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Abstract
Background:
This study aims to determine the effect of attraction, promotion, and accessibility on revisiting intention to Tana
Toraja, a mountainous region in South Sulawesi Province, Indonesia.

Methodology:
The data was obtained from a total of 357 respondents who were domestic tourists and chosen randomly to
answer a questionnaire in various public places

Findings:
Regression analysis showed that the attraction, promotion, and accessibility have positive effects on tourists’
revisit intention to Tana Toraja, South Sulawesi, Indonesia.

Conclusion:

The output from the objective variable analysis can have good implications for the increase in tourist visits to
Toraja in the current pandemic situation. From the samples collected, it was found that the average tourist who
had visited Tana Toraja was 4.65, which means that these tourists have a strong intention to return to visit.
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1. INTRODUCTION

In recent years, tourism industry
around the world has changed positively
by offering new destinations and
qualified service which attract tourists to
travel from one destination to various
destinations around the world (Deng &
Bauer, 2002). Similarly, Indonesia has
various available tourist destinations
which satisfy various tourists’ interests.
One of these the favorite destinations for
tourists who are interested with natural
and cultural tourism is Tana Toraja, a
mountainous area in the province of South
Sulawesi. Tana Toraja is most famous for
its beautiful natural scenery, colorfully
painted traditional houses, man-made
tourist attractions and spectacular funeral
ceremony (De Jong, 2013). Therefore,
many visitors return to Tana Toraja
annually due to its natural and cultural
tourist attractions.  According to the
Central Statistics Agency of South
Sulawesi Province, the number of
domestic tourists visiting Tana Toraja
throughout 2019 was as many as 352,030
people, of which the largest contribution
of tourists in December was 51,205
people. Due to the Covid-19 pandemic
Tana Toraja has experienced a decrease in
the number of tourists.

This research was conducted to test
whether the three factors of attraction,
promotion, and accessibility had a
positive effect on the motivation of
tourists to return to Tana Toraja, so this
research was conducted at tourist
attractions, hotels, restaurants and bus
terminals for domestic tourists visiting
Tana Toraja from January until March
2021

. LITERATURE REVIEW
2.1. Revisit Intention

Revisit intention and the
increasing number of tourists at
specific destinations and tourist sites
have attracted many researchers since
the research contribution will have a

2.2.

positive impact on an area that has
been considered a potential tourist
attraction. Revisit intention is defined
as the desire of tourists to allow them
to return to repetitive activities at a
destination (Baker & Crompton,
2000). Satisfaction and beliefs in
recreation are the main points of
revisit intention in attraction. Tourists
have a strong belief in the destination
they choose, are eager to revisit this
destination, and eventually, become
loyal tourists and have great faith in
their choice (Homburg et al., 2013;
Maxham & Netemeyer, 2002).

The initial intention of revisiting
the destination is the motivation of
tourists (L. L. Chang et al., 2014).
Thus, the intention to revisit is
identical to the natural desire of
tourists which is driven by their
motivation to determine whether they
will revisit. Then, the tourist
attractions which are well-managed
and  high-utilized basing on
environmental conservation,
facilities, and the needs of tourist will
fasten the increasing number of
visitors. (Morgan & Lok, 2000). In
addition, the destination reputation is
the main factor to attract the
motivation of tourist revisit intention
(Detotto et al., 2021). Hence, the
main point of the value of revisit
intention is a kind of lifeblood for
tourism businesses from consistent
economy of the destination (Baniya et
al., 2017).

Attraction

Attractions are the  most
important component of a tourist
destination because they reflect the
opinions and feelings of tourists
about a destination’s ability to satisfy
their travel needs (Vengesayi, 2003).
These attractions are the main
motivator for travelers and the core of
a tourism product (Hu & Wall, 2005;
Swarbroke, 2002). Attraction plays a
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2.3. Promotion

vital role in the development of a
destination it is one of the
indispensable components of tourism
destination that attracts tourists and
public attention as well as influences
the decision to revisit (Hu & Wall,
2005).

According to Inskeep (Inskeep,
1991), attraction is divided into three
categories; nature, culture, and
special events. Tourist attractions are
also contained unique elements in
nature, structures, and man-made
sites (Ismayanti, 2010; Lertrit, 2004;
Marpaung, 2002; Swarbroke, 2002).

Specifically, attraction IS
anything that has uniqueness, beauty,
and value in the destination (Erislan,
2017; Robustin et al., 2018) which is
continuously developed for the
benefit of sustainable tourism which
is closely related to the trust and
satisfaction of tourists. Moreover, the
destination which has an overall
positive image will impact a tourist
who presumes that it is equipped with
favorable publicity and reputation
(Park et al., 2019). The relationship
between the quality of tourist
attractions and the intensity of
satisfaction is very significant due to
the experience of tourists (Jin,
Naehyun Paul, Lee, Sangmook, Lee,
2015). Meanwhile, attraction in the
destination has a strong relationship
with the destination reputation then
the reputation of destination will
increase the trust of tourist revisit
intention (Boes et al., 2015).
Furthermore, attraction is the main
motivation for tourists to return visit
a particular destination (Robustin et
al., 2018). Hence, the previous
findings of many pieces of literature
proposed the hypothesis:

H1: Attractions has positive effect
on tourist revisit intention.

Promotion is defined as a brand
advertising strategy that involves
creating one or two advertisements
that can be published on some
network in print and/or electronic
media (A.Belch & E.Belch, 2003).
Also, promotion in tourism defined as
information about the area's concrete
destinations that are of interest to
tourists (Molina et al., 2010).
Promotion in tourism destination has
become a part of important elements
to attract more tourists to visit a
destination because promotion is a
major element in activities that arouse
public awareness to do something
that is (public relations) in informing
tourist  attractions to  tourists
(Chatamallah, 2008). Promotion can
also bring great perception for
consumers with result in favor of the
tourism business to further enhance
tourist involvement and purchase
intention (A. Y. P. Chang, 2017).

Petrick & Backman, (2002)
stated that the positive experiences
from travelers that are felt from the
attributes, quality of a product being
promoted (i.e. attraction) will give a
significant effect to increase one's
intention to revisit a destination.
Also, promotion is an antecedent of a
positive destination from a tourist
experience perspective (Shi, 2012).
Then, the hypothesis pointed out in
the following:

H2: Promotion has positive effect
on tourist revisit intention.

Promotion is divided into two
criteria: transactions and relationship
orientation (Pi & Huang, 2011) which
will have a positive reciprocal effect
because promotion involves a
creation in distribution information to
tourists (Benjamin, 2010). At tourist
attractions, promotion is usually
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2.4.

considered assistance from the public
sector which actually handles efforts
to increase the target of tourist visits
(Felsenstein & Fleischer, 2003).
Therefore, promotions and attractions
have a close relationship in inviting
tourist interest which leads to revisit
intention. Then the hypothesis is
suggested:

H4: Promotion has positive effect
on attractions.

Accessibility

In developing tourism
destinations, accessibility is one of
the six (6) important elements which
facilitate the success of increasing the
number of tourists (Boes et al., 2015).
The ease of accessibility in tourism
destinations is an advantage to

maintain the rate of increase in tourist.

Literally, accessibility is defined as
an element of external transportation,
which allows a destination to be
reached and measured by the distance
traveled. The concept of the level of
destination accessibility is measured
based on several variables including
the availability of the road network,
the number of transportation, length,
width, and quality of access (Medlik,
2003; Miro, 2012). Farida (Farida,
2013) mentioned that accessibility
was related to the location distance of
an area to other areas, especially the
distance from the location to service
centers related to time and cost.

The quality of access and
availability of transportation attract
full concern in the rate of mobility of

tourists visiting attractions
(Mammadov, 2012). Hall, (2004)
pointed  the  availability  of

transportation for tourists is defined
as the feasibility of a destination
providing quality transportation to
facilitate the movement of tourists
from one attraction to another. The

quality of accessibility has a major
effect on the satisfaction of tourists
visiting a destination (Chin et al.,
2018). Through quality effects (i.e.
accessibility), the level of tourist
satisfaction indirectly affects the
behavior or tourist revisit intention
(Allameh et al., 2015). This means
that this triggers their intention to
return to visit. Therefore, this
hypothesis is recommended as
follows:

H3: Accessibility has positive effect
on tourist revisit intention.

The relationship between
attraction and accessibility has been
discussed extensively in several
literatures  (Development, 2010;
Dominguez Vila et al, 2015;
Kastenholz et al., 2012).
Simultaneously, accessibility and
attractions become the motivation for
tourist loyalty and it greatly affects
tourist satisfaction(Robustin et al.,
2018). In addition, these destination
should have  separate access to
facilitate tourists such as children,
seniors, and people with disabilities
(Jamaludin &  Kadir, 2012).
Therefore, accessibility is not only in
the form of transportation or location
of tourist attractions, but also on
existing functions and facilities (S. J.
H AL Kahtani, 2011) So, this
hypothesis is suggested to reinforce
that accessibility has a significant
relationship to attractions:

H5: Accessibility has positive effect
on attractions

3. METHODOLOGY
3.1. Research framework

The research framework is built
as in Fig.1. Model presented proposes
(Trafimow, 2003) that Attraction
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3.2.

3.3.

(ATR) had a positive and significant
effect on tourist revisit intention
(REV) (H 1); Promotion (PRO) had a
positive and significant effect on
tourist revisit intention (H 2);
Accessibility (ACC) had a positive
and significant effect on tourist revisit
intention (H 3). Then, Promotion
(PRO) had a positive and significant
effect on tourist attraction (H 4);
Finally, accessibility (ACC) had a
positive and significant effect on
tourist attraction (H 5).

H4

HS

H2

D= w0
H3

Fig.1 Research Framework

Data collection and sampling

The data was obtained from a
total of 357 respondents who were
domestic  tourists and  chosen
randomly to answer a questionnaire
in various public places such as
tourist attractions, hotels, restaurants,
and bus stations. They visited Tana
Toraja from January to March 2021.
The number of samples distributed
survey was 500. However, the
questionnaire results were returned
from a total of 357 respondents.

Instruments

This study was developed from a
survey which consists of four
variables and 29 items. The research
variables in the questionnaire were
attraction, promotion, accessibility,
and revisit intention variables. The
attraction variable has eleven items,
the promotion includes six items,
accessibility consists of seven-item
which followed revisit intention in
five items.

Natural attractions include the
structure  of  natural  beauty,

atmosphere, and authenticity. Then,
cultural attractions include traditional
ceremonies,  traditional  houses,
dances, and people's lifestyles. Man-
made emphasizes the existence of
artificial and culinary tourism. To
support these three elements is the
management of tourist attractions
(Ismayanti, 2010; Lertrit, 2004,
Swarbroke, 2002). Promotion
variables are measured by tourism
promotion, advertising, online and
offline media promotion, and the
power of promotion to attract tourists
(A.Belch & E.Belch, 2003;
Chatamallah, 2008; Molina et al.,
2010). Meanwhile, accessibility is
measured by the availability of roads,
transportation, location accuracy,
directions, information, and
availability of access for visitors with
disabilities(Medlik, 2003; Miro,
2012). Revisit intention is measured
from convenience of traveling,
loyalty, enjoyment,
recommendations, and the intention
to revisit (Homburg et al., 2013;
Maxham & Netemeyer, 2002;
Rodriguez del Bosque, 2015). In
addition, those included in the survey
were questions related to
demographic profiles such as gender,
travel status, age, education, and
income. All questions were assessed
using a 5-point Likert scale which
indicates strongly disagree (1) to
strongly agree (5).

The results in Table 1 show that
the Cronbach Alpha value of each
variable is 0.763 for the Attraction
variable, 0.695. for both the
Promotion  variable and  the
Accessibility variable, 0.695, and
0.774 for the Revisit Intention
variable. Since the three Cronbach
Alpha values was > 0.7. it can be
concluded that the three variables all
meet the requirement of reliability.

Table 1. Reliability Analysis
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Variables Item Cronbach a people (n:77, 216%) Employee
Attraction T 0763 (n=67, 18.8%) others (n=66, 18.5%)
. Work in Industry (n=34, 9.5%)
Fromotion ¥ 0.693 Government Employee (n=21, 5,9%)
Accessibility 7 0.695 Then Agriculture (n=7, 2.0%). Then,
Revisit Intention s 0774 respondents with an income of

between IDR. 2,000,000-4,000,000

_ (n=202, 56.6%) of respondents with

3.4. Data Analysis an income of IDR. 5,000,000-
The mean and frequency data 8,000,000 (n=78, 21.8%) <IDR

were carried out to summarize the 1,000,000 (n=75, 21.0%) and
demographic profile and status of respondents who earn IDR. 10,000.00

respondents who visited Tana Toraja. or more (n=2, 6%).
Regression analysis is used to

Table 2. Demographic of Respondents

measure the relationship between the

Demographic of Respondents Frequency Percentage %

tested variables so that the data to be

respondents aged between 31 to 40
years (n=119, 33.3%) are followed by
respondents who are under 20 years
(n=82, 23.0%) and respondents aged
41-50 years (n=13, 3.6%). Most of
the tourists have a bachelor degree
(n=120, 33.6%) High School (n=118,
33.1%) Some College Experience
(n=104, 29.1%) and as much as a

Master Degree (n=15, 4.2%).
Respondents with student
backgrounds have the highest

percentage (n=85, 23.8%) of business

presented is the maximum result of Gender
. oy - Male 222 62.2%
the equation so that it is expected to Female 135 37.8%
get significant results between the Travel Status
variables of attraction, promotion and Individual 35 o8&
oy ey . . R With Family 196 54.9%
accessibility to the revisit intention Group Tour 126 35.3%
variable which is the goal of this Age
20 82 23.0%
study. ;_30 143 40.1%
31-40 119 33.3%
4 RESULT 41-50 13 3.6%
4.1. Results of respondents o sehool s 1%
Bachelor's Degree 120 33.6%
baCkg rou nd Some College Experience 104 29.1%
Master D 15 4.2%
Table 2 shows that 222 out of 357 e
male respondents dominate the ocupation g5 23.8%
number of respondents (62.5%). Most overent Employee 24 o
of the respondents traveled with Business 77 21.6%
- Empl 67 18.8%
famlly (n:196, 549%), tour groupS Wn;fkoi),{]efndustry 34 9.5%
(n=126, 35.3%) were followed by Others 66 18.5%
traveling individually (n=38, 9.8%). Income o0 . Lo
- < A A .0%
Respondents who are in the age group IDR. 2,000,000-4,000,000 202 56.6%
between 21-30 years (n=143, 40.1%) IDR. 1000000 of more B e

4.2. Results of Descriptive Variables

Table 3 shows a significant
positive result on the willingness to
return to visit Tana Toraja. “l want to
come back to Tana Toraja”. The
results showed that the overall mean
was 4.48 in which the highest mean
was 4.65 and the lowest mean was
4.19, respectively. This significant
result becomes a reference in the
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interpretation of the test results on the Have a unique and rare community 4.46 697

destination variable with a focus on lifestyle
question item number 5 so that the The site of the Jesus statue is very a2 683
satisfaction of tourists who have

attractive to tourists

o Provide memorable experiences with an 4.30 781
visited can be seen that f_rom the appetizing culinary variety
Samples taken most Of them |ntend to Management of natural, cultural and 4.43 .617
return to visit Tana Toraja. This Man-made tourist attractions is well
concrete evidence becomes managed.
Something gOOd to prove that the Human resource management at each 4.35 748
objective variable produces positive tourist atraction s well managed
output Total 4.48 34
Table 3. Result of Descriptive Tourists Revisit Intention
o VTP TRsrp— Table 5 shows the total mean _of
_ each item is 4.33 from the suitability
| feel comfortable traveling in 4.19 .634 .
Tana Toraja of each statement item, then the
I am very loyal to Tana Toraja 4.36 .655 hlghest mean iS 459 Wlth the
I've enjoyed Tana Toraja 456 715 statement "I feel interested in Tana
I love to recommend Tana Toraja 4.64 .610 Toraja from the pr0m0t|0ﬂ" thlS
| want 1o come back to Tana - s proves that most tourists feel that the
Toraja existing promotion has keep them
Total 448 047 interested. to visit Tana Toraja.
Table 4 shows the existence of Table 5. Result of Descriptive Promotion
tourist attractions in Tana Toraja. The Item Mean Std.
output produces a concrete attraction S beviation
representing nature, culture, and man- meton ot rom o 428 004
made WhICh ShOWS the tOta| mean of | receive a variety of advertisements 4.25 736
a” ItemShOf 448 Then’ In the CUIturaI | received information through online 4.33 Ta77
item the statement "Have a media
traditional house that iS Stl” :nreeé:;ived information through offline 4.16 .764
sustainable u’ Wthh mean 471 iS ;I;]r:srgggg\;tion | read was very 441 .700
SUperiOI‘ amOﬂg other itemS, pfOVing | feel attracted to Tana Toraja from the 4.59 731
that Tana Toraja deserves to be an promotion
Total 4.33 45

extraordinary cultural destination.

Whereas in Table 6, which
specifically describes accessibility
items, the total mean is 4.44. In

Table 4. Result of Descriptive Attraction statement no.3 the mean 4.59
It M Std. H H n H -

o A Deviation indicates that "Available public
Has a very impressive mountain range 4.43 549 tl’anSpOI’tation to TOI’aja" is a gOOd
Has a very thick rustic atmosphere 4.54 629 achievement for the mobi"ty of
Has a naturally preserved grave stone 455 614 tourists in certain destinations in Tana
Has an interesting traditional ceremony 4.60 513 To raja which prOVides many
Have a traditional house that is still 471 465 alternatives to choose from. headed to
preserved. Tana Toraja, but the item
Has an outstanding traditional dance 459 596 "Whee|chair5, handrails provided for
type visitors with disabilities™ had a very

low average compared to other means
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on this variable. This means that the
quality of access to tourist attractions
has not been fully supported.

Table 8 shows that promotion
and accessibility have a significant

" o Desariot i effect on attractions in the
Table 6. Resutlotenl?escnptlveAccesm ,I\,.'gn — measurement of the dependent
Deviation variable and the two-dimensional
There are many roads leading to Tana 4.36 .655 . .
Toaa variable of promotion and
Toranl® @ wide roado the Tana 441 /688 accessibility. Promotion item
PG wansporation s avllable t 459 676 variation again stands out as a
Finding the location of Tana Toraja 453 638 significant major dimension for
through maps is very easy - .
Dirgctions from the cit_y center are 4.49 677 attrac_tlyeness Wlth a Standard
auallable lo Tona Toraja coefficient of 0.426. R* shows that
nformation about transportation is 4.55 .600 ; 3
very easy to get about 34% of the attraction variance
Wheelchairs, handrails are provided 4.22 754 - .
for disabled visitors is calculated by the promotion and
Total 4.44 .39

accessibility dimensions of the tourist
experience.

4.3. Results of reg ression the effects of Table 8. Multiple Regression Analysis; on Attraction
attraction, promotlon and Model

S A . Regrgs_sion Standard_ized t Sig. VIF
accessibility on revisit intention coefficient  Regression
coefficient
The regression analysis qf Table T 3R
7 shows that attractiveness,
promotion and accessibility have a Promotion 324 426 7267 000 1119
. . .. Accessibility 244 .283 2.310 .000 1.119
§|gn|f!cant _effect on rewsmr;g Model R Adj R? F p
intention with value Adjusted R= 0.340 0.336 91024 0.000

0.402-indicating that about 40 percent

of the variance in revisiting intentions
is accounted for by the above
dimensions. The statistical results
also show that promotional items
stand out as the main dimension
significantly predicting revisiting
intentions with a standard coefficient
of 0.351. Meanwhile, the value of
accessibility is of particular concern
because the standard coefficient is at
0.105, which means that the impact of
revisit intention on accessibility is
below the promotion and attraction
variables.

Table 7. Multiple Regression Analysis on Revisit Intention
Model Regression  Standardized t Sig. VIF
coefficient Regression
coefficient
(Constant) .366 1.289 .198
Promotion .366 351 7.267 .000 1.393
Accessibility 125 .105 2.310 .021 1.240
Attraction 440 321 6.369 .000 1514
Model R? Adj R? F P
0.407 0.402 80.834 0.000

The results of the significance
test of each proposed hypothetical
path are presented in Fig.2. The
findings show that hypotheses 1, 2, 3,
4 and 5 are fully supported with
significant results. Hypothesis 1
proposes a direct relationship
between attraction and revisit
intention. The results show that
attraction has a positive and
significant contribution to revisit
intention ($=0.321, p <0.01). Thus,
hypothesis 1 is accepted. The
promotion and revisit intention paths
are positive and significant (b=0.351,
p <0.01), that promotion causes
revisit intention. Hypothesis 2 is
supported. From accessibility and
revisit intention, it shows a significant
relationship (B=0.106, p <0.05) that is,
Hypothesis 3 is also accepted.
Hypothesis 4 proposes a direct
relationship between promotion and
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attraction. The result is that the direct
relationship between promotion and
attraction is significant with accuracy
(B =0.426, p <0.01). Then,
Hypothesis 5 which is proposed
between accessibility and attraction
shows that the direct relationship
between the two is significant. The
hypothesis is fully supported by the
results (p=0.283, p <0.05).

Fig.2 Path coefficients. Note: *p < 0.05; **p < 0.01.

5. CONCLUSION

Optimizing the sustainability of
tourism development in Tana Toraja is the
main focus in inviting the intention of
tourists to travel to Tana Toraja. The
earliest effort made by the government
regarding the measured variable was the
quality of accessibility. Special attention
to the availability of good access for
tourists with information related to
destination access. Hence, the intensity of
the intention to return to Toraja is
increasing.

The output from the objective
variable analysis can have good
implications for the increase in tourist
visits to Toraja in the current pandemic
situation. From the samples collected, it
was found that the average tourist who
had visited Tana Toraja was 4.65, which
means that these tourists have a strong
intention to return to visit. This certainly
gives a new spirit to further improve the
quality of the measured variable aspects,
especially the promotional variable which
is the main reference for tourists to get
good information and the availability of
adequate access.

After departing from reviewing a lot
of literature and collecting information
about the effects of attractions,
promotions and accessibility on revisit
intention to Tana Toraja, it is clear that
these three variables are very important
aspects in  tourism  development,
especially on tourist revisit intention.
Optimization on each dimension is
necessary to determine the achievement of
Tana Toraja as a tourist destination that is
considered in Indonesia. It is undeniable
that promotion variables dominate the
results and stand out as part of the
significance that has a positive effect on
tourist revisit intention. The results of the
discussion clearly show that the level of
mobility of tourists to Tana Toraja shows
high enthusiasm. In addition, attractions
and accessibility have made satisfactory
results in supporting promotion as the
main dimension. Therefore, attraction,
promotion, and  accessibility are
concluded as a significant positive
influence on the intention to re-visit
tourists as referring to the similar study of
Robustin et al., that have been published
previously (Robustin et al., 2018).

Regardless of the results obtained,
actually, this research still needs to be
developed in the future as a reference that
is still far from perfect, it is hoped that it
can make a major contribution to the
development of sustainable tourism in
Indonesia, especially in Tana Toraja,
South Sulawesi. In a similar study by
Ariesta et al., the existence of attraction,
promotion, and accessibility values
indeed supports tourism sustainability and
arouses tourists' appetites to return to Tana
Toraja(Ariesta et al., 2020). In the future,
it is hoped that there will be updated
studies.
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