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Abstract: The purpose of this study was to examine the factors that tend to influence 

the behavior of interest in returning to a destination. This study develops a 

problem regarding how the quality of destination services and destination 

attractiveness can positively affect tourist loyalty in terms of interest in 

returning to visit. This study uses 2 types of research data, namely primary 

data and secondary data. In this research, the population determined is the 

people who visit the Kota Lama Semarang tour who have visited more than 

3 times. This research uses analytical techniques that are quantitative 

analysis using the Structural Equation Model (SEM) technique as a 

statistical instrument to test various hypotheses that have been determined. 

The results of this study indicate that destination attractiveness affects 

tourist satisfaction; destination service quality affects tourist satisfaction; 

This study cannot prove the effect of destination attractiveness on interest in 

returning to visit; however, this research can prove the influence of 

destination service quality on interest in returning to visit; and the influence 

of tourist satisfaction influences the interest in returning to visit. 

Keywords: Destination attraction; Quality of Service; Destination Service Quality; 

Tourist Satisfaction; SEM 

 

Introduction 
The tourism sector has been in the spotlight from various countries in the world. Each 

country is trying to introduce its tourism sector, over time there is a sustainable growth in the 

tourism sector. The rapid development has made the tourism sector provide a large income 

for the country. Geographically and sociologically, Semarang City is one of the tourism 

destinations that has a good destination image and is supported by various tourist attractions, 

both natural, historical and cultural, as well as religious which differentiates it from other 

parts of Indonesia. To increase loyalty in terms of interest in visiting again is difficult to 

achieve because the desire to visit is the choice of tourists, the decision to visit again is 

influenced by various factors. 
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One of the tourist attractions that can be visited in the city of Semarang is a heritage area 

during the Dutch colonial period which used to be nicknamed "Little Netherland", namely the 

Old City Area of Semarang. The canals that surround it and the typical European old 

buildings make the Old City of Semarang an area as if it were in the Netherlands. The role of 

the government is indispensable in terms of marketing tourism and improving the quality of 

destination services provided in order to increase the number of visits to tourist objects in the 

city of Semarang such as the Kota Lama tourist area. One of the roles of the government is to 

revitalize the Old City area of Semarang. Revitalization can be interpreted as reviving an 

existing area, 

With this revitalization, the desire of tourists to make return visits will be high. 

Revitalization can determine the decision of tourists in choosing which tourist attractions to 

visit, a tourist destination will be able to attract tourists to visit if the tourist destination can 

present good and unique tourist products. The better and more unique the tourism product 

that has a tourist attraction, the more tourists will visit and it will make tourists make a return 

visit. The Kota Lama Semarang area which has been revitalized recently has an attraction for 

tourists to visit it. 

However, the survey results show that tourists are not satisfied in visiting the Kota Lama 

Semarang area. This is because the existing infrastructure in the Old City area of Semarang, 

even though sidewalks have been made for pedestrians, there are still motorized vehicles 

passing by, so that it is quite disturbing for tourists which causes tourists to feel less satisfied 

to enjoy the atmosphere in the Kota Lama Semarang area. Apart from that, from the aspect of 

environmental attractiveness, tourists are less satisfied with the lack of green space in the 

Kota Lama area. With the existence of tourist dissatisfaction, the interest in visiting tourists 

again is also low, seen from the survey that has been conducted. Therefore, 

The competitiveness of the tourism market sector has increased as a result of very 

competitive tourist destinations. While many factors contribute to the competitiveness of 

these destinations, including the quality of destination services, where the quality of 

destination services is increasingly seen as important for achieving a competitive 

advantage.(Tosun et al., 2015). That a better quality of service or goods leads to more positive 

purchase satisfaction. Likewise, tourists who already have a positive image about a 

destination will show positive perceptions of how their experience affects the destination. 

Building a relationship with customers in order to become loyal customers with the hope of 

making return visits and remaining loyal has become one of the company's strategies in 

facing the competition that occurs. There are factors that influence the desire of tourists to 

make return visits. Among other things, through the attractiveness of the destination and the 

quality of destination services that can make a tourist indirectly make a return visit. 

Based on the results of previous research, it was found that different research results 

regarding the relationship of destination service quality to the interest in returning to a 

destination and the unclear influence of destination attractiveness, quality of destination 

services, and tourist satisfaction on interest in returning to visit. So that the problem 

developed in this study is how the quality of destination services and destination 

attractiveness can positively affect the loyalty of tourists in terms of interest in returning to 

visit, then it can be formulated in the following research questions:  

1. Do physical attributes affect customer satisfaction? 

2. Do physical attributes affect interest in returning? 

3. Does interaction with customers affect customer satisfaction?  
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4. Does interaction with customers affect interest in returning? 

5. Does interaction with employees affect customer satisfaction? 

6. Does the interaction with employees affect the interest in returning to visit? 

7. Does customer satisfaction affect interest in returning?  

 

Research Methods  
In this research, the population determined is the people who visit the Kota Lama Semarang 

tour who have visited more than 3 times. The sampling method or technique in this study 

uses nonprobability sampling techniques snowball sampling. This study uses 2 types of 

research data, namely primary data and secondary data. Primary data were obtained from 

distributing questionnaires to tourists visiting Semarang City. Meanwhile, secondary in this 

research is Semarang City tourism visit data obtained from the Semarang City Culture and 

Tourism Office.The research model carried out by researchers in this study is as follows: 

 

Figure 1. Theoretical Framework 

 

 
 

H1: The higher the tourist destination's attractiveness, the higher the tourist satisfaction. 

H2: The quality of destination services provided by the Kota Lama Semarang area manager 

has a positive impact on satisfaction. 

H3: There is a positive relationship between the attractiveness of the destination and the 

interest in visiting again. 

H4: The quality of destination services provided by the manager of the Kota Lama Semarang 

area has a positive impact on interest in returning to visit. 

H5: Tourist satisfaction has a positive impact on interest in returning to visit. 

 

RESULTS AND DISCUSSION 
Based on the results of the feasibility test of the full model, it has met the goodness of fit 

standard test criteria such as AGFI has a value of 0.959> 0.90, GFI has a value of 0.922> 

0.90, NFI has a value of 0.838> 0.90, CFI has a value of 0.905> 0 , 90, and an RMSEA value 

of 0.072 <0.70. Of all the tests carried out have met the criteria. So it is concluded that all 

tests are stated to have a good or fit model. Based on the research results it can be concluded 

as follows: 

Table 1.Model Estimates (Standardized) 

   Estimate 

Tourist_Satisfaction <--- Attractiveness_Destination .381 

Tourist_Satisfaction <--- 
Quality of 

Service_Destination 
.564 
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   Estimate 

Interest in Visiting Back <--- Tourist_Satisfaction .954 

Interest in Visiting Back <--- Attractiveness_Destination .183 

Interest in Visiting Back <--- 
Quality of 

Service_Destination 
.334 

 

1. The value of 0.381 means that an increase in destination attractiveness will increase the 

perception of tourist satisfaction. 

2. The value of 0.564 means that increased promotion of the quality of destination 

services will increase tourist satisfaction. 

3. The value of 0.954 means that the increase in satisfaction of food tourists will increase 

the interest in returning to visit. 

4. A value of 0.183 means that an increase in the attractiveness of a destination will 

increase interest in visiting again. 

5. The value of 0.334 means that an increase in the quality of destination services will 

increase interest in visiting again. 

 

Henceforth, the results of the research hypothesis acceptance test will be discussed as in the 

table below: 

Table 2. Estimation of Regression Weights Parameters 

   Estimate SE CR P Label 

Tourist_Satisfaction <--- Attractiveness_Destination .441 .113 3,906 *** par_14 

Tourist_Satisfaction <--- Quality of Service_Destination .615 .125 4,904 *** par_16 

Interest in Visiting Back <--- Tourist_Satisfaction 1,410 .255 5,523 *** par_15 

Interest in Visiting Back <--- Attractiveness_Destination .314 .190 1,654 .098 par_17 

Interest in Visiting Back <--- Quality of Service_Destination .539 .221 2,436 .015 par_18 

 

Furthermore, a hypothesis test is carried out which refers to the value of the critical ratio 

(CR) and the level of significance or probability (p) on the regression weight, where the value 

of cr ≥ 2.00 and significant ≤ α = 0.05 as a condition for the hypothesis being accepted. 

1. The Effect of Destination Attractiveness on Tourist Satisfaction 
Based on the processed data, the CR value for the influence of the variable of destination 

attractiveness on tourist satisfaction is 3.096 and the P value is 0.000. CR value ≥2.00 

and P value ≤0.05, then it is said that both meet the requirements. The conclusion is that 

there is an influence between destination attractiveness on tourist satisfaction, so H1 is 

accepted. 

2. The Effect of Destination Service Quality on Tourist Satisfaction 
Based on the processed data, the CR value for the influence of the variable quality of 

destination services on tourist satisfaction is 4.904 and the P value is 0.000. CR value 

≥2.00 and P value ≤0.05, then it is said that both meet the requirements. The conclusion 

is that there is an influence between the quality of destination services on tourist 

satisfaction, then H2 is accepted. 
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3. The Effect of Destination Attractiveness on Returning Interest 
Based on the data that has been processed, the CR value for the influence of the variable 

of destination attractiveness on the interest to visit again is 1.654 and the P value is 

0.095. CR value ≥2.00 and P value ≤0.05, then it is said that both of them do not meet 

the requirements. The conclusion is that there is no influence between tourist satisfaction 

and interest in visiting again, so H3 is rejected. 

4. The Influence of Destination Service Quality on Returning Interest 
Based on the processed data, the CR value for the influence of the variable of destination 

attractiveness on tourist satisfaction is 2.436 and the P value is 0.015. CR value ≥2.00 

and P value ≤0.05, then it is said that both meet the requirements. The conclusion 

obtained is that there is an influence between the quality of destination services on the 

interest to visit again, then H4 is accepted. 

5. The Effect of Tourist Satisfaction on Returning Interest 
Based on the processed data, the CR value for the influence of the variable of destination 

attractiveness on tourist satisfaction is 5.523 and the P value is 0.000. CR value ≥2.00 

and P value ≤0.05, then it is said that both meet the requirements. The conclusion 

obtained is that there is an influence between destination attractiveness on tourist 

satisfaction. So H5 is accepted. 

 

Conclusions and Suggestions 

This study aims to examine and analyze the effect of Destination Attractiveness on Tourist 

Satisfaction, how the influence of Destination Service Quality on Tourist Satisfaction, the 

influence of Destination Attractiveness on Returning Interest, the influence of Destination 

Service Quality on Returning Interest, the influence of Tourist Satisfaction on Returning 

Interest. Based on the results of the tests that have been carried out in this study, it can be 

concluded that the research results are as follows: 

1. The attractiveness of a tourist destination reflects the feelings, beliefs, and opinions a 

person has about the perceived ability of the destination to provide satisfaction with 

respect to special vacation needs (Formica & Uysal, 2006). Local communities are 

essential for the emotional, cognitive and behavioral responses of tourists. Individuals 

who closely experience the local community and culture are more likely to have a 

memorable tourism experience(JH Kim et al., 2012), and reported higher levels of 

pleasure and satisfaction (Murphy et al., 2000). Therefore, the more an individual 

believes a tourism area will fulfill his vacation needs, the more attractive the area is and 

the more likely it will be selected as a potential tourist destination. 

2. The tourism industry is included in the service industry where services are intangible, 

inseparable, all of which will affect the evaluation of the quality of customer service. 

Therefore, it is difficult for consumers to describe service quality in detail.JH Kim et al. 

(2012)reported that perceived service quality is an important antecedent of satisfaction 

and influences a tourist's loyalty either directly or indirectly through satisfaction. Good 

service quality is often said to be one of the factors in business success. Service quality 

has an influence on customer satisfaction. It is generally believed that there is a positive 

relationship between service quality and satisfaction (KS Moon et al., 2011). Previous 

research has confirmed a positive relationship between service quality and 

satisfaction(Parasuraman et al., 1985).  
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3. Destination attraction is a combination of hand-held natural attractions and controlled 

man-made processes that capture a destination's ability to benefit tourists (Yangzhou Hu 

& Ritchie, 1993). It refers to visitors' basic expectations of the quality of the 

infrastructure and superstructure at a destination(Goodrich, 1977). Studies show that one 

of the factors that tends to influence tourist satisfaction with a destination is the level of 

attractiveness of the destination. The importance of destination attractiveness is clear in 

the tourism literature.Oh et al. (2007)reported that the level of attractiveness of a 

destination has a significant impact on future destinations and positive WOM behavior. 

Furthermore,Mlozi & Pesämaa (2013) argued that destination attractiveness also tends to 

be a significant determinant of satisfaction and loyalty for returning tourists, not only for 

first-time tourists but also for repeat tourist visits.  

4. The quality of service provides a special impetus for customers to form mutually 

beneficial long-term relationships with the company, which in turn contributes to the 

creation of switching barriers, switching costs and tourist loyalty. (JH Kim et al., 2012). 

Tourist loyalty is an extraordinary result of the quality of tourism services that have been 

successfully provided and experience in traveling(Um et al., 2006). The form of tourist 

loyalty is closely related to the interest in returning from tourists. Development of a 

conceptualization model of the relationship between perceived service quality and 

satisfaction as well as its relative influence on the behavior of interest in returning to 

visit. According toBaker & Crompton (2000) stated that perceptions of service quality 

and satisfaction are factors that support the interest in returning tourists.  

5. Satisfaction is considered an important element in maintaining a competitive business in 

the tourism industry and contributes significantly to the planning of marketed tourism 

products. Tourist satisfaction affects the choice of destination, consumption of tourism 

products, and the decision to re-visit or return to the destination; thus, it is essential for 

successful objective marketing(Metin Kozak & Rimmington, 2000). Maximizing tourist 

satisfaction is an important factor for destination success in managing tourist 

destinations. Tourist satisfaction also generates interest in returning to the same 

destination and visiting similar destinations in the same country. Furthermore, tourist 

satisfaction leads to their willingness to recommend these destinations(Lee et al., 2005). 

The more satisfied the tourists are, the more likely they are to revisit tourist destinations / 

destinations. 

 

The results in this study and the limitations found in order to provide input for future 

research, namely: 

1. In future research, it can be expanded by adding independent variables that influence 

visiting interest, for example WOM, reference group. 

2. Besides that, population expansion can be carried out in a wider area such as in other 

cities besides Semarang. So that it is expected to make it easier to determine a 

representative sample of the populatio
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