

Tenenhaus, M., Vinzi, V. E., Chatelin, Y. M., & Lauro, C. (2005). PLS path modeling. Computational statistics & data analysis, 
48(1), 159-205. 

Vieira, J. C., Jordan, E., & Santos, C. (2021). The effect of nationality on visitor satisfaction and willingness to recommend a 
destination: A joint modeling approach. Tourism Management Perspectives, 39, 100850. 

Volgger, M., & Pechlaner, H. (2014). Requirements for destination management organizations in destination governance: 
Understanding DMO success. Tourism Management, 41, 64-75. 

Wang, Y., Shen, H., & Ye, S. (2020). Being rational and emotional: An integrated model of residents’ support of ethnic tourism 
development. Journal of Hospitality and Tourism Management, 44, 112-121. 

Wetzels, M., Odekerken-Schröder, G., & Van Oppen, C. (2009). Using PLS path modeling for assessing hierarchical construct 
models: Guidelines and empirical illustration. MIS quarterly, 177-195. 

Wu, H. C., Cheng, C. C., & Ai, C. H. (2018). A study of experiential quality, experiential value, trust, corporate reputation, 
experiential satisfaction and behavioral intentions for cruise tourists: The case of Hong Kong. Tourism management, 66, 
200-220. 

Yang, Z., & Peterson, R. T. (2004). Customer perceived value, satisfaction, and loyalty: The role of switching costs. Psychology 
& marketing, 21(10), 799-822. 

Yu, C. P., Cole, S. T., & Chancellor, C. (2018). Resident support for tourism development in rural midwestern (USA) 
communities: Perceived tourism impacts and community quality of life perspective. Sustainability, 10(3), 802. 

Zeithaml, V. A. (2000). Service quality, profitability, and the economic worth of customers: what we know and what we need to 
learn. Journal of the academy of marketing science, 28, 67-85. 

Zeithaml, V. A., Bitner, M. J., & Gremler, D. D. (2018). Services marketing: Integrating customer focus across the firm. McGraw-
Hill. 

Zhao, L., Lu, Y., Zhang, L., & Chau, P. Y. (2012). Assessing the effects of service quality and justice on customer satisfaction 
and the continuance intention of mobile value-added services: An empirical test of a multidimensional model. Decision 
support systems, 52(3), 645-656. 

Websites:  
Kabupaten Administrasi Kepulauan Seribu. (2024). Kunjungan Wisatawan di Kepulauan Seribu Meningkat Dibanding Tahun 

2022. Retrieved from: https://pulauseribu.jakarta.go.id/post/2024-01-06/kunjungan-wisatawan-di-kepulauan-seribu-
meningkat-dibanding-tahun-2022. Accessed at May, 23rd 2024. 


