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Abstract: The purpose of this study is to empirically test and 

explain (1) the effect of tourism destination development on the 

image of tourism destinations, (2) the effect of service quality on 

the image of tourism destinations (3) the effect of destination 

image on tourist satisfaction (4) the influence of destination 

image on tourist loyalty. (5) the effect of satisfaction on tourist 

loyalty and (6) the effect of service quality on tourist satisfaction 

in Togean, Tojo Una-Una Regency, Central Sulawesi, and 

Wakatobi, Wakatobi Regency, Southeast Sulawesi. This type of 

research uses Explanatory Research. Hypothesis testing using 

Partial Least Square Structural Equation Modeling (PLS-SEM). 

The number of samples is 198 respondents. 
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I. INTRODUCTION 

ourism is a sector of concern to the central government 

and local governments, especially for areas with the 

potential for natural and marine resources. The development 

of the tourism sector is expected to be a source of Regional 

Original Income (PAD) and can support and support other 

economic sectors. The performance achieved by the tourism 

sector from 2018 to October 2019 experienced an upward 

trend, but since the tragedy of the Covid-19 pandemic, the 

first to be significantly affected was the tourism sector. The 

Large-Scale Social Restriction Policy (PSBB) has resulted in 

the global tourism sector, including Indonesia, experiencing 

negative growth. Despite experiencing negative growth at this 

time, however seller, (2020)predicts that post-Covid-19, the 

first sector to rise is the tourism sector. The results of the 

research support this are et al. (2021)explained that rebuilding 

a more sustainable ecology and the economy as they emerge 

from the pandemic in the ongoing climate crisis. Likewise, 

opinionCooper, (2000); Sunaryo, (2013); Silnov & 

Tarakanov, (2015; Andrianto & Sugiyama, (2016; 

Krasnokutskiy et al., (2016); Cozma & Coros, (2017; Asmoro 

& Aziz, (2020; andKolobova et al., (2021)stressed the 

importance of tourism development as a growth point with 

particular attention to problems with tourism infrastructure in 

the area, which has significant potential. Therefore, after 

Covid-19, it is essential to redesign the 4 A tourism 

development, namely: Attractions, Accessibilities, Amenities, 

and Ancillary Services, so that the number of tourists will 

increase again by paying attention to health protocols and 

rearranging tourist routes in a post-Covid-19 destination. 

(Zulzilah et al., 2019; Pacurar et al., 2021; Agustine & 

Prasetyawati, 2020). 

 Observing the tourism destinations of Togean Island, 

Tojo Una-Una Regency,  Sulawesi Tengah, and Wakatobi 

tourism destinations, Wakatobi Regency, Southeast Sulawesi, 

has been supported by the development of Attractions, 

Accessibilities, Amenities, and Ancillary Services. However, 

in terms of Accessibilities, especially in terms of accessibility, 

namely the means of transportation to the destination. The 

number of visitors before Covid-19 for these two destinations 

was relatively high. According to Central Bureau of Statistics 

of Tojo Una Una Regency (2018) has recorded the number of 

foreign tourists as many as 5,378 people and 7,617 domestic 

tourists and Wakatobi, according to the Central Bureau of 

Statistics of Wakatobi Regency (2018), much higher, namely: 

for foreign tourists as many as 6,420 people and for domestic 

tourists as many as 19,035 people.  

Each of these destinations has advantages; one of the 

attractions is the beauty of the underwater, clear, surrounded 

by islands, coral reefs that are still well preserved, snorkeling 

(surface diving), or skin diving (shallow diving). Another 

uniqueness that it has is that on Togean Island, there is a 

bridge made of wood along 1 (one) km that connects Papan 

Island and Malenge Island; tourists. Tourists can enjoy the 

beautiful coral along the bridge's bridge trajectory. Likewise 

Wakatobi, also has a uniqueness, namely the National Marine 

Park, which can be used as an educational tour for national 

and foreign researchers. 

Observing the description of the research results 

above, tourism can be classified as a service business. 

Therefore, a factor that tourism business actors must not 

ignore is how to improve the quality of services in the 

destination area. Research on the tourism sector's service 

quality explains a strong relationship between tourist 

expectations, tourist motivation, tourism quality, tourist 

satisfaction, tourist complaints, and tourist loyalty.Chi & Qu, 

2008;Aunalal et al 2017; andGadoo, 2017). In line with the 

research results, Kong et al. (2020)stated that the destination 

and tourist satisfaction image had a positive and significant 

effect on destination loyalty. This is supported by research 

conducted by & Le (2020); Cai et al. (2021); Bae & Chang 

T 
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(2021); and Alvina & Danang (2021), trying to analyze the 

tourism promotion strategy empirically by prioritizing a 

clean/healthy B&B (bed and breakfast) strategy for tourism 

recovery after the first wave of Covid-19. It can be 

emphasized that the New Normal Era Tourism strategy is 

more concerned with tourism service providers, namely 

Cleanliness, Health, and Security. According to ASITA 

(Tourism Industry Association, 2020). Tourism Industry in 

the New Normal Era to complement the service quality of 

Nature factors: fresh air (Fresh Air), clean & hygienic (Clean 

& Hygiene), and avoid crowds (Avoid Crowd) to guarantee 

the quality of service in tourism destinations. 

II. LITERATURE REVIEW 

Relationship between Tourism Destination Development and 

Destination Image  

according to Cooper (2000) and Sunaryo (2013) explained 

that the tourism destination development framework consists 

of the main components, namely Attraction, Accessibility, 

Amenities, Ancillary Service (Public Facilities). Suwena 

(2010); Sunaryo, (2013) and Sugiama, (2011) explained (a) 

attractions or Tourist Attractions (ODTW) are significant 

components in attracting tourist arrivals, (b) tourism 

accessibility is intended as all facilities that provide 

convenience for tourists to reach a destination or related 

tourist destination, (c) Amenities include a series of facilities 

to meet the needs of accommodation (lodging), the provision 

of food and beverages, entertainment venues (entertainment), 

shopping places (retailing) and other services, and (d) 

Ancillary Service is more directed to the availability of public 

facilities and facilities used by the public. Tourists who also 

support the implementation of tourism activities such as 

banks, ATMs, telecommunications, hospitals, etc.  

Study Krasnokutskiy et al. (2016)measuring the 

leading indicators of the development of tourism destinations 

found that the availability of transportation facilities, 

communication, trade relations, infrastructure development, 

recreation area improvement, and the development and 

formation of international tourism use by increasing the 

competitive features of innovative technologies, so that 

tourists easily find applications, so that the development of the 

sector tourism can stimulate the growth of other economic 

sectors. The same research was conducted byAndrianto & 

Sugiyama (2016), Khotimah & Wilopo (2017), and Cosma & 

Coros (2017). The researcher concludes that the development 

of tourism destinations is proven to shape the image of the 

goal, which is predicted that tourist arrivals will increase due 

to the rehabilitation of tourist attractions, sustainable 

infrastructure improvements and improving the quality of 

accommodation services, and environmental risks. Based on 

the description above, the research hypothesis is proposed as 

follows. 

H1: The development of tourism destinations has a significant 

effect on the image of tourism destinations. 

Relationship between Service Quality and Destination Image  

Santouridis & Trivellas (2010) state that service quality 

can be measured using a gap approach between tourists' 

expectations and perceptions, characterized by five 

dimensions: Tangibles, Reliability, Responsiveness, 

Assurance, and Empathy (Hui & Zheng, 2010). Many studies 

have revealed that service quality affects the image of a 

destination and plays a vital role in destination 

selection(Beerli & Martin, 2004). In addition, research that 

measures service quality on the image of the destination is 

carried out byAunalal et al. (2017), which reduces the 

theoretical concept Parasuraman et al. (1985)implemented in 

tourism by measuring service quality 5 dimensions, namely: 

(1) Reliability, (2) Responsiveness, (3) Assurance, (4) 

Empathy, and (5) Tangible ( Tangibles). The test results show 

that service quality provides empirical support for the image 

of the destination. In line with research (Ryu et al., 2012; 

Saragih, 2015 and God, 2019)found that service quality can 

positively affect the image of a tourist village destination, and 

the higher the service quality, the higher the destination 

image. Based on the description above, the research 

hypothesis is proposed as follows. 

H2: Service Quality has a significant effect on the Image of 

Tourism Destinations  

Relationship between Destination Image and Tourist 

Satisfaction 

Tourism image by)Pitana & Surya (2009) believes 

that tourists have about the products or services that tourists 

buy or will buy. The idea of a destination is formed from 

experience or facts to become a solid motivating factor or 

driving force for tourist trips to a tourism destination. The 

image of a goal based on tourist ratings can vary from one 

person to another. Beerli & Martin (2004) said that the idea of 

a destination is one of the critical factors, which can influence 

tourists' decisions about destination choices.  

Several previous studies have defined the concept of 

destination image as the overall individual perception or total 

impression of a tourist destinationCrompton, (1979) and Chen 

& Tsai, (2007). Image is defined as a visitor's perception of a 

tourist destination as a destination. In line with 

opinionBaloglu & McCleary (1999), the focus of destination 

image is more on the mental image of the goal (estimation 

process for choosing tourist sites), affective factors (beliefs 

and attitudes of destination destinations, and conative factors 

(choice of one's final destination). Baloglu & McCleary, 

(1999)namely: the quality of the experience, the impression of 

the attraction, and the quality of the environment. Different 

research conducted byDel Bosque & San Martin (2008) 

introduces the dimensions of the destination image and adds 

one indicator, namely the impression on the socio-economic 

environment.  

The same research was conducted by Qu et al. (2011), 

measuring the image of the destination into 5 indicators, 
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namely: (1) Quality of experience, (2). Tourist attraction, (3). 

Environment and infrastructure, (4) Entertainment/outdoor 

activities, and (5). Local cultural traditions. WhereasArtuğer 

et al. (2013) divide the dimensions of the effective image into 

three, namely a lively city, an exciting city, and a pleasant 

city. Based on the description above, it can be concluded that 

there are two main elements of the destination image, namely 

(a) cognitive elements and (b) emotional elements. Kotler & 

Keller (2016) and adopt destination Image indicators (Artuğer 

et al., 2013). StudySun et al. (2013), Hanif et al. (2016), 

Ramseook et al. (2015), and Ummasyaroh & Setiawan 

(2018)proves that there is a significant effect of destination 

image on tourist satisfaction. A positive perception of a 

destination image causes high satisfaction, and a negative 

image causes dissatisfaction or displeasure. Based on the 

description above, the research hypothesis is proposed as 

follows. 

H3: Destination Image has a significant effect on Tourist 

Satisfaction at Tourism Destinations  

Relationship between Destination Image and Tourist Loyalty 

Study Ramseook et al. (2015) andAunalal et al. (2017) 

prove that destination image supports tourist loyalty to 

tourism destinations, and destination image has a strong 

significant and positive effect on tourist loyalty and provides 

empirical support. In addition, researchArtuğer et al. (2013) 

and Yu & Hwang (2019) explained that the destination's 

image influences tourists' behavior, such as intending to 

revisit, recommending it to others, or revisiting a tourism 

destination. Artuğer et al. (2013), through their research, also 

proves a strong and positive relationship between destination 

image and destination loyalty and shows that cognitive image 

has a greater influence on loyalty than effective image. Based 

on the description above, the research hypothesis is proposed 

as follows. 

H4: Destination Image has a significant effect on Tourist 

Loyalty in Togean Tourism Destinations.  

Relationship between Tourist Satisfaction and Tourist Loyalty 

Tourist satisfaction is the activation of positive feelings 

for the tourist experience after visiting a tourism destination. 

Oliver & DeSarbo, (1988); Chen & Tsai, (2007); Prayag & 

Ryan, (2012). Research conducted byoban (2012), Ramseook 

et al. (2015), Khuong et al. (2016), and Ummasyaroh & 

Setiawan (2018)has proven that satisfaction directly affects 

tourist loyalty. This research indicates that tourists feel 

satisfied when visiting these two destinations and tend to 

make repeat visits to gain tourist experiences, especially with 

the support of the many tourist attractions in these 

destinations. This research supports researchLesmana & 

Hasbiyah (2019), which shows that there is a positive 

influence between satisfaction and tourist loyalty; general 

satisfaction and attributes also have a positive effect on tourist 

satisfaction and intention to return and willingness to 

recommend a positive effect on tourist loyalty. Based on the 

description above, the research hypothesis is proposed as 

follows. 

H5: Tourist satisfaction has a significant effect on Tourist 

Loyalty to Tourism Destinations.  

Relationship between Service Quality and Tourist Satisfaction 

 Khuong et al. (2016) and Hermawan (2018) prove that 

service quality affects tourist satisfaction. This supports 

previous researchIhshani, (2005) and Faizal (2005). In 

addition, the correlation between the two research variables is 

positive, meaning that the better the quality of service 

provided by the manager, the greater the satisfaction of 

visitors; on the contrary, the worse the quality of service 

provided, the lower the satisfaction of visitors. Al-Ababneh, 

(2013)found that service quality (destination facilities, 

destination accessibility, destination attractiveness) was a 

significant predictor of tourist satisfaction. The same research 

byKhan et al. (2017)found that quality (quality of 

accessibility, accommodation, place) contributes directly to 

tourist satisfaction. Different from researchAunalal et al. 

(2017) measures the quality of service on tourist satisfaction 

with 5 (five) dimensions, namely: 5 dimensions namely: (1) 

Reliability, (2) Responsiveness, (3) Assurance, (4) Empathy 

(Empathy). ), and (5) Tangibles. Although the dimensions are 

different, the findings are the same. Namely, the 5 (five) 

dimensions affect tourist satisfaction. Thus, fineAunalal et al. 

(2017), Khan et al. (2017) and-Ababneh, (2013)suggest that 

tourism managers pay attention to and increase tourist 

satisfaction with the various dimensions of its formation. 

Based on the description above, the research hypothesis is 

proposed as follows. 

H6: Service Quality has a significant effect on Tourist 

Satisfaction at Tourism Destinations. 

The conceptual framework 

 

Figure 1. The conceptual framework 
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III. METHODOLOGY 

This type of research includes the type of 

Explanatory research. Explanatory is a type of research that 

highlights the relationship between research variables and 

tests hypotheses that have been formulated previously (now, 

2017). The same opinion was expressed by (Sugiyono 2017) 

that explanatory research explains the position between the 

variables studied and the relationship between one variable 

and another. Now, (2017), when viewed from the research 

objectives, this research is descriptive and explanatory studies 

through hypothesis testing. The descriptive study aims to 

systematically describe situations, problems, phenomena, 

services/programs, or provide information about people's 

living conditions or describe attitudes towards a problem. At 

the same time, explanatory research aims to explain why and 

how the relationship between two or more aspects of a 

situation or phenomenon. Sukmadinata (2009)argues that 

qualitative data is data in words, sentences, and pictures. 

Qualitative data can be converted into quantitative data by 

way of scoring. Examples are very good, good, not very 

good, not good, or strongly agree, agree, undecided, disagree, 

strongly disagree, always, often, sometimes, rarely, and 

never. Furthermore, quantitative research is research whose 

data is quantitative, so that the data analysis uses quantitative 

analysis (inference). 

Sampling and Data Collection 

The population in this study were all tourists, 

namely foreign tourists (Wisman) and domestic tourists 

(Wishnu) who visited Togean and Wakatobi tourism 

destinations. The population of visitors to the Togean 

tourism destination is 12,995 people (Wishnu: 7,617, 

Wisman: 5,378). Meanwhile, the population of Wakatobi 

tourists is 25,455 people (Wisnu: 19,035 people, foreign 

tourists 6,420 people). The number of samples in this study 

was 198, with 99 in Wakatobi, Southeast Sulawesi, and 99 in 

Togean, Central Sulawesi. The analysis method uses a 

variance-based Structural Equation Model or called Partial 

Least Square (PLS). The Partial Least Square (PLS) model 

consists of structural equations and measurement equations. 

Structural model measurements can be summarized in the 

table below(Leguina, 2015):  

Table 1. Structural Model Measurement 

Criteria description 

R2 Endogenous 

Latent Variable 

R2 value of 0.67 is categorized as substantial 
R2 value of 0.33 is categorized as moderate 

R2 value of 0.19 is categorized as weak(Chin, 1998) 

R2 value of >0.7 is categorized as strong (sarwono) 

`Estimate for 

path coefficient 

The values estimated for the path relationships in the 
structural model should be evaluated in terms of the 

strength and significance of the relationships. 

Effect size f2 

The f2 value of 0.02 is categorized as a weak influence 
of latent predictor variables (exogenous latent 

variables) at the structural level. 

The f2 value of 0.15 is categorized as a sufficient 
influence of latent predictor variables (exogenous 

latent variables) at the structural level. 

The f2 value of 0.35 is categorized as a strong 

influence of latent predictor variables (exogenous 

latent variables) at the structural level. 

Prediction 
relevance 

(Q2 and Q2) 

The value of Q2 > 0 shows evidence that the observed 
values have been reconstructed properly. Thus the 

model has predictive relevance. While the value of Q2 

< 0 indicates the absence of predictive relevance. 
 

The value of q2 is used to see the relative effect of the 

structural model on the measurement of observations 
for the latent dependent variable (endogenous latent 

variable). 

Beta value for 
path coefficient 

on PLS-SEM 

The individual path coefficients in the structural model 
are interpreted as standard beta coefficients from OLS 

(ordinary least square) regression. 

Source: Legian, (2015) 

IV. RESULTS INTERPRETATIONS 

Respondent profile 

The frequency and percentage of research 

respondents are shown in Table 2. The results show that 117 

men, or 59% of men, are more dominant and 81 women or 

41%. The dominant age of respondents is between 27-37 

years, as many as 75 people or 38%, while the age of 

respondents above 47 years is at least only 15%. Then the 

dominant education level of undergraduate as many as 8 

people or 47%, while professional education only 9 people 

or 4%. Furthermore, judging from the respondent's 

occupation, 57 people or (29%), while the work of lecturers 

is only 5 people or 2%. The details can be presented in Table 

2. 

Table 2: Summary of the profile of respondents 

Constructs Items Frequency 
Valid 

Percent (%) 

Gender Man 117 59.0 

 Woman 81 41.0 

Age >17-27 48 24.0 

 >27-37 75 38.0 

 >37-47 46 23.0 

 >47 29 15.0 

Education 
SMA/SMK/Gy

mnasium 
59 30 

 
Bachelor/Bache

lor degree 
87 44 

 Postgraduate 43 22 

 
Professional 

Education 
9 4 

Profession civil servant 41 21 

 self-employed 57 29 

 Media 6 3 

 Consultant 16 8 

 Office workers 18 9 

 College student 10 5 

 Free Worker 14 7 

 Lecturer 5 2 

 Traveler 8 4 

 Others 23 12 
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Measurement model 

The validity and reliability test measurement models 

follow Cronbach Alpha (α) and Composite Reliability (CR). 

The results show that all indicators are valid and reliable 

based on the Cronbach Alpha size higher than the accepted 

value of 0.7(Kannan & Tan, 2005). In addition, the results 

show that all CR values are above 0.7(Tabri & Elliott, 2012). 

Construct reliability was met (Table 2). Henceforth, loading 

for all measurements exceeds the accepted value of 0.5. For 

both constructs, the dependence on the suggested value (α) 

and composite reliability (> 0.7) is metLegian, (2015). 

Table 2: Measurement model results 

Variable Dimension Items Loadings Cronbach's Alpha rho_A 
Composite 

Reliability 
(AVE) 

Tourism 

Development 

Attraction 

PDPat1 0.613 

0.683 0.695 0.806 0.511 
PDPat2 0.755 

PDPat3 0.735 

PDPat4 0.748 

Accessbilities 

PDPAk1 0.739 

0.776 0.781 0.842 0.471 

PDPAk2 0.667 

PDPAk3 0.714 

PDPAk4 0.623 

PDPAk5 0.720 

PDPAk6 0.648 

Amenities 

PDPam1 0.790 

0.759 0.765 0.847 0.581 
PDPam2 0.755 

PDPam3 0.702 

PDPam4 0.799 

Ancillary Services 

PDPfu1 0.773 

0.823 0.828 0.883 0.654 
PDPfu2 0.790 

PDPfu3 0.811 

PDPfu4 0.858 

Service Quality 

Physical evidence 

KLta1 0.784 

0.767 0.776 0.838 0.466 

KLta2 0.698 

KLta3 0.601 

KLta4 0.758 

KLta5 0.633 

KLta6 0.599 

Empathy 

Clamp1 0.738 

0.746 0.750 0.840 0.568 
Clamp2 0.814 

Clamp3 0.721 

Clamp4 0.737 

Reliability (Reliability) 

clke1 0.738 

0.792 0.790 0.866 0.618 
clke2 0.797 

clke3 0.740 

Clke4 0.862 

Responsiveness 

KLket1 0.628 

0.789 0.800 0.850 0.487 
KLket2 0.764 

KLket3 0.644 

KLket4 0.725 
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KLket5 0.674 

KLket6 0.742 

Guarantee (Assurance) 

KLja1 0.622 

0.707 0.724 0.821 0.537 
KLja2 0.830 

KLja3 0.782 

KLja4 0.678 

Destination Image 

Cognitive image 
(cognitive image) 

CDk1 0.774 

0.592 0.615 0.762 0.447 
CDk2 0.593 

CDk3 0.632 

CDk4 0.662 

Affective image (affective 

image) 

CDa1 0.847 

0.828 0.830 0.897 0.744 CDa2 0.879 

CDa3 0.862 

Satisfaction 

K1 0.782 

0.725 0.727 0.829 0.548 
K2 0.754 

K3 0.712 

K4 0.711 

Tourist Loyalty 

LO1 0.807 

0.804 0.804 0.872 0.630 
LO2 0.796 

LO3 0.839 

LO4 0.731 

 

Note: Cronbach Alpha (α), Composite Reliability (CR), Average Variance Extracted (AVE) 

Structural Model 

Testing the first hypothesis, Tourism Destination 

Development (PDP) significantly affects Destination Image 

(CD). The test results prove that the value of P Values (0.009) 

< Alpha (α) (0.05) or the value of t-statistics (2.633) > t-table 

(1.652). This study proves that Tourism Destination 

Development (PDP) has a significant effect on Destination 

Image (CD), so the first hypothesis can be accepted. 

Testing the second hypothesis, Service Quality (KL) 

significantly affects Destination Image (CD). The test results 

prove that the value of P Values (0.000) < Alpha (α) (0.05) or 

the value of t-statistics (6.723) > t-table (1.652). This study 

proves that Service Quality (KL) has a significant effect on 

Destination Image (CD), so the second hypothesis can be 

accepted. 

Testing the third hypothesis, Destination Image (CD) 

significantly affects Tourist Satisfaction (KW). The test 

results prove that the value of P Values (0.000) < Alpha (α) 

(0.05) or the value of t-statistics (7.76) > t-table (1.652). This 

study proves that Destination Image (CD) has a significant 

effect on Tourist Satisfaction (KW), so the third hypothesis 

can be accepted. 

Testing the fourth hypothesis, Destination Image 

(CD) significantly affects Tourist Loyalty (LW). The test 

results prove that the value of P Values (0.000) < Alpha (α) 

(0.05) or the value of t-statistics (3.75) > t-table (1.652). This 

study proves that Destination Image (CD) has a significant 

effect on Tourist Loyalty (LW), so the fourth hypothesis can 

be accepted. 

Testing the fifth hypothesis, Tourist Satisfaction 

(KW) significantly affects Tourist Loyalty (LW). The test 

results prove that the value of P Values (0.000) < Alpha (α) 

(0.05) or t-statistics (5.75) > t-table (1.652). This study proves 

that Tourist Satisfaction (KW) has a significant effect on 

tourist loyalty (LW) so that the fifth hypothesis can be 

accepted. 

Testing the sixth hypothesis, Service Quality (KL) 

significantly affects Tourist Satisfaction (KW). The test 

results prove that the P Values (0.000) < Alpha (α) (0.05) or t-

statistics (3.98) > t-table (1.652). The results of this study 

prove that Service Quality (KL) has a significant effect on 

Tourist Satisfaction (KW) (LW), so the sixth hypothesis can 

be accepted. 
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Figure 2: Structural model results 

Table 3: Hypotheses testing results 
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V. DISCUSSION 

The influence of tourism destination development on the 

image of tourism destinations 

The results of hypothesis testing explain that the 

development of tourism destinations has a significant effect 

on the image of Togean tourism destinations, Tojo Una-Una 

Regency, Central Sulawesi, and Wakatobi, Wakatobi 

Regency, Southeast Sulawesi. Tourism development is a 

series of efforts to realize integration in various tourism 

resources, integrating all forms of aspects outside of tourism 

that are directly or indirectly related to the continuity of 

tourism development. The development of tourism 

destinations must focus on aspects of 4A (Attraction, 

Accessibility, Amenities, Ancillary Service). The 

development of these four aspects can be used as a benchmark 

to measure the quality and image of a tourism 

destination(Diwangkara et al., 2020). 

The findings in this research explain that the 

development of tourism destinations consists of tourist 

attractions, accessibility, amenities, and public facilities. It 

was revealed that foreign tourists and foreign tourists in 

Togean and Wakatobi tourism destinations visited 

destinations because they were more concerned with existing 

tourist attractions than other dimensions. Wakatobi to 

implement the programs that have been prepared. The results 

of this study are supported by research conducted by Wanda 

& Pangestuti (2018), which states that in realizing the 

development of good tourist destinations, it is necessary to 

improve the quality and quality of these destinations to create 

a good image of the destination in the eyes of visitors and the 

public. Zhang et al. (2021) explained that the image of 

transportation projected by tourism authorities and the image 

perceived by tourists are important for sustainable tourism 

development. 

The influence of service quality on the image of tourism 

destinations 

The results of hypothesis testing explain that service 

quality has a significant effect on the image of Togean 

tourism destinations, Tojo Una-Una Regency, Central 

Sulawesi, and Wakatobi, Wakatobi Regency, Southeast 

Sulawesi. Conceptually, according to God (2019), Good 

service quality has an important meaning for the survival of a 

tourist area because it can affect the image of the area. This 

can be explained that positive service quality will have an 

impact on a positive destination image. In line with the 

research results conducted byKartawidjaja (2020) and 

Agustine & Prasetyawati (2020), the company's image reflects 

service quality and business reputation has a positive and 

significant effect on loyalty through the corporate image. 

The influence of destination image on tourism tourist 

satisfaction 

The hypothesis test results explain that the image of the 

destination has a significant effect on tourist satisfaction of 

Togean tourism, Tojo Una-Una Regency, Central Sulawesi, 

and Wakatobi, Wakatobi Regency, Southeast Sulawesi. The 

results of this study are in line with research by Chua et al. 

(2021), Janchai et al. (2020), Králiková et al. (2020), and & 

Le (2020), which concludes that image has a positive effect on 

tourist satisfaction.  

Furthermore, the findings in this research, the influence 

of destination image on tourist satisfaction is supported by the 

compatibility between tourists' knowledge about Togean and 

Wakatobi tourism destinations with the reasons for visiting. 

The reason most respondents chose was because of the natural 

attractiveness of tourism destinations. This is reinforced by 

the results of open-ended questions on the questionnaire and 

interviews with Wisnu in Togean and Wakatobi tourism 

destinations, preferring natural attractions, especially beaches. 

According to respondents, the properties contained in 

seawater, one of which is believed to overcome viruses, 

including Covid-19. In addition, some respondents chose 

nature tourism, such as visiting the mountains during the 

Covid-19 and post-Covid-19 periods, because the outdoors 

was considered to reduce the risk of respiratory problems. 

Osti & Nava (2020) also stated that mountainous locations 

were considered safer than seaside destinations and art towns.  

Furthermore, the findings of this research also show 

that during the Covid-19 pandemic, the level of tourist 

attention increased to the image of the destination that became 
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the main concern for tourists, namely the cleanliness of the 

destination, which was marked by the fulfillment of the 

implementation of health protocols by policies issued by the 

government to ensure health, comfort, and safety of tourists. 

This is in line with the research conducted by Cai et al. (2021) 

and Suprihatin (2020), which also analyzes tourist behavior 

during the Covid-19 period. The research results show that 

tourists have a very good understanding and sensitivity to the 

importance of identifying the cleanliness of a tourism 

destination before deciding to visit. 

The influence of destination image on tourism tourist loyalty 

The hypothesis test results explain that the image of the 

destination has a significant effect on the loyalty of Togean 

tourism tourists, Tojo Una-Una Regency, Central Sulawesi, 

and Wakatobi, Wakatobi Regency, Southeast Sulawesi. This 

finding is supported by researchHidayatullah et al. (2020) and 

Studies (2021), which states that the destination's image, 

which consists of a cognitive image, unique image, and 

affective image, affects loyalty through visitor satisfaction. 

The findings of this research explain that cognitive image has 

a greater influence than the effective image on tourist loyalty 

to Togean and Wakatobi tourism destinations. This means 

cognitive images describe the beliefs and information people 

have about a place. The cognitive element generally comes 

from the evaluation of the people who live in that place and 

the events that occur in that place. These findings are 

reinforced by Muis et al. (2020)through their research, 

showing that cognitive image has a greater influence on 

loyalty than effective image. Based on this, it can be 

concluded that the behavior of future tourists who judge 

positively on the image of a tourism destination is likely to 

revisit and recommend related tourism destinations to others. 

In addition, researchAunalal et al. (2017) prove that 

destination image supports tourist loyalty to tourism 

destinations, and destination image has a strong significant 

and positive effect on tourist loyalty and provides empirical 

support. This study is not in line with the findingsRamseook 

et al. (2015), proving that destination image does not build a 

significant direct relationship between destination image and 

loyalty. 

On the other hand, researchArtuğer et al. (2013) 

explained that the destination's image influences tourists' 

behavior, such as intending to revisit, recommend it to others, 

or revisit a tourism destination. Artuğer et al. (2013) and Yu 

& Hwang (2019), through their research, also prove that there 

is a strong and positive relationship between destination 

image and destination loyalty and shows that cognitive image 

has a greater influence on loyalty than effective image. 

However, in contrast to the findings made by the authors, that 

affective image has a greater influence on loyalty than 

cognitive image. 

The influence of tourist satisfaction on tourism tourist loyalty 

The results of hypothesis testing explain that tourist 

satisfaction has a significant effect on tourist loyalty to 

Togean tourism, Tojo Una-Una Regency, Central Sulawesi 

and Wakatobi, Wakatobi Regency, Southeast Sulawesi. 

Tourists who have positive experiences and tend to be 

pleasant have a greater chance of becoming loyal tourists to 

the Togean tourism destinations, Tojo Una-Una Regency, 

Central Sulawesi, and Wakatobi, Wakatobi Regency, 

Southeast Sulawesi, compared to tourists who feel 

disappointed or dissatisfied. This indicates that the higher the 

satisfaction of tourists with tourism destinations, the higher 

the level of loyalty to the related tourism destinations. True 

loyalty to tourism destinations lies in tourist satisfaction, 

Research conducted by Oban (2012), Ramseook et al. 

(2015), Khuong et al. (2016), and Ummasyaroh & Setiawan 

(2018)has proven that satisfaction directly affects tourist 

loyalty. The same thing was conveyed game (2018)that 

satisfaction has a direct effect on tourist loyalty. This can be 

explained by the behavior of tourists who are satisfied after 

getting a travel experience in a tourism destination; in the 

future, the behavior or actions are taken such as intending to 

visit again, say positive things, and recommend to others. The 

form of the real behavior of tourists loyal to the Togean and 

Wakatobi tourism destinations can be seen from the quantity 

of the frequency of their visits. Based on the description of the 

respondent's characteristics described in the findings of this 

dissertation research, it is known that most of the respondents 

have visited 2-4 times to Togean and Wakatobi tourism 

destinations. This shows that tourists feel satisfied when 

visiting these two destinations and tend to make repeat visits 

to gain tourist experiences, especially with the many tourist 

attractions in these destinations. This research supports 

researchLesmana & Nabila (2020), which shows that there is 

a positive influence between satisfaction and tourist loyalty; 

general satisfaction and attributes also have a positive effect 

on tourist satisfaction and intention to return and willingness 

to recommend a positive effect on tourist loyalty.  

The next finding in this research, is that respondents 

plan to stay for 4-7 days if they visit again after post-Covid-

19. This is in line with research conducted byWachyuni & 

Kusumaningrum (2020), which stated that travel preferences 

(78%), or the majority of respondents stated that they would 

return to travel. Around (65%) will return to travel in the near 

future, in 0-6 months after the pandemic is declared over; the 

type of tourism that respondents want is nature tourism (66%). 

The influence of service quality on tourism tourist satisfaction  

The results of hypothesis testing explain that service 

quality has a significant effect on tourist satisfaction of 

Togean tourism, Tojo Una-Una Regency, Central Sulawesi, 

and Wakatobi, Wakatobi Regency, Southeast Sulawesi. 

Conceptually, service quality is one measure of success in 

providing guarantees for customer satisfaction. Through 

service quality, a customer can provide an objective 

assessment to create and increase customer satisfaction and 

loyalty. Khuong et al. (2016) and Hermawan (2018) prove 

that service quality affects tourist satisfaction. This supports 
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previous research by Ihshani (2005) and Hamzah & Hariyanto 

(2015). In addition, the correlation between the two research 

variables is positive, meaning that the better the quality of 

service provided by the manager, the greater the satisfaction 

of visitors; on the contrary, the worse the quality of service 

provided, the lower the satisfaction of visitors. 

Furthermore, Al-Ababneh, (2013)found that service 

quality (destination facilities, destination accessibility, 

destination attractiveness) was a significant predictor of 

tourist satisfaction. The same research byKhan et al. 

(2017)found that quality (quality of accessibility, 

accommodation, place) contributes directly to tourist 

satisfaction. Different from researchAunalal et al. (2017) 

measuring service quality on tourist satisfaction with 5 (five) 

dimensions, namely: 5 dimensions, namely: (1) Reliability, 

(2) Responsiveness, (3) Assurance, (4) Empathy. And (5) 

Tangibles. The findings state that these 5 (five) dimensions 

affect tourist satisfaction. Thus, fineAunalal et al. (2017), 

Khan et al. (2017; Al-Ababneh, (2013), and Prasetya & 

Suryadi (2020) suggest that tourism managers pay attention to 

and increase tourist satisfaction with the various dimensions 

of its formation.  

Furthermore, in this research, the responsiveness 

dimension gives the greatest contribution to tourist 

satisfaction. This means that the Responsiveness dimension, 

with the highest indicator, namely the speed of officers in 

serving, is perceived by both Wisnu and foreign tourists in 

increasing satisfaction. (Branch et al., 2021). This finding 

contradicts the research conducted by banking objects which 

states that reliability, responsiveness, and empathy have no 

significant effect on customer satisfaction. Then, Mutiara et 

al. (2020) also stated that reliability and empathy variables 

had a positive but not significant impact on consumer 

satisfaction. 

VI. CONCLUSION 

Based on this research, it can be concluded that the 

development of tourism destinations has a significant effect on 

the image of Togean tourism destinations, Tojo Una-Una 

Regency, Central Sulawesi and Wakatobi, Wakatobi Regency, 

Southeast Sulawesi; Service quality has a significant effect on 

the image of Togean tourism destinations, Tojo Una-Una 

Regency, Central Sulawesi and Wakatobi, Wakatobi Regency, 

Southeast Sulawesi; Destination image has a significant effect 

on tourist satisfaction in Togean tourism destinations, Tojo 

Una-Una Regency, Central Sulawesi and Wakatobi, Wakatobi 

Regency, Southeast Sulawesi; Destination image has a 

significant effect on tourist loyalty to Togean tourism 

destinations, Tojo Una-Una Regency, Central Sulawesi and 

Wakatobi, Wakatobi Regency, Southeast Sulawesi; Tourist 

satisfaction has a significant effect on tourist loyalty to Togean 

tourism destinations, Tojo Una-Una Regency, Central 

Sulawesi and Wakatobi, Wakatobi Regency, Southeast 

Sulawesi; Service quality has a significant effect on tourist 

satisfaction in Togean tourism destinations, Tojo Una-Una 

Regency, Central Sulawesi and Wakatobi, Wakatobi Regency, 

Southeast Sulawesi. 

The suggestions in this study are to improve tourism 

supporting infrastructure, accessibility, and attractiveness of 

destinations are very important to be considered by 

stakeholders because it will provide the highest contribution to 

the progress of a tourism destination. The concept of 

transportation during the Covid-19 pandemic considers three 

aspects of the transportation-tourism relationship: short 

distances, shorter distances (time), less energy-intensive, and 

green transportation that affects breathing (air pollution)—

paying attention to service quality in the dimension of 

assurance or service guarantee on timeliness, frequency of 

air/sea transportation, and ensuring disciplined health 

protocols during the Covid-19 period (Breakfast and Bed 

cleanliness). 
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