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Fhis soudy was o determine the intention of foreim and domesic
toumists, a5 o making another tourist visit to the idand of Lombok
affer the earthquake there, Il was also o find out whether tourists’
infention b0 visit Lembok aggan 8 influesced by itz brand o= an
ervironmrnlal destinatson; disedly or mdirectly, This s impoeriant o
drawing up a policy model for efforts to increase wourist mimbess, in
the fice of international Halol tounism afier the carthquake m Lombak,
A quantitative explorsiony approach was used. with a questiomnaims
find ot the perceptions of respamdents, The critena of respondents are
Bluslim Moreden and domesic 0 Indonesion (s whio bave visiesd
Lambok in the last 3 years. The rescarch was carmied ot wirth a closed-
cixdod question structans for 400 now respendants. Muslim damestic
tounists whe had visied Lombeok moihe last three years were sough,
Mon-prebability sampling waos wsed, The rescmchers could mot |ist sl
members of the population, [Path Analysis wos then wsed. The
eivvivonimental destination beand of Lombol igland diveetly influenee
cisiomer sabisficnon and behaviowral ineninon Cusiomer sabisfaetion
alsn directly influences bebavioor, secondanly to the destnation and
brand of Lombok jsland.

Key words: Cistomer Saiisfaetion, Envieonment destination hrand, and Bebvioural
Tweerafon
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Inwoiluction

The tounsm iadusity in Indonestn has costribuled more than 13% of GDP since 2017,
Toursm revenaes have increased smee J17, from 1B2.0 ballion 1o 2230 billson in 201E,
Boslles Increasing & cownrys  come, dhe wudsm osecior alss creaks  sustalngble
enploviment for the bocal population. Chookaew (20135} sutes that halal trizm = an
actalizaion of the lslamie concept where hatal and haram valus are the mun benchmark.
All gspects of tourism sclivities are inseparable from lalel cerifsation which must be s
reference for every tourism acior.

Tondam in bdoncsis i wery divesse and has its own besuty, There are natural attractions,
culitsry touss, shopping i and eduestional fours. Mo wonder that many Fereign or
domestic teurists crowd svery destinntion in Indonesia, One pant of Indenesia that can attract
tourists 3 ensicrn Indoncsia. The destinations make moany tourisis wont o Bnger theee,
pamicularly for nanare toansm. The naurl beaury of Indonesza i= undeniable, bacause God's
wrgntion i= always omisingly beswinol, Insdkdition, sasteon Indonesia, eipecially the Lombuk
repian, haz special foixls that must b tried, The majority of Lombok is Muslim, Many have
amall and medum businesses, beeause it s o tounsm arca. But many busmesses sull do not
lave beslal certification. Camently feod producers fom into more strsciurad entities, which
are large-scale, capital-intensive, and low-cost mass producers (Van Donk et al,, 2008,

Ecostounsm 1= now “respon=abie frvel to mafuml arcas. thot conserves the envitonment,
austmang the wellheing of the Ineal people, and muslves interpretstion and  edaeaiion™
{International Eeotouriem Society (TIESY, 2015). Educarion 14 meant o melude borh sialf and
cuests.  Motural tourism i35 on cffort to wtilize nowral resources ond  environmental
arrengenents designated ws tourst ohjects. and  attractsms s tounist destinations, in
coutourisn sedyiies wonwining clemsenis ol concem, respimnsibllity and commiuman (o
envirprumeital sustamability and the welfare of local residents. Ecotounsm s an effor 1o
masimizz and preserve the polential of natural and culrural resources &= 4 source of
susfamble inoome. Ecelouriam is a responsible model fur developig nalarsl teusisi o
urspoiled aress or matueally maraged asress, The purpose is te enjoy the beauty of natwre. It
alsy activates the element of education and suppon for comservation effors. and for
inreasang  the  income of hwal people, Ecotowrism s aboul  nifing  conservakiod,
commuanitios, and sustmnable Favel, Those who mplement, participate in and marlkes
contoursar actvites should adopt the following ceotourism principbes suels a8 (in full):
Minimize plysical, aoeciol, Behovioural, and payelhologienl impocts, baild covirommsmal and
culbwal awarencss and respect, provide pasitive experiences for bodh visitors and hasis,
provide direct financial benefits for conservation, genenate financial benefits for both local
peeple ond privese industry, deliver memorable mterpretative experiences o visitors that belp
raize scpsitivity o host countnes’ political, environmenind, and social climates, design.
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copstiuet anid operate lew-impot facilities, ecognize the nghts ad spivineal bediel® of e
Indigencios People in your comumurity and work in parimership with them o cTeats
SETpRrwertSan | Ihidh,

Thersfore, the research & mportant. I8 s 10 fincd g the antention of teanists to revisio s mp
1 Lodnbok, when influenced by the envirenment destination brasd, 5 1o whatker it directly
or indirectly influences wounst sotisfaction on subsequent trovels to Lombok. This s
important 5o that a palicy mmdel can be dmwn up, one that can tesolve efforts o merease the
number of fiwenst= in tevms of miemmatioal Hala touriso, afber the earihquake in Eombak.

Litcrabure Review
Lrvirensrent Destirmation Brand

Environment destination brand has defimed s folldws: s 2 name, symbol, loga, word mark
or other description that can idestify and disinguish & destination; the fest promiscs & touris]
experienee that can be remembered becaise of the unigueness of a destinmion, the beand slzo
sarengthaing memonics of a desiination experience (Ritchic and Ritchic. 1998). Definition of
envirpriment destinsticn braading also means an outline in developing strategies, as well a8
an evaluation framewark to assess the effectiveness of & wourist destination’s brandieg (Rlsin,
Levy, and Ritchiz; 2005,

Crasdovrer Suids factfon

Customer satisfaction i the buyers’ copmifive sime of being adequatcly or madequakly
revarded for the sacrfice they underwent Fhis definmmn contans elements of appraisal and
compansen, aithough the comparcd concepts diffor; namely desires and outcomes versus
revards and costs (Oliver, 19811 Two definitions may be exiracted from the above
definition. First, a concepiual definition descnibes costomer satisfaction as an owcome of
purchnse ond wse, resulting from the buver's comperison of the rewords and costs of the
purchase. in relation tn the ansicipaied consequences. Second, mno pperatinnal definifnn
deseribes salisfisction ag similar w atinsde, in thal o0 can be assessed sg the ol of

miistscisons derved from the vonous oinbuses of o pmdur:l Or Eervice |:L'h.|:n'r$|I|, 103y

Sadsfuctive bas previcasly boon defined s conlommity with edividual comsumees” pre-
purchase expectations. [n confomning o these expectanions, businesses should have a clear
understanding of the rele plaved by products and services in this process, The smmilanity
berween products and  scevices has been the subject of several rescarch progecis and
discussioms. Some of the aon-product safisfactions offéred may be as significant a5, i nod
meee sigmificant, than product-retated satsfactions in detzemining cusiomer  patrenags
{Westhrook, ['"81). Furthes, it has been argued that the wirious comsumer expencnces relafing
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o sabislfoction may be divided ino owe broad categonies: (1) experiences related o being in
the store itself and dzaling with the organization; and (2 experiences related to utilizing the
prodiect and he services obtained from the dealer,

This ides 15 futher sappored by research which found that consumers somehaw acdd up their
satislacrions and dissaisfactions with recaller-relaed expenemces, beth in the s10me and with
regond to products and serviees obtoined thers, which result m feclings of satsfaction/
dissatisfechon with the overall refal oantlet (Nagdl, 19901 Thus, lugh levels of satisfacaon
fron certain sources oy commpensae foc lower levels of ssisfactios from others, Maeover,
mtinfactsan from mu.lh'.plt EpEees perves to rakss overnll som entisfoction, whensas
disspbisfoction from multiple sources tends to lower i, 1t thus sppeers thet products and
sorvices ars iscparable i torms of ther contributions b satisfaction (Westbrook, [5%1)

Hetraviosral forens o

Cistomner mtentions towards produces and services are the resalr of the customer satisfaction
process felb for the products and services provided by the providers of products and services,
Sansfiction felt by customers fos products sad given services can influsnce the behoviour of
high or low customer infentioms, depending on bow mch customer safisfaction s feli
Understanding of cuasumer behaviour will Beilitate managemenit in developimg produets or
sprices, mogomdme 1o corsumer needd and deeires, Viitors” poatl eupenences are aleo an
impportant influence upon behayiours infentiod to mevisit | Ji et al. 200185,

Envivpnpent Destiwaion Brand and Costomer Satiginctiog

Cobpn (2012) proved the significant mfluence of enviromment destinafion bramnds om touris)
mtisfaction, Positivity inoan envimonment destination brand canses high satisfachon. and o
negaiive image causes dissafisfaction or unhappiness. Sun et o, (200 3) through his research
on tourtsm destinotions in Honan China, also proved that tourists who developed positive
{image)l perceptions of Hmnan gnined hefter satisfacinn with their expenence. This: proves
et emvironment desimadon brands bive o posiive effect on ounst satisBeiom when

vigting tourism destinniions, Tascr and Gariner {2007} in Aruger ef al. {2013} explained thoi
envirenment destinntion brands infleence sowst behoviowr, in relation to whether they intend
Loy revisil rocounniend i odesrs, o revisit irensin destnaiins.

Crasfoprer Satifaction and Behaviowral Infeniion

Favourable customer opinien will automatically lead fo posirive bebaviows towards the

service provider, Through wide discussion of that propisition in the lieratare, considerabie
uicestainty related attends its validity. Whilst s posited relationship between customer
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satisfpciicen and behoviowr intentaon is o longestanding comersiong of buyer behaviour theory
{z2.g,. Howvard and Sheth. [9%6% Engel @t al. 1995, Hawkins et al. [9%5) Getty and
Thenpaen (19940 acknowledge hat limke reseanch exists e link ssevice quainy andior
customer spiisfctson on the one hand, with reeommending behmiour or sy other form of
positive sction by the customier on the other, yet they stated that “satisfied patrons ane more
lkely 1o be repeal customers and provide positve word of mouth W oihers. This &5 & basi
axiom of business'’, This research proved the spnificant inflaence of customer saiisfoction
upon hebmvioural mtentsn

Ervircornarear Destination Brand and Behavonra! frntention

Enviromumont dostination brands have a diecet, sgmificant offioct on tourist loyalty vaniables,
Troveliers: who already have knowledpge or beliels aboul copnitive imagery  [laris)
Attractsns, basic facilities, caltural attractyors, accessibility and tourism substructure, naturl
envitenment, &nd economic fsctors] and affective imagery (& vibrant, vibrant and pleasan
city) can be loval by dodng certain bebaviours. Amoag other things, teuns bebaviaur is 1o
vigi sgain in the fumre, sav pesitive things, snd recommend o others. The resulis of the
Audy of Tasc and Garther (3307) in Aruer et al, (20013) explaing thal enviroienen
destination brands affect the behaviour of oansts who, among others, intend Gnterest) o
renisil, recommend o athers, or revisit g relaed wuri=sm desination,

Model Analysis
Environment
destination brand of Bl | [Cusiomer | 2 , [Behavioral
ok Tdaid Satisfaction Infention
i3
Meihmd

The resenrch design wsed o this study 15 o quamisabive explomtory appreach. It uses o

questionnaire 0 fingd oot perceptions of respondents. The eriteria are that they are Muslim

Foreign aul dommestie / Indonesian worests who bave visited Lombok e the last theee vears,

The research was cami=d out with & clozed-ended q'ue:l:im siruehare for 400 near I'I!'EFﬂnd.'EﬂIE,

aceording b the coterin of (he sample / mespondent comsisting of Mushim domestiz 1ounsts
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wiho had wislied Lombok o the last thive years. The sampling wechnigue is non=paebability
sampling, where researchers caanot abfain a list of all members of the population. Fath
Aralysiz is usad,

Risulis
Results of Parh Anaiysis
Path Coctfiocivnt

Here is o paciure of the path amlysis test resolis with the path cosfficent value or stancandiee
in th: vonshls Emvironment deminebion brumd o coztomer astinfocbon, Emviromment

destinotion brand townrds behavioursl wtention and customer sstisfoction to behovioum)
it lcntinem,

FIGURE 1. Pah Analyzis Teq Result

Caistoimmer
Satigfacrion | ™
0.81 0.69
i o1
Ewcironmient
destimation . B;.r::: :?Tll
bremd o

The follmwing is a tablz of path analysis results based on the path coefficient value:

Table 11 Coeflicient Yolue Inter Yomahl=s

[ Sranderdized
Yariahle 5
Covf el Fifare
L ervk,
Enwroamer fecninotion heard | £ u'r G .51
somsfaciion
; Bt
Chareamier satufaction o o 0,65
| Infention
) Faaiomral
| Exvirpmmend destoralion beand | = . .31
TEte e

Based on the Table L it can be cxplained e !
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a. If the variable Environment destimstion bramd changes, it will cause changes in Cusiomer
sulisfucion. A positrve sign shews & uni=0iredtional chanee hat 15 17 e Ensvirommen]
destimtion brand varisble mercases, Customer sotisfoction will iscreese, and vice versa of
the Emvimrment destination brand vanable decrepses, Costommer satisfaction will zlso
decregse with the path coef cent value 081,

b, If the vomable Customer sotisfoction changes, & will cause chanpes m Behaviourol
mtention. A& posinve @gn shows § omidirectional change i the Customer sansfachon
viriahle imcresmes, the Beluvioumal intention wil increase, and vice versa i the Cistomer
sotizfoction varipkle decrenzes, the Bebavicural intention will siza dscreaze with the puth
coefticient wmlue 4164,

€ If the varable Environmont destination bramd changes, & will cousc changes in
Betasioural infention. A positive sign shows @ unsdmectional change if the Envirmmen
destimtion brand vemable incresses, the Hehewioursl intention will merease, and vice
versa of the Emviroameat destinntion brand vanable decreases the Behavioural intenion
will mbsn decresne wath fhe path coefficken 031

Based on the standaedized path coefficient value, it con alse be seen that the melationship
between varables that lave dommant inflisence, The bigpest relationship between virisbles is
conmzeling the environment destingtiom brund w0 Cesiomer satisfactson with the path
gowfliciant value of BEL,

Drerermmimgrloen Coefofee

T'he cozthelent of determination shows the smount of influsmce or cantnbution of exogenous
vamsbles o cadogenous vanables, and infervening eedopgeross varisbles o endogenous
vanahles

The fellowing ore the tost results which show the: coefficient of determination:

Tabibe 22 Determamation Coelletent Value
| Varlable e
:I;':'.'Hr'.rr.lruv:h'h'.l' J'H.ll'l.ru:ri;'.ur .l:l;wn:'..*'d I:-Jn;.'..l':h'.l'l‘l.' .'.:'rJr'.'.':l'rJr-':rIrh'r I'P-h?v‘:"
| Exvironmeef  desfigaiioy B and  Custoarer safigfnciion =
| Belaviowral infention

(hR3

Based on Table 1, it can be explained, that
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I, The avneum of change Customey satisfaciion cused by the exiseence of the Envimomen
destination brand (X) is 655 or 65.9%., In other words the influence of Environment
destimaton brand on Customer saismeion is 63.99%,

The mmaunt of chomges in Behavioural miention comsed by Emvironment destinotion
bramd and Custerner satisfaction s (0803 or 8003%. I other words the mfluence of
Envitonment destination brand and Customes satisfaction on Behavioural ention i
H1.3%,

Fad

Hypravharsiy Tests

Porameters of the presence or absercs of influence can be pertindly 1dentified, bosed on the
CR{Critcal Ratio} valuc. Te dotcnmine whotha there i an influence of exogenous vaables
o endogenous and endeganous to endogenvus, the Bllowing pravisions are used: compare
the probababity value with a signticam level of o= 05, I the signihicance vakee 15 <05,
then theee is the influence of exogenous variables vn endogenous or endogenos Lwirds
endopenons. And vice vemsa if the sigaificance valwe ig>= 005, then there i a0 effect of
exorenons varishles on endogenous or cndogenous towands endopanpus

b thig smdy the parmmeters nal s oa refereaor are comparing the calealazd significancs
vakaes with the standnrd significence of .05, and compare CR count with CR standand |, %,

The complete wesulis of hypothesis tesing can be seen in the table bebow

Table 3z Direct Influence of Test Kesulis S
| Curremil  Level DF

| Variahle Rath | Sig Miote | Hyphotesis |

| Egviromsiens | Custrarer I |

[ 1 | iy o A3Z (LWL .

| extbroson bang 1| saiscion | e 3 |

; . | influcnee | Accepiod

i | Dehoviowrs | s looon | (Sigeiicanty |

| sorisfaetion | { intenlion |

| w2 i i = These i E

| A PRkt | oy g |inenss | Adcesiel

| dessimanon brawd | { fmterntion P

[ | [ {5 igmificant) |

Baved on Table 3, i1 can be explmned

I, The smaurt of CH valae caleulafed variable Enviremmenn destination brand o Cisiomer
s#isfaction 13 0,832 The level of significance s Q000 thiz value 15 smaller than 003,
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Decaese this significonee level is less than 0005, Eevirponment destination braed has o
effect on Customer satisfaction.

The amount of CK value calculanad variable Costomer satisfaction on Behavaouril
intention 15 4345, The level of sgnificance s 0,000, this valoe is smaller than D415,
Because this significance level is less than 0,05, Customier satsfaction has an effiect on
Behaviourd mwnnen, The dmed mfluence of Edvirenment destnaion braml o6
customer satisfiction and costomer satisfaction on Behaviouml infention shows that
Environment desination hrand indirectly influences Behavioural intendian bt must a0
throwgh Cusiomer satisfaciion,

The magninude of the CR value caleulsted varishle Environment destinetion brand against
Hehoviourd intentron s 1504 The level of significance 15 0007, this velue is less than
Q.05 Thorcfore this significance lovel s groatar than 005G, Thea the Eoviromment
destination brand variable s declared 1o have an effect on Behavioaral infentdon. 2. The
amount of UK value calcolated vanable Cestomer safi=faction on Behaviooral intbention s
4. 145 The level of significeancoe 5 000F, this value 13 smaller than 0005, Bocause ths
sighiificance level is less than (03, Cusamer sansfeeton has an effecs on Behavioural
intenrion. The direct influence of Environment destioation brand on customer saisfaction
arad customer satisfaction on Behavicural intention shows that Enviconment desizsanon
beand indwectly  mfluvences Behaviouml infention Bat st go theough Cusiomer
=3 isfaction,

Tz magnitvde of the CR value caleulsted wanable Evvironment destimation beaiad agaiist
Behavivural intention is 1L.504, The level of significance is 0007, this valae is less than
0.050, Therefore this significance level is grester than (0030, Then the Enviromment
destination hrand vanable s declared to have an effect op Behavioaral imtention.

T divect Patly Coefficient

Path onmbvses testing, besides testing the direet effect of exogenous varinbles on endogenous,
nlsn tesis incdirect sffects of exogenous wvanshles on endngenous throuph mbervemang
endopenmis varmables

Images of indmrest influence from Environment destinntion brond on Behavicural intention
Cusugh Customner saislcion arc as follows
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Flgwre 4; Indirect Path Coeflxicnn

0,559
Ervirg el
desiination Cistomer Behaviorod
* ; 3 —
tvamnd "| satisfaction itigrHo

Figure 4 shows thot the indireet poth cocfficicnt of Environment destimani on brand towards
Behavicoral intention through Custcmer satisfaction is o muliplicaion of direct paih
coefficlents from Environment destination brand w0 Customer saisfacton, which s 810 and
Customer satisfociion o Behavicural imtentica with aovalee of 670, %0 the indinec
coctiicient value 15 Q8D x {.690 = (1,559,

Discassion

Cromn and Taylor { 1992 Bolion { 1998], Ostrom amd Lacebues (1995), Fomell et al. (1996)
and Chang and Wildi (194) have sxpluined and examined the relstionshaps, direct and
indirect between wolwe, guafity, sotisfaction and post-purchase consequences, sach as
eustemer loyaly, Tavournble woed of mouth, prce premivwns ond repurchose inentions. The
conclusion of many stndies was that, the relationships among the consiructs were comples,
diverse dnd dynamic,

Ervironareat desiisiation dramd weidh Oustomer Sarisfaciion

The resuis of this study proved that enviconment destimation brand has a @enificant effect on
customer satisfaction. The main motive of destinanonplace brand marketers is (o expand
persative brandd experiences. These expenemces are conceptualized a5 “personal, intemal
consurmer  fespomses (feelmgs, sensations, and cognitiond) and respomses resulting in
bebaviour that 19 elicited by brand-related sfimul that sre part of a packaging, dessgn of hrand
and dortity, communicaton, and coviromments” (Brako, Schoaw and Zareniondlo 2008
i3]

Cuetomer saisfaction i indscative of destmanon porformance. Much research (Chea and
Luo, 2(MiE: Gounaris, Dimitriadis snd Stathakopoulos, 2010 Srymanski and Henard, 2001
offers inzights into the outcomes of customer satisfection which include: refeming throagh
wicd of moith, consumers' complaining behavouor, kevalty wowands brand, eoalimunsce,
recommendation. and mtenton 0 repurchase ! repest visits, The more sucossfal the
ervimenment destingtion brand is, the more posilive custemer satisfaction is.
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Envirenavenr desilnarion draod wich Sefavioerad frie e

The result of the Test proved Dt eovironment desination brand 1525 a sianilice efles! upon
behavioural intention. The results of Zonnstonello snd Schmitt {20101 show thot environmeni
destination brands svoke inner responses and behavioursl responses amongst wvisitors,
thirugh the course of the wavel consumplion process, The cusianding delivery allows
providers to differentiate their offermes from these of competitors( Iglesias, Singh. & Batista-
Fozuet. 2011

Positivity leack progressively to corsunser brand lovalty, and to profit-zsehancing brand
resommendniions [Chiow & Shen, 2(H6). In emphosizing the impodance of word-at-mouth
coutmunications, Baucs, Mattson and Sormsn (2004) argucd that they arc cmtical
determimuis of the prospects of e-vismaion, Ther assertions about the imporasce of
turism draw suppon from bath schalars and practitioners.

Crstonrer Safefirotion with Bebiawoiral lnisention

Bazed on the results of the west, it is found that customer satisfaction hes a significant @ Mect
om behavioural intention, The result is in aceordande with Burton e al, {30031 who conchaded
thit cusiomer experience 8 relassd w0 behsyviours inteptions. The more postive the
cuptemer's @peciends, the more likely b or dhe is willing to fouse the servics, Bt and
Olver (19} lurber defined satisfeciicn as the “custoamcee’s fulfilivent respoase,” which i
an evaluateon as well & on emetion-based response 1w a seevice, I is an indication of the
customer's belief in the probability that a service will lead 0 8 positive fiesling, Cronin et al,
{200y assessed service satisfoction using fems that isclede inlerest, enjeyment, Surpnse,
anger, “wise choice™, and doing the right thing.

Direct Fnfluence
To explore the direst influence of customer satistactsm. the result of the path analysas 1est

shwed thas cosmer sitisfsciion was divectly alfecied by eavirorment dedination brand and
behavioaral intzntion.

Tvdlirect FnTaence
Cistomer sofisfaction produces a posidive finaneial resalt, especially 0 regular purchases
Today's market is unforgiving. Croating and mainfaising castomer lovally 85 mone complex

than in past vears. This is becanse of technnlogical breakthroughs and widespread indeme
e, Lowalry buildimg requirgs the company 1o focus the value of i product and sarices and
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i slwewy it is interested in Dulfilling desire, or tuilding relationships with cusiomers {Griffin
2002}

Conclusion

Customer satlsfaction was argued 1o be i function of cusiomer expeciations, exhibi quality,
angillary serviees, staffing, visitor demogmphics ond vodue for money, On that basis, it was
propesed that levels of customer sans fction wauld positively affect subsequent behavwonml
intentions nelaled o repeal visiation and recommendmg o pthers. This study shows (bt ol
the hypotheses are significant. Esch warinble hos o significant effect on each other

Explanations and suggesiions given were based ono review of the literabare and the empincaol
fundings af the sy,

I'h: greater the level of sstisfachon, the more positive will be the intention 10 behave well,
Some autlors who have conducted researdh on enviremmen? desfinafion beandieg, brand
exposienee and townst saieficion in different geegmaphical sress of memst eepne oo
intermational and national level are Bames. Matisson apd Sorensen {20014). They sugeested
thae enviromment desfistien brand expersesce i3 an importod detertinast of wisitor
oucomes: specifically satisfaction and intention o recommend. They assen that sansfacton
plines 8 by roele in further processing of enhaneed visior sxperien:,
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