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Abstract 
The aim of this research is to examine Destination Service Quality (DSQ) on destination image then will 

influence revisit intention as a measurement of tourism success in area. This research conducting a survey to 

152 respondents from local and foreign tourists using quantitative approach and Warp PLS 7.0 tools. positive 

image of Lampung formed by hospitality services, activity, and airport services. Examined and evaluation of 

Destination Service Quality (DSQ) is the important factor and should be the aim of management in tourism 

department. Practical and theoretical contributions are discussed in this research. 
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INTRODUCTION  
The tourism industry is one of the businesses that continues to growing recently, has very good prospects and 

has links with several other industries, which are driving the growth economy. (Primananda et al., 2022). In several 

country, tourism sector has contributed to the socio-economic development of a country such as foreign exchange 

earnings, regional income and regional development and investment absorption and also closely related to 

the development of the workforce and business development (Prentice & Kadan, 2019; Wang et al., 2017; Chaulagain et 

al., 2019). The importance of the tourism sector encourages countries to have strategies in order to form a positive image 

of a place in order to attract both local and international tourists to visit (Kominfo, 2015). Indonesia is one of the countries 

that has attractive tourist destinations not least the province of Lampung.  Lampung Province is one of the centers the 

development of the national creative economy because it has great potential in the tourism industry (BPS, 2021). 

Reporting from the Lampung Province website, the latest data shows that number of tourists that visit Lampung is 

increasing continuity. In the year 2016, tourist arrivals reached 155 053 visitors in Lampung. However, there are several 

problems in Indonesian tourism one of them is infrastructure that does not support development and growth and services 

that are not optimal so that it requires development of an effective and efficient strategy (Prayogo & Kusumawardhani, 

2016).  

There are various concepts that can form the image of a destination, one of which is the push and pull factors 

that will shape the motivation of tourists. The driving factor explains why someone needs to travel, while the pull factor 

is more towards the cognitive image of the destination such as attractions, infrastructure, accommodation, food, 

transportation and information (Primananda et al., 2022).  This research related to destination image has been carried out 

in various research in different areas, such as the research of (Tosun et al. 2015; Papadimitriou et al., 2015; Ali Musallam 

Abdulla et al., 2020; Farrukh et al., 2020; Jeong & Kim, 2020; Yin et al., 2020; Prayogo & Kusumawardhani, 2016)).  

Tosun et al., 2015 examined dimention of destination quality namely accomodation, local transport, cleanless, hospitality, 

activities, language communication, quality of the airport on destination image then affect to foreign revisit intentions in 

Alanya, Turkey. Finding of research quality of the airport, the local transportation and cleanliness has no significant effect 

on the destination image. It is influenced by some aspects, such as survey period, respondent factors and the experience 

felt by consumers. Different results in Prentice & Kadan, (2019) finding, Airport services is an important factor in 

improving destination access and has paved the way for entirely new routes to operate, thereby playing a role in expanding 

the scope of the tourism sector. Then, problems in tourism in Indonesia also include language and communication. Based 

on Tosun et al. (2015) finding, language is also an influential factor in the formation of the destination affective image. 

However, it is necessary to evaluate the quality of tourism services and tourism destinations in Lampung to be able to 

evaluate the services provided and examine their effect on revisit intentions. this is needed to be able to form an effective 

and efficient strategy for the future. Evaluation of the destination is a factor in the formation of future behavioural 

intentions (Papadimitriou et al., 2015; Primananda et al., 2022). So, this research goal filling the gap previous research 

(Tosun et al., 2015) recommended that further research to conduct reasearch about destination image in different areas 

and different periods. Then, this reseach goal consistent with Government effort, it analyzed and examined dimensions 

of Destination Service Quality (DSQ) on Destination Affective Image (DAI) of Lampung Province to revisit intention as 

tourism destination success measurement.  
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LITERATURE REVIEW 

Destination Service Quality (DSQ) 
Service quality is a general concept in marketing, especially consumer behaviour that has been defined and explained in 

various fields (Tosun et al., 2015). Service quality is defined as a comparison of customer expectations before and after 

the use of services (Parasuraman et al., 1985). Destination Service Quality (DSQ) is "parental concept" in service quality 

(Tosun et al., 2015). It means DSQ is a tourist's assessment of the service performance that is felt or consumed when 

going to tourist attractions (Tosun et al., 2015). DSQ has various dimensions and has been tested in various previous 

studies. Tosun et al. (2015) using a accommodation, local transport, cleanliness, hospitality, activities, language 

communications, airport services. The results of the study conclude that accommodation, hospitality and services have a 

positive affect on destination image. Air transport is an important factor in improving destination access and has paved 

the way for entirely new routes to operate, thereby playing a role in expanding the scope of the tourism sector (Prentice 

& Kadan, 2019).If the quality of service in transportation is good, it can increase the positive image of a destination 

country. This is supported by the findings (Prentice & Kadan, 2019) the quality of airport services has a positive effect in 

shaping the destination image. Overall perceptions of destination service quality and destination image are the 

determining factors in attracting tourists to revisit. When destination quality is good and in accordance with consumer 

expectations, it can encourage satisfaction and can also encourage repeat visit intentions (Wang et al., 2017). Ali 

Musallam Abdulla et al. (2020), DSQ-dimensional testing, such as accommodation, local transport, cleanness, hospitality, 

activities, language communication, and airport services on tourist satisfaction in Dubai. When the perception of service 

quality is good will create favourable behaviour intention such us repurchase, engage in positive word of mouth (Prentice 

& Kadan, 2019) or in this context will make the positive image of tourism. So, the following hypotheses are formed. 

H1a: Accommodation has a positive significant effect on Destination Affective Image (DAI). 

H1b: Hospitality has a positive significant effect on Destination Affective Image (DAI). 

H1c: Cleanliness has a positive significant effect on Destination Affective Image (DAI). 

H1d: Activity has a positive significant effect on Destination Affective Image (DAI). 

H1e: Language communication has a positive significant effect on Destination Affective Image (DAI). 

H1f: Airport services has a positive significant effect on Destination Affective Image (DAI). 

H1g: Local transport services has positive significant effect on Destination Affective Image (DAI). 

 

The Effect Destination Affective Image (DAI) on Revisit intention 
Revisit intention is defined as a person's willingness to revisit the destination (Gholipour Soleimani & Einolahzadeh, 

2018) or the intention of consumers to experiment on a product, brand or region even at the same point in the future 

(Tosun et al., 2015). When determining a tourist destination, consumers can pay close attention to the destination 

image as a reference before making a purchase.  A good destination image and good service quality felt by tourists when 

they are on their visit will make tourists have the intention of visiting again (Prayogo & Kusumawardhani, 2016). This is 

in line with Martínez & Alvarez, (2010); Tosun et al., (2015) the findings in their research confirmed that destination 

image has positive relation to tourist satisfaction and ultimately encourages destination loyalty. Based on this perspective, 

it is expected that the tourist destination image will have a positive effect on the interest in revisit 

intention. Thus, the following hypothesis is formed: 

H2: Destination Affective Image (DAI) has a positive significant effect on revisit intention. 

 

RESEARCH METHOD 
This research used quantitative approach, sampling technique used was nonprobability sampling it used purposive 

sampling, in which sample decided based on the certain categories: 

a. People who stay in outside Lampung, whether they are from Indonesia or from other countries. 

b. People have ever visited Lampung. 

For collect the data, this research using survey method with instrument was adapted from several studies. 

Accommodation, hospitality, cleanliness, activities, language, airport services, local transportation modified from Wen, 

Kozak, Yang, & Liu (2021), Tosun, Temizkan, Timothy, & Fyall (2007), and Moutinho, Albayrak, & Caber (2012), 

destination image modified from Russell & Pratt (1980), Baloglu & McCleary, 1999), Hosany, Ekinci, & Uysal (2006), 

and revisit intention modified from W. G. Kim & Moon (2009), Žabkar, Brenčič, & Dmitrović (2010), Hyun (2012), Ryu 

& Haban (2011) then perceive risk modified from Yin et al. (2020). Then, the data collected will be analysis using Warp-

PLS 7.0 tools.    

 

RESULTS AND DISCUSSION 
After passing the screening questions, only 152 met the criteria, namely having visited Lampung. Respondents 

in this study consisted of local and foreign. Local tourism from Bali Jakarta, Banten, Tangerang, Bandung, Tasikmalaya, 
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Kepulauan Riau, Padang, Bengkulu, Palembang, Semarang, Yogyakarta, Madiun, Surabaya, Bali, then foreign from 

Egypt, German, Australia, dan Greece. 

The characteristic of the respondents in this research dominated with mostly women it was about 57,7% with the 

income rate 1-3 million as much as 63%, age 17-25 as much as 68% and the visiting frequencies >5 times as much as 

56% with favourite destinations are beach, mountain, and water fall as much as 91%, but the cultural destination only get 

1,7%. Favourite local destination can be seen in Table 3, as follow: 

 
Table 1. Favourite Local Destinations at Lampung Province 

Local Destinations 

Nature (Beach, Mountain, and waterfall) 144 91% 

Artificial (Zoo) 4 2,4% 

Cultural (Museum, Monument, and Tower) 1 1,7% 

Food and night tours 3 4,4% 

 152 100% 

 
Before testing the hypotheses, we need to ensure whether the model is fit. The fits model value can be seen from 

Tenenhaus GoF value supported by Warp-PLS 7.0 test, Tenenhaus GoF (GoF) value is 0.655 (Tenenhaus et al., 2004) it 

means the model is appropriate. Then, validities and reliability test of this research also meets the criteria, which includes 

cronbach alpha, composite reliability, and AVE are > 0,05. Based on this, this research can proceed to hypothesis testing. 

 

Hypoteses Testing Result 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Research Result 

Based on hypothesis testing, Testing result for H1a has value (P=<0,21 dan ß= 0,07) accommodation has no 

significant effect on Destination Affective Image (H1a Not supported). Finding H1b (P=<0,01 dan ß= 0,37), hospitality 

has positive significant effect on Destination Affective Image (H1b Supported), H1c (P=<0,14 and ß= 0,09), cleanliness 

has no significant effect on Destination Affective Image ( H1c Not supported), H1d (P=<0,02 dan ß= 0,16) Activity has 

positive significant effect on Destination Affective Image (H1d supported) H1e (P=<0,14 dan ß= -0,09) language 

communication has no significant effect on Destination Affective Image (H1e Not supported), H1f (P=<0,01 and ß= 0,30) 

airport services has positive significant effect (H1f supported) (P=<0,25 and ß= 0,06) local transport has no significant 

effect(H1g Not supported), then H2 (P=<0,01 dan ß= 0,79) Destination Affective Image (DAI) has positive effect on 

revisit intention (H2 supported). Based on hypothesis testing, it proved that hospitality, activity and airport services in 

Lampung province have been good and able to support the image of Lampung province to be much better in the future. 

This finding in line with Tosun et al.(2015) finding hospitality and activities positively affected on Destination Affective 

Image (DAI) and could form satisfy on tourism destination. As stated on the research by Abdulla, et al. (2020). Dedeoğlu 

(2019) also proved that tourism has positive perception on Destination Service Quality (DSQ) include perception of 
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hospitality, it could form a good attitude and positive behaviour such as increasing revisit intention or providing a good 

recommendation. 

However, the result accommodation, cleanliness, language communication and local transport have no 

significant affected on destination affective image. This finding proves that accommodation, cleanliness, language 

communication and local transport which is include facilities inside of the tourism destination, such as mall, health facility 

and foreign language ability and the availability of public transportation are not the main factors in forming positive image 

in Lampung province. This is of course influence by several factors of respondent that prefer experience that they felt 

when travelling. Based on the highest effect of all dimensions of Destination Service Quality (DSQ) it is hospitality 

services, the second is airport services and last is activity. It means respondent prefer service that give direct experience, 

such as attitude of the staff in the tourist spot are nice and friendly. Based on the results of testing hypothesis 2 proves 

that destination affective image is a determining factor for revisit intention in line with the findings (Prayogo & 

Kusumawardhani, 2016; Tosun et al., 2015) 

 

CONSLUSION, LIMITATIONS AND SOME SUGGESTION FOR FUTURE RESEARCH 
Finding in this research proved that positive image of Lampung formed by hospitality services, activity, and airport 

services. Examined and evaluation of Destination Service Quality (DSQ) is the important factor and should be the aim of 

management in tourism department. The research relates to dimension of Destination Service Quality (DSQ) in this area 

need to be re-examined due to the inconsistent findings. So, it is necessary to re-examined with different context. Then, 

perceived risk and consumer experience are essential moderator variables in tourism. The future research can examine 

the moderation variable which affect the revisit intensions in different context.  

 

THE ORETICAL AND PRACTICAL CONTRIBUTION 
This research gives a contribution to tourism management, by filling the previous research gap, through done some test 

on Destination Service Quality (DSQ) on Destination Affective Image (DAI) which still has inconsistent and detailed 

results on the previous research. From the results of the study, based on the filter questions, it is known that 91% 

respondent chose nature tourism as a favourite destination in Lampung Province. Thus, it will motivate Lampung 

government to keep improve qualities and support facilities and services and improve promoting of nature tourism to 

introduce natural wealth of Lampung Province to the world. Thus, the number of tourist visit will keep increasing 

annually. Not only domestic but also international. The last cultural tourism has the smallest point in favourite destination 

criteria, it was only 1,7%, so, there is a room of improvement, to enhance tourist visit   by giving more exposure to the 

cultural wealth of Lampung, so that it will improve tourist awareness of Lampung culture and it will affect to the revisit 

intention.  
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