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Abstract 
Tourist destination image is formed through tourists' perception, which is significantly influenced by interrelated 
factors related to tourists and the tourist destination itself, i.e., travel motivation, service quality, and tourist 
satisfaction. The object of this research is the Parapat city in Simalungun Regency North Sumatra Province of 
Indonesia. Parapat in Simalungun Regency, as a high potential tourist destination in North Sumatera Province of 
Indonesia, must be able to create a positive image to increase the number of tourist visits. The purpose of this 
study is to analyze the direct and indirect influence of tourists’ motivation to travel, service quality, and tourist 
satisfaction towards the image of Parapat. This study suggests a tourist development strategy through the 
formation of Parapat positive destination image from tourist’s perspective, hence will provide benefits for 
Parapat tourism stakeholders in developing and managing tourist destinations by improving the quality of 
existing functional aspects. 
Keywords: destination, image, motivation, quality, satisfaction 
1. Introduction 
Tourism has rapidly grown in recent years, as travelling becomes a phenomenon in society as a necessity and 
thus inseparable from human life. Through travel activities, the tourism industry contributes to various sectors, 
mainly towards the economy, by increasing foreign exchange and providing business opportunities to improve 
local communities' life quality. Tourists can evaluate a tourist destination based on the interpretation of their 
beliefs and perception, which is then referred to as the destination image. The image established by a tourist 
destination is often regarded as a critical aspect in tourist destination development. It is influential towards 
tourists' decision-making to travel to the related tourist destination. Although the previous tourism studies 
primarily investigated these issues related to destination image independently, very limited research addressed 
the interrelationships between tourists' motivation to travel, quality of service provided by tourist destination, 
and tourist's satisfaction in shaping a particular tourist destination's image. Researchers discussed the existing 
literature related to each construct and the interrelationships among the concepts through this research.  
Parapat in Simalungun Regency, North Sumatera Province, has a high potential in the tourism industry as it 
offers a variety of tourist destinations, particularly nature-based destinations. Based on report analysis of 
Simalungun Regency’s tourist destinations in 2017-2018, Parapat becomes the most-visited tourist destination in 
Simalungun Regency. However, there is a significant decrease in total visits from 142.895 tourists (2017) to 
67.518 tourists (2018) in one year. Due to the increasingly competitive tourism market, every tourist destination 
must strive to maximize the destination’s appeal in the targeted market. To sustain the competitive business in 
the tourism industry, Parapat tourism stakeholders must establish a positive and unique image to increase tourist 
visits. In accordance with research problems, the purpose of this study, i.e., (1) to identify tourist destinations 
that tourists frequently visit in Parapat, (2) to analyze the influence of travel motivation towards the image of 
Parapat, (3) to analyze the influence of service quality towards the image of Parapat, (4) to analyze the influence 
of tourist satisfaction in forming an image of Parapat, and (5) to observe the influence of motivation, service 
quality, and tourist satisfaction directly and indirectly towards the image of Parapat. 
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2. Literature Review 
2.1 Tourist Destination  
A tourist destination must have several complementary attributes as these attributes are required by tourists to 
support their travel experience. According to Suwena (2010), there are four main attributes in a tourist 
destination known as "4A", i.e., (1) attraction (complementary element in a tourist destination that includes 
natural resources, human-made, culture or other aspects that evokes tourist's motivation to travel); (2) amenities 
(facilities and services provided to fulfill tourist's travel needs, consisting accommodation, food and beverage 
providers, shopping and entertainment venues); (3) accessibility (ease of tourist's access to/within tourist 
destination which related to cost and comforts); and (4) ancillary (the involvement of tourism stakeholders as 
human resources that manages tourist destination to provide positive and memorable tourism experience for 
tourists).  
From a marketing perspective, tourism destination attributes are designed to appeal to tourists and marketed as a 
solution to fulfill tourists’ needs and demands to increase the competitiveness of the particular tourist destination 
(Visser, 2009). To attract tourists, tourist destination stakeholders should provide products and services that 
fulfills or even exceed tourists’ demands compared to other tourist destinations. Tourism promotion manifested 
the tourist destination image through official promotional media or word-of-mouth from past travelers (Akroush 
& Jraisat, 2016). Although a tourist destination is well-managed by stakeholders, tourist destination development 
relies heavily on tourism promotion as a strategy that involves destination image in shaping the initial depiction 
or perception of potential tourists towards the tourist destination. Tourism promotion typically uses various 
external information sources. An effective tourism promotion should also include information about the tourist 
destination’s attractiveness and qualities, e.g., accommodations provided, atmosphere offered, 
cost-appropriateness. 
In recent years, communication media has been an effective tool for tourism stakeholders to promote tourist 
destinations. Tourists also publish their travel experiences to help encourage destination tourist attractions 
(Katsoni, 2014). In today’s era of globalization, information distribution through various forms of 
communication media becomes an effective tourism marketing strategy to generate interest and motivate 
potential tourists to travel. As a significant stakeholder in the tourism industry, the local government has to 
manage the promotion of tourist destinations. The role of tourists who visited the tourist destination is also 
significant, as earlier studies related to tourist’s post-consumption behavior suggest that past travelers can 
directly influence potential tourists to visit or decline their intention to travel to the tourist destination. 
2.2 Destination Image 
Destination image comprises the beliefs, ideas, and impressions perceived by travelers towards the 
tourist destination (Kotler & Keller, 2009). As a person's portrayal of a tourist destination, destination 
image plays a vital role in tourism development. The overall appearance of a tourist destination is 
formed by cognitive image and affective image, in which cognitive image reflects traveler's knowledge, 
recognition, beliefs, thoughts, and awareness towards each attribute of the tourist destination. In 
contrast, the affective image represents feeling and perception as a tourist's emotional interpretation 
towards a tourist destination (Beerli & Martin, 2004). The process of establishing a destination image 
by tourists through tourism experience, according to Manhas, Manrai & Manrai (2016), can be 
described in three stages, i.e., pre-consumption stage (travel planning), consumption stage (travel 
implementation), and post-consumption stage (after travel). Tourists will shape the overall image of a 
tourist destination based on their travel experience. 
2.3 Travel Motivation 
Travel motivation is considered a determinant for tourists to travel to fulfill their needs. Travel motivation is the 
'trigger' of the travel process as the travel motivation determines the potential tourists in travel decision-making 
and which tourist destination will be visited (Pitana & Gayatri, 2005). An intention to travel is formed by various 
reasons that arose in potential tourists' lives, thus encouraging them to fulfill their needs by travelling. Jang, Bai, 
Hu & Wu (2009) suggested two factors as an approach to assess travel motivation, i.e., push factors (internal 
stimuli) and pull factors (external stimuli). From a tourist's perspective, the overall factors form a strong travel 
motivation that determines the tourist's decision-making process to travel to a particular tourist destination. In 
other words, tourists are more likely to choose a destination that is believed to fulfill their internal needs. 
Gnanapala (2012) stated that push factor represents internal factors that encourage the emergence of one's desire 
to travel, so that push factors can also be referred to as a set of intangible factors forming travel motivation, i.e., 
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(1) escape (the desire to escape from tense or tiring routine temporarily), (2) rest & relaxation (the desire to rest 
or to improve physical and cognitive state), (3) prestige (the desire to improve social status by travelling 
publication for others to see), (4) enhancement of kinship relationship (the desire to strengthen relationships 
among family members who travel together), and (5) adventure (the desire to explore a tourist destination 
directly, in order to enrich their knowledge and experience of the new places). 
Gnanapala (2012) also suggests a set of external factors in the form of tourist destination attributes that attracts 
one's interest to travel so that the pull factors can also be referred to as a set of tangible factors forming travel 
motivation, i.e., (1) attractions (uniqueness of tourist destination including the natural resources, cultural, 
human-made or other aspects that can pull tourists to visit), (2) budget (inexpensive travel expenses following 
travel experience quality), (3) culture (cultural property owned by tourist destination that is usually presented 
through live cultural performances or surrounding infrastructure), and (4) amenities (the convenient service and 
attractive facilities provided by the tourist destination developer). 
From the service provider's perspective, travel motivation is regarded as the primary consideration in providing 
services according to tourist's expectations to build tourist satisfaction (Setyaningsih, 2017). A person travels 
because of their encouragement to fulfill particular desires/objectives. The diversity of travel motivation has an 
impact on different tourist's needs. Thus, the tourist destination development planner must understand tourist's 
travel motivation to provide services that can fulfill various tourist needs. If tourists are satisfied with the 
services offered, they will most likely form a positive image towards the tourist destination 
2.4 Service Quality 
Service quality as part of the travel process's consumption stage reflects the fulfillment of products/services by 
service providers towards tourists' needs and the accuracy in conveying service to fulfill tourists' expectations 
(Tjiptono, 2008). The success of a tourist destination depends significantly on the service provider's efforts in 
providing high-quality service to tourists. The approach in evaluating the quality of services, according to 
Zeithami and Bitner (2010), is divided into 5 SERVQUAL dimensions, i.e., (1) assurance (the ability of service 
providers to generate trust towards tourists, which is free from risk or doubt through guaranteed high-quality 
services), (2) empathy (the ability of service providers to pay attention individually and understanding the needs 
of tourists so that tourists feel valued as guests), (3) reliability (the ability of service providers in professionally 
delivering services as expected by tourists), (4) responsiveness (participation and responsivity that the service 
provider must have to serve the tourists), and (5) tangibles (the form of physical facilities to support other 
intangible services). 
Tourists' perception and evaluation towards service quality determine the satisfaction that tourists feel, as 
high-quality service tends to increase tourist satisfaction towards travel destination (Khuong & Phuong, 2017). 
Service providers' efforts to provide high-quality and suitable service plays a significant role in establishing 
tourist satisfaction; hence, tourists will directly form a positive image of the related tourist destination because 
they have received satisfactory service. 
2.5 Tourist Satisfaction 
Chen & Tsai (2007) stated that tourist satisfaction is a form of tourist's pleasure as positive emotion arises from 
their travel experience based on the fulfillment of their expectations or travel needs. Satisfaction is measured 
over the performance of products and services in a tourist destination so that tourist will be delighted if the 
products and services provided can fulfill tourist's needs. From a tourist's behavioral perspective, the satisfaction 
level results from the post-consumption stage in the travel process. Tourists will be delighted when service 
providers can provide products and services more than expected by tourists (Tjiptono, 2014). The gap between 
tourist's expectations and amenities performance determines the level of tourist satisfaction, so tourist destination 
development planners should provide services that exceed tourists' expectations. Thus tourists can achieve high 
satisfaction. Tourist satisfaction indicates how well a tourist destination is currently meeting tourists' needs 
related to the quality of product and services received by tourists, which significantly influences tourists in 
shaping a positive image towards the tourist destination (Martaleni, 2017). The higher the level of tourist 
satisfaction, the higher the positive image formed by tourists towards tourist destination, and vice versa. Tourist 
satisfaction serves as feedback for tourist destination development planners by evaluating the tourism attributes 
periodically and improving the quality of products and services to meet the needs of future tourists. 
Tourist satisfaction is considered a critical element to maintain competitive business as a benchmark of 
successful tourism marketing because it is directly associated with the potential of revisit and travel 
decision-making towards a particular tourist destination (Meng, Tepanon, & Uysal, 2008). When a tourist 
destination can provide a unique and memorable destination image, the impression will evoke tourists' intention 
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to revisit in the future. A positive destination image can be recommended to outside parties through the influence 
of word-of-mouth. Hence, they will be motivated to travel to the related tourist destination. 
3. Method 
In completing this research, researchers used the multiphase mixed method by first conducted observations based 
on each attribute of 7 Parapat tourist destinations through a field survey to identify which tourist destinations are 
frequently visited by tourists in Parapat. Researchers also distributed questionnaires to respondents to collect 
data simultaneously regarding the information sources, travel motivation, service quality and tourist satisfaction. 
Respondents are a random sample of 115 local tourists aged 17-30 years who is currently travelling/had travelled 
to Parapat. The data obtained from the questionnaire are qualitative data in the form of answers to substantial 
questions and quantitative data in the form of tourist evaluation towards several indicators using a 5-point Likert 
scale ranging between 5 as 'strongly agree' to 1 as 'strongly disagree' for service quality, and between 5 as 'highly 
satisfied/highly positive' to 1 as 'dissatisfied/negative' for tourist satisfaction and destination image. Quantitative 
data was used because it supports the accuracy of qualitative data. During the final stage, researchers analyzed 
the direct and indirect influence of motivation, service quality and tourist satisfaction towards the image of 
tourist destinations in Parapat. Previous studies often investigated these issues related to destination image 
independently without discussing each construct's interrelationship (e.g., Khan, Chelliah, & Ahmed, 2017; Kayat 
& Hai, 2014; Chi & Qu, 2008). Although the usage of a mixed-method in tourism literature has been limited, this 
method's strength has been proven in helping researchers connect several seemingly independent studies to 
achieve the overall research goal (Lattimore, Mura, & Yung, 2017). 
4. Results and Discussions 
4.1 Tourist Destinations in Parapat  
Attraction  
Every tourist visited at least 1 out of 7 tourist attractions when they come to Parapat (figure 1) because each 
tourist attraction in Parapat has its unique value. As one of the world's natural wonders, Lake Toba becomes the 
leading tourist attraction in Parapat. Parapat is widely known by local and foreign tourists as it offers the 
enchanting beauty of nature. The surrounding hills and Samosir Island in the middle of the lake make it a 
uniqueness that only had by Lake Toba. Lake Toba also offers annual cultural events, such as Toba Lake Festival 
and other cultural performances by Parapat's local tribe, Batak. Besides Lake Toba, four beaches in Parapat, i.e., 
Pasir Putih Beach, Inna Parapat Beach, Indah Permai Beach, and Free Beach overlooking Lake Toba, offer a 
splendid natural view. Parapat is also famous for its other two human-made attractions, i.e., Pesanggrahan Bung 
Karno House, with high historical value because it was once a place of exile for Ir. Sukarno (first president of 
Indonesia) during the colonial era; and HKBP Parapat Church as a church with high religious value offers 
splendid facade as a blend of traditional Batak ornaments and modern architectural style. Hence, Parapat is well 
known for its diversity of attractions, incredibly natural and cultural attractions.  
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Figure 1. The tourist destinations in Parapat 
Amenities  
The amenities provided at Parapat tourist attractions are pretty complete and able to accommodate tourists. Out of 
223 visits from 115 questionnaires distributed, Lake Toba (49.6%), Pasir Putih Beach (14.7%), and Inna Parapat 
Beach (14.7%) are the most frequently visited tourist attractions by tourists in Parapat, as these three tourist 
attractions provide more accommodation compared to other Parapat tourist attractions. Every tourist attraction in 
Parapat provides amenities consisting hotel, restaurant, church, mosque, and tourist facilities (water sports for 
Lake Toba and Parapat beaches). Souvenir shops are also available near some tourist attractions in Parapat. 
However, tourism stakeholders should provide more tourist-related facilities in Indah Permai Beach, Free Beach, 
Pesanggrahan Bung Karno House, and HKBP Parapat Church from the availability of amenities. 
Accessibility  
Although some tourist attractions are difficult to reach by tourists, the infrastructure of roads in Parapat is wide 
enough to be passed by two cars, and the condition of an asphalt surface is well maintained. Thus, tourists are 
given ease in reaching tourist attractions in Parapat. Next to the road is a pedestrian pavement equipped with 
street lights that supports pedestrian circulation. However, these are not available on local roads near Indah 
Permai Beach and Pesanggrahan Bung Karno House. There are plenty of transportation options for tourists in 
Parapat. Land transportation allows tourists to reach tourist attractions by public transit through Sosor Baba 
Terminal or private vehicles. Two ports support water transportation, i.e., Ajibata Port and Tigaraja Port. These 
ports are the main access point for tourists to reach Samosir Island from Parapat, and vice versa. Tourists can 
also explore the beauty of Lake Toba and beaches in Parapat directly using the tourist boats that stop at both 
ports. The overall accessibility in Parapat has a good evaluation in tourist’s eye, as it supports both vehicle and 
pedestrian circulation. 
Ancillary 
As a Parapat tourism stakeholder, the government provides security facilities (CCTV and guardhouse/police 
office) and hygiene facilities (cleaning service and trash bin) to support travel activities in every Parapat tourist 
attractions. The local community is involved in maintaining each tourist attraction's hygiene and security in 
Parapat, although a guardhouse does not facilitate HKBP Parapat Church. The hospital as a health facility is 
located near Pasir Putih Beach and Free Beach. Realizing Parapat tourism's importance, the local government 
also provides tourism information centre and tour guide services as the leading ancillary service to support 
Parapat tourist attractions. 



ijps.ccsenet.org International Journal of Psychological Studies Vol. 13, No. 2; 2021 

38 
 

Tourist destination attributes analysis 
From a marketing perspective, tourism destination attributes are designed to appeal to tourists and marketed as a 
solution to fulfill tourists’ needs and demands to increase the competitiveness of the particular tourist destination 
(Visser, 2009). Parapat tourist attractions are well managed in terms of attributes, supported by the ease of 
accessibility given to tourists and direct involvement of tourism stakeholders in providing ancillary services. 
Tourism marketers must still improve the quality and add more tourist facilities so that the appealing tourism 
attributes can attract more tourists to visit Parapat. 
Study of information related to Parapat tourism 
Based on table 1, most respondents (63.5%) visited Parapat tourist attractions because they were given 
recommendations by past travelers who had visited Parapat. Through electronic media (28.7%) and printed 
media (1.7%), tourism promotion can attract tourists to visit Parapat. The remaining 6.1% of respondents visited 
Parapat because of other reasons that were not considered pull factors. In recent years, communication media has 
been an effective tool for tourism stakeholders to promote tourist destinations. Tourists also publish their travel 
experiences to help encourage destination tourist attractions (Katsoni, 2014). In recent years, Parapat tourism 
marketers have been promoting Parapat tourism through the internet (electronic media). It effectively reaches a 
bigger audience, including the distribution of digital posters and brochures, social media promotions, and articles 
on tourism websites, and tourism promotion videos. Recommendations given by past travelers who had visited 
Parapat has proven to be the most effective form to promote Parapat's initial image towards potential tourists, 
which can be conveyed directly through word-of-mouth or indirectly through communication media. This fact 
implies that Parapat tourism stakeholders must always strive to improve tourists' travel experience so that 
tourists want to give out the recommendation to potential tourists. 
The number of local tourists was 119,756 people, and foreign tourists were 13,218 people that visited Parapat in 
2019. This fact indicates that tourism promotions carried out mainly through broadcast media for the past few 
years have promoted Parapat tourism more quickly and effectively. However, the number of international visits 
was still deficient compared to domestic visits, proving that the current tourism marketing strategy was not 
sufficiently appealing for foreign tourists. The current Parapat tourism promotion focuses only on Lake Toba, 
which has the most outstanding natural potential in North Sumatra. Aside from improving promotions through 
communication media, other tourist destinations in Parapat and the attributes should also be marketed. This 
strategy can attract more potential tourists as they become aware of Parapat’s various attractions and convince 
them in their travel decision-making. 
Table 1. Information sources regarding Parapat tourism  

Information sources Frequency Percentage (%) 
Recommendation from past travelers 73 52.1 
Communication media 33 35.7 
Tourism brochures 2 5.2 
Others 7 7 

4.2 Tourists Travel Motivation towards Image of Parapat  
Push factors  
The desire for relaxation (35.7%), escape from the daily routine (28%), and explore new places (26%) are the 
dominant push factors encouraging 115 Parapat tourists to travel (table 2). 19% of respondents travelled to 
strengthen relationships between family members, and 0.9% travel on social media. They travelled to improve 
social status through the publication of travel on social media. Push factor represents internal factors that 
encourage the emergence of one's desire to travel, which can also be referred to as a set of intangible factors 
forming travel motivation (Gnanapala, 2012). Tourists seek tourist destinations in Parapat to fulfill their travel 
needs, mainly through amenities that accommodate most tourists' desire to relax and rest. Tourists feel refreshed 
because Parapat offers fresh air surrounded by nature. Some considered Parapat a temporary escape from the 
tension they face every day because tourist facilities (i.e., water bikes and boats) provided on Parapat beaches 
can provide cognitive and physical refreshment. A variety of Parapat attractions triggers tourist's curiosity to 
explore Parapat tourist destinations furthermore. Push factors are closely related to tourist's internal needs or 
desires that tourists must fulfill through various travel activities in Parapat. 
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Pull factors  
The attraction offered (45%), the inexpensive travel budget (25.2%), and the high cultural value owned (23.5%) 
by Parapat's tourist destinations are the dominant pull factors attracting 115 respondents to visit Parapat (table 2). 
5.2% of respondents travelled because of the exciting facilities and services offered by Parapat tourist 
destinations. Pull factors represent a set of external factors in tourist destination attributes that attract one's 
interest to travel, also referred to as tangible factors forming travel motivation (Gnanapala, 2012). Each tourist 
attractions in Parapat offers its attractiveness as the primary determinant for most tourists to travel to Parapat. 
The inexpensive travel budget could also attract many tourists to visit Parapat because the travel cost is 
considered affordable/worthy of amenities provided and ease of accessibility in Parapat. Pull factors are closely 
related to Parapat tourism attributes appealing to attract tourists to come to Parapat. 
Table 2. Parapat tourists’ travel motivation  

Factors Frequency Percentage (%) 
Pull factors   

Rest & relaxation 41 35.7 
Escape 28 24.3 
Adventure 26 22.6 
Enhancement of kinship relationship 19 16.5 
Prestige 1 0.9 

Push factors   
Attraction 45 39.1 
Budget 29 25.2 
Culture 27 23.5 
Amenities 6 5.2 
Others 8 7 

Travel Motivation Analysis  
Travel motivation is considered a determinant for tourists to travel to fulfill their needs. Travel motivation is the 
'trigger' of the travel process as the travel motivation determines the potential tourists in travel decision-making 
and which tourist destination will be visited (Pitana & Gayatri, 2005). From tourist behavior, the linkage 
between push factors and pull factors formed a strong sense of motivation to travel. Tourists decided to visit 
Parapat because they believed Parapat tourist destinations could provide a pleasant travel experience that meets 
tourists' needs. Thus, Parapat must always strive to improve amenities quality to fulfill various tourists' needs. 
Variety of attractions and affordable travel costs are a plus value of Parapat tourism, so the stakeholders must 
improve each attribute's quality in Parapat tourist destinations. Hence, tourists' expectations towards Parapat will 
be fulfilled, and tourists enjoy their trip in Parapat.  
From the service provider's perspective, travel motivation is the primary consideration in providing services 
according to tourist's expectations to build tourist satisfaction (Setyaningsih, 2017). The diversity of Parapat 
tourists' travel motivation impacts on the different travel needs of each tourist. The overall services provided in 
Parapat tourist destinations were able to accommodate most of tourist's needs fulfillment of tourist's travel needs 
indicates the formation of tourist satisfaction. Parapat tourism services were able to fulfill most Parapat tourist's 
expectations; hence they perceived satisfaction and a positive image towards Parapat. Tourist's travel motivation 
indirectly determines the idea of the Parapat through service quality that can form tourist's satisfaction (figure 2). 
Accordingly, Parapat tourism stakeholders must improve the quality and suitability of services in Parapat 
towards a variety of tourists' travel motivation factors to improve the image of Parapat tourist destinations. 
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Figure 2. The influence of tourist’s travel motivation towards the image of Parapat 
4.3 Service Quality towards the Image of Parapat  
The approach in evaluating the quality of services, according to Zeithami and Bitner (2010), is divided into five 
dimensions, i.e., (1) assurance (the ability of service providers to generate trust towards tourists, which is free 
from risk or doubt through guaranteed high-quality services); (2) empathy (the ability of service providers to pay 
attention individually and understanding the needs of tourists so that tourists feel valued as guests); (3) reliability 
(the ability of service providers in professionally delivering services as expected by tourists); (4) responsiveness 
(participation and responsivity that the service provider must have to serve the tourists); and (5) tangibles (the 
form of physical facilities to support other intangible services). Service quality dimensions from the observations 
of Parapat tourists are as shown in table 3 below. 
Table 3. Parapat tourism service quality evaluation  

Aspect 
Frequency of Responses 

Mean
5 4 3 2 1 

Assurance       
Excellent knowledge and skills of service providers in 
serving tourists 24 41 45 5 0 3.7 

The quality of services provided by service providers to 
tourists is suitable with the tourism promotion 25 42 42 6 0 3.7 

Empathy       
Service providers are attentive towards every tourist 19 47 43 5 1 3.7 
Service providers are sensible in recognizing specific 
tourist’s needs 17 44 45 9 0 3.6 

Service providers are sincerely willing to solve problems 
encountered by tourists 12 39 52 12 0 3.4 

Reliability       
High speed, accuracy and suitability of service given to 
tourists 11 45 48 11 0 3.5 

Responsiveness       
Service providers are fast and responsive towards tourists 17 39 49 10 0 3.5 
Great clarity of information provided to tourists 25 50 35 5 0 3.8 

Tangibles       
Complete tourist facilities are offered with great 
condition 17 32 46 20 0 3.4 

Guaranteed safety and cleanliness of tourist destinations 14 28 41 29 3 3.2 
Physical appearance of service providers staffs 14 37 45 17 2 3.4 
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Service quality perception  
The assurance dimension consists of two elements: knowledge and skills of service providers in serving tourists 
(average) and the suitability between services provided with the tourism promotion offered to tourists 
(average-good). Majority of tourists perceived that service providers could generate trust towards tourists by 
providing guaranteed high-quality services. 
The empathy dimension consists of three elements: attention given individually to tourists (good), the sensitivity 
of service providers to recognize tourist’s needs (average), and the ability of service providers to solve the 
problems encountered by tourists (standard). Tourists evaluated the empathy dimension as good because service 
providers paid attention to tourists' specific needs, so tourists feel valued as guests. 
The reliability dimension consists of one element: the speed, accuracy, and suitability of service provided to 
tourists (average). Tourists pointed out that service providers were reliable when delivering accurate and suitable 
services as expected by tourists. 
The responsiveness dimension consists of two elements: speed and responsiveness of service providers (average) 
and the clarity of information provided to tourists (good). Service providers were responsive to tourist's needs. 
Tourists agreed that service providers are great in handling travel information as they received the highest mean 
rating among other service quality elements. 
Tangibles dimension consists of three elements: the completeness and condition of tourist facilities (average), 
cleanliness and security of tourist destinations (standard), and appearance of service providers staffs (average). 
The tangibles dimension is different from the other four dimensions of service quality because tourists could 
directly evaluate tangibles aspects as these are in physical form. Many tourists estimated that tangibles aspects 
were not quite fulfilling as intangible aspects received the lowest mean ratings. 
Service Quality Analysis  
Based on observation, tourists perceived some service quality dimensions as excellent, but the same aspects were 
rated mediocre or even disappointing by some tourists. Service quality as part of the travel process's 
consumption stage reflects the fulfillment of products/services by service providers towards tourists' needs and 
the accuracy in conveying service to fulfill tourists' expectations (Tjiptono, 2008). Although most tourists' 
evaluation towards service quality in Parapat tourist attractions was quite fulfilling, the overall service quality 
performance in Parapat was only slightly above average. This fact indicates that not all tourists thoroughly 
enjoyed travel activities in Parapat. Assurance, empathy, reliability, and responsiveness of service provider staff 
are non-physical aspects of service quality, which are considered quite fulfilling towards most of the Parapat 
tourist's expectations. Whereas dimension of tangibles are physical aspects of service quality considered 
inadequate for many Parapat tourists with the lowest mean rating (significantly different from the other four 
dimensions), implying the improvement in tangible's service quality element is an important issue that requires 
attention from tourism stakeholders. 
The number of respondents with fulfilled expectations is 86 out of 115 people (74.8%). In comparison, the 
number of respondents who feel satisfaction on a scale of 3 (quite satisfied) to a scale of 5 (very satisfied) is 113 
people (98.2%). Tourists' perception and evaluation towards service quality determine the satisfaction that 
tourists feel, as high-quality service tends to increase tourist satisfaction towards travel destination (Khuong & 
Phuong, 2017). Services provided in Parapat tourist destinations fulfill most of the tourist's expectations; hence 
tourists feel the joy as the embodiment of a positive affective image towards Parapat tourist destination. However, 
current Parapat tourism services could not provide satisfaction for all Parapat tourists, so both intangibles and 
tangibles' dimensions of service quality in Parapat tourist destinations must be improved. The improvement of 
service quality dimensions as listed in figure 3, i.e., (1) providing professional training programs that encourage 
employees to deliver high-quality service to tourists (intangibles dimension), (2) rearrangement of tourist-related 
facilities, especially restaurant and souvenir shops, (3) cleanliness of tourist destinations, and (4) ensure of 
service provider staff's appearance. 
 
 
 
 
 
 



ijps.ccsenet.org International Journal of Psychological Studies Vol. 13, No. 2; 2021 

42 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 3. Improvement of tangibles dimension of service quality in Parapat tourist destinations 
97.4% of respondents formed a positive image towards Parapat after completing their travel activities. A tourist 
destination's overall appearance consists of cognitive image and affective image. The cognitive image reflects 
the traveler's knowledge, recognition, beliefs, thoughts, and awareness towards each attribute of the tourist 
destination. In contrast, the affective image represents feeling and perception as a tourist's emotional 
interpretation towards a tourist destination (Beerli & Martin, 2004). In addition to forming satisfaction as the 
positive affective image (emotional understanding) towards Parapat, tourists also perceive knowledge and 
evaluation of Parapat tourist destinations attributes, especially service performances that directly contribute to 
the cognitive image of Parapat (figure. 4). Hence, service quality is considered a significant determinant of 
tourist satisfaction and the overall appearance of Parapat. 

Figure 4. The influence of service quality towards image of Parapat 
4.4 Tourist Satisfaction towards Image of Parapat  
Fulfillment of tourist’s demand and needs  
The majority of respondents (74.8%) stated that the tourism service provided in Parapat met the respondent's 
expectations (supply meets demand). In comparison, the remaining respondents (25.2%) stated that the service 
could not fulfill their travel needs. From a tourist's behavioral perspective, the satisfaction level results from the 
post-consumption stage in the travel process. Tourists will be delighted when service providers can provide 
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products and services more than expected by tourists (Tjiptono, 2014). Delivering high-quality products and 
services in Parapat will fulfill the tourists' travel needs. Most tourists feel satisfied, which indicates that Parapat 
tourism services could meet most of the tourist's expectations towards tourist attractions in Parapat. However, 
not all tourists are confident because tourism service in Parapat could not fulfill some tourist's desires/needs. 
Tourist’s Level of Satisfaction  
Most tourists (53.9%) were more than satisfied with tourist destinations in Parapat, but Parapat tourism 
successfully delivered a high level of satisfaction towards 10.4% out of 115 tourists. 33.9% of tourists perceived 
sufficient satisfaction, but 1.7% of tourists were partly satisfied with Parapat tourist destinations. Based on the 
level of tourist satisfaction from 3 (happy) to a scale of 5 (very satisfied), 98.3% of tourists perceived satisfaction 
after completing travel to Parapat. Chen & Tsai (2007) stated that tourist satisfaction is a form of tourist's 
pleasure as positive emotion arises from their travel experience based on their expectations or travel needs. 
Satisfaction is measured over the performance of products and services in a tourist destination so that tourists 
will feel pleasure; the products and services provided can fulfill tourists' needs. The level of tourist satisfaction 
can be measured based on how much their travel experience in Parapat fulfills the tourist desires. The fact that 
most tourists were more than satisfied and some tourists were even highly satisfied indicates that Parapat tourist 
destinations can offer products or services more than expected by tourists. 
Table 4. Parapat tourists’ satisfaction level  

Satisfaction level 
Travel needs fulfillment 

Total 
fulfilled Not fulfilled 

Very satisfied 12 0 
113 More than satisfied 62 0 

Satisfied 12 27 
Partly satisfied 0 2 

2 
Dissatisfied 0 0 
Total 86 29 115 

Tourist Satisfaction Analysis  
The number of tourists whose expectations were able to be fulfilled by services provided was 86 out of 115 
respondents (74.8%), whereas the number of tourists who perceived satisfied from a scale of 3 (comfortable) to a 
scale of 5 (very satisfied) was 113 people out of 115 respondents (98.2 %). The difference from both data 
showed as many as 27 people (23.4%) perceived satisfaction though the services did not meet their expectations. 
The total number of tourists who feel satisfaction is 113 people from 115 respondents (98.2%). Although Parapat 
tourism services could not fulfill some tourists' expectations, they can still achieve satisfaction. Other than 
services provided as amenities, other tourism attributes also positively influenced their travel experience. Hence 
almost all tourists achieved satisfaction. 
The number of tourists who perceived satisfaction was 113 people (98.2 %), and 112 people (97.4%) formed a 
positive image towards Parapat. A comparison of both data shows a direct linkage between tourist satisfaction 
and destination image. The level of pride felt by tourists will significantly affect the positive image formed 
towards Parapat tourism destinations (figure 5). Tourist satisfaction indicates how well a tourist destination is 
currently meeting tourists’ needs related to the quality of tourist products and services received by tourists, which 
significantly influences tourists in shaping a positive image towards the tourist destination (Martaleni, 2017). 
Service quality directly affects tourist satisfaction because the quality of service that exceeds tourists’ 
expectations will give tourists very high satisfaction. 
The affective image represents feeling and perception as a tourist's emotional interpretation towards a tourist 
destination (Beerli & Martin, 2004). Satisfaction felt by Parapat tourists is the embodiment of a positive affective 
image that forms the overall appearance of Parapat. The higher the tourists' level of joy, the more positive the 
tourists' image towards tourist destinations in Parapat. A positive image can affect tourist's intention to revisit 
and give out recommendations to potential tourists, as it increases the number of tourist visits to Parapat. 
Therefore, Parapat tourism service providers must always strive to form satisfaction towards tourists through a 
positive travel experience. Parapat has a positive image in the eyes of local and foreign tourists; thus, many 
tourists will visit Parapat. 
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Figure 5. The influence of tourist satisfaction in forming image of Parapat 

4.5 Direct and Indirect Influence towards Image of Parapat  
Image of Parapat through Tourists’ Perspective  
Only 13% of respondents formed a very positive image towards Parapat, 54.8% of respondents created a positive 
impression, and 29.6% of respondents developed an average idea towards Parapat. At the same time, 2.6% of 
respondents formed a negative image towards Parapat. A tourist destination's overall appearance is created by 
cognitive image and affective image. The cognitive image reflects the traveler's knowledge, recognition, beliefs, 
thoughts, and awareness of each tourist destination attribute. In contrast, the affective image represents feeling 
and perception as a tourist's emotional interpretation towards a tourist destination (Beerli & Martin, 2004). The 
process of establishing a destination image by tourists through tourism experience, according to Manhas, Manrai 
& Manrai (2016), can be described in three stages, i.e., pre-consumption stage (travel planning), consumption 
stage (travel implementation), and post-consumption stage (after travel). The overall image of the Parapat is 
formed through the steps of tourist's travel experience in Parapat. During the pre-consumption stage, tourists' 
desire (travel motivation push factors) was linked to Parapat tourism attributes (travel motivation pull factors) 
that influenced tourists to visit Parapat. Hence, tourists travelled to Parapat believing Parapat's tourist attractions 
would fulfill their travel needs. During tourists' stay in Parapat (consumption stage), tourism service providers in 
Parapat provide product services to fulfill tourist's travel needs. The quality of services in Parapat directly 
determines cognitive image and formation of satisfaction (affective image) towards Parapat. During the 
post-consumption stage, almost all Parapat tourists were able to feel satisfaction because the tourism attributes, 
mainly services offered, could fulfill tourists' different travel needs. However, few tourists perceived 
dissatisfaction and negative image towards Parapat because Parapat tourism attributes could not complete their 
travel needs. 
Tourist satisfaction's level directly and significantly influenced the overall image of Parapat as well (table 5). 
Satisfaction perceived by tourists will be achieved if service quality can fulfill tourists' travel needs (related to 
tourist's travel motivation). Although satisfaction is not entirely dependent on service quality, service quality and 
travel motivation indirectly influenced satisfaction. Hence tourists that perceived satisfaction are most likely to 
perceive a positive image towards Parapat. 
Table 5. Parapat tourists’ satisfaction towards Parapat destination image 

Levels 
Frequency of Responses 
Satisfaction Image 

Very satisfied/very positive 12 15 
More than satisfied/more than positive 62 63 
Satisfied/Positive 39 34 
Partly satisfied/partly positive 2 3 
Dissatisfied/negative 0 0 
Total 115 115 
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Direct Influence of Travel Motivation, Service Quality and Tourist Satisfaction towards Image of Parapat  
The number of tourists who perceived satisfaction was 113 people out of 115 respondents (98.2%), and 112 out 
of 115 respondents (97.4%) stated they would consider revisiting Parapat in the future. Comparison of both data 
shows that satisfaction significantly influences tourists' intention to revisit Parapat in the future (fig. 6). Tourist 
satisfaction is considered a critical element to maintain competitive business as a benchmark of successful 
tourism marketing because it is directly associated with the potential of revisit (Meng, Tepanon & Uysal, 2008). 
Tourists who feel satisfaction and form a positive image towards Parapat are likely to revisit Parapat to 
re-experience the pleasant travel experience in Parapat. Return visits by satisfied tourists increase the number of 
tourists visit in Parapat, so Parapat tourism stakeholders must ensure that tourists perceived satisfaction and a 
positive image towards Parapat. 
Indirect Influence of Travel Motivation, Service Quality and Tourist Satisfaction towards Image of Parapat  
The number of tourists who perceived satisfaction was 113 people out of 115 respondents (98.2%), and 111 out 
of 115 respondents (96.5%) would recommend Parapat tourist destinations to others, but 3.5% of respondents 
would not give out recommendations. Tourist satisfaction is considered a critical element to maintain 
competitive business as a benchmark of successful tourism marketing because it is directly associated with 
choosing a tourist destination (Meng, Tepanon & Uysal, 2008). Tourists who perceived satisfaction towards 
tourist destinations in Parapat tend to give recommendations for others to visit Parapat. 
55.7% of respondents obtained information about tourist destinations in Parapat through recommendations given 
by past travelers who had visited Parapat. Tourism promotion manifested the tourist destination image through 
official promotional media or word-of-mouth from past travelers (Akroush & Jraisat, 2016). The positive image 
of Parapat formed by tourist satisfaction influenced by travel motivation and service quality indirectly influences 
potential tourists to visit Parapat. These potential tourists will establish a positive/negative image towards 
Parapat tourist attractions based on their own travel experience (figure 6). However, the decrease in the number 
of Simalungun Regency tourist visits by 7% from 30.9% (2018) to 23.9% (2019) indicates that some dissatisfied 
tourists made them unwilling to recommend Parapat to others, or probably shared their unsatisfactory travel 
experiences that would prevent potential tourists from visiting Parapat. As discussed in the previous section, 
word-of-mouth from past travelers holds significant power in attracting potential tourists to visit Parapat. The 
word-of-mouth shared by past travelers is considered vital towards tourism destination’s number of visits; 
consequently, Parapat tourism stakeholders must strive to give all tourists satisfaction to create a positive overall 
image that can be effectively shared with the public and thus attract more tourists. 
 
 
 
 
 
 
 
 
 

 
Figure 6. The direct and indirect influence of travel motivation, service quality and tourist satisfaction towards 

the image of Parapat 
5. Implications and Conclusions 
The present study contributes positively to the development of theory in tourism contexts regarding tourism 
development and marketing. The research results also contributed to extending the understanding of factors that 
influence tourists’ behavior pattern in travel decision making. Correspondingly, this study may serve as the 
launching point for others to generate future research in tourism with a complex model that incorporates the 
linkage between tourist behavior and destination image. Furthermore, the present study findings should 
encourage Parapat tourist destination stakeholders to modify and devise current strategies to meet the needs of 
tourists through a behavioral approach.  
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Accordingly, this study constructed a comprehensive model concerning destination image and the determinants 
(travel motivation, service quality, and tourist satisfaction) from the tourist's perspective. The study's structural 
relationship between all variables was observed and analyzed using data obtained from the tourist questionnaire 
survey in Parapat. It is concluded that all the constructs were indeed interrelated in establishing destination 
image. 
The tourist destinations frequently visited by tourists in Parapat are Lake Toba, Pasir Putih Beach, and Inna 
Parapat Beach because they offer more attributes than other Parapat tourist destinations. With the aim that 
tourists will want to visit every tourist destination in Parapat, tourism stakeholders should provide more 
accommodation in Indah Permai Beach, Free Beach, Pesanggrahan Bung Karno House, and HKBP Parapat 
Church. Facilities and services offered, ease of accessibility and contribution of tourism stakeholders can support 
Parapat tourist destinations' valuable attractions. 
This study found that "relaxation" was essential to Parapat tourists concerning all the push factors of tourists' 
travel motivation. On the other hand, "attractions" was not surprisingly the most favourable factor among all the 
pull factors, as Parapat is famous for its natural and cultural attractions. Tourists thought that their travel needs 
could be fulfilled through travel activities in Parapat; hence tourists form a strong motivation to travel to Parapat. 
The service provider's quality of service in Parapat tourist destinations, in general, was able to fulfill most 
tourists' travel needs, directly resulting in tourist satisfaction formation. Although service quality is considered a 
significant determinant of tourist satisfaction, satisfaction formation did not only depend on the services 
provided. Other tourism attributes such as the variety of attractions in well-managed tourist destinations, easy 
accessibility, and involvement of tourism stakeholders also contributed to establishing satisfaction. Almost all 
tourists feel satisfied with Parapat tourism, even tourists whose travel needs were not fulfilled by the service 
provided. The perceived satisfaction is regarded as the positive affective image, while their positive evaluation 
towards Parapat tourism attributes is regarded as a positive cognitive image. Hence, almost all of the tourists 
formed a positive overall image towards tourist destinations in Parapat. 
Thus, it is concluded that tourism's underlying role in providing service following tourists' expectations (travel 
motivation) and service quality as one of the main tourist attributes is considered a significant determinant of 
tourist's satisfaction and positive overall image. In other words, travel motivation and service quality indirectly 
influenced destination image, whereas satisfaction directly influenced destination image. Furthermore, 
satisfaction influenced tourists' future behavior. Highly satisfied tourists were most likely to repeat the visit 
(directly motivate them to return in the future) and spread positive information by word of mouth (indirectly 
motivate potential tourists to travel to the related tourist destination). Based on this study, tourist 
recommendations are the most effective form of Parapat tourism promotion in recent years, so a high level of 
satisfaction and a favourable image should be brought out towards every tourist to increase Parapat number of 
visits. 
However, two significant issues need to be addressed. The first issue is related to tourism marketing as a strategy 
to attract tourists. It is of primary importance that tourism marketers carry out promotions to attract potential 
tourists to be aware of and visit the attractions offered in Parapat. Regarding the information sources, tourism 
promotion carried through advertising campaigns and brochures, social media, and the internet (communication 
media) has proven to form an initial image towards potential tourists effectively. Tourism marketers should use 
this method, as long as tourism marketers ensure that the messages transmitted coincide with the desired positive 
image of Parapat tourism to trigger potential tourists’ motivation to travel. However, the current Parapat tourism 
promotion mainly involved only Lake Toba. In a broader tourism marketing strategy, tourism marketers should 
promote the uniqueness of every tourist destinations in Parapat. It gives more options for potential tourists to 
convince them in their travel decision-making. 
The second issue regarding service quality is the critical aspect of establishing tourist satisfaction and improving 
the positive overall image. Concerning other constructs in this concept, “amenities” as one of the pull factors 
were not considered the main reason is attracting most Parapat tourists. As one of the main attributes provided by 
tourist destinations, service quality becomes the main concern because apparently, it wasn’t the primary 
consideration for most tourists to come to Parapat. This indicates Parapat tourism products and services were not 
as appealing enough to attract potential tourists. Concerning tourist’s critical evaluation towards service quality, 
both intangible and tangible dimensions should be improved, i.e., provide professional training to improve 
service provider staffs’ skills (intangible dimension), condition of tourist facilities, arrangement and cleanliness 
of tourist destinations, and staff appearance. The improvement in service quality is essential for tourists to 
consider their travel experience valuable, so higher satisfaction would occur. Furthermore, the benefits of future 
positive behavior could be brought out. 
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6. Limitations and Future Research 
This study has potential limitations. Although this study attempted to obtain random samples, the respondents 
were local tourists between 17-30 years old. Accordingly, the results are not generalizable to the diverse 
population of tourists in Parapat. Future research should survey samples with a greater range of age groups and 
involve foreign tourists as participants in the study. Another limitation is that the present study primarily focused 
on the causality between tourists’ travel motivation, service quality, and tourists’ satisfaction towards tourist 
destination image. It is important to note that tourist destination should improve their service quality based on 
tourists’ needs. Thus, future research should pursue deeper investigations concerning the tourists’ behavior by 
incorporating the measures of tourists’ psychological characteristics (e.g., personality, environcognitive concern, 
temperament, and satisfaction of needs) and tourist attributes that may enhance the travel experience. These may 
provide more substantial evidence of causality between each of these constructs. 
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