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Abstract: Langkawi Island, the first Global Geopark in Southeast Asia, is believed to experience an unstable and sluggish
growth rate pattern of domestic tourist arrivals. Hence, to curb the situation from persisting, the main objective of this study is
to enhance the destination loyalty through its factors, namely, perceived value, tourist satisfaction, place attachment. The
target population of this study is domestic tourists who have visited Langkawi Island. A self-administered questionnaire using
google form has been distributed to the respondents who have visited the island for at least 24 hours and staying not more
than a year. The 244 data collected were analysed using SMART-PLS version 4.0. Interestingly, this study has verified two
parallel mediators, tourist satisfaction and place attachment on the relationship between perceived value and destination
loyalty. Focusing on these factors, the study would provide practical strategies and plans for tourism management on this
island to enhance loyalty among domestic tourists. Furthermore, it is believed that the findings would assist local business
enterprises and tour agencies to grasp continuous benefits from loyal tourists to this island.
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* * * * * *

INTRODUCTION

Tourism activities play a crucial role in the development of a country or region because tourism sector has a significant
impact on the growth of economy (Umam et al., 2022). In Malaysia, the tourism and hospitality industry are considered the
third most significant contributor to the national GDP after the manufacturing and commodities industry (Hirschmann,
2020). Malaysia offers world astonishing peaceful and gorgeous islands, all of which are ideal for a dreamy holiday. Most
of the islands in Malaysia look no less than shining gemstones. The fantastic features and characteristics of the islands in
Malaysia would offer valuable experiences to tourists for any types of holiday such as spending time with family,
romancing with the loved one, and chilling with friends. In other words, if someone wants to get some time off from their
daily monotonous schedule, choosing any commercialised islands in Malaysia for short gateway is the perfect choice.
Hence, tourists’ expenditure on the consumption tourism products and services generates revenues for the tourism and
hospitality industry (Nasir and Wongchestha, 2022). One of the renowned Malaysia’s islands among tourists is Langkawi
Island. It is located in Northern West Malaysia around 30 kilometres from Kuala Perlis, 51.5 kilometres from Kuala Kedah,
and 109 kilometres from Penang. This island was formed by 99 islands making it unique, famous for its stunning beaches
and richness in fauna and flora (Nasir et al., 2020). Back in 2007, this island was nominated as the first Global Geopark in
Southeast Asia. Therefore, like other popular islands in neighbouring countries such as Phuket in Thailand, and Bali in
Indonesia, Langkawi is actively staging itself as a world-class tourism destination to provide a more significant economic
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contribution to the country. Normally, tourists will choose to spend their time on this island during public holidays, thus the
island is not only popular among domestic tourists but also international tourists.

However, before the covid-19 hits the whole country, statistics demonstrated a slow-moving and unstable growth rate
pattern amongst domestic tourist arrivals to Langkawi Island (Figure 1). This is an unfortunate situation to Langkawi as one
of the famous islands in Malaysia and the first Global Geopark in South East Asia. Hence, it is imperative to improve the
destination loyalty among domestic tourists because they will repeat their visits and recommend to other potential tourists.
Consequently, it will raise the percentage of domestic tourist arrival rate. The destination loyalty among domestic tourists
visiting Langkawi Island can be improved through its predicting factors. Past studies suggested that perceived value (Sato
et al., 2018; Nadarajah and Ramalu, 2018; Huang et al., 2019), tourist satisfaction (Haji et al., 2021; Muhamad Nasir et al.,
2021), and place attachment (Jiang and Hong, 2021) are pivotal in increasing the level of loyalty among tourists.

Thus, past studies have proven that perceived value, tourist satisfaction and place attachment are the important
predicting factors to improve the level of the destination loyalty. Hence, the main objective of this present study is to
determine the effect of these variables on destination loyalty. More importantly, this study intends to prove the parallel
mediating effects of tourist satisfaction and place attachment on the perceived value and destination loyalty relationship.
The outcome of the study is valuable to the existing literature since lack of past studies have proven two parallel mediators
(place attachment and tourist satisfaction) and tested these latent constructs simultaneously in one model.

LITERATURE REVIEW 50
Destination Loyalty %3 . 0
i i i = w2

In the field of business marketing, | = o°¢ 2 2015 2016 2017 2018 2019 S\ 2020
the key concept of destination loyalty is |2 = 8.2 -50
crucial to determine the destination’s |&© %
success (Nasir et al, 2022). In the -100 Year
context of tourism marketing, the Figure 1. Percentage Change of Domestic Tourist Arrivals to Langkawi
concept of destination loyalty has been (Source: Langkawi Development Authority, 2021)

explained broadly by past scholars, such

as the desire to repeat visits (Prayag et al., 2017; Morais and Lin, 2010) and intention to recommend (Cheng et al., 2016;
Morais and Lin, 2010). To be exact, destination loyalty refers to the tourist’s intention to revisit and recommend the
destination to other tourists (Nasir et al., 2021). Hence, based on the previous studies, loyalty of tourists towards certain
destination can be seen from their repeated visits and advising the destination to the other people such as families and friends.
The intention to revisit the destination (destination loyalty), which is deemed as the level of satisfaction after the consumption
of tourist products and services in a particular tourist destination, is seen as a behavior planning for the future of tourist
destination (Aksoz and Cay, 2022). Hence, it is crucial to improve the level of loyalty among visitors to guarantee the
sustainability of tourism industry (Kawada and Naoi, 2018), because devoted tourists will increase sales through recurrence
purchases or visits and recommend the destination to their families and friends (Mohamad et al., 2019). Consequently, it will
increase the number of tourist arrivals and income generation to the destination. Past studies explained that the concept of
destination loyalty focused on how visitors are associated with destinations to develop long-lasting and beneficial
connections between them (Almeida-Santana and Moreno-Gil, 2018). This is the reason destination loyalty is treated the
main variable of the study since improving the destination loyalty could help in increasing the number of tourist arrivals.
Hence, the main objective of the study is to determine the factors to enhance the destination loyalty among the tourists.

Perceived Value

Bajs (2015) claimed that studies on perceived value in the tourism and hospitality industry is still insufficiently
investigated. However, most of the marketers in tourist destinations devote their effort to enhance tourist value as it appears
to be the key determinant of tourist decision-making. This perceived value concept is crucial in determining tourist decision
making since positive perception among tourists while evaluating time and effort values of a destination will indirectly
trigger their revisit intention. Several scholars have defined the concept of perceived value. One of the plausible
explanations of perceived value concept contended by Suhartanto et al. (2020) which refers to a comparison between the
benefits (what tourists receive from their trips) and sacrifices (what the tourists spend) on the tourism products or services
utilised during their holidays to the destination. Hence, the tourists will feel worthiness of their trip, if the destination can
accommodate their needs significantly based on what they have spent. Previous empirical researches in the context of
tourism marketing found that perceived value has a significant effect on place attachment (Jiang and Hong, 2021) and
tourist satisfaction (Nasir et al., 2021). Hence, based on this background, two hypotheses are established:

H1: Perceived value has a significant influence on place attachment

H2: Perceived value has a significant influence on tourist satisfaction

Place Attachment

The concept of place attachment has been widely researched by the scholars across disciplines. It was also applied to tourism
studies to comprehend individual-place relationships and subsequently, to effectively manage and promoting tourism
destinations (Dwyer et al., 2019). Place attachment relates to an individual connection with one particular destination (Suntikul
and Jachna, 2016). This concept explains how an emotional relationship between people and destination is built from the
interaction between them. For this reason, developing attachment to the destination may affect tourists’ thinking and emotions,
and enhance their knowledge about the place so it can build strong emotional ties between individuals and places. Therefore,
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building a strong connection between the place and individuals would create a strong sense of loyalty among tourists to the
destination (Xu and Zhang, 2016). Moreover, destination loyalty is predicted by place attachment (Patwardhan et al., 2020,
Nasir et al., 2020, and Nurbasari et al., 2021) and place attachment is predicted by perceived value (Jiang and Hong, 2021).
However, lack of studies has combined these three constructs to examine the mediating effect of place attachment on the
relationship between perceived value and destination loyalty, especially in the context of Langkawi. Hence, this study proposed
this mediation as research gap that needs to be fulfilled. Therefore, two more hypotheses are proposed in this study:

H3: Place attachment has a significant influence on destination loyalty

H4: Place attachment mediates the relationship between perceived value and destination loyalty

Tourist Satisfaction

The concept of tourist satisfaction is being studied broadly in the context of the tourism and hospitality industry.
Normally, tourists will form an expectation on the destination’s offering, which mainly related to services and indirectly
involves product perception before they travel to specific destination. Once they arrived at the destination, they will
experience the destination’s tourism offerings, which in turn will build their perceptions of the experience based on their
pre-travel expectations. This experience will determine whether they are satisfied or not on their travel to the destination.
Therefore, Tran et al. (2018) claimed that tourist satisfaction refers to comparing real perceivable benefits and expectations.
In other words, satisfied tourists can be seen when their perceived benefits meet their expectations before they travel to a
certain destination. Thus, tourist satisfaction is important in developing destination loyalty among tourists (Haji et al., 2021;
Thawornwiriyatrakula and Meepromb, 2020). Moreover, Nasir et al. (2021) also claimed that tourist satisfaction is the
mediator between perceived value and destination loyalty. Based on these findings, two more hypotheses are developed:

H5: Tourist satisfaction has a significant influence on destination loyalty

H6: Tourist satisfaction mediates the relationship between perceived value and destination loyalty

RESEARCH METHODOLOGY

The Figure 2 depicts the flow chart of methodology for the
current study. It explains the steps involve in the research -Purpose of the study, Research Insrument, Unit Analysis
methodology.

Research Design

Research Design
The purpose of this current study is to test the changes in Pre-Test
exogenous variables (perceived value, tourist satisfaction and — RYSTE NN AS IS (ES £1T oM 1 IS 1oy e R sl e = te B NT R e gy
place attachment) which may cause reciprocal changes in the marketing
endogenous variable (destination loyalty). By using quantitative
approach, the data were collected from the respondents who are
domestic tourists who had travelled to Langkawi Island for
more than 24 hours but less than 365 days using self- Pilot Test
administered structured questionnaires in the google form. -n=100

Questionnaire Design

A close-ended questionnaire was utilised to collect the data
from respondents. A 7-point interval measure ranging from one
(indicated as strongly disagree) to seven (indicated as strongly Actual Data Collection
agree) was scaled for all items. There are five parts in the - n = 244 respondents
questionnaire to cover all constructs. The respondents have to
answer screening questions to guarantee trustworthiness of
responses based on selection of the right respondents. Qualified
respondents will start to response to the first part of the
questionnaire which is related to perceived value construct. The Data Analysis using PLS-SEM
items to measure this construct were adapted from Lee et al. -
(2007). The second part and third part are related to tourist
satisfaction and place attachment, which were also adapted Figure 2. Flow Chart of Methodology
from previous empirical findings (Lee etal., 2007; Kimet al.,
2015; Xu and Zhang, 2016). Last but not least, the final part is related to destination loyalty construct, adapted from the
study by Sun et al. (2013) and Mohamad et al. (2011). Meanwhile, questions for the demographic profile of the respondents
were included to gain personal information related to their trip to Langkawi.

Pre-test and Pilot Test. Table 1. Cronbach’s Alpha
The pre-test and pilot test have been performed before the field study Constructs Cronbach’s Alpha value
was conducted. The pre-test is to ensure that respondents understand the | __Perceived Value 0.97
; ; ; ; ; Tourist Satisfaction 0.97
questionnaire that is posed to them. Hence, three experts in the field of
o - . . ! . . Place Attachment 0.98
statistic, linguistic and a professional in tourism marketing were appointed | Bestination Loyalty 0.96

to review the questionnaire structure. Then, 100 respondents were selected
to participate in the pilot test. The pilot test is crucial to ensure feasibility of the study especially on the survey instrument.
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Data collected during the pilot study stage were tested for the reliability analysis. Table 1 indicates that the items used are
highly consistent in measuring the constructs with all Cronbach’s Alpha value exceeding 0.90.

Data Collection Table 2. Factor loadings, CA, CR, AVE and VIF

Responses were captured using google form and purposive samp_lmg Contstru Items IFadc_tor ca | cr lavel vie
method was used to select the respondents. The screening questions P(I:S SAT 089'2“515 A AN AETSY,
were included in the google form to ensure that individuals who respond ace : : : : :

: - . o Attachm [PAI0| 0.926
to the questionnaire possess the required criteria for the study such as: | ent (PA) [PAIL] 0.936

(1) Stayed at the island for at least 24 hours but less than 365 days (2) 18 PA12| 0.861
years old and above. Finally, 253 responses were collected but 9 PA13| 0.828
responses were found to be invalid because respondents did not fulfil the Eﬁig 8-22%
screening criteria stipulated in the questionnaire. The remaining 244 PAI6| 0763
responses were later analysed using PLS-SEM method. Most PAL7| 0751
importantly, the data fit within the range of sample size recommended PA2 | 0.901
by Burn et al. (2017) that is between 96 and 384. PA3 | 0.895
PA4 | 0.926

Demographic profile Eﬁg 8222

A majority of the respondents are female (82.2%) and most of them PA7 | 0913
attained bachelor degree qualification (79.5%). Their marital status is PAS | 0.904
mostly single (67.2%) followed by married (30.3%) and the remaining PA9 | 0937

are divorced (2.5%). Most of them are between the age of 18 to 27 | Perceive | PV1 | 0.844 10.969]0.972]0.7001.000

o . - N dValue [PVIO| 0.867
years old (61.4%) and went to Langkawi for holidays (85.2%). Most of PV) [PVILl 0846

the respondents were at Langkawi as repeat-visitors (67.2%) and they PViZ| 0811
chose to stay at hotels (60.7%). PV13| 0.858
PV14| 0.862

Data analysis PV15| 0.794
Partial Least Square (PLS) based Structural Equation Modelling PV2 | 0.839
(SEM) was used to analyse the data collected from the respondents. This PV3 | 0.821
method is suitable to analyse the data whenever one dependent variable E\\;g 8‘22%
is acting as an independent variable in the subsequent relationships. VG | 0824
Utilizing the Partial Least Square (PLS) based Structural Equation PV7 | 0.782
Modelling (SEM) is also useful when it does not include assumptions of PV8 | 0.857

homogeneity in covariances and variances of the dependent variable. As .
such, the PLS-SEM method provides a complete analysis for the inter- Szgg%i% E% 8:232 09711097610.833 | 3.617
relationships among variables since it can simultaneously test the | on(TS) [ 753 | 0.911

measurement and the structural models. The current study also utilizes TS4 | 0.928
the bootstrapping analysis (1000 resamples) to test on the significant gg 8-8%
levels of the loadings, weights, and path coefficients. TS 10939

TS8 | 0918

Examining the measurement model _ . [Destinati | DLL | 0.938 |0.061|0.969]0.840] -

In this present study, it involves a reflective model (Figure 3) which on DL2 | 081
requires the measurement of reflective model such as convergent and | Loyalty | DL3 | 0.927
discriminant validity analysis. The requirement that needs to be met in | (L) [DL4 [ 0.956
order to achieve a convergent validity are factor loadings, (2) composite
reliability (CR) and (3) average variance extracted (AVE).

0.938

% 210
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0527
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Destination Loyalty, g05
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Figure 3. Measurement Model
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The loadings for all items exceed the recommended value of 0.6, while the composite reliability values to which the
items indicated the latent construct are more than 0.9 for all constructs which surpass the recommended value of 0.6 (see
Table 2). Moreover, the range of average variance extracted are between 0.70 to 0.84, which is more than the recommended
value of 0.5. Next, discriminant validity was verified through Heterotrait-Monotrait Ratio (HTMT) in order to ensure the
construct is conceptually different from other latent constructs used in this current study. The scores of the HTMT as
depicted in Table 3 are in the range 0.810 to 0.897, which is lesser than 0.90 threshold suggested by Hair et al. (2022). As
such, the results for HTMT criterion confirmed that discriminant validity has been fulfilled. The scores have met all of the
requirements, hence indicating that the current model possess an adequate convergent and discriminant validity.

Examining the structural model Table 3. Heterotrait-Monotrait Ratio (HTMT) of the correlations
Direct Effect HTMT Criterion
Table 4 shows the results for structural model testing. Construct 1 2 3 |4
Findings indicate that the perceived value construct has a Destination Loyalty -
significant impact on place attachment (= 0.853, p < 0.05) and Perceived Value 0.860
tourist satisfaction (B= 0.847, p < 0.05). Hence, the hypotheses Place Attachment 0.810 | 0.866
H1 and H2 are supported. Furthermore, place attachment Tourists' Satisfaction | 0.897 | 0.869 | 0.866 | -

construct demonstrates significant effect on the destination

loyalty (B= 0.202, p < 0.05). Therefore, H3 is also supported. Similarly, tourist satisfaction construct also shows significant
effect on the destination loyalty (B= 0.695, p < 0.05), supporting H5. Meanwhile, Table 4 also provides the results for
coefficient of determination (R-square). The R-square values for destination loyalty, place attachment and tourist
satisfaction constructs are 0.762, 0.728, and 0.718 respectively. The result suggests that place attachment and tourists’
satisfaction constructs could explain about 76.2% variations in destination loyalty, while perceived value construct could
explain about 72.8% variations in place attachment. The finding suggests that perceived value is a major determinant of
place attachment. Also, it is found that perceived value explained more than 70% variations in tourists’ satisfaction.

Table 4. Results for Structural Model

Direct Relationships Beta | Std. Error | t-value | Pvalues | R2 Decision
H1: Perceived Value — Place Attachment 0.853 0.018 46.639 0.000 0.728 | Supported
H2: Perceived Value — Tourists' Satisfaction 0.847 0.019 45.356 0.000 0.718 | Supported
H3: Place Attachment — Destination Loyalty 0.202 0.090 2.230 0.026 0.762 Supported
H5: Tourists' Satisfaction — Destination Loyalty | 0.695 0.077 8.999 0.000 ' Supported

Mediating Effect

Regarding the mediation effect, this study follows the rule of thumb by Preacher and Hayes (2004). Two parallel mediating
effects were tested: (1) the mediating effect of place attachment on the relationship between perceived value and destination
loyalty (H4) and (2) the mediating effect of tourist satisfaction on the relationship between perceived value and destination
loyalty (H6). Table 5 indicates the result of the bootstrapping analysis, where the indirect effect of place attachment construct
is significant (= 0.172) with a t-value of 2.217. This means that place attachment mediates the relationship between perceived
value and destination loyalty. Hence, H4 is supported at five percent significance level. Meanwhile, the indirect effect of
tourist satisfaction construct is significant (= 0.589) with a t-value of 8.181. This also means that tourist satisfaction mediates
the relationship between perceived value and destination loyalty. Thus, H6 is supported at one percent level of significance.

Table 5. Mediating Effect Results (Note: ** at 5% significant level, *** at 1% significant level)
Mediating Relationships Beta Std. Error | t-value | P value | Decision
H4: Perceived Value —» Place Attachment — Destination Loyalty 0.172** 0.078 2.217 0.027 | Supported
H6: Perceived Value — Tourists' Satisfaction — Destination Loyalty | 0.589*** 0.072 8.181 0.000 | Supported

DISCUSSION

Theoretical Contribution

This study is considered as unique and original because it covers a wide variety of constructs, namely, perceived value,
tourist satisfaction, place attachment and destination loyalty, simultaneously in one model, which were insufficiently
investigated by previous similar studies. Most importantly, based on the current findings, this study has verified the
existence of two parallel mediators of tourist satisfaction and place attachment on the relationship between perceived value
and destination loyalty which have been tested simultaneously on the research model. The outcome contributes
significantly to existing literature because lack of past studies had proven the two parallel mediators. Moreover, this study
focused on the population of domestic tourists visiting Langkawi Island, in which limited number of past researchers has
tested on this population. Most importantly, the findings of the study conform with the Oliver’s (1999) Four Stage Loyalty
Theory. The theory is structured based on the four components which is positioned in an orderly manner: (1) cognitive
loyalty (2) affective loyalty (3) conative loyalty and (4) action loyalty. The development of destination loyalty starts with
an individual cognitive loyalty, whereby, it relates with the perception of visitors on the worthiness of time and money
spent on their holiday to Langkawi. The most appropriate variable in this study to represent this stage is perceived value.
The next stage is affective loyalty which is related to emotional feeling of visitors. Hence, this stage is represented by two
variables: tourist satisfaction and place attachment. The subsequent stage is conative loyalty which is related to the
intentions of visitors, namely, intention to repeat visit and intention to recommend. These two are the components of
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destination loyalty. Finally, when these three stages have completed, the intention will turn into an action. This means, in
future, the visitors will repeat visit to Langkawi and recommend the destination to others.

Practical Contribution. Tourism Management

Several practical insights are useful for Langkawi tourism authorities to develop plans and strategies from the findings
of this study, especially to improve the loyalty of the domestic tourists to the destination. First, this present study
emphasizes on perceived value of Langkawi Island by the domestic tourists, which is deemed useful for the authorities in
planning the tourism development strategies. Langkawi tourism authorities should offer valuable products and services as
perceived by the tourists so that visiting the destination is acknowledged as their best decision and their overall visit to the
island is valuable and worthy. This situation will lead to their overall evaluation of the destination being satisfactory.
Moreover, it will build a strong personal connection between the tourist and the island, consequently lead to creating a
strong sense of loyalty among the tourists to the destination.

Travel and tour providers

The travel agencies and tour providers should focus on providing authentic experience to the tourists including a list of
interesting tour activities in their travel package, such as visiting water buffalo farms and learning on local plants and herbs
to understand their medicinal value. On top of that, these agencies should also actively promote the Langkawi Homestay
programme whereby the tourists would be able to stay together with the local community and be involved in their daily
activities. This will portray Langkawi Island as a destination with good quality of tourism experience, and indirectly leads
to getting positive evaluation by tourists in visiting the island. It is believed that their worthy visitation and memorable
experience will encourage tourists to come again, more than other island destinations. They also would feel that visiting the
island is satisfactory when considering their invested time and money. Eventually, they will start to be loyal to the
destination, and it would bring a sustainable income to the travel and tour providers.

Local Business Enterprise: Local business enterprises such as restaurants and handicraft shops should provide
affordable, tasty food and creative handicrafts as deemed by the tourists. It is important to please tourists’ preferences
especially in getting reasonable prices for good-quality products. Local food and souvenirs are part of Langkawi Island image
representation and visibility; thus, tourists will repeat purchases during their next visit and recommend the shops to their
families and friend. Indirectly, providing excellent local products will lead a long-lasting income for the local suppliers.

CONCLUSION

In conclusion, the PLS-SEM was executed to analyse the data. Based on the findings, four direct hypotheses are
supported (H1, H2, H3 and H5) and the other two indirect hypotheses are also supported (H4 and H6). As a renowned
island in Malaysia, Langkawi Island is believed to be a unique and worthy destination to be visited by tourists. Its
amusing nature and richness of local products are definitely classified as pulling aspects, however there are more factors
that need to be studied in order to retain tourists to revisit this island.

The study found that tourists’ perceived value is the main determinant of their attachment to the island, which leads
to their satisfaction in visiting Langkawi Island. Meanwhile, their sense of attachment to the destination and satisfaction
has a significant influence on their loyalty in visiting Langkawi Island. More to the point, the place attachment and
tourist satisfaction constructs were validated as parallel mediators and has the indirect effect to the relationship between
perceived value and destination loyalty. Thus, all hypothesis for this study were supported.

Acknowledgement:

The authors acknowledge the research grant received from the Universiti Malaysia Kelantan, Malaysia. The Grant No.
is RFFUND/A1100/01907A/001/20 22/01030, which is under the UMK Fundamental Research Grant scheme. The authors
also acknowledge the reviewers for their insightful comments in enhancing the quality of the paper.

REFERENCES

Almeida-Santana, A., & Moreno-Gil, S. (2018). Understanding tourism loyalty: Horizontal vs. destination loyalty. Tourism Management,
65, 245-255. https://doi.org/10.1016/j.tourman.2017.10.011

Aksoz, E.O, & Cay, G. (2022). Investigation of Perceived Service Quality, Destination Image and Revisit Intention in Museums by
Demographic Variables. GeoJournal of Tourism and Geosites, 43(3), 1138-1147. DOI 10.30892/gtg.43335-929

Bajs, I.P. (2015). Tourist perceived value, relationship to satisfaction, and behavioral intentions: the example of the Croatian tourist
destination Dubrovnik. Journal of Travel Research, 54(1), 122-134. https://doi.org/10.1177/00472875135131

Burn, A. C. Veeck, A. & Bush, R. F. (2017). Marketing Research (8th ed.). Malaysia: Pearson Education Limited.

Cheng, J.S., Shih, H.Y., & Chen, C.H. (2016). Festival revisiting intention and quality: The case of Taiwan’s Lantern Festival. Universal
Journal of Management, 4(10), 575-580. DOI: 10.13189/ujm.2016.041007

Dwyer, L., Chen, N., & Lee, J. (2019). The role of place attachment in tourism research. Journal of Travel & Tourism Marketing, 36(5),
645-652. https://doi.org/10.1080/10548408.2019.1612824

Hair, J.F., Hult, G.T.M., Ringle, C.M., & Sarstedt, M. (2022). A primer on partial least squares structural equation modelling (PLS-SEM)
(3 ed.), Sage, 913-941.

Haji, S., Surachman, S., Ratnawati, K., & Mintarti Rahayu, M. (2021). The effect of experience quality, perceived value, happiness and
tourist satisfaction on behavioral intention. Management Science Letters, 11(3), 1023-1032. https://doi.org/10.5267/i.msl.2020.9.040

Hirschmann, R. (2020). Travel and tourism in Malaysia - Statistics & Facts. https:/Aww.statista.com/topics/5741/travel-and-tourism-in-malaysia/

Huang, L.C., Gao, M., & Hsu, P.F. (2019). A study on the effect of brand image on perceived value and repurchase intention in
ecotourism industry. Ekoloji, 28 (107), 283-287. a-study-on-the-effect-of-brand-image-on-perceived-value-and-repurchase-intention-
in-ecotourism-5654.pdf (ekolojidergisi.com)

1623


https://doi.org/10.1016/j.tourman.2017.10.011
https://doi.org/10.1177/0047287513513158
https://doi.org/10.1080/10548408.2019.1612824
http://dx.doi.org/10.5267/j.msl.2020.9.040
https://www.statista.com/topics/5741/travel-and-tourism-in-malaysia/
http://www.ekolojidergisi.com/download/a-study-on-the-effect-of-brand-image-on-perceived-value-and-repurchase-intention-in-ecotourism-5654.pdf
http://www.ekolojidergisi.com/download/a-study-on-the-effect-of-brand-image-on-perceived-value-and-repurchase-intention-in-ecotourism-5654.pdf

Muhamad Nasyat Muhamad NASIR, Nur Farihin Abd Hadi KHAN, Aikal Liyani Mohd RASDI, Marlisa Abdul RAHIM, Mardhiah KAMARUDDIN

Jiang, Y., & Hong, F. (2021). Examining the relationship between customer-perceived value of night-time tourism and destination attachment
among Generation Z tourists in China. Tourism Recreation Research, 2(1), 1-14. https://doi.org/10.1080/02508281.2021.1915621

Kawada, H., & Naoi, T. (2018). Defining factors of destination loyalty that are unrelated to tourist satisfaction: A review of preceding
studies. Travel and Tourism Research Association: Advancing Tourism Research Globally, 12, 1-6. ScholarWorks@UMass

Amherst - Travel and Tourism Research Association: Advancing Tourism Research ~ Globally: Defining factors of destination
loyalty that are unrelated to tourist satisfaction: A review of preceding studies

Kim, H., Woo, E., & Uysal, M. (2015). Tourism experience and quality of life among elderly tourists. Tourism Management, 46, 465-
476. https://doi.org/10.1016/j.tourman.2014.08.002

Langkawi Development Authority (2021). Tourist Arrivals to Langkawi Island. Lembaga Pembangunan Langkawi (lada.gov.my)

Lee, C.K, Yoon, Y.S., & Lee, S.K. (2007). Investigating the relationships among perceived value, satisfaction, and recommendations:
The case of the Korean DMZ. Tourism management, 28(1), 204-214. https://doi.org/10.1016/j.tourman.2005.12.017

Muhamad Nasir, M.N., Mohamad, M., & Ab Ghani, N.I. (2021). Modelling the relationships between destination attractiveness, service
quality, tourist satisfaction and destination loyalty. Asia-Pacific Journal of Innovation in Hospitality and Tourism, 10(2), 1-19.
http://hdl.handle.net/123456789/2796

Mohamad, M., Ali, AM., & Ab Ghani, N.I. (2011). A Structural Model of Destination Image, Tourists’satisfaction And Destination
Loyalty. International journal of business and management studies, 3(2), 167-177. https://dergipark.org.tr/en/publ/ijoms/issue/26069/274733

Mohamad, M., Ab Ghani, N.l., & Nasir, M.M. (2019). The impact of perceived value, destination service quality and tourist satisfaction on
destination loyalty among international tourists visiting Malaysia. Journal of Tourism, 4(16), 10-26. DOI: 10.35631/JTHEM.416002

Mohamad, M., Nasir, M.N.M., Ab Ghani, N.I., & Afthanorhan, A. (2019). Parallel mediators of place attachment and tourist satisfaction
in destination attractiveness, destination loyalty and service quality. International Journal of Innovation, Creativity and
Change, 7(7), 228-256. 7717 Mohamad 2019 E.docx (ijicc.net)

Morais, D.B., & Lin, C.H. (2010). Why do first-time and repeat visitors patronise a destination?. Journal of Travel & Tourism
Marketing, 27(2), 193-210. https://doi.org/10.1080/10548401003590443

Nadarajah, G., & Ramalu, S.S. (2018). Effects of service quality, perceived value and trust on destination loyalty and intention to revisit
Malaysian festivals among international tourists. International Journal of Recent Advances in Multidisciplinary Research, 5(1),
3357-3362. https://doi.org/1734.pdf (vibushaips.com)

Nasir, M.N.M., Mohamad, M., & lzzati, A.N. (2021). Understanding the Behaviour of International Tourists from China Visiting
Malaysia: Proposing a Conceptual Model. Journal of Marketing Advances and Practices, 3(2), 1-16. 1734.pdf (vibushaips.com)

Nasir, M., Mohamad, M., Ghani, N., & Afthanorhan, A. (2020). Testing mediation roles of place attachment and tourist satisfaction on
destination attractiveness and destination loyalty relationship using phantom approach. Management Science Letters, 10(2), 443-454.
10.5267/j.msl.2019.8.026

Nasir, M.N.M., & Wongchestha, N. (2022). Parallel Mediators of Place Attachment and Tourist Motivation in Involvement and Destination
Loyalty: A Conceptual Model. International Journal of Hospitality & Tourism Systems, 15(2), 103-105. Parallel- Mediators-of-Place-
Attachment-and-Tourist-Motivation-in-Involvement-and- Destination-Loyalty-A-Conceptual-Model.pdf (researchgate.net)

Nasir, M.N.M., Khan, N.F.A.H., Abdullah, F.A., Rasdi, A.L.M., & Zainol, N.R. (2022). Developing a Conceptual Framework: The Case
of Gastronomic Tourism in Malaysia Among International Tourists from the United Kingdom. In International Conference on
Business and Technology (pp. 837-843). Springer, Cham. Developing a Conceptual Framework: The Case of Gastronomic Tourism
in Malaysia Among International Tourists from the United Kingdom | SpringerLink

Nurbasari, A., Kuswoyo, C., Aribowo, A., & Raharjo, G.P.A. (2021). Impact of Destination Image, Place Attachment, Tourist Satisfaction
on Tourist Loyalty (World Natural Heritage Site and Biosphere Reserve in Komodo National Park), PaldArch’s Journal of Archaeology
of Egypt/Egyptology, 18(4), 2482-2497. impact of destination image, place attachment, tourist satisfaction on tourist loyalty (world
natural heritage site and biosphere reserve in komodo national park) | palarch's journal of archaeology of egypt / egyptology

Patwardhan, V., Ribeiro, M.A., Payini, V., Woosnam, K.M., Mallya, J., & Gopalakrishnan, P. (2020). Visitors’ place attachment and
destination loyalty: Examining the roles of emotional solidarity and perceived safety. Journal of Travel Research, 59(1), 3-21.
https://doi.org/10.1177/0047287518824

Preacher, K.J., & Hayes, A.F. (2004). SPSS and SAS procedures for estimating indirect effects in simple mediation models. Behavior
research methods, instruments, & computers, 36(4), 717-731. SPSS and SAS procedures for estimating indirect effects in simple
mediation models | SpringerLink

Preacher, K.J., & Hayes, A.F. (2008). Asymptotic and resampling strategies for assessing and comparing indirect effects in multiple
mediator models. Behavior Research Methods, 40(3), 879-891. Asymptotic and resampling strategies for assessing and comparing
indirect effects in multiple mediator models | SpringerLink

Prayag, G., Hosany, S., Muskat, B., & Del Chiappa, G. (2017). Understanding the relationships between tourists’ emotional experiences, perceived
overall image, satisfaction, and intention to recommend. Journal of travel research, 56(1), 41-54. https://doi.org/10.1177/0047287515620567

Sato, S., Gipson, C., Todd, S., & Harada, M. (2018). The relationship between sport tourists’ perceived value and destination loyalty: an experience-
use history segmentation approach. Journal of Sport & Tourism, 22(2), 173-186. https://doi.org/10.1080/14775085.2017.1348967

Suhartanto, D., Brien, A., Primiana, 1., Wibisono, N., & Triyuni, N.N. (2020). Tourist loyalty in creative tourism: the role of experience quality,
value, satisfaction, and motivation. Current Issues in Tourism, 23 (7), 867-879. https://doi.org/10.1080/13683500.2019.1568400

Sun, X., Chi, C.G.Q., & Xu, H. (2013). Developing destination loyalty: The case of Hainan Island. Annals of Tourism Research, 43, 547-
577. https://doi.org/10.1016/j.annals.2013.04.006

Suntikul, W., & Jachna, T. (2016). The co-creation/place attachment nexus. Tourism Management, 52, 276-286.
https://doi.org/10.1016/j.tourman.2015.06.026

Thawornwiriyatrakula, W., & Meepromb, S. (2020). Antecedents of tourist loyalty in health and wellness tourism: The impact of travel
motives, perceived service quality, and satisfaction. International Journal of Innovation, Creativity and Change, 11(10), 300-315.
https://kkbsrs.kku.ac.th/jspui/handle/123456789/228

Tran, P.H., Nguyen, T.H.H., & Nguyen, D.D. (2018). Factors affecting the service quality in Ba Ria- Vung Tau tourism destination,
Vietnam. European Academic Research, 6(6), 3170-3185. European Academic Research, Vol (Bvu.Edu.Vn)

Umam, K., Kurniawati, E., & Widianto, A.A. (2022). The Dynamics of “Pokdarwis Capung Alas” in the Development of Community-
Based Tourism in Pujon Kidul Village During The Covid-19 Pandemic. GeoJournal of Tourism and Geosites, 43(3), 850-857. DOI
10.30892/gtg.43302-896

Xu, Z., & Zhang, J. (2016). Antecedents and consequences of place attachment: A comparison of Chinese and Western urban tourists in
Hangzhou, China. Journal of Destination Marketing & Management, 5(2), 86-96. https://doi.org/10.1016/j.jdmm.2015.11.003

Article history:  Received: 03.08.2022 Revised: 05.11.2022 Accepted: 08.12.2022 Auvailable online: 30.12.2022
1624


https://doi.org/10.1080/02508281.2021.1915621
https://scholarworks.umass.edu/ttra/2018/Grad_Student_Workshop/12/
https://scholarworks.umass.edu/ttra/2018/Grad_Student_Workshop/12/
https://scholarworks.umass.edu/ttra/2018/Grad_Student_Workshop/12/
https://doi.org/10.1016/j.tourman.2014.08.002
https://www.lada.gov.my/
https://doi.org/10.1016/j.tourman.2005.12.017
http://hdl.handle.net/123456789/2796
https://dergipark.org.tr/en/pub/ijbms/issue/26069/274733
https://www.ijicc.net/images/vol7iss7/7717_Mohamad_2019_E_R.pdf
https://doi.org/10.1080/10548401003590443
http://www.research.vibushaips.com/sites/default/files/issues-pdf/1734.pdf
http://www.research.vibushaips.com/sites/default/files/issues-pdf/1734.pdf
http://dx.doi.org/10.5267/j.msl.2019.8.026
https://www.researchgate.net/profile/Muhamad-Nasyat-Muhamad-Nasir/publication/362739979_Parallel_Mediators_of_Place_Attachment_and_Tourist_Motivation_in_Involvement_and_Destination_Loyalty_A_Conceptual_Model/links/62fce636ceb9764f72031a65/Parallel-Mediators-of-Place-Attachment-and-Tourist-Motivation-in-Involvement-and-Destination-Loyalty-A-Conceptual-Model.pdf
https://www.researchgate.net/profile/Muhamad-Nasyat-Muhamad-Nasir/publication/362739979_Parallel_Mediators_of_Place_Attachment_and_Tourist_Motivation_in_Involvement_and_Destination_Loyalty_A_Conceptual_Model/links/62fce636ceb9764f72031a65/Parallel-Mediators-of-Place-Attachment-and-Tourist-Motivation-in-Involvement-and-Destination-Loyalty-A-Conceptual-Model.pdf
https://link.springer.com/chapter/10.1007/978-3-031-08093-7_55
https://link.springer.com/chapter/10.1007/978-3-031-08093-7_55
https://www.archives.palarch.nl/index.php/jae/article/view/6678
https://www.archives.palarch.nl/index.php/jae/article/view/6678
https://doi.org/10.1177/0047287518824157
https://link.springer.com/article/10.3758/BF03206553
https://link.springer.com/article/10.3758/BF03206553
https://link.springer.com/article/10.3758/BRM.40.3.879
https://link.springer.com/article/10.3758/BRM.40.3.879
https://doi.org/10.1177/0047287515620567
https://doi.org/10.1080/14775085.2017.1348967
https://doi.org/10.1080/13683500.2019.1568400
https://doi.org/10.1016/j.annals.2013.04.006
https://doi.org/10.1016/j.tourman.2015.06.026
https://kkbsrs.kku.ac.th/jspui/handle/123456789/228
http://lib.bvu.edu.vn/bitstream/TVDHBRVT/19245/1/Factors-Affecting-the-Service-Quality%20.pdf
https://doi.org/10.1016/j.jdmm.2015.11.003

