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Abstract. This study explores the relationships between event quality, destination image, perceived value, tourist satisfaction,
and destination loyalty in the context of the 2019 East Java Provincial Sports Week (Porprov) event. The research aims to
understand how these factors influence tourists' loyalty to a destination, with a focus on small-scale sporting events.
Hypotheses were developed based on the assumption that event quality positively affects destination image, perceived value,
and tourist satisfaction, which in turn influence destination loyalty. Data were collected from 170 respondents using a
snowball sampling technique and analyzed using Structural Equation Modeling (SEM) with AMOS 24. The findings revealed
that event quality significantly positively impacts destination image, perceived value, and tourist satisfaction. Moreover, both
destination image and perceived value were found to positively influence tourist satisfaction and destination loyalty. Tourist
satisfaction was identified as a crucial mediator in the relationship between destination image and perceived value with
destination loyalty. These results highlight the importance of high-quality events in shaping positive perceptions of a
destination and fostering long-term loyalty among tourists. The study provides practical recommendations for event
organizers and destination marketers, emphasizing the need to enhance event quality and tourist satisfaction to build enduring
relationships with visitors.
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Introduction

Many countries and regions are now competing for excellence in the tourism industry (Gibson et
al., 2008), and loyalty plays a significant role in the success of a destination or organization (Alam et al.,
2018; Oppermann, 2000). Sports events can be one way to form loyalty. This is because sports events
can improve the image of a destination, promote local products, increase local patriotism, and create
jobs (Kaplanidou, 2012; Kim et al, 2014). Some studies even state that event quality can affect destination
image and perceived value. Jin et al. (2013) assume that there is still a lack of research on sporting tourism
even though sporting events can shape destination image and perceived value. Learning about the
interrelationship of event quality, destination image, perceived value, tourist satisfaction, and destination
loyalty can generate a competitive advantage in the tourism industry. In some previous research, there
were some major limitations. The first is underestimating the importance of small-scale sporting events
(Wong and Tang, 2016). Secondly, according to Kim, Holland, and Han (2013), there are very few
empirical studies to determine the relationship between perceived value and tourist satisfaction and
loyalty. Third, although there have been several studies on tourist satisfaction, little is known about its
mediating effect on perceived value and destination loyalty in the context of sport tourism.

There are two gaps in the main journal and the supporting journal. In the main journal, the event
quality variable has a significant positive impact on tourist satisfaction, whereas in the supporting journal,
the event quality variable does not have a significant impact on tourist satisfaction. The second gap is in
the effect of event quality on perceived value. In the main journal, the event quality variable has a
significant positive effect on perceived value. In the supporting journal, the event quality vatiable does
not have a significant effect on perceived value.

In examining the effect of event quality on tourist satisfaction and perceived value, the research
will use the 2019 East Java Porprov (provincial sports week) Event. The East Java Provincial Event
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(PorProv) is a sports competition event that competes in various sports. This event was attended by
athletes from the Fast Java region. In this event, some of the sports that are contested include beach
volleyball, boxing, badminton, and other sports. The Porprov event was held annually before the
pandemic period, and the last East Java Porprov event was held in 2019. The 2019 East Java Porprov
event was held in Tuban Regency. Tuban Regency is located in East Java and is nicknamed Bumi Wali
because it is one of the starting points for the spread of Islam in the archipelago. Tuban Regency has
several attractions, such as the Great Mosque, Kwan Sing Bio Temple, Nglirip Waterfall, and Boom
Beach. This event managed to attract the enthusiasm of East Java residents to participate and enliven
the event. This object is used because the 2019 East Java Provincial event is the biggest sports event in
East Java and has many visitors from all regions in East Java.

Based on the background of the problem, this research is a replication of Jeong's (2019) research
model. The following hypothesis is proposed:

H1: Event quality has a positive effect on destination image

H2: Event quality has a positive effect on perceived value

H3: Event quality has a positive effect on tourist satisfaction

H4: Destination image has a positive effect on tourist satisfaction

H5: Perceived value has a positive effect on tourist satisfaction

Ho6: Destination image has a positive effect on destination loyalty

H7: Perceived value has a positive effect on destination loyalty

H8: Tourist satisfaction has a positive effect on destination loyalty

H9: Tourist satisfaction has a mediating effect on the relationship between destination image and
destination loyalty

H10: Tourist satisfaction has a mediating effect on the relationship between perceived value and

destination loyalty.

Research methodology

This type of research is a type of basic research, analyzing the effects of service quality variables,
food quality, price-value ratio, on satisfaction and behavioral intentions. In addition, this study also
includes replication of the journal Mahin et al (2019), namely the effect of ambience, convenience,
restaurant variety, staff, food quality, and price variables on customer satisfaction. This research is also
causal. Causal research can be interpreted as research that involves data collection to determine whether
there is a relationship between one variable and another (Widarto, 2013). This research is classified as
quantitative research. Quantitative research can be defined as a process for discovering knowledge by
using data in the form of numbers as a tool for analyzing what information is wanted to know (Kasiram,
2008).

This study used the numerical interval scale on the questionnaire. The number interval is from
number 1 to number 5. Number one indicates strongly disagree, while number 5 indicates strongly agree
to the questions given in the questionnaire. The method of Hair et al. (2014) will be used to determine
the number of research samples. According to Hair et al. (2014), the recommended research sample size
is between 100 and 400 respondents. Lacobucci (2010) states that the sample size to obtain valid and
accurate data is 150 respondents. This study uses a minimum of 150 respondents.

The sampling technique used is snowball sampling. Sugiyono (2010) defines snowball sampling as
a technique that is initially small in number. Then, the sample asks the closest person to be sampled, and
so on. Like a rolling snowball, the longer it gets, the bigger it gets. This research uses the Structural
Equation Modeling method with AMOS 24. Validity and reliability testing using SPSS 25 software with
initial data from 30 respondents. According to Hair et al. (2014), this validity test is carried out by
calculating the correlation of each question with a high value (more than 0.5) and must consider a <
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0.05, so that the data is valid and the variable can be used for further data processing. In addition, the
requirement for the variable to be called reliable, the Cronbach's Alpha value must be above 0.7 (Hair et
al., 2010), so that it can be used for further data processing, namely measurement and structural tests.

Findings

This study conducted 2 types of testing through SPSS 24 software, namely the validity test and
reliability test, with 30 respondents' data. The results show that each variable is valid (has a Pearson
cotrelation value 20.5) and reliable (has a Cronbach's alpha value 20,7). After that, the overall data of
170 respondents were analyzed with SEM through 2 stages of testing.

The first stage is the measurement model to test validity and reliability using the AMOS 22 program.
The measurement model in this study is divided into two stages. The first stage contains all dimensions
and variables. The second stage contains the processed results of the dimensions, which are averaged
into service quality variables and the other four variables. Data processing can be used for further analysis
if the measurement model meets the Goodness of Fit Index (GoF) criteria. The following are the results
of the first stage measurement model after removing indicators that do not meet the standardized

loadings requirements:

Table 1. Goodness Of Fit Measurement Model

Goodness of Fit Terms Model Results Description
CMIN/DF <2,00 1,976 Good Fit
RMSEA <0,08 0,080 Good Fit
GFI 0.8<GFI=0.9 0,814 Marginal Fit
CFI 20,90 0,925 Good Fit
TLI 20,90 0,912 Good Fit

Table 2. Standardized Loadings, AVE, and CR Values in Measurement Model

Variables/ Dimensions Indicator Std L(.(;)a ding AVE CR Description

EVQ1 0,739 Valid and reliable
EVQ2 0,717 Valid and reliable

EVQ 0,630 0,871
EVQ3 0,864 Valid and reliable
EVQ4 0,844 Valid and reliable
DIl 0,747 Valid and reliable
DI2 0,705 Valid and reliable

AT DI3 0,727 0,630 0,895 Valid and reliable
DI4 0,909 Valid and reliable
DI5 0,865 Valid and reliable
PV1 0,787 0,669 0,889 Valid and reliable

PV PV2 0,969 Valid and reliable
PV3 0,74 Valid and reliable
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PV4 0,756 Valid and reliable
TS1 0,884 Valid and reliable
TS TS2 0,798 0,731 0,891 Valid and reliable
TS3 0,881 Valid and reliable
DL1 0,56 Valid and reliable
DI.2 0,744 Valid and reliable
DL3 0,864 Valid and reliable
DL 0,593 0,396
D14 0,825 Valid and reliable
DL5 0,832 Valid and reliable
DL6 0,757 Valid and reliable

Indicators can be said to be valid and reliable if the AVE value= is 0.5 and CR 20.7. The AVE
value of all dimensions or variables in stage 1 does not meet the requirements because it is <0.5.
However, the CR value of all dimensions or variables has met the requirements, namely 20,7. According
to Fornell and Larcker (1981) in the journal Huang et al. (2013), if the AVE value is less than 0.5 but the
CR value is> 0.6, then convergent construct validity is still acceptable. Thus, all dimensions and variables
in stage 1 can be declared valid and reliable.

The next stage is the structural model, to test the hypothesis and measure the fit of the model with
empirical data. This data processing also applies to the Goodness of Fit Index (GoF) criteria. The
following are the results of the structural model fit test.

Table 3. Goodness Of Fit Structural Model

Goodness of Fit Terms Model Results Description
CMIN/DF <3,00 2,530 Good Fit
RMSEA <0,08 0,100 Marginal Fit
GFI 0.8<GFI=0.9 0,775 Marginal Fit
CFI 20,90 0,880 Marginal Fit
TLI 20,90 0,862 Marginal Fit

After completing SEM analysis with measurement models and structural models that meet the
criteria or requirements, hypothesis testing can be carried out to see how much the level of significance
of the influence between one variable and another. A hypothesis will be supported if it has the same
direction of influence as the empirical results (standardized estimate) and the |C.R.| value 21.96 (a =
5%) or p-value=< 0.05. The following are the results of hypothesis testing:
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Figure 1. Research Outcome Model

Destination Loyalty

From the figure above, it can be seen that all hypotheses are supported because all hypotheses have

a P-value below 0.05. Some variables have a significance level (**) and some have a significance level

(***). The hypothesis marked (***) has a P-value below 0.001.
Table 4. Hypothesis Test Results

Hypothesis Std. Estimate CR P-Value Description
H1: EVQ = DI 0,121 9,496 rork Supported
H2: EVQ > PV 0,100 4,961 bk Supported
H3: EVQ =2 TS 0,426 2,712 0,007 Supported
H4:DI> TS 0,146 2,995 0,003 Supported
H5: PV 2> TS 0,072 3,552 ok Supported
H6: IN - DL 0,096 3,332 ok Supported
H7:PV - DL 0,117 2,246 0,025 Supported
H8: TS - DL 0,226 2,246 0,025 Supported
Table 5. Mediation Hypothesis Test Results
Direct effect Standardized estimate CR. P-value
DI=>DL 0,096 3,3325 ok
Indirect effect Standardized estimate CR. P-value
DI>TS->DL 0,032 2,6705 0.007
(Supported Mediation)

seajsm.org

101



SEAJSM (Southeast Asian Journal of Service Management)

PV->DL 0,117 2,246 0,025
Indirect effect Standardized estimate CR. P-value
DI=>TS->DL 0,016 2,3534 0,018
(Supported Mediation)

The results of the hypothesis testing provide a robust understanding of the relationships between
various factors influencing destination loyalty at the 2019 East Java Provincial Sports Week (Porprov)
event. Firstly, the relationship between event quality and destination image (H1) is positive and
significant. The findings indicate that higher-quality events contribute to a more favorable destination
image. This supports the idea that well-organized and engaging events leave a lasting impression on
participants, shaping how they perceive the destination. The high CR value further validates this
relationship, highlighting the strength of event quality as a factor in shaping the destination's image.

Similarly, event quality is shown to positively affect perceived value (H2). This suggests that when
the event quality is high, tourists are more likely to perceive the event as offering good value for their
time and money. The significant CR and P-values reinforce this, suggesting that visitors are more inclined
to appreciate an event that meets or exceeds their expectations. This perceived value becomes crucial in
their overall evaluation of the destination.

Regarding tourist satisfaction, event quality is a key determinant (H3). The results reveal a strong
positive relationship between the quality of the event and the satisfaction of the tourists. A well-executed
event enhances the visitor experience, leading to higher levels of satisfaction. This is an important
finding, as satisfied tourists are more likely to develop positive attitudes toward the destination, which
can influence their future decisions to visit or recommend the destination.

The destination image also has a significant impact on tourist satisfaction (H4). A positive image
of the destination contributes to a more enjoyable and fulfilling experience for tourists. This confirms
that a strong destination image enhances the likelihood that visitors will have a satisfying experience,
making it a key factor in shaping their perceptions and satisfaction levels.

In line with this, perceived value significantly influences tourist satisfaction (H5). Tourists who
believe the event provides good value are more likely to report high levels of satisfaction. This highlights
the importance of offering tangible benefits and experiences that align with tourists' expectations in
terms of value.

Moving on to destination loyalty, the study found that both destination image and perceived value
have positive influences on loyalty (H6 and H7). Tourists who have a favorable view of the destination,
bolstered by a positive event experience and a strong perceived value, are more likely to develop loyalty
to the destination. This relationship is crucial for destination marketers aiming to build long-term
relationships with tourists, as loyal visitors are more likely to return and advocate for the destination.

Lastly, tourist satisfaction has a direct and significant effect on destination loyalty (HS8). This
confirms that satisfied tourists are more likely to become loyal, reinforcing the idea that creating
memorable experiences can help foster long-term relationships with visitors.

Furthermore, the mediating effects revealed in the analysis underscore the importance of tourist
satisfaction in linking both destination image and perceived value to destination loyalty. The mediating
role of satisfaction suggests that it acts as a bridge between how tourists perceive the destination and
their loyalty to it. A positive destination image or perceived value alone is not enough; tourist satisfaction
must be nurtured to ensure that these perceptions translate into loyalty.
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Opverall, the findings emphasize the complex interplay between event quality, destination image,
perceived value, tourist satisfaction, and destination loyalty. These results provide valuable insights for
event organizers and destination marketers aiming to enhance visitor retention and build lasting
relationships with tourists. The significant mediating effects of tourist satisfaction highlight the need for
a holistic approach to destination management, focusing not only on creating a high-quality event but

also on ensuring that tourists have a fulfilling and memorable experience.

Conclusions

In conclusion, the research conducted on the 2019 East Java Provincial Sports Week (Porprov)
event, utilizing data analysis through AMOS 22.0 software, has confirmed the significant relationships
between various key factors influencing destination loyalty. All eight primary hypotheses, along with the
two mediation hypotheses, were fully supported.

The findings highlight that event quality plays a crucial role in shaping the overall destination image,
perceived value, and tourist satisfaction. Specifically, event quality was found to have a positive and
significant influence on both the destination image and perceived value, ultimately enhancing tourist
satisfaction. Furthermore, a strong destination image positively impacted tourist satisfaction, thereby
further strengthening the relationship between event quality and satisfaction. Similarly, perceived value
was shown to have a significant effect on tourist satisfaction, indicating that tourists’ evaluation of the
event’s worth directly influenced their overall experience.

Moreover, destination image and perceived value were both found to significantly influence
destination loyalty, underlining the importance of these factors in fostering long-term engagement with
the destination. Tourist satisfaction was identified as a key mediator in the relationship between both
destination image and perceived value with destination loyalty, illustrating that a positive tourist
experience is essential for converting satisfaction into loyalty.

Opverall, this study underscores the interconnectedness of event quality, destination image,
perceived value, and tourist satisfaction in driving destination loyalty, providing valuable insights for
event organizers and destination marketers aiming to enhance visitor retention and promote the long-
term success of such events.

This study also gives practical implications, particularly for the organizers of the 2019 East Java
Porprov event. In organizing local sport event, they should further improve their standards, for example,
in terms of the physical environment of the type of match and the quality of the match. The selection of
the venue for the next East Java Porprov event is also a good place and can support this event. It is
hoped that it can still maintain and further improve the quality of this event so that in the future the
sense of satisfaction that consumers or customers or participants can be even higher and can attract
more consumers or participants to participate so that they can establish a long-term relationship with
participants to increase loyalty to this event.

References

Auka, D.O. (2012). Service Quality, Satisfaction, Perceived Value and Loyalty Among Customers in Commercial
Banking in Nakuru Municipality, Kenya. African Journal of Marketing Management, 4(5), 185-203.

Baloglu, S. and Brinberg, D. (1997). Affective Images of Tourism Destinations. Journal of Travel Research, 35(4), 11-
15.

Baloglu, S. and McCleary, K.W. (1999). A Model of Destination Image Formation. Annals of Tourism Research, 26(4),
868-897.

Barsky, ].D. (1992). Customer Satisfaction in the Hotel Industry: Meaning and Measurement. Hospitality Research
Journal, 16(1), 51-73.

seajsm.org 103



SEAJSM (Southeast Asian Journal of Service Management)

Bitner, M.J. and Hubbert, A.R. (1994). Encounter Satisfaction Versus Overall Satisfaction Versus Quality: The
Customet's Voice, in Rust, R.T. and Oliver, R.L. (Eds). Setvice Quality: New Directions in Theory and Practice,
Sage, Thousand Oaks, CA, pp. 72-94.

Bosque, I.AR., San Martin, H. and Collado, J. (2006). The Role of Expectations in the Consumer Satisfaction
Formation Process: Empirical Evidence in the Travel Agency Sector. Tourism Management, 27(3), 410-419.

Boulding, K.E. (1956). The Image: Knowledge in Life and Society. 47, University of Michigan Press, Ann Arbor, MI.

Brady, M.K. and Cronin, J.J. Jr (2001). "Some New Thoughts on Conceptualizing Perceived Service Quality: A
Hierarchical Approach. Journal of Marketing, 65(3), 34-49.

Chen, C.F. and Chen, F.S. (2010). Experience Quality, Perceived Value, Satisfaction and Behavioral Intentions for
Heritage Tourists. Tourism Management, 31(1), 29-35.

Chi, C.G.Q. and Qu, H. (2008). Examining the Structural Relationships of Destination Image, Tourist Satisfaction and
Destination Loyalty: An Integrated Approach. Tourism Management, 29(4), 624-636.

Chiu, W., Zeng, S. and Cheng, P.S.T. (2016). The influence of Destination Image and Tourist Satisfaction on Tourist
Loyalty: a Case Sttudy of Chinese Tourists in Korea. International Journal of Culture, Tourism and Hospitality
Research10(2), 223-234.

Coban, S. (2012). The Effects of the Image of Destination on Tourist Satisfaction and Loyalty: The Case of Cappadocia.
European Journal of Social Sciences, 29(2), 222-232.

Crompton, J.L.. (1979). An Assessment of The Image of Mexico as A Vacation Destination and The Influence of
Geographical Location Upon That Image. Journal of Travel Research, 17(4), 18-23.

Dichter, E. (1985). What's in an Image. Journal of Consumer Marketing, 2(1), 75-81.

Eggert, A. and Ulaga, W. (2002). Customer Perceived Value: A Substitute for Satisfaction in Business Markets. Journal
of Business & Industrial Marketing, (17/2/3), 107-118.

Eid, R. (2015). Integrating Muslim Customer Perceived Value, Satisfaction, Loyalty and Retention in the Tourism
Industry: An Empirical Study. International Journal of Tourism Research, 17(3), 249-260.

Frias, D.M., Rodriguez, M.A. and Castaneda, J.A. (2008). Internet vs Travel Agencies on Pre-Visit Destination Image
Formation: An Information Processing View. Tourism Management, 29(1), 163-179.

Gallarza, M.G. and Saura, 1.G. (2006). Value dimensions, Perceived value, Satisfaction and Loyalty: An Investigation
of University Students' Travel Behavior. Tourism Management, 27(3), 437-452.

Govers, R., Go, F.M. and Kumar, K. (2007). Promoting Tourism Destination Image. Journal of Travel Research, 46(1),
15-23.

Greaves, N. and Skinner, H. (2010). The Importance of Destination Image Analysis to UK Rural Tourism", Marketing
Intelligence & Planning, 28(4) 486-507.

Grewal, D., Monroe, K.B. and Krishnan, R. (1998). The Effects of Price-Comparison Advertising on Journal of
Marketing, 62(2), 46-59.

Gumussoy, C.A. and Koseoglu, B. (2016). The Effects of Service Quality, Perceived Value and Price Fairness on Hotel
Customers" Satisfaction and Loyalty". Journal of Economics, Business and Management, 4(9), 523-527.

Gursoy, D., Chen, J.S. and Chi, C.G. (2014). Theoretical Examination of Destination Loyalty Formation. International
Journal of Contemporary Hospitality Management, 26(5), 809-827.

Han, H. and Hyun, S.S. (2015). Customer Retention in the Medical Tourism Industry: Impact of Quality, Satisfaction,
Trust, and Price Reasonableness. Tourism Management, 46(11), 20-29.

Jamaludin, M., Johari, S., Aziz, A., Kayat, K. and Yusof, A. (2012). Examining Structural Relationship Between
Destination Image, Tourist Satisfaction and Destination Loyalty. International Journal of Independent Research
and Studies - IJIRS, 1(3), 89-96.

Kim, H. and Richardson, S.L.. (2003). Motion Picture Impacts on Destination Images. Annals of Tourism Research,
30(1), 216-237.

Kim, K.H. and Park, D.B. (2017). Relationships Among Perceived Value, Satisfaction, and Loyalty: Community-Based
Ecotourism in Korea. Journal of Travel & Tourism Marketing, 34(2), 171- 191.

Ko, YJ., Kim, Y.K., Kim, M.K. and Lee, J.H. (2010). The Role of Involvement and Identification on Event Quality
Perceptions and Satisfaction: A Case of US Tackwondo Open. Asia Pacific Journal of Marketing and Logistics,
22 (1), 25-39.

Martineau, P. (1958). The Personality of the Retail Store. Harvard Business Review, 36(1), 47-55.

McDougall, G.H. and Levesque, T. (2000). Customer Satisfaction With Services: Putting Perceived Value Into the

Seajsm.org 104



SEAJSM (Southeast Asian Journal of Service Management)

Equation. Journal of Services Marketing, 14(5), 392-410.

Moon, K.S., Ko, Y., Connaughton, D.P. and Lee, J.H. (2013). A Mediating Role of Destination Image in the
Relationship Between Event Quality, Perceived Value, and Behavioral Intention. Journal

Moon, S.K., Kim, M., Ko, J.Y., Connaughton, D.P. and Lee, H.J. (2011). The Influence of Consumet's Event Quality
Perception on Destination Image. Managing Service Quality: An International Journal, 21(3), 287-303.

Oliver, R.L. (1999). Whence Consumer Loyalty. Journal of Marketing, 63, 33-44.

Pike, S. and Ryan, C. (2004). Destination Positioning Analysis Through a Comparison of Cognitive, Affective, and
Conative Perceptions. Journal of Travel Research, 42(4), 333-342.

Rust, R.T. and Oliver, R.L. (1994), Service Quality: Insights and Managerial Implications from Frontier, in Rust, R.T.
and Oliver, R.L. (Eds). Service Quality: New directions in Theory and Practice, Sage Publications, Thousand
Oaks, CA.

Sanchez, J., Callarisa, L., Rodriguez, R.M. and Moliner, M.A. (2006). Perceived Value of the Purchase of a Tourism
Product. Tourism Management, 27(3), 394-409.

Wang, X., Zhang, J., Gu, C. and Zhen, F. (2009). Examining Antecedents and Consequences of Tourist Satisfaction:
A Structural Modeling Approach", Tsinghua Science and Technology, 14(3), 397- 406.

Wu, C.W. (2016). Destination Loyalty Modeling of the Global Tourism. Journal of Business Research, 69(6), 2213-
2219.

Wu, H.C. (2014), The Effects of Customer Satisfaction, Perceived Value, Corporate Image and Service Quality on
Behavioral Intentions in Gaming Establishments", Asia Pacific Journal of Marketing and Logistics, 2(4), 540-
565.

Xiang, Z. and Gretzel, U. (2010). The Role of Social Media in Online Travel Information Search. Tourism Management,
31(2), 179-188.

Zeithaml, V.A. (1988), Consumer Perceptions of Price, Quality, and Value: A Means-End Model and Synthesis of
Evidence. The Journal of Marketing, 52(3), 2-22.

Zeithaml, V. A. (2000). Service quality, profitability, and the economic worth of customers: what we know and what
we need to learn. Journal of the academy of marketing science, 28, 67-85.

Zhang, H., Fu, X., Cai, L.A. and Lu, L. (2014). Destination Image and Tourist Loyalty: AMeta-Analysis. Toutism
Management, 40, 213-223.

Zhang, ].]. and Mao, Z. (2012). Image of All Hotel Scales on Travel Blogs: Its Impact on Customer Loyalty. Journal of
Hospitality Marketing & Management, 21(2), 113-131.

seajsm.org 105



