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Abstract:

Tourism experiences in heritage landscapes are frequently dominated by visual appreciation, resulting in limited
understanding of the cultural philosophies embedded within traditional management systems. Jatiluwih Village
in Bali, internationally recognized for its terraced rice fields and the Subak irrigation system as a UNESCO World
Cultural Heritage Site, faces similar challenges, where visitor engagement remains largely superficial. This study
aims to develop and evaluate a digital-based heritage interpretation strategy that enhances cultural understand-
ing and supports sustainable tourism. Using a Research and Development approach adapted from the Borg and
Gall model, the study comprised preliminary research, prototype development, and limited field trials. Data
were collected through surveys of one hundred and fifty tourists, semi-structured interviews, and focus group
discussions with pekaseh, tour guides, and village tourism managers. Quantitative data were analyzed descrip-
tively, while qualitative data were examined using thematic analysis. The results indicate that more than seventy
per cent of visitors had limited prior knowledge of Subak, despite demonstrating a strong interest in digitally
mediated learning. Interactive digital books integrated with Quick Response codes emerged as the most pre-
ferred interpretation medium, followed by educational videos, with the majority of respondents willing to ac-
cess heritage information digitally on-site. Limited trials further demonstrate that the digital interpretation pro-
totype enhanced visitor engagement, strengthened tour guides’ interpretive capacity, and reduced narrative
inconsistencies. This study contributes to heritage tourism literature by illustrating how digital interpretation
can function as an effective edutourism mechanism, facilitating cultural transmission and reinforcing sustainable
heritage management through collaborative stakeholder involvement.

Keywords: Digital Heritage Interpretation; Edutourism; Heritage Management; Subak Cultural Heritage; Sus-
tainable Tourism.
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Introduction

Jatiluwih Village, located in Tabanan Regency, Bali, is internationally recognized for its ter-
raced rice fields and the traditional Subak irrigation system, which has been inscribed as a
UNESCO World Cultural Heritage Site since 2012 (Widari, 2015). Beyond its visual appeal as an
agricultural landscape, Subak represents a complex socio-cultural institution that has governed
water management, agricultural practices, and spatial organization in Bali for centuries. Rooted
in the Tri Hita Karana philosophy, Subak embodies principles of harmony between humans and
God (Parahyangan), among humans (Pawongan), and between humans and nature
(Palemahan) (Windia et al., 2005). Accordingly, Subak should be understood not merely as a
technical irrigation system but as a living cultural heritage that reflects the foundational values
sustaining Balinese agricultural life and environmental balance. This perspective is reinforced by
recent studies highlighting Subak as an integrated ecological and cultural system (Ardana et al.,
2024) and as part of Bali's long-standing water civilization rooted in sustainable built environ-
ments (Geria et al., 2023).
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Despite its outstanding universal value, the long-term sustainability of Subak is increasing-
ly under threat. Rapid tourism development and broader socio-economic transformations have
accelerated agricultural land conversion, weakened traditional farming practices, and reduced
farmer regeneration (Dwipradnyana, 2019; Sutawan, 2012). The growing shift in local liveli-
hoods from agriculture to tourism has further intensified these pressures, as younger genera-
tions increasingly perceive farming as economically less attractive than tourism-related occupa-
tions (Windia, 2018). These dynamics raise critical concerns regarding the continuity of Subak,
both as a functional irrigation system and as a socio-cultural institution embedded within Bali-
nese heritage.

From a tourism perspective, existing studies suggest that visitor engagement with Jati-
luwih remains largely superficial. Tourists tend to appreciate the rice terraces primarily as a
scenic landscape, with limited understanding of the cultural philosophy and social system un-
derpinning Subak. Utari et al. (2021) demonstrate that most visitors possess only minimal
knowledge of Subak’s cultural values and philosophical foundations. This condition poses a sig-
nificant risk, as tourism experiences that prioritize visual consumption may reduce Subak to a
passive aesthetic backdrop, detaching it from its cultural meaning and sustainability. In this
context, heritage interpretation becomes a critical mechanism. As emphasized by Nowacki
(2021), effective cultural heritage interpretation extends beyond information provision to com-
municate meanings and values that foster emotional and intellectual connections between visi-
tors and heritage resources. Without adequate interpretation, tourism engagement remains de-
tached from the cultural essence that sustains heritage systems such as Subak.

The integration of educational dimensions into tourism experiences, commonly referred to
as edutourism, offers a strategic response to this limitation. Abrahams and Bama (2023) argue
that edutourism enhances visitor engagement while simultaneously strengthening destinations’
long-term strategic value. Research on eco-edutourism development also emphasizes the im-
portance of combining environmental conservation, education, and community participation in
tourism destinations (Susanto et al., 2021). In the context of Jatiluwih, edutourism is particular-
ly relevant, as it has the potential to transform tourism from passive sightseeing into meaning-
ful cultural learning processes. However, the effective implementation of edutourism in heritage
destinations requires interpretation media capable of communicating complex cultural
knowledge in accessible, engaging, and context-sensitive formats.

Recent scholarship highlights the strategic role of digital technologies in enhancing herit-
age interpretation and educational tourism. Drawing on the Technology Acceptance Model pro-
posed by Davis (1989), user engagement with digital media is largely influenced by perceived
usefulness and perceived ease of use. Digital tools, including interactive books, multimedia con-
tent, and mobile-based applications, enable flexible and interactive access to information,
thereby deepening visitor involvement with cultural heritage. Empirical studies support this
view. Hastuti et al. (2023) report that digitalization in tourism villages improves information ac-
cessibility and strengthens educational appeal, while Halim et al. (2023) identify digital trans-
formation as a key component in smart village development. Similarly, Pramesti (2024) demon-
strates the effectiveness of digital media such as educational videos and interactive books in
supporting tourism promotion and cultural education, particularly among younger and techno-
logically oriented audiences.

Despite the growing body of literature on digital tourism, heritage interpretation, and
edutourism, a critical research gap remains. Existing studies predominantly examine digitaliza-
tion in tourism villages from general, managerial, or promotional perspectives, while limited at-
tention has been given to the systematic development of digital interpretation strategies specifi-
cally designed to convey the cultural philosophy and values embedded in heritage irrigation sys-
tems such as Subak. Moreover, few studies adopt a development-oriented approach that inte-
grates local stakeholder perspectives and empirically evaluates the effectiveness of digital inter-
pretation media in enhancing visitor understanding and supporting heritage sustainability.

Addressing this gap, the present study aims to develop a digital heritage interpretation
strategy for Subak cultural heritage through the creation of an interactive digital book integrat-
ed with QR codes. This approach is designed to function as an interpretative, educational, and
promotional medium for both tourists and local communities. Academically, the study contrib-
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utes to the literature on edutourism, digital heritage interpretation, and technology acceptance
by proposing an empirically grounded development model tailored to cultural irrigation heritage.
Practically, the study supports Subak preservation efforts, strengthens local cultural identity,
and enhances the positioning of Jatiluwih as a sustainable, education-oriented heritage tourism
destination.

Methodology

Research Design and Study Area

This study employed a Research and Development (R&D) approach adapted from the
simplified Borg and Gall (1983) model, comprising three sequential stages: preliminary re-
search, product development, and limited trials. The R&D design was selected to address the
dual objectives of the study, namely, to generate empirical insights into current heritage inter-
pretation practices and to produce a tangible interpretative output in the form of an interactive
digital book on Subak cultural heritage. The developed product was intended to function both
as an educational medium for tourists and as a tool supporting cultural preservation and sus-
tainable tourism development.

The research was conducted in Jatiluwih Village, Tabanan Regency, Bali, a tourism desti-
nation characterized by terraced rice fields and the traditional Subak irrigation system, which
has been recognized as a UNESCO World Cultural Heritage Site since 2012. The site was pur-
posively selected because it represents a living heritage system grounded in the Tri Hita Karana
philosophy while simultaneously experiencing increasing pressures from tourism development
and modernization. Data collection was carried out between 12 and 14 June 2025, coinciding
with the peak tourist season, to ensure adequate visitor representation and to capture authentic
post-visit perceptions relevant to heritage interpretation and educational tourism experiences.

Participants and Recruitment Procedures

The study involved two primary groups of participants: tourists and local stakeholders.
Tourist respondents consisted of 150 visitors to Jatiluwih Village. Participants were recruited
using accidental sampling, whereby tourists encountered at key locations within the site such as
entrance gates, walking paths, and viewing areas were invited to participate voluntarily after
completing their visit. Inclusion criteria required respondents to be at least 18 years of age and
willing to provide informed consent. This sampling strategy was employed to capture a hetero-
geneous range of visitor profiles and immediate experiential responses related to Subak
knowledge, information needs, and preferred interpretation media.

Local stakeholders were recruited using purposive sampling due to their direct involve-
ment in Subak management, cultural preservation, and tourism activities. This group comprised
pekaseh (Subak leaders), Subak farmers, tour guides, and village tourism managers. Stake-
holders were identified in coordination with village authorities and Subak organizations to en-
sure that participants possessed relevant experiential and contextual knowledge. Data from this
group were collected through semi-structured interviews and Focus Group Discussions (FGDs),
enabling in-depth exploration of stakeholder perspectives on interpretation challenges, cultural
sustainability, and digital media adoption.

Development of Research Questions

Research questions were developed through an iterative process grounded in both theo-
retical frameworks and empirical exploration. Initially, an extensive literature review was con-
ducted on Subak cultural heritage, sustainable tourism, heritage interpretation, edutourism, and
digitalization in tourism villages (Davis, 1989; Nowacki, 2021; Abrahams & Bama, 2023; Hastuti
et al., 2023; Halim et al., 2023; Pramesti, 2024). This review facilitated the identification of
conceptual gaps related to tourists’ limited understanding of Subak philosophy and the lack of
systematically designed digital interpretation media.

Subsequently, preliminary field observations, tourist surveys, interviews, and FGDs were
undertaken to contextualize these theoretical insights within the specific conditions of Jatiluwih
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Village. Insights from this preliminary stage informed the formulation of research questions fo-

cusing on:

1. tourists’ knowledge, perceptions, and information needs regarding Subak cultural heritage;

2. stakeholder perspectives on challenges and opportunities in Subak interpretation and
preservation; and

3. the effectiveness of digital interpretation media in enhancing educational tourism experi-
ences and supporting cultural sustainability.

4. This process ensured that the research questions were theoretically informed, empirically
grounded, and directly aligned with the study’s development-oriented objectives.

Research Procedure

The research procedure followed three sequential stages adapted from Borg and Gall
(1983):
1. Preliminary Research
This stage involved a literature review, tourist questionnaires, semi-structured interviews,
and FGDs to identify existing interpretation gaps, assess visitor information needs, and es-
tablish content and design requirements for Subak educational media.

2. Product Development
Based on findings from the preliminary stage, an initial prototype of the interactive digital
Subak book was developed. The content incorporated local narratives, photographs, illus-
trations, maps, and QR codes, and was designed in accordance with principles of heritage
interpretation (Nowacki, 2021) and edutourism (Abrahams & Bama, 2023). Content validity
was ensured through iterative consultation with local stakeholders and subject-matter ex-
perts.

3. Limited Trial
The draft digital book was distributed to selected pekaseh, tour guides, tourism managers,
and tourists for evaluation. Feedback was collected regarding content clarity, cultural rele-
vance, design quality, and usability. These criteria were used as evaluative indicators to re-
fine and improve the digital product prior to broader dissemination.

Data Collection and Analysis

The study adopted a mixed-methods approach by integrating quantitative and qualitative
data to enhance analytical robustness. Quantitative data were collected through structured
tourist questionnaires and analyzed using descriptive statistics, including frequencies and per-
centages, to describe respondent characteristics, levels of Subak knowledge, and preferences
for interpretation media.

Qualitative data were obtained through interviews, FGDs, and field documentation, in-
cluding observational notes and photographs. These data were analyzed using thematic analy-
sis, involving systematic coding, categorization, and interpretation of recurring patterns related
to interpretation needs, cultural values, and digital media effectiveness.

Integration of quantitative and qualitative findings was conducted at the interpretation
stage to triangulate results and formulate a comprehensive digital heritage interpretation strat-
egy for Subak cultural heritage. This integrative analysis also enabled an evaluation of the de-
veloped digital book’s effectiveness as an educational medium supporting cultural sustainability
and heritage preservation.

Results and Discussions
Results

Tourist Profile and Visit Characteristics

An overview of respondents’ demographic characteristics, visit experience, sources of in-
formation, levels of knowledge about Subak, and preferences for educational media is summa-
rized in Table 1. The survey was conducted during the preliminary research stage between 12
and 14 June 2025 and involved 150 tourists visiting Jatiluwih Village.
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As shown in Table 1, European visitors constituted the dominant segment, accounting for
64% of respondents. Domestic tourists represented 13.3%, followed by visitors from Asia
(10%), the Americas (5.3%), Australia (4.7%), and Africa (2.7%). This distribution confirms the
strong orientation of Jatiluwih toward international particularly European tourism markets, high-
lighting the need for interpretation media that are linguistically accessible and culturally explan-

atory for foreign visitors.
Table 1. Summary of Questionnaire Dissemination

Aspect Category Number (peo- Percentage

ple) (%)

Tourist Origin Europe 96 64.0

Domestic (Indonesia) 20 13.3

Asia 15 10.0

Americas 8 5.3

Australia 7 4.7

Africa 4 2.7

Gender Male 78 52.0

Female 72 48.0

Age < 20 years 5 3.3

20-30 years 42 28.0

31-40 years 36 24.0

41-50 years 38 25.3

> 50 years 29 19.3

Occupation Professional 101 67.3

Entrepreneur 17 11.3

Civil Servant (ASN) 12 8.0

Student 6 4.0

Other 14 9.3

Visit Experience First time 137 91.3

Have visited before 13 8.7

Visit Motivation Rice-terrace scenery 95 63.3

Culture and traditions 30 20.0

Trekking 15 10.0

Photography 10 6.7

Information Source Internet & social media 72 48.0

Tour guide 42 28.0

Friends/relatives 21 14.0

Other 15 10.0

Level of Knowledge about No knowledge at all 45 30.0

Subak Know a little 65 43.3

Familiar 30 20.0

Very familiar 10 6.7

Interest in Subak History 102 68.0

Tri Hita Karana philosophy 95 63.3

Farmers’ lives 85 56.7

Rituals 80 53.3

Irrigation process 78 52.0

Modernization challenges 66 44.0

Preferred Educational Media Digital book 90 60.0

Educational video 70 46.7

Mobile application 35 23.3

AR/VR 25 16.7

Virtual tour 15 10.0

Preferred Interactive Features Photos & illustrations 115 76.7

Video 95 63.3

Interactive map 85 56.7

Audio 50 333

Quiz 40 26.7

Digital Access / Content Sharing  Willing to access via QR 120 80.0
code

Very likely to share 65 43.3
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Likely to share 50 33.3
Will not share 35 234

Source: Authors' field survey, Jatiluwih, 2025

Gender distribution among respondents was relatively balanced, with males accounting
for 52% and females for 48%. The age profile indicates that the majority of visitors were young
to middle-aged adults. Visitors aged 20-30 years comprised 28% of the sample, followed by
those aged 3140 years (24%) and 41-50 years (25.3%). Respondents under 20 years old ac-
counted for only 3.3%, while those over 50 years represented 19.3%. This composition sug-
gests that most visitors belong to productive and digitally literate age groups, reinforcing the
relevance of digital interpretation media.

In terms of occupation, professionals formed the largest group (67.3%), followed by en-
trepreneurs (11.3%), civil servants (8%), students (4%), and other occupations (9.3%). Nota-
bly, 91.3% of respondents were first-time visitors to Jatiluwih, indicating limited prior exposure
to Subak-related information and underscoring the importance of on-site interpretation for ini-
tial visitor understanding.

Visitor Motivation and Information Sources

Survey results indicate that visual appreciation of the rice terraces remains the primary
motivation for visiting Jatiluwih. As presented in Table 1, 63.3% of respondents cited scenic
enjoyment as their main motivation, while cultural and traditional interest accounted for 20%.
Other motivations included trekking (10%) and photography (6.7%). These findings suggest
that although cultural interest exists, it remains secondary to landscape-based motivations, re-
inforcing concerns about the superficial consumption of heritage.

Prior to their visit, tourists relied predominantly on digital information channels. Internet
and social media platforms were the main sources of information for 48% of respondents, fol-
lowed by tour guides (28%), friends or relatives (14%), and other sources (10%). This pattern
highlights the strategic importance of digital media in shaping visitor expectations and
knowledge before arrival, as well as the potential role of digital interpretation tools in comple-
menting or substituting direct guide-based explanations.

Knowledge and Interest in Subak Cultural Heritage

Despite Jatiluwih’s UNESCO designation, tourists’ prior knowledge of the Subak system
was generally limited. As indicated in Table 1, 30% of respondents reported having no
knowledge of Subak, while 43.3% stated that they knew very little. Only 20% indicated famili-
arity, and a mere 6.7% considered themselves very familiar with the system. Overall, more
than 70% of visitors entered the destination with minimal understanding of Subak as a cultural
and irrigation system.

In contrast to this limited knowledge, respondents expressed strong interest in learning
about Subak. Interest in Subak history was reported by 68% of tourists, followed by the Tri Hita
Karana philosophy (63.3%), farmers’ livelihoods (56.7%), rituals (53.3%), irrigation processes
(52%), and modernization-related challenges (44%). This discrepancy between low prior
knowledge and high learning interest indicates a substantial interpretative gap and reveals sig-
nificant potential for educational and edutourism-oriented interventions.

Preferences for Educational Media and Digital Features

Tourists demonstrated a clear preference for digital-based educational media. As summa-
rized in Table 1, digital books were the most favored medium (60%), followed by educational
videos (46.7%) and mobile applications (23.3%). More advanced technologies, such as aug-
mented or virtual reality and virtual tours, attracted comparatively lower interest, suggesting
that accessible and low-complexity digital formats are more appropriate for this visitor segment.

Regarding preferred digital features, photos and illustrations were selected by 76.7% of
respondents, followed by videos (63.3%) and interactive maps (56.7%). Audio features and
quizzes were less preferred. Importantly, 80% of respondents expressed willingness to access
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educational content through QR codes. Furthermore, a substantial proportion indicated their
likelihood of sharing digital content, with 43.3% reporting being very likely and 33.3% likely to
do so. These findings suggest strong potential for digital interpretation tools to extend visitor
engagement beyond the site through content sharing.

Focus Group Discussion Findings

Findings from the Focus Group Discussion involving tour guides, pekaseh, customary
leaders, and tourism managers revealed several structural challenges in Subak interpretation. A
key issue identified was the limited number of tour guides relative to visitor volume, resulting in
many tourists receiving little or no explanation during their visit. Language barriers further ex-
acerbated this issue, particularly given the predominance of European visitors and the limited
foreign language proficiency among some guides.

Participants also highlighted inconsistencies in the depth and accuracy of information de-
livered to tourists. Not all guides possessed comprehensive knowledge of Subak, including its
philosophical foundations, irrigation mechanisms, rituals, and farmers’ livelihoods. These incon-
sistencies were perceived as reducing the overall quality of visitor understanding and potentially
misrepresenting Subak as a cultural system. Consequently, FGD participants collectively empha-
sized the need for standardized, accurate, and easily accessible digital educational materials to
support both guides and independent visitors.

Product Development and Limited Trial Results

Based on the preliminary research findings, an interactive digital book on Subak cultural
heritage was developed. The content covered Subak history, the Tri Hita Karana philosophy,
irrigation processes, farmers’ livelihoods, and challenges related to modernization. The digital
book incorporated photographs, illustrations, and short videos accessed through QR codes and
was structured in accordance with principles of heritage interpretation and edutourism.

During the limited trial stage, the digital book was distributed to pekasef, tourism man-
agers, tour guides, and selected tourists. Stakeholder feedback indicated that the digital book
was perceived as a useful tool for supporting Subak preservation and assisting guides in deliver-
ing consistent explanations to visitors. Tourists reported that the digital book was easy to use
and more engaging than verbal explanations alone. Suggestions for improvement primarily con-
cerned the inclusion of additional contextual photographs illustrating farmers’ daily activities.
These inputs were incorporated into subsequent revisions of the digital product.

Discussions

The findings of this study reveal a critical disjunction between tourists’ visual engagement
with the Jatiluwih landscape and their understanding of Subak as a complex cultural and irriga-
tion system. Although the majority of visitors belong to productive-age groups and are accus-
tomed to digital technology, more than 70% of respondents reported minimal prior knowledge
of Subak. At the same time, tourists expressed strong interest in interactive educational media,
particularly digital books and videos. This pattern indicates that the challenge facing heritage
tourism in Jatiluwih is not a lack of visitor interest but rather the absence of effective interpreta-
tion mechanisms capable of translating visual appreciation into cultural understanding.

From a heritage interpretation perspective, these findings empirically reinforce Nowacki’s
(2021) assertion that interpretation should move beyond factual information delivery toward the
communication of meanings and values that are emotionally and intellectually engaging. The
interactive digital book developed in this study operationalizes this principle by embedding
Subak narratives, philosophical foundations, and everyday practices within an accessible digital
format. The integration of QR codes enables a flexible, visitor-centered interpretation process
that reduces dependence on tour guide availability and addresses the inconsistencies in narra-
tive depth identified through the Focus Group Discussions. In doing so, the study supports and
extends prior research emphasizing the growing role of digital interpretation tools in enhancing
interpretive depth and visitor engagement in heritage tourism contexts (Moreno-Melgarejo et
al., 2019).
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Viewed through an edutourism lens, the results align with Abrahams and Bama’s (2023)
argument that tourism experiences enriched with educational elements enhance visitor en-
gagement while strengthening destination sustainability. The digital book allows tourists to ac-
tively explore Subak history, the Tri Hita Karana philosophy, irrigation practices, and contempo-
rary challenges, thereby transforming passive sightseeing into structured cultural learning. The
incorporation of visual elements, illustrations, and interactive maps further facilitates experien-
tial learning, which is central to edutourism practices (Sumarmi et al., 2020). Importantly, this
study extends edutourism theory by demonstrating that digital interpretation media can simul-
taneously function as educational tools, experiential enhancers, and cultural mediation instru-
ments within living cultural landscapes.

The findings also contribute to the Technology Acceptance Model (TAM) by providing em-
pirical evidence from a heritage tourism context. Consistent with Davis (1989), tourists’ strong
preference for digital books and their willingness to access content via QR codes indicate high
levels of perceived usefulness and perceived ease of use. The positive reception of the digital
book suggests that digital interpretation media aligned with tourists’ technological habits and
information-seeking behaviors are more likely to be adopted. Moreover, feedback requesting
multilingual content and richer visual materials highlights the importance of information quality
and contextual relevance, supporting later extensions of TAM that emphasize content relevance
as a critical determinant of technology acceptance (Kraja et al., 2025).

Beyond visitor experience, the Focus Group Discussion findings reveal broader structural
challenges commonly faced by tourism villages, including limited guide capacity, language bar-
riers, and fragmented knowledge transmission. In this respect, the study supports Polukhina et
al. (2025), who argue that digitalization enables tourism villages to evolve into integrated digital
ecosystems rather than remain solely physical destinations. The digital book developed in this
research thus functions not only as an interpretive and educational medium but also as a cul-
tural preservation instrument. By systematically documenting Subak knowledge, philosophies,
and practices, the digital book contributes to intergenerational knowledge transfer and miti-
gates the risk of cultural erosion associated with occupational shifts and modernization pres-
sures.

Theoretical Implications

This study makes three interrelated theoretical contributions. First, it advances heritage
interpretation theory by demonstrating how digital media can operationalize interpretive princi-
ples within living cultural heritage systems, particularly in contexts where human interpretive
resources are limited. Second, it enriches edutourism literature by empirically showing how in-
teractive digital tools can transform heritage tourism from predominantly visual consumption
into structured educational engagement. Third, it contributes to technology acceptance theory
by validating core TAM constructs in a cultural heritage tourism setting and highlighting the
central role of usability, content relevance, and contextual quality in shaping visitor acceptance
of digital interpretation media.

Conclusions

This study confirms that tourists’ limited comprehension of Subak’s cultural values repre-
sents a critical challenge for heritage tourism management in Jatiluwih. While most visitors are
primarily motivated by scenic appreciation, their understanding of the Tri Hita Karana philoso-
phy and the cultural practices underlying the Subak irrigation system remains minimal. These
findings, corroborated by Focus Group Discussions, further reveal structural constraints, includ-
ing limited guide availability, language barriers, and inconsistencies in information delivery,
which collectively weaken the effectiveness of conventional interpretation practices.

By employing a Research and Development approach encompassing preliminary research,
product development, and limited trials, this study formulates a digital heritage interpretation
strategy through the development of an interactive digital book integrated with QR code tech-
nology. The results demonstrate that this medium is accessible, engaging, and beneficial for
both tourists and local stakeholders. Within a heritage interpretation framework, the digital
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book effectively communicates cultural meanings at both emotional and intellectual levels. From
an edutourism perspective, it enhances tourism experiences by embedding structured educa-
tional value into recreational activities. Furthermore, analysis grounded in the Technology Ac-
ceptance Model confirms that tourists’ acceptance of the digital book is strongly influenced by
perceived usefulness and perceived ease of use, indicating its suitability for contemporary,
technology-oriented visitor segments.

Theoretical, Practical, and Policy Implications

Theoretically, this study advances the integration of heritage interpretation, edutourism,
and technology acceptance theories by proposing an empirically grounded model of digital her-
itage interpretation tailored to living cultural landscapes. It demonstrates how digital media can
operationalize interpretive principles while simultaneously supporting educational tourism objec-
tives and technology adoption dynamics.

Practically, the interactive digital book provides a standardized and flexible interpretive
tool that supports consistent knowledge delivery, assists tour guides, and enhances visitor
learning experiences. As a digital archive of Subak knowledge, it also contributes to cultural
preservation by facilitating intergenerational knowledge transmission and mitigating the risk of
cultural erosion. From a policy perspective, the findings suggest that digital interpretation
should be systematically incorporated into heritage tourism management strategies, particularly
in destinations facing human resource limitations and linguistic diversity. Institutional support
for digital interpretation initiatives can strengthen heritage sustainability while enhancing desti-
nation competitiveness.

Recommendations and Future Research

Several recommendations emerge from this study. First, the digital book should be dis-
seminated through official destination platforms, social media channels, and partnerships with
travel agencies to maximize accessibility and reach. Second, it should be institutionalized as a
standardized interpretive reference for tour guides to ensure informational consistency and ac-
curacy. Third, sustained involvement of local communities in content development is essential
to preserve cultural authenticity and ensure contextual relevance.

This study acknowledges certain limitations. The use of accidental sampling may intro-
duce sampling bias, and the limited trial phase involved a relatively small number of partici-
pants. In addition, the research focused primarily on digital books, while more advanced digital
technologies such as mobile applications, augmented reality, and virtual reality were not exam-
ined in depth. Future research should therefore conduct longitudinal assessments to evaluate
long-term impacts on tourists’ knowledge, attitudes, and conservation-oriented behaviors, and
further explore the integration of advanced digital technologies to support smart and sustaina-
ble heritage tourism governance.
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Introduction

Global meetings, incentives, conventions, and exhibitions (MICE) are rebounding fast and
getting more digital (Romanova, 2025). Contemporary industry assessments approximate the
valuation of the MICE sector for the years 2024-2025 to be in the range of USD 0.87-1.23 tril-
lion. It is anticipated that there will be mid-to-high single-digit annual growth from 2030 to
2034, as corporate travel resumes and hybrid formats expand. For various destinations, this
represents a substantial and increasingly technology-influenced demand reservoir (Grand View
Research, 2025). Bali sits at the center of Indonesia’s quality-tourism push and is a proven
MICE stage (e.g., G20 presidency meetings in Nusa Dua, 2021-2022). It fields tier-one venues
such as Bali Nusa Dua Convention Center (BNDCC) with 44 rooms and capacity up to ~10,000
delegates, and other large facilities across ITDC Nusa Dua (BNDCC, 2024). Post-pandemic re-
covery has been sharp: official statistics recorded 625,665 foreign arrivals in July 2024 (up
20.11% MoM) (BPS-Bali, 2024), with annual international arrivals topping 6.3 million in 2024
according to industry summaries (BPS-Statistics Bali, 2025).

Bali's tourism sector is undergoing reforms by policymakers to maintain quality and sus-
tainability, consequently urging destination marketers to enhance their digital professionalism
beyond traditional volume-focused strategies. Digital marketing has become the predominant
arena, with global ad expenditure exceeding USD $1 trillion, particularly flourishing in mobile
and social media; platforms like TikTok and Instagram now influence travel itineraries and
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crowd dynamics, presenting both opportunities and challenges for destinations, while MICE par-
ticipants expect integrated, seamless experiences across multiple channels and professional
assurances to mitigate event risks (Flynn & Fischer, 2024). Three research areas are thoroughly
established yet rarely amalgamated within the scope of MICE destinations, especially regarding
Bali. The affordances of social media influence destination image, with recent studies indicating
that interactivity, social presence, and richness of format (from a technology-affordance per-
spective) significantly affect cognitive and affective perceptions of destination image and subse-
quent intentions, though this has primarily been explored within leisure markets rather than
MICE sectors (Liu et al., 2024). Omnichannel integration quality (OCIQ) research indicates that
superior integration and seamless cross-channel interactions enhance engagement, satisfaction,
and loyalty; however, tourism applications tend to be more focused on specific venues or firms
rather than encompassing broader destination-level perspectives, with emerging empirical stud-
ies in hospitality rarely connecting OCIQ to destination image or competitiveness (Gerea et al.,
2021). Destination image significantly influences perceived competitiveness in the MICE sector,
with recent studies focusing on integrated models linking Social-Media Affordance Quality and
Omnichannel Integration to destination image and competitiveness, yet comprehensive multi-
group analyses comparing first-time and repeat business travelers remain limited (Nazir et al.,
2021). Segmentation theory posits that initial visitors prioritize mediated cues, whereas return-
ing visitors assess their cumulative experiences and cross-channel consistency; however, PLS-
MGA analyses of these dynamics in MICE destinations remain scarce (Schofield et al., 2020).
This research explores the integration of technology-affordance and omnichannel per-
spectives within a structural model of MICE competitiveness in Bali, while examining the heter-
ogeneity between first-time and repeat visitors. Despite extensive research on social media
marketing, omnichannel integration, and destination image in tourism, three key gaps remain.
First, prior studies predominantly focus on leisure tourism, with limited empirical evidence in the
MICE context, where risk, professionalism, and coordination are critical. Second, omnichannel
integration has rarely been examined at the destination level, particularly in relation to destina-
tion image and competitiveness. Third, few studies compare how first-time and repeat MICE
visitors differ in their digital cue processing using robust multi-group PLS-SEM techniques. Be-
yond the theoretical gaps, a practical gap is currently observable in Bali's MICE digital journey:
stakeholders’ digital touchpoints often operate as disconnected channels rather than an inte-
grated system. Prospective event organizers and attendees may encounter inconsistent infor-
mation across official social media, destination/venue websites, online travel/business listings,
and direct messaging channels (e.g., email/WhatsApp), including differences in venue specifica-
tions, package inclusions, availability cues, and response standards. This fragmentation creates
customer effort (repeated inquiries, duplicated data submission, unclear next steps) and can
weaken perceptions of professional coordination, even when the destination’s physical MICE
infrastructure is strong. In high-stakes MICE decision-making where reliability, time efficiency,
and risk reduction are critical, such digital inconsistency becomes a salient negative signal, po-
tentially diluting MICE destination image and reducing perceived competitiveness. Therefore,
examining how social-media affordance quality (SMAQ) and omnichannel integration quality
(OCIQ) shape MICE destination image and competitiveness is not only theoretically relevant but
also directly addresses an operational challenge currently faced in Bali's MICE market.
Accordingly, this study aims to: (1) examine the effects of Social-Media Affordance Quali-
ty (SMAQ) and Omnichannel Integration Quality (OCIQ) on MICE destination image and per-
ceived competitiveness; (2) test the mediating role of destination image; and (3) analyze differ-
ences between first-time and repeat visitors using MICOM and PLS-MGA. This study contributes
theoretically by integrating affordance theory with omnichannel customer experience at the
destination level. Specifically, it explains how SMAQ and OCIQ can function as signals of profes-
sional competence in B2B/B2C MICE markets through their influence on destination image. In
addition, the study advances competitiveness research by positioning destination image as a
key mediating mechanism linking digital marketing quality to competitive perceptions. It also
incorporates visitor experience variability to clarify whether image-based persuasion is more
salient for first-time visitors, while integration quality may matter more for repeat attendees.
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Methodologically, the study employs PLS-SEM with bootstrapping. Measurement invari-
ance is assessed using MICOM, and group-wise structural path differences are tested via PLS-
MGA, consistent with contemporary PLS procedures and SmartPLS guidelines. Practically, the
findings offer actionable direction for Bali's Destination Management Organization and venue
consortium. The results identify two strategic digital initiatives, SMAQ and OCIQ, that can be
strengthened to enhance MICE destination image and perceived competitiveness among event
organizers and attendees, aligning with Bali's ongoing MICE capacity development and quality-
enhancement agenda.

The affordances of social media namely interactivity, navigability, and format richness
significantly influence audience perceptions of destinations by enhancing social presence and
parasocial interactions, thereby increasing the diagnostic and credibility of digital cues, as evi-
denced by recent research in Tourism Management which indicates a direct, positive impact on
destination image formation, particularly relevant in the MICE sector where concerns of risk and
professionalism are paramount (Liu et al., 2024). Extensive studies of user-generated reviews
reveal that digital content significantly influences destination perception across diverse cultures
and languages, thereby altering mental frameworks regarding a destination's viability and at-
tractiveness for events (Wang et al., 2024). Comprehensive social media studies connect plat-
form mechanisms to image, value, and behavioral objectives, thereby elucidating the relation-
ship from affordances to image in tourism decision-making (Keelson et al., 2024). Platform-
native formats exhibit "meme-affordance" effects that enhance travel intentions through the
amplification of imitation and emotional resonance, serving as a cue-rich affordance mechanism
(Yhee et al., 2024). An exemplary MICE representation significantly enhances perceived com-
petitiveness, serving as the crucial connection between online impressions and evaluative
judgments of a destination's competitive capacity(Gonzalez-Rodriguez et al., 2023). Further-
more, research on destination alignment indicates that social and search-driven digital market-
ing significantly influences tourists' perceptions and competitive assessments of locations, sup-
porting the anticipated relationship between affordances and competitiveness, mediated by im-
agery (Cooper et al., 2021). Empirical evaluations of destination competitiveness underscore the
significance of digitalization and data-driven communication within extensive competitiveness
frameworks, reinforcing the idea that superior social media interactions can enhance perceived
competitiveness in B2B/B2C MICE sectors (Song, 2024). MICE-centric research delineates de-
terminants of destination competitiveness such as accessibility and infrastructure, positing that
the quality of professional signaling and information, facilitated by social media, significantly
influences selection processes, thereby reinforcing the direct relationship between SMAQ and
PMDC (Cooper et al., 2021).

Hence, subsequent hypotheses were proposed :

Hla: Social-Media Affordance Quality positively influences MICE Destination Image.
H1lb: Social-Media Affordance Quality positively influences Perceived MICE Destination Compet-
itiveness.

High-quality omnichannel integration characterized by cohesive coordination of digital
and physical interactions enhances business tourists' perceptions of a MICE destination's image
and competitiveness, as evidenced by empirical research indicating that tightly integrated chan-
nels yield greater customer engagement, satisfaction, and loyalty through a coherent brand
experience (Lazaris et al., 2021; Rahman et al., 2025). Likewise, Liu et al. (2024) illustrate that
enhanced quality of omnichannel integration markedly enhances cross-channel retention by
diminishing friction in the customer journey and elevating perceived value. In the realm of tour-
ism, Nasution et al. (2025) assert that omnichannel marketing significantly bolsters appealing
inbound marketing and unforgettable experiences, subsequently strengthening the destination
image and fostering loyalty towards Indonesian locales. When a convention city provides inte-
grated digital resources and services, it fosters a positive MICE destination image among busi-
ness event planners and delegates, which is crucial for resilience and attractiveness, as evi-
denced by a longitudinal study in Thailand revealing that a favorable destination image aids
stakeholders in crisis recovery and in maintaining appeal for international events (Rittichainuwat
et al., 2020). And also Sriraksa et al. (2021) delineate accessibility, MICE experience, accom-
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modation, and supporting infrastructure as pivotal factors influencing MICE destination competi-

tiveness, with high-quality omnichannel integration effectively facilitating the coordination of

these elements, such as seamless connections between flights, venues, hotels, and city ser-

vices. A hypothesis is proposed:

H2a: Omnichannel Integration Quality positively influences MICE Destination Image.

H2b: Omnichannel Integration Quality positively influences Perceived MICE Destination Com-
petitiveness.

Empirical and conceptual work in tourism competitiveness consistently shows that a fa-
vorable destination image is a key antecedent of how competitive a destination is perceived to
be, which supports the assumption that MICE destination image will positively influence per-
ceived MICE destination competitiveness. Sin et al. (2021) demonstrate that tourists’ evalua-
tions of destination image have a significant positive effect on destination competitiveness in
the Sibu Heritage Trail case, arguing that a strong image helps destinations secure long-term
profitability and market position. Therefore, Tse & Tung (2022) show that residents’ behaviors
shape destination image and, in turn, destination competitiveness, highlighting image as a stra-
tegic lever for destinations seeking to strengthen their competitive standing. In the specific
MICE context, Rittichainuwat et al. (2020) find that Thailand'’s resilient MICE destination image,
built on factors such as value for money, hospitality, and international-standard venues, under-
pins the country’s ability to remain a competitive MICE hub during crises. Expanding this logic,
Gonzalez-Rodriguez et al. (2023) conceptualize tourist destination competitiveness as rooted in
both comparative and competitive advantages, noting that attractiveness and reputational at-
tributes captured in destination image are central to improving a destination’s position in global
rankings. A comprehensive review by Cronjé & du Plessis (2020) concludes that many of the
most frequently cited determinants of destination competitiveness, such as perceived quality,
uniqueness, and overall attractiveness, are essentially image-laden constructs, reinforcing the
idea that managing destination image is critical for maintaining competitive advantage. More re-
cently Ramos & Pinto (2024) show that gastronomic image, as a component of overall destina-
tion image, significantly enhances tourism competitiveness, arguing that destinations that
communicate a distinctive, high-quality image gain a stronger competitive position in interna-
tional markets. Taken together, these findings justify the hypothesis that a stronger, more posi-
tive MICE destination image will translate into higher perceived MICE destination competitive-
ness.

Thus, hypotheses were formulated:

H3: MICE Destination Image positively influences Perceived MICE Destination Competitive-
ness.

Recent studies indicate that social media affordances, such as interactivity and visibility,
significantly influence the cognitive and affective perceptions of tourist destinations, ultimately
affecting visitors' intentions and the competitive edge of these locations, as demonstrated by
Liu et al. (2024) in the context of rural tourism in China, thus highlighting the importance of
strategic utilization of social media in enhancing destination appeal. Omnichannel literature indi-
cates that effective channel integration, characterized by information consistency, order process
alignment, online-offline synchronization, and seamless channel switching, significantly enhanc-
es customer experience, engagement, and loyalty, thereby serving as a competitive advantage
through improved customer acquisition and retention in competitive markets (Gerea et al.,
2021). Empirically, Gao et al. (2021) demonstrate that channel integration quality enhances
customer experience across various touchpoints and leads to favorable behavioral outcomes
(e.g., repurchase intention) in the context of omnichannel retail. Quantitative analyses of omni-
channel strategies indicate that mediation via customer experience and engagement is preva-
lent; Lazaris et al. (2021) demonstrated that enhanced omnichannel integration positively influ-
ences customer satisfaction and loyalty intentions, with satisfaction serving as a primary media-
tor between omnichannel intensity and loyalty outcomes. The MICE literature substantiates that
destination competitiveness is crucial for attracting events and participants, thereby enhancing
satisfaction. Yoon & Wang (2023) define MICE destination competitiveness as its capacity to
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draw event attendees and enhance corporate performance via supply chain integration and
stakeholder collaboration. And also Zazueta-Hernandez & Velarde-Valdez (2024) examined the
determinants of MICE competitiveness in Mazatlan, identifying demand and resources as pivotal
factors. The interplay between social media affordances and omnichannel integration signifi-
cantly influences the MICE destination experience/image, serving as precursors to shaping per-
ceptions of competitiveness, with social media impacting destination image and behavior while
omnichannel integration affects experience, engagement, and loyalty through mediation (Liu et
al., 2024). The perceived competitiveness of MICE destinations is contingent upon market per-
ceptions regarding their capability to effectively host events, suggesting that the MICE destina-
tion's image serves as a mediator linking SMAQ and OIQ to perceived competitiveness in host-
ing international conferences and exhibitions (Zazueta-Hernandez & Velarde-Valdez, 2024).
A hypothesis is proposed :
H4a: MICE Destination mediates the relationship between Social-Media Affordance Quality and
Perceived MICE Destination Competitiveness.
H4b: MICE Destination mediates the relationship between Omnichannel Integration Quality and
Perceived MICE Destination Competitiveness.

High social-media affordances (interactivity, navigability, format richness) enhance diag-
nostic and social presence, which strengthens destination image formation (Liu et al., 2024;
Wang et al., 2023). Yet this effect should be stronger for first-time visitors, who rely more on
mediated cues than on memory of prior trips; segmentation work documents systematic image
differences by experience status (Schofield et al., 2020; Wang et al., 2023). Evidence from so-
cial-media information-quality studies also shows moderation by prior knowledge/experience in
digital persuasion, implying that novices are more susceptible to high-affordance content (Wang
et al., 2023). Event/participation contexts similarly show digital/program cues shaping image
formation, again consistent with stronger impacts among less experienced visitors (Avloniti et
al., 2025). Omnichannel integration quality (consistency and seamless handoffs across web—
email, app—messaging—on-site) improves evaluations and experience quality (Buckley & Feld-
man, 2024). In services and hospitality, integrated channel attributes and “seamless journeys”
raise perceived professionalism and reduce risk, which should map onto destination image in
MICE (Alim et al., 2025). Because repeaters have richer episodic memories of a place, they
weigh cross-channel consistency more heavily than first-timers when updating image; this
aligns with experience-contingent processing in destination evaluations (Schofield et al., 2020).
Contemporary competitiveness research treats destination image as a proximal antecedent of
perceived destination competitiveness (demand-side) (Gonzalez-Rodriguez et al., 2023; Song,
2024). As an image crystallizes professional capability and comparative advantages in the audi-
ence’s mind, stronger images yield higher competitiveness assessments—especially in risk-
sensitive B2B/B2C MICE decisions (Ban et al., 2025; Litvinova-Kulikova et al., 2023). Because
first-timers lack experiential baselines, they lean more on image signals when judging competi-
tiveness; repeaters temper image with accumulated performance knowledge, implying a
stronger DI-MICE to PMDC effect for first-timers (Lee & Kim, 2023; Schofield et al., 2020).

A hypothesis is proposed:

H5a: Visitor experience moderates the effect of Social-Media Affordance Quality on MICE Des-
tination Image.

H5b: Visitor experience moderates the effect of Omnichannel Integration Quality on MICE Des-
tination Image.

H5c: Visitor experience moderates the effect of MICE Destination Image on Perceived MICE

Destination Competitiveness.

This research formulates hypotheses based on theoretical and empirical insights, depicted
in Figure 1.
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Figure 1. Conceptual framework

Methodology

We employed a quantitative, cross-sectional survey and estimated the model with PLS-
SEM (SmartPLS 4) in line with the study followed established PLS-SEM procedures for tourism
and hospitality research. The context was international visitors in Bali evaluating the island’s
MICE capability during their stay. The study employed a sample size of 300 respondents to en-
sure adequate statistical power and robust estimation in PLS-SEM, consistent with the recom-
mendations (Hair et al., 2019). The measurement model included four reflective latent varia-
bles: Social-Media Affordance Quality (SMAQ), Omnichannel Integration Quality (OCIQ), MICE
Destination Image (DI-MICE), and Perceived MICE Destination Competitiveness (PMDC)—
operationalized by a total of 17 indicators (SMAQ = 4, OCIQ = 4, DI-MICE = 4, PMDC = 5).
Following Hair et al. (2019), the minimum sample size in PLS-SEM should be evaluated based
on (i) the maximum number of indicators used to measure a construct and (ii) the maximum
number of structural paths directed at an endogenous construct. In this model, the largest indi-
cator block is 5 indicators (PMDC), and the most complex endogenous construct (PMDC) has
three incoming paths (from SMAQ, OCIQ, and DI-MICE). Therefore, even under conservative
heuristics (e.g., the 10-times rule as a lower-bound check), the minimum required sample
would be well below 300, and the chosen n = 300 provides a stronger basis for stable boot-
strapping results and effect estimation. Moreover, because the analysis also compares first-time
vs repeat visitors using MICOM and PLS-MGA, a larger sample is necessary to maintain reliable
estimation in each subgroup; the balanced split (150/150) further supports measurement invar-
iance testing and meaningful group-wise comparisons. Fieldwork followed the attachment’s
timetable (February—August 2025). Sampling was purposive intercept at hotels, venues, and
attractions with a QR link, respondents were aged 18 years or older, stayed in Bali for at least
one night, and con-firmed prior interaction with Bali’s official MICE digital channels (social me-
dia and web-site/app/WhatsApp), and consistent with the attachment’s emphasis on recruiting
tourists who directly interacted with the destination’s digital marketing. The questionnaire oper-
ationalized four reflective constructs: Social-Media Affordance Quality (SMAQ), Omnichannel
Integration Quality (OCIQ), MICE Destination Image (DI-MICE), and Perceived MICE Destina-
tion Competitiveness (PMDC)—each measured with five items on a five-point Likert scale (1 =
strongly disagree, 5 = strongly agree) (Croasmun & Ostrom, 2011); a small expert pretest
(~30) ensured clarity and reliability before the main run (Sekaran & Bougie, 2016).

All respondents provided informed consent before participation and were assured ano-
nymity in line with ethical research standards. We screened for data quality (e.g., straight-
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lining, extremely short completion, failed attention checks), and then followed the standard
two-phase PLS workflow: first validating the measurement model (outer loadings, CR > .70,
AVE = .50, HTMT < .90, and inner VIF < 5) and, second, testing the structural model using
bias-corrected bootstrapping (5,000 resamples) with reports of B, confidence intervals, 2, and
Q2 (Hair et al., 2019). Mediation was assessed for SMAQ/OCIQ — DI-MICE — PMDC via boot-
strapped indirect effects (with effect-size interpretation), and moderation by visitor experience
was examined via MICOM (configural and compositional invariance; equality of
means/variances) followed by PLS-MGA and permutation tests to compare paths across first-
time versus repeater groups; directional hypotheses were evaluated one-tailed (Cheah et al.,
2023). The mediation effect is analyzed using the statistical measure upsilon v, derived from
the mediation coefficient. According to Lachowicz et al. (2018) and Ogbeibu et al. (2022), a
value of v = 0.02 indicates minimal mediation, 0.075 indicates moderate mediation, and 0.175
indicates strong mediation. Visitor experience was operationalized as a binary moderator, dis-
tinguishing first-time visitors (first visit to Bali) from repeat visitors (two or more prior visits),
following destination image segmentation theory.

Results and Discussions
Results

Demographic Respondents

Table 1 indicates that the 300-responder sample is intentionally balanced by visit status
(first-time vs repeater = 150/150), which strengthens the validity of the measurement invari-
ance assessment (MICOM) and supports interpretable group-wise comparisons (PLS-MGA). This
design reduces the risk that observed differences in structural paths are artifacts of unequal
group sizes rather than genuine experience-based differences. The sample also provides a
strong basis for evaluating digital-quality mechanisms because it is dominated by the working-
age cohort (25-34 = 39.7%; 35-44 = 24.3%). Working-age travelers are typically frequent
users of mobile and platform-based travel planning and are therefore more likely to engage
with multiple digital touchpoints (social media discovery, website verification, messaging, book-
ing interfaces, and on-site updates). This demographic profile increases the likelihood that re-
spondents’ assessments of SMAQ (interactivity, navigability, format richness) and OCIQ (cross-
channel consistency and seamlessness) are grounded in actual usage rather than limited expo-
sure. The geographic composition (Asia—Pacific = 55.7%, Europe = 20.0%, North America =
10.3%) also adds analytical value because respondents bring different digital habits and infor-
mation-validation norms shaped by market and platform ecosystems. Such origin diversity in-
troduces variance in how destination cues are interpreted, which is beneficial for testing wheth-
er SMAQ and OCIQ operate as broadly credible signals when forming DI-MICE and PMDC, ra-
ther than reflecting a single-region bias. Importantly, the travel-purpose distribution supports
the study’s MICE framing. While leisure/holiday remains dominant (72.3%), the presence of a
substantive business/work segment (14.3%) increases the relevance of the competitiveness
construct because business-oriented travelers typically evaluate destinations through a more
instrumental lens (reliability, coordination efficiency, and time costs). This segment, therefore,
strengthens the logic for testing OCIQ as a professionalism and readiness signal, while leisure
travelers provide a complementary context where SMAQ-driven persuasion and image formation
may be more salient. Length of stay further reinforces this relevance. Stays clustering at 4-7
nights (50.7%) are consistent with typical conference or event durations, while the 8+ nights
segment (27.0%) suggests “bleisure” extensions where travelers engage with a broader set of
destination services and information sources. Longer exposure increases the opportunity to ex-
perience cross-channel transitions (pre-trip information — booking — in-stay service/updates —
post-stay sharing), which makes evaluations of omnichannel integration more meaningful. Ac-
commaodation patterns also support construct validity. The dominance of hotels/resorts (54.7%)
aligns with Bali’s MICE infrastructure because hotels are central nodes for meetings, venue co-
ordination, concierge services, and event logistics. At the same time, villas/private rentals
(30.0%) introduce behavioral variance in touchpoint usage (greater reliance on digital self-
service and messaging rather than standardized hotel channels), which can enrich the meas-
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urement of OCIQ and reduce the risk that results are driven only by one accommodation eco-
system. Finally, the sample’s high education level (79.3% diploma/bachelor or postgraduate) is
a methodological advantage for this topic. Evaluating SMAQ and OCIQ requires respondents to
compare information across channels, detect consistency/inconsistency, and judge credibility
and completeness. Higher educational attainment supports the assumption that respondents
can provide reliable, discriminating judgments about digital touchpoints, thereby strengthening
the interpretability of the paths from SMAQ/OCIQ to DI-MICE and PMDC. Overall, these demo-
graphic characteristics provide both relevance (MICE-related purpose, stay duration, hotel-
based infrastructure) and heterogeneity (origin, accommodation, and experience status), which
enhances the study’s ability to test the proposed digital pathways and to meaningfully interpret
differences between first-time and repeat visitors.

Table 1. Demographic profile of respondents (n = 300)

Variable Category n %
Gender Male 171 57.0
Female 129 43.0
Age (years) 18-24 42 14.0
25-34 119 39.7
3544 73 24.3
45-54 42 14.0

55+ 24 8.0
Region of Residence Asia—Pacific 167 55.7
Europe 60 20.0
North America 31 10.3

Latin America 17 5.7

Middle East & Africa 25 8.3
Visit Status to Bali First-time visitor 150 50.0
Repeat visitor 150 50.0
Primary Trip Purpose Leisure / Holiday 217 72.3
Business / Work 43 14.3

VFR 27 9.0

Wellness / Other 13 4.3
Length of Stay in Bali < 3 nights 67 22.3
4-7 nights 152 50.7
8+ nights 81 27.0
Accommodation Used Hotel / Resort 164 54.7
Villa / Private Rental 90 30.0
Guesthouse / Homestay 36 12.0

Other (eco-lodge, hostel, etc.) 10 3.3
Education Level High school or below 62 20.7
Diploma / Bachelor’s 171 57.0
Postgraduate (Master / PhD) 67 22.3

(Source: Author’s Data, 2025)

Reliability and Validity

The constructs delineated in Table 2 exhibit robust psychometric characteristics, thereby
substantiating the reliability and validity of the measurement model. All latent variables demon-
strate elevated internal consistency, as indicated by Cronbach’s alpha and composite reliability
(CR) values that surpass the established benchmarks of 0.70 and 0.80, respectively, signifying
stable and trustworthy measurement across the items. Furthermore, each construct attains an
Average Variance Extracted (AVE) exceeding 0.50, thereby affirming sufficient convergent valid-
ity and implying that the indicators accurately encapsulate their respective underlying con-
structs. The consistently elevated factor loadings (spanning from 0.768 to 0.867) further cor-
roborate that individual indicators make substantial contributions to the constructs they are de-
signed to assess. Collectively, these findings validate that the measurement model satisfies the
requisite criteria for reliability and validity, thus providing a formidable foundation for subse-
quent analysis of the structural model.
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Table 2. The constructs of the model

Variable/Indicator Loading Alpha CR AVE
Social-Media Affordance Quality (SMAQ) 0.853 0.901 0.694
Bali’s official MICE posts feel interactive (I can 0.811

easily comment, DM, or get a response).

The content is easy to navigate (clear men- 0.841

us/links/hashtags to detailed venue info).

The rich media formats (video/360/live) help me  0.862

evaluate venues and logistics

From posts, I can reach the right contact/RFP 0.816

quickly when I need specifics.

Omnichannel Integration Quality (OCIQ) 0.839 0.892 0.674
Information is consistent across website, email,  0.853

WhatsApp, and the event app

I can seamlessly switch channels without re- 0.817

peating my details (e.g., RFP — follow-up)

Pre-event to on-site handoffs are smooth (regis- 0.794

tration, wayfinding, updates)

Updates are synchronized in real time across all  0.818

official channels.

MICE Destination Image (DI-MICE) 0.835 0.890 0.670
Bali appears professionally capable of hosting 0.768

large-scale events

Bali's MICE ecosystem looks innovative and 0.810

tech-ready

It seems easy and reliable to organize MICE in 0.831

Bali

Bali communicates sustainable, responsible 0.863

event practices

Perceived MICE Destination Competitiveness 0.879 0.892 0.675
(PMDC)

Compared with rivals, Bali is a top choice for 0.867

meetings and conventions

Bali offers superior support services for planners  0.817

and delegates

Bali provides high value for money for MICE 0.809

Bali meets international standards for MICE in- 0.839

frastructure and operations

I would recommend Bali over competing desti- 0.771

nations for future events

(Source: Author’s Data, 2025)

Discriminant Validity

Table 3. Discriminant validity measures the differentiation of constructs

Variables DI-MICE 0OCIQ PMDC SMAQ
Fornell-Larcker

DI-MICE 0.819

0CIQ 0.716 0.821

PMDC 0.662 0.661 0.821

SMAQ 0.697 0.699 0.643 0.833
Heterotrait—-Monotrait

DI-MICE

0CIQ 0.851

PMDC 0.763 0.760

SMAQ 0.822 0.824 0.734

(Source: Data Analysis SmartPLS4, 2025)

19



Journal of Applied Sciences in Travel and Hospitality

Table 3 shows that the Fornell-Larcker results confirm that each construct demonstrates
adequate discriminant validity, as the square root of the AVE for every variable (0.819-0.833) is
higher than its correlations with other constructs. This indicates that DI-MICE, OCIQ, PMDC,
and SMAQ are conceptually distinct and capture unique dimensions of the model. Complement-
ing this, the Heterotrait—Monotrait ratios (HTMT = 0.734-0.851) all fall below the recommended
threshold of 0.90, further supporting the differentiation among constructs. Together, these find-
ings demonstrate that the model’s variables do not overlap excessively and measure clearly dis-
tinguishable theoretical concepts, thereby satisfying the criteria for discriminant validity.

Structured Framework and Hypothetical
Table 4. Structured framework and hypothetical outcomes

Hypothesis B t- p- 97.5% confidence  VIF f2/ R2 Q2 Report?
value value path interval Upsilon
v

Upper Lower

Direct Effect

SMAQ -> DI-  0.384 4.788 0.000 0.215 0.530 1.958 0.183 Yes
MICE

SMAQ -> 0.244 3.265 0.001 0.093 0.391 2.315 0.055 0.585 0.578 Yes
PMDC

OCIQ ->DI- 0.448 5.463 0.000 0.298 0.617 1.958 0.249 Yes
MICE

OCIQ-> 0.284 2.827 0.005 0.089 0.481 2.445 0.071 0.531 0.484 Yes
PMDC

DI-MICE -> 0.288 3.432 0.001 0.123 0.450 2.429 0.074 Yes
PMDC

Indirect Effect

SMAQ ->DI- 0.129 2.860 0.004 0.041 0.199 0.012 Yes
MICE ->
PMDC

OCIQ -> DI- 0.111 2.700 0.007 0.052 0.229 0.017 Yes
MICE ->
PMDC

(Source: Analyzed by SmartPLS4, 2025)

Social-Media Affordance Quality
(SMAQ)

0.384 (0.000) 0.244 (0.001)

Perceived MICE Destination PMDC 1
Competitiveness
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0000  pmpC2
DI-MICE 2 _y
0,000
0.288 (0.001) —0000-» PMDC3
DI-MICE 3 —
0.000
MICE Destination Image \ - oMb 2
i 0.000
DI-MICE4 (DI-MICE)
0.448 (0.000) 0.284 (0.005) PMDC 5

ociQ1

-
0.000
ociQ2
0.000
0.000
ociQ3
0.000

#  Omnichannel Integration Quality
ocCia 4 0CIQ)

(Source: Data Analysis SmartPLS4, 2025)
Figure 2. Results of structural equation models' evaluations
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Table 4 and Figure 2 illustrate that the structural model results indicate that all proposed
hypotheses (H1a—H4b) are supported, with strong statistical evidence. H1a is supported, show-
ing that Social-Media Affordance Quality positively influences MICE Destination Image (B =
0.384, t = 4.788, p < 0.000), with a 97.5% confidence interval ranging from 0.215 to 0.530,
VIF = 1.958, and a moderate effect size (f2 = 0.183). H1b is also supported, as Social-Media
Affordance Quality significantly predicts Perceived MICE Destination Competitiveness (B =
0.244, t = 3.265, p = 0.001), with a confidence interval of 0.093 to 0.391, VIF = 2.315, and a
small but meaningful effect (f2 = 0.055). H2a is supported, demonstrating that Omnichannel
Integration Quality has a strong positive effect on MICE Destination Image (B = 0.448, t =
5.463, p < 0.000), with a confidence interval from 0.298 to 0.617, VIF = 1.958, and a substan-
tial effect size (f2 = 0.249). H2b is supported as well, indicating that Omnichannel Integration
Quality significantly enhances Perceived Competitiveness (B = 0.284, t = 2.827, p = 0.005),
with a confidence interval of 0.089 to 0.481, VIF = 2.445, and a small effect size (f2 = 0.071).
Additionally, H3 is supported since MICE Destination Image significantly predicts Perceived
Competitiveness (B = 0.288, t = 3.432, p = 0.001), with a confidence interval ranging from
0.123 to 0.450, VIF = 2.429, and a small effect contribution (f2 = 0.074). The mediation results
further confirm the model: H4a is supported, revealing that Social-Media Affordance Quality
indirectly influences Perceived Competitiveness through Destination Image (B = 0.129, t =
2.860, p = 0.004), with a confidence interval of 0.041 to 0.199 and an indirect effect size of f2
= 0.012. Finally, H4b is supported, indicating that Omnichannel Integration Quality also exerts a
significant indirect effect through Destination Image (B = 0.111, t = 2.700, p = 0.007), with a
confidence interval between 0.052 and 0.229 and an indirect effect size of f2 = 0.017. The me-
diation effects of destination image are small but meaningful (upsilon v = 0.012 for SMAQ and
0.017 for OCIQ), indicating minimal-to-moderate mediation strength. The model demonstrates
strong explanatory and predictive power, with R2 = 0.585 and Q2 = 0.578 for DI-MICE, and R2
= 0.531 and Q2 = 0.484 for PMDC, confirming substantial variance explained and high predic-
tive relevance.

Table 5. MICOM summary

Construct  Step 2: Compositional In- Step 3a: Mean Dif- Step 3b: Variance Dif- MICOM Con-

variance (p-value) ference (p-value) ference (p-value) clusion
DI-MICE  0.652 0.517 0.517 Invariant
0OCIQ 0.445 0.936 0.936 Invariant
PMDC 0.949 0.383 0.383 Invariant
SMAQ 0.731 0.803 0.803 Invariant

(Source: Analyzed by SmartPLS4, 2025)

Table 5 shows that all constructs exhibit p > 0.05 in Step 2, Step 3a, and Step 3b, indi-
cating partial measurement invariance is established. This confirms that MGA comparisons be-
tween groups are valid and unbiased (Cheah et al., 2023). Since all p-values in Steps 2 and 3
exceed 0.05, partial measurement invariance is established, which is sufficient to justify mean-
ingful multi-group comparisons using PLS-MGA.

Table 6. MGA final result

Hypothesis Ft-V R-V Difference (Ft-V - R-V) 2-tailed P value Report?

SMAQ -> DI-MICE 0.537 0.185 0.352 0.012 Yes
OCIQ) -> DI-MICE 0.304 0.638 -0.334 0.020 Yes
DI-MICE -> PMDC 0.254 0.364 -0.109 0.501 No

Explanation Ft-V : First-time visitor; R-V : Repeat Visitor

Table 6 shows that the MGA results reveal meaningful differences between first-time visi-
tors (Ft-V) and repeat visitors (R-V). For H5a, visitor experience the path SMAQ — DI-MICE,
first-time visitors show a substantially stronger effect (0.537) compared with repeat visitors
(0.185), and the difference is statistically significant (2-tailed p = 0.012), indicating that users
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encountering Bali's MICE marketing for the first time respond more strongly to social-media af-
fordances. Likewise, for H5b visitor experience, the effect of OCIQ — DI-MICE differs signifi-
cantly between groups (2-tailed p = 0.020), with repeat visitors (0.638) responding more
strongly to omnichannel consistency than first-time visitors (0.304), suggesting that repeated
engagement enhances sensitivity to integrated digital touchpoints. In contrast, for H5c visitor
experience, DI-MICE — PMDC shows no significant group difference (p > 0.05), indicating that
both groups evaluate competitiveness similarly once their destination image is formed. These
findings confirm that group-specific differences exist in selected structural paths, supporting
hypotheses related to the moderating role of the visitor. The results support H5a and H5b, indi-
cating that visitor experience moderates the effects of SMAQ and OCIQ on destination image.
However, H5c is not supported, as the effect of destination image on perceived competitiveness
does not differ significantly between first-time and repeat visitors.

Discussions

Effects of Social-Media Affordance Quality

Social-Media Affordance Quality (SMAQ) significantly strengthens Bali's MICE destination
image and perceived competitiveness. Interactive and media-rich official content functions not
only as an information source but as a professional signal that enhances trust, credibility, and
perceived capability. This extends social-media affordance theory from leisure tourism to high-
stakes MICE decision-making contexts characterized by higher risk and coordination demands
(Keelson et al., 2024; Liu et al., 2024; Wang et al., 2024).

Effects of Omnichannel Integration Quality

Omnichannel Integration Quality (OCIQ) positively influences both MICE destination im-
age and perceived competitiveness. Seamless integration across digital and on-site touchpoints
signals operational readiness and professional coordination, reducing friction across the MICE
journey. These findings confirm omnichannel quality as a key competitive signal for destinations
hosting complex international events (Gerea et al., 2021; Lazaris et al., 2021; Liu et al., 2024).

Mediating Role of MICE Destination Image

MICE Destination Image acts as a central mediating mechanism linking digital quality to
perceived competitiveness. While SMAQ and OCIQ directly enhance competitiveness, their indi-
rect effects through destination image underscore the role of image as a cognitive filter through
which digital signals translate into competitive evaluations. This supports destination competi-
tiveness theory and extends it by embedding digital affordances and omnichannel integration in
the MICE context (Gonzalez-Rodriguez et al., 2023; Song, 2024).

Moderating Role of Visitor Experience

Visitor experience moderates selected relationships. First-time visitors rely more heavily
on social-media affordances to form destination image, whereas repeat visitors respond more
strongly to omnichannel integration quality, reflecting experience-based evaluation processes.
However, once an image is formed, both groups assess competitiveness similarly, indicating the
stabilizing role of destination image across experience levels (Avloniti et al., 2025; Gerea et al.,
2021; Schofield et al., 2020).

Managerial Implications for Bali’s MICE Sector

For practitioners, the results suggest a dual digital strategy. Interactive social-media con-
tent should be prioritized to attract first-time MICE visitors, while seamless omnichannel inte-
gration across websites, messaging platforms, and event applications is essential for retaining
repeat clients and professional planners. Aligning these digital tools across the MICE journey
can strengthen Bali’s position as a competitive, high-quality MICE destination.
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Evidence that is inconsistent or contingent

Although our findings support positive effects of SMAQ and OCIQ on DI-MICE and per-
ceived competitiveness, prior literature also suggests that digital-channel effects are not univer-
sally positive and can be context-dependent. First, some studies report that social-media en-
gagement and rich digital content do not always strengthen destination evaluations when audi-
ences question credibility (e.g., perceived promotional bias, influencer commercialization) or
when negative user-generated content is salient; under these conditions, high interactivity or
vivid formats may amplify skepticism rather than improve image. This implies that the impact of
SMAQ on DI-MICE can weaken or even become ambiguous when trust cues and information
authenticity are insufficient. Second, omnichannel integration benefits can also be mixed. Re-
search on omnichannel experience shows that integration quality may yield limited gains when
cross-channel “seamlessness” raises expectations that are not matched during on-site delivery,
creating a confirmation gap (high digital promise but uneven service reality). In such cases,
integrated messaging may increase perceived risk because consumers interpret inconsistency as
a signal of operational weakness.

Therefore, OCIQ may not uniformly strengthen competitiveness perceptions unless inte-
gration is paired with consistent operational performance. Third, some destination and service
studies indicate that destination image does not always translate strongly into competitiveness
or choice once decision-makers prioritize functional constraints such as budget, flight connectiv-
ity, venue availability, and risk management requirements. In MICE contexts specifically, com-
petitiveness judgments can be driven by tangible capacity and organizational readiness, mean-
ing image can play a smaller role when decision criteria are dominated by logistical feasibility.
These mixed findings help interpret our multi-group results. The non-significant difference in
the DI-MICE — PMDC path between first-time and repeat visitors suggests that, once an image
is formed, competitiveness judgments may converge across experience levels, consistent with
the notion that competitiveness is partly anchored in functional considerations beyond image
alone. Overall, incorporating these inconsistent findings indicates that SMAQ and OCIQ operate
as strategic signals, but their effectiveness depends on credibility, expectation management,
and the alignment between digital communication and on-site delivery.

Conclusions

This study examined how Social-Media Affordance Quality (SMAQ) and Omnichannel In-
tegration Quality (OCIQ) influence Bali's MICE destination image (DI-MICE) and perceived MICE
destination competitiveness (PMDC), while comparing first-time and repeat visitors. The findings
confirm that both SMAQ and OCIQ have significant positive effects on DI-MICE and PMDC. In
addition, DI-MICE functions as a critical mediating mechanism, indicating that digital-quality
investments strengthen competitiveness perceptions largely by enhancing the destination’s pro-
fessional and trustworthy image. The model demonstrates strong explanatory power for the
proposed digital pathways. The multi-group results further suggest that digital mechanisms are
experience-contingent: first-time visitors depend more heavily on social-media quality to form
MICE-related perceptions of Bali, whereas repeat visitors are more influenced by seamless om-
nichannel integration across platforms and touchpoints. This pattern aligns with the logic that
first-time visitors rely more on digitally mediated persuasion and cues, while repeat visitors
evaluate consistency and coordination based on accumulated interactions. Theoretically, this
study extends destination competitiveness research by integrating digital experience and af-
fordance perspectives into MICE tourism. The results show that digital channels are not merely
informational but operate as strategic signals of competence that shape destination image and,
through image, influence competitiveness judgments in B2B/B2C MICE markets.

Based on the results, three actionable recommendations are proposed for Bali's DMO and
MICE stakeholders.

1. Strengthen SMAQ to convert attention into confidence (first-time market): prioritize inter-
active and navigable content, including venue walkthroughs, short-form videos, live Q&A,
and clear calls-to-action that reduce uncertainty and communicate readiness.
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2. Institutionalize OCIQ through cross-channel alignment (repeat market and professional
planners): ensure consistency of venue specifications, packages, contacts, and response
standards across websites, apps, email/WhatsApp, and partner listings, so inquiries, quota-
tions, registration, and follow-up feel seamless rather than fragmented.

3. Segment digital strategy by visitor experience: deploy image-building and credibility cues
for first-time visitors, while emphasizing frictionless coordination, continuity, and service in-
tegration for repeat visitors and business-oriented users.

This study is cross-sectional and focused on Bali; thus, it cannot capture how perceptions
evolve over time or whether the pattern generalizes to other destinations. The sample also
comprises users who engage with Bali’s official digital channels, which may bias responses to-
wards digitally engaged visitors. Future research should apply longitudinal or multi-destination
designs and expand the model to include additional determinants such as sustainability signals,
perceived risk, and AI-driven personalization. Mixed-method designs that combine surveys with
interviews of event planners and MICE organizers would also deepen understanding of how dig-
ital cues translate into destination choice and competitiveness assessments.
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Introduction

The conventional tourism development model, traditionally oriented towards short-term
economic gains and maximizing visitor arrivals, has demonstrably resulted in significant negative
externalities. These effects are most evident in the accelerating deterioration of environmental
quality within coastal ecosystems (Holden, 2009), the erosion of local cultural integrity, and wid-
ening socio-economic disparities among host populations (Scheyvens & Russell, 2012). Destina-
tions endowed with fragile natural resources, particularly coastal tourism villages, now confront
existential challenges that necessitate a more visionary governance paradigm. In response to
these systemic failures, the concept of Regenerative Tourism has emerged as the most progres-
sive contemporary perspective. Unlike sustainability, which focuses on harm reduction, this par-
adigm seeks to actively restore and enrich ecological assets while expanding the socio-economic
capacities of the community (Hutchins & Storm, 2019). The efficacy of this model hinges on a
fundamental shift in power dynamics, positioning local communities not merely as passive bene-
ficiaries but as autonomous decision-makers and central actors in the recovery process. Conse-
quently, tourism is increasingly redefined as a transformative mechanism that restores the sym-
biotic relationship between humans and their environment (Bellato et al., 2023; Pung et al.,
2024).
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Within this regenerative framework, local communities function as the critical nexus con-
necting conservation, cultural heritage, and economic resilience (Salazar, 2012). Established lit-
erature on community-based tourism underscores that meaningful participation is determined by
the degree of control communities possess over development trajectories (Hutchins & Storm,
2019; Miedes-Ugarte & Flores-Ruiz, 2025). According to Arnstein's Ladder of Citizen Participation,
genuine empowerment is only achieved when communities reach the levels of Delegated Power
or Citizen Control (Hurlbert & Gupta, 2024). However, contemporary research suggests that many
destinations remain stagnant at the Placation level, a form of pseudo-participation where consul-
tation exists but transformative power is withheld (Paddison & Hall, 2024; Gongalves, 2025). This
discrepancy creates participation gaps that impede the realization of equitable regenerative ben-
efits. Furthermore, Regenerative Tourism Value Chain theory (Lara-Morales & Clarke, 2024) offers
a robust framework for integrating social and ecological dimensions into value creation. Every
stage of the tourism chain is expected to generate a positive regenerative margin, defined as the
net benefit that improves the state of natural and social systems beyond their baseline condition.

Coastal tourism villages in Bali, renowned for their ecological uniqueness and socio-cultural
wisdom, represent ideal candidates for this regenerative transition. This study focuses on Se-
rangan Tourism Village in Denpasar, Bali, a destination currently navigating the complexities of
marine ecosystem restoration through turtle and coral reef conservation. Despite a robust formal
management structure, Serangan faces internal stakeholder dynamics where certain local groups
remain in supportive, non-autonomous roles, a condition described by (Hutchins & Storm, 2019)
as a failure to adopt living systems thinking in organizational structures. While the framework by
(Bellato, 2025) provides a strong conceptual foundation, there remains a critical shortage of em-
pirical tools to measure these regenerative margins at the village level (Dredge, 2022; Myran et
al., 2025). Most existing studies remain predominantly qualitative, making it difficult to distinguish
between simple impact management and true ecosystem restoration (Prihadi et al., 2024).

While the transition toward regenerative paradigms is increasingly debated, current litera-
ture remains heavily skewed toward theoretical abstractions, leaving a methodological void in
how these restorative outcomes are empirically evaluated at the micro-village level. To address
this gap, this research introduces two original conceptual frameworks: Regenerative Parallelism
and Regenerative Asymmetry. While established works, such as Bellato et al. (2023), primarily
focus on macro-level systemic healing, these proposed concepts pivot toward the socio-political
friction within the local governance unit. Regenerative Parallelism is formulated here to describe
the strategic alignment where economic diversification and ecological restoration function as mu-
tually reinforcing, non-competing drivers within the tourism value chain. Conversely, Regenera-
tive Asymmetry characterizes the documented imbalance in power and autonomy among local
stakeholder clusters, a phenomenon that often serves as a primary barrier to equitable regene-
rative distribution but remains under-theorized in coastal contexts.

Furthermore, there is a persistent lack of empirical analysis that explicitly links the dynamics
of power and interests among stakeholders with community participation gaps defined as the
dissonance between community aspirations and the reality of their on the ground involvement
(Price et al., 2025; Swarbrooke & Horner, 2012). These organizational power dynamics often
constitute major points of inertia, limiting the opportunities for equitable participation. This study
aims to bridge these conceptual and empirical gaps by introducing the frameworks of Regenera-
tive Parallelism, the strategic alignment of economic and ecological goals, and Regenerative
Asymmetry, the power imbalances that stifle community autonomy. By evaluating the transfor-
mation of Serangan Tourism Village through the assessment of regenerative margins and com-
munity involvement, this research offers significant theoretical and practical contributions. Theo-
retically, it enriches regenerative tourism literature by operationalizing the assessment of re-
generative margins, moving beyond the macro-level systemic focus of existing studies (e.g., Bel-
lato et al., 2023). Practically, the findings serve as a roadmap for local policymakers to design
inclusive governance, enhance the autonomy of supporting groups, and ensure that regenerative
success is inextricably linked to equitable social governance.
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Methodology

This study adopts a qualitative, descriptive approach to explore the dynamics of roles,
challenges, and community contributions in the development of regenerative tourism in Serangan
Tourism Village, Bali. This methodology was selected for its ability to provide a deep understand-
ing of the social, cultural, and environmental contexts, acknowledging that the meaning of re-
generation and participation gaps are socially constructed through the holistic analysis of stake-
holder interactions (Creswell, 2014).

Data were collected through three principal methods: (1) participatory observation to di-
rectly document regenerative tourism practices in the field; (2) semi-structured interviews with
key informants to explore their experiences and perspectives; and (3) document studies to gather
relevant theories, concepts, and policy perspectives. Informants were selected through purposive
sampling, encompassing the village head, tourism awareness groups (Pokdarwis), customary vil-
lage leaders, coral reef and turtle conservation communities, fishing communities, and local busi-
ness actors. A total of 14 key informants (N=14) participated in this study. The selection followed
the principle of data saturation, where no new thematic insights emerged from subsequent inter-
views. The detailed profile of these informants is presented in Table 1.

Table 1. Profile of Research Partisipants

Partisipant Stakeholder Role/Position Gender  Experience
Code Category (Years)
P-01 Village Government Village Head Female 6
P-02 Customary Village Customary Village Leader Male 5
P-03 Tourism Awareness Group  Head of Pokdarwis Male 10
P-04 Tourism Awareness Group  Pokdarwis Secretary Male 6
P-05 Marine Conservation Coral Reef Conservation Male 5
P-06 Marine Conservation Turtle Conservation Male 20
P-07 Marine Conservation Conservation Community Member Male 9
P-08 Fishing Communities Head of Fisherman Association Male 12
P-09 Fishing Communities Traditional Fisherman Representative  Male 11
P-10 Local Business Actors Watersport Operator Male 10
P-11 Local Business Actors Local Tour Coordinator Male 7
P-12 Local Culinary Community  Culinary Group Representative Female 12
P-13 Local Culinary Community  Small-scale Food Vendor Male 9
P-14 Local Culinary Community  Culinary Business Owner Female 13

Ethics and complience

To ensure the highest standards of research integrity, this study adhered to the following
protocols:

1. Ethical clearance: beyond administrative permits, formal Ethical Clearance was obtained from
the University’s Institute of Research, Publication, and Community Service (LP3M). This ap-
proval ensures that the research design protects the rights and well-being of all participants.

2. Administrative and field access: An official research permit from the university was submitted
to the Serangan Village administration. Once administrative clearance was obtained, potential
informants were contacted individually via WhatsApp to introduce the study and seek their
participation.

3. Informed consent: participation was entirely voluntary. Prior to each interview, an informed
consent process was conducted where the research objectives, data usage, and the right to
withdraw at any time were clearly explained. To maintain privacy, all informants were pseu-
donymized using codes (P-01 to P-14) as shown in Table 1. Face-to-face meetings were ar-
ranged at the informants' convenience to build rapport and ensure a secure environment for
data sharing.

To ensure the validity and reliability of the findings, this study employed triangulation tech-
niques, specifically source triangulation by cross-checking information across different stake-
holder groups, and methodological triangulation by verifying interview data with direct field ob-
servations and official records.
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Data analysis and analytical framework

The raw qualitative data gathered from interviews and observations were initially processed
using a systematic thematic analysis approach. This involved coding the data and grouping them
into coherent themes: regenerative governance, value generation, and participation deficits. To
facilitate the multi-layered analytical design of this study, Microsoft Excel 365 was employed for
systematic cross-tabulation and qualitative codification procedures, following the qualitative data
analysis framework established by (Miles et al., 2014). The data were subjected to a multi-layered
analytical design consisting of: (1) Power-Interest Matrix: employed to map stakeholder positions
based on their influence and interest. To visualize these dynamics, stakeholders were assigned
qualitative descriptors which were then codified into numerical scores (1-5). This scoring is not
intended for statistical inference but serves as a systematic heuristic to compare relative positions
based on qualitative evidence, such as the documented frequency of participation and commit-
ment of personal resources; (2) Arnstein’s Ladder of Participation: used to assess the actual
degree of community involvement in decision-making, distinguishing between symbolic participa-
tion and genuine empowerment (Hurlbert & Gupta, 2024); and (3) Cross-Analysis: this technique
synthesized the previous two analyses with the identification of internal and external constraints
faced by each stakeholder group. This approach highlights the interrelationships among stake-
holder position, participation level, and obstacles. To ensure inter-rater reliability and minimize
researcher bias, the qualitative scoring and thematic categorization underwent a peer-debriefing
process, where initial interpretations were cross-verified against the interview transcripts to reach
an analytical consensus.

Additionally, the study incorporated Regenerative Tourism Value Chain framework (Lara-
Morales & Clarke, 2024) to empirically measure the regenerative margin. This framework system-
atically maps the net value created by each activity, underscoring that every stage from inbound
logistics to post-service, must generate not only economic value but also a positive regenerative
margin that actively improves social and environmental conditions (Dredge, 2022). The analysis
specifically identified how Serangan's conservation mandates are integrated into the value chain's
economic activities. Consequently, this multi-faceted framework enables a holistic understanding
of the relationships among power, interests, participation, and the creation of regenerative value,
as illustrated in Figure 1.

Phase I: Design and Data Collection

e Approach and Focus: - Qualitative Descriptive
-> Exploration of roles, obstrains, community contribution
e Data Collection : observation, semi structured interview, document studies

|

Phase II: Multi Layered Data Analysis
Analysis A Analysis B Analysis C
(Economic Value) (Power — Interest) (Quality of Participation)
¢ Value Chain Analysis (VCA) e Power Interest Matrix e Arnstein’s Ladder of Participation
¢ Objective: measure positive o Objective: mapping stake- o Objective: assess the degree of
regenerative margin holders influence and community involvement in decision
interest making

|

Phase III: Synthesis and Final Outcome
o Cross analysis synthesis : Integration of VCA finding + power interest + participation
constraints
o Key finding and implication: 1. Quantification of net regenerative margin
2. Confirmation of governance gap
3. Recommendation for reform

Figure 1. Multi-Layered Research Methodology Framework

The framework illustrates the interconnected phases of the research, moving from primary
data collection (observation, interviews, document study) to the synthesis of three core analytical
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tools: Stakeholder Power-Interest Matrix (mapping influence), Arnstein's Ladder of Participation
(assessing community control gaps), and Regenerative Tourism Value Chain Analysis (measuring
net social and ecological margin). The Cross-Analysis phase then integrates these findings to
formulate policy recommendations for inclusive regenerative governance in the Serangan Tourism
Village.

Results and Discussions

Community Participation Gaps in Serangan Tourism Village

Serangan Tourism Village represents a strategic integration of ecological restoration and
cultural preservation, serving as a vital nexus for education, history, and maritime tourism. The
village's identity is anchored by spiritual landmarks such as Pura Sakenan and Masjid Asyuhada,
which provide a robust foundation for its social fabric. Ecologically, the area is defined by its rich
marine biodiversity, where regenerative tourism is operationalized through restorative engage-
ments like turtle release programs and coral adoption. These initiatives are complemented by
traditional boat (jukung) craftsmanship and a unique maritime-based culinary sector, featuring
seaweed-based dishes and grilled fish, collectively forming an authentic tourist experience. This
transition marks a radical paradigm shift from historical turtle consumption toward a contempo-
rary conservation movement, deeply embedded in local wisdom and codified through customary
regulations (awig-awig) guided by the 777 Hita Karana principle.

The governance model in Serangan demonstrates a potent synergy between spiritual val-
ues and customary administration, ensuring tourism facilitates a net-positive impact on ecosystem
recovery. Rather than merely neutralizing environmental pressures, tourism activities actively
support the management of mangrove forests, which serve as both critical biophysical shields
and participatory educational platforms. While seaweed cultivation has declined as a primary
economic driver, it persists as a symbolic representation of local wisdom regarding the sustainable
utilization of maritime resources. Under the legitimizing force of awig-awig, Serangan ensures
that all tourism initiatives align with communal social etiquette and ecological harmony, position-
ing the village as a resilient model for community-based regenerative development.

The successful operationalization of regenerative tourism within Serangan is intrinsically
linked to the multifaceted roles and active engagement of the local community. This grassroots
support system is categorized into several strategic functions:

1. Institutional Leadership: the Tourism Awareness Group (Pokdarwis) and the Customary Vil-
lage (Desa Adat) act as the primary catalysts for community-based initiatives, overseeing
the holistic management and strategic expansion of the tourism village.

2. Marine Restoration Experts: the Coral Reef Community leads technical conservation efforts,
including the maintenance of transplanted corals and the preparation of grafting substrates,
ensuring the long-term vitality of the seabed ecosystem.

3. Socio-Economic Operators: Local residents drive the circular economy as managers of
homestays and culinary establishments. Their involvement extends to waste management
programs, eco-preneurship training, and the diversification of local tourism packages.

4. Maritime Stewards: the Fishing Community maintains a dual-purpose role by balancing tra-
ditional fishing with tourism services, such as guiding visitors to conservation zones and
assisting reef communities in monitoring underwater restoration sites.

5. Conservation Practitioners: Dedicated community members staff the Turtle Conservation Ed-
ucation and Training Center (TCEC), fulfilling critical roles as hatchery technicians and care-
takers who ensure the survival of hatchlings prior to their release.

6. Value-Added Entrepreneurs: The Local Culinary Community has established specialized culi-
nary clusters focused on seafood, a strategic move designed to amplify the market value of
the daily catch provided by local fishermen and strengthen the local supply chain.

Following the identification of these diverse roles, a systematic scoring and mapping pro-
cess was executed to evaluate the relative power and interest of each stakeholder. This quanti-
tative assessment provides a foundation for understanding the governance dynamics within Se-
rangan's regenerative framework. The comprehensive results of this stakeholder power-interest
mapping are synthesized in Table 2.
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Table 2. Scoring and Mapping of Stakeholder Power-Interest

Stakeholder Power Interest Total QuadrantPo- Management Stra-
(1-5) (1-5)  Score sition tegy

The Tourism Awareness Group 5 5 10 High-High Manage closely

The Customary Village 5 5 10 High-High Manage closely

The Local Business Actors 4 5 9 High-High Manage closely

The Fishing Community 4 4 8 High-High Manage closely

The Marine Conservation Community 3 5 8 Medium-High Keep Informed &
Engage

The Local Culinary Community 3 4 7 Medium-High  Keep Informed &
Satisfied

The "Key Players" identified in the high power-interest quadrant constitute the foundational
pillars of regenerative tourism in Serangan. These stakeholders represent the operational and
philosophical core of the initiative, exercising substantial influence and unwavering commitment
to the program’s long-term trajectory. Consequently, the optimal management strategy necessi-
tates a manage closely approach across all development phases. Within this quadrant, the Tour-
ism Awareness Group and the Customary Village (Desa Adat) hold dual legitimacy, blending for-
mal administrative authority with traditional customary power. Acting as institutional gatekeepers,
they ensure that tourism development remains congruent with indigenous values. Their compre-
hensive involvement, from strategic planning to rigorous evaluation, is essential to prevent de-
velopmental stagnation. Similarly, Local Business Actors serve as the primary economic drivers.
Their influence necessitates the daily integration of regenerative practices, such as circular waste
management and ethical service standards. For this group, management must prioritize equitable
benefit-sharing to sustain local motivation. Furthermore, the Fishing Community possesses note-
worthy practical control over maritime access and traditional transportation (jukung). Their role
in facilitating eco-tourism is pivotal for livelihood diversification, thus, formalizing their status as
sea monitors or active conservation partners is a critical strategy to secure their full support for
marine initiatives.

Stakeholders positioned within the Medium Power, High Interest quadrant act as the func-
tional executors of Serangan’s ecosystem restoration agenda. Despite possessing limited formal
authority, their high level of interest makes them indispensable to the village's regenerative goals.
The management focus here is to keep them informed and engage to maintain their high com-
mitment. The Marine Conservation Community is the definitive engine of environmental recovery.
The success of coral and turtle restoration restoration programs is a key determinant of the des-
tination's regenerative margin. Since their power is primarily technical and operational, the sta-
bility of the entire model relies on the consistent resource commitment and official recognition
provided by the Key Players. Meanwhile, the Local Culinary Community represents a vital link in
the circular economy, focusing on enhancing the market value of maritime products. While their
culinary offerings are a major tourist draw, their moderate formal power necessitates interven-
tions aimed their economic autonomy. Strategies should focus on capacity building and securing
a resilient supply chain from local fishermen, aligning with the core principles of community em-
powerment.

In synthesis, the regenerative tourism governance model in Serangan demands a collabo-
rative framework centered on interest synchronization. Strengthening collective governance is
paramount to ensure that the three primary groups: The Tourism Awareness Group, Local Busi-
ness Actors, and Fishing Community, operate synergistically to facilitate inclusive decision making
and mitigate potential conflicts of interest (Naylor et al., 2021; Prasiasa & Widari, 2024). Further-
more, empowering ecosystem implementers involves providing comprehensive institutional legit-
imacy and resource support to Marine Conservation Community. As a high priority group with
vital interests but limited formal leverage, their technical capacity for ecosystem restoration must
be reinforced (Jager et al., 2020). This integrated governance approach is a fundamental prereg-
uisite for successfully transitioning Serangan’s tourism sector from a conventional sustainability
model toward a truly regenerative paradigm.
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Following the categorization of stakeholders through the power-interest matrix, the analysis
proceeds to an in-depth examination of how their respective levels of involvement are manifested
within the tourism management process. To evaluate the diversity and substantive depth of this
engagement, the theoretical framework of Arnstein's Ladder of Participation is employed, as
adapted from (Wondirad & Ewnetu, 2019). This framework functions as a critical diagnostic tool
to discern whether the community exercises genuine power-sharing and control or remains con-
fined to a passive role as mere information recipients. Table 3 synthesizes the mapping of the
stakeholder participation ladder within Serangan Tourism Village.

Table 3. Mapping of Stakeholder Participation Ladder

Level of Characteristics of Invol- The Role of Community Mapping Analysis
Participat- vement
ion

8. Citizen The community has full The Tourism Awareness  Highest level: the local commu-

Control control over the planning  Group & Customary Vil- nity, through customary institu-
process and programs. lage (@) act as the main  tions and the Tourism Awareness

drivers, managers, and Group, has full control over the
policymakers of the tour- direction and operation of tour-
ist village. ism.

7. Dele- The community holds The Local Business Actor  High: technical and economic

gated the majority in decision-  (c) manage homestays management is decentralized to

Power making; external part- and restaurants; Fishing ~ communities, who run the busi-
ners only provide advice. Community (d) deter- ness without intervention from

mines rates and routes the Tourism Awareness Group
for jukung tourism. /Customary Village.

6. Partner-  Power is shared through  The Marine Conservation  High: there is a close partnership

ship negotiation, planning, Community (b) in de- between the community and
and joint decision-mak-  signing restoration and Tourism Awareness Group and
ing. education programs. external partners (NGOs/Govern-

ment agencies related to conser-
vation).

5. Placation The community is al- The Local Culinary Com-  Moderate: participation is accom-
lowed to give sugges- munity (e) participates in  modated and turned into a pro-
tions and input, but the  the establishment of the  gram, but the framework (loca-
main stakeholders still culinary village; the com- tion, budget) is often determined
have the right to assess  munity (c) is involved in by the managers
and make the final deci-  waste management
sion.

4. Consul-  The community voices Participation in ecotour-  Medium: used as a tool to collect

tation their opinions through ism-based entrepreneur-  feedback and ideas, especially
surveys and public meet- ship training or regular from residents who are not yet
ings, but there is no village meetings to part of formal structures.
guarantee that their in- gather input.
put will be used.

3. Inform-  The community is only Launching new programs  Low: occurs at the program so-

ing provided with infor- or announcing the re- cialization stage, where the com-
mation about rights, op-  sults of evalua- munity is only informed about the
tions, or programs. Com-  tions/awards for tourist results or decisions.
munication is one-way. villages.

2. Therapy Pretending to involve the No explicit role is found.  Very low: the concept of regener-
community, but the ac- ative tourism attacks is based on
tual goal is to change local initiatives, so this practice is
community behavior to minimal.
align with the objectives
of the main stakehold-
ers.

1. Manipula- Using community repre-  No explicit roles were Very low: the concept of regener-

tion sentatives to secure found. ative tourism attacks is based on

public support.
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local initiatives, so this practice is
minimal.

The empirical evidence synthesized in Table 3 reveals that community engagement in
Serangan Tourism Village is predominantly concentrated at the higher echelons of Citizen Power
(Levels 6 through 8). This indicates the successful integration of a robust, high-participation
model within the village's regenerative tourism framework. Formal institutional bodies, specifically
the Tourism Awareness Group and the Customary Village, occupy the Citizen Control level, exert-
ing autonomous authority over the strategic direction and policy-making of the destination. These
results align with previous scholarship emphasizing that the resilience of sustainable village gov-
ernance is intrinsically linked to the institutional sovereignty of local organizations (Jager et al.,
2020; Simanihuruk et al., 2024). Furthermore, functional actors such as local entrepreneurs, fish-
ing communities, and conservation groups operate at the Delegated Power and Partnership levels,
signifying a decentralized governance structure where authority is effectively shared and technical
management is managed independently by the community.

In contrast, certain peripheral activities—particularly specialized training programs and the
nascent development of the culinary sector, remain positioned at the Placation and Consultation
levels. While this 'participation gap' is frequently attributed to varying degrees of individual ca-
pacity within the community, it is imperative to ensure these stages do not stagnate into pseudo-
participation or tokenism, which could ultimately stifle long-term empowerment. This disparity
suggests that while stakeholders are heard, their influence over structural decisions remains ad-
visory rather than pivotal. However, the near-absence of Manipulation and Therapy is a notewor-
thy indicator of institutional health; it confirms that the residents of Serangan act as sovereign
subjects rather than passive objects within the tourism ecosystem. This finding robustly supports
the regenerative paradigm, which necessitates that local communities serve as the primary ar-
chitects in the restoration of socio-ecological assets (Hussain & Haley, 2022; Widari, et al., 2025).
The observed progression from Informing to Partnership underscores a burgeoning culture of
transparency and bidirectional communication. This shift is not merely procedural but founda-
tional, serving as the bedrock for social trust and participatory governance. To bridge the remain-
ing gaps, the transition from consultation to delegated power must be intentional, ensuring that
even emerging sectors like Local Culinary Community can evolve from participants into stewards
of the regenerative value chain.

The maturity of Serangan’s participation model is further evidenced by the Marine Conser-
vation Community’s position at the Partnership level, ensuring that critical environmental man-
dates, such as coral reef and turtle rehabilitation, are executed through equitable collaboration.
At this stage, the community functions as a co-manager in both the planning and implementation
phases, fulfilling the core requirements of sustainable co-management principles (Nasution et al.,
2024; Miedes-Ugarte & Flores-Ruiz, 2025). However, as new initiatives like the Culinary Village
are currently categorized under Placation, the Tourism Awareness Group must proactively facili-
tate a transition toward higher autonomy to ensure that local voices are influential in profit dis-
tribution and management. Ultimately, the participation architecture in Serangan confirms that
structured, cross-sectoral synergy is a vital prerequisite for realizing an inclusive regenerative
model that delivers tangible socio-ecological dividends (Bellato, 2025). Consequently, the success
of this governance model serves as a critical empirical benchmark and a strategic blueprint for
other coastal tourism destinations in Bali and across the archipelago, proving that the redistribu-
tion of power to local institutions is the primary catalyst for transforming tourism into a genuine
restorative force for both natural and social capital.

The operationalization of regenerative tourism in Serangan is confronted by a diverse array
of challenges that are non-uniform and vary notably significantly across various stakeholder
groups. These impediments are fundamentally shaped by each stakeholder’s respective position-
ing within the power-interest matrix and their substantive degree of engagement in management
processes. This analysis seeks to elucidate the critical intersection between stakeholder status,
participation dynamics, and specific constraints, thereby facilitating the formulation of the tar-
geted mitigation strategies synthesized in Table 4.
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Table 4. Cross-Analysis of Power-Interest, Participation, and Constraints

Stakeholder  Level of Par- Main Constraint Mitigation Strategy
ticipation
The Tourism  Citizen Con-  Risk of abuse of power and Implement an open financial reporting
Awareness trol (8) lack of transparency in fund system that is periodically audited by the
Groups & the allocation. customary village and the village advi-
Customary sory body. Set clear terms of office.
Village
The Local Delegated Limited capital to meet higher  Facilitate access to revolving funds or
Business Power (7) regenerative tourism stand- microcredit programs to improve busi-
Actor ards. ness quality.
The Fishing Delegated Conflict of interest between Establish clear utilization zones and con-
Community Power (7) traditional fishing and the use  servation zones. Provide attractive incen-
of waters for conservation tives from ecotourism so that fishermen
ecotourism. choose tourism.
The Marine Partnership  Limited resources to sustain Ensure a consistent allocation of opera-
Conservation  (6) long-term coral and turtle res-  tional funds from the village tourism's
Community toration programs. own revenue. Build sustainable partner-
ships with NGOs or universities.
The Local Placation (5) Symbolic participation (Placa-  Encourage this group to move up to the
Culinary tion), lack of autonomy in level of Delegation of Authority; give full
Community management and marketing, authority over profit management and
which could potentially lower market development.
motivation.

The examination of stakeholder dynamics in Serangan Tourism Village indicates that pri-
mary groups specifically Tourism Awareness Group, Customary Village, Local Business Actors,
and Fishing Community, exercise pivotal authority within the realms of delegated power and
citizen control. This governance structure is inherently aligned with the paradigms of community-
based tourism and the regenerative model. Nevertheless, these stakeholders are confronted by
internal impediments and resource scarcities, including transparency risks and potential conflicts
of interest. Strategic mitigation necessitates the reinforcement of institutional frameworks, such
as implementing mandatory financial audits and delineating precise resource zones to uphold
communal trust and deter the centralization of power.

In contrast, the Local Culinary Community, despite maintaining a high degree of interest,
is currently restricted to the Placation level. While their involvement is acknowledged, they lack
substantive autonomy over operational management and the distribution of financial surpluses.
To harmonize their interest with actual participation, targeted initiatives must be enacted to ele-
vate this group toward delegated authority, empowering them to manage activities independently
and maximize local maritime economic value (Widari & Prasiasa, 2022).

Furthermore, the Marine Conservation Community functions as a strategic collaborator at
the Partnership level, despite possessing moderate formal power. Their technical proficiency in
reef restoration and turtle protection is essential to the village's regenerative margin; however,
their reliance on volatile funding remains a critical vulnerability. Mitigation efforts must prioritize
financial resilience, perhaps through earmarked allocations from village-owned tourism revenue
or the establishment of environmental endowment funds. Such measures are vital to ensuring
the continuity of restorative practices amidst the inherent variations of the tourism market.

Overall, the participatory architecture in Serangan exemplifies a sophisticated cross-sectoral
synergy where the institutional core maintains strategic oversight while support groups are pro-
gressively guided toward higher levels of empowerment. This nuanced approach is fundamental
to securing the long-term viability of regenerative tourism and delivering authentic socio-ecolog-
ical dividends to the local population(Paddison & Hall, 2024; Gongalves, 2025). By successfully
aligning institutional oversight with grassroots agency, the Serangan model demonstrates how
community-led governance can effectively transform tourism into a restorative force, ensuring

35



Journal of Applied Sciences in Travel and Hospitality

the long-term resilience of both natural ecosystems and cultural heritage through proactive and
structured mitigation.

Measuring the regenerative margins in Serangan Tourism Village

The assessment of regenerative margins in Serangan Tourism Village necessitates a com-
prehensive value chain analysis. This approach elucidates how stakeholder roles are operational-
ized to generate synergistic economic and regenerative outcomes across all functional stages, as
detailed in Table 5 and Table 6.

Table 5. Main Activities (Direct Economic Creation)

Value Chain Main Stakeholder Economic Value Generated Regenerative Value Generated
Stage
Inbound Lo- The Fishing Com- Diversifying fishermen's in-  Encouraging the local circular
gistics munity, the Local come through the sale of economy, strengthening localized
Culinary Community  seafood (to meet culinary  supply chains
needs).
Operations The Local Actor The largest income comes  Core of regeneration: coral reef

Business, the Ma-
rine Conservation
Community, the
Fishing Community

from accommodation, culi-
nary, and tourism trans-
portation.

restoration; care and release of
baby turtles; eco-friendly
homestay practices

Outbound Lo-
gistics

The Local Culinary
Community, the-
Tourism Awareness

Branding and increasing
the market value of Se-
rangan's specialty cuisine.

Enhancing the added value of lo-
cal products, strengthening cul-
tural identity.

Group
Ethical Market The Tourism Aware-  Sales of premium-priced Market differentiation: attracting
Differentiation  ness Group tour packages based on high-value tourists who care
impact. about the environment.
Service The Local Commu- Maintaining the reputation  Environmental recovery: efficient

nity, the Conserva-
tion Community

of the tourist village.

waste reduction/management;
post-visit conservation follow-up.

While Table 5 illustrates the direct creation of regenerative margins (which corresponds to
Regenerative Value Generated in the table), their long-term viability depends on robust founda-
tional support. Table 6 therefore maps these essential supporting activities, highlighting how
governance, technology, and human resource management provide the critical infrastructure nec-
essary to sustain the entire regenerative value chain.

Table 6. Supporting Activities (Foundation of Sustainability)

Value Chain Main Stakeholder Economic Value Generated Regenerative Value Generated
Stage
Governance The Tourism Aware-  Stability and authority: Critical: these high positions
Infrastructure  ness Group & the providing legitimacy to the  must be used to ensure transpar-
Customary Village entire value chain through  ency so that the foundation does
citizen control. not collapse.
Technology/ The Marine Conser- Regenerative innovation: Priority: although their power is
Ecotourism vation Community providing technical exper-  moderate, their role is central to
Development tise (coral grafting, turtle regenerative value. Ensuring
conservation) which be- their stable funding is a prerequi-
comes a unique selling site for the success of this model.
proposition.
Human Re- The Local Actor Busi- Improvement of service Opportunity: to encourage Local
source Man- ness, the Tourism quality and local entrepre-  Culinary Community that are still
agement Awareness Group neurship. at the placation level to increase

their capacity so they can move
up to the delegated power level.
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A comprehensive assessment of the tourism value chain in Serangan Village reveals that
its institutional success is predicated on a strategic transition from conventional sustainability
toward a regenerative paradigm. The empirical evidence confirms the attainment of a positive
regenerative margin, a state where socio-ecological dividends outweigh environmental costs, pri-
marily facilitated by the Marine Conservation Community during the operational phase. The role
of this community, functioning at the Partnership level, is essential; without the tangible outcomes
from these asset-based restoration efforts, Serangan’s value chain would likely regress into tra-
ditional tourism, forfeiting its unique competitive edge. This synergy aligns with the discourse
that regenerative and nature-based tourism harmonizes visitor interests with impact investment,
requiring the integration of profound sustainability ethics into commercially viable tourism initia-
tives (Pung et al., 2024)

Moreover, the resilience of this framework is bolstered by regenerative parallelism, a mech-
anism where economic and ecological objectives are mutually reinforced through value integra-
tion and cross-subsidization. The Tourism Awareness Group (Pokdarwis) leverages the Marine
Conservation Community as its core marketing narrative, fostering a positive feedback loop that
strengthens the destination's overall stability. However, the equilibrium of this value chain faces
substantial threats from asymmetric participation. The restricted autonomy of the Local Culinary
Community, currently operating at the Placation level, risks bottlenecking outbound logistics and
fracturing the local circular economy loop. Such participation gaps undermine the equitable cap-
italization of environmental impacts. To counteract this, governance must transcend traditional
hierarchies to grant increased autonomy to economic support groups, thereby solidifying the
community-based oversight essential for regenerative tourism. Consequently, Serangan’s value
chain must be managed as a conservation-centric model where strategic oversight by the Pokdar-
wis is supported by stabilized funding and enhanced autonomy for supporting economic actors.

Beyond the operational dynamics in Serangan, these findings offer a crucial theoretical shift
by re-evaluating the ladder of participation within the specific context of regenerative tourism.
While traditional Community-Based Tourism (CBT) frameworks often advocate for a uniform up-
ward progression toward full local control (Naylor et al., 2021; Salazar, 2012), the Serangan case
introduces the concept of Regenerative Asymmetry. This suggests that a positive regenerative
margin can be sustained even with uneven participatory levels, provided that core restoration
assets are managed through high-functioning partnerships. This perspective expands upon the
regenerative paradigm proposed by (Bellato et al., 2023), emphasizing that regeneration is a non-
linear process of socio-ecological healing rather than a static destination. Furthermore, the inte-
gration of conservation into the value chain supports the argument of (Haley, 2023), regarding
restorative feedback loops. By bridging these theories, the research contributes a new lens to
regenerative governance: that resilience lies in managing the dynamic tension between central-
ized strategic oversight and localized autonomy.

Furthermore, this study extends the theoretical understanding of the tourism value chain
by repositioning ecological restoration as the primary driver of competitive advantage, rather than
a secondary operational cost. In the context of Serangan, the Positive Regenerative Margin ob-
served suggests that value creation is intrinsically linked to the health of the local commons,
aligning with the living systems approach to tourism (Dredge, 2022). This necessitates a shift
from traditional linear value chains toward a Restorative Value Network. Such a network implies
that the economic viability of supporting actors, like the local culinary community, depends on
the ecological integrity maintained by conservation groups, a concept that resonates with the
principles of place-based planetary health (Bellato, 2025). Consequently, these findings propose
that regenerative tourism theory must integrate a cross-sectoral dependency lens, where desti-
nation stability is measured by the strength of the feedback loops between environmental health
and community-wide economic distribution (Duxbury et al., 2021).

In summary, the value chain analysis in Serangan underscores a fundamental shift from
sustainability toward a regenerative tourism model, evidenced by the generation of positive re-
generative margins during operations. The efficacy of the Serangan model is deeply rooted in
regenerative parallelism, with Marine Conservation Community acting as a primary conservation
asset that bolsters competitive advantage and creates a resilient feedback loop (Haley, 2023).
Nevertheless, this research identifies critical vulnerabilities regarding the uneven distribution of
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environmental dividends, particularly the limited participatory autonomy of supporting economic
groups. This imbalance, which contradicts the beyond the ladder principle of engagement (Gon-
calves, 2025), suggests that while strategic control is successfully held by Pokdarwis, long-term
sustainability requires institutional reform. To maintain a robust value chain capable of attracting
impact investment, future efforts must prioritize inclusive participation and the empowerment of
all local actors, consistent with the evolving principles of regenerative governance (Dredge, 2022;
Bellato, 2025; Duxbury et al., 2021). These findings establish Serangan Village as a pivotal case
study for navigating the complexities of community-led regenerative tourism.

Conclusions

This research concludes that Serangan Tourism Village has evolved beyond the traditional
boundaries of passive sustainability to establish a functional and active regenerative value chain.
The core of this transformation lies in the achievement of a positive regenerative margin, pro-
pelled by regenerative parallelism. This mechanism ensures that the Marine Conservation Com-
munity’s ecosystem restoration efforts act as a direct catalyst for the destination’s economic vi-
tality. The primary novelty of this study is the empirical validation of this restorative feedback
loop, which demonstrates that destination resilience is fundamentally dependent on the vitality
of its natural capital. However, the analysis also exposes critical participation disparities. While
the institutional core is robust, supporting economic actors most notably the Local Culinary Com-
munity remain positioned at Placation level. This participation gap not only risks the equitable
distribution of environmental benefits but also poses a threat to the enduring stability of the entire
value chain, highlighting the critical need for stakeholder autonomy as a cornerstone of regener-
ative governance.

The implications of these findings are noteworthy for both academic discourse and field
application. Theoretically, this study advances the governance literature by integrating Regener-
ative Value Chain with Arnstein’s Ladder. This synthesis provides a sophisticated model that links
community engagement gaps directly to the challenge of equitably capitalizing on regenerative
assets. Furthermore, it contributes a nuanced framework for measuring regenerative margins,
thereby enhancing the operational clarity of regenerative value. From a practical standpoint, the
research serves as a strategic roadmap for local policymakers to initiate governance reforms.
These reforms should prioritize elevating supporting economic groups from mere consultation
toward delegated power to solidify the local circular economy. Moreover, the evidence of net-
positive margins provides a compelling rationale for attracting impact investment and establishing
endowment funds, ensuring the long-term stewardship of Serangan’s ecological assets.

Despite its contributions, this study acknowledges limitations inherent in its qualitative,
single-site approach. The findings are deeply rooted in the unique socio-ecological fabric of-
Serangan Tourism Village, and the analysis of participation dynamics relies on a targeted group
of key stakeholders. Future research should address these constraints by employing mixed-
metods approaches to examine the relationship between community autonomy and visitor satis-
faction across a broader demographic. Additionally, investigating the effectiveness of diverse im-
pact investment strategies and conducting comparative studies in similar coastal contexts would
substantially enrich the global scholarship on regenerative tourism governance.
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Introduction

Travel patterns refer to the movement patterns of tourists, whether individually or in
groups, as they engage in tourism activities, including travel routes, chosen destinations, and
how tourists interact with tourist attractions or visited destinations (Shende et al., 2023;
Sivalingam et al., 2024). In recent decades, travel patterns have undergone significant
transformations driven by key factors such as preferences, tourist destinations, accessibility,
globalization, the development of information technology, lifestyle changes, and the socio-
economic conditions of tourists (Andani et al., 2024; Hughes et al., 2015; Muchlisin et al., 2024).
Generally, travel patterns are not static but dynamic, changing over time as tourist preferences
and behaviors evolve in how they plan and undertake their travels (Dantsuji et al., 2023).

One of the biggest changes in travel patterns is the access to information through the
internet. In this digital age, tourists have greater ease in searching for and booking tour packages,
transportation tickets, and accommodations through online platforms. The rapid development of
technology allows tourists to plan their trips more flexibly, thanks to online applications and
destination reviews that can be accessed directly (Hughes et al., 2015; Parvaneh et al., 2011;
Shende et al., 2023). This pattern contrasts with the past when tourists relied more heavily on
travel agents and information from brochures or tour guides. Now, tourists tend to be more
independent in planning and organizing their trips, which is known as the "do-it-yourself" (DIY)
travel phenomenon (Kagerbauer et al., 2024; Lavoie et al., 2024). These advancements in
technology and information have brought about a revolution in the tourism industry, significantly
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influencing tourist behavior (Zhang et al., 2023). Offline travel information used to be limited,
rigid, and time-consuming to obtain, making travel planning more difficult and less flexible (Zhang
et al., 2023).

Various online platforms have emerged, causing shifts in travel patterns. For instance,
tourists can now easily book their trips. The emergence of travel platforms like Klook, AirBnB,
Traveloka, Booking.com, Agoda, and others has significantly transformed travel patterns
worldwide (Birenboim et al., 2023; Chang et al., 2023; Perelygina et al., 2022). These platforms
offer tourists ease in planning, booking, and managing their trips independently and efficiently.
For example, with platforms like Klook, tourists can easily book tickets for attractions, tours, and
local activities at various destinations. Similarly, AirBnB provides unique and private
accommodation options, often offering a more authentic experience for tourists. These platforms
allow tourists to compare prices and availability for flights, hotels, and other services across global
destinations (Perelygina et al., 2022).

Additionally, social media and visual content-sharing platforms like Instagram, YouTube,
and TikTok have also transformed how tourists plan their travels (Shende et al., 2023). Tourists
now often seek inspiration through visual content published by other travelers and influencers
(Chen et al., 2022). Photos and videos showcasing the beauty of a destination or unique
experiences often motivate tourists to visit those places (Yosmaoglu et al., 2023). These social
media platforms also play a crucial role in promoting destinations that were previously less well-
known, contributing to tourism trends that help make those destinations more recognized by
tourists (Chen et al., 2022; Levi et al., 2024). With the ease of sharing experiences online, tourists
also become part of a global community that influences each other's travel choices and
preferences.

Behind this transformation in travel patterns, the topic of mapping travel patterns has long
attracted the interest of researchers. For example, Shende et al. (2023) studied the changes in
travel patterns during the pandemic on Twitter, while Chowdhury et al. (2025) conducted
research on the unobserved heterogeneity factors in changing travel patterns in Florida. Similarly,
Tang et al. (2024) studied the interesting topic of analyzing the repeated travel patterns of metro
passengers, considering unexpected disruptions or barriers during travel. These studies highlight
that travel patterns are an important research topic and should be explored at tourism
destinations. Sardiana et al. (2021) used mapping to support tourism village promotion in Badung
Regency, Bali, Indonesia. Recent studies in Bali further suggest that foreign market share is
shaped by the choice of marketing channels and strategies (Ariana et al., 2025), while tourism
village development increasingly incorporates sustainability considerations into local planning and
management (Putra et al., 2023).

Following up on the general empirical condition and basic review of travel patterns,
regarding the preferences of tourists visiting Bali, they tend to choose cultural tourism products
combined with nature tourism (Ariana et al., 2023; Mihardja et al., 2023). This is in line with the
history of Bali's tourism, which focuses on the utilization of culture and the preservation of nature.
Bali is often referred to by beautiful names like the "Island of Heaven" and the "Island of the
Gods." It is famous for its unique culture, lifestyle, traditions, arts, subak (irrigation system),
temples, palaces, and social structure (Mihardja et al., 2023). As a region rich in both nature and
culture, Bali offers various destinations with diverse attractions and tourist villages in each of its
regencies and cities. These attractions are also found in one of its regencies, Jembrana. Jembrana
is a potential transit and tourism destination. However, compared to other areas in Bali, Jembrana
is still relatively quiet from the hustle and bustle of tourist activity, making its travel patterns more
focused on tourists seeking a quieter, more authentic experience (authentic tourists). Tourists
usually visit Jembrana as part of adventure tourism, ecotourism, and cultural journeys. This study
will map the tourist attractions, and formulating travel patterns for tourists in Jembrana Regency.

Despite Bali's prominence as a global tourism destination, previous studies have a limited
empirical investigation at the regency scale, particularly in peripheral regions such as Jembrana
Regency. Existing research rarely integrates spatial mapping of tourist attractions with analyses
of tourist travel patterns, resulting in an incomplete understanding of how spatial distribution,
accessibility, and destination hierarchy interact to shape tourist mobility. Jembrana Regency
represents a significant case due to its role as Bali's western gateway, its linear configuration
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along the Denpasar—Gilimanuk corridor, and the spatially dispersed nature of its tourist
attractions. Addressing this gap, the present study contributes to the body of knowledge by
integrating a GIS-based spatial approach with empirical analysis of tourist travel patterns, offering
insights into destination clustering, hub formation, and corridor-influenced mobility structures.
Conceptually, this research is grounded in tourism spatial structure and mobility theories, which
posit that the spatial distribution of attractions, mediated by accessibility and transportation
networks, influences destination hierarchy and hub development, ultimately shaping tourist travel
patterns. This integrated perspective provides a localized framework for understanding tourism
dynamics in emerging and spatially fragmented destinations.

Methodology

The study on the travel patterns of tourists via land routes in Bali in 2024 focuses on the
West Bali region, specifically in Jembrana Regency. Jembrana Regency is located at the western
tip of Bali Island and is one of the 9 regencies/cities in Bali Province. The boundaries of Jembrana
Regency are to the north by Buleleng Regency, to the south by the Indian Ocean, to the west by
the Bali Strait, and to the east by Tabanan Regency. Geographically, Jembrana Regency is
situated at coordinates 8°09'30" — 8°28'02" South Latitude and 114°25'53" — 114°56'38" East
Longitude. The total area of Jembrana Regency is 84,180 hectares, or 14.96% of the total land
area of Bali Island. The region includes mountains in the northern part, formed by the
Penginuman Mountain Range, Mount Klatakan, Mount Bakungan, Mount Nyangkrut, Mount
Sanggang, and Mount Batas. Administratively, Jembrana Regency consists of 5 districts:
Pekutatan District, Mendoyo District, Jembrana District, Negara District, and Melaya District
(Jembrana Regency Government, 2022). Figure 1 shows the location of the study.
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This study uses several data collection techniques, including document study, interviews,
observations, mapping, and Focus Group Discussions (FGD). Document study is a data collection
technique that involves obtaining data from documents, including primary and official sources,
government documents, and other letters (Finnegan, 2006; Nasution, 2003). The credibility of
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qualitative research results will be higher when documentation study is involved. The documents
used as data sources in this study include activity reports from the Bali Provincial Tourism Office
and data from the Jembrana Regency Tourism Office, as well as literature and data obtained
online.

Two types of interviews are used in this research: in-depth (unstructured) interviews and
structured interviews. In-depth interviews are informal interactions between the interviewer and
the informant with the goal of obtaining more comprehensive and detailed data on the research
topic. On the other hand, structured interviews are more formal as they are conducted according
to predetermined guidelines. According to Creswell (2009), observation is a data collection
technique in research when the researcher makes a direct visit to the research site to observe
the behavior and activities of the community at the site. While at the research site, the researcher
can make structured or semi-structured notes related to the activities observed. In this study,
direct observations were made at each of the tourist attractions in Jembrana Regency. Interviews
were conducted with 100 informants selected using purposive sampling. The selection criteria
included: (1) tourists who had visited at least two tourist attractions within Jembrana Regency,
(2) local community members involved in tourism-related activities, and (3) tourism stakeholders
such as destination managers and government representatives. This approach ensured that
informants possessed relevant knowledge and direct experience regarding tourist movement,
destination characteristics, and accessibility conditions. The distribution of informants consisted
of 50 tourists and 50 local residents.

This sample size was considered adequate for qualitative inquiry, as it allowed for the
collection of diverse perspectives from key stakeholder groups directly involved in tourism
activities (Gao et al., 2024; Pham et al., 2025). The number of informants was determined based
on the principle of information richness rather than statistical representativeness, ensuring
sufficient variation in experiences, travel behavior, and local knowledge.

Data collection continued until data saturation was achieved, defined as the point at which
no new themes, patterns, or substantive insights emerged from subsequent interviews. Saturation
was observed when responses became repetitive and additional informants did not contribute
novel information (Naeem et al., 2024). This approach is consistent with established qualitative
research standards, where sample adequacy is evaluated by thematic completeness and analytical
depth rather than numerical thresholds (Lim, 2025).

Mapping in this research involving collecting, analyzing, and presenting information about
tourist attractions to depict or describe the features within it. In the field, mapping were carried
out using GPS technology to identify location of the tourist attraction and office stationery to
record the location and uniqueness of tourist attractions. Location coordinate data from GPS will
be downloaded and made into a map using Geographic Information System software.

Focus Group Discussion (FGD) is a qualitative research method used to obtain interactive
data from various sources with different backgrounds, allowing for more comprehensive data
collection. The data collected provides a clearer and more directed understanding due to input
from participants coming from diverse perspectives. FGD was conducted by inviting tourism
stakeholders in Jembrana Regency, including government representatives, academics,
entrepreneurs, tourism groups, and village tourism managers. The purpose of the FGD was to
complement and confirm the results of the study.

Focus Group Discussions were conducted to validate spatial mapping results and to obtain
collective insights into tourist travel behavior and destination linkages. A total of 50 participants
were involved, representing local government agencies, tourism managers, community leaders,
and tourism practitioners. The FGD sessions were held in Negara, the capital of Jembrana
Regency in July, 2025. The discussions were guided by key themes, including: (1) validation of
tourist attraction distribution and clustering, (2) identification of tourism hubs, (3) accessibility
constraints and travel routes, and (4) perceived tourist movement patterns.

Moleong (2017) explains that data analysis begins with examining the available data, which
is obtained from various methods including documentation, interviews, observations, and FGD.
Subsequently, the data is reduced, or selected based on the research needs, while irrelevant data
is excluded. Data analysis is performed through activities such as data reduction, data
presentation, and drawing conclusions or verifying data. Two types of data analysis were used:
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descriptive statistics and qualitative descriptive analysis. Descriptive statistics, also known as
deductive statistics, are useful for data collection, organization, processing, presentation, and
numerical data analysis. Statistical data can provide an orderly, concise, and clear picture of
certain conditions, events, or phenomena, allowing for specific meanings or interpretations to be
drawn (Husnul et al., 2020). This study used statistical data obtained from document studies
related to visitor numbers, accommodation, restaurants, and tourism workforce in tourist
destinations (DTW). Descriptive statistical analysis complements the qualitative descriptive
analysis.

Creswell (2009) states that qualitative data analysis is carried out by the researcher
concurrently with data collection, data interpretation, and writing the research report. This study
uses a qualitative descriptive approach that aims to describe tourist attractions based on their
current conditions. Tourist attractions are analyzed using the 4A concept (attraction, accessibility,
accommodations, and ancillary). The DTW study is presented in a brief description focusing on
the strengths and uniqueness of each tourist object, so that the findings can be used as a means
of tourism promotion in Jembrana Regency. Figure 2 shows research diagram.
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The flowchart illustrates the integrated research framework employed to map tourist
attractions and analyze tourist travel patterns in Jembrana Regency. The study begins with multi-
method data collection consisting of document studies, field observations, interviews, and Focus
Group Discussions (FGDs), each serving complementary roles in generating baseline data, field
verification, behavioral insights, and stakeholder validation. The collected data are subsequently
consolidated through a data integration and triangulation stage to ensure consistency and validity.
The analytical process then proceeds through data processing, followed by two parallel yet
interconnected analyses: spatial/GIS analysis for mapping the distribution and clustering of tourist
attractions, and tourist movement analysis for identifying travel routes, flows, and visitation
sequences. The outputs of both analyses are synthesized through integrated interpretation,
enabling a comprehensive understanding of the spatial and behavioral dimensions of tourism.
Finally, the findings are contextualized in the discussion stage to derive planning and development
implications.

Results and Discussion
Results

The tourism condition in Jembrana Regency

Jembrana Regency consists of 5 districts: Pekutatan, Mendoyo, Jembrana, Negara, and
Melaya, each of which has various tourist attractions and key tourism potential, including natural
attractions, cultural attractions, artificial attractions, and tourist villages. There are 37 tourist
attractions, consisting of 17 or 45.95% natural attractions, 5 or 13.51% cultural attractions, 8 or
21.62% artificial attractions, and 7 or 18.92% tourist villages.

In each district, the distribution of tourist attractions in Jembrana Regency is as follows:

- Pekutatan District has 8 natural tourist attractions and 2 tourist villages.

- Mendoyo District has 2 natural tourist attractions, 1 cultural tourist attraction, 4

artificial tourist attractions, and 1 tourist village.

- Jembrana District has 3 natural tourist attractions, 2 cultural tourist attractions, and 1

tourist village.

- Negara District has 1 natural tourist attraction and 1 cultural tourist attraction.

- Melaya District has 3 natural tourist attractions, 1 cultural tourist attraction, 4 artificial

tourist attractions, and 3 tourist villages.

Table 1 shows the data on the number of tourist attractions in Jembrana Regency.

Table 1. Tourist Attraction in Jembrana Regency

District Tourist Attraction Total Total
Nature % Cultural % Artificial and % (%)
Tourism Village

Pekutatan 8 21.63% 0 0.00% 2 5.40% 10 27.03%
Mendoyo 2 5.40% 1 2.70% 5 13.51% 8 21.62%
Jembrana 3 8.11% 2 5.40% 1 2.79% 6 16.22%
Negara 1 2.70% 1 2.70% 0 0.00% 2  5.40%
Melaya 3 8.11% 1 2.70% 7 18.91% 11 29.73%
Total 17 45.95% 5 13.51% 15 40.54% 37 100.00%

Source: Tourism Agency of Jembrana Regency and field surveys

Jembrana Regency is known for its unique characteristics and prominent tourist attractions,
such as the Gilimanuk Harbor, which serves as the link between Bali Island and Java Island, and
the iconic Jalak Bali (Bali Starling), which is a critically endangered bird native to the island of Bali
especially in Jembrana Regency. Similarly, Medewi Beach has gained international recognition,
often being used as a surfing competition venue by world-class surfers, making the name "Medewi
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Beach" well-known and familiar to tourists. The Jegog and Mekepung arts are also original cultural
icons of Jembrana, which are well-known and familiar to both local and international tourists.

In 2024, Jembrana successfully attracted a total of 266,189 tourists. Of these, 243,411
were domestic tourists and 22,778 were international tourists (Badan Pusat Statistik Kabupaten
Jembrana, 2024). The five tourist attractions with the largest number of visits in Jembrana in
2023 were Baluk Rening Beach with 41,659 tourist visits, Perancak Tourist Village with 29,677
visits, Gelar River with 27,638 visits, Rambut Siwi Temple with 27,238 visits, and Yeh Leh Beach
with 22,344 visits (Badan Pusat Statistik Kabupaten Jembrana, 2024). The tourist attractions in
Jembrana Regency, which include natural attractions, cultural attractions, artificial attractions,
and tourist villages, are spread across 5 districts. Figure 3 shows the map of tourist attractions in
Jembrana Regency.
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Figure 3. Map of Distribution of Tourist Attractions in Jembrana Regency

Tourist Travel Pattern Planning in Jembrana Regency

The travel patterns of tourists in Jembrana Regency will be analyzed by district. The
development of travel patterns can enhance the efficiency of time for tourists, allowing them to
visit more tourist attractions in Jembrana Regency. The tourist attractions in Jembrana Regency
are grouped into four clusters: Eastern Cluster (Pekutatan District), Central-Eastern Cluster
(Mendoyo District), Central-Western Cluster (Jembrana District), and Western Cluster (Negara
and Melaya Districts). The travel pattern will refer to tourist attractions that serve as hubs or
connecting points to other tourist attractions. A hub attraction is one that has developed or offers
more complete facilities and accommodations. There are 6 tourist attractions and tourism villages
that serve as hubs. These include Gilimanuk Bay, Blimbingsari Tourism Village, and Candikusuma
Beach in Melaya District; Perancak Tourism Village in Jembrana District; Pelataran Rambut Siwi
in Mendoyo District; and Medewi Beach in Pekutatan District.

The selection of the six tourism hubs was based on objective and measurable criteria to
ensure analytical consistency. Destinations were classified as hubs if they demonstrated relatively
higher visitation levels, greater availability of facilities and amenities (such as accommodations,
restaurants, and parking areas), strong accessibility and connectivity to the Denpasar—Gilimanuk

47



Journal of Applied Sciences in Travel and Hospitality

arterial road, and a functional role as key nodes structuring tourist movements. In addition, spatial
analysis indicated that these destinations occupy strategically central positions within their
respective clusters. Based on these indicators, Medewi Beach, Pelataran Rambut Siwi, Perancak
Tourism Village, Gilimanuk Bay, Blimbingsari Tourism Village, and Candikusuma Beach were
identified as hubs, as they consistently exhibit superior accessibility, infrastructure support, and
visitor concentration compared to surrounding attractions.

Gilimanuk Bay, located at the western tip of Bali and close to the Gilimanuk Ferry Port,
offers a resting place after crossing from Java or for tourists preparing to head to Java. The
natural beauty and mesmerizing underwater coral reefs provide a refreshing experience for
tourists after a long journey. Additionally, tourists can enjoy the beauty of the small islands
surrounding Gilimanuk Bay. For those arriving from Java through the Gilimanuk Port, this
destination is an ideal starting point for visiting nearby tourist attractions and tourism villages.

Blimbingsari Village offers a unique blend of culture and beautiful nature. Blimbingsari
Tourism Village also features the Nyiur Melambai Recreational Park for visitors traveling with
family. The availability of homestay accommodations makes Blimbingsari Tourism Village a
complete package for tourists. Candikusuma Beach is one of Jembrana's hidden gems, offering
beautiful scenery and tranquility, making it an ideal spot for healing. In addition to its natural
beauty and activities, Candikusuma Beach also provides homestay accommodations and other
amenities. The beach also has a historical monument in the form of a triangular-shaped
monument, which, according to local legend, was the site where a dagger was said to have
emitted light.

Perancak Tourism Village, as a hub, offers various attractions, such as a turtle conservation
site, a recreational park, a motocross arena, and lush mangrove forests. Perancak is a well-known
fishing village, famous for its black sand beach. It is also ideal for tourists who enjoy fishing
activities due to its location at the river delta. As a hub, Perancak Tourism Village is equipped
with villas, homestays, and other facilities. Pelataran Rambut Siwi is an open area located west
of the Rambut Siwi Temple, frequently visited by tourists in the evening while waiting for the
sunset at Rambut Siwi Beach. Many tourists choose to play in the sand or water at the beach's
edge, and some enjoy swinging on the swings. The favorite visiting time for tourists is during
weekends. On weekends, the area is bustling with tourists, as horseback riding and ATV activities
are available on the beach. The Pelataran Rambut Siwi area has also been developed into a
culinary center, with gazebos and stalls set up along the beachside.

Medewi Beach in Pekutatan District is the most popular beach among foreign tourists due
to its perfect waves for surfing. Foreign tourists flock to Medewi Beach to try surfing. Located on
the eastern side of Jembrana, the beach is strategically positioned for tourists arriving from
Gilimanuk Port or from Denpasar City. Not only is it a stopover point, but Medewi Beach also
provides accommodations such as homestays and villas, which tourists often use for overnight
stays.

The tourist attractions in Jembrana Regency are interconnected by the Denpasar-Gilimanuk
main road, which serves as the primary transportation route linking various districts and tourist
destinations. This main road runs across the regency, connecting key areas and making it
convenient for tourists to visit multiple attractions in a single trip. The Denpasar-Gilimanuk
highway is crucial for accessing the various tourist attractions in Jembrana, especially since many
of these destinations are scattered across the districts of Pekutatan, Mendoyo, Jembrana, Negara,
and Melaya. The road provides direct access to popular attractions like Gilimanuk Bay,
Blimbingsari Tourism Village, Candikusuma Beach, Perancak Tourism Village, Pelataran Rambut
Siwi, and Medewi Beach.

The results show that most respondents expressed a preference for nature-based
attractions, easy accessibility, and adequate facilities. Additionally, the Denpasar—Gilimanuk
arterial road was consistently identified as the most frequently used travel route, serving as the
primary corridor connecting major destinations. The ease of access provided by the Denpasar-
Gilimanuk road makes it possible for tourists to create efficient travel routes and itineraries,
allowing them to visit several tourist spots within a short time. The road not only facilitates
transportation but also contributes to the overall tourism experience by providing scenic views
and offering a smooth, well-maintained path that connects the westernmost part of Bali
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(Gilimanuk) to the central and southern regions of the island. This interconnected road system
helps promote tourism in Jembrana Regency by making it more accessible and appealing to
visitors. Most of the tourist attractions in Jembrana Regency are within a radius of 3 km to 6 km
from the hub and are within a radius of 3 km to 6 km from the Denpasar Giliamnuk highway.
Only a few tourist attractions are located in the northern part of Jembrana Regency which are
more difficult to reach from the highway and hub. Figure 3 shows a map of the accessibility of
tourist attractions and tourism villages to the hubs and the Denpasar-Gilimanuk main road. Figure
4 shows distance of tourist attractions to the Denpasar-Gilimanuk Highway and Tourist Hub
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Figure 4. Distance Of Tourist Attractions to the Denpasar-Gilimanuk Highway and Tourist Hub

1. Tourist Travel Patterns in the Eastern Cluster (Pekutatan District)

The tourist attractions in Pekutatan District with high visitor numbers are Medewi Beach,
Medewi Tourism Village, and Yeh Leh Beach. The tourist attractions with moderate visitor
numbers are Pulukan Beach and Bunut Bolong. Meanwhile, the tourist attractions with low visitor
numbers are Ciwa Beach, Pekutatan Beach, Pangyangan Beach, and Gumbrih Tourism Village.
The hub tourist attraction is Medewi Beach. All the tourist attractions are within a 6 km radius of
the hub and the Denpasar-Gilimanuk main road.

Medewi Beach, located south of the Denpasar-Gilimanuk main road, has a strategic location
for tourists coming from Gilimanuk Harbor or Denpasar City. The accommodations at Medewi
Beach are also well-established, providing convenience for tourists to stay before visiting other
tourist attractions. Tourists visiting Pekutatan from the east can stay at Medewi Beach before
heading to Medewi Tourism Village in the north, followed by Pulukan Beach, Bunut Bolong, and
Juwuk Manis Waterfall. Tourists coming from Denpasar can rest or stop over at Yeh Leh Beach
before proceeding to Gumbrih Tourism Village, Pangyangan Beach, Ciwa Beach, Pekutatan Beach,
and finishing at Medewi Beach. Tourists coming from the west can first visit Medewi Beach before
continuing to visit other tourist attractions, such as Pekutatan Beach, Ciwa Beach, Pangyangan
Beach, Gumbrih Tourism Village, and stopping over at Yeh Leh Beach. After staying at Medewi
Beach, tourists can head north to Medewi Tourism Village, Bunut Bolong, and Juwuk Manis
Waterfall. Table 2 presents the travel patterns in Pekutatan District. Figure 5 displays a map of
the tourist travel patterns in Pekutatan District.
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Table 2. the travel patterns in Pekutatan District

Travel Tourist Attraction
Pattern
Pattern 1 Medewi Tourism Village - Medewi Beach - Pulukan Beach - Bunut Bolong -

Juwuk Manis Waterfall or vice versa

Pattern 2 Yeh Leh Beach - Gumbrih Tourism Village - Pangyangan Beach - Ciwa
Beach - Pekutatan Beach - Medewi Beach or vice versa

14 “SID'O"E

N 0 125 25 F
 kn

Seale 1: 100,000

FZUI'O"S
8°20'0"S

. ‘lourist Alraction's Hubf : Village Boundary
@ Tourist Awraction D District Boundary

£ Road Network D Regency Boundary
A National Road

Travel Pattern

’\.’ Pattern 1 ’\_’ Pattern 2
O 3 km radius from Hub 3 km radius from national road
6 km radivs fiom Hub 6 km radivs from national road

EVSGI'U"S
T
8°30'0"S

114°500"E
(Source: Author’s Field Survey, 2024)
Figure 5. Map Of The Tourist Travel Patterns in Pekutatan District.

2. Tourist Travel Pattern for the Central-East Cluster (Mendoyo Subdistrict)

Mendoyo is a subdistrict in Jembrana Regency. It is located about 5.5 km from the capital
of Jembrana Regency. A major tourist attraction that experiences high visitor traffic is the Rambut
Siwi Plaza. Rambut Siwi Plaza is used as a hub to provide easy accessibility for tourists. It is a
coastal area with restaurants and accommodations. From Rambut Siwi Plaza, all tourist
destinations can be accessed within a 6 km radius from the hub and the main road from Denpasar
to Gilimanuk.

The travel pattern in Mendoyo Subdistrict is largely influenced by the shape of the
administrative boundaries of the subdistrict. Mendoyo is elongated northward, so the distribution
of tourist destinations and tourism villages is also spread out in that direction. Teras Pangkung
Jangu and Green Cliff Banjar Bangli are located farthest from the main road access, requiring
special attention to boost tourist visits.

There are two travel patterns that can be followed from Rambut Siwi Plaza. The first pattern
is for tourists from Pelataran Rambut Siwi who wish to pray, they can visit Rambut Siwi Temple
or go to Yeh Sumbul Beach, or vice versa. Then, from Rambut Siwi Temple, they can head north
to visit Yeh Embang Kangin Tourism Village and Green Cliff Banjar Bangli. The second pattern
allows tourists from Rambut Siwi Plaza to head west to visit Delod Berawah Beach and Delod
Berawah Swimming Pool before heading north to visit Teras Pangkung Jangu. Table 3 shows the

50



Journal of Applied Sciences in Travel and Hospitality

travel patterns for tourists in Mendoyo Subdistrict. Figure 6 shows a map of the tourist travel
patterns in Mendoyo Subdistrict.

Table 3. Tourist Travel Patterns in Mendoyo District

Travel Pattern Tourist Attraction
Pattern 1 Yeh Sumbul Beach - Rambut Siwi Courtyard - Rambut Siwi Temple -
Yeh Embang Kangin Tourism Village - Green Cliff of Banjar Bangli
Pattern 2 Pelataran Rambu Siwi - Delod Berawah Beach - Swimming Pool of

Delod Berawah - Pangkung Jangu River Terrace

1'\4“4|U‘D'E 1'\4“5|D'U"E

/ N 0 15y 3
i o — v} 3}

Scale 1: 110000

BUZUI‘GHS
T
8°20'0"8

purist Villagy

Rl Spi
! Pekictgin
@ towist Attraction's Llub” Village Boundary Yeh Sumbul Beach
@  Tourist Altraction é District Boundary

77\~ Road Network D Regency Boundary
%Na[‘mnal Road

Travel Pattern
’-\J Pattern 1 #N\_s Pattern 2
D 3 km radius from Hub 3 km radius from national road

6 km radius from [lub 6 km radius from national road

1‘\4‘4‘0‘0"E
(Source: Author’s Field Survey, 2024)
Figure 6. Map of Tourist Travel Patterns in Mendoyo District

3. Tourist Travel Pattern for the Central-West Cluster (Jembrana District)

Like Mendoyo Subdistrict, Jembrana Subdistrict also has an elongated shape that stretches
northward. The presence of tourist destinations such as Puncak Mawar, Sungai Gelar, and Puncak
JR, which are located far from the main road (Denpasar - Gilimanuk), means that tourists will
spend more travel time compared to other tourist destinations and villages in Jembrana
Subdistrict. This situation requires good management and continuous promotion to attract
tourists. Access to these three tourist destinations relies on regency roads, so the condition of
these roads needs to be improved. In addition, the availability of amenities, infrastructure, and
accommaodations needs more attention.

Jembrana Ddistrict’'s elongated shape towards the north causes the travel patterns to
concentrate on reaching the tourist destinations located in the northern part of the subdistrict.
The first travel pattern starts at Perancak Tourism Village as the hub, heading to Pura Gede
Perancak or Makan Tua Buyut Lebai, or directly heading north to Puncak Mawar. The second
travel pattern starts at Perancak Tourism Village heading to Pura Gede Perancak or Makan Tua
Buyut Lebai, or directly heading north to Sungai Gelar and Puncak JR. Travel time effectiveness
plays a significant role in the tourist travel pattern in Jembrana Subdistrict because of the
considerable distance to the northern tourist destinations. The travel time from Perancak Tourism
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Village to Rose Peak, Gelar River, or JR Peak is around 45 minutes, covering a distance of
approximately 17 km, with hilly and mountainous terrain. Table 4 shows the tourist travel patterns
in Jembrana Subdistrict. Figure 7 shows a map of the tourist travel patterns in Jembrana District.

Table 4. The Tourist Travel Patterns in Jembrana District.

Travel Pattern Tourist Attraction
Pattern 1 Perancak Tourist Village - Pura Gede Perancak Temple / Ancient Tomb of
Buyut Lebai — Rose Peak
Pattern 2 Perancak Tourism Village - Pura Gede Perancak Temple/ Ancien Tomb of

Buyut Lebai - Gelar River - JR Peak
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Figure 7. Map Of The Tourist Travel Patterns in Jembrana District.

4. Tourist Travel Pattern for the Western Cluster (Negara Subdistrict and Melaya District)

Negara Subdistrict is the subdistrict with the fewest tourist destinations (DTW), having only
two. The Ustad Ali Bafagih Tomb is a site frequently visited by Muslim pilgrims. Meanwhile, Baluk
Rening Beach is a natural tourist destination that is one of the best spots to witness the sunset,
with its beautiful scenery and coconut trees swaying in the wind. Both tourist destinations can be
reached via Arjuna Street, located south of the main road (Denpasar - Gilimanuk). With only two
tourist destinations, Negara Subdistrict mainly serves as a stopover for tourists coming from
Gilimanuk who wish to enjoy the beauty of the coastline. Pilgrims can visit the Ustad Ali Bafaqih
Tomb and the Buyut Lebai Tomb in Jembrana Subdistrict. Figure 8 shows a map of the tourist
travel patterns in Negara Subdistrict.

Melaya Subdistrict, the westernmost subdistrict in Jembrana Regency and on the island of
Bali, has many advantages in attracting tourists. Its strategic location attracts tourists arriving
from Java Island via Gilimanuk Harbor or those heading to Java Island. Tourists can rest and
enjoy the natural beauty in Melaya Subdistrict. Melaya is also the subdistrict with the most tourist
destinations and tourism villages, offering many travel pattern options.

There are three hubs in Melaya Subdistrict: Gilimanuk Bay, Blimbingsari Tourism Village,
and Candikusuma Beach. With these three hubs, tourists can explore more of Melaya Subdistrict.
The tourist destinations and tourism villages in Melaya have good accessibility, with only the
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Manistutu Camping Ground and Benel Dam being located more than 6 km from the main road
and the hubs.
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Figure 8. Tourist Travel Pattern Map in Negara District

Tourists coming from Denpasar can start their journey from the Candikusuma Beach hub,
heading to Manistutu Tourism Village, then to Manistutu Camping Ground, and enjoy the beauty
of Benel Dam. Alternatively, tourists from Denpasar can head from Candikusuma Beach to Ekasari
Tourism Village, then enjoy the natural beauty of Palasari Dam and experience the culture and
beauty of Blimbingsari Tourism Village, as well as visit Nyiur Melambai Family Park for family-
friendly activities.Tourists arriving from Gilimanuk Harbor can take the reverse route, starting
from Gilimanuk Bay, heading to Nyiur Melambai Family Park, then to Blimbingsari Tourism Village,
followed by Palasari Dam, and enjoy the beauty of Ekasari Tourism Village before staying at
Candikusuma Beach. Table 5 shows the tourist travel patterns in Melaya District. Figure 9 shows
a map of the tourist travel patterns in Melaya District.

Table 5. Tourist Travel Pattern in Melaya District

Travel Pattern Tourist Attraction

Pattern 1 Candikusuma Beach - Manistutu Tourism Village - Manistutu
Camping Ground - Benel Dam or vice versa

Pattern 2 Candikusuma Beach - Ekasari Tourism Village - Palasari Dam
- Blimbingsari Tourism Village - Nyiur Melambai Family Park or vice
versa
Gilimanuk Bay - Museum of Early Man - Karangsewu Beach -

Pattern 3 Belimbingsari Tourism Village - Nyiur Melambai Family Park - or vice
versa
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Tourists arriving from Gilimanuk Harbor can also rest and enjoy the beauty of Gilimanuk
Bay and the attractions around it. They can explore Karangsewu Beach and the Ancient Human
Museum. Additionally, the beauty of the coral island and its flora is also fascinating to explore.
After enjoying Gilimanuk Bay, tourists can continue to Blimbingsari Tourism Village to stay or
proceed to Candikusuma Beach and its surrounding tourist destinations

Discussions

The findings of this study demonstrate that tourist travel patterns in Jembrana Regency
are strongly shaped by spatial accessibility, functional hierarchy of destinations, and
transportation corridors. The GIS-based mapping reveals a clustered distribution of tourist
attractions, where destinations with high accessibility, adequate amenities, and strategic locations
along the Denpasar—Gilimanuk main road function as tourism hubs. This finding aligns with the
hub-and-spoke tourism model, which explains how core destinations act as nodes that distribute
tourist flows to surrounding attractions (Kadar & Gede, 2021; Paulino et al., 2021; Paulino &
Prats, 2024). The research findings also consistent with previous studies showing that spatial
mapping of tourism potential supports sustainable destination management (e.g., remapping
village-based attractions), while the role of the Denpasar—Gilimanuk corridor as a primary
transportation axis significantly influences accessibility and travel patterns within tourism regions
such as Jembrana Regency (Adinegara et al., 2025; Soimun et al., 2025).

Across all clusters, destinations located closer to the main arterial road attract higher visitor
numbers, while attractions situated farther inland or requiring travel via secondary roads
experience lower visitation. This pattern reflects the principle of distance decay in tourism, where
visitation decreases as travel distance, time, and effort increase (Lee & Pennington-Gray, 2025;
Zikirya et al., 2024). In elongated subdistricts such as Mendoyo and Jembrana, the northward
spatial configuration produces linear travel patterns, as tourists prioritize time-efficient routes to
reach inland destinations. Travel time effectiveness thus becomes a critical determinant of
itinerary choice, consistent with previous studies on tourist mobility and spatial behavior (Bausch
et al., 2024; Karayazi et al., 2024).
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In the Western Cluster, the contrast between Negara and Melaya further illustrates
functional differentiation within a regional tourism system. Negara acts primarily as a transit and
stopover area with simple, purpose-driven visits, while Melaya functions as a gateway destination
due to its proximity to Gilimanuk Harbor and the presence of multiple hubs. Gateway and transit
tourism patterns have been widely documented in regions located at major entry points, where
tourists combine resting, short visits, and multi-destination travel (Masiero et al., 2020; Suparman
et al., 2023).

The findings confirm that tourist movement in Jembrana Regency is not random but follows
structured spatial patterns influenced by infrastructure, destination hierarchy, and geographic
configuration. These results highlight the importance of integrated spatial planning, improved
accessibility to peripheral destinations, and strategic hub development to achieve more balanced
and sustainable tourism growth.

The emergence of key tourism hubs such as Medewi Beach, Pelataran Rambut Siwi, and
Gilimanuk Bay demonstrates the operation of a hub-and-spoke spatial model (Lew & McKercher,
2006). These hubs function as primary nodes that concentrate tourist activities due to superior
accessibility, availability of amenities, and strategic locations. Consequently, tourist movements
tend to radiate from these hubs toward nearby complementary attractions, producing structured
and sequential travel patterns rather than random mobility. In elongated subdistricts such as
Mendoyo and Jembrana, the linear spatial configuration further reinforces corridor-oriented travel
behavior. Tourists prioritize time-efficient routes, especially when accessing inland attractions
requiring longer travel times and secondary road networks. This confirms that travel time
effectiveness is a critical determinant of tourist itinerary decisions (Bafail & Hanbazazah, 2025;
de Sa et al., 2025).

The findings of this study are consistent with previous research emphasizing the role of
accessibility and transport corridors in structuring tourist mobility. Similar hub-centered and
corridor-driven travel patterns have been observed in other destinations, where highly accessible
attractions function as primary nodes concentrating visitor flows (Soimun et al., 2025; Wang et
al., 2025; Wardana et al., 2025). The dominance of main arterial routes influencing visitation
intensity also aligns with studies conducted in regional and peripheral tourism areas (Ahn et al.,
2023; Dalimunthe et al., 2020; Pedrosa et al., 2022; Song et al., 2024).

However, this study reveals distinct characteristics specific to Jembrana Regency. Unlike
compact urban destinations where tourist movements tend to be multi-directional and dense
(Shoval & Isaacson, 2007), Jembrana exhibits linear and sequential travel patterns shaped by
elongated administrative configurations and spatially dispersed attractions. Additionally, the
strong influence of gateway dynamics associated with Gilimanuk Harbor differentiates Jembrana
from inland or single-core tourism systems. These differences highlight how geographic structure
and regional positioning modify general tourist movement models.

The development of tourism in Jembrana Regency, Bali, although holding great potential,
also faces several weaknesses that need to be addressed for the sector to reach its full potential.
One of the biggest weaknesses in tourism development in Jembrana Regency is limited
accessibility, especially in the northern areas which are bordered by mountains. Although the
Denpasar - Gilimanuk Road is the main route, some tourist destinations farther from the main
road require road infrastructure improvements to ease access for tourists. Remote and hilly roads
are often difficult to reach, limiting the tourism potential in those areas.

The promotion and marketing as well as supporting facilities and infrastructure for tourism,
such as accommodations, restaurants, and other services, are still limited in Jembrana Regency.
Although there are some inns and dining places, their number is not sufficient to accommodate
a surge in tourists, especially during peak seasons. The existing facilities also need to be improved
to ensure tourists' comfort. Many tourists, both domestic and international, are not fully aware of
the tourism potential in Jembrana, especially for more remote destinations. Most tourist
destinations in Jembrana Regency are still focused on nature and beach tourism. While Bali is
known for its natural beauty, Jembrana needs to develop more diverse tourism products, such as
cultural tourism, culinary experiences, or ecotourism, to attract various segments of tourists. The
lack of diversification can make Jembrana less competitive compared to other areas in Bali that
offer a wider range of tourism options.
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Many tourist destinations in Jembrana Regency experience higher visitor numbers during
holidays or good weather conditions. This dependence creates instability in the tourism sector,
as the number of tourists can fluctuate significantly between peak seasons and off-seasons.
Therefore, efforts are needed to attract tourists throughout the year. One of the most important
factor is limited skilled human resources. The quality of human resources in the tourism sector in
Jembrana Regency still needs improvement. Many workers in the tourism sector lack sufficient
skills or training to provide quality service to tourists. This can negatively affect the experience of
visitors and impact the region's tourism image. The people in Jembrana Regency also not
accompanied by attention to environmental preservation can have negative impacts. In some
tourist areas in Jembrana Regency, waste management and the maintenance of natural beauty
are still challenges. If not addressed, this could damage the natural attractions that are one of
Jembrana's main draws.

The distribution of tourist attractions in Jembrana Regency is greatly influenced by the
accessibility of the main Denpasar - Gilimanuk road and is limited by the mountainous structural
terrain in the northern part. This condition creates an imbalance in the development and
promotion of tourist destinations between the more accessible southern region and the more
difficult-to-reach northern region. Based on the findings, several strategic recommendations are
proposed:

1. Improve Accessibility to Peripheral Attractions. Upgrading regency and secondary roads
connecting inland destinations (e.g., northern attractions) to reduce travel time barriers.

2. Strengthen Hub-Based Destination Management. Enhancing amenities, signage, and visitor
services at identified hubs to optimize tourist distribution within clusters.

3. Develop Cluster-Integrated Tourism Packages. Designing thematic travel routes (coastal—
nature, religious—cultural, rural-scenic) to encourage multi-destination visitation.

4. Targeted Promotion for Low-Visitation Destinations. Marketing strategies focusing on unique
attributes of remote attractions to balance spatial visitation patterns.

5. Enhance Transport and Information Infrastructure. Providing clear route information, digital
maps, and wayfinding systems.

6. Community Capacity Building. Supporting tourism villages through training, product
development, and service quality improvement.

This study has several limitations. The study reflects limited numbers of smple and
conditions during the specific study period, and seasonal variations in visitation patterns were not
comprehensively examined. Future studies are encouraged to incorporate larger samples,
longitudinal data, and advanced mobility tracking techniques.

Conclusions

This study reveals that tourist attractions in Jembrana Regency exhibit a clustered spatial
structure consisting of four main tourism clusters: Eastern (Pekutatan District), Central-East
(Mendoyo District), Central-West (Jembrana District), and Western (Negara and Melaya Districts),
comprising a total of 37 tourist attractions. The spatial mapping confirms that destinations are
unevenly distributed and strongly influenced by accessibility along the Denpasar—Gilimanuk
arterial corridor. The analysis of tourist travel patterns shows that tourist movements are
structured around six key hubs—Medewi Beach, Pelataran Rambut Siwi, Perancak Tourism
Village, Gilimanuk Bay, Blimbingsari Tourism Village, and Candikusuma Beach—which function as
primary nodes facilitating tourist circulation within and between clusters. These findings answer
the research objectives by demonstrating that both the spatial distribution of attractions and
accessibility conditions significantly shape tourist mobility.

This research contributes to the body of knowledge by integrating GIS-based spatial
mapping with empirical travel pattern analysis at the regency scale, providing a localized
understanding of cluster formation, hub dominance, and corridor-driven tourist flows in a
peripheral tourism region. Practically, the findings highlight the importance of strengthening
accessibility to peripheral destinations, enhancing amenities at hub locations, developing cluster-
integrated tourism routes, and implementing targeted promotion strategies. Policy implications
emphasize the need for integrated spatial tourism planning, infrastructure improvement, and
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community capacity building to support balanced and sustainable tourism development in
Jembrana Regency.
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Abstract: Professionalism in gastronomy is often judged through visible outputs — brigade leadership, menu
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This study defines chefs’ knowledge of qualified ingredients and identifies two complementary evaluative logics:
naturalistic quality in cookery and built-in quality in pastry and bakery. Drawing on a qualitative field study
involving six purposively selected chefs working in hotel and independent operations, we conducted one-to-one,
face-to-face interviews in 2024, transcribed them verbatim, and analysed the data thematically through manual
coding. Chefs treated ingredient selection not as a routine purchasing task but as qualification work resolved
through kitchen practice. Labels, brands, and price informed initial screening, while performance in use
determined acceptance - sensory behaviour in context for cookery, and functional performance and repeatability
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Introduction

Professionalism brings together competence, action, ethics, and responsibility, and it is
sustained through ongoing learning and skill development (Agravat & Macwan, 2024; Deluliis,
2024). It is also tied to social legitimacy: professional authority rests not only on technical
expertise but also on standards of conduct recognised by others (Tapper & Millett, 2015). In
hospitality and gastronomy, that legitimacy is often judged through visible outputs and guest-
facing experiences — what reaches the plate and what is perceived in the dining room (Castillo-
Manzano & Zarzoso, 2023; Chiang & Guo, 2021; Daries et al., 2021). This emphasis foregrounds
service performance, menu design, and the guest experience, while less visible practices such as
ingredient selection are seldom examined explicitly as sites of professional judgement, even
though chefs may treat them as foundational to product quality.

Research on chef professionalism largely follows this emphasis on public-facing work. In
high-end and contemporary kitchens, chefs are frequently framed as brigade leaders and
entrepreneurial actors, with professionalism expressed through coordination, innovation, and
reputation (Elbasha & Baruch, 2022; Giousmpasoglou et al., 2022). Related studies map the
competencies that sustain chefs in demanding environments — organising labour, managing
knowledge, and coping with organisational pressures (Bressan et al., 2023; Filimonau et al., 2024;
Marinakou & Giousmpasoglou, 2022; Traynor et al., 2022). Taken together, this literature shows
convincingly what professionalism looks like in public; it has paid far less attention to how
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professionalism is enacted in the quieter backstage decisions made before service, including the
ingredient judgements that shape what can be produced reliably once service is underway.

Beyond professionalism and leadership, scholarship on culinary creativity and menu
development likewise underscores the centrality of ingredient decisions. Studies of creativity show
how chefs generate and refine ideas within aesthetic, technical, and organisational constraints,
treating ingredients as the material through which dishes and dining experiences are composed
(Ekincek & Giinay, 2023; Hsia et al., 2021; Oztiirk, 2024). Research on menu and recipe
development similarly highlights the need to balance flavour, structure, and operational viability
under cost, mise en place, holding quality, and service tempo (Behnke, 2023; Petkova et al.,
2024). Practice-based culinary texts go further by treating ingredient selection as anticipatory
work: chefs must judge how ingredients will behave across techniques and production systems
in both cookery and pastry-and-bakery (Chugh, 2025; Vaclavik & Haynes, 2013; Varghese, 2020).
This body of work shows clearly why ingredient decisions matter, but it still does not explain — at
the level of chefs’ own reasoning — how ingredients become “qualified,” or how that knowledge
is mobilised in everyday commercial kitchen practice conditions.

What is missing, then, is a practice-based explanation of ingredient qualification as
professional judgement: how chefs conceptualise the knowledge by which ingredients are judged
fit for specific products; how that judgement is justified, recalibrated, and defended under service
pressure, and how the logic of qualification differs across cookery and pastry-and-bakery
domains. Without such an account, ingredient selection is easily reduced to purchasing routines,
label reputation, or static product knowledge (Cho et al., 2021; Vasilakakis & Sdrali, 2023; Winata
et al., 2023), rather than being understood as situated expertise that underpins reliable culinary
outcomes in commercial kitchens.

Accordingly, this study is guided by two research questions: (RQ1) How do chefs in
professional commercial kitchens practise ingredient selection as a process of ingredient
qualification under real-time service constraints? (RQ2) What evaluative logics organise chefs’
knowledge of qualified ingredients across cookery and pastry-and-bakery work, and what do
these logics reveal about chef professionalism?

To address these questions, we develop the concept of knowledge of qualified ingredients.
We then identify two complementary evaluative logics — naturalistic quality in cookery and built-
in quality in pastry-and-bakery — and show how qualification is structured and recalibrated under
service constraints.

Methodology

This qualitative field study examines ingredient selection as a process of ingredient
qualification in professional commercial kitchens. Rather than estimating the prevalence of
particular selection criteria, the study is concept-driven and aims to clarify how chefs articulate,
justify, and recalibrate their ingredient judgements under real-time service constraints. We treat
ingredient judgment as situated work embedded in everyday production, drawing on chefs’
accounts of decision episodes and the practical reasoning through which an ingredient becomes
“qualified” for a product.

Participants were purposively selected as chefs who routinely hold responsibility for
ingredient quality judgements in professional commercial kitchens. The dataset comprised six
participants across two domains to enable analytical comparison: three cookery participants (two
Executive Chefs, P1 and P3; and one Executive Sous Chef, P2) and three pastry-and-bakery
participants (a Pastry Chef, P4; a Pastry Chef—Chocolatier, P5; and a Pastry Sous Chef, P6). This
balanced design (three participants per domain) was conceptually adequate for the aims of the
paper because it anchors each evaluative logic in multiple information-rich cases within its
relevant domain and role, rather than relying on a single exemplar. The sample was therefore
designed for depth and contrast — capturing decision-making from positions where ingredient
qualification is enacted under service constraints — rather than for statistical representativeness.
Analytic sufficiency was assessed iteratively; subsequent interviews did not add substantively new
thematic dimensions to the two-logics comparison.

Data were collected through face-to-face, one-to-one in-depth interviews conducted
between 8 June 2024 and 10 October 2024. Interviews lasted 60—90 minutes (mean 80 minutes;
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median 90 minutes) and were audio-recorded with permission before being transcribed verbatim.
Interview venues were selected separately from participants’ operational workplaces to avoid
conflating meeting locations with kitchen settings. For three participants (P1, P5, and P6),
interviews were held in a training-kitchen laboratory at a vocational higher-education institution
(HETI) as a neutral meeting venue rather than at their workplaces. The remaining interviews took
place on-site at relevant hospitality and food-service operations (two hotel operations and one
independent restaurant operation; P2—-P4). One interview was briefly interrupted due to ongoing

kitchen activity (P1). Participant characteristics are summarised in

Table 1. Participant characteristic

Interview . Career
Code Domain  Role ygorzkpllag_eg)type venue Pwa:EiM_ Mode !D_ur;a?on length
operational settin (meeting p|ace) DD) minutes, gypeparg;)
Independent T_ra|n|ng
Executive restaurant kitchen 2024- Face
P1 Cookery Chef kitchen laboratory 10-07 to- 90 34
(commercial) (vocational face
HEI)
. . . Face-
Executive Hotel kitchen On-site hotel 2024-
P2 Cookery Sous Chef (commercial) operation 10-10 E:;e 20 27
. . . Face-
Executive Hotel kitchen On-site hotel 2024-
P3 Cookery Chef (commercial) operation 06-08 Eg;e 60 30
Independent .
Pastry- rostaurant On-site 2024- Face
P4 and- Pastry Chef : independent to- 90 27
operation . 08-17
bakery (commercial) operation face
Pastry Training
Pastry- Pastry S kitchen _ Face-
P5 and- Chef— productlc_m laboratory 2024 to- 90 12
b . central kitchen - 07-29
akery Chocolatier (commercial) (vocational face
HEI)
Training
Pastry- Hotel pastry kitchen _ Face-
P6 and- E?]setfry Sous operation laboratory 392;9 to- 60 8
bakery (commercial) (vocational face
HEI)

Note. HEI = higher-education institution. “Training kitchen laboratory (vocational HEI)” indicates a neutral
meeting venue rather than the participant’s operational workplace. Career length is an approximate
summary based on participants’ self-reported career histories.

Interview transcripts were analysed using thematic analysis (Braun & Clarke, 2021; Kiger
& Varpio, 2020; Ohyver et al., 2025). Coding was conducted manually by the first author, with
iterative recoding and the use of analytic memos (Bingham, 2023; Olmos-Vega et al., 2023) to
refine emerging patterns across participants. Analysis proceeded in two steps: first, we identified
segments where chefs described specific episodes of ingredient judgement; second, we grouped
these segments into higher-order themes that captured how ingredient qualification was reasoned
and justified under service constraints. Themes were then compared across the two domains
(cookery versus pastry-and-bakery) to clarify similarities and differences in evaluative logic,
leading to the articulation of naturalistic quality and built-in quality as two complementary
organising logics.

Trustworthiness was supported primarily through peer debriefing to test interpretations,
surface alternative readings, and refine analytic claims (Ahmed, 2024; Dahal, 2025). After initial
coding and theme development, the emerging themes and the two-logics account were discussed
with an academic colleague experienced in qualitative analysis and vocational culinary education.
Credibility and confirmability were further strengthened through iterative recoding and analytic
memos documenting how interpretations developed across cases (Bingham, 2023; Olmos-Vega
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et al., 2023). As the primary interviewer and coder, the first author used reflexive memoing to
surface and manage prior assumptions about culinary work and ingredient quality; peer debriefing
provided an additional check on interpretation. Because the study relied on interview data,
triangulation across data sources was limited. Instead, dependability and transferability were
supported by maintaining an audit trail — linking codes to transcript excerpts and recording key
analytic decisions as the coding framework evolved — and by providing transparent descriptions
of participant roles, operational settings, and the service conditions under which ingredient
judgements were described (Johnson et al., 2020).

Results and Discussions

Results

Across interviews, chefs described ingredient selection not as a routine extension of
purchasing but as a form of qualification work that shapes whether dishes and products can be
produced reliably under service conditions. This work was organised through two complementary
evaluative logics. In cookery, chefs emphasised naturalistic quality, judging ingredients through
sensory behaviour in context — how products behaved when handled, cooked, and served under
time pressure. In pastry-and-bakery work, chefs emphasised built-in quality, assessing
ingredients through functional performance and repeatability within production systems such as
doughs, batters, creams, and fillings.

In cookery, chefs described qualification as a judgement grounded in use rather than
inspection. Initial cues such as labels, brands, and price could narrow options, but ingredients
were ultimately “qualified” when their sensory behaviour held up in context - how they responded
to handling, heat, timing, and plating under service pressure. One executive chef framed this as
the “intrinsic energy” of ingredients (P1) and illustrated it with pandan leaves: when handled
carefully with poultry, he described pandan leaves as deepening aroma and flavour without
masking the character of the main protein. In this logic, quality was not treated as a fixed market
category; it was established in the dish through performance at the point of use.

Two cookery participants stressed that qualification was often settled at the range rather
than at receiving. Aromatics and proteins, they said, were not simply checked and signed off;
they had to be “read” during service — smelled, tasted, and watched to see how they behaved
under heat and time. What counted was not an ingredient’s appearance at delivery but what it
did in the pan: how quickly aroma lifted, how moisture released or held, and how the same piece
could respond differently when seared hard, simmered gently, braised longer, or fired quickly on
the grill (P2; P3). This is why receiving was described as provisional. A delivery might look
acceptable, yet once service began, the ingredient could “turn” with the rhythm of the kitchen: a
slightly wetter batch, a hot spot on the range, a longer hold than planned, a run of tickets on the
rail that compressed every margin. Rather than making a single pass—fail call, they spoke about
“working with” the ingredient as the dish unfolded — tasting at familiar moments, recalibrating
heat, layering seasoning, and making small corrections before a problem became visible on the
plate. The adjustments were modest but cumulative: when aromatics went in, how long they
were allowed to develop, where salt and acidity entered, and which finishing moves helped keep
flavour and mouthfeel stable when time was tight, and variability had less room to show itself.
Qualification, in this sense, was reached when the ingredient’s sensory contribution could still be
steered towards the intended aroma, taste, and mouthfeel at the point of use, despite the
pressures of service (P2; P3).

In pastry-and-bakery work, qualification was described less as “reading” ingredients in the
moment and more as locking in built-in performance before service begins. One pastry chef
pointed out that a cream or filling can look acceptable in the bowl yet fail later — splitting after
holding, slackening after piping, or losing structure once it meets heat or humidity — so ingredients
were judged by what they enabled the recipe to deliver repeatedly, not by how they appeared at
delivery (P5). In this domain, “qualified” ingredients were those that behaved predictably in
production: they held shape, emulsified cleanly, and carried consistent texture across batches,
even when output had to be scaled and timed against service (P5).
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A pastry sous chef described qualification as something you feel in the system before you
trust it in production: doughs, batters, and creams “tell on” ingredients when the kitchen asks for
repeatability (P6). He spoke about watching how a batch mixes — whether it comes together
cleanly or fights back — then tracking what happens after resting, shaping, and baking, when
small differences become amplified. In this logic, ingredients were “qualified” when they reduced
surprise: the same flour, fat, or dairy behaved consistently across days and batch sizes, and the
product held its intended structure through the full chain of work — mixing, lamination or aeration,
proofing, baking, cooling, and holding (P6). A pastry chef made a similar point in an all-day dining
outlet, where humidity and service tempo can expose weak ingredients quickly: a filling that looks
smooth at finishing can weep later, a batter that seems stable can lose lift in the oven, and a
crust that appears set can soften once it meets a moist component (P4). Qualification, then, was
described as a form of prevention: selecting ingredients that keep the product’s “built-in”
properties intact so texture remains repeatable even when the kitchen is scaling output and timing
batches against service (P4; P6).

Chefs did not treat naturalistic quality and built-in quality as two sealed compartments;
they described moments in practice where the logics began to blur once service put the kitchen
under strain. In cookery, “naturalistic” judgement — reading aroma lift, moisture release and heat
response — remained central, but it became inseparable from a quieter question of repeatability
when the same pan work had to survive the rhythm of tickets: batching, holding, reheating and
plating without drifting off target (P2). In those moments, an ingredient could be exciting in the
first pass and still fail the kitchen if it did not carry consistently across repeated cycles — if it
dulled, turned harsh, or lost its line once time, heat, and holding began to stack up. Pastry-and-
bakery participants described the overlap from the other direction. They were committed to built-
in performance — structure, emulsion stability, repeatable texture — yet they also watched for
sensory behaviour, especially in humid, high-tempo settings where a product was exposed,
portioned, held, and served rather than judged only at the bench (P4; P6). An ingredient might
meet functional expectations in production but still be rejected if it produced an unexpected taste
shift once the product sat, warmed, or absorbed moisture in the dining environment; likewise, a
“stable” component was not fully qualified if it compromised the intended aroma or mouthfeel at
the point of service (P4; P6). Overlap, then, was narrated as a hybrid judgement: chefs sought
ingredients that could hold technical integrity and sensory character at the same time — so the
product remained repeatable without becoming bland, and expressive without becoming fragile
— when service tightened margins and variability had less room to hide (P2; P4; P6).

P3’s account from a hotel kitchen put it in practical terms: qualification was not a once-
and-for-all verdict at delivery, because ingredients could shift with season and humidity in ways
that only became apparent in storage and during service. He used fresh chilli as an example. In
the rainy season, chillies carried higher moisture and deteriorated faster — softening, developing
mould, and showing early signs of spoilage — so the same “acceptable” delivery could become
unstable on the line and in the cold room. In the dry season, by contrast, chillies were firmer,
more durable, and less prone to rapid spoilage, making them easier to hold without quality drifting
across service cycles. The seasonal shift was not only physical but sensory: rainy-season chillies
tasted less sharp, with heat perceived as diluted, whereas dry-season chillies were more “biting”
and aromatic, as if the same quantity landed differently in the dish. For P3, this was why receiving
remained provisional. What counted was not the chilli's appearance at the door but how it
behaved once the kitchen had to run it through real work — storage, prep, and repeated service
moments — where moisture, time, and ambient humidity could alter both usability and flavour.
Qualification, in his telling, meant adjusting judgment to these conditions: assessing whether the
ingredient would stay stable long enough to support consistent output and whether its flavour
contribution could still be steered towards the intended heat and aroma under service pressure
(P3).

Across domains, chefs did not describe ingredient qualification as working through a
checklist of “good ingredients”, but as a professional capacity to justify why a given ingredient
was fit for purpose in a particular kitchen at a particular moment. P1’s language of an ingredient’s
“intrinsic energy” captured this orientation: ingredients were not treated as fixed categories
whose quality was known in advance, but as materials whose value was established through how
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they behaved in the dish and under the pressures of service (P1). Taken together, the accounts
reported above can be summarised through two evaluative logics — cookery leaning on sensory
behaviour in context, pastry-and-bakery leaning on built-in performance and repeatability — while
also showing that both logics addressed the same practical problem: producing reliable outcomes
without losing intended sensory character when margins tightened and variability had less room
to hide (P1; P2; P4; P6). Figure 1 synthesises this process by mapping the two evaluative logics,
their recalibration during production/service, and the points where they overlap under service
constraints.

A. Cookery domain B. Pastry-and-bakery domain
Naturalistic quality Buiit-in quality

Sensory behaviour in context Functional performance and repeatability

aroma - taste - texture - flavour development doughs - batters - creams - fillings
recalibration | recalibration
during production/service_/ during production/service
Qualification in cookery Qualification in pastry-and-bakery
Overlap under service constraints
Qualified when sensory contribution can be steered Qualified when structure and texture are reproducible

across batches in production

- . Cookery: repeatability becomes salient =)
during batching/holding L

towards intended aroma, taste, and mouthfeel J
N\

@ « Pastry-and-bakery: sensory behaviour @
Cookery practice DAl dUers Pastry-and-bakery practice
Reading ingredients at the range Stabilising systems
adjusting heat - timing - seasoning layers @ @ emulsion « structure - repeatability

Knowledge of qualified ingredients

Context-dependent expertise through which chefs judge
ingredients as fit for specific products under real service conditions.

Figure 1. Ingredient qualification as professional judgement under service constraints: Two
evaluative logics and their overlap

Figure 1 is intended to be read as a process account of how ingredients become “qualified”
in use, rather than as a static classification of ingredient types. In the cookery domain,
qualification is anchored in naturalistic quality: chefs judge sensory behaviour in context and
recalibrate decisions during service as heat, timing, and holding conditions accumulate. In the
pastry-and-bakery domain, qualification is anchored in built-in quality: ingredients are assessed
for functional performance and repeatability within production systems (doughs, batters, creams,
and fillings), with recalibration occurring as production is scaled and timed against service. The
overlap zone makes the empirical point explicit: cookery becomes increasingly concerned with
repeatability once batching and holding enter the workflow, while pastry-and-bakery becomes
increasingly attentive to sensory behaviour during service, especially under humidity and tempo
(P2; P4; P6). In that overlap, chefs are not switching logics; they are solving the same
professional problem from two directions — protecting technical integrity and sensory character
at once so outcomes remain reliable when margins tighten, and variability has less room to hide
(P2; P4; P6).

Discussions
Practising Ingredient Selection as Ingredient Qualification in Professional

Commercial Kitchens under Real-Time Service Constraints (RQ1)

The findings show that chefs in professional commercial kitchens practise ingredient
selection as an ongoing process of ingredient qualification rather than a discrete act of product
choice. Ingredients do not become “qualified” simply by carrying a trusted label, a familiar brand,
or an assumed grade; rather, they become qualified through chefs’ repeated efforts to determine
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whether the ingredients remain fit for purpose once they are drawn into the demands of
production and service. What matters, therefore, is not only what an ingredient appears to
promise at the point of selection, but also how it behaves when exposed to heat, timing, holding,
humidity, and service tempo. In this sense, ingredient selection operates as a form of knowing-
in-action (Hadjimichael et al., 2024; Ng et al., 2022), through which chefs test, revise, and defend
their judgments in use so that reliable quality can still be secured when the tolerance for error
narrows under real-time service constraints.

What the findings make clearer, then, is that practising ingredient qualification under real-
time service constraints requires more than recognising ingredients that initially appear suitable
at the point of selection. It requires the practical competence to judge whether ingredient
decisions remain workable as production unfolds and service compresses time, increases
repetition, and narrows the margin for adjustment. As service intensifies, chefs must notice early
signs of drift, anticipate how ingredients are likely to behave as work unfolds, and recalibrate
before variation becomes consequential (Farmer & Hingst, 2025). Ingredient qualification, in this
sense, is not exhausted by the initial choice; it is sustained through the ongoing work of keeping
flavour, texture, and performance aligned with the intended output as service conditions tighten.
Existing studies on creativity, menu development, and operational constraints (Behnke, 2023;
Ekincek & Giinay, 2023; Hsia et al., 2021; Oztiirk, 2024; Petkova et al., 2024) help to situate
these pressures. Yet they have been less explicit about how chefs keep ingredient decisions
workable under the accumulating demands of service.

Rather than being settled at receiving, ingredient qualification is better understood as a
judgement that remains provisional until an ingredient’s fitness for purpose has been established
across the movement from storage and prep to holding and service (P3). The point is not simply
that ingredients change over time, but that their qualification depends on how those changes
affect what chefs can still achieve with them under working conditions. P3’s account of fresh chilli
makes this especially clear: seasonal variation altered not only durability but also the ingredient’s
sensory force in the dish, making qualification inseparable from the kitchen’s need to manage
both stability and flavour in use (P3). A comparable temporal logic was evident in pastry-and-
bakery, although it appeared through production performance rather than pan work alone;
ingredients became qualified insofar as they continued to hold structure, emulsion, texture, and
consistency as they moved through the production chain (P4; P5; P6). Ingredient qualification,
then, takes shape progressively through an ingredient’s ability to support the intended product
under service conditions that leave little room for correction.

Seen in this light, practising ingredient qualification involves judging not only whether an
ingredient appears suitable at the point of selection, but also whether it can continue to support
the intended dish or product once service pressure reduces margins and leaves less room for
correction (P2; P3; P4; P6). In this sense, qualification takes on a preventive orientation, not
because chefs can eliminate variation altogether, but because they seek to stop small shifts in
flavour, texture, structure, or holding performance from escalating into more serious problems
during service (P4; P6). Initial suitability, therefore, is insufficient on its own. Ingredients must
remain dependable under the conditions in which kitchen work actually unfolds (P2; P3; P4; P6).
Ingredient selection, then, becomes part of the work through which chefs preserve room for
judgment before service pressures turn manageable variation into failure that is harder to recover
from.

This also clarifies why ingredient selection in professional commercial kitchens cannot be
reduced to an initial procurement decision. Supplier criteria, delivery checks, and other early
assessments remain important for narrowing options and securing an acceptable starting point
(Cho et al., 2021; Vasilakakis & Sdrali, 2023). Yet the present findings suggest that such
procedures do not exhaust what chefs mean by selection in practice, because selection is only
fully resolved through kitchen work itself. Ingredients are reassessed in use as they encounter
the technical and temporal demands of production and service. In this sense, ingredient
qualification makes clear that selection extends beyond procurement: what is selected is not
merely a product that appears acceptable at receiving, but an ingredient that can continue to
justify that choice once the pressures of service begin to test its usability, stability, and
contribution to the intended output.
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Evaluative Logics Organising Chefs’ Knowledge of Qualified Ingredients
across Cookery and Pastry-and-Bakery Work and Their Implications for
Chef Professionalism (RQ2)

What RQ1 makes visible is not only that ingredient selection is practised as qualification
under service constraints, but also that chefs rely on two evaluative logics to keep ingredient
qualification workable across cookery and pastry-and-bakery domains. These logics are less about
categorising ingredients in the abstract than about organising judgement in practice — how chefs
decide, under pressure, whether ingredients will still deliver what the kitchen needs. In cookery,
qualification is oriented towards naturalistic quality, with ingredients judged through their sensory
behaviour in context: how aroma lifts, how moisture moves, and how flavour holds its line once
heat, timing, and tempo begin to press (P1; P2). In pastry-and-bakery, qualification is oriented
towards built-in quality, with ingredients judged through their functional performance and
repeatability within production systems — doughs, batters, creams, and fillings — especially when
scale, holding, and humidity begin to test stability (P4; P6). Taken together, the two logics clarify
how chefs turn ingredient variation into defensible professional judgement while still pursuing the
same practical end: reliable outcomes without sacrificing intended sensory character under
service pressure.

Naturalistic quality, as it appears in cookery, is best understood as a way of reading
ingredients in situ, where “quality” is established through sensory behaviour as it meets the
contingencies of kitchen work rather than through static categories of grade or reputation. What
chefs evaluate, then, is whether an ingredient’s aroma, moisture behaviour, and flavour line
remain steerable once handling, heat, timing, and tempo begin to press (P1; P2; P3). This logic
aligns with an epistemology-of-practice, in which judgement takes shape as knowing-in-action
(Hadjimichael et al., 2024; Ng et al., 2022), carried by sensory attention and situated adjustment
rather than by declarative product knowledge alone. Sensory perception here is not treated as a
private “palate”, but as a professional mode of attunement to how ingredients perform in context
(Schifferstein et al., 2022). In this sense, naturalistic quality also foregrounds tacit competence,
not as an invisible residue behind decision-making, but as the practical ability to anticipate drift,
recalibrate early, and defend judgment when the margin for error narrows (Farmer & Hingst,
2025).

Built-in quality, as it emerges in pastry-and-bakery work, rests less on reading ingredients
moment by moment and more on securing functional performance that will hold once production
becomes repetitive, scaled up, and exposed to delay. Here, “quality” is established through what
ingredients enable production systems to do reliably — whether doughs, batters, creams, and
fillings can be made to behave predictably across batches and through resting, piping, baking,
cooling, and holding, especially when humidity and service tempo begin to test stability (P4; P5;
P6). In that respect, built-in quality can be read as a practical logic of repeatability and quality
assurance, in which the aim is to keep performance consistent without stripping products of their
intended texture and finish (Magnusson Sporre et al., 2025). What matters is not simply whether
a component looks correct at the bench, but whether it continues to carry structure and texture
as time and environment begin to work against it. On this logic, qualification is achieved when
ingredients reduce surprise in the system: when emulsions do not split after holding, fillings do
not weep, and batters do not lose lift as output is timed to service (P4; P6). Built-in quality,
therefore, describes a professional orientation to locking in performance early, so that service
pressure does not convert small variation into structural failure later.

What becomes clear when these logics meet in practice is that naturalistic quality and built-
in quality are not competing styles of judgement, but complementary ways of keeping ingredient
qualification workable once service begins to tighten margins. Under strain, cookery cannot rely
on sensory reading alone if the same preparations must survive repetition, holding, and
compressed timing without drifting off target (P2). Pastry-and-bakery, meanwhile, cannot rely on
functional stability alone if humidity, delay, and handling begin to unsettle texture and sensory
character at the point of delivery (P4; P6). Their overlap therefore marks a hybrid judgement
oriented towards the same practical problem from two directions: protecting technical integrity
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and intended sensory character at once, so that output remains repeatable without becoming
bland, while remaining expressive without becoming fragile. This coupling of repeatability with
sensory intent aligns with a view of culinary quality as something that is both designable and
defensible in practice, rather than reducible to either creativity or standardisation (Magnusson
Sporre et al., 2025; Schifferstein et al., 2022). In that sense, the two logics operate in mutually
corrective ways, keeping qualification accountable both to sensory behaviour in context and to
performance across production systems when variation becomes consequential in real time.

Existing accounts of chef professionalism tend to foreground what is readily visible —
leadership in the brigade, entrepreneurial identity, and performance that can be publicly
evaluated (Elbasha & Baruch, 2022; Giousmpasoglou et al., 2022; Traynor et al., 2022). That
emphasis, however, leaves less room for the quieter work that makes such visible performance
possible in the first place. In this study, professionalism is located in ingredient judgement:
sustaining decisions that can still be defended as service pressure tightens and the margin for
correction narrows. Naturalistic quality captures the sensory side of that labour, where attention
and adjustment keep flavour on track in the moment; built-in quality captures the systems side,
where repeatable performance is secured within production processes. Read together, the two
logics suggest that professionalism also includes making judgment shareable — articulating,
revising, and handing over ingredient calls so that technical integrity and intended sensory
character can both survive the pressures of service (Lim & Ok, 2021).

Across cookery and pastry-and-bakery work, then, chefs’ knowledge of qualified
ingredients is organised through two evaluative logics that keep ingredient qualification workable
under service constraints, while responding to different vulnerabilities in practice — sensory drift
on the one hand, and system performance on the other. Their overlap shows that qualification is
sustained by hybrid judgement rather than by a single rule-set: chefs must secure repeatability
without flattening sensory intent, and sustain sensory character without making production fragile
(Magnusson Sporre et al., 2025; Schifferstein et al., 2022). What these logics reveal about
professionalism is that ingredient judgement is not incidental to “good cooking,” but a core
professional labour of making decisions defensible as conditions tighten and the scope for
correction narrows (Traynor et al., 2022). In that sense, professionalism lies in keeping ingredient
qualification accountable to what the kitchen must deliver in real time, and sustaining that
accountability across domains where the margin for error is thin.

By making ingredient qualification conceptually explicit as professional judgement under
service constraints, this study shifts ingredient selection away from being treated as a
procurement routine or a private matter of taste. The two-logics framework specifies how chefs
keep ingredient decisions defensible across domains: naturalistic quality foregrounds sensory
attunement in context, while built-in quality foregrounds repeatable performance within
production systems. The analysis shows that these logics do not sit apart but converge in a hybrid
judgement when margins tighten, offering a way of understanding culinary quality as both
sensory and systematically designable in practice, rather than as a choice between creativity and
standardisation (Magnusson Sporre et al., 2025; Schifferstein et al., 2022). On this reading,
professionalism is located in the sustained labour of ingredient judgement that enables kitchens
to deliver reliably when variation becomes consequential, rather than only in the more visible
registers of leadership, entrepreneurship, or performance (Traynor et al., 2022).

Because the evidence base is interview-led rather than observational, the analysis captures
how chefs articulate and justify qualification work more than it traces every micro-decision as it
unfolds during periods of peak service. This constrains what can be claimed about the fine-grained
timing of judgement in action and about how ingredient calls are negotiated moment by moment
within sections. Future research could therefore extend the account through in situ observation
of qualification work as it moves between receiving, production, holding, and service during high-
tempo periods, where environmental conditions and time pressure reshape decisions in real time
(Filimonau et al., 2023). It could also examine how qualification knowledge is transferred within
brigades — through handovers, section notes, and apprenticeship-style learning — and whether
making judgment more inspectable changes how novices learn to manage variation without
flattening sensory character (Escalante et al., 2024).
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Conclusions

Ingredient selection in professional commercial kitchens is completed through work rather
than at the point of purchase. Chefs qualify ingredients as they move from receiving into
production and service, repeatedly checking whether ingredients remain fit for purpose when
time compresses, holding intervenes, and repetition makes drift costly under real-time service
constraints. That qualification is organised through two evaluative logics across domains. Cookery
relies on naturalistic quality, where ingredients are judged through sensory behaviour in context;
pastry-and-bakery relies on built-in quality, where ingredients are judged through functional
performance and repeatability within production systems. What these logics reveal about chef
professionalism is a form of sustained judgement: keeping ingredient decisions defensible so that
technical integrity and intended sensory character can both hold when service leaves little room
for correction.

A central contribution of this study is to conceptualise ingredient qualification as a form of
professional judgement under service constraints. This offers a practice-based account of how
commercial kitchens maintain reliability when variation becomes consequential. The two-logics
framework also provides a way of making ingredient judgement more inspectable and teachable
by clarifying what chefs attend to, what they test in use, and what constitutes a defensible call
across domains, without reducing qualification to a rigid checklist. At the same time, the argument
is based on interview material rather than observation. Further research using in situ observation
could follow qualification across receiving, production, holding, and service during peak periods,
and examine how such judgment is transmitted within brigades through handovers and
apprenticeship-style learning.
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Abstract: Nusa Penida in Bali has emerged as a marine tourism destination facing intensifying competition while
continuing to attract both domestic and foreign visitors. This competitive environment requires highly integrated
marketing communications to reinforce destination brand strength, enhance tourists' perceived value, and
stimulate long-term loyalty. This research examines the causal relationships and structural linkages among
Integrated Marketing Communication (IMC), Brand Equity, Perceived Value, and Tourist Loyalty using a
quantitative framework based on Partial Least Squares-Structural Equation Modeling (PLS-SEM). The study
involved 150 respondents who had previously traveled to Nusa Penida and were selected using purposive
sampling criteria. Primary data were collected using a structured survey instrument and analyzed using SmartPLS
4. The empirical findings indicate that IMC positively and significantly influences both Brand Equity and Perceived
Value. In addition, Brand Equity and Perceived Value serve as mediating mechanisms that amplify IMC's impact
on Tourist Loyalty. The structural model evaluation revealed a high R-square for the loyalty construct,
demonstrating the model's strong explanatory power for variation in tourist behavior. Overall, the results
highlight the critical role of consistent and integrated marketing communication in shaping destination image,
increasing perceived value, and cultivating tourist loyalty. From a practical standpoint, the findings emphasize
the importance of collaboration among destination authorities, local governments, and tourism stakeholders in
developing a robust digital-based marketing communication ecosystem to ensure Nusa Penida’s sustained
competitiveness as a world-class marine tourism destination.
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Introduction

Tourism has become a strategic sector within the global economy, including in Indonesia.
Bali is widely recognized as a national tourism icon, contributing substantially to foreign exchange
earnings, cultural representation, and marine tourism development. One destination that has
experienced rapid growth is Nusa Penida, an island southeast of Bali renowned for its pristine
beaches, marine biodiversity, and natural landscapes. Over the past decade, tourist arrivals to
Nusa Penida have increased significantly. However, this growth has also intensified competition
among marine tourism destinations at both national and international levels (Putra & Novani,
2020). Competition dynamics require destination managers to implement effective, integrated,
and adaptive marketing communication strategies to keep pace with developments in the digital
era.

Integrated Marketing Communication (IMC) is crucial because it enables organizations to
coordinate various promotional instruments—such as digital advertising, social media, public
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relations, sponsorships, and word of mouth—within a single, consistent communication
framework. IMC helps convey a destination's message, strengthen brand image, and build
emotional connections with tourists (Kliatchko, 2019). In tourism marketing, the effectiveness of
IMC is closely related to how well communication strategies shape tourists’ perceptions and
experiences before, during, and after visiting a destination.

Furthermore, the success of IMC is closely related to the formation of brand equity. Brand
equity reflects tourists’ perceptions regarding the uniqueness, attractiveness, and quality of a
destination that differentiates it from competitors. Destinations with strong brand equity are able
to create clear differentiation, expand their market share, and increase tourists’ preference for
repeat visits (Pike et al., 2018). In marine tourism contexts, brand equity does not only include
logos or visual symbols but also encompasses the overall experiential value tourists associate with
the destination (Gursoy et al., 2021). Brand credibility, as a component of brand equity, further
strengthens tourists’ willingness to engage with and remain loyal to a destination brand (Isah et
al., 2024).

Another important factor influencing tourist behavior is perceived value. Perceived value
refers to tourists’ evaluations of the benefits obtained relative to the costs or efforts expended
during their visit. Destinations that provide high perceived value are more likely to generate
satisfying experiences that encourage tourists to revisit and recommend the destination to others
(Wu et al., 2020). Consumer purchase decisions and revisit intentions are often influenced by
brand image, product quality, and promotional factors (Andriyanty & Wahab, 2022). In marine
tourism destinations such as Nusa Penida, perceived value can be influenced by various elements
including natural beauty, service quality, supporting infrastructure, and accessibility.

The interaction among Integrated Marketing Communication, brand equity, and perceived
value ultimately contributes to the formation of tourist loyalty. Tourist loyalty represents a critical
indicator of destination sustainability because loyal tourists are more likely to revisit a destination,
share positive experiences on social media, and provide word-of-mouth recommendations to
other potential visitors. Loyalty also helps destinations reduce promotional costs since positive
reputation can be reinforced through direct tourist experiences (Chen & Rahman, 2018). In an
industry that heavily relies on image and experiential value, building long-term tourist loyalty
becomes essential for maintaining destination competitiveness.

Several previous studies have examined relationships among these marketing constructs.
For instance, Dwivedi et al. (2021) found that integrated marketing communication significantly
contributes to the development of brand equity through consistent marketing messages.
Research by Foroudi (2019) demonstrated that strong brand equity enhances consumers’
perceived value, which subsequently influences loyalty. Meanwhile, Jalilvand et al. (2022)
identified perceived value as an important mediating variable linking brand-related perceptions
with tourist loyalty. These findings suggest that tourist loyalty is not formed instantly but develops
through accumulated perceptions and experiences generated through marketing communication
and brand interaction.

However, despite the growing literature on destination marketing and tourist behavior,
several limitations remain in previous studies. Many studies tend to examine these variables
separately or focus primarily on urban tourism, hospitality services, or cultural tourism contexts.
Empirical studies that simultaneously analyze the structural relationships among Integrated
Marketing Communication, Brand Equity, Perceived Value, and Tourist Loyalty in marine tourism
destinations remain relatively limited. Moreover, previous research has produced varying findings
regarding whether marketing communication directly influences loyalty or whether this
relationship occurs indirectly through mediating variables such as brand perception and perceived
value.

In addition, limited empirical research has focused on rapidly developing island tourism
destinations such as Nusa Penida. These destinations possess unique characteristics where
natural attractions, digital promotion, and experiential tourism interact in shaping tourist
perceptions and behavioral intentions. Understanding how integrated marketing communication
strategies contribute to the development of brand equity and perceived value in such contexts
remains an important research agenda.
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Therefore, this study aims to address these gaps by examining the causal relationships
among Integrated Marketing Communication, Brand Equity, Perceived Value, and Tourist Loyalty
within the context of Nusa Penida marine tourism. Specifically, this study investigates how IMC
contributes to the formation of brand equity and perceived value, and how these constructs
subsequently influence tourist loyalty. By applying Partial Least Squares Structural Equation
Modeling (PLS-SEM), this research provides empirical evidence regarding the structural
relationships among these variables.

This research is expected to contribute both theoretically and practically. Theoretically, the
study enriches the literature on destination marketing by integrating Integrated Marketing
Communication (IMC), brand equity, and perceived value into a comprehensive framework
explaining tourist loyalty. Practically, the findings provide insights for destination managers,
tourism stakeholders, and local governments regarding the importance of implementing
integrated and digitally oriented marketing communication strategies to strengthen destination
branding, enhance tourists’ perceived value, and foster sustainable tourist loyalty.

This research adopts a quantitative design using Partial Least Squares—Structural Equation
Modeling (PLS-SEM) analyzed with SmartPLS 4. The method is appropriate because it allows the
examination of complex relationships among latent constructs even when the sample size is
relatively limited. The study involved 150 respondents who had previously visited Nusa Penida
and were selected through purposive sampling. Primary data were collected through a structured
questionnaire designed to measure tourists’ perceptions of Integrated Marketing Communication,
Brand Equity, Perceived Value, and Tourist Loyalty.

Integrated Marketing Communication and Brand Equity

People worldwide are largely engaged and attached with the web 2.0 technology and Social
media platforms (Alalwan et al, 2017). In times of increasing uncertainty, authenticity is an
essential human aspiration, making it a key issue in contemporary marketing and a major factor
for brand success (Bruhn et al., 2018). Integrated Marketing Communication (IMC) refers to the
strategic coordination of multiple communication channels to deliver a consistent and persuasive
message to target audiences. In tourism marketing, IMC combines tools such as digital
advertising, social media engagement, public relations, and promotional campaigns to strengthen
destination positioning and brand identity (Kliatchko, 2019).

Previous empirical studies have shown that effective IMC strategies play an important role
in developing strong brand equity. Dwivedi et al. (2021) demonstrated that consistent and
integrated marketing communication enhances brand awareness, improves brand associations,
and strengthens consumers’ emotional connections with a brand. Similarly, research in tourism
marketing indicates that destinations that communicate consistent messages across multiple
platforms are more likely to develop stronger brand perceptions among tourists (Pike et al., 2018).
In the context of tourism destinations, brand equity represents the added value that a destination
brand provides to tourists through positive associations, perceived quality, and memorable
experiences. Strong brand equity enables destinations to differentiate themselves from competing
locations and encourages tourists to develop stronger psychological attachments to the
destination. Previous empirical studies suggest that integrated marketing communication
strategies contribute significantly to strengthening brand equity by delivering consistent and
persuasive messages across multiple communication channels. For instance, Dwivedi et al. (2021)
found that integrated marketing communication enhances brand awareness, improves brand
associations, and strengthens emotional connections between consumers and brands. In tourism
marketing, consistent communication through digital platforms, advertising, and public relations
can strengthen destination identity and improve tourists’ perceptions of the destination brand.
Therefore, effective integrated marketing communication strategies are expected to enhance
brand equity in tourism destinations.

Based on these arguments, the following hypothesis is proposed:

H1: Integrated Marketing Communication (IMC) has a significant positive effect on
Brand Equity.
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Integrated Marketing Communication and Perceived Value

Besides influencing brand equity, integrated marketing communication also plays an
important role in shaping tourists’ perceived value. Perceived value reflects tourists’ overall
evaluation of the benefits obtained from visiting a destination relative to the costs and efforts
required. Marketing communication can shape tourists’ expectations prior to visiting a destination
and influence how they interpret their overall experience.

Foroudi (2019) demonstrated that integrated marketing communication positively affects
consumers’ perceived value by communicating the advantages and unique attributes of products
or services. In tourism contexts, communication strategies that emphasize natural attractions,
accessibility, facilities, and experiential value can significantly strengthen tourists’ perceptions of
value.

In marine tourism destinations such as Nusa Penida, perceived value may be influenced by
the effective communication of environmental beauty, tourism facilities, cultural experiences, and
accessibility. When communication strategies clearly highlight these benefits, tourists are more
likely to perceive the destination as offering high value for their travel investment.

Therefore, the integration of marketing communication channels is expected to positively
influence tourists’ perceived value.

H2: Integrated Marketing Communication (IMC) has a significant positive effect on
Perceived Value.

Brand Equity and Tourist Loyalty

Brand equity has long been recognized as a key determinant of consumer loyalty. In
tourism contexts, strong brand equity creates favorable perceptions and emotional connections
that encourage tourists to revisit a destination and recommend it to others. Chen and Rahman
(2018) noted that destinations with strong brand images are more likely to retain tourists and
benefit from positive word-of-mouth promotion.

Empirical evidence also supports this relationship. Jalilvand et al. (2022) found that tourists
who perceive strong brand value are more likely to develop long-term commitment to a
destination. Similarly, Pike et al. (2018) highlighted that tourism brand equity contributes to
destination competitiveness by strengthening tourists’ trust and preference toward the
destination.

In marine tourism destinations, brand equity is often shaped by distinctive natural
landscapes, environmental quality, and memorable travel experiences. When tourists associate a
destination with strong and positive brand attributes, they are more likely to demonstrate loyal
behaviors such as revisit intentions and recommendations.

Based on these arguments, the following hypothesis is proposed:

H3: Brand Equity has a significant positive effect on Tourist Loyalty.

Perceived Value and Tourist Loyalty

Perceived value is widely recognized as an important determinant of tourist loyalty. Tourists
who perceive that a destination offers benefits exceeding their expectations are more likely to
revisit the destination and recommend it to others. Suhartanto et al. (2020) found that perceived
value significantly influences tourist satisfaction and loyalty in hospitality and tourism contexts.

Wu et al. (2020) also demonstrated that perceived value positively affects revisit intentions
and positive word-of-mouth behavior among tourists. When tourists perceive that a destination
provides meaningful experiences, high-quality services, and reasonable travel costs, they are
more likely to develop stronger loyalty attitudes.
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In marine tourism contexts such as Nusa Penida, perceived value is shaped by
environmental beauty, unique coastal attractions, and authentic cultural experiences. These
factors collectively influence tourists’ evaluations of the destination and their future behavioral
intentions.

Based on these findings, the following hypothesis is proposed:

H4: Perceived Value has a significant positive effect on Tourist Loyalty.

Mediating Role of Brand Equity and Perceived Value

In addition to the direct relationships proposed above, previous studies suggest that
marketing communication may influence tourist loyalty indirectly through intermediate variables
such as brand perceptions and value evaluations. Integrated marketing communication does not
only influence behavioral outcomes directly but also shapes tourists’ cognitive and affective
responses, which subsequently affect loyalty intentions.

Research by Foroudi (2019) and Jalilvand et al. (2022) indicates that brand-related
perceptions and perceived value often act as mediating mechanisms linking marketing
communication strategies with consumer loyalty. In tourism contexts, effective communication
can strengthen destination branding and enhance perceived value, which in turn encourages
tourists to develop stronger loyalty behaviors.

Therefore, brand equity and perceived value are conceptually expected to mediate the
relationship between integrated marketing communication and tourist loyalty.

Based on this reasoning, the following mediation hypotheses are proposed:

H5: Brand Equity mediates the relationship between Integrated Marketing
Communication (IMC) and Tourist Loyalty.

H6: Perceived Value mediates the relationship between Integrated Marketing
Communication (IMC) and Tourist Loyalty.

Methodology

This study employs a quantitative research approach to examine the causal and structural
relationships among Integrated Marketing Communication (IMC), Brand Equity, Perceived Value,
and Tourist Loyalty within the marine tourism context of Nusa Penida, Bali. The research adopts
an explanatory design using Partial Least Squares—Structural Equation Modeling (PLS-SEM) to
analyze both direct and indirect relationships among the constructs.

The target population of this study consists of domestic and international tourists who have
previously visited Nusa Penida. The sampling technique used in this research is purposive
sampling, with the main criterion being tourists who had visited Nusa Penida at least once within
the past two years. This criterion was used to ensure that respondents possessed adequate
experience and knowledge of the destination. Data were collected from 150 respondents, which
is considered sufficient for PLS-SEM analysis because the method can effectively estimate
complex models with relatively small sample sizes.

Primary data were collected through a structured questionnaire distributed both online and
offline. The online questionnaire was distributed through digital platforms such as social media
travel communities and tourism forums related to Bali tourism, while the offline questionnaires
were distributed directly to tourists in several tourism service locations, including travel agencies
and tourist gathering points. Before the full survey was conducted, a small pilot test was carried
out with several respondents to ensure the clarity and relevance of the questionnaire items.
Respondents were informed about the purpose of the study, and participation was voluntary and
anonymous.

All constructs in this study were measured using a five-point Likert scale, ranging from 1
(strongly disagree) to 5 (strongly agree). The measurement indicators were adapted from
established scales in previous tourism and marketing studies to ensure content validity. The
measurement of each variable is described as follows:
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1. Integrated Marketing Communication (IMC) was measured using 5 indicators adapted from
Kliatchko (2019) and Dwivedi et al. (2021), capturing aspects such as message consistency,
integration of communication channels, digital promotion effectiveness, and communication
clarity.

2. Brand Equity was measured using 4 indicators adapted from Pike et al. (2018) and Jalilvand
et al. (2022), including brand awareness, brand image, perceived quality, and brand
associations related to the tourism destination.

3. Perceived Value was measured using 4 indicators adapted from Foroudi (2019) and Wu et al.
(2020), reflecting tourists’ evaluation of the benefits obtained from the destination relative to
the costs incurred.

4. Tourist Loyalty was measured using 4 indicators adapted from Chen and Rahman (2018) and
Suhartanto et al. (2020), including revisit intention, willingness to recommend the destination,
positive word-of-mouth behavior, and overall loyalty to the destination.

Data analysis was conducted using SmartPLS 4 software. The analysis followed two main
stages of PLS-SEM evaluation: the measurement model (outer model) and the structural model
(inner model). The outer model evaluates the relationships between latent variables and their
indicators. This stage aims to assess the validity and reliability of the measurement model.
Convergent validity is assessed using outer loading values, where indicators with loading values
above 0.5-0.7 are considered acceptable. Additionally, composite reliability and average variance
extracted (AVE) are used to confirm construct reliability and validity. The inner model evaluates
the relationships among latent constructs to test the proposed hypotheses. According to Ghozali
and Latan (2020), the structural model describes the magnitude and significance of relationships
between latent variables based on theoretical assumptions. The evaluation of the inner model
includes examining path coefficients, t-statistics, and p-values obtained through the
bootstrapping procedure to determine the significance of each hypothesized relationship.
Furthermore, the structural model also assesses the coefficient of determination (R2) and
examines indirect effects to evaluate potential mediating relationships among the variables.
Through this analytical approach, the study provides empirical evidence regarding how Integrated
Marketing Communication influences Tourist Loyalty both directly and indirectly through Brand
Equity and Perceived Value.

Results and Discussions
Results

Respondent Characteristics
Table 1. Descriptive Statistics

Variables Category Amount
Age < 20 years 10
21-35 years 87
36-50 years 41
> 50 years 12
Gender Woman 80
Man 70
Tourist Origin Domestic 93
Overseas 57

As shown in Table 1, the study collected data from 150 tourists who had previously visited
Nusa Penida through both online and face-to-face surveys. The most significant proportion of
respondents was in the 21-35 age category, accounting for 58% of the sample, followed by those
aged 36-50 years at 27%, while smaller proportions were represented by those under 20 and
over 50 years of age. In terms of gender composition, the distribution was relatively even, with
women comprising 53% of respondents and men 47%. Regarding tourist origin, domestic visitors
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accounted for 62% of the sample, while international tourists accounted for 38%. These
demographic patterns suggest that Nusa Penida attracts a diverse range of visitors across age
groups and nationalities, particularly younger travelers who rely heavily on digital platforms for
travel-related information.

Measurement Model Test (Outer Model)
Table 2. Outer Model Test Results

Construct Indicator Loading AVE CR CA

IMC IMC1 1,000 0.72 0.91 0.89
IMC2 0.989
IMC3 0,906
IMC4 0,893

Brand Equity BE1 1,000 0.74 0.93 0.91
BE2 0.968
BE3 0.963
BE4 0.931

Perceived Value PV1 1,000 0.70 0.92 0.88
PV2 0.943
PV3 0.878
Pv4 0.931

Tourist Loyalty LOY1 1,000 0.73 0.93 0.90
LOY2 0.968
LOY3 0.990
LOY4 0,892

Referring to Table 2, all measurement indicators for the constructs of Integrated Marketing
Communication (IMC), Brand Equity, Perceived Value, and Tourist Loyalty achieved factor
loadings above the recommended cutoff of 0.7. This outcome suggests that each indicator
sufficiently reflects its corresponding latent variable, thereby satisfying the requirements for
convergent validity. In addition, the Average Variance Extracted (AVE) for each construct
exceeded the 0.5 criterion, indicating that the constructs explain a greater proportion of variance
in their indicators than is attributable to measurement error, which supports adequate
discriminant validity. The reliability assessment further revealed that both Composite Reliability
and Cronbach's Alpha for all constructs were above 0.7. These results confirm that the
measurement instrument demonstrates strong internal consistency and is reliable for assessing
IMC, Brand Equity, Perceived Value, and Tourist Loyalty.

Structural Model Test (Inner Model)
Table 3. Inner Model Test Results

Connection Path Coefficient t-value p-value Significance

IMC — Brand Equity 0.521 8.34 0,000 Significant (positive)
IMC — Perceived Value 0.473 7.92 0,000 Significant (positive)
Brand Equity — Tourist 0.412 6.15 0,000 Significant (positive)
Loyalty

Perceived Value — Tourist 0.443 6.73 0,000 Significant (positive)
Loyalty

IMC — Tourist Loyalty 0.091 1.41 0.156 Not significant
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Table 4. R-Squared Values of Endogenous Constructs

Endogenous Construct R2

Brand Equity 0.27
Perceived Value 0.46
Tourist Loyalty 0.68

The results of the structural model analysis conducted using SmartPLS 4, as reported in
Table 3, indicate that Integrated Marketing Communication (IMC) does not exert a statistically
significant direct influence on Tourist Loyalty. This finding suggests that IMC alone is insufficient
to generate loyal tourist behavior directly. Conversely, Brand Equity and Perceived Value were
found to have substantial roles in enhancing Tourist Loyalty. Furthermore, as shown in Table 4,
the coefficient of determination (R2) for the Tourist Loyalty construct was 0.68, indicating that
Brand Equity and Perceived Value together explain 68% of the variance in tourist loyalty, with
the remaining variance attributed to variables outside the proposed model. In line with the
guidelines of Hair et al. (2021), this R2 value is classified as strong, indicating that the research
model has substantial predictive capability.

1. H1 (IMC — Brand Equity): path coefficient = 0.52; t-value = 8.34; p < 0.001 — indicates a
significant positive effect.

2. H2 (IMC — Perceived Value): path coefficient = 0.47; t-value = 7.92; p < 0.001 — indicates
a significant positive effect.

3. H3 (Brand Equity — Tourist Loyalty): path coefficient = 0.41; t-value = 6.15; p < 0.001 —
indicates a significant positive effect.

4. H4 (Perceived Value — Tourist Loyalty): path coefficient = 0.44; t-value = 6.73; p < 0.001
— indicates a significant positive effect.

These findings support all four hypotheses and indicate that all model variables contribute
substantially to explaining tourist loyalty.

Discussion

This study examined the structural relationships among Integrated Marketing
Communication (IMC), Brand Equity, Perceived Value, and Tourist Loyalty in the context of marine
tourism at Nusa Penida. The results provide several important insights regarding how
communication strategies influence tourists’ perceptions and behavioral intentions.

First, the results show that Integrated Marketing Communication has a significant positive
effect on Brand Equity. This finding indicates that consistent and well-integrated communication
across multiple channels—such as digital media, social platforms, tourism campaigns, and
promotional activities—plays an important role in strengthening the brand identity of a tourism
destination. Effective communication helps tourists develop stronger awareness and more
favorable associations with the destination. This result is consistent with previous studies
suggesting that integrated marketing communication enhances destination branding by improving
brand visibility and reinforcing emotional connections with potential visitors.

Second, the study finds that Integrated Marketing Communication significantly influences
Perceived Value. This result suggests that communication strategies are not only important for
creating brand recognition but also for shaping tourists’ perceptions of the benefits offered by the
destination. When marketing communication clearly highlights the natural attractions, tourism
facilities, accessibility, and unique experiences available in Nusa Penida, tourists are more likely
to perceive the destination as providing higher value for their travel investment. This finding
supports earlier research indicating that well-designed communication strategies can influence
consumer expectations and enhance perceived value.

Third, Brand Equity is found to have a significant positive effect on Tourist Loyalty.
Destinations with strong brand equity tend to generate stronger emotional attachment and trust
among tourists. In the case of Nusa Penida, the destination’s distinctive marine landscapes,
coastal scenery, and unique travel experiences contribute to the development of a strong
destination brand. When tourists associate the destination with positive experiences and
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memorable images, they are more likely to revisit and recommend the destination to others. This
result confirms prior studies suggesting that brand equity plays a central role in sustaining
destination competitiveness and fostering long-term tourist relationships.

Fourth, Perceived Value also shows a significant positive effect on Tourist Loyalty. Tourists
who perceive that the benefits of visiting a destination exceed the costs and effort involved are
more likely to develop favorable behavioral intentions, including revisit intentions and positive
word-of-mouth recommendations. In marine tourism contexts such as Nusa Penida, perceived
value is influenced by the quality of natural attractions, environmental beauty, travel experiences,
and tourism services. When these elements create meaningful and satisfying experiences, tourists
tend to form stronger loyalty toward the destination.

An important finding of this study is that Integrated Marketing Communication does not
have a significant direct effect on Tourist Loyalty. This result suggests that communication
strategies alone may not directly translate into loyalty behavior. Instead, the influence of
communication may operate indirectly through mediating variables such as Brand Equity and
Perceived Value. In other words, marketing communication first shapes tourists’ perceptions of
the destination and strengthens the destination brand, which subsequently leads to loyalty. This
finding aligns with several previous studies indicating that communication strategies often
influence consumer behavior through cognitive and perceptual mechanisms rather than direct
behavioral responses.

In the context of tourism destinations, loyalty is typically formed through accumulated
experiences and perceived benefits, rather than communication exposure alone. Tourists may
initially become aware of a destination through marketing communication, but their loyalty
ultimately depends on how they evaluate the destination’s value and how strongly they identify
with the destination brand. Therefore, the non-significant direct relationship between IMC and
Tourist Loyalty highlights the importance of understanding the mediating role of destination
perception variables in tourism marketing models.

Theoretical and Practical Implications

This study contributes to tourism marketing literature in several ways. First, it provides
empirical evidence supporting the role of Integrated Marketing Communication as an antecedent
of both Brand Equity and Perceived Value within the context of marine tourism destinations. By
integrating these constructs into a single structural model, the study extends previous research
that often examined these relationships separately.

Second, the findings highlight the mediating mechanisms through which communication
strategies influence tourist loyalty. The absence of a direct effect of IMC on loyalty suggests that
destination marketing strategies operate primarily through perceptual constructs such as brand
equity and perceived value. This insight contributes to the theoretical understanding of how
marketing communication influences tourist behavior within experiential tourism environments.

Third, the study enriches tourism marketing research by providing empirical evidence from
an emerging island tourism destination, which remains relatively underexplored in the literature.
The findings therefore add contextual insights to destination branding and communication
strategies in marine tourism settings.

Practical Implications

From a practical perspective, the findings provide useful insights for destination managers,
tourism stakeholders, and local governments responsible for tourism development in Nusa Penida.

First, tourism authorities should prioritize integrated and consistent marketing
communication strategies across multiple digital and offline platforms. Coordinated
communication efforts can strengthen destination brand identity and improve tourists’
perceptions of the destination.

Second, marketing communication should focus not only on promotional messages but also
on highlighting the value offered by the destination, including natural attractions, environmental
sustainability, accessibility, and unique tourism experiences.
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Third, tourism managers should recognize that tourist loyalty is largely driven by perceived
value and destination brand strength. Therefore, improving service quality, maintaining
environmental sustainability, and enhancing visitor experiences are essential for strengthening
tourist loyalty in the long term.

Conclusions

This study provides a brief overview of current developments in the analysis of causality
and correlation among structurally integrated marketing communications, brand equity, perceived
value, and tourist loyalty. The findings of this study indicate that the effectiveness of marine
tourism destinations such as Nusa Penida is primarily determined by the application of integrated
marketing communication (IMC) strategies, the development of substantial brand equity, and the
enhancement of perceived value, all of which play a vital role in fostering tourist loyalty. The
analysis conducted using SmartPLS shows that IMC significantly influences Brand Equity and
Perceived Value but does not directly affect loyalty; instead, these two variables act as mediators
linking IMC initiatives to loyal tourist behavior. This suggests that loyalty is built progressively
through a strengthened destination image and tourists' favorable evaluations of the benefits
offered. From a practical standpoint, the results emphasize that successful tourism promotion
requires more than attractive visuals or digital content distribution, and must be supported by
sustained efforts to shape destination identity and deliver meaningful, high-value experiences.
Elements such as natural attractions, adequate infrastructure, service quality, and active
involvement of local communities are essential for increasing perceived value and encouraging
repeat visits and recommendations. Moreover, the R2 value of 0.68 confirms the strong predictive
capability of the proposed model, making it a valuable reference for marine tourism development
strategies in Indonesia. Academically, this study enriches tourism marketing literature by
providing empirical insights into the causal relationships among IMC, Brand Equity, Perceived
Value, and Tourist Loyalty, particularly within the context of marine tourism destinations. In
practice, the findings highlight the need for coordinated efforts among local governments,
destination managers, and tourism stakeholders to establish an integrated, collaborative, and
digitally oriented communication ecosystem that supports Nusa Penida's long-term
competitiveness and sustainability as a world-class marine tourism destination.
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Abstract: Employee loyalty remains a critical challenge in the hospitality industry, where high work pressure and
dynamic service demands often lead to high employee turnover. Although career development and employee
engagement have been widely recognized as drivers of employee retention, few studies have examined how
these factors influence loyalty through job satisfaction in the context of five-star hotels. This study aims to analyze
the effects of career development and employee engagement on employee loyalty, with job satisfaction acting
as a mediating variable. Using a quantitative approach, data were collected from employees working in five-star
hotels in Greater Jakarta between January and March 2025 and analyzed using Partial Least Squares Structural
Equation Modelling (PLS-SEM). The findings reveal significant positive relationships among variables. Employee
engagement exerts a strong influence on job satisfaction (B = 0.468), which, in turn, enhances employee loyalty
(B =0.444). In contrast, career development shows the weakest direct effect on loyalty (B = 0.153), indicating that
emotional engagement and daily work experiences play a more prominent role in shaping employee commitment
than long-term career advancement opportunities. Furthermore, job satisfaction is confirmed as a mediating
mechanism that translates organizational investments in career development and employee engagement into
sustained employee loyalty. These findings contribute to hospitality management literature by emphasizing the
central role of psychological and emotional engagement in strengthening employee loyalty. From a practical per-
spective, hotel management should prioritize strategies that foster employee engagement, recognition, and pos-
itive workplace experiences to enhance job satisfaction and build long-term employee commitment.
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Introduction

The hospitality industry is one of the sectors that relies heavily on employee performance
to deliver high-quality services to customers. In this context, employee loyalty (EL) is a critical
factor in determining organizational sustainability and long-term success, particularly in five-star
hotels where service excellence is a primary competitive advantage. Loyal employees contribute
to service consistency, improve customer experiences, and support organizational profitability. In
the hospitality industry, employee loyalty is increasingly important because it can reduce em-
ployee turnover and improve service quality (Fan et al., 2021). Employees who demonstrate
strong loyalty also tend to contribute more significantly to organizational productivity and main-
tain higher retention rates, thereby reducing turnover costs that frequently challenge the hospi-
tality sector.

However, employee loyalty does not emerge automatically. It is influenced by several or-
ganizational and psychological factors that shape employees' workplace experiences. One of the
most important factors is job satisfaction (JS), which reflects employees' evaluation of various
aspects of their work environment. Previous studies indicate that job satisfaction plays an im-
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portant role in strengthening employee loyalty and often functions as a mediating variable be-
tween organizational practices and employee attitudes (Amin et al., 2024; Cinnioglu, 2024). In
addition, career development (CD) and employee engagement (EE) are widely recognized as key
factors that influence employee attitudes and well-being in service industries, including hospitality
(Hosen et al., 2024).

Career development represents an organizational effort to provide employees with oppor-
tunities for learning, skill improvement, and career advancement. When employees perceive that
their organization offers clear career pathways and professional development opportunities, they
tend to feel valued and motivated to remain with the organization. This issue is particularly rele-
vant in the hospitality industry, where high employee turnover is a persistent challenge due to
demanding job characteristics, including long working hours, stressful service interactions, and
limited opportunities for career advancement, which negatively affect workforce stability and re-
tention. Recent empirical evidence confirms that the hospitality sector consistently records higher
turnover rates than many other industries, reflecting both intrinsic job demands and scarce pro-
gression pathways that undermine employee retention (Dogru et al., 2023). In addition to career
development, employee engagement has also received significant attention in human resource
management literature. Employee engagement refers to a positive, fulfilling work-related psycho-
logical state in which employees feel emotionally connected and committed to their work, result-
ing in higher energy, dedication, and lasting involvement in organizational goals (Qi et al., 2023).
Highly engaged employees tend to demonstrate greater commitment, stronger motivation, and
higher performance.

Despite the well-established importance of career development and employee engage-
ment, prior research has yielded inconsistent empirical results regarding their impact on job sat-
isfaction and employee loyalty. Some studies suggest that career development has a significant
positive effect on job satisfaction and employee loyalty (Katharina & Dewi, 2020), while others
find no such relationship (Natsepa & Saladin, 2025). Similarly, although employee engagement is
often identified as a strong predictor of job satisfaction and employee loyalty (Sudiarta et al.,
2025; Wardana et al., 2024), its effect may vary depending on contextual factors such as organ-
izational culture, work pressure, and industry characteristics (George et al., 2020). These mixed
findings suggest that further empirical investigation is needed to clarify the relationships among
these variables.

The empirical gap becomes particularly relevant in the context of five-star hotels. Com-
pared with other hotel categories, five-star hotels operate with more complex organizational
structures and higher service expectations, including personalized guest experiences and pre-
mium service standards. As a result, employees often face higher emotional and physical de-
mands in their daily work. Under these conditions, career development and employee engage-
ment may not automatically translate into employee loyalty unless employees experience stable
job satisfaction. In this context, job satisfaction can function as a psychological mechanism that
balances work demands with positive work experiences, thereby strengthening employee loyalty
(Jung & Takeuchi, 2018; Robbins & Judge, 2024).

To explain these relationships, this study adopts Social Exchange Theory (SET) as the the-
oretical framework. Social Exchange Theory proposes that relationships within organizations are
built on reciprocal exchanges in which individuals provide contributions in exchange for valuable
returns, whether psychological, social, or economic (Blau, 2017). Support, fair treatment, and
opportunities for professional growth are key factors in fostering positive employee attitudes such
as satisfaction, engagement, and loyalty. Recent studies show that when employees perceive
fairness and support, they are more likely to exhibit higher job satisfaction and commitment,
which in turn promotes loyalty (Lahlou-kassi & Eddakir, 2025). When employees perceive that
the organization invests in their career development and supports their involvement at work, they
are more likely to show stronger commitment and loyalty to the organization (Aristana et al.,
2022).

Employee loyalty is viewed as a multifaceted attitudinal and behavioral construct that en-
compasses an employee's psychological attachment to and supportive behaviors toward the or-
ganization, including a strong desire to remain and contribute to organizational goals and perfor-
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mance outcomes (Lourenco & Rodrigues, 2025). In service industries such as hospitality, em-
ployee loyalty has been linked to positive employer-employee exchanges. It plays a crucial role
in fostering service quality, satisfaction, and organizational success by strengthening employee
commitment and reducing turnover intentions. Previous research indicates that employee loyalty
is influenced by various organizational factors, including workplace relationships, organizational
culture, reward systems, and career opportunities (Anukampa & Ranga, 2021; Chang & Busser,
2020; Hosen et al., 2024). In the context of Social Exchange Theory, loyalty emerges when em-
ployees perceive that the organization provides sustainable benefits and fulfills their expectations
for career growth and professional stability (Blau, 2017).

Career development, therefore, becomes an important organizational practice that sup-
ports employee competence and long-term career advancement. Career development includes
training programs, skill development, and promotion opportunities designed to prepare employ-
ees for greater responsibilities (Noe et al., 2022). From the perspective of Social Exchange The-
ory, such initiatives represent organizational investments that encourage employees to recipro-
cate with positive attitudes toward the organization (McDonald & Hite, 2023). In the hospitality
industry, particularly in five-star hotels, career development opportunities are highly valued be-
cause employees often aspire to achieve managerial positions, international certifications, and
professional recognition. When organizations provide clear, meaningful career pathways, employ-
ees are more likely to develop positive attitudes toward their work and demonstrate greater loy-
alty. Based on this reasoning, the following hypotheses are proposed:

H1: Career development positively affects the employee loyalty of five-star hotel employees.
H2: Career development positively affects the job satisfaction of five-star hotel employees.

Employee engagement also plays an important role in shaping employee attitudes and
organizational outcomes. In recent research, employee engagement is described as a multidi-
mensional psychological construct that captures employees' emotional ties, enthusiasm, and deep
involvement in their work roles, reflecting how strongly they are committed to achieving organi-
zational objectives and contributing positively to performance outcomes (Coetzee et al., 2025).
Employees with high engagement tend to display vigor, dedication, and absorption in their work,
showing strong passion and focus that not only supports job performance but also contributes to
overall organizational success (Ghani et al., 2023). As such, employee engagement is consistently
linked with higher job satisfaction, stronger organizational commitment, and lower intentions to
leave, making it a key factor in sustaining human capital in competitive environments.

In service industries such as hospitality, employee engagement is particularly important
because frontline employees directly influence customer experiences and service quality. Previous
studies have demonstrated that higher levels of employee engagement are associated with in-
creased job satisfaction and stronger employee loyalty (Book et al., 2019; George et al., 2020;
Nirinjan & Thomas, 2018; Taware & Bodla, 2022). Employees who feel engaged with their work
are more likely to perceive their work environment positively and remain committed to their or-
ganization. Based on this theoretical perspective, the following hypotheses are proposed:

H3: Employee engagement positively affects the employee loyalty of five-star hotel employees.
H4: Employee engagement positively affects the job satisfaction of five-star hotel employees.

Job satisfaction refers to an employee's positive emotional evaluation of their overall work
experiences and aspects of their job, reflecting how employees feel about the meaningfulness,
conditions, and rewards associated with their work (Bennouna et al., 2025). In the hospitality
industry, recent studies suggest that social factors such as supportive supervisors, positive
coworker relationships, and perceptions of organizational justice play an important role in shaping
job satisfaction in hotel settings (Saito et al., 2025; Zhang et al., 2023). These factors are partic-
ularly important in five-star hotels where teamwork, coordination, and emotional stability are
essential for delivering premium service experiences.

From the perspective of Social Exchange Theory, employees who experience high levels of
job satisfaction are more likely to reciprocate positive organizational treatment by demonstrating
stronger commitment and loyalty (Babakus et al., 2017). Employees who experience higher levels
of job satisfaction are more likely to exhibit lower turnover intentions, as satisfaction reduces the
desire to leave an organization and enhances retention (Salahudin et al., 2025). Therefore, job
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satisfaction may function as an important mediating variable that explains how career develop-
ment and employee engagement influence employee loyalty. Based on these theoretical argu-
ments, the following hypotheses are proposed:

H5: Job satisfaction positively affects the employee loyalty of five-star hotel employees.

H6: Career development positively affects employee loyalty through job satisfaction.

H7: Employee engagement positively affects employee loyalty through job satisfaction.

Methodology

This study investigates the impacts of CD and EE on EL via JS at five-star hotels in the
Greater Jakarta area, using a quantitative, survey-based approach. Greater Jakarta, the capital
city of Indonesia, is a bustling metropolis and the country's primary hub for business, government,
and commerce. As one of the busiest urban centers in Southeast Asia, Jakarta attracts a wide
range of domestic and international visitors, generating significant demand for accommodation
services. The hospitality industry, particularly in the five-star segment, is highly competitive,
where hotels are expected to maintain exceptional service standards, operational efficiency, and
workforce stability.

This approach enables the assessment of correlations between variables using numerical
data that can be statistically analyzed (Bougie & Sekaran, 2020). This research is descriptive and
explanatory, where descriptive aims to describe the variables involved, while explanatory explains
the link between variables in terms of cause and effect (Bougie & Sekaran, 2020). The conceptual
model is a mediation model, with JS mediating the relationship between CD and EE on EL.

The study's population consisted of all employees at five-star hotels in the Greater Jakarta
region. Purposeful sampling was used to select workers who had been with the company for more
than a year and had participated in training or career development. The sample, comprising 100—
150 respondents, met the requirements for path analysis using SmartPLS (Hair et al., 2022). This
study involved 300 five-star hotel employees in Jabodetabek who met these criteria.

A questionnaire measuring CD, EE, JS, and EL was used as the study tool. A five-point
Likert scale was used, with one representing strongly disagree and five representing strongly
agree. A scale developed by McDonald & Hite (2023) with categories for training, promotion, and
skill development was used to quantify career progression. The Utrecht Work Engagement Scale
(UWES) from Schaufeli et al. (2006), which has three dimensions: vigour, devotion, and absorp-
tion, was used to quantify employee engagement. Karatepe and Uludag's (2007) indicators gauge
job happiness. These indicators include overall job satisfaction, contentment with supervisors and
coworkers, organizational policies, support, pay, prospects for advancement, and customer rela-
tions. A scale developed by Meyer and Allen (1991) that incorporates affective commitment is
used to gauge employee loyalty. Normative commitment and continuity commitment

An online survey was used to gather data, and 30 participants' instruments were examined
to ensure validity and reliability. Cronbach's Alpha was used to assess reliability, and SmartPLS
outer loadings were used to test validity (Sarstedt et al., 2022).

PLS-SEM from SmartPLS was used to analyze the data. Because PLS-SEM can handle com-
plex models with comparatively few samples, it was chosen (Hair et al., 2022). Path coefficients
and p-values were used for hypothesis testing; an inner model test was used to examine the
relationships among the variables; and construct validity and reliability were evaluated using an
outer model test.

87



Journal of Applied Sciences in Travel and Hospitality

Career Development
(x1)

A

Job satisfaction ,| Employee Loyalty (Z)
() — HI —>

Employee Engage-
ment (X2)

Direct Effect L

Indirect Effect - >
(Source: Primary Data, 2025)
Figurel . Conceptual Framework

Results and Discussions
Results

Respondent Profile

The demographic profile of the respondents in this study reflects the diversity of charac-
teristics crucial to understanding the work context and its influence on employee loyalty in five-
star hotels. The following table presents the details regarding gender, age, education level, job
position, work experience, employment status, weekly working hours, and the frequency of career
development training attended by the respondents.

Table 1. Respondent Demographics

Characteristics - Percentage
Respondents Variable Frequency (%)
Gender M 140 46.7
ende F 160 53.3
18 to 25 73 24.3
26 to 35 126 42
Age (Years Old) 36 to 55 76 25.3
>55 6 2
High School/Vocational School 197 65.7
Highest level of edu- Diploma (D1/D2/D3) 65 21.7
cation Bachelor's Degree (S1) 31 10.3
Postgraduate 7 2.3
Front Office 90 30
Housekeeping 69 23
Position/Job Title F&B (Food and Beverage) 107 35.7
Management 22 7.3
Others 12 4
2to 4 44 14.7
Years of Experience 5to 7 140 46.7
(Years) >7 116 38.7
Permanent Employee 213 71
Empl t Stat Contract Employees 61 20.3
mpioyment Statuis Internship/Training 26 8.7
Average Number of 0-40 152 50.7
Working Hours per 41-50 103 34.3
Week: > 50 45 15
1X 106 35.3
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Characteristics Variable Frequen Percentage
Respondents quency (%)
2-3X 109 36.3
Career Development 4-5X 53 17.7
Training Attended: >5X 32 10.7

Based on demographic data, most respondents were female (53.3%), with males compris-
ing 46.7% of the sample. This distribution shows gender diversity among employees of five-star
hotels in Greater Jakarta. Regarding age, 42% of respondents were aged 26-35, reflecting a
productive age group with sufficient work experience. A total of 24.3% of respondents were aged
18-25 years, and 2% were aged 55 or older.

Most respondents had a high school or vocational education (65.7%), followed by a di-
ploma (21.7%), while those with a bachelor's degree (S1) and a postgraduate degree accounted
for 10.3% and 2.3%, respectively. Regarding job positions, 35.7% worked in the F&B sector,
30% in the Front Office, and 23% in Housekeeping. Only 7.3% held managerial positions, while
the remaining 4% held other positions.

Most respondents had 5-7 years of work experience (46.7%), 38.7% had more than 7
years, and 14.7% had 2-4 years. Employment status showed that 71% were permanent employ-
ees, 20.3% were contract employees, and 8.7% were interns or trainees.

Most respondents work 0-40 hours per week (50.7%), followed by 34.3% who work 41-
50 hours, and 15% who work more than 50 hours. Regarding career training, 36.3% of respond-
ents attended training 2-3 times, 35.3% only once, and 10.7% more than 5 times.

This data provides an overview of the characteristics of five-star hotel employees in Greater
Jakarta, most of whom have adequate work experience and stable employment status. The di-
versity in age, education, position, and working hours provides important insights into career
development, engagement, and factors influencing employee satisfaction and loyalty.

Measurement Models

In this section, the measurement model used to assess the constructs involved in this study
is described in detail. The measurement model was evaluated for validity and reliability to ensure
that the indicators accurately and consistently measure the constructs. The following table pre-
sents the measurement model for this study, including the outer loadings, Cronbach's Alpha,
Composite Reliability (CR), and Average Variance Extracted (AVE) for each variable.

Table 2. Measurement Models

. Measure- Outer Cronbach's  Composite
Variable ment Item Loading Alpha Reliability AVE

CD1 0.845
CD2 0.872
CD3 0.868

CD CD4 0.885 0.944 0.955 0.781
CD5 0.880
CD6 0.949
EE1 0.857
EE2 0.876
EE3 0.927

EE EE4 0.895 0.961 0.969 0.840
EE5 0.969
EE6 0.969
Js1 0.746
Js2 0.919
JsS3 0.889

]S Jjs4 0.852 0.958 0.966 0.804
Js5 0.960
Js6 0.961
Js7 0.931
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EL1 0.902
EL2 0.913
EL3 0.938
EL EL4 0.938 0.963 0.970 0.843
EL5 0.894
EL6 0.922

The outer loadings for each indicator exceeded the 0.7 threshold, indicating good conver-
gent validity (Hair et al., 2022). Additionally, all variables had AVEs greater than 0.5, indicating
that each construct accounts for more than 50% of the variance in its indicators, further support-
ing convergent validity (Sarstedt et al., 2020). Furthermore, the Cronbach's Alpha and Composite
Reliability values for each variable exceeded the 0.7 threshold, indicating high reliability (Hair et
al., 2022). These results demonstrate that the measurement model has robust validity and relia-
bility, making it appropriate for further analysis in this study.

The Heterotrait—-Monotrait Ratio (HTMT) is a widely accepted criterion for assessing discri-
minant validity, as it evaluates the correlations between distinct constructs. In this study, the
HTMT values were calculated for the constructs of CD, EE, EL, and JS. The results indicate that
all HTMT values are below the recommended threshold of 0.90, suggesting that discriminant
validity has been adequately established among the constructs. Recent literature in PLS-SEM
confirms that HTMT values below 0.85 or 0.90 indicate satisfactory discriminant validity (Hair et
al., 2022). These findings demonstrate that the constructs are empirically distinct and that there
are no critical multicollinearity issues among the latent variables.

Following the HTMT analysis, additional procedures were employed to evaluate discrimi-
nant validity in the measurement model. As recommended in recent PLS-SEM literature, discrimi-
nant validity was assessed by comparing the square root of the Average Variance Extracted (AVE)
for each construct with its correlations with other constructs, and by examining cross-loadings
and HTMT criteria (Hair et al., 2024). The results showed that each construct's AVE square root
exceeded its inter-construct correlations, confirming that discriminant validity was satisfied. These
findings provide robust support for the validity of the measurement model in this study.

Cronbach's Alpha and CR for each variable are both higher than 0.7, suggesting high reli-
ability, according to the reliability test results (Table 2) (Hair et al., 2022). According to the find-
ings of the outer model test, the measurement model has strong validity and reliability overall,
making it suitable for additional study.

Structural Model Evaluation

Based on the inner model test results from this study, several important indicators of the
quality of the structural Model are R-squared, multicollinearity among latent variables (Inner VIF),
F-squared, and hypothesis testing.

The R-squared values for both the EL and ]S variables, 0.759 and 0.639, respectively,
indicate relatively high levels of explanatory power. Recent guidelines in PLS-SEM suggest that
R-squared values of 0.75, 0.50, and 0.25 can be described as substantial, moderate, and weak,
respectively (Hair et al., 2022). Therefore, the R-squared value for employee loyalty (0.759) can
be considered substantial, while job satisfaction (0.639) falls within the moderate-to-substantial
range. These results indicate that the independent variables in this study explain a significant
proportion of the variance in both EL and ]S, suggesting strong predictive power and meaningful
relationships among the constructs.

Regarding multicollinearity, the Variance Inflation Factor (VIF) values for the latent varia-
bles are all below 5, indicating no serious multicollinearity issues within the structural model (Hair
et al., 2022). Specifically, the VIF values range from 2.769 to 3.534, suggesting that the relation-
ships among the latent variables are within acceptable limits and that there is no excessive de-
pendence among them.

Regarding the F-square values, which indicate the magnitude of the independent variables'
influence on the dependent variables, the analysis shows a moderate to strong effect. For exam-
ple, the F-square for EE on JS is 0.207, indicating a moderate effect, while the F-square for JS on
EL is 0.296, indicating a strong effect. According to Hair et al. (2022), f2 values of 0.02, 0.15,
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and 0.35 are considered small, medium, and large effects, respectively, confirming that the inde-
pendent variables significantly influence the dependent variables.
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Figure 2. Conceptual Framework of Direct and Indirect Effects on Employee Loyalty

Following the structural model results illustrated in Figure 2, the overall model fit and pre-
dictive capability were further evaluated to ensure the robustness of the proposed model. In this
study, model fit was assessed using the Standardized Root Mean Square Residual (SRMR) and
the Normed Fit Index (NFI). Additionally, the model's predictive capability was examined using
predictive relevance (Q2predict), along with Root Mean Square Error (RMSE) and Mean Absolute
Error (MAE).

The results indicate that the proposed model demonstrates acceptable fit. As shown in
Table 3, the SRMR value of 0.039 is below the recommended threshold of 0.08, indicating good
alignment between the empirical data and the structural model (Sarstedt et al., 2021). Addition-
ally, the NFI value of 0.908 suggests satisfactory model fit, as values closer to 1.0 indicate a
stronger fit between the theoretical model and observed data (Hair et al., 2024).

Table 3 . Model Fit and Predictive Relevance Evaluation

Indicator Construct Value Threshold Interpretation

SRMR Model Fit 0.039 < 0.08 Good Fit

NFI Model Fit 0.908 > 0.90 Acceptable Fit
Q2predict Employee Loyalty (EL) 0.680 >0 Strong Predictive Relevance
Q2predict  Job Satisfaction (JS) 0.631 >0 Strong Predictive Relevance
RMSE Employee Loyalty (EL) 0.571 Lower is better Acceptable Prediction Accuracy
MAE Employee Loyalty (EL) 0.423 Lower is better Acceptable Prediction Accuracy
RMSE Job Satisfaction (JS) 0.614 Lower is better Acceptable Prediction Accuracy
MAE Job Satisfaction (JS) 0.473 Lower is better Acceptable Prediction Accuracy

To further evaluate the model's predictive performance, the Q2predict values were exam-
ined. The results show that the Q2predict values for EL and JS are greater than zero, indicating
that the model possesses strong predictive relevance for the endogenous constructs model (Hair
et al., 2022). Additionally, the RMSE and MAE values were assessed and found to be compara-
tively low, suggesting that the model provides accurate predictions of the observed outcomes,
consistent with contemporary predictive evaluation practices in PLS-SEM (Troiville et al., 2025).
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Overall, these findings confirm that the proposed structural model demonstrates good fit
and strong predictive capability, supporting its robustness and reliability in explaining the rela-
tionships among career development, employee engagement, job satisfaction, and employee loy-
alty within the hospitality context.

The following table presents the results of the hypothesis testing, which assess the rela-
tionships between CD, EE, JS, and EL. The path coefficients and p-values indicate the strength
and significance of the direct and indirect effects among the variables. All hypotheses were tested
using Partial Least Squares Structural Equation Modeling (PLS-SEM), and the results provide val-
uable insights into the role of job satisfaction as a mediator in the relationships between career
development, employee engagement, and employee loyalty.

Table 4. Testing Hypotheses

Hypothesis Hypothesis Statement Path Coefficients P-Value Description
H1 CDO EL 0.153 0.031 Accepted
H2 CDO JS 0.372 0.000 Accepted
H3 EEO EL 0.342 0.000 Accepted
H4 EED JS 0.468 0.000 Accepted
H5 JSOEL 0.444 0.000 Accepted
H6 CD0O JsO EL 0.165 0.000 Accepted
H7 EEO JSO EL 0.208 0.000 Accepted

The analysis shows that all hypotheses were supported, with CD, EE, and ]S significantly
influencing EL. CD exhibited the weakest effect (B = 0.153), which aligns with evidence that
employees with 5-7 years of experience value daily emotional support and relational conditions
more than long-term career prospects (Noe et al., 2022). According to Peter Blau's Social Ex-
change Theory (2017), employees respond more strongly to immediate, meaningful benefits. In
contrast, EE displayed a stronger mediating effect through ]S, supporting arguments by Schaufeli
et al. (2006) that engagement enhances vigour, dedication, and ultimately satisfaction and loy-

alty.

Discussions

The results of the hypothesis testing indicate that all hypotheses are true and that there is
a significant correlation between the variables. Hypothesis H1, which states that career develop-
ment (CD) affects employee loyalty (EL), is proven to be significant. This result is consistent with
earlier research that indicates a strong relationship between CD and EL in the hospitality sector
(Hosen et al., 2024; Katharina & Dewi, 2020; Majid et al., 2017; Sukmana et al., 2021). Recent
studies demonstrate that CD programs in the hospitality industry are positively associated with
EL and performance. In addition, CD is found to improve employee competence and adaptability
to job demands in this sector (Hosen et al., 2024). The relatively low direct effect of CD on EL (B
= 0.153) can be attributed to respondents' demographic characteristics. Most respondents (42%)
are in the 26-35 age group, a stage where career progression may feel uncertain, and 65.7%
have a high school or vocational education. Many respondents hold operational roles, such as in
Food and Beverage (F&B), Front Office, and Housekeeping, which often offer limited immediate
promotion opportunities. These roles may cause employees to prioritize daily work conditions,
emotional rewards, and recognition over long-term career advancement. Employees in opera-
tional roles often value job satisfaction and immediate recognition more than career growth, as
they may not perceive structural career paths as attainable or impactful in the short term (Noe
et al., 2022). Therefore, the emphasis on emotional satisfaction and job stability helps explain
why Career Development has a weaker effect on loyalty in this study.

Hypothesis H2, which tests the effect of career development on job satisfaction (JS), is
accepted, in line with the theory that CD opportunities increase employee JS (Anukampa & Ranga,
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2021; Hakuduwal, 2021; Katharina & Dewi, 2020; Kaur & Bhanage, 2020; Saputra, 2022). Gara-
van (2021) states that structured CD programs can increase employee ]S and performance by
empowering and valuing employees, thereby increasing their job satisfaction.

Hypothesis H3, which tests the effect of employee engagement (EE) on employee loyalty
(EL), shows significant results. This finding confirms previous research showing that high EE can
increase EL, as employees feel more attached to the company (Book et al., 2019; George et al.,
2020; Nirinjan & Thomas, 2018; Taware & Bodla, 2022). Saks (2019) also found that EE signifi-
cantly affects EL. High engagement improves performance and strengthens employees' commit-
ment and loyalty to the organization, as they feel valued and emotionally connected to their work.
Recent empirical research has shown that higher levels of employee engagement are associated
with greater job satisfaction and can contribute to stronger employee loyalty, as engaged workers
tend to develop closer psychological bonds with their organization and exhibit more positive work
attitudes that support long-term retention and commitment (Presbitero et al., 2025).

Hypothesis H4 examines the impact of EE on ]S and is accepted, in line with research
showing that engaged Workers are more likely to be content with their positions (Anukampa &
Ranga, 2021; Kaur & Bhanage, 2020). EE has been shown to enhance employees' intrinsic moti-
vation and psychological involvement in their work, which in turn contributes to higher levels of
JS (Presbitero et al., 2025). Employee enggagement conceptualized as a psychological state in-
volving emotional attachment and cognitive focus on work responsibilities, has been shown to
positively influence job-related attitudes such as job satisfaction, as employees who feel more
emotionally and cognitively invested in their work report higher levels of satisfaction with their
job experience (Coetzee et al., 2025).

Hypothesis H5, which tested the effect of JS on EL, was supported by a path coefficient of
0.444, consistent with research showing that JS is an important predictor of EL (Katharina &
Dewi, 2020; Ogbeide, 2020; Thi Kim Phuong & Trung Vinh, 2020). High ]S increases employee
commitment and loyalty, as employees are more likely to remain in organizations they find satis-
fying (Salanova et al., 2020).

In addition, hypotheses H6 and H7, which test the mediating effect of CD and EE on EL
through JS, show significant results. Hypothesis H6, with a mediation effect of 0.165 (p-value
0.000), confirms that JS mediates the relationship between CD and EL, per the partial mediation
theory (Hayes, 2022). Hypothesis H7, which shows the mediation of EE on ]S and loyalty, is also
proven to be significant with a mediation effect of 0.208 (p-value 0.000), supporting the partial
mediation theory (Hayes, 2022).

The stronger mediating effect of EE on EL (B = 0.208) compared to CD (B = 0.165) can be
attributed to the unique characteristics of the five-star hotel industry, where emotional labor is
crucial. In this setting, daily emotional interactions and psychological appreciation have a more
immediate impact on JS and EL than long-term career prospects such as promotions. Schaufeli &
Bakker's (2004) Work Engagement theory highlights that emotionally engaged employees exhibit
greater vigor, dedication, and absorption, thereby enhancing job satisfaction and loyalty. Employ-
ees who feel valued are more committed and loyal to the organization (Bakker & Demerouti,
2008).

While CD is important, its effects tend to be long-term. According to Blau's (2017) Social
Exchange Theory, loyalty arises from reciprocal exchanges between employees and organiza-
tions. However, in high-contact service environments like five-star hotels, emotional recognition
and daily positive feedback are more influential than career advancement opportunities. Noe et
al. (2022) note that more experienced employees often shift their focus from long-term career
growth to immediate emotional rewards, which explains why CD has a weaker mediating effect
on loyalty.

Thus, in five-star hotels, where emotional labor and personal interactions are key, EE plays
a more significant role in driving job satisfaction and loyalty than CD (Bakker & Albrecht, 2018).

In essence, in high-contact service environments like five-star hotels, where the quality of
daily interactions and employees' emotional well-being are paramount, Employee Engagement
plays a more significant role in fostering job satisfaction and employee loyalty than career devel-
opment initiatives. This underscores the importance of creating a work environment that nurtures
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emotional connections, recognition, and engagement, while also providing career advancement
opportunities.

The mediation effect of EE through JS (B = 0.208) was stronger than the mediation of CD
through JS (B = 0.165). This suggests that emotional and psychological attachment to work plays
a more substantial role in retaining employees than long-term career promises. In high-contact
service environments such as luxury hotels, employees' daily emotional experiences, such as
feeling energized, appreciated, and absorbed in their tasks, tend to have stronger immediate
effects on satisfaction and loyalty. This pattern aligns with engagement theory, in which Schaufeli
& Bakker (2004) assert that vigour, dedication, and absorption enhance job fulfilment and long-
term attachment. Given that service encounters in five-star hotels rely heavily on emotional labour
and consistent service excellence, emotionally engaged employees are more likely to reciprocate
through loyalty, demonstrating that engagement-driven satisfaction contributes more strongly to
EL than CD-driven satisfaction.

Overall, the results of this hypothesis test confirm the important role of CD, EE, and JS in
increasing EL, both directly and via the JS mediator. The study's findings strongly resonate with
Social Exchange Theory (SET). SET posits that employees reciprocate the benefits they perceive
from the organization (Blau, 2017; Cropanzano & Mitchell, 2005). With a high explained variance
for EL (R2 = 0.759), the results indicate that employees display loyalty as a reciprocal return for
the organisation's investments, whether in training, support, meaningful work experiences, or
emotional acknowledgement. EE and JS appear to serve as the psychological channels through
which employees internalize these investments and respond with loyalty behaviours. Thus, the
high employee loyalty can be interpreted as a direct reflection of the positive social exchange
they experience in the workplace.

Clear, structured career development is crucial to enhancing employee loyalty and job sat-
isfaction in five-star hotels. Training programs and internal promotions can reduce turnover and
boost employee commitment, aligning with findings that show career development positively im-
pacts loyalty and job satisfaction (Hosen et al., 2024; Katharina & Dewi, 2020). Employee en-
gagement also influences loyalty and satisfaction, so managers need to create an environment
that supports employees' emotional and cognitive engagement, such as recognizing their contri-
butions and providing opportunities for decision-making participation (Bakker & Albrecht, 2018).
High job satisfaction, influenced by factors like recognition and personal development, plays an
important role in strengthening employee loyalty (Saks, 2019).

This study enriches social exchange theory by showing how career development and em-
ployee engagement create mutually beneficial relationships that enhance employee loyalty and
performance (Blau, 2017). The findings support partial mediation theory, with job satisfaction
serving as a mediator between career development, employee engagement, and loyalty, con-
sistent with Hayes's (2022) approach. Additionally, the study contributes to the employee en-
gagement literature by underscoring that emotion-related work processes and employees' emo-
tional investment play an important role in shaping positive work outcomes, including job satis-
faction and employee loyalty, thereby extending engagement theory in the hospitality context
(Shulga & Busser, 2024).

In the premium hospitality industry, where consistent service standards, exceptional hos-
pitality, and emotional readiness are required, frontline staff must deliver personalized, warm,
and professional service in every guest interaction. Consequently, emotional engagement be-
comes vital for maintaining service quality stability, which explains why Employee Engagement
(EE) contributes more strongly than Career Development (CD) in shaping employee loyalty.

Overall, the discussion affirms that loyalty in five-star hotels is driven less by long-term
structural career pathways and more by emotional bonds, immediate psychological rewards, and
the quality of daily work experiences. Strengthening EE and JS while providing accessible skill-
development opportunities will be essential for hotel managers aiming to build a stable, commit-
ted, and high-performing workforce.

Conclusions

This study examines the relationships among career development, employee engagement,
job satisfaction, and employee loyalty within the context of five-star hotels. The findings confirm
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that both career development and employee engagement play important roles in shaping em-
ployees' job satisfaction and loyalty. However, employee engagement appears to exert a stronger
influence on employee loyalty. This finding indicates that employees who feel emotionally con-
nected to their work, are valued by their organization, and are actively involved in workplace
activities are more likely to develop stronger commitment and loyalty to their organization.

In addition, the results demonstrate that job satisfaction serves as an important mediating
mechanism linking organizational practices to employee loyalty. Job satisfaction enables organi-
zational efforts, particularly those related to career development, to be translated into stronger
employee commitment and long-term loyalty. In other words, career development initiatives are
more likely to yield meaningful outcomes when supported by a work environment that fosters
employee satisfaction and positive work experiences.

The findings further reveal that employee engagement plays a more dominant role in shap-
ing employee loyalty compared with career development. This result highlights the importance of
emotional and psychological factors in fostering loyalty within the hospitality industry. Employee
engagement, reflected in employees' daily emotional connection to their work and their sense of
psychological appreciation from the organization, appears to be more effective at strengthening
loyalty than career development, which is often perceived as a longer-term organizational invest-
ment. This condition may also be influenced by respondents' demographic characteristics, who
are predominantly employees aged 26 to 35. At this stage of their professional careers, many
employees experience a career plateau, a situation in which opportunities for advancement may
seem limited or progress more slowly. As a result, employees may prioritize immediate emotional
satisfaction, workplace relationships, and day-to-day work experiences over long-term career ad-
vancement.

From a theoretical perspective, this study contributes to the hospitality and human resource
management literature by integrating career development, employee engagement, and job sat-
isfaction within a comprehensive framework to explain employee loyalty in the hotel industry. The
findings demonstrate that these factors not only influence employee loyalty individually but also
interact to shape employee behavioral outcomes in a service-oriented work environment.

From a managerial perspective, the findings emphasize the importance of implementing
holistic human resource management strategies. Hotel management should not only focus on
structured career development opportunities but also on creating a supportive work environment
that enhances employee engagement and job satisfaction. Initiatives such as fostering a positive
organizational culture, recognizing employees' contributions, and encouraging active employee
participation in organizational activities can strengthen employees' sense of belonging. These
strategies can ultimately enhance employee loyalty and support sustainable organizational per-
formance in the increasingly competitive hospitality industry.

Despite its contributions, this study has several limitations. The research focuses solely on
employees working in five-star hotels, which may limit the generalizability of the findings to other
hospitality sectors or service industries. In addition, the cross-sectional design of this study cap-
tures employee perceptions at a single point in time and does not account for potential changes
over time. Future research is therefore encouraged to expand the scope of investigation by in-
cluding different categories of hotels or other hospitality organizations and by applying longitudi-
nal approaches to understand better the dynamic relationships among career development, em-
ployee engagement, job satisfaction, and employee loyalty.

Overall, this study provides a more comprehensive understanding of the factors influencing
employee loyalty in the hospitality sector. By emphasizing the integrated roles of career develop-
ment, employee engagement, and job satisfaction, the findings highlight that fostering employ-
ees' emotional engagement represents a critical strategy for hospitality organizations seeking to
build a loyal, committed, and sustainable workforce.
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Abstract: This study examines the role of tour guides in enhancing the intention of couples to revisit Bali, using
the framework of experiential marketing theory. The research aims to understand how human-touch elements
provided by tour guides influence the travel experience and subsequent revisit intentions of couples visiting Bali.
A descriptive, qualitative research design was employed, utilising a purposive sampling technique. Data were
collected through in-depth, semi-structured interviews and observations with 16 couples of foreign tourists from
diverse countries, including Europe, Asia, Australia, and the United States, aged 24-40 years, who had utilised tour
guide services during their visit to Bali. Inductive thematic analysis was conducted using NVivo 12 software to
analyse data based on the Experiential Marketing framework, encompassing five dimensions: Sense, Feel, Think,
Act, and Relate. The findings reveal that tour guides play multidimensional roles as sensory interpreters,
emotional architects, cultural translators, experiential facilitators, and social connectors. Four key functions
emerged: facilitators overcoming language and cultural barriers, knowledge transfer agents providing deep
destination insights, emotional support providers creating memorable experiences, and social catalysts
enhancing security and connectedness. The analysis demonstrates that successful tour guides simultaneously
address the sensory, emotional, cognitive, behavioural, and social needs of couple travellers, creating holistic
experiences that significantly influence revisit intentions. Human-touch elements remain critical differentiators in
tourism experiences, particularly for couples seeking personal and intimate travel encounters that cannot be
replicated through digital alternatives. Practically, tourism stakeholders should strengthen tour guide training in
emotional intelligence, storytelling, intercultural communication, and personalized service strategies.
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Introduction

Bali is one of the destinations that is suitable for tourists from all walks of life (Suhartanto
et al., 2020). Based on data from the Central Bureau of Statistics (BPS Provinsi Bali, 2025), in
2024, more than 6.3 million foreign tourists visited Bali, with tourists from Australia, India, China,
the United Kingdom, and South Korea as the largest contributors to the number of visits. One of
the main contributors to the number of visits comes from honeymooners and couple travellers,
which can be seen from the award won by the island of Bali as a hominee for the most suitable
destination for couples tourists at the prestigious World Travel Awards 2024 (The Bali Sun, 2024).
This is due to various supporting factors, such as beautiful and personal natural settings, such as
beaches and mountains, couple-friendly accommodation, and deep and emotional cultural
experiences (Buenviaje et al., 2024; Yandi et al., 2023).

The strategy of Bali in attracting tourists to visit does not escape its primary goal, which is
to ensure the comfort and safety of tourists, so that with this, tourism supporting elements are
also very much considered by tourism industry stakeholders (Candranegara et al., 2021).The
needs of tourists are supported by the development of accessible tourism facilities, including
hotels, restaurants, shopping centres, and transportation services, reflected in Bali's well-
developed infrastructure network and diverse accommodation options ranging from simple to
luxurious (Criswandari et al., 2021;Sufa et al., 2024).Aside from the infrastructure development,
service quality also becomes one of the most important components that must be calculated and
controlled to provide an impressive experience for the tourists (Manyangara et al., 2025).
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The background of each tourist who comes to Bali also influences the strategies of tourism
stakeholders, especially in terms of service (Pasaco-Gonzalez et al., 2023). The various
backgrounds of tourists can be observed from multiple perspectives, ranging from country of
origin, age, occupation, gender, social status, and others (Widiana et al., 2025). Therefore,
tourism service providers face both challenges and opportunities in managing their services
(Cejudo, 2024). The challenge is in the form of demands for the quality of Human Resources in
terms of tourism services, and opportunities related to the opening of opportunities for various
types of businesses, because they already have their market segments (Saiffudin et al., 2025;
Sari et al., 2023). By capitalising on favourable opportunities, it is hoped that this will have a
positive impact on Bali's tourism development, particularly in attracting returning tourists to the
island (Koerniawati, 2022). Tourism stakeholders can drive revisit intention by focusing on
human-touch elements (Supina et al., 2024). The human-touch element is still considered to have
a significant influence on the sustainability of the tourism sector in Bali in this era of digitalisation,
where this human-touch consists of many elements that can make tourists more impressed (Jaya
et al., 2024). It can be seen that every type of tourism industry, starting from the accommodation
business, attraction business, culinary business, and travel business, are involving human touch
element (Carvalho & Alves, 2023).

In the tourism business, one of the human-touch elements that plays a direct role is the
tour guide (Tsai et al., 2016). Tour guides have the main task of spearheading a country’s tourism
image (Al-Okaily, 2022). In Bali, in addition to helping tourists in terms of navigation and
information, tour guides also have a role as a link between the tourist’s point of view and the
point of view of the local Balinese culture, which tends to be very different (Abas et al., 2025).
Tourists can understand and appreciate Balinese culture more deeply through how tour guides
convey stories, implied moral values, and Balinese customs in an engaging, informative, and easy-
to-understand way for the general public (Susanthi & Warmadewi, 2020). Likewise, for tourists
who travel with their partners, the role of tour guides is very crucial in creating meaningful
experiences, both in terms of emotions, safety, and the quality of interaction offered, especially
with a different perspective from the guided tourist pairs (Tsaur et al., 2021). With a good quality
tour guide, it will undoubtedly form a deep impression on tourists during a tourist trip, so that
tourists’ desire to revisit Bali can be formed in their hearts (Yusuf et al., 2024).

Previous research by Tiwari et al. (2023) revealed that human touch has a significant
indirect effect on the tourist experience. This human touch includes emotions such as joy, love,
positive surprises, fear, and displeasure from tourists themselves, helping them form an
impression in their hearts to revisit (Pestana et al., 2020). This relates to the tour guide's role,
specifically when they interact with tourists, which, of course, involves a human touch. This is
also supported by Agarwal & Mohan (2022) in their research, who stated that social interaction
is essential in shaping the experience and loyalty of tourists, agreeing with Syakier & Hanafiah
(2022), who emphasized that the performance of tour guides has a significant effect on
satisfaction and intention to return, with satisfaction serving as the primary mediator. This social
interaction needs to be supported by strong communication skills to foster positive perceptions
of tourists toward tourist destinations (Li et al., 2021). Another finding by Guleria et al. (2024)
also found that memorable travel experiences have a significant impact on the development of
traveller attachment and satisfaction with tourist destinations, which further forms substantial
destination brand equity. Kovaci¢ & Sagovnovi¢, (2023) have emphasized this through their
research showing that positive emotional experiences facilitated by the destination environment
are closely correlated with satisfaction and intention to revisit. Hill et al. (2022) reveal that safety,
knowledgeable tour guides, and pricing are critical factors in the success of guided tours, which
in turn influence tourists' tendencies to recommend, revisit, and make future destination choices.
While Zou & Yu (2022) examined it from a social constructivist perspective, they found that
travellers’ sense of security is built through subject matter and key content at different stages of
the journey, including before, during, and after the trip. On the other hand, research by Tu et al.
(2020) found that tour guides' humour influenced tourists' behavioural intentions, either directly
or indirectly, through positive emotions. Other research also discusses how aesthetic experiences
(Zhang & Xu, 2020), guarantees of tourist safety and security (Bhatt et al., 2024), tourists’ trust
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in a tourist visit (Pujiastuti, 2020), and service quality (Ardani, 2021; Wijayanti, 2020) can
influence tourists’ intention to revisit.

Although interaction between tour guides and tourist couples is widely believed to
influence revisit intention, empirical studies that explore in depth the Auman-touch aspect within
tour guiding activities remain limited. More importantly, existing studies often treat tourists as a
homogeneous group, overlooking the unique characteristics of couple tourists, whose travel
experiences are strongly shaped by emotional connection, shared meaning, and interpersonal
dynamics between partners.

Compared to solo travellers, who tend to prioritize efficiency and information (Zhang et al.,
2024), or family tourists, who often focus on safety and child-oriented services (Tseng et al.,
2023), couple tourists seek romantic atmosphere, emotional engagement, personalized attention,
and meaningful shared experiences (Coffey et al., 2024). These expectations require tour guides
to apply different forms of human-touch, such as empathetic communication, sensitivity to couple
dynamics, storytelling that evokes emotions, and the ability to create intimate and memorable
moments during the tour (Aytekin et al., 2025).

Therefore, to gain a deeper understanding of the role of tour guides, it is necessary to
examine the extent to which tour guides contribute to couple tourists’ desire to revisit Bali,
specifically from the perspective of couples themselves. By understanding how tour guides deliver
human-touch interactions tailored to couples, this study highlights how such personalized
engagement not only enhances the travel experience but also strengthens emotional attachment
and increases revisit intention to Bali in the future.

Methodology

This research was applied with a descriptive qualitative research design. As noted by
Creswell (2018), A qualitative approach aims to gain a deeper understanding of a program, event,
activity, process, or experience of a group or individual. With this, it can be said that the design
of this study is suitable for analyzing behaviours, perceptions, and motivations from the
perspective of tourists (Sutton & Austin, 2015). The descriptive qualitative approach has several
characteristics, including exploring the informant’s experience in detail, in-depth interviews, and
limited between time, place, and object of research (White & Cooper, 2022). The descriptive
qualitative approach is well-suited to producing an in-depth picture of couples' perspectives and
experiences when using a tour guide in Bali. Validity was achieved through in-depth and
contextual explanations of the lessons learned (Aisyah et al., 2023). To understand the raw data
brought to the research, the researcher’s self-reflection was also carried out in this study (Liu,
2024).

The study involved 16 couples of tourists who visited Bali, and each couple was represented
by one name as a representative. Of these 16 couples, 12 couples completed the open-ended
questionnaire, and 4 couples participated in in-depth interviews, accompanied by their tour
guides. Resource persons and informants were recruited through social media advertisements
and direct searches at several tourist destinations, with explanations of the study's criteria and
eligibility requirements. The resource persons and informants are tourists aged 20-40. With this
number, researchers can interpret and describe research phenomena in depth. The sampling
technique used is purposive sampling, which is the deliberate selection of informants based on
their ability to explain specific themes, concepts, or phenomena. This technique enables the
selection of samples based on criteria relevant to the research objectives (Denieffe, 2020).

Interviews and observations were used as data collection techniques in this study. The
interviews were conducted to gather information based on the direct experiences of the couples
tourists when experiencing services from tour guides during their visits to Bali. Raw data were
collected through semi-structured in-depth interviews. The interview guide included open-ended
questions that explored elements of the Experiential Marketing theory (EM) put forward by
Schmitt (1999). In the tourism field study, EM was also used by Alam (2024) to analyze the
influence of experiential marketing on tourism service providers. This theory encompasses
sensory experiences (Sense), emotional (Feel), cognitive and creative (Think), behaviour (Act),
and social interaction (Relate). The data was recorded in the journal as reflective notes during
the observation. Tour guides, as a human-touch element in the travel industry, play a vital role.
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The experience gained from using a local tour guide’s service can be one of the factors that
encourage tourists to return. The data analysis technique carried out in this study was inductive
thematic analysis, which involves reading a series of raw data and looking for patterns of meaning
from the data to understand the meaning from the perspective of the research informants
(Heriyanto, 2018). The data were processed and analyzed using NVivo 12 qualitative data analysis
software. The analysis followed a systematic coding procedure, beginning with open coding to
identify initial concepts, followed by axial coding to establish relationships among categories, and
concluding with selective coding to refine core themes aligned with the Experiential Marketing
dimensions. NVivo facilitated data identification, organization, visualization, and classification,
thereby enhancing the transparency and credibility of the qualitative analysis (Houghton et al.,
2017).

Results and Discussions

Informant Description

The informants in this study were 16 couples from various countries who had used the
services of tour guides during their visits to Bali. Of these, 12 couples completed the open-ended
questionnaire, and 4 participated in in-depth interviews, for a total of 16 couples in this study.
The demographic profile reveals significant diversity, with informants originating from Europe
(Belgium, Russia, Poland, France, the United Kingdom), Asia (India, Myanmar, Taiwan, the
Philippines, the UAE), Australia, and the United States. The age range of the informants spans 24
to 40 years, with most falling within the productive age range of 30 to 35 years. Tables 1 and 2
show the descriptions of the informants.

Table 1. Couples' descriptions of the open-ended questionnaire.

No. Name (couple rep) Country Age Gender
1 Jan Paredis Belgium 40 Male
2 Viktoriia Russia 24 Female
3  Gokul Kambhampati India 33 Male
4 Wai Yan Htet Tin Myanmar 32 Male
5 Lin Xinyu Taiwan 32 Female
6 Bhawana New Zealand 36 Male
7 Tomasz Poland 32 Male
8 Pratik Patil India 34 Male
9 Alan Australia 27 Male
10 Amine France 40 Male
11 Zineb Mansouri France 27 Female
12 Michael UK 34 Male

Table 2. Couples’ Description of the Depth Interview.
Name (couple

No. rep.) Country Age Gender
1 Michael Philippines 33 Male
2 Ahmad UEA 31 Male
3 Matthew USA 30 Male
4 Heba England 40 Female

This demographic diversity provides a comprehensive perspective on international
travellers’ perceptions of the role of tour guides in Bali. The variety of the informant’s cultural
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background allows for the identification of universal patterns in the couple traveller experience,
while also uncovering specific nuances influenced by cultural factors of origin.

Human Touch in Tour Guidance

This research is analyzed based on the Experiential Marketing framework developed by
Schmitt (1999) where it is said that there are 5 (five) Human Touch Dimensions that affect a
profound and memorable experience for consumers through different approaches, namely:
Sense, Feel, Think, Act, and Relate. The Sense dimension focuses on sensory stimuli through the
senses of sight, hearing, smell, taste, and touch. The goal is to create aesthetic pleasure and
satisfaction through sensory stimulation. Dimension Feel aims to build an emotional connection
between customers and brands. Meanwhile, Think encourages consumers to think creatively and
critically. Dimension Act encourages travellers to change their behaviour by demonstrating how
guide services can enhance the quality of their trips. Relate connects individuals with a specific
community or culture, building a social identity through tour guide services.

Sense Dimension Analysis

Sensory stimuli (the five senses) are one of the aspects of human touch. This sensory
element can be stimulated by several things: visual, audio, physical touch, smell, and taste of
food. Wordcloud Sense captures the sensory experience facilitated by a tour guide for couples of
tourists in Bali. The visualization in Figure 1 illustrates how tour guides engage couples through
multisensory experiences, creating sensory memories that are embedded in their travel
experiences.
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Figure 1. Wordcloud Sense
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The visual analysis in Figure 1 reveals that the tour guide plays a crucial role in directing
the couple’s attention to sensory details that might otherwise be overlooked. In addition, the
dominant words, such as appearance, smile, wearing, jokes, outfit, calm, and interesting, that
appear on Wordcloud Sense indicate the importance of the tour guide's ability to facilitate a
stunning human sensory experience. It can be seen that the dominance of the words that appear
refers more to visual and auditory sensory elements. This indicates that the tour guide has a vital
role in processing these two sensory elements. The frequency and protrusion of sensory-related
terms suggest that these sensory experiences will last a long time and may contribute to the
desire to return to Bali. The following is an excerpt of the interview with the speaker:
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"..Also the appearance (even if we shouldn’t judge appearances) installs a climate of
trust between the couple that’s coming from a different country and the tour guide. And
our tour guide was firstly wearing a traditional Balinese dress which brought us closer to
the culture then he was wearing a smile that helped us connect and enjoy our day.”
(Zineb Mansouri, Couple Tourist, France)

"The tour guide was calm, patient and informative. Sometimes he also made jokes and
we just laughed together.” (Michael, Couple Tourist, United Kingdom)

The sensory dimension is very important for couples of tourists, as shared sensory
experiences create intimate moments and memories they associate with their relationship, making
the destination emotionally meaningful throughout their journey. In this case, the tour guide is a
“sensory interpreter” who not only shows the attraction but also helps the tourist enjoy the
destination holistically through sensory perception.

Act Dimension Analysis

Direct or indirect actions or behaviors are one of the crucial dimensions of Human Touch
in the interaction process between tour guides and couple tourists when they visit Bali. The
visualization in Figure 2 reveals how the actions or behaviors of tour guides can affect the travel

experience of couples in Bali.
2 U ciccomiiiiicate 2.
”uef....tﬁ":fﬁ g, €h %\‘l.m*f‘ éﬁ"&é"&%‘.ﬁl :
0 e
unctua
¥ “'Hi':’r' alivenglish é‘mmm%s

‘=c§r“t§m- aIISWBI’III!I-a.EL“é.Eg
igSSHSe =ex|l|a||| =55s-

§—
= E gaﬁh E ul ”a@"‘%gﬁ
B ==h“smlle =228
ESE ® gr ‘?' queEes

= Sexample || % edules=

sﬁ,m,,fle)(lhlllt \" eﬂsamllllllﬂﬂfore
lﬂll"Sl“e"ec“vover ﬁde‘a“emoyet El'uarrangemem

(Source: NVivo 12, 2025)
Figure 2. Wordcloud Act

Wordcloud Act captures the behavioural and participatory experiences facilitated by tour
guides for couples of tourists. This dimension represents active engagement and hands-on
experiences that foster a deeper connection between couples, destinations, and tour guides. The
words that stand out in this Wordcloud Act, such as “Answering," “Explain,” “Helpful,” "Caring,"
"Communicate," “Romantic,” “Listening,” and "Flexibility," show that tour guides encourage
couples to actively participate in meaningful activities such as; cultural activities, local customs,
and traditional practices. The following is an excerpt of the interview with the speaker:

"His sweetness at all times makes the trip outstanding. His skills on taking photography
and above all his unlimited knowledge about the region, the culture and the history of
the destination. He was professional, at the time, gave explanations all the time and
above all he was so kind and patient with us.” (Amine, Couple Tourist, France)

"Making jokes, laughing together, the tour guides suggest to take pictures... the tour

guide offered different options “"oh, we can go this way... or we can go that way.... It's
really important.” (Viktoria, Couple Tourist, Russia)
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The appearance of the words suggests that experiential learning and participation are
essential components of tour guide services for couples, as they provide opportunities for shared
activities and new experiences that strengthen their bond while creating unique memories during
the tour in Bali. These participatory experiences are often the most memorable aspect of their
trip and a powerful motivator for return visits. These findings suggest that tour guides act as
“experience facilitators" who encourage couples to actively engage with local culture. They create
opportunities for co-creation experiences that strengthen couples' bonds while introducing local
traditions.

Feel Dimension Analysis

The feel dimension represents the emotional aspect of using tour guide services in terms
of the quality of travel in Bali. Figure 3 illustrates the intensity of the 'feel' dimension in influencing
the couple’s tourist trip.
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Figure 3. Wordcloud Feel
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Word cloud analysis revealed that prominent words such as Comfortable, Safe, Trust,
Convenient, and Kindness dominated the informant’s narrative, suggesting that tour guides
successfully created a deep emotional connection. The emotional dimension possessed by the
guide indicates favourable conditions towards romance, joy, passion, peace, and intimacy. This
shows that the tour guide creates and enhances the romantic, cozy atmosphere that couples of
tourists are looking for. The prominence of positive emotional terms suggests that tour guides
play a significant role in enhancing the couple's emotional satisfaction during their visit. The
following is an excerpt of the interview with the speaker:

"With a tour guide there is much less pressure to organise and make a strict schedule

because you trust the local guide to adapt and still make your experience a great one
even if certain schedules are not met. Summing up it is the local perspective, sense of
security and relaxation knowing they will manage and attempt to provide the best and
most authentic experience and convenience of transport.” (Alan, Couple Tourist,

Australia)
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"We felt very comfortable with our tour guide. He knew exactly when we needed time for
a short break. When we travel we often use the service of a private tour guide, because
it give us the sense of security at the unknown place. We felt safe in the car while moving
from place to place. Our tour guide was very good driver.” (Tomasz, Couple Tourist,
Poland)

Furthermore, the emotional dimension reveals that the tour guide serves as a facilitator
of emotional connection not only between the couple and the destination but also between the
couple themselves. By creating romantic settings, suggesting intimate experiences, and providing
privacy at the right moments, tour guides enhance the couple’s experience of their relationship
during their Bali visit. These findings confirm the proposition that tour guides function as
"emotional architects" in couples’ travel trips. The tour guide not only conveys factual information
but also creates emotional moments that strengthen the bond among the couple, the destination,
and the tour guide.

Relate Dimension Analysis

Social relational aspects in social interaction are considered an important dimension of
human touch because they provide a subjective experience of feeling connected, accepted, and
belonging in the environment visited. This concept includes feelings of belonging, emotional
closeness, and support from others. Wordcloud Relate in figure 4 shows how tour guides facilitate
different types of relationships and connections during a couple's travel experience in Bali.
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Figure 4. Wordcloud Relate
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The analysis revealed that tour guides serve as social facilitators, connecting couples not
only with local culture and communities but also improving the relationship between the couples
themselves. The emergence of words such as Interaction, Tradition, Connect, Contact, and Family
indicates that tour guides act as a social bridge between tourists and local communities.
Additionally, this has also demonstrated that the relational dimension is highly valued by couple
tourists during their visit to Bali. The following is an excerpt of the interview with the speaker:
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"For us he's not just a tour guide but he became a friend to us. He speaks humble, he is
very entertaining, and yeah he's more like a friend than just a tour guide.” (Shina Marika,

Couple Tourist, Philippines). "...more than a guide, he treated us to his own family.”
(Gokul Kambhampati, Couple Tourist, India)

Tour guides help couples connect with local communities, understand social customs,
and participate in community activities. This function of social bridges is especially important for
international couples who may face language barriers or cultural uncertainties. Additionally, tour
guides help create opportunities for couples to strengthen their own relationships through shared
social experiences. This research confirms that tour guides function as a “social connector” that
facilitates authentic cultural exchange. Tour guides enable couples to experience Bali not only as
a tourist destination but also as a vibrant living culture with a friendly and open community.

Think Dimension Analysis

The cognitive dimension of human touch is also considered very important in a tourist
visit by a couple of tourists. This intellectual engagement creates a more meaningful and
memorable experience, contributing to the couple’s desire to return and explore further. This
dimension captures how tour guides stimulate mental processes, learning, and cultural
understanding among visiting couples. Figure 5 represents the cognitive and intellectual
engagement that tour guides provide to couples travellers.
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Figure 5. Wordcloud Think

Wordcloud think showcases the intellectual complexity that tour guides create through
words like guestions, answering, explain, explore, understand, and detailed. This shows that
couples travellers value the educational dimension of their experience. The analysis revealed that
tour guides serve as cultural interpreters and educators, helping couples understand the deeper
meaning behind Balinese traditions and customs. Additionally, the inclusion of learning-related
words suggests that couples value the tour guide's intellectual stimulation and cultural insight.
The following is an excerpt of the interview with the speaker:
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"You can't get the same knowledge and information without the tour guide And they can
help guide you to places where you wouldn't normally go and see, you can only look on
Google and see some places, but then when you get there, you don't actually know what
you're doing or what you're looking at whereas having to explain what we're doing, why
it's here, the traditions behind it, it's really important. I think today, without him, we
wouldn't have had the same experience.” (Heba, Couple Tourist, England)

Beyond enhancing immediate understanding, this form of cognitive engagement plays a
significant role in shaping couples’ revisit intention. When tour guides explain Balinese
philosophies, cultural values, and symbolic meanings in an accessible and engaging manner,
couples are more likely to develop a deeper cognitive attachment to the destination. This
intellectual connection transforms the visit from a one-time sightseeing activity into a meaningful
learning journey, encouraging couples to return in order to further explore and deepen their
understanding of Balinese culture. This confirms that tour guides act as “cultural translators,”
facilitating cross-cultural knowledge transfer. Tour guides help couples understand the complex
socio-cultural context of Bali, creating a distinct and intellectually enriching learning experience.

Tour Guide Presence Effect

The effect dimension demonstrates that the cumulative impact of tour guide presence
can result in a strong intention to revisit Bali. Word Cloud Effect combines the results and impact
of tour guide interactions on the couple’s experience and their future destinations.
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Figure 6. Wordcloud Effect

The visualisation in Figure 6 represents the culmination of all experiential marketing
dimensions and their collective influence on return visit intentions. The analysis revealed a strong
emphasis on terms related to satisfaction, recommendations, revisit, and positive word-of-mouth.
Tour Guides create a multidimensional impact, encompassing educational, social, emotional, and
practical aspects. The following is an explanation of the effects of the presence of a tour guide
on a tourist trip by a tourist couple, including:
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Facilitator

Tour guides help travellers overcome language or cultural barriers that may hinder their
experience. They also help couples navigate tourist attractions more comfortably and efficiently
(easier, convenient, efficient, smooth). As facilitators, tour guides play a crucial role in assisting
travellers to overcome various obstacles that can disrupt the smooth flow of their experience.
One of the main challenges that tourists often face is language and cultural differences, which
can be a barrier to understanding information, interacting with locals, or even enjoying the tourist
attractions themselves. In this context, tour guides serve as a bridge of communication, helping
tourists interact more easily with their surroundings.

More than just translators, tour guides also facilitate the couple’s experience by ensuring
that the trip becomes more comfortable, efficient, and smooth. They help tourists navigate tourist
attractions, provide clear directions, and ensure that all tourists' needs are well met. For example,
they can help travellers locate essential destinations, such as restrooms, restaurants, or souvenir
shops, and provide practical tips to help them explore destinations with greater confidence. In
addition, tour guides also help tourists optimize their visit time by delivering a well-planned
schedule, allowing them to explore more places within a limited time. They can also provide
recommendations for additional activities or authentic local experiences that travellers may not
be aware of when travelling independently.

Knowledge Transfer

Tour guides help tourists gain in-depth knowledge of local destinations, history, and
culture. The word cloud in Figure 6 emphasizes words such as knowledge, information, and
history, which highlight the importance of educational aspects in the travel experience. Tour
guides serve as a bridge of understanding, connecting tourists with the intellectual heritage of a
destination. The depth of knowledge shared spans various dimensions, ranging from traditional
architecture that reflects the philosophy of life of the local community to rituals and traditions
that are still preserved today. Effective knowledge transfer through authentic storytelling and
accurate data creates a memorable and continuous experience, so that tourists not only take-
home photos and souvenirs, but also a deep understanding of the cultural and historical diversity
they visit.

Emotional Support and Alive Experience

Tour guides often share stories, jokes, or anecdotes that make the experience more
interesting, memorable, and feel 'alive'. This is reflected in the words that appear in figure 6, such
as excellent, enthusiastic, enjoy, personally, fantastic, adventure. The emotional support provided
by the tour guide is a crucial element that transforms a physical journey into a profound and
transformative emotional journey.

Through passionate storytelling, tour guides not only convey historical facts but also bring
each location to life with emotionally rich narratives, timely humor, and personal anecdotes that
create emotional resonance with tourists. Their ability to read the group’s mood and adjust the
tone of communication makes every moment of the trip feel more personal and meaningful. The
skill at weaving emotions into each explanation creates a multi-sensory experience that goes
beyond visual consumption. Well-timed jokes are not only entertaining, but they also relieve any
tension that may arise from culture shock, creating a comfort zone that allows couples to be more
open to new experiences. The personal touch dimension brought by tour guides, through sharing
their personal experiences, creates an authentic connection that makes tourists feel like local
friends, not just customers being entertained. The sincere enthusiasm for the destinations they
present can inspire tourists to look at every detail with a more appreciative perspective. On the
other hand, a fantastic moment created through a combination of profound knowledge,
charismatic demeanor, and genuine care can result in memories that are not only etched in
photographs but are firmly embedded in the emotions of the couple’s travellers. These are often
the most memorable highlights in a long period of time after the trip has ended.
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Social Connectedness

The presence of a tour guide allows tourists to interact socially with both the guide and
other tourists. This creates a sense of community, reduces loneliness, and increases a sense of
security. Words such as helping, important, learn, together, and sharing in the word cloud in
Figure 6 support this aspect of connectivity. The social connectedness facilitated by tour guides
creates a dynamic and multidimensional ecosystem of interaction in the travel experience.

Through guided activities, a natural space is created to share stories, perspectives, and
life experiences that enrich the social dimension of travel. The intertwined interactions go beyond
ordinary transactional relationships, evolving into authentic interpersonal connections.
Additionally, the psychological security aspect created through this social connectedness cannot
be overstated. Couples travellers feel more confident exploring new destinations when they are
part of a supportive temporary community. Sharing experiences, whether joyful, surprising, or
small challenges during the trip, creates a deep bond between participants. Collaboration in
learning about local cultures, providing mutual assistance with language or navigation barriers,
and offering spontaneous emotional support all contribute to creating memorable social
experiences. This connection often continues beyond the duration of the tour, with many tourists
maintaining friendships formed during the trip. Social media and modern communication
technologies allow these social networks to be maintained, creating a global community of
travellers who share information, recommendations, and even plan future trips together.

The Relationship of Human Touch to the Decision to Revisit

The analysis results show that the presence of tour guides plays a significant role in
increasing the intention of tourists to revisit, especially among couples travellers. The presence
of a tour guide acts as a facilitator, providing relevant information, emotional experiences, and a
sense of security to couples on vacation. This is especially helpful for couples who are visiting a
particular destination for the first time.

(Source: Personal Data, 2025)
Figure 7. The Interaction between a Tour Guide and a Couple Tourists in Tourist Destinations

For couples travellers, a tour guide not only helps them understand local history and
culture but also fosters a sense of social and emotional connection through interactions during
the tour. The presence of a tour guide helps tourists feel welcome, safe, and connected to the
destination they are visiting. Human Touch aspects, including empathy, comfort, safety, and the
guide's ability to respond to tourists' needs, are among the main reasons couples feel more
connected to tourist destinations. Meanwhile, for tour guides, their presence is a platform to
interact directly with partner travellers, promote tourism products and services, and build more
personal relationships with tourists. These interactions positively impact the tourist’s experience,
ranging from satisfaction and happiness to a sense of “connectedness” that encourages revisiting.
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Nonetheless, tour guides also need to anticipate challenges in dealing with tourists with diverse
preferences and expectations. This relationship is shown in Figure 8.
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Figure 8. The Interaction between a Tour Guide and a Couple Travellers

Figure 8 illustrates the pattern of interaction between tour guides and couple travellers.
This diagram illustrates the relationships among elements such as Human Touch, Interaction,
Effect, Connected, and Revisit Intention, all of which are linked by emotional connections,
cognitive experiences, and information provided by tour guides. This diagram also shows how
tour guides, through various aspects such as Act, Sense, Feel, Think, and Relate, can create
meaningful travel experiences for couples travellers. The human touch element that tour guides
provide emerges as a critical differentiator in the travel experience, offering personalized,
culturally mediated, and emotionally rich interactions that cannot be replicated through digital
alternatives. Especially for couple travellers, tour guides serve as facilitators of romantic
experiences, cultural understanding, and relationship enhancement. The findings suggest that
tour guides’ success in increasing return visit intent lies in their ability to create an integrated
experience that simultaneously addresses the sensory, emotional, cognitive, behavioural, and
social needs of couples travellers. This holistic approach to experience creation yields strong,
positive outcomes that directly translate into destination loyalty and advocacy behaviour.

Conclusions

This study successfully achieved its goal of understanding how tour guides influence
couples' interest in revisiting Bali through a comprehensive analysis of their multidimensional role
in experiential marketing. The study reveals that tour guides function as crucial facilitators who

112



Journal of Applied Sciences in Travel and Hospitality

create holistic experiences through five dimensions of human touch: Sense (sensory interpreter),
Feel (emotional architect), Think (cultural translator), Act (experiential facilitator), and Relate
(social connector). Through systematic analysis, four key roles have been identified: facilitators
who overcome language and cultural barriers, knowledge-transfer agents who provide deep
insights into destinations, emotional support providers who create memorable experiences, and
social catalysts who enhance a sense of security and connectedness.

The results demonstrate that effective tour guides enhance couples’ revisit intention by
simultaneously addressing their sensory, emotional, cognitive, behavioural, and social needs.
Importantly, couples placed strong value on specific soft skills demonstrated by tour guides,
particularly empathetic communication, emotional sensitivity to couple dynamics, storytelling
ability, attentiveness, and photography assistance. Practical skills such as helping couples capture
meaningful photographs were perceived not merely as technical support but as an expression of
care and personal attention, contributing to lasting emotional memories of the destination.

These findings confirm that human touch remains a critical differentiator in tourism
experiences that cannot be replicated by digital alternatives, especially for couples seeking
personal, intimate, and emotionally meaningful travel. Accordingly, this study offers practical
implications for Bali’s tourism industry by highlighting the need for targeted tour guide training
programs that extend beyond technical knowledge to include soft skills such as empathy,
interpersonal communication, emotional intelligence, storytelling, situational awareness, and
basic photography skills. Strengthening these competencies can enhance couples’ satisfaction,
foster emotional attachment to the destination, and ultimately increase revisit intention and
destination loyalty.

From a broader destination management perspective, the findings also suggest important
implications for the sustainable development of tourism in Bali. Tour guides play a strategic role
as cultural ambassadors who mediate interactions between tourists and local communities. By
strengthening the human-touch elements in guiding services, Bali can create more authentic and
emotionally engaging travel experiences that differentiate the destination from mass tourism
competitors. This approach can support the development of higher-quality tourism experiences
that encourage repeat visitation, strengthen destination branding, and contribute to the long-
term competitiveness of Bali as one of the world’s leading cultural tourism destinations.

However, this study has several limitations. First, the sample size of 16 couples limits the
generalisability of the findings. Second, the research was conducted exclusively in Bali, which
may restrict the applicability of the results to other destinations with different cultural and tourism
contexts. Future research could involve larger and more diverse samples, comparative studies
across multiple destinations, or quantitative approaches to statistically examine the relationship
between human-touch dimensions and revisit intention. Longitudinal studies may also provide
deeper insight into how emotional experiences translate into long-term destination loyalty over
time.
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