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Introduction 
In the last decade, we have witnessed dramatic changes in traveller behaviour that have been significantly 
impacted by the global pandemic (Bashir, Ma, and Shahzad 2020; Fraga and Robledo 2022; Menhat et al. 2021). 
Indonesia, as an archipelagic country rich in its natural beauty, is no exception to this huge impact, which has 
created unprecedented challenges for the tourism industry in its various regions (Cahyanto, Liu-Lastres, and 
Gallagher 2023: Dewi et al. 2023). Lampung Province, known for its tremendous potential as a maritime tourism 
destination, has also felt the impact of this change. In this context, there is an urgent need to uncover new 
dynamics in tourist behavior, especially in the post-pandemic era (Bakri et al. 2023). 

It's important to remember that post-pandemic conditions will continue to influence traveller behaviour in 
the future. Travelers are becoming more selective in choosing their destinations, seeking a more controlled travel 
experience, and expecting higher standards of hygiene (Agag et al. 2022). Therefore, it is important for the 
tourism industry to adapt to such changes and look for ways to meet the expectations and needs of tourists in the 
post-pandemic era. 

The challenges and potential of tourism in Lampung Province have raised the need to better understand 
the behavior of future tourists (Sulistiowati et al. 2020). This article aims to explore changes in post-pandemic 
tourist behavior, particularly in Lampung Province, and recommend measures relevant to post-pandemic 
conditions. As such, this article not only has academic relevance, but also has important practical implications for 
tourism industry policymakers and practitioners, who will need to adapt to changes in the way travellers interact 
with tourist destinations in the future. 
1. Research Background  
The Department of Tourism and Creative Economy of Lampung Province has revealed fluctuations in the number 
of tourists in recent years, which is thought to affect the distribution and economy of the region  (Primananda et 
al., 2022).  It is noted that before the pandemic in 2020, the movement of tourists in Lampung Province in a year 
could reach twelve million people. However, throughout 2020, the movement of tourists in Lampung Province 
only reached two million people. This can be seen in the performance assessment report of the local government 
(IKU) of Lampung Province. From the main performance indicators for 2022, it shows that the performance 
achievements of the Tourism and Creative Economy Office of Lampung Province in 2022 did not reach the target 
or achievement of less than 100%. One of them is the rating of increasing tourist visits, which is rated incredibly 
low. When compared to the last two years, there has been an increase, but it has not met the planned target. The 
value obtained in 2020 was 7.11% of the planned target of 27%. Meanwhile, the value obtained in 2021 was 
8.90% of the planned 30% target. 

The low number of direct tourist visits will have an impact on the low regional income (GRDP)  in Lampung 
Province (Tuti, 2022).  In addition, it will also affect the economic stability of local communities such as tourism 
developers and MSMEs (Prihantika et al. 2021).Other negative consequences will make the people around the 
destination lose other sources of livelihood (Rini and Apriyanti, 2022). So strategic efforts are needed in 
maintaining the competitiveness of tourism in Lampung province. This aims to avoid the adverse impacts 
received (Faturrahman et al., 2021).  

The evaluation by the government states that each region should prepare a strategy to encourage the 
return of tourists after the pandemic. The strategy is considered effective to increase the number of tourists post-
pandemic. The strategies in question include infrastructure revitalization, service improvement, and sustainable 
tourism development. By paying attention to previous tourist visits, the strategy is considered to be able to 
influence the desire of tourists to return. In addition, the strategy that needs to be the focus of development is to 
increase the experience of satisfaction with tourist destinations (Nurmala and Sullaida, 2022). For example, 
efforts to minimize the risks faced by visitors, such as physical/health risks, financial risks, social risks, and 
natural disaster risks. This is considered to have a high correlation with the possibility of tourists revisiting after 
the pandemic (Chairunnisa and Siregar, 2019). By paying attention to these factors, it will open up opportunities 
for the tourism sector in Lampung Province to be excited again (Anom et al., 2022).  

According to the provincial government Lampung has many opportunities to quickly recover from the 
effects of the pandemic on the tourism sector. With the improvement of accessibility/infrastructure such as toll 
roads and the Bakauheni executive pier, the potential market for domestic/domestic and foreign tourists will be 
open. Another opportunity that can be utilized is the development of existing leading tourist destinations. The 
charm of tourism in Lampung Province is also quite attractive to local and foreign people. One of the most visited 
tourist destinations is marine tourism destinations. The charm of marine tourism is considered attractive to the 
people of Indonesia and the international world. In Lampung Province, the potential of marine tourism can 
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contribute to the seventh largest number of tourist visits, especially in several leading marine tourism 
destinations. Based on the strategic plan report of the Tourism and Creative Economy Office of Lampung 
Province for 2019-2024, the current leading marine tourism destinations include Pahawang Island, Kiluan Bay 
Water Tourism Park, and Tanjung Setia Beach. It is considered from the level of tourist attraction and the number 
of tourists visiting. Most tourists choose to visit these three destinations because of their stunning natural beauty 
and available tourist activities. 

Pahawang Island destination offers beautiful sea views with coral reefs and seagrass beds as well as a 
fresh beach atmosphere with sunrise and sunset as well as flora and fauna typical of mangrove forests (Husna 
and Novita, 2020). Kiluan Bay destination offers white sand beach tours along bays and islands as well as 
offshore tours with dolphin tracks that present dolphin watching, fishing, snorkeling, diving, photography, and 
ecotourism education as well as cultural tourism (Aida, 2019).  Meanwhile, Tanjung Setia Beach Destination 
offers unspoiled natural beauty with white sand and large waves that make this beach famous as a surf tourism 
area. In addition, this beach also has a large underwater wealth with good coral reefs and an abundant variety of 
fish species. This destination can be developed into an attractive tourist area for diving and fishing activities. 

All leading marine tourism objects of Lampung Province provide opportunities to increase the volume of 
tourist visits to the region  (Yulianto et al., 2018). Harnessing this potential can become an attractive tourism 
magnet that contributes greatly to the growth of Lampung Province, which is currently struggling with various 
challenges. Therefore, it becomes important to determine the factors that are considered influential in tickling the 
interest of tourists to visit these tourist attractions (Hariyanto and; Rukmandiana, 2022).  Along with the growth of 
tourist flows, there is an optimistic outlook for the continued development and sustainability of this tourist 
destination  (Dewanto, 2019).The increase in  tourist visits is clear evidence of progress in the tourism sector 
which aims to preserve and increase the number of tourists who often visit this destination  (Indriani et al., 2019). 

Previously, several studies have taken measurements showing that after the pandemic, safety has 
become a very influential variable in the selection of tourist destinations felt by tourists, tourism  professionals, 
and marketing professionals (Pessoa, Oliveira, and Souza 2022). Then, there has been a study that measures 
the factors that influence visitors' intentions to return to visit and recommend historical tourist destinations in 
Indonesia. The results show that within areas beyond cultural heritage, especially for young adult visitors in the 
internet age, visual variables, ambience and breadth of place are considered significant major attractions. In 
addition, the real attractiveness factor also plays an important role in attracting visitors (Pratiwi et al. 2022). 

Long before the COVID-19 pandemic, the exploration of tourist visitor satisfaction factors had been 
identified and known to be the main factor that influenced someone to revisit a tourist attraction (Lim, Kim, and 
Lee 2016; Bui and Le 2016). According to this theory, tourist visitor satisfaction consists of two main components, 
namely functional satisfaction, and affective satisfaction. Functional satisfaction is the level of satisfaction felt by a 
person with the facilities and services he receives when visiting a tourist attraction. Affective satisfaction is the 
level of satisfaction a person feels with the atmosphere and atmosphere encountered when visiting a tourist 
attraction (Han and Hyun 2017). Furthermore, visitor satisfaction of identified tourists can influence a person to 
revisit a tourist spot through loyalty mechanisms. Loyalty is the degree of commitment of a person to a tourist 
attraction, which can be indicated by an interest in revisiting. The higher the satisfaction of tourist visitors felt by a 
person, the higher the loyalty shown by that person, which means the higher the interest to visit again.  

From the existing research information, it can be seen that there is a gap in available knowledge related to 
the exploration of factors that are considered to influence tourist interest in visiting tourist attractions after the 
COVID-19 pandemic. In particular, the available data on exploration in the field of marine tourism is still limited, 
resulting in minimal understanding of this aspect of tourism. Therefore, through this research, new models were 
developed to cover this knowledge. In this study, several model factors have been considered to explore the 
satisfaction of marine tourism visitors, namely:  

1. Attractions of tourist destinations 
Attractiveness has been identified as a factor that influences a person's propensity to visit a tourist 
destination and can also have an impact on visitors' satisfaction levels when they visit the place 
(Padrón-Ávila and Hernández-Martín 2019; McKercher and Koh 2017). The greater the attractiveness 
of a tourist destination, the higher the level of satisfaction felt by visitors. On the other hand, if the 
attractiveness of a tourist spot is low, visitor satisfaction tends to be lower as well (Putri, Susilowati, 
and Semedi 2021). This situation can occur because the attractiveness of an attraction has the 
potential to influence individual expectations of the experience at the place  (Weng, Li, and Li 2023).  
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2. Quality of service at tourist attractions 
Service quality has a significant role in influencing the level of tourist visitor satisfaction. The aspect of 
service quality is divided into two main components, namely tangible quality and intangible quality  
(Mai, Nguyen, and Nguyen 2019). Tangible quality includes elements that can be seen directly by 
visitors, such as facilities, cleanliness, and safety factors. While intangible quality includes aspects that 
are not physically visible, such as the behavior and attitude of officers working at tourist sites. The level 
of satisfaction of tourist visitors tends to increase along with the improvement in the quality of service 
received by the individual. Conversely, if the quality of service received is low, then the level of 
satisfaction of tourist visitors also tends to decrease (Cheng et al. 2021).  

3. Hospitality  
Hospitality is known to affect the satisfaction of tourist visitors and the intention to revisit someone to a 
tourist attraction because hospitality is a factor that can affect one's expectations of a tourist attraction 
(Frolova and Rogach 2023; Golian 2016). The better the hospitality one receives when visiting a tourist 
attraction, the higher the interest in revisiting someone to that place. 

4. Social Capital 
According to several studies, there is a positive relationship between social capital and tourist visitor 
satisfaction (Revida, Yanti Siahaan, and Purba 2018;Diedrich et al. 2019). Someone who has high 
social capital tends to be more satisfied when visiting a tourist attraction, compared to someone who 
has low social capital. This can happen because someone who has high social capital tends to have 
more social networks that can provide support and advice regarding the choice of tourist attractions to 
visit. Conversely, someone who has low social capital tends to have fewer social networks so that they 
can provide support and advice regarding the choice of tourist attractions to visit. 

All of these factors, namely attractiveness, service quality, hospitality, and social capital are considered to 
have a positive relationship with interest in visiting again, where the better the attraction, quality of service, 
hospitality, and social capital owned by a tourist attraction, the higher the interest in revisiting someone. In 
addition, indications of these various factors also have a positive influence on the likelihood of someone 
recommending tourist attractions (Park et al. 2019; Del Río et al. 2020).  The higher the interest in revisiting 
someone, the more likely someone will recommend the attraction to others. This is because someone who has a 
high interest in visiting again usually feels satisfied with the experience gained when visiting a tourist attraction, 
so they will share the experience with others and suggest that others also visit the attraction. Conversely, if 
someone does not have a high interest in revisiting, then they most likely will not recommend that interest to 
others. This is because someone who does not have a high interest in visiting again may feel dissatisfied with the 
experience gained when visiting a tourist attraction, so they will not share the experience with others or may even 
give negative recommendations about the attraction (Obradović et al. 2023). 

Based on the description of the problem, a research model was created that aims to explore the factors 
that influence the intention to revisit marine tourism destinations in Lampung Province. This model shows that 
attractiveness, hospitality, service quality, and social capital affect visitor satisfaction, while visitor satisfaction 
affects return visit intention and return visit intention affects the desire to recommend the tourist attraction. 

Figure 1. Analysis Model 
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Based on Figure 1. indicates that attractiveness, hospitality, quality of service, and social capital affect visitor 
satisfaction (given an arrow in the direction of visitor satisfaction), while visitor satisfaction affects the intention to 
revisit (given an arrow in the direction of the intention to revisit) and the intention to revisit affects the desire to 
recommend the tourist attraction (given an arrow in the direction of the desire to recommend). 
2. Research Methodology 
This research was conducted in November – December 2022 using a quantitative approach. The data used is 
primary data sourced from 153 respondents obtained based on surveys / questionnaires. The sample of 
respondents was tourists who had visited the leading marine tourism of Lampung province, namely Pahawang 
Island, Kiluan Bay and Tanjung Setia Beach. The sampling method uses excidental sampling with the 
consideration of reaching out to the respondents who are the easiest to provide information.  This study analyzed 
various predetermined variables, which were then derived in several indicators, namely:  

Table 1. Research Variables 

Variable Indicator 
Attraction Natural beauty, uniqueness of tourist attractions, existing facilities 
Hospitality Friendly, fast, and courteous service from the clerk 
Quality of service Ease of access, cleanliness, safety, and comfort 
Social capital Recommendations from others, the reputation of tourist attractions 

Visitor satisfaction Pleasure, comfort, and perceived satisfaction 
Re-visit intention The desire to visit tourist attractions again 
Recommend The desire to recommend tourist attractions to others 

The results of understanding these variables were made a research instrument in the form of aclosed 
question type questionnaire consisting of  5 question items for tourist attraction variables, 4 question items for 
hospitality variables, 4 question items for visitor satisfaction variables, 5 question items for service quality 
variables, 3 question items for social capital variables,  4 question items for the traveller revisit interest variable 
and 4 question items for the travel recommend variable. The collected data is then analyzed based on structural 
equation modeling analysis - Partial Least Square (SEM-PLS). The analysis was performed using the help of the 
Smart-PLS 4.0.8.6 application. 

The PLS-SEM analysis method was chosen with careful consideration, considering that this research 
involved the development of new models and limited previous knowledge. In this context, PLS-SEM is an 
appropriate analytical tool because it allows us to combine highly variable data and identify complex relationships 
between factors that influence travellers' revisit intentions, taking into account the diverse characteristics of 
respondents. This method allows us to run a more comprehensive and in-depth analysis, which will provide richer 
insights in the context of post-pandemic changes in tourist behavior in Lampung Province. 
3. Research Results 
3.1 Data Summary 
A summary of the data we have collected, it can be seen that respondents are dominated by women, who 
account for about 74% of the total respondents. Meanwhile, men accounted for about 26%. As many as 48% of 
respondents are private employees, while 36% of them are professionals, and 18% are government employees. 
The majority of respondents, which is about 64%, are undergraduate graduates. As many as 18% of respondents 
have a master's level of education, and the remaining 18% are high school students or equivalent education 
levels. Based on the age distribution of respondents around 61%, they are in the age group of 25-35 years, which 
is often an age group that is active in travel. As many as 25% of respondents were in the age group of 17-25 
years, while 24% were in the age group of 36-45 years. Monthly expenses mostly range from 4 to 6 million rupiah 
(50%). 

The majority of respondents came from outside the district/region, which reached around 62%. As many 
as 20% of respondents were residents within the same district/region, while 18% came from outside the province. 
There were no foreign respondents in this sample. These results reflect that most respondents are local or 
regional tourists who are interested in visiting tourism destinations within the same region or adjacent province. 
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This data will help in understanding travellers' revisit preferences and intentions based on their geographical 
origin. 
3.2 Convergen Validity 
The convergent validity value refers to the value of the loading factor on the latent variable along with the 
corresponding indicator. Assessing the convergent validity of individual checks on item reliability can be 
determined by examining standard loading factor values. When the value of the loading factor for the indicator 
related to the construct is higher than 0.70, it is considered optimal. 

Table 2. Convergent Validation Values 

Variable Outer Loadings 
A1 <- Attraction 0.851 
A2 <- Attraction 0.874 
A3 <- Attraction 0.909 
A4 <- Attraction 0.901 
A5 <- Attraction 0.731 
B1 <- Hospitality 0.771 
B2 <- Hospitality 0.889 
B3 <- Hospitality 0.903 
B4 <- Hospitality 0.879 
D1 <- Quality of Service 0.827 
D2 <- Quality of Service 0.803 
D3 <- Quality of Service 0.889 
D4 <- Quality of Service 0.872 
D5 <- Quality of Service 0.814 
E1 <- Visitor Satisfaction 0.823 
E2 <- Visitor Satisfaction 0.865 
E3 <- Visitor Satisfaction 0.832 
E4 <- Visitor Satisfaction 0.836 
F1 <- Social Capital 0.860 
F2 <- Social Capital 0.888 
F3 <- Social Capital 0.863 
G1 <- Re-visit Intention 0.876 
G2 <- Re-visit Intentions 0.894 
G3 <- Re-visit Intention 0.917 
G4 <- Re-visit Intention 0.849 
H1 <- Recommend 0.827 
H2 <- Recommend 0.861 
H3 <- Recommend 0.869 
H4 <- Recommend 0.784 

In the convergent validation table (Table 2), it is seen that all indicators have a loading factor value greater 
than 0.7, which is considered an ideal value. These high loading factor values indicate that all indicators have a 
strong relationship with the constructs measured, such as Attraction, Hospitality, Quality of Service, Visitor 
Satisfaction, Social Capital, Re-visit Intention, and Recommend. The results of these measurements indicate that 
all indicators in the model have good convergent validity, which reinforces the quality of the analysis performed in 
this study. Therefore, all indicators can be validly used in the research model and can proceed to further stages of 
analysis. 
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3.3 Discriminant Validity 
This value describes the cross-loading factor, which plays a role in determining the discriminant validity of a 
construct. This process involves comparing the loading value of the construction in question with the value of 
other constructions, with the aim of achieving a value of 0.70 or higher. If there is a loading factor that is less than 
0.70, then the factor is omitted to simplify the model. f any loading factor falls below the value of 0.70, it may 
indicate that the indicator may not be strong enough in distinguishing between different constructs. Therefore, the 
loading factor is removed from the model to maintain simplicity and clarity of analysis. This ensures that only 
indicators that have a significant contribution to the construct in question remain used in the analysis 

Table 3. Discriminant Validation Values 

Code Attraction Hospitality Quality of 
service 

Visitor 
satisfaction Social capital Intention to 

visit Recommend 

A1 0.851 0.575 0.460 0.362 0.393 0.344 0.359 
A2 0.874 0.641 0.505 0.435 0.432 0.408 0.381 
A3 0.909 0.635 0.576 0.474 0.454 0.371 0.353 
A4 0.901 0.651 0.590 0.487 0.480 0.348 0.385 
A5 0.731 0.661 0.399 0.440 0.360 0.299 0.319 
B1 0.643 0.771 0.529 0.490 0.446 0.408 0.409 
B2 0.667 0.889 0.533 0.591 0.477 0.413 0.420 
B3 0.639 0.903 0.576 0.605 0.533 0.447 0.464 
B4 0.604 0.879 0.552 0.514 0.525 0.455 0.403 
D1 0.586 0.620 0.827 0.511 0.474 0.479 0.426 
D2 0.535 0.549 0.803 0.608 0.565 0.569 0.506 
D3 0.531 0.581 0.889 0.613 0.543 0.535 0.504 
D4 0.439 0.498 0.872 0.653 0.592 0.556 0.510 
D5 0.429 0.439 0.814 0.632 0.555 0.513 0.496 
E1 0.460 0.549 0.650 0.823 0.572 0.484 0.577 
E2 0.430 0.575 0.545 0.865 0.567 0.499 0.403 
E3 0.445 0.497 0.642 0.832 0.619 0.592 0.533 
E4 0.394 0.530 0.577 0.836 0.571 0.512 0.435 
F1 0.467 0.565 0.605 0.699 0.860 0.672 0.592 
F2 0.410 0.472 0.536 0.592 0.888 0.657 0.501 
F3 0.417 0.456 0.555 0.509 0.863 0.658 0.496 
G1 0.370 0.455 0.578 0.571 0.679 0.876 0.498 
G2 0.324 0.427 0.527 0.560 0.680 0.894 0.538 
G3 0.425 0.494 0.584 0.566 0.706 0.917 0.654 
G4 0.346 0.388 0.548 0.513 0.630 0.849 0.604 
H1 0.433 0.473 0.509 0.486 0.523 0.529 0.827 
H2 0.313 0.367 0.515 0.468 0.459 0.562 0.861 
H3 0.323 0.419 0.465 0.493 0.551 0.513 0.869 
H4 0.334 0.385 0.457 0.500 0.511 0.571 0.784 

From the table above, we can see that the result of cross loading, which measures the validity of the 
discriminant, forms a diagonal line. This indicates that the variable indicators used in this study are valid. This is 
indicated by the value of each indicator against its own variable has a value above 0.70 and higher compared to 
other variables. In this context, diagonal lines in the table indicate that each indicator has a strong correlation with 
the variable it is supposed to measure, while the correlation with other variables is relatively lower. This is a sign 
that these indicators can be considered valid because they demonstrate the ability to measure the intended 
variable well. In other words, these results show that the indicators effectively measure the corresponding 
construct, and the results of the discriminant validity analysis confirm that the variables can be distinguished from 
each other well. 
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3.4 Composite Reability Test 
The Composite Reliability test tests the reliability value of an indicator on a construct. Reliability tests aim to 
assess the extent to which the measurement tools used in this study are reliable and trustworthy. A construct is 
considered reliable if it has Cronbach's Alpha and Composite Reliability values above 0.70. Cronbach's Alpha 
and Composite Reliability values above 0.70 are common standards used in research to determine whether a 
construct can be considered reliable or not. If this value is above 0.70, it indicates that the construct has a fairly 
high degree of consistency in measurements, so it is reliable in representing the intended concept. 

Table 4. Reability Test Values 
   Cronbach's Alpha Composite Reliability 

(Rho_A) 
Composite Reliability 

(Rho_C) (AVE) 

Attraction 0.907 0.911 0.931 0.732 
Hospitality 0.883 0.888 0.920 0.743 
Visitor Satisfaction 0.860 0.860 0.905 0.704 
Quality of Service 0.897 0.899 0.924 0.708 
Recommend 0.856 0.855 0.903 0.699 
Social Capital 0.840 0.844 0.904 0.758 
Re-visit Intentions 0.907 0.910 0.935 0.782 

Based on the table presented, we can see that the Composite Reliability and Cronbach's Alpha values for 
all variables have values above 0.7. Therefore, it can be concluded that the seven variables can be considered 
reliable and feasible for use in the next stage of testing. 
3.5 Coefficient of Determination Test (R2) 
The Coefficient of Determination (R2) test aims to determine the extent to which the independent variable affects 
the dependent variable in an analysis or statistical model. The results of this test provide information about how 
well the independent variable can explain variations or changes in the dependent variable. The R2 value ranges 
from 0 to 1, and the higher the value, the greater the influence of the independent variable on the dependent 
variable. The results of this test can be seen below. 

Table 5. R2 Test Values 

Variable R-square Adjusted R-square 

Visitor Satisfaction 0.636 0.626 

Re-visit Intentions 0.617 0.604 

Recommend 0.491 0.474 

Based on the information presented in the table, it can be concluded that the combined effect of the 
variables Attractiveness (X1), Hospitality (X2), Social Capital (X3), and Service Quality (X4) on Visitor Satisfaction 
(Y) is 0.636, with an adjusted R-Square value of 0.626. This implies that these constructs (X1, X2, X3, and X4) 
collectively accounted for 62.6% of the influence on Y, while the remaining 37.4% was attributed to external 
factors not considered in the study. As a result, the impact of X1, X2, X3, and X4 on Y is categorized as 
moderate. Furthermore, the effect of Visitor Satisfaction (Y) on the intention to revisit (Z) was calculated at 0.617, 
with an adjusted R-Square value of 0.604. This means that Y, which is affected by X1, X2, and X3, contributes to 
60.4% of the influence on Z, while the remaining part is influenced by unaccounted external factors. This 
influence is also categorized as moderate. Lastly, the effect of intent to revisit (Z) on recommended tourist 
destinations (W) was measured at 0.491, with an adjusted R-Square value of 0.474. This shows that the 
construct in variable Z accounts for 47.4% of the impact on W, and this influence is categorized as weak. 
3.6 Model Fit 
Model fit results are used to evaluate the extent to which the proposed model matches the observed data. SRMR 
(Standardized Root Mean Square Residual), d_ULS (Unweighted Least Squares discrepancy), d_G (Gorsuch Fit 
Index), Chi-square (Chi-kuadrat), dan NFI (Normed Fit Index). 
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Table 6. Model Fit 

Fit Summary Saturated model Estimated model 

SRMR 0,063 0,063 

d_ULS 1,728 1,742 

d_G 1,084 1,086 

Chi-square 928,936 929,861 

NFI 0,761 0,760 

The fit model results show that both the Estimated model and the Saturated model have a good level of 
conformity with the observed data. This is seen from the SRMR value that is close to zero, the insignificant 
difference in d_ULS and d_G, and the insignificant difference in the Chi-square value. In addition, almost the 
same NFI values for both models also indicate a good fit. Thus, the Estimated model is considered adequate in 
explaining the data. 
3.7 Path Coefficients 
Path Coefficients are used to show the relationships between variables present in a study. The value of path 
coefficients ranges from -1 to 1. A path coefficients value that indicates a positive value means that the 
relationship between variables is positive. While the path coefficients value which shows a negative value means 
that the relationship between variables is negative. Here are the results of the path coefficients test. 

Figure 2. Path Coefficients 

 
From the path coefficients analysis figure, it is known that the statistical T values and P values appear as follows: 

Table 7. Path Coefficients Values 

 Original 
sample (O) 

Sample 
average (M) 

Standard 
deviation 
(STDEV) 

T statistics Nilai P (P 
values) 

Attractions -> Visitor 
Satisfaction -0.065 -0.060 0.070 0.932 0.352 

Attractions -> recommend 0.013 0.013 0.076 0.170 0.865 
Attractions -> Re-visit 
Intentions -0.060 -0.059 0.085 0.706 0.480 
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 Original 
sample (O) 

Sample 
average (M) 

Standard 
deviation 
(STDEV) 

T statistics Nilai P (P 
values) 

Hospitality -> Visitor 
Satisfaction 0.254 0.250 0.100 2.556 0.011 

Hospitality -> Recommend 0.096 0.091 0.098 0.980 0.327 
Hospitality -> Visiting 
Intentions 0.017 0.017 0.089 0.195 0.846 

Visitor Satisfaction -> Re-Visit 
Intentions 0.080 0.087 0.101 0.797 0.426 

Service Quality -> Visitor 
Satisfaction 0.381 0.380 0.092 4.160 0.000 

Quality of Service -> 
recommend 0.184 0.191 0.098 1.877 0.061 

Quality of Service -> Visiting 
Intentions 0.220 0.222 0.080 2.748 0.006 

Social Capital -> Visitor 
Satisfaction 0.333 0.335 0.080 4.183 0.000 

Social Capital -> Recommend 0.152 0.156 0.094 1.611 0.107 
Social Capital -> Revisit 
Intentions 0.583 0.574 0.091 6.429 0.000 

Re-Visit Intentions -> 
Recommend 0.366 0.363 0.116 3.139 0.002 

The table of path coefficients (Path Coefficients Values) illustrates the relationship between variables in 
the research model. In the analysis of relationships between variables in the model, several patterns of direct 
relationship of each variable can be identified, as follows: 

First, Service Quality has a strong positive influence on visitor satisfaction, showing that improved service 
quality can significantly increase visitor satisfaction. Furthermore, Quality of Service also has a significant positive 
influence on Visiting Intentions, indicating that good service can encourage travellers' intention to return. On the 
other hand, some relationships have weaker influence. Hospitality has a weak positive influence on visitor 
satisfaction, suggesting that hospitality may need to be improved to further influence traveller satisfaction.  

Table 8. Indirect Effect 

Variable Specific indirect effects 
Visitor Satisfaction -> Re-visit Intention -> Recommend 0,029 
Quality Of Service -> Visitor Satisfaction -> Re-visit Intention -> Recommend 0,011 
Attraction -> Re-visit Intention -> Recommend -0,022 
Social Capital -> Visitor Satisfaction -> Re-visit Intention -> Recommend 0,010 
Hospitality -> Visitor Satisfaction -> Re-visit Intention 0,020 
Quality Of Service -> Re-visit Intention -> Recommend 0,080 
Social Capital -> Visitor Satisfaction -> Re-visit Intention 0,027 
Quality Of Service -> Visitor Satisfaction -> Re-visit Intention 0,031 
Attraction -> Visitor Satisfaction -> Re-visit Intention -> Recommend -0,002 
Attraction -> Visitor Satisfaction -> Re-visit Intention -0,005 
Hospitality -> Re-visit Intention -> Recommend 0,006 
Social Capital -> Re-visit Intention -> Recommend 0,213 
Hospitality -> Visitor Satisfaction -> Re-visit Intention -> Recommend 0,007 

Quality of Service also has a weak positive influence on recommend, meaning service quality can influence 
traveller recommendations, although the effect is not statistically significant. Social Capital has a weak positive 
influence on Recommend. In addition, there is an insignificant relationship between Attractions and Visitor 
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Satisfaction, Attractions and Re-visit Intentions, as well as Hospitality and Visiting Intentions. This suggests that in 
the context of this study, such factors did not have a significant influence on related variables. 

In addition, it is also known the results of the indirect effect analysis of various factors (Social Capital, 
Attractions, Service Quality, Hospitality, and Visitor Satisfaction) on the possibility of people recommending tourist 
destinations (Recommend) through Visiting Intentions or Visiting Intentions and Visitor Satisfaction. 

In Table 8, the results of the analysis can be identified on the indirect influence of certain factors on the 
likelihood of someone recommending tourist destinations through Re-visit Intention and Visitor Satisfaction. There 
are several indirect influences that can be distinguished as positive and negative. 

1. Positive indirect influences: 
a. Visitor Satisfaction -> Re-visit Intention -> Recommend (0.029): This is a positive influence that 

indicates that visitor satisfaction contributes positively to the intention to revisit and ultimately to 
the likelihood of recommending tourist destinations. 

b. Quality Of Service -> Visitor Satisfaction -> Re-visit Intention -> Recommend (0.011): Service 
quality has a positive impact on visitor satisfaction, which then has an impact on revisit intentions 
and recommendations. 

c. Social Capital -> Visitor Satisfaction -> Re-visit Intention -> Recommend (0.010): A person's 
social capital or social network also contributes positively to visitor satisfaction, which further 
impacts revisit intent and recommendations. 

d. Quality Of Service -> Re-visit Intention -> Recommend (0.080): Service quality has a strong 
positive influence on revisit intention and tourist destination recommendations. 

e. Social Capital -> Re-visit Intention -> Recommend (0.213): Social capital has a very strong 
positive influence on revisit intention and tourist destination recommendations. 

2. Negative indirect influences: 
a. Attraction -> Re-visit Intention -> Recommend (-0.022): This effect is negative, meaning that the 

attractiveness of the destination does not contribute positively to the revisit intention and 
recommendation. 

b. Attraction -> Visitor Satisfaction -> Re-visit Intention -> Recommend (-0.002): This effect is also 
negative, indicating that destination attractiveness does not have a significant effect on revisit 
intent and recommendations through this path. 

c. Attraction -> Visitor Satisfaction -> Re-visit Intention (-0.005): Again, the attractiveness of the 
destination has no significant influence and contributes negatively to the intention to revisit. 

d. Hospitality -> Re-visit Intention -> Recommend (0.006): This effect is very small and insignificant, 
but positive. However, the positive impact is almost imperceptible. 

4. Discussions 
4.1 Influence of Attractions in Marine Tourism in Lampung Province 
Based on the results of statistical testing with PLS-SEM, it shows that there is no langsung positive influence 
between the variables of tourist attraction on the variables of visitor satisfaction, the variables of tourist attraction 
on the intention of re-visiting.  This is evidenced by the negative value of the path coefficient, namely -0.0 65, and 
-0.060 where there is no unidirectional influence. In addition, direct measurements between variables of 
attractiveness to recommend have a positive effect. However, if measured indirectly the influence of the attraction 
variable through the visitor satisfaction variable is continued to the re-visit intention variable on the tourist 
recommending variable there is no significant influence.  
The results of this study are quite contrary to several related studies that test hypotheses, both partially and 
simultaneously on the variable of tourist attraction to tourist satisfaction. Such as research conducted by  
(Handayani et al., 2019) in Bangka Botanical Garden (BBG) Pangkalpinang tour. Where indicates the tourist 
attraction available in the Bangka Botanical Garden (BBG) Pangkalpinang tourist area will increase the 
satisfaction of visiting tourists. As for other research, it is research from (Abdurrohman and Wibawanto 2021) 
where the results of the analysis show a very strong relationship between tourist attraction and visitor satisfaction 
of Villa Gardenia tourist attractions.   
4.2 The Effect of Service Quality in Marine Tourism in Lampung Province 
Based on the results of statistical testing with PLS-SEM, it shows that there is a significant direct influence 
between the variables of tourist service quality on the variables of visitor satisfaction in marine tourism in 
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Lampung province.  A variable in the quality of tourist services to the variable of intention to revisit in marine 
tourism in Lampung province.  As well as the variable of the quality of tourist services to the variable of 
recommending marine tourism in Lampung province.  This is evidenced by the value of the path coefficient which 
is of positive value where there is a unidirectional influence. So the hypothesis related to the influence of service 
quality is proven and the hypothesis is accepted. These results are in line with previous studies that tested 
hypotheses related to the variability of the quality of tourist services to visitor satisfaction. Such as the research 
conducted by (Septiandari et al., 2021) where the influence of the quality of tourist services carried out either 
partially or simultaneously has a positive and significant influence on Visitor Satisfaction (Septiandari, 
Hidayatullah, and ... 2021)and the intention to visit again at Tiga Warna Beach.  
4.3 The Influence of Hospitality in Marine Tourism in Lampung Province 
Based on the results of statistical testing with PLS-SEM, it shows that there is a significant influence between 
independent variables, namely the source of tourism information, on the intervening variable, namely visitor 
satisfaction in marine tourism in Lampung province. This is evidenced by the value of the path coefficient which is 
positive value, which is 0.262 where there is a unidirectional influence. So that the first hypothesis, namely that it 
is suspected that there is an influence of information sources on visitor satisfaction, is proven and the hypothesis 
is accepted. These results are in line with previous research that tested the effect of information sources on 
information systems on visitor satisfaction. Such as the results of research conducted by Julinta in 2015 where 
visitors are very satisfied with the service of PT. Julinta's tourism information sources. TSS. (Julinta 2015) 
4.4 The Influence of Social Capital in Marine Tourism in Lampung Province 
When viewed in figure 5 and table 5, it is known that the intervening variable, namely visitor satisfaction, which is 
influenced by simultaneous independent variables, namely, the quality of service and information sources are 
able to significantly affect the dependent variable, namely the intention to revisit tourists in Lake Ranau. These 
results are in line with research from (Purnami et al., 2019) where visitor satisfaction has a positive and significant 
effect on the interest in visiting Bali Pulina agrotourism.(PURNAMI, SURYAWARDANI, and ... 2019) 
4.5 The Effect of Visitor Satisfaction on Re-Visit Intentions in Marine Tourism in Lampung Province 
Based on the results of statistical testing with PLS-SEM, it is known that there is a significant direct influence 
between the visitor satisfaction variable and the re-visit intention variable. This is evidenced by the value of the 
path coefficient, which is a positive value, namely 0.080 where there is a unidirectional influence. So the 
hypothesis related to the effect of visitor satisfaction on re-visit intentions is proven and the hypothesis is 
accepted. 
4.6 The Effect of Re-Visiting Intentions on Recommending Marine Tourism in Lampung Province 
Based on the results of statistical testing with PLS-SEM, it is known that there is a significant direct influence 
between the variables of re-visiting intention on the variables of recommending tourism in marine tourism in 
Lampung province. This is evidenced by the value of the path coefficient, which is positive value, namely 0.366 
where there is a unidirectional influence. So the hypothesis regarding the influence of re-visit intentions on 
recommending tours is proven and the hypothesis is accepted. 
Conclusions and Further Research  
Based on the results of research that has been conducted, it can be concluded that there are differences in the 
effects of attractiveness, service quality, social capital, and hospitality on visitor satisfaction in marine tourism in 
Lampung Province. Attractiveness has not been found to have a direct positive effect on visitor satisfaction, but it 
does have a direct positive effect on the recommendation of travel. Service quality has been shown to have a 
direct positive effect on visitor satisfaction, re-visitation intentions, and the recommendation of travel. Social 
capital has been found to have a direct positive effect on visitor satisfaction, re-visitation intentions, and the 
recommendation of travel. Meanwhile, hospitality has been shown to have a direct positive effect on visitor 
satisfaction and re-visitation intentions, as well as the recommendation of travel. 

Overall, the results of this study indicate that the factors influencing visitor satisfaction in marine tourism in 
Lampung Province are not comprised of just one variable, but rather a combination of several interrelated 
variables. Service quality has the most significant effect on visitor satisfaction, followed by hospitality, social 
capital, and attractiveness. However, it is important to note that these results only apply to marine tourism in 
Lampung Province and cannot be directly applied to marine tourism in other areas. Therefore, it is recommended 
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for marine tourism managers in Lampung Province to continue to improve the quality of services provided to 
visitors, maintain the hospitality of staff, and enhance the attractiveness and social capital available on the tour. 
This is expected to increase visitor satisfaction, leading to higher re-visitation intentions and recommendations to 
others. 
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