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Abstract: The level of success in tourism is gauged by several metrics; however, the most widely used
is the level of tourist arrivals. However, this research answered the call for greater investigation of the
impacts of qualitative factors and intangible cultural-heritage assets on destination performance. The
primary research purpose was to analyze the effect of implementing a local well-being philosophy
(Tri Hita Karana) on tourist revisit intentions for Bali and the mediation of destination quality and
destination image. A research model was developed to examine the relationships among local
wisdom (TKH), destination quality, destination image, and revisit intentions. Data were collected via
a survey of 520 digital nomadic tourists and analyzed using SmartPLS 4. The results indicated that
the implementation of THK positively and significantly affected revisit intentions, destination image,
and destination quality. Destination image and destination quality had positive and significant effects
on revisit intentions, and destination image and destination quality also significantly mediated the
effect of THK implementation on revisit intentions. The findings suggested that implementing local
wisdom values such as THK in the management of a destination makes visitors feel more favorably
about the quality and image of the destination and they have the intention to revisit.

Keywords: Tri Hita Karana (THK); destination quality; destination image; intangible cultural-
heritage; revisit intentions; Theory of Planned Behavior (TPB); Resource-Based View (RBV); digital
nomads; Bali

1. Introduction

When Bali became a tourism destination, its people continued to preserve and promote
their culture while economically taking advantage of the sector. Balinese culture has become
a predominant image of Bali tourism and is a competitive identity inseparable from the
traditions and characteristics of local people [1-3]. Balinese culture treats its residents
not only as objects but also as actors in tourism. The involvement of residents in tourism
is strongly influenced by the values of local wisdom, including Catur Warna, Trikaya
Parisudha, Tri Samaya, Sad Kerthi, and Tri Hita Karana.

The Balinese have substantial social capital because they are supported by strong
shared values, such as maintaining harmony physically and non-physically, which is
contained in Tri Hita Karana (THK) or “the three causes of well-being” [4]. Social capital is
one of seven components of the Community Capitals Framework (CCF), which reflects “the
connections among people and organizations or the social glue to make things, positive
or negative, happen” ([5], p. 21). So, in this research, the most relevant philosophy to
be included that could influence destination performance was THK (Figure 1), a form of
shared social capital. The THK philosophy concept was universally and globally accepted
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as a World Cultural Heritage in 2012, in the form of a manifestation of a cooperative social
system that controls water (subak) in agriculture [6].

Figure 1. The dimensions of Tri Hita Karana (drawing by authors).

The concept of THK is a Balinese philosophy of life. THK emphasizes three human
relationships in life in this world: human relationships with God (parhyangan, spiri-
tual), relationships with fellow humans (pawongan, social), and human relationships with
the natural surroundings (palemahan, natural), with each relationship being interrelated
(Figure 1). THK has become the standard in implementing tourism in Bali [7]. Empirically,
several studies have revealed that the quality of destinations built from local wealth influ-
ences destination image and increases intentions to visit and revisit [8-11]. The local wealth
in question is usually more directed to physical or tangible assets such as accessibility [12],
supporting facilities [13], and venues for tourist activities [14]. However, aspects that are
intangible, such as esthetics [15] and local cultural traditions (e.g., spiritual and religious
values), may be crucial in the pursuit of sustainability [11].

The level of performance success in destination management is commonly expressed
in several variables, including the amount of tourism income, employment, economic
growth, competitiveness, and contribution to gross domestic product (GDP) [16]. However,
the most used metric is the volume of tourists to destinations [17], especially in developing
countries with limited resources and tourism facilities [18]. Qualitative indicators are
seldom applied to measure success [16], which was one of the motivations for this research.

This research answered the call for more investigation of the impacts of qualitative
factors and intangible assets on destination performance. The main aim was to assess the
influence of a local Balinese philosophy on destination image, quality, and revisit intentions
from the tourist perspective. The intended contribution of this work was to fill a literature
gap regarding the influence of local cultures and beliefs on destination success. Conducting
this analysis among digital nomads was expected to enhance the uniqueness of the results.
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Tri Hita Karana

implementation

Destination quality

2. Literature Review and Hypotheses Development
2.1. Theoretical Foundations

This research was based on the Theory of Planned Behavior (TPB) and the Resource-
Based View (RBV). According to the TPB [19], a person visiting a destination is a behavior
preceded by the intention to visit. Strong intentions were expected to exist post-pandemic
when revenge tourism or “catch-up” travel would flourish [20,21]. In this research, a
person’s intention to revisit Bali is assumed to be a determinant of the actual behavior.
The intention is driven by attitudes toward the behavior, subjective norms, and perceived
behavioral control [22]. This research measured attitudes toward the three dimensions of
Tri Hita Karana and their influence on revisit intentions for Bali. In this research, attitudes
toward the behavior were assumed to be personal attitudes toward the THK well-being
philosophy; perceptions about how others value or regard THK were taken as subjective
norms; and revisit intention represented behavioral control.

The Resource-Based View (RBV) [23-25] is about how managers employ resources to
achieve and sustain competitive advantage and “posits that some tangible and intangible
resources have certain qualities that make them the mainspring of such an advantage” ([26],
p- 1842). Therefore, local wisdom was proposed as an intangible resource that could create
a competitive advantage for Bali as a destination. The RBV is especially relevant in this
context for Bali as TKH is a resource that is unique among its competitive destinations and
can be used for differentiation.

This research developed a model with destination image and destination quality
as mediators of revisit intentions based on THK implementation. The model analyzed
(Figures 2 and 3) incorporates the TBP and RBV, and previous research has yet to conduct
an effect analysis with this model and these variables.

Revisit intention

Destination image

Figure 2. Conceptual research model.
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Figure 3. Bootstrapping model.
2.2. Local Wisdom

Improving the performance and competitiveness of a destination is achieved through
effective management and marketing [17,27]. The better the performance of a destination,
the higher the tendency for tourists to return [28]. Appropriately managed resources
reinforce the management of a destination and its marketing and can even become a
strong motivator for people to return. Local resources are tangible and intangible, and the
two categories can be used to improve destination performance.

Local wisdom is expected to have a role in optimizing the performance of destinations
to produce quality tourism [29-31] and a positive destination image [32]. Quality tourism



Tour. Hosp. 2024, 5

1103

destinations are not only expected to enhance their images by deploying local wisdom, but
they can also positively advance sustainable tourism goals.

A theme that is part of local wisdom in the form of life experience values [32], envi-
ronmental values [10,33], and local community social values [34,35] can make a destination
unique and difficult to imitate [36,37]. This inimitability can become a sustainable com-
petitive advantage fulfilling the expectations of tourists [38,39], keeping the destination
sustainable, and increasing revisit intentions [9,40-42].

The research on the influence of destination image on visit intentions has produced
different results. Destination image positively influences destination selection [34,43].
Cognitive, affective, and conative images of the destination can also have varying influ-
ences [44,45]. Other studies show that destination image influences the behavior of tourists
who travel to destinations [39,46-48], especially those destinations that embed themes of
culture and history [49]. Also, destination images can negatively affect behavior in choosing
destinations [50].

This analysis is different from previous research by engaging the local wisdom con-
struct. The work integrates local wisdom’s influence on tourism destinations” image and
quality as mediators of the intentions for repeat visits. Through conducting expert inter-
views and focus groups, it also provides a vetted set of indicator items for measuring the
integration of THK in tourism.

2.3. Digital Nomads

Since 2018, the Indonesian Ministry of Tourism has opened greater space for digital
nomads as one of the markets to accelerate the growth rate in tourist visits [51]. Digital
nomads have a lifestyle of moving from one destination to another, with extended stays
compared to tourists in general [52]. While working online, they continue to enjoy the
products offered at the places they visit and seek services and travel experiences in each
destination [53-56]. These individuals usually frequent local coworking spaces that provide
convenient workstations and Internet network services [56,57]. Like other visitors, they
expect to participate in unique and memorable experiences during their stays [58].

This research selected respondents who qualified as digital nomadic tourists. They
were chosen because research on revisit intentions in the business literature and tourism
management generally does not distinguish between specific types of tourists. The ad-
vantages of digital nomadic tourists for this specific research topic were that their lengths
of stay are longer than other tourist groups, and these individuals have a tendency to be
closer to the community and local values of the destinations they visit [53,55,56].

2.4. Local Wisdom and Reuvisit Intentions

The intention to visit a destination is a popular research topic. Visit intentions are
influenced by several factors, including the quality of destinations [59-63] and destination
images [37,39,64—69]. Through quality and positive images, destinations will become more
desirable places to visit (destination competitiveness), which can play an essential role in
attracting tourists. How substantial the intention to visit a destination is greatly influenced
by how well the destination builds and communicates its image and how well the quality
of the destination fulfills the expectations and needs of tourists. A compelling destination
image can become the identity (brand) of the destination [70].

Local wisdom, such as THK, can affect tourist satisfaction [71]. Previous research
shows that emotional attachment to a destination significantly influences individuals to
visit [72] when its elements positively impact the environment [33,41,42]. Likewise, a
destination that provides authentic experiences with new and potentially transformational
insights [73] and experiences of lifestyle and habits can motivate people to visit [10].
Therefore, the following was hypothesized:

H1. THK implementation positively and significantly affects revisit intentions.
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2.5. Local Wisdom and Destination Image

A destination should satisfy a person’s needs, which is critical in creating the desire
to travel there [74]. People are influenced by several factors in making travel decisions,
including how the destination communicates its attractions and experiences [75]. Manage-
ment that promotes environmental friendliness and the social-cultural pillar of sustainable
development can generate a competitive advantage [29,30], as well as have a positive influ-
ence on the image of the tourism sector [32]. Destination managers utilize many factors
to build positive images. Research shows that the marketing of destinations prioritizing
environmentally friendly aspects impacts the image of the tourism sector and destination
images [76]. Various components of a destination, cognitively and affectively, can also
affect the image of a destination [77]. When the stakeholders of a destination adopt and
embody its unique identity, this affects the image of the destination [10]; therefore, the
following was hypothesized:

H2. THK implementation positively and significantly affects destination image.

2.6. Local Wisdom and Destination Quality

The favorable quality of destinations positively impacts visit intentions [15]; however,
the effect can be harmful if the value obtained by tourists is less than expected [78]. The
quality of tourism destinations affects repeat visit intentions [12]. The results of previous
studies show that a lack of quality negatively impacts visit intentions [79]. The quality of
environmentally friendly destinations can have a direct positive influence [8,9,11] and also
function indirectly [13,80]. This justifies the integration of the dimensions of the quality of
destinations on visit intentions in a research model.

More in-depth awareness of the attractiveness of a destination positively influences
intentions to visit [81-84]. Associations gained in the form of culture, history, and activities
affect the images of destinations [35]. Cultural and historical heritage [85], local food [86],
and social and community life [87] can strongly impact visits. Some scholars have found
that intangible elements have a more substantial influence than tangible ones [88,89].

Good management delivers greater efficiency [90] and can improve quality and com-
petitive advantage [29,30]. Tourism development based on local wisdom can also do
50 [91,92]. Local values may also enhance business performance [93,94], and connecting vis-
itors with local communities elevates the interests of local residents and makes destinations
more sustainable [31,95-98]; then, the following was hypothesized:

H3. THK implementation positively and significantly affects destination quality.

2.7. Destination Quality and Destination Image

The image of a tourism destination can be built on local wisdom through what is
owned collectively by residents and other stakeholders [18]. Destinations that maintain
good-quality natural resources can become the preferred choices of tourists [99], as well
as the quality of local food offered. If a destination’s image is built on its quality, this may
positively influence visits to that destination [33,41]. Appropriate quality management of
destinations builds more attractive destination images [37,38,100,101], so the following was
hypothesized:

H4. Destination quality positively and significantly affects destination image.
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2.8. Destination Image and Revisit Intentions

Organizations with favorable reputations attract consumer transactions [102]. A
strong image influences a person’s purchase [32]. Positive destination images beneficially
affect destination selection and visit intentions [76,77,103-108]; hence, the following was
hypothesized:

HS5. Destination image positively and significantly affects revisit intentions.

2.9. Destination Quality and Revisit Intentions

Multiple factors affect destination selection. These include destination competitive-
ness, the life cycle stage [109], and internal and external factors, including all destina-
tion attributes [110]. Familiarity and a sense of authenticity may pique the desire to
visit [41,72,111,112]. Perceived destination quality is another influential factor [9,40,113];
hence, the following was hypothesized:

Hé. Destination quality positively and significantly affects revisit intentions.

2.10. Mediation by Destination Image

The image of a destination can be established around the values of people’s lives
or local wisdom [114]. A destination that previously had a negative image [31], when
supported by good environmental values [115] and the life experiences gained by tourists
while visiting, may be able to achieve an image change [71], and increase intentions to
visit [10]. However, negative values in a society may have the opposite effect and deter
visits [116]. The following was hypothesized:

H7. Destination image positively and significantly mediates THK implementation on revisit
intentions.

2.11. Mediation by Destination Quality

In addition to having the essential components, the management of a good destination
must also be built on the values the destination possesses [117]. The quality of destinations
based on the values of local communities or local wisdom can impact increasing tourist
visits [118]. The quality of destinations built upon local wealth has the potential to increase
return visits [8-12,71]. However, the intangible dimensions for the quality of tourism
destinations [15] need to be specified in greater detail, including the dimensions of THK.
The following was hypothesized:

HS8. Destination quality positively and significantly mediates THK implementation on revisit
intentions.

The resulting conceptual research model is shown in Figure 2. The detailed structural
model in Figure 3 shows there are 4 constructs (latent variables) with 10 dimensions (in-
cluding revisit intention as a single dimension) and 52 indicator items (observed variables).

3. Methodology

The implementation of THK involves the values of harmonious human relationships in
life as measured by three dimensions, namely parhyangan, or the relationship between hu-
mans and God, pawongan, or the relationship between fellow humans, and palemahan, or
the relationship between humans with the environment and the natural surroundings [119].
This research used a mixed-method research design. Firstly, the three dimensions of THK,
consisting of 22 indicator items (Appendix A), were obtained through an approach sug-
gested by [120], namely from literature analysis, in-depth interviews with 21 experts, and
group discussion forums (FGDs). The experts included were selected from all stakeholders
who fully understand the culture and development of tourism in Bali. They were indi-
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viduals from academia, government agencies, community leaders, industry, and media.
Secondly, a survey of digital nomads staying in Bali was conducted. The surveys were
conducted from May 2022 to August 2023. They were administered face-to-face with digital
nomads at their accommodations by trained research staff.

Destination image is the perception of the image of destinations, measured by three
dimensions: cognitive, affective, and unique [67,68]. Appendix B.2.2 shows five measure-
ment items in the survey for cognitive image; three for affective image; and three for
unique image.

Destination quality is the perception of quality in tourism destinations. Based upon
previous research in tourism, destination quality was measured by three dimensions:
infrastructure quality (five items), human resource quality (two items), and natural and
environmental quality (seven items) (Appendix B.2.3) [63].

Revisit intention represents a person’s intention to return to a destination. Five items
derived from previous research were used to measure revisit intentions (Appendix B.2.4).

The survey respondents were digital nomadic tourists residing in the Canggu, Seminyak,
and Ubud tourism areas. A total of 600 questionnaires were administered face-to-face with
people who were qualified as digital nomadic tourists. After removing invalid and incom-
plete forms, 520 remained (response rate of 86.7%).

4. Results
4.1. Descriptive Statistics
4.1.1. Respondent Characteristics

Appendix B.1 contains the results for 15 respondent characteristics. It is of particular
interest to this research topic that most respondents (99%) knew about THK.

4.1.2. Measurement Item Ranking

The overall mean scores for all four variables were high—THK implementation
(M = 4.40), destination image (M = 4.47), destination quality (M = 4.40), and revisit inten-
tions (M = 4.53) (Appendix B.2.1-B.2.4). The highest individual mean item scores were
for the following: I will recommend Bali to others (M = 4.66, revisit intentions); unique
cultural diversity (M = 4.54, destination image); easy to get food and drinks (M = 4.48,
destination quality); and upholding the diversity of religions and beliefs (M = 4.52, THK
implementation).

4.2. Common Method Bias (CMB) Test

Since a cross-sectional design was used, Harman'’s single-factor test [121] was em-
ployed to check for the common method bias (CMB) issue. The variance explained by the
first factor was 27.88%, which was below the maximum threshold of 40%, thus confirming
that CMB was not a concern in this research.

4.3. Assessment of Measurement Model

The measurement of the evaluation of the model (outer model) was carried out to
determine the influence between latent variables (constructs) and indicator items (observed
variables). The load factors determined the convergent validity of THK implementation,
and all indicator item load factors were greater than 0.6 (Appendix B.3), meeting the require-
ments of convergent validity. Convergent validity testing is also performed by examining
each latent variable’s average variance extracted (AVE) value, and it is recommended that
the AVEs should be greater than 0.50 [122]. The results showed that all variables had AVEs
greater than 0.5 (Table 1).
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Table 1. Construct reliability and validity.
. . , Composite Average Variance
Constructs and Dimensions Cronbach’s Alpha rho A Reliability (CR) Extracted (AVE)
Destination image (Y1) 0.900 0.901 0.917 0.504
Affective (Y1.2) 0.783 0.790 0.876 0.704
Cognitive (Y1.1) 0.910 0.917 0.935 0.743
Unique (Y1.3) 0.776 0.779 0.871 0.692
Destination quality (X2) 0.923 0.928 0.934 0.505
Infrastructure quality (X2.1) 0.812 0.824 0.870 0.575
Human resource quality (X2.2) 0.870 0.902 0.938 0.884
Natural and environmental quality (X2.3) 0.888 0.897 0.914 0.604
THK implementation (X1) 0.952 0.953 0.956 0.501
Palemahan (X1.3) 0.926 0.930 0.940 0.663
Parahyangan (X1.1) 0.867 0.866 0.901 0.606
Pawongan (X1.2) 0.895 0.898 0.916 0.579
Revisit intentions (Y2) 0.792 0.800 0.857 0.545

Palemahan (natural); Parhyangan (spiritual); Pawongan (social).

All constructs and their components had Cronbach’s alphas and composite reliability
(CR) values greater than 0.7 (Table 1), meaning that all dimensions and variables met
the requirements for composite reliability. The r-square for destination image was 0.431,
meaning that THK implementation influenced 43.1% of destination image and quality. The
r-square for revisit intention was 0.215, implying that the THK implementation, destination
quality, and destination image influenced 21.5% of revisit intention.

Discriminant validity is met if the square roots of the AVEs in the Fornell-Larcker
criterion table are greater than the correlations involving these latent variables [123]. This
condition was met (Appendix B.4). The Heterotrait-Monotrait (HTMT) ratio results showed
that all values were below 0.9 (Appendix B.4), so the criteria for discriminant validity
were met.

4.4. Assessment of Structural Model

Variance inflation factors (VIFs) were used to assess the multicollinearity issue. The
VIFs were from 1.150 to 1.757 (Appendix B.5), meeting the requirement of less than
3.33 [122]. Then, the proposed structural relationships were tested using the bootstrapping
technique. The hypothesis testing was carried out after resampling bootstrapping. Hy-
pothesis testing on the effect of THK implementation on destination quality, destination
image, and revisit intentions was carried out by comparing the t-statistics and p-values and
observing the sign of the original sample in the path coefficients table.

After resampling bootstrapping, the research model contained the value of t-statistics,
describing the magnitude of the influence among constructs, dimensions, and indicator
items in the model. The greater the value of t-statistics, the more dominant these indicators
were in measuring the variables (Figure 3).

THK implementation and revisit intentions (H1): The direct effect of THK implemen-
tation on revisit intentions was significant at 2.818 (p = 0.005), supporting H1 (Table 2,
Figure 3). The original sample estimate value was positive (0.154), indicating that the direc-
tion of influence between the implementation of THK on revisit intentions was positive.
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Table 2. Hypotheses tests.

Hypotheses and Original Sample SDtea\rzlii:;:n t-Statistics Values Results
Constructs Sample (O) Mean (M) (STDEV) (lo/STDEVI) P
Direct relationships
HI1: THK Positive and
implementation — 0.154 0.156 0.055 2.818 0.005 ** significant;
Revisit intention supported
H2: THK Positive and
implementation — 0.338 0.334 0.046 7.338 0.000 *** significant;
Destination image supported
H3: THK Positive and
implementation 0.510 0.508 0.042 12.198 0.000 *** significant;
— Destination quality supported
s . Positive and
H4: Destination quality 4, ¢ 0.417 0.045 9.203 0.000** significant;
— Destination image
supported
e Positive and
HS: Destination image 5 ¢ 0.245 0.069 3.540 0.000** significant;
— Revisit intention
supported
o . Positive and
H6: Destination quality ;g 0.151 0.054 2.750 0.006* significant;
— Revisit intention
supported
Indirect relationships
frlr?: liilefntation — Positive and
plementat 0.083 0.082 0.025 3.266 0.001 ** significant;
Destination image — supported
Revisit intention pp
frIr? ler:;tation — Positive and
peme . 0.052 0.053 0.018 2.906 0.004 ** significant;
Destination quality —
supported

Revisit Intention

#4p <0001, ** p < 0.01.

THK implementation and destination image (H2): The second hypothesis stating that
the implementation of THK has a positive and significant effect on the destination image
was supported (t = 7.338, p = 0.000). The original sample estimate value was positive
(0.338), indicating that the direction of influence between the implementation of THK and
destination image was positive.

THK implementation and destination quality (H3): The third hypothesis stating that
the implementation of THK has a positive and significant effect on destination quality per-
ceived by tourists was supported (t = 12.198, p = 0.000). The original sample estimate value
was positive (0.510), showing that the direction of influence between the implementation of
THK on destination quality was positive.

Destination quality and destination image (H4): The fourth hypothesis stating that
destination quality positively and significantly affects destination image was supported
(t=9.203, p = 0.000). The original sample estimate value was positive (0.416), indicating that
the direction of influence between destination quality and destination image was positive.

Destination image and revisit intention (H5): The fifth hypothesis, stating that des-
tination image has a positive and significant effect on revisit intention, was supported
(t = 3.540, p = 0.000). The original sample estimate value was positive (0.246), showing that
the direction of influence between destination image and revisit intention was positive.
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Destination quality and revisit intention (H6): The sixth hypothesis that destination
quality has a positive and significant effect on revisit intention was supported (t = 2750, p =
0.006). The original sample estimate value was positive (0.149), indicating that the direction
of influence between destination quality and revisit intention was positive.

Destination image mediation (H7): The seventh hypothesis stating that destination
image mediates the effect of THK implementation on revisit intentions was supported. The
magnitude of the indirect effect of THK on revisit intention through the destination image
variable was 3.266, with a p-value of 0.001 (Table 3). The original sample estimate value was
positive (0.083), indicating the direction of the influence of THK’s direct implementation of
revisit intention through the destination image variable is positive. The implementation
of THK significantly affected revisit intention (t = 2.818, p = 0.000). THK had a significant
effect on destination image (t = 7.338, p = 0.000), and destination image had a significant
effect on revisit intention (t = 3.340, p = 0.000), implying that destination image mediated
the effect of THK on revisit intention.

Table 3. Mediation tests.

t-Statistic

Model/Construct Path Coefficient (I0/STDEV 1) p-Value Description
a. THK implementation = 0.154 2818 0.005 ** . -
Revisit intention a positive and significant,
- . b positive and significant,
%;Eﬁﬁf;‘ﬂiﬂeﬁtat“’“ - 0.338 7.338 0.000 *** ¢ positive and significant,
& partial mediation
c. Destination image — 0.246 3540 0.000 *** (complementary)
Revisit intention ’ ’ ’
a. Destination quality = 0.416 9.203 0.000 *** . -
Destination image a positive and significant,
A . b positive and significant,
Eeae;t“;isr‘l’goiuahty - 0.149 2.750 0.006 ** ¢ positive and significant,
partial mediation
c. Destination image — 0.246 3540 0.000 ** (complimentary)

Revisit intention

< 0.001, * p < 0.01.

Destination quality mediation (H8): The eighth hypothesis stating that destination
quality mediates the effect of THK implementation on revisit intentions was supported. The
magnitude of the direct effect of THK on revisit intention through destination quality was
3.906 with a p-value of 0.004, and the original sample estimate value was positive (0.052),
indicating the direction of the direct influence of THK implementation (Table 3). THK’s
effect on revisit intention through destination quality was positive. The implementation
of THK significantly affected revisit intention (t = 2.818, p = 0.005). THK had a significant
effect on destination quality (t = 12.198, p = 0.000), and destination quality significantly
affected revisit intention (t = 2.750, p = 0.006), suggesting that destination quality mediated
the effect of THK implementation on revisit intention.

Effect sizes (f-squares) were evaluated to determine the importance of each path. The
findings were that the THK implementation — revisit intention path was in the intermediate
range with an > of 0.154; destination quality — revisit intention was in the intermediate
range, {2 of 0.154; and destination image — revisit intention was also in the intermediate
range, {2 of 0.246. The effect sizes for the paths of the three dimensions of THK to THK
implementation had f2 from 0.855 and 0.913 (Appendix B.6).

5. Conclusions and Discussion

Through qualitative methods, this research developed indicator items for the three
dimensions of THK, a local wisdom philosophy. The uniqueness and value of a culture may
be used as a strategy for differentiation and sustainable competitive advantage because it
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contains rare ingredients that cannot be easily imitated [24]. THK values can be strategically
incorporated in tourism development and marketing [124]. The three dimensions of THK
implementation can be used as a guiding philosophy for tourism destination management.

Indicator items were developed for parhyangan, pawongan, and palemahan to anchor
THK implementation. Destination performance measurement through revisit intentions
based on local wealth, such as local wisdom, focuses on intangible assets and may more
effectively support sustainable tourism [8-11]. Several studies on local wealth have been
based on intangibles [15]. However, there is a need for more research on local wealth in
the form of dimensions of social and spiritual/religious values that many destinations
possess. Developing indicators for parhyangan, pawongan, and palemahan also uncovered
potential new indicators for managing destinations.

The findings confirmed that destination image and quality were mediating variables
in the effect of THK on revisit intentions. Previous research has yet to analyze this relation-
ship in which destination image and quality are primarily measured as independent or
exogenous variables.

The implementation of THK, destination image, and quality influences revisit inten-
tions. The central factor in the TPB [22] is the individual’s intention to perform a given
behavior, which is considered to capture the motivational factors that influence behavior.
This indicates how hard people are willing to try and how much effort they plan to put
into their behavior. The stronger the intention to engage in a behavior, the more likely it is
to be performed.

The implementation of THK affecting the intention for repeat visits to Bali can be
measured through the dimensions of parhyangan, pawongan, and palemahan, directly
experienced by visitors. Each indicator of THK implementation supports the experiences
that people receive when engaged in tourism activities, which involve direct contact with
the lives of local Balinese people. This has a significant effect on increasing the intentions
of tourists to return to Bali.

Destination image’s effect in increasing revisit intentions is reflected in the uniqueness
of Bali as a destination. Several empirical studies state that unique tourism destinations
have potential and attractions that cannot be found elsewhere. Bali has a uniqueness that
is not only in the form of historical places and people, as well as its climate and natural
beauty but also in its unique cultural diversity.

The quality experienced by tourists while in Bali is based on the infrastructure, human
resources, nature, and the environment. A good tourism destination’s quality significantly
increases tourists’ return intentions. THK can make Bali a competitive and superior tourism
destination according to the Resource-Based View (RBV) theory [23]. This is especially so if
the quality of the destination meets the VRIO criteria [25], namely the value of resources
(value), scarcity of resources and capabilities (rarity), the possibility of being imitated
(imitability), and exploitation of potential resources and capabilities by the organization
(organization).

One of the primary implications of this study is that increasing revisit intentions can
be achieved if the destination can integrate local wisdom, enhancing destination image and
quality. The results of this research can be treated as empirical evidence on which to base
future studies. They can be used as a reference in analyzing tourist behavior related to local
wisdom, destination image, destination quality, and revisit intentions.

6. Managerial Implications

The respondents provided recommendations in open-ended questions regarding their
impressions of Bali tourism and how it could be improved. Their commentaries were
insightful in how better to implant and apply THK in future. In some cases, respondents
noted contradictions between the real situation in Bali and the desired situation for the
three THK dimensions.

One respondent stated that “Not many people from the outside of Bali know about
Tri Hita Karana, maybe it would be better if there was some education about it”. Another
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added there was a “need to promote more about Tri Hita Karana” and a third suggested
“more socialization of THK”. A fourth said, “I hope Bali will improve promotions about the
culture especially about Tri Hita Karana” and a fifth stated, “I hope to know more about
THK?”. The first managerial suggestion, therefore, is that there should be more education
and promotion of THK for visitors and residents.

The environment is one of the three dimensions of THK. However, several respondents
wanted the environment in Bali to be cleaner and for waste management to be conducted
at a superior level. “The implementation of THK should make Bali cleaner” was the view
of one person. A second observed, “the community and government in Bali must pay more
attention to the garbage scattered on the beach, so that Bali remains beautiful and free of
waste”. Another said, “tourists and Balinese people in particular must keep the cleanliness
and preservation of the natural environment”. More than 60 respondents commented
without prompting about the lack of adequate cleanliness in Bali at present. The second
management recommendation, thus, is that the standards of cleanliness and waste removal
need to be significantly improved in Bali.

The third implication is for the need to involve Bali residents more in communicating
about THK to visitors. “Hopefully local people can introduce Tri Hita Karana to tourists so
they can get to know them better” was a suggestion from a respondent. Another recom-
mended, “Give more space for community and Balinese people in THK implementation”.

Generally, visitors supported the implementation of THK, wanted it to be continued,
and felt that it was appropriate for Bali. However, one expressed the feeling that “I don’t
think the Tri Hita Karana concept is being applied”. While the quantitative research pro-
duced positive results about THK, there was some visitor sentiment that its implementation
needed greater attention from government agencies and others involved in Bali tourism.
The implication then is that a broad assessment of THK implication is needed and that its
communication and interpretation require greater attention.

The basic thinking behind THK is how to maintain well-being and wellness. However,
there is reason to believe from this research that this association is not well understood by
Bali visitors. The final recommendation is that more communication be made connecting
THK with well-being and wellness, as there is growing consumer demand for these features
in tourism.

7. Limitations and Future Research Directions

This research has certain limitations that need to be acknowledged. THK is a local
philosophy unique to Bali and could be without parallel elsewhere. This analysis should be
replicated in other destinations with distinctive local wisdom and culture. The decision to
survey digital nomads was made partly to reduce response variability. However, digital
nomads are diverse and have different backgrounds, habits, and travel patterns. Future
researchers should consider including other groups, such as Millennials and elderly tourists.
It may also be advantageous to separately consider international and domestic visitors.

The respondents were highly aware of THK; however, the awareness might have
been less great if all Bali tourists had been surveyed. A more random approach to sample
selection should be considered to avoid this limitation in the future.

Destination performance is multidimensional and can be viewed from the perspectives
of multiple stakeholders. Future research should introduce other factors apart from local
wisdom, destination image, and destination quality, including tourist satisfaction and
overall destination evaluation, and analyze the attitudes and opinions of other stakeholders.
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Appendix A. THK Indicators

Variable Dimensions Indicator items
a. Take good care of places of worship
Implementation of Tri Hita b. Upholding the diversity of religions and beliefs
Karana Parhyangan c. Faithfully attend spiritual meetings
Sources: (Spiritual) d. Have a spiritual lifestyle (thanksgiving and praying always)
[119,124-126] e. Maintaining the sacred or spiritual values of Bali
f. Applying Balinese spatial ethics
. a. The spirit of gotong royong (partnering and collaboration)
Pawongan (Social) b. Appreciate art and culture
c¢.  Maintain harmony in society
d.  Carry out the teachings of Tat Twam Asi (I am you & you
are me)
e.  Maintaining harmony with local residents, immigrants,
and tourists
f.  Maintaining the local wisdom of the Balinese people
g.  Synergize in building the existence of Bali tourism
h.  Creative and innovative human resources in promoting
Balinese culture
a. Strive to reduce, reuse, and recycle waste
Palemahan (Natural) b. Adequate waste/waste management
c. Preserve and protect flora, fauna, water, and energy sources
d.  Wise land use (prioritizing local culture and open space)
e.  Applying the concept of traditional Balinese architecture
f. Maintain harmony between worldly and non-worldly
g.  Preserving the Tri Mandala in the environment (main area,

transition area, & outer area)
h.  Availability of a temporary dump

Source: Interviews and FGDs, 2022.

Appendix B. Descriptive Statistic Details
Appendix B.1. Respondent Characteristics

No. Characteristics Levels Persons Y%
1. Origin Indonesia 270 51.92
Europe 83 15-96
Australia 60 11.54
Asia 55 11.58
USA 52 10.00

Total 520 100.00
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No. Characteristics Levels Persons Y%

2. Gender Male 277 53.27
Female 243 46.73
Total 520 100.00

3. Age 17-30 years old 362 69.61
31-50 years old 142 27.30

>50 years 16 3.10
Total 520 100.00

4. Education Diploma/Bachelor 347 77.73
Senior high school 96 18.58

Master degree 74 14.22

Doctoral degree 3 0.58
Total 520 100.00

5. Occupation Employees 242 46.57
Students 130 25.02

Professional 45 8.72

Government officer 21 4.04

Others 82 1.85
Total 520 100.00

6. Trips average per year 2-5 times/year 301 57.91
Once/year 160 30.82

>5 times/year 59 11.33
Total 520 100.00

7. Purpose of visit Holiday 364 70.00
Business 66 12.69

VER 52 10.00

Event visit 14 2.70

Others 24 4.62
Total 520 100.00

8. Travel with Family /relatives 205 39.42
Friends 169 32.50

Alone 104 20.00

Spouse 42 8.08
Total 520 100.00

9. Source information on Bali Social media 290 55.77
Family/friends 172 33.08

Official website 28 5.38

Others 30 5.77
Total 520 100.00
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No. Characteristics Levels Persons Y%
10. Length of stay in Bali 1-4 weeks 302 58.08
1-3 months 120 23.08
>3 months 98 18.85
Total 520 100.00
11. Where staying in Bali Canggu 112 21.54
Seminyak 101 19.42
Ubud 88 16.92
Sanur 53 10.19
Others 166 31.92
Total 520 100.00
12. Times visited Bali 2-3 times 221 42.50
>3 times 216 41.54
Once 83 15.96
Total 520 100.00
13. Destination before Bali Other Indonesia 201 38.65
Asia 190 36.54
Europe 68 13.08
Australia 44 8.46
Others 17 3.27
Total 520 100.00
14. Destination after Bali Other Indonesia 212 40.77
Asia 189 36.35
Europe 42 8.08
Australia 38 7.31
USA 19 3.65
Others 20 3.85
Total 520 100.00
15. Know about Tri Hita Karana Yes 514 99.04
No 6 0.96
Total 520 100.00
Appendix B.2.
Appendix B.2.1. Tri Hita Karana Implementation: Mean Item Scores
No  Items Respondent Ranking Total Mean
1 ) 3 4 5 Score Score
A. Parhyangan (X 1.1) (Spiritual) 4.45
1. Take good care of places of worship (X1.1.1) 0 4 36 195 285 2.321 4.46
5 gg}.ao.;(;ling the diversity of religions and beliefs 0 2 23 199 296 2349 450
3. Faithfully attend spiritual meetings (X1.1.3) 0 3 28 208 281 2327 4.48
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Respondent Ranking Total Mean
No Items
2 3 4 5 Score Score
A. Parhyangan (X 1.1) (Spiritual) 4.45
4 Have a spiritual lifestyle (thanksgiving and praying 3 48 214 255 2081 439
always) (X1.1.4)
5. Maintaining the sacred or spiritual values of Bali 0 48 208 266 2208 440
(X1.1.5)
6. Applying Balinese spatial ethics (X1.1.6) 4 30 207 279 2.321 4.46
B. Pawongan (X ») (Social) 4.40
The spirit of gotong royong (partnering and
1. collaboration) (X1.2.1) 3 31 206 280 2.323 4.47
2. Appreciate art and culture (X1.2.2) 4 43 231 242 2.271 4.37
3. Maintain harmony in society (X1.2.3) 6 37 224 253 2.284 4.39
n Carry out the teachings of Tat Twam Asi (I am you & 7 2% 28 259 2299 440
you are me) (X1.2.4)
5. Malr}tammg harmony with local residents, 6 19 8 267 2316 445
immigrants, and tourists (X1.2.5)
6. Maintaining the local wisdom of the Balinese people 5 1 250 23 2251 433
(X1.2.6)
7 Synergize in building the existence of Bali tourism 5 39 251 225 2256 434
(X1.2.7)
Creative and innovative human resources in
8 promoting Balinese culture (X1.2.8) 3 33 232 292 2.293 441
C. Palemahan (X1.3) (Natural) 4.34
1. Strive to reduce, reuse, and recycle waste (X1.3.1) 1 41 265 319 2.296 4.42
2. Adequate waste/waste management (X1.3.2) 3 42 273 309 2.278 4.38
3 Preserve and protect flora, fauna, water, and energy 16 95 266 248 2905 4928
sources (X1.3.3)
4 Wise land use (prioritizing local culture and open 1 81 %61 269 2930 429
space) (X1.3.4)
Applying the concept of traditional Balinese
5. architecture (X1.3.5) 10 68 284 264 2272 4.37
6. Maintain harmony between worldly and non-worldly 1 91 242 280 2933 429
(X1.3.6)
Preserving the Tri Mandala in the environment (main
7 area, transition area, & outer area) (X1.3.7) 5 46 279 296 2.249 4.33
8. Availaibity of a temporary dump (X1.3.8) 6 79 257 283 2.275 4.38
Overall Tri Hita Karana implementation score 4.40
Appendix B.2.2. Destination Image Mean Scores
Respondent Ranking
No Items Total Score Mean Score
2 3 4
A. Cognitive (Y1.1) 4.39
1. The people are friendly and helpful (Y1.1.1) 1 42 231 246 2.282 4.39
2. Standard hygiene and cleanliness conditions (Y1.1.2) 4 38 258 220 2.254 4.33
3. Values of money for holidays (Y1.1.3) 1 44 242 233 2.267 4.36
n Destination has good infrastructure and fascinating 5 30 222 266 2312 445

architecture (Y1.1.4)
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Respondent Ranking
No Items Total Score Mean Score
1 2 3 4
A. Cognitive (Y1.1) 4.39
5. Excellent and suitable accommodation (Y1.1.5) 0 2 33 236 249 2.292 441
B. Affective (Y1.2) 4.49
1. Pleasant and thrilling place (Y1.2.1) 0 1 29 213 277 2.326 4.47
2. Lively place (Y1.2.2) 0 4 21 214 281 2.332 4.48
3. Feel quite excited about this place (Y1.2.3) 0 1 22 210 287 2.343 4.51
C. Unique (Y1.3) 453
1. Unique communities and historical sites (Y1.3.1) 0 3 27 237 360 2.835 4.52
2. Unique climate and natural beauty (Y1.3.2) 0 4 30 231 362 2.832 4.52
3. Unique cultural diversity (Y1.3.3) 0 2 34 213 378 2.848 4.54
Overall destination image score 4.47
Appendix B.2.3. Destination Quality Mean Scores
Respondent Ranking
No Items Total Score Mean Score
1 2 3 4 5
A. Infrastructure quality (X2.1) 4.40
1. Information center availability (X2.1.1) 0 5 65 233 217 2.222 4.27
2. Amenities availability (X2.1.2) 0 1 27 247 245 2.296 442
3. Pubs/entertainment availability (X2.1.3) 0 2 28 218 272 2.230 4.46
4. Easy to get daily needs (X2.1.4) 0 2 52 228 238 2.262 4.35
5. Easy to get foods and drinks (X2.1.5) 0 3 23 213 281 2.332 4.48
B. Human resource quality (X2.2) 4.46
1. Have an adequate educational background (X2.2.1) 0 2 33 212 273 2.316 4.45
2. Have good hospitality (X2.2.2) 0 2 30 214 274 2.320 4.46
C. Natural and environmental quality (X2.3) 4.35
1. Get real experience (X2.3.1) 0 2 43 205 270 2.303 4.43
2. Has a cultural tourist attraction (X2.3.2) 0 2 42 206 270 2.304 443
3. Reasonable price (X2.3.3) 0 2 63 228 223 2.228 4.28
4. Have good hygiene and sanitation (X2.3.4) 0 5 52 240 253 2.241 4.31
5. Has a low level of interference (X2.3.5) 0 16 54 231 219 2.213 4.26
6. Gaining experience is worth the sacrifices incurred 0 3 47 233 237 2264 435
(X2.3.6)
7. Good level of security (X2.3.7) 0 3 44 240 233 2.263 4.35
Overall destination quality score 4.40
Appendix B.2.4. Revisit Intention Mean Scores
Respondent Ranking
No Items Total Score Mean Score
1 2 3 4 5
1. I will visit again (Y2.1) 1 2 13 150 354 2414 4.64
2. I will recommend Bali to others (Y2.2) 0 1 18 139 362 2.422 4.66
3. I have plans to revisit Bali in the near future (Y2.3) 1 14 33 149 233 2.339 4.50
4. I consider Bali as my first choice (Y2.4) 1 13 54 188 264 2.261 4.35
5. Willingness to visit (Y2.5) 1 1 22 198 298 2.351 452

Overall revisit intention score

4.53
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Appendix B.3. Factor Loadings

Constructs, Dimensions and Indicator Items FI;::::_’ (is
THK implementation

Parhyangan (X1.1)

Take good care of places of worship (X1.1.1) 0.625
Upholding the diversity of religions and beliefs (X1.1.2) 0.627
Faithfully attend spiritual meetings (X1.1.3) 0.719
Have a spiritual lifestyle (thanksgiving and praying always) (X1.1.4) 0.681
Maintaining the sacred or spiritual values of Bali (X1.1.5) 0.654
Applying Balinese spatial ethics (X1.1.6) 0.653
Pawongan (X1.2)

The spirit of gotong royong (partnering and collaboration) (X1.2.1) 0.660
Appreciate art and culture (X1.2.2) 0.679
Maintain harmony in society (X1.2.3) 0.774
Carry out the teachings of Tat Twam Asi (I am you & you are me) (X1.2.4) 0.823
Maintaining harmony with local residents, immigrants, and tourists (X1.2.5) 0.687
Maintaining the local wisdom of the Balinese people (X1.2.6) 0.674
Synergize in building the existence of Bali tourism (X1.2.7) 0.705
Creative and innovative human resources in promoting Balinese culture (X1.2.8) 0.632
Palemahan (X1.3)

Strive to reduce, reuse, and recycle waste (X1.3.1) 0.769
Adequate waste/waste management (X1.3.2) 0.789
Preserve and protect flora, fauna, water, and energy sources (X1.3.3) 0.745
Wise land use (prioritizing local culture and open space) (X1.3.4) 0.694
Applying the concept of traditional Balinese architecture (X1.3.5) 0.754
Maintain harmony between worldly and non-worldly (X1.3.6) 0.616
Preserving the Tri Mandala in the environment (main area, transition area, & outer area) (X1.3.7) 0.805
Avalaibity of a temporary dump (X1.3.8) 0.769
Destination quality

Infrastructure quality (X2.1)

Information center availability (X2.1.1) 0.605
Amenities availability (X2.1.2) 0.702
Pubs/entertainment availability (X2.1.3) 0.699
Easy to get daily needs (X2.1.4) 0.565
Easy to get foods and drinks (X2.1.5) 0.798
Human resource quality (X2.2)

Have an adequate educational background (X2.2.1) 0.664
Have good hospitality (X2.2.2) 0.833
Natural and environmental quality (X2.3)

Get real experience (X2.3.1) 0.625
Has a cultural tourist attraction (X2.3.2) 0.742
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Constructs, Dimensions and Indicator Items FI;:::_’ (15
Destination quality

Reasonable price (X2.3.3) 0.677
Have good hygiene and sanitation (X2.3.4) 0.796
Has a low level of interference (X2.3.5) 0.726
Gaining experience is worth the sacrifices incurred (X2.3.6) 0.823
Good level of security (X2.3.7) 0.622
Destination image

Cognitive (Y1.1)

The people are friendly and helpful (Y1.1.1) 0.756
Standard hygiene and cleanliness conditions (Y1.1.2) 0.740
Values of money for holidays (Y1.1.3) 0.804
Destination has good infrastructure and fascinating architecture (Y1.1.4) 0.669
Excellent and suitable accommodation (Y1.1.5) 0.809
Affective (Y1.2)

Pleasant and thrilling place (Y1.2.1) 0.756
Lively place (Y1.2.2) 0.740
Feel quite excited about this place (Y1.2.3) 0.804
Unique (Y1.3)

Unique communities and historical sites (Y1.3.1) 0.683
Unique climate and natural beauty (Y1.3.2) 0.675
Unique cultural diversity (Y1.3.3) 0.629
Revisit intention

I will visit again (Y2.1) 0.747
I will recommend Bali to others (Y2.2) 0.760
I have plans to revisit Bali in the near future (Y2.3) 0.751
I consider Bali as my first choice (Y2.4) 0.671
Willingness to visit (Y2.5) 0.760

Appendix B.4. Discriminant Validity Tests

Constructs THK (X1) Destination Quality (X2)  Destination Image (Y1)  Revisit Intention (Y2)
THK implementation (X1) 0.708

Destination quality (X2) 0.508 0.710

Destination image (Y1) 0.550 0.588 0.710

Revisit intention (Y2) 0.365 0.372 0.419 0.739
Indicator Items THK (X1) Destination Quality (X2)  Destination Image (Y1)  Revisit Intention (Y2)
X1.1.1 0.625 0.383 0.349 0.285

X1.1.2 0.627 0.387 0.354 0.355

X1.1.3 0.719 0.318 0.407 0.245

X1.14 0.681 0.405 0.386 0.318

X1.1.6 0.653 0.356 0.395 0.322
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Indicator Items THK (X1) Destination Quality (X2)  Destination Image (Y1)  Revisit Intention (Y2)
X1.2.1 0.660 0.353 0.385 0.336
X1.2.2 0.679 0.431 0.412 0.268
X1.2.3 0.774 0.323 0.413 0.268
X1.24 0.823 0.348 0.417 0.271
X1.2.5 0.687 0.338 0.429 0.233
X1.2.6 0.674 0.385 0.394 0.230
X1.2.7 0.705 0.385 0.419 0.256
X1.2.8 0.632 0.369 0.423 0.249
X1.3.1 0.769 0.406 0.445 0.266
X132 0.789 0.382 0.399 0.244
X1.3.3 0.745 0.302 0.318 0.202
X134 0.694 0.280 0.287 0.151
X134 0.694 0.280 0.287 0.151
X135 0.754 0.319 0.375 0.218
X1.3.6 0.751 0.338 0.378 0.210
X1.3.7 0.616 0.357 0.409 0.241
X1.3.8 0.805 0.371 0.416 0.244
X2.1.1 0.341 0.605 0.350 0.276
X2.1.2 0.390 0.702 0.488 0.245
X2.1.3 0.367 0.699 0.507 0.302
X2.1.4 0.379 0.565 0.428 0.216
X2.1.5 0.395 0.798 0.495 0.290
X221 0.334 0.664 0.404 0.238
X2.2.2 0.381 0.833 0.469 0.286
X2.3.1 0.359 0.625 0.332 0.391
X2.3.3 0.322 0.677 0.320 0.346
X234 0.415 0.796 0.404 0.219
X235 0.420 0.726 0.373 0.212
X2.3.6 0.341 0.823 0.407 0.202
X2.3.7 0.293 0.622 0.411 0.220
Y1.1.1 0.394 0.438 0.756 0.317
Y1.1.2 0.425 0.420 0.740 0.266
Y1.1.3 0.391 0.465 0.804 0.306
Y114 0.352 0.429 0.669 0.217
Y115 0.346 0.441 0.809 0.257
Y1.2.1 0.427 0.427 0.692 0.335
Y1.2.2 0.413 0.389 0.634 0.350
Y1.2.3 0.429 0.447 0.688 0.357
Y1.3.1 0.376 0.396 0.683 0.270
Y1.3.2 0.421 0.369 0.675 0.266
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Indicator Items THK (X1) Destination Quality (X2)  Destination Image (Y1)  Revisit Intention (Y2)
Y1.3.3 0.307 0.355 0.629 0.315
Y2.1 0.234 0.232 0.329 0.747
Y2.2 0.330 0.288 0.386 0.760
Y2.3 0.251 0.260 0.290 0.751
Y24 0.258 0.285 0.199 0.671
Y25 0.263 0.311 0.313 0.760
Appendix B.5. Multicollinearity Statistics (VIF)
Constructs Inner VIF Value
THK implementation — Revisit intention 1.150
Destination quality — Revisit intention 1.653
Destination image — Revisit intention 1.757
THK implementation — Destination image 1.349
Destination quality — Destination image 1.349
Appendix B.6. Effect Size (f-Square, f2)
Constructs and Dimensions f2
THK implementation — Revisit intention 0.154
Destination quality — Revisit intention 0.150
Destination image — Revisit intention 0.246
Parhyangan — THK implementation 0.855
Pawongan — THK implementation 0.932
Palemahan — THK implementation 0.913
Infrastructure quality — Destination quality 0.898
Human resource quality — Destination quality 0.805
Natural and environmental quality — Destination quality 0.927
Cognitive — Destination image 0.879
Affective — Destination image 0.802
Unique — Destination image 0.797
THK implementation — Destination image 0.338
Destination quality — Destination image 0.416
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