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Journal of Environmental Management
Abstract

This study aims to determine the effect of motivation, experience, attractiveness, and reputation on the
intention to return visits tourists to the Cave Bentar geotourism object, Hargosari Village, Tanjungsari
District, Gunungkidul Regency, Yogyakarta Special Region, Indonesia in 2020. This research was
conducted on Cave Bentar geotourism tourists. The variables used in this study were independent
variables consisting of mativation, experience, attractiveness, and reputation. Meanwhile, the
dependent variable in this study is the intention of returning tourists. This research includes in a survey
type, using partial least square analysis. The sampling method used in this study was convenience
sampling.

The results of this study indicate that (1) motivation, experience, attractiveness, and reputation have a
positive and significant effect simultaneously on the intention of returning tourists to the object of
Bentar Cave Geotourism. (2) motivation, experience, attractiveness, and reputation have a positive
and significant effect partially on the intention of returning tourists to the object of Bentar Cave
Geotourism.

Keywords: Intention to repeat visit; geo-tourism, partial least square analysis, Cave Bentar.

Introduction

The Yogyakarta Special Region Tourism Statistics (2015), in 2014, shows that Gunungkidul
Regency is one of the three mainstay tourist destinations in Yogyakarta province after
Yogyakarta City and Sleman Regency. Part of this area is in the form of hills and limestone
mountains which are included in the Gunungsewu Mountains karst topography. As it is
known, Gunungsewu karst area belongs to the Global Geopark Network of UNESCO. This
barren area has a lot of uniqueness and tourism potential, from natural, cultural, artificial, to
special interest tours. This is evidenced by the number of tourist visits that are always
increasing every year.

Cave Bentar geotourism object (Figure 1) is included in the Gunungsewu UNESCO Global
Geopark Area, which is recognized as a unigue karst area in the world. A positive tourism
destination reputation has the possibility to reduce customer perceptions of risk and lead to a
higher level of customer commitment to tourism objects (Bartikowski & Walsh, 2011) and
greater loyalty intentions (Walsh et al., 2009). Walsh et al. (2009) argue that companies with
good reputations will stimulate word of mouth positive, while companies with bad reputations
can stimulate word of mouth negative.

Figure 1. The mouth of Cave Bentar (left), the windows to get direct sunlight (right)

From the results of the initial survey conducted by researchers in February 2020, holding
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interviews with several tourists, it could be stated that, on average, they visited Cave Bentar
more than once. The reason for their return visit is the desire to get the best photos in a cave
that gets direct sunlight at a certain time, to enjoy the comfortable rural atmosphere, local
culture, and special culinary delights. As an effort to increase the number of tourists visiting
Cave Bentar, it is necessary to understand the attractiveness, motivation, experience, and
reputation of the intention to repeat visits to Cave Bentar geotourism object.

The desire of tourists to release boredom and look for new things in Gunungkidul
raises motivation for tourists to visit tourist objects, including tours to Cave Bentar, because
motivation is a need that encourages someone to act in a certain way to achieve the desired
satisfaction (Beerli & Martin, 2004). Tourist motivation is also very influential for tourists to
make the intention to repeat visit tours that have been previously visited.

The services and infrastructure in Cave Bentar geotourism object give an impression to
tourists. Tourists will not forget the experience they have gained. According to Rageh (2013),
the experience is an incident that tourists get, either directly or indirectly, regarding service
processes, tourism objects, facilities, and how they interact with tourism object managers and
other tourists.

According to Gunn (1998), tourist attraction, hamely that without tourist attraction, there will
be no tourism, and Lew (1987) adds that the opposite also applies; that is, without tourism,
there will be no tourist attraction. Although these two statements are clear, they are important
because they underline tourist attraction as a prerequisite for tourism development in the
destination. The attractions of Cave Bentar geotourism object are the beauty of natural
panoramas, sports activities, and supporting attractions with rides outbound and the arts of
reog, jathilan, campursari, hadron / tambourine. Reogis a traditional dance that very
spectacular with several dancers wearing bright colorful costumes accompanied by merry
gamelan music. Jathilan is also a traditional Javanese trance dance, described as a horse dance
for the horse effigies made of woven bamboo are the hallmark props used by the performers.
Meanwhile campursari is a kind of music, a genre of original Indonesian music. It is a mixture of
traditional and modern music.

Based on the explanation above, the authors are interested in analyzing the influence
of motivation, experience, attractiveness, and reputation on the intention of returning tourists
to Cave Bentar geotourism object.

1. Literature Review
Intention to Repeat Visit

Revisit From the perspective of the consumption process, and visitor behavior is divided into
three stages, namely: pre-visit, during the visit, and post-visit (William & Buswell, 2003).
Chen & Tsai (2007) stated that the behavior of tourists includes visiting choices, subsequent
evaluations, and future intentions of visitor behavior. The next evaluation is the travel
experience or the overall value and satisfaction received by the visitor, while the intention of
future behavior refers to the visitor's judgment about the suitability of returning to the same
destination and the willingness to recommend it to others. The concept of repurchase
intention is derived from behavioral intention. Crompton (1979) explains that the intention to
revisit is the possibility of tourists to repeat activities or revisit a destination. Huang & Hsu
(2009) stated that there are four indicators, namely: Travel Motivation, Past Experience,
Perceived Contstrait, Attitude.

Tourist Motivation
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Huang and Hsu (2009) explored the relationship between tourists' motivation to revisit and
their intention to visit Hong Kong. As a result, they found that the motivation spending
dimension had a significant effect on the intention to return to visit. Also, Yoon & Uysal
(2005) explored the motivation of tourists to visit destinations in North Cyprus and discussed
the relationship between drive and motivation, satisfaction, and goal fidelity. As a result, they
suggest that destination marketers should consider the practical implications of the
motivational variable as it can be a basic factor in increasing satisfaction with destination
services and increasing destination loyalty. Thus, the hypothesis in this study:

H1: Tourist motivation has a positive effect on the intention of repeat visit.
Tourist Experience

In tourism research, the experience of tourists during the trip is mainly related to visiting,
seeing, learning, enjoying, and living a different lifestyle (Stamboulis & Skayannis, 2003 ). As
shown by Mcintosh & Siggs (2005), tourist experiences are in the form of unique and
emotional human thoughts with high personal value. Reviewing the current literature,
experience has played a major construct in travel and tourism (Oh et al., 2007). Since the
1970s, the tourist experience has been a popular academic topic. Particularly since Pine &
Gilmore (1998) coined the term "experiential economy," there is an ongoing amount of
research exploring the issue of the tourist experience. Previous studies have shown that
tourist experiences have a direct relationship with return goals (Cole & Chancellor, 2009;
Hosany & Witham, 2010; Hsu & Crotts, 2006; Oh et al., 2007).

Most of them found that the tourist experience and the purpose of their visit were positively
related. In other words, tourists' purpose for revisiting is believed to influence their positive
evaluation of experiences (Um et al., 2006). Like Petrick et al. (2001) showed that if people
are satisfied and have positive experiences during an activity, they tend to repeat it. Lee et al.
(2005) said that individuals with a favorable goal image would experience their place in a
positive way, which can lead to higher levels of satisfaction and behavior for visiting these
sites. Thus, the hypothesis in this study is:

H2: Tourist experience has a positive effect on the intention to repeat visit.
Destination Attractiveness

Product attractiveness (Fandy Tjiptono, 1997) is everything that traders/sellers can offer to
be noticed, requested, sought, purchased, consumed market as the fulfilment of the needs
or desires of the relevant market. Basiya R and Hasan AR (2012), in his research, concluded
that the quality of natural attractions, the quality of tourist attraction in the form of the
architecture of the building, cultural attractions, and attraction of social has a direct and
positive relationship to the interest in revisiting visitors. Thus the hypothesis obtained is:

H3: Destination attraction has a positive effect on the intention to repeat visit.
Destination Reputation

Walsh and Beatty (2007) see the reputation of customer-based tourist destinations, which is
defined as the overall evaluation of customers towards tourist destinations based on their
reactions to tourism objects, services, activities communication, interaction with the company
and / or its representatives or constituents (such as employees, management, or other
customers). A positive tourist destination reputation has the possibility to reduce customer
perceptions of risk and lead to higher levels of customer commitment to tourist destinations
(Bartikowski and Walsh, 2011) and greater loyalty intentions (Walsh et al., 2009). In addition,
an organization with a positive reputation can generate goodwill for itself, resulting in
customers functioning as organizational activists. We agree with Walsh et al. (2009), arguing
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that "a company with a good reputation will stimulate positive word of mouth, while a
company with a bad reputation can stimulate negative word of mouth." Thus the hypothesis
obtained in this study is:

H4: Destination reputation of a tourist attraction has a positive effect on the interest in repeat
visit.

2. Research Method
Research Type

This research uses quantitative methods. The quantitative approach aims to explain existing
phenomena or symptoms using numerical or statistical data as the main material for
conducting the analysis (Suharsaputra, 2014). This research was conducted using a survey
method.

Validity and Reliability Test

The data analysis technique uses the path analysis technique Partial Least Square version
3.2.8. This consists of 3 components, namely the outer model or measurement model, the
inner model or structural model, and the model scheme (Ghozali, 2014). The outer model is
also called the indicator test, where the outer model with reflective indicators is evaluated
through composite reliability (> 0.6), AVE (> 0.5), Cronbach alpha (> 0.7), convergent validity
(> 0.7), and discriminant validity. Discriminant validity is measured by comparing the value
loading of the target variable, which must be greater than the value loading with other
variables. An outer model or indicator test is conducted to assess the reliability and validity of
the model. In this measurement model, each variable and indicator has a value that can be
declared reliable and valid. The following is the model scheme for the Smart PLS 3.0
program tested in this study:
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Figure 2. Outer Model
Table 2: Construct Reliability and Validity
Variables Indicator Outer Cronbach's | Composite Average Variance
Loading Alpha Reliability Extracted (AVE)
X1.1 0,875
; X1.2 0,802 0.791
MTO.U”S.“ 0,781 0.919
otivation X1 .3 0,865
X1.4 0.869
X2.1 0,753
X2.2 0,740
Tourist X.2.3 0,833 0,762 0.900 0.692
Experience
X2.4 0,738
X2.5 0.852
Destination X3.1 0914 0.915 0.937 0.748
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Attractiveness X3.2 0856
X3.3 0896
X4.1 0,708
Destmat.lon X4.2 0,781 0.824 0.876 0.587
Reputation
X4.3 0,896
Y1 0,882
Y2 0,848
;{”tem'o\"/‘.“.’ Y3 0,939
epeat Visit 0.762 0.840 0,870
Y4 0,776
Y5 0.638
3. Results

The Characteristics of Respondent

The population in this study were tourists who had completed a visit to the object of
geotourism in Cave Bentar in Hargosari Village, Tanjungsari District, Gunungkidul Regency,
Yogyakarta Special Region. The following data are respondents in this study:

Table 4: Profile of Respondents

Respondents Total Percentage of
Gender:

Male - 61 59.2%
Female 42 40.8%
Age:

<20 years 27 26.2%
20 - 30 years 51 49.5%
> 30 years 25 24.3%
Occupation:

Students 30 29.1%
Servants Civil 22 21.4%
Private employees / BUMN 31 30.1%
Others 20 19.4%
Regional Origin:

Yogyakarta 51 49.5%
Outside Yogyakarta 52 50.5%
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Tourism Information Source:

Friends of 41 39.8%
Ads 9 8.7%
Family 17 16.5%
Your Own 36 35.0%

Model fit test results

The results of testing the intention to repeat visit model using Partial Least Square can be
seen in table 3.

Table 3: Results Calculation Boostrapping

Original Sample Standard T Statistics
Hypothesis Sample Mean Deviation (|O/STDEV ) P Values
(O) (M) (STDEV)

Tourist
Motivation =
Intention to
Repeat Visit

0.321 0.144 0.127 2.953 0.004

Tourist
Experience 2>
Intention to
Repeat Visit

0.472 0.454 0.123 3.831 0.000

Destination
Attractiveness 2
Intention to
Repeat Visit

0.419 0.416 0.134 3.126 0.002

Destination
Reputation >
Intention to
Repeat Visit

0.323 0.106 0.081 2.515 0.001

Sign at p £ 0.05.

Hypothesis testing is done by comparing the probability value (P), significant if p < 0.05.
Based on the results of data analysis all proposed hypotheses are supported.

4. Discussion

The results of the analysis of the inner workings of the model showed a positive influence
and significance of the variables tourist motivation, tourist experience, a tourist attraction,
and reputation simultaneously on the intention to come back to Cave Bentar geotourism
object. The significance can be seen from each hypothesis's value, which has a p-value
smaller than the significance value of 5%, and the t statistic is greater than 1.960.

Consistent with Huang and Hsu's (2009) research exploring the relationship between tourists'
motivation to revisit and their intention to visit Hong Kong. The calculation value
bootstrapping of hypothesis one has a positive value of 0.321 in Table 3, indicating that the
motivation spending dimension has a significant effect on the intention to return to visit. Also,

10



Journal of Environmental Management

Yoon and Uysal (2005) explored the motivation of tourists to visit destinations in North
Cyprus and discussed the relationship between drive and motivation, satisfaction, and goal
fidelity. As a result, they suggest that destination marketers should consider the practical
implications of the motivational variable as it can be a basic factor in increasing satisfaction
with destination services and increasing destination loyalty.

Supporting the research of Um et al. (2006), which found that tourist experiences and the
purpose of their visit were positively related. The calculation value bootstrapping of
hypothesis two has a positive value of 0.472 in Table 3, indicating that tourists' purpose for
revisiting is believed to influence their positive evaluation of experiences. The results also
support the research of Petrick et al. (2001), which shows, if people are satisfied and have
positive experiences during an activity, then they tend to repeat it.

The results of the values calculated by bootstrapping from a hypothetical three have a
positive value of 0.419 in Table 3, consistent with the research Basiya R & Hasan AR (2012)
who found that the quality of the natural attractions, the quality of tourist attraction in the form
of the architecture of the building, power cultural attractions, and social tourist attraction has
a direct and positive correlation to interest been repeated visitors.

The results of the assessment of the bootstrapping calculation from hypothesis three have a
positive value of 0.323 in Table 3 in accordance with Walsh et al. (2009), who found that
companies with good reputations will trigger positive word of mouth, while companies with a
bad reputation can stimulate negative word of mouth.

5. Conclusion and Practical Contribution\

This research shows the positive and significant influence of the variables of tourist
motivation, tourist experience, tourist attraction, and reputation simultaneously on the
intention to repeat visit tourism objects. Furthermore, suggestions can be proposed, which
are expected to be useful for managers of Cave Bentar geotourism object. First, to increase
tourists' motivation, especially on items to see the arts that are rated the lowest by tourists.
For this reason, it is necessary to have good cooperation between the manager and the
tourism office in order to be able to work together to improve entertainment facilities for
visitors, for example, by utilizing the potential of existing arts in the Tanjungsari area and its
surroundings, for example, jatilan art, or other arts.

Second, in terms of experience, indicators of feeling comfortable and relaxed, cool mountain
air are still rated the lowest. For this reason, good park management is needed, for example,
by increasing the number of shady plants around the parking lot or other locations so that it
can cool the air in the tourist area.

Third, the influence of the tourist attraction on the intention to visit, it is better if Cave Bentar
geotourism object can compete with other tourist objects, of course, Cave Bentar geotourism
object must continue to develop every tourism potential contained in Cave Bentar geotourism
object but so that the development of existing tourism potential going well, of course, every
one must pay attention to several things such as maintaining originality/authenticity.

Fourth, to improve reputation can be done by adding professional tour guides, especially
those related to high-risk tourism activities such as outbound and cave treks. This is done to
provide security and safety for visitors so that the perception of the reputation of this tourist
attraction will be better.
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