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ABSTRACT

Aims: Tﬂeasure tourism destination image on tourism river aregnd to delineate the constructs
of destination image on tourist satisfaction

tudy Design: This study is Quantitative Research.

ace and Duration of Study: The research was conducted in Goa Pindul (Pindul Cave) Gelaran
Hamlet, Bejiharjo Village, Karangmojo District, Gunung Kidul, Yogyakarta, since January until May
of 2018.
Methodology: We included 250 respondents (114 men, 136 women; time to visit range one time
until more than three times). The analysis methods are Importance Performance Analysis (IPA) to
measure destination image and Structural Equation Model to build destination image on motivation,
tourist character and satisfaction model.

*Corresponding author: E-mail: hani_ernawati@yahoo.com;
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Results: t-statistic value determines how far does indicator variable predict its construct. The higher
t-statistic value, the bigger impact to construct variable. The minimum limit of t-statistic value is 1,96
on significant level of 95%.‘Pleased that decided to visit again’ is the best predictor of ‘satisfaction’.
‘Visiting familiar places’ is the best predictor of ‘motivation’ through ‘relaxation/fgmpiliarity’ as a
dimension variable. The importance of ‘reservation service' is the best predict(ﬂ ‘destination
image'. ‘Occupation’ is the best predictor of ‘tourist character'. In this model, 46,80 ¢ the variance
in ‘destination image’ is explained by tourist satisfaction, and 58,30% of the variance in ‘tourist
satisfaction’ is explained by ‘destination image’ which shown in their R* value.

Conclusion: This study concludes at this time that importance and performance destination
attributes provided some mea ments of the ‘destination image’ which simultaneously influence
‘tourist satisfaction’. It appear at ‘reservation service’, ‘river and its surroundings’, ‘reservation
personnel friendliness’, and ‘scenery of Gua Pindul ’ are the main indicators of destination image,
whereas ‘occupation’ is the best predictor for ‘tourist character. In the other hand, ‘destination
image’ has the strongest infuence on ‘tourist satisfaction’. Most tourists expected very much on
‘cleanliness of the place’.’‘Karst hills phenomena (stalactite, stalagmite)’ was appraised as the best

mrformed by most tourists, whereas ‘easy of accessibility on premises’ had the worst performance.
us, the results of the study signify the importancwf determining a river destination's

competitiveness by using different analytical frameworks.

practical implications, limitations, and suggestions for future research are discussed.

ased on the results, theoretical and

Keywords: Gua Pindul; tourism river area; destination image; satisfaction.

1. INTRODUCTION

iner is one of a recreational potential resource
in Indonesia. The growing trend of tourism in
water-based recreation, makes some rivers and
rapids with unique morphology, being developed
by the local community as a tourism destination

[1].

Rivers also provide a wealth of attractionsend
aesthetic for tourists and a unique venue in
which tourism can take place. In some parts of
the world, the physical morphology created by
fluvial systems results in amazing natural
landscapes that draw visitors from all parts of the
globe. Perhaps less impressive, but no less
important, most rivers provide solitude, beauty,
and interesting his that appeal to local
recreation corridors. ®Rivers are taking on an
additional element of commerce and trade — that
of transporting tourists on seightseeing cruises.
Rivers are important resource for tourist
destinations in three ways: to provide drinking
and domestic water, to facilitate the development
of intense tourism-oriented environments such as
landscaping and to fill swimming pools or sports-
water tourism [2,1].

Besides of the beauty,Q/ers have occupied a
central place in human history since the dawn of
civilisation, and before. They provided water and
the fertile alluvial plains that sustained the first
human settlement, and in so doing helped foster
the accumulation of wealth based on agriculture

and trade. In thmodern world, rivers continue to
be closely associated with great cities and in the
contemporary era have become a significant
tourism resource. In some region, cities and their
cultural landscapes are interwoven with the fabric
of river life to create unique urban environments,
while in the rural and other less-developed
regions rivers have retained their natural
characteristic, creating interest in rivers as
ecotourism and nature based resources[2].A
region needs three main factors for attracting

urists: attractions, access and accommodation.

ttractions are the geographical sources of the
region for occurring tourism. The attractions of
the region also build up passion for tourist’s visits

[3].

Gua Pindul (Pindul Cave) is the newest popular
ecotourism site in Yogyakarta, special province
of Indonesia, one of the famous tourist
destination which has an underground stream. It
was officially opened for the public in October
2010. The cave is located in the area of Gunung
Sewu (Thousand Mountain), a Global Geopark
Network that has been established by UNESCO
in 2015. The location of this cave s
approximately 40s kilometers Southeast of
Yogyakarta City. Precisely located in Gelaran
hamlet, Bejiharjo village, Karangmojo District,
Gunung Kidul, Yogyakarta Special Province.

Qunung Kidul regency has several diverse

natural attractions that has been currently
experiencing an increase in the number of
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tourists in recent years. The increasing amount
of tourist visits to Gunungkidul cannot be
separated from the massive opening of natural
tourist objects like beaches and caves [4], which
the most popular cave in Gunung Kidul is Gua
Pindul. The cave offers exotic landscapes with
the main attraction of tracing the cave using a
tube so that this attraction is called cavetubing.

Gua Pindul (pindul cave) is a sinkhole, a collapse
hole that forms a vertical cave. This phenomenon
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often occurs in the Karst mountain areagne
region is formed by the result of tectonic
processes (collisions between continental plates)
and deposition over millions of years to produce
carbonate rocks with variations in the shape of
cultural landscapes, deformation structures,
fossils, and hydrogeological uniqueness. At the
bottom of Gua Pindul, there is an underground
stream (which is part of the Oyo river basin),
whose water currents twist to follow the formation
of natural-formed rocks [4].
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QOwadays, Gua Pindul is a tourism potential
which has a lot of tourism objects developed by
local community. It shows a beautiful landscape
scene, un'ne view, and an amazing
atmosphere. i is a tourist site which keeps the
charm of natural beauty that is very interesting
and can be enjoyed as a natural tourist
destination. In 2017, the number of the visitors of
Gua Pindul amounted to 145.081, increased of
8% from 2016 [4]. The developing tourism
activities will also be able to increase the cultural
activities in the region, the plateau tourism
potential and thermal tourism of the region that
focused on and more tourist can be entertained
by means of making suitable investments[3]. An
increase in tourism demand would cause a
raising in these economies [5]

Nevertheless, it is plausible that many tourist
destinations, including Gua Pindul, rely on repeat
business, so the image is perceived to be an
important research topic. In this regard, various
authors have applied the effect on the choice of
destination. Some have argued that destinations
with more positive images are more likely to be
included angmselected in the decision-making
process [6]. ®Pestination image also positively
influences perceived quality and satisfaction.
Studies have shown that a favorable image leads
to greater tourist satisfaction [7]. In turn, the
evaluation of the destination experience
influences the tourists’ image of the destination
[8,9].

Thus, this study attemps to determine the
destination image on Gua Pindul touris ea in
order to increase tourists’ satisfaction.“¥o be

ore specific, the objectives of this study are (1)

measure destination image on Gua Pindul
river tourism area by importance performance
destination attribute, (2) to delineate the
constructs of destination image, motivation,
tourist chaater, and their impact on tourist
satisfaction™Wleasurement practices in business
research are conventionally based on reflective
measurement. Moreover, practically all
established scales in the literature apply the
classical test theory, wherein the direction of
causality runs from the latent variable (i.e.,
construct) to its measures (i.e., indicators) [10].
Measurement in this study based on reflective
and formative measurements, wherein the
direction of causality runs from and to the latent
variable (i.e., construct) to and from its measures
[11].

2. MATERIALS AND METHODS
2.1 Motivation

Tourist motivation is regarded as ‘the
combination of needs and desires that affect the
propensity to travel in a general sense [12].
.Tourist motivation is a result of internal driving
needs to get away from the mundane
environment [13] the ‘push factors’, in
conjunction with ‘pull factors’, the external fac@s
that attract tourists to certain places [14,15]8y
traveling, individuals escape in order to

counter new people, places, and experiences.

pparently, the two concepts, escape-seeking
and pushpull motivation, have subsequently
been considered as the qu of a number of
tourist motivation studies."Vlotivations to visit
different destinations, for example the adventure
destinations and ecotourism destinations in
Nigeria, were explored and evidently, tourist
destination choices are based on both ‘push’ and
‘pull’ factors. For instance, those traveling to
parks/ecotourism attractions are mainly attracted
by destination features and seek for
comfort/satisfaction;  while tourists  visiting
adventure/landform  destinations search for
achieving self actualisation with ‘pull’ ciated
factors being secondary motivation [14]%he nine
uncovered push factors are cultural value,
utilitarian, knowledge, social, economical, family
togetherness, interest, relaxation, and
convenience of facilities. On the other hand,
safety, activity, beach/sport activities,
neighbour/outdoor, historical/cultural, religious,
budget, leisure, and upscale are identified as the
nine pull motivation factors for visiting Algarve,
Portugal, i.e., adventure/sport, knowledge,
escape/socialisation, and leisure/recreation, are
by some means in harmony with prior studies
[16,17]. Evidence also supports that push factors
provide major influences on motives to Vvisit
cultural attractions [18].

Qpecial interest tourism also has guidelines for

setting interest Khusu travel form, such as
rewarding: choice of an object, enriching
(addition and enrichment of knowledge),

adventure (contains the involvement of the rating
in adventure activities), learning (there is a
learning process that contm aspects
education). Special interest touris attributed
to the efforts enrichment of experience
(enriching) for tourists who are travelling to areas
of untapped or areas of unspoiled, so not many
people who can visit there. the shape of this trip
is rewarding high of nature that has uniqueness
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usually tourists who have a special interest in this
high motivation and great curiosity about
something, so that tourists can learn about
nature and culture [1].

2.2 Destination Image, and Satisfaction

Destination image is defined as an individual’s
mental representation of knowledge, feelings and
@verall perception of a particular destination [7].
erceived quality in turn determines the
consumer’s satisfaction. Destination image is
formed by both stimulus factors and tourists’
characteristic [6]. Motivation, the experience of
vacation travel, and social demographic
characteristic have a significant relationship with
cognitive and affectice assessment of image [19].
Kock [7] used the label ‘destination image for this
overall evaluative construct, defined as an
individual’werall evaluative representation of a
destination®&n evaluation can be defined as “the
imputation of some degree of goodness
badness to an entity”, thus, destination imag
best conceptualized as a single-dimensional
reflective construct that exists in an individual’s
mind and can readily be elicited from memory.

Q is hypothesized that tourist satisfaction of a
destination is a function of attributegmportance,
performance, and travel motivation.®gestination
attribute plays an important role in tourists’
evaluation of the attractiveness, image, and
satisfaction of a particular destination. The
following five attributes were rated by the tourists
as the highest importance: the beauty of scenery,
the welcome of people, the potential of
discovery, good environment, and tranquility [20].
More recent researches have addressed this
issue on the importance-performance analys is to
examine the hotel selection [19], tour guiding
performance, service quality of tour operation,
destination =~ competitiven [21,22], and
destination image [12]. ith regards to
destination attributes, studies indicate that the
mainstream destination’s attractiveness
attributes, together with generic industry level
attributes such as human resources,
,infrastructure and capital, contribute to the
overall competitiveness of a destination.
Researchers suggest that destination
competitiveness depends on both destination-
specific attributes and factors influencing the
competitiveness of tourism products and services
providers [22,23]. Destination attributes
significantly organise travelers' perceptions of
experiences, showing the underlying process to
enhance travelers' trip satisfaction [24]. Tourist

satisfaction may generate positive consequences
for companies in the tourism sector and for
agencies in charge of promoting and tourism
policies because they create a positive image of
the city when they share their experiences with
their environment [25]. Destination image,
motivation, natural landscape, service and
recreational facilities were attributes which affect
tourist satisfaction [25].

2.3 Socio-demographics

Using principal component analyses, six
motivational factors were extracted: ‘exploration’,
‘escape/relaxation’, ‘social relationship with
family/friends’, ‘prestige/impression’,
‘appreciating natural resources’ and ‘appreciating
famous sites/heritages [28].

Social demographic characteristics are included
in this study because it is seen as having an
effect on the destination image. Said that in an
economic perspective, individuals will try to
minimize costs and maximize monetary or
physical benefits associated with the actions that
will do [19]. Thus, the income and occupation of
tourists influence the selection of tourist
destinations. The higher the income, the type of
occupation and education will result in an
increasingly exotic tourism product needs [26].

The demography is a reflection of size,
distribution and individual composition so it is
seen to be a factor that affects the behavior and
attitude of tourists. Age reflects behavioral
maturity. Gender causes difference for the
desired tourist destination; men will choose
activities that are more challenging than women.
However, the gender and age of travelers
generally provide a disparity in access to fun time
and often need a separate socialization process.
The types of tourists (foreign and domestic) imply
different attitudes and behaviors towards the
needs of tourism products, while family size may
be an obstacle to commitment for recreation.
Differences in marital status are related to
emotional states so that it can affect the amount
of tolerance to the situation faced by individuals
[19].

Some authors like Ma, Dindar & Guger [19,27],
Jensen [28], and UroSevi¢ & Milijic [29] make
testimonials that the characteristics or
demographics of tourists has a signiﬁ?t
positive effect on the destination image. e
nationality variable has a significant effect on the
perceived image of the destination; on the other
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hand gender variable has no effect at all. The
difference in destination image according to
socio-demographic features of tourists,
demonstrates that some diversifications are
needed in destination marketing and image
forming efforts [25].

2.4 Methods
2.4.1 Survey and data collection

This study approached randomly selected
tourists at Gua Pindul tourism river area during
their visiting time and questionnaires were
collected. In so doing, tourists might have
available time to assess their perceptions of the
destination. Survey was restricted on two-weeks
period in January 2018. The guidance of
minimum sample in structural equation model
PLS wasten time rule of thumb of the highest
reflective indicator variables used, or ten time
rule of thumb of the highest structural path that
leads to the specific construct [11].

2.4.2 Questionnaire design

To measure destination image,@spondents
were asked to rate the importance p mance

of the 6 attributes. Respondents wer ked to
rate how important the attributes weregmad how
well the destination perform did. Eac tribute

was rated using a 5-point Likert Scale, ranging
from 1 = expected to very little to 5 = expected
very much.

In total, 32 questions which include of 25
indicator variables and 7 questi exactly at
character were asked to generate®e structural
relationships of the destination image,
motivatige character and satisfaction. Motivation
attribueS®ere rated using a 5-point Likert Scale,
ranging from 1= not at all important and 5 = very
mnportant. Satisfaction attributes were rated

ing a 5-point Likert Scale, ranging from 1 =
strongly dissagree to 5= strongly agree.

2.4.3 Analysis

Destination image werﬁeasured by importance
performance attributes} general, a destination
is competitive, if “it can attract and satisfy
potential tourists and this competitiveness is
determined both by tourism-related and much
wider range of attributgeathat impact the tourism
service providers, bu isting studies broadly
agree on measuring the overall evaluative
destination representation as a bi-polar, single-
dimensional and reflective construct [8]. Thus,
this study measured destination image by both

importance performance attributes and reflective
construct.

Qpecific destination attributes can be grouped

either in the input side such as physical
resources (tourist facilities, infrastructure, and
environment), human capital endowment
(services), marketing and promotion expenses;
or in the output side such as the number of
tourist arrivals, tourism ues, and
productivity [30]. A causal mode destination
image on motivation, tourist character and
satisfaction were proposed by using structural
equation model.

In importance-performance analysis QA), a
product is expressed in terms of the impmmstance
and performance of its attributes. nally
importance and performance scores for each
attribute are calculated and formed into a four-
cell typology [21] as shown in Fig. 1.

2.4.4. The proposed hypothetical model

The model proposed in this study is shown in
Fig. 2.

2.4.5 Hypothesis

H1 : Destination image influences satisfaction
positively

H2 : Motivation
positively

H3 : Motivation influences satisfaction positively

H4 : Tourist character influences destination
image positively

H5 : Tourist character influences satisfaction
positively

influences destination image

2.4.6 Measuring variables

1. Destination image by performance
attributes (P) - P, as an endogen variable,
was measured by four dimention
variables:P1.natural scenery & activity,
through two attributes P1a. the river and its
surroundings, P1b.scenery of Gua Pindul ,
P1c. karst hills phenomena (stalactite,
stalagmite), P2. outdoor activities, through
six attributes: P2a.cave tubing ‘Oyo’,
P2b.outbond activities, P2c.the scenery at
river tubing ‘oyo’, P2d.enjoying cullinary,
P2e.‘Pengantin’ (bridal) waterfall, P2f.
Offroad. P3. friendliness, through three
attributes: ~ P3a.reservation  personnel
friendliness P3b, cal guide personnel
friendliness, P3c®€asy of accessibility on
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premises P3d.cleanliness of the place,
P4.friendly services/quality, through three
attributes, P4a. reservation service,P4b.
local guideservice, P4c.restaurant
personnel.
Destination image by importance attributes
() - I. as an endogen variable. was
measured by four dimention variables:
I1.natural scenery & activity, through two
attributes 11a. the river and its
surroundings, I1b.scenery of Gua Pindul ,
I1c. Karst hills phenomena (stalactite,
stalagmite), as shown at Fig. 7, 12. outdoor
activities, through six attributes: 12a. cave
tubing ‘Oyo’ (shown at Fig. 5), 12b. outbond
activities (shown at Fig. 8), 12c. the
scenery at river tubing ‘oyo’ (shown at Fig.
6), 12d. enjoying cullinary (shown at Fig. 9),
I12e. ‘Pengantin’ (bridal) waterfall (shown at
Fig. 6), P2f. Offroad (shown at Fig. 10). I3.
friendliness, through three attributes:
I3a.Reservation personnel friendliness,
b. local guide personnel friendliness, I13c.
sy of accessibility on premises,
I13d.cleanliness of the place, 14. friendly
services/quality, through three attributes,
l4a. reservation service, |4b. local
guideservice, l4c.restaurant personnel.

Motivation (M), as exogen variable, was
measured by three dimention variables;
M9. activities for seeing and gsing through
three indicator variables ; M92®aving, a lot
of physical things to do, M9b. fun and
enjoyment, M9c. having a restful and
relaxing trip, M10.relaxation/familiarity
through two indicator variables ; M10a.
having time by myself, M10b. visiting
familiar places. M11. novelty/romance,

@rough two indicator variables ; M11a.

siting new places, M11b. romance or a
romantic setting.
Tourist character (TC), as exogen variable,
was measured directly by eight indicator
variables of socio-demographic and travel
experience ; gender (TC1), marital status
(TC2), education (TC3), ethnic group
(TC4), occupation (TC5), time to visit
(TC6), visit with (TC7), transportation
(TC8).
Tourist satisfaction (SAT) as endogen
variable, was measured dirgatly by three
indicator variables ; (SATa)%Jleased that
decided to visit the tourist destination,
(SATb) delighted exactly at this
destination, (SATc) Visit to the tourist
destination exceeded expectations [28]

HIGH IMPORTANCE

IMPROVE IT

MMAINTAIN IT

LOW PERFORMANCE

LOW PRIORITY

HIGH PERFORMANCE

SURPLUS

LOW IMPORTANCE

Fig. 3. Cartessian diagram
Source: Leavy and Daegan, 2005 [12].
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Table 1. Underlying dimension of destination image

No Variables Dimentions Indicators Questionaire code
1 Destination image - P
performance attributes @
Natural scenery & activity [20] 1
The river and its surroundings P1a
Scenery of Gua Pindul P1b
Karst hills phenomena (stalactite, stalagmite) P1c
Outdoor activities [20] P2
Cave tubing ‘oyo’ P2a
Outbond activities P2b
The scenery at river tubing ‘oyo’ P2c
Enjoying cullinary P2d
‘Pengantin’ (bridal) waterfall P2e
Offroad P2f
Friendliness [20] P3
Reservation personnel friendliness P3a
Local guide personnel friendliness P3b
Easy of accessibility on premises P3c
Cleanliness of the place P3d
Friendly services/quality [20] P4
Reservation service P4a
Local guide service P4b
Restaurant personnel P4c

Likert scale of Destination attributes performance: 1 = performed very poor and 5 = performed very good.

importance attributes |

Natural scenery & activity [20] 15
The river and its surroundings 15a
Scenery of Gua Pindul 15b
Karst hills phenomena (stalactite, stalagmite) 15¢

Outdoor activities [20] 16
Cave tubing ‘oyo’ I6a
Outbond activities I6b
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No Variables Dimentions Indicators Questionaire code
The scenery at river tubing ‘oyo’ I6¢
Enjoying cullinary 16d
‘Pengantin’ (bridal) waterfall I6e
Offroad af
Friendliness [20]
Reservation personnel friendliness I7a
Local guide personnel friendliness I7b
Easy of accessibility on premises I7¢c
Cleanliness of the place I7d
Friendly services/quality [20] 18
Reservation service I18a
Local guide service 18b
Restaurant personnel 18c
Likert scale ofDestination attributes importance: 1 = expected to very little and 5 = expected very much
3 Motivation [20] M
Activities for seeing and M9
doing @
aving a lot of physical things to do M9a
Fun and enjoyment M9b
Having a restful and relaxing trip M9c
Relaxation/familiarity M10
@aving time by myself M10a
isiting familiar places M10b
Novelty/romance M11
Visiting new places M11a
Romance or a romantic setting M11b
Likert scale oﬂotivations 1=not at all important to 5 = very important
4. Tourist Character TC
gender TC1
marital status TC2
education TC3
ethnic group TC4
occupation TC5
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No Variables Dimentions Indicators Questionaire code
time to visit TC6
visit with TC7
transportation TCS8
5. Tourist Satisfaction [31] TS
Pleased that decided to visit the tourist destination TS1
Delighted exactly at this destination TS2
Visit to the tourist destination exceeded expectations TS3

Likert -Scale of Satisfaction 1 = strongly dissagree to 5 = strongly agree

Motivation

Destination
Image

Tourist
Character

Fig. 4. The proposed hypothetical model
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Fig. 6. River ‘Oya’ and ‘Pengantin’ (bridal) waterfall
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Fig. 9. Enjoying cullinary
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Fig. 10. Offroad

Q. RESULTS AND DISCUSSION
3.1 Characteristic of Respondents

Q total of 250 respondents were collected and
analysed for the current tourists’ survey.
Demographic characteristics of the tourists were
investigated with regards to their gender, marital
status, education, ethnic, and occupation. Other

investigated with regards to their ‘time to visit’,
‘with - whom  they visited’, and what
‘transportation’ they ride on. As shown in Table
2, the majority character of the tourits are
married people whose education level are up to
high school, Javanesse, Professional/
businessman, visited Pindul cave for the first
time, visited Gua Pindul with their Group/friends,
took transportation by private car.

related characteristics to their behaviour were

Table 2. Tourist characteristics

No Character Attribute Frequency %

1 Gender Male 114 46
Female 136 54

2 Marital Status Married 127 51
Single 123 49

3 Education Up to high school 152 61
Colleges 90 36
Master degree or higher 8 3

4 Ethnicity Javanesse 230 92
Non Javanesse 30 12

5 Occupation Civil servant/ government official 30 12
Private/ Professional/business 102 41
Retired 4 2
Others 114 46

6 Time to visit First time 193 77
Second times 27 11
Third times 4 2
More than third times 26 10

7 Visited with Alone 6 2%
Partner 43 17%
Couple 21 8%
Family 73 29%
Group/friends 107 43%

8 Transportation Private car 118 47
Coach 3 1
Public transportation 50 20
Rental car/mototcycle/taxi 81 32

Source: Survey (2018)
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3.2 Performance Importance Distribution

The distribution of respondents on Importance
Performamse attributes is presented through
Table 3 Wlost tourists expected very much on
‘cleanliness of the place’ and was followed by
‘easy of accessibility on premises’, ‘karst hills
phenomena (stalactite,galagmite)’, ‘outbond
activities’, and the others®Karst hills phenomena
(stalactite, stalagmite)’ was appraised as the best
performed by more tourists, followed by ‘scenery

of Gua Pindul ’, ‘offroad, ‘cave tub'q ‘Oyo’,
‘outbond activities’,and the others. asy of
accessibility on premises’ had the worst

performance.
3.3 Performance Evaluation of Attributes
The overall performance of diaation

attributesis presented in Table 4.‘Offroa pped
the attribute list and was followed by ‘karst hills

phenomena (stalactite, stalagmite’), cave tubing
‘Oyo’, scenery of Gua Pindul , ‘reservation
personnel friendliness, ‘Pengantin  (bridal)
waterfall, ‘local guide personnel friendliness’,
‘enjoying scenery at river tubing ‘oyo’,
‘reservation service’, ‘outbond activities’, ‘the
river and its surroundings’, ‘local guide service’,
‘enjoying 14 ttribut’, ‘restaurant personnel’,
‘cleanliness of the place’, and ‘easy of
accessibility on premises’.

3.ﬂnportance Evaluation of Attributes

The overall importance of destination attributes
presented in Table 5. Almost all of performance
attributes had lower value than importance
attributes except Karst hills phenomena
(stalactite, stalagmite), that means that tourists
felt dissatisfied..

Table 3. Distribution of respondent on performance importance attributes

No Importance performance Performance score Importance score
attributes 1 2 3 4 5 Total 1 2 3 4 5 Total
Natural scenery & activity

1 The river and its 1 0 52 157 40 250 0 2 26 148 74 250
surroundings

2 Scenery of Gua Pindul 0 3 47 125 75 250 0 1 45 122 82 250

3  Karst hills phenomena 0 0 45 129 76 250 0 2 23 134 91 250
(stalactite, stalagmite)

Outdoor activities 0

4  Cave tubing ‘oyo’ 0 2 42 137 69 250 O 3 34 128 85 250

5  Outbond activities 0 5 68 108 69 250 0 2 40 127 91 260

6  Enjoying scenery at river 0 5 583 129 63 250 0 1 34 137 78 250
tubing ‘Oyo’

7  Enjoying cullinary 0 3 69 122 56 250 0 1 37 132 80 250

8 ‘Pengantin (bridal) waterfall 0 6 46 133 65 250 0 2 36 124 88 250

9  Offroad 0 6 43 135 66 250 0 3 41 127 79 250
Friendliness 0

10 Reservation personnel 0 1 47 144 58 250 0 3 36 123 88 250
friendliness

11 Local guide personnel 1 1 61 119 68 250 0 1 36 116 97 250
friendliness

12 Easy of accessibility on 2 10 63 119 56 250 0 2 41 125 82 250
premises

13 Cleanliness of the place 1 6 63 129 51 250 0 3 34 115 98 250
Friendly services/quality 0 0

14 Reservation service 0 4 54 134 58 250 0 3 40 138 69 250

15 Local guide service 1 6 66 112 65 250 0 4 48 122 76 250

16 Restaurant personnel 0 10 125 56 250 0 2 41 132 75 250

Notes: Likert scale of performance: 1 = performe

ry poor, 2 = performed poor, 3 = performed fairy, 4 =

performed good, 5 = performed very good

Likert scale of Importance: 1 = expected to very little, 2 =

expected little, 3= expected enough, 4=expected much,

5 = expected very much

14
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Table 4. Performance ranking of destination attributes

Performance attribute

Performance attribute

Performace average

code score
pP2f Offroad 413
P1c Karst hills phenomena (stalactite, stalagmite) 4,12
P2a Cave tubing ‘oyo’ 4,09
P1b Scenery of Gua Pindul 4,09
P3a Reservation personnel friendliness 4,04
P2e ‘Pengantin (bridal) waterfall 4,03
P3b Local guide personnel friendliness 4,01
P2c Enjoying scenery at river tubing ‘oyo’ 4,00
P4a Reservation service 3,98
P2b Outbond activities 3,96
P1a The river and its surroundings 3,94
P4b Local guide service 3,94
P2d Enjoying cullinary 3,92
P4c Restaurant personnel 3,91
P3d Cleanliness of the place 3,89
P3c Easy of accessibility on premises 3,87

Source: Survey (2018)

Table 5. Importance ranking of destination attributes

Importance attribute Importance attribute

Importance average

code score
15¢ Karst hills phenomena (stalactite, stalagmite) 4,256
I7b Local guide personnel friendliness 4,236
17d Cleanliness of the place 4,232
I16e ‘Pengantin (bridal)’ waterfall 4,192
I7a Reservation personnel friendliness 4,184
16a Cave tubing ‘oyo’ 4,180
15a The river and its surroundings 4,176
16¢ Enjoying scenery at river tubing ‘oyo’ 4,168
16d Enjoying cullinary 4,164
16b Outbond activities 4,148
I7¢c Easy of accessibility on premises 4,148
15b Scenery of Gua Pindul 4,140
|6f Offroad 4,128
18¢c Restaurant personnel 4,120
18a Reservation service 4,092
18b Local guide service 4,080

Source: Survey (2018)

3.5 IPA Grids for Destination Attributes

ig. 2b shows the mean score of destination
tributes in relation with importance and
performance of Gua Pindul. The data then is
transfered to the IPA grids. The four quadrants
are contructed based on the mean scores of the
importance and performance ratings [20]. The
grand means of importance is 4,17 and the grand
means of performance is 4,00. All points are
plotted to the IPA grid for each attribute.
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Variables located in first quadrant are considered
very important by tourist but manager has not
implemented according to tourist’'s wish so tourist
is not satisfied. Variables located in the first
quadrant should be the manager's top priority as
they have a high level of importance but low
performgmge [20,21]. Improvements to those
variablesS®ill have a great impact on destination
image. ‘The river and its surroundings’ and
‘cleanliness of the place’ are situated in the first
quadrant.
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There are six attributes situated in the second
quadrant in  accordance tourists'
expectations which considered to%fave a high
level of importance and performance, so that
managers should maintain their performance for
better assessment in the future. These attributes
are ‘karst hills phenomena (stalactite,
stalagmite)’, ‘cave tubing ‘Oyo", ‘enjoying
scenery at river tubing ‘oyo”, ‘Pengantin (bridal)
waterfall’, ‘reservation personnel friendliness’,

and performance are
enjoying cullinary’, ‘easy of accessibility on
premises’, ‘reservation service’, ‘local guide
service’, and ‘restaurant personnel’;so that their
improvement of them should not become the
priority. The other variables such as ‘scenery of
Gua Pindul’ and ‘offroad’ have low importance
but high performance level, so that managers
should not require to improve their performance
that will be only considered excessive by tourists.

‘outbond  activities’,

‘local guide personnel friendliness’. The result of IPA grids is summarised in
Table 6.
Six attributes which situated in third quadrant
which considered to have low level of importance
4,30~
4,25+ @ E El
3
£ 420+ Ei.
t . . .
E‘ E o Al
E‘«' 415+ @ E o Iﬂ
Z B 5
410+ 4]
) 14
4,05+
T T T T T T T
3,85 380 395 4,00 4,05 4,10 415
Avg Performance

Fig. 11. The result of importance performance analysis
Source: Results of data processing (2018)

Table 6. Summary for the IPA of destination image attributes

Quadrant No Attributes
Quadrant 1 (Improve it)
High Importance — 1 The river ‘Oyo’ and its surroundings
Low Performance 13 Cleanliness of the place
Quwnt 2(Maintain it) 3 Karst hills phenomena (stalactite, stalagmite)
Higf®®erformance — 4 Cave tubing ‘oyo’
High Importance 6 Enjoying scenery at river tubing ‘oyo’
8 ‘Pengantin (bridal)’ waterfall
10 Reservation personnel friendliness
11 Local guide personnel friendliness
Quadrant 3 (Low priority) Low 5 Outbond activities
Importance — 7 Enjoying cullinary
Low Performance 12 Easy of accessibility on premises
14 Reservation service
15 Local guide service
16 Restaurant personnel
Quadrant 4 (Surplus) High 2 Scenery of Gua Pindul
Performance —Low Importance 9 Offroad

16
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3.6 Structural Relationship Evaluation
3.@ Measurement model

A confirmatory factor analysis (CFA) of the three
reflective construct of ‘motivation’, ‘tourist
character’, ﬁstination image’, and ‘tourist
satisfaction’@Vas performed. The final model

contained three reflective indicators for
motivation, destination imag and tourist
satisfaction presented at Fig. 12°%¥he goodness

of fit indicates for the CFA are within an
acce le range. The measure’s of the model’s
fit of¥¥tandardised root mean square residual
(SRMR) = 0,06.

3.6.2 The result of hypothesis testing

ane results of hypothesis testing using PLS are
presented in Table 7. Indicator variable with
loading factor lower than 0,4 must be eliminated.
A four-construct with 52 indicator variables were
derived, then 42 indicator variables were
retained. Seven eliminated indicator variables of
tourist character are marital status, education,

hnicity, time to visit, and visited with.

onvergent validity is supported given that all t-
test of indicator loadings for the two reflective

construct are stastically significant. Loading
factor of destination image indicators, motivation
indicators, and satisfaction indicators whose
contructs are reflective 2 0,4 as shown at Table
7, so that the indicators determined valid which
can predict their construct well.

Reliability was tested by Cronbach Alpha’s value.
Cronbach alpha’s value of destination image
(0,943), motivation (0,851), and satisfaction
(0,732) 2 0,6. Constructs determined reliable.

ene average variance extracted (AVE) reveals

that a higher amount of variance in the indicators
is captured by tourist satisfaction, destination

image, motivation, and tourist character
com d to that accounted for by measurement
error®X minimum AVE’s value of 0.5 indigstes a
good convergent validity measure. Thi eans

that latent variables can explain more than half of
the variance of their indicator(Ahmed, 2018). The
limit value of AVE is 20,5(Crisci, n.d.) as shown
at Table 8, those are the AVE’s value of
destination image (0,362), motivation (0,528) and
tourist satisfaction (0,650). Indicators whose t-
statistic value 21,96 determined valid, so that
the constructs determined valid.

Fig. 12. Result of destination image model
Source: Results of data processing (2018)
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Table 7. Results of hypothesis testing

Path VIF Cronbach’sa  AVE Loading factor  Standardised path P Values Result
coefficients (t-Statistics)

H1: DI->SAT 1,578 0,943 0,362 5,313 0,000 Hypothesis supported
I5a <- DI 0,683 18,742 0,000 *
15b <- DI 0,655 18,393 0,000 *
I5¢c <- DI 0,621 15,387 0,000 *
I6a <- DI 0,643 15,705 0,000 *
I6b <- DI 0,567 11,130 0,000 *
I6¢c <- DI 0,572 10,511 0,000 *
I6d <- DI 0,596 11,531 0,000 *
I6e <- DI 0,509 8,518 0,000 *
I6f <- DI 0,581 12,584 0,000 *
I7a <- DI 0,665 14,812 0,000 *
I7b <- DI 0,550 10,683 0,000 *
I7c <- DI 0,557 9,624 0,000 *
I7d <- DI 0,549 10,847 0,000 *
I8a <- DI 0,689 19,552 0,000 *
I18b <- DI 0,619 15,282 0,000 *
I8c <- DI 0,632 15,845 0,000 *
P1a <- DI 0,643 13,681 0,000 *
P1b <- DI 0,538 12,338 0,000 *
P1c <- DI 0,577 12,060 0,000 *
P2a <- DI 0,609 14,153 0,000 *
P2b <- DI 0,579 13,970 0,000 *
P2c <- DI 0,582 12,688 0,000 *
P2d <- DI 0,651 17,367 0,000 *
P2e <- DI 0,621 12,160 0,000 *
P2f <- DI 0,600 14,407 0,000 *
P3a <- DI 0,695 18,728 0,000 *
P3b <- DI 0,555 11,546 0,000 *
P3c <- DI 0,505 7,838 0,000 *
P3d <- DI 0,545 10,199 0,000 *
P4a <- DI 0,675 17,102 0,000 *

18
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Path VIF Cronbach’sa  AVE Loading factor  Standardised path P Values Result
coefficients (t-Statistics)
P4b <- DI 0,582 11,979 0,000 *
P4c <- DI 0,532 9,994 0,000 Q
H2: MOT->DI 1,00 0,851 0,528 11,613 0,000 ypothesis supported
H3: MOT->SAT 1,578 3,957 0,000 Hypothesis supported
M10a <- MOT 0,732 16,246 0,000 N
M10b <- MOT 0,764 21,527 0,000 N
M11a <- MOT 0,711 20,966 0,000 i
M11b <- MOT 0,711 19,453 0,000 N
M9a <- MOT 0,718 15,308 0,000 i
M9b <- MOT 0,719 19,563 0,000 N
M9c <- MOT 0,729 20,078 0,000 i
SAT 0,732 0,650 Hypothesis supported
SATa <- SAT 0,863 43,810 0,000 i
SATDb <- SAT 0,716 13,481 0,000 N
SATc <- SAT 0,833 29,797 0,000 ]
H4: TC->DI 1,00 - - 1,00 0,318 Hypothesis not supported
H5: TC->SAT 1,023 2,006 0,046 Hypothesis supported
TC1->TC 0,465 1,243 0,215 *
TC5->TC 0,809 2,989 0,003 *
TC8 ->TC 0,542 1,575 0,116 **

Notes:

* indicator can reflect latent variable
**indicator can not reflect latent variable
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T-statistic value determines how far does
indicator variable predict its construct. The higher
t-statistic value, the bigger impact to construct
variable. The minimum limit of t-statistic value is
1,96 on significant level of 95%(Crisci, n.d.).
‘Pleased that decided to visit again is the best
predictor of ‘satisfaction’.'Visiting familiar places’
is the best predictor of ‘motivation’ through
‘relaxation/familiarity’ as dimention variable. The
importa of ‘reservation service’ is the best
predicto ‘destination image’. ‘Occupation’ is
the best predictor of ‘tourist character’.

In this model, 46,80%@ the variance in
‘destination image’ is explained by tourist
satisfaction, and 58,30% of the variance in
‘tourist satisfaction’ is explained by ‘destination
image’ which shown in their R? value.

Among the four importance and performance
attributes of the destination included in our final
model, importance of ‘reservation service’,
importance of ‘the river and its surrounding’,
performance of ‘reservation personnel
friendliness’, importance of ‘scenery of Gua
Pindul’, and performance of ‘enjoying culinary’
have the strongest influence on ‘destination
image’.

Among the three influencing variables to
satisfaction, ‘destination image’ has the strongest
influence to ‘satisfaction’ (see Table 8).
Motivation has the stronger influence to
destination image than tourist character, while
tourist character has no significant influence to
destination image.

Table 1. Relationship among motivation,
tourist character, destination image and
satisfaction

Path coeeficients
(t-statistics)

Construct variable

DI -> SAT 5,31
MOT-> DI 11,61
MOT -> SAT 3,96
TC -> DI 1,00
TC -> SAT 2,01

Source: Results of data processing (2018)

Hymathesised relationships of H1, H2, H3, and
H our conceptual model are supported (Table
8). Destination image’ weakly influences
positively on ‘tourist satisfaction; (H1), but

influences positively on ‘tourist satisfaction’
stronger than ‘motivation’ does (H3), whereas the
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influence of ‘motivation’ to ‘destination image’ is
the strongest (H2). Although ‘tourist character’
has no significant influence on ‘destination image
‘(H4), it positively influences on ‘tourist
satisfaction’ (H5).’

4. CONCLUSION
This study concludes at this time that importance

and performance destination attributes provided
some measurements of the ‘destination image’

which simultaneoug influence ‘tourist
satisfaction’.It appears®at ‘reservation service’,
‘river and its surroundings’, ‘reservation

personnel friendliness’, and ‘scenery of Gua
Pindul ’ are the main indicators of destination
image, whereas ‘occupation’ is the best
predictor for ‘tourist character’. In the other hand,
‘destination image’ has the strongest infuence on
‘tourist satisfaction’. Most tourists expected very
much on ‘cleanliness of the place’.‘Karst hills
phenomena  (stalactite, stalagmite)’ was
appraised as the best performed by most
tourists, whereas ‘easy of accessibility on
premises’ had the worst performance. The
findings corroborates the prior study that
perceived quality in turn determines the
consumer’s satisfaction [6], and that destination
image, motivation, natural landscape, service
and recreational facilities were attributes which
affect tourist satisfaction [25].

To increase destination image of Gua Pindul
manager should improve thgggondition of ‘the
river and its surroundings’ an eanliness of the
place’, and maintain ‘Karst hills phenomena
(stalactite, stalagmite), Cave tubing ‘oyo’,
‘scenery at river tubing ‘oyo’, ‘Pengantin (bridal)
waterfall’, ‘reservation personnel friendliness’,
and ’local guide personnel friendliness’. This
study corroborates prior studies that tourist
motivation is regarded as ‘the combination of
needs and desires that affect the propensity to
travel in a general sense’ [12], tourist satisfaction
of a destination is a function of attribute
importance, performance, and travel motivation
[18]. Destination attribute plays an important role
in tourists’ evaluation of the attractiveness,
image, and satisfaction of a particula@estination
[32]. Whereas this study sapped tha®&estination
image is formed by both stimulus factors and
tourists’ characteristic. ‘“Tourist characteristic’ has
no significant relationship with ‘destination
image’, although it has significant relationship
with ‘satisfaction’. However, this study found the
opposite  phenomenon that the tourist
characteristics or socio-demographics of tourists
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has a significant positive effect on the destination
image, this is also sapped the prior study that
the characteristics or socio-demographics of
tourists has a significant positive effect on the
destination image [27] but that gender variable
has no effect at all [27] casts light upon the
finding that tourist character has no significant
influence on ‘destination image. It is indicated
that image forming process and marketing mix
have to be developed for every single target
markets in the marketplace which are segmented
according to socio-demographic features, each
socio-demographic feature has a difference
perception on destination image [27,28].
Although it has a positive relationship with
satisfaction, the influence of tourist character to
destination image is weak. It might be caused by
the fact that Gua Pindul is an emerging tourist
attraction. Pindul adventure tour that requires
people getting down to the bottom of the verticall
cave and boating down to the underground river
albeit by the car tyre tube, is a new experience
for the community. Not all people like adventure
activities which Pindul offered. This finding
corroborates the research’s findings of Ma,
Chow, Cheung, & Lee that : 1) gender causes
difference for the desired tourist destination, 2)
the types of tourists imply different attitudes and
behaviors towards the needs of tourism products,
and 3) the differences in marital status are
related to emotional states so that it can affect
the amount of tolerance to the situation faced by
individuals [19], in the other words, socio-
demographic factors influence tourists’
perception of the destination due to the
difference of their desire. Traveling to
parks/ecotourism attractions are mainly attracted

by destination features and seek for
comfort/satisfaction;  while  tourists  visiting
adventure/landform  destinations search for

achieving self actualisation with ‘pull’ associated
factors being secondary motivation [12]. The nine
uncovered push factors are cultural value,
utilitarian, knowledge, social, economical, family
togetherness, interest, relaxation, and
convenience of facilities [16,14].

Great promotion through electronic media such
as facebook, twitter and instagram invites
curiosity of society to visit Gua Pindul. Visitors
consist of all ages, all levels of education, all
occupations flock to this tourist attraction. The
awareness and enthusiasm of them to come can
be seen by the traffic crowd from Yogyakarta to
Pindul Cave. In the weekdays, tourists only takes
75 minutes to get to Gua Pindul, but in the
weekend and holiday tourists must take 3-4

hours traveling from Yogyakarta municipality.
The crowd of the traffic caused by the narrow
road leads up to Gua Pindul.

The results presented in this study come upon
several limitations. First, survey was taken during
four-month, so we can’t observe the impact of
different seasson and crowd to destination
image. Tourists who travel in different seasons
may face the difference crowd, whereupon they
have different opinions on destination image. The
findings in arism research often restricted by
seasonality. 90 overcome this limitation, future
researchers should conduct similar surveys in
different seasons and consider longer study time
(e.g for one year), so data collection can be done
during low and high season by involving both
foreign and domestic tourists, so the findings can
be compared to identify the differences and the
similarities of different season and crowd.
Second, fewer number of tourism river area
attributes derived, deliver less image of Gua
Pindul. Future researcher should include more
attributes of tourism river area to deliver wider
destination image, so the more appropriate
strategies for developing tgsism river destination
can be determined. Thirdly/®he population of this
study was limited to visitors of a tourism river

desgmation in Pindul cave located in Yogyakarta
cityerefore, the results from the study may not
be generalised beyond this population.

Replicating similar studies in other tourism river
destinations is important to increase the
generalisability of this findings. Fourthly,
‘'motivation’ and ‘tourist character were studied
as antecedents to ‘destination image,’,
whereupon ‘destination imagesyas studied as an
antecedent to satisfaction. ere might be
additional factors influencing and interacting with
destination image and tourist satisfaction. Future
researchers are advised to investigate additional
antecedents of destination image and tourist
satisfactio n addition, since the survey was
conducted;®%’ was not sure that all respondents
have completed their traveling experienc n all
sites of Gua (cave) Pindul while replyin the
survey. It is advisable for future studies to
consider tourists’ traveling stage when data were
collected which might be better on the end of the
trip.

q this respect, our study represents an additional
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step in the study of measuring destination image
by importance performance attributes for tourism
river destination. Focused on those importance
performance destination attributes, which give
the highest impact on destination image, and
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paid attention in where they situated on
cartessian diagram will increase tourists’
satisfaction. Those findings would help tonﬁ
manager makes appropriate strategies
increase the number of visitors by improving and
maintaining importance performance of
destination  attribute to maximise tourist
satisfaction. Tourism stinations today are
facing steep competitions and the challenges will
be greater in the years to come.

Theoretical Implications: This research offaa
number of theoretical contributions. First,e
significant relationship between destination
image and tourist satisfaction although in weakly
influence, indicated that high tourist’s satisfaction
can be obtained by performing well thsaimage of
the destination. Second, the gnificant
relationship between tourist motivation and
destination image, and between motivation and
tourist satisfaction, indicated that stronger
motivation to get travelling will make higher on
both their image of the destination and their
satisfaction. Thirdly, tourist character has positive
relationship on tourist satisfaction, indicated that
socio-demographic factor determines tourist
satisfaction level. Whereas, tourist character has
no significant influence on ‘destination image,
because not all people like adventure activities
that Pindul offered.

Practical implications: The study provides an
assessment of tourist satisfaction by perceiving
the destination image, and offers useful insights
on how to rise it. Understanding the advantages
of tourism river destination (in term of Gua
Pindul) attributes to develop the most suitable
strategy to attrack and to serve tourists
effectively is proposed to bost up the number of
visitors.Then, the manager should understand
both what tourists search on the tourism river
destination to understand and fill up their needs
and what the destination attribute is valuing
most important by tourists, which would help to
increa heir satisfaction and to set marketing
strateg propriately.
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