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Tourist satisfaction with facilities and cleanliness is the most critical component in tourism 

behaviour. These behaviours influence destination choices and product consumption, tourists' 

choices, and future decisions to revisit the destination. This research measures tourist 
satisfaction with facilities and cleanliness at Air Cina or Oesina Beach, Lifuleo Village, 

Kupang Regency, East Nusa Tenggara Province. The method used is quantitative descriptive 

to get an overview of the condition of tourist facilities and cleanliness at the research case 

location. This study's population were tourist visitors from March to September 2023. One 

hundred respondents were collected using an accidental sampling technique and the Rao 
method. Data was collected through questionnaires and documentation, while data analysis 

techniques used product moment tests, multiple regression and t-test hypothesis verification. 

Through surveys of visitors, this research reveals that although tourists are generally satisfied, 

several aspects still need improvement. The research results showed that the environmental 

cleanliness and tourist facilities of Air Cina were stated to be in moderate/fair condition by 
correspondents, respectively 62% and 84%. Data analysis shows that tourists are generally 

satisfied with the availability of facilities such as parking, toilets and food stalls. However, 

several aspects of cleanliness need more attention, such as waste management and cleanliness  

of the beach area. These findings highlight the importance of managing tourist destinations  

oriented towards customer satisfaction. The implication of this research is the need to improve 
the quality of facilities, especially in terms of cleanliness, and develop more effective waste 

management programs. These results provide important implications for developing 

sustainable tourism at Air Cina Tourism Beach. 
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1. INTRODUCTION

Air Cina Beach is one of the tourist attractions in Kupang 

district, which has sufficient potential to be managed and 

developed. This beach is located in Lifoleu village, West 

Kupang district. The white sand beach is a favorite tourist 

attraction as well as a mainstay tourist attraction, which is 

expected to increase the number of tourist visits, both domestic 

and foreign tourists. Some of the facilities owned by this beach 

tourist destination include a counter post, gazebo, toilet, kiosk, 

clean water, trash can, environmental road, boat (Sampan, in 

Indonesia), snorkeling equipment, lifejacket, underwater 

camera, walkie talkie, and electric generator, parking area. 

With this facility, it is hoped that tourists will feel comfortable 

and satisfied when visiting this tourist attraction. If the 

facilities are not maintained, it will disrupt the comfort and 

satisfaction of tourists. 

In general, the development of Air Cina Beach as a tourist 

destination has excellent potential to contribute to several 

Sustainable Development Goals (SDGs), one of which is 

decent work and economic growth by creating new jobs for the 

surrounding community, both directly and indirectly. Then, 

cities and settlements can be made sustainable, where tourism 

can contribute to developing better infrastructure and 

improving local communities' quality of life. In addition, 

sustainable tourism development must pay a ttention to 

preserving biodiversity, terrestrial ecosystems, and 

underwater life, where responsible tourism management can 

encourage the preservation of marine ecosystems and other 

natural resources. 

On the other hand, tourist satisfaction is a benchmark for 

improving the quality of tourism products to increase visits 

and form tourist loyalty. Generally, the level of satisfaction 

means the stage of consumer reaction to the services provided 

by the provider. According to González et al. [1], satisfaction 

is based on a person's background or experience compared to 
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the service performance obtained. Meanwhile, overall tourist 

satisfaction includes many integrated service satisfaction 

processes as expressed by Kušen [2], including tourists' pre-

experience and post-experience processes [3, 4]. 

In a competitive market economy, much attention has been 

paid to measuring consumer satisfaction [5-7]. In business, it 

is explicitly determined by customer satisfaction and thus will 

achieve customer loyalty. In service and facility provision, the 

company interacts with customers, and critical assessments 

can be made to build satisfaction and subsequent 

consequences [8, 9]. Empirical studies state that satisfaction is 

a pleasant and satisfying consumer response [10, 11]. When a 

particular product or service meets consumer expectations, 

satisfaction is achieved, and consumers retain the service. On 

the other hand, if the product quality fails to meet buyers' 

demands, dissatisfaction causes consumers not to buy or 

recommend the product further, resulting in business failure. 

Assessing customer satisfaction compared to product 

performance and customer feedback can help managers 

improve their service performance [12].  

Likewise, the tourist aspect is also influenced by the 

satisfaction process. According to Yoon and Uysal [13], the 

most likely influence on tourist satisfaction is the existence of 

push and pull factors that influence tourists' emotions. The 

push factor is the desire to travel; the pull factor is the 

destination's attractiveness. The performance of these two 

factors cumulatively results in overall satisfaction and 

significantly impacts loyalty or word-of-mouth publicity with  

further confirmation of tourists revisiting the destination [14]. 

Furthermore, Oppermann [15] argues that tourists' intention to 

revisit a  destination or recommend it to others is determined 

mainly by the extent of their loyalty. Tourists' positive 

evaluation of goods, services, and other facilities a destination 

provides can encourage repeat visits and increase 

recommendations (word of mouth) to other potential tourists. 

For this reason, the white sand beach tourist attraction Air 

Cina offers tourist attractions, accessibility, facilities, and 

tourism support services. This tourist attraction will later 

become a benchmark for the level of tourist satisfaction during 

and after visiting the tourist attraction. In line with this, the 

satisfaction obtained by tourists will influence the 

development of coastal tourist attractions. When tourist 

satisfaction increases, it will automatically influence whether 

or not the tourism sector develops. Other factors determining 

tourist satisfaction can also be seen from several aspects, 

including transportation, accommodation, cleanliness, 

security, and shopping. Cleanliness is one of the factors of 

tourist satisfaction, and cleanliness adds to the beauty of 

tourist attractions. This cleanliness also triggers comfort when 

traveling. However, this cleanliness cannot be separated from 

the awareness of tourists who visit tourist destinations because 

the cleanliness at the Air Cina Beach tourist location has begun 

to be neglected. It can also be seen that there is plastic waste 

on the beach, which makes it look dirty. 

On the other hand, developing the tourism sector effectively 

SDGs No. 8, creating inclusive and sustainable economic 

growth and increasing employment opportunities. SDG 8 is 

one of the 17 SDGs the United Nations (UN) set. The main 

goal of SDG No. 8 is to increase inclusive and sustainable 

economic growth and create productive and decent work 

opportunities for all. However, it is essential to remember that 

tourism development must be carried out sustainably and pay 

attention to social and environmental aspects. According to 

Kumar [16], sustainable tourism is a comprehensive approach 

to responsible tourism development that benefits local 

communities physically, economically, and socially. 

Therefore, sustainable tourism can be a tourism development 

tool supporting low-income people and the community. 

Tourism is one of the development options most people desire 

because of its benefits, which directly and indirectly contribute 

to increasing welfare [17]. 

Currently, some marketing research involves determining 

the constructs that cause when someone perceives a need. For 

example, searching for products to fulfill these needs [18], 

consuming products and services, and deciding to visit these 

destinations in the future [19]. Some literature includes 

contributions positively related to tourist satisfaction and 

repurchase intention [15, 20]. Many complex theoretical, 

statistical, and mathematical frameworks have been developed 

in the complex, dynamic, and multi-criteria-driven context of 

service quality research and construct measurement. Among 

them, the Norms model, which has been applied by Križaić  

[21], was developed by Woodruff et al. [22], and the consumer 

satisfaction/ dissatisfaction (CS/D) model by David and 

Wilton [23]. Apart from these theoretical models, various 

statistical methods are also used to deal with the problem of 

customer satisfaction evaluation, such as regression analysis, 

factor analysis, descriptive statistical analysis, probit-logit , 

and cluster analysis. In this regard, this paper aims to measure 

tourist satisfaction with beach destinations using descriptive 

statistical analysis. In this approach, tourist satisfaction is 

measured by perceptions of the tourist facility services offered 

and the level of cleanliness at beach tourism. Then, measure 

the simultaneous influence of independent and dependent 

variables on environmental cleanliness and tourist facilities on 

tourist satisfaction. 

 

 

2. STUDY AREA 

 

Air Cina Beach is located in the Sawu Sea Aquatic National 

Park (ANP), Lifuleo Village, Kupang Regency, East Nusa 

Tenggara Province, Indonesia. Geographically, Air Cina 

Beach is located at Latitude -10,350N and Longitude 

123,460E, as seen in Figure 1. The distance from the center of 

Kupang City to Cina beach is ±45 km with a travel time of 1 

hour. The name Air Cina Beach does not mean that its 

residents come from Cina, but because of its history for 

decades as a place for ships from Cina to dock. Air Cina Beach 

is also called Oesina Beach by local people. “Oe” means 

“water,” and the word “sina” comes from the ancestors of the 

Nefo Village people who lived around the coast. Air Cina 

Beach offers beauty that is no less than other beaches in 

Kupang. The views a re beautiful, the sea is blue, the sand is 

clean and slightly pink, with sufficient area for various tourist 

activities. 

Currently, Air Cina Beach has started to become a tourist 

destination for domestic tourists who want to enjoy beach 

tourism. In general, the activities usually carried out by visitors 

at this beach include swimming, fishing, boating/canoeing, 

grilling fish, playing in the sand, meeting and taking photos. 

The development of Air Cina Beach has been supported by the 

National Marine Conservation Area (NMCA or BKKPN, in 

Indonesia) in developing a marine ecotourism-based 

economy. In this case, BKKPN has focused on sustainable and 

collaborative management to ensure the sustainability of 

marine biodiversity, cultural values, and community welfare. 

Apart from that, the development of beach tourism facilities 
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and infrastructure is also supported by The Nature 

Conservancy (TNC) and APPeK Workshop (local NGO). 

In this regard, BKKPN Kupang allocated funds for 

assistance and the development of ecotourism in Lifuleo 

Village and the construction of marine tourism facilities and 

infrastructure in 2016. The same year, Lifuleo Village 

Pokdarwis received assistance with supporting tools for 

marine tourism management from the Directorate General of 

Marine Spatial Management of the Indonesian Ministry of 

Maritime Affairs and Fisheries. Visitors coming to Air Cina 

Beach have increased from July 2016 until now. The average 

number of visitors reaches 690 people/day and even more on 

holidays. This potential triggers the people of Lifuleo Village 

to start exploiting this potential. 

 

 

 
 

Figure 1. Map of air cina beach (Oesina beach) 

 

 

3. MATERIALS AND METHODS 

 

3.1 Research methods 

 

The choice of quantitative descriptive methods using 

various statistical tests will provide a clear and comprehensive 

picture of the level of tourist satisfaction with the facilities and 

cleanliness at Air Cina Beach Tourism. This method makes it 

possible to measure tourist satisfaction numerically, for 

example, using a Likert scale. That will provide more 

objective and accessible data to analyze than qualitative data. 

Quantitative data allows us to compare tourist satisfaction with 

various facilities and a spects of cleanliness. In addition, with 

a reasonably representative sample, the research results can be 

generalized to a broader tourist population. In this paper, 

several statistical tests are used that are commonly used in 

tourist satisfaction research, such as the t-test, F-test, 

correlation test and regression analysis. That is done with  

particular consideration for Air Cina Tourism Beach in the 

local context and taking into account unique factors, such as 

visitor characteristics, types of facilities a vailable, and hygiene 

standards applicable in the area. In addition, facilities and 

cleanliness should be considered, as well as other variables 

that might influence satisfaction, such as accessibility, security, 

and entrance ticket prices. 

The research was conducted from March to September 2023 

at the Air Cina Beach tourist location. Research data was 

collected through survey and ex post facto methods using self -

administered questionnaires and distributed to 100 tourists 

consisting of 53 women and 47 men. Based on age level, 71% 

of respondents were predominantly between 18-29 years old, 

followed by 20% aged 30-50 years, and the remaining 9% 

were over 51 years old. Most of the respondents had a senior 

high school (SHS) education, 59%, a bachelor's degree, 29%, 

and the fewest had junior high school and postgraduate 

education, namely 8% and 4%. 

The population in this study are consumers who are visiting 

the Air Cina tourist beach. It is assumed that it is yet to be 

known precisely how many tourists visit this tourist spot daily. 

Based on regional origin, the data shows that the majority of 

tourists come from the city of Kupang-NTT (69%) and 

Kupang Regency ((29%); the rest come from outside NTT 

Province (2%). The characteristics of respondents based on 

type of work illustrate that tourist visitors to Cina's coast 

primarily have other types of work, such as traders, 

entrepreneurs, casual workers, homemakers, and other 

unemployed, as shown in Figure 2. 

 

 
 

Figure 2. Profile of respondents based on occupation 

 

The technique used is to provide respondents with a list of 

statements to fill in according to the answer choices available. 

The type of instrument regarding tourist satisfaction, 

environmental cleanliness, and tourist facilities used is a 

multiple-choice questionnaire. Each statement item in the 

instrument is provided with five frequency response choices 

for respondents, and the answer choices are adjusted based on 

the indicators of each category, both positive and negative. 

Table 1 shows the data types and data collection techniques 

this research requires. 

 

Table 1. Sources and data collection techniques 

 

No. Data Type 
Data Collection Technique Data 

Sources Instrument Tool 

1 Primary 

 
Tourist 

satisfaction 
Questionnaire 

List of 

statements 
Traveler 

 
Environmental 

hygiene 
Questionnaire 

List of 
statements 

Traveler 

 
Tourist 

facilities 
Questionnaire 

List of 

statements 
Traveler 

2 Secondary 

 
Type and 
number of 

tourists 

Documentation 

Note, 
Copy, 

Photo, 

record 

Tourist 
area 

manager 

3 
Availability of 

facilities 
Documentation 

Note, 

Copy, 
Photo, 

record 

Tourist 

area 
manager 
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Later, the instrument was tested to determine the validity 

and reliability of the instrument. Testing the validity or 

accuracy of each statement item in measuring variable 

categories. Pearson's product-moment correlation formula is 

used to calculate the correlation coefficient of each item score 

with the total score. Then, instrument testing was conducted 

on 30 respondents from the research population excluded from 

the research sample. The instrument is valid if the test results 

show that the calculated rvalue for each item is more significant 

than the rtable (rcount > rtable; with alpha 5% = 0.361). Cronbach 

alpha is calculated to test the reliability and internal 

consistency of satisfaction scores [24]. Testing process The 

validity and reliability of the instrument were carried out with  

the help of IBM SPSS Statistics Version 25.0 for Windows. 

The instrument is declared reliable if it obtains a score of >0.60. 

The variables used consist of the independent variable and the 

dependent variable. The independent variable consists of 

environmental cleanliness (X1) and tourist facilities. (X2) and 

customer satisfaction (Y) as the dependent variable. 

 

3.2 Research instruments 

 

This paper uses three instruments: tourist satisfaction, 

environmental cleanliness, and tourist facilities. 

1) Tourist satisfaction 

Conceptually, tourist satisfaction is a person's happiness or 

disappointment that arises after comparing the performance 

(results) of the product they are considering with the expected 

performance (expectations). However, from an operational 

definition, tourist satisfaction can be measured from material 

questionnaires regarding the satisfaction of tourists who visit 

tourist attractions. Indicators include interest in returning to 

visit, suitability of visitor expectations, recommendations 

through word of mouth, consumer complaints, suggestions, 

view, access/affordability, and security/comfort. These 

indicators are an instrument grid of tourist satisfaction 

variables, as shown in Table 2. 

2) Environmental cleanliness 

Environmental cleanliness is a human effort to keep the 

environment from being dirty to create a healthy and 

comfortable environment. Environmental cleanliness can be 

seen from the results of a questionnaire regarding the 

cleanliness of the tourist beach environment, which includes 

(1) waste management, (2) the tourist environment is free from 

rubbish, and (3) tourist facilities and infrastructure that look 

clean and tidy. Table 3 shows a grid of environmental 

cleanliness instruments. 

3) Tourist facilities 

Tourist facilities are physical equipment provided by 

service providers to be used by consumers in carrying out their 

activities. These tourist facilities include facility design, 

functional value, aesthetics, supporting conditions, and 

supporting equipment, an instrument grid, as shown in Table 

4. 

 

Table 2. List of tourist satisfaction instruments 

 

No. Indicator 
Initial Item Number 

Total 
Valid Item Number 

Positive (+) Negative (-) Positive (+) Negative (-) Total 

1. Interest in returning to visit 2,3,4,5 1,6 6 2,3,4,5 1,6 6 

2. Suitability of visitor expectations 7,11 8,9,10 5 7, 11 8, 10 4 

3. Recommendations through word of 

mouth 

12, 16 13, 14, 15 5 12, 16 13, 14, 15 6 

4. Consumer complaints and suggestions 20, 21 17, 18, 19 5 20 17, 19 3 

5. Natural beauty 22, 23, 25 24, 26 5 22, 25 24, 26 4 

6. Access/Affordability 27, 28, 29 30, 31 5 27, 28, 29 31 4 

7. Security/Convenience 32, 35, 36 33, 34 5 32, 35, 36 33 4 

 Total 19 17 36 17 13 30 

 

Table 3. List of environmental cleanliness instruments 

 

No. Indicator 

Initial Item Number  Valid Item Number 

Positive (+) Negative (-) Total 
Positive 

(+) 
Negative (-) Total 

1. Waste management 1,6,7,8,9,10 2,3,4,5 10 1,6,7,8,9,10 2,3,4,5 10 

2. 
Waste free 

environment 
11,12,13,14,16,19,20 15,17,18 10 11,12,13 15,17,18 10 

3. 
Facilities and 

infrastructure are 

clean and tidy 

21,22,26,33 23,24,25,27,28,29,30,31,32 13 21,26,33 23,25,28,29,30,31,32 10 

 Total 17 16 33 12 14 26 

 

Table 4. List of tourist facilities instruments 

 

Indicator 
Initial Item Number 

Total 
Valid Item Number 

Positive (+) Negative (-) Positive (+) Negative (-) Jml 

1. Facility design 

2. Function value 
3. Aesthetics 

4. Supportive conditions 

5. Supporting equipment 

1,3,4 

8,9,10,12 
13,14,15 

20,23 

25,28,29 

2,5,6 

7,11 
16,17,18 

19,21,22,24 

26,27,30 

6 

6 
6 

6 

6 

1,3,4 

9,10 
13,14,15 

20 

28,29 

2,5,6 

7 
16,17,18 

19,21,22,24 

26,27,30 

6 

3 
6 

5 

5 

Total 15 15 30 11 14 25 
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3.3 Data analysis techniques 

 

1) T-test analysis 

In this paper, descriptive and inferential analysis techniques 

are used. Descriptive analysis techniques are used to describe 

or describe the data collected without the intention of making 

general conclusions or generalizations. Data presentation 

includes data frequency and percentage, average value (mean), 

median, standard deviation mode, curve graph variant, and 

histogram. Meanwhile, inferential analysis techniques are 

used to analyze sample data, and the results are applied to the 

population, with the primary tool of inferential analysis, 

namely, the null hypothesis (Ho). In addition, quantitative 

analysis is t-test analysis, which is used to process data 

obtained from a list of questions in the form of a questionnaire 

into the form of numbers and calculations with the help of the 

SPSS program application. 

Next, a  t-test was carried out, which aimed to test the proof 

of the hypothesis regarding the partial significance of the 

effect using Eq. (1). In this case, partially analyze the 

relationship between environmental cleanliness variables and 

tourist facilities and tourist satisfaction variables. The 

relationship between these variables can show how far the 

independent variables, individually and simultaneously, can 

explain variations in tourist satisfaction variables. 

 

t =
r√n − 2

√(1 − r2
 (1) 

 

where, r = correlation coefficient; n = number of data . 

By using partial testing, the following hypothesis is 

formulated: 

X1 Testing: 

- There is no influence of environmental cleanliness on 

tourist satisfaction at Cina Beach, Kupang Regency (Ho: β1  = 

0). 

- There is an influence of environmental cleanliness on 

tourist satisfaction at Cina Beach, Kupang Regency (Ha: β1  ≠ 

0) 

X2 Testing: 

- There is no influence of tourist facilities on tourist 

satisfaction at Cina Beach, Kupang Regency (Ho: β1  = 0). 

- There is an influence of tourist facilities on tourist 

satisfaction at Cina Beach, Kupang Regency (Ha: β1  ≠ 0). 

Based on this hypothesis, there are two variables (X) to 

determine the ttable value, namely, environmental cleanliness 

(X1) and tourist facilities (X2), with a significance of 5% from 

100 respondents (because it is two-sided, the significance is 

0.025). With a significance of 0.025 and df  = 98 (100-2), the 

ttable value is 1.98. The ttest criteria are as follows: 

- If tcount > ttable or Sig < α, then Ho is rejected, Ha is 

accepted, meaning that there is a partial influence between 

environmental cleanliness and tourist facilities on tourist 

satisfaction; 

- If tcount < ttable or Sig > α, then Ho is accepted, and Ha is 

rejected, meaning there is no partial influence of 

environmental cleanliness and tourist facilities on tourist 

satisfaction. 

 

𝐹ℎ =
𝑅2/𝑘

(1 − 𝑅2)/(𝑛 − 𝑘 − 1)
 (2) 

 

 

where, R = Multiple correlation coefficient; n = number of 

samples; k = number of components of the independent 

variable. 

To get the f table value, use the formula f table= (k;n-k). Value 

k=2(x1&x2); n-k(100-2). Based on the F distribution table for 

a probability of 0.05, with k(2);n-k(98), the Ftable value = 3.09. 

The decision-making criteria used for the Ftest are as follows: 

- If Fcount > Ftable or Sig < α, then Ho is rejected, Ha is 

accepted, meaning that there is a simultaneous influence 

between service quality, facilities, and location on consumer 

satisfaction; 

- If Fcount < Ftable or Sig > α, then Ho is accepted, and Ha is 

rejected, meaning there is no simultaneous influence between 

service quality, facilities, and location on consumer 

satisfaction. 

 

3.4 Validity and reality test 

 

The validity test aims to measure whether a questionnaire is 

valid or not. An item is said to be valid if the corrected item -

total correlation value is more significant than 0.3. If the 

correlation of each factor is positive and the magnitude is 0.3 

or above, then the factor is a strong construct. Valid 

questionnaire items can be used as a reference for further 

research. The validity test results: 

(1) Environmental cleanliness of the 33 items tested 

obtained seven invalid statement items with rcount < rtable = 

0.361, and 26 valid statement items; 

(2) Tourist facilities from 30 tested items, five invalid 

statement items were obtained, with rcount < rtable = 0.361, and 

25 valid statement items; and, 

(3) Tourist satisfaction variable: of the 36 statement items, 

six items are invalid, with rcount < rtable = 0.361, and 30 items 

are stated. 

Next, the reliability test measures a questionnaire indicating 

a variable or construct. A questionnaire is said to be reliable or 

reliable if a  person's answers to statements are consistent. The 

criteria for a research instrument are said to be reliable using 

Cronbach's Alpha technique if the reliability coefficient is 

more significant than 0.6. The reliability test results for each 

variable are obtained as follows: 

(1) Environmental cleanliness variable with 26 valid items, 

declared reliable with a reliability coefficient of 0.802>0.60;  

(2) Tourist facilities with 25 valid statement items are 

declared reliable with a reliability coefficient of>0.60; and, 

(3) Tourist satisfaction was declared reliable from 30 valid 

items with a reliability coefficient of 0.885>0.60. 

 

 

4. RESULTS AND DISCUSSION 

 

4.1 Statistical description 

 

In regression analysis, many model assumptions exist, 

namely multicollinearity, inconsistent variance (non-

homogeneity), heteroscedasticity tests, linearity, and 

autocorrelation [25]. In addition, some multiple regression  

assumptions that are considered vital commit violations such 

as standard distribution errors. On the other hand, a study is 

considered fulfilling if it has an appropriate design, such as 

independence of observations. If one or more assumptions are 

violated, the existing model is no longer reliable and 

unacceptable in estimating population parameters [26]. 
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4.1.1 Normal distribution test 

Figure 3 shows the results of the data normality test, which 

produces a curve shape with a normally distributed pattern. In 

contrast, Figure 3b shows the results of the P-Plot normality 

test, which produces a diagonal line with a normally 

distributed pattern. Based on Table 5, the normality test results 

obtained by the Kolmogorov-Smirnov method are 0.144 > 

0.05 to ensure that the data has a typical distribution pattern. 

These results indicate that the data is generally distributed in 

that the residuals are distributed normally and vice versa. 

 

Table 5. Kolmogorov-Smirnov test 

 

N 100 

Normal Parametersa,b 
Mean .0000000 

Std. Deviation 5.37886382 

Most Extreme Differences 

Absolute .078 

Positive .034 
Negative -.078 

Test Statistic .078 

Asymp. Sig. (2-tailed) .144c 

 

 
(a) 

 
(b) 

 

Figure 3. Normal distribution test results (a) Data normality 

histogram; (b) Normality plot 

 

4.1.2 Heteroscedasticity test 

The heteroscedasticity test aims to test whether, in the 

regression model, there is an inequality of variance from the 

residuals of one observation to another. The basis of 

heteroscedasticity test analysis is that if there is a specific 

pattern, such as the points forming a particular regular pattern 

(wavy, widening, then narrowing), it indicates that 

heteroscedasticity has occurred. According to Klein et al. [27], 

one of the assumptions of multiple regression analysis is 

homoscedasticity error. Heterosceda sticity, often found in 

psychological or behavioral data, may be caused by the 

misspecification of omitted nonlinear predictor terms or 

unobserved predictors not included in the model. Figure 4 

shows the results of the heteroscedasticity test on a scatterplot 

graph where the points are spread randomly and above and 

below the number 0 for tourist satisfaction. This means that 

heteroscedasticity does not occur in the regression model, so 

the regression model is suitable for use. 

 

 
 

Figure 4. Heteroscedasticity of the scatterplot graph 

 

4.1.3 Glejser test 

According to Godfrey [28], the Glejser test for 

heteroscedasticity only applies to conditional symmetry. 

Therefore, a  modification of the Glejser Test is recommended. 

The proposed test statistic is asymptotically valid even if the 

disturbances are not symmetrically distributed and can be used 

to test heteroscedasticity when a conditional location function 

other than the conditional mean is estimated. The Glejser test 

that has been carried out shows no significant relationship 

between all independent variables and the residual absolute 

value with a significance of more than 0.05. This means that 

this model is free from heteroscedasticity (Table 6). 

 

Table 6. Heteroscedasticity 

 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients t Sig. 

B Std. Error Beta 

(Constant) 2.436 2.766  .881 .381 

Cleanliness -.111 .051 -.323 -2.177 .032 

Tourist 

facilities 
.134 .053 .377 2.539 .013 

 

4.1.4 Multicollinearity test 

The multicollinearity test tests whether the regression  

model finds a correlation between independent variables. 

Multicollinearity can be seen from the tolerance value and 

variance inflation factor (VIF). The cutoff value is commonly 

used to indicate the presence of multicollinearity; if the 

tolerance value is above > 0.1 and the VIF (variance inflation 

factor) is below or < 10, then multicollinearity does not occur. 

Table 7 shows that the tolerance and VIF values for the 

variables Cleanliness (X1) and Tourist Facilities (X2) are 

0.438 > 0.1 and VIF 2.285 < 10, which means that there is no 

multicollinearity in these variables. 
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Table 7. Multicollinearity test 

 

Model 
Unstandardized Coefficients Standardized Coefficients 

t Sig. 
Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

(Constant) 50.548 4.799  10.533 .000   

Cleanliness .299 .089 .391 3.374 .001 .438 2.285 
Tourist facilities .245 .091 .310 2.677 .009 .438 2.285 

4.1.5 Autocorrelation test 

The Autocorrelation test aims to test whether, in the linear 

regression model, there is a correlation between the 

confounding error in period t and the confounding error in 

period t-1 (previous). One method that can be used to detect 

autocorrelation's presence or absence is the Durbin-Watson 

test. With the taking criteria, if D-W is equal to 2, then perfect 

autocorrelation does not occur as a rule of thumb (short rule); 

if the D-W value is between 1.5-2.5, then there are no 

symptoms of autocorrelation. Table 8 shows the results of the 

autocorrelation test. 

 
Table 8. Autocorrelation 

 

Model R 
R 

Square 

Adjusted 

R Square 

Std. Error 

of the 

Estimate 

Durbin-

Watson 

1 .656 .430 .419 5.434 2.210 

 
Condition: 

a) There is autocorrelation if d is smaller than dL or more 

significant than (4-dU). 

b) If d lies between dL and (4-dU), it means there is no 

autocorrelation. 

c) If d lies between dL and dU or between (4-dU) and (4-

dL), then it does not produce a definite conclusion. 

Based on the DW table, it is obtained that dL= 1.6337 and 

dU = 1.7152 and 4-dU = 2.2848. At the same time, the results 

of the D-W analysis obtained a value of d = 2.210, which 

shows that the D-W value is located between dL and 4-DU 

(1.6337 < 2.210> 2.284), or If the D-W value is between 1.5-

2.5, then there are no symptoms of autocorrelation. 

 
4.2 Hypothesis testing 

 
Table 9. Partial test 

 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 
t Sig. 

B 
Std. 

Error 
Beta 

(Constant) 50.548 4.799  10.533 .000 

Cleanliness .299 .089 .391 3.374 .001 

Tourist 

facilities 
.245 .091 .310 2.677 .009 

 
In this paper, hypothesis testing has been carried out 

partially (t-test) and simultaneously (F-test). As shown in 

Table 9, it is known that the probability value of t count is 

3.374 >ttable 1.98 (two-party test), and the significance value of 

the cleanliness variable is 0.001<0.025 (two-party test), so H0 

is rejected, and Ha is accepted. This shows that the cleanliness 

variable has a significant effect on tourist satisfaction. 

Likewise, with tourist facilities, where H0 is rejected, and Ha 

is accepted, wherein the partial test the t-calculated probability 

value is 2.677 >ttable 1.98 (two-party test) and the significance 

value of the tourist facilities variable is 0.009 < 0.025 (two-

party test). Thus, the tourist facility variable has a significant 

effect on tourist satisfaction. 

Furthermore, the results of the simultaneous test (F Test) are 

shown in Table 10. As is known, the simultaneous test aims to 

test the influence of the independent variables (cleanliness and 

tourist facilities) on the dependent variable (tourist satisfaction) 

together (simultaneously). The significance level is α = 5% 

and df (k:n-k-1). It can be seen that the Fcount probability value 

is 36.660>Ftable is 3.09, and the significance value of the 

cleanliness and tourist facilities variables is 0.000<0.05. That 

shows that H0 is rejected and Ha is accepted, in that cleanliness 

and tourist facilities significantly affect tourist satisfaction. 

 
Table 10. Simultaneous test 

 
ANOVAa 

Model 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

Regression 2165.025 2 1082.512 36.660 .000b 

Residual 2864.285 97 29.529   

Total 5029.310 99    

a. Dependent Variable: Tourist Satisfaction 
b. Predictors: (Constant), Tourist facilities, Cleanliness 

 
Next, to determine the effect of the independent variable on 

the dependent variable, a  coefficient of determination (R2) test 

is carried out. Table 11 shows the coefficient of determination 

test where a value of 0.655 or close to 1 is obtained, which 

explains that the independent variables provide almost all the 

information needed to predict variations in the dependent 

variable. Conversely, if the coefficient of determination 

(R²)=0, the independent variable cannot explain its effect on 

the dependent variable. Apart from that, it can be seen that the 

termination coefficient value for the adjusted R square value 

is 0.419. This means that the ability of the independent 

variables (environmental cleanliness and tourist facilities) to 

explain the dependent variable (tourist satisfaction) is 41.90%. 

Thus, the remaining 58.10% of the adjusted square value is 

explained by other variables not discussed in this research, 

such as location distance, geographical conditions of 

transportation, accommodation, comfort, security, and 

shopping. 

 
Table 11. Coefficient of determination test 

 
Model Summary 

Model R 

R 

Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .656a .430 .419 5.434 
a

 = Predictors: (Constant), Tourist facilities, Cleanliness 

 
4.3 Analysis and findings 

 
4.3.1 Environmental hygiene conditions 

There are five indicators to determine the condition of 

environmental cleanliness (X1) at the Cina Beach location, 
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which are divided into very bad (VB), bad (B), moderate (M), 

good (G), and very good (VG). Figure 5 shows that the three 

highest environmental cleanliness assessment measurement 

indicators are at a  medium level (above 50%), followed by the 

second level, poor, and the third, good. Only a few visitor 

ratings give ratings of very good and very bad levels. 

Based on the frequency distribution, it can be seen that the 

condition of the environmental cleanliness score is in the 

theoretical score interval between 68-88, with a score of 62% 

(Table 12). This means that, on average, respondents stated 

that the cleanliness of the China Beach tourist environment 

was in the moderate/sufficient category. 

 

 
 

Figure 5. Measurement of environmental cleanliness 

indicators 

Table 12. Frequency distribution of environmental cleanliness score categories 

 
Class 

Intervals 

Frequency 

Absolute 

Class 

Boundaries 
Category 

Frequency Relative 

(%) 

Relative Frequency Cumulative 

(%) 

26-46 0 46.5 B 0 0 
47-67 31 67.5 VB 31 31 

68-88 62 88.5 M 62 93 

89-109 7 109.5 G 7 100 

110-130 0 130.5 VG 0 100 
 100   100  

4.3.2 Condition of tourist facilities 

Based on direct measurements of respondents, a  primary 

picture of the tourist facility variable (X2) was obtained, as 

shown in Figure 6. The distribution of variable frequencies 

tends to form a symmetrical curve. Around 29% of 

respondents were in the average group, 36% were below 

average, while there were 35% above average. 

 

 
 

Figure 6. Tourist facilities (X2) 

 

Like environmental cleanliness conditions, tourist facilities 

are divided into five indicators, as shown in Figure 7. It can be 

seen that with an average empirical score of 75.4, the condition 

of tourist facilities is in the theoretical score interval between 

65-84 with a score of 84%. These results mean that, on 

average, respondents stated that Oesina tourist facilities were 

in the medium category (M). 

 

 
 

Figure 7. Line diagram for the tourism facilities category 

(X2) 

Next, testing was carried out for each indicator of the 

tourism facilities variable (facility design, functional value, 

aesthetics, supporting conditions, and supporting equipment), 

giving results as in Figure 8. 

 

 
 

Figure 8. Tourist facility variable indicators 

 

It can be seen that the average assessment of tourist facilities 

available at tourist beaches is at a  medium level with a 

percentage of between 49 – 66%. This shows that the tourist 

facilities tourism managers provide still need to be improved 

to increase their attractiveness to tourists. 

 

4.3.3 Conditions of tourist satisfaction 

Tourist satisfaction is the Y variable shown in Figure 9. 

 

 
 

Figure 9. Histogram of tourist satisfaction (Y) 

 

Based on this figure, the median value and mode of tourist 

satisfaction tend to be close to the average score. This means 
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that the distribution of variable frequencies tends to form a 

symmetrical curve. Around 57% of respondents were in the 

average group, 23% were below average, while there were 

20% above average. 

To find out the score categories for tourist satisfaction 

conditions, a  frequency distribution of score categories is then 

arranged in five intervals, and the results are shown in Table 

13. It can be seen that tourist satisfaction conditions are in the 

theoretical score interval between 78-101, with a score of 89%. 

These results show that the average respondent stated that 

tourist satisfaction in the Oesina area was in the medium 

category (M), as shown in Figure 10. 

Furthermore, testing each indicator of the tourist 

satisfaction variable (interest in visiting, conformity to 

expectations, word of mouth, complaints and suggestions, 

views, access, safety, and comfort) gives results as in Figure 

11. It can be seen that customer satisfaction with the seven 

indicators shows that there are five the highest tourist 

assessment indicator with a moderate score, only the 

conformity expectations indicator shows the highest good 

score (47%), and one has the highest lousy rating with a score 

of 45% on the complaints and suggestions indicator. 

 

 

 
 

Figure 10. Line diagram of tourist satisfaction category (Y) 

 

 
 

Figure 11. Variable indicator of tourist satisfaction 

Table 13. Distribusi frekuensi kategori skor Kepuasan wisatawan (Y) 

 

Class 

Intervals 

Frequency 

Absolute  

Class 

Boundaries 
Category 

Frequency Relative 

(%) 

Relative Frequency Cumulative 

(%) 

30-53 0 53.5 B 0 0 

54-77 2 77.5 VB 2 2 

78-101 89 101.5 M 89 91 

102-125 9 125.5 G 9 100 
126-149 0 149.5 VG 0 100 

 100   100  

 

4.4 Discussion 

 

According to Huh and Uysal [29], there is a relationship 

between destination attributes and overall satisfaction with 

cultural/heritage experiences, gender, length of stay, and 

decision-making timeframe. Previously, it was also stated by 

Yavuz [30] that the satisfaction-based evaluation process was 

measured based on tourist demographic patterns such as age, 

gender, social background, income, marital status, 

employment, education, and travel behavior patterns. 

Meanwhile, Font [31] emphasized that age, education level, 

nationality, and occupation determine the travel decision 

process. The results of the tourist demographic and socio-

economic survey from this study show that most tourists in this 

region are young tourists, with an age range of 18 to 29 years, 

accounting for 71% of respondents. This group is dominated 

by high school students at 59%, followed by undergraduates 

at 29%, and the rest are junior high school and postgraduate 

students. The survey found that 45% were traders, 

entrepreneurs, freelancers, homemakers, and unemployed 

(Figure 2). The number of male tourists at 53% is almost 

comparable to female tourists at 47%. 

The descriptive statistics in Table 3 show that of the seven 

attributes of tourist satisfaction, four attributes have the 

highest positive assessment: interest in revisiting, views, 

access, and security. On the other hand, only the 

recommendation attribute via word of mouth has the highest 

unfavorable rating. Likewise, the environmental cleanliness 

instrument has three indicators (Table 4). Here, it can be seen 

that the indicators of clean and tidy tourist facilities and 

infrastructure show relatively high negative assessments from 

tourists. This has also been shown in Figure 10 at the medium 

level assessment with a percentage between 49-55%. 

However, on the other hand, indicators for waste management 

and a waste-free environment show relatively high positive 

assessments. Once again, to identify the dimensions 

underlying this destination indicator, analysis was carried out 

to measure three variables, including environmental 

cleanliness (X1), tourist facilities (X2), and tourist satisfaction 

(Y). As a result, tourists' assessments for the three variables 

are at a  medium level (Figure 5-11). This assessment provides 

information on how the Cina Beach destination needs to 

improve tourist satisfaction with the 15 indicators studied in 

this paper. The assessment range for the level of cleanliness of 

the destination environment is at a  score of 62% with three 

indicators, tourist facilities are at a  score of 84% with five 

indicators, and the level of customer satisfaction is at a  score 

of 89% with seven indicators. In addition, consistent and 

robust correlations between indicators and variables are 

maintained and labeled based on the characteristics and 

properties of the variables from which the indicators originate. 

On the other hand, many studies have been conducted to test 

several destination attributes in measuring tourist satisfaction. 

Many of them are general, while others are more specific. 

Examining these attributes is not the aim of this research; 

instead, it focuses on the attributes that are most selective but 

representative and appropriate to local perspectives. 

Therefore, this research seeks to justify tourist satisfaction 

with 15 attributes taken from tourism literature surveys and in 

the local context. The discussion and findings of this research 

3071



 

show that tourists at Cina Beach show different opinions 

towards various destination services. As a final analysis, a  

multiple regression model with the ordinary least squares 

method was used to determine whether these retained factors 

had a valid impact on the overall level of tourist satisfaction. 

Here, the coefficients of two variables (environmental 

cleanliness and tourist facilities) are used as independent 

variables, and tourist satisfaction scores are used as the 

dependent variable in the multiple regression model. The 

multiple linear regression analysis results found that location, 

cleanliness, and facilities had a positive and significant effect 

on visitor satisfaction. In addition, indicators of interest in 

returning to visit and access to tourist beach locations provide 

hope, with tourist rating levels at scores of 64 and 65%. 

Furthermore, many factors influence destination selection 

and its competitiveness. In general, in academic literature and 

practice, it has been widely accepted that satisfaction with 

destination factors is the main prerequisite for tourists in 

choosing a tourist destination [32]. Shonk et al. [33] further 

defines destination satisfaction as a multidimensional 

assessment of its attribute characteristics and its evaluation 

during and after returning from the destination. Satisfaction is 

a factor in a destination's ability to fulfill tourists' functions, 

services, and social and psychological needs. Likewise, tourist 

visits to Cina Beach destinations certainly have their 

satisfaction for tourists. Tourist satisfaction with tourism 

destinations is a multidimensional concept with many 

interrelated factors. The expected satisfaction can be a reason 

to make a return visit. In addition, the tourism sector is 

becoming increasingly crucial for regional and economic 

development because this sector can contribute to regional 

income. The tourism sector grows the economy through the 

creation and existence of employment opportunities so that it 

can reduce poverty. With its natural and cultural riches, 

Kupang Regency strives to become one of the priority tourist 

destinations. It can be seen from the increase in weekend 

tourist visits, especially on the Cina Beach, reaching 1000 

people. Therefore, it is hoped that in the future, the Cina Beach 

destination will have additional facilities to increase tourists' 

interest in visiting. For example, travel agents, information 

centers, health facilities, fire extinguishers, hydrants, TIC 

(Tourism Information Center), tour guides, and information 

boards. 

In addition, improving tourism facilities and cleanliness at 

the beach will attract more tourists and significantly contribute 

to achieving the SDGs. Combining efforts to preserve the 

environment, improve community welfare, and sustain 

economic growth, Air Cina Beach can become a sustainable 

tourist destination that will benefit current and future 

generations. From an environmental conservation perspective, 

better waste management, nature conservation, sustainable 

energy use and ecosystem restoration are needed. Meanwhile, 

community welfare will impact job creation, increase village 

income, preserve culture, and empower the community. That 

will impact sustainable economic growth, increasing regional 

competitiveness and the growth of local businesses such as 

accommodation, restaurants and souvenir shops. 

A comprehensive approach needs to be taken to achieve 

optimal results, involving various parties such as local 

government, communities, tourism businesses and academics. 

Several steps that can be taken include: (1) preparing a tourism 

management plan with SWOT analysis, identifying potential 

and problems, as well as formulating clear goals and 

strategies; (2) increasing human resource capacity through 

training for the community and officers related to tourism 

management, environmental cleanliness and tourist services; 

(3) cross-sector collaboration by building synergies between 

various related sectors, such as tourism, the environment and 

community empowerment; and (4) regular monitoring and 

evaluation of the implementation of the tourism management 

plan and carrying out evaluations for improvement. 

In this study, several findings can be the basis for improving 

tourism management and policy-making at Air Cina Beach. 

These include increasing public awareness and ongoing 

educational campaigns to increase public awareness about the 

importance of keeping the environment clean and the negative 

impacts of waste. Then develop tourism awareness groups 

who are active in maintaining the cleanliness and beauty of the 

beach and improving facilities by increasing the number and 

type of facilities needed, such as toilets, bathrooms, trash cans 

and seating, as well as regular repairs and maintenance of 

existing facilities. 

Another finding is the need to build environmentally 

friendly facilities, for example, using renewable energy, easily 

recycled materials, and an integrated waste management 

system, from collection and waste sorting to final processing. 

Therefore, it is necessary to establish a waste bank to 

incentivise people who collect waste and collaborate with  

scavengers to increase the added value of waste. Lastly, rules 

must be consistently enforced by formulating straightforward 

and easy-to-understand cleanliness and environmental 

management regulations. Thus, consistent law enforcement 

against rule violators will impose strict sanctions on violators 

to provide a deterrent effect. Apart from that, specifically for 

Air Cina Beach tourism managers and policy makers, it is 

necessary to carry out a Sustainable Education Campaign, 

form an Active Tourism Awareness Group (ATAG) and 

provide incentives or awards to individuals or groups who are 

active in maintaining the cleanliness of the beach environment. 

The results of studies focused on Air Cina Beach can 

provide a precious contribution to the world of tourism and 

sustainable development. Among them is a deeper 

understanding of local tourists' preferences for facilities and 

cleanliness, which may be different from foreign tourists. It is 

essential to design facilities and management programs that 

meet the expectations of local communities. Then, the impact 

of local tourists' social media activity can provide insight into 

how they share their experiences and recommend or criticize 

this destination. This study can then help develop more 

specific key performance indicators (KPI) to measure the 

success of sustainable development efforts at Air China Beach. 

For example, by measuring changes in tourist satisfaction 

levels over time, we can assess waste management programs' 

effectiveness or new facilities' construction. The contribution 

of this study can be developed into a contextual measurement 

model by adapting existing tourist satisfaction measurement 

instruments to make them more relevant to the context of Air 

Cina Beach, for example, by adding questions about the 

importance of local cultural values or the environmental 

impact of tourism activities. For example, combining 

quantitative (survey) and qualitative (in-depth interviews) 

methods can provide a more comprehensive picture of the 

factors influencing tourist satisfaction. In addition, the results  

of this research can be a reference for other areas that have 

similar characteristics to Air Cina Beach. It can then be 

developed by identifying different tourist segments (e.g., 

families, young couples, adventure tourists) and providing 

policy recommendations tailored to the needs of each segment. 
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5. CONCLUSIONS 

 

The findings of this research indicate that tourists' 

evaluation of destination attributes is still the most critical 

indicator of overall tourist satisfaction. Air Cina Beach tourists 

have different opinions regarding the various service 

indicators selected for this study. Tourists are interested in 

returning to visit tourist destinations and the view of access to 

beach locations. However, the lowest level of satisfaction was 

observed in facilities and infrastructure attributes such as 

facility design, functional value, aesthetics, supporting 

conditions, and supporting equipment. 

As global competitiveness in the tourism industry increases 

and the challenges it will face in the coming years, destination 

managers and other market players on the Air Cina Beach 

must pay careful attention to improving existing services and 

expanding other facilities that are negatively evaluated by 

tourists in this research. Considering the government's limited  

resources, investors, market players, and beneficiaries of this 

sector must do the same to advance the development of the 

tourism sector, especia lly in destination areas and the country 

as a whole. 
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NOMENCLATURE 

 

ANP Aquatic National Park 

ATAG Active Tourism Awareness Group 

KPI Key Performance Indicators 

NMCA National Marine Conservation Area  

SDGs Sustainable Development Goals 

TNC The Nature Conservancy 

UN United Nations  

VIF Variance Inflation Factor 

SHS Senior High School 
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