


THE INFLUENCE OF DESTINATION ATTRIBUTE PREFERENCES ON EMOTIONAL ENGAGEMENT AND VISITOR SATISFACTION AT KAMPUNG KOPI RIGIS AGROTOURISM IN WEST LAMPUNG



ABSTRAK[bookmark: _GoBack]Kampung Kopi Rigis Agrotourism is one of the leading destinations in West Lampung Regency, offering a tourism experience based on coffee cultivation and local culture. This study aims to analyze the influence of destination attribute preferences on emotional involvement and visitor satisfaction. In addition, the study explores the role of emotional involvement as a mediating variable between destination attributes and visitor satisfaction. This research employed a quantitative approach using a survey method, with questionnaires distributed to 310 visitors of Kampung Kopi Rigis Agrotourism. The data were analyzed using Structural Equation Modeling with Partial Least Squares (SEM-PLS), assisted by SmartPLS 4.0 software. The results show that all dimensions of destination attributes, namely attraction, accessibility, amenities, availability, and activities, have a positive and significant effect on both emotional involvement and visitor satisfaction. Moreover, emotional involvement has a significant effect on satisfaction and has been proven to mediate the relationship between destination attributes and satisfaction. This study is expected to provide insights into the importance of managing destination attributes, comprising attraction, accessibility, amenities, availability, and activities, to foster emotional involvement and visitor satisfaction. The findings also offer managerial implications for agrotourism destination managers to design more holistic, emotionally engaging tourism strategies to enhance competitiveness and ensure destination sustainability in the modern tourism era.
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1. INTRODUCTION

In Lampung Province, the tourism industry plays a role in regional economic growth. The contribution of the tourism industry to Lampung’s economic growth over the five-year period is evident in the city’s GDP increase of 5 to 6 percent. It is clear that the expansion of hotels, restaurants, and land, sea, and air transportation has helped Lampung’s economy develop. The economy is directly influenced by the foreign exchange generated from tourism expenditures, which directly benefit industries that promote tourism, such as lodging, food, transportation, entertainment, and so on (Anggarini, 2021). Economic sectors connected to tourism may also be indirectly affected. For example, if foreign visitors buy coffee, the coffee processing businesses, coffee farmers, and the trade sector all benefit. This highlights the importance of tourism for economic growth (BPS, 2024).
According to the Long-Term Regional Development Plan (RPJPD) of Lampung Province (2005–2025), tourism is vital for the province's economy. Furthermore, the master plan for Lampung Province tourism development 2011–2031 aims to make Lampung a leading and competitive tourism destination. Lampung has a vast and strategic area, a wealth of local products, agriculture, creative economy, culture, and available infrastructure, supported by favorable policies (Sari et al., 2022).
Rigis Jaya Village offers a variety of attractions that are considered its unique strengths. Among them are its natural beauty and local culture, which can be enjoyed by visiting tourists. Kampoeng Kopi Rigis Jaya Agrotourism is one of the tourism destinations that offers educational experiences in coffee cultivation, from seeding to the ready-to-consume process, making Kampoeng Kopi Agrotourism one of the leading tourism industries in West Lampung Regency (Rosalia et al., 2022).
Agrotourism is a form of tourism that focuses on activities in the agricultural, plantation, livestock, fishery, or forestry sectors as its main attraction. It combines tourism with hands-on experience in an agrarian setting, allowing tourists to learn, interact, and enjoy various farming-related activities (Grillini et al., 2023). Kampung Kopi Agrotourism was officially launched on July 22, 2018. It has become a key asset for Rigis Jaya Village, as it serves as a center for coffee plantation tourism in West Lampung Regency. This makes it a significant draw for visitors coming to the area. Kampung Kopi Agrotourism is managed by the local community, especially the village youth involved in the BUMDes (Village-Owned Enterprise) of Rigis Jaya Village. Supporting facilities at Kampung Kopi include an open hall for coffee roasting training and formal events, eight pavilions for group gatherings, photo spots, a children’s playground, and a coffee shop.
Currently, income from Kampung Kopi Agrotourism comes from entrance ticket fees and venue rentals for various events. One of the annual activities held every July is the West Lampung Coffee Festival. The festival aims to continuously promote robusta coffee as a key commodity and introduce the broader tourism potential of West Lampung Regency with the slogan "Indonesia is My Homeland, West Lampung is My Coffee." Activities during the Coffee Festival include coffee seminars, exhibitions, bazaars, painting competitions using coffee grounds, photography contests, barista competitions, coffee cupping, and coffee clinics.
Kampung Kopi Rigis Jaya Agrotourism is one of the villages that represented Lampung in the Anugerah Desa Wisata Indonesia (Indonesian Tourism Village Award) held by the Ministry of Tourism and Creative Economy in 2021. In this event, Kampung Kopi Rigis Jaya Tourism Village won 3rd place in the Emerging Tourism Village category. Kampung Rigis Jaya has a coffee plantation covering approximately 498.34 hectares. Each hectare of this tourism village can produce two tons of coffee, allowing the local residents to produce up to 1,058 tons of robusta coffee annually. This potential is one of the reasons why Kampung Rigis Jaya is also known as the Affordable Coffee Village (Ministry of Tourism and Creative Economy, 2024).
In terms of natural beauty, this tourism village features coffee plantations that are well-cultivated by local residents. As a result, Kampung Rigis Jaya is an ideal destination not only for coffee lovers but also for general tourists seeking educational and agrotourism experiences. With its vast and productive coffee plantations, the village has become a notable destination in the region (Rosalia et al., 2022).
Kampoeng Kopi places great emphasis on the quality of coffee beans, manual brewing techniques, and precise serving measurements. This attention to detail is achieved through knowledge exchange between coffee makers and visitors to the tourism destination. However, to get the impression of being a customer in a coffee village that values quality, visitors do not need to actively engage in continuous conversation with the hosts. Simply being present and enjoying coffee at the site is enough. Through this, visitors are able to gain both a memorable tourism experience and new knowledge at the same time.
According to Pestana et al. (2019), tourist satisfaction is an emotional condition that arises when tourists evaluate their experience based on the destination’s attributes. In the service industry, consumers evaluate the performance of products or services both cognitively and affectively, which then influences their satisfaction levels (Zeng et al., 2022). Similarly, in the tourism industry, tourists assess the performance of destination attributes, triggering emotional responses and satisfaction. Jing and Rashid (2018) explain that this evaluation process involves two key steps: (1) cognitive appraisal and (2) emotional response.
Tourist evaluation of their travel experiences begins with cognitive appraisal of their interactions with various destination attributes (Sharma & Nayak, 2019). Hence, Destination Management Organizations (DMOs) are increasingly focused on providing and maintaining attributes that match tourists' expectations in order to create more memorable travel experiences (Jing & Rashid, 2018). Furthermore, good performance standards for destination attributes can attract more tourists and ensure their satisfaction (Sangpikul, 2018; Rasoolimanesh et al., 2021).
According to Buhalis (2000), the success of a tourism destination is largely influenced by five key components known as the 5A model: Attractions, Accessibility, Amenities, Available Packages, and Activities. This model emphasizes that a competitive destination must offer strong attractions, easy accessibility, adequate amenities, available tour packages, and diverse activities.
Attractions are the main component that builds a destination’s appeal and greatly influence tourists’ interest in returning (Rasoolimanesh et al., 2020; Ariesta et al., 2020). In Kampung Kopi Rigis, attractions such as educational coffee tours, traditional coffee-making demonstrations, and coffee picking activities can create a deep emotional experience—such as awe, joy, and satisfaction. This aligns with the 5A model’s Attractiveness (ATT), which refers to the geographical scope and richness of attractions a destination offers.
Ease of accessibility is key to reducing tourists’ stress and creating positive experiences. Ariesta et al. (2020) noted that improving road infrastructure and transport facilities contributes to increased satisfaction. In the 5A framework, Access (ACC) refers to the ease of reaching the destination and the availability of sufficient internal mobility (Wang et al., 2021 in Pagliara et al., 2025). In Kampung Kopi Rigis, smooth roads and available public transport will enhance positive emotions such as comfort and enthusiasm.
Zeng et al. (2022) emphasized the importance of comfortable accommodations with a local feel in generating emotional engagement. Homestays with coffee and local cultural themes reinforce emotional connections and improve satisfaction. In addition, Biswas et al. (2020) stated that unique culinary experiences (such as local coffee) are an essential part of supporting amenities that create deep sensory and emotional experiences. In the 5A model, Amenities and Ancillary Services (AAS) include support services such as restaurants, health facilities, retail, and other tourism services.
Ease of booking, service flexibility, and safety are elements of Availability (AVA), which in the 5A model refers to booking convenience and the variety of reservation channels (Masiero & Law, 2014 in Pagliara et al., 2025). In Kampung Kopi Rigis, the availability of online booking systems, flexible cancellation policies, and safety features such as lighting and safety guides play a role in creating a sense of security and comfort, thereby strengthening visitors’ emotional involvement.
Participatory and educational activities such as coffee brewing workshops, plantation tours, and nature adventures fall under the Activities (ACV) attribute of the 5A model (McKercher & du Cros, 2003). These types of activities encourage direct interaction with the environment and local culture, reinforcing positive emotions such as satisfaction, engagement, and pride in having an authentic experience. Such authentic and hands-on activities greatly enhance the visitor experience, encouraging emotional connection to the destination.
The main issue faced by Kampung Kopi Rigis Agrotourism is the declining number of visitors, even though tourist numbers in Lampung Province and West Lampung overall have increased. This indicates issues related to destination appeal, ineffective promotional strategies, limited accessibility, and the quality of the visitor experience offered.
Its decline in performance in the Indonesian Tourism Village Award (ADWI) is also noteworthy. While it reached the Top 50 and won 3rd place in the Emerging Tourism Village category in 2021, it has not been listed in subsequent years up to 2024. As a destination that once ranked nationally, Kampung Kopi Rigis has yet to fully optimize its potential to attract tourists and compete with other destinations in the region. This reflects stagnation, or even a decline, in destination management, innovation, and appeal, resulting in the inability to maintain its position as a leading tourism village at the national level.
Meanwhile, the availability aspect, which includes the availability of facilities and information at the site, can also be reviewed from the accommodation and food assessments, which are generally rated as Fair or Poor. This indicates that supporting facilities, in terms of quantity, accessibility, and the information provided to tourists, are still not optimal and need enhancement to support the smoothness and comfort of tourism activities.
Overall, these pre-survey results show that Kampung Kopi Rigis Agrotourism has its main strengths in attractions and tourism activities. However, challenges are still found in accessibility, supporting facilities, and availability of infrastructure and information. Therefore, improvements in these aspects are strategic steps to create a higher-quality and more competitive tourism destination.
Based on the pre-survey results, it was found that Kampung Kopi Rigis has great potential to become a leading agrotourism destination in West Lampung. However, there are several issues that need to be addressed, such as the optimization of accommodation and accessibility, development of coffee-based tourism attractions with more effective promotion, and improvement of facilities that support positive emotional involvement and visitor satisfaction.

2. LITERATURE REVIEW, HYPOTHESIS DEVELOPMENT, AND RESEARCH METHODS
[bookmark: _Toc169182500]Tourism
According to Spilane in Monica et al. (2023), tourism is defined as a transit journey from one location to another undertaken by an individual or group in an effort to achieve a balance between the social, cultural, natural, and aesthetic aspects of life. Tourism is a travel activity carried out by individuals or groups from one place to another for the purpose of recreation, exploration, entertainment, education, health, business, or other objectives. It involves activities that include the movement of tourists, the consumption of services and products at tourist destinations, and interactions between tourists and the local environment and community. Meanwhile, according to Syafiqah et al. (2022), communities, entrepreneurs, federal, state, and local governments all contribute by providing facilities and services to support various activities related to tourism.
Agrotourism
Agrotourism is a form of tourism that focuses on activities in the agricultural, plantation, livestock, fishery, or forestry sectors as the main attraction. It combines tourism with direct experiences in agrarian environments, allowing tourists to learn, interact, and enjoy various activities related to agriculture (Grillini et al., 2023).
Destination Attribute Preferences
According to Buhalis (2000), the success of a tourist destination is strongly influenced by five key components known as the 5A’s: Attractions, Accessibility, Amenities, Available Packages, and Activities. This model emphasizes that a competitive destination is one that can offer strong attractions, easy accessibility, adequate facilities, available travel packages, and a variety of activities for visitors.
Overall, Buhalis’ 5A framework provides a strong foundation for holistic tourism destination development, considering the tourist experience from multiple angles. This framework has also been expanded in various subsequent studies, such as the 13As model by Pagliara et al. (2025), which enriches the approach by adding elements like appearance, assurance, and appreciation as supporting components for destination performance.
Attraction (Tourist Attraction)
According to Hanief and Pramana (2018), tourist attractions are everything—whether places or activities—that can attract tourists to visit for leisure purposes. Tourist attractions can be a combination of various types of appeal. Resources that are undeveloped or have not yet been enhanced cannot be considered as tourist attractions, but rather as potential resources until accessibility, tourism facilities, and tourism activities are developed.
Accessibility
The ease with which a location can be reached from another location through a transportation system is known as accessibility. It is measured by the amount of time, money, and effort required to travel between locations or areas. Accessibility also refers to the provision of facilities for persons with disabilities, aiming to achieve equal opportunities in accessing various activities and services across aspects of life, including infrastructure and services that support accessibility for people with disabilities (Prawira & Pranitasari, 2020).
Amenities dan Ancillary Service 
Amenities dan ancillary service mencakup seluruh fasilitas yang mendukung kenyamanan wisatawan saat berwisata. Menurut Zeng et al. (2022), kekurangan dalam akomodasi dan fasilitas dapat menyebabkan wisatawan enggan datang, meskipun atraksi utama menarik. Prameswari dan Fatimah (2020) menyebut bahwa amenities dan ancillary service merupakan komponen wajib dalam pengembangan destinasi. Hanafiah et al. (2020) memasukkan akomodasi, tempat makan, layanan transportasi, toilet, toko cinderamata, dan air bersih dalam kategori ini.
Availability
Biswas et al. (2020) emphasize that food and beverages are an integral part of the tourism experience. Ragawan et al. (2014) add that culinary experiences can strengthen the emotional connection between tourists and the destination. Meanwhile, Omar et al. (2017) define food and beverages as core components of tourist perception and satisfaction.
Activities (Tourism Activities)
Activities refer to the various experiences and engagements that tourists can participate in while at a destination. These activities may be educational, recreational, or participatory in nature and are considered a key element in enhancing tourists’ emotional involvement.
In agrotourism destinations like Kampung Kopi Rigis, activities such as coffee picking, participating in the processing stages, and tasting local coffee are examples of experiences that can create authentic and memorable moments for visitors.
Emotional Involvement
Consumer emotional involvement typically occurs immediately after consumption and prior to the evaluation of customer satisfaction (Sthapit et al., 2017). Consumption emotions, or the feelings that arise from using a product or service, are often described as intense feelings or enthusiastic reactions that are explicitly inspired during or after the usage of a good or service.
These usage-related emotions consist of various types of feelings that can be conceptualized as distinct emotional responses, including interest, euphoria, sadness, fear, contempt, shame, guilt, disgust, anger, and surprise. In general, these emotions can be broadly categorized into positive and negative feelings (Sharma & Nayak, 2019).
Tourist Satisfaction
According to Kotler (2006:70) in Ariesta et al. (2020), satisfaction is a person's emotional response of happiness or disappointment resulting from comparing the perceived performance of a product with the expected outcome. A tourist will feel satisfied if the performance meets or exceeds expectations, but will feel dissatisfied and disappointed if the product's performance falls short.

Research Methods
This study employs a quantitative descriptive and verificative approach. Quantitative research is a method in which data analysis is conducted using statistics with the purpose of testing predetermined hypotheses (Hair & Brunsveld, 2019).
The population in this study consists of tourists who have visited Kampung Kopi Rigis in West Lampung Regency. The sampling criterion is tourists who have previously visited the destination. Therefore, the sample size in this study is 310 tourists who have visited Kampung Kopi Rigis in West Lampung Regency.
This study uses Partial Least Squares (PLS) for data analysis. PLS is a variance-based component model of Structural Equation Modeling (SEM). According to Ghozali (2016), PLS is an alternative approach that shifts from covariance-based SEM to variance-based SEM. Covariance-based SEM generally tests causality or theory, while PLS focuses more on prediction modeling.

3. RESULT AND DISCUSSION

Validity Test
Convergent Validity
Convergent validity refers to the assessment based on the correlation between item scores/component scores and construct scores, which is calculated using PLS (Partial Least Squares). To evaluate the convergent validity of reflective constructs, outer loadings and Average Variance Extracted (AVE) are used. The explanation is as follows:

Average Variance Extracted (AVE)
Table 1. Result of Validity Test
	Item
	Outer Loading (a)
	Threshold (b)
	Comparison
	Conclusion

	M1
	0.946
	0.7
	a > b
	Valid

	M2
	0.971
	0.7
	a > b
	Valid

	M3
	0.959
	0.7
	a > b
	Valid

	M4
	0.982
	0.7
	a > b
	Valid

	M5
	0.949
	0.7
	a > b
	Valid

	X11
	0.722
	0.7
	a > b
	Valid

	X12
	0.831
	0.7
	a > b
	Valid

	X13
	0.844
	0.7
	a > b
	Valid

	X14
	0.848
	0.7
	a > b
	Valid

	X21
	0.787
	0.7
	a > b
	Valid

	X22
	0.802
	0.7
	a > b
	Valid

	X23
	0.874
	0.7
	a > b
	Valid

	X24
	0.878
	0.7
	a > b
	Valid

	X31
	0.886
	0.7
	a > b
	Valid

	X32
	0.841
	0.7
	a > b
	Valid

	X33
	0.853
	0.7
	a > b
	Valid

	X34
	0.878
	0.7
	a > b
	Valid

	X35
	0.841
	0.7
	a > b
	Valid

	X41
	0.863
	0.7
	a > b
	Valid

	X42
	0.902
	0.7
	a > b
	Valid

	X43
	0.843
	0.7
	a > b
	Valid

	X44
	0.847
	0.7
	a > b
	Valid

	X51
	0.906
	0.7
	a > b
	Valid

	X52
	0.862
	0.7
	a > b
	Valid

	X53
	0.924
	0.7
	a > b
	Valid

	X54
	0.92
	0.7
	a > b
	Valid

	Y1
	0.95
	0.7
	a > b
	Valid

	Y2
	0.961
	0.7
	a > b
	Valid

	Y3
	0.956
	0.7
	a > b
	Valid

	Y4
	0.96
	0.7
	a > b
	Valid

	Y5
	0.938
	0.7
	a > b
	Valid



According to Chin (1998), an indicator is considered to meet the requirements for convergent validity in confirmatory research if the outer loading > 0.70, although values between 0.50–0.60 are still considered acceptable. Based on the results of the convergent validity test in the table above, all item loadings exceed 0.70, indicating that all indicators for each variable are valid.





Reliability Test
Composite Reliability & Cronbach’s Alpha
Table 2. Composite Reliability and Cronbach’s Alpha Test Results
	Variable
	Cronbach's Alpha
	Composite Reliability
	Remark

	Accessibility
	0.856
	0.903
	Reliable

	Activities
	0.925
	0.947
	Reliable

	Amenities and Ancillary Services
	0.791
	0.834
	Reliable

	Attractions
	0.831
	0.886
	Reliable

	Availability
	0.887
	0.922
	Reliable

	Tourist Emotional Involvement
	0.979
	0.984
	Reliable

	Tourist Satisfaction
	0.975
	0.98
	Reliable



The results of the Composite Reliability and Cronbach’s Alpha tests indicate that all variables exhibit very good reliability. All Cronbach’s Alpha and Composite Reliability values exceed the recommended threshold of 0.70, indicating high internal consistency. Variables such as Tourist Emotional Involvement and Tourist Satisfaction show the highest reliability values at 0.979/0.984 and 0.975/0.980, respectively, demonstrating excellent stability and dependability of the data.
Other variables like Accessibility, Activities, Amenities and Ancillary Services, Attractions, and Availability also show strong reliability values, with Cronbach’s Alpha ranging from 0.791 to 0.925 and Composite Reliability ranging from 0.834 to 0.947. These results confirm that the measurement instruments used in this study are capable of producing valid and consistent data for further analysis.
Table 3. Model Fit Test Results
	Indicator
	Saturated Model
	Estimated Model
	Result

	SRMR
	0.062
	0.062
	The SRMR value of 0.062 is below the threshold of 0.08, indicating that the model has a good goodness of fit and a low level of residuals between the observed data and the model.

	d_ULS
	4.021
	4.021
	The identical d_ULS values in both models suggest model stability in estimating the smallest squared residuals.

	d_G
	1.324
	1.324
	The low d_G value indicates a small deviation between the data and the model. Since the values are the same, this reflects a good fit between the model and the data.

	Chi-Square
	2345.01
	2345.01
	The high Chi-Square value should be interpreted with caution, as it is sensitive to large sample sizes.

	NFI
	0.81
	0.81
	The NFI value of 0.81 is above the minimum acceptable threshold (0.80), indicating that the model has a fairly good level of fit.



Heterotrait-Monotrait Ratio (HTMT) Test Results
Table 4. HTMT Test Results
	Variable
	Accessibility
	Activities
	Amenities and Ancillary Services
	Attractions
	Availability
	Tourists’ Emotional Involvement
	Tourist Satisfaction

	Accessibility
	—
	
	
	
	
	
	

	Activities
	0.408
	—
	
	
	
	
	

	Amenities and Ancillary Services
	0.755
	0.697
	—
	
	
	
	

	Attractions
	0.361
	0.733
	0.654
	—
	
	
	

	Availability
	0.339
	0.488
	0.631
	0.396
	—
	
	

	Tourists’ Emotional Involvement
	0.319
	0.355
	0.571
	0.747
	0.305
	—
	

	Tourist Satisfaction
	0.352
	0.338
	0.607
	0.731
	0.372
	0.456
	—



Overall, these results indicate that most constructs in the model have sufficiently distinct relationships and do not exhibit significant discriminant validity issues.
Predictive Relevance (Q²) Test Results
Table 5. Predictive Relevance (Q²) Test Results
	Variable
	SSO
	SSE
	Q² (= 1 – SSE/SSO)

	Tourists’ Emotional Involvement
	1550
	520.636
	0.664

	Tourist Satisfaction
	1550
	322.623
	0.792



These results indicate that the structural model can significantly explain and predict both endogenous variables, thereby contributing positively to the overall validity and predictive strength of the model.

Test Results of the Coefficient of Determination
Table 6. Results of the Coefficient of Determination Test
	Variable
	R Square
	R Square Adjusted

	Tourist Emotional Involvement
	0.725
	0.72

	Tourist Satisfaction
	0.883
	0.88


Overall, these values indicate that the model has a strong ability to explain the relationships between variables, with tourist satisfaction being the most influenced variable.

Partial Least Square (PLS) Analysis Model
The figure below represents the Partial Least Square (PLS) analysis model used in this study.
[image: ]
Figure 1. Partial Least Square (PLS) Analysis Model
Hypothesis Testing
Table 7. Path Coefficient Hypothesis Test Results
	Effect
	Original Sample
	Sample Mean
	Standard Deviation
	T Statistics
	p-value
	Conclusion

	Accessibility → Tourist Emotional Involvement
	0.079
	0.069
	0.063
	3.262
	0.008
	Significant

	Accessibility → Tourist Satisfaction
	0.018
	0.014
	0.038
	3.466
	0.002
	Significant

	Activities → Tourist Emotional Involvement
	0.664
	0.659
	0.065
	10.242
	0
	Significant

	Activities → Tourist Satisfaction
	0.052
	0.047
	0.056
	3.929
	0.013
	Significant

	Amenities and Ancillary Services → Tourist Emotional Involvement
	0.036
	0.05
	0.071
	2.507
	0.003
	Significant

	Amenities and Ancillary Services → Tourist Satisfaction
	0.028
	0.021
	0.037
	3.748
	0.005
	Significant

	Attractions → Tourist Emotional Involvement
	0.267
	0.255
	0.067
	4.006
	0
	Significant

	Attractions → Tourist Satisfaction
	0.019
	0.027
	0.04
	3.361
	0
	Significant

	Availability → Tourist Emotional Involvement
	0.173
	0.155
	0.095
	4.828
	0.018
	Significant

	Availability → Tourist Satisfaction
	0.07
	0.063
	0.056
	3.261
	0.008
	Significant

	Tourist Emotional Involvement → Tourist Satisfaction
	0.848
	0.854
	0.054
	15.685
	0
	Significant



Table 7 presents the results of the path coefficient hypothesis test evaluating the effects of various independent variables on tourist emotional involvement and tourist satisfaction. Overall, the hypothesis testing for the partial effects of each variable yielded significant results. The table below displays the Indirect Effect test results, which are useful for identifying indirect relationships.
Table 8. Indirect Effect Hypothesis Test Results
	Effect
	Original Sample
	Sample Mean
	Standard Deviation
	T Statistics
	p-value
	Conclusion

	Accessibility → Tourist Emotional Involvement → Tourist Satisfaction
	0.067
	0.059
	0.053
	3.25
	0.002
	Significant

	Activities → Tourist Emotional Involvement → Tourist Satisfaction
	0.563
	0.562
	0.066
	8.587
	0
	Significant

	Amenities and Ancillary Services → Tourist Emotional Involvement → Tourist Satisfaction
	0.03
	0.043
	0.061
	4.112
	0
	Significant

	Attractions → Tourist Emotional Involvement → Tourist Satisfaction
	0.227
	0.218
	0.058
	3.929
	0
	Significant

	Availability → Tourist Emotional Involvement → Tourist Satisfaction
	0.146
	0.132
	0.08
	2.837
	0.007
	Significant



The results of the indirect effect hypothesis test in Table 8 show that all independent variables, Accessibility, Activities, Amenities and Ancillary Services, Attractions, and Availability, have a significant effect on tourist satisfaction through tourist emotional involvement. 

Discussion of Research Findings on the Influence of Destination Attributes on Tourist Satisfaction
The Influence of Attractions on Tourist Satisfaction
The results indicate that Attractions have a significant effect on tourist satisfaction, with a T-statistic of 3.361 and a p-value of 0.000 (p < 0.05). This demonstrates that features such as natural beauty, the unique atmosphere of the coffee plantations, and the distinctive experiences offered by Kampung Kopi Rigis significantly enhance visitor satisfaction. This finding emphasizes the role of attractions as a crucial element in delivering enjoyable and memorable tourism experiences. Visitors are satisfied not only by facilities or services but also by the core attractions provided by the destination. Natural landscapes, the unique concept of coffee tourism, and the integration of local culture are key contributors to the positive evaluations of the destination.
The Influence of Accessibility on Tourist Satisfaction
The analysis indicates that Accessibility has a positive and significant effect on tourist satisfaction at Kampung Kopi Rigis, with a coefficient of 0.018, a standard error of 0.014, and a T-statistic of 3.466, which exceeds the critical value of 1.96 at a 5% significance level. Additionally, the p-value of 0.002 is well below the 0.05 threshold, confirming the significance of the relationship. This implies that accessibility factors, such as road conditions, the availability of clear signage, and transportation facilities, contribute positively to tourist satisfaction at Kampung Kopi Rigis.


The Influence of Amenities and Ancillary Services on Tourist Satisfaction
The analysis results indicate that the variable Amenities and Ancillary Services has a positive and significant influence on tourist satisfaction at Kampung Kopi Rigis. With a coefficient value of 0.028, a standard error of 0.021, and a t-statistic of 3.748—which exceeds the critical value of 1.96 at a 5% significance level—this relationship is considered statistically significant. The p-value of 0.005, which is below the 0.05 threshold, further strengthens the finding that supporting facilities and additional services at this destination play a real role in enhancing the tourist experience and satisfaction.

The Influence of Activities on Tourist Satisfaction
The analysis results indicate that the Activities variable has a positive and significant effect on tourist satisfaction at Kampung Kopi Rigis. With a coefficient value of 0.052, a standard error of 0.047, and a t-statistic of 3.929, which exceeds the critical value of 1.96 at the 5% significance level, the relationship is deemed significant. The p-value of 0.013, which is below the 0.05 threshold, further strengthens this finding. This suggests that the activities available at the tourism destination, such as coffee-making workshops, coffee plantation tours, and other recreational experiences, make a tangible contribution to enhancing tourist satisfaction.

Discussion of Research Findings on the Influence of Destination Attributes on Emotional Involvement
The Influence of Attractions on Tourists' Emotional Involvement
The analysis shows that the Attractions variable has a positive and significant effect on tourists' emotional involvement at Kampung Kopi Rigis. The coefficient value is 0.267, with a standard error of 0.255 and a t-statistic of 4.006, which exceeds the critical value of 1.96 at the 5% significance level. Moreover, the p-value of 0.000, which is well below the 0.05 threshold, confirms this significance. This means that the tourist attractions at Kampung Kopi Rigis—such as the natural scenery, the characteristic coffee plantation atmosphere, and other unique features, contribute directly to the emotional involvement of visitors, fostering a stronger emotional connection to the destination.
The Influence of Accessibility on Tourists' Emotional Involvement
The analysis shows that Accessibility has a positive and significant effect on tourists’ emotional involvement, with an original sample value of 0.079, a t-statistic of 3.262, and a p-value of 0.008. Since the t-statistic exceeds 1.96 and the p-value is below 0.05, this relationship is considered significant. This means that ease of access contributes positively to tourists’ emotional involvement, the easier it is for tourists to access a destination or service, the greater their emotional connection is likely to be, thus enhancing their overall travel experience.
The Influence of Amenities and Ancillary Services on Tourists' Emotional Engagement
The analysis results show that the influence of amenities and ancillary services on tourists' emotional engagement yields an original sample value of 0.036, a T-statistic of 2.507, and a p-value of 0.003. Since the T-statistic exceeds 1.96 and the p-value is below 0.05, the effect is deemed significant. This means that both core and supplementary facilities available at the tourist destination—such as toilets, parking areas, rest areas, information services, and restaurants—positively contribute to visitors’ emotional engagement. When the provided facilities meet or even exceed visitor expectations, guests tend to feel more comfortable and satisfied throughout their visit. This positive experience increases emotional involvement, strengthens the connection between visitors and the destination, and may lead to repeat visits and word-of-mouth recommendations.
The Influence of Availability on Tourists' Emotional Engagement
The analysis results indicate that the Availability variable has a positive and significant influence on Tourists' Emotional Engagement at Kampung Kopi Rigis. The coefficient value is 0.173, with a standard error of 0.155 and a t-statistic of 4.828, which is significant since the t-statistic exceeds the critical value of 1.96 at a 5% significance level. The p-value of 0.018, which is below 0.05, further supports the conclusion that the availability of services and facilities in Kampung Kopi Rigis contributes to increased emotional engagement among tourists.
The Influence of Activities on Tourists' Emotional Engagement
The analysis indicates that the Activities variable exerts a positive and significant influence on Tourists’ Emotional Engagement at Kampung Kopi Rigis. With a coefficient of 0.664 and a t-statistic of 10.242, the result is highly significant, as the t-statistic greatly exceeds the critical value of 1.96 at a 5% significance level. Additionally, the p-value of 0.000, which is well below the 0.05 threshold, supports the conclusion that the activities provided at Kampung Kopi Rigis play a critical role in enhancing tourists’ emotional involvement. Activities such as coffee plantation tours, coffee-making workshops, and hands-on coffee processing experiences enable tourists to develop a more personal and immersive connection with the destination.

Discussion of the Research Findings: The Influence of Tourists’ Emotional Engagement on Tourist Satisfaction
The analysis shows that the Tourists’ Emotional Engagement variable has a positive and significant influence on Tourist Satisfaction at Kampung Kopi Rigis. The coefficient value is 0.848, with a standard error of 0.054 and a t-statistic of 15.685. This relationship is highly significant, as the t-statistic far exceeds the critical value of 1.96 at a 5% significance level. The p-value of 0.000 further supports the conclusion that high emotional engagement directly contributes to higher levels of tourist satisfaction. This indicates that tourists who feel emotionally connected to the experiences and atmosphere of Kampung Kopi Rigis are more likely to feel satisfied with their visit.
The Influence of Attractions on Tourist Satisfaction through Tourists’ Emotional Engagement
The results indicate that tourist attractions have a significant effect on tourist satisfaction through emotional engagement, with a coefficient value of 0.227, t-value of 3.929, and a p-value of 0.000. This suggests that the main attractions offered by Kampung Kopi Rigis—such as scenic natural landscapes, the uniqueness of the coffee plantations, and local cultural activities—can stimulate tourists’ emotional engagement. When tourists experience something unique and memorable through these attractions, they are more likely to feel emotionally connected to the destination, which in turn increases their overall satisfaction with the visit.
The Influence of Accessibility on Tourist Satisfaction through Tourists’ Emotional Engagement
The analysis shows that the Accessibility variable has a significant effect on Tourist Satisfaction through Emotional Engagement as a mediating variable at Kampung Kopi Rigis. The coefficient is 0.067, with a standard error of 0.053 and a t-statistic of 3.250. This relationship is significant, as the t-value exceeds the critical value of 1.96 at a 5% significance level. A p-value of 0.002 further confirms that good accessibility not only enhances physical comfort for tourists but also contributes to increased emotional engagement, which ultimately leads to higher tourist satisfaction.
The Influence of Amenities and Ancillary Services on Tourist Satisfaction through Tourists’ Emotional Engagement
The analysis reveals that amenities and ancillary services have a significant effect on tourist satisfaction through tourists’ emotional engagement, with an indirect effect value of 0.030, T-statistic of 4.112, and a p-value of 0.000. Since the T-statistic exceeds the critical value of 1.96 and the p-value is below 0.05, the influence is considered significant. This indicates that the presence of adequate primary and additional facilities—such as toilets, parking areas, rest spaces, and food stalls—can enhance comfort and visitor experience at the destination. When these facilities meet tourists’ needs and expectations, they feel more emotionally engaged, which in turn contributes to their increased satisfaction. Well-managed facilities not only create comfort but also strengthen emotional connections, positively impacting tourist satisfaction.
The Influence of Availability on Tourist Satisfaction through Tourists’ Emotional Engagement
The analysis indicates that availability has a significant effect on tourist satisfaction through emotional engagement, with an indirect effect value of 0.146, T-statistic of 2.837, and a p-value of 0.007. Since the T-statistic exceeds 1.96 and the p-value is below 0.05, the effect is considered significant. This means that the availability of services, facilities, or activities that are easily accessible to visitors directly enhances their emotional engagement during the visit. When tourists feel that their needs are met and services are readily available when needed, it creates a more comfortable and satisfying experience. The emotional engagement formed from this experience then positively impacts overall tourist satisfaction, emphasizing the importance of ensuring optimal availability at tourist destinations.
The Influence of Activities on Tourist Satisfaction through Tourists’ Emotional Engagement
The analysis shows that activities have a significant effect on tourist satisfaction through tourists’ emotional engagement, with an indirect effect value of 0.563, T-statistic of 8.587, and a p-value of 0.000. Since the T-statistic exceeds 1.96 and the p-value is less than 0.05, the effect is considered significant. This means that the activities offered at the destination—such as interactive experiences, cultural immersion, or in-depth recreational activities—can enhance tourists’ emotional engagement. The emotional engagement developed through these experiences then has a positive impact on overall tourist satisfaction. This highlights the importance of designing engaging and relevant activities to create memorable experiences and increase visitor satisfaction.

4. CONCLUSION
Based on the conclusions drawn from the discussion above, the findings are as follows:
1. Destination attributes, which include attractions, accessibility, amenities, availability, and activities, are proven to have a significant and positive influence on visitor satisfaction at the Kampung Kopi Rigis Agrotourism. 
2. Destination attributes also have a significant impact on tourists’ emotional engagement. This means that when visitors perceive that the destination's attributes meet their expectations and are of high quality, they become emotionally engaged, experiencing happiness, a sense of uniqueness, and emotional closeness to the tourist site.
3. The results of the analysis show that emotional engagement has a significant positive effect on visitor satisfaction. 
4. Emotional engagement significantly mediates the relationship between destination attributes and visitor satisfaction. This means that destination attributes not only have a direct effect on satisfaction, but also an indirect effect through the emotional engagement built during the visit. 
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