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Abstract. Tourism has become a leading sector in Indonesia. However,
developing tourist destination still becomes a problem, especially to maximize
tourist satisfaction. To develop the tourist destination is necessary to evaluate the
performance of competitive destination's attributes to provide high-quality
tourism, thus will maximize tourist satisfaction. The research aims to measure
tourist satisfaction based on its non-linear effect of destination attributes from
user-generated content to provide credible information. Penalty-Reward Contrast
Analysis and Kano Model were used to analyze the performance of destination
attributes and measure tourist satisfaction. The research found that customized
service and quality of shopping were destination attributes with the excitement-
low performance will not affect tourist satisfaction. Furthermore, destination
management with the performance category and low performing, as the
determining factor of the rate of tourist satisfaction. The research is to function as
an evaluation for taking an integrative approach as a reference for the
development of tourist destinations.

Keywords: Destination Attributes, Kano Model, Tourist Satisfaction, User
Generated Content.

1 Introduction

The world tourism sector is a key driver in developing a country. It shows
sustainable growth in 2019, marked by the increase in the worldwide number of
tourists globally, showing by 38% or 1.5 billion international tourist arrivals
[27]. The Indonesian tourism sector is declared as the leading sector to stimulate
economic growth in tourism development and improve people's welfare through
its multiplier effect. The Indonesian tourism sector is also experiencing an
increase in the world's Tourism Competitiveness Index rating of 2019, capable
of occupying 40 from 140 countries [30]. On the other hand, from 2017 to 2019,
foreign tourist arrivals didn't achieve the set targets and experienced a decline
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in targets. Therefore, the government seeks to develop the tourism sector by
declaring super-priority tourist destinations. One of them is the Borobudur
Temple, a splendor of the Buddhist monument, and it was designated as a
UNESCO World Heritage in 1991. However, there are critical obstacles
encountered by a tourist destination, and one of those is the lack of service
quality development. So, it's necessary to improve performance on destination
attributes. Also, collaborations among tourism stakeholders such as government
and tourism destination management are required to strengthen each tourism
sector policy [15].

The destination attribute essentially refers to the attraction factor and
positive or negative characteristics based on tourist destination performance
[71[19]. Improvements to the priority of destination attributes are required as a
reference in establishing a tourist destination capacity and the best business
strategies to provide high-quality tourism and create a competitive advantage in
the tourist destination. Moreover, destination attributes are intended to stimulate
tourist satisfaction from the visiting experience [24]. Tourist satisfaction is
assumed to be one of the primary instruments in the economy drive in the market
sector and affects tourist arrivals and total income [4]. Identification of tourist
satisfaction can be seen from comparing the fulfillment of tourist expectations
and actual perceptions of the destination attributes performance. The
comparison creates a perception conclusion leading to satisfaction or
dissatisfaction with the tourist destination. However, tourist satisfaction has a
non-linear effect on destination attributes performance. For instance, there are
destination attributes with high performance, but they don't increase tourist
satisfaction. Otherwise, there are destination attributes with low performance,
but they don't create tourist dissatisfaction. Therefore, this study used two
approaches. Penalty-Reward Contrast Analysis was used to analyze the
performance of tourist destination attributes. Then, the results will be integrated
with the Kano Model to measure tourist satisfaction based on destination
attributes. Next, Asymmetric Impact Performance Analysis (AIPA) is used as a
visualization technique from destination attributes' priority on tourist
satisfaction based on resource allocation.

Tourist satisfaction can be affected by the availability of information in
various mass media. It's both from the Internet and mass media, as well as
recommendations from the closest and trusted people [23]. The presence of the
Internet in the tourism sector builds opportunities in the emergence of various
platforms as a meeting point for tourists and information availability.
TripAdvisor is the world's largest tourism travel site, and it provides a variety
of information on recommended features such as destination descriptions, user
ratings, and online reviews. Besides, tourists experience a behavioral



transformation, identified by the transition from traditional activities to
technology-based activities. Tourists begin to plan their travel activities using
technology, such as booking accommodation and transportation tickets [17].
Moreover, tourists also publish their travel information through online review
sites or their social media, also called user-generated content. Through user-
generated content, tourists can perceive other tourists' visiting experience and
the actual condition of a destination to support their decision-making before
visiting the tourist destination. For tourism stakeholders, the utilization of user-
generated content can be used to stimulate strategic information as a stimulus to
increase competitive advantage and excellence of tourism competitiveness. It's
because user-generated content is a valuable source of information and
innovative ideas, which is in the form of satisfaction and honest review by
tourists during a visit to a tourist destination.

Many of the newest research measure tourist satisfaction based on
destination attributes within tourism scope [21][25]. Subsequently, there is
limited research measuring tourist satisfaction having non-linear effects on the
destination attributes performance [3]. However, as time goes by, research has
not fully utilized the data of user-generated content to measure tourist
satisfaction based on destination attributes. Thus, this research aims at a)
analyzing the destination attributes performance based on the data of user-
generated content b) measuring tourist satisfaction based on non-linear effects
of destination attribute performance c) identifying a priority of destination
attributes based on resource allocation. This research's findings serve as an
evaluation in adopting a more holistic and integrative approach as a reference
for the tourist destinations' development.

2 Literature Review
2.1 Tourist Destination in the Tourism Sector

The tourism sector is a unique industry that involves various activities,
cultures, facilities, and individuals. It has developed into a significant industry
for the economy of a community, region, and country. Moreover, the tourism
sector becomes one of the industries that tend to be sensitive to either bad or
good economic conditions and can rapidly recover from bad economic
conditions or other environmental effects [9]. In Indonesia, tourism
establishment managed by optimizing tourist destination establishment as a
dynamic concept represents a group of main products from tourist destination
that collectively offer experiences for the visitors [13]. A tourist destination



refers to a place whose location is far from the visitors' home and comprises a
group of destination tours or mobile destinations [20]. Besides, tourist
destination has actual border such as geography, politic, or border created by
the market [19].

2.2 The relation of Tourist Satisfaction and Destination Attributes

The type of tourist destination capacity is addressed to meet tourists'
necessity by observing the destination attributes [13]. Destination attributes are
assumed as a factor attracting tourists to visit a destination [19]. The importance
of destination attributes explanation was strengthened by a previous study [21].
Destination attributes monitoring is a measurement of tourist experience and
can stimulate behavior to go traveling to a destination. Further, it also increases
the opportunity of tourism establishment. Destination attributes refer to
attraction factors and positive or negative characteristics based on a destination
performance [7][19]. Several previous research types explained that destination
attributes' contribution can significantly affect the quality of tourist experience
and adequately stimulate tourist satisfaction [11]. Besides, it becomes an
effective strategy in tourist decision making [16][25]. In this research,
destination attributes shown in Figure 1.
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Generally, tourist satisfaction is defined as tourist feeling perceived from
comparing a product or service performance and tourist expectation [18]. These
comparisons lead to tourist satisfaction and dissatisfaction with a product or
service. Commonly, satisfaction is a measure of destination attributes
performance that meets tourist demand. Meanwhile, dissatisfaction occurs if
destination attributes performance doesn't meet tourist demand [23]. Tourist
satisfaction supports creating good relations that cause the emergence of talks
and positive word of mouth on the public's tourist destination. Besides, there
will be potential tourist loyalty enacted in their revisit act, thus can enhance its
competitive position than the competitor. On the contrary, dissatisfaction leads
to responses and negative word of mouth that could rapidly spread to the public.
Besides, it can damage its image and abandon tourist attraction to visit the
tourist destination.

2.3 Kano Model

As time goes by, previous studies claim that tourist satisfaction and
dissatisfaction have a non-linear effect on destination attributes performance
[3][5]. It means that destination attributes have low performance without
creating tourist dissatisfaction and destination attributes with high performance
but don't significantly create tourist satisfaction. Tourist satisfaction measuring
with non-linear effect on destination attributes measured by using the Kano
Model is the process of service attributes identification as a measure of service
performance in fulfilling tourist expectations [29]. Through the Kano Model,
there obtained destination attributes results that defined into three categories,
such as basic, performance, and excitement. Basic is the basic attributes
category that becomes a minimum requirement identified by certain services
customers [25]. Basic is part of non-linear that if destination attributes
performance is high and meets customers' demand, so it doesn't enhance
consumer dissatisfaction. On the other hand, if destination attributes
performance is low and doesn't meet consumer expectations, it will heavily
influence tourist dissatisfaction [5]. Performance represents the linear attributes
category between tourist satisfaction and tourist destination attributes. In other
words, if destination attributes have high performance and meet tourist demand
or exceed tourist expectations, so they can enhance tourist satisfaction.
However, when destination attributes are low, so there will be tourist
dissatisfaction [5]. Excitement can be defined as the required attributes category
or consumer value increase and is defined as non-linear. So, it can be concluded
that dissatisfaction increase happens if destination attributes performance is



high. Yet, if destination attribute performance is low, it doesn't cause tourist
dissatisfaction [25].

2.4 User-Generated Content

User-generated content is a valuable information data source or as new
information media assumed as feedback, honest review, perception from
consumer experience provided widely, freely, and accessible wherever and
whenever [14]. User-generated content can be defined as a benchmark of tourist
satisfaction and decision making [1]. Several previous types of research used
online reviews as user-generated content containing valuable information of
tourist experience that has an important aspect, review, as a useful information
description [1][5][10][26][31]. Moreover, previous research explains other
significant aspects, rating, as a depiction of a short evaluation assessment of the
whole tourist experience. Therefore, it eases the readers to quickly identify the
writer's behavior and sentiment [12].

3 Methodology

Based on the above literature review, we developed a research workflow
of this study as shown in Figure 2.
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Data Collection

This study collected data from the TripAdvisor website as the world's largest
tourism platform with the keyword "Borobudur Temple™. Data collection was
done by scrapping using Web Harvy. The collected data is user-generated
content from online reviews and ratings provided by tourists for three years from
2016-2019 and obtained 7,545 reviews. The online review contains comments
about their experience of visiting the Borobudur Temple. The online review data
will be classified into destination attributes consisting of accessibility,
accommodation, activities and special events, building and architecture,
customized services, destination management, local hospitality and culture,
local foods and restaurants, natural environment and landscape, and quality of
shopping. Those destination attributes were adopted from the previous research
[1][11][21]. The online reviews excluded from the destination attribute will be
removed to obtain relevant data and generate the cleaning data of 4,230 reviews.
Furthermore, the rating given by tourists is used as a brief evaluation rating of
overall tourist satisfaction consisting of 5-scales Likert in which 1 = "terrible",
2 ="poor", 3 = "average", 4 = "very good", and 5 = "excellent".

Penalty-Reward Contrast Analysis

Measuring tourist satisfaction based on destination attributes is done by two
approaches Penalty-Reward Contrast Analysis (PRCA) and Kano Model.
PRCA is defined as a general approach to explore destination attributes'
performance on tourist satisfaction having non-linear effects into different
categories [5]. PRCA aims at identifying destination attributes of low and high
performance. If the destination attribute has high performance as a "reward" and
if the performance is low as a "penalty” [2]. In this research, the stages of PRCA
is carried out using dummy variables and multiple regression analysis. It's to
calculate the values of reward and penalty and overall customer satisfaction
based on ratings. Previous research described rating as a source of information
with high credibility to measure non-linear effects of tourist satisfaction based
on destination attributes [3][5][12][14].

Before conducting multiple regression analysis, the first step in this research
is the analysis of 2 dummy variables, which are d,;, and d,;, from the rating of
destination attribute. The following provisions in analyzing dummy variables
[5]:

a. dlg IS "a penalty" aimed at analyzing destination attributes with low
performance, calculated based on the lowest rating in each destination
attribute. If the rating is '1', it's given a value of 1. Meanwhile, if the
rating is '2,3,4 or 5', it's given a value of 0.



b. dy, is "a reward" aimed at analyzing destination attributes with high
performance, the measurement is based on the highest rating in each
destination attribute. If it's rated '5', it's given a value of 1, while if it's
rated '1,2,3 or 4', it's given a value of 0.

Furthermore, multiple linear regression analysis is performed as a data
analysis technique used to identify variables' relationships and explore
interesting data factors [8]. Multiple regression analysis can also analyze more
than one independent variable, however, it's limited to one dependent variable.
Previous research used multiple regression as a statistical technique to measure
tourist satisfaction with non-linear effects on the destination attributes
performance [3][5]. Some previous research used unstandardized coefficients to
determine coefficients [5]. On the other hand, previous research uses
standardized coefficients to determine coefficients [3][6]. In this research,
standardized coefficients were used to get the reward coefficient as Reward
Indices (RI) and penalty as Penalty Indices (PI).

Next step, we calculated the value of destination attribute performance. The
calculation is performed by calculating the destination attribute's average rating
[5][22]. After that, the calculation process on overall customer satisfaction is
performed at Borobudur Temple, see equation (1). If the value of destination
attribute performance is above the overall customer satisfaction value, it's
categorized as High Performance. However, if it's below the overall customer
satisfaction value, it's categorized as Low Performance [5].

n . . . .
0CS =B, + Zi (B Bidiy) e 0

Kano Model

After obtaining the PRCA results, we performed the Kano Model is defined
as a theory of identification of primary factors in service attributes to measure
satisfaction and minimum requirements desired by customers [31]. Kano model
consists of three categories, namely basic, performance, and excitement.
Previous researches [3][5] identified destination attributes in the Kano Model
category by calculating the Impact Asymmetric Index.

The Impact Asymmetric (IA) Index is intended to measure the extent to
which destination attributes generate tourist satisfaction with non-linear effects,
see equation (2) [3][5]. IA Index has vulnerable values from -1 to +1.
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Then, we identify the Kano Model category for each destination attribute
based on the IA index value, provided that the IA value of the destination
attribute is as follows [3][5]:

e 1<IA,;<-0.1, it's categorized as basic.
e -0.1<IA,;<0,1,it’s categorized as performance.
e 0.1 <IA,; <1, it's categorized as excitement.

Asymmetric Impact Performance Analysis

Asymmetric Impact Performance Analysis (AIPA) was first proposed by
previous research, and it's a simple visual technigque by describing attributes into
a graph to identify the priority of the attributes to increase overall customer
satisfaction [6]. It's presented with the order of priority of the destination
attributes from the most critical to not too critical as follows: Basic — Low
Performance - Performance — Low Performance - Excitement — Low
Performance - Basic — High Performance - Performance — High Performance
-> Excitement — High Performance.

Furthermore, AIPA involves two metrics, 1A Index and attributes
performance. In AIPA, the X coordinate is the destination attribute
performance, and the Y coordinate is the 1A Index. AIPA is divided into two
parts: low performance and high performance based on the average of
destination attributes' overall performance. Moreover, AIPA is also divided into
three parts based on two parallel lines, with the following conditions:

-0.1 and +0.1 are the IA Index axis points

Between -1 and -0.1 is the basic category borderline

Between -0.1 and +0.1 is the performance category borderline
Between +0.1 and +1 is the excitement category borderline

4 Results and Discussions

Based on the multiple regression analysis calculations using SPSS software,
the regression coefficients were obtained from each destination attribute. The
regression coefficient is a penalty and reward coefficient that will be used to
calculate overall customer satisfaction. Penalty aims to analyze the low
performance of destination attributes, so that negative values indicate it.



Meanwhile, reward aims to analyze the high performance of destination
attributes to obtain positive results.

Besides, the calculation of multiple regression analysis shows the model,
and the overall coefficient was significant (F = 14595.194, p = 0.000). Based on
Table 1, the value of R? is 0.873. It can be concluded that the destination's
overall attributes influence tourist satisfaction by 87.3%. Others are influenced
by other factors that were not examined in this study.

Table 1. The Regression Analysis Result of Borobudur Temple

Destination Attributes Regression Coefficient
B, B,

Accessibility 0.776 -0.398
Accommodation 0.700 -0.474
Activities and Special Events 0.902 -0.199
Building and Architecture 0.794 -0.390
Customized Service 0.691 -0.469
Destination Management 0.582 -0.590
Local Hospitality and Culture 0.866 -0.256
Local Foods and Restaurants 0.788 -0.336
Natural Environment and Landscape 0.859 -0.274
Quality of Shopping 0.702 -0.466
R? 0.873
F 14595.194
Note: p < 0.01

Next, we analyzed the destination attributes performance using a Penalty-
Reward-Contrast Analysis approach. An in-depth understanding of destination
attributes performance based on tourist preferences can be one of the best
competitive strategies to provide high-quality tourism and create a competitive
advantage in the tourist destination. Determination of destination attributes
performance refers to the value of performance and overall customer
satisfaction. If the performance value is higher than overall customer
satisfaction, it belongs to high performance. Conversely, if the performance
value is lower than overall customer satisfaction, it's included in the low
performance category. Table 2 shows overall customer satisfaction value is
4,566 and the results in destination attributes are dominated by high
performance and activities and special events as destination attribute with the
highest performance values. Conversely, there are destination attributes that
have low performance including customized service, quality of shopping, and



destination management as destination attributes with the lowest performance
value.

Table 2. The Result of The Performance Category of Borobudur Temple

Destination Attributes Performance OCS Performance
Category
Accessibility 4.611 High
Accommodation 4.746 High
Activities and Special Events 4.753 High
Building and Architecture 4.639 High
Customized Service 4.421 4566 Low
Destination Management 4.092 ' Low
Local Hospitality and Culture 4.723 High
Local Foods and Restaurants 4.690 High
Natural Environment and Landscape 4.733 High
Quality of Shopping 4.247 Low

Note: OCS: Overall Customer Satisfaction

After that, we analyzed the destination attribute performance using the Kano
Model. At this stage, we identified destination attributes and divided them into
categories of the Kano Model consisting of basic, excitement, and high
performance. It aims to know the extent of destination attributes' contribution in
increasing the satisfaction of tourists visiting Borobudur Temple. Thus, tourism
stakeholders can evaluate and improve the performance of destination attributes
according to their respective contributions.

Based on Table 3, destination attributes are dominated by the excitement
category and activities and special events have the highest IA value of 0.72. This
excitement category is an added value for tourists, so that the destination
attributes included in this category have great potential in increasing and
achieving a high level of satisfaction. Also, tourism stakeholders can be focused
on improving destination attributes' performance in the excitement category. It
can improve competency and long-term service quality services in the business
[31]. Besides, one destination attribute is included in the performance category,
namely destination management with the lowest 1A score of 0.079. This
performance category contributes equally to the satisfaction and dissatisfaction
of tourists.



Table 3. The Kano Model Result of Borobudur Temple

Destination Attributes IA Index  Kano Model
Accessibility 0.437 Excitement
Accommodation 0.297 Excitement
Activities and Special Events 0.721 Excitement
Building and Architecture 0.465 Excitement
Customized Service 0.287 Excitement
Destination Management 0.079 Performance
Local Hospitality and Culture 0.638 Excitement
Local Foods and Restaurants 0.589 Excitement
Natural Environment and Landscape 0.617 Excitement
Quality of Shopping 0.303 Excitement

From the tourism sector, tourist satisfaction can be measured by identifying
the destination attributes performance. A comparison between the performance
of destination attributes and tourist expectations can be concluded as a reference
to measure tourist satisfaction and dissatisfaction with a tourist destination.
Making satisfaction can affect the revisit increase, tourist loyalty, and spread
positive information that is effective for marketing purposes. However, if it
causes dissatisfaction among tourists, it will affect the level of tourist visits,
investment, and cause a decline in the tourist destination image. Thus,
measuring tourist satisfaction based on destination attribute becomes important
as a strategy for developing the tourism sector. Table 4 shows that the average
performance of destination attributes was able to create tourist satisfaction.
Destination attributes that generate tourist satisfaction are attributes included in
the category of excitement-high performance and excitement-low performance.
Excitement-high performance is a category that creates very high tourist
satisfaction due to the high performance of destination attributes.

Besides, there are two destination attributes included in the category of
excitement-low performance, such as customized service and quality of
shopping. This category has a low performance based on performance value,
but it doesn't make tourists dissatisfied. This category proves that tourist
satisfaction is non-linear in the performance of destination attributes.
Customized service is a destination attribute that focuses on the services
provided for tourists. Based on the data, it was found that foreign tourists cost
higher than domestic tourists. This gap leads to a problem, although a high
entrance ticket is comparable to the services offered due to the availability of
professional tour guide services. However, several tour guides have low



English-speaking proficiency in serving information. Quality of shopping is a
destination attribute related to shopping services. At Borobudur Temple, there's
a large tourist market that offers a variety of local products. However, the large
tourist markets and sellers inconvenience tourists to visit sacred destination and
cause negative impact on the religious performance since there are some sellers
tend to force tourists to buy their products.

At last, there is one destination attribute that makes tourist dissatisfaction,
namely destination management included in the performance category. This
category has a low performance on the destination attribute. This shows the
inability of tourism stakeholders to meet the expectations of tourists. Therefore,
additional resource allocation is needed to improve destination attributes'
performance in making a competitive advantage of a tourist destination.
Destination management is a destination attribute regarding security, order,
cleanliness, and smooth traffic in a tourist destination. Based on the data, it was
found that Borobudur Temple has a high number of tourist visits, especially on
weekends and holidays. This is proven by the long queue on the stairs to reach
the top level at Borobudur Temple. This certainly has the potential to reduce the
quality of the tourist experience since tourists visiting Borobudur Temple are
eager to enjoy its sacred and religious atmosphere. However, heavy traffic
makes them less comfortable while visiting.

Table 4. Tourist Satisfaction Based on Destination Attributes

Destination Attributes Destination Attributes Touris_’t
Performance Satisfaction
Accessibility Excitement — High Performance  Satisfaction
Accommodation Excitement — High Performance  Satisfaction
Activities and Special Events Excitement — High Performance  Satisfaction
Building and Architecture Excitement — High Performance  Satisfaction
Customized Service Excitement — Low Performance  Satisfaction
Destination Management Performance — Low Performance Dissatisfaction
Local Hospitality and Culture Excitement — High Performance  Satisfaction
Local Foods and Restaurants Excitement — High Performance  Satisfaction
Natural Environment and Landscape Excitement — High Performance  Satisfaction
Quality of Shopping Excitement — Low Performance  Satisfaction

In addition to analyzing the destination attributes performance,
measurement of tourist satisfaction based on destination attributes can also be
done by providing recommendations of strategic priorities sequence based on
destination attributes. That priority sequence is based on the most critical to not



too critical level within the allocation of resources as a reference in the
improvement and development of crucial factors of destination attributes.
Previous research explained that destination attributes with low performance are
the main priority in the focus of improvement to increase tourist satisfaction
[3][5]. Figure 3 describes the priority sequence of destination attributes based
on resource allocation. It's known that destination management is the first
priority order since the attribute defines tourists' dissatisfaction in Borobudur
temple. The next priority is quality of shopping and customized service as
destination attributes in excitement-low performance category. In this
destination attribute, the focus of improvement needs to be achieved a high level
of tourist satisfaction and improved to be superior among competitors in the
tourism sector. Then, the priority order of other destination attributes in an order
are accessibility, building and architecture, local foods and restaurants, local
hospitality and culture, natural environment and landscape, accommodation,
and events and special events. These destination attributes are included in the
category of excitement-high performance. These destination attributes'
performance needs to be maintained as a determinant of tourist satisfaction and
significant tourist destination strength.

Low Performance High Performance
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Fig. 3. The AIPA Plot of Borobudur Temple



5 Conclusion

This study obtained new insights in measuring tourist satisfaction based on
destination attributes by using the Kano Model at Borobudur Temple. First, it's
necessary to utilize information from user-generated content on the TripAdvisor
site in the form of online reviews and ratings as a form of evaluation of tourist
perceptions. The information obtained contributes to analyzing the
characteristics of a tourist destination, which is represented by destination
attribute in this study. User-generated content also has information credibility
and is assumed to be an honest review that represents tourist satisfaction during
a visit to a tourist destination to encourage tourist decision making before
visiting a tourist destination. Based on tourists' latest behavior, the information
searches were conducted through the reviews written by other tourists before
visiting. Therefore, this study has a practical implication for the tourism sector.
It's crucial for tourism stakeholders to monitor user-generated content from
tourists as the first information gate or alarm call to control and improve the
destination attribute performance, mainly the customized service, destination
management, and quality of shopping. Accordingly, it can develop a tourist
destination image and increase the number of tourist visits.

The second finding in this study is using the Penalty-Reward Contrast
Analysis method and the Kano Model as an associated approach that contributes
to measuring non-linear tourist satisfaction on destination attributes. This
associated approach can also potentially differentiate destination attributes
according to its performance and contribution to tourist satisfaction. Also, few
studies use user-generated content, namely online reviews that are processed
and analyzed by using these two approaches in the tourism sector, mainly tourist
destination [3][5]. This becomes a reference for this research to fill the gap.

By using these two approaches, it's confirmed that tourist satisfaction has a
non-linear effect on the performance of destination attributes. This is proven by
the destination attributes of customized service and quality of shopping included
in the excitement category, but both have low performance. This attribute
doesn't contribute to making tourist dissatisfaction. However, it's necessary to
improve destination attributes as a strengthening step to increase tourist
satisfaction. Based on the findings on customized services, the government and
tourism destination management are encouraged to organize professional
training programs for staff and tour and travel agents to increase their
knowledge regarding tourist destination. It also aims to develop communication
skills and foreign languages application, mainly English as the world's universal
language. Hence, improving the quality of human resources, productivity, and
the economy is the future expectation. Tourism destination management can



also provide tour packages integrated with tourist destinations in the
surrounding area to provide reasonable offers at affordable prices.

Based on the findings on the quality of shopping, the practical implication
required to be executed by the government is to collaborate between business
actors and suppliers around Borobudur Temple to provide more varied and high-
quality products. The government also needs to cooperate with tourism
destination management to organize training programs for business actors to
develop communication skills in offering products to tourists professionally.
Meanwhile, tourism destination management can manage the tourist market
with modest and narrow distance to make it more comfortable for tourists to
visit.

Furthermore, the third finding in this study is that destination management
is a destination attribute included in the performance category and has low
performance, that makes tourist dissatisfaction at Borobudur Temple and
becomes the priority in allocating resources to improve destination attributes.
This is a crucial factor for the government to immediately make improvements
to destination management regarding security, order, cleanliness, and smooth
traffic in a tourist destination. The government and tourism destination
management should increase some security staff's placement to hold emergency
calls and set visit mobility scenarios to control order on high demand tourist
traffic. Thus, it provides a more comfortable travel experience for tourists.

Moreover, this research could be a reference for an effective strategy to
develop tourist destinations that refer to the 3As, including attraction,
accessibility, and amenities. The development of a tourist destination is also a
form of growth in the tourism sector to increase tourist visits. Thus, specific
outputs are given to tourism stakeholders from the destination attributes
performance and priority improvements to destination attributes on tourist
satisfaction and the foundation strength for development competitiveness at a
later stage through innovation and the quality of human resources improvement.

This study has several limitations. This study only uses the rating of the
destination attributes as a benchmark for measuring tourist satisfaction.
Therefore for further research, it's expected that there is a combination of ratings
and other variables, including a word weight and a forum group discussion
conducted with various parties from tourism stakeholders. Besides, future
researches can also analyze from different platforms and conduct studies in a
lengthy period. Hence, providing thorough insight is expected.
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