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Abstract

The key factors that affect the tourist satisfaction and their motivation to revisit are the homestay attributes such
as accessibility, ac'nmdan'mr, amenities, fourist attraction, tourist activities, and food. Therefore, this
descriptive research aims to examine the impact of homestay attributes and mediating role of tourist satisfaction
on tourist motivation to revisit homestay in Kuching, Sarawak from the perspectives of local and foreign
tourists. The quantitative research through a valid and reliable self-administered survey questionnaire was
conducted on 269 local visitors and 206 foreign visitors at four Kuching homestays located at Kampung
Krokong Bau, Kampung Pueh Sematan, Kampung Annah Rais Padawan, and Kampung Santubong Kuching.
The collected data were computed and anamd through SPSS 25 and SmartPLS. Only homestay attributes of
tourist attraction, and food and meal are found to have a sigrmam relationship with tourist satisfaction.
While, homestay attributes of amenities, and ﬁm@d meal are found to have a significant relationship with
tourist motivation to revisit. The study proved that there is a significant relationship between tourist satisfaction
and tourist motivation to revisit. It also proved that tourist satisfaction mediates the relationship between
homestay attributes of tourist attraction, and food and meal on tourist motivation to revisit. The findings
indicated that homestay attributes in Kuching, Sarawak need to be improved . Given the significant relationship
of tourist attraction, amenities, and food and meal, as an index of tourist satisfaction and motivation to revisit, it
is necessary that these homestay attributes to be improved.
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Abstrak

Faktor kunci yang mempengaruhi kepuasan wisatawan dan motivasi mereka untuk berkunjung kembali adalah
eltribut@resm}-‘ seperti aksesibilitas, akomodasi, fasilitas, daya tarik wisata, aktivitas wisata, makanan, dan
sajian. Oleh karena itu, penelitian deskriptif ini bertujuan untuk menguji pengaruh atribut homestay dan peran
mediasi kepuasan wisatawan terhadap motivasi wisatawan untuk mengunjungi kembali homestay di Kuching,
Sarawak dari perspektif wisatawan lokal dan asing. Penelitian kuantitatif melalui kuesioner self-administered
survey yang valid dan reliabel dilakukan pada 269 pengunjung lokal dan 206 pengunjung asing di empat
homestay yang berlokasi di Kampung Krokong Bau, Kampung Pueh Sematan, Kampung Annah Rais Padawan,
dan Kampung Santubong Kuching. Data yang terkumpul dihitung dan dianalisis melalui SPSS 25 dan
SmartPLS. Hanya atribut hiomestay daya tarik wisata, makanan, dan sajian yang ditemukan memiliki hubungan
yang signifikan dengan kepuasan wisatawan. Sementara itu, atribut fasilitas homestay, makanan, dan §Efan
ditemukan memiliki hubungan yang signifikan dengan motivasi wisatawan untuk berkunjung kembali. Hasil
penelitian membuktikan bahwa terdapat mmgan yang signifikan antara kepuasan wisatawan dengan motivasi
wisatawan untuk berkunjung kembali. Hal ini juga membuktikan bahwa kepuasan wisatawan memediasi
hubungan antara atribut homestay daya tarik wisata, dan makanan, dan sajian pada motivasi wisatawan untuk
berkunjung kembali. Temuan menunjukkan bahwa atribut homestay di Kuching, Sarawak perlu ditingkatkan.
Mengingat hubungan yang signifikan antara atraksi wisata, fasilitas, makanan, dan sajian sebagai indeks
kepuasan wisatawan dan motivasi untuk berkunjung kembali, maka atribut homestay ini perlu ditingkatkan.

Kata kunci—rumah tinggal; atribut; peran mediasi; daya tarik; Sarawak




I. INTRODUCTION

A. mkgmund of the study

Malaysia has become one of the most famous tourist destinations in the world, and this sector bmnes the
second Gross Domestic Product (GDP) contributor after the manufacturing sector. It also became one of the
significant sources of foreign exchange earnings and catalyst to economic growth (eg. Rahmawati et al., 2021;
Ramadania et al., 2021).

Tourism Revenues in Malaysia increased to RM 84135.20 million in 2018 from RM 82165 million in 2017
in which it is cxpect@') reach RM 84100.00 million by the end of 2020 (Trading Economics, 2020). Due to
this contributff, the government’s commitment to improving the quality of tourism services and infrastructure
is unlimited. Malaysia is ranked as the 7" most visited place in the world in 2017 and dropped at rank number
13 in 2018 (Global Destination Cities Index, 2017; 2018). Best Asia’s golf destinations, attractive travel and
leisure destinations, natural attractions, food and drinks, second most ponar shopping city in the world for
Muslim tourists are some of the many contributed to the national income. To diversify the economy and make
Malaysia’s economy less dependent on imports, the government has pushed to increase tourism in Malaysia (sce
Figure 1). Crucial moment to the Covid-19 condition that has seized the world’s attention, where income from
the tourism industry in Malaysia has fallen sharply. They recorded that the growth from the period 2019 to 2020
fell to -85.27% or the loss suffered by Malaysia to RM 73,4553 million.
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Fig. 1. Malaysia tourism revenues from 2010 to 2020 (Sowrce: Trading Economics, 2021)

Tourism is a :@ﬁcant economic sector in Malaysia as it contributes to entrepreneurial touri@ctivities,
the innovation in tourism products and services to tourists (Assaker et al., 2013). Since 2012, the international
tourist arrivals machec@SS billion in 2012 with 4% growth; that is an additional 39 million tourists (UNWTO,
2013). As the sector tourism creates the direct, indirect and dynamic effect of tourism entrepreneurial and
employmentfff}increase the local communities” household income as mentioned by Truong & Hall (2015), the
sector has identified as afff¥ational Key Economic Area (NKEA) under the government’s Economic
Transformation Plan (ETP). By 2020, tourism throughout Malaysia Jkxpected to attract 36 million visitors and
generate receipts of RM168 billion (USD 55 billion). The increase of tost arrival to Malaysia was from the
impact of Visit Malaysia campaign that was launched during 2007 which focused on unique of the state culture,
repr@iited by traditional games, cultural performances and traditional food festivals (Khosravi et al., 2021).
The top three distribution of tourist receipts went to shopping (33.4%), accommodation (25.7%) and food and
beverages (13 4%). Once again, shopping receipts exceeded that of accommodation, growing from a 32.7%
share in 2017 to 33.4% share in 2018 (Tourism Malaysia, 2019).




B. mestay industry in Sarawak

In Sarawak, thnourism industry prospers dynamically within the past few years. Sarawak inery colourful,
and it is blessed with people from different races, religions and cultures. Apart from that, Sara\n( is also
blessed with its natural beauties, histories, human-made attractions, events and more. If a tourist has a choice to
learn more about Saraw and its culture, the homestay programme is a perfect choice. In the context of
Sarawak, the easy way to set up and low operational cost are two main reasons why homestay is famous. Hence,
the Sarawak Tourism Ministry is taking this opportunity to promote the hcntslay program aggressively and to
register as many homestay operators as possible. Based on history, the Community Based Tourism (CBT),
homest: gram was launched in 1995 by the MOTAC Malaysia in Temerloh, Pahang.

The CBT has been promoted as a means of development whereby the ﬁocn. environmental and economic
needs of local communities are met through the offering of a tourism product. Homestay is known as a type of
accommodation and an economic tool in the tourism industry. The acts of homestay established as a tourism
tool but accommodation oriented. The improving, enhancing and promoting homestay depends on the local
communities. This accommodation is ensuring their economic, social, cultural aspects with sustainable well
beings (Chaiyatorn et al., 2010). Gcncrally,ttourists who choose homestay will stay with family members of
the homeny owners during their stay period have the opportunity to have a close relationship with friendly host
families, be able to enjoy the rich exper'ﬁnces of life and culture in the area.

Homestay programmes in Sarawak have gained so much support from the MOTAC that the government had
allocated required capital to the homestay operator for capacity building and empowerment. This allocation is
provided mainly to lower socio-economic groups (Din & Mapjabil, 2010). Johore is one of the most active states
that promotes Homestay program in Malaysia. Since 2006 when MOTAC introduced the homestay program,
many homestay operators have registered, and it has bCC(nE prevalent and a promising program. These
operators are from divisions across Sarawak which consist of Kuching, Samarahan, Sri Aman, Betong, Sarikei,
Sibu, Miri, Mukah, Kapit, Miri and Lawas. Most of the homestays are situated at Kuching Division, seconded
by Miri Division and followed by Samarahan Division. As of December 2017, Limbang became the 11th
division to peu‘licipelnin the homestay program. Currently, they are 582 homestay operators, 41 villages and 841
rooms in Sarawak. These homestay villages were selected carefully and conform to the strict guidelines and
policies of hweslays operations set by MOTAC Malaysia.

In 2014, there were 32,325 number of homestay guest which is 23,498 were domestic, and 8,827 were the
foreign guest. In the year 2015, the population were inconsistent. There was 31,364 number of homestay guest
which is dropped of 2.97%. From the figure, 25,545 were domestic, and 5819 were for foreign guest and
dropped of 8.71% for domestic guest and dropped of 34.07% for foreign guest. As of the year 2016, there was
35,141 number of homestay guest, an increase of 12% from the year 2015. They were 29,110 domestic guest
(13% increase) and 6,031 foreign guests (3.6% increase). The slight increase in the homestay guest p()pmi()n
(MOTAC, 2017). It is undeniable that homestay guest population is not consistent. A study should be carried
out to identify the impact of homestay attributes on tourist satisfaction and their motivation to revisit Kuching
homestays. Hopefully, from the findings, an updated and valuable km)'ndge to operate homestay could be
shared. The findings could help them to provide consistent services. Homestay operators will be able to
anticipate their guest needs, provide better services and facilities thus generate positive experience to their guest.
This study will also benefit respective authorities, especially tourism agencies, to adapt better guidelines on how
to operate homestays.

C. Problem statement

Homestay operators still cannot attract more foreign tourists to their homestay due to the poor quality of
homestay service not only in Malaysia but the entire east coast economic region (Bhuiyan et al., 2011; Abdul
Razzaq et al., 2011). The reason behind the poor quality of homestay service in Malaysia is because the
homestays operators are not entirely competitive and viable as well as they are incapable to satisfied and
motivate the tourist to revisit thci)mcstﬂy (Nik Soh & Nik Othman, 2015; Mapjabil et al., 2015). The
homestay operators still unable to improve the quality of their homestay despite the guidelines and supports
provided by the MOTAC. These issues proved that the lack of attention by the homestay operators need a more
suitable and proper initiatives should be taken by the homestay licence provider (Kunjuraman & Rosazman,




2016). Homestay owners and operators need to consider which homestay attributes influence tourist satisfaction
in order to develop strategies in motivating tourists to revisit the homestay (Seubsamarn, 2009).

The homestay owners and operators who disregard the guidelines as structured by the MOTAC are being
criticized by the tourists since they are expecting to experience the actual concept of homestay programme and
this affecting their satisfaction on the homestay (Mapjabil et al., 2015). Since the homestay programme in
Malaysia are assessed by their quality of the service and homestay attributes, itfffafe to say that the tourist’s
satisfaction and motivation to revisit are important as it will show the reputation of the homestay programme. If
the tourist unsatisfied with the homestay, there will be less opportunity for the tourist to be motivated to revisit
the homestay in future (Mutalib et al., 2019).The homestay owners and operators’ customer service skill is a
great plan to attract more tourists and motivate them to visit regularly to their homestay (Abu-ElSamen et al.,
2011) because retention of existing customer is better than acquiring new customer as it is more costly (Kasari,
2016). However, the issue not only caused by the homestay owners and operators but as stated in previous study
that there is also a tendency for the tourists to be forced to join it instead of being interested to partake and
support the homestay programme (Kayat, 2011).

Since the huge importance of homestay attributes mounting up in the business perspective in terms oaurist
satisfaction and motivation to revisit, the researcher is motivated to investigate further in this area. Raising
tourist satisfaction could improve a destinatioffZcompetitive positioning and facilitate understanding of which
factors are creating higher tourist motivation to n:m (Ismail et al., 2016). Undeniable that the low level of
tourist satisfaction during their stay because of the visitors are not satisfied and they will have no intention to
revisit the homestay in the future (Sofinah et al., 2015). Due to the absence of knowledge and evidence on actual
local and foreign tourist perception on homestay programmes in Sarawak, this study will further examine which
attributes which may have greater influence and impact on the tourist satisfaction and motivation to revisit the
homestay.

D. earch questions

This research aims to assess the impact of homestay attributes and mediating l’(@f tourist satisfaction on
tourist motivation to revisit homestay in Kuching, Sarawak from the perspectives of local and foreign tourist. In
achieving the aim of the study,m: researcher has developed four specific research objectives that were
constructed in sequence with the arrangement of the research pr@s due to make it more understandable and

transparent. The research questions were pursued in this study are as follows:

1. Research Question 1 (RQ1): What are the significant relationships between homestay attributes and tourist

E& sfaction?;
2. Research Question 2 (RQ2): What are the significant relationships between homestay attributes and tourist
motivation to revisit?;

3. Research Question 3 (RQ3): What is the significant relationship between tourist satisfaction and tourist
motivation to revisit?; and

4. Research Question 4 (RQ4): Does tourist satisfaction significantly mediates the relationships between
homestay attributes and tourist motivation to revisit? .

LITERATURE REVIEW

A. Hypothesis development

Ability in providing transportation to arrive to the location of the homestay is important to gain positive
reviews from the tourists. Using a good and comfortable transportation can affect the satisfaction. This is due to
fulfil the n@ and requests by the customer for having a good accessibility to reach the destination (Amayrol et
al., 2018). Easy access to the location of attraction is important in developing a tourist satisfaction (Saputra,
2017; Nurlisa & Ferani, 2018). The greater the accessibility of transportation to reach the destination, the higher
the satisfaction of the tourist (Yue & Ruangyot, 2019). Accessibility that are easy to be accessed to reach the
destination are strategically place and offers low cost (Rehmath, 2018). Good accessibility offers low cost
transportation while giving an enjoyable experience for the tourists (Ritchie & Crouch, 2010; Chin et al., 2018).
Good accessibility will have a positive impact on a tourist satisfaction (Rehmath, 2018). Previous sau‘ stated
that quality accessibility positively influence the tourist satisfaction (Al-Ababneh, 2013: Forozia et al.. 2013:




Chin et al., 2018). The better the quality of accessibility, the greater the satisfaction of the tourists (Nguyen &
V()ﬁlﬂ). Therefore, it can be hypothesized that:

Hypothesis 1 H1: There is a significant relationship between accessibility and tourist satisfaction.

The condition of the accommodation influences the satisfaction of the tourists. Several travellers would
rather choose comfort as their preference in staying in an accommodation (Kunal, 2019). They would want a
homestay that are clean and fully equipped with basic appliances to be used. For old houses that are unique and
made differently from others are known as the identity of the local people. However, if the environment of the
houses are not well maintained, the satisfaction of the tourist will be lesser as they will feel uncomfortable by
the low hygiene of the accommodation (Tandafatu, 2016; Nurlisa & Ferani, 2018). Perceived value of the
E()mm()d;lti()n influences the satisfaction of the tourist to stay in a homestay. Tourist chose homestay to live in
based on the expectations of the destination of image of the locations such as the esthetical value
(Rasoolimanesh et al., 2016). Homestays will be able to attract more tourists. This will satisfy the wants of the
tourists if the location of the homestay is strategically placed (Diah & Pitana, 2019). The greater the
accommodation used, the higher the satisfaction of the tourists. However, these will not affect the number of
a,lrists to visit homestay since they have different preferences on an accommodation (Ernawati et al., 2019).
Therefore, it can be hypothesized that:

Hypothesis 2 (H2): There is a significant relationship between accommodation and tourist satisfaction.

Previous scholar stated that quality amenities gives positive impact on the tourist satisfaction. Upgrading the
amenities such as changing the old television to a flat screen television (Nick et al., 2015). Providing fully
equipped basic amenities will influence the satisfaction of tourists. For example, clean water and fully equipped
bathrooms (Nguyen & Vo, 2018). The advanced amenities provided will give C()mf( to the tourist. The
amenities will influence the satisfaction of tourists (Binita & Chakrabort, 2019). Therefore, it can be
hypothesized that:

Hypothesis 3 (H3): There is a significant relationship between amenities and tourist satisfaction.

Homestay provider should be equipped with basic knowledge of the tourist attractions by the homestay.
Information on the preference of the tourist attraction is crucial in selecting the location of the homestay that
will contribute in attracting the tourists (Syahmardi et al., 2019). The mlery of the environment by the
homestay is one of attraction for the tourist. Previous scholar stated that tourists are more attracted with the
destination landscape (Romao et al., 2014). For example, the views of the mountains and the sun set from the
homestay. Tourist attractions will influence the destination choice of the tourist that are near to the destinations
which will affect the satisfactions of the tourists (Kunal, 2019). Therefore, the greater the environment of the
homestay, the higher the satisfaction of the tourist. Tourist attraction such as watching the arts, handicrafts that
were made by the local people, the shopping places and the beautiful scenery will satisfy the interest and
curiosity of the tourist (Diah & Pitana, 2019).

Nature and environment of the landscape gives positive impact on the satisfaction of the tourist to visit due

ts sceneries, clean environment and great atmosphere (Rehmath, 2018). The destination appearance gives
gitive impact on the satisfaction of the tourist. Most l()lm will be in dilemma, whether it is worth it to visit
the place (Irena, 2015). The destination appearance gives positive impact on the satisfaction of the tourist. The
tourist can enjoy the relaxation while experiencing something new. Most of the tourist would have to think
whether the trip is worth the money (Choong-Ki et al., 2007; Irena, 2015). The greater the experience of
attractions, the greater the satisfaction of a tourists. For example, learning while experiencing the cultures
lif'caflc (Nick et al., 2015).

Hypothesis 4 (H4): There is a significant relationship between tourist attraction and tourist satisfaction.

Experiencing the tourist activities will influence the tourist satisfaction. The experience will affect the
impression and satisfaction of tourist (Kim, 2017). Going to the festivals and rituals can increase the tourist
Bisfucl()ry such as joining the tourist activities like the conversion of handmade clay pot (Sandra et al., 2019).
Therefore, it can be hypothesized that:

Hypothesis 5 (HS): There is a significant relationship between tourist activities and tourist satisfaction.




Previous scholar stated that food and meal will influence the satisfaction of the tourists (Diah & Pitana,
2019). The tourist eat the food that were made traditionally because they wanted to gain experience of eating
exotic local food even though, the taste of the food are not that great. Serving a variety local dishes to tourist
will give more understanding about the local foods to the tourist. These will influence the satisfaction of the
tourist as they are able to learn the delicacies of the local people (Nguyen & Vo, 2018). Food and meal
influence the satisfaction and choices of destination of a tourist (Rhee et al., 2016). Food availability also effect
the food choices and preference of a tourist (Ramos & Amuquandoh, 2014). Most tourist would prefer to eat
food that they are more familiar while travelling such as their own nationality food especially the Indians and
Italians (Tse & Crotts, 2005). However, most Westerns tourist love to try new food compare to the Asian tourist
uu et al., 2017). The delicious home cooked food is wanted by the tourists (Binita & Chakrabort, 2019).
Therefore, it can be hypothesized that:

Hypothesis 6 (H6): There is a significant relationship between food and meal and tourist satisfaction.

Previous scholar stated that by improving the accessibility to reach the homestay will motivate the tourist to
revisit celuse they trust that the homestay will develop better the next time that they revisit (Feriyanto et al.,
2019). Therefore, it can be hypothesized that:

Hypothesis 7 (H7): There is a significant relationship between accessibility and tourist motivation to revisit.

If the tourist is satisfied with the overall homestay programme, this will motivate the tourist to revisit the
homestay (Rasoolimanesh et al., 2016). Previous scholars stated that by improving the accommodations of
homestay will encourage the tourist to revisit and increase the number of tourist that come to the homestay
(Feriyanto et al., 2019). Amenities fully equipped in a g(ﬁl condition will motivate the tourist to revisit since
they are satisfied with the facilities (Bhartiya et al., 2018). Therefore, it can be hypothesized that:

Hypothesis 8 (H8): There is a significant relationship between accommodation and tourist motivation to
revisi

Hypothesis 9 (H9): There is a significant relationship berween amenities and tourist motivation 1o revisit.

Previous scholars stated that by learning the culture, traditional values will have a positive impact for the
tourist to revisit if they are interested with culture that they had learned (Diah & Pitana, 2019). The location of
the place which are in a nature environment can provide great experience to the tourists which will enhance the
motivation of the tourist to revisit (Bhartiya et al., 2018). Tourist that are satisfied with the experience of
attraction affects the SilliSfilCli()d motivation of the tourist to revisit (Chen & Phou, 2013). Sellisfﬂcticmfféct
the destination choices and the decisions to revisit (Chen & Gursoy, 2001; Chi, 2012; Hui et al., 2007) There is
a positn relationship between the tourist attraction towards the motivation to revisit (Adongo et al., 2015; Kim,
2017). Therefore, it can be hypothesized that:

Hypothesis 10 (H10): There is a significant relationship between tourist attraction and tourist motivation to
revisit.

Various activities offered by the organizers meet the expectation of the tourist will positively influence the
tourist motivation to revisit (Bhartiya et al., 2018). Tourist activities such as learning the way to cook traditional
food will give experience to the tourists (Adongo et al., 2015). If they join together cooking with the local
people cooking traditional foods wilmlke the tourist to remember the experience better (Kim, 2010). By
experiencing the making of the food, will allow the tourist to learn more about the culture of the local people.
Thus, reelses the possibility of the tourist to revisit due to the memories in doing the activities (Adongo et al.,
2015). Therefore, it can be hypothesized that:

Hypothesis 11 (H11): There is a significant relationship between tourist activities and tourist motivation to
revisit.

Previous scholar stated that foods will influence the motivation of the tourist to revisit if they are fully
satisfied with the food that had been given (Bhartiya et al., 2018). Memorable local food experience will
influence the l()urisltiwlli()n to revisit because the experience of eating local food brings great memories to
the tourist (Adongo et al., 2015). There is a positive relationship between the experience of the local foods and
revisiting intention (Kim, 2017). Several travellers usually experience stomach-ache if they ate unfamiliar food
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for the first time (Adongo et al., 2015). Experiencing the local food allow the tourist to gablc to learn about the
culture of the local people. Food and meal will positively impact the motivation of tourist to revisit. Eating local
cuisine allows the tourist to play and understands better. Cooking traditional food influence the seﬁf’elcti()n of
the local people as an experience as they are able to learn about the culture (Tung & Ritchie, 2011). Therefore, it
can be hypothesized that:

Hypothesis 12 (H12): There is a significant relationship between food and meal and tourist motivation to
revisit.

Previous scholar stated that even though the satisfaction of the tourist is high, the tourist motivation to revisit
are low (Irena, 2015). This is because they wanted to experience new things that are located at other places.
Although the tourist does not revisit, they will leave a good review and recommend it to ()tlm (Opperman,
2000). Tourist that have a great memories are satisfied with their travel cxp@)cc would recommend the
destination to others (Qu et al., 2010; Chin et al., 2018). Previous scholar stated that the greater the satisfaction
of the tourist, the greater the chance of the tourist to revisit (Chin et al., 2018). Satisfaction do influence the
motivation of a person to revisit and recommend the place to others as a sign of being loyal (Raoufet al., 2019;
Chen & Chen, 2010; Su et al., 2016; Rather & Sharma, 2018). Different backgrounds of tourist will have
different satisfaction based on their motives to stay at the homestay for relaxation or having fun. These will
motivate them to revisit if they are satisfied with the experience (Nguyen & Vo, 2018). The higher the overall
satisfaction, the greater the possibilities of the tourist to revisit the place. Overall satisfactions include the aspect
of travelling such as the type of foods serve, quality of hygiene, facilities, the environment and the service
provided. This will enhance the growth of the place due to the tourist reviews (Bhartiya et al., 2018). The great
experience satisfied the tourist which had positively impact the motivation of the tourist to revisit (Kim, 2017).
Tourist like to revisit the place if they had experience great memories whilcmying there (Marschall, 2012). If
they are not satisfied, the chance of the tourist to revisit is lower (Assaker & Hallak, 2013; Hultman et al., 2015;
Lee etal., 2011). However, although the salniction is wealk, if they had great experience while being there will
have a higher chance to revisit (Kim, 2017). Therefore, it can be hypothesized that:

Hypothesis 13 (H13): There is a significant relationship between tourist satisfaction and tourist motivation
to revisit.

Hypothesis 14 (H14): Tourist satisfaction significantly mediates the relationship between accessibility and
tourist motivation to revisila

Hypothesis 15 (H15): Tourist satisfaction significantly mediates the relationship between accommodation
and tourist motivation to ref§it.

Hypothesis 16 (H16): Tourist satisfaction significantly mediates the relationship between amenities and
tourist motivation to revisi|

Hypothesis 17 (H17): Tourist satisfaction significantly mediates the relationship berween tourist attraction
and tourist motivation to reaw'r.

Hypothesis 18 (H18): Tourist satisfaction significantly mediates the relationship between tourist activities
and tourist motivation to reﬂir.

Hypothesis 19 (H19): Tourist satisfaction significantly mediates the relationship between food and meal
and tourist motivation to revisit.

B. Conceptual framework

Figures 2 presented below are the conceptual framework developed for this study. In brief, the first three
objectives are focussing on testing the strength and direction pattern of the relationships, and the fourth
objective is to assess the mediating effects.
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Fig. 2. Conceptual framework with hypothesis (Source: own elaboration)

me tests on the measurement model were strengthened by multivariate statistical analysis technique known
as Structural Equation Modelling (SEM), which was used to analyse the structural relationships between
variables or constructs in the research model.

III. RESEARCH METHODS

A. g:s'ign and procedure

A detailed outline of how an investigation will take place. A research design will typically include how data
is to be collected, what instruments will be cmployn, how the instruments will be used and the intended means
for analysing data collected. This study employs a deductive approach as the data will be gathered based on the
Holiday Satisfaction (HOLSAT) model/theory developed by Tribe & Snaith (1998). The empirical data of this
study will be collected from self-administered questionnaires that incorporate theoretical background of
homestay attributes (HOLSAT) and Theory of Tourist Motivation/Behaviour to Travel developed by Mcintosh

& Goeldner (1990). Table 1 presents the overvie

f the research plan.

Table 1. Research plan overview

Stage Objectives Analysis Sample
population

Quantitative study(pilot To measure the validity Exploratory Factor Homestay

study) of the newattributes Analysis (EFA) Tourists

Items obtained ﬁ'( literature To test reliabilityof the Cronbach’s Alpha

review study tobe added to the attributes (Results were generated

existing HOLSAT model, by SPSSVersion 25)

guestionnaire to be

administered to homestaytourists

as pilot test.




Quantitative study (actual
study)

To understand
demographic
background of
tourists,

To measure the
level of tourist
satisfaction
visiting homestay.

To measure the effects
of tourist behaviour as
a mediating factor.

Descriptive Statistical Homestay
Tourists
Analysis to measure

demographic

characteristics andio

determine levelofl

satisfaction.

Hierarchical
Regression Analysis to
test the mediating
factor of tourist
behaviours.

1
The %llowi ng style is quantitative method which is used to quantify data collected from domestic tourist in
Kuching homestays. Self-administered questionnaires will be used as a main collective instrument of this study
because the questions enable the researcher to examine and explain cause effect relationship between the
construct (Saunders et al., 2007)..

B. ﬁrger population and sample

There are 12 registered homestays in Kuching, 170 operators, 215 rooms within Kuching Division. The
homestays are located in Kampung Telok Melano, Kampung Telaga Air, Kampung Tanah Hitam, Kampung
Pueh Sematan, Kampung Annah Rais, Kampung Panglima Seman, Kampung Benuk, Kampung Buntal,
Kampung Siol Kandis, Kampung Santubong, Kampung Darul Islam Belimbing and Kampung Kerokong. In
2014, there were 23,171 number of local guests visited the homestays in Kuching Division. Kampung Pueh
Sematan, Kampung Annah Rais, Kampung Santubong and Kampung Krokong with the population of 7,786
both local and foreign tourist will be my study areas. This literally, the number of tourist population is higher
and consistent in these four areas, secondly these areas provide better homestay environment and natural
attractions and finally they have better and steady incline of income from homestay industry.

These issues can be avoided through direct initial screening on the questionnaire where the researcher will
check the questionnaire answered right after the completion by the respondents. Besides, there is no statistical
procedure involved during this initial screening. Next preliminary stage is data cleaning, it is similar to the
initial screening, but d@4l cleaning is involved the statistical software to analyse any missing value. The
statistical software used is Statistical Package for Social Sciences (SPSS) version 25. The researcher will need to
discard or remove the questionnaire if more than 25% items are missing and only advocate for less than 15%
(Hair et al., 2014). If this situation occurred, the researcher will be using statistical procedure to deals with the
any bl;uhresponses which less than 15% by using Expected Maximization (EM) in SPSS version 25.

The survey will be conducted at 4 designated homestays in Kuching. Kampung Pueh Sematan, Kampung
Annah Rais, Kampung Santubong and Kampung Krokong with the population of 7786 both foreign and local
guest will be the research area. The survey forfil will be delivered to all registered homestays in these areas.
The final collection for the questionnaires will, nevertheless the questionnaires will be collected every month to
update survey data and to avoid displacement of survey forms. Questionnaires was collected through a
representative, a leader of the homestay operators in the respective area. Respondents are selected based on
convenient sampling, 18 years above both male and female local or foreign tourist. They will be kindly asked to
participate in the survey. We implemented the survey through two alternatives, namely direct verification (face
to f"ﬁc) and online (Google Form) during July 20 19—November 2019.

For formality, a letter from Ministry of Tourism and divisional office will be needed to enforce the study.

Targeted total number of respondents for this study will be 370 to 400 both foreign and local tourists. This is
based onﬂnﬁdcncc level of 95% and margin error of 5% (Dewi et al., 2021).

C. Data interpretation

Statistical Package for the Social Science (SPSS) version 25 was used by the researcher to analyse and
interpret data. This study applies descriptive analysis of demographics and variables, reliability analysis and
inference analysis (eg. Pradipto & Albari, 2021; Dillak & Fitri, 2019). Whereas, the researcher using Smart-PLS
for performing Structural Equation Modelling (SEM).




D. Profile of respondents

In Table 2, respondents’ demographic profile will indicate the detailed information of all the respondents
who participated in the data collection process. The information was expressed in terms of frequency and
percentage in a tabular form. The demographic profiles are including 6 questions such as gender, age group,
nationality, race/ethnicity, whom traveling with, number of times respondent have visited a homestay in the past
five years, and homestay location that respondent currently visited.

Table 2. Demographics

N=475 Descriptions Frequency Percentage
Gender Male 246 518
ale 229 482
Age Group 18 - 25 Years Old 339 714
26 - 34 Years Old 52 109
35 - 44 Years Old 35 74
45 -54 Years Old 31 6.3
55 Years Old & Above 18 38
Nationality Non-Malaysian 206 434
Malaysian 269 56.6
Race/Ethnicity Bidayuh 31 6.5
Iban 24 5.1
Malay 103 217
Orang Ulu 9 1.9
Melanau 7 1.5
India 8 1.7
Chinese 132 278
Others 161 339

36

The demographic profile result gows that majority of the respondents are male with 246 respondents
(51.8%), whereas, female with 229 respondents (48.2%). Regarding age group, the number of respondent§Eke
between 18 to 25 years with 339 resp()nde@?l A4Y%), age of 26 to 34 with 52 respondents (10.9%), age of 35 to
44 years old with 35 respondents (7.4%), age of 45 to 54 years old with 31 respondents (6.5%), and age of 55
years old and above with 18 respondents (3.8%) only. In terms of respondent’s nationality, majority of the
respondents are Malaysian with 269 respondents (56.6%), and non-Malaysian with 206 respondents (43.4%).
Next, majority of the respondents are others races/ethnicity with 161 respondents (33.9%) out of 475
respondents, 132 respondents were Chinese (27.8%), 103 respondents are Malay (21.7%), 31 respondents are
Bidayuh (6.5%), 24 respondents are Iban (5.1%), 9 respondents are Orang Ulu (1.9%), 8 respondents are Indian
(1.7%), and 7 respondents are Melanau (1.5%). Table 4.5 shows the result on respondents’ homestay related
demographic profile.

Table 3. Respondents’ homestay

N =475 Descriptions Frequency Percentage
‘Whom Travelling Alone 14 29
Partner ‘With Family Members 101 213
‘With Friends 360 758
Number of Times First Time 269 56.6
Have Visited a 2 — 3 Times 157 331
Homestay More Than 4 Times 49 10.3
Homestay Krokong 71 149
Location Sematan 32 6.7
Annah Rais 254 535
Santubong 118 24 8

From Table 3, respondents’ homestay related demographic profile result shows that majority of the
respondents travel with their friends indicate 360 respondents (75.8%), travel with family members indicate 101
respondents (21 .3%) and travel alone with 14 respondents (2.9%). Next, most of the respondents have visited a
homestay for the first time with 269 respondents (56.6%), 2 to 3 times with 157 respondents (33.1%), and more
than 4 times with 49 respondents (10.3%). The homestay location that the respondents currently staying shows
that majority they are staying at Annah Rais Homestay with 254 respondents (53 .5%), Santubong Homestay
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with 118 respondents (24.8%), Krokong Homestay with 71 respondents (14.9%), and Sematan Homestay with
32 respondents (6.7%).

IV. RESULTS AND DISCUSSION

A. Descriptive statistics

m[‘his section presents the descriptive statistics results on central of tendency (Mean Value) and dispersion
(Standard Deviation) of the variables examined in this study including accessibility, accommodation, amenities,
tourist attraction, tourist activities, food and meal, tourists’ satisfaction, and tourists’ motivation to revisit with a
total ()f'ilems (total number of items before deletion and there are 13 items were deleted inng outer
model). A five-point Likert scale was used for variables in homestay attributes, ranging from 1 to 5 where “17
denotes “strongly disagree”, “2” denotes “disagree”, “3” derfffls “no opinion™, “4” denotes “agree”, and *5”
denotes “strongly agree™ for 47 itcn the scale. Morcover, a five-point Likert scale was used for variables in
tourists’ satisfaction, ranging from 1 to 5 where “1”" denotes “very dissatisfied”, “2” denotes “dissatisfied”, “3”
denotf@ fair”, “4” denotes “satisfied”, and “5” denotes “very satisfied” for 5 items in the scale. B2kt but not
least, a five-point Likert scale was used for variables in tourists’ motivation to revisit, ranging from 1 to 5 where
“1" denotes “very unimportant”, “2"” denotes “unimportant”, “3” denotes “‘no opinion”, “4™ denotes “important”,
and 5" denotes “very important” for 5 items in the scale. The low mean value indicates a negative perception
on each item, while, high mean value indicates a positive perception of each item measured. Before proceeds
into item-based mean analysis and standard deviation, the researcher has presented and discussed the variable-
based mean analysis and standard deviation.

Table 4. Summary of descriptive statistics of the variables (n = 475)

Variables Min. Max. Mean Std. Dev.
ACS 1.70 500 375 0.616
ACM 1.29 500 379 0.677
AMN 1.38 5.00 385 0.674
ATT 1.29 500 391 0.760
ACT 1.33 500 362 0885
FNB 1.40 500 4.19 0.593
SAT 1.80 500 4.09 0.564
MOT 1.80 5.00 4.01 0.616

Note: Accessibility (ACS), Accommodation (ACM), Attractions (ATT), Food and Meal (FNM), Tourist
Activities (ACT), Tourist Motivation (Interpersonal) (MOT), Tourist Satisfaction (SAT) Amenities (AMN).

Table 4 indicated the summary of the mean value and standard deviation for each of the variable in this
study. For the ultimate dependent variable, Tourist Motivation (MOT) indicates mean value of 4.01. The highest
mean value for independent variable is Food and Meal (FNM) with 4.19, Tourist Attractions (ATT) with 391,
Amenities (AMN) with 3 .85, Accommodation (ACM) with 3.79, Accessibility (ACS) with 3.75, and the lowest
mean score for independent variable is Tourist Activities (ACT) with 3.62. For the mediator in this study, the
mean value for Tourist Satisfaction (SAT) is 4.09.

B. Internal consisigmcy

The reliability test was conducted to identify the inconsistency on the measurement items which requires
researcher to make some modification, refinement, or even deletion on the items. The value of Cronbach Alpha
(o) will indicate the level of consistency or reliability of an items in the variable (see Table 5).

Table 5. Reliability test based on Cronbach Alpha ()

Variables No. of items CA ()
Accessibility 10 0.841
Accommodation 7 0.790
Amenities 8 0922
Tourist Attraction 7 0.874
Tourist Activities 12 0936
Food and Meal 5 0.689
Tourist Satisfaction 5 0.552
Tourist Motivation to Revisit 5 0.624
Overall reliability 59 0.946
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The overall reliability test result shows an excellent interndBonsistency with the Cronbach Alpha (o) value
of 0.946 (59 items). The Delizaity test result for accessibility indicates a good internal consistency with 0.841
a] items), accommodation indicates an acceptable internal consistency with O.E] (7 items), amenities
indicates an excellent internal consistency with 0.2 (8 items), tourist attraction indicates a good internal
consistency with 0.874 (7 items), tourist activities indicates an excellent internal consistency with 0.936 (12
items). However, food and meal, tourist satisfaction, and tourist motivation to revisit indicates a questionable
crmll consistency with 0.689 (5 items), 0.552 (5 items), and 0.624 (5 items) respectively. Since, it could not
be concluded that all the measurement items are at the acceptable reliability size. Therefore, the researcher was
conﬂlcting the rating outer model for measurement model evaluation.

C. Testing outer model

The Outer Assessment Model (Measurement Models) consists three caria which is Convergent Validity,
Discriminant Validity and Composite Reliability (Hair et al., 1998, 2011). It shows the full structural equation
model to assess outer models by using Smart-PLS version 3.2.7. The outer model for the variables of
Accessibility, Accommodation, Attractions, Tourist Activities, Food and Meal, Tourist M()tii()n
(Interpersonal), Amenities, and Tourist Satisfaction are presented in the Table 6 Reliability of Constructs. In the
entire construct indicators, the value convergent validity must with loading factor more than 0.5.

Table 6. Reliability of constructs

ltems Loadings CR AVE VIF

ACMI1B 0.730 0.871 0.575 1.637
ACM2B 0.757 1.770
ACM3B 0.694 1.385
ACM6B 0.798 1.808
ACMT7B 0.807 1.820
ACS10B 0.653 0.841 0516 1.280
ACS1B 0.802 1.451
ACS3B 0.720 1.618
ACS6B 0.723 1.682
ACSEB 0.685 1.371
ACTIB 0818 0.944 0.607 2739
ACT3B 0.776 2236
ACT4B 0.757 2274
ACTSB 0.789 2.544
ACT6B 0.802 2705
ACTIB 0.809 2,582
ACTSB 0.752 2466
ACT9B 0.750 2,152
ACTI0B 0.740 1976
ACT11B 0.787 2417
ACTI2B 0.785 2457
AMNIB 0.890 0937 0.650 3088
AMN2B 0.773 2372
AMN3B 0.807 2786
AMN4B 0.827 2911
AMNSB 0.826 3074
AMNGB 0.749 2077
AMN7B 0.866 2.550
AMNSB 0.697 1.748
ATTIB 0.770 0.901 0.567 1.893
ATT2B 0.719 1.632
ATT3B 0.751 1.862
ATT4B 0.750 1.735
ATTSB 0.786 1.788
ATT6B 0.695 1.735
ATTTB 0.794 1915
FNMsSB 0.559 0811 0.523 1.129
FNM2B 0.786 1415
FNM3B 0.725 1.357
FNM4B 0.797 1.486
MOTI 0.868 0.844 0.731 1.271
MOT4 0.842 1.271
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SATI 0.865 0.822 0.697 1.187
SAT4 0.805 1.187
Note: Accessibility (ACS), Accommodation (ACM), Attractions(ATT), Food and Meal (FNM), Tourist
.Aclivilies (ACT), Tourist Motivation (Interpersonal) (MOT), Tourist Satisfaction (SAT) Amenities (AMN).
2
In order to demonstrate the correlation between the variable, researcher had used the discriminant validity
test, where if the cross-correlation values loading latent variables greater than the correlation on the other latent
variables, the cross-correlation value loading all indicators used in forming latent variables declared
unacceptable.

Table 7. Construct correlations

Variables ACM ACS ACT AMN ATT FNM MOT SAT
ACM 0.758

ACS 0.564 0.718

ACT 0.658 0.493 0.779

AMN 0.744 0.501 0.767 0.807

ATT 0.663 0474 0.734 0.727 0.753

FNM 0.192 0.157 0.200 0.018 0.190 0.723

MOT 0.067 0.084 0.119 -0.013 0.126 0.289 0.855

SAT 0.168 0.154 0.176 0.120 0212 0.189 0.698 0.835

Note: Accessibility (ACS), Accommodation (ACM), Attractions (ATT), Food and Meal (FNM), Tourist Activities (ACT),
Tourist Motivation (Interpersonal) (MOT), Tourist Satisfaction (SAT) Amenities (AMN). .
2

The results presented in the Table 7 clearly indicated the square root Average Variance Extracted (AVE)

value for individual construct is more than 0.5, therefore, the divergent validity was all been achieved. Besides,

the table also pointed out that all variable also have a greater value as compare to other cstructs of their square

root Average Variance Extracted (AVE) value. As conclusion, the criteria for the PLS Models with Outer size

(Measurement Model) had all been met in this study.

D. sxmg inner model

R-Square was used to identify the coefficient for determination in the dependent constructs. Based on Chin
(1998), for a strong R-Square researcher need 0.67, while for moderate researcher neO.33 and for a weak R-
square the researcher needs 0.19. But, according to Noyan & Simsek (2012), the R-Square of 0.75 is very
strong, while 0.5 is strong, and 0.25 is weak. Based on this study, the R-Square for this study is strong enough
(0.528). Yet, the researcher still required to know on the F-Square in order for us to know about the power of
this model. The purpose to have this Effect Size (F-Square) is to help use to determine a good model. After
researcher calculated the excluded and includgd R-Square.

Tahble 8. Inner model by size of R-Square
Variable R” included R’ excluded F Effect size
Tourist Satisfaction  0.126 0075 0.058 Small
Table 8 (Inner Model) results by size of R-Square shows that the Tourist Satisfaction has a small effect size,
in short, the researcher knew that the model had meet the requirement of the Inner Model by referring to the
mcam:mcnt requirement for the Inner Model.

E. Structural model evaluation

The output for the hypothesis testing with the bootstrapping was obtained by using the Sra't-PLS version
3.2.7 software. Figure 3 as shown below is the test result researcher obtained. Table 9 indicates all the
hypothesis listed down from HI to H13 and in the table it also contains the T-statistics value for each
hypothesis.
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Fig. 3. T-Value among the dependent variables and independent variables

Note: Accessibility (ACS), Accommodation (ACM), Attractions (ATT), Food and Meal (FNM), Tourist
Activities (ACT), Tourist Motivation (Interpersonal) (MOT), Tourist Satisfaction (SAT) Amenities (AMN).

2
Table 9. Path coefficients for hypothesis testing

Hypothesis Beta SE T Prob. Eilision

H1 ACS - SAT 0.055 0.053 1.045 0.296 Not Supported
H2 ACM — SAT 0.045 0.082 0.554 0.580 Not Supported
H3 AMN — SAT -0.106 0.117 0.907 0.364 Not Supported
H4 ATT - SAT 0.173 0079 2.195 0.028 Supported
H5 ACT — SAT 0.046 0081 0.569 0.569 Not Supported
H6 FNM — SAT 0.132 0.053 2.504 0.012 Supported
H7 ACS - MOT -0.003 0.036 0.070 0.944 Not Supported
HS8 ACM — MOT 0032 0.054 0.594 0.553 Not Supported
H9 AMN — MOT 0.172 0076 2.249 0.025 Supported
HI10 ATT — MOT 0.024 0.060 0.405 0.685 Not Supported
H11 ACT - MOT 0.108 0071 1.531 0.126 Not Supported
H12 FNM — MOT 0.145 0.035 4.185 0.000 Supported
H13 SAT - MOT 0.673 0.038 17.507 0.000 Supported

Note: Accessibility (ACS), Accommodation (ACM), Attractions (ATT), Food and Meal (FNM), Tourist Activities (ACT),
Tourist Motivation (Interpersonal) (MOT), Tourist Satisfaction (SAT) Amenities (AMN).

When tl'anypothesis is significant, the t-value is more than 1.6a (p-value < 0.05), t-value more than 2:33
(p- value < 001) for 1-tail test, t-value more than 1.96 (p-value < 0.05) or t-value more than 2:58 (p-value <
0.01). The hypothesis result shows that there were only five hypotheseswas supported which are the Hypothesis
4 (ATT — SAT), Hypothesis 6 (FNM — SAT), Hypothesis 9 (AMN — MOT), Hypothesis 12 (FNM — MOT),
and Hypothesis IAT — MOT). While, the rest is insignificant because the T-Value is below 1.64. The

discussion on the hypothesis testing results will be presented in the next section.

F. Regression analysis for mediator

Baron & Kenny (1986) describe the procedure of mediator variable analysis simply by regression. The
researcher conducted regression analysis four times. Below mhc steps on how to analyse regression through
SPSS. Here is the regression that the researcher performed. X is the independent variable; Y is the dependent

variable and M is the mediator variable.

Table 10. Path coefficients for mediation hypothesis

Hypothesis Beta SE T Prob. 2 .5% 97.5% EXiision

Hl4 0.037 0036 1.043 0.297 -0.046 0.099 Not Supported
H15 0.031 0.055 0.552 0.581 -0.086 0.133 Not Supported
HI16 -0.071 0079 0.902 0.367 -0.243 0.071 Not Supported
H17 0.117 0.054 2.150 0.032 0.019 0.234 Supported
H1& 0.031 0.055 0.569 0.570 -0.080 0.137 Not Supported
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H19 0.089 0.036 2451 0.014 0.020 0.162 Supported

This method is widely criticized for only analysing the complete mediator model (Shrout & Bolger, 2002).
According to Shrout & Bolger (2002) critics, all it takes is stage 2 and 3 only. Stage all]d stage 4 are just to test
whether the mediator model is perfect or not. Baron & Kenny (1986) approach is easy to apply and has been
adopted by much structural equation model-based program (SEM) to be so popular. Of the many members who
oppose Baron & Kenny (1986) approach as Muth’en (2011) tried tcaridgc the conflict. According to Muthen
(2011), ordinary SEM analysis approach by Baron & Kenny (1986) is not expected to interpret their findings as
a I'Blll of showing a causal mechanism. The literature shows that the causal mechanism requires strict number
of assumptions that nﬂ be met. Therefore, the analysis of mediation with the click of a typical Structural
Equation Modelling (SEM) approach is more appropriate for use as an exploratory analysis not as a
confirmation of causality (see Table 10). There are six hypotheses have been developed by the researcher for
mediatiogshypothesis testing as follows:

Hi4: Tourist satisfaction significantly mediates the relationship between accessibilityand tourist motivation
€2 revisit. (ACS — SAT — MOT);

H15: Tourist satisfaction significantly mediates the relationship between accommodation and tourist
)livuli()n to revisit. (ACM — SAT — MOT);

HI16: Tourist satisfaction significantly mediates the relationship betweenamenities and tourist motivation
revisit. (AMN — SAT — MOT);

HI7:Tourist satisfaction significantly mediates the relationship between tourist attraction and tourist
)liwlti()n to revisit. (ATT — SAT — MOT);

HI8: Tourist satisfaction significantly mediates the relationship between tourist activities and tourist
)livuli()n to revisit. (ACT— SAT — MOT); and

HI9:Tourist satisfaction significantly mediates the relationship between food and meal and tourist
motivation to revisit. (FNM — SAT — MOT).

The result shows that the entire mediation hypothesis isa()t supported except for Hypothesis 17 (ATT —
SAT — MOT) and Hypothesis 19 (FNM — SAT — MOT).Preacher and Hayes (2008) also indicated that the
indirect effects 95% Boot CI: LL = 0.019, UL = 0.234 for HI8 and LL = 0.02, UL = 0.162 for H19 did not
straddle a 0 in between indicating there is mediation.

V. CONCLUSION AWECOMMEND ATION

In conclusion, majority of the respondents involved in this study are Malaysian tourist with 269 respondents
(56.6%), and non-Malaysian tourist with 206 respondents. The respondents are located at four homestays in
Kuching Sarawak which they currently staying such as Annah Rais Homestay with 254 respondents (53.5%),
Santubong Homestay with 118 respondents (24.8%), Krokong Homestay with 71 respondents (14.9%), and
Sematan Homestay with 32 respondents (6.7%). The effective rate for the study is 67.86% since only 475
questionnaires are usable out of 507 questionnaires returned after l’cm()ving@t 32 questionnaires with missing
data and outliers. Not all the homestay attributes that were focused on in this stum:uch as accessibility,
accommodation, amenities, tourist attraction, tourist activities, and food and meal have a significant relationship
on tourist satisfaction and tourist motivation to revisit. All of these attributes have been tested their relationship
on tourist satisfaction and tourist motivation to revisit the homestay. In general, the result showed that only five
relationship hypotheses are accepted and supported, whereas eight relationship hypotheses have been rejected or
not supported.

Based on Research Objective One (ROI1) in examining the significant relationship between homestay
attributes and tourist satisfaction. The result indicates that tourist attraction, and food and meal are found to have
significant relationship on tourist satisfaction. While, accessibility, accommodation, amenities, and tourist
activities are not supported. Therefore, Hypothesis 4 and Hypothesis 6 are accepted and supported. Based on
Research Objective Two (RO2) in examining the significant relationship between homestay attributes and
tourist motivation to revisit. The result indicates that amenities, and food and meal are found to have significant
relationship on tourist motivation to revisit. While, accessibility, accommodation, tourist attraction, and tourist
activities are not supported. Therefore, Hypothesis 9 Hyp{)thcsis 12 are accepted and supported. Based on
Research Objective Three (RO3) in ex;lmin‘m@ significant relationship between tourist satisfaction and
tourist motivation to revisit. The result indicates that tourist satisfaction has a significant relationship on tourist
m()tivelti(m) revisit. Therefore, Hypothesis 13 is accepted and supported. Based on Research Objective Four
(RO4) in examining the significant mediating effect of tourist satisfaction on the relationship between homestay
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attributes and tourist motivation to re\m. The results for mediating hypothesis showed that only two out of six
mediating hypotheses are accepted. The results indicate that tourist satisfaction significantly mediates the
relationship between tourist attraction and tourist motivation to revisit, as well as between food and meal and
tourist motivation to revisit. Therefore, Hypothesis 17 and Hypothesis 19 are accepted and supported.

Despite all research objectives have been achieved; the rescau‘ca had faced several limitations while
conducting this study. The explanation ofeu'ch limitations is vital in order to describe the real situation and
condition affecting sl udy. Besides, the results of this study were appraised in the light of certain limitations.
This is because the acknowledgement of the limitations could suggest new directions or opportunities for future
research studies. However, the researcher has taken an attempt to minimise any potential limitations such as
access to literature, the age of data, time constraint, location of the homestay, willingness of the respondents to
peu‘ﬁ:elte, and financial resources.

This study has provided several implications for knowledge based on the research findings. First, through
this study, tourist mifilcli()l] and motivation to revisit literature is extended within the foreign and local
homestay visitors’ context in a non- western country. Although there are numerous studies concerning the
determinants of tmtstely attributes is existing in the tourist satisfaction and motivation to revisit literature, it
does not presume that the results or outcomes derived using the western or in the developed countries data could
be generalized to another part @c Eastern and developing countries such as Malaysia. This rescarch tested the
concept of tourist satisfaction in terms of homestay attrib§¥8, tourist satisfaction, and motivation to revisit the
homestays in Sarawak. Instead of examining the direct relationship, this research revealed that the indirect
relationship could also possibly occur through tourist satisfaction. The significant mediated relationships
suggested that tourist satisfaction could facilitate the tourist motivation to revisit the homestay through the
improvement of tourist attraction, and food and meal. The tourist dissatisfaction might have resulted in the
tourist to demotivate to revisit the homestay.

The findings of this study resulted in several implications to practice to the Ministry of Tourism Malaysia,
Sarawak Tourism Board, Local Councils, Licensed Homestay Operators and Tourist Agents understand better
on how to provide better facilities and services to the locals or foreign tourist. Therefore, the concerned
authorities will have more depth understanding of the expectations of tourists regarding homestay. Government
authorities and any other agencies or department who are involved in the tourism sector, particularly in the
homestay program will be able to share knowledge from this study. They might implement new or improved
policies for homestay operators. With this study, it will narrow down their scope and identify the problems and
solutions in order to improve the service quality of homestay in Kuching. Hence, this study could identify the
challenges faced by the Homestay handlers in all aspects. By doing this, all involved parties could identify
possible solutions to enhance the package of homestay programs further. Therefore, this study has contributed to
the benefit of related players in the industry, especially the homestay operators in Kuching. Moreover, from
these findings, the homestay operators will be able to understand their local and foreign customers, to develop
their homestay packages, tailored their activities, ewiding better facilities and eventfully improvements in to
fulfil the expectations of tourists as in the facilities of homestay, accommodation, security and others as well.

The researcher would like to recommend for the further study to study in a broader context because this
study was conducted in Kuching, Sarawak only which comprises the respondents from 4 homestays such as
Annah Rais, Santubong, Sematan, and Krokong. This recommendation acknowledged the limitation of this
study and to study a broader context such as involving other divisions in Sarawak will help to generalise the
whole Sarawak homestays program. Next, the conceptual model developed in this study could be useful for
guiding future study where other researchers can apply this conceptual model to study on Malaysian context and
more advance to conduct a study on Asian and Western context comparison study. Finally, it is interesting to
consider the follow-up agenda by highlighting the Covid-19 situation. We base the extra measures on
modernizing indicators and selecting informants who are exploited by the effects of the pandemic.

VI. REFERENCES
Abdul Razzaq, A., Mohd Yusop, H., Mohamad Zaid, M., Amran, H., Zainab, K., & Nor Haniza, M. (2011).
Local community participation in homestay program development in Malaysia. Journal of Modern

16




Accounting and Auditing, 7(12), 1418.

Abu-ElSamen, A., Akroush, M., Al-Khawaldeh, F., & Al-Shibly, M. (2011). Towards an integrated model of
customer service skills and customer loyalty: the mediating role of customer satisfaction. International
Journal of Commerce and Management, 21(4), 349-380.

Adongo, C. A., Anuga, W. S., & Dayour, F. (2015). Will they tell others to taste? international tourists'
experience of Ghanaian cuisines. Tourism Management Perspectives, 15, 57-64.

Al-Ababneh, M. (2013). Service quality and its impact on tourist satisfaction. Interdisciplinary Journal of
Contemporary Research in Business, 4(12), 164-177.

Amayrol, Z., Muhammad Fawwaz, F., Norazlina, A., Rasidah, S., Azila, A., Norazimah, M., & Nik Harnida, S.
(2018). A Study on passenger satisfaction towards ferry service operated at Kuala Perlis. Mimer Technical
Bullerin, 9(1), 16-20.

Assaker, G., Hallak, R., O'Conner, P., & Vinzi, V. E. (2013). Partial least squares path modelling (PLSPM): a
new direction for research in tourism and hospitality. Journal of Travel and Tourism Research, 13(1/2),
158-179.

Baron, R. M., & Kenny, D. A. (1986). The moderator—mediator variable distinction in social psychological
research: conceptual, strategic, and statistical considerations. Journal of Personality and Social Psychology,
51(6), 1173-1182.

Bhartiya, 5., Bhatt, V., & Singh, A. (2018). Psychoanalysis of tourist satisfaction: a case study of Kaudiyala —
Tapovan Ecotourism Zone of Uttarakhand. Amity Research Journal of Tourism, Aviation and Hospitality,
3(2), 19-32.

Bhuiyan, M., Siwar, C., Ismail, S. M., & Islam, R. (2011). The role of homestay for ecotourism development in
east coast economic region. American Journal of Applied Science, 8(6), 540-546.

Binita, C., & Chakrabort, B. (2019). Homestay and women empowerment: a case study of women managed
tourism product in Kasar Devi, Uttarakhand, India. TISC-Tourism International Scientific Conference
Vrnjacka Banja, 4(1), 202-216.

Chaiyatorn, S., Kaoses, P., & Thitphat, P. (2010). The developmental model of cultural tourism home stay of the
Lao Vieng and Lao song ethnic groups in the central region of Thailand. Journal of Social Science, 6(1),
130-132.

Chen, C., & Chen, F. (2010). Experience quality, perceived value, satisfaction and behavioral intentions for
heritage tourists. Tourism Management, 31(1), 29— 35.

Chen, J. S., & Gursoy, D. (2001). An investigation of tourists” destination loyalty and preferences. International
Journal of Contemporary Hospitality Management, 13(2), 79-85.

Chen, C-F., & Phou, S. (2013). A closer look at destination: image, personality, relationship and loyalty.
Tourism Management, 36, 269-278.

Chi, C. (2012). An examination of destination loyalty. Journal of Hospitality & Tourism Research, 36(1), 3-24.

Chin, W. W. (1998). The partial least squares approach for structural equation modeling. In G. A. Marcoulides
(Eds.), Modern methods for business research (pp. 295 236). London: Lawrence Erlbaum Associates.

Chin, C-H., Law, F.-Y., Lo, M.-C., & Ramayah, T. (2018). The impact of accessibility quality and
accommodation quality on tourists’ satisfaction and revisit intention to rural tourism destination in
Sarawalk: the moderating role of local communities’ attitude. Global Business and Management Research:
An International Journal, 10(2), 115-127.

Choong-Ki, L., Yoo-Shik, Y., & Seung-Kon, L. (2007). Investigating the relationships among perceived value,
satisfaction, and recommendations: the case of the Korean DMZ. Tourism Management, 28(1), 204-214.
Dewi, I. G., Riana, I. G., Kasuma, I., Mcguinness, E., Maria, S., & Darma, D. C. (2021). Predicting
organizational citizenship behavior through psychological ownership and job satisfaction in four-star hotels.

GeoJournal of Tourism and Geaosites, 37(3), 807-813.

Diah, P. S., & Pitana, I. G. (2019). Challenging the giants: factors contributing to local homestay
competitiveness in Ubud Bali. The Journal of Social Sciences Research, 5(3), 796-802.

Dillak, V., & Fitri, Z. (2019). Identifying financial distress firms: a case study on property and real estate
companies listed in Indonesian Stock Exchange. Jurnal Manajemen Indonesia, 19(3), 292-297.

17




Din, K., & Mapjabil, J. (2010). Philosophically grounding tourism research in Malaysia. Tourism Research in
Malaysia: What, Which Way and So What. Sintok: Universiti Utara Malaysia Press.

Ernawati, N., Basi Arjana, 1., & Raka Sitawati, A. (2019). Tourist accomodation: a host-tourist matched for
Batur Geotourism. Journal of Indonesian Tourism and Development Studies, 7(2), 74-82.

Feriyanto, N., Sebastian, K., Dyah, S., & Muafi. (2019). The development of community based tourism: from
attractiveness to loyalty. Quality- Access to Success, 20(S1),393-398.

Forozia, A., Zadeh, M., & Gilani, M. (2013). Customer satisfaction in hospitality industry: Middle East tourists
at 3star hotels in Malaysia. Research Journal of Applied Sciences, Engineering and Technology, 5(17),
4329-4335.

Global Destination Cities Index. (2017). Mastercard global destination cities index 2017. Retrieved from
https://www mastercard.us (5.7.2021).

Global Destination Cities Index. (2018). Mastercard global destination cities index 2018. Retrieved from
https://www mastercard.us (14.5.2021).

Hair, J. F., Anderson, H. E., Tatham, R. L., & Black, W. C. (1998). Mulrivariate data analysis, 5" Ed. New
Jersey: Prentice-Hall International.

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: indeed a silver bullet. Journal of Marketing Theory
and Practice, 19(2), 139-151.

Hair, J. F., Bush,R. P., & Ortinau, D. I. (2014). Marketing research within a changing information environment
(3”" ed ). New York: McGraw Hill/Trwin.

Hui, T., Wan, D., & Ho, A. (2007). Tourists” satisfaction, recommendation and revisiting Singapore. Tourism
Management, 28(4), 965-975.

Hultman, M., Skarmeas, D., Oghazi, P., & Beheshti, H. (2015). Achieving tourist loyalty through destination
personality, satisfaction, and identification. Journal of Business Research, 68(11),2227-2231.

Irena, B. P. (2015). Tourist perceived value, relationship to satisfaction, and behavioral intentions: the example
of the Croatian tourist destination Dubrovnik. Journal of Travel Research, 54(1), 122-134.

Ismail, M. N., Hanafiah, M. H., Aminuddin, M., & Mustafa, N. (2016). Community-based homestay service
quality, visitor satisfaction, and behavioral intention. Procedia - Social and Behavioral Sciences, 222, 398-
405.

Kasari, A. (2016). Exploring rapport building in b-to-b sales (Thesis). HAAGA-HELIA University of Applied
Sciences, Finland. Retrieved from
https://www theseus.fi/bitstream/handle/10024/116728/Kasari_ Aleksi_opinnaytetyo pdfijsessionid=24491E
8142F0AB5584786124E8CBSDEE?sequence=1 (10.4.2021).

Kayat, K. (2011). Homestay programme as a Malaysian tourism product. Sintok: UUM Press.

Khosravi, 5., Tzatul, Y., Azizi, B., & Badaruddin, M. (2012). Potentials of boutique hotel: the case of Penang
Island, Malaysia. OIDA International Journal of Sustainable Development, 4(8), T1-78.

Kim, J. H. (2010). Determining the factors affecting the memorable nature of travel experiences. Journal of
Travel and Tourism Marketing, 27(8), 780-796.

Kim, J.-H. (2017). The impact of memorable tourism experiences on loyalty behaviors: the mediating effects of
destination image and satisfaction. Journal of Travel Research, 57(7), 856-870.

Kunal, G. (2019). Factors influencing destination choice of Indian tourists visiting abroad —an analytical study.
Pramana Research Journal, 9(6), 203-217.

Kunjuraman, V., & Rozasman, H. (2016). Challenges of community-based homestay programme in Sabah,
Malaysia: hopeful or hopeless?. Tourism Management Perspectives 21, 1-9.

Lee, 5., Jeon, 5., & Kim, D. (2011). The impact of tour quality and tourist satisfaction on tourist loyalty: the
case of Chinese tourists in Korea. Tourism Management, 32(5), 1115-1124.

MOTAC. (2017). Malaysian homestay programme . Retrieved from http:// www.motac.gov.my (27 4.2021).

Mapjabil, I., Suriani, C., Badariah, A., Tarmiji, M., Ruzila, 1., & Rosmiza, M. (2015). Homestays - Community
programme or alternative accommodation? a re-e valuation of concept and execution. Malaysian Journal of
Society and Space, 11(12), 1-8.

Marschall, S. (2012). Tourism and memory. Annals of Tourism Research, 39(4),2216-2219.

18




Mclntosh, R. W., & Goeldner, C. R. (1990). Tourism: principles, practices, philosophies. New York: John
Wiley & Sons.

Mutalib, S. 5., Razzaq, A. S., & Hasan, A. (2019). Building human relations towards enhancing service delivery
effectiveness among homestay operators in Malaysia. Journal of Technical Education and Training, 11(1),
137-142.

Muthén, B. (2011). Applications of causally defined direct and indirect effects in mediation analysis using SEM
in Mplus. Retrieved from https.//www.statmodel .com/download/causalmediation.pdf (13.9.2021).

Nguyen, T., & Vo, K. (2018). Designing a homestay tourism model in Tien Giang tourist destinations.
Ubiguitous International, 2(1), 1-14.

Nick, K., Anuwat, C., & Varaphorn, D. (2015). Homestay tourism and the commercialization of the rural home
in Thailand. Asia Pacific Journal of Tourism Research, 20(1), 29-50.

Nik Soh, N., & Nik Othman. (2015). Kualiti kepimpinan dalam kalangan penyelaras homestay: perspektif
pengusaha homestay (Unpublished Doctoral Dissertation). Universiti Tun Hussein Onn Malaysia, Kuala
Lumpur.

Noyan, F., & Simsek, G. G. (2012). A partial least squares path model of repurchase intention of supermarket
customers. Procedia - Social and Behavioral Sciences, 62,921-926.

Nurlisa, G., & Ferani. (2018). Implementation of physical environment of sustainable tourism based on tourism
village. case study: Situngkir Village. JOP Conference Series Materials Science and Engineering, 503,
012111.

Opperman, M. (2000). Tourism destination loyalty. Journal of Travel Research, 39(1), 78-84.

Pradipto, M., & Albari, A. (2021). The role of service quality on subjective well-being of students, with
mediators of satisfaction and customer company identification. Jurnal Manajemen Indonesia, 21(1), 43-54.

Qu, H.,Kim, L., & Im, H. (2010). A model of destination branding: Integrating the concepts of the branding and
destination image. Journal of Tourism Management, 32(3), 465-476.

Rahmawati, R., Oktora, K., Ratnasari, S. L., Ramadania, R., & Darma, D. C. (2021). Is it true that Lombok
deserves to be a halal tourist destination in the world? a perception of domestic tourists. GeoJournal of
Tourism and Geosires, 34(1), 94-101.

Ramadania, R., Fatih, Y. A, Darma D. C., & Fauziah, F. (2021). Millennials and traveling to
domesticndestination. GeoJournal of Tourism and Geosites, 35(2), 398-405.

Ramos, E. F., & Amuquandoh, F. (2014). Traditional food preferences of tourists in Ghana. British Food
Journal, 115(7),987-1002.

Raouf, A., Shehnaz, T., Murtaza, H., & Shakir, H. (2019). Customer brand identification, affective commitment,
customer satisfaction, and brand trust as antecedents of customer behavioral intention of loyalty: an
empirical study in the hospitality sector. Journal of Global Scholars of Marketing Science, 29(2), 196-217.

Rasoolimanesh, S. M., Norziani, D., & Mastura, J. (2016). Tourists' perceived value and satisfaction in a
community-based homestay in the Lenggong Valley World Heritage Site. Journal of Hospitality and
Tourism Management, 26, 72-81.

Rather, R., & Sharma, J. (2018). The effects of customer satisfaction and commitment on customer loyalty:
evidence from the hotel industry. Journal of Hospitality Application & Research, 12(2), 41-60.

Rehmath, J. (2018). Heritage tourism in South Tamil Nadu — India. Journal of Tourism & Hospitality, 8(1), 1-4.

Rhee, H., Yang, S., & Kim, K. (2016). Exploring the comparative salience of restaurant attributes: a conjoint
analysis approach. International Journal of Information Management, 36(6), 1360-1370.

Ritchie, J., & Crouch, G. (2010). A model of destination competitiveness/sustainability: Brazilian perspectives.
Revista de Administracao Publica, 44(5), 1049-1066.

Romao, I., Neuts, B, Nijkamp, P., & Shikida, A. (2014). Determinants of trip choice, satisfaction and loyalty in
an eco-tourism destination: a modelling study on the Shiretoko Peninsula, Japan. Ecological Economics,
107, 195-205.

Sandra, S., Claudia, A. G., & Carla, B. (2019). Tradition and modernity side-by-side: experiential tourism
among Quechua communities. Journal of Tourism and Cultural Change, 17(4), 377-393.

Saputra, H. (2017). Pengaruh harga dan promosi terhadap minat konsumen (studi pada PT Samuderanesia Tour
and travel Pekanbaru). JOM FISIP, 4(1), 1-14.

19




Saunders, M., Lewis, P., & Thornhill, A. (2007) Research methods for business students, 4™ Edition. Harlow:
Financial Times Prentice Hall.

Seubsamarn, K. (2009). Tourist motivation to use homestays in Thailand and their satisfaction based on
destination's cultural and heritage-based attributes (Thesis). University of Missouri, Columbia. Retrieved
from http://tourismlibrary.tat.or th/medias/MIS0227/MIS0227_fulltext.pdf (13.8.2021).

Shrout, P. E., & Bolger, N. (2002). Mediation in experimental and nonexperimental studies: new procedures and
recommendations. Psychological Methods, 7(4), 422-445.

Sofinah, Y., Amran, H., Syed Azizi Wafa, S., Balvinder, K. K., & Mohd Rizwan, A. (2015). The influence of
tourist motivation and cultural heritage attributes on tourist satisfaction of homestay programme. Journal of
the Asian Academy of Applied Business, 3, 1-17.

Su, L., Swanson, S., Chinchanachokchai, S., Hsu, M., & Chen, X. (2016). Reputation and intentions: the role of
satisfaction, identification, and commitment. Journal of Business Research, 69(9),3261-3269.

Syahmardi, Y., Johannes, & Nor Qomariyah. (2019). Visiting intention: a perspective of destination
attractiveness and image in Indonesia rural tourism. Sriwijaya International Journal of Dynamic Economics
and Business, 3(2),122-133.

Tandafatu, M. C. (2016). Kajian pola tata ruang Kampung Adat Bena di Desa Tiworiwu Kabupaten Ngada
(Thesis). Universitas Atma Jaya Yogyakarta, Yogyakarta. Retrieved from http://e-journal.uajy.ac.id/8889/
(7.1.2021).

Trading Economics. (2020). Malaysia tourism revenues. Retrieved from
https://tradingeconomics com/malaysia/tourism- revenues (27.11.2021).

Tribe, J., & Snaith, T. (1998). From SERVQUAL to HOLSAT: holiday satisfaction in Varadero, Cuba. Tourism
Management, 19(1), 25-34.

Truong, V. D., & Hall, M. C. (2015). Exploring the poverty reduction potential of social marketing in tourism
development. Austrian Journal of South-East Asian Studies, 8(2), 125-142.

Tse, P., & Crotts, J. (2005). Antecedents of novelty seeking: international visitors’ propensity to experiment
across Hong Kong's culinary traditions. Tourism Management, 26(6), 965-968.

Tourism Malaysia. (2019). Tourism contributes RM 84.1 billion to Malaysia economy with 258 million tourists
in 2018. Retrieved from https://www tourism.gov.my (27.2.2021).

Tung, V., & Ritchie, J. (2011). Exploring the essence of memorable tourism experiences. Annals of Tourism
Research, 38(4), 1367-1386.

UNWTO. (2013). World tourism barometer. Retrieved from http://dtxtqd w60xgqpw.cloudfront.net (92.4.2021).

Vu, H, Li, G., Law, R., & Zhang, Y. (2017). Exploring tourist dining preferences based on restaurant reviews.
Journal of Travel Research, 38(3), 1-19.

Yue, G., & Ruangyot, S. (2019). A study on foreign tourist satisfaction on tourism attributes in Kunming,
China. International Research E-Journal on Business and Economics, 1(2), 24-41.

20




Turnitin Report

ORIGINALITY REPORT

31e 17+ 9 234

SIMILARITY INDEX INTERNET SOURCES PUBLICATIONS STUDENT PAPERS

PRIMARY SOURCES

.

Submitted to Institute of Graduate Studies,
UiITM

Student Paper

I

=)

eprints.utar.edu.my

Internet Source

D%

e

Submitted to UCSI University

Student Paper

2%

-~

fbf.utar.edu.my

Internet Source

T

o

Submitted to Kuala Lumpur Infrastructure

University College
Student Paper

T

Submitted to Universiti Sains Malaysia
Student Paper

T

=

Mohamed Albaity, Shaker Bani Melhem.
"Novelty seeking, image, and loyalty—The
mediating role of satisfaction and moderating
role of length of stay: International tourists'
perspective”, Tourism Management
Perspectives, 2017

T



Publication

B iili)nrtrgizred to Universiti Kebangsaan Malaysia <1 o
B clceryencom <T«
Lo mEovmy <T«
Jureonms-edu-my <1y
st commy <1
coepor <T«
I|cr?§:]|é)tLSJOsu.rtCJenivpancasila.ac.id <1 o
_?ggr]r;ict)tlicgiyto Swinburne University of <1 o
Student Paper
Ie:trefnf;ti\s/oeu;Cceonscientiabeam.com <1 o
atacoscom <T«
I\:::(\:r\:]\é\t/.SE?rrcwedfonIine.com <1 o




archive.or

Internet Source g <1 0/0
Submitted to Taylor's Education Grou

Student Paper y p <1 %
repository.nwu.ac.za

Intelr::\etSourcey <1 %
WWW.ijbs.unimas.m

InternetScJ>urce y <1 %

SubmltFed to International Islamic University <1 o
Malaysia
Student Paper
espace.curtin.edu.au

InterpnetSource <1 %
cyberleninka.or

In%grnetSource g <1 %

journals.sagepub.com <1
Internet Source %
www.factbrowser.com 4

Internet Source < %
WWW.researchgate.net

Internet Source g <1 %
Submitted to Williams College

Student Paper g <1 %

W
B

dokumen.pub



Internet Source

<1%

moam.info

Internet Source <1 %
Submitted to Segi University College

Student Paper g y g <1 %
Snezana Milicevi¢, Jelena Petrovi¢, Natasa

33 ° v <l%
Pordevic. "ICT as a factor of destination
competitiveness: The case of the republics of
former Yugoslavia", Management &
Marketing. Challenges for the Knowledge
Society, 2020
Publication
etd.uum.edu.m

Internet Source y <1 %
theses.ncl.ac.uk

Internet Source <1 %
vuir.vu.edu.au

Internet Source <1 %
www.cambridge.or

Internet Source g g <1 0/0
zombiedoc.com

Internet Source <1 %

Submitted to Universiti Tunku Abdul Rahman <1
Student Paper %




Submitted to University College Technology <1 o
Sarawak °
Student Paper
Submitted to University of Malaya

Student Paper y y <1 %
docplayer.net

InterneFt)SOL}/rce <1 %
www.slideshare.net

43 Internet Source <1 %
Submitted to Curtin University of Technolo

Student Paper y gy <1 %
Submitted to Universiti Teknologi MARA

Student Paper g <1 %
creativecommons.or

Internet Source g <1 %
Firdaus Abdullah. "The development of <1 o
HEdPERF: a new measuring instrument of ’
service quality for the higher education
sector", International Journal of Consumer
Studies, 11/2006
Publication

José Cabral Vieira, Evan Jordan, Carlos Santos. <1 o

"The effect of nationality on visitor
satisfaction and willingness to recommend a
destination: A joint modeling approach",
Tourism Management Perspectives, 2021



Publication

tg.webhost.uoradea.ro
%te%net Source <1 %
Submitted to Blue Mountain Hotel School
Student Paper <1 %
Shefali Saini, Chris Niyi Arasanmi. "Attaining
- . <lw
digital advocacy behaviour through
destination image and satisfaction",
International Journal of Tourism Cities, 2020
Publication
Stefan Lutz, Karim Hegazy, Ehab K. A. <1 o
Mohamed, Mohamed A. K. Basuony.
"International ownership and firm
performance in Arab economies", Corporate
Ownership and Control, 2020
Publication
ejournal.uin-malang.ac.id
IngernetSource g <1 %
IpKin Anthony Wong, Bob McKercher, <'I o
Xiangping Li. "East Meets West", Journal of ’
Travel Research, 2014
Publication
Nurlisa Ginting, Ferani. " Implementation of <'I o

physical environment of sustainable tourism
based on tourism village. . ", IOP Conference
Series: Materials Science and Engineering,
2019



Publication

Ikr?tgriQtrnsiaurrwc.emandela.ac.za <1%
leseepistps et <1
. gh:8080 <1
o ogl-ac.e <Tw
E www.ahtmm.com < o

Internet Source 0
econstor.ed <1
o Press.Org <Tw
1ocopook.com <1
L aoraries.psu.edu <Tw
e L taylors.edu.my <Tw
B cprnsercom <Tw

mpra.ub.uni-muenchen.de



Internet Source

<1%

orca.cardiff.ac.uk

@ Internet Source <1 %
roderic.uv.es

E Internet Source <1 %
www.balitourism.or.id

Internet Source <1 %

Angelina Fitria Rina Sari. "PENGARUH <1 y
MOTIVASI DAN KEPUASAN KERJA TERHADAP ’
KINERJA KARYAWAN TOUR & TRAVEL DI KOTA
PONTIANAK", Jurnal Ekonomi Integra, 2020
Publication

Vali Gjinali, Elif Asude Tunca. "A General Look <1

. : %

on the Impact of Turkish Horror Movies: An
Exploratory Study on the Opinions of Youth
on Horror Movies", SAGE Open, 2020
Publication
www.statista.com

Internet Source <1 %

Exclude quotes Off Exclude matches Off

Exclude bibliography On



Turnitin Report

PAGE 1

PAGE 2

PAGE 3

PAGE 4

PAGE 5

PAGE 6

PAGE 7

PAGE 8

PAGE 9

PAGE 10

PAGE 11

PAGE 12

PAGE 13

PAGE 14

PAGE 15

PAGE 16

PAGE 17

PAGE 18

PAGE 19

PAGE 20




