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Abstract:

This study investigates how customer engagement and marketing communication influence
revisit intention through the mediating role of service interaction quality in the Mandalika
Special Economic Zone (SEZ), Indonesia. The research aims to explain how customer
engagement and marketing communication are translated into revisit intention through high-
quality, reciprocal, and trust-based service interactions. Theoretically, this study contributes
to the extension of the Service-Dominant Logic by identifying service interaction quality as an
operant resource that enables value co-creation between tourists and service providers.
Practically, the findings offer insights for destination managers and policymakers to
strengthen interaction-driven strategies that foster repeat visitation and sustainable tourism
competitiveness. Data were collected from 204 tourists who had visited Mandalika within the
past 12 months using purposive sampling and analyzed with Partial Least Squares Structural
Equation Modeling (PLS-SEM). The results show that customer engagement and marketing
communication significantly enhance service interaction quality. However, only marketing
communication exerts a direct effect on revisit intention, while customer engagement
influences it indirectly through interaction quality. These findings highlight that engagement
and communication must be supported by high-quality service interactions to generate
destination loyalty, emphasizing the importance of culturally adaptive and community-based
exchanges in emerging tourism destinations.
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1. Introduction

Tourism plays a pivotal role in supporting global economic growth, sustainability, and
cross-cultural exchange (Buhalis et al., 2023; Sharma et al., 2021). As one of the
world’s most dynamic sectors, tourism contributes not only to foreign exchange
earnings but also to job creation and regional development. In Indonesia, the tourism
industry is positioned as a strategic pillar of national economic transformation. One
prominent example is the Mandalika Special Economic Zone (SEZ), which has been
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developed as a super-priority destination under the government’s national tourism
master plan. The area has gained international visibility through large-scale events
such as MotoGP, aimed at fostering sport and sustainable tourism (Mulyadi et al.,
2024; Suryade et al., 2021). Despite this strong promotional effort and infrastructure
investment, Mandalika continues to face challenges in achieving consistent revisit
intention among tourists—a critical indicator of destination loyalty and sustainable
competitiveness (Adruce et al., 2021; Baghirov et al., 2023).

Existing studies have emphasized  the importance of customer
engagement and marketing communication as primary drivers of revisit intention.
Customer engagement encompasses tourists’ cognitive, emotional, and behavioral
involvement in destination-related interactions (Hollebeek et al., 2014), whereas
marketing communication delivers persuasive messages and experiential narratives
that influence destination perception and appeal (Wisnujati et al., 2024). However, the
literature reveals inconsistent findings. While engagement and communication may
successfully attract initial visits and raise awareness, they do not always translate into
loyalty or repeat behavior unless tourists perceive authentic, emotionally satisfying
experiences (Loureiro et al., 2021; Rather, 2020). This inconsistency points to a
research gap regarding the mechanism that links engagement and communication
with long-term behavioral intentions in emerging tourism destinations.

Recent scholarly discussions suggest that service interaction quality—referring to the
perceived quality of interpersonal exchanges, responsiveness, trust, and personalized
attention—plays a vital mediating role in strengthening the relationship between
engagement, communication, and revisit behavior (Lemon & Verhoef, 2016; Shuja et
al., 2023). Particularly in developing destinations such as Mandalika, where global
event branding intersects with community-based tourism, service interaction quality
captures the essence of value co-creation between tourists and local stakeholders. This
relational perspective aligns with the principles of the Service-Dominant (S-D) Logic,
which views service interactions as central to generating perceived value and
sustaining customer relationships.

Grounded in this theoretical and contextual background, the present study seeks to
investigate the influence of customer engagement and marketing
communication on revisit intention through the mediating role of service interaction
quality in the Mandalika SEZ. The research offers three main contributions. First, it
addresses the empirical inconsistency by testing an integrated model that links
engagement and communication with loyalty outcomes via service interaction quality.
Second, it extends the S-D Logic framework by conceptualizing interaction quality as
an operant resource that enables value co-creation and long-term behavioral
commitment. Third, it provides practical insights for destination managers and
policymakers in enhancing post-visit satisfaction and repeat visitation in sport- and
event-based tourism contexts. Thus, the study contributes both theoretically and
managerially to the sustainable development of Indonesia’s tourism sector.
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2. Theoretical Background

Customer Engagement: Customer engagement refers to the cognitive, emotional,
and behavioral investment of tourists in their interactions with a destination or service
provider (Hollebeek et al., 2014). It reflects a multidimensional construct that extends
beyond transactional relationships to include active participation and psychological
attachment. In tourism, engagement manifests through tourists’ involvement in
destination activities, social media interactions, and emotional resonance with local
culture. Highly engaged tourists tend to co-create experiences, thereby enhancing
perceived service value and satisfaction (Satar et al., 2024). However, prior research
indicates that engagement alone may not directly lead to loyalty unless supported by
meaningful relational experiences (Rather, 2020). This suggests that engagement
functions as a precursor to value co-creation, which must be reinforced by high-
quality interactions between tourists and service actors.

Marketing communication: Marketing communication encompasses all strategic
efforts aimed at informing, persuading, and reminding consumers about a
destination’s offerings through consistent and interactive messaging (Duncan &
Moriarty, 1998). In tourism, it includes promotional campaigns, digital storytelling,
public relations, and event-based branding that collectively shape destination image
and tourist expectations (Wisnujati et al., 2024). Effective marketing communication
not only generates awareness and intention to visit but also nurtures emotional
connections that influence post-visit behavior. However, communication that lacks
authenticity or alignment with on-site experiences often fails to sustain loyalty
(Loureiro et al., 2021). Therefore, the effectiveness of marketing communication in
stimulating revisit intention depends on its integration with credible, interactive, and
experience-based encounters between tourists and destination stakeholders.

Service interaction quality: Service interaction quality represents tourists’
perceptions of the responsiveness, reciprocity, trust, and personalized attention
experienced during their interactions with service providers, local communities, and
digital platforms (Lemon & Verhoef, 2016). It transcends functional service delivery
by capturing the relational process through which value is co-created. Within the
Service-Dominant Logic (Vargo & Lusch, 2016), interaction quality is viewed as an
operant resource—a dynamic capability that facilitates value co-creation between
tourists and service actors. From the lens of Social Exchange Theory (Homans, 1958),
these interactions are evaluated based on fairness and reciprocity, determining
tourists’ satisfaction and commitment. In emerging destinations such as Mandalika
SEZ, service interaction quality embodies both cultural authenticity and technological
responsiveness, bridging global event branding with community-based hospitality.
High-quality interactions have been empirically linked to greater satisfaction, trust,
and loyalty (Shuja et al., 2023; Yum & Kim, 2024).

Revisit intention: Revisit intention reflects tourists’ behavioral intention to return to
a destination or recommend it to others. It is a critical indicator of destination loyalty
and long-term competitiveness (Adruce et al., 2021; Baghirov et al., 2023). According
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to the Theory of Planned Behavior (Ajzen, 1991), revisit intention arises from the
interplay between attitude, perceived control, and subjective norms. In tourism
contexts, these intentions are influenced not only by functional satisfaction but also
by affective and relational factors derived from engagement and interaction
experiences. Prior studies demonstrate that revisit intention strengthens when tourists
perceive high service quality and meaningful social interactions that foster trust and
emotional attachment (Stylidis et al., 2022). Thus, revisit intention serves as the
behavioral outcome of successful value co-creation, where engagement and
communication are mediated by the perceived quality of service interactions.

Integrating these constructs, this study posits that customer engagement and
marketing communication act as key antecedents that enhance service interaction
quality, which in turn drives revisit intention. Engagement provides psychological
involvement, communication offers persuasive narratives, and interaction quality
transforms these antecedents into relational experiences that sustain loyalty. This
conceptualization extends the Service-Dominant Logic by positioning interaction
quality not merely as an outcome but as a mediating mechanism that explains how
value co-creation unfolds in emerging destinations such as Mandalika SEZ.

< Customer Engagement (X1) > -

H1 H3

Service Interaction Quality (Z) H7 Revisit Intention (Y)
H4 H6
Marketing Communication (X2) Hs

Figure 1. Conceptual Framework

Applying this framework to Mandalika SEZ not only contributes theoretical
advancement but also offers practical insights for sustaining competitiveness in super-
priority destinations. Thus, the following research questions and hypotheses are
formulated to empirically test this framework:

RQI1. How does Customer Engagement influence Revisit Intention, both directly and
indirectly through Service Interaction Quality?

RQ2. How does Marketing Communication influence Revisit Intention, both directly
and indirectly through Service Interaction Quality?

RQ3. How does Service Interaction Quality influence Revisit Intention in the context
of Mandalika SEZ?

From these questions, the following hypotheses are proposed:

H1. Customer Engagement positively affects Service Interaction Quality.

H2. Customer Engagement does not exert a significant direct effect on Revisit
Intention. H3. Service Interaction Quality mediates the relationship between
Customer Engagement and Revisit Intention.

H4. Marketing Communication positively affects Service Interaction Quality.

H5. Marketing Communication positively affects Revisit Intention.
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Hé6. Service Interaction Quality partially mediates the relationship between Marketing
Communication and Revisit Intention.
H7. Service Interaction Quality positively affects Revisit Intention.

3. Methodology

This study adopts an explanatory research design to examine the causal relationships
between Customer Engagement (CE), Marketing Communication (MC), Service
Interaction Quality (SIQ), and Revisit Intention (RI) in the Mandalika Special
Economic Zone (SEZ), Indonesia. The explanatory design was selected because the
objective is not merely to describe associations among variables but to uncover the
mechanisms through which engagement and communication influence revisit
intentions via interaction quality. The conceptual framework builds upon established
theories, including customer engagement (Hollebeek et al., 2014), integrated
marketing communication (Duncan & Moriarty, 1998), Service-Dominant Logic and
social exchange perspectives for interaction quality (Homans, 1958; Lemon &
Verhoef, 2016; Vargo & Lusch, 2016), and behavioral intention grounded in the
Theory of Planned Behavior (Ajzen, 1991).

Data were collected between 1 July and 10 September 2025 using a structured online
questionnaire distributed through social media platforms (e.g., Instagram, WhatsApp
groups) and traveler networks in collaboration with local tourism communities. A
purposive sampling approach was employed with explicit inclusion criteria:
respondents had to (1) have visited Mandalika within the past 12 months, (2) be at
least 18 years of age, and (3) provide complete responses. After screening, 204 valid
questionnaires were retained for analysis. The sample size was considered adequate
since it exceeded the recommended minimum range of 200—400 respondents for PLS-
SEM in complex models (Najib Roodhi et al., 2025), thereby ensuring statistical
robustness.

The measurement instrument was adapted from validated scales frequently used in
tourism and service marketing research (Awan et al., 2022; Lee & Jan, 2022). Items
were first translated into Indonesian and subsequently back-translated into English by
two independent translators to ensure semantic equivalence. An expert panel
consisting of three academics and two practitioners further reviewed the items for
cultural and contextual appropriateness in the Mandalika setting. The final survey
employed a 5-point Likert scale ranging from “strongly disagree” to “strongly agree.”
(Alabi & Jelili, 2023; Aslan et al., 2021), This scale was selected because it reduces
respondent fatigue while maintaining comparability with prior studies in tourism and
service interaction research (Z. Li et al., 2024; Liao et al., 2024; Qiu et al., 2022).

Data were analyzed using Partial Least Squares Structural Equation Modeling (PLS-
SEM) with SmartPLS 4.0. PLS-SEM was chosen because it is suitable for exploratory
and explanatory research involving complex models with mediating effects and
medium sample sizes, prioritizing predictive accuracy and variance explanation over
overall model fit (Hair & Alamer, 2022; Legate et al., 2023; Russo & Stol, 2021). The
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analysis focused on two main procedures: (1) the PLS algorithm to estimate path
coefficients, reliability, and validity, and (2) bootstrapping with 5,000 resamples to
assess the statistical significance of the proposed hypotheses. To address potential
common method bias (CMB), several procedural remedies were implemented,
including randomized item ordering, separation of predictor and criterion constructs,
and respondent anonymity (Podsakoff et al., 2024; Yao & Xu, 2024). Additionally,
statistical tests such as Harman’s single-factor test and full collinearity VIF confirmed
that CMB was not a significant concern in this study (Howard et al., 2024;
Suryavanshi et al., 2024).

4. Empirical Findings/Result

Table 1. Respondent Response

Variable Indicator Code Mean Median Starfda.rd
Deviation
Cognitive CEl 4.147 4.000  0.772
Customer Emotional
Engagement CE2 4.010 4.000 0.728
Behavioral CE3 4.059 4.000  0.725
Clarity MC1 4.029 4.000 0.713
Marketing Consistency MC2 3.985 4.000  0.689
Communication  Interactivty MC3 4.059 4.000  0.802
Credibility MC4 3.985 4.000 0.717
Reciprocity SIQ1 4.176  4.000  0.692
Service Trust SIQ2 4.132 4.000  0.726
Interaction Responsiveness SIQ3 4.103  4.000 0.682
Quality Personalized
Attention SIQ4 3.995 4.000  0.770
Future Visit
Intention RI1  3.956 4.000  0.806

Revisit Intention Primary Choice RI2 4.029 4.000 0.845

Recommendation
Intention RI3 4147 4.000  0.719
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Respondent Characteristic
Table 2. Respondent Characteristic
Characteristics Category Frequency Percentage (%)
Age (Years) 18 24 87 42.6
25-34 67 32.8
35-44 24 11.8
45-54 10 4.9
> 55 16 7.9
Gender Male 96 47.1
Female 108 52.9
Indonesia City Bandung 19 9.3
Banyuwangi 1 0.4
Bekasi 1 04
Blitar 1 0.4
Cakranegara 1 0.4
Denpasar 4 1.9
Jakarta 14 6.8
Jogja 8 3.9
Kediri 1 0.4
Kota Batu 1 0.4
Lombok Barat 2 0.9
Madiun 1 0.4
Malang 18 8.8
Mataram 103 50.4
Maumere 1 0.4
Mojokerto 1 0.4
Narmada 1 0.4
Pancor 3 1.4
Praya 4 1.9
Selong 3 1.4
Semarang 2 0.9
Sidoarjo 1 0.4
Solo 2 0.9
Surabaya 9 4.4
Surakarta 1 0.4
Tasikmalaya 1 0.4
Total 204 100.0

A total of 204 valid responses were analyzed. The sample was relatively balanced in
gender composition (47.1% male, 52.9% female). The majority of respondents were
aged 18-24 years (42.6%), followed by 25-34 years (32.8%). In terms of residence,
50.4% of respondents were from Mataram, while the remainder came from Lombok
Barat, Lombok Tengah, and other regions.
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While this distribution reflects the target population of Mandalika visitors, the
overrepresentation of local residents suggests a potential sampling bias, as local
familiarity may influence engagement and revisit patterns differently from non-local
or international visitors. This limitation is acknowledged, and future studies should
adopt broader sampling strategies to capture more diverse tourist segments.

Results of Validity and Reliability
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Figure 2. Results of Validity and Reliability Testing

Table 3. Results of Validity and Reliability Testing

, . Average
Variable Code Factqr Cronbach's Cm.np (?s-lte Variance
Loading  Alpha Reliability Extracted (AVE)

CE1 0.905 0.859 0.914 0.780
Customer CE2 0865
Engagement

CE3 0.880

MC1 0.835 0.836 0.890 0.669
Communication MC3 0.773

MC4 0.827

SIQ1 0.865 0.868 0.911 0.718
Service SIQ2 0.866
Interaction
Quality SIQ3 0.890

SIQ4 0.764

RI1 0.886 0.891 0.932 0.820
Revisit RD
Intention 0.897

RI3  0.934
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Figure 2 and Table 3 show the measurement model results, indicating that all
indicators load strongly on their respective constructs (0.764—0.934), surpassing the
0.70 threshold and confirming convergent validity (Baharum et al., 2023; G. W.
Cheung et al., 2024). The lowest loading (S1Q4 = 0.764) remains within the acceptable
range, while the highest (RI3 = 0.934) demonstrates strong indicator reliability (G. W.
Cheung et al., 2024; Sarkar et al., 2021). Cronbach’s Alpha (0.836—0.891) and
Composite Reliability (0.890-0.932) exceed the minimum 0.70 criterion, ensuring
internal consistency, whereas the Average Variance Extracted (0.669—0.820) confirms
that each construct explains more than 50% of its indicator variance (Baharum et al.,
2023; Pehlivan et al., 2024). The model visualization further reveals that Customer
Engagement and Marketing Communication are empirically distinct yet moderately
correlated, both contributing significantly to Service Interaction Quality, which
subsequently influences Revisit Intention. This pattern supports the theoretical
coherence of the model and indicates that the measurement model achieves robust
convergent and discriminant validity (Ronkko & Cho, 2022).

Table 4. Results of Discriminant Validity

HTMT CE MC SIQ RI
Customer Engagement

Marketing Communication 0.863

Service Interaction Quality 0.826 0.805

Revisit Intention 0.611 0.700  0.679
Fornell-Larcker CE MC SIQ RI
Customer Engagement 0.883

Marketing Communication 0.780 0.818

Service Interaction Quality 0.721 0.697 0.848

Revisit Intention 0.543 0.614  0.598 0.906

Table 4 presents the discriminant validity results assessed using the Fornell-Larcker
criterion and HTMT ratio. The square roots of AVE (0.818—0.906) exceed the inter-
construct correlations, confirming discriminant validity (Fornell & Larcker, 1981).
All HTMT values are below the 0.90 threshold recommended by Henseler et al.
(2015), with the highest correlation observed between Customer Engagement and
Marketing Communication (0.863). The bootstrapped confidence intervals did not
include 1.0, reinforcing the constructs’ empirical distinctiveness. The moderately high
HTMT between CE and MC remains theoretically acceptable, as engagement
behavior often overlaps with communication in value co-creation contexts (Satar et
al., 2024).
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Table. 5 Cross Loadings
Customer Marketing Revisit Service Interaction
Engagement Communication Intention Quality

ICE 0.905 0.701 0.538 0.702
SE 0.865 0.660 0.445 0.553
?C’IE 0.880 0.703 0.447 0.642
lé/ll 0.593 0.835 0.498 0.467
lé/lz 0.694 0.836 0.533 0.644
121/13 0.586 0.773 0.394 0.512
121/14 0.661 0.827 0.560 0.628
RIl 0.536 0.577 0.886 0.552
RI2 0.391 0.494 0.897 0.496
RI3 0.535 0.588 0.934 0.571
(SQII 0.688 0.679 0.464 0.865
SI

Y 0.524 0.541 0.537 0.866
(8213 0.535 0.570 0.577 0.890
SI

Q4 0.687 0.563 0.450 0.764

Table 5 presents the cross-loadings of all measurement items, showing that each
indicator loads more strongly on its intended construct than on any other, thereby
confirming discriminant validity at the indicator level (Henseler et al., 2015; Rénkkd
& Cho, 2022; Voorhees et al., 2016). Indicators such as CE1 (0.905) and RI3 (0.934)
exhibit the highest loadings on their respective constructs, demonstrating strong
construct representation (Polites et al., 2012; Sarstedt et al., 2019). Although some
overlap appears—for instance, CE3 and SIQ1 show moderately higher cross-loadings
with Marketing Communication—none of the indicators load higher on another
construct than on their target construct. Even the lowest loading (SIQ4 = 0.764)
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exceeds the 0.70 threshold, indicating that all items remain valid and reliable measures
of their latent constructs (Cheah et al., 2018; Hair & Alamer, 2022).
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Figure 3. Structural Model Output
Table 6. Results Direct Effect
Confidence
T P Intervals (CI)
Direct Effect B Statisti Value 2.5% 97.5%

Ccs S

Customer Engagement -> Service 0.452 5.196  0.000 0.291 0.616
Interaction Quality

Customer Engagement -> Revisit 0.017 0.133  0.894 -0.286  0.253
Intention

Marketing Comunication -> Service 0.344 3440 0.001 0.134 0.597
Interaction Quality

Marketing Comunication -> Revisit 0.374 3.178  0.002 0.158 0.529
Intention

Service Interaction Quality -> Revisit 0.326 3.140  0.002 0.113 0.533
Intention

Figure 3 and Table 6 present the structural equation modeling results, illustrating the
direct relationships among the study constructs with supporting statistical evidence.
Customer Engagement (B = 0.452, t = 5.196, p < 0.001, CI [0.291, 0.616]) and
Marketing Communication (B = 0.344, t = 3.440, p = 0.001, CI [0.134, 0.597])
significantly enhance Service Interaction Quality (R* = 0.566), which in turn
positively influences Revisit Intention (f = 0.326, t = 3.140, p = 0.002, CI [0.113,
0.533]). Marketing Communication also has a direct positive effect on Revisit
Intention (B = 0.374, t = 3.178, p = 0.002, CI [0.158, 0.529]), while the direct path
from Customer Engagement to Revisit Intention remains insignificant ( = 0.017, t=
0.133, p = 0.894, CI [0.286, 0.253]), confirming a full mediation through Service
Interaction Quality. The R? value for Revisit Intention (0.433) indicates moderate
explanatory power (Satar et al., 2024; Seyfi et al., 2024), underscoring that tourists’
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revisit behavior is primarily influenced by effective communication and the quality of
service interactions rather than engagement alone.

Table 7. Results Indirect Effect

Indirect Effect B B Total T-Stat PV VAF Mediation
Effect Indire Indir (%) Type
Direct Indir ct ect
Effect ect Effect Effec
Effec t
t
Customer
Engagement ->
Service 0 Full
Interaction 0.017 0.147 0.164 2348 0.019 89.6% Mediation
Quality >
Revisit Intention
Marketing
Comunication ->
Service 0374 0.112 048 2809 0005 23.0%  Lortial
Interaction Mediation
Quality >

Revisit Intention

Table 7 summarizes the results of the mediation analysis by incorporating path
coefficients, indirect effects, total effects, significance levels, and variance accounted
for (VAF). The findings reveal that the relationship between Customer Engagement
(CE) and Revisit Intention (RI) is fully mediated by Service Interaction Quality (SIQ)
(Rita et al., 2019; Satar et al., 2024; Shoukat & Ramkissoon, 2022). Although the
direct effect of CE on Rl is statistically insignificant (3 =0.017, p=0.894), the indirect
pathway through SIQ is significant (§ = 0.147, t = 2.348, p = 0.019, CI not crossing
zero), with a high VAF of 89.6%. This indicates that CE influences RI primarily by
enhancing perceptions of service interactions, which then translate into stronger
revisit intentions.

In contrast, Marketing Communication (MC) exerts both direct and indirect effects on
RI. The direct effect of MC on Rl is significant (f = 0.374, p =0.002), while its indirect
effect through SIQ (B =0.112, t=2.809, p = 0.005) is also significant, yielding a VAF
of 23.0%. This partial mediation suggests that MC not only shapes revisit intentions
directly, but also indirectly by improving service interaction experiences .
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Table 8. Results R Square
R Square R Square Adjusted
Service Interaction Quality 0.566 0.562
Revisit Intention 0.433 0.425
Table 9. Results F Square
Customer Marketing Revisit Serv1qe
.o . Interaction
Engagement Communication Intention .
Quality
Customer 0.000 0.185
Engagement
Marketing 0.087 0.107
Communication
Revisit
Intention
Service
Interaction 0.081
Quality

Tables 8 and 9 present the results of the coefficient of determination (R?) and effect
size (f*) analyses, which together evaluate the explanatory power and relative
contribution of each construct within the structural model. Service Interaction Quality
(SIQ) records an R? value of 0.566, indicating that Customer Engagement (CE) and
Marketing Communication (MC) jointly explain 56.6% of its variance, reflecting
strong predictive accuracy (AlAbood & Manakkattii MohammedIsmail, 2024).
Revisit Intention (RI) has an R? value of 0.433, showing that CE, MC, and SIQ
collectively account for 43.3% of its variance. Based on Cohen, (1988) classification,
these R? values demonstrate that the model possesses substantial to moderate
explanatory power, confirming its effectiveness in explaining the drivers of service
quality perception and revisit intention in the Mandalika SEZ context. In terms of
effect size, CE exhibits a medium effect on SIQ (2= 0.185) but no direct effect on RI
(f* = 0.000), indicating that its influence operates indirectly through SIQ. MC shows
small-to-medium effects on both SIQ (2 = 0.087) and RI (f> = 0.107), while SIQ
contributes a small but meaningful effect on RI (f* = 0.081) (Kusa, 2023). These
findings highlight CE as the primary determinant of service interaction quality,
whereas MC demonstrates a broader influence across both service perception and
behavioral intention.
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Model Fit dan Predictive Relevance

Table 10. Results Model Fit

Saturated Model Estimated Model

SRMR 0.088 0.088
d ULS 0.816 0.816
dG 0.619 0.619
Chi-Square 723.325 723.325
NFI 0.698 0.698

Table 11. Q? Predictive Relevance (Blindfolding)
SSO SSE Q? (=1-SSE/SSO)
Customer Engagement 612.000 286.690 0.532
Marketing Communication 816.000 454.883 0.443
Service Interaction Quality 816.000 391.634 0.520
Revisit Intention 612.000 243.418 0.602

Table 12. Results PLS Predict
RMSE MAE Q? predict
Service Interaction Quality 0.681  0.490 0.549
Revisit Intention 0.807 0.576 0.362

Table 10 presents the evaluation of model fit, providing empirical support for the
adequacy of the proposed structural framework. The SRMR value of 0.088 is below
the recommended 0.10 threshold for PLS-SEM (Henseler et al., 2016), indicating a
satisfactory overall fit between the estimated and observed covariance matrices.
Likewise, the d ULS (0.816) and d_G (0.619) values remain under their bootstrap-
based critical limits, confirming the model’s internal consistency (Jaradat et al., 2024).
The Chi-square statistic (723.325) and NFI (0.698) are also reported to provide
complementary information, with the latter reflecting a moderate fit level consistent
with the predictive and exploratory orientation of PLS-SEM (Hair & Alamer, 2022).
Collectively, these indicators confirm that the structural model exhibits an acceptable
and reliable level of fit, supporting its validity for subsequent interpretation.

Tables 11 and 12 present the predictive relevance and out-of-sample predictive
performance of the model. All Stone—Geisser Q? values are above zero, confirming
predictive relevance for the endogenous constructs (Hair & Alamer, 2022), with
Service Interaction Quality (Q? = 0.520) and Revisit Intention (Q? = 0.602) showing
strong predictive capacity, while Customer Engagement (Q? = 0.532) and Marketing
Communication (Q*> = 0.443) demonstrate moderate-to-strong relevance.
Furthermore, the PLSpredict analysis reinforces the model’s predictive validity, with
positive Q2 predict values for Service Interaction Quality (0.549) and Revisit
Intention (0.362) (Shmueli et al., 2019). The corresponding Root Mean Square Error
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(RMSE) and Mean Absolute Error (MAE) values—SIQ (RMSE = 0.681; MAE =
0.490) and RI (RMSE = 0.807; MAE = 0.576)—are within acceptable ranges,
indicating low prediction error and strong out-of-sample accuracy (Ramos et al., 2015;
Wei et al., 2020).

5. Discussion

The results of this study provide a deeper understanding of how customer engagement
and marketing communication influence revisit intention through the mediating role
of service interaction quality within the Mandalika Special Economic Zone (SEZ).
The structural model demonstrated solid explanatory power, with engagement and
communication jointly accounting for 56.6% of the variance in interaction quality and
43.3% in revisit intention. These findings highlight that behavioral loyalty in
emerging destinations is shaped not only by promotional efforts or emotional
attachment but primarily through the quality of interactions that facilitate reciprocal
value creation between tourists and service providers.

The significant relationship between customer engagement and service interaction
quality aligns with prior studies emphasizing that cognitive, affective, and behavioral
engagement enhance tourists’ perceptions of responsiveness and reciprocity
(Hollebeek et al., 2014; Satar et al., 2024). Cheung et al. (2023) similarly found that
active traveler participation fosters more authentic and trust-based interactions,
reinforcing the co-creation of value in tourism experiences. Within the Mandalika
context, where international events intersect with local hospitality and community-
based tourism, engaged tourists are more likely to perceive interactions as genuine
and culturally embedded, thus elevating the perceived quality of service encounters.

Interestingly, the direct effect of customer engagement on revisit intention was not
significant, suggesting that engagement alone does not directly lead to repeat
visitation. This pattern is consistent with previous research by Rather (2020) and Perez
Benegas & Zanfardini (2023), who found that engagement often operates indirectly
through experiential mediators such as satisfaction or perceived value. One plausible
interpretation is that there may be a measurement misalignment between the
dimensions of engagement—often emotional or attitudinal—and concrete behavioral
outcomes such as revisit intention. As argued by Vivek et al. (2012), engagement must
be translated into meaningful experiences before it can produce behavioral loyalty. In
other words, tourists may feel cognitively or emotionally connected to a destination,
yet fail to revisit if those feelings are not reinforced by satisfying and personalized
service interactions.

The significant effects of marketing communication on both interaction quality and
revisit intention further underscore the importance of persuasive and credible
messaging. This finding supports earlier evidence that integrated and transparent
communication builds trust and shapes positive behavioral outcomes (Ebrahim et al.,
2016; Wisnujati et al., 2024). Moreover, the partial mediation by interaction quality
indicates that communication effectiveness is contingent on the relational context in
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which it occurs. When marketing narratives are complemented by authentic service
experiences, tourists are more likely to internalize those messages and translate them
into revisit behavior. This is consistent with the observations of Bassano et al. (2019)
and Lund et al. (2018), who emphasized that digital storytelling and interactive
communication channels enhance emotional attachment and destination loyalty.
Hence, marketing communication serves not only as an informational tool but also as
a relational mechanism that strengthens co-creation dynamics through dialogue and
mutual engagement.

The mediating role of service interaction quality provides theoretical refinement to
the Service-Dominant Logic (SDL) framework(Vargo & Lusch, 2016). Rather than
functioning as a static output, interaction quality acts as an operant resource—a
relational capability that enables engagement and communication to generate value.
This finding extends prior work by Stylidis et al. (2022) and J. Li et al. (2025), who
demonstrated that authentic interactions between tourists and residents enhance trust,
satisfaction, and destination attachment. Viewed through the lens of social exchange
theory ((Homans, 1958), these results suggest that fairness, responsiveness, and
reciprocity in interactions create a sense of balance that underpins behavioral
commitment. Thus, the present study enriches SDL by illustrating that engagement
and communication only realize their value-creating potential when transformed into
high-quality interpersonal or digital interactions.

From a managerial perspective, these insights imply that destination managers should
prioritize enhancing interaction quality as the foundation of customer loyalty
strategies. Investments in human-centered service design, staff empathy training, and
culturally adaptive communication are likely to strengthen tourists’ perceptions of
authenticity and reciprocity. Nevertheless, such implications should be interpreted
conceptually, as the study did not directly measure organizational interventions.
Within the Mandalika SEZ context, integrating community participation with
consistent digital engagement could serve as a pragmatic pathway to translate
marketing efforts into sustained revisit behavior (Stylidis et al., 2022; Tur¢inovi¢ et
al., 2025).

It is also important to recognize that other psychological and contextual variables may
moderate these relationships. Satisfaction, perceived authenticity, or emotional value
could amplify or weaken the influence of interaction quality on revisit intention
(Rasoolimanesh et al., 2025; Yum & Kim, 2024). Likewise, external factors such as
international events, government promotion, or safety perceptions may act as
boundary conditions shaping revisit behavior (Weaver et al., 2021). Future research
could therefore adopt longitudinal or comparative designs to examine these
contingencies and capture the evolving dynamics of loyalty formation in emerging
destinations.

Overall, this study contributes to advancing both theoretical and practical
understanding of value co-creation in tourism. By positioning service interaction
quality as the relational bridge linking engagement and communication to revisit
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intention, it reinforces and refines the principles of Service-Dominant Logic. The
findings affirm that in tourism ecosystems such as Mandalika SEZ, value is not simply
transmitted through persuasive messaging or emotional attachment but is co-created
through reciprocal, trust-based, and meaningful interactions that sustain destination
competitiveness and long-term visitor loyalty.

6. Conclusions

This study examined how customer engagement and marketing communication
influence revisit intention through the mediating role of service interaction quality in
the Mandalika Special Economic Zone (SEZ). The results demonstrate that while both
engagement and communication enhance perceived interaction quality, only
communication directly predicts revisit intention. Interaction quality serves as the
relational mechanism that transforms psychological engagement and persuasive
communication into behavioral loyalty, thereby extending the Service-Dominant
Logic framework (Vargo & Lusch, 2016). The findings refine existing models of
destination loyalty by showing that engagement alone is insufficient to generate repeat
visits unless it is operationalized through meaningful, trust-based interactions. This
underscores that loyalty in emerging destinations depends not merely on promotional
appeal but on tourists’ perceptions of reciprocity and authenticity during service
encounters.

These insights carry important implications for theory and practice. Theoretically, the
study contributes to Service-Dominant Logic and social exchange perspectives by
positioning interaction quality as an operant resource—a dynamic relational
capability that enables co-created value between tourists and service providers.
Practically, the findings suggest that destination managers in Mandalika SEZ should
prioritize strategies that enhance interaction quality, such as community-based service
delivery, culturally sensitive engagement, and responsive digital communication.
These approaches align with Indonesia’s broader tourism policy agenda emphasizing
inclusive, sustainable development and global competitiveness grounded in local
authenticity. By fostering trust, responsiveness, and emotional connection, Mandalika
can strengthen revisit intention and cultivate long-term destination loyalty.

Several limitations should be acknowledged in interpreting these findings. The cross-
sectional design constrains causal inference, as relationships among constructs cannot
be temporally verified. Future longitudinal research could capture how engagement
and communication evolve into loyalty over time, while experimental designs might
test specific causal pathways. The reliance on self-reported data also raises the
potential for social desirability bias, and the predominance of domestic respondents
limits the generalizability of results. Subsequent studies should compare different
tourist segments—domestic versus international—or explore moderating factors such
as perceived authenticity, satisfaction, or cultural orientation to assess boundary
conditions. By addressing these gaps, future research can deepen theoretical
understanding of how value co-creation mechanisms operate across diverse
destination contexts, enhancing both conceptual precision and policy relevance.



Egista Syiarul Islam, Muhammad Mujahid Dakwah
3481

References:

Adruce, S. A. Z., Ting, H., Hong, P. C., Tze-Yin, L., & Kichin, S. (2021). Visit, revisit,
or stay longer? A case of emerging tourism destination. Asian Journal of
Business Research, 11(2). https://doi.org/10.1080/14616688.2019.1623300

Ajzen, 1. (1991). The theory of planned behavior. Organizational Behavior and
Human Decision Processes, 50(2), 179-211. https://doi.org/10.1016/0749-
5978(91)90020-T

Alabi, A. T., & Jelili, M. O. (2023). Clarifying likert scale misconceptions for
improved application in urban studies. Quality & Quantity, 57(2), 1337-1350.

AlAbood, A., & Manakkattii MohammedIsmail, S. (2024). Workforce agility,
organizational identity and solidarity as antecedents of innovative work
behaviour—-an  examination using structural equation modelling.
Benchmarking: An International Journal, 31(10), 3560-3586.

Aslan, K. T., Ay, P., Kas, D., Tosun, F., Yiiriikcii, 1., Kekeg, E., Sahin, M. F., &
Apaydm Kaya, C. (2021). Adaptation and validation of the Turkish version of
the vaccine hesitancy 5 point Likert Scale. Human Vaccines &
Immunotherapeutics, 17(12), 5176-5182.

Awan, M. 1., Shamim, A., Saleem, M. S., & Gill, S. S. (2022). Service inclusion for
tourists with disabilities: scale development and validation. Journal of Services
Marketing, 36(7), 977-990.

Baghirov, F., Bozbay, Z., & Zhang, Y. (2023). Individual factors impacting tourist
satisfaction and revisit intention in slow tourism cities: an extended model.
International Journal of Tourism Cities.
https://doi.org/https://doi.org/10.1108/1JTC-05-2023-0094

Baharum, H., Ismail, A., Awang, Z., McKenna, L., Ibrahim, R., Mohamed, Z., &
Hassan, N. H. (2023). The study adapted instruments based on Confirmatory
Factor Analysis (CFA) to validate measurement models of latent constructs.
International Journal of Environmental Research and Public Health, 20(4),
2860.

Bassano, C., Barile, S., Piciocchi, P., Spohrer, J. C., landolo, F., & Fisk, R. (2019).
Storytelling about places: Tourism marketing in the digital age. Cities, 87, 10—
20. https://doi.org/https://doi.org/10.1016/].cities.2018.12.025

Buhalis, D., Leung, X. Y., Fan, D., Darcy, S., Chen, G., Xu, F., Wei-Han Tan, G.,
Nunkoo, R., & Farmaki, A. (2023). Tourism 2030 and the contribution to the
sustainable development goals: the tourism review viewpoint. In Tourism
review (Vol. 78, Issue 2, pp. 293-313). Emerald Publishing Limited.
https://doi.org/https://doi.org/10.1108/TR-04-2023-620

Cheah, J.-H., Sarstedt, M., Ringle, C. M., Ramayah, T., & Ting, H. (2018).
Convergent validity assessment of formatively measured constructs in PLS-
SEM: On using single-item versus multi-item measures in redundancy
analyses. International Journal of Contemporary Hospitality Management,
30(11), 3192-3210.

Cheung, G. W., Cooper-Thomas, H. D., Lau, R. S., & Wang, L. C. (2024). Reporting
reliability, convergent and discriminant validity with structural equation



Egista Syiarul Islam, Muhammad Mujahid Dakwah
3482

modeling: A review and best-practice recommendations. Asia Pacific Journal
of Management, 41(2), 745-783.

Cheung, M. L., Leung, W. K. S., Taheri, B., & Tse, S. Y. (2023). Driving destination
brand engagement: the role of traveler participation. International Journal of
Tourism Research, 25(6), 565-580.
https://doi.org/https://doi.org/10.1002/jtr.2594

Cohen, J. (1988). Edition. Statistical Power Anaylsis for the Behavioral Sciences.

Duncan, T., & Moriarty, S. E. (1998). A communication-based marketing model for
managing  relationships.  Journal of Marketing, 62(2), 1-13.
https://doi.org/10.1177/002224299806200201

Ebrahim, R., Ghoneim, A., Irani, Z., & Fan, Y. (2016). A brand preference and
repurchase intention model: the role of consumer experience. Journal of
Marketing Management, 32(13-14), 1230-1259.
https://doi.org/10.1080/0267257X.2016.1150322

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with
unobservable variables and measurement error. Journal of Marketing
Research, 18(1), 39-50.

Hair, J., & Alamer, A. (2022). Partial Least Squares Structural Equation Modeling
(PLS-SEM) in second language and education research: Guidelines using an
applied example. Research Methods in Applied Linguistics, 1(3), 100027.

Henseler, J., Hubona, G., & Ray, P. A. (2016). Using PLS path modeling in new
technology research: Updated guidelines. Industrial Management & Data
Systems, 116(1), 2-20. https://doi.org/10.1108/IMDS-09-2015-0382

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing
discriminant validity in variance-based structural equation modeling. Journal
of the Academy of Marketing  Science, 43(1), 115-135.
https://doi.org/10.1007/s11747-014-0403-8

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014). Consumer brand engagement
in social media: Conceptualization, scale development and validation. Journal
of Interactive Marketing, 28(2), 149-165.
https://doi.org/10.1016/j.intmar.2013.12.002

Homans, G. C. (1958). Social behavior as exchange. American Journal of Sociology,
63(6), 597-606.

Howard, M. C., Boudreaux, M., & Oglesby, M. (2024). Can Harman’s single-factor
test reliably distinguish between research designs? Not in published
management studies. FEuropean Journal of Work and Organizational
Psychology, 33(6), 790-804.

Jaradat, Z., Al-Hawamleh, A., Al-Tahat, S., & Mohammed, A. (2024). Exploring the
impact of cloud computing-based accounting information systems on
Sustainable Development Goal 8: evidence from the industrial sector in Saudi
Arabia. Competitiveness Review: An International Business Journal.

Kusa, R. (2023). The mediating role of competitive and collaborative orientations in
boosting entrepreneurial orientation’s impact on firm performance.
Entrepreneurial Business and Economics Review, 11(4), 25-42.

Lee, T.-H., & Jan, F.-H. (2022). Development and validation of the smart tourism
experience scale. Sustainability, 14(24), 16421.



Egista Syiarul Islam, Muhammad Mujahid Dakwah
3483

Legate, A. E., Hair Jr, J. F., Chretien, J. L., & Risher, J. J. (2023). PLS-SEM:
Prediction-oriented solutions for HRD researchers. Human Resource
Development Quarterly, 34(1), 91-109.

Lemon, K. N., & Verhoef, P. C. (2016). Understanding Customer Experience
Throughout the Customer Journey. Journal of Marketing, 80(6), 69-96.
https://doi.org/10.1509/jm.15.0420

Li, J., Liu, C., Yuan, J. J., & Zhang, Z. (2025). Understanding destination immersion
in rural tourism: The effects of destination fascination and resident—tourist
interaction.  Journal of Travel Research, 64(7), 1556-1574.
https://doi.org/https://doi.org/10.1177/00472875241257269

Li, Z., Qiu, H., Zhao, J., & Li, M. (2024). Is social interaction a source or an inhibitor
of tourism fatigue? A study during the COVID-19 trough period. Current
Issues in Tourism, 27(2), 305-322.

Liao, S.-S., Lin, C.-Y., & Xie, X.-Z. (2024). Effects of short-form video application
users’ guanxi on intention to visit rural tourism destinations: The moderating
role of tourism fatigue. Journal of Vacation Marketing, 30(4), 782—-804.

Loureiro, S. M. C., Stylos, N., & Bellou, V. (2021). Destination atmospheric cues as
key influencers of tourists’ word-of-mouth communication: tourist visitation
at two Mediterranean capital cities. Tourism Recreation Research, 46(1), 85—
108. https://doi.org/https://doi.org/10.1080/02508281.2020.1782695

Lund, N. F., Cohen, S. A., & Scarles, C. (2018). The power of social media
storytelling in destination branding. Journal of Destination Marketing &
Management, 8, 271-280.
https://doi.org/https://doi.org/10.1016/j.jdmm.2017.05.003

Mulyadi, B., Sirojuzilam, S., Lubis, S., & Purwoko, A. (2024). The role of caldera
geopark in tourism development of lake toba super priority destinations,
Indonesia. Geojournal of Tourism and Geosites, 55(3), 1426-1437.
https://doi.org/https://doi.org/10.30892/gtg.55342-1314

Najib Roodhi, M., Dakwah, M. M., & Bachaqi, B. (2025). Intercultural
Communication And Co-Creation In Tourist Satisfaction: Asian—European
Perspectives In Mandalika, Lombok. INJECT (Interdisciplinary Journal of
Communication), 10(1), 89—114. https://doi.org/10.18326/inject.v10i1.4365

Pehlivan, D., Aras, S., Glaze, D. G., Ak, M., Suter, B., & Motil, K. J. (2024).
Development and validation of parent-reported gastrointestinal health scale in
MECP?2 duplication syndrome. Orphanet Journal of Rare Diseases, 19(1), 52.

Perez Benegas, J. Y., & Zanfardini, M. (2023). Customer engagement and loyalty: the
moderating role of involvement. European Journal of Management and
Business Economics. https://doi.org/https://doi.org/10.1108/EJMBE-03-2022-
0074

Podsakoff, P. M., Podsakoff, N. P., Williams, L. J., Huang, C., & Yang, J. (2024).
Common method bias: It’s bad, it’s complex, it’s widespread, and it’s not easy
to fix. Annual Review of Organizational Psychology and Organizational
Behavior, 11(1), 17-61.

Polites, G. L., Roberts, N., & Thatcher, J. (2012). Conceptualizing models using
multidimensional constructs: a review and guidelines for their use. European
Journal of Information Systems, 21(1), 22—48.



Egista Syiarul Islam, Muhammad Mujahid Dakwah
3484

Qiu, M., Ni, Y., & Utomo, S. (2022). Does Pandemic Fatigue Prevent Farmers’
Participation in the Rural Tourism Industry: A Comparative Study between
Two Chinese Villages. International Journal of Environmental Research and
Public Health, 20(1), 62.

Ramos, P., Santos, N., & Rebelo, R. (2015). Performance of state space and ARIMA
models for consumer retail sales forecasting. Robotics and Computer-
Integrated Manufacturing, 34, 151-163.

Rasoolimanesh, S. M., Chee, S. Y., & Ari Ragavan, N. (2025). Tourists’ perceptions
of the sustainability of destination, satisfaction, and revisit intention. Tourism
Recreation Research, 50(1), 106-125.
https://doi.org/https://doi.org/10.1080/02508281.2023.2230762

Rather, R. A. (2020). Customer experience and engagement in tourism destinations:
The experiential marketing perspective. Journal of Travel & Tourism
Marketing, 37(1), 15-32.
https://doi.org/https://doi.org/10.1080/10548408.2019.1686101

Rita, P., Oliveira, T., & Farisa, A. (2019). The impact of e-service quality and
customer satisfaction on customer behavior in online shopping. Heliyon, 5(10).

Ronkks, M., & Cho, E. (2022). An updated guideline for assessing discriminant
validity. Organizational Research Methods, 25(1), 6—14.

Russo, D., & Stol, K.-J. (2021). PLS-SEM for software engineering research: An
introduction and survey. ACM Computing Surveys (CSUR), 54(4), 1-38.

Sarkar, A., Azim, J. A., Al Asif, A., Qian, L., & Peau, A. K. (2021). Structural
equation modeling for indicators of sustainable agriculture: Prospective of a
developing country’s agriculture. Land Use Policy, 109, 105638.

Sarstedt, M., Hair Jr, J. F., Cheah, J.-H., Becker, J.-M., & Ringle, C. M. (2019). How
to specify, estimate, and validate higher-order constructs in PLS-SEM.
Australasian Marketing Journal, 27(3), 197-211.

Satar, M. S., Rather, R. A., Cheema, S., Parrey, S. H., Ghaderi, Z., & Cain, L. (2024).
Transforming destination-based customer engagement to revisit intention
through co-creation: Findings from SEM and fsSQCA. Tourism Review, 79(3),
601-621. https://doi.org/https://doi.org/10.1108/TR-10-2022-0489

Seyfi, S., Rasoolimanesh, S. M., Vafaei-Zadeh, A., & Esfandiar, K. (2024). Can
tourist engagement enhance tourist behavioural intentions? A combination of
PLS-SEM and fsQCA approaches. Tourism Recreation Research, 49(1), 63—
74.

Sharma, G. D., Thomas, A., & Paul, J. (2021). Reviving tourism industry post-
COVID-19: A resilience-based framework. Tourism Management
Perspectives, 37, 100786.
https://doi.org/https://doi.org/10.1016/j.tmp.2020.100786

Shoukat, M. H., & Ramkissoon, H. (2022). Customer delight, engagement,
experience, value co-creation, place identity, and revisit intention: A new
conceptual framework. Journal of Hospitality Marketing & Management,
31(6), 757-775.

Shuja, M., Raj, R., Jayaraj, P., Naqvi, S. R., Shaikh, Z., & Reddy, P. V. K. (2023).
Impact of store attributes and store brand loyalty on customer satisfaction; A
mediation role. Journal of Informatics Education and Research, 3(2).



Egista Syiarul Islam, Muhammad Mujahid Dakwah
3485

Stylidis, D., Woosnam, K. M., & Tasci, A. D. A. (2022). The effect of resident-tourist
interaction quality on destination image and loyalty. Journal of Sustainable
Tourism, 30(6), 1219-1239.
https://doi.org/https://doi.org/10.1080/09669582.2021.1918133

Suryade, L., Fauzi, A., Achsani, N. A., & Anggraini, E. (2021). Towards sustainable
development of the mandalika special economic zone, central lombok,
indonesia: Analysis of actors. Journal of Environmental Management &
Tourism, 12(6 (54)), 1729-1740.

Suryavanshi, A. K. S., Bhatt, V., Thomas, S., Patel, R., & Jariwala, H. (2024).
Predicting cause-related marketing patronage intentions, corporate social
responsibility motives and moderating role of spirituality. Social
Responsibility Journal, 20(4), 682—702.

Turc¢inovié, M., Vujko, A., & Stanisi¢, N. (2025). Community-led sustainable tourism
in rural areas: Enhancing wine tourism destination competitiveness and local
empowerment. Sustainability, 17(7), 2878.
https://doi.org/https://doi.org/10.3390/sul 7072878

Vargo, S. L., & Lusch, R. F. (2016). Institutions and Axioms: An Extension and
Update of Service-Dominant Logic. Journal of the Academy of Marketing
Science, 44(1), 5-23. https://doi.org/10.1007/s11747-015-0456-3

Vivek, S. D., Beatty, S. E., & Morgan, R. M. (2012). Customer engagement:
Exploring customer relationships beyond purchase. Journal of Marketing
Theory and Practice, 20(2), 122—146. https://doi.org/10.2753/MTP1069-
6679200201

Voorhees, C. M., Brady, M. K., Calantone, R., & Ramirez, E. (2016). Discriminant
validity testing in marketing: an analysis, causes for concern, and proposed
remedies. Journal of the Academy of Marketing Science, 44(1), 119-134.

Weaver, D., Tang, C., Lawton, L., & Liu, Y. (2021). Cultivating the Chinese market
through destination loyalty: enhancing resilience in the Maldives. Tourism
Geographies. https://doi.org/https://doi.org/10.1080/14616688.2019.1623300

Wei, J., Li, Z., Cribb, M., Huang, W., Xue, W., Sun, L., Guo, J.,, Peng, Y., Li, J., &
Lyapustin, A. (2020). Improved 1 km resolution PM 2.5 estimates across China
using enhanced space-time extremely randomized trees. Atmospheric
Chemistry and Physics, 20(6), 3273-3289.

Wisnujati, N. S., Sangadji, S. S., & Handriana, T. (2024). Assessing the Role of
Marketing Communication in Shaping Tourist Intentions to Morotai Island.
International Journal of Sustainable Development & Planning, 19(5).

Yao, M., & Xu, Y. (2024). Method bias mechanisms and procedural remedies.
Sociological Methods & Research, 53(1), 235-278.

Yum, K., & Kim, J. (2024). The influence of perceived value, customer satisfaction,
and trust on loyalty in entertainment platforms. Applied Sciences, 14(13), 5763.
https://doi.org/https://doi.org/10.3390/app14135763



