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Purpose — Ecotourism redevelopment must be planned to overcome the carry-over effect of
COVID-19 as a prerequisite for achieving its sustainability, especially for the highly dependent
on ecotourism income regions such as South Lampung Regency. Responses from repeat
visitors, therefore, are very important data for determining priorities for the planning, both for
reconstructing the physical facilities of tourist attractions and for rebuilding the performance
of service providers. This research was aimed at determining various variables that will
stimulate revisit intention. Methodology/Design/Approach — This research started from May
to June 2022 to interview 100 visitors at 20 tourist destinations in South Lampung Regency.
The ordinal log regression model is employed at 90 and 95% confidence levels. The response
variables were 0, 1, or 3 for whom the first, second, and third or more visited respectively.
Predictor variables include (a) visitor background, (b) infrastructure performance, and (c)
service provider friendliness. Findings — Repeated visit intention: (a) can be increased
significantly by information sources from social media, the condition of mosque facilities, and
the friendliness of restaurant waiters, but (c) is decreased significantly by low visitor

friendliness and ticket waiter as well as shelter attendant.

1. INTRODUCTION

The COVID-19 pandemic has had a significant global
impact, with the tourism sector being the hardest hit sector [1,
2] such as the Indonesian tourism sector whose GDP fell by
USD 20.7 trillion in 2021. This impact has begun to decrease
recently, as shown by UNWTO [3] there has been an increase
in global tourist visits of around 130%, almost double
compared to one month at the beginning of 2021 which
reached around 18 million. Even so, the recovery of this sector
is still facing new uncertainty [3], and has still not reached its
position of pre-pandemic performance as the carry-over effect
of the pandemic is still ongoing today [4]. The recovery of this
sector is still limited by the low quality of infrastructure to
tourist destinations, poor physical facilities at tourist attraction
locations, and the low skills of tourism service providers.

During the pandemic, many infrastructure and physical
facilities were not maintained, damaged, or even destroyed
because all ecotourism activities were closed [5-7], so it is now
reducing the attractiveness of ecotourism destinations [8].
Worse than the decline in infrastructure or physical facilities,
it now also has an impact on the decline in the skills of service
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providers due to long job layoffs [9] particularly their behavior
of friendliness and hospitality to support visitor satisfaction.
This situation certainly raises questions about the fate of the
sustainability of this sector which is excellent in driving the
entire economy including in South Lampung Regency.

The two types of decline in ecotourism assets must be
immediately restored and redeveloped so that the volume of
tourist visits should continue to increase [7], which is a
prerequisite for enhancing the sustainability of this sector [10].
For the sake of solving this issue, Hoang et al. [11] stated that
increasing the volume of visits may be reached through
massive promotions to stimulate new visitors or else by
retaining old visitors to become repeat visitors or both means.
The reason for saving or cost promotion efficiency,
broadcasting some print media or electronic media are the
prominent means, particularly social media including
YouTube, Instagram, and TikTok [12, 13]. Besides, social
media may be a driving force in tourists’ destination decisions
[14].

Regarding the level of promotional effectiveness, Ding et
al. [15] proved that positive testimonials from visitors can
often have a big impact on stimulating potential visitors. Only


https://orcid.org/0000-0002-4023-4130
https://orcid.org/0000-0002-0350-0196
https://orcid.org/0000-0001-7234-9111
https://orcid.org/0000-0003-3094-7759
https://orcid.org/0009-0007-3879-7253
https://crossmark.crossref.org/dialog/?doi=10.18280/ijsdp.190827&domain=pdf

visitors who are satisfied with their previous visit experience
have a great opportunity to repeat their visit to a tourist
destination or even make recommendations to their relatives
or friends [16]. Additionally, repeat visitors can often serve as
testimonials for potential future visitors. This kind of free
promotion is often called word-of-mouth promotion. In
general, its impact can be much more effective in attracting
new visitors compared to promaotions using print, electronic,
and IT media. This advantage can be achieved because word-
of-mouth promotion is more interactive, more genuine, or
natural [17] and, therefore can build higher trustworthiness
than promotion through the media [18]. The kinds of
promotion imply that the interest in repeat visits in the context
of sustainable development planning in ecotourism will be
more reliable as a basis for targeting an increase in the volume
of visitors to a tourist destination.

Apart from promotional means, planning to increase the
volume of ecotourism visitors should also take into account
the visitor characteristic variables, including demographic
background, gender, age, marital status, employment, and
motivation to visit [19]. Therefore, measuring the impact of
the contribution of these variables is a very important stage in
any planning. This stage is necessary so that investments in
rebuilding the physical and human resources of ecotourism
service providers can reliably guarantee in increased monetary
profits [20] through repeated visitor enhancement.

Furthermore, interest in repeat visits is also greatly affected
by visitors' perceptions of the quality of physical facilities [21]
that accompany the hospitality behavior of ecotourism service
providers. The role of visitor background variables and their
perceptions of the physical quality and friendliness of
ecotourism service providers after the COVID-19 pandemic is
very limited. Perceptions of health risks, for example, can
suppress interest in repeat visits to an ecotourism destination
[22] where this issue is still relatively tense in the post-
COVID-19 pandemic. It can be imagined that by elucidating
the contribution of the effect of each factor determining
interest in repeat visits, a prediction model can be built, both
for variables based on physical facility assets and human
resource assets, especially those related to service satisfaction,
namely hospitality.

Rebuilding all the factors that determine tourist visits for

these two types of assets, however, does not necessarily
guarantee the volume of repeated visitors increase
significantly. By understanding tourists' behavior, the
stakeholders will be better informed about the destination
elements that need to be refined and enhanced to satisfy this
loyal market segment [23]. In other words, it is necessary to
identify some factors that can significantly increase interest in
repeat visits. The sensitivity of the parameters of each factor
to interest in repeat visits can be used as a basis for planning
the redevelopment of ecotourism assets under cost-efficient
investment [24, 25]. Without determining the sensitivity of
these parameters, redevelopment planning will be rather
speculative and seem unlikely to guarantee improvements in
ecotourism sustainability indicators. It implies that the
assessment of revisited intention holds significant value in
anticipating the long-term viability of the tourism industry's
sustainability in any region [12].

Based on all ramifications factors that affect revisit
intention explained above, it will be useful to employ a linear
model that can greatly contribute to this endeavor [24, 25].
particularly within the context of emerging eco-tourism
regions that face uncertainty in its sustainability in line with
the carry-over effect of the COVID-19 pandemic like South
Lampung Regency. The objective of this research was to
elucidate the influence of a tourist's background, performance
of physical facilities, and hospitality provided by service
providers on the intention of tourists to revisit destinations.

2. RESEARCH METHOD
2.1 Research time and location

This research was carried out from April — June 2022 by
interviewing 100 visitors at the 20 tourism objects in South
Lampung Regency namely, Teropong Kalianda, Way
Belalang Hot spring, Kedu Beach, Kentang Beach, Dermaga
Water Boom, Bagoes Beach, Marina Beach, Way Kalam
Waterfall, Kahai Beach, Batu Lapis, Mengkudu Island, Siger
Tower, Sebalang Beach, Natar Water Spring, Selaki Beach,
Slanik Water Park, Natar Pancuran Emas, and Natar Picking
Orange. These research locations are presented in Figure 1.

Mop of Tourist Destination

in South Lampung Regency

| AL

Figure 1. Research location
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2.2 Model postulate employed

The model postulate employed is a linear model, especially
ordinal logistic regression (OLR Model). The OLR model
applied is an implication of determining response variables
that use an ordinal data scale, namely 0, 1, and 2 respectively
to represent the first visitor, the second return visit, and the
third or fourth return visit, and so on. We define a repeated
visitor as someone who wants to visit a tourist attraction more
than once. The number of repeat visits is assumed a reflection
of satisfaction with previous visits. This visit frequency
correlates with their socio-demographic, motivation, and their
behavioral response to the physical qualities as well as the
hospitality of service providers. This background, therefore,
can be applied as the predictor variables of the OLR model.
Just for convenience's sake, the predictor variables are
grouped into 3 namely [a] visitor background group, [b] visitor
perceptions of physical facilities, and [c] visitor perceptions of
the hospitality behavior of service providers. Next, it is
decomposed into 26 independent variables (Table 1). The
model is presented in Eq. (1). The working hypotheses are as
follows:

Hy: pi=F=p3=...=f26=0 >None of the 26 variable affect
significantly intension repeat visit.

Hi: Bi#B£Bs#...£B26=0 > At least of the 26 variable affect
significantly intension repeat visit.

The Eq. (1) is as following:

1 P(repeat = 1)

n 1—P(repeat) =1
=BortPor+B1[SOCMED]+B.[D1_OTDISC]+f5[D:_OTPROV];
+B4 [DUTIES]i+s[AGE]+Bs[GEND]i+B7 [MARY];
+PBs[D2_STDENT]; + B¢ [D,_PROFF]; +B10[D,_ENTRE];
+B11[PARK]i+B12[ SANTR]i+B13[LAVT]i+B14 [PROOM];
+B15[SHELTR]i+B16 [ROAD]i+B17[PWSPL]i+B1s[SIGN];
+B1s[HPARK]i+B2o[HPORTR]i+f2: [HWAIT]i+B2[HLAVT];
+B23[HTICK]i+B24 [HSANTR]+€E;

(1)

where, Ln: Logarithm operator; P(repeat=1);: The probability
of the i visitor becomes true as a repeated visit; P(repeat=1);:
The probability the i visitor will fail as a repeated visit; A, 52,
B3, ... Prs; Parameter; & Error parameter; i: Respondent
number; Other symbol: Enlisted in Table 1.

2.3 Data acquisition

This work is intended to collect data through a survey
carried out by two enumerators at 20 tourist destination
locations in South Lampung Regency (Figure 2). The
respondents were those who came to visit the 20 ecotourism
locations with 5 respondents at each location. Because all the
tourists who came were groups consisting of 2 or more people,
the respondents interviewed were those aged 14 years or more.
Interviews were conducted using a semi-structured
questionnaire. The data collected includes all items detailed in
Table 1, Column 1.

Table 1. Predictor variables, symbol, measurement scale, and data scoring

Predictor Variables Symbol in Model

Measurement Scale

Data Scoring

@) @ (©)] (4)
[a] Visitor’s Background
Information source (O=word-mouth) [SOCMED]i binary =1 from social media, =0 if other
Tourist’s origin (=0 if from the inner regency)
Outer Regency South Lampung [D1_OTDISC]i dummy =1 from outer S. Lampung, 0=if other
Outer Lampung Province [D1_OTPROVIi dummy =1 from outer Lampung Province, =0 if other
Visitor motivation (O=if for recreation) [DUTIES]i binary =1 if for duty, 0= if other
Visitor demography
Age (years) [AGE]i ratio raw data
Gender [GEND]; binary =1 if male, = 0 if other
Marital Status [MAR]i binary =1 if married, =0 if single
Visitor occupation (0=housewife)
Student [D2_STDEN]; dummy =1 if student, =0 if others
Professional Worker [D2_PROF]; dummy =1 if professional, =0 if others
Entrepreneur [D2_ENTR]i dummy =1 if entrepreneur, =0 if others
[b] Visitor’s perception on the physical facilities condition
Parking Area [PARK]; ordinal
Waste Treatment [SANTR]i ordinal
Lavatory [LAVTI; ordinal =0 if poor
Moslem Praying Room [PROOM]i ordinal =1 if fair
Shelter [SHELTERY]; ordinal =2 if good
Road [ROAD]; ordinal
Power Supply [PWSPL]; ordinal
HP Signal [SIGNTJi ordinal
[c] Visitor’s perception on the hospitality service provider
Parking Attendant [HPARKT; ordinal
Porter [HPORTRYi ordinal
Restaurant Waitress [HWAIT]; ordinal =0 if poor
Lavatory Attendant [HLAVT] ordinal =1 if fair
Ticketing Person [HTICK]; ordinal =2 if good
Sanitarian Worker [HSANTR]; ordinal
Food Street Vendor [HFDSTRYI; ordinal
Shelter Servicer [HSHLT]; ordinal
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2.4 Hypotheses testing

The underlying assumptions of the OLR Model include: (a)
there is no real correlation between predictor variables, (b)
there is a real correlation between response variables and
predictor variables, (c) all data have homogeneous variance,
and (d) all data are normally distributed. Assumption (d) is
very important, generally if this assumption is satisfied then
the other 3 assumptions will be met as well. To ensure the
fulfillment of assumption (d), it can be done by using a large
sample size, which according to Sang and Hae [26] and
Waulandari et al. [27], is more than 30 sample units. Therefore,
this study used 100 sample respondents. Optimization of
model parameters in this study used Minitab 16. Fortunately,
this software is equipped with facilities to detect the
fulfillment of the four assumptions. With this facility, when
the input data does not meet the four assumptions, it will not
provide OLR results.

The output of the LOR model parameter optimization
process is briefly presented in Table 2 which consists of (a)
regression coefficients for 26 predictor variables, namely
parameters f; to 26 accompanied by intercept fy; and fo; as
fitting model parameters, (b) standard error for each
parameter, (c¢) P-value of each parameter, (d) Odds Ratio and
(e) range of Odds Ratio within 95% range. Apart from that, the
out is also equipped with a Gald statistic value accompanied
by the P-value which is presented at the bottom of Table 2.
The magnitude of the Gald statistical parameter resulting from
OLR modeling is an indicator that reflects the goodness-fits of
the model postulates applied [28] as employed in this research.

It should be emphasized that the parameter values for the 26
predictor variables are constants that describe the sensitivity
or magnitude of the impact of changes in each unit of a
predictor variable on the response variable, which in this study
is the interest in repeat visits. In the ordinary linear regression
(OLS) model, planners utilize positive parameters so that
planners can calculate the magnitude of the increase in the
number of repeat visits with a very high probability (>90%).
But in OLR by utilizing the Odds Ratio obtained (Table 2,
Column 7) as will be discussed in the following section.

3. RESULT AND DISCUSSION

Before discussing the results of the hypothesis test,
reviewing the descriptive statistics of the sample data is
considered very valuable, especially to describe a general
sense of the behavior of the data obtained, including the value
of data distribution, measures of central tendency, and their
standard deviation.

3.1 Descriptive statistic

To ascertain the fundamental attributes of acquired data, it
is imperative to conduct a descriptive statistical analysis. This
analysis holds significant importance as a foundational
component for scrutinizing the outcomes of the inferential
statistical analysis in the subsequent section. Figure 2
illustrates the distribution of repeated visits and the
corresponding characteristics of the respondents.

The provided figures, specifically Figure 2, containing
descriptive statistical data, serve to indicate the revisited
intention. Generally, it can be inferred that the 20 tourist
attractions within the studied area possess adequate potential
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to serve as a foundation for the development of tourist interest.
This assertion is substantiated by the prevalence of repeat
visitors, with 60% accounting for first-time revisits, 19%
representing second-time visitors, and 41% constituting third-
time recurrent visitors.

About gender, the study found that a majority of
respondents (77%) identified as women, while the remaining
(23%) visitors were men. This data reflects gender bias in
favor of women. As for the source of information, this study
found that 64% of respondents acquired information regarding
tourism attractions through social media platforms, while the
remaining portion relied on word-of-mouth or oral
communication from their family members or acquaintances
[16, 17]. The amount of the latest source was a very important
consideration in developing media promotion [29].

The distribution of tourists is observed to originate
primarily from the inner regency (18%), followed by the outer
regency (79%), and lastly the outer province (3%). The study
participants encompassed various occupational categories,
with professional workers comprising 46% of the total sample.
Students constituted 26% of the respondents, while
entrepreneurs represented 16% and housewives accounted for
13%. The age demographics indicated that the elderly
constituted 3% of the sample, while the youth and mature age
groups accounted for 53% and 40% respectively, with the
latter representing individuals aged 26 to 50. Regarding the
motivations of tourists, it is apparent that a significant
majority, namely 92%, engage in tourism for recreational
purposes.

mrrst  msecond  ®Third or More W Social Media ® Mouth_Word

Information

Source

W Inner District M Outer District M Youth M Mature M Eldery

M Outer Province

Toursit's Age

ourist's Origin

M Student M House Wife

EMale HFemale

M Professional Entrepreneur

Occupation

B Recreation M Duties

H Married mSingle

Visit
Motivation

Marital Status

Figure 2. The proportion of repeating visitor and respondent
background



Table 2. The optimized model parameters and indicators of good fit of model achieved

95% Confident

Predictor Symbol Coeff. SE.:Error z P Odqs Level Interval
oeff. Ratio
Lower  Upper
@) (2 ®) 4) (©) (6) @) (8) ©9)
Constant (1) -1.9028 1.5100 -1.26 0.208
Constant (2) -0.8247 1.5009 -0.55 0.583
Information Source (0=word-mouth) [SOCMED]; 1.9252 0.5583 3.45 0.001 6.86 2.30 20.48
Tourist s Origin (O=Inner Regency)
Outer Regency [D:_OTDISC]i -1.4225 0.7154 -1.99 0.047 0.24 0.06 0.98
Outer Province [D:_OTPROV]i -0.1700 1.5398 -0.11 0.912 0.84 0.04 17.25
Visit Motivation (0=Leisure) [MOTIV]; 5715 08767  -179 0073 021 004 116
Tourist s Demographic
Age (years) [AGE]; 0.0507 0.0270 1.87 0.061 1.05 1.00 111
Gender (O=female) [GEND]i -0.8959 0.5966 -1.50 0.133 0.41 0.13 131
Marital (O=unmarried) [MAR]i -0.2734 0.5843 -0.47 0.640 0.76 0.24 2.39
Tourist s Occupation (O=housewife)
Student [D2_STDENT]; 1.3702 1.0480 1.31 0.191 3.94 0.50 30.70
Professional Worker [D2_PROFF]i 0.4549 0.8893 0.51 0.609 1.58 0.28 9.01
Entrepreneur [D2_ENTR]: 0.6512 1.0905 0.60 0.550 1.92 0.23 16.26
Physical Facility Performance (0=Poor, 1=fair, 2=good)
Parking Area [PARKT; 0.5034 0.4743 1.06 0.288 1.65 0.65 4.19
Waste Treatment [SANT]; -0.6086 0.4796 -1.27 0.204 0.54 0.21 1.39
Lavatory [LVTORYTi 0.1480 0.4622 0.32 0.749 1.16 0.47 2.87
Moslem Praying Room [PROOM]i 1.1728 0.5522 2.12 0.034 3.23 1.09 9.54
Shelter [SHELTRY; 0.1091 0.5312 0.21 0.837 1.12 0.39 3.16
Road [ROAD]; -0.1141 0.4564 -0.25 0.803 0.89 0.36 2.18
Power Supply [PWSPLY]; -0.6043 0.6440 -0.94 0.348 0.55 0.15 1.93
HP Signal [SGNI;i 0.6683 0.5210 1.28 0.200 1.95 0.70 5.43
Service Provider 5 Hospitality (0=Poor, 1=fair, 2=good)
Parking Attendant [HPARK]; 0.5095 0.7972 0.64 0.523 1.66 0.35 7.94
Porter [HPORTRY; 1.0259 0.7378 1.39 0.164 2.79 0.66 11.85
Restaurant Waitress [HWAIT]; 1.7399 0.9434 1.84 0.065 5.70 0.90 36.20
Lavatory Attendant [HLAVT]; 0.2379 0.6485 0.37 0.714 127 0.36 4.52
Ticketing Person [HTICKTIi -2.1653 0.8410 -2.57 0.010 0.11 0.02 0.60
Sanitarian Worker [HSANTR]i 0.0659 0.9493 0.07 0.945 1.07 0.17 6.86
Food Street Vendor [HFDSTRYI; 0.3802 0.9414 0.40 0.686 1.46 0.23 9.26
Shelter Service [HSHLT]I; -1.7258 0.7968 -2.17 0.030 0.18 0.04 0.85
The indicators of model goodness fit
1. Log-Likelihood = -85.398
2. Test that all slopes are zero: G = 38.726; DF =26; P-vaie= 0.052
Table 3. Tourist’s perception on the existing facilities
. Poor Fair Good
No Variable % (n=100)
1 Road to Tourism’s Object 26 49 25
2 Power Supply at Site 24 60 16
3 Parking Lot Area 7 51 42
4 Waste Treatment Facility 39 49 12
5 Lavatory Condition 36 17 47
6 Shelter Condition 18 59 23
7 Moslem Praying Room 24 51 25
Maximum 39 60 47
Minimum 7 17 12
Average 24.9 48.8 27.1
sSD 10.7 14.4 12.9

Conversely, the remaining minority utilizes their leisure
time in between the confines of their occupational duties. It is
imperative to highlight that it is not possible to determine the
impact of these seven variables on the distribution of repeated
visitor counts. Consequently, it is imperative to scrutinize the
outcomes of hypothesis testing in the subsequent section.

The additional explanatory factors that may potentially
elicit repeated visits include the state of facilities (as indicated
in Table 3) and the perceived level of hospitality demonstrated
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by service providers (as depicted in Table 4), as suggested by
respondents. To ascertain the extent of impact exerted by the
aforementioned groups of variables, it becomes imperative to
evaluate the hypothesis through the following testing
procedure discussed below.

According to the findings presented in Table 4, it is
noteworthy that while a mere 27.1% of participants perceived
the physical facilities as good, by and large (48.0%) regarded
them as adequately satisfactory. The aforementioned findings



ought to be employed in formulating strategies for the
reconstruction of tourism service providers' performance, as
well as the South Lampung Regency Public Service Agency.
Enhancing the standards of tourist attraction facilities holds
significant importance, particularly for novice tourists. It is
anticipated that the level of satisfaction experienced during an
initial visit will serve as a motivating factor for individuals to
revisit a particular destination. This, in turn, may serve as an
indicator of the long-term viability and stability of the tourism

industry within each respective region. This expectation can
potentially be achieved, as indicated by the rate of satisfaction
among respondents who perceive a satisfactory level of
friendliness or hospitality from the service provider, which
stands at a notable 68.8% (Table 4) It is postulated that
enhancing the caliber of physical amenities and hospitality
competence will entail enhanced repeated rates, thereby
serving as a crucial gauge for promoting the long-term
viability of the tourism industry.

Table 4. The service provider's hospitality is experienced by the tourist

Variable Poor Fair Good
% (n=100)
Parking Lot Attendant 6 67 27
Porter 5 71 24
Waitress 5 71 24
Lavatory Attendant 11 60 29
Ticketing Attendant 5 65 30
Food Street Provider 1 74 25
Shelter Attendant 5 72 23
Maximum 11 74 30
Minimum 1 60 23
Average 54 68.8 26.0
SD 2.9 4.9 2.7

3.2 Information source

The variable of the information source, specifically through
social media (SOCMED), holds significant sway in shaping
the decision of a tourist to either become a repeated visitor or
not. The variable denominated as [SOCMED)] yielded an odds
ratio (OR) value of 6.86. This implies that, if all other predictor
variables remain constant, tourists who receive information
about tourist attractions through social media platforms have a
6.84 times higher probability of becoming repeat visitors
compared to those who obtain information through informal
verbal communication from relatives and acquaintances. The
observed disparity yielded a statistically significant outcome,
denoted by a P-value of 0.001 The present study examined the
repertoire of social media platforms employed by the subjects,
which encompassed popular platforms such as WhatsApp
(WA), Twitter, Facebook, Google, Instagram, and Telegram.
The discovered insights offer significant recommendations for
managers and local administrations in their current endeavors
of formulating tourism development strategies, particularly
regarding the utilization of social media platforms for
promotional purposes [30]. This approach has the potential to
be highly efficacious in serving as a promotional tool for
rejuvenating tourism performance in response to the persistent
impacts of the COVID-19 Pandemic. Additionally, it can
contribute to safeguarding the well-being of the natural
environment and local communities in proximity to tourist
attractions. An empirical investigation undertaken [7] in
Poland exemplifies the implementation of this strategy of and
some significant advancements and developments have
transpired. The concurrent progress made in various fields
deserves scholarly attention. The enduring consequences of
the prevalent engagement with social media persist to this day,
serving as an ongoing favorable outcome resulting from the
pandemic. This symptom affords valuable insights to
marketing planners at large and holds particular significance
for tourist attractions.

Table 2 describes the model fit achieved as well as the
significance of the 26 predictor variables. As shown at the
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bottom of Table 2, the resulting model fit test is quite robust.
This model's robustness is indicated by the P value = 0.052.
This value means that if the model is used to predict 1,000
tourists who will become repeat visitors, then only 52 people
will not come, that is, those who were predicted to be repeat
visitors are not repeat visitors or vice versa. Therefore, based
on this evidence, we have no reason to accept Ho. On the other
hand, we must accept H1, namely that the model can be used
reliably to predict the probability that someone will become a
repeated visitor or not. As for which ones among the 26
predictor variables have a significant effect on the probability
as repeating visitors, we must examine their optimized
parameters as shown in the upper part of Table 2, particularly
in Column 6. 8 predictor variables have a significant effect on
the probability of a tourist whether he/she will become a
repeated visitor or not. In detail, the eight variables are
discussed in the following section.

3.3 Tourist’s origin

The identification of the tourists' origin holds significant
importance in the formulation of development plans for
tourism destinations. The detrimental consequences attributed
to the persistence of the COVID-19 pandemic are elucidated
through the examination of the tourist origin variable in this
research. Unfortunately, the findings of this study indicate that
the primary source of demand for tourism remains confined to
local tourists. This assertion provides evidence to support the
notion that non-local visitors from outside of the South
Lampung Regency, denoted as [D1_OUTD], exhibit a
significantly lower presence (P=0.047) compared to visitors
originating within the regency. This is substantiated by an Odd
Ratio of only 0.24. This finding holds significant importance
for the formulation of strategies aimed at fostering tourist
attraction and engagement. Fortunately, the present study
demonstrates that the proportion of repeat visitors originating
from locations outside Lampung Province (D1_OUTP) is not
statistically different (P=0. 912) from that of domestic tourists,
approximately 0.84.



This finding necessitates an increase in visitors from not
only within the South Lampung Regency [D1 OUTD], but
also from outside the Lampung Province [D1 _OUTP]. The
underlying rationale behind tourism pursuits, particularly
ecotourism, primarily stems from recreational objectives. The
extent of one's enjoyment of diverse events, phenomena, or
panoramic views is contingent upon the distance traversed
from their residence to reach a tourist destination. This concept
concurs with the research discovery [31], it was observed that
tourists who embarked on extensive journeys from their
original locations were more likely to extend their stays at the
destinations they reached. Additionally, those tourists who
were visiting these destinations for the first time also showed
a higher inclination towards elongating their visits posit that as
the duration of a tourist's stay increases, there is a
corresponding increase in their spending [32]. This
phenomenon will concomitantly result in a rise in revenue for
providers of goods and services during the duration of tourists'
travel and their sojourn at their destination. The multiplier
effect resulting from each transaction activity holds significant
importance as it contributes to the overall increase in income
for service providers, food, and souvenir product providers,
and also generates additional revenue for the local authority
through tax revenues in the region where the final tourist
destination is situated. The upward trend in tourist arrivals
from external regions implies a consequential enhancement in
both local and national economic growth.

3.4 Visiting motivation

Determining the nature of motivation driving tourist visits
holds significant importance in the realm of tourist object
planning [33]. This crucial variable aids in enhancing the
number of recurring visitors, thereby playing a pivotal role in
the development of tourist attractions. The type of motivation
holds significant ramifications for the requisite expansion of
infrastructure, physical facilities, and services in the
development process. This study has provided empirical
evidence indicating that tourists who exhibit wholehearted
motivation towards engaging in recreational activities have a
probability of 1/0.21 (=476) of becoming repeated visitors, in
contrast to individuals solely motivated to occupy their leisure
time between office duties near tourist attractions. Based on
the findings, it can be comprehended that motivation is
substantially impacted by emotional states. Tourists
demonstrating a propensity towards fulfilling their obligations
exhibit a higher level of commitment towards the given task,
as opposed to a mere inclination towards leisure.

This category of tourist refers to an individual who utilizes
tourist amenities primarily for work-related endeavors,
including engaging in outbound events, participating in
seminars, attending meetings, and so forth. Tourism activities
of this nature are commonly conducted in Indonesia, typically
as a means of absorbing public funds. However, such practices
are deemed unethical as government officials possess access
to facilities within their office establishments. Therefore, it can
be inferred that there exists a range of emotions that are less
positively inclined towards the participant's aspiration to
become a regular attendee of the gathering. This discovery
aligns with the investigation conducted [34]. It has been
observed that the presence of positive emotions towards tourist
attractions significantly impacts individuals' intentions to
engage in repeat visits. The outcomes of this study have the
potential to contribute valuable insights to local tourism
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authorities, tourism practitioners, and tourism management
when formulating strategies for the restoration and
revitalization of tourist attractions against the carry-over of the
COVID-19 Pandemic risk [35].

3.5 Tourist’s demographic

Based on the demographic variables examined in this
investigation, it appears that solely the age variable,
designated as [AGE], possesses a noteworthy influence
(p=0.061) on the anticipated propensity to become repeated
visitors, wherein individuals who are one year older exhibit a
modestly elevated likelihood of becoming repeated visitors,
estimated at approximately 1.05 times that of younger
individuals. The respondents' average age is 28 years old, with
a standard deviation of 10.1. The youngest age reported by
participants was 14 years old. A qualitative study utilizing the
focus group technique was conducted to examine the beliefs
of youth respondents regarding ecotourism.

According to Cini and Passafaro [36] the findings of a prior
investigation encompassing both adult and young cohorts,
which had revealed a prevailing deficiency in understanding
concerning the fundamental aspects of ecotourism, including
its essence, objectives, and salient traits. Additionally,
participants displayed limited cognizance regarding certain
advantageous outcomes associated with ecotourism practice,
such as its capacity to enhance the welfare of indigenous
populations. Moreover, novel perspectives have been
contributed to the current body of literature addressing the
traits and visual representation of this tourism phenomenon,
which appears to be subject to the influence of biases and
preconceived notions.

The variables of sex, denoted as [GEND], and marital status,
denoted as [MRRY], did not exhibit a significant influence on
the probability of being a repeated visitor. The present study
diverges from the findings reported [37] with regards to the
role of gender. The factors influencing the loyalty of tourists
towards revisiting their chosen destination in the year 2022.
The significance of this discovery holds implications for
strategizing the growth of tourist destinations, thereby
considerably elevating the likelihood of repeated visitors, with
particular emphasis on age-related segments. To accomplish
this objective, it becomes imperative to assess the impact of
augmenting the number of returning visitors, confining it
exclusively to individuals within the age range of 14-68 years
(refer to Table 4). The authors must establish a connection
between the segmentation of their professional cohorts, as
elucidated in the subsequent section.

3.6 Tourist’s occupation

The occupation of individuals has the potential to
significantly influence the performance of tourism visits
through the mediation of two key variables. The initial aspect
pertains to the capacity of individuals to allocate funds for
recreational activities after satisfying necessities. The
availability of an income surplus can be attributed to
expenditures on fulfilling individuals' psychological needs,
which encompass activities such as leisure and tourism [38].
Moreover, apart from the aforementioned prerequisite of
generating surplus income, another essential requirement
necessitates the possession of available leisure or unoccupied
intervals. An individual may possess an ample excess of
financial resources, albeit due to their professional



engagements, they are unable to avail leisurely pursuits [39].

This study demonstrated that there was no statistically
significant variation in the likelihood of being a repeated
visitor among a cohort encompassing housewives, students,
professional workers, and entreprencurs. The finding suggests
that it is unnecessary to differentiate in strategic planning for
the three distinct market segments. Based on the findings, it is
imperative to prioritize attention on the age cohort comprising
individuals aged between 26 and 50 years, regardless of their
occupation category, owing to the largest representation
observed among visitors (see Figure 2). Moreover, managers
need to implement this guideline to improve the amenities of
tourist attractions under their supervision, thereby enhancing
their overall appeal.

3.7 Tourist’s perception on the physical facility condition

The study conducted by Culic et al. [40] found that the
presence and condition of tourism destination objects and
physical infrastructure have a direct influence on the intention
of tourists to revisit. Additionally, this influence is also
mediated by the level of satisfaction experienced by tourists
with the hospitality services provided. In our study examining
the impact of eight physical infrastructure variables on repeat
visitation likelihood, which include road performance, parking
area availability, lavatory quality, waste management
efficiency, electric power supply adequacy, and cell phone
signal strength, our findings reveal that only the performance
of prayer rooms, referred to as [PROOM], exhibits a
significant positive association with an individual's likelihood
of becoming a repeat visitor. In this scenario, it is posited that
tourism destinations featuring improved mosque facilities are
more likely to attract repeat visitors.

The prevalence of the Muslim populace within this nation
is conceivably ingrained within this phenomenon. According
to a study conducted [41] recommended that managers of non-
Muslim tourist destinations incorporate Muslim facilities and
attributes to enhance the likelihood of repeat visitations. This
proposition is formulated based on the empirical investigation
conducted [42] on Muslim individuals who engaged in travel
to non-Muslim countries. This proposition bears significance
for all service providers operating within the realm of tourism
services. Hence, post the COVID-19 pandemic,
redevelopment initiatives do not necessitate significant
investments in most physical infrastructures, with the
exception being facilities catering specifically to the Muslim
community. Efforts should prioritize augmenting the human
resource capacity of tourism service providers, with particular
emphasis on enhancing their hospitality behaviors.

3.8 Tourist’s perception on the hospitality of service
providers

The pivotal significance of service providers' hospitality in
shaping service quality, leading to repeated customer visits,
was uncovered [41]. Coherently, Culic et al. [40] also
observed this phenomenon. Their empirical findings have
demonstrated a significant relationship between the quality of
hospitality encountered by tourists and their inclination to
engage in repeated visits. However, the findings of our
research indicate that three out of the eight hospitality
variables, namely restaurant waitressing (HWAIT), ticket
clerking (HTICKT), and shelter waiter (HSHLT), have a
significant impact on the likelihood of repeat visits (RVSIT).
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The preceding two references significantly impact the
response variable [RVIST] adversely.

The enhancement of performance in the three
developmental aspects is confined within a private domain,
specifically to individual restaurateurs or concessionaires
responsible for the management of tourist establishments.
Enhancing the service performance of waitresses and clerks
employed at tourist establishments is deemed a personal
responsibility, entailing the provision of training programs
aimed at refining table manners and guest service etiquette.

Private entities derive direct benefits from each transaction
involving the sale of goods or services. Nevertheless, it is
noteworthy to highlight that local authorities augment their
overall revenue through the collection of tax levies on every
transaction and via corporate taxes [42]. Hence, in
consideration of the revenue derived from both tax types, local
authorities must assume responsibility for enhancing the
efficacy of public service providers. The allocation of public
funds necessitates immediate attention, given that the findings
of this study substantiate the adverse impact of [HTICKET]
and [HSHLT] on the likelihood of a tourist becoming a
recurrent visitor. The substantial rise in the number of
recurring visitors contributes significantly to the efficiency of
visits to individual tourist attractions in comparison to the
acquisition of new visitors, although the latter approach
remains equally significant.

4. CONCLUSIONS

The results of the study indicate that there are significant
factors that influence revisiting probabilities. These factors
include: (a) the sources of information, with individuals who
received information through social media being 6.86 times
more likely to revisit compared to those who received
information through word-of-mouth communication; (b) the
origin of the tourist, where individuals from outer regencies
were 0.24 times less likely to revisit compared to those from
inner regencies; (c) age, with each additional year of age
increasing the likelihood of revisiting by 1.05 times; (d)
visiting motivation, with individuals intending for recreation
being 4.76 times more likely to revisit compared to those
intending to simply fill leisure time; (e) perception of physical
facilities, where a better prayer room stimulated a 3.23 times
increase in the likelihood of repeat visits; (f) hospitality
performance of service providers, specifically the impact of
restaurant waiters on revisiting probabilities, which improved
by 5.70 times when their performance was enhanced by one
category (e. g, from bad to fair or from fair to good). However,
the hospitality perception of ticket attendants and shelter
attendants hurt revisiting, with an increase in perception by
one category resulting in a decrease of 0.11 and 0.18 in
revisiting probabilities, respectively. It is strongly advised to
utilize these findings as a framework for devising strategies for
the revival of tourism, with a focus on ensuring the long-term
viability of ecotourism endeavors in light of the ongoing
repercussions of the COVID-19 global health crisis.

This study proposes that there is a significant impact on
revisit intention based on various factors. Firstly, the intention
to revisit is influenced by the tourist's background intention,
particularly in terms of obtaining destination information. The
research findings show that tourists who acquire information
from social media platforms have a 6.86 times higher
likelihood of revisiting compared to those who rely on word



of mouth. Furthermore, the motivation for relaxation has a
4.76 times greater effect on revisit intention compared to
motivations related to obligations or duties. Additionally, the
tourist's origin also plays a role, with tourists from outside the
region having just a quarter of the likelihood to revisit
compared to those from within the region. Furthermore, the
physical facility performance also impacts revisit intention.
Places of worship have the potential to substantially enhance
interest in repeat visits, unlike other physical facilities. In
terms of fostering positive hospitality performance, it has been
determined that restaurant waiters have a favorable influence,
whereas ticketing men and shelter guards demonstrate a
negative impact.

The findings of the study indicate that the tourists'
inclination to revisit a destination is primarily influenced by
their usage of social media as a source of information,
specifically 6.86 times more compared to word of mouth.
Additionally, the tourists' motivation for visiting the
destination greatly relates to their desire to relax, which is 4.76
times stronger than those who visit out of responsibilities or
obligations. Furthermore, there is a significant difference
between tourists from outside the area and those from the inner
region, with the former being only 0.25 times the latter in
number. In terms of physical facility performance, it is
noteworthy that only places of worship have a substantial
ability to increase the tourists' interest in returning to the
destination, while other physical facilities do not exhibit such
influence. Moreover, the study reveals that in terms of
hospitality performance, restaurant waiters display a positive
impact on the tourists' inclination to revisit, whereas ticketing

men and shelter guards have a negative influence in this regard.
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