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Abstract

This research investigates the impact of service quality and visitor motivation on
satisfaction and revisit intentions at Kebun Raya Bogor. Utilizing a quantitative
explanatory approach, the study analyzes how these factors interact to influence visitor
behavior. Through surveys with 100 visitors, the research identifies key dimensions of
service quality—reliability, responsiveness, assurance, empathy, and tangibles—and
evaluates how these, combined with visitor motivations, affect satisfaction and the
likelihood of revisiting. The results indicate that both service quality and motivation
significantly influence satisfaction, which in turn impacts revisit intention. This study
highlights the importance of improving service quality to enhance visitor satisfaction and
foster loyalty at tourism destinations.
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INTRODUCTION

Tourism is one of the fastest-growing sectors in the global economy, contributing
significantly to national and regional economic development (UNWTQO, 2018). It not only
generates revenue and employment opportunities but also fosters cultural exchange and
environmental awareness (Hall & Page, 2019). In Indonesia, the tourism industry plays a
crucial role in driving economic progress, with various destinations experiencing rapid
visitor growth. One such destination is Kebun Raya Bogor (Bogor Botanical Gardens), a
historical botanical research center and a major eco-tourism site that attracts both
domestic and international tourists (Rahadian, 2021). However, despite its rich
biodiversity and cultural significance, visitor satisfaction and loyalty remain key
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challenges, primarily influenced by service quality and visitor motivation (As’ad et al.,

2023).

Table 1. Number of Visitor Bogor Botanical Garden 2019 - 2023

No Tourist Jumlah Kunjungan Orang per Tahun
Attraction 2019 2020 2021 2022 2023

1 Kebun Raya Bogor 1.040.083 | 1.185.381 | 1.113.369 | 940.086 | 1.432.666

2 Istana Bogor 45.276 15.098 112.017 117.887 | 661.592

3 Country Club | 203.956 256.568 321.808 328.670 | 479.338
Cimanggu

4 Museum Zoologi 127.989 215.531 212.604 211.745 | 362.349

5 Museum Entobotani 32.288 44.809 3.872 3.804 6.333

6 Museum Tanah 26.477 38.719 38.809 39.843 46.772

7 Museum PETA 22.398 36.102 13.405 13.173 15.667

8 Museum Perjuangan | 30.618 37.556 31.867 29.930 26.667
Bogor

9 Prasasti Batutulis 28.899 29.337 16.327 15.182 22.868

Source : Bogor City Tourism and Culture Department (Disparbud Kota Bogor), 2024

LITERATURE REVIEW
Service Quality in Tourism
Service quality is a crucial factor in the tourism industry, playing a significant role
in shaping visitor experiences and influencing satisfaction and loyalty (Parasuraman,
Zeithaml, & Berry, 1988). The SERVQUAL model, developed by Parasuraman et al.
(1988), identifies five key dimensions that determine service quality:
e Reliability: The ability to deliver promised services accurately and consistently.
e Responsiveness: Willingness to assist customers and provide prompt services.
e Assurance: Employees' knowledge, courtesy, and ability to inspire trust and
confidence.
e Empathy: Individual attention and care provided to customers.
e Tangibles: The physical appearance of facilities, equipment, personnel, and
communication materials.
In tourism, high service quality enhances visitor satisfaction, which in turn
increases their likelihood of revisiting and recommending a destination (Zeithaml et al.,
2018). Research conducted in Bali found that perceived service quality significantly
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impacted tourists’ intention to return and engage in positive word-of-mouth marketing
(Putri & Suprapti, 2020).

At Kebun Raya Bogor, previous studies indicate several service-related
challenges, including poor facility maintenance, inadequate information availability, and
difficulties in online ticketing access (Kompas, 2023; Google Reviews, 2023). Additionally,
the lack of clear signage and navigation aids within the botanical garden negatively affects
visitor experiences. Addressing these service quality issues is essential for enhancing
visitor satisfaction and increasing revisit intention—a key indicator of destination loyalty
(Hermawan, 2018).

Visitor Motivation in Tourism

Visitor motivation is a psychological factor that drives individuals to engage in
tourism activities. According to push and pull factors theory (Crompton, 1979),
motivations can be classified into:

e Push Factors: Internal motivations such as the need for relaxation, adventure,
social interaction, and education (Dann, 1977).

e Pull Factors: External attributes of a destination that attract visitors, such as
natural beauty, cultural heritage, and the quality of available facilities (Urry, 1990).
Research by Girma et al. (2019) found that a combination of push and pull

motivations significantly affects tourists’ decision-making and likelihood of returning.

At Kebun Raya Bogor, visitor motivations often include recreation, nature
exploration, education, and social interaction (Damayanti et al., 2023). However, external
factors such as accessibility, weather conditions, and traffic congestion may hinder their
experiences and impact their revisit intention (Zaenuri, 2012). Understanding these
motivations allows tourism managers to develop targeted strategies to improve visitor
satisfaction and retention (Mill& Morrison, 1998).

The Relationship Between Service Quality, Visitor Motivation, and Satisfaction

Visitor satisfaction is an evaluation of the overall experience obtained during a trip.
According to Kotler & Keller (2016), satisfaction occurs when actual experiences meet or
exceed visitor expectations. Several studies indicate that service quality and visitor
motivation are the primary determinants of tourist satisfaction (Tjiptono, 2016).

A study by Hanif & Mawardi (2016) found that visitor satisfaction has a strong
impact on tourist loyalty, as satisfied visitors are more likely to return and recommend the
destination. In the case of Kebun Raya Bogor, research by Rahadian (2021) identified
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tourism facilities and service quality as key factors affecting visitor satisfaction. Enhancing
service quality and aligning with visitor motivations can significantly improve visitor
experiences and loyalty.

Revisit Intention and Its Determinants

Reuvisit intention refers to a visitor’'s willingness to return to a destination based on
their past experiences (Cronin & Taylor, 1992). Several factors influence revisit intention,
including:

1. Satisfaction: Visitors who are satisfied with their experiences are more likely to

return (Zeithaml et al., 2018).

2. Service Quality: High-quality service enhances visitor perceptions and increases

the likelihood of revisiting (Parasuraman et al., 1988).

3. Visitor Motivation: Tourists with strong push and pull motivations are more likely to

engage in repeat visits (Pangaribuan et al., 2021).

A study by As’ad et al. (2023) found that service quality significantly impacts revisit
intention, contributing 93.2% to the variance in return behavior. Additionally, research by
Mediasi (2023) revealed that high-quality service in restaurants and tourist destinations
strongly influences consumer behavior and repeat visits.

RESEARCH METHODS

This study employs a quantitative research approach with an explanatory research
design to analyze the relationship between service quality, visitor motivation, visitor
satisfaction, and revisit intention at Kebun Raya Bogor. The research uses primary data
collected through structured questionnaires and observations, as well as secondary data
from government reports and academic literature.

A sample of 100 respondents was selected using purposive sampling, ensuring
that participants had prior experience visiting Kebun Raya Bogor. The data was analyzed
using Structural Equation Modeling (SEM) with SmartPLS software, which allowed for
testing both direct and mediated relationships between the research variables.

284
IJEBIR, Volume 04 Issue 02, 2025

Copyright at authors some right reserved this work is licensed under a Creative
Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/

International Journal of Economics, Business and Innovation Research
https://e-journal.citakonsultindo.or.id/index.php/IJEBIR

E-ISSN : 2964-0865

Issues at Bogor Botanical Gardens inchude poarly
mamtamed facilities, slow service, poor hygiene,
difficulty purchasing fickets online, ncomplete
information, and lack of clear directions.
Improvmg the Quality of Tounsm Services at Bogor
Botanical Garden -
*
Theory : 1. How does service quality affact visitor Data Collection
1. Service Quality szhetachion viatiing fhe Boger Bofanical Technigues:
7. Motivation 1. Queshomnaire
1. How does motivation affict the satizfaction of 2. Obzervation
Concapt : visitors visiting the Bogor Botamcal Garden? 3. Literature
1. Service Quality 3. How does satisfaction affect the intention o Review
2. Eatisfation visit the Bogor Botanical Garden agai?
3. Intentio to Rewst i
1 Ve 4. How does srvics quality affsct the intention D.;ia‘ﬂ“.‘alf"s_“
o vizit the Bogor Botanieal Garden again?
? = = 1. SmartPL§
5. How does motivation affect the mtention to
+vizit the Bogor Botamcal Garden agam?
6. How does servics quality affact the imtertion

o visit again mediated by the satisfaction of
izitors who vistt the Bogor Botanical Garden?

7. How does visitor motivation affect the
miention to visit again mediated by the
satisfaction of visitors visiting the Bogor
Botanical Garden?

'
| Rescarch Outcome |

¥
| Peccomendation |

Figure 1 : Research Framework

This article intends
Analyze the impact of service quality on visitor satisfaction at Kebun Raya Bogor.
Examine the role of visitor motivation in shaping satisfaction.
Evaluate how visitor satisfaction influences revisit intention.
Investigate the direct effect of service quality on revisit intention.
Explore the mediating role of visitor satisfaction in the relationship between service
guality, motivation, and revisit intention.

a s ownNpeE

DISCUSSION
The study finds that service quality, as measured through dimensions like
reliability, responsiveness, assurance, empathy, and tangibles, has a significant impact
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on visitor satisfaction. High-quality service increases trust and confidence in the
destination, leading to higher levels of satisfaction and a greater likelihood of revisiting.
Additionally, visitor motivation—both intrinsic and extrinsic—plays a crucial role in
shaping the overall experience. Visitors motivated by relaxation, social interaction, or
cultural exploration tend to rate their satisfaction higher, influencing their intention to
return. The relationship between satisfaction and revisit intention further emphasizes the
role of a positive service experience in fostering loyalty.

The study findings confirm that service quality significantly influences visitor
satisfaction (T Statistic = 0.5361, p < 0.003). This aligns with Parasuraman, Zeithaml, and
Berry (1988), who identified five key service quality dimensions: reliability,
responsiveness, assurance, empathy, and tangibles. The data analysis shows that
among these dimensions, responsiveness (8 =0.471, p < 0.001) and reliability (B = 0.436,
p < 0.001) have the strongest impact on visitor satisfaction. This finding is consistent with
Ladhari (2009), who found that service quality directly affects customer satisfaction in the
tourism sector. Moreover, Brady & Cronin (2001) argue that superior service quality
increases perceived value, enhancing visitor satisfaction further.

The results also confirm that visitor motivation has a significant positive effect on
visitor satisfaction (T Statistics = 5.665, p < 0.001). Supporting Dann’s (1977) Push-Pull
Motivation Theory, the study finds that intrinsic motivations (B = 0.452, p < 0.001) such
as relaxation and socialization are stronger predictors of satisfaction compared to
extrinsic motivations (8 = 0.382, p = 0.005). This is consistent with Crompton (1979), who
argued that psychological motivations drive tourist satisfaction. Research by Pangaribuan
et al. (2021) further reinforces this, emphasizing the role of visitor motivation in shaping
satisfaction in nature-based tourism destinations.

Additionally, the study finds that visitor satisfaction significantly influences revisit
intention (T Statistics = 2.482, p < 0.000). Supporting Oliver's (1980) Expectation-
Disconfirmation Theory, the data indicates that satisfied visitors exhibit stronger revisit
intentions. The study reveals that emotional satisfaction (8 = 0.521, p < 0.001) plays a
crucial role in increasing loyalty, which is aligned with findings by Yuksel, Yuksel, & Bilim
(2010), who highlighted the role of emotional attachment in repeat visits. Similar studies,
such as Rahadian (2021), confirm that visitor satisfaction is a major driver of loyalty in the
context of Kebun Raya Bogor.

Furthermore, the research confirms that service quality has a direct effect on revisit
intention (T Statistics = 4.783, p < 0.005), meaning that visitors who receive high-quality
service tend to develop stronger intentions to return. This supports Zaenuri (2012), who
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found that service quality significantly influences visitor retention. The data also shows
that assurance (8 = 0.428, p = 0.003) and empathy (B = 0.401, p = 0.005) are among the
strongest predictors of revisit intention. Research by Han & Hyun (2018) further confirms
that exceptional service quality enhances customer commitment and return visits.

The study also finds that visitor motivation has a direct impact on revisit intention
(T Statistics = 4.988, p < 0.001). This aligns with Girma et al. (2019), who found that
visitors with high emotional engagement and motivation are more likely to return.
Additionally, a study by Anugrah (2022) confirms that motivation directly influences repeat
visits, particularly when visitors seek unique and fulfilling experiences.

Moreover, the study highlights the mediation effect of visitor satisfaction on the
relationship between service quality and revisit intention (T Statistics (O/STDEV) 2.207,
p < 0.001). This means that while service quality has a direct impact on revisit intention,
its effect is amplified through visitor satisfaction. This supports findings by Cronin & Taylor
(1992), which demonstrated that service quality enhances satisfaction, leading to stronger
revisit intentions. The study by Indriani et al. (2021) further confirms that satisfaction acts
as a mediating factor between service quality and visitor loyalty in tourism destinations.

Finally, the research confirms that visitor motivation indirectly affects revisit
intention through satisfaction. This aligns with Pearce, Morrison, & Rutledge (1998), who
found that motivation influences trip satisfaction, which in turn affects revisit likelihood.
Additionally, Pangaribuan et al. (2021) demonstrated that motivation and satisfaction
together enhance visitor retention, highlighting the importance of creating engaging visitor
experiences.

Table 2. Result of Direct Effect

Direct Effect T Statistics P Values
Statisfaction -> Intention to Revisit 2.482 0.011
Service Quality -> Statisfaction 5.361 0.003
Service Quality -> Intention to Revisit 4.783 0.005
Visitor Motivation -> Statisfaction 5.665 0.000
Visitor Motivation -> Intention to Revisit 4.988 0.001

Table 3. Result of Indirect Effect

. T Statistics
Indirect Effect (IO/STDEV)) P Values
Service Quality -> Statisfaction -> Intention to Revisit 2.207 0.028
Visitor Motivation -> Statisfaction -> Intention to Revisit 2.194 0.029
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CONCLUSION

The findings of this study confirm the interconnected roles of service quality, visitor
motivation, satisfaction, and revisit intention. The research supports existing theories and
prior studies, reinforcing the need for continuous improvements in service quality and a
deeper understanding of visitor motivations to enhance visitor loyalty at Kebun Raya
Bogor. The results suggest that destination managers should prioritize high-impact
service improvements (e.g., staff responsiveness and assurance), develop tailored
marketing strategies based on visitor motivations, and implement experience-enhancing
initiatives such as loyalty programs or exclusive events to encourage repeat visits.

REFERENCES

Anugrah, A. M., Antara, M., & Mahendra, M. S. (2022). Pengaruh Citra Destinasi, Motivasi
dan Persepsi Risiko terhadap Kepuasan Wisatawan Sepeda Gunung dan Niat
Berkunjung Kembali. Jurnal Kepariwisataan: Destinasi, Hospitalitas Dan
Perjalanan, 6(2), 152-165. https://doi.org/10.34013/jk.v6i2.852

As’ad, M., Hermansyah, & Junaedi. (2023). Pengaruh Promosi dan Kualitas Pelayanan
Terhadap Minat Kunjung Kembali Wisatawan di Pulau Pramuka Kepulauan Seribu
(Studi Kasus Wisatawan Pulau Pramuka). Jurnal Administrasi Dan Bisnis, 3(3),
280-290.
Brady, M. K., & Cronin Jr, J. J. (2001). Some new thoughts on conceptualizing perceived
service quality: a hierarchical approach. Journal of marketing, 65(3), 34-49.
Crompton, J. L. (1979). Motivations for pleasure vacation. Annals of tourism research,
6(4), 408-424.

Damayanti, E., Lestari, D., & Ketut Muliadiasa, I. (2023). The Effect of Location and
Motivation of Tourists on Decisions to Visit Domestic Tourists of Spring Tembeling,
Nusa Penida. Jurnal Pariwisata Dan Bisnis), 02(3), 616—628

Girma, M., & Singh, M. (2019). Factor affecting intention to visit destination ethiopia;
Branding perspectives. International Journal of Management Science, 6(1), 1-8.

Hermawan, H. (2018). Pengaruh Kualitas Pelayanan terhadap Kepuasan Wisatawan
serta Dampaknya terhadap Loyalitas. Upajiwa Dewantara.
https://doi.org/10.26460/mmud.v2i2.3088

Han, H., & Hyun, S. S. (2018). Role of motivations for luxury cruise traveling, satisfaction,
and involvement in building traveler loyalty. International Journal of Hospitality
Management, 70, 75-84.

288
IJEBIR, Volume 04 Issue 02, 2025

Copyright at authors some right reserved this work is licensed under a Creative
Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/
https://doi.org/10.26460/mmud.v2i2.3088

International Journal of Economics, Business and Innovation Research
https://e-journal.citakonsultindo.or.id/index.php/IJEBIR

E-ISSN : 2964-0865

Mill, Robert C and Morrison Alastair M. (1985). The Tourism System, An Introductory
Text. New Jersey: Prentice Hall Inc

Kotler & Keller. (2016). Marketing Management . England: Pearson Global Edition (15th
ed.). In Marketing Management

Mediasi, S. V. (2023). Pengaruh kualitas layanan terhadap minat kunjung kembali di
restoran kaizen bbq grill & shabu-shabu surabaya dengan customer experience
sebagai variabel mediasi. 9(1), 46-53.

Mitchell, B. G., Hall, L., White, N., Barnett, A. G., Halton, K., Paterson, D. L., ... & Graves,
N. (2019). An environmental cleaning bundle and health-care-associated
infections in hospitals (REACH): a multicentre, randomised trial. The lancet
infectious diseases, 19(4), 410-418.

Pangaribuan, E., Suwena, I. K., & Sasrawan Mananda, |. (2021). Pengaruh Kualitas
Pelayanan Terhadap Kepuasan Wisatawan Nusantara Ke Curug Leuwi Hejo,
Bogor Pada Era New Normal. Jurnal IPTA, 9(2), 294,
https://doi.org/10.24843/ipta.2021.v09.i02.p07

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). Servqual: A multiple-item scale
for measuring consumer perc. Journal of retailing, 64(1), 12.

Putri, I. W., & Suprapti, I. (2020). Pengaruh Kualitas Layanan Terhadap Loyalitas Pada
Wisata Petik Apel Kelompok Tani Makmur Abadi ( Ktma ). Agriscience.

Rahadian, W. R. (2021). Pengaruh Fasilitas Wisata dan Kualitas Pelayanan Terhadap
Kepuasan Wisatawan Nusantara di Kebun Raya Bogor. Bogor Hospitality Journal,
5(2).

Zaenuri. (2012). Perencanaan Strategis Kepariwisataan Daeran: Konsep dan

Aplikasi. Jogjakarta: e-Gov Publishing

289
IJEBIR, Volume 04 Issue 02, 2025

Copyright at authors some right reserved this work is licensed under a Creative
Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/

