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Abstract - This research aims to explain the influence of 

travel experience and perceived value on tourist 

satisfaction and tourist loyalty, as well as the influence of 

tourist satisfaction on tourist loyalty. This research also 
aims to explain the mediating effect of tourist satisfaction 

on the relationship between travel experience and tourist 

loyalty as well as the mediating effect of tourist 

satisfaction on the relationship between perceived value 

and tourist loyalty. This research uses 2 exogenous 

variables, namely travel experience and perceived value, 1 

mediating variable, which is tourist satisfaction, and 1 

endogenous variable, which is destination loyalty. 

The population in this study is tourists visiting Nusa 

Penida, while the sample consists of 155 tourists. The 

sample in this study was determined using the purposive 
sampling method. Data are collected by using 

questionnaires as a research instrument. SEM-PLS 

analysis is used as the analysis tool with the assistance of 

the SmartPLS 3.0 software. 

The results of this study reveal that travel experience 

has a positive effect on tourist satisfaction and has no 

effect on tourist loyalty. Perceived value has a positive 

effect on tourist satisfaction and tourist loyalty. Tourist 

satisfaction has a positive effect on tourist loyalty. Tourist 

satisfaction was able to mediate the relationship between 

travel experience and tourist loyalty. Tourist satisfaction 

was also able to mediate the relationship between 
perceived value and tourist loyalty. 
 

Keywords - perceived value, tourist loyalty, tourist 

satisfaction, travel experience. 

I. INTRODUCTION 

The hospitality industry plays an increasingly 

important role inline with its growth and the contributions 

that have been made by the sector. The contributions of the 

tourism sector mainly come in the form of foreign 

currency revenue, regional government income, local 

community development, as well as investment, 
employment, and business development across vast 

regions in Indonesia. Bali is one of the islands in Indonesia, 

which is well-known for its tour across the globe. 

Tourist visits are one of the main indicators in 

measuring the development of tourism activities in Bali. 

Based on data from the BPS (Central Bureau for Statistics) 

Bali, tourist visits both domestic and international in Bali 
have increased steadily from year to year. However, this 

increase in the number of tourist arrivals in Bali was not 

accompanied by an even distribution of the number of 

visits in each district and city. Klungkung Regency has a 

relatively low number of tourist visits compared to other 

districts in Bali. The number of both local and 

international tourist visits to Klungkung District in 2018 

was only 253,372 tourists, while the targeted tourist visits 

to Klungkung Regency for 2018 was 487,169 tourists 

(NusaBali, 2018). This resulted in a large discrepancy 

between the actual visits and the target set by the 
Klungkung Regency Tourism Office. 

 

One of the favorite tourist destinations in Klungkung 

District is Nusa Penida Island. Nusa Penida island was 

originally intended as a place to perform the Tirta Yatra 

pilgrimage as well as a spiritual tourist destination for 

Balinese Hindus due to the existence of several large and 

unique temples on the island. However, around 2014 the 

island has evolved into a coveted destination for domestic 

and international tourists alike. This island has been 

growing even more due to promotions on social media 

platforms such as Instagram. 
 

Some of the scenic tourist attractions in Nusa Penida 

are dominated by beautiful beaches, underwater natural 

attractions, and cliffs. Natural tourism in Nusa Penida, in 

the form of beaches and cliffs, has its own uniqueness for 

tourists. The beautiful beaches in Nusa Penida are still 

very natural and have not been frequently touched by 

human hands. The uniqueness and beauty of the beaches in 

Nusa Penida cannot be found by tourists elsewhere outside 

the island. The development of Nusa Penida Island is 

strongly supported by wider access to Nusa Penida, 
namely through sea transportation, which has now become 

significantly faster than in the past. The crossing to and 

from Bali can be made through either the Toyapakeh Port, 

Banjar Nyuh Pier, Sampalan Port, or Buyuk Port. 

http://www.internationaljournalssrg.org/
http://www.internationaljournalssrg.org/
http://creativecommons.org/licenses/by-nc-nd/4.0/
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Judging from the development of Nusa Penida Island 

with its coastal attractiveness, there is no doubt that the 

number of tourist visits will continue to increase. The most 

widely adopted powerful marketing strategies (including 

within the tourism industry) to increase the number of 
tourist visits is to build tourist loyalty. Building tourist 

loyalty (or destination loyalty) is highly important in an 

effort to increase the number of regular tourists who make 

repeat visits (Sangpikul, 2017; Chiu, 2016). Loyal tourists 

tend to increase word of mouth (WOM) promotion, which 

brings more of their friends or relatives as well as other 

potential tourists to tourist destinations. By building tourist 

loyalty, it is expected that it will also directly boost the 

development of tourism in Nusa Penida. 

 

This research aims to narrow the gap from previous 

studies, which yielded inconsistent results regarding the 
relationship between travel experience, perceived value, 

tourist satisfaction, and tourist loyalty. This study 

identifies research gaps from previous studies that require 

further investigation. An example of such gaps is found in 

studies that found perceived value affects tourist loyalty 

(Lin et al., 2015; Kim, 2012; Allameh et al., 2015), while 

other studies stated the opposite, i.e., the perceived value 

did not show a positive effect on tourist loyalty (Sun et al., 

2013; Munhurrun, 2014). Some studies also revealed that 

travel experience and tourist satisfaction have a significant 

relationship (Sangpikul, 2017; Lee and Dong, 2017; 
Suhartanto et al., 2018; Kim and Brown, 2012; Hanafiah, 

2019; Aprilia et al., 2017; Hermawan 2017; ), while other 

research found that travel experience with service and 

facilities dimensions has no effect on tourist satisfaction 

(Hanafiah, 2019). Several studies stated that there is a 

significant relationship between perceived value and 

tourist satisfaction (Rasoolimanesh et al., 2016; Canalejo 

and Rio, 2018; Lin et al., 2015; Allameh et al., 2015; 

Munhurrun, 2014; Sun et al., 2015; al., 2013; Bajs, 2013; 

Chen and Chen, 2009; Kim et al., 2012). However, there is 

other research that stated that there is no significant 

relationship between perceived value and tourist 
satisfaction (Aliman et al., 2016). Based on these 

inconsistencies, it is necessary to conduct further 

investigations into the three variables above (tourist 

satisfaction, travel experience, and perceived value) to 

determine factors that affect tourist loyalty and to provide 

additional literature on the subject. 

 

The objective of this study is to determine whether 

travel experience affects tourist satisfaction and tourist 

loyalty, whether perceived value influences tourist 

satisfaction and tourist loyalty, whether tourist satisfaction 
affects tourist loyalty, whether travel experience influences 

tourist loyalty with the mediation of tourist satisfaction, 

and whether perceived value affects tourist loyalty with the 

mediation of tourist satisfaction. Finally, this research is 

expected to provide benefits both theoretically and 

practically. 

 

 

II. LITERATURE REVIEW 

A. Travel Experience 

Travel experience refers to tourist's physical contact 

with the tourism atmosphere (for example, attractions, 

local communities, culture, and so on) as well as 
interactions with service providers (tourism businesses, 

facilities) in tourist destinations (Sangpikul, 2017). The 

tourist's travel experience is a personal reaction or 

response to all encounters with service providers in tourist 

destinations (Suhartanto et al., 2018). These concepts 

imply that the tourist's experience with service providers in 

tourist destinations occurs through interactions and 

communication between tourists and service providers. As 

a service provider that offers experiences to tourists, the 

ability to provide high-quality experiences to tourists 

beyond their expectations is highly important. 

There are several dimensions of travel experience, such 
as beach attractiveness, local communities, destination 

values, services, and facilities, as well as safety and 

cleanliness (Sangpikul, 2017). The attractiveness of a 

tourist destination can be recognized from its special 

characteristics (things like landscape, climate, or activities 

in the destination) that are particularly interesting to 

visitors (Le and Dong 2017). The attractiveness of a tourist 

destination is an essential prerequisite for the development 

of tourism in the area. Tourism attractiveness serves as a 

tourism resource that can attract tourists to visit (Kresic 

and Prebezac, 2010). The appeal of a tourist destination is 
a very important factor in the success of a destination in 

attracting tourists, where attractiveness acts as the magnet 

that lures tourists to visit and an economic resource for the 

local community. 

B. Perceived Value 

Perceived value is the customer's comprehensive 
assessment of services, by comparing what is being 

received (benefits gained from services) with what is 

sacrificed (charges or other sacrifices for obtaining 

services) (Sun et al., 2013; Munhurrun, 2014 ). 

Undoubtfully, perceived value is an important factor in the 

consumer's decision-making process. However, the 

perceived value does not merely affect the customer's 

decision during the pre-purchase phase but also affects 

satisfaction as well as intention to recommend or to 

repurchase during the post-purchase phase. This means 

perceived value affects customer satisfaction on a product 
as well as brand loyalty. 

Perceived value changes as product or service changes 

and varies in its measurement in various industries 
(Rasoolimanesh et al., 2016). By tradition, perceived value 

is considered as a function of price, but in recent value for 

money has been considered as its main indicator. Value for 

money is the approximate consumer's measurement for 

perceived value. It also represents the consumer's 

understanding of the product (Canalejo and Rio, 2018). It 

involves a customer's analysis of the extent to which the 

product has met their expectations. When traveling, for 

example, the tourist's experience is an assessment of what 
they expect compared to what they actually receive.
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C.  Tourist Satisfaction 

Tourist satisfaction is the most significant variable in 

examining tourist behavior (Bhat and Darzi, 2018). This is 

due to the fact that satisfaction influences destination 

choices, acquisition of products and services as well as 

decision to revisit. Tourist satisfaction during their visit 

boosts the profitability of the company since it contributes 

to building loyalty toward a certain destination. Evaluating 
satisfaction in travel experiences is a post-travel process. 

Tourist satisfaction refers to the result of the tourist's 

evaluation of the comparison between product/service 

performance and expectations (Sangpikul, 2017). When 

performance exceeds expectations, it will result in tourist 

satisfaction. However, when performance falls short of 

expectations, the result is dissatisfaction. Tourist 

satisfaction can be considered as a post-travel evaluation 

on the trip to a tourist destination (Chiu et al., 2015). 

Satisfaction is not limited to the enjoyment of the travel 

experience but also related to the evaluation of the 

appropriateness level of the travel experience. 

D. Tourist Loyalty 

Loyalty is defined as the customer's intention or 

behavior to repurchase, which leads to repeated purchases 

of the product with the same brand (Sangpikul, 2017). 

Loyalty is a very tightly held commitment to repurchase or 

to rearrange product or service choices consistently in the 

future. This commitment results in repeated purchases of 

the same brand despite the existence of situational 
influences and marketing efforts that strive to shift 

customer behavior (Chiu et al., 2016; Lin et al., 2015; 

Toyama and Yamada, 2012; Bhat and Darzi, 2018). 

The concept of destination loyalty or tourist loyalty is 

an important indicator used in the efforts to develop a 

destination's competitive advantage and serves as an 

effective destination marketing strategy (Kim and Brown, 

2012). Previous researches have discussed many factors 

related to destination loyalty, including demographic 

characteristics, past experiences, destination's image, and 

service quality, with tourist satisfaction as a prominent 

predictor. Destination loyalty is significantly influenced by 
the satisfied tourist's experience or a memorable 

experience. 

III. CONCEPTUAL FRAMEWORK 

The conceptual framework of the relationships between 

variables to be analyzed in this study can be depicted as 

follows: 

 
 
 

A. Research Hypotheses 

H1: Travel experience has a positive effect on tourist 

loyalty. 

H2: Perceived value has a positive effect on tourist 

loyalty. 

H3: Travel experience has a positive effect on tourist 

satisfaction. 

H4: Perceived value has a positive effect on tourist 

satisfaction. 

H5: Tourist satisfaction has a positive effect on tourist 

loyalty. 
H6: Tourist satisfaction is able to mediate the relationship 

between travel experience and tourist loyalty. 

H7: Tourist satisfaction mediates the relationship between 

perceived value and tourist loyalty. 

IV. RESEARCH METHODOLOGY 

The location in this study is Nusa Penida Island, which 

is located in Klungkung District. This study uses three 

variables, namely travel experience and perceived value as 

exogenous variables, tourist loyalty as an endogenous 

variable, and tourist satisfaction as a mediating variable 

(intervening variable). Travel experience as an exogenous 
variable consists of 4 dimensions, namely beach 

attractiveness, local communities, services, and facilities, 

as well as safety and cleanliness (Sangpikul, 2017). 

The data used in this study are quantitative and 

qualitative data. The population used in this study consists 

of all domestic and international tourists who have visited 

the island of Nusa Penida. The sample in this study was 

selected using the nonprobability sampling technique, i.e., 

purposive sampling. The total number of questionnaires 

distributed in this study were 555 questionnaires. After 

eliminating invalid questionnaires, the number is reduced 

to 115 respondents. 
This study employed questionnaires for data collection. 

The measurement scale used is 5 Likert Scale. The 

questionnaire was tested for its validity and reliability. 

Based on the tests performed, the Average Variance 

Extracted (AVE) value and the outer loading value are 

greater than 0.5 for all variables studied so that it can be 

concluded that the questionnaire used meets validity 

requirements. Cronbach's alpha and composite reliability 

values are greater than 0.8 and 0.7, respectively, for all 

variables. This means that all variables used in this study 

are reliable. 
The data collection in this study was conducted by 

cooperating with tour and travel agents. The questionnaire 

was distributed online via Whatsapp and Direct Messages 

on Instagram. The methods of analysis used in this 

research consist of descriptive and inferential analyses. 

The descriptive analysis consists of the analysis of 

respondent characteristics and descriptive statistics of 

research variables. This study employs Structural Equation 

Modelling (SEM) with a Partial Least Square (PLS) 

approach with the assistance of the SmartPLS 3.0 software. 

The testing of SEM-PLS mediation was conducted using 

the Variance Accounted For (VAF) method. 
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V. RESULTS AND DISCUSSION 

A. Respondent Characteristics 

In this study, respondents are dominated by female 

respondents, which account for 70% of total respondents 

with an age range of 17-26, which accounts for 50% of total 
respondents. Respondents with undergraduate education 

background (strata 1) account for 64% of total respondents, 

and respondents with employment in the private sector 

account for 38% of total respondents. The nationality of the 

respondents is dominated by Indonesian citizens, accounting 

for as much as 89% of total respondents. Most respondents 

visited Nusa Penida only once, which account for 81% of 

total respondents. 

B. Outer Model Test (Measurement Model) 

To test for validity, the convergent validity test was used, 

which consists of the measurement of the loading factor and 

average variance extracted (AVE) values. The reliability test 

consists of the measurement of Cronbach's Alpha and 

composite reliability values. Based on data processing using 

SmartPLS 3.0, it was found that all indicators have loading 

factor values above 0.5. This indicates that the model is fit, 

and all indicators used to measure the variables are valid. 

AVE values for all variables are greater than 0.5. This 

means that all variables are valid. Each variable has 

Cronbach's Alpha and composite reliability values of greater 
than 0.7 so that it can be concluded that all variables are 

reliable. This implies that these variables can be used 

repeatedly on the same or different subjects while 

maintaining consistent results. 

C. Inner Model Test (Structural Model) 

Testing the inner model (structural model) was 

conducted by using the R-Square and Q-Square tests. 

Tourist satisfaction as the endogenous variable has an R-

Square value of 0.592 or 59.2%, which means that 59.2% of 

exogenous variables, namely travel experience and 

perceived value, can explain tourist satisfaction variables, 

while the remaining 40.8% can be explained by other 

variables outside the model. Based on this value, it can be 

said that the model is categorized as moderate (0.50 - 0.75). 

The R-square value of tourist loyalty as the other 
endogenous variable is 0.361 or 36.1%, which means that 

36.1% of exogenous variables, namely travel experience, 

perceived value, and tourist satisfaction, can explain the 

tourist loyalty variable, while the remaining 63.9% can be 

explained by other variables outside the model. Based on 

this value, it can be said that the model is categorized as 

weak since it is less than 0.5. 

Based on the calculation, the Q-square value is 0.74. 

This result reveals that the Q-square value is close to 1, 

which implies that the model has a predictive relevance, or 

the model is improving. 

D. Test of Hypotheses 

The testing of the hypothesis was conducted by 

processing data using SmartPLS 3.0 with bootstrapping test 

results, as shown in Figure 2.

 
 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 2 Bootstrapping Test Results using SmartPLS 3.0 

 

Based on the results from data processing, it was found that only hypothesis 1 is not significant (rejected), while 

hypotheses 2, 3, 4, 5, 6, and 7 are accepted. 

 
Table 1. Direct Influences between Variables 

Direct Influence 

T Statistics 

(|O/STDEV|) 

P 

Values Interpretation 

Travel experience  -> Beach attraction  3.098 0.001 Significant 

Travel experience  -> Local community  11.561 0.000 Significant 
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Travel experience  -> Services and facilities  70.617 0.000 Significant 

Travel experience  -> Safety and cleanliness  25.439 0.000 Significant 

Travel experience  -> Tourist loyalty 1.037 0.150 Not significant 

Perceived value  -> Tourist loyalty 2.002 0.023 Significant 

Travel experience  -> Tourist satisfaction 2.779 0.003 Significant 

Perceived value  -> Tourist satisfaction 8.387 0.000 Significant 

Tourist satisfaction  -> Tourist loyalty 1.611 0.054 Significant 
 

 

Table 2. Indirect Influences between Variables 

Indirect Influence 

T Statistics 

(|O/STDEV|) P Values 

Travel experience -> Tourist satisfaction -> Tourist loyalty 1.498 0.067 

Perceived Value -> Traveler satisfaction -> Traveler loyalty 1.445 0.075 

E. Mediation Effect Test 

The relationship between travel experience and tourist 

loyalty can be fully mediated by tourist satisfaction. This is 

evidenced by the VAF value of 154%, which is greater than 

80%. That is not the case with the relationship between 

perceived value and tourist loyalty, which is only partially 
mediated by tourist satisfaction. This is evidenced by the 

VAF value of 30%, which is greater than 20% and less than 

80% (20% ≤ VAF ≤ 80%). This indicates partial mediation. 

F. Discussion 

The result of this study proves that travel experience 

does not have a positive and significant effect on tourist 

loyalty. This result is in line with the results from researches 

conducted by Sangpikul (2017) and Hanafiah et al. (2019). 

This result can be traced to several factors, such as 
inadequate road facilities. Poor road infrastructures in Nusa 

Penida may have caused inconvenience for tourists who 

came to visit. The road conditions in Nusa Penida can be 

described as being inadequate for tourist passage. Some road 

accesses to tourist attractions are still damaged and bumpy. 

The above factors contribute to the dimensions that shape 

the travel experience of tourists in Nusa Penida. Travel 

experience is important for the development of a tourist 

destination since positive experiences related to products, 

services, and facilities as well as other resources offered in 

tourist destinations will encourage tourists to make repeated 
visits and also make the positive word of mouth (WOM) 

promotion to their friends and relatives after making the trip 

(Sangpikul, 2017). 

Perceived value has a positive and significant effect on 

tourist loyalty. This result is in line with the results of 

researches conducted by Lin et al. (2015), Kim (2012), and 

Allameh et al. (2015). As observed in this study, tourists 

who came to Nusa Penida mostly took travel packages 

offered by travel agents. Most tourists who came to Nusa 

Penida took the one day trip package (1-day trip). Based on 

the research results, it can be said that tourists deemed that 
the cost of the travel package provided is well worth the 

experience/benefit they received in Nusa Penida. Based on 

this fact, it can be concluded that the value perceived by 

tourists visiting Nusa Penida has a significant relationship 

with tourist loyalty. The costs incurred by tourists are in 

accordance with the benefits obtained by tourists in the form 

of experience gained during the visit. This shapes tourist 

loyalty and encourages future revisits to Nusa Penida as well 

as recommending Nusa Penida to relatives, family, and 

friends. 

The result of this study proves that travel experience has 

a positive and significant effect on tourist satisfaction. This 

result is in line with several other studies, namely studies 

conducted by Sangpikul (2017), Lee and Dong (2017), 
Suhartanto et al. (2018), Kim and Brown (2012), Hanafiah 

(2019), Aprilia et al. (2017), Hermawan (2017) and Lin et al. 

(2015). The attractiveness of the beaches in Nusa Penida, 

such as Kelingking Beach, Pasir Uug (broken beach), Atuh 

Beach, and other beaches, is unique and cannot be found 

anywhere else. This uniqueness stems from the beauty of the 

cliffs and beaches that are still very natural and relatively 

untouched. Tourists who enjoyed the allure of the Nusa 

Penida beaches gained a positive travel experience. The 

local people of Nusa Penida also contributes to the positive 

travel experience that leads to tourist satisfaction. Bali is one 
of the tourist destinations that is known for having a friendly 

and warm local population, including the people in Nusa 

Penida. Services and facilities are also some of the 

contributing factors that shape the tourist's travel experience. 

Nusa Penida has adequate accommodations for tourists, 

such as hotels and restaurants. The availability of good 

services and wide-ranging facilities (accommodations) in 

Nusa Penida help create tourist's positive travel experience. 

Positive tourist travel experiences regarding services and 

facilities significantly increase the satisfaction of tourists 

visiting Nusa Penida. The management of all Nusa Penida's 

tourist destinations has ensured the security and safety of 
tourists who come to visit. This can be seen from the 

installation of safety railings along the coastal attraction 

route in Nusa Penida, which has a fairly steep and 

precarious path. Based on the explanation above, travel 

experience in terms of tourist attractions, local communities, 

services, and facilities, as well as security and cleanliness 

gained by tourists during their visit to Nusa Penida, 

significantly influences tourist satisfaction. 

The result of this study proves that the perceived value 

has a positive and significant effect on tourist satisfaction. 

This result is in line with researches from Rasoolimanesh et 
al. (2016), Canalejo and Rio (2018), Lin et al. (2015), 
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Allameh et al. (2015), Munhurrun (2014), Sun et al. (2013), 

Bajs (2013), Chen and Chen (2009) and Kim et al. (2012). 

Perceived value plays an important role in achieving tourist 

satisfaction. Part of this is due to the fact that tourist 

satisfaction also has an effect on tourist loyalty. The 
management of Nusa Penida tourist destinations needs to 

maintain stable and reasonable prices as well as maintain 

good quality services for tourists. 

The result of this study proves that tourist satisfaction 

has a positive and significant effect on tourist loyalty. This 

result is in line with the researches from Sangpikul (2017), 

Chiu (2017), Canalejo and Rio (2018), Sun et al. (2013), Lin 

et al. (2015), Bhat and Darzi (2018), and Munhurrun (2014). 

As observed in this study, satisfied tourists will tend to be 

more loyal to tourist destinations in Nusa Penida. This 

implies that tourist satisfaction is an important factor in 

shaping tourist loyalty. 
The result also proves that the relationship between 

travel experience and tourist loyalty can be mediated by 

tourist satisfaction. This result is in line with researches 

from Sangpikul (2017), Kim and Brown (2012), and Chen 

and Chen (2009). As observed in this study, tourist visit to 

Nusa Penida do not directly influence tourist loyalty but 

directly influences tourist satisfaction. Based on this fact, it 

can be concluded that tourist satisfaction is a very important 

factor to be considered by the management of tourist 

destinations. Satisfied tourists are more likely to revisit 

tourist destinations and recommend them to others. Thus, 
tourist satisfaction can fully mediate the relationship 

between travel experience and tourist loyalty, so that it plays 

an important role in increasing the number of tourist visits to 

Nusa Penida. 

Lastly, the result of this study proves that the 

relationship between perceived value and tourist loyalty can 

be mediated by tourist satisfaction. This result is in line with 

researches from Lin et al. (2015), Andreas and Tunjungsari 

(2019), and Amalia and Murwatiningsih (2016). This 

mediation exists due to the fact that the value perceived by 

tourists in Nusa Penida has direct relationships with tourist 

satisfaction and tourist loyalty. Based on this fact, it can be 
concluded that the mediating effect of tourist satisfaction is 

very important. When the value perceived by tourists leads 

to tourist satisfaction, it will also indirectly affect tourist 

loyalty toward destinations in Nusa Penida. This will 

eventually encourage repeated visits and recommendations 

to others to visit Nusa Penida. 

VI. RESEARCH IMPLICATIONS 

A. Theoretical Implications 

In this study, travel experience consists of 4 dimensions, 

namely beach attractiveness, local communities, services, 

and facilities, as well as security and cleanliness. Based on 

the research results, the service and facility dimensions have 

the highest path coefficient value compared to other 

dimensions. This implies that it is very important to provide 

adequate facilities and good services to tourists who visit 

Nusa Penida in order to build a positive travel experience. In 

addition, beach attractiveness, local people, and safety and 
cleanliness also play significant roles in shaping a good 

travel experience for tourists. 

Based on research results, the travel experience of tourists 

who visit Nusa Penida does not have a positive and 

significant effect on tourist loyalty. This implies that travel 

experiences cannot directly build the loyalty of tourists who 

came to Nusa Penida. On the other hand, the perceived 
value of tourists visiting the island of Nusa Penida has a 

positive and significant direct effect on tourist loyalty. This 

research's results are in line with researches from Lin et al. 

(2015), Kim (2012), and Allameh et al. (2015). Perceived 

value plays an important role in influencing tourists to 

revisit Nusa Penida and to make positive recommendations 

to others. Travel experience and perceived value directly 

affect tourist satisfaction in Nusa Penida island. Tourist 

satisfaction also directly influence tourist loyalty. Several 

previous studies from Sangpikul (2017), Chiu (2017), 

Canalejo and Rio (2018), Sun et al. (2013), Lin et al. (2015), 

Bhat and Darzi (2018), and Munhurrun (2014) also stated 
that tourist satisfaction affects loyalty. Travel experience 

and perceived value have indirect effects on tourist loyalty. 

These indirect effects are mediated by tourist satisfaction. 

B. Practical Implications 

Considering the importance of the entire travel 

experience to tourist satisfaction, it is necessary to manage 

beach attractions in Nusa Penida properly while maintaining 

the natural beauty of Nusa Penida so that it remains original 
and adheres to local wisdom. Local communities also need 

to always be friendly and warm to visiting tourists. This will 

boost tourist satisfaction and eventually will make tourists 

more loyal to tourist destinations in Nusa Penida. 

Based on the 4 dimensions of travel experience, the path 

coefficient for the service and facility dimension is the 

highest, which means that it has the biggest effect on travel 

experience compared to other dimensions. This implies that 

services and facilities play important roles in shaping the 

travel experience of visiting tourists. The management of 

Nusa Penida tourist destinations needs to improve the 

quality of services provided to tourists and manage facilities 
such as restaurants and hotels to meet their needs. In 

addition, accessibility, especially in terms of road 

infrastructure in Nusa Penida, really needs to be improved 

accordingly. Destination management must also contribute 

to the security and the cleanliness of this island. If tourist 

satisfaction is achieved, then tourists who have visited Nusa 

Penida will become loyal. 

Perceived value is also important in building tourist 

satisfaction and loyalty. The management of Nusa Penida 

destinations, including local communities and 

accommodation service providers, needs to always maintain 
quality services to tourists visiting Nusa Penida. The value 

perceived by tourists is closely influenced by the costs 

incurred by tourists. Managers, in this sense, need to 

maintain price stability. 

This research provides important inputs for the 

management of Nusa Penida tourist destinations. These 

inputs, when implemented properly, will help in increasing 

the number of tourists visiting Nusa Penida. The increasing 

number of tourist visits to Nusa Penida will, in turn, benefit 

destination managers, including local communities and 
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service providers (accommodation services, transportation, 

tour, and travel agents). 

C. Research Limitations 

The limitation of this study is related to the respondents 

surveyed. This study selects respondents based on the 

criteria of visiting Nusa Penida during the last 6 months, i.e., 

during the September 2019 - March 2020 period, and the 

distribution of the questionnaires was done online. The 

memory in the minds of tourists at the time of the study may 

not be as good as the memory when they visited Nusa 

Penida. Future research is expected to be able to take 

samples directly at the time of the visit to Nusa Penida. 

VII. CONCLUSION AND RECOMMENDATIONS 

A. Conclusion 

Based on the analysis in this research, several 

conclusions can be drawn as follows: 

 Travel experience does not have a positive on tourist 

loyalty. 

 Perceived value has a positive on tourist loyalty. 

 Travel experience has a positive on tourist 

satisfaction. 

 Perceived value has a positive effect on tourist 

satisfaction. 

 Tourist satisfaction has a positive effect on tourist 

loyalty. 

 Tourist satisfaction fully mediates the influence of 

the travel experience on tourist loyalty. 

 Tourist satisfaction partially mediates the influence 

of perceived value on tourist loyalty. 

 

B. Recommendations 

a) For Practitioners 
Considering the importance of travel experiences and 

perceived value for increasing the number of visits to Nusa 

Penida, it is necessary to improve the management of 

beach attractions, local communities, services, and 

facilities and maintain security and cleanliness of Nusa 

Penida tourist destinations as attributes that shape travel 

experience of tourists while visiting Nusa Penida. In 

addition, tourist destination managers need to maintain 

price stability for services and accommodations in Nusa 

Penida. There is also a need for good cooperation between 
local people, accommodation, and transportation service 

providers as well as tour and travel agents in determining 

reasonable and stable prices. 

 

b) For Academics 
Based on the results of the study, it can be seen that 

the travel experience and perceived value variables have 

significant influences on tourist satisfaction and tourist 

loyalty in Nusa Penida. Future research is expected to 

include other variables that may affect the satisfaction and 

loyalty of tourists visiting Nusa Penida. All of this is 
intended so that tourism in Nusa Penida continues to grow, 

and the number of tourists visiting Nusa Penida continues 

to increase year after year. 
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