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Alur 1. 25 Maret 2025 — Undangan/panggilan kertas (call for papers)

Q Search mail = OAtvev () @ °® a

¢ B O0OEF © 0 ¢ ® D0 : 5
Reminder: [No APC] Journal of Infrastructure: Paper Prize—Open for Application téen
(Before 30 Apr. 2025) (Exemal) inbox «

Emily <emily@market eivxpub.com> Tue Mar25,553PM ¢ &

Dear Colleague,

Several days ago, we announced the “Journal of Infrastructure Paper Prize™. Could you please let us know whether you would
like to apply for it? If yes, we hope to receive your reply as soon as possible. Below you can see details.

Journal of Infrastructure (ISSN 3007-5416, JI) is an international, peer-reviewed, open access journal aims to provide cutting-edge
research and practices in infrastructure at the broadest sense. It advances our understanding of "soft" and "hard" infrastructure and
management.

We are pleased to announce that Journal of Infrastructure is now inviting nominations for the “Journal of Infrastructure Paper
Prize™. This prize will be given to five investigators in recognition of their excellent publications (original research
articles or comprehensive reviews) in Journal of Infrastructure.
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Q Search mail = ®sctver (@ & i °® *

¢ B O BE 8 0 @ mm D 10129

Please note that all submitted manuscripts should neither be published previously nor be under consideration for publication in
another journal. Nominative submissions will be subjected to a rigorous single-blind peer review process, to ensure quality and
originality. All nominations have the privilege to publish one paper, after peer review, in JI with a full waiver (free of charge). The
five papers will be selected among the publications of nominations after a thorough evaluation by the journal's Award Committee.

The Prize:
1. An electronic certificate;
2. The Gold Prize: 1000 USD (USA dollar), number of winners: 1;
3. The First Prize: 500 USD (USA dollar), number of winners: 1;
4. The Second Prize: 300 USD (USA dollar), number of winners: 1;

5. The Third Prize: 150 USD (USA dollar), number of winners: 2;

Eligibility and Requirements:
1. Candidates must have received the invitation letter directly sent by <emily@market eivxpub.com>;

2. Candidates must reply the invitation by telling us whether you would apply for this prize as soon as possible;

Q, Search mail = @ activer (D B3 i

« @B 0 B 5 @ ¢« @ D i 10f296

3. To complete the nomination, candidates need to submit the full article by 30 April 2025.

Schedule:
Submission deadline: 30 April 2025;

Winner announcement: 31 July 2025.
Thanks for your consideration. | look forward to hearing from you.
Kind regards,

Ms. Emily Lee

Marketing Specialist

EIVX Publishing (Enlighten Innovation and Vision with X)

httos:/fwww.eivxoub.com/

Q@ O O

ec A

Q@ @O @
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Alur 2. 26 Maret 2025 — Balasan penulis terhadap undangan

Q Search mail i Oactev () & Q@ *

¢« B O B O @ m D 10f 29 N
* Dio Caisar Darma, S.E., M.Si <diocaisardarma@feb.unmul.ac.id> Wed, Mar 2, 1125PM ¢ €

toemily v

. @

Dear: Dr. Emily Lee,

Sorry for replying to your message. Your message is in my email spam. First of all, thank you for your invitation. | am very interested in the H

Journal of Infrastructure. Before actually submitting my manuscript to the journal, | have three basic questions. First, can you provide a

specific template for writing the article? Second, does the paper prize only apply to article submission to Journal of Infrastructure? Third,

how does the committee systematically select and decide the paper prize winner? Waiting for your positive response.

Regards, *

Dio Caisar Darma

Alur 3. 28 Maret 2025 — Arahan dan prosedur pengiriman

Q, Search mail = O Acivey (D 3 i e@ *

« B 0 W & 0 @ m D 10 296 B
Emily @ Fri,Mar 28, 1:04AM  f¢ €
to Linda, &, me ~
Dear Dr. Dio Caisar Darma,
@
1t's pleased that you are interested in our invitation. I am glad to answer the questions you mentioned.
1. Attached you can find the manuscript template. &
2. The paper prize applies to submissions for Journal of Infrastructure.
3. All nominative submissions will be subjected to a rigorous single-blind peer review process. The prize will be selected among the
publications of nominations after a thorough evaluation by the journal’s Award Committee. Selection Criterias include scientific merit and
broad impact; originality of the research objectives and/or the ideas presented; creativity of the study design or uniqueness of the +

approaches and concepts, etc.
Hope I have addressed your questions. Any details your may need, please feel free to reach out.
1 look froward to hearing from you again.

Best regards,
Emily
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Alur 4. 2 April 2025 — Informasi lanjutan

|
T

Q, Search mail

[

= ® Active v ® 553

€« B O ® g 0 @ &® D 10f2% B

Q Dio Caisar Darma, S.E., M.Si <diocaisardarma@feb.unmul.ac.id> Wed, Apr2, 1:38PM Y% € H
to Emily «

Dear editor, @

Thank you for this information. We appreciate your dedication.

Regards,
Dio Caisar Darma

Emily Wed Apr2, 148PM Yy € i
tome ~ I

Dear Dr. Dio Caisar Darma,
You're welcome. If your submission plan is clear, please let me know.
Best,

Emily 3y

Alur 5. 23 April 2025 — Remainder call for papers

Q  Search mail = @actvery (@ & i °® *
< B O W 8 0 & B D 10f29 > B
Emily Wed, Apr 23, 10:04PM (4 daysago) ¥ €
tome v
Dear Dr. Dio Caisar Darma, @

Hope you are doing well.

E)
1 am writing to ask whether you would like to apply for the award. If yes, could you please send us a tentative title for record?
Kind regards,
Emily +

KAEAN: Emily <emily@eivxpub.com>

RigwtE]: 20254:4A2H(F=) 13:48

Yz \: "Dio Caisar Darma, S.E., M.Si"<diocaisardarma@feb.unmul.ac.id>

T &: [al&: Reminder: [No APC] Journal of Infrastructure: Paper Prize—Open for Application (Before 30 Apr. 2025) I
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Alur 6. 24 April 2025 — Permohonan perpanjangan waktu penyerahan

Q, Search mail 3= @ Active v ® @ = °® Q

< B O m 8 0 @ B D 10f29 > B
ﬂ Dio Caisar Darma, S.E., M.Si <diocaisardarma@feb.unmul.ac.id> Thu, Apr 24, 1251AM (3 daysago) ¥ €
to Emily =
c}

Dear journal editor,

Thank you for remembering us. Currently, my colleagues and | are finalizing the article (final stage). Please give us some time. At least,
the article will be submitted in the next 2-3 days.

Best wishes,
Dio Caisar Darma

G Emily Apr24,2025, 904AM (3daysago)  Y¢  €

to Linda, 2575, me ~
Dear Dr. Dio Caisar Darma, I

It's pleased to know that you would like to apply for the award. We look forward to your submission.

Please click here to check the author instructions.

Q Search mail = ®aiver (D °® Q
< B O ® 85 0 & B D i 10f 29 > [
Emily Apr 24,2025, 9:04AM (3daysago) Yy €
to Linda, 28 me ~

Dear Dr. Dio Caisar Darma,

It's pleased to know that you would like to apply for the award. We look forward to your submission.

Please click here to check the author instructions.

Here is a simple submission guidance for your convenience:
1. Register your account and login: +

https://submissions.eivxpub.com/index.php/J1/login
2. Click "New Submission", and submit your paper at:

https://submissions.eivxpub.com/index.php/JI/submission

Please keep me informed once you finish submission. Any questions, please let me know.

Best regards,
Emily l
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Alur 7. 27 April 2025 — Pembuatan/registrasi akun OJS dan penyerahan makalah via system dan e-mail

Q, Search mail = ®activer (D 3 i o@ ﬁ

€ B 0 W 8 0 & D 300208 ¢ ) B
Validate Your Account (Extemal: inbo: « =
submission@system.eivxpub.com Sun, Apr 27, 10:42AM (1dayago) Y € H
tome v @
BR Translate to Indonesian 104 N

.

Dio Caisar Darma

YYou have created an account with Journal of Infrastructure, but before you can start using it, you need to validate your email account. To

do this, simply follow the link below: +
hitps://submissions.eivxpub.com/index.php/Jl/user/activateUser/dio_darma1990/aMkNJf
Thank you,
This is an automated message from Journal of Infrastructure.
+ G % submissions.eivxpub.com/index php/Jl/user/register & W Q
0= Password saved x: |
Journal of Infrastructure @ dio damna1390 a5
£ Manage passwords z

Registration awaiting verification

Registration awaiting verification

We've sent a confirmation email to you at diocaisardarma@feb.unmul.ac.id. Please follow the instructions in that email to
activate your new account. If you do not see an email, please check to see if it was put in your spam folder.

¢ EvX



Journal of Infrastructure 2025, Volume(Issue), x.

< C % submissions.eivxpub.com/indexphp/)l/user/activateUser/dio_darma1930/aMikNJi * A

Register  Login

Journal of Infrastructure

Thank you for activating your account. You may now log in using the credentials you supplied when you created your

account.
PUBLISHING
€ ¢ % submissions.eivxpub.com/index php/Ji/login & Q

Journal of Infrastructure

Login

Login
Required fields are marked with an asterisk: *

Username or Email *
dio_darma1980

Password *

Forgot your password?

Keep me logged in

Register | Login
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Q Search mail T ®Ativer (@ &

®
e
D

¢« B 0B B O @ & D

Thank you for your submission to Journal of Infrastructure &demal mborx & &

xpub.com Sun, Apr 27, 11:01AM (1dayago) % € @
Bg Translate to Indonesian 04 -
B
Dear Dio Caisar Darma,
Thank you for your submission to Journal of Infrastructure. We have received your submission, Revealing Tourist Satisfaction and Its T
Influencing Dimensions—The Context of IKN Destination, and @ member of our editorial team will see it soon. You will be sent an email
when an initial decision is made, and we may contact you for further information.
You can view your submission and track its progress through the editorial process at the following location:
Submission URL: https://submissions.eivxpub.com/index.php/Jl/authorDashboard/submission/38
If you have been logged out, you can login again with the usemame dio_darma1990.
If you have any questions, please contact me from your submission dashboard.
Thank you for considering Journal of Infrastructure as a venue for your work.
>
€ C % submissions.eivipub.com/indes.php/Jl/submissions T4 a

Journal of Infrastructure

Submissions
My Queue 1 Archived  Help
My Assigned Q Search Y Filters  New Submission

3% Darmaetal

~

(0 submission View v
Revealing Tourist Satisfaction and Its Influencing Dimensions—The Context of KN Destinat... R —
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Q Search mail =

¢« B 0B ® O @ B D

Dio Caisar Darma, S.E., M.Si <diocaisardarma@feb.unmul.ac.id>
to Emily v

Dear editor,

orcie @ B = @D M

10f 298 < >

@ sSun, Apr27, 11:18AM (1dayago) v €

Hi, hope you are doing well. With this message, | need to inform you that we have submitted an article entitied “Revealing Tourist
Satisfaction and Its ing Di i -The Context of IKN Destination” o the Journal of Infrastructure. The submission was
done online (https:/submissions.eivxpub.com/index.php/Jl/login). Proof of submission is attached. Have a good weekend.

Regards,

Dio Caisar Darma

One attachment - Scanned by Gmail ©®

Q Search mail =

¢« B OF 8 0 & ®mD

Emily

tome v

Dear Dr. Dio Caisar Darma,

Thanks for your message. We confirm that we have received the manuscript.

Have a nice day.

Bet,
Emily

%\ diocaisardarma <diocaisardarma@feb.unmul.ac.id>
JOERE: 202544A270(FA) 11:16

owier O B 5 @@ M

10f298 >

Sun, Apr 27, 11:44AM (1dayago) Yy € ¢}
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Alur 8. 13 Mei 2025 — Permintaan revisi makalah

Q Search mail Er O Acvev (D & i °® *

« @ 0w & 0 @ ®m D iz < >

[Journal of Infrastructure, ISSN 3007-5416]: Manuscript Revision Request & &

(By 23 May 2025)

liz <assistant.editor@eivxpub.com> © Tue May 13, 252PM (21hoursago) ¢ € :

to me, emily v
°
o

ﬁ] Translate to Indonesian X

Dear Dr. Dio Caisar Darma, +

Thank you for submitting your manuscript titled “Revealing Tourist Satisfaction and Its Influencing Dimensions—The Context of IKN

Destination”.

| am writing to inform you that we have received enough review reports for your manuscript. The academic editor suggested to perform

“major revision™ based on the advice received.

Please kindly revise your manuscript in accordance with the feedback provided in the review reports (attached, “Review reports®). We

hope you can revise the manuscript on the file “JI-for revision™. If you start to revise the work, please mark all changes made to the

revised manuscript with highlight or change of text color. We suggest you to use “Track change” function in Microsoft office.

Please send back the revised version (.doc file) and responses to reviewers’ comments listed point by point before 23 May 2025.
>

Thank you for your cooperation. | look forward to hearing from you soon. u

Kind regards,

Ms. Liz Lee

Assistant Editor @
.

2 Attachments « Scanned by Gmail © ¥ & .
+

m Ji-for revision.do... ' Review reports.d... '
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¢ G % submissions eivpub.com/index.php/Jl/submissions S -

Journal of Infrastructure

Submissions
MyQueue 1 Archived 0t
My Assigned Q Search Y Filters  New Submission

3% Darmaetal.
Revealing Tourist Satisfaction and Its Influencing Dimensions—The Context of [KN Destination (23 | O Review | View v

A e submission must be resubmitted for anather review roun.

€ C % submissions.eivxpub.com/index php/Ji/authorDashboard/submission/38 Q% A

Journal of Infrastructure

+ Back to Submissions

38 | Darmaetal. | Revealing Tourist Satisfaction and Its Influencing Dimensions—The Context of IKN Destination Upload File ~ Library

Workflow  Publication

Submission Review  Copyediting  Production

Round 1

Round 1 Status
The submission must be resubmitted for another review round.

Notifications
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Alur 9. 14 Mei s.d 15 2025 — Tanggapan penulis dan usulan waktu tambahan atas revisi

Q Searchmail T Oatiey () @ o@ Q

¢« B OB B 0O G & D oM ¢ )
Dio Caisar Darma, S.E., M.Si <diocaisardarma@feb.unmulacid> Wed, May 14, 1200PM (4daysago) ¢% € i
toliz v
Dear assistant edior,

Sory for just replying to your email. It seems that notifications about manuscript status do not go directly to the email inbox, but rather
spam. Authors will make revisions according to the specified date. May we ask about the progress of the “paper prize”. Have the joumnal
editors selected and named the paper prize winner? Once again, thank you for your dedication.

Regards,
Dio Caisar Darma

Q. Search mail = ® Active v (D &3 i °® *

< O W 85 0 @ Bm D 40f318 < )
OJSIRFRRARENERE Thu, May 15, 10:05AM (3days ago) ¢ €
to Emily, me v

Dear Dr. Dio Caisar Darma,
Thanks for your mail.

Several submissions are under peer review process now. The winners will be selected among the publications of
nominations after a thorough evaluation by the journal’s Award Committee. We will keep you informed if there is
any update.

Best regards,
Liz

from Alimail Windows

JRS— g — -

£{tkA:Dio Caisar Darma, S.E., M.Si <diocaisardarma@feb.unmul.ac.id>
RIXAINE:05/14/25 11:58:35

2tk A:liz <assistant.editor@eivxpub.com>
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Alur 10. 22 Mei 2025 — Pengiriman koreksi makalah

Q Search mail i ® Active v @ @3 i @@ @
« /8 0w 5B 0 @ m D wiwm < > @

Dio Caisar Darma, S.E., M.Si <diocaisardarma@feb.unmul.ac.id> @ Thu, May 22, 1106AM (21 hours ago) ¥ €
1 o OJSKRIRRSEIEGE -

Dear editor,

Hello. First of all, the authors appreciate the two reviewers' suggestions. Overall, we agree with all the points commented on. We tried to
make revisions in earnest. The corrected points are attached to the article file (in track changes version). Also, we resubmit the replies to

L]
the review reports. Do both files need to be resubmitted via OJS? Waiting for your follow-up. [ ]
Regards,
Dio Caisar Darma
. +
2 Attachments - Scanned by Gmail ® ¥ &
m Review reports (r... ' m JI-for revision (re... '
€ G % submissions eivkpub.com/index php/Jl/authorDashboard/submission/38 * LA

Journal of Infrastructure

« Back to Submissions

Reviewer's Attachments Q search
Revisions Q Search Upload File
4 251 reports (rev).docx ( T

b [ 250 JI-for revision (rev).docx

Review Discussions Add discussion
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Q Search mail =

(_

-

Tl

B O g 0 @ ®m™m D : 2032 <

OJSERZAFTENERE Thu, May 22, 11:12AM (21 hoursago) ¥ €

to Emily, me v

Dear Dr. Dio Caisar Darma,
Thanks for sending us the revised version and responses. | will help to upload the files.

Best regards,
Liz

from Alimail Windows

#fA: Dio Caisar Darma, S.E., M.Si<diocaisardarma@feb.unmul.ac.id>

B H8: 20255058221 11:06:50

WA OJSEIBRG-PEE RS <assistant editor@eivxpub.com>

F E: Re:Re: [Jounal of Infrastructure, ISSN 3007-5416]: Manuscript Revision Request (By 23 May 2025)

-

orie: @ @ = @@ M

Q Search mail e 0% E Q@R

&

8 0 W 858 0 & B D 10f322

[Journal of Infrastructure, ISSN 3007-5416]: Your submission has been =

sent for another round of review (Exemal: inbox x

liz Thu, May 22, 11:26AM (21 hoursago) v  €a
to me, emily v
Dear Dr. Dio Caisar Darma,

Your revised submission, Revealing Tourist Satisfaction and Its Influencing Dimensions—The Context of IKN Destination, has been sent
for a new round of peer review. You will hear from us with feedback from the reviewers and information about the next steps.

If you have any questions, please contact me from your submission dashboard.
Kind regards,

Kind regards,
Ms. Liz Lee
Assistant Editor
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< C % submissions.eivkpub.com/index.php/Jl/authorDashboard/submission/38 Q% A

Journal of Infrastructure

« Back to Submissions

Workflow  Publication

Submission Review  Copyediting  Production

Round 1 Round 2

Round 2 Status

Awaiting responses from reviewers

Notifications

[Journal of Infrastructure, ISSN 3007-5416]: Manuscript Revision Request (By 23 May 2025)

[Journal of Infrastructure, ISSN 3007-5416]: Your submission has sent for another round of revi...

Alur 11. 4 Juni 2025 — Pengumuman koreksi makalah lanjutan oleh editorial

Q, Search mail = @ Active ¥ @ @ @@ a
1

¢« @B 0B & 0@ @ @ D :

o oJSEESTEEEE P

to Emily, me v

Dear Dr. Dio Caisar Darma, @

Thanks for your mail. Is fine to update the affiliation.

B

We just received reviewer’s reply below. Please revise the manuscript accordingly. Then we will invite the academic editor to make final decision.
Comment - statement made on 'no research’ on page 4 is a strong statement. The author should replace with 'limited research’.

Best regards,
Liz

from Alimail Windows

S
8¢k A:Dio Caisar Dama, S.E., M.Si <diocaisardarma@feb.unmul.ac.ig>

BiEEIE:06/04/25 15:36:10

Wl Aliz <assistant.editor@eivxpub.com>

$8:Re: [Journal of Infrastructure, ISSN 3007-5416]: Your submission has been sent for another round of review
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Q Search mail =

6

0

-k

B 0 @ 8 O @« ®m D :

Dio Caisar Darma, S.E., M.Si <diocaisardarma@feb.unmul.ac.id>
to OUSIEBESTEERE v

Dear editor,

® actvev (D @3

@ Wed, Jun 4, 11:19PM (2 days ago)

: @O M

10f 328 >

w a

We appreciate your dedication and understanding. Here we attach the article file (after revision). If you agree, | also need to update the

corresponding email address.
Regards,

Dio Caisar Darma

One attachment + Scanned by Gmail ©®

m Ji-for revision (n... '

Alur 12. 5 Juni 2025 — Pembaruan revisi lanjutan

Q Search mail 3=

=

® 0 @ 8B O @ m D i

OJSIRRRAPENERIE

to Emily, me v

Dear Dr. Dio Caisar Darma,
We have received the updated version.

Best,
Liz

from Alimail Windows

A Dio Caisar Darma, S.E., M.Si<diocaisardarma@feb.unmul.ac.id>
B H#3: 20255068048 23:19:01
KA OJSieiazRge-h B R <assistant editor@eivxpub.com>

®actver (D 8

Thu, Jun 5, 10:35AM (1 day ago)

&

: O M

10f 328 >

I & Re:Re: [Journal of Infrastructure, ISSN 3007-5416]: Your submission has been sent for another round of review
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€ G % submissions.eivpub.com/inder php/Jl/submissions T A

Journal of Infrastructure

Submissions
MyQueue 1 Archived oty
My Assigned Q Search Y Filters  New Submission

3% Darmaetal.

B02 (OReview  View v

Revealing Tourist Satisfaction and Its Influencing Dimensions—The Context of IKN Destination

Alur 13. 12 Juni 2025 — Persetujuan makalah diterima

Q, Search mail = @ Acivev (B 83 i @@ @
« B 0 w B 0 @ m D : o3 < >

[Journal of Infrastructure, ISSN 3007-5416]: Manuscript has been t 8
accepted External Inbox x

0 OJSIEEESTESE Thu Jun12 TE12AM ¢y € § @

Bg Translate to Indonesian X

Dear Dr. Dio Caisar Darma,

We are pleased to inform you that the following paper has been officially accepted for publication after thoroughly reviewing and +
evaluation:

Title: Revealing Tourist Satisfaction and Its Influencing Dimensions—The Context of IKN Destination
We will undergo copy-editing and language editing for your manuscript. And then send a proofreading request to you .
Thank you for your cooperation and support.

Best regards,
Liz >
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Alur 14. 12 s.d 13 Juni 2025 — Permintaan surat penerimaan makalah (LOA)

Q Search mail b Ot () @ Q@ *

¢« B oD 8 0 G & D i L N )
Dio Caisar Darma, 8.E., M.Si <diocaisardarma@feb.unmul.ac.d> Thy, Jun 12 433PM €
to OUSTIRRMAHENTRRE v
Dear editor, e
Hi, we are happy to hear this positive news. If possible, can we get an acceptance letter for the articla? Of course the authors would a
appreciate the help. Also, in which month will the article be published on the joumnal website?. L
Regards,
Dio Caisar Darma
1
Q, Search mail i Oacivev () @ i °® *
¢« B OB ® 0 & B D LLE AR N o
OJSIERRRRRPENERE Thy, Jun12,531PM  ff &
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Abstract: The new National Capital City/Ibu Kota Negara (IKN), named “Nusantara,” is part
of Indonesia's strategy to reduce developmental inequality across various sectors. The
relocation of the IKN from Jakarta to Nusantara signifies not only an administrative transition
but also a governmental initiative aimed at fostering a sustainable tourism sector. Concurrently,
the government is positioning tourist destinations in IKN as national icons. This study
specifically aims to explore two things. First, it examines the causal among infrastructure
quality, promotion and marketing, government policy, and safety and comfort in relation to
tourist satisfaction. Second, it investigates how the interaction between these dimensions, along
with perception of local culture and social media, influences tourist satisfaction. In 2024, a total
of 72,108 tourists visited IKN destinations, and 382 of them were interviewedsurveyed using a
questionnaire. Technically, offline structured surveys are conducted using a predetermined set
of questions presented in the form of a questionnaire, The data collected from the questionnaire
were processed using Moderated Regression Analysis (MRA). The authors identified the

following four points: (1) infrastructure quality has a negative-not significant impact on tourist
satisfaction; (2) promotion and marketing, government policy, and safety and comfort have a
positive-significant impact on tourist satisfaction; (3) infrastructure quality, when moderated
by perception of local culture and social media, has a negative-not significant impact on tourist
satisfaction; and (4) promotion and marketing, government policy, and safety and comfort,
when moderated by perception of local culture and social media, have a positive-significant
impact on tourist satisfaction. The results of this study are expected to provide valuable
academic insights and practical policy recommendations for the future,,

Keywords: tourist satisfaction; tourist destinations; IKN; MRA method

1. Introduction

Until now, the majority of development in Indonesia has not been fully optimized

(Mulyadi et al., 2024). To promote integrated development, Indonesia must reduce
inequality by enhancing the quality of life for all segments of society. The government has
made concrete efforts to alleviate the burden on Jakarta by relocating the capital city,
thereby providing opportunities for strategic areas outside Jakarta to concentrate on
stimulating development. Law No. 3 of 2022, concerning the IKN Nusantara, governs the
transfer of the Indonesian government center from Jakarta to IKN Nusantara (Jiuhardi et
al., 2024). IKN is located in Penajam Paser Utara (PPU), which is one of the districts in
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East Kalimantan Province (Putri et al., 2024). This regulation was enacted on February
15, 2022, and serves as the legal foundation for the capital's relocation, which aims to
alleviate the pressures on Jakarta as the former center of government and to support
equitable development throughout Indonesia. The Indonesian government's goal in
drafting and enacting Law No. 3 of 2022 was to achieve a significant advancement
ininfrastructure development, socio-economic growth, governance, and the prioritization
of environmental sustainability to preserve biodiversity and mitigate climate change. The
relocation of the capital is anticipated to foster a balance among economic, social, and
environmental factors, particularly as a symbol of the nation's progress (Nurjanana et al.,
2025).

To achieve a balance in socio-economic development, it is essential to prioritize the
principle of driving inclusive economic growth. This can be accomplished through a
combination of empowering local communities, providing quality infrastructure, and
enhancing the quality of health, education, and skills, all while ensuring environmental
sustainability. One critical area that requires improvement is tourism. The tourism sector
plays a vital role in economic growth (Li et al., 2018; Naseem, 2021; Sun et al., 2025).
This is particularly true for Indonesia and East Kalimantan during the period from 2019
to 2022. Fitriadi et al. (2023) reported that the average growth rate of the Gross Domestic
Product (GDP) for the tourism sector in Indonesia was 4.52%, while the average growth
rate of the Gross Regional Domestic Product (GRDP) for East Kalimantan scale reached
2.92%. Although all countries, including the tourism sector, were adversely affected by
the COVID-19 pandemic from 2019 to 2021, tourism activities began to revive as the
impact of the virus gradually diminished. At the same time, the IKN project, marked by
the establishment of several monuments such as Titik Nol Nusantara, Taman Kesuma
Bangsa, and Memorial Park, emerged as a popular new destination within the community.
IKN tourist destinations are classified as artificial tourism clusters. According to the BPS-
Statistics of Penajam Paser Utara Regency (2025), there was a significant increase in
visitors to IKN destinations from 2022 to 2024. In 2022, there were 36,002 tourists; in
2023, the number rose to 53,563; and in 2024, it reached 72,108. Consequently, the
average tourist visit rate to IKN over these three years was 41.7%. The total number of
visits to IKN comprises both domestic and international tourists.

The tourism sector in IKN holds promising prospects from a macroeconomic
standpoint. However, from a microeconomic perspective—encompassing business,
management, and finance—the sector has not demonstrated significant productivity. The
lack of productivity in IKN's tourism sector is primarily attributed to inadequate
governance. According to Fitriadi et al. (2023), Nurjanana et al. (2024), Priyagus et al.
(2024), and Rahmawati et al. (2023), the management of tourist destinations in IKN faces
challenges due to limited infrastructure, ineffective branding and reputation, insufficient
government policy support, and instability. Poor governance performance significantly
hampers the development of tourism in the region.

As an example, regarding government support, the regulations governing tourism in
IKN are not yet fully developed, as the construction of IKN Nusantara remains in the
planning and integration phase. Based on the development concepts outlined in Law No.
3 of 2022 and various related planning documents, there are eight aspects that can
influence tourism regulations in IKN Nusantara: (1) sustainable tourism development, (2)
modern tourism infrastructure, (3) preservation of local culture, (4) tourism licensing and
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management, (5) partnerships between the government and the private sector, (6) human
resources and training, (7) tourism promotion and marketing, and (8) environmental
control in tourism.

Of the eight aspects mentioned, four—namely infrastructure_quality, promotion and
marketing, government policies, and safety and comfort while traveling—significantly
influence tourist satisfaction. This argument is reinforced by empirical arguments from

[Formatted: Font: Times New Roman

Alam et al. (2022), Jama et al. (2024), Munir et al. (2025), and Sufa et al. (2024). which
provide deep insights into how these four aspects contribute to tourist satisfaction. It is

essential to review these four aspects, as they are concrete elements in shaping tourist

experiences that directly influence the sustainability and competitiveness of tourist

destinations, particularly concerning tourist satisfaction. The four foundational concepts

underlying the examination of tourism satisfaction are constructed based on infrastructure

quality, promotion and marketing, government policy, and safety and comfort. First,

infrastructure serves as the physical foundation of tourism. This study assesses the extent

to which infrastructure contributes to tourist satisfaction, thereby forming a basis for

development planning. Second, promotion and marketing enhance a destination's

attractiveness. Effective marketing and promotion strategies shape how a destination's

image is perceived by potential tourists. By formulating targeted marketing and promotion

strategies, it becomes easier to measure tourist expectations, perceptions, and satisfaction.

Third, government policy plays a crucial role in determining the direction of tourism
development. The scenarios presented in this study will help evaluate the influence of

policy interventions on tourist experiences and their overall effectiveness. Fourth, safety

and comfort significantly impact tourists' decisions. By addressing these aspects,

managers can identify factors that inhibit the creation of a welcoming and safe destination
which directly affects tourist satisfaction. In synthesis, both infrastructure, promotion and

[Formatted: Font: Times New Roman

marketing, government policies, and safety and comfort are identified as the main

components that shape the entire tourist experience from beginning to end. These four
aspects _also serve as the main theories in service quality (SERVQUAL). tourism

destination competitiveness (TDC), and the tourism area life cycle (TALC). which

emphasize the processes, evaluations, and outcomes associated with each stage: pre-visit

(promotion and marketing), during the visit (infrastructure quality, government policies

and safety and comfort), and post-visit (tourist satisfaction). Nevertheless, these four
aspects are somewhat limited in their ability to influence tourist satisfaction. Therefore
the authors propose the inclusion of two additional relevant aspects: social media and

perceptions of local culture, which must be considered to enhance tourist satisfaction. In
addition to these four factors, perception of local culture and the impact of social media
also play a role in enhancing tourist satisfaction. While perception of local culture and
social media do not directly affect tourist satisfaction, they serve as intermediaries. The
effectiveness of infrastructure, promotion and marketing, government policies, and safety
and comfort in increasing tourist satisfaction is contingent upon how tourists perceive
local culture and engage with social media. This affirmation not only transforms individual
perspectives but also shapes collective viewpoints through responses, comments, reviews,
and ratings from others.

Broadly speaking, there is a positive linear relationship between infrastructure
quality, promotion and marketing, government policy, and the safety and comfort
experienced by tourists, all of which contribute to tourist satisfaction (Hussain et al., 2023;
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Kubickova, 2017; Nguyen et al., 2025; Sharafuddin et al., 2024). Even farther, other
studies indicate that perception of local culture and the influence of social media are
significant factors in the relationship between infrastructure quality, promotion and
marketing, government policies, and the safety and comfort of tourists, which ultimately
affect tourist satisfaction (Chen et al., 2016; Ding & Wu, 2022; Martins et al., 2025; Tang
et al., 2024; Tran, 2025; Wang & Yan, 2022; Weng et al., 2023). So far, there has been
limited research article that specifically addresses tourist complaints regarding

infrastructure quality, promotion and marketing, government policies, and safety and

comfort within the IKN destination. During field observations, the authors noted numerous

complaints from tourists concerning the aforementioned aspects. These four aspects are

identified as significant issues that warrant further investigation, as they play a crucial role

in_enhancing tourist satisfaction. This assertion is confirmed by various online media

sources, which indicate that the infrastructure quality in the IKN destination area remains

inadequate, particularly in terms of accommodation and services, road and environmental
conditions, and health services (Cakti & Ratnawati, 2024; Chaniago & Prasetya, 2023;
Pandu, 2025). Although the number of tourist arrivals has increased over the past three

years, this growth is not reflected in their satisfaction levels. In addition to concerns about

infrastructure quality, tourists have also expressed dissatisfaction regarding safety and

comfort. To ensure safety and comfort in accordance with established procedures, it is
essential to have government policy support. Infrastructure quality, government policies,
and safety and comfort are indicative of effective management, which in turn influences

the branding and image of a destination. To optimize tourist market segmentation, ongoing
promotion and marketing efforts must be complemented by enhancements in

infrastructure quality, supportive government policies, and the establishment of safety and

comfort that can be reliably assured. Given that tourist complaints are closely linked to

satisfaction levels, it is essential to implement mechanisms that facilitate optimal increases

in tourist satisfaction. Achieving tourist satisfaction encompasses not only infrastructure
quality, promotion and marketing, government policy, as well as safet and comfort, but
also the role of social media. Social media serves as a vital tool in enhancing tourist

satisfaction. Then, positive social interactions during travel can significantly shape
perceptions of local culture. Two avenues for further exploration include examining the

impact of social media and perceptions of local culture as moderating variables in indirect

relation to tourist satisfaction.

Based on these phenomena, facts, and foundational synthesis, this study aims to
examine tourist satisfaction and its influencing dimensions, with a particular focus on
tourist destinations in IKN. Essentially, this study seeks to elucidate the connections
between infrastructure quality, promotion and marketing, government policy, as well as
safety and comfort. Also, it examines how these factors relate to tourist satisfaction, with
perception of local culture and social media serving as moderating variables. The
motivation behind this research is to identify gaps in the existing literature, particularly
those that have not been thoroughly explored across different dimensions affecting tourist
satisfaction. By adopting a holistic approach to the challenges faced by IKN destinations,
this study is expected to provide valuable breakthrough for stakeholders, aiding them in
making informed decisions regarding planning, programs, and implementation in the
tourism sector.
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2. Literature Review and Hypothesis Development

2.1. Tourist Satisfaction

Tourist satisfaction refers to the positive feelings or evaluations experienced by
travelers after visiting a tourist destination (Adinegara et al., 2021). This sense of
satisfaction arises when tourists' expectations regarding the services, facilities, or
experiences encountered during their visit are met or even surpassed. Tourist satisfaction
is typically assessed based on various factors, including service quality, comfort,
reasonable pricing, natural beauty, local culture, and overall experience. Generally, tourist
satisfaction can influence tourists' decisions to return, recommend destinations to others,
or even engage in the promotion of these tourist locations (Auliya & Prianti, 2022; Hung
et al., 2021; Huu et al., 2024). Tourist satisfaction is also closely linked to the level of
loyalty tourists exhibit toward a destination (Qiu et al., 2024). In relation to this study. de
Sousa Saldanha and da Silva (2024), Dewi et al. (2024), Hermawan et al. (2019), Ismail
and Imran (2024), Jumadi et al. (2024). Jusoh et al. (2013), and Tang and Watt (2024)
reveal that tourist satisfaction can be assessed through various factors, including

infrastructure quality, promotion and marketing, government policies, as well as safety

and comfort. These factors can influence satisfaction either directly or indirectly through

perceptions of local culture and social media.

2.2. Infrastructure Quality

Infrastructure quality refers to the effectiveness of physical facilities and systems in
supporting social, economic, and operational activities within a given area. Essential
elements of infrastructure include transportation, utilities (such as water, electricity, and
sewage), communications (including internet and telephone services), and other public
facilities (such as hospitals, schools, and markets). In the study of tourism, Nguyen (2021)
articulates infrastructure quality as the facilities and amenities available at a tourist
destination that enhance visitor comfort, safety, and overall experience. Sufficient
infrastructure in the tourism sector can enhance a destination's appeal, facilitate travel for
tourists, and increase their satisfaction during their stay (Munir et al., 2025). Contextually.
Khadaroo and Seetanah (2008), Kusumaningrum et al. (2023), Sufa et al. (2024), and
Sugiama et al. (2022) explain that the quality of tourism infrastructure—including

facilities, accessibility, and services—significantly influences tourist satisfaction, which,

in turn, can affect loyalty and intentions to return. The first hypothesis is structured as

follows:
H1. Infrastructure quality has an impact on tourist satisfaction.

2.3. Promotion and Marketing

In the business world, promotion and marketing are two interrelated premises that
have slightly different targets (Wichmann et al., 2022). Promotion is a subset of marketing
that focuses primarily on activities designed to boost short-term sales, whereas marketing
encompasses a broader strategy aimed at understanding and fulfilling comprehensive
consumer needs while building long-term relationships within the market. In summary,
marketing emphasizes long-term strategies that foster a deeper understanding of the
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market and cultivate lasting relationships with consumers, while promotion involves the
application of specific techniques to attract attention and drive sales in a short timeframe.
In the realm of tourism, Mohammed (2024) defines promotion and marketing as
efforts aimed at attracting tourists to a destination, maximizing its visibility, and enhancing
the overall tourist experience. Although these two theories are interrelated, they differ in
focus, approach, and timeframe, as previously explained. First, tourism promotion
encompasses a series of activities designed to raise awareness and capture the attention of
potential visitors to a specific destination or product (Olszewski-Strzyzowski, 2022). The
urgency of promotional activities is to generate interest or desire among tourists to visit a
location, whether for leisure, business, or other purposes. These promotions are typically
contemporary and primarily focused on attracting tourist visits. Second, tourism marketing
is associated as a strategic process aimed at understanding the tourist market, developing
products or services that meet the needs of travelers, and efficiently distributing these
offerings (Sofronov, 2019). Marketing in tourism is oriented towards a comprehensive
long-term strategy aimed at building a destination's image and fostering tourist loyalty.
These elements complement each other as key attributes that stimulate tourist visits and
support the transformation of the tourism industry (Magatef, 2015; Sharafuddin et al.
2024; Thai & Sinh, 2025). The second hypothesis is formulated as follows:
H2. Promotion and marketing have an impact on tourist satisfaction.

2.4. Government Policy

Government policies are defined as decisions or actions taken by the government to
achieve certain goals for the benefit of society or the state. These policies can manifest as
regulations, schemes, and initiatives implemented by government officials to organize
various aspects of social, economic, political, and cultural life (Adeniran et al., 2023).
Opverall, government policies play a fundamental role in facilitating a country's transition
and progress (Sarabdeen, 2024). Government policies can be categorized as either short-
term or long-term, depending on the specific issues being addressed and the goals to be
achieved. In topic of tourism, government policies are applied to develop, manage, and
promote the tourism sector (Nugraha et al., 2024; Schonherr et al., 2023; Verduzco
Villasefior et al., 2023). Tourism policy serves as a crucial tool for enhancing the appeal
of tourist destinations, bolstering the national economy, and ensuring the preservation of
the natural and cultural resources that attract visitors. Ke (2024) mentioned several
examples of government policies in the tourism sector, including: (1) the development and
renovation of tourism infrastructure, (2) the promotion and marketing of tourist
destinations, (3) regulations and policies for destination management, (4) the development
of sustainable tourism, (5) visa and licensing access, (6) the empowerment of human
resources, (7) the creation of policies for tourist safety and comfort, (8) attention to local
tourism and tourist villages, (9) the establishment of tourism tariffs and taxes, and (10)
crisis management.

Furthermore, the link between government policies and tourist satisfaction is
significant, as policies actualized by the government automatically affect tourists'
perceptions of the destinations they visit (Asmelash et al., 2019; Esther Garcia-Buades et
al., 2023; Jumaidi et al., 2024; Tran et al., 2018). Well-designed policies can enhance
positive experiences and, in turn, contribute to increased tourist satisfaction. Conversely,
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poorly conceived policies can result in dissatisfaction. Government policies in the tourism
sector that fail to create a conducive environment for tourists—particularly regarding
safety, comfort, service quality, and environmental conservation—can lead to discontent.
Consequently, such dynamics may diminish tourists' interest in visiting certain
destinations. Therefore, tourism policies that focus on enriching experiences are likely to
significantly enhance tourist satisfaction. The third hypothesis is projected as follows:
H3. Government policies have an impact on tourist satisfaction.

2.5. Safety and Comfort

Safety and comfort are two critical pillars in many settings, including tourism. In
tourism mechanisms, for instance, they serve as the driving force behind creating a
positive experience for travelers (OECD, 2020). Safety refers to the protection of
individuals from physical, emotional, or psychological threats or harm (Veale et al., 2023;
Vandeskog, 2024). In the, affairs of tourism, comfort pertains to how individuals feel
comfortable, calm, and free from disturbances or tension (Tian, 2023). Comfort in tourism
encompasses: (1) adequate facilities, (2) friendly and efficient services, (3) a pleasant
environment, and (4) accessibility. Substantively, safety and comfort are closely
interconnected (Gill et al., 2023). When tourists feel safe, they are more likely to
experience comfort. On the other hand, if they feel unsafe, their comfort may be
compromised. For example, concerns about crime or health can render the travel
experience uncomfortable, even if the physical facilities or accommodations at the
destination are exceptional.

In the tourism sector, safety and comfort are key for attracting travelers and creating
valuable experiences that encourage repeat visits. Travelers who feel secure and at ease
are more likely to leave positive reviews, recommend the destination to others, and
become loyal customers (Apriyanti et al., 2024). Technically, the government and the
tourism industry must collaborate to ensure that tourist destinations have a robust
ecosystem that maintains both physical and digital safety while providing comfort for
visitors. This collaboration is crucial for fostering an environment conducive to enjoying
vacation time. Safety and comfort are not only benchmarks in the travel experience but
also basic points that foster trust and enhance tourist satisfaction with the chosen
destination or service (Dai et al., 2020; Setiawan et al., 2020; Si et al., 2024). The fourth
hypothesis is assumed as follows:

H4. Safety and comfort have an impact on tourist satisfaction.

2.6. Perception of Local Culture

Fan et al. (2023) and Linderova et al. (2021) suggest that perceptions of culture
influence how tourists interact with local communities and, conversely, how local
communities respond to the presence of tourists. In tourism terminology, the perception
of culture is shaped by two things: (1) the perspective of tourists and (2) the perspective
of local communities. First, from the perspective of tourists. Many tourists perceive local
culture as exotic and intriguing. They seek to experience the “authenticity” of local
traditions, including food, dance, clothing, and customs. Local culture is sometimes
oversimplified or misunderstood. For example, Balinese culture is often reduced to its
dances and temples, despite its much greater complexity. Many modern travelers,
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especially those interested in ecotourism or culture-based tourism, value direct interaction
with communities and the preservation of traditional cultural practices. Second, from the
perspective of local communities, tourism can foster a sense of pride in their culture as it
garners attention and appreciation from outsiders. Nevertheless, there is concern that
culture may become a “commodity,” adapted or commercialized to cater to tourists'
preferences, which can dilute its original significance. The influx of tourists can impact
the values, lifestyles, and languages of local communities, both positively and negatively
(Alamineh et al., 2023; Malik et al., 2023; Surata et al., 2024).

Satrya et al. (2024) revealed that local culture plays a vital position, as tourists often
seek authentic experiences and engage with local values. This is where perception of local
culture becomes significant. Travelers who have a positive perception of local culture are
likely to be more tolerant of infrastructure deficiencies, and vice versa (Angelin et al.,
2020; Marlina et al., 2024). Adequate infrastructure facilitates a seamless travel
experience, allowing tourists to enjoy their journeys without logistical obstacles. For
instance, consider two travelers who have similar experiences with local infrastructure.
One traveler perceives the local culture as unique and welcoming, while the other does not
share this view. Those who appreciate the local culture may feel more satisfied overall due
to positive emotional and cultural experiences, which can make infrastructure deficiencies
more infrastructure enables tourists to travel without encountering logistical challenges
(Rizaldi et al., 2024).

Tourism promotion and marketing play a crucial role in attracting visitors to a
destination. Yet, the level of satisfaction experienced by tourists after their visit can
depend on the alignment between their expectations—shaped by promotional efforts—
and the reality they encounter, particularly regarding local culture. When tourists hold a
positive perception of local culture, marketing campaigns that emphasize the potential of
these cultural experiences are more likely to enhance overall satisfaction (Rasoolimanesh
et al., 2021). The information conveyed through promotional materials sets expectations;
when these expectations align with reality, tourists tend to feel satisfied. For instance,
promotions often promise local cultural experiences. Tourists who genuinely appreciate
and value local culture are likely to feel satisfied when these expectations are fulfilled,
whereas those who are indifferent to cultural aspects may not be significantly impacted by
such elements (Marlina et al., 2024).

Government policies in the tourism sector—such as destination management,
regulation, infrastructure investment, and cultural preservation programs—have major
implications for shaping the tourist experience. Moreover, the policy implementation of
these policies does not automatically ensure tourist satisfaction. This is where the
perception of local culture becomes crucial. Travelers who believe that the local culture is
preserved, respected, and integrated into policies tend to be more satisfied, as they seek
not only to enjoy the physical beauty of a destination but also to engage in enriching
cultural experiences (Ji et al., 2023; Zhang et al., 2019). Public policies determine a
destination's facilities, safety, accessibility, and convenience, all of which directly affect
tourist satisfaction. Two destinations with similar policy landscapes can yield different
levels of satisfaction based on how tourists perceive the local culture. If the local culture
is viewed as attractive, respected, and preserved, the impact of policy is more profoundly
felt.
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In travel, safety and comfort are fundamental needs for tourists. Without a sense of
safety or comfort, tourists are likely to feel dissatisfied, even if the destination is visually
appealing (Smith, 2015; Smith & Puczko, 2008). The perception of local culture can
significantly influence this satisfaction, either strengthening or undermining it. When
tourists perceive the local culture as welcoming, open, and engaging, they may feel more
at ease, even in less-than-ideal conditions. If tourists feel safe, relaxed, and supported by
available facilities, they are more likely to report higher levels of satisfaction (Mouratidis
et al., 2023; Zou & Yu, 2022). Positive perception of local culture can serve as either a
buffer or a booster (Wardekker et al., 2023). Even when safety and comfort are not
optimal, strong and cherished cultural values can still leave a favorable impression
(Cooper, 2001).

This study attempts to connect infrastructure quality, promotion and marketing,
government policy, and safety and comfort to tourist satisfaction, with the perception of
local culture serving as a moderating factor. The scenario for hypothesis five is written as
follows:

H5a. Perception of local culture moderate the relationship between infrastructure quality
on tourist satisfaction.

HSb. Perception of local culture moderate the relationship between promotion and
marketing on tourist satisfaction.

HS5c. Perception of local culture moderate the relationship between government policy on
tourist satisfaction.

HS5d. Perception of local culture moderate the relationship between safety and comfort on
tourist satisfaction.

2.7. Social Media

Social media refers to internet-based platforms or services that enable users to create,
share, and interact with content while communicating with other users online (Aichner et
al., 2021). It facilitates the exchange of information, ideas, personal interests, and various
forms of self-expression, including text, images, video, and audio. In the context of
tourism, social media has emerged as a contemporary theme, where tourists not only travel
but also scroll, post, and share their experiences. Elnur and Akgiin (2024) explain that
social media has become a significant aspect of the travel experience itself. According to
Aftab and Khan (2019), there are five primary functions of social media in tourism. First,
it serves as a source of inspiration and information. Many individuals seek destination
ideas from platforms such as Instagram, TikTok, YouTube, Facebook, and travel blogs.
Second, social media acts as a promotional tool for destinations. Governments, travel
agencies, and local entrepreneurs actively promote their offerings through visual content,
and promotional strategies involving influencers have proven to be effective. Third, it
provides review and evaluation platforms. Travelers often consider the experiences of
others and typically consult reviews on various social media platforms before making
decisions. Fourth, social media plays a crucial role in building destination branding. The
popularity and image of a tourist spot can be enhanced through viral content. Fifth, it
fosters direct interaction and engagement. Social media enables two-way communication
that is more interactive, allowing travelers to share their experiences, which helps others
verify the authenticity and accuracy of those experiences for guidance.
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According to Wilopo and Nuralam (2025), tourist satisfaction is influenced by the
integration of physical aspects, such as infrastructure, and digital aspects, such as social
media. Tourist satisfaction is closely linked to the perceptions and experiences of
contemporary travelers. The quality of infrastructure—including roads, transportation,
public facilities, and services—plays a crucial role in determining the level of comfort and
overall satisfaction of tourists (Munir et al., 2025). In the digital age, social media also
significantly shapes tourists' perceptions and experiences, often even before they arrive at
a destination (Sharma, 2022). Various discussions indicate that social media can reinforce
or even alter how tourists perceive the guality-ofinfrastructure quality (Song & Wondirad,
2023; Wang & Yan, 2022). For instance, when there is a substantial amount of positive
content about a location on social media, tourists may feel satisfied even if the
infrastructure is not flawless, as their expectations have been content. High-quality
infrastructure provides comfort and safety, which directly impacts tourist satisfaction
(Eliza et al., 2023; Qin et al., 2025). To mitigate uncertainty, tourists often turn to social
media to compare options, explore destinations, and better manage their expectations.
Positive reviews can enhance tourist satisfaction, even when the guality-ofinfrastructure
quality is merely average.

Today, promotion and marketing are essential components in attracting the attention
of potential tourists and shaping their expectations of a destination. In short, social media
has emerged as a key channel for disseminating promotional messages (Kujala et al.,
2017). The effectiveness of these promotions is often heavily influenced by how travelers
engage with and interpret social media—whether they access reviews, visual content,
influencers, or interact with destinations through these platforms (Hossain et al., 2024).
Even if a promotional strategy is well-crafted, its impact on tourist satisfaction can be
affected by the role of social media as a bridge between expectations and actual
experiences. Informative and appealing promotions can create positive expectations. If
these expectations are exceeded, tourists are likely to feel satisfied. Travelers who are
active on social media often seek out reviews, testimonials, or visuals that can shape their
decisions and expectations. Thus, promotions supported by social media can have a more
substantial impact on overall satisfaction.

The spillover effects of government policies in the tourism sector are frequently
observed, interpreted, and disseminated through social media. Social media serves as a
communication bridge between the government and tourists, functioning both as an
information tool and as a platform for assessing and expressing opinions on policies. This
indicates that social media can either enhance or diminish the impact of policies on tourist
satisfaction, depending on how these policies are communicated and perceived in the
digital realm. Policies that favor tourists are likely to enhance their experiences and
satisfaction (Velmurugan et al., 2021). When social media portrays positive narratives
about policy implementation, tourists tend to feel satisfied and confident, but if negative
narratives arise—such as unfavorable comments from netizens or viral videos highlighting
complaints—the positive effects of the policy may diminish or go unrecognized.

Safety and comfort are two critical reasons that shape positive traveler experiences
(Velmurugan et al., 2021; Wong & Lai, 2022). In today's digital age, perceptions of safety
and comfort are increasingly shaped and disseminated through social media. Many
travelers seek destination information from reviews, video content, and testimonials on
these platforms before making their travel decisions. Social media can enhance or even
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alter the relationship between actual experiences (safety and comfort) and travelers'
overall satisfaction. Travelers who feel safe and comfortable during their trips are more
likely to report high levels of satisfaction, as they perceive their basic needs to be met
(Hussain et al., 2024). Positive content, such as numerous favorable reviews and
testimonials highlighting comfort and safety, reinforces tourist satisfaction. Conversely,
negative content can diminish perceptions, even if the actual experience was relatively
positive. Travelers who frequently rely on social media as a reference point tend to be
more influenced by digital portrayals than by real-life experiences (Rahjasa et al., 2024).
This study examines the relevance among tourist satisfaction and factors such as
infrastructure quality, promotion and marketing, government policies, and safety and
comfort, with social media serving as a moderating variable. The sixth hypothesis is
proposed below:
Ho6a. Social media moderates the relationship between infrastructure quality on tourist
satisfaction.
H6b. Social media moderates the relationship between promotion and marketing on
tourist satisfaction.
Ho6c. Social media moderates the relationship between government policy on tourist
satisfaction.
Héd. Social media moderates the relationship between safety and comfort, on tourist
satisfaction.

3. Materials and Methods

3.1. Framework and Variables

For the record, four variables—namely, (1) infrastructure quality, (2) promotion and
marketing, (3) government policy, and (4) safety and comfort—are classified as
independent variables. Additionally, two variables—(1) perception of local culture and (2)
social media—have been redefined as moderating variables within the interaction
relationship. Tourist satisfaction serves as the dependent variable.

Perception of local
culture
(H58, H5b, H5¢, H5d)

Infrastructure

Tourist.
satisfaction
Government
policy
(H3) !
!
!
'

1
|
Safety and XA ]
comfort \A T/
(Ha) V4
N
Socialmedia
(H6a, HEb, Hec,
Héd)

Figure 1. Study framework.
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This study is set to predict the variables that are relevant to tourist satisfaction in IKN
and to explore how the relationships between these variables can be moderated. Based on
the majority of the articles reviewed in the literature, tourist satisfaction is influenced by
factors such as infrastructure quality, promotion and marketing, government policy, and
safety and comfort. Then, the articles examine the interactions between independent
variables (infrastructure quality, promotion and marketing, government policy, and safety
and comfort) and moderating variables (perception of local culture and social media) in
their impact on the dependent variable (tourist satisfaction). The framework is illustrated
in Figure 1.

Operationally, the seven variables mentioned above have distinct interpretations.
First, infrastructure quality pertains to the condition of roads, public transportation,
accommodation facilities, and tourist attractions (Amira et al., 2021). Second, promotion
and marketing encompass various promotional activities, including advertising
campaigns, special events, and collaborative programs with travel agents (Florido-
Benitez, 2024; Hecan, 2023; Soualah et al., 2021). Third, government policies refer to
regulations that support tourism, such as standardization, subsidy initiatives, and cultural
preservation efforts (Musliha & Adinugraha, 2022). Fourth, safety and comfort relate to
the level of safety at the destination, which includes social security, political stability, and
the overall comfort of daily activities in the area (Wretstrand et al., 2014). Fifth, the
perception of local culture is defined as the tourists' connection to the local culture, which
encourages them to visit for longer durations or more frequently (Cicerchia, 2022;
Machzumy et al., 2024). Sixth, social media serves as a powerful tool that influences how
information about destinations is disseminated and received by tourists (de Oliveira &
Baracho, 2018). Seventh, tourist satisfaction assesses the level of contentment experienced
by visitors regarding local services, infrastructure, and culture at the destination (Cossio-
Silva et al., 2019; Meng et al., 2008). The variables, indicators, and statement units
examined are summarized in Table 1.

Table 1. Study variables.

Variables Indicators (code) Statements
Infrastructure Conditions of roads Access roads to tourist destinations are
quality IQ1) well built
Public transportation ~ Public transportation services to tourist
1Q2) destinations are accessible
Accommodation Tourist accommodation facilities such as
facilities (1Q3) hotels, motels, homestays, and the like can
be found
Supporting Supporting accommodations include

Promotion and
marketing

accommodation (1Q4)
Tourist attractions
(IQ5)

Advertisement (PM1)
Website (PM2)

Event (PM3)
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adequate restaurants, cafés, guides, tour
operators, and tour package services
For me, tourist attractions are able to
present a festive atmosphere

I am influenced by the advertisements
offered

Website about tourist destinations is clearly
illustrated

Professionalism of tour operators in
planning, organizing, and actualizing
cultural festivals, arts and performances,
music, culinary, and exhibitions
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Government
policy

Safety and
comfort

Perception of local
culture

Social media

Tourist
satisfaction

Destination branding

(PM4)

Standardization (GP1)

Subsidies (GP2)

Culture preservation

(GP3)

Physical safety (SC1)

Legal security (SC2)
Health safety (SC3)
Digital security (SC4)
Clarity of instructions
and service

friendliness (SC5)
Pleasant environment

(SC6)

Accessibility (SC7)

Exoticism and
attraction (PLC1)

Cultural originality

(PLC2)

Friendliness of local
people (PLC3)

Access to information

(SM1)

Tourism content
attraction (SM2)
Affirmation (SM3)

Literacy sources

(SM4)

Destination brand
awareness (SM5)
Expectation alignment

(SM6)

Service readiness

(TS1)

Information received

(TS2)
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This destination branding has a unique and
consistent appeal between online
promotion and on-the-ground experience
Tourism destinations have protocols in
accordance with CHSE (Clean, Health,
Safety, and Environment) certification
The government provides transportation
subsidies (tour voucher, entry pass, and
other discounted transportation fares) to
tourist destinations

Tourism community involvement in
destination development

Supervision of traffic arrangements,
emergency facilities, natural disasters, and
violence

Involves legal safeguards that ensure that
travelers' rights can be respected

Create adequate medical facilities

for handling health threats

Involves the protection of personal data
and sensitive information (traveler privacy)
Hospitality of staff at tourist destinations
during check-in, check-out, and prioritizing
intense customer service

Tourist destinations are located in areas
that are quiet, clean, free from pollution,
noise, and excessive crowds

Easy access to transportation and other
services (including for disabled travelers)
I find the local culture (food, dance,
clothing and customs) exotic and
interesting

Value direct interaction with indigenous
people and cultural practices through
authentic experiences

Openness of the community to accept and
respect differences in culture, language,
and dress of tourists

T use various social media to search for
destination information

Visual aesthetics and storytelling of
attractive tourist destination content
Confidence in the recommendation of
tourism celebrities (celebgrams,
influencers, and travel vloggers)

I rely on social media for trip planning

Social media helps introduce the identity of
tourist destinations

There is a match between expectations and
experiences when traveling

Service of officers, tour guides, and the
surrounding community with a friendly,
informative, and professional attitude
Information on admission prices, food,
souvenirs, and other services with the
quality received is quite appropriate
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Intentions and I would like to revisit this destination in the
recommendations future and recommend it to friends and
(TS3) family

According to the operational definition, seven observed variables were delineated.
The total number of indicators consists of thirty-one items. The infrastructure quality
variable includes five indicators, the promotion and marketing variable contains four
items, the government policy variable consists of three indicators, the safety and comfort
variable encompasses seven indicators, the perception of local culture variable has three
indicators, the social media variable comprises five indicators, and the tourist satisfaction
variable is derived from four indicators.

3.2. Data Collection and Participants

Primary data were collected through face-to-face interviewssurveys. The interviews
surveys involved distributing questionnaires to participants. The data collection period for
the questionnaires was at the end of December 2024. The interview-survey questionnaire
censistedcomprised of epenclosed-ended statements related—pertaining to variable

indicators. Closed questions were chosen to maintain the confidentiality of the responses,
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including the identities of the participants. In other words, not all parties have access to

the survey questions, as the information provided by participants is private. Also, surveys

that include closed-ended questions can enable participants to articulate the reasons behind

their choices while upholding their rights and adhering to ethical approval. Responses
were measured using a Likert scale, which categorized attitudes into five options: 5 -
completely agree, 4 - agree, 3 - neutral, 2 - disagree, and 1 - completely disagree. The
sample was determined using simple random sampling (SRS), ensuring that each

participant had an equal chance of being selected. SRS is utilized in survey data collection
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to ensure that every participant in the population has an equal chance of being selected.

This method reduces potential bias and enhances the representativeness of the sample.

According to Bhardwaj (2019) and Noor et al. (2022), SRS is particularly appropriate
when the population under study exhibits relatively homogeneous characteristics.

allowing for the application of valid inferential statistical analyses. The methodology for

approaching respondents in SRS-based surveys follows a systematic sequence that

includes: (1) establishing a clear and comprehensive population list (sampling frame

conducting random sample selection, (3) compiling a list of selected respondents, (4)

conducting interviews in person (face-to-face), and (5) prioritizing ethical considerations

in participation. The Finite Population Correction (FPC) formula was employed in this
tourism management research (Beaman et al., 2024). The FPC formula is expressed as
follows:

_ N+*Z2+p*(1-p)
m = R D +22+p-(-1) @

where; n = sample size, N = population size, Z = 95% confidence level with Z score =
1.96, p = proportion in the population (0.5), and E = acceptable margin of error (0.05).

The population data indicates that there are 72,108 tourists visiting IKN destinations.

Given this population size, the sample is calculated as follows:
_ 72,108 * (1.96)% * 0.5 * (1 — 0.5)
n= 0.052 % (72,108 — 1) + (1.96)% * 0.5 * (1 — 0.5) (2)
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72,108 (3.841 * 0.05 * 0.05) 3)

T (0.0025 * 72,107) + (3.841 * 0.5 % 0.5)
72,108 » 0.960

= 72108+0960 4
180.267 + 0.960 ®
69,223.68

 181.267 ®)

n = 381.89 6)

The participants comprised tourists visiting three IKN destination locations: (1) Titik
Nol Nusantara, (2) Taman Kesuma Bangsa, and (3) Memorial Park. The sample included
382 tourists (rounded up), As is well known, these three destinations are intact and form a

cohesive unit due to their proximity. Both the, Titik Nol Nusantara, Taman Kesuma

Bangsa, and Memorial Park comprise a comprehensive tour package organized by the tour

manager. The satisfaction levels of 382 tourists surveyed regarding the factors influencing

their experience were assessed in a single location. The criteria for the sample targeted
domestic tourists from various age groups, including Baby Boomers, Generation X (Gen
X), Generation Millennials (Gen Y), and Generation Zoomers (Gen Z).

3.3. Analysis Method

This study employs a quantitative method known as Moderated Regression Analysis
(MRA). The MRA technique utilizes the PROCESS Macro within SPSS software to
extract and tabulate primary data. The basic equation for the MRA method is expressed as
follows:

Y = Bo+ BiX + BoM+ B3 (X + M) + & (O]

where; Y = dependent variable, X = independent variable, M = moderator variable, £y =
intercept, f; = coefficient of direct effect of X on Y, B> = coefficient of M, f; = interaction
coefficient (moderation effect), X * M = interaction between X and M, and ¢ = residual.

The MRA method was employed to examine two linkages: the partial relationship
between infrastructure quality, promotion and marketing, government policy, and safety
and comfort in relation to tourist satisfaction. The first equation representing the partial
relationship among these variables is organized as follows:

TS = Bo + L11Q + B.PM + B3GP + B,SC + & ®)

where; TS = tourist satisfaction, /Q = infrastructure quality, PM = promotion and
marketing, GP = government policy, SC = safety and comfort, 5y = intercept, 1, B2, B3, P+
= coefficient of direct effect of /Q, PM, GP, and SC on TS, and ¢; = residuals in the first
model.

Furthermore, the relationship between perception of local culture and social media
serves as a moderating variable in the connection between infrastructure quality,
promotion and marketing, government policies, and the safety and comfort to tourist
satisfaction. The following equation outlines the moderating relationship among these
variables:

TS = fo + f11Q + BsPLC + Bs(1Q * PLC) + ,PM + BsPLC + B,(PM * PLC) +

BsGP + BsPLC + Ba(GP * PLC) + B,SC + BsPLC + Bo(SC * PLC) + &, 9)

where; TS = tourist satisfaction, /Q = infrastructure quality, PM = promotion and
marketing, GP = government policy, SC = safety and comfort, PLC = perception of local
culture, By = intercept, B, B2, fs, s = coefficient of direct effect of /Q, PM, GP, and SC
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on T, fs = regression coefficient of PLC, fs, 57, fs, Bo = coefficient between IQ, PM, GP,
and SC with PLC, and &,= residuals in the second model.

TS = Bo + B1IQ + 1oSM + B11(IQ * SM) + B,PM + B1oSM + B1,(PM * SM) +

B3GP + B1oSM + By3(GP % SM) + B,SC + B1oSM + B14(SC * SM) + &, 10)
where; TS = tourist satisfaction, /Q = infrastructure quality, PM = promotion and
marketing, GP = government policy, SC = safety and comfort, SM = social media, Sy =
intercept, S, B, B3, fs = coefficient of direct effect of /Q, PM, GP, and SC on TS, S =
regression coefficient of SM, S0, fi1, P12, P13 = interaction coefficient between 1Q, PM,
GP, and SC with SM, and &;= residuals in the third model.

Two outputs of the MRA method are the questionnaire data feasibility test and
hypothesis testing. First, the data feasibility test refers to the validity test, reliability test,
and relationship strength test. The validity test is determined using the corrected item-total
correlation (7). The ri; value is compared to the r-table value of 0.132. If the r; is greater
than the r-table, the questionnaire data is considered valid; conversely, if it is less, the data
is deemed invalid. Next, the reliability test is verified using Cronbach's Alpha (a). To
detect whether the questionnaire data is reliable, it is compared to a threshold value of o
set at 0.7. If the a value exceeds 0.7, it is concluded that the reliability of the questionnaire
data is consistent; otherwise, it is not. The power test evaluates the extent of influence that
the independent and moderating variables have on the dependent variable. The coefficient
of determination (R?) is used to assess the strength of the relationship between variables.
The five parameters and their interpretations for R? are described below: (1) 0-0.19 = the
model barely explains the dependent variable; (2) 0.2—0.39 = low explanation/small effect;
(3) 0.4-0.59 = moderate explanation/adequate model; (4) 0.6—0.79 = the model explains
most of the variation in the dependent variable; and (5) 0.8—1 = an excellent model that
effectively explains the dependent variable. Second, hypothesis testing relies on critical
values. The comparison of hypotheses involves the beta coefficient (f) and the evaluation
of t-statistics against the t-distribution table (t-critical = 1.96). The procedure for
generating hypotheses is as follows:

e If B is positive and the t-statistics > t-critical, then the alternative hypothesis (H,) is

accepted;
e Iffis negative and the t-statistics < t-critical, then the alternative hypothesis (H,) is
rejected.
4. Results

4.1. Demographic Profile

In this session, the demographic profile of participants, specifically tourists, based on
gender, age, marital status, educational background, occupation, average monthly income,
place of residence, and frequency of visits. The study focused on 382 tourists who visited
IKN destinations in 2024. There are various characteristics based on tourist demographics.
Referring to Figure 2, the majority of tourists are female, comprising 55% (n =209), while
male tourists account for 45% (n = 173). Tourists' ages are classified into four generations:
Baby Boomers (born approximately 1946—-1964), Gen X (born approximately 1965—
1980), Gen Y (born approximately 1981-1996), and Gen Z (born approximately 1997—
2012). Figure 3 shows that the majority of tourists belong to Gen Y, representing 51% (n
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= 195), while 27% are from Gen X (n = 102), 16% are Baby Boomers (n = 61), and 6%
are from Gen Z (n = 24).

Visually, Figure 4 illustrates the characteristics of tourists based on marital status. A
total of 56% of tourists are single (n = 214), 36% are married (n = 136), and 8% are
divorced (n = 32). Figure 5 describes the identities of tourists based on their educational
backgrounds. The education referenced pertains to certified formal education. University
graduates include those with diplomas, master's degrees, and doctorates. Among the 382
tourists surveyed, 49% were high school graduates (n = 185), 41% were university
graduates (n = 157), 8% were junior high school graduates (n = 31), and 2% were
elementary school graduates (n =9).

Figure 2. Tourist characteristics by gender.

Gen baby
boomers
16%

Figure 3. Tourist characteristics by age.

Figure 4. Tourist characteristics based on marital status.
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Figure 5. Tourist characteristics based on education background.
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Figure 6. Tourist characteristics based on occupation.
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Figure 7. Tourist characteristics based on income.
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Figure 6 confirms that 30% of tourists are government employees (n = 113), 24% are
entrepreneurs (n = 81), 17% are private employees (n = 64), 15% are educators (n = 58),
9% are bankers (n = 34), 4% are researchers (n = 17), 3% are not yet working or are still
in school (n = 10), and 1% are engineers (n = 5). Average monthly income is measured in
Indonesian Rupiah (IDR). Figure 7 highlights the nominal average monthly income of
tourists, showing that 39% have an average income between IDR 4,500,000-IDR
5,499,999 (n = 149), 20% earn less than IDR 3,500,000 (n = 76), 18% have an average
income between IDR 3,500,000-IDR 4,499,999 (n = 68), 13% earn more than IDR
6,500,000 (n = 50), 7% have an average income between IDR 5,500,000-IDR 6,499,999
(n=29), and 3% have no income because they are still students (n = 10).

1 time
25%

Figure 9. Tourist characteristics based on frequency of visits.

The tourists interviewed-surveyed were domestic travelers, specifically Indonesian
tourists. For the purposes of this study, the participants are categorized into two groups:
those residing in the vicinity of IKN (Kalimantan Island) and those living outside IKN
(including Papua, Maluku, Bali, Nusa Tenggara, Sulawesi, Java, and Sumatra). Figure 8
informs that 57% of the tourists originated from the IKN region and its surroundings (n =
217), while 43% came from outside IKN (n = 165). The frequency of visits is reflected by
the arrival rate to IKN destinations throughout 2024 (see Figure 9). More than half of the
tourists, or 56%, reported having visited IKN destinations twice (n = 213). A quarter of
the participants, or 25%, made a single visit (z = 97), and 19% of tourists indicated that
they had visited IKN destinations three times (n = 72). This suggests that the frequency of
visits to IKN destinations is still predominantly influenced by regional tourist arrivals in
2024.

4.2. Data Eligibility Test

The feasibility of questionnaire data is assessed through three key steps: (1) validity
testing, (2) reliability testing, and (3) relationship strength testing. The process begins with
validity testing for all variable indicators, utilizing corrected item-total correlation. The
minimum standard for validity is based on an r-table (r-table = 0.132). Next, reliability is
evaluated for each variable using Cronbach's Alpha, with a standard threshold of 0.7 (o =
0.7). Finally, the strength of the relationships within the study model is examined using
the coefficient of determination (R?). The results of these three tests assessing the
feasibility of the questionnaire data are presented in Table 2.
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From Table 2 below, all indicators for each variable are deemed valid (r;; > 0.132).
The following is a comparison of the highest and lowest 7;; values, organized by variable.
First, in the category of infrastructure quality, IQ5 (i = 0.450) is the indicator with the
highest correlation score, while 1Q3 (7, = 0.410) has the lowest score. Second, for
promotion and marketing, PM2 (r;; = 0.720) is the indicator with the highest correlation
score, whereas PM4 (r;; = 0.566) has the lowest correlation score. Third, is government
policy, GP3 (ri; = 0.713) is the indicator with the highest correlation score, while GP2 (r;
= 0.686) has the lowest correlation score. Fourth, regarding safety and comfort, SC4 (r; =
0.742) is the indicator with the highest correlation score, and SC7 (7 = 0.440) is the
indicator with the lowest correlation score. Fifth, in terms of perception of local culture,
PLC3 (ri = 0.447) is the indicator with the highest correlation score, while PLC2 (7; =
0.399) has the lowest correlation score. Sixth, is social media, SM4 (r; = 0.681) is the
indicator with the highest correlation score, whereas SM6 (ri; = 0.458) has the lowest
correlation score. Seventh, is tourist satisfaction, TS2 (7, = 0.762) is the indicator with the
highest correlation score, while TS3 (7;, = 0.671) has the lowest correlation score.

Table 2. Validity, reliability, and strength of relationship.

Variables Indicators Correlation Cronbach’s R?
Alpha
Infrastructure quality 1Q1 0.413
1Q2 0.448
1Q3 0.410 0.783
1Q4 0.413
1Q5 0.450
Promotion and marketing PM1 0.631
PM2 0.720
PM3 0.619 0.867
PM4 0.566
Government policy GP1 0.705
GP2 0.686 0.911
GP3 0.713
Safety and comfort SC1 0.619
SC2 0.572
SC3 0.558
SC4 0.742 0.865
SCs 0.683
SC6 0.618
SC7 0.440
Perception of local culture PLC1 0.426
PLC2 0.399 0.758 0.893
PLC3 0.447
Social media SM1 0.515
SM2 0.514
SM3 0.521
SM4 0.681 0.841 0.929
SM5 0.521
SM6 0.458
Tourist satisfaction TS1 0.709
TS2 0.762 0.902 0.746
TS3 0.671
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Statistically, there is internal consistency (homogeneity) among the indicators used
to form the variables. The analyzed variables are deemed reliable, as the Cronbach's Alpha
values exceed the acceptable threshold (a > 0.7). Below is the ranking of Cronbach's Alpha
values from highest to lowest for each variable: government policy (a = 0.911), tourist
satisfaction (a = 0.902), promotion and marketing (a = 0.867), safety and comfort (a0 =
0.865), social media (a = 0.841), infrastructure quality (o = 0.783), and perception of local
culture (o = 0.758).

The strength of the relationships among variables is assessed using the R?to evaluate
both direct relationships (without moderation) and those that include moderation effects.
In the first model, the coefficient of determination (R? = 0.746) indicates that 74.6% of
tourist satisfaction is formed by infrastructure quality, promotion and marketing,
government policy, and safety and comfort. This means that variations in these factors
account for 74.6% of the variance in tourist satisfaction, while the remaining 25.4% is
attributed to other factors not included in the model. In the second model, the coefficient
of determination (R?= 0.893) reveals that tourist satisfaction is significantly influenced by
infrastructure quality, promotion and marketing, government policy, and safety and
comfort, with the added moderation of perception of local culture. The variation in the
tourist satisfaction model, moderated by perception of local culture, reaches 89.3%,
highlighting an additional dimension not emphasized in the second model. In accordance
with the second model, the coefficient of determination (R? = 0.929) in the third model
indicates that tourist satisfaction is formed by infrastructure quality, promotion and
marketing, government policy, and safety and comfort, with social media acting as a
moderating factor. This implies that 92.9% of the variability in tourist satisfaction can be
attributed to these factors, demonstrating the strong predictive power of the third model.
Contrarily, 7.1% of the variability remains unexplained by the aforementioned factors,
even with social media's moderation, indicating that the third model possesses very good
predictive power. The remaining 7.1% represents the unexplained variance that cannot be
accounted for by infrastructure quality, promotion and marketing, government policy, and
safety and comfort, even when moderated by social media.

4.3. Hypothesis Testing

This study aims to conduct hypothesis testing to examine the direct influence of
infrastructure quality, promotion and marketing, government policy, and safety and
comfort on tourist satisfaction. Additionally, it seeks to investigate the interaction effects
of these variables, moderated by perception of local culture and social media, on tourist
satisfaction. The steps in hypothesis testing are evaluated using S and t-statistics.
Specifically, the t-statistics in hypothesis testing are compared to a t-critical value of 1.96.
The results of the hypothesis testing for both direct effects and interaction effects are
presented in Tables 3 and 4.

Table 3. Direct influence between variables.

Hypotheses (lingkages) Beta t Sig. (p) Std.error  Supported
Hl IQ-—>TS -0.060  -1.682 0.105 0.856 No
H2 PM—TS 0.375 2.494 0.000 0.047 Yes
H3 GP—-TS 0.388 3.238 0.006 0.096 Yes
H4 SC—-TS 0.133 2.332 0.022 0.051 Yes
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Empirical results regarding partial relationships reveal four findings. First,
infrastructure quality has a negative-not significant effect on tourist satisfaction (f = —
0.060; t=—-1.682). Second, promotion and marketing exert a positive-significant effect on
tourist satisfaction (# = 0.375; ¢t = 2.494). Third, government policy has a positive-
significant effect on tourist satisfaction (f = 0.388; ¢ = 3.238). Fourth, safety and comfort
also have a positive-significant effect on tourist satisfaction (f = 0.133; ¢ =2.332).

As a side note, Eempirical results regarding the first moderation relationship revealed

several findings. First, the infrastructure quality, when moderated by perception of local
culture, has a negative-not significant effect on tourist satisfaction (5 =-0.028; r=-0.071).
Second, perception of local culture positively-significantly moderates the relationship
between promotion and marketing on tourist satisfaction (f = 0.164; ¢ = 3.545). Third,
perception of local culture also positively-significantly moderates the relationship
between government policy on tourist satisfaction (8 = 0.169; ¢ = 2.827). Fourth,
perception of local culture positively-significantly moderates the relationship between
safety and comfort on tourist satisfaction (8 = 0.058; t=2.177).

Table 4. Effect of interaction between variables.

Hypotheses (lingkages) Beta t Sig. (p) Std.error  Supported
HS5a 1Q«PLC —TS -0.028  -0.071 0.944 0.396 No
HS5b  PM«PLC — TS 0.164 3.545 0.000 0.049 Yes
H5¢ GP+PLC—TS 0.169 2.827 0.005 0.063 Yes
H5d SC«PLC —TS 0.058 2.177 0.029 0.028 Yes
H6a 1Q+«SM —TS -0.019  -0.070 0.944 0.269 No
H6b PM:SM — TS 0.117 3.320 0.001 0.035 Yes
H6c GP:+SM—TS 0.122 2.709 0.006 0.044 Yes
H6d SC«SM — TS 0.041 2.122 0.033 0.019 Yes

Meanwhile, in other moderation relationships, four key findings emerged. First, the
infrastructure quality, when moderated by social media, has a negative-not significant
effect on tourist satisfaction (f = —0.019; ¢ = —0.070). Second, social media positively-
significantly moderates the relationship between promotion and marketing on tourist
satisfaction (f = 0.117; ¢ = 3.320). Third, social media positively-significantly moderates
the relationship between government policy on tourist satisfaction (f = 0.122; ¢ = 2.709).
Fourth, social media positively-significantly moderates the relationship between safety
and comfort on tourist satisfaction (f = 0.041; r =2.122).

5. Discussion

Based on statistical case studies, it can be inferred that promotion and marketing

government policy, and safety and comfort can enhance tourist satisfaction by 37.5%,

38.8%., and 13.3%, respectively. Nonetheless, the infrastructure quality reduces tourist

satisfaction by 6%. In the scope of tourism, the relationship between infrastructure quality,
promotion and marketing, government policy, and safety and comfort on tourist
satisfaction, as evidenced by numerous scientific works from across objects. This
investigation highlights the interconnectedness of these factors. Sugiama et al. (2022)
demonstrated that the quality of tourism infrastructure—reflected in accommodation,
accessibility, and amenities—positively correlates with tourist satisfaction in forest
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tourism in Tasikmalaya Regency, Indonesia. Blazeska et al. (2018) underlined that the
continuous enhancement of tourism infrastructure can elevate tourist satisfaction in Ohrid
City, Republic of Macedonia. Munir et al. (2025) identified that reliable infrastructure
positively impacts tourist satisfaction in Khyber Pakhtunkhwa Province, Pakistan. These
three findings contradict the results of this study, which demonstrate that infrastructure

quality negatively impacts tourist satisfaction. In other words, the H1 is rejected.

In the case of Valencia City, Philippines, effective marketing strategies, including
promotions, have been shown to enhance tourist satisfaction and encourage visitors to
advocate for the destination (Aranas et al., 2024). Rahayu et al. (2024) found that
promotional activities positively influence tourist satisfaction at historical attractions in
South Sumatra Province, Indonesia. Elements of the marketing mix and the destination
image significantly affect tourist satisfaction at Galunggung Shelter, Indonesia (Alam et
al., 2025)._The three bodies of literature that connect the relationship between promotion

and marketing to tourist satisfaction align with the H2.
Cardenas-Garcia et al. (2016) examined the extent to which tourist satisfaction
impacts tourism expenditure in emerging destinations in Andalusia, Spain. The results

indicated a correlation between tourist satisfaction and tourism expenditure at the
destination. Through a multiperspective approach, Nguyen et al. (2023) discovered that
interaction and service quality collectively impact international tourist satisfaction in
Vietnam. Both references also support the H3.

Research by Li and Nuangjamnong (2023) showed that tourists' perceptions of safety
measures significantly influence their satisfaction and likelihood of revisiting tourist
destinations in Thailand. Security and safety measures, including health and traffic safety,
positively affect tourist satisfaction in Erbil, Iraq (Saleh & Mahmood, 2024). From these
two_research cases, it has been demonstrated that safety and comfort significantly

influence tourist satisfaction, leading to the acceptance of the H4.

The statistical results indicate that infrastructure quality, when moderated by

perceptions of local culture, actually reduces tourist satisfaction by 2.8%. In contrast,

promotion and marketing, government policy, and safety and comfort—also moderated

by perceptions of local culture—can enhance tourist satisfaction by 16.4%, 16.9%, and

5.8%, respectively. For comparison, there are both similarities and differences in previous
papers regarding the interaction between infrastructure quality, promotion and marketing,
government policy, and safety and comfort, as they relate to the perception of local culture
in influencing tourist satisfaction. In their paper, Weng et al. (2023) discuss how the
quality of public services, which encompasses infrastructure and cultural services, affects
tourist satisfaction in Nanjing, China. Although do not explicitly mention the moderation
of perception of local culture, the concepts of perceived value and expectancy dissonance
illustrate how local culture can influence tourists' evaluations of the services provided.
The paper emphasizes that the role of infrastructure can influence tourists' perceptions of

local culture, which, in turn, enhances their satisfaction. Therefore, this finding contradicts

the empirical results of the study, leading to the rejection of H5a.

Five-Two additional publications emphasize the releimportance of local eulture
cultural perception in enhancing promotion and marketing, government policy, and safety
and comfort, thereby—inereasingwhich in turn increases tourist satisfaction. In this
condition, local culture perception can be reflected in factors such as destination trust,
advertising effectiveness, differentiation strategies, Hofstede's cultural dimensions, and
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social interaction. Tam et al. (2024) revealed that marketing through social media,
moderated by destination trust, has a significant impact on tourist satisfaction in Vietnam.
Setegn and Japee (2025) navigated the importance of promotional elements, such as
advertising sales, in enhancing tourist satisfaction, with public relations serving as a
mediating in the context of tourist destinations in Ethiopia. These two publications are

consistent with the earlier hypothesis proposal that promotion and marketing, moderated

by perceptions of local culture, can influence tourist satisfaction and H5b is accepted.

Sukawati et al. (2021) proposed that local cultural wisdom functions as a systematic
moderator in differentiation strategies aimed at increasing tourist satisfaction in the Ubud
area of Bali, Indonesia. The differentiation strategy in government policy seeks to create
uniqueness by incorporating aspects of infrastructure and facilities. The study confirmed
that HS¢ was also accepted.

Huang and Crotts (2019) investigated the relationship between the dimensions of
individualism, power distance, and uncertainty as defined by Hofstede's cultural
framework, which normatively correlates positively with tourist satisfaction across
various countries. Zou and Yu (2022) emphasized how travelers' perceptions of security
are influenced by social interactions at different stages of their journey. Perceived safety
significantly impacts the satisfaction of international tourists visiting destinations in
China. These two studies align with the previously proposed hypothesis, which states that

safety and comfort, moderated by perceptions of local culture, can influence tourist

satisfaction, so H5d is accepted.

Quantitatively, both promotion and marketing, government policy, and the safety and

comfort moderated by social media can strengthen tourist satisfaction by 11.7%, 12.2%

and 4.1%, respectively. This reality contradicts other empirical results, which indicate that

infrastructure quality actually diminishes tourist satisfaction by 1.9%. Articles discussing
the relationship between infrastructure quality, promotion and marketing, government

policy, and safety and comfort—moderated by social media—on tourist satisfaction are
also examined. Kalnaovakul et al. (2025) investigated the dimensions of hotel service
quality in renowned beach destinations in Thailand, as well as the relationship between
the sentiment of online review texts and satisfaction ratings. The analysis revealed a strong
positive correlation between review text sentiment and satisfaction, highlighting the
moderating roles of reviewer experience and brand affiliation in this relationship. This
paper contradicts the hypothesis that the infrastructure quality, moderated by social media

can influence tourist satisfaction; therefore, H6a is rejected.

Arasli et al. (2021) explored the impact of social media on destination marketing for
a sustainable cultural heritage festival in Badagry, Nigeria. Their findings indicated that
both social media and festival quality significantly influence tourist satisfaction. Research
conducted by Arasli et al. (2022) aligns well with the proposed hypothesis, leading to the
acceptance of H6b.

The study identified the role of social media as a moderating variable in the

government's tourism strategy, along with the contributions of local youth in advancing
regional tourism in Karo Regency, Indonesia. Amanda et al. (2023) showed that social
media enhances the effectiveness of government tourism strategies and amplifies the
involvement of local youth in tourism progress. By utilizing social media, a positive
connection is established between the government and local youth, fostering tourism
growth. Social media has proven to be a valuable tool, attracting the attention of visitors
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from outside the region and encouraging foreign residents to explore local tourist
attractions. The scientific work presented above refines Ho6c, demonstrating that

government policies, when moderated by social media, can significantly influence tourist

Nguyen et al. (2024) provided insights into the relationship between social media
communication, safety and comfort, and tourist satisfaction in Da Nang City, Vietnam.
Social media plays a crucial role in shaping tourists' perceptions of safety and comfort at
the destination, which, in turn, affects their overall satisfaction. Tourists' engagement in
on-site activities and through social media can influence their satisfaction and sense of
belonging to a cultural destination, such as Urbino City, Italy. The study by Dini et al.
(2023) suggests that social media acts as a moderating factor that strengthens the
relationship between tourists' satisfaction and their sense of belonging to the destination.
In practice, H6d is accepted and in line with the manuscripts presented by Dini et al. (2023)
and Nguyen et al. (2024).

6. Conclusion

This study aims to examine the relationship between infrastructure quality, promotion
and marketing, government policy, and safety and comfort on tourist satisfaction. Then,
the study seeks to analyze the interaction between these dimensions and the perception of
local culture and social media as moderating variables influencing tourist satisfaction. The
findings indicate that: (1) infrastructure quality has a negative-not significant effect on
tourist satisfaction; (2) promotion and marketing, government policy, and safety and
comfort have a positive-significant effect on tourist satisfaction; (3) the positive-
significant relationship between promotion and marketing, government policy, and safety
and comfort on tourist satisfaction is highly dependent on the perception of local culture
and social media; and (4) neither the perception of local culture nor social media moderates
the relationship between infrastructure quality and tourist satisfaction, as this relationship
is statistically proven to be negative-not significant, Other empirical evidence indicates

that the level of tourist satisfaction with IKN destinations is currently classified as

moderate.

In essence, this study serves as a pioneering exploration of tourist satisfaction and the
variables that influence it, incorporating perception of local culture and social media as
moderating factors. The study's model not only encompasses business dimensions and
communication strategies (such as promotion and marketing) but also includes additional
dimensions such as infrastructure quality (development of facilities and infrastructure),
government policies (support for tourism), and safety and comfort (services and physical
environment). These elements are moderated by perception of local culture (both cognitive
and experiential) and social media (technology and digital networks). Hence, calls for
future research are discussed. This study has not fully dissected the moderating role of

local cultural perceptions and social media in either strengthening or weakening the

relationship between infrastructure quality, promotion and marketing, government policy

and the safety and comfort on tourist satisfaction. Limitations in data and the subjective

nature of measures related to local cultural perceptions and social media usage may restrict

the generalizability of the findings, so a qualitative or mixed-methods approach is

necessary to enhance understanding. Future research should aim to develop and replicate
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a_more comprehensive structural model by developing sociocultural and digital

dimensions to capture the dynamics of tourist interactions within the local scope, which

are increasingly influenced by advancements in communication technology.
The guality—ef—infrastructure_quality in IKN presents a significant irony. If
comprehensive improvements are not implemented, various paths will be adversely

affected. The physical and non-physical development of IKN, including its tourist
destinations, must synergize with sustainable tourism governance. To date, the appeal of
IKN's destinations is evident in the steadily increasing volume of visitors. However, the
demands from various stakeholders, particularly tourists, for enhanced infrastructure and
supporting services must be prioritized. IKN destinations have the potential to
accommodate a large number of tourists if they are backed by adequate infrastructure.
Ultimately, the findings of this study are intended to serve as a valuable resource for
formulating policies in the tourism industry, particularly those addressing the issues
discussed. In addition to improving infrastructure quality, it is recommended that IKN
destination managers also focus on promotion and marketing, government policy, and
ensuring safety and comfort. Furthermore, incorporating local cultural perceptions and
leveraging social media into tourism business patterns can significantly enhance tourist
satisfaction.
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Lampiran 4: Rangkuman penilaian ulasan

Total review reports: 2

Reviewer 1#
Decision: Minor revision

Comments:

Abstract

The term interviewed using questionnaire should be revisited. How the interview was conducted via questionnaire?

Reply: There appears to be a misnomer in the identification of the data collection method. Consequently, we have revised the
terminology from “interview using questionnaire” to “survey using questionnaire.” This method is suitable for the context of
quantitative data collection. A survey conducted via questionnaire is a structured data collection model designed to assess the
level of tourist satisfaction based on various influencing factors. In this approach, enumerators engage in face-to-face
interactions with respondents, utilizing a predetermined set of questions (the questionnaire) to gather information. To clarify,
the authors outline the survey method in a structured format, employing a set of questions contained within the questionnaire.
In this format, the authors pose questions to the respondents based on those already outlined in the questionnaire and
subsequently record their answers. The procedure for conducting a survey with the formal questionnaire includes: (1) reading
the questions one by one, (2) allowing respondents to answer verbally, (3) having enumerators document the responses in the
questionnaire form, and (4) utilizing this format when respondents encounter difficulties with reading or writing, or when
direct clarification of data is necessary.

Introduction

Lack of discussion on the gaps- what has been done in the previous studies and what is lacking. The statement on 1% para,
pg, 3 “Of'the eight aspects mentioned, four—namely infrastructure, promotion and marketing, government policies, and safety
and comfort while traveling—significantly influence tourist satisfaction.” This is a strong statement. Who said this? If proven,
why need to study in this context? Why limited on these four variables not others?

What is the issue pertaining to tourist satisfaction of IKN? Any tourist complaint? Please provide relevant information to
highlight the issues. Besides, issues related to consider perception of local culture and social media as moderator should be
established.

Reply: The statement in the first paragraph (p. 3) regarding the interconnectedness of the four aspects of tourism policy
development—namely, infrastructure, promotion and marketing, government policy, and safety and comfort—in influencing
tourist satisfaction is supported by empirical evidence. We incorporate additional literature to bolster the arguments presented
by Alam et al. (2022), Jama et al. (2024), Munir et al. (2025), and Sufa et al. (2024). In the context of this study, these four
aspects are linked in their impact on tourist satisfaction. Why are other aspects not considered? The authors clearly emphasize
this rationale through logical justification in the paragraph. However, this explanation remains somewhat limited; therefore,
we introduce two additional aspects—social media and the perception of local culture—as moderating variables that are
anticipated to enhance tourist satisfaction.

Furthermore, the actual situation regarding tourist satisfaction with IKN is emphasized. To date, there are no research articles
that specifically address tourist complaints concerning the identified variables. However, we have made an effort to provide
relevant information to illustrate these issues based on reports from the social media. Additionally, we have developed aspects
related to the consideration of local cultural perceptions and the role of social media as moderators. You can find the new
changes in the second paragraph (pp. 3-4).

Literature review

Literature review in the current state is insufficient. The authors should critically review the relationship, not just
narrative/summary. For example, discussion 2.2 was too brief. More contextual review should be considered.

Reply: The literature review in Section 2.2 is presented in context. We have incorporated additional journal articles (e.g.,
Khadaroo & Seetanah, 2008; Kusumaningrum et al., 2023; Sufa et al., 2024; Sugiama et al., 2022) to strengthen the proposed
first hypothesis. The supplementary literature is detailed on page 5.

Methodology

Please state clearly whether this study employed interview or survey questionnaire?

The authors stated that the questionnaire using 5-Likert scale but at the same time indicate that the interview questionnaire
based on open-ended statements- These arguments is so confusing and not well synchronized.
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Please elaborate further on data collection method/procedure using simple random sampling. How the respondents were
approached? Do you have any sampling frame? Explain how the samples were equally distributed to three different locations
at IKN?

Reply: Dear, as previously clarified, there appears to be a misunderstanding regarding the primary data collection method.
Consequently, the authors have taken the initiative to revise and clarify that the data collection method was conducted through
a survey utilizing a questionnaire.

We would like to emphasize once again that the survey was administered in the form of a questionnaire consisting of closed-
ended statements. Closed questions were selected to ensure the confidentiality of responses, including the identities of the
participants. In other words, not all parties have access to the questions in the survey, as the information provided by
participants is private. Furthermore, the data collection procedure employing simple random sampling (SRS) is described in
a measurable manner, including the approach taken to engage respondents. The specified sampling framework is not
independent; rather, we incorporate concepts from relevant literature (see Bhardwaj, 2019; Noor et al., 2022). Implementing
the SRS method in a face-to-face survey with participants will provide equal opportunities, taking into account the
circumstances in the field.

The sample was not evenly distributed across the three research locations. It is important to note that all three locations are
intact destinations and function as a single unit due to their proximity. In this context, both the Titik Nol Nusantara, Taman
Kesuma Bangsa, and Memorial Park comprise a complete tour package organized by the tour manager. This indicates that the
satisfaction levels of the 382 surveyed tourists are influenced by various dimensions. You may now review the recent
corrections in subchapter 3.2 (first and third paragraphs, pp. 14-15).

Findings

The structure of discussion should be revisited. Firstly, highlight the findings whether it is supported or not. Secondly, related
to the past studies whether the findings are inline or different. Thirdly, provide justification on why the findings are supported
or not supported using the sample, theory or context of the study. It is much better that the structure of the discussion following
the sequence of hypotheses. Bear in mind, the relationship between infrastructure quality and satisfaction was not significant,
so elaborate it cautiously as I found that it was treated as significant. The discussion on practical and theoretical contributions
can be improved especially spot lightening on the contribution of moderated relationship (if any). In conclusion, what is the
level of tourist satisfaction on IKN now? High or low?

Reply: Thank you for your thorough review of the discussion section. The authors acknowledge that the current study has
several weaknesses, including those within the discussion. It is important to emphasize that this section has been organized
according to the model relationships. The first paragraph explains the relationship between infrastructure quality, promotion
and marketing, government policy, and safety and comfort in relation to tourist satisfaction. The second paragraph examines
how the perception of local culture serves as a moderating variable in the relationship between infrastructure quality,
promotion and marketing, government policy, safety and comfort on tourist satisfaction with perception of local culture as a
moderating variable. The third paragraph highlights the influence of social media as a moderating factor in the relationship
between infrastructure quality, promotion and marketing, government policy, and safety and comfort on tourist satisfaction.
Overall, while the three paragraphs aim to compare the empirical results derived from the hypotheses with previous studies,
we observe that some findings align with prior research, while others diverge. This is particularly evident in the causality
between infrastructure quality and tourist satisfaction, both directly and indirectly through social media and perceptions of
local culture, which were found to be negative and not statistically significant. In response to your request for contextualization
of the research results, we emphasize the negative and insignificant outcomes of hypotheses 1, Sa, and 6a, and we highlight
all proposed hypotheses through empirical comparison. Furthermore, we provide a justification for why the findings are either
supported or unsupported in relation to the study context, elaborating on this in twelve paragraphs that correspond to the order
of the hypotheses.

Finally, the study results indicate that the level of tourist satisfaction with the current IKN destination is classified as
“moderate”. This conclusion is supported by a coefficient of determination (R?) of 0.746 for tourist satisfaction. This value
suggests a moderate relationship within the tourist satisfaction model, which is influenced by factors such as infrastructure
quality, promotion and marketing, government policy, and safety and comfort, without the inclusion of moderating variables.
The parameters and interpretations related to R? are detailed in Subchapter 3.3 (fourth paragraph, pp. 15-16). The corrected
points can be found in Chapter 5: Discussion (all paragraphs, pp. 22-25) and Chapter 6: Conclusion (first paragraph, p. 26).

Reviewer 2#
Decision: Major revision

Comments: The manuscript addresses a timely and relevant topic, with clear practical implications for tourism development
in Indonesia’s new capital.
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Abstract and introduction

The abstract and introduction are informative but could be more concise, with a sharper focus on the research gap and novelty.
Reply: Dear, thank you for taking the time to review this article. The abstract section is well-constructed and adheres to the
journal's guidelines. The authors should include the phenomenon that motivated the study to make the abstract more
informative.

In the introductory chapter, the novelty of the study is articulated. Similar to the comments from the first reviewer, it is
essential to explain why a study examining the relationship between infrastructure quality, promotion and marketing,
government policy, and safety and comfort in relation to tourist satisfaction is necessary. Additionally, the underlying reasons
for considering perceptions of local culture and social media as moderating variables in these relationships must be
emphasized. The chapter addresses empirical and literature gaps. The novelty and gaps of the study are further refined (see
Chapter Introduction, paragraphs five and six, pp. 3-4).

Literature review

The literature review is thorough but would benefit from more critical engagement with previous studies.

Reply: The literature review was structured according to the arrangement of the variables. In the context of this study, it was
developed by referencing pertinent literature. However, the first reviewer suggested a more critical engagement with previous
studies. In addition to expanding the literature review in Section 2.2, we also incorporated supporting literature in Section 2.1
and 2.3 (see pp. 5-0).

Method

Ensure that the methods section is detailed enough for replication, especially regarding sampling and measurement.

Reply: The authors have thoroughly reviewed and ensured that the methods section is explained in detail, particularly
concerning the sample and measurements. Your suggestions align with those of the first reviewer, emphasizing the need for
clarification on the data collection method, sample type, and characteristics of the surveyed participants. Revisions addressing
these three points can be found in subchapter 3.2 (first and third paragraphs, pp. 14-15).

Results and discussion

In the results and discussion, interpret findings in light of existing literature and discuss possible reasons for unexpected
results.

Reply: The recommendations you provided are similar to those made by the first reviewer. In particular, the authors have
made significant improvements to the Discussion section. The organization of this section has been modified to reflect the
order in which the hypotheses are accepted or rejected. Then, the authors not only compare the current empirical results with
previous literature but also enhance the presentation through a more precise statistical interpretation. Basically, the statistical
interpretation is briefly reiterated in the discussion to emphasize both the positive and negative relationships between the
variables. The complete revision, including the latest updates, can be highlighted in Chapter 5, particularly on page 22-25.

Conclusion

Consider adding a brief section on study limitations and future research directions.

Reply: We appreciate your suggestions. In response to this feedback, the authors have briefly outlined the limitations of the
study and proposed directions for future research (see Chapter 6, second paragraph, p. 25).

Others

Proofread for minor language errors and redundancies.

Reply:

The authors have corrected errors in spelling, spacing, formatting, and abbreviations. Additionally, to improve the quality of
the language, we meticulously revised certain grammatical structures to ensure that both the translation and readability are
academically comprehensible.
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Abstract: The new National Capital City/Ibu Kota Negara (IKN), named ‘“Nusantara,” is part
of Indonesia's strategy to reduce developmental inequality across various sectors. The
relocation of the IKN from Jakarta to Nusantara signifies not only an administrative transition
but also a governmental initiative aimed at fostering a sustainable tourism sector. Concurrently,
the government is positioning tourist destinations in IKN as national icons. This study
specifically aims to explore two things. First, it examines the causal among infrastructure
quality, promotion and marketing, government policy, and safety and comfort in relation to
tourist satisfaction. Second, it investigates how the interaction between these dimensions, along
with the perception of local culture and social media, influences tourist satisfaction. In 2024, a
total of 72,108 tourists visited IKN destinations, and 382 of them were surveyed using a
questionnaire. Technically, offline structured surveys are conducted using a predetermined set
of questions presented in the form of a questionnaire. The data collected from the questionnaire
were processed using Moderated Regression Analysis (MRA). The authors identified the
following four points: (1) infrastructure quality has a negative-not significant impact on tourist
satisfaction; (2) promotion and marketing, government policy, and safety and comfort have a
positive-significant impact on tourist satisfaction; (3) infrastructure quality, when moderated
by perception of local culture and social media, has a negative-not significant impact on tourist
satisfaction; and (4) promotion and marketing, government policy, and safety and comfort,
when moderated by perception of local culture and social media, have a positive-significant
impact on tourist satisfaction. The results of this study are expected to provide valuable
academic insights and practical policy recommendations for the future.

Keywords: tourist satisfaction; tourist destinations; IKN; MRA method
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the second author Rahmawati is singular, so it is written double.
Meanwhile, in the context of the fifth author, Syaharuddin Y. is the
appropriate name based on population identity.

1. Introduction

Until now, the majority of development in Indonesia has not been fully optimized
(Mulyadi et al., 2024). To promote integrated development, Indonesia must reduce
inequality by enhancing the quality of life for all segments of society. The government
has made concrete efforts to alleviate the burden on Jakarta by relocating the capital
city, thereby providing opportunities for strategic areas outside Jakarta to concentrate
on stimulating development. Law No. 3 of 2022, concerning the IKN Nusantara,
governs the transfer of the Indonesian government center from Jakarta to IKN
Nusantara (Jiuhardi et al., 2024). IKN is located in Penajam Paser Utara (PPU), which
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is one of the districts in East Kalimantan Province (Putri et al., 2024). This regulation
was enacted on February 15, 2022, and serves as the legal foundation for the capital's
relocation, which aims to alleviate the pressures on Jakarta as the former center of
government and to support equitable development throughout Indonesia. The
Indonesian government's goal in drafting and enacting Law No. 3 of 2022 was to
achieve a significant advancement in infrastructure development, socio-economic
growth, governance, and the prioritization of environmental sustainability to preserve
biodiversity and mitigate climate change. The relocation of the capital is anticipated
to foster a balance among economic, social, and environmental factors, particularly as
a symbol of the nation's progress (Nurjanana et al., 2025).

To achieve a balance in socio-economic development, it is essential to prioritize
the principle of driving inclusive economic growth. This can be accomplished through
a combination of empowering local communities, providing quality infrastructure, and
enhancing the quality of health, education, and skills, all while ensuring environmental
sustainability. One critical area that requires improvement is tourism. The tourism
sector plays a vital role in economic growth (Li et al., 2018; Naseem, 2021; Sun et al.,
2025). This is particularly true for Indonesia and East Kalimantan during the period
from 2019 to 2022. Fitriadi et al. (2023) reported that the average growth rate of the
Gross Domestic Product (GDP) for the tourism sector in Indonesia was 4.52%, while
the average growth rate of the Gross Regional Domestic Product (GRDP) for East
Kalimantan reached 2.92%. Although all countries, including the tourism sector, were
adversely affected by the COVID-19 pandemic from 2019 to 2021, tourism activities
began to revive as the impact of the virus gradually diminished. At the same time, the
IKN project, marked by the establishment of several monuments such as Titik Nol
Nusantara, Taman Kesuma Bangsa, and Memorial Park, emerged as a popular new
destination within the community. IKN tourist destinations are classified as artificial
tourism clusters. According to the BPS-Statistics of Penajam Paser Utara Regency
(2025), there was a significant increase in visitors to IKN destinations from 2022 to
2024. In 2022, there were 36,002 tourists; in 2023, the number rose to 53,563; and in
2024, it reached 72,108. Consequently, the average tourist visit rate to IKN over these
three years was 41.7%. The total number of visits to IKN comprises both domestic and
international tourists.

The tourism sector in IKN holds promising prospects from a macroeconomic
standpoint. However, from a microeconomic perspective—encompassing business,
management, and finance—the sector has not demonstrated significant productivity.
The lack of productivity in IKN's tourism sector is primarily attributed to inadequate
governance. According to Fitriadi et al. (2023), Nurjanana et al. (2024), Priyagus et
al. (2024), and Rahmawati et al. (2023), the management of tourist destinations in IKN
faces challenges due to limited infrastructure, ineffective branding and reputation,
insufficient government policy support, and instability. Poor governance performance
significantly hampers the development of tourism in the region.

As an example, regarding government support, the regulations governing tourism
in IKN are not yet fully developed, as the construction of IKN Nusantara remains in
the planning and integration phase. Based on the development concepts outlined in
Law No. 3 of 2022 and various related planning documents, there are eight aspects
that can influence tourism regulations in IKN Nusantara: (1) sustainable tourism

64



Journal of Infrastructure 2025, Volume(Issue), X.

development, (2) modern tourism infrastructure, (3) preservation of local culture, (4)
tourism licensing and management, (5) partnerships between the government and the
private sector, (6) human resources and training, (7) tourism promotion and marketing,
and (8) environmental control in tourism.

Of the eight aspects mentioned, four—namely, infrastructure quality, promotion
and marketing, government policies, and safety and comfort while traveling—
significantly influence tourist satisfaction. This argument is reinforced by empirical
arguments from Alam et al. (2022), Jama et al. (2024), Munir et al. (2025), and Sufa
et al. (2024), which provide deep insights into how these four aspects contribute to
tourist satisfaction. It is essential to review these four aspects, as they are concrete
elements in shaping tourist experiences that directly influence the sustainability and
competitiveness of tourist destinations, particularly concerning tourist satisfaction.
The four foundational concepts underlying the examination of tourism satisfaction are
constructed based on infrastructure quality, promotion and marketing, government
policy, and safety and comfort. First, infrastructure serves as the physical foundation
of tourism. This study assesses the extent to which infrastructure contributes to tourist
satisfaction, thereby forming a basis for development planning. Second, promotion
and marketing enhance a destination's attractiveness. Effective marketing and
promotion strategies shape how a destination's image is perceived by potential tourists.
By formulating targeted marketing and promotion strategies, it becomes easier to
measure tourist expectations, perceptions, and satisfaction. Third, government policy
plays a crucial role in determining the direction of tourism development. The scenarios
presented in this study will help evaluate the influence of policy interventions on
tourist experiences and their overall effectiveness. Fourth, safety and comfort
significantly impact tourists' decisions. By addressing these aspects, managers can
identify factors that inhibit the creation of a welcoming and safe destination, which
directly affects tourist satisfaction. In synthesis, both infrastructure, promotion and
marketing, government policies, and safety and comfort are identified as the main
components that shape the entire tourist experience from beginning to end. These four
aspects also serve as the main theories in service quality (SERVQUAL), tourism
destination competitiveness (TDC), and the tourism area life cycle (TALC), which
emphasize the processes, evaluations, and outcomes associated with each stage: pre-
visit (promotion and marketing), during the visit (infrastructure quality, government
policies, and safety and comfort), and post-visit (tourist satisfaction). Nevertheless,
these four aspects are somewhat limited in their ability to influence tourist satisfaction.
Therefore, the authors propose the inclusion of two additional relevant aspects: social
media and perceptions of local culture, which must be considered to enhance tourist
satisfaction. In addition to these four factors, perception of local culture and the impact
of social media also play a role in enhancing tourist satisfaction. While perception of
local culture and social media do not directly affect tourist satisfaction, they serve as
intermediaries. The effectiveness of infrastructure, promotion and marketing,
government policies, and safety and comfort in increasing tourist satisfaction is
contingent upon how tourists perceive local culture and engage with social media. This
affirmation not only transforms individual perspectives but also shapes collective
viewpoints through responses, comments, reviews, and ratings from others.
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Broadly speaking, there is a positive linear relationship between infrastructure
quality, promotion and marketing, government policy, and the safety and comfort
experienced by tourists, all of which contribute to tourist satisfaction (Hussain et al.,
2023; Kubickova, 2017; Nguyen et al., 2025; Sharafuddin et al., 2024). Even farther,
other studies indicate that perception of local culture and the influence of social media
are significant factors in the relationship between infrastructure quality, promotion and
marketing, government policies, and the safety and comfort of tourists, which
ultimately affect tourist satisfaction (Chen et al., 2016; Ding & Wu, 2022; Martins et
al., 2025; Tang et al., 2024; Tran, 2025; Wang & Yan, 2022; Weng et al., 2023). So
far, there has been limited research article that specifically addresses tourist
complaints regarding infrastructure quality, promotion and marketing, government
policies, and safety and comfort within the IKN destination. During field observations,
the authors noted numerous complaints from tourists concerning the aforementioned
aspects. These four aspects are identified as significant issues that warrant further
investigation, as they play a crucial role in enhancing tourist satisfaction. This
assertion is confirmed by various online media sources, which indicate that the
infrastructure quality in the IKN destination area remains inadequate, particularly in
terms of accommodation and services, road and environmental conditions, and health
services (Cakti & Ratnawati, 2024; Chaniago & Prasetya, 2023; Pandu, 2025).
Although the number of tourist arrivals has increased over the past three years, this
growth is not reflected in their satisfaction levels. In addition to concerns about
infrastructure quality, tourists have also expressed dissatisfaction regarding safety and
comfort. To ensure safety and comfort in accordance with established procedures, it is
essential to have government policy support. Infrastructure quality, government
policies, and safety and comfort are indicative of effective management, which in turn
influences the branding and image of a destination. To optimize tourist market
segmentation, ongoing promotion and marketing efforts must be complemented by
enhancements in infrastructure quality, supportive government policies, and the
establishment of safety and comfort that can be reliably assured. Given that tourist
complaints are closely linked to satisfaction levels, it is essential to implement
mechanisms that facilitate optimal increases in tourist satisfaction. Achieving tourist
satisfaction encompasses not only infrastructure quality, promotion and marketing,
government policy, as well as safety and comfort, but also the role of social media.
Social media serves as a vital tool in enhancing tourist satisfaction. Then, positive
social interactions during travel can significantly shape perceptions of local culture.
Two avenues for further exploration include examining the impact of social media and
perceptions of local culture as moderating variables in an indirect relation to tourist
satisfaction.

Based on these phenomena, facts, and foundational synthesis, this study aims to
examine tourist satisfaction and its influencing dimensions, with a particular focus on
tourist destinations in IKN. Essentially, this study seeks to elucidate the connections
between infrastructure quality, promotion and marketing, government policy, as well
as safety and comfort. Also, it examines how these factors relate to tourist satisfaction,
with perception of local culture and social media serving as moderating variables. The
motivation behind this research is to identify gaps in the existing literature, particularly
those that have not been thoroughly explored across different dimensions affecting
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tourist satisfaction. By adopting a holistic approach to the challenges faced by IKN
destinations, this study is expected to provide valuable breakthroughs for stakeholders,
aiding them in making informed decisions regarding planning, programs, and
implementation in the tourism sector.

2. Literature Review and Hypothesis Development

2.1. Tourist Satisfaction

Tourist satisfaction refers to the positive feelings or evaluations experienced by
travelers after visiting a tourist destination (Adinegara et al., 2021). This sense of
satisfaction arises when tourists' expectations regarding the services, facilities, or
experiences encountered during their visit are met or even surpassed. Tourist
satisfaction is typically assessed based on various factors, including service quality,
comfort, reasonable pricing, natural beauty, local culture, and overall experience.
Generally, tourist satisfaction can influence tourists' decisions to return, recommend
destinations to others, or even engage in the promotion of these tourist locations
(Auliya & Prianti, 2022; Hung et al., 2021; Huu et al., 2024). Tourist satisfaction is
also closely linked to the level of loyalty tourists exhibit toward a destination (Qiu et
al., 2024). In relation to this study, de Sousa Saldanha and da Silva (2024), Dewi et al.
(2024), Hermawan et al. (2019), Ismail and Imran (2024), Jumadi et al. (2024), Jusoh
etal. (2013), and Tang and Watt (2024) reveal that tourist satisfaction can be assessed
through various factors, including infrastructure quality, promotion and marketing,
government policies, as well as safety and comfort. These factors can influence
satisfaction either directly or indirectly through perceptions of local culture and social
media.

2.2. Infrastructure Quality

Infrastructure quality refers to the effectiveness of physical facilities and systems
in supporting social, economic, and operational activities within a given area. Essential
elements of infrastructure include transportation, utilities (such as water, electricity,
and sewage), communications (including internet and telephone services), and other
public facilities (such as hospitals, schools, and markets). In the study of tourism,
Nguyen (2021) articulates infrastructure quality as the facilities and amenities
available at a tourist destination that enhance visitor comfort, safety, and overall
experience. Sufficient infrastructure in the tourism sector can enhance a destination's
appeal, facilitate travel for tourists, and increase their satisfaction during their stay
(Munir et al., 2025). Contextually, Khadaroo and Seetanah (2008), Kusumaningrum
et al. (2023), Sufa et al. (2024), and Sugiama et al. (2022) explain that the quality of
tourism infrastructure—including facilities, accessibility, and services—significantly
influences tourist satisfaction, which, in turn, can affect loyalty and intentions to
return. The first hypothesis is structured as follows:

H1. anrastructure quality has an impact on tourist satisfaction.\
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In the business world, promotion and marketing are two interrelated premises that
have slightly different targets (Wichmann et al., 2022). Promotion is a subset of
marketing that focuses primarily on activities designed to boost short-term sales,
whereas marketing encompasses a broader strategy aimed at understanding and
fulfilling comprehensive consumer needs while building long-term relationships
within the market. In summary, marketing emphasizes long-term strategies that foster
a deeper understanding of the market and cultivate lasting relationships with
consumers, while promotion involves the application of specific techniques to attract
attention and drive sales in a short timeframe.

In the realm of tourism, Mohammed (2024) defines promotion and marketing as
efforts aimed at attracting tourists to a destination, maximizing its visibility, and
enhancing the overall tourist experience. Although these two theories are interrelated,
they differ in focus, approach, and timeframe, as previously explained. First, tourism
promotion encompasses a series of activities designed to raise awareness and capture
the attention of potential visitors to a specific destination or product (Olszewski-
Strzyzowski, 2022). The urgency of promotional activities is to generate interest or
desire among tourists to visit a location, whether for leisure, business, or other
purposes. These promotions are typically contemporary and primarily focused on
attracting tourist visits. Second, tourism marketing is associated with a strategic
process aimed at understanding the tourist market, developing products or services
that meet the needs of travelers, and efficiently distributing these offerings (Sofronov,
2019). Marketing in tourism is oriented towards a comprehensive long-term strategy
aimed at building a destination's image and fostering tourist loyalty. These elements
complement each other as key attributes that stimulate tourist visits and support the
transformation of the tourism industry (Magatef, 2015; Sharafuddin et al., 2024; Thai
& Sinh, 2025). The second hypothesis is formulated as follows:

H2. Promotion and marketing have an impact on tourist satisfaction.

2.4. Government Policy

Government policies are defined as decisions or actions taken by the government
to achieve certain goals for the benefit of society or the state. These policies can
manifest as regulations, schemes, and initiatives implemented by government officials
to organize various aspects of social, economic, political, and cultural life (Adeniran
et al., 2023). Overall, government policies play a fundamental role in facilitating a
country's transition and progress (Sarabdeen, 2024). Government policies can be
categorized as either short-term or long-term, depending on the specific issues being
addressed and the goals to be achieved. In the topic of tourism, government policies
are applied to develop, manage, and promote the tourism sector (Nugraha et al., 2024;
Schonherr et al., 2023; Verduzco Villasefior et al., 2023). Tourism policy serves as a
crucial tool for enhancing the appeal of tourist destinations, bolstering the national
economy, and ensuring the preservation of the natural and cultural resources that
attract visitors. Ke (2024) mentioned several examples of government policies in the
tourism sector, including: (1) the development and renovation of tourism
infrastructure, (2) the promotion and marketing of tourist destinations, (3) regulations
and policies for destination management, (4) the development of sustainable tourism,
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(5) visa and licensing access, (6) the empowerment of human resources, (7) the
creation of policies for tourist safety and comfort, (8) attention to local tourism and
tourist villages, (9) the establishment of tourism tariffs and taxes, and (10) crisis
management.

Furthermore, the link between government policies and tourist satisfaction is
significant, as policies actualized by the government automatically affect tourists'
perceptions of the destinations they visit (Asmelash et al., 2019; Esther Garcia-Buades
etal., 2023; Jumadi et al., 2024; Tran et al., 2018). Well-designed policies can enhance
positive experiences and, in turn, contribute to increased tourist satisfaction.
Conversely, poorly conceived policies can result in dissatisfaction. Government
policies in the tourism sector that fail to create a conducive environment for tourists—
particularly regarding safety, comfort, service quality, and environmental
conservation—can lead to discontent. Consequently, such dynamics may diminish
tourists' interest in visiting certain destinations. Therefore, tourism policies that focus
on enriching experiences are likely to significantly enhance tourist satisfaction. The
third hypothesis is projected as follows:

H3. Government policies have an impact on tourist satisfaction.

2.5. Safety and Comfort

Safety and comfort are two critical pillars in many settings, including tourism. In
tourism mechanisms, for instance, they serve as the driving force behind creating a
positive experience for travelers (rganisation for Economic Co-operation and
Development, 2020). Safety refers to the protection of individuals from physical,
emotional, or psychological threats or harm (Veale et al., 2023; Vandeskog, 2024). In
the affairs of tourism, comfort pertains to how individuals feel comfortable, calm, and
free from disturbances or tension (Tian, 2023). Comfort in tourism encompasses: (1)
adequate facilities, (2) friendly and efficient services, (3) a pleasant environment, and
(4) accessibility. Substantively, safety and comfort are closely interconnected (Gill et
al., 2023). When tourists feel safe, they are more likely to experience comfort. On the
other hand, if they feel unsafe, their comfort may be compromised. For example,
concerns about crime or health can render the travel experience uncomfortable, even
if the physical facilities or accommodations at the destination are exceptional.

In the tourism sector, safety and comfort are key for attracting travelers and
creating valuable experiences that encourage repeat visits. Travelers who feel secure
and at ease are more likely to leave positive reviews, recommend the destination to
others, and become loyal customers (Apriyanti et al., 2024). Technically, the
government and the tourism industry must collaborate to ensure that tourist
destinations have a robust ecosystem that maintains both physical and digital safety
while providing comfort for visitors. This collaboration is crucial for fostering an
environment conducive to enjoying vacation time. Safety and comfort are not only
benchmarks in the travel experience but also basic points that foster trust and enhance
tourist satisfaction with the chosen destination or service (Dai et al., 2020; Setiawan
et al., 2020; Si et al., 2024). The fourth hypothesis is assumed as follows:

H4. Safety and comfort have an impact on tourist satisfaction.

2.6. Perception of Local Culture
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Fan et al. (2023) and Linderova et al. (2021) suggest that perceptions of culture
influence how tourists interact with local communities and, conversely, how local
communities respond to the presence of tourists. In tourism terminology, the
perception of culture is shaped by two things: (1) the perspective of tourists and (2)
the perspective of local communities. First, from the perspective of tourists. Many
tourists perceive local culture as exotic and intriguing. They seek to experience the
“authenticity” of local traditions, including food, dance, clothing, and customs. Local
culture is sometimes oversimplified or misunderstood. For example, Balinese culture
is often reduced to its dances and temples, despite its much greater complexity. Many
modern travelers, especially those interested in ecotourism or culture-based tourism,
value direct interaction with communities and the preservation of traditional cultural
practices. Second, from the perspective of local communities, tourism can foster a
sense of pride in their culture as it garners attention and appreciation from outsiders.
Nevertheless, there is concern that culture may become a “commodity,” adapted or
commercialized to cater to tourists' preferences, which can dilute its original
significance. The influx of tourists can impact the values, lifestyles, and languages of
local communities, both positively and negatively (Alamineh et al., 2023; Malik et al.,
2023; Surata et al., 2024).

Satrya et al. (2024) revealed that local culture plays a vital role, as tourists often
seek authentic experiences and engage with local values. This is where the perception
of local culture becomes significant. Travelers who have a positive perception of local
culture are likely to be more tolerant of infrastructure deficiencies, and vice versa
(Angelin et al., 2020; Marlina et al., 2024). Adequate infrastructure facilitates a
seamless travel experience, allowing tourists to enjoy their journeys without logistical
obstacles. For instance, consider two travelers who have similar experiences with local
infrastructure. One traveler perceives the local culture as unique and welcoming, while
the other does not share this view. Those who appreciate the local culture may feel
more satisfied overall due to positive emotional and cultural experiences, which can
make infrastructure deficiencies more infrastructure enables tourists to travel without
encountering logistical challenges (Rizaldi et al., 2024).

Tourism promotion and marketing play a crucial role in attracting visitors to a
destination. Yet, the level of satisfaction experienced by tourists after their visit can
depend on the alignment between their expectations—shaped by promotional
efforts—and the reality they encounter, particularly regarding local culture. When
tourists hold a positive perception of local culture, marketing campaigns that
emphasize the potential of these cultural experiences are more likely to enhance
overall satisfaction (Rasoolimanesh et al., 2021). The information conveyed through
promotional materials sets expectations; when these expectations align with reality,
tourists tend to feel satisfied. For instance, promotions often promise local cultural
experiences. Tourists who genuinely appreciate and value local culture are likely to
feel satisfied when these expectations are fulfilled, whereas those who are indifferent
to cultural aspects may not be significantly impacted by such elements (Marlina et al.,
2024).

Government policies in the tourism sector—such as destination management,
regulation, infrastructure investment, and cultural preservation programs—have major
implications for shaping the tourist experience. Moreover, the policy implementation
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of these policies does not automatically ensure tourist satisfaction. This is where the
perception of local culture becomes crucial. Travelers who believe that the local
culture is preserved, respected, and integrated into policies tend to be more satisfied,
as they seek not only to enjoy the physical beauty of a destination but also to engage
in enriching cultural experiences (Ji et al., 2023; Zhang et al., 2019). Public policies
determine a destination's facilities, safety, accessibility, and convenience, all of which
directly affect tourist satisfaction. Two destinations with similar policy landscapes can
yield different levels of satisfaction based on how tourists perceive the local culture.
If the local culture is viewed as attractive, respected, and preserved, the impact of
policy is more profoundly felt.

In travel, safety and comfort are fundamental needs for tourists. Without a sense
of safety or comfort, tourists are likely to feel dissatisfied, even if the destination is
visually appealing (Smith, 2015; Smith & Puczko, 2008). The perception of local
culture can significantly influence this satisfaction, either strengthening or
undermining it. When tourists perceive the local culture as welcoming, open, and
engaging, they may feel more at ease, even in less-than-ideal conditions. If tourists
feel safe, relaxed, and supported by available facilities, they are more likely to report
higher levels of satisfaction (Mouratidis et al., 2023; Zou & Yu, 2022). Positive
perception of local culture can serve as either a buffer or a booster (Wardekker et al.,
2023). Even when safety and comfort are not optimal, strong and cherished cultural
values can still leave a favorable impression (Cooper, 2001).

This study attempts to connect infrastructure quality, promotion and marketing,
government policy, and safety and comfort to tourist satisfaction, with the perception
of local culture serving as a moderating factor. The scenario for hypothesis five is
written as follows:

H5a. Perception of local culture moderates the relationship between
infrastructure quality on tourist satisfaction.

H5b. Perception of local culture moderates the relationship between promotion
and marketing on tourist satisfaction.

H5c. Perception of local culture moderates the relationship between government
policy on tourist satisfaction.

HS5d. Perception of local culture moderates the relationship between safety and
comfort on tourist satisfaction.

2.7. Social Media

Social media refers to internet-based platforms or services that enable users to
create, share, and interact with content while communicating with other users online
(Aichner et al., 2021). It facilitates the exchange of information, ideas, personal
interests, and various forms of self-expression, including text, images, video, and
audio. In the context of tourism, social media has emerged as a contemporary theme,
where tourists not only travel but also scroll, post, and share their experiences. Elnur
and Akgiin (2024) explain that social media has become a significant aspect of the
travel experience itself. According to Aftab and Khan (2019), there are five primary
functions of social media in tourism. First, it serves as a source of inspiration and
information. Many individuals seek destination ideas from platforms such as
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Instagram, TikTok, YouTube, Facebook, and travel blogs. Second, social media acts
as a promotional tool for destinations. Governments, travel agencies, and local
entrepreneurs actively promote their offerings through visual content, and promotional
strategies involving influencers have proven to be effective. Third, it provides review
and evaluation platforms. Travelers often consider the experiences of others and
typically consult reviews on various social media platforms before making decisions.
Fourth, social media plays a crucial role in building destination branding. The
popularity and image of a tourist spot can be enhanced through viral content. Fifth, it
fosters direct interaction and engagement. Social media enables two-way
communication that is more interactive, allowing travelers to share their experiences,
which helps others verify the authenticity and accuracy of those experiences for
guidance.

According to Wilopo and Nuralam (2025), tourist satisfaction is influenced by
the integration of physical aspects, such as infrastructure, and digital aspects, such as
social media. Tourist satisfaction is closely linked to the perceptions and experiences
of contemporary travelers. The quality of infrastructure—including roads,
transportation, public facilities, and services—plays a crucial role in determining the
level of comfort and overall satisfaction of tourists (Munir et al., 2025). In the digital
age, social media also significantly shapes tourists' perceptions and experiences, often
even before they arrive at a destination (Sharma, 2022). Various discussions indicate
that social media can reinforce or even alter how tourists perceive the infrastructure
quality (Song & Wondirad, 2023; Wang & Yan, 2022). For instance, when there is a
substantial amount of positive content about a location on social media, tourists may
feel satisfied even if the infrastructure is not flawless, as their expectations have been
content. High-quality infrastructure provides comfort and safety, which directly
impacts tourist satisfaction (Eliza et al.,, 2023; Qin et al., 2025). To mitigate
uncertainty, tourists often turn to social media to compare options, explore
destinations, and better manage their expectations. Positive reviews can enhance
tourist satisfaction, even when the infrastructure quality is merely average.

Today, promotion and marketing are essential components in attracting the
attention of potential tourists and shaping their expectations of a destination. In short,
social media has emerged as a key channel for disseminating promotional messages
(Kujala et al., 2017). The effectiveness of these promotions is often heavily influenced
by how travelers engage with and interpret social media—whether they access
reviews, visual content, influencers, or interact with destinations through these
platforms (Hossain et al., 2024). Even if a promotional strategy is well-crafted, its
impact on tourist satisfaction can be affected by the role of social media as a bridge
between expectations and actual experiences. Informative and appealing promotions
can create positive expectations. If these expectations are exceeded, tourists are likely
to feel satisfied. Travelers who are active on social media often seek out reviews,
testimonials, or visuals that can shape their decisions and expectations. Thus,
promotions supported by social media can have a more substantial impact on overall
satisfaction.

The spillover effects of government policies in the tourism sector are frequently
observed, interpreted, and disseminated through social media. Social media serves as
a communication bridge between the government and tourists, functioning both as an

72



Journal of Infrastructure 2025, Volume(Issue), X.

information tool and as a platform for assessing and expressing opinions on policies.
This indicates that social media can either enhance or diminish the impact of policies
on tourist satisfaction, depending on how these policies are communicated and
perceived in the digital realm. Policies that favor tourists are likely to enhance their
experiences and satisfaction (Velmurugan et al., 2021). When social media portrays
positive narratives about policy implementation, tourists tend to feel satisfied and
confident, but if negative narratives arise—such as unfavorable comments from
netizens or viral videos highlighting complaints—the positive effects of the policy
may diminish or go unrecognized.

Safety and comfort are two critical reasons that shape positive traveler
experiences (Velmurugan et al., 2021; Wong & Lai, 2022). In today's digital age,
perceptions of safety and comfort are increasingly shaped and disseminated through
social media. Many travelers seek destination information from reviews, video
content, and testimonials on these platforms before making their travel decisions.
Social media can enhance or even alter the relationship between actual experiences
(safety and comfort) and travelers' overall satisfaction. Travelers who feel safe and
comfortable during their trips are more likely to report high levels of satisfaction, as
they perceive their basic needs to be met (Hussain et al., 2024). Positive content, such
as numerous favorable reviews and testimonials highlighting comfort and safety,
reinforces tourist satisfaction. Conversely, negative content can diminish perceptions,
even if the actual experience was relatively positive. Travelers who frequently rely on
social media as a reference point tend to be more influenced by digital portrayals than
by real-life experiences (Rahjasa et al., 2024).

This study examines the relevance of tourist satisfaction and factors such as
infrastructure quality, promotion and marketing, government policies, and safety and
comfort, with social media serving as a moderating variable. The sixth hypothesis is
proposed below:

Hé6a. Social media moderates the relationship between infrastructure quality on
tourist satisfaction.

Ho6b. Social media moderates the relationship between promotion and marketing
on tourist satisfaction.

He6c. Social media moderates the relationship between government policy on
tourist satisfaction.

H6d. Social media moderates the relationship between safety and comfort on
tourist satisfaction.

3. Materials and Methods

3.1. Framework and Variables

For the record, four variables—namely, (1) infrastructure quality, (2) promotion
and marketing, (3) government policy, and (4) safety and comfort—are classified as
independent variables. Additionally, two variables—(1) perception of local culture
and (2) social media—have been redefined as moderating variables within the
interaction relationship. Tourist satisfaction serves as the dependent variable.

This study is set to predict the variables that are relevant to tourist satisfaction in
IKN and to explore how the relationships between these variables can be moderated.
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Based on the majority of the articles reviewed in the literature, tourist satisfaction is
influenced by factors such as infrastructure quality, promotion and marketing,
government policy, and safety and comfort. Then, the articles examine the interactions
between independent variables (infrastructure quality, promotion and marketing,
government policy, and safety and comfort) and moderating variables (perception of
local culture and social media) in their impact on the dependent variable (tourist
satisfaction). The framework is illustrated in Figure 1.

Perception of local
culture
(H58, H5b, H5¢, H5d)

Infrastructure
quality
(H1)

Promotion and
marketing
(H2)

Tourist
satisfaction
Government
policy
(H3)

Safety and
comfort
(Ha)

Social media
(H6a, HEb, H6C,
Héd)

[Figure 1. Study framework.
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Operationally, the seven variables mentioned above have distinct interpretations.
First, infrastructure quality pertains to the condition of roads, public transportation,
accommodation facilities, and tourist attractions (Amira et al., 2021). Second,
promotion and marketing encompass various promotional activities, including
advertising campaigns, special events, and collaborative programs with travel agents
(Florido-Benitez, 2024; Hecan, 2023; Soualah et al., 2021). Third, government
policies refer to regulations that support tourism, such as standardization, subsidy
initiatives, and cultural preservation efforts (Musliha & Adinugraha, 2022). Fourth,
safety and comfort relate to the level of safety at the destination, which includes social
security, political stability, and the overall comfort of daily activities in the area
(Wretstrand et al., 2014). Fifth, the perception of local culture is defined as the tourists'
connection to the local culture, which encourages them to visit for longer durations or
more frequently (Cicerchia, 2022; Machzumy et al., 2024). Sixth, social media serves
as a powerful tool that influences how information about destinations is disseminated
and received by tourists (de Oliveira & Baracho, 2018). Seventh, tourist satisfaction
assesses the level of contentment experienced by visitors regarding local services,
infrastructure, and culture at the destination (Cossio-Silva et al., 2019; Meng et al.,
2008). The variables, indicators, and statement units examined are summarized in
Table 1.
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Table 1. Study variables.

Variables Indicators (code) Statements
Infrastructure Conditions of roads Access roads to tourist destinations are
quality (IQ1) well built.
Public transportation ~ Public transportation services to tourist
(1Q2) destinations are accessible.
Accommodation Tourist accommodation facilities such as
facilities (1Q3) hotels, motels, homestays, and the like can
be found.
Supporting Supporting accommodations include

Promotion and
marketing

Government
policy

Safety and
comfort

accommodation (1Q4)
Tourist attractions
(IQ5)

Advertisement (PM1)

Website (PM2)

Event (PM3)

Destination branding
(PM4)

Standardization (GP1)

Subsidies (GP2)

Culture preservation
(GP3)

Physical safety (SC1)
Legal security (SC2)
Health safety (SC3)
Digital security (SC4)
Clarity of instructions

and service
friendliness (SC5)
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adequate restaurants, cafés, guides, tour
operators, and tour package services.

For me, tourist attractions are able to
present a festive atmosphere.

I am influenced by the advertisements
offered.

The website about tourist destinations is
clearly illustrated.

Professionalism of tour operators in
planning, organizing, and actualizing
cultural festivals, arts and performances,
music, culinary, and exhibitions.

This destination branding has a unique and
consistent appeal online. promotion and
on-the-ground experience

Tourism destinations have protocols in
accordance with CHSE (Clean, Health,
Safety, and Environment) certification
The government provides transportation
subsidies (tour voucher, entry pass, and
other discounted transportation fares) to
tourist destinations.

Tourism community involvement in
destination development.

Supervision of traffic arrangements,
emergency facilities, natural disasters, and
violence.

Involves legal safeguards that ensure that
travelers' rights can be respected.

Create adequate medical facilities

for handling health threats.

Involves the protection of personal data
and sensitive information (traveler
privacy).

Hospitality of staff at tourist destinations
during check-in, check-out, and prioritizing
intense customer service.
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Pleasant environment
(SC6)

Accessibility (SC7)

Exoticism and
attraction (PLC1)

Perception of local
culture

Cultural originality
(PLC2)

Friendliness of local
people (PLC3)

Access to information
(SM1)

Tourism content
attraction (SM2)
Affirmation (SM3)

Social media

Literacy sources
(SM4)

Destination brand
awareness (SM5)
Expectation alignment

(SM6)
Tourist Service readiness
satisfaction (TS1)

Information received
(TS2)

Intentions and
recommendations
(TS3)

Tourist destinations are located in areas
that are quiet, clean, free from pollution,
noise, and excessive crowds.

Easy access to transportation and other
services (including for disabled travelers).
I find the local culture (food, dance,
clothing and customs) exotic and
interesting.

Value direct interaction with indigenous
people and cultural practices through
authentic experiences.

Openness of the community to accept and
respect differences in culture, language,
and dress of tourists.

T use various social media to search for
destination information.

Visual aesthetics and storytelling of
attractive tourist destination content
Confidence in the recommendation of
tourism celebrities ( influencers and travel
vloggers).

I rely on social media for trip planning.

Social media helps introduce the identity of
tourist destinations.

There is a match between expectations and
experiences when traveling.

Service of officers, tour guides, and the
surrounding community with a friendly,
informative, and professional attitude.
Information on admission prices, food,
souvenirs, and other services with the
quality received is quite appropriate.

1 would like to revisit this destination in the
future and recommend it to friends and
family.

According to the operational definition, seven observed variables were
delineated. The total number of indicators consists of thirty-one items. The
infrastructure quality variable includes five indicators, the promotion and marketing
variable contains four items, the government policy variable consists of three
indicators, the safety and comfort variable encompasses seven indicators, the

perception of local culture variable has three indicators, the social media variable
comprises five indicators, and the tourist satisfaction variable is derived from four

indicators.

3.2. Data Collection and Participants
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Primary data were collected through face-to-face surveys. The surveys involved
distributing questionnaires to participants. The data collection period for the
questionnaires was at the end of December 2024. The survey questionnaire comprised
of closed-ended statements pertaining to variable indicators. Closed questions were
chosen to maintain the confidentiality of the responses, including the identities of the
participants. In other words, not all parties have access to the survey questions, as the
information provided by participants is private. Also, surveys that include closed-
ended questions can enable participants to articulate the reasons behind their choices
while upholding their rights and adhering to ethical approval. Responses were
measured using a Likert scale, which categorized attitudes into five options: 5 -
completely agree, 4 - agree, 3 - neutral, 2 - disagree, and 1 - completely disagree. The
sample was determined using simple random sampling (SRS), ensuring that each
participant had an equal chance of being selected. SRS is utilized in survey data
collection to ensure that every participant in the population has an equal chance of
being selected. This method reduces potential bias and enhances the representativeness
of the sample. According to Bhardwaj (2019) and Noor et al. (2022), SRS is
particularly appropriate when the population under study exhibits relatively
homogeneous characteristics, allowing for the application of valid inferential
statistical analyses. The methodology for approaching respondents in SRS-based
surveys follows a systematic sequence that includes: (1) establishing a clear and
comprehensive population list (sampling frame), (2) conducting random sample
selection, (3) compiling a list of selected respondents, (4) conducting interviews in
person (face-to-face), and (5) prioritizing ethical considerations in participation. The
Finite Population Correction (FPC) formula was employed in this tourism
management research (Beaman et al., 2024). The FPC formula is expressed as follows:

* 2 * * -

nE e <1>
where; n = sample size, N = population size, Z = 95% confidence level with Z score =
1.96, p = proportion in the population (0.5), and E = acceptable margin of error (0.05).

The population data indicates that there are 72,108 tourists visiting IKN

destinations. Given this population size, the sample is calculated as follows:
_ 72,108 * (1.96)% * 0.5 * (1 — 0.5)

M= 0052 + (72,106 - 1) + (196)2 + 05 « (1 - 05) @

72,108 * (3.841  0.05 * 0.05)

= (00025 « 72,107) + (3841 + 0.5 * 0.5) (&)
72,108 * 0.960
~180.267 + 0.960 @
69,223.68
T 181.267 ®)
n = 381.89 6)

The participants comprised tourists visiting three IKN destination locations: (1)
Titik Nol Nusantara, (2) Taman Kesuma Bangsa, and (3) Memorial Park. The sample
included 382 tourists (rounded up). As is well known, these three destinations are
intact and form a cohesive unit due to their proximity. Both the Titik Nol Nusantara,
Taman Kesuma Bangsa, and Memorial Park comprise a comprehensive tour package
organized by the tour manager. The satisfaction levels of 382 tourists surveyed
regarding the factors influencing their experience were assessed in a single location.
The criteria for the sample targeted domestic tourists from various age groups,
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including Baby Boomers, Generation X (Gen X), Generation Millennials (Gen Y), and
Generation Zoomers (Gen Z).

3.3. Analysis Method

This study employs a quantitative method known as Moderated Regression
Analysis (MRA). The MRA technique utilizes the PROCESS Macro within SPSS
software to extract and tabulate primary data. The basic equation for the MRA method
is expressed as follows:

Y =P+ X+ oM+ Bz3(X«M)+¢ (@)
where; Y = dependent variable, X = independent variable, M = moderator variable,
= intercept, f; = coefficient of direct effect of X on Y, f, = coefficient of M, f; =
interaction coefficient (moderation effect), X * M = interaction between X and M, and
¢ = residual.

The MRA method was employed to examine two linkages: the partial relationship
between infrastructure quality, promotion and marketing, government policy, and
safety and comfort in relation to tourist satisfaction. The first equation representing
the partial relationship among these variables is organized as follows:

TS = By + B11Q + BoPM + B3GP + B,SC + &, ®)
where; TS = tourist satisfaction, /Q = infrastructure quality, PM = promotion and
marketing, GP = government policy, SC = safety and comfort, £y = intercept, 5, 52,
3, s = coefficient of direct effect of IQ, PM, GP, and SC on TS, and ¢; = residuals in
the first model.

Furthermore, the relationship between perception of local culture and social
media serves as a moderating variable in the connection between infrastructure
quality, promotion and marketing, government policies, and the safety and comfort to
tourist satisfaction. The following equation outlines the moderating relationship
among these variables:

TS = Bo + $11Q + BsPLC + Bs(IQ * PLC) + B,PM + BsPLC + 5;(PM % PLC) +
B3GP + BsPLC + Bg(GP * PLC) + f4,SC + BsPLC + Bo(SC * PLC) + &, )

where; TS = tourist satisfaction, /Q = infrastructure quality, PM = promotion and
marketing, GP = government policy, SC = safety and comfort, PLC = perception of
local culture, Sy = intercept, B, B2, B3, f+ = coefficient of direct effect of IQ, PM, GP,
and SC on TS, S5 = regression coefficient of PLC, fis, f7, fs, fo = coefficient between
10, PM, GP, and SC with PLC, and &;= residuals in the second model.
TS = Bo + B1lQ + B1oSM + B11(1Q * SM) + B,PM + B1oSM + B1,(PM + SM) +
BsGP + B1oSM + P13 (GP * SM) + BoSC + B1oSM + B1a(SC * SM) + £, (10)

where; TS = tourist satisfaction, /Q = infrastructure quality, PM = promotion and
marketing, GP = government policy, SC = safety and comfort, SM = social media, Sy
= intercept, 1, B2, B3 P+ = coefficient of direct effect of IQ, PM, GP, and SC on TS,
P10 = regression coefticient of SM, fio, fi1, P12, P13 = interaction coefficient between
10, PM, GP, and SC with SM, and &3 = residuals in the third model.

Two outputs of the MRA method are the questionnaire data feasibility test and
hypothesis testing. First, the data feasibility test refers to the validity test, reliability
test, and relationship strength test. The validity test is determined using the corrected
item-total correlation (7;;). The r;; value is compared to the r-table value of 0.132. If
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the 7y is greater than the r-fable, the questionnaire data is considered valid; conversely,
if it is less, the data is deemed invalid. Next, the reliability test is verified using
Cronbach's Alpha (a). To detect whether the questionnaire data is reliable, it is
compared to a threshold value of a set at 0.7. If the o value exceeds 0.7, it is concluded
that the reliability of the questionnaire data is consistent; otherwise, it is not. The
power test evaluates the extent of influence that the independent and moderating
variables have on the dependent variable. The coefficient of determination (R?) is used
to assess the strength of the relationship between variables. The five parameters and
their interpretations for R?are described below: (1) 0-0.19 = the model barely explains
the dependent variable; (2) 0.2-0.39 = low explanation/small effect; (3) 0.4-0.59 =
moderate explanation/adequate model; (4) 0.6-0.79 = the model explains most of the
variation in the dependent variable; and (5) 0.8—1 = an excellent model that effectively
explains the dependent variable. Second, hypothesis testing relies on critical values.
The comparison of hypotheses involves the beta coefficient (£) and the evaluation of
t-statistics against the t-distribution table (t-critical = 1.96). The procedure for
generating hypotheses is as follows:

o If S is positive and the t-statistics > t-critical, then the alternative hypothesis (H,)

is accepted;
o Iffis negative and the t-statistics < t-critical, then the alternative hypothesis (H.)
is rejected.

4. Results

4.1. Demographic Profile

In this session, the demographic profile of participants, specifically tourists, is
based on gender, age, marital status, educational background, occupation, average
monthly income, place of residence, and frequency of visits. The study focused on 382
tourists who visited IKN destinations in 2024. There are various characteristics based
on tourist demographics. Referring to Figure 2, the majority of tourists are female,
comprising 55% (n = 209), while male tourists account for 45% (n = 173). Tourists'
ages are classified into four generations: Baby Boomers (born approximately 1946—
1964), Gen X (born approximately 1965—-1980), Gen Y (born approximately 1981—
1996), and Gen Z (born approximately 1997-2012). Figure 3 shows that the majority
of tourists belong to Gen Y, representing 51% (n = 195), while 27% are from Gen X
(n=102), 16% are Baby Boomers (n = 61), and 6% are from Gen Z (n = 24).

Visually, Figure 4 illustrates the characteristics of tourists based on marital status.
A total of 56% of tourists are single (n = 214), 36% are married (n = 136), and 8% are
divorced (n = 32). Figure 5 describes the identities of tourists based on their
educational backgrounds. The education referenced pertains to certified formal
education. University graduates include those with diplomas, master's degrees, and
doctorates. Among the 382 tourists surveyed, 49% were high school graduates (n =
185), 41% were university graduates (n = 157), 8% were junior high school graduates
(n=31), and 2% were elementary school graduates (n =9).
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Figure 2. Tourist characteristics by gender.

Gen baby
boomers
16%

Figure 3. Tourist characteristics by age.

Figure 4. Tourist characteristics based on marital status.
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Elementary school
s Junior highschool
2% graduate
8%

Figure 5. Tourist characteristics based on education background.

Figure 6 confirms that 30% of tourists are government employees (n = 113), 24%
are entrepreneurs (n = 81), 17% are private employees (n = 64), 15% are educators (n
= 58), 9% are bankers (n = 34), 4% are researchers (n = 17), 3% are not yet working
or are still in school (n = 10), and 1% are engineers (n = 5). Average monthly income
is measured in Indonesian Rupiah (IDR). Figure 7 highlights the nominal average
monthly income of tourists, showing that 39% have an average income between IDR
4,500,000-IDR 5,499,999 (n = 149), 20% earn less than IDR 3,500,000 (n = 76), 18%
have an average income between IDR 3,500,000—IDR 4,499,999 (n = 68), 13% earn
more than IDR 6,500,000 (n = 50), 7% have an average income between IDR
5,500,000-IDR 6,499,999 (n = 29), and 3% have no income because they are still
students (n = 10).

Notworking(still in

school)
Banker 3%
5%
Educator (teacher)
15%

Entrepreneur
21%

Private employze
17%
Engineer
1%

Figure 6. Tourist characteristics based on occupation.
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Figure 7. Tourist characteristics based on income.

The tourists surveyed were domestic travelers, specifically Indonesian tourists.
For the purposes of this study, the participants are categorized into two groups: those
residing in the vicinity of IKN (Kalimantan Island) and those living outside IKN
(including Papua, Maluku, Bali, Nusa Tenggara, Sulawesi, Java, and Sumatra). Figure
8 informs that 57% of the tourists originated from the IKN region and its surroundings
(n = 217), while 43% came from outside IKN (n = 165). The frequency of visits is
reflected by the arrival rate to IKN destinations throughout 2024 (see Figure 9). More
than half of the tourists, or 56%, reported having visited IKN destinations twice (n =
213). A quarter of the participants, or 25%, made a single visit (n = 97), and 19% of
tourists indicated that they had visited IKN destinations three times (n = 72). This
suggests that the frequency of visits to IKN destinations is still predominantly
influenced by regional tourist arrivals in 2024.

Around IKN
57%

Figure 8. Tourist characteristics based on residence.
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2 times
56%

Figure 9. Tourist characteristics based on frequency of visits.

4.2. Data Eligibility Test

The feasibility of questionnaire data is assessed through three key steps: (1)
validity testing, (2) reliability testing, and (3) relationship strength testing. The process
begins with validity testing for all variable indicators, utilizing corrected item-total
correlation. The minimum standard for validity is based on an r-table (r-table = 0.132).
Next, reliability is evaluated for each variable using Cronbach's Alpha, with a standard
threshold of 0.7 (a = 0.7). Finally, the strength of the relationships within the study
model is examined using the coefficient of determination (R?). The results of these
three tests assessing the feasibility of the questionnaire data are presented in Table 2.

From Table 2 below, all indicators for each variable are deemed valid (7> 0.132).
The following is a comparison of the highest and lowest r; values, organized by
variable. First, in the category of infrastructure quality, IQS5 (7;,= 0.450) is the indicator
with the highest correlation score, while 1Q3 (7, = 0.410) has the lowest score. Second,
for promotion and marketing, PM2 (r; = 0.720) is the indicator with the highest
correlation score, whereas PM4 (r; = 0.566) has the lowest correlation score. Third,
government policy, GP3 (r;;=0.713) is the indicator with the highest correlation score,
while GP2 (7 = 0.686) has the lowest correlation score. Fourth, regarding safety and
comfort, SC4 (ri; = 0.742) is the indicator with the highest correlation score, and SC7
(ri = 0.440) is the indicator with the lowest correlation score. Fifth, in terms of
perception of local culture, PLC3 (r; = 0.447) is the indicator with the highest
correlation score, while PLC2 (r;; = 0.399) has the lowest correlation score. Sixth,
social media, SM4 (i = 0.681) is the indicator with the highest correlation score,
whereas SM6 (r; = 0.458) has the lowest correlation score. Seventh, tourist
satisfaction, TS2 (7, = 0.762) is the indicator with the highest correlation score, while
TS3 (r#=0.671) has the lowest correlation score.

Statistically, there is internal consistency (homogeneity) among the indicators
used to form the variables. The analyzed variables are deemed reliable, as the
Cronbach's Alpha values exceed the acceptable threshold (a > 0.7). Below is the
ranking of Cronbach's Alpha values from highest to lowest for each variable:
government policy (a = 0.911), tourist satisfaction (a = 0.902), promotion and
marketing (o = 0.867), safety and comfort (o = 0.865), social media (a = 0.841),
infrastructure quality (@ = 0.783), and perception of local culture (a = 0.758).
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Table 2. Validity, reliability, and strength of relationship.

Variables Indicators Correlation Cronbach’s R?
Alpha
Infrastructure quality 1Q1 0.413
1Q2 0.448
1Q3 0.410 0.783
1Q4 0.413
1Q5 0.450
Promotion and marketing PM1 0.631
PM2 0.720
PM3 0.619 0.867
PM4 0.566
Government policy GP1 0.705
GP2 0.686 0911
GP3 0.713
Safety and comfort SC1 0.619
SC2 0.572
SC3 0.558
SC4 0.742 0.865
SC5 0.683
SC6 0.618
SC7 0.440
Perception of local culture PLCI1 0.426
PLC2 0.399 0.758 0.893
PLC3 0.447
Social media SM1 0.515
SM2 0.514
SM3 0.521
SM4 0.681 0.841 0.929
SM5 0.521
SM6 0.458
Tourist satisfaction TS1 0.709
TS2 0.762 0.902 0.746
TS3 0.671

The strength of the relationships among variables is assessed using the R? to
evaluate both direct relationships (without moderation) and those that include
moderation effects. In the first model, the coefficient of determination (R? = 0.746)
indicates that 74.6% of tourist satisfaction is formed by infrastructure quality,
promotion and marketing, government policy, and safety and comfort. This means that
variations in these factors account for 74.6% of the variance in tourist satisfaction,
while the remaining 25.4% is attributed to other factors not included in the model. In
the second model, the coefficient of determination (R? = 0.893) reveals that tourist
satisfaction is significantly influenced by infrastructure quality, promotion and
marketing, government policy, and safety and comfort, with the added moderation of
perception of local culture. The variation in the tourist satisfaction model, moderated
by perception of local culture, reaches 89.3%, highlighting an additional dimension
not emphasized in the second model. In accordance with the second model, the
coefficient of determination (R? = 0.929) in the third model indicates that tourist
satisfaction is formed by infrastructure quality, promotion and marketing, government
policy, and safety and comfort, with social media acting as a moderating factor. This
implies that 92.9% of the variability in tourist satisfaction can be attributed to these
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factors, demonstrating the strong predictive power of the third model. Contrarily, 7.1%
of the variability remains unexplained by the aforementioned factors, even with social
media's moderation, indicating that the third model possesses very good predictive
power. The remaining 7.1% represents the unexplained variance that cannot be
accounted for by infrastructure quality, promotion and marketing, government policy,
and safety and comfort, even when moderated by social media.

4.3. Hypothesis Testing

This study aims to conduct hypothesis testing to examine the direct influence of
infrastructure quality, promotion and marketing, government policy, and safety and
comfort on tourist satisfaction. Additionally, it seeks to investigate the interaction
effects of these variables, moderated by perception of local culture and social media,
on tourist satisfaction. The steps in hypothesis testing are evaluated using £ and ¢
statistics. Specifically, the t-statistics in hypothesis testing are compared to a t-critical
value of 1.96. The results of the hypothesis testing for both direct effects and
interaction effects are presented in Tables 3 and 4.

Table 3. Direct influence between variables.

Hypotheses (lingkages) Beta t Sig. (p) Std.error  Supported
Hl IQ-—>TS -0.060  -1.682 0.105 0.856 No
H2 PM—TS 0.375 2.494 0.000 0.047 Yes
H3 GP—TS 0.388 3.238 0.006 0.096 Yes
H4 SC—-TS 0.133 2.332 0.022 0.051 Yes

Empirical results regarding partial relationships reveal four findings. First,
infrastructure quality has a negative-not significant effect on tourist satisfaction (f =—
0.060; =-1.682). Second, promotion and marketing exert a positive-significant effect
on tourist satisfaction (8 = 0.375; ¢ = 2.494). Third, government policy has a positive-
significant effect on tourist satisfaction (f = 0.388; ¢ = 3.238). Fourth, safety and
comfort also have a positive-significant effect on tourist satisfaction (f = 0.133; ¢ =

2.332).
Table 4. Effect of interaction between variables.
Hypotheses (lingkages) Beta t Sig. (p) Std.error  Supported
HS5a 1Q«PLC—TS -0.028  -0.071 0.944 0.396 No
HSb  PM«PLC — TS 0.164 3.545 0.000 0.049 Yes
H5¢ GP+PLC—TS 0.169 2.827 0.005 0.063 Yes
H5d SC«PLC —TS 0.058 2.177 0.029 0.028 Yes
H6a 1Q+«SM —TS -0.019  -0.070 0.944 0.269 No
H6b PM«SM —TS 0.117 3.320 0.001 0.035 Yes
H6c GP+SM—TS 0.122 2.709 0.006 0.044 Yes
H6d SC+SM—TS 0.041 2.122 0.033 0.019 Yes

As a side note, empirical results regarding the first moderation relationship
revealed several findings. First, the infrastructure quality, when moderated by
perception of local culture, has a negative-not significant effect on tourist satisfaction
(f =-0.028; t =—0.071). Second, perception of local culture positively-significantly
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moderates the relationship between promotion and marketing on tourist satisfaction (S
= 0.164; ¢ = 3.545). Third, perception of local culture also positively-significantly
moderates the relationship between government policy on tourist satisfaction (f =
0.169; t=2.827). Fourth, perception of local culture positively-significantly moderates
the relationship between safety and comfort on tourist satisfaction (f = 0.058; ¢ =
2.177).

Meanwhile, in other moderation relationships, four key findings emerged. First,
the infrastructure quality, when moderated by social media, has a negative-not
significant effect on tourist satisfaction (f =—0.019; t =-0.070). Second, social media
positively-significantly moderates the relationship between promotion and marketing
on tourist satisfaction (f = 0.117; ¢ = 3.320). Third, social media positively-
significantly moderates the relationship between government policy on tourist
satisfaction (f = 0.122; ¢ = 2.709). Fourth, social media positively-significantly
moderates the relationship between safety and comfort on tourist satisfaction (f =
0.041; 1=2.122).

5. Discussion

Based on statistical case studies, it can be inferred that promotion and marketing,
government policy, and safety and comfort can enhance tourist satisfaction by 37.5%,
38.8%, and 13.3%, respectively. Nonetheless, the infrastructure quality reduces tourist
satisfaction by 6%. In the scope of tourism, the relationship between infrastructure
quality, promotion and marketing, government policy, and safety and comfort on
tourist satisfaction, as evidenced by numerous scientific works from across objects.
This investigation highlights the interconnectedness of these factors. Sugiama et al.
(2022) demonstrated that the quality of tourism infrastructure—reflected in
accommodation, accessibility, and amenities—positively correlates with tourist
satisfaction in forest tourism in Tasikmalaya Regency, Indonesia. Blazeska et al.
(2018) underlined that the continuous enhancement of tourism infrastructure can
elevate tourist satisfaction in Ohrid City, Republic of Macedonia. Munir et al. (2025)
identified that reliable infrastructure positively impacts tourist satisfaction in Khyber
Pakhtunkhwa Province, Pakistan. These three findings contradict the results of this
study, which demonstrate that infrastructure quality negatively impacts tourist
satisfaction. In other words, the H1 is rejected.

In the case of Valencia City, Philippines, effective marketing strategies, including
promotions, have been shown to enhance tourist satisfaction and encourage visitors to
advocate for the destination (Aranas et al., 2024). Rahayu et al. (2024) found that
promotional activities positively influence tourist satisfaction at historical attractions
in South Sumatra Province, Indonesia. Elements of the marketing mix and the
destination image significantly affect tourist satisfaction at Galunggung Shelter,
Indonesia (Alam et al., 2025). The three bodies of literature that connect the
relationship between promotion and marketing to tourist satisfaction align with H2.

Cardenas-Garcia et al. (2016) examined the extent to which tourist satisfaction
impacts tourism expenditure in emerging destinations in Andalusia, Spain. The results
indicated a correlation between tourist satisfaction and tourism expenditure at the
destination. Through a multiperspective approach, Nguyen et al. (2023) discovered
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that interaction and service quality collectively impact international tourist satisfaction
in Vietnam. Both references also support the H3.

Research by Li and Nuangjamnong (2023) showed that tourists' perceptions of
safety measures significantly influence their satisfaction and likelihood of revisiting
tourist destinations in Thailand. Security and safety measures, including health and
traffic safety, positively affect tourist satisfaction in Erbil, Iraq (Saleh & Mahmood,
2024). From these two research cases, it has been demonstrated that safety and comfort
significantly influence tourist satisfaction, leading to the acceptance of the H4.

The statistical results indicate that infrastructure quality, when moderated by
perceptions of local culture, actually reduces tourist satisfaction by 2.8%. In contrast,
promotion and marketing, government policy, and safety and comfort—also
moderated by perceptions of local culture—can enhance tourist satisfaction by 16.4%,
16.9%, and 5.8%, respectively. For comparison, there are both similarities and
differences in previous papers regarding the interaction between infrastructure quality,
promotion and marketing, government policy, and safety and comfort, as they relate
to the perception of local culture in influencing tourist satisfaction. In their paper,
Weng et al. (2023) discuss how the quality of public services, which encompasses
infrastructure and cultural services, affects tourist satisfaction in Nanjing, China.
Although it does not explicitly mention the moderation of perception of local culture,
the concepts of perceived value and expectancy dissonance illustrate how local culture
can influence tourists' evaluations of the services provided. The paper emphasizes that
the role of infrastructure can influence tourists' perceptions of local culture, which, in
turn, enhances their satisfaction. Therefore, this finding contradicts the empirical
results of the study, leading to the rejection of H5a.

Two additional publications emphasize the importance of local cultural
perception in enhancing promotion and marketing, government policy, and safety and
comfort, which in turn increases tourist satisfaction. In this condition, local culture
perception can be reflected in factors such as destination trust, advertising
effectiveness, differentiation strategies, Hofstede's cultural dimensions, and social
interaction. Tam et al. (2024) revealed that marketing through social media, moderated
by destination trust, has a significant impact on tourist satisfaction in Vietnam. Setegn
and Japee (2025) navigated the importance of promotional elements, such as
advertising sales, in enhancing tourist satisfaction, with public relations serving as a
mediator in the context of tourist destinations in Ethiopia. These two publications are
consistent with the earlier hypothesis proposal that promotion and marketing,
moderated by perceptions of local culture, can influence tourist satisfaction and H5b
is accepted.

Sukawati et al. (2021) proposed that local cultural wisdom functions as a
systematic moderator in differentiation strategies aimed at increasing tourist
satisfaction in the Ubud area of Bali, Indonesia. The differentiation strategy in
government policy seeks to create uniqueness by incorporating aspects of
infrastructure and facilities. The study confirmed that H5¢ was also accepted.

Huang and Crotts (2019) investigated the relationship between the dimensions of
individualism, power distance, and uncertainty as defined by Hofstede's cultural
framework, which normatively correlates positively with tourist satisfaction across
various countries. Zou and Yu (2022) emphasized how travelers' perceptions of
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security are influenced by social interactions at different stages of their journey.
Perceived safety significantly impacts the satisfaction of international tourists visiting
destinations in China. These two studies align with the previously proposed
hypothesis, which states that safety and comfort, moderated by perceptions of local
culture, can influence tourist satisfaction, so H5d is accepted.

Quantitatively, both promotion and marketing, government policy, and the safety
and comfort moderated by social media can strengthen tourist satisfaction by 11.7%,
12.2%, and 4.1%, respectively. This reality contradicts other empirical results, which
indicate that infrastructure quality actually diminishes tourist satisfaction by 1.9%.
Articles discussing the relationship between infrastructure quality, promotion and
marketing, government policy, and safety and comfort—moderated by social media—
on tourist satisfaction are also examined. Kalnaovakul et al. (2025) investigated the
dimensions of hotel service quality in renowned beach destinations in Thailand, as
well as the relationship between the sentiment of online review texts and satisfaction
ratings. The analysis revealed a strong positive correlation between review text
sentiment and satisfaction, highlighting the moderating roles of reviewer experience
and brand affiliation in this relationship. This paper contradicts the hypothesis that the
infrastructure quality, moderated by social media, can influence tourist satisfaction;
therefore, H6a is rejected.

Arasli et al. (2021) explored the impact of social media on destination marketing
for a sustainable cultural heritage festival in Badagry, Nigeria. Their findings indicated
that both social media and festival quality significantly influence tourist satisfaction.
Research conducted by Arasli et al. (2022) aligns well with the proposed hypothesis,
leading to the acceptance of H6b.

The study identified the role of social media as a moderating variable in the
government's tourism strategy, along with the contributions of local youth in
advancing regional tourism in Karo Regency, Indonesia. Amanda et al. (2023) showed
that social media enhances the effectiveness of government tourism strategies and
amplifies the involvement of local youth in tourism progress. By utilizing social
media, a positive connection is established between the government and local youth,
fostering tourism growth. Social media has proven to be a valuable tool, attracting the
attention of visitors from outside the region and encouraging foreign residents to
explore local tourist attractions. The scientific work presented above refines H6c,
demonstrating that government policies, when moderated by social media, can
significantly influence tourist satisfaction.

Nguyen et al. (2024) provided insights into the relationship between social media
communication, safety and comfort, and tourist satisfaction in Da Nang City, Vietnam.
Social media plays a crucial role in shaping tourists' perceptions of safety and comfort
at the destination, which, in turn, affects their overall satisfaction. Tourists'
engagement in on-site activities and through social media can influence their
satisfaction and sense of belonging to a cultural destination, such as Urbino City, Italy.
The study by Dini et al. (2023) suggests that social media acts as a moderating factor
that strengthens the relationship between tourists' satisfaction and their sense of
belonging to the destination. In practice, H6d is accepted and in line with the
manuscripts presented by Dini et al. (2023) and Nguyen et al. (2024).
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6. Conclusion

This study aims to examine the relationship between infrastructure quality,
promotion and marketing, government policy, and safety and comfort on tourist
satisfaction. Then, the study seeks to analyze the interaction between these dimensions
and the perception of local culture and social media as moderating variables
influencing tourist satisfaction. The findings indicate that: (1) infrastructure quality
has a negative-not significant effect on tourist satisfaction; (2) promotion and
marketing, government policy, and safety and comfort have a positive-significant
effect on tourist satisfaction; (3) the positive-significant relationship between
promotion and marketing, government policy, and safety and comfort on tourist
satisfaction is highly dependent on the perception of local culture and social media;
and (4) neither the perception of local culture nor social media moderates the
relationship between infrastructure quality and tourist satisfaction, as this relationship
is statistically proven to be negative-not significant. Other empirical evidence
indicates that the level of tourist satisfaction with IKN destinations is currently
classified as moderate.

In essence, this study serves as a pioneering exploration of tourist satisfaction and
the variables that influence it, incorporating perception of local culture and social
media as moderating factors. The study's model not only encompasses business
dimensions and communication strategies (such as promotion and marketing) but also
includes additional dimensions such as infrastructure quality (development of
facilities and infrastructure), government policies (support for tourism), and safety and
comfort (services and physical environment). These elements are moderated by the
perception of local culture (both cognitive and experiential) and social media
(technology and digital networks). Hence, calls for future research are discussed. This
study has not fully dissected the moderating role of local cultural perceptions and
social media in either strengthening or weakening the relationship between
infrastructure quality, promotion and marketing, government policy, and the safety
and comfort on tourist satisfaction. Limitations in data and the subjective nature of
measures related to local cultural perceptions and social media usage may restrict the
generalizability of the findings, so a qualitative or mixed-methods approach is
necessary to enhance understanding. Future research should aim to develop and
replicate a more comprehensive structural model by developing sociocultural and
digital dimensions to capture the dynamics of tourist interactions within the local
scope, which are increasingly influenced by advancements in communication
technology.

The infrastructure quality in IKN presents a significant irony. If comprehensive
improvements are not implemented, various paths will be adversely affected. The
physical and non-physical development of IKN, including its tourist destinations, must
synergize with sustainable tourism governance. To date, the appeal of IKN's
destinations is evident in the steadily increasing volume of visitors. However, the
demands from various stakeholders, particularly tourists, for enhanced infrastructure
and supporting services must be prioritized. IKN destinations have the potential to
accommodate a large number of tourists if they are backed by adequate infrastructure.
Ultimately, the findings of this study are intended to serve as a valuable resource for
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formulating policies in the tourism industry, particularly those addressing the issues
discussed. In addition to improving infrastructure quality, it is recommended that IKN
destination managers also focus on promotion and marketing, government policy, and
ensuring safety and comfort. Furthermore, incorporating local cultural perceptions and
leveraging social media into tourism business patterns can significantly enhance
tourist satisfaction.

Author contributions: Conceptualization, D.C.D., R.R. and S.Y.; methodology,
L.A.W. and A.S.; software, P.P.; validation, D.C.D., P.P. and S.Y.; formal analysis,
A.S.; investigation, L.A.W. and P.P.; resources, R.R.; data curation, L.A.W.;
writing—original draft preparation, D.C.D. and P.P.; writing—review and editing,
RR, L.A.W. and A.S.; visualization, S.Y.; supervision, R..R, P.P., S.Y. and A.S;
project administration, D.C.D. and L.A.W.; funding acquisition, P.P., S.Y. and A.S.
All authors have read and agreed to the published version of the manuscript.

Funding: This research received no external funding.

Acknowledgments: The authors would like to express their gratitude to the IKN
destination managers for granting permission and facilitating data collection. We also
appreciate the tourists who participated as informants during the surveys.

Conflict of interest: The authors declare no conflict of interest.

References]

Adeniran, A.O., Muraina, J.M., Ilugbami, J.O., & Adeniran, A.A. (2023). Government policy: Meaning, types, manifestations,
theories, and policy cycles. Insights into Regional Development, 5(2), 83-99. https://doi.org/10.9770/ird.2023.5.2(6)

Adinegara, J., Suprapti, N.W.S., Yasa, N.N.K., & Sukaatmadja, I.P G. (2021). Antecedents and consequences of tourist satisfaction:
A literature review. ASEAN Marketing Journal, 9(2), 40-53. https://doi.org/10.21002/am;j.v9i2.5686

Aftab, S., & Khan, M.M. (2019). Role of social media in promoting tourism in Pakistan. Journal of Social Sciences and Humanities,
58(1), 101-113. https://doi.org/10.46568/jssh.v58i1.131

Aichner, T., Griinfelder, M., Maurer, O., & Jegeni, D. (2021). Twenty-five years of social media: A review of social media
applications and definitions from 1994 to 2019. Cyberpsychology, Behavior and Social Networking, 24(4), 215-222.
https://doi.org/10.1089/cyber.2020.0134

Alam, J., Alam, Q.N., & Kalam, A. (2022). Prospects and challenges for sustainable tourism: Evidence from South Asian Countries.
International Journal of Multidisciplinary Research and Technology, 3(9), 19-42.

Alam, S.R.N., Widiyanesti, S., & Iskamto, D. (2025). The impact of marketing mix and destination image on revisit intention:
Mediation by e-WOM and tourist satisfaction through TikTok. Asean International Journal of Business, 4(1), 10-21.
https://doi.org/10.54099/aijb.v4i1.805

Alamineh, G.A., Hussein, J.W., Mulu, Y.E, & Taddesse, B. (2023). The negative cultural impact of tourism and its implication on
sustainable development in Amhara Regional State. Cogent Arts & Humanities, 10(1), Article 2224597.
https://doi.org/10.1080/23311983.2023.2224597

Amanda, S., Ningsih, A.W., Mahyudin, M., Fathoni, M., & Nasib, N. (2023). Social media as a moderating variable of government
tourism strategy and the role of local youth on regional tourism progress study of Sidebuk-Debuk hot springs tourist attraction
in Karo Regency. International Journal of Accounting, Management, Economics and Social Sciences, 1(6), 790-802.
https://doi.org/10.61990/ijamesc.v1i6.99

Angelini, L., Borlizzi, D., Carlucci, A., Ciardella, G., Destefanis, A., Governale, G., & Morfini, I. (2020). Cultural tourism
development and the impact on local communities: A case study from the South of Italy. CERN IdeaSquare Journal of
Experimental Innovation, 4(2), 19-24. https://doi.org/10.23726/¢ij.2020.1054

90

Commented [U11]: Please double check whether each
reference has been cited in the main text, as well as duplicated
references.

Commented [uu12R11]: The authors have thoroughly double-
checked and found no double citations in either the reference
section or the literature content. We guarantee that the current
display of references is appropriate, including no trailing citations.




Journal of Infrastructure 2025, Volume(Issue), X.

Apriyanti, M.E., Sumaryoto, S., & Meirinaldi, M. (2024). The importance of tourism infrastructure in increasing domestic and
international ~ tourism.  International  Journal of Research in  Vocational  Studies, 3(4), 113-122.
https://doi.org/10.53893/ijrvocas.v3i4.46

Aranas, S.J.L., Alago, N.V., & Moreno, S.R.L. (2024). The effectiveness of marketing strategy and customer satisfaction in
promoting a destination. International Journal of All Research Writings, 6(6), 200-207.

Arasli, H., Abdullahi, M., & Gunay, T. (2021). Social media as a destination marketing tool for a sustainable heritage festival in
Nigeria: A moderated mediation study. Sustainability, 13(11), Article 6191. https://doi.org/10.3390/sul3116191

Asmelash, A.G., & Kumar, S. (2019). The structural relationship between tourist satisfaction and sustainable heritage tourism
development in Tigrai, Ethiopia. Heliyon, 5(3), Article e01335. https://doi.org/10.1016/j.heliyon.2019.01335

Auliya, A., & Prianti, D.M. (2022). Influence of destination attributes on tourists’ satisfaction and their impact on tourists’ loyalty,
Pramuka Island. Proceedings, 83(1), Article 28. https://doi.org/10.3390/proceedings2022083028

Beaman, J.G., Huan, T.-C., & Beaman, J.P. (2004). Tourism surveys: Sample size, accuracy, reliability, and acceptable error. Journal
of Travel Research, 43(1), 67-74. https://doi.org/10.1177/0047287504265514

Bhardwaj, P. (2019). Types of sampling in research. Journal of the Practice of Cardiovascular Sciences, 5(3), 157-163.
https://doi.org/10.4103/jpcs.jpcs_62 19

Blazeska, D., Strezovski, Z., & Klimoska, A.M. (2018). The influence of tourist infrastructure on the tourist satisfaction in Ohrid.
UTMS Journal of Economics, 9(1), 85-93.

BPS-Statistics of Penajam Paser Utara Regency. (2025). Penajam Paser Utara Regency in figures 2025. Available online:
https://ppukab.bps.go.id/id/publication/2025/02/28/22fa55d38¢24319dbc 7652 14/kabupaten-penajam-paser-utara-dalam-
angka-2025.html (accessed on 28 March 2025).

Cakti, A., & Ratnawati, E. (2024). Kemenparekraf siap promosikan IKN dan destinasi wisata di sekitarnya [in English:
Kemenparekraf  ready to  promote IKN and  surrounding  tourist  destinations].  Retrieved  from
https://www.antaranews.com/berita/4347095/kemenparekraf-siap-promosikan-ikn-dan-destinasi-wisata-di-
sekitarnya?utm_source=chatgpt.com

Cardenas-Garcia, P.J., Pulido-Fernandez, J.I., & de la Cruz Pulido-Fernandez, M. (2016). The influence of tourist satisfaction on
tourism expenditure in emerging urban cultural destinations. Journal of Travel & Tourism Marketing, 33(4), 497-512.
https://doi.org/10.1080/10548408.2015.1064061

Chaniago, S.W.P., & Prasetya, A.W. (2023). Berwisata ke IKN nusantara, akomodasi masih terbatas [in English: Traveling to IKN
Nusantara, accommodation is still limited]. Retrieved https://travel.kompas.com/read/2023/10/04/090900027/berwisata-ke-
ikn-nusantara-akomodasi-masih-terbatas

Cossio-Silva, F-J., Revilla-Camacho, M-A., & Vega-Vézquez, M. (2019). The tourist loyalty index: A new indicator for measuring
tourist destination loyalty?. Journal of Innovation & Knowledge, 4(2), 71-77. https://doi.org/10.1016/j.jik.2017.10.003

Chen, C-M,, Lin, L., & Chiu, H-H. (2016). Advertising medium effect on tourist satisfaction. Annals of Tourism Research, 57, 268—
272. https://doi.org/10.1016/j.annals.2015.11.016

Cicerchia A. (2022). Indicators for local policies of cultural welfare: Content, dimensions, and quality criteria. City, Territory and
Architecture, 9(1), Article 32. https://doi.org/10.1186/s40410-022-00179-w

Cooper, D. (2001). Improving safety culture: A practical guide. John Wiley & Sons.

de Oliveira, R.A., & Baracho, R.M.A. (2018). The development of tourism indicators through the use of social media data: The case
of Minas Gerais, Brazil. Information Research, 23(4), Article 805.

de Sousa Saldanha, E., & da Silva, H.B. (2024). Linking tourists’ motivation to behavior intentions through government policies
and tourists’ satisfaction: Evidence from Ramelau Mountain as a tourist destination in Timor-Leste. Timor Leste Journal of
Business and Management, 6, 12-25. https://doi.org/10.51703/bm.v6i0.177

Dai, Y-Y., Zhang, X., & Feng, X. (2020). Conceptualization research of tourism comfort: A preliminary study. Journal of Tourism
& Management Research, 5(2), 662—680. https://doi.org/10.26465/0jtmr.2018339535

Dewi, K., Krisdiyanto, A., & Setiawati, R. (2024). The effect of natural scenery quality, public transportation availability, and
destination security on tourist satisfaction level at Mount Bromo, East Java. West Science Interdisciplinary Studies, 2(05),
1051-1062. https://doi.org/10.58812/wsis.v2i05.928

Ding, G., & Wu, J. (2022). Influence of tourism safety perception on destination image: A case study of Xinjiang, China.
Sustainability, 14(3), Article 1663. https://doi.org/10.3390/su14031663

91



Journal of Infrastructure 2025, Volume(Issue), X.

Dini, M., Curina, 1., Francioni, B., Hegner, S., & Cioppi, M. (2023). Tourists' satisfaction and sense of belonging in adopting
responsible behaviors: The role of on-site and social media involvement in cultural tourism. The TQM Journal, 35(9), 388—
410. https://doi.org/10.1108/TQM-03-2023-0085

Fan, D.XF., Qiu, H., Jenkins, C.L., & Lau, C. (2023). Towards a better tourist-host relationship: The role of social contact between
tourists’ perceived cultural distance and travel attitude. Journal of Sustainable Tourism, 31(2), 204-228.
https://doi.org/10.1080/09669582.2020.1783275

Eliza, Y., Muslim, 1., Putri, A., Andria, Y., & Maryanti, S. (2023). The effect of facilities and comfort on customer satisfaction: The
services as an intervening. Asean International Journal of Business, 2(2), 214-227. https://doi.org/10.54099/aijb.v2i2.642

Elnur, A., & Akgiin, H. (2024). Social media experiences of solo leisure travelers during the travel process: A phenomenological
study. Heliyon, 11(1), Article e41313. https://doi.org/10.1016/j.heliyon.2024.e41313

Fitriadi, F., Priyagus, P., & Darma, D.C. (2023). Assessing the economic feasibility of tourism around IKN: Does it beyond the
SDG standards?. Indonesian Journal of Tourism and Leisure, 4(2), 153—173. https://doi.org/10.36256/ijtl.v4i2.358

Florido-Benitez, L. (2024). Tourism promotion budgets and tourism demand: The Andalusian case. Consumer Behavior in Tourism
and Hospitality, 19(2), 310-322. https://doi.org/10.1108/CBTH-09-2023-0142

Garcia-Buades, M.E., Garcia-Sastre, M.A., & Alemany-Hormaeche, M. (2022). Effects of overtourism, local government, and
tourist behavior on residents’ perceptions in Alctiidia (Majorca, Spain). Journal of Outdoor Recreation and Tourism, 39, Article
100499. https://doi.org/10.1016/j.jort.2022.100499

Gill, G., Bigazzi, A., & Winters, M. (2022). Investigating relationships among perceptions of yielding, safety, and comfort for
pedestrians in unsignalized crosswalks. Transportation Research Part F: Traffic Psychology and Behaviour, 85, 179-194.
https://doi.org/10.1016/j.trf.2022.01.007

Hecan, X. (2023). The role of promotion and influencer marketing in tourism development. Greenation International Journal of
Tourism and Management, 1(1), 1-7. https://doi.org/10.38035/gijtm.v1il

Hermawan, H., Wijayanti, A., & Nugroho, D.S. (2019). Loyalty on Ecotourism analysed using the factors of tourist attraction, safety,
and amenities, with satisfaction as an intervening variable. African Journal of Hospitality, Tourism and Leisure, 8(5), 1-19.
https://doi.org/10.31227/osf.io/sbdmu

Hossain, R., Al-Amin, A., Mani, L., Islam, M.M., Poli, T.A., & Milon, M.N.U. (2024). Exploring the effectiveness of social media
on tourism destination marketing: An empirical study in a developing country. WSEAS Transactions on Business and
Economics, 21, 1392-1408. https://doi.org/10.37394/23207.2024.21.114

Huang, S., & Crotts, J. (2019). Relationships between Hofstede’s cultural dimensions and tourist satisfaction: A cross-country cross-
sample examination. Tourism, 72, 232—241. https://doi.org/10.1016/j.tourman.2018.12.001

Hung, V.V., Dey, S.K., Vaculcikova, Z., & Anh, L.T.H. (2021). The influence of tourists” experience on destination loyalty: A case
study of Hue City, Vietnam. Sustainability, 13(16), Article 8889. https://doi.org/10.3390/sul3168889

Huu, T.N., Ngoc, H.N., Dai, L.N., Thu, D.N.T., Truc, L.N., & Trong, L.N. (2024). Effect of tourist satisfaction on revisit intention
in Can Tho City, Vietnam. Cogent Business &  Management, 11(1),  Article  2322779.
https://doi.org/10.1080/23311975.2024.2322779

Hussain, A., Li, M., Kanwel, S., Asif, M., Jameel, A., & Hwang, J. (2023). Impact of tourism satisfaction and service quality on
destination loyalty: A structural equation modeling approach concerning China resort hotels. Sustainability, 15(9), Article
7713. https://doi.org/10.3390/su15097713

Hussain, K., Didarul Alam, M.M., Malik, A., Tarhini, A., & Al Balushi, M.K. (2024). From likes to luggage: The role of social
media content in attracting tourists. Heliyon, 10(19), Article e38914. https://doi.org/10.1016/j.heliyon.2024.¢38914

Ismail, F., & Imran, M. (2024). Tourist satisfaction: The impact of marketing, environment and e-commerce. Quantum Journal of
Social Sciences and Humanities, 5(4), 104—122. https://doi.org/10.55197/qjssh.v5i4.401

Jama, A.K., Yulianti, Y., Prihatmadji, W., Caniago, A., & Izzah, N. (2024). The impact of tourism infrastructure and marketing
strategies on tourist arrivals and local economic growth in Bali. The Es Economics and Entrepreneurship, 3(01), 12-24.
https://doi.org/10.58812/esee.v3i01.319

Ji, G.M., Cheah, J-H., Sigala, M., Ng, S.I., & Choo, W.C. (2023). Tell me about your culture, to predict your tourism activity
preferences and evaluations: Cross-country evidence based on user-generated content. Asia Pacific Journal of Tourism
Research, 28(10), 1052-1070. https://doi.org/10.1080/10941665.2023.2283599

92



Journal of Infrastructure 2025, Volume(Issue), X.

Jiuhardi, J., Hasid, Z., Darma, S., Priyagus, P., & Darma, D.C. (2024). Towards the new national capital (IKN) in Indonesia:
Premises and challenges of food security. Anuario do Instituto de Geociéncias, 47, 1-14. https://doi.org/10.11137/1982-
3908 2024 _47_55638

Jumadi, J., Adhifa, M.N.H.N., Amelia, A., & Ashiva, D.S. (2024). Stakeholder engagement, government policy, and tourist
satisfaction. Entrepreneurship Bisnis Manajemen Akuntansi, 5(1), 161-175. https://doi.org/10.37631/ebisma.v5il.1431

Jusoh, J., Masron, T., Hamid, N.F.A., & Shahrin, N. (2013). Tourist expectation and satisfaction towards physical infrastructure and
heritage elements in Melaka UNESCO world heritage site. Academic Journal of Interdisciplinary Studies, 2(8), 733-739.
https://doi.org/10.5901/ajis.2013.v2n8p733

Kalnaovakul, K., Balasubramanian, K., & Chuah, S.H.-W. (2025). Service quality, customer sentiment and online ratings of beach
hotels: An analysis of moderating factors. Journal of Hospitality and Tourism Insights, 8(3), 988-1009.
https://doi.org/10.1108/JHTI-06-2024-0591

Ke, W. (2024). The impact of tourism policies on the competitiveness of tourist destinations. Economics Law and Policy, 7(1), 126—
135. https://doi.org/10.22158/elp.v7n1p126

Khadaroo, J., & Seetanah, B. (2008) The role of transport infrastructure in international tourism development: A gravity model
approach. Tourism Management, 29(5), 831-840. https://doi.org/10.1016/j.tourman.2007.09.005

Kubickova, M. (2017). The impact of government policies on destination competitiveness in developing economies. Current Issues
in Tourism 22(3), 619—-642. https://doi.org/10.1080/13683500.2017.1296416

Kujala, S., Mugge, R., & Miron-Shatz, T. (2017). The role of expectations in service evaluation: A longitudinal study of a proximity
mobile payment service. International Journal of  Human-Computer Studies, 98, 51-61.
https://doi.org/10.1016/j.ijhcs.2016.09.011

Kusumaningrum, A.P., Pradini, G., & Miranda, M.A. (2023). The influence of tourism facilities and infrastructure on tourist
satisfaction at Air Manis Beach tourist attraction Padang City. International Journal of Economics, Management, Business,
and Social Science, 3(2), 161-166. https://doi.org/10.59889/ijembis.v3i2.125

Li, K.X., Jin, M., & Shi, W. (2018). Tourism as an important impetus to promoting economic growth: A critical review. Tourism
Management Perspectives, 26, 135—142. https://doi.org/10.1016/j.tmp.2017.10.002

Li, Y., & Nuangjamnong, C. (2023). Investigating tourist perceived quality and safety measures for sustainable tourism destination
image effect on satisfaction and revisit intentions among Chinese travelers. International Journal of Contemporary Research
and Review, 14(12), 20259-20280. https://doi.org/10.52845/rrijcrr/2023/14-12-21JCRR

Linderova, L., Scholz, P., & Almeida, N. (2021). Attitudes of local population towards the impacts of tourism development: Evidence
from Czechia. Frontiers in Psychology, 12, Article 684773. https://doi.org/10.3389/fpsyg.2021.684773

Machzumy, M., Lusianawati, H., & Muhtadi, M.A. (2024). The influence of local culture and cultural tourism activities on the
quality and reputation of tourism destinations in Bandung. West Science Social and Humanities Studies, 02(05), 809-819.
https://doi.org/10.58812/wsshs.v2i05.907

Magatef, S.G. (2015). The impact of tourism marketing mix elements on the satisfaction of inbound tourists to Jordan. International
Journal of Business and Social Science, 6(7), 41-58.

Malik, Z.Ul., Bukhri, S., Khan, A.U., Waheed, T., Hadi, S.I., & Malik, S. (2023). A critical analysis of the positive and negative
impacts of tourism on the local community. International Journal of Early Childhood Special Education, 15(01), 324-328.
https://doi.org/10.48047/INTJECSE/V1511.47

Marlina, E., Sukmawati, A M., & Wahyuhana, R.T. (2024). The correlation between cultural tourism motivation and tourism
tolerance. Tourism and Hospitality, 5(4), 1236—1259. https://doi.org/10.3390/tourhosp5040069

Martins, W.S., Martins, M., & Morais, E.P. (2025). Exploring the influence of social media on tourist decision-making: Insights
from Cape Verde. Tourism and Hospitality, 6(1), Article 45. https://doi.org/10.3390/tourhosp6010045

Meng, F., Tepanon, Y., & Uysal, M. (2008). Measuring tourist satisfaction by attribute and motivation: The case of a nature-based
resort. Journal of Vacation Marketing, 14(1), 41-56. https://doi.org/10.1177/13567667070842

Mohammed, D.J. (2024). The role of marketing strategies in achieving tourism marketing — "An applied study of the opinions of a
sample of workers in some tourism and travel companies in Najaf Governorate". American Journal of Economics and Business
Management, 7(10), 730-746. https://doi.org/10.31150/ajebm.v7i10.2944

Mouratidis, K., De Vos, J., Yiannakou, A., & Politis, I. (2023). Sustainable transport modes, travel satisfaction, and emotions:
Evidence from car-dependent compact cities. Travel Behaviour and Society, 33, Article 100613.
https://doi.org/10.1016/j.tbs.2023.100613

93



Journal of Infrastructure 2025, Volume(Issue), X.

Mulyadi, D., Puspita, E., Auliarrahma, N.I., Shelvira, S.A., Kintara, 1., & Abdul Fattah, M.S.F. (2024). Regional autonomy in
Indonesia: Challenges and opportunities in sustainable development in the era of sustainable development goals (SDGs).
Indonesian Journal of Law and Justice, 2(2), 1-12. https://doi.org/10.47134/ij1j.v2i2.3450

Munir, S., Haq, L.u., Cheema, A.N., Almanjahie, .M., & Khan, D. (2025). The role of tourists, infrastructure and institutions in
sustainable  tourism: A  structural equation modeling approach.  Sustainability, 17(7), Article 2841.
https://doi.org/10.3390/su17072841

Musliha, & Adinugraha, H.H. (2022). Digital marketing in tourism destinations. Jurnal Ekonomi Dan Bisnis Airlangga, 32(2), 130—
137. https://doi.org/10.20473/jeba.V32122022.130-137

Naseem, S. (2021). The role of tourism in economic growth: Empirical evidence from Saudi Arabia. Economies, 9(3), Article 117.
https://doi.org/10.3390/economies9030117

Nguyen, Q.H. (2021). Impact of investment in tourism infrastructure development on attracting international visitors: A nonlinear
panel ARDL approach using Vietnam’s data. Economies, 9(3), Article 131. https://doi.org/10.3390/economies9030131

Nguyen, H.K.T., Tran, P.T.K., & Tran, V.T. (2024). The relationships among social media communication, brand equity and
satisfaction in a tourism destination: The case of Danang city, Vietnam. Journal of Hospitality and Tourism Insights, 7(2),
1187-1210. https://doi.org/10.1108/JHTI-11-2022-0567

Nguyen, H.T., Le, A.T.T., Phan, A.C., & Hoang, T.D.L. (2023). A multi-perspective approach of international tourist satisfaction
in tourism service: From big data perspective. Journal of Asia Business Studies, 17(4), 850—-872. https://doi.org/10.1108/JABS-
03-2022-0090

Nguyen, T.N., Tran, D.T.L., Ly, M.T., & Duong, T.X. (2025). Factors influencing tourist satisfaction at a biosphere reserve: The
case of Ca Mau Cape, Vietnam. European Journal of Humanities and Social Sciences, 5(1), 1-7.
https://doi.org/10.24018/ejsocial.2025.5.1.583

Noor, S., Tajik, O., & Golzar, J. (2022). Simple random sampling. International Journal of Education & Language Studies, 1(2),
78-82. https://doi.org/10.22034/ijels.2022.162982

Nugraha, 1.G.P., Parma, L.P.G., Agustina, M.D.P., & Hutnaleontina, P.N. (2024). The role of government and community
participation in realizing sustainable tourism development in Tihingan Village, Bali, Indonesia. Journal of Infrastructure,
Policy and Development, 8(8), Article 4621. https://doi.org/10.24294/jipd.v8i8.4621

Nurjanana, N., Darma, D.C., Suparjo, S., Kustiawan, A., & Wasono, W. (2025). Two-way causality between economic growth and
environmental quality: Scale in the new capital of Indonesia. Sustainability, 17(4), Article 1656.
https://doi.org/10.3390/su1 7041656

Nurjanana, N., Wayhuni, S., & Gafur, A. (2024). Towards halal tourism: Orientation towards the “Titik Nol Nusantara” destinations.
Asian Business Research Journal, 9, 119-126. https://doi.org/10.55220/25766759.227

Organisation for Economic Co-operation and Development. (2020). Safe and seamless travel and improved traveller experience. In
OECD Report to G20 Tourism Working Group. OECD Tourism Papers, 2020/02, OECD Publishing, Paris. Available online:
https://www.oecd.org/en/publications/safe-and-seamless-travel-and-improved-traveller-experience_d717feea-en.html
(accessed on 5 April 2025).

Olszewski-Strzyzowski, D.J. (2022). Promotional activities of selected national tourism organizations (NTOs) in the light of
sustainable tourism (including sustainable transport). Sustainability, 14(5), Article 2561. https://doi.org/10.3390/su14052561

Pandu, P. (2025). IKN jadi destinasi wisata baru, masyarakat lokal terlibat aktif dalam pengembangan [in English: IKN becomes a
new tourist destination, local communities actively involved in development]. Retrieved from https://iknpos.id/2025/01/ikn-
jadi-destinasi-wisata-baru-masyarakat-lokal-terlibat-aktif-dalam-pengembangan/

Priyagus, P., Rahmawati, R., & Darma, D.C. (2024). “Not viral, not popular”: What is the format for the development of IKN? In a
participatory planning lens. Planning Malaysia, 22(1), 166—183. https://doi.org/10.21837/pm.v22i30.1432

Putri, D.L., Nurmawati, N., Dianiswara, A., Harahap, R.G., Wirawan, M.K., Huda, A.C., Fitriansyah, F., & Nugroho, B.A. (2024,
February 21). Towards the development of the Indonesia new capital city. The 4th International Conference on Integrated
Coastal Management & Marine Biotechnology (ICMMBT), 12-13 September 2023, Bali, Indonesia.
https://doi.org/10.1051/bioconf/20249201024

Qin, J., Feng, Y., Sheng, Y., Huang, Y., Zhang, F., & Zhang, K. (2025). Evaluation of pedestrian-perceived comfort on urban streets
using multi-source data: A case study in Nanjing, China. ISPRS International Journal of Geo-Information, 14(2), Article 63.
https://doi.org/10.3390/ijgi14020063

94



Journal of Infrastructure 2025, Volume(Issue), X.

Qiu, N., Li, H., Pan, C., Wu, J., & Guo, J. (2024). The study on the relationship between perceived value, satisfaction, and tourist
loyalty at industrial heritage sites. Heliyon, 10(17), Article e37184. https://doi.org/10.1016/j.heliyon.2024.e37184

Rahayu, S., Nurahmi, M., & Samsuddin, W. (2024). The influence of promotion and service quality on satisfaction and its impact
on tourist loyalty in historical tourism objects. Revista de Gestdo Social e Ambiental, 18(4), Article e05014.
https://doi.org/10.24857/rgsa.v18n4-089

Rahjasa, S., Prasasti, G., & Apriliani, K. (2024). How travel influencer and social media influence tourist travel decision to Ubud.
Tourism Research Journal, 8(1), 127-141. https://doi.org/10.30647/trj.v8i1.243

Rahmawati, R., Rohmah, M., Ulfah, Y., Juwita, R., Noor, M.F., & Arifin, Z. (2023). Becoming a viewer again? Optimizing
educational tour at IKN Nusantara to encourage community enthusiasm. Jurnal Perspektif Pembiayaan dan Pembangunan
Daerah, 11(2), 159-174. https://doi.org/10.22437/ppd.v11i2.22753

Rasoolimanesh, S.M., Seyfi, S., Hall, C.M., & Hatamifar, P. (2021). Understanding memorable tourism experiences and behavioural
intentions of heritage tourists. Journal of Destination Marketing & Management, 21, Article 100621.
https://doi.org/10.1016/j.jdmm.2021.100621

Rizaldi, A.S., Rumanti, A.A., & Andrawina, L. (2024). Sustainable tourism industry in Indonesia through mapping natural tourism
potential: Taxonomy approach. Sustainability, 16(10), Article 4201. https://doi.org/10.3390/sul6104201

Saleh, H.A., & Mahmood, R.H. (2024). Safety and security measures as key dimensions of tourism satisfaction in the city of Erbil.
Qalaai Zanist Scientific Journal, 9(1), 1537-1565. https://doi.org/10.25212/1fu.qzj.9.1.55

Satrya, 1.D.G., Adityaji, R., Susilo, C., Karya, D.F., & Hendra, H. (2024). The role of authenticity, local culture, tourism perceived
value, and memorable tourism experience for heritage tourism revisit intention. International Journal of Sustainable
Development and Planning, 19(3), 1163—1170. https://doi.org/10.18280/ijsdp.190334

Sarabdeen, J. (2024). The role of government in driving sustainability: A public policy perceptive. Emerging Science Journal, 8(3),
1184-1200. https://doi.org/10.28991/ESJ-2024-08-03-023

Schonherr, S., Peters, M., & Kuscer, K. (2023). Sustainable tourism policies: From crisis-related awareness to agendas towards
measures. Journal of Destination Marketing & Management, 27, Article 100762. https://doi.org/10.1016/j.jdmm.2023.100762

Setegn, A.E., & Japee, G.P. (2025). Promotional elements and the performance of tourism marketing of visitor attraction places
with the mediating role of public relations: Empirical evidence from visitors in Ethiopia. Cogent Business & Management,
12(1), Article 2454325. https://doi.org/10.1080/23311975.2025.2454325

Setiawan, E.B., Wati, S., Wardana, A., & Ikhsan, R.B. (2020). Building trust through customer satisfaction in the airline industry in
Indonesia: Service quality and price fairness contribution. Management Science Letters, 10(5), 1095-1102.
https://doi.org/10.5267/j.ms1.2019.10.033

Sharafuddin, M.A., Madhavan, M., & Wangtueai, S. (2024). Assessing the effectiveness of digital marketing in enhancing tourist
experiences and satisfaction: A study of Thailand’s tourism services. Administrative Sciences, 14(11), Article 273.
https://doi.org/10.3390/admsci14110273

Sharma, R. (2022). Influence of social media in travel decision making. REST Journal on Data Analytics and Artificial Intelligence,
1(3), 42-50. https://doi.org/10.46632/jdaai/1/3/6

Si, H., Li, N., Cheng, L., Wu, G., & De Vos, J. (2024). Are you a happy traveler? Exploring ridesourcing travelers' satisfaction and
subjective well-being. Transportation Research Part D: Transport and Environment, 128, Article 104108.
https://doi.org/10.1016/j.trd.2024.104108

Smith, M., & Puczko, L. (2008). Health and wellness tourism. Routledge.

Smith, M.K. (2015). Issues in cultural tourism studies, 3rd Ed. Routledge.

Sofronov, B. (2019). The development of marketing in tourism industry. Annals of Spiru Haret University. Economic Series, 19(1),
117-127. https://doi.org/10.26458/1917

Song, Q., & Wondirad, A. (2023). Demystifying the nexus between social media usage and overtourism: Evidence from Hangzhou,
China. Asia Pacific Journal of Tourism Research, 28(4), 364-385. https://doi.org/10.1080/10941665.2023.2230313

Soualah, A., Boussouf, M.B., & Ariane, H. (2021). Cultural heritage in Algeria: A crucial determining for tourist attractiveness and
competitiveness?. Revista de Turism: Studii si Cercetari in Turism, 16(31), 1-10.

Sufa, S.A., Setiawati, D., Afiat, M.N., & Rijal, S. (2024). The influence of tourism infrastructure and online promotion of tourist
visit intention: Study on the Island of Bali with tourist satisfaction as an intervening variable. International Journal of Business,
Law, and Education, 5(2), 1567—1576. https://doi.org/10.56442/ijble.v5i2.595

95



Journal of Infrastructure 2025, Volume(Issue), X.

Sugiama, A.G., Oktavia, H.C., & Karlina, M. (2022). The effect of tourism infrastructure asset quality on tourist satisfaction: A case
on forest tourism in Tasikmalaya Regency. International Journal of Applied Sciences in Tourism and Events, 6(1), 65-71.
https://doi.org/10.31940/ijaste.v6i1.65-71

Sukawati, T.G.A.I., Sukaatmadja., I.P.G., Yasa, N.N.K., & Widagda, [.G.J.A. (2021). The role of local wisdom culture moderating
the effect of product differentiation, service differentiation, and image differentiation on tourist satisfaction: Case study of
tourist satisfaction at Royal Kirana Spa & Wellness Ubud. International Research Journal of Management, IT and Social
Sciences, 8(5), 377-392. https://doi.org/10.21744/irjmis.v8n5.1909

Sun, Z., Liu, L., Pan, R., Wang, Y., & Zhang, B. (2025). Tourism and economic growth: The role of institutional quality.
International Review of Economics & Finance, 98, Article 103913. https://doi.org/10.1016/.iref.2025.103913

Surata, I.LK., Sumartana, .M., & Utama, I.G.B.R. (2024). The impact of cultural tourism on local traditions. Jurnal Penelitian
Pendidikan Indonesia, 10(4), 672—683. https://doi.org/10.29210/020244780

Tam, L.D., Tuu, H.H., & Cong, L.C. (2024). The effect of social media marketing on tourist loyalty: A mediation - moderation
analysis in the tourism sector under the stimulus-organism-response model. Journal of Tourism and Services, 15(29), 294-319.
https://doi.org/10.29036/jots.v15i29.914

Tang, C., & Watt, JM.K. (2024). The impact of cultural tourism industry policy on Guizhou travelers’ usage satisfaction. ePaper
Bisnis: International Journal of Entrepreneurship and Management, 1(3), 34-45. https://doi.org/10.61132/epaperbisnis.v1i3.70

Tang, W., Tosun, C., Mohamed, A.E., & Uslu, S. (2024). The influence of social media usage and perceived government market
orientation on travel intention to an internet celebrity city: Exploring the mediating effects of place attachment and perceived
value. Behavioral Sciences, 14(8), Article 694. https://doi.org/10.3390/bs14080694

Thai, T.D., & Sinh, B.D. (2025). Impact of integrated marketing communications on generation Z tourists' revisit intention, with
destination satisfaction as a mediating factor: A case study of Vung Tau, Vietnam. International Journal of Advanced and
Applied Sciences, 12(3), 78-90. https://doi.org/10.21833/ijaas.2025.03.009

Tian Y. (2023). A review on factors related to patient comfort experience in hospitals. Journal of Health, Population, and Nutrition,
42(1), Article 125. https://doi.org/10.1186/s41043-023-00465-4

Tran, H.A.T., Hwang, Y.S., Yu, C., & Yoo, S.J. (2018). The effect of destination social responsibility on tourists’ satisfaction: The
mediating role of emotions. Sustainability, 10(9), Article 3044. https://doi.org/10.3390/su10093044

Tran, C.Q. (2025). Evaluating the impact of government policies on tourist satisfaction in Vietnam: A GSCA approach. Ho Chi
Minh City Open University Journal of Science - Economics and Business Administration, 15(4), 3-16.
https://doi.org/10.46223/HCMCOUJS.econ.en.15.4.3633.2025

Vandeskog, B. (2024). Safety is the preservation of value. Journal of Safety Research, 89, 105-115.
https://doi.org/10.1016/j.jsr.2024.02.004

Veale, D., Robins, E., Thomson, A.B., & Gilbert, P. (2023). No safety without emotional safety. The Lancet Psychiatry, 10(1), 65—
70. https://doi.org/10.1016/S2215-0366(22)00373-X

Velmurugan, S., Thazhathethil, B.V., & George, B. (2021). A study of visitor impact management practices and visitor satisfaction
at Eravikulam National Park, India. International Journal of Geoheritage and Parks, 9(4), 463-479.
https://doi.org/10.1016/j.ijgeop.2021.11.006

Verduzco Villasefior, M.d.C., Cornejo Ortega, J.L., & Espinoza Sanchez, R. (2023). Governmental strategies and policies in the
projection of smart tourist destination: An approach to the conceptual and theoretical qualitative analysis. Sustainability, 15(9),
Article 7166. https://doi.org/10.3390/su15097166

Wardekker, A., Nath, S., & Handayaningsih, T.U. (2023). The interaction between cultural heritage and community resilience in
disaster-affected volcanic regions. Environmental Science & Policy, 145, 116-128.
https://doi.org/10.1016/j.envsci.2023.04.008

Wang, H., & Yan, J. (2022). Effects of social media tourism information quality on destination travel intention: Mediation effect of
self-congruity and trust. Frontiers in Psychology, 13, Article 1049149. https://doi.org/10.3389/fpsyg.2022.1049149

Weng, L., Tan, L., & Yu, Y. (2023). The effects of perceived cultural and tourism public services on visitor satisfaction and quality
of life: A multiple mediation model. Land, 12(11), Article 2033. https://doi.org/10.3390/land12112033

Wichmann, J.R.K., Uppal, A., Sharma, A., & Dekimpe, M.G. (2022). A global perspective on the marketing mix across time and
space. International Journal of Research in Marketing, 39(2), 502-521. https://doi.org/10.1016/j.ijresmar.2021.09.001

96



Journal of Infrastructure 2025, Volume(Issue), X.

Wilopo, W., & Nuralam, I.P. (2025). An investigating the influence of social media marketing activities on revisit intention among
Indonesian  international tourists. Cogent  Business & Management, 12(1), Article 2440626.
https://doi.org/10.1080/23311975.2024.2440626

Wretstrand, A., Holmberg, B., & Berntman, M. (2014). Safety as a key performance indicator: Creating a safety culture for enhanced
passenger safety, comfort, and accessibility. Research in  Transportation Economics, 48, 109-115.
https://doi.org/10.1016/j.retrec.2014.09.008

Wong, J.W.C., & Lai, LK.W. (2022). The mechanism influencing the residents’ support of the government policy for accelerating
tourism recovery under COVID-19. Journal of Hospitality and Tourism Management, 52, 219-227.
https://doi.org/10.1016/j.jhtm.2022.06.018

Zhang, T., Chen, J., & Hu, B. (2019). Authenticity, quality, and loyalty: Local food and sustainable tourism experience.
Sustainability, 11(12), Article 3437. https://doi.org/10.3390/sul 1123437

Zou, Y., & Yu, Q. (2022). Sense of safety toward tourism destinations: A social constructivist perspective. Journal of Destination
Marketing & Management, 24, Article 100708. https://doi.org/10.1016/j.jdmm.2022.100708

97



Journal of Infrastructure 2025, Volume(Issue), X.

Lampiran 6: Pengecekan proofreading dan layout

Article

Revealing Tourist Satisfaction and Its Influencing Dimensions—The
Context of IKN Destination

Dio Caisar Darma "

Alexander Sampeliling 3

, Rahmawati Rahmawati 3, Lydia Ari Widyarini 4, Purwadi Purwadi 3, Syaharuddin Y. 3,

! Department of Economics, Faculty of Economics and Business, Universitas Mulawarman, Samarinda 75119, Indonesia

2 Study Program of Development Economics, Faculty of Economics and Business, Universitas Siliwangi, Tasikmalaya 46115, Indonesia
3 Department of Management, Faculty of Economics and Business, Universitas Mulawarman, Samarinda 75119, Indonesia

4 Department of Management, Faculty of Business, Universitas Katolik Widya Mandala, Surabaya 60265, Indonesia

* Corresponding author: diocaisar09@gmail.com

CITATION

To be added by editorial staff during
production.

ARTICLE INFO

Received: Date Month Year
Accepted: Date Month Year
Available online: Date Month Year

COPYRIGHT

Copyright © 2025 by author(s).
Journal of Infrastructure is published
by EIVX Publishing, LLC. This work
is licensed under the Creative
Commons Attribution (CC BY)
license.
https://creativecommons.org/licenses/
by/4.0/

Abstract: The new National Capital City/Ibu Kota Negara (IKN), named ‘“Nusantara,” is part
of Indonesia's strategy to reduce developmental inequality across various sectors. The
relocation of the IKN from Jakarta to Nusantara signifies not only an administrative transition
but also a governmental initiative aimed at fostering a sustainable tourism sector. Concurrently,
the government is positioning tourist destinations in IKN as national icons. This study
specifically aims to explore two things. First, it examines the causal among infrastructure
quality, promotion and marketing, government policy, and safety and comfort in relation to
tourist satisfaction. Second, it investigates how the interaction between these dimensions, along
with the perception of local culture and social media, influences tourist satisfaction. In 2024, a
total of 72,108 tourists visited IKN destinations, and 382 of them were surveyed using a
questionnaire. Technically, offline structured surveys are conducted using a predetermined set
of questions presented in the form of a questionnaire. The data collected from the questionnaire
were processed using Moderated Regression Analysis (MRA). The authors identified the
following four points: (1) infrastructure quality has a negative-not significant impact on tourist
satisfaction; (2) promotion and marketing, government policy, and safety and comfort have a
positive-significant impact on tourist satisfaction; (3) infrastructure quality, when moderated
by perception of local culture and social media, has a negative-not significant impact on tourist
satisfaction; and (4) promotion and marketing, government policy, and safety and comfort,
when moderated by perception of local culture and social media, have a positive-significant
impact on tourist satisfaction. The results of this study are expected to provide valuable
academic insights and practical policy recommendations for the future.

Keywords: tourist satisfaction; tourist destinations; IKN; MRA method

1. Introduction

Until now, the majority of development in Indonesia has not been fully optimized
(Mulyadi et al., 2024). To promote integrated development, Indonesia must reduce
inequality by enhancing the quality of life for all segments of society. The government
has made concrete efforts to alleviate the burden on Jakarta by relocating the capital
city, thereby providing opportunities for strategic areas outside Jakarta to concentrate
on stimulating development. Law No. 3 of 2022, concerning the IKN Nusantara,
governs the transfer of the Indonesian government center from Jakarta to IKN
Nusantara (Jiuhardi et al., 2024). IKN is located in Penajam Paser Utara (PPU), which
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is one of the districts in East Kalimantan Province (Putri et al., 2023). This regulation
was enacted on February 15, 2022, and serves as the legal foundation for the capital's
relocation, which aims to alleviate the pressures on Jakarta as the former center of
government and to support equitable development throughout Indonesia. The
Indonesian government's goal in drafting and enacting Law No. 3 of 2022 was to
achieve a significant advancement in infrastructure development, socio-economic
growth, governance, and the prioritization of environmental sustainability to preserve
biodiversity and mitigate climate change. The relocation of the capital is anticipated
to foster a balance among economic, social, and environmental factors, particularly as
a symbol of the nation's progress (Nurjanana et al., 2025).

To achieve a balance in socio-economic development, it is essential to prioritize
the principle of driving inclusive economic growth. This can be accomplished through
a combination of empowering local communities, providing quality infrastructure, and
enhancing the quality of health, education, and skills, all while ensuring environmental
sustainability. One critical area that requires improvement is tourism. The tourism
sector plays a vital role in economic growth (Li et al., 2018; Naseem, 2021; Sun et al.,
2025). This is particularly true for Indonesia and East Kalimantan during the period
from 2019 to 2022. Fitriadi et al. (2023) reported that the average growth rate of the
Gross Domestic Product (GDP) for the tourism sector in Indonesia was 4.52%, while
the average growth rate of the Gross Regional Domestic Product (GRDP) for East
Kalimantan reached 2.92%. Although all countries, including the tourism sector, were
adversely affected by the COVID-19 pandemic from 2019 to 2021, tourism activities
began to revive as the impact of the virus gradually diminished. At the same time, the
IKN project, marked by the establishment of several monuments such as Titik Nol
Nusantara, Taman Kesuma Bangsa, and Memorial Park, emerged as a popular new
destination within the community. IKN tourist destinations are classified as artificial
tourism clusters. According to the BPS-Statistics of Penajam Paser Utara Regency
(2025), there was a significant increase in visitors to IKN destinations from 2022 to
2024. In 2022, there were 36,002 tourists; in 2023, the number rose to 53,563; and in
2024, it reached 72,108. Consequently, the average tourist visit rate to IKN over these
three years was 41.7%. The total number of visits to IKN comprises both domestic and
international tourists.

The tourism sector in IKN holds promising prospects from a macroeconomic
standpoint. However, from a microeconomic perspective—encompassing business,
management, and finance—the sector has not demonstrated significant productivity.
The lack of productivity in IKN's tourism sector is primarily attributed to inadequate
governance. According to Fitriadi et al. (2023), Nurjanana et al. (2024), Priyagus et
al. (2024), and Rahmawati et al. (2023), the management of tourist destinations in IKN
faces challenges due to limited infrastructure, ineffective branding and reputation,
insufficient government policy support, and instability. Poor governance performance
significantly hampers the development of tourism in the region.

As an example, regarding government support, the regulations governing tourism
in IKN are not yet fully developed, as the construction of IKN Nusantara remains in
the planning and integration phase. Based on the development concepts outlined in
Law No. 3 of 2022 and various related planning documents, there are eight aspects
that can influence tourism regulations in IKN Nusantara: (1) sustainable tourism
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development, (2) modern tourism infrastructure, (3) preservation of local culture, (4)
tourism licensing and management, (5) partnerships between the government and the
private sector, (6) human resources and training, (7) tourism promotion and marketing,
and (8) environmental control in tourism.

Of the eight aspects mentioned, four—namely, infrastructure quality, promotion
and marketing, government policies, and safety and comfort while traveling—
significantly influence tourist satisfaction. This argument is reinforced by empirical
arguments from Alam et al. (2022), Jama et al. (2024), Munir et al. (2025), and Sufa
et al. (2024), which provide deep insights into how these four aspects contribute to
tourist satisfaction. It is essential to review these four aspects, as they are concrete
elements in shaping tourist experiences that directly influence the sustainability and
competitiveness of tourist destinations, particularly concerning tourist satisfaction.
The four foundational concepts underlying the examination of tourism satisfaction are
constructed based on infrastructure quality, promotion and marketing, government
policy, and safety and comfort. First, infrastructure serves as the physical foundation
of tourism. This study assesses the extent to which infrastructure contributes to tourist
satisfaction, thereby forming a basis for development planning. Second, promotion
and marketing enhance a destination's attractiveness. Effective marketing and
promotion strategies shape how a destination's image is perceived by potential tourists.
By formulating targeted marketing and promotion strategies, it becomes easier to
measure tourist expectations, perceptions, and satisfaction. Third, government policy
plays a crucial role in determining the direction of tourism development. The scenarios
presented in this study will help evaluate the influence of policy interventions on
tourist experiences and their overall effectiveness. Fourth, safety and comfort
significantly impact tourists' decisions. By addressing these aspects, managers can
identify factors that inhibit the creation of a welcoming and safe destination, which
directly affects tourist satisfaction. In synthesis, both infrastructure, promotion and
marketing, government policies, and safety and comfort are identified as the main
components that shape the entire tourist experience from beginning to end. These four
aspects also serve as the main theories in service quality (SERVQUAL), tourism
destination competitiveness (TDC), and the tourism area life cycle (TALC), which
emphasize the processes, evaluations, and outcomes associated with each stage: pre-
visit (promotion and marketing), during the visit (infrastructure quality, government
policies, and safety and comfort), and post-visit (tourist satisfaction). Nevertheless,
these four aspects are somewhat limited in their ability to influence tourist satisfaction.
Therefore, the authors propose the inclusion of two additional relevant aspects: social
media and perceptions of local culture, which must be considered to enhance tourist
satisfaction. In addition to these four factors, perception of local culture and the impact
of social media also play a role in enhancing tourist satisfaction. While perception of
local culture and social media do not directly affect tourist satisfaction, they serve as
intermediaries. The effectiveness of infrastructure, promotion and marketing,
government policies, and safety and comfort in increasing tourist satisfaction is
contingent upon how tourists perceive local culture and engage with social media. This
affirmation not only transforms individual perspectives but also shapes collective
viewpoints through responses, comments, reviews, and ratings from others.
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Broadly speaking, there is a positive linear relationship between infrastructure
quality, promotion and marketing, government policy, and the safety and comfort
experienced by tourists, all of which contribute to tourist satisfaction (Hussain et al.,
2023; Kubickova, 2017; Nguyen et al., 2025; Sharafuddin et al., 2024). Even farther,
other studies indicate that perception of local culture and the influence of social media
are significant factors in the relationship between infrastructure quality, promotion and
marketing, government policies, and the safety and comfort of tourists, which
ultimately affect tourist satisfaction (Chen et al., 2016; Ding & Wu, 2022; Martins et
al., 2025; Tang et al., 2024; Tran, 2025; Wang & Yan, 2022; Weng et al., 2023). So
far, there has been limited research article that specifically addresses tourist
complaints regarding infrastructure quality, promotion and marketing, government
policies, and safety and comfort within the IKN destination. During field observations,
the authors noted numerous complaints from tourists concerning the aforementioned
aspects. These four aspects are identified as significant issues that warrant further
investigation, as they play a crucial role in enhancing tourist satisfaction. This
assertion is confirmed by various online media sources, which indicate that the
infrastructure quality in the IKN destination area remains inadequate, particularly in
terms of accommodation and services, road and environmental conditions, and health
services (Cakti & Ratnawati, 2024; Chaniago & Prasetya, 2023; Pandu, 2025).
Although the number of tourist arrivals has increased over the past three years, this
growth is not reflected in their satisfaction levels. In addition to concerns about
infrastructure quality, tourists have also expressed dissatisfaction regarding safety and
comfort. To ensure safety and comfort in accordance with established procedures, it is
essential to have government policy support. Infrastructure quality, government
policies, and safety and comfort are indicative of effective management, which in turn
influences the branding and image of a destination. To optimize tourist market
segmentation, ongoing promotion and marketing efforts must be complemented by
enhancements in infrastructure quality, supportive government policies, and the
establishment of safety and comfort that can be reliably assured. Given that tourist
complaints are closely linked to satisfaction levels, it is essential to implement
mechanisms that facilitate optimal increases in tourist satisfaction. Achieving tourist
satisfaction encompasses not only infrastructure quality, promotion and marketing,
government policy, as well as safety and comfort, but also the role of social media.
Social media serves as a vital tool in enhancing tourist satisfaction. Then, positive
social interactions during travel can significantly shape perceptions of local culture.
Two avenues for further exploration include examining the impact of social media and
perceptions of local culture as moderating variables in an indirect relation to tourist
satisfaction.

Based on these phenomena, facts, and foundational synthesis, this study aims to
examine tourist satisfaction and its influencing dimensions, with a particular focus on
tourist destinations in IKN. Essentially, this study seeks to elucidate the connections
between infrastructure quality, promotion and marketing, government policy, as well
as safety and comfort. Also, it examines how these factors relate to tourist satisfaction,
with perception of local culture and social media serving as moderating variables. The
motivation behind this research is to identify gaps in the existing literature, particularly
those that have not been thoroughly explored across different dimensions affecting
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tourist satisfaction. By adopting a holistic approach to the challenges faced by IKN
destinations, this study is expected to provide valuable breakthroughs for stakeholders,
aiding them in making informed decisions regarding planning, programs, and
implementation in the tourism sector.

2. Literature Review and Hypothesis Development

2.1. Tourist Satisfaction

Tourist satisfaction refers to the positive feelings or evaluations experienced by
travelers after visiting a tourist destination (Adinegara et al., 2021). This sense of
satisfaction arises when tourists' expectations regarding the services, facilities, or
experiences encountered during their visit are met or even surpassed. Tourist
satisfaction is typically assessed based on various factors, including service quality,
comfort, reasonable pricing, natural beauty, local culture, and overall experience.
Generally, tourist satisfaction can influence tourists' decisions to return, recommend
destinations to others, or even engage in the promotion of these tourist locations
(Auliya & Prianti, 2022; Hung et al., 2021; Huu et al., 2024). Tourist satisfaction is
also closely linked to the level of loyalty tourists exhibit toward a destination (Qiu et
al., 2024). In relation to this study, de Sousa Saldanha and da Silva (2024), Dewi et al.
(2024), Hermawan et al. (2019), Ismail and Imran (2024), Jumadi et al. (2024), Jusoh
etal. (2013), and Tang and Watt (2024) reveal that tourist satisfaction can be assessed
through various factors, including infrastructure quality, promotion and marketing,
government policies, as well as safety and comfort. These factors can influence
satisfaction either directly or indirectly through perceptions of local culture and social
media.

2.2. Infrastructure Quality

Infrastructure quality refers to the effectiveness of physical facilities and systems
in supporting social, economic, and operational activities within a given area. Essential
elements of infrastructure include transportation, utilities (such as water, electricity,
and sewage), communications (including internet and telephone services), and other
public facilities (such as hospitals, schools, and markets). In the study of tourism,
Nguyen (2021) articulates infrastructure quality as the facilities and amenities
available at a tourist destination that enhance visitor comfort, safety, and overall
experience. Sufficient infrastructure in the tourism sector can enhance a destination's
appeal, facilitate travel for tourists, and increase their satisfaction during their stay
(Munir et al., 2025). Contextually, Khadaroo and Seetanah (2008), Kusumaningrum
et al. (2023), Sufa et al. (2024), and Sugiama et al. (2022) explain that the quality of
tourism infrastructure—including facilities, accessibility, and services—significantly
influences tourist satisfaction, which, in turn, can affect loyalty and intentions to
return. The first hypothesis is structured as follows:

H1. Infrastructure quality has an impact on tourist satisfaction.

2.3. Promotion and Marketing
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In the business world, promotion and marketing are two interrelated premises that
have slightly different targets (Wichmann et al., 2022). Promotion is a subset of
marketing that focuses primarily on activities designed to boost short-term sales,
whereas marketing encompasses a broader strategy aimed at understanding and
fulfilling comprehensive consumer needs while building long-term relationships
within the market. In summary, marketing emphasizes long-term strategies that foster
a deeper understanding of the market and cultivate lasting relationships with
consumers, while promotion involves the application of specific techniques to attract
attention and drive sales in a short timeframe.

In the realm of tourism, Mohammed (2024) defines promotion and marketing as
efforts aimed at attracting tourists to a destination, maximizing its visibility, and
enhancing the overall tourist experience. Although these two theories are interrelated,
they differ in focus, approach, and timeframe, as previously explained. First, tourism
promotion encompasses a series of activities designed to raise awareness and capture
the attention of potential visitors to a specific destination or product (Olszewski-
Strzyzowski, 2022). The urgency of promotional activities is to generate interest or
desire among tourists to visit a location, whether for leisure, business, or other
purposes. These promotions are typically contemporary and primarily focused on
attracting tourist visits. Second, tourism marketing is associated with a strategic
process aimed at understanding the tourist market, developing products or services
that meet the needs of travelers, and efficiently distributing these offerings (Sofronov,
2019). Marketing in tourism is oriented towards a comprehensive long-term strategy
aimed at building a destination's image and fostering tourist loyalty. These elements
complement each other as key attributes that stimulate tourist visits and support the
transformation of the tourism industry (Magatef, 2015; Sharafuddin et al., 2024; Thai
& Sinh, 2025). The second hypothesis is formulated as follows:

H2. Promotion and marketing have an impact on tourist satisfaction.

2.4. Government Policy

Government policies are defined as decisions or actions taken by the government
to achieve certain goals for the benefit of society or the state. These policies can
manifest as regulations, schemes, and initiatives implemented by government officials
to organize various aspects of social, economic, political, and cultural life (Adeniran
et al., 2023). Overall, government policies play a fundamental role in facilitating a
country's transition and progress (Sarabdeen, 2024). Government policies can be
categorized as either short-term or long-term, depending on the specific issues being
addressed and the goals to be achieved. In the topic of tourism, government policies
are applied to develop, manage, and promote the tourism sector (Nugraha et al., 2024;
Schonherr et al., 2023; Verduzco Villasefior et al., 2023). Tourism policy serves as a
crucial tool for enhancing the appeal of tourist destinations, bolstering the national
economy, and ensuring the preservation of the natural and cultural resources that
attract visitors. Ke (2024) mentioned several examples of government policies in the
tourism sector, including: (1) the development and renovation of tourism
infrastructure, (2) the promotion and marketing of tourist destinations, (3) regulations
and policies for destination management, (4) the development of sustainable tourism,
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(5) visa and licensing access, (6) the empowerment of human resources, (7) the
creation of policies for tourist safety and comfort, (8) attention to local tourism and
tourist villages, (9) the establishment of tourism tariffs and taxes, and (10) crisis
management.

Furthermore, the link between government policies and tourist satisfaction is
significant, as policies actualized by the government automatically affect tourists'
perceptions of the destinations they visit (Asmelash et al., 2019; E&&hepGarcia—Buades
et al., %QQ%M\; Jumadi et al., 2024; Tran et al., 2018). Well-designed policies can
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enhance positive experiences and, in turn, contribute to increased tourist satisfaction.
Conversely, poorly conceived policies can result in dissatisfaction. Government
policies in the tourism sector that fail to create a conducive environment for tourists—
particularly regarding safety, comfort, service quality, and environmental
conservation—can lead to discontent. Consequently, such dynamics may diminish
tourists' interest in visiting certain destinations. Therefore, tourism policies that focus
on enriching experiences are likely to significantly enhance tourist satisfaction. The
third hypothesis is projected as follows:
H3. Government policies have an impact on tourist satisfaction.

2.5. Safety and Comfort

Safety and comfort are two critical pillars in many settings, including tourism. In
tourism mechanisms, for instance, they serve as the driving force behind creating a
positive experience for travelers (Organisation for Economic Co-operation and
Development, 2020). Safety refers to the protection of individuals from physical,
emotional, or psychological threats or harm (Veale et al., 2023; Vandeskog, 2024). In
the affairs of tourism, comfort pertains to how individuals feel comfortable, calm, and
free from disturbances or tension (Tian, 2023). Comfort in tourism encompasses: (1)
adequate facilities, (2) friendly and efficient services, (3) a pleasant environment, and
(4) accessibility. Substantively, safety and comfort are closely interconnected (Gill et
al., BOQ%MD When tourists feel safe, they are more likely to experience comfort.

)
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On the other hand, if they feel unsafe, their comfort may be compromised. For
example, concerns about crime or health can render the travel experience
uncomfortable, even if the physical facilities or accommodations at the destination are
exceptional.

In the tourism sector, safety and comfort are key for attracting travelers and
creating valuable experiences that encourage repeat visits. Travelers who feel secure
and at ease are more likely to leave positive reviews, recommend the destination to
others, and become loyal customers (Apriyanti et al., 2024). Technically, the
government and the tourism industry must collaborate to ensure that tourist
destinations have a robust ecosystem that maintains both physical and digital safety
while providing comfort for visitors. This collaboration is crucial for fostering an
environment conducive to enjoying vacation time. Safety and comfort are not only
benchmarks in the travel experience but also basic points that foster trust and enhance
tourist satisfaction with the chosen destination or service (Dai et al., 2020; Setiawan
et al., 2020; Si et al., 2024). The fourth hypothesis is assumed as follows:

H4. Safety and comfort have an impact on tourist satisfaction.
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2.6. Perception of Local Culture

Fan et al. (2023) and Linderova et al. (2021) suggest that perceptions of culture
influence how tourists interact with local communities and, conversely, how local
communities respond to the presence of tourists. In tourism terminology, the
perception of culture is shaped by two things: (1) the perspective of tourists and (2)
the perspective of local communities. First, from the perspective of tourists. Many
tourists perceive local culture as exotic and intriguing. They seek to experience the
“authenticity” of local traditions, including food, dance, clothing, and customs. Local
culture is sometimes oversimplified or misunderstood. For example, Balinese culture
is often reduced to its dances and temples, despite its much greater complexity. Many
modern travelers, especially those interested in ecotourism or culture-based tourism,
value direct interaction with communities and the preservation of traditional cultural
practices. Second, from the perspective of local communities, tourism can foster a
sense of pride in their culture as it garners attention and appreciation from outsiders.
Nevertheless, there is concern that culture may become a “commodity,” adapted or
commercialized to cater to tourists' preferences, which can dilute its original
significance. The influx of tourists can impact the values, lifestyles, and languages of
local communities, both positively and negatively (Alamineh et al., 2023; Malik et al.,
2023; Surata et al., 2024).

Satrya et al. (2024) revealed that local culture plays a vital role, as tourists often
seek authentic experiences and engage with local values. This is where the perception
of local culture becomes significant. Travelers who have a positive perception of local
culture are likely to be more tolerant of infrastructure deficiencies, and vice versa
(Angelin et al., 2020; Marlina et al., 2024). Adequate infrastructure facilitates a
seamless travel experience, allowing tourists to enjoy their journeys without logistical
obstacles. For instance, consider two travelers who have similar experiences with local
infrastructure. One traveler perceives the local culture as unique and welcoming, while
the other does not share this view. Those who appreciate the local culture may feel
more satisfied overall due to positive emotional and cultural experiences, which can
make infrastructure deficiencies more infrastructure enables tourists to travel without
encountering logistical challenges (Rizaldi et al., 2024).

Tourism promotion and marketing play a crucial role in attracting visitors to a
destination. Yet, the level of satisfaction experienced by tourists after their visit can
depend on the alignment between their expectations—shaped by promotional
efforts—and the reality they encounter, particularly regarding local culture. When
tourists hold a positive perception of local culture, marketing campaigns that
emphasize the potential of these cultural experiences are more likely to enhance
overall satisfaction (Rasoolimanesh et al., 2021). The information conveyed through
promotional materials sets expectations; when these expectations align with reality,
tourists tend to feel satisfied. For instance, promotions often promise local cultural
experiences. Tourists who genuinely appreciate and value local culture are likely to
feel satisfied when these expectations are fulfilled, whereas those who are indifferent
to cultural aspects may not be significantly impacted by such elements (Marlina et al.,
2024).
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Government policies in the tourism sector—such as destination management,
regulation, infrastructure investment, and cultural preservation programs—have major
implications for shaping the tourist experience. Moreover, the policy implementation
of these policies does not automatically ensure tourist satisfaction. This is where the
perception of local culture becomes crucial. Travelers who believe that the local
culture is preserved, respected, and integrated into policies tend to be more satisfied,
as they seek not only to enjoy the physical beauty of a destination but also to engage
in enriching cultural experiences (Ji et al., 2023; Zhang et al., 2019). Public policies
determine a destination's facilities, safety, accessibility, and convenience, all of which
directly affect tourist satisfaction. Two destinations with similar policy landscapes can
yield different levels of satisfaction based on how tourists perceive the local culture.
If the local culture is viewed as attractive, respected, and preserved, the impact of
policy is more profoundly felt.

In travel, safety and comfort are fundamental needs for tourists. Without a sense
of safety or comfort, tourists are likely to feel dissatisfied, even if the destination is
visually appealing (Smith, 2015; Smith & Puczko, 2008). The perception of local
culture can significantly influence this satisfaction, either strengthening or
undermining it. When tourists perceive the local culture as welcoming, open, and
engaging, they may feel more at ease, even in less-than-ideal conditions. If tourists
feel safe, relaxed, and supported by available facilities, they are more likely to report
higher levels of satisfaction (Mouratidis et al., 2023; Zou & Yu, 2022). Positive
perception of local culture can serve as either a buffer or a booster (Wardekker et al.,
2023). Even when safety and comfort are not optimal, strong and cherished cultural
values can still leave a favorable impression (Cooper, 2001).

This study attempts to connect infrastructure quality, promotion and marketing,
government policy, and safety and comfort to tourist satisfaction, with the perception
of local culture serving as a moderating factor. The scenario for hypothesis five is
written as follows:

H5a. Perception of local culture moderates the relationship between
infrastructure quality on tourist satisfaction.

HS5b. Perception of local culture moderates the relationship between promotion
and marketing on tourist satisfaction.

HSc. Perception of local culture moderates the relationship between government
policy on tourist satisfaction.

H5d. Perception of local culture moderates the relationship between safety and
comfort on tourist satisfaction.

2.7. Social Media

Social media refers to internet-based platforms or services that enable users to
create, share, and interact with content while communicating with other users online
(Aichner et al., 2021). It facilitates the exchange of information, ideas, personal
interests, and various forms of self-expression, including text, images, video, and
audio. In the context of tourism, social media has emerged as a contemporary theme,
where tourists not only travel but also scroll, post, and share their experiences. Elnur
and Akgiin (2024) explain that social media has become a significant aspect of the
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travel experience itself. According to Aftab and Khan (2019), there are five primary
functions of social media in tourism. First, it serves as a source of inspiration and
information. Many individuals seek destination ideas from platforms such as
Instagram, TikTok, YouTube, Facebook, and travel blogs. Second, social media acts
as a promotional tool for destinations. Governments, travel agencies, and local
entrepreneurs actively promote their offerings through visual content, and promotional
strategies involving influencers have proven to be effective. Third, it provides review
and evaluation platforms. Travelers often consider the experiences of others and
typically consult reviews on various social media platforms before making decisions.
Fourth, social media plays a crucial role in building destination branding. The
popularity and image of a tourist spot can be enhanced through viral content. Fifth, it
fosters direct interaction and engagement. Social media enables two-way
communication that is more interactive, allowing travelers to share their experiences,
which helps others verify the authenticity and accuracy of those experiences for
guidance.

According to Wilopo and Nuralam (2025), tourist satisfaction is influenced by
the integration of physical aspects, such as infrastructure, and digital aspects, such as
social media. Tourist satisfaction is closely linked to the perceptions and experiences
of contemporary travelers. The quality of infrastructure—including roads,
transportation, public facilities, and services—plays a crucial role in determining the
level of comfort and overall satisfaction of tourists (Munir et al., 2025). In the digital
age, social media also significantly shapes tourists' perceptions and experiences, often
even before they arrive at a destination (Sharma, 2022). Various discussions indicate
that social media can reinforce or even alter how tourists perceive the infrastructure
quality (Song & Wondirad, 2023; Wang & Yan, 2022). For instance, when there is a
substantial amount of positive content about a location on social media, tourists may
feel satisfied even if the infrastructure is not flawless, as their expectations have been
content. High-quality infrastructure provides comfort and safety, which directly
impacts tourist satisfaction (Eliza et al., 2023; Qin et al., 2025). To mitigate
uncertainty, tourists often turn to social media to compare options, explore
destinations, and better manage their expectations. Positive reviews can enhance
tourist satisfaction, even when the infrastructure quality is merely average.

Today, promotion and marketing are essential components in attracting the
attention of potential tourists and shaping their expectations of a destination. In short,
social media has emerged as a key channel for disseminating promotional messages
(Kujala et al., 2017). The effectiveness of these promotions is often heavily influenced
by how travelers engage with and interpret social media—whether they access
reviews, visual content, influencers, or interact with destinations through these
platforms (Hossain et al., 2024). Even if a promotional strategy is well-crafted, its
impact on tourist satisfaction can be affected by the role of social media as a bridge
between expectations and actual experiences. Informative and appealing promotions
can create positive expectations. If these expectations are exceeded, tourists are likely
to feel satisfied. Travelers who are active on social media often seek out reviews,
testimonials, or visuals that can shape their decisions and expectations. Thus,
promotions supported by social media can have a more substantial impact on overall
satisfaction.
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The spillover effects of government policies in the tourism sector are frequently
observed, interpreted, and disseminated through social media. Social media serves as
a communication bridge between the government and tourists, functioning both as an
information tool and as a platform for assessing and expressing opinions on policies.
This indicates that social media can either enhance or diminish the impact of policies
on tourist satisfaction, depending on how these policies are communicated and
perceived in the digital realm. Policies that favor tourists are likely to enhance their
experiences and satisfaction (Velmurugan et al., 2021). When social media portrays
positive narratives about policy implementation, tourists tend to feel satisfied and
confident, but if negative narratives arise—such as unfavorable comments from
netizens or viral videos highlighting complaints—the positive effects of the policy
may diminish or go unrecognized.

Safety and comfort are two critical reasons that shape positive traveler
experiences (Velmurugan et al., 2021; Wong & Lai, 2022). In today's digital age,
perceptions of safety and comfort are increasingly shaped and disseminated through
social media. Many travelers seek destination information from reviews, video
content, and testimonials on these platforms before making their travel decisions.
Social media can enhance or even alter the relationship between actual experiences
(safety and comfort) and travelers' overall satisfaction. Travelers who feel safe and
comfortable during their trips are more likely to report high levels of satisfaction, as
they perceive their basic needs to be met (Hussain et al., 2024). Positive content, such
as numerous favorable reviews and testimonials highlighting comfort and safety,
reinforces tourist satisfaction. Conversely, negative content can diminish perceptions,
even if the actual experience was relatively positive. Travelers who frequently rely on
social media as a reference point tend to be more influenced by digital portrayals than
by real-life experiences (Rahjasa et al., 2024).

This study examines the relevance of tourist satisfaction and factors such as
infrastructure quality, promotion and marketing, government policies, and safety and
comfort, with social media serving as a moderating variable. The sixth hypothesis is
proposed below:

Héa. Social media moderates the relationship between infrastructure quality on
tourist satisfaction.

He6b. Social media moderates the relationship between promotion and marketing
on tourist satisfaction.

Hé6c. Social media moderates the relationship between government policy on
tourist satisfaction.

H6d. Social media moderates the relationship between safety and comfort on
tourist satisfaction.

3. Materials and Methods

3.1. Framework and Variables

For the record, four variables—namely, (1) infrastructure quality, (2) promotion
and marketing, (3) government policy, and (4) safety and comfort—are classified as
independent variables. Additionally, two variables—(1) perception of local culture
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and (2) social media—have been redefined as moderating variables within the
interaction relationship. Tourist satisfaction serves as the dependent variable.

This study is set to predict the variables that are relevant to tourist satisfaction in
IKN and to explore how the relationships between these variables can be moderated.
Based on the majority of the articles reviewed in the literature, tourist satisfaction is
influenced by factors such as infrastructure quality, promotion and marketing,
government policy, and safety and comfort. Then, the articles examine the interactions
between independent variables (infrastructure quality, promotion and marketing,
government policy, and safety and comfort) and moderating variables (perception of
local culture and social media) in their impact on the dependent variable (tourist
satisfaction). The framework is illustrated in Figure 1.

Perception of local
culture
(H5a, H5b, H5¢, H5d)

Infrastructure
quality
(HT)

Promotion and
marketing
(H2)
Tourist
satisfaction
Government
policy
(H3)

Safety and
comfort
(H4)

Social media
(H6a, HEb, H6C,
Hé6d)

Figure 1. Study framework.

Operationally, the seven variables mentioned above have distinct interpretations.
First, infrastructure quality pertains to the condition of roads, public transportation,

accommodation facilities, and tourist attractions—%m#a—et—a-l%@%—l—b. Second,
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promotion and marketing encompass various promotional activities, including
advertising campaigns, special events, and collaborative programs with travel agents
(Florido-Benitez, 2024; Hecan, 2023; Soualah et al., 2021). Third, government
policies refer to regulations that support tourism, such as standardization, subsidy
initiatives, and cultural preservation efforts (Musliha & Adinugraha, 2022). Fourth,
safety and comfort relate to the level of safety at the destination, which includes social
security, political stability, and the overall comfort of daily activities in the area
(Wretstrand et al., 2014). Fifth, the perception of local culture is defined as the tourists'
connection to the local culture, which encourages them to visit for longer durations or
more frequently (Cicerchia, 2022; Machzumy et al., 2024). Sixth, social media serves
as a powerful tool that influences how information about destinations is disseminated
and received by tourists (de Oliveira & Baracho, 2018). Seventh, tourist satisfaction
assesses the level of contentment experienced by visitors regarding local services,
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infrastructure, and culture at the destination (Cossio-Silva et al., 2019; Meng et al.,

2008). The variables, indicators, and statement units examined are summarized in

Table 1.
Table 1. Study variables.

Variables Indicators (code) Statements

Infrastructure Conditions of roads Access roads to tourist destinations are

quality IQ1) well built.
Public transportation ~ Public transportation services to tourist
(IQ2) destinations are accessible.
Accommodation Tourist accommodation facilities such as
facilities (IQ3) hotels, motels, homestays, and the like can

be found.

Supporting Supporting accommodations include

Promotion and
marketing

Government
policy

Safety and
comfort

accommodation (1Q4)
Tourist attractions
(1Q3)

Advertisement (PM1)

Website (PM2)

Event (PM3)

Destination branding
(PM4)

Standardization (GP1)

Subsidies (GP2)

Culture preservation
(GP3)
Physical safety (SC1)

Legal security (SC2)

Health safety (SC3)
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adequate restaurants, cafés, guides, tour
operators, and tour package services.
For me, tourist attractions are able to
present a festive atmosphere.

I am influenced by the advertisements
offered.

The website about tourist destinations is
clearly illustrated.

Professionalism of tour operators in
planning, organizing, and actualizing
cultural festivals, arts and performances,
music, culinary, and exhibitions.

This destination branding has a unique and
consistent appeal online. promotion and
on-the-ground experience

Tourism destinations have protocols in
accordance with CHSE (Clean, Health,
Safety, and Environment) certification
The government provides transportation
subsidies (tour voucher, entry pass, and
other discounted transportation fares) to
tourist destinations.

Tourism community involvement in
destination development.

Supervision of traffic arrangements,
emergency facilities, natural disasters, and
violence.

Involves legal safeguards that ensure that
travelers' rights can be respected.

Create adequate medical facilities

for handling health threats.
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Digital security (SC4)

Clarity of instructions
and service
friendliness (SC5)
Pleasant environment
(SC6)

Accessibility (SC7)

Exoticism and
attraction (PLC1)

Perception of local
culture

Cultural originality
(PLC2)

Friendliness of local
people (PLC3)

Access to information
(SM1)

Tourism content
attraction (SM2)
Affirmation (SM3)

Social media

Literacy sources
(SM4)

Destination brand
awareness (SM5)
Expectation alignment

(SM6)
Tourist Service readiness
satisfaction (TS1)

Information received
(TS2)

Intentions and
recommendations
(TS3)

Involves the protection of personal data
and sensitive information (traveler
privacy).

Hospitality of staff at tourist destinations
during check-in, check-out, and prioritizing
intense customer service.

Tourist destinations are located in areas
that are quiet, clean, free from pollution,
noise, and excessive crowds.

Easy access to transportation and other
services (including for disabled travelers).
I find the local culture (food, dance,
clothing and customs) exotic and
interesting.

Value direct interaction with indigenous
people and cultural practices through
authentic experiences.

Openness of the community to accept and
respect differences in culture, language,
and dress of tourists.

T use various social media to search for
destination information.

Visual aesthetics and storytelling of
attractive tourist destination content
Confidence in the recommendation of
tourism celebrities (influencers and travel
vloggers).

I rely on social media for trip planning.

Social media helps introduce the identity of
tourist destinations.

There is a match between expectations and
experiences when traveling.

Service of officers, tour guides, and the
surrounding community with a friendly,
informative, and professional attitude.
Information on admission prices, food,
souvenirs, and other services with the
quality received is quite appropriate.

I would like to revisit this destination in the
future and recommend it to friends and
family.

According to the operational definition, seven observed variables were
delineated. The total number of indicators consists of thirty-one items. The

infrastructure quality variable includes five indicators, the promotion and marketing

variable contains four items, the government policy variable consists of three

indicators, the safety and comfort variable encompasses seven indicators, the
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perception of local culture variable has three indicators, the social media variable
comprises five indicators, and the tourist satisfaction variable is derived from four
indicators.

3.2. Data Collection and Participants

Primary data were collected through face-to-face surveys. The surveys involved
distributing questionnaires to participants. The data collection period for the
questionnaires was at the end of December 2024. The survey questionnaire comprised
of closed-ended statements pertaining to variable indicators. Closed questions were
chosen to maintain the confidentiality of the responses, including the identities of the
participants. In other words, not all parties have access to the survey questions, as the
information provided by participants is private. Also, surveys that include closed-
ended questions can enable participants to articulate the reasons behind their choices
while upholding their rights and adhering to ethical approval. Responses were
measured using a Likert scale, which categorized attitudes into five options: 5 -
completely agree, 4 - agree, 3 - neutral, 2 - disagree, and 1 - completely disagree. The
sample was determined using simple random sampling (SRS), ensuring that each
participant had an equal chance of being selected. SRS is utilized in survey data
collection to ensure that every participant in the population has an equal chance of
being selected. This method reduces potential bias and enhances the representativeness
of the sample. According to Bhardwaj (2019) and Noor et al. (2022), SRS is
particularly appropriate when the population under study exhibits relatively
homogeneous characteristics, allowing for the application of valid inferential
statistical analyses. The methodology for approaching respondents in SRS-based
surveys follows a systematic sequence that includes: (1) establishing a clear and
comprehensive population list (sampling frame), (2) conducting random sample
selection, (3) compiling a list of selected respondents, (4) conducting interviews in
person (face-to-face), and (5) prioritizing ethical considerations in participation. The
Finite Population Correction (FPC) formula was employed in this tourism
management research (Beaman et al., 2024). The FPC formula is expressed as follows:

* 2 * * -

n=52*gv—i)+z;2£lp*2—p) M

where; n = sample size, N = population size, Z = 95% confidence level with Z score =

1.96, p = proportion in the population (0.5), and E = acceptable margin of error (0.05).
The population data indicates that there are 72,108 tourists visiting IKN

destinations. Given this population size, the sample is calculated as follows:
72,108 * (1.96)% * 0.5 * (1 — 0.5)

n= 2
0.052 % (72,108 — 1) + (1.96)2 * 0.5 * (1 — 0.5) @
_ 72,108 * (3.841 * 0.05 * 0.05) 3)
T (0.0025 % 72,107) + (3.841 % 0.5 * 0.5)
72,108 * 0.960
== 4
180.267 + 0.960 S
69,223.68
=22 5
181.267 ®)
n = 381.89 (6)

The participants comprised tourists visiting three IKN destination locations: (1)
Titik Nol Nusantara, (2) Taman Kesuma Bangsa, and (3) Memorial Park. The sample
included 382 tourists (rounded up). As is well known, these three destinations are
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intact and form a cohesive unit due to their proximity. Both the Titik Nol Nusantara,
Taman Kesuma Bangsa, and Memorial Park comprise a comprehensive tour package
organized by the tour manager. The satisfaction levels of 382 tourists surveyed
regarding the factors influencing their experience were assessed in a single location.
The criteria for the sample targeted domestic tourists from various age groups,
including Baby Boomers, Generation X (Gen X), Generation Millennials (Gen Y), and
Generation Zoomers (Gen Z).

3.3. Analysis Method

This study employs a quantitative method known as Moderated Regression
Analysis (MRA). The MRA technique utilizes the PROCESS Macro within SPSS
software to extract and tabulate primary data. The basic equation for the MRA method
is expressed as follows:

Y =P+ X+ oM+ Bz(X«M)+e 7
where; Y = dependent variable, X = independent variable, M = moderator variable, /5
= intercept, f; = coefficient of direct effect of X on Y, 5, = coefficient of M, 3 =
interaction coefficient (moderation effect), X * M = interaction between X and M, and
¢ = residual.

The MRA method was employed to examine two linkages: the partial relationship
between infrastructure quality, promotion and marketing, government policy, and
safety and comfort in relation to tourist satisfaction. The first equation representing
the partial relationship among these variables is organized as follows:

TS = Bo+ B11Q + LoPM + B3GP + ,SC + &4 ®)
where; TS = tourist satisfaction, /Q = infrastructure quality, PM = promotion and
marketing, GP = government policy, SC = safety and comfort, fy = intercept, f;, Sz,
3, P+ = coefficient of direct effect of IQ, PM, GP, and SC on TS, and ¢; = residuals in
the first model.

Furthermore, the relationship between perception of local culture and social
media serves as a moderating variable in the connection between infrastructure
quality, promotion and marketing, government policies, and the safety and comfort to
tourist satisfaction. The following equation outlines the moderating relationship
among these variables:

TS = fo + $11Q + BsPLC + Bs(IQ * PLC) + B,PM + BsPLC + 3;(PM % PLC) +
B3GP + BsPLC + fg(GP * PLC) + 4,SC + BsPLC + Bo(SC * PLC) + &, )

where; TS = tourist satisfaction, /Q = infrastructure quality, PM = promotion and
marketing, GP = government policy, SC = safety and comfort, PLC = perception of
local culture, By = intercept, B, B2, B3, B+ = coefficient of direct effect of 1Q, PM, GP,
and SC on T, f5 = regression coefficient of PLC, fBs, f7, fs, fo = coefficient between
1Q, PM, GP, and SC with PLC, and &= residuals in the second model.
TS = Bo + B1lQ + B1oSM + B11(1Q * SM) + B,PM + B1oSM + B1,(PM + SM) +
BsGP + B1oSM + B13(GP * SM) + B,SC + B1oSM + B14(SC * SM) + &5 (10)

where; TS = tourist satisfaction, /Q = infrastructure quality, PM = promotion and
marketing, GP = government policy, SC = safety and comfort, SM = social media, Sy
= intercept, 1, f2, f3, P+ = coefficient of direct effect of /Q, PM, GP, and SC on TS,
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P10 = regression coefficient of SM, S0, f11, fi2, f13 = interaction coefficient between
10, PM, GP, and SC with SM, and &3 = residuals in the third model.

Two outputs of the MRA method are the questionnaire data feasibility test and
hypothesis testing. First, the data feasibility test refers to the validity test, reliability
test, and relationship strength test. The validity test is determined using the corrected
item-total correlation (r;;). The r;; value is compared to the r-table value of 0.132. If
the 7y is greater than the r-fable, the questionnaire data is considered valid; conversely,
if it is less, the data is deemed invalid. Next, the reliability test is verified using
Cronbach's Alpha (a). To detect whether the questionnaire data is reliable, it is
compared to a threshold value of a set at 0.7. If the o value exceeds 0.7, it is concluded
that the reliability of the questionnaire data is consistent; otherwise, it is not. The
power test evaluates the extent of influence that the independent and moderating
variables have on the dependent variable. The coefficient of determination (R?) is used
to assess the strength of the relationship between variables. The five parameters and
their interpretations for R? are described below: (1) 0-0.19 = the model barely explains
the dependent variable; (2) 0.2-0.39 = low explanation/small effect; (3) 0.4-0.59 =
moderate explanation/adequate model; (4) 0.6—0.79 = the model explains most of the
variation in the dependent variable; and (5) 0.8—1 = an excellent model that effectively
explains the dependent variable. Second, hypothesis testing relies on critical values.
The comparison of hypotheses involves the beta coefficient (£) and the evaluation of
t-statistics against the t-distribution table (t-critical = 1.96). The procedure for
generating hypotheses is as follows:

o Iffis positive and the -statistics > t-critical, then the alternative hypothesis (H.)
is accepted;

o If fis negative and the t-statistics < t-critical, then the alternative hypothesis (H,)
is rejected.

4. Results

4.1. Demographic Profile

In this session, the demographic profile of participants, specifically tourists, is
based on gender, age, marital status, educational background, occupation, average
monthly income, place of residence, and frequency of visits. The study focused on 382
tourists who visited IKN destinations in 2024. There are various characteristics based
on tourist demographics. Referring to Figure 2, the majority of tourists are female,
comprising 55% (n = 209), while male tourists account for 45% (n = 173). Tourists'
ages are classified into four generations: Baby Boomers (born approximately 1946—
1964), Gen X (born approximately 1965—-1980), Gen Y (born approximately 1981—
1996), and Gen Z (born approximately 1997-2012). Figure 3 shows that the majority
of tourists belong to Gen Y, representing 51% (n = 195), while 27% are from Gen X
(n=102), 16% are Baby Boomers (n = 61), and 6% are from Gen Z (n = 24).

Visually, Figure 4 illustrates the characteristics of tourists based on marital status.
A total of 56% of tourists are single (n = 214), 36% are married (n = 136), and 8% are
divorced (n = 32). Figure 5 describes the identities of tourists based on their
educational backgrounds. The education referenced pertains to certified formal
education. University graduates include those with diplomas, master's degrees, and
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doctorates. Among the 382 tourists surveyed, 49% were high school graduates (n =
185), 41% were university graduates (n = 157), 8% were junior high school graduates

(n=131), and 2% were elementary school graduates (n =9).

Figure 2. Tourist characteristics by gender.

Gen baby
boomers
16%

Figure 3. Tourist characteristics by age.

Figure 4. Tourist characteristics based on marital status.
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Figure 5. Tourist characteristics based on education background.

Figure 6 confirms that 30% of tourists are government employees (n = 113), 24%
are entrepreneurs (n = 81), 17% are private employees (n = 64), 15% are educators (n
= 58), 9% are bankers (n = 34), 4% are researchers (n = 17), 3% are not yet working
or are still in school (n = 10), and 1% are engineers (n = 5). Average monthly income
is measured in Indonesian Rupiah (IDR). Figure 7 highlights the nominal average
monthly income of tourists, showing that 39% have an average income between IDR
4,500,000-IDR 5,499,999 (n = 149), 20% earn less than IDR 3,500,000 (n = 76), 18%
have an average income between IDR 3,500,000—IDR 4,499,999 (n = 68), 13% earn
more than IDR 6,500,000 (n = 50), 7% have an average income between IDR
5,500,000-IDR 6,499,999 (n = 29), and 3% have no income because they are still
students (n = 10).

Notworking(still in

school)
Banker 3%
5%
Educator (teacher)
15%

Entrepreneur
21%

Private employee
17%
Engineer
1%

Figure 6. Tourist characteristics based on occupation.

The tourists surveyed were domestic travelers, specifically Indonesian tourists.
For the purposes of this study, the participants are categorized into two groups: those
residing in the vicinity of IKN (Kalimantan Island) and those living outside IKN
(including Papua, Maluku, Bali, Nusa Tenggara, Sulawesi, Java, and Sumatra). Figure
8 informs that 57% of the tourists originated from the IKN region and its surroundings
(n = 217), while 43% came from outside IKN (n = 165). The frequency of visits is
reflected by the arrival rate to IKN destinations throughout 2024 (see Figure 9). More
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than half of the tourists, or 56%, reported having visited IKN destinations twice (n =
213). A quarter of the participants, or 25%, made a single visit (n = 97), and 19% of
tourists indicated that they had visited IKN destinations three times (n = 72). This
suggests that the frequency of visits to IKN destinations is still predominantly
influenced by regional tourist arrivals in 2024.

3

00,000
%
1D 0-IDR
9
7%

Figure 7. Tourist characteristics based on income.

Around IKN
57%

Figure 8. Tourist characteristics based on residence.

2 times
56%

Figure 9. Tourist characteristics based on frequency of visits.

4.2. Data Eligibility Test
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The feasibility of questionnaire data is assessed through three key steps: (1)
validity testing, (2) reliability testing, and (3) relationship strength testing. The process
begins with validity testing for all variable indicators, utilizing corrected item-total
correlation. The minimum standard for validity is based on an r-table (r-table =0.132).
Next, reliability is evaluated for each variable using Cronbach's Alpha, with a standard
threshold of 0.7 (a = 0.7). Finally, the strength of the relationships within the study
model is examined using the coefficient of determination (R?). The results of these
three tests assessing the feasibility of the questionnaire data are presented in Table 2.

Table 2. Validity, reliability, and strength of relationship.

Variables Indicators Correlation Cronbach’s R?
Alpha
Infrastructure quality 1Q1 0.413
1Q2 0.448
1Q3 0.410 0.783
1Q4 0.413
1Q5 0.450
Promotion and marketing PM1 0.631
PM2 0.720
PM3 0.619 0.867
PM4 0.566
Government policy GP1 0.705
GP2 0.686 0.911
GP3 0.713
Safety and comfort SC1 0.619
SC2 0.572
SC3 0.558
SC4 0.742 0.865
SC5 0.683
SC6 0.618
SC7 0.440
Perception of local culture PLCI1 0.426
PLC2 0.399 0.758 0.893
PLC3 0.447
Social media SM1 0.515
SM2 0.514
SM3 0.521
SM4 0.681 0.841 0.929
SM5 0.521
SM6 0.458
Tourist satisfaction TS1 0.709
TS2 0.762 0.902 0.746
TS3 0.671

From Table 2 above, all indicators for each variable are deemed valid (7> 0.132).
The following is a comparison of the highest and lowest 7; values, organized by
variable. First, in the category of infrastructure quality, IQS5 (7;,=0.450) is the indicator
with the highest correlation score, while 1Q3 (7;; = 0.410) has the lowest score. Second,
for promotion and marketing, PM2 (r; = 0.720) is the indicator with the highest
correlation score, whereas PM4 (r;; = 0.566) has the lowest correlation score. Third,
government policy, GP3 (r;;=0.713) is the indicator with the highest correlation score,
while GP2 (i = 0.686) has the lowest correlation score. Fourth, regarding safety and
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comfort, SC4 (ri; = 0.742) is the indicator with the highest correlation score, and SC7
(ri = 0.440) is the indicator with the lowest correlation score. Fifth, in terms of
perception of local culture, PLC3 (r; = 0.447) is the indicator with the highest
correlation score, while PLC2 (7, = 0.399) has the lowest correlation score. Sixth,
social media, SM4 (r; = 0.681) is the indicator with the highest correlation score,
whereas SM6 (r; = 0.458) has the lowest correlation score. Seventh, tourist
satisfaction, TS2 (r;; = 0.762) is the indicator with the highest correlation score, while
TS3 (r7=0.671) has the lowest correlation score.

Statistically, there is internal consistency (homogeneity) among the indicators
used to form the variables. The analyzed variables are deemed reliable, as the
Cronbach's Alpha values exceed the acceptable threshold (a > 0.7). Below is the
ranking of Cronbach's Alpha values from highest to lowest for each variable:
government policy (a = 0.911), tourist satisfaction (a = 0.902), promotion and
marketing (a = 0.867), safety and comfort (a = 0.865), social media (a = 0.841),
infrastructure quality (a = 0.783), and perception of local culture (o = 0.758).

The strength of the relationships among variables is assessed using the R? to
evaluate both direct relationships (without moderation) and those that include
moderation effects. In the first model, the coefficient of determination (R? = 0.746)
indicates that 74.6% of tourist satisfaction is formed by infrastructure quality,
promotion and marketing, government policy, and safety and comfort. This means that
variations in these factors account for 74.6% of the variance in tourist satisfaction,
while the remaining 25.4% is attributed to other factors not included in the model. In
the second model, the coefficient of determination (R? = 0.893) reveals that tourist
satisfaction is significantly influenced by infrastructure quality, promotion and
marketing, government policy, and safety and comfort, with the added moderation of
perception of local culture. The variation in the tourist satisfaction model, moderated
by perception of local culture, reaches 89.3%, highlighting an additional dimension
not emphasized in the second model. In accordance with the second model, the
coefficient of determination (R? = 0.929) in the third model indicates that tourist
satisfaction is formed by infrastructure quality, promotion and marketing, government
policy, and safety and comfort, with social media acting as a moderating factor. This
implies that 92.9% of the variability in tourist satisfaction can be attributed to these
factors, demonstrating the strong predictive power of the third model. Contrarily, 7.1%
of the variability remains unexplained by the aforementioned factors, even with social
media's moderation, indicating that the third model possesses very good predictive
power. The remaining 7.1% represents the unexplained variance that cannot be
accounted for by infrastructure quality, promotion and marketing, government policy,
and safety and comfort, even when moderated by social media.

4.3. Hypothesis Testing

This study aims to conduct hypothesis testing to examine the direct influence of
infrastructure quality, promotion and marketing, government policy, and safety and
comfort on tourist satisfaction. Additionally, it seeks to investigate the interaction
effects of these variables, moderated by perception of local culture and social media,
on tourist satisfaction. The steps in hypothesis testing are evaluated using £ and ¢
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statistics. Specifically, the t-statistics in hypothesis testing are compared to a ¢-critical
value of 1.96. The results of the hypothesis testing for both direct effects and
interaction effects are presented in Tables 3 and 4.

Table 3. Direct influence between variables.

Hypotheses (lingkages) Beta t Sig. (p))  Std.error  Supported
Hl IQ-—>TS -0.060  -1.682 0.105 0.856 No
H2 PM—-TS 0.375 2.494 0.000 0.047 Yes
H3 GP—TS 0.388 3.238 0.006 0.096 Yes
H4 SC—-TS 0.133 2.332 0.022 0.051 Yes

Empirical results regarding partial relationships reveal four findings. First,
infrastructure quality has a negative-not significant effect on tourist satisfaction (5 =—
0.060; =—1.682). Second, promotion and marketing exert a positive-significant effect
on tourist satisfaction (f = 0.375; ¢ = 2.494). Third, government policy has a positive-
significant effect on tourist satisfaction (f = 0.388; ¢ = 3.238). Fourth, safety and
comfort also have a positive-significant effect on tourist satisfaction (f = 0.133; ¢ =
2.332).

Table 4. Effect of interaction between variables.

Hypotheses (lingkages) Beta t Sig. (p) Std.error  Supported
H5a 1Q+«PLC—TS -0.028  -0.071 0.944 0.396 No
H5b PM=:PLC —TS 0.164 3.545 0.000 0.049 Yes
H5¢ GP:PLC—TS 0.169 2.827 0.005 0.063 Yes
H5d SC:PLC—TS 0.058 2.177 0.029 0.028 Yes
H6a 1Q+«SM —TS -0.019  -0.070 0.944 0.269 No
H6b PM:SM — TS 0.117 3.320 0.001 0.035 Yes
H6c GP+SM—TS 0.122 2.709 0.006 0.044 Yes
H6d SC«SM— TS 0.041 2.122 0.033 0.019 Yes

As a side note, empirical results regarding the first moderation relationship
revealed several findings. First, the infrastructure quality, when moderated by
perception of local culture, has a negative-not significant effect on tourist satisfaction
(B =-0.028; t =—0.071). Second, perception of local culture positively-significantly
moderates the relationship between promotion and marketing on tourist satisfaction (4
= 0.164; ¢ = 3.545). Third, perception of local culture also positively-significantly
moderates the relationship between government policy on tourist satisfaction (f =
0.169; r=2.827). Fourth, perception of local culture positively-significantly moderates
the relationship between safety and comfort on tourist satisfaction (f = 0.058; ¢ =
2.177).

Meanwhile, in other moderation relationships, four key findings emerged. First,
the infrastructure quality, when moderated by social media, has a negative-not
significant effect on tourist satisfaction (f =-0.019;  =-0.070). Second, social media
positively-significantly moderates the relationship between promotion and marketing
on tourist satisfaction (f = 0.117; ¢t = 3.320). Third, social media positively-
significantly moderates the relationship between government policy on tourist
satisfaction (f = 0.122; ¢ = 2.709). Fourth, social media positively-significantly
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moderates the relationship between safety and comfort on tourist satisfaction (f =
0.041; r=2.122).

5. Discussion

Based on statistical case studies, it can be inferred that promotion and marketing,
government policy, and safety and comfort can enhance tourist satisfaction by 37.5%,
38.8%, and 13.3%, respectively. Nonetheless, the infrastructure quality reduces tourist
satisfaction by 6%. In the scope of tourism, the relationship between infrastructure
quality, promotion and marketing, government policy, and safety and comfort on
tourist satisfaction, as evidenced by numerous scientific works from across objects.
This investigation highlights the interconnectedness of these factors. Sugiama et al.
(2022) demonstrated that the quality of tourism infrastructure—reflected in
accommodation, accessibility, and amenities—positively correlates with tourist
satisfaction in forest tourism in Tasikmalaya Regency, Indonesia. Blazeska et al.
(2018) underlined that the continuous enhancement of tourism infrastructure can
elevate tourist satisfaction in Ohrid City, Republic of Macedonia. Munir et al. (2025)
identified that reliable infrastructure positively impacts tourist satisfaction in Khyber
Pakhtunkhwa Province, Pakistan. These three findings contradict the results of this
study, which demonstrate that infrastructure quality negatively impacts tourist
satisfaction. In other words, the H1 is rejected.

In the case of Valencia City, Philippines, effective marketing strategies, including
promotions, have been shown to enhance tourist satisfaction and encourage visitors to
advocate for the destination (Aranas et al., 2024). Rahayu et al. (2024) found that
promotional activities positively influence tourist satisfaction at historical attractions
in South Sumatra Province, Indonesia. Elements of the marketing mix and the
destination image significantly affect tourist satisfaction at Galunggung Shelter,
Indonesia (Alam et al., 2025). The three bodies of literature that connect the
relationship between promotion and marketing to tourist satisfaction align with H2.

Cardenas-Garcia et al. (2016) examined the extent to which tourist satisfaction
impacts tourism expenditure in emerging destinations in Andalusia, Spain. The results
indicated a correlation between tourist satisfaction and tourism expenditure at the
destination. Through a multiperspective approach, Nguyen et al. (2023) discovered
that interaction and service quality collectively impact international tourist satisfaction
in Vietnam. Both references also support the H3.

Research by Li and Nuangjamnong (2023) showed that tourists' perceptions of
safety measures significantly influence their satisfaction and likelihood of revisiting
tourist destinations in Thailand. Security and safety measures, including health and
traffic safety, positively affect tourist satisfaction in Erbil, Iraq (Saleh & Mahmood,
2024). From these two research cases, it has been demonstrated that safety and comfort
significantly influence tourist satisfaction, leading to the acceptance of the H4.

The statistical results indicate that infrastructure quality, when moderated by
perceptions of local culture, actually reduces tourist satisfaction by 2.8%. In contrast,
promotion and marketing, government policy, and safety and comfort—also
moderated by perceptions of local culture—can enhance tourist satisfaction by 16.4%,
16.9%, and 5.8%, respectively. For comparison, there are both similarities and
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differences in previous papers regarding the interaction between infrastructure quality,
promotion and marketing, government policy, and safety and comfort, as they relate
to the perception of local culture in influencing tourist satisfaction. In their paper,
Weng et al. (2023) discuss how the quality of public services, which encompasses
infrastructure and cultural services, affects tourist satisfaction in Nanjing, China.
Although it does not explicitly mention the moderation of perception of local culture,
the concepts of perceived value and expectancy dissonance illustrate how local culture
can influence tourists' evaluations of the services provided. The paper emphasizes that
the role of infrastructure can influence tourists' perceptions of local culture, which, in
turn, enhances their satisfaction. Therefore, this finding contradicts the empirical
results of the study, leading to the rejection of H5a.

Two additional publications emphasize the importance of local cultural
perception in enhancing promotion and marketing, government policy, and safety and
comfort, which in turn increases tourist satisfaction. In this condition, local culture
perception can be reflected in factors such as destination trust, advertising
effectiveness, differentiation strategies, Hofstede's cultural dimensions, and social
interaction. Tam et al. (2024) revealed that marketing through social media, moderated
by destination trust, has a significant impact on tourist satisfaction in Vietnam. Setegn
and Japee (2025) navigated the importance of promotional elements, such as
advertising sales, in enhancing tourist satisfaction, with public relations serving as a
mediator in the context of tourist destinations in Ethiopia. These two publications are
consistent with the earlier hypothesis proposal that promotion and marketing,
moderated by perceptions of local culture, can influence tourist satisfaction and H5b
is accepted.

Sukawati et al. (2021) proposed that local cultural wisdom functions as a
systematic moderator in differentiation strategies aimed at increasing tourist
satisfaction in the Ubud area of Bali, Indonesia. The differentiation strategy in
government policy seeks to create uniqueness by incorporating aspects of
infrastructure and facilities. The study confirmed that H5c was also accepted.

Huang and Crotts (2019) investigated the relationship between the dimensions of
individualism, power distance, and uncertainty as defined by Hofstede's cultural
framework, which normatively correlates positively with tourist satisfaction across
various countries. Zou and Yu (2022) emphasized how travelers' perceptions of
security are influenced by social interactions at different stages of their journey.
Perceived safety significantly impacts the satisfaction of international tourists visiting
destinations in China. These two studies align with the previously proposed
hypothesis, which states that safety and comfort, moderated by perceptions of local
culture, can influence tourist satisfaction, so H5d is accepted.

Quantitatively, both promotion and marketing, government policy, and the safety
and comfort moderated by social media can strengthen tourist satisfaction by 11.7%,
12.2%, and 4.1%, respectively. This reality contradicts other empirical results, which
indicate that infrastructure quality actually diminishes tourist satisfaction by 1.9%.
Articles discussing the relationship between infrastructure quality, promotion and
marketing, government policy, and safety and comfort—moderated by social media—
on tourist satisfaction are also examined. Kalnaovakul et al. (2025) investigated the
dimensions of hotel service quality in renowned beach destinations in Thailand, as

122



Journal of Infrastructure 2025, Volume(Issue), X.

well as the relationship between the sentiment of online review texts and satisfaction
ratings. The analysis revealed a strong positive correlation between review text
sentiment and satisfaction, highlighting the moderating roles of reviewer experience
and brand affiliation in this relationship. This paper contradicts the hypothesis that the
infrastructure quality, moderated by social media, can influence tourist satisfaction;
therefore, H6a is rejected.

Arasli et al. (2021) explored the impact of social media on destination marketing
for a sustainable cultural heritage festival in Badagry, Nigeria. Their findings indicated
that both social media and festival quality significantly influence tourist satisfaction.
Research conducted by Arasli et al. (F&OQ—ZMD aligns well with the proposed
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hypothesis, leading to the acceptance of H6b.

The study identified the role of social media as a moderating variable in the
government's tourism strategy, along with the contributions of local youth in
advancing regional tourism in Karo Regency, Indonesia. Amanda et al. (2023) showed
that social media enhances the effectiveness of government tourism strategies and
amplifies the involvement of local youth in tourism progress. By utilizing social
media, a positive connection is established between the government and local youth,
fostering tourism growth. Social media has proven to be a valuable tool, attracting the
attention of visitors from outside the region and encouraging foreign residents to
explore local tourist attractions. The scientific work presented above refines H6c,
demonstrating that government policies, when moderated by social media, can
significantly influence tourist satisfaction.

Nguyen et al. (2024) provided insights into the relationship between social media
communication, safety and comfort, and tourist satisfaction in Da Nang City, Vietnam.
Social media plays a crucial role in shaping tourists' perceptions of safety and comfort
at the destination, which, in turn, affects their overall satisfaction. Tourists'
engagement in on-site activities and through social media can influence their
satisfaction and sense of belonging to a cultural destination, such as Urbino City, Italy.
The study by Dini et al. (2023) suggests that social media acts as a moderating factor
that strengthens the relationship between tourists' satisfaction and their sense of
belonging to the destination. In practice, H6d is accepted and in line with the
manuscripts presented by Dini et al. (2023) and Nguyen et al. (2024).

6. Conclusion

This study aims to examine the relationship between infrastructure quality,
promotion and marketing, government policy, and safety and comfort on tourist
satisfaction. Then, the study seeks to analyze the interaction between these dimensions
and the perception of local culture and social media as moderating variables
influencing tourist satisfaction. The findings indicate that: (1) infrastructure quality
has a negative-not significant effect on tourist satisfaction; (2) promotion and
marketing, government policy, and safety and comfort have a positive-significant
effect on tourist satisfaction; (3) the positive-significant relationship between
promotion and marketing, government policy, and safety and comfort on tourist
satisfaction is highly dependent on the perception of local culture and social media;
and (4) neither the perception of local culture nor social media moderates the
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relationship between infrastructure quality and tourist satisfaction, as this relationship
is statistically proven to be negative-not significant. Other empirical evidence
indicates that the level of tourist satisfaction with IKN destinations is currently
classified as moderate.

In essence, this study serves as a pioneering exploration of tourist satisfaction and
the variables that influence it, incorporating perception of local culture and social
media as moderating factors. The study's model not only encompasses business
dimensions and communication strategies (such as promotion and marketing) but also
includes additional dimensions such as infrastructure quality (development of
facilities and infrastructure), government policies (support for tourism), and safety and
comfort (services and physical environment). These elements are moderated by the
perception of local culture (both cognitive and experiential) and social media
(technology and digital networks). Hence, calls for future research are discussed. This
study has not fully dissected the moderating role of local cultural perceptions and
social media in either strengthening or weakening the relationship between
infrastructure quality, promotion and marketing, government policy, and the safety
and comfort on tourist satisfaction. Limitations in data and the subjective nature of
measures related to local cultural perceptions and social media usage may restrict the
generalizability of the findings, so a qualitative or mixed-methods approach is
necessary to enhance understanding. Future research should aim to develop and
replicate a more comprehensive structural model by developing sociocultural and
digital dimensions to capture the dynamics of tourist interactions within the local
scope, which are increasingly influenced by advancements in communication
technology.

The infrastructure quality in IKN presents a significant irony. If comprehensive
improvements are not implemented, various paths will be adversely affected. The
physical and non-physical development of IKN, including its tourist destinations, must
synergize with sustainable tourism governance. To date, the appeal of IKN's
destinations is evident in the steadily increasing volume of visitors. However, the
demands from various stakeholders, particularly tourists, for enhanced infrastructure
and supporting services must be prioritized. IKN destinations have the potential to
accommodate a large number of tourists if they are backed by adequate infrastructure.
Ultimately, the findings of this study are intended to serve as a valuable resource for
formulating policies in the tourism industry, particularly those addressing the issues
discussed. In addition to improving infrastructure quality, it is recommended that IKN
destination managers also focus on promotion and marketing, government policy, and
ensuring safety and comfort. Furthermore, incorporating local cultural perceptions and
leveraging social media into tourism business patterns can significantly enhance
tourist satisfaction.
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