“Factors affecting adventure tourist satisfaction: Evidence from Indonesia”

AUTHORS

ARTICLE INFO

DOI
RELEASED ON

RECEIVED ON
ACCEPTED ON

LICENSE

JOURNAL
ISSN PRINT
ISSN ONLINE
PUBLISHER
FOUNDER

Ade Parlaungan Nasution
Muhammad Yasir Arafat Pohan
Denny Ammari Ramadhan

Christine Herawati Limbong
Nova Jayanti Harahap

Ade Parlaungan Nasution, Muhammad Yasir Arafat Pohan, Denny Ammari
Ramadhan, Christine Herawati Limbong and Nova Jayanti Harahap (2023).
Factors affecting adventure tourist satisfaction: Evidence from Indonesia.
Innovative Marketing , 19(2), 51-62. doi:10.21511/im.19(2).2023.05

http:/dx.doi.org/10.21511/im.19(2).2023.05

Wednesday, 19 April 2023

Friday, 20 January 2023

Tuesday, 04 April 2023

[@her |
This work is licensed under a Creative Commons Attribution 4.0 International
License

"Innovative Marketing "

1814-2427

1816-6326

LLC “Consulting Publishing Company “Business Perspectives”

LLC “Consulting Publishing Company “Business Perspectives”

66 1 7

© The author(s) 2023. This publication is an open access article.

=//~/| BUSINESS

Nem—

PERSPECTIVES businessperspectives.org



®®

<

==l

BUSINESS PERSPECTIVES

LLC “CPC “Business Perspectives”
Hryhorii Skovoroda lane, 10,
Sumy, 40022, Ukraine

www.businessperspectives.org

Received on: 20 of January, 2023
Accepted on: 4t of April, 2023
Published on: 19t of April, 2023

© Ade Parlaungan Nasution,
Muhammad Yasir Arafat Pohan,
Denny Ammari Ramadhan, Christine
Herawati Limbong, Nova Jayanti
Harahap, 2023

Ade Parlaungan Nasution, Ph.D.,
Lecturer, Department of Management,
Faculty of Economics and Business,
Universitas Labuhanbatu, Indonesia.
(Corresponding author).

Muhammad Yasir Arafat Pohan,
Lecturer, Department of Management,
Faculty of Economics and Business,
Universitas Labuhanbatu, Indonesia.

Denny Ammari Ramadhan, Lecturer,
Faculty of Economics and Business,

Universitas Riau Kepulauan, Indonesia.

Christine Herawati Limbong, Lecturer,
Department of Accounting, Faculty of
Economics and Business, Universitas
Labuhanbatu, Indonesia.

Nova Jayanti Harahap, Magister,
Lecturer, Department of Management,
Faculty of Economics and Business,
Universitas Labuhanbatu, Indonesia.

This is an Open Access article,
distributed under the terms of the
Creative Commons Attribution 4.0
International license, which permits
unrestricted re-use, distribution, and
reproduction in any medium, provided
the original work is properly cited.

Conflict of interest statement:
Author(s) reported no conflict of interest

http://dx.doi.org/10.21511/im.19(2).2023.05

Innovative Marketing, Volume 19, Issue 2, 2023

Ade Parlaungan Nasution (Indonesia), Muhammad Yasir Arafat Pohan (Indonesia),
Denny Ammari Ramadhan (Indonesia), Christine Herawati Limbong (Indonesia), Nova Jayanti
Harahap (Indonesia)

FACTORS AFFECTING
ADVENTURE TOURIST
SATISFACTION: EVIDENCE
FROM INDONESIA

Abstract

Adventure tourism has received significant attention recently because it offers unique
sensations. Managers of adventure tourism objects need to understand the determi-
nants of satisfaction in adventure tourism. This study aims to examine the effect of
intrinsic motivation and flow theory on extreme and non-extreme adventure tour-
ists’ satisfaction in Indonesia. This study uses a quantitative approach. The sample in-
cludes 405 tourists engaged in adventure tourism activities (extreme adventure tour-
ism activities — 200 respondents, and non-extreme adventure tourism activities — 205
respondents). Structural Equation Modeling-Partial Least Square (SEM-PLS) was used
to analyze the data. The results show that autonomy and competence influence flow
experience (p-value < 0.05). This applies to extreme adventure and non-extreme ad-
venture tourism. Furthermore, flow experience has a positive effect on adventure tour-
ist satisfaction. In the context of extreme adventure tourism, autonomy does not affect
the satisfaction of extreme adventure tourists (path coefficients = 0.025 and p-value =
0.761). In the context of non-extreme adventure tourism, competence does not affect
the satisfaction of non-extreme adventure tourists (path coefficients = -0.036 and p-
value = 0.682). This study recommends that managers of non-extreme tourism spots
add challenging aspects to tour packages because they are believed to increase tourist
satisfaction.

Keywords adventure tourism, tourist satisfaction, flow experience,
autonomy, competence, Indonesia
JEL Classification M31, 183

INTRODUCTION

Adventure tourism has grown globally with adventure locations in
many regions, as evidenced by the increasing number of participants
and the intensive growth of adventure tourism products (Adventure
Travel Trade Association & George Washington University, 2013). The
growth of the adventure tourism sector in the last two decades is close-
ly related to the increase in all types of tourism based on nature. As a
result, adventure tourism often equates with outdoor recreation and
adventure (Pomfret & Bramwell, 2016). However, research in adven-
ture tourism is relatively modest, especially compared to many other
special-interest tourism studies (Buckley, 2012).

The elements of risk, danger, and the natural environment are indis-
pensable components of adventure tourism from a theoretical per-
spective (Janowski et al., 2021). Deci and Ryan (1985) mention that
intrinsic motivation drives an individual to participate in an activi-
ty. Meanwhile, intrinsic motivation is related to affective satisfaction
obtained from activities to benefit individuals who do it themselves
(Davis et al., 1992). Beckman et al. (2017) state that intrinsic motiva-
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tion forces someone to do adventure tourism. Therefore, intrinsic motivation is relevant for research
motivation in adventure tourism. One theory that focuses on discussing intrinsic motivation is the
cognitive evaluation theory (CET). The fundamental idea underlying CET is that intrinsic motivation is
based on people’s need to be competent, self-determined, or autonomous.

Bilgihan et al. (2015) state that autonomy and competence positively influence the flow experience. And
the flow condition is triggered by deep involvement in an activity (Kowal & Fortier, 1999). For example,
when someone experiences flow, that person will be focused on the work being done at that time and
not feel any distractions. In the context of entertainment technology, Vella et al. (2015) found that psy-
chological needs for autonomy and competence are related to the experience of flow. Subsequently, Mills
and Fullagar (2008) investigated the influence of autonomy on flow experience, showing that autonomy
positively influences flow experience.

However, there is a research gap, namely, limited studies tested the relationship between intrinsic mo-
tivation (autonomy and competence) and flow in the context of adventure tourism. Csikszentmihalyi
(2000) stated that flow affects customer satisfaction and can be used to predict future behavior, such
as intention to repurchase and recommend. Gao and Bai (2014) and Liu et al. (2016) showed that ex-
periencing a flow triggers customer satisfaction and behavioral intentions. Therefore, flow influences
satisfaction.

Adventure tourism activities can be divided into extreme and non-extreme (Schneider & Vogt, 2012;
Schott, 2007). This fundamental difference is fascinating for researchers to compare tourists’ motivation
and satisfaction in the two categories. Beckman et al. (2017) also state that “future research could exam-
ine the motivation of adventure travelers for extreme versus non-extreme activities.”

Thus, it is quite evident to investigate the difference in satisfaction between extreme and non-extreme
adventure tourists in Indonesia. A study based on a developing country like Indonesia in particular is
also scarce. Thus, examining the various factors influencing adventure tourist satisfaction, as well as
comparing both extreme and non-extreme tourism types, can yield further understanding beyond the
existing literature.

1. LITERATURE REVIEW

study analyzes predictor factors that can lead to
tourist satisfaction in extreme and non-extreme

Indonesia is a country that has a huge tourism des-
tination, as evidenced by the role of Indonesia’s
tourism, which is the second largest source of state
revenue after the oil and gas industry. Adventure
tourism is one of the most developed tourism cate-
gories. Wulandari et al. (2021) showed that in 2021
there were 59 million adventure tourists.

Adventure tourism is a type of tourism that has
been snowballing in recent years. It is adventure
travel in the form of any tourism activity, includ-
ing three components: physical activity, cultural
exchange or interaction, and involvement with
nature (Adventure Travel Trade Association &
George Washington University, 2013). Adventure
tourism has two categories: extreme adventure
tourism and non-extreme adventure tourism. This
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adventure tourism, especially in Indonesia.

This study adopted the constructs of autonomy
and competence that are components of intrin-
sic motivation from cognitive evaluation theo-
ry (CET). Cognitive evaluation theory is a moti-
vational theory that explains the conditions that
generate, sustain, and strengthen intrinsic mo-
tivation. According to CET, individuals enjoy
activities to the extent that they fulfill basic hu-
man needs for competence and autonomy (Deci
& Ryan, 1985). Perceived competence refers to a
person’s beliefs about his or her ability to succeed
in attaining. Self-determination refers to people’s
perceptions of autonomy and having choices, and
those choices determine one’s actions. Autonomy
is defined as a sense of self-direction and authen-
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tic will and is the origin of independent behavior
and a determinant of self-determination (Ryan &
Deci, 2017). For example, someone who is inde-
pendent can resist social pressure and think and
act in the right way (Yu et al., 2018). Autonomous
people have positive traits emphasizing independ-
ence and a deterministic way (Ritpanitchajchaval
et al., 2023). Mackenzie et al. (2011) claimed that
autonomy results from experience or free will in
individual behavior. Autonomy fails when indi-
viduals feel controlled (Ryan & Deci, 2001). On
the other hand, competence results from a feeling
of being able to achieve a personally determined
goal. Competence fails due to doubts about an in-
dividual’s ability (Ahn et al., 2019).

Intrinsically motivated people will maximize ef-
fort and persistence in optimally challenging ac-
tivities and experience interests and pleasures that
increase or maintain participation (Ryan & Deci,
2000). Intrinsically motivated behavior is the be-
havior of people whose motivation is based on the
inherent satisfaction of doing the current work.
When intrinsically motivated, people engage in
activities freely, supported by experiences of inter-
est and pleasure (Ryan & Deci, 2000).

Autonomy and competence, dimensions of intrinsic
motivation, are positively related to flow experience
(Xu, 2021). The term “flow” defines a situation in
which the individual acts with a sense of concentra-
tion, total control, and pleasure in doing the activ-
ity; the flow condition is triggered by deep involve-
ment in an activity (Bilgihan et al., 2015). Someone
in a flow state finds a pleasant experience and has
high control over his behavior when performing a
task (Lee & Wu, 2017). As a result, a person in a flow
state is immersed in his activity and obtains high
concentration and pleasure because the actor filters
out unpleasant psychological experiences. The ac-
tion is carried out without distraction. It gives ac-
tors a state of control over actions involving certain
activities requiring skills and challenges.

Scientific references on the influence of autonomy
and competence on flow experiences are mini-
mal, especially in the context of adventure tour-
ism. Vella et al. (2015) discussed the relationship
between the constructs mentioned above in the
context of online games. Mills and Fullagar (2008)
found inconsistent findings regarding the rela-
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tionship between intrinsic motivation and flow
experience in psychology.

Gheitani et al. (2019) state that intrinsic motiva-
tion (autonomy and competence) affects satisfac-
tion, which means that when intrinsic motivation
increases, satisfaction will also increase. Lee et
al. (2014) researched the relationship between in-
trinsic motivation and satisfaction in the context
of patriotism. It was found that intrinsic motiva-
tion acts as a predictor of satisfaction. Reeser et
al. (2005) found a strong positive correlation be-
tween intrinsic motivation and satisfaction at the
2002 Winter Olympics and Paralympics. However,
there is still limited research examining the mo-
tivation of adventure travelers for extreme versus
non-extreme activities (Beckman et al., 2017).

Satisfaction results from a consumer’s cognitive
comparison between expectations and the actual
performance of an item or service after making a
purchase (Howard & Sheth, 1969). When the per-
formance of the goods or services consumed is
under consumer expectations, the consumer will
feel satisfied. Contrary, if a consumer feels that the
goods or services consumed are not in line with
expectations, he/she will feel dissatisfied (Chen et
al., 2017; Jasin & Firmansyah, 2023; McAlexander
etal., 2003). Westbrook and Oliver (1991) highlight
that satisfaction is an evaluative assessment that
varies “along a hedonic continuum from dissat-
isfied to pleasant.” Thus, after a consumer evalu-
ates that there is pleasure in the experience, he/she
feels satisfied (Woodruff, 1985). Hsu et al. (2012),
Kim and Thapa (2018), and Tiganis et al. (2023)
evidenced positive and negative consequences
related to consumer experiences and travel satis-
faction, such as effects on tourist satisfaction and
loyalty. Nazir et al. (2023) and Wang et al. (2017)
showed that satisfaction results in behaviors such
as loyalty, recommending, and intention to revisit.

Satisfaction has been described as an important
variable in the post-consumption stage (Westbrook
& Oliver, 1991). According to Bowen and Clarke
(2002), satisfaction is an important evaluation made
by tourists for the services they consume. Especially
for outdoor recreational activities, achieving high
visitor satisfaction has been considered the main
goal for managers who provide such recreational
services (Herrick & McDonald, 1992).
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Various studies have shown the importance of
flow in adventure tourism. For example, Chhetri
et al. (2004) stated that flow conditions are es-
sential in understanding customer satisfaction.
Subsequently, Ali et al. (2016) and Dodds and
Jolliffe (2016) strengthened evidence that positive
experiences felt by tourists have a positive rela-
tionship with subsequent behavior, such as behav-
joral intention, satisfaction, and memory. Then,
concerning adventure tourism which is generally
in direct contact with nature, this is in line with
Chua et al. (2015), Hwang et al. (2018), and Jin et al.
(2015), who state that experiences formed through
interaction with the environment produce further
factors such as perceived value and satisfaction.
Therefore, based on the literature review and fol-
lowing the advice of Janowski et al. (2021), it is rec-
ommended to research the relationship between
the flow experience and the behavior of adventure
tourists.

This study aims to investigate the effect of auton-
omy and competency on flow experience and the
effect of autonomy and competency on the satis-
faction of extreme and non-extreme adventure
tourists. Finally, the study examines the effect of
flow experience on the satisfaction of extreme and
non-extreme adventure tourists. Based on the lit-
erature review and empirical evidence, the follow-
ing hypotheses are developed (Figure 1):

Hla: Autonomy positively influences the flow ex-
perience of extreme adventure tourists in

Indonesia.

Hib:

Autonomy positively influences the flow ex-
perience of non-extreme adventure tourists
in Indonesia.

Flow
Experience

Hab

Competence

H2a: Competence positively influences the flow
experience of extreme adventure tourists in
Indonesia.

H2b: Competence positively influences the flow ex-
perience of non-extreme adventure tourists
in Indonesia.

H3a: Autonomy positively influences the satis-
faction of extreme adventure tourists in
Indonesia.

H3b: Autonomy positively influences the satisfac-
tion of non-extreme adventure tourists in
Indonesia.

H4a: Competence positively influences the sat-
isfaction of extreme adventure tourists in
Indonesia.

H4b: Competence positively influences the satis-
faction of non-extreme adventure tourists in
Indonesia.

Hb5a: Flow experience positively influences the sat-
isfaction of extreme adventure tourists in
Indonesia.

H5b: Flow experience positively influences the sat-
isfaction of non-extreme adventure tourists
in Indonesia.

2. METHODOLOGY

This study uses a quantitative approach. The main
emphasis of this study is to determine the factors
that are predictors of adventure tourist satisfaction.

Adventure Tourism
Satisfaction

Figure 1. Conceptual framework

o4
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The population includes Indonesian tourists un-
dertaking extreme and non-extreme adventure
tourism activities. The paper used a purposive
sampling technique in collecting data because
specific criteria were applied to the respondents
to obtain representative data. The criteria for the
respondents were tourists who had undertaken
extreme and non-extreme adventure tourism ac-
tivities in Indonesia in the past year. In addition,
respondents were asked to remember events and
details of experiences while doing adventure tour-
ism activities because good and bad feelings about
adventure experiences affect respondents’ satis-
faction with the tour.

Primary data in this study were collected on June
6-21, 2022, through groups of tourist destinations,
nature lovers, and mountain climbers on social
media; respondents were asked to fill out an on-
line questionnaire via Google Forms. The ques-
tionnaires were distributed outside of tourist des-
tinations because the fatigue factor experienced by
respondents could reduce the quality of the data
obtained. A five-point Likert scale ranging from 1
(strongly disagree) to 5 (strongly agree) measures
respondents’ perceptions.

The questionnaire contains statements the re-
spondents fill out according to their experience
of extreme and non-extreme adventure tourism.
Before the respondent filled out the questionnaire,
he/she was required to read the definitions of ex-
treme and non-extreme adventure tourism. Then,
the respondent chose to fill out one of the ques-
tionnaires, either an extreme or a non-extreme
questionnaire. The instruments in this study were
adopted from relevant previous research and had
been tested for validity and reliability.

The questionnaire was in the Indonesian lan-
guage, produced while translating the original
English questionnaire. The translation was car-
ried out according to the context in Indonesia,
making it easier for respondents to understand
and answer the questions. This study also con-
ducted a face validity test by following the trans-
lator procedure through consultation with a
person with expertise in his field, specifically in
behavioral research. Furthermore, convergent
and discriminant validity tests were performed
using statistical tools.

http://dx.doi.org/10.21511/im.19(2).2023.05
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The sample includes 405 respondents: 200 re-
spondents for extreme adventure tourism and 205
respondents for non-extreme adventure tourism in
Indonesia. Data analysis used the structural equa-
tion modeling method with SMART PLS software.
Data screening was carried out in the early stages
to avoid missing data, sample bias, and outliers. In
the next stage, the study tested the outer model,
which consisted of convergent validity, discrimi-
nant validity, AVE values, and construct reliability.
Then the next stage is testing the inner model to
analyze the relationship among constructs.

3. RESULTS

Table 1. Questionnaire return rate

Information ‘ Amount | Percentage

Total questionnaires A3 100%
Inappropriate questionnaires 18 4.3%

..‘dﬁ‘égﬁonnaires%‘é{ can be ané'l‘ﬁed 405. h 9547% """"""

Table 1 shows the respondents who filled out the
questionnaire on the distributed link. The to-
tal number of filled questionnaires was 423, but
only 405 responses were deemed valid. Some re-
spondents did not enter the criteria in the re-
search data due to incomplete filling, namely,
respondents filled out only part of the question-
naire and then left, closing the questionnaire.
Another reason was filling out the questionnaire
beyond the deadline so that questionnaires were
received but cannot be accepted as responses to
be analyzed in this study.

The study tested the research instruments to en-
sure that the instrument used is valid as a measur-
ing tool in the research. The validity tests used in
this study are construct validity, namely conver-
gent validity and discriminant validity.

Table 2 shows the loading values. The results
demonstrate that the loading value for each indi-
cator of the research variable ranges from 0.601 to
0.895, with the AVE value of all indicators > 0.5.
These results indicate that each variable’s loading
value requirements for convergent validity have
been fulfilled. A construct is convergently valid if
the AVE value is 0.50 or more (Hair et al., 2014)
and the factor loading value is more than 0.50
(Hair et al., 2019).
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Table 2. Convergent validity results for extreme

_ Convergent validity refers to the extent to which
adventure tourism

different measures of a construct are positively
ITEMS . FL __ SF M | AU AVE correlated. It is used to establish the similarity of
=R T 0696 . 0351 . 0281 . 0406 two or more measures of the same construct. The
UL 0621 0284 0471 | 0393 goal of convergent validity is to show that differ-
2} 0682 0338 | 0260 : 0357 ent measurements or assessments of a particular
A 068 0393 | 0369 1 033 1 e  construct are related in the way they are supposed
o 078 0406 0343 0414 to be. This helps to establish the reliability and va-
Et:gjjgggigiggi; lidity of a particular measur?ment tool or assess-
O SO eSOt SO u O v OO SRR OSSO OOE SO v en O ment. For example, research items are ConSldered

fls " oees 0293 0207  oa06 e .
‘ovi st oa0 oses 043 valid when the loading value ranges from 0.4 to 0.7

ov2 o6 o038 o072 o3 . (Hairetal,2014).

M3 ...0408 | 0436 | 0867 . 03% .

Cm4 0512 | 04ss . 0897 0444 . Another evaluation is by looking at the AVE val-
e 26 O ASL  Os8 0260 ue, and an item declared convergently valid must
SF2 10805 ¢ 0715 b 0237 : 0183 b sie have an AVE value > 0.5. Table 3 shows that all the
SF3 .n.0317 00681 1 0366 0253 research items are Convergently Valid’ reflected in

SF4 0429 | 0745 . 0446 . 0346 . .
JOoet OOt SOt oututO OOt SUTN OO Ao PO ST O BN OuUONE SO bueUl v ST the loadmg and cross-loadmg Values that meet the

AUL 00309 . 0196 0333 = 0736 - )59
AU2 0390 | 0306 0371 0664 minimum prerequisites.

AUS .n.0506 1 0336 1 0423 & 0748 Table 4. Testing the discriminant validity of
AU40531032503800866 0.594 extreme and non-extreme adventure tourism

“AUS 0529 0320 . 0454 . 0794 o
DS 0437 50245 G 0333 ;0732

AU7 © 0407 © 0279 i 0314 : 0.817

Extreme Adventure Tourism

Note: FL = Flow, CM = Competence, SF = Satisfaction, FL SF ™M AU
AU = Autonomy. H H H H

Table 3. Convergent validity results for non-
extreme adventure tourism

0589 . 0379 0488 077
Non-extreme Adventure Tourism
FLoi M SF

ITEMS FL Cc™m
AS ' ' '
A7
A8
oML
oM
CM3
o
e
i
.
s
e
AUG
e
A

AVE

AV

0.512 AU T 0632 1 0530

Note: FL = Flow, CM = Competence, SF = Satisfaction,
AU = Autonomy.

The results of discriminant validity (Table 4) test-

ing in the categories of extreme adventure tourism

and non-extreme adventure tourism both meet

the criteria of discriminant validity, namely the

0.643 construct value has a higher value compared to
other constructs in the study, which means that
the construct cannot be used as a measuring tool
in other constructs.

0.841

0.515
Based on the results of reliability testing (Table 5),

the constructs used in this study all meet the reli-
ability criteria; namely, when the composite relia-
Note: FL = Flow, CM = Competence, SF = Satisfaction, bility value is > 0.7, the construct has good reliabil-
AU = Autonomy. ity (Bagozzi, 1992; Jéreskog, 1971).

0.465 |
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Table 5. Parameter value of extreme and non-
extreme adventure tourism reliability

Construct ;| Cronbach’s Alpha | Composite Reliability
Extreme Adventure Tourism
FL 0.859 ' 0.890
¢ o
M 63 0.908
e 5ot
Non-extreme Adventure Tourism

FL f 0.840 f 0.879
KB 0780 0.843
T D .- LA 0.955
oT 0.811 0.864

Furthermore, the study conducted a path analysis
test on ten research hypotheses. The path analysis
test is carried out by looking at the p-value. The
hypothesis is supported when the relationship be-
tween constructs has a p-value < 0.05 (Hair et al.,
2014). The results of hypothesis testing are shown
in Table 6 for extreme adventure tourism and
Table 7 for non-extreme adventure tourism.

4. DISCUSSION

In the tourism literature, tourist satisfaction is an
important factor because of its impact on custom-
er behavior and loyalty (Dodds & Jolliffe, 2016). In
line with this, this study aimed to examine the fac-
tors that can lead to tourist satisfaction, both from
extreme and non-extreme adventure tourism.

First, the analysis found that in the category of
extreme adventure tourism, autonomy increas-

Innovative Marketing, Volume 19, Issue 2, 2023

es flow experience. The findings mean that when
extreme adventure tourists feel they have free-
dom regarding how to carry out extreme tourism
activities and are involved in making decisions,
these feelings can increase the tourist flow. This
finding is consistent with Fave et al. (2003), who
found that intrinsic motivation consisting of au-
tonomy and competence has a positive and signif-
icant influence on the flow experience. Research
by Schiiler et al. (2016) in the educational context
found that someone with a high perception of au-
tonomy gains more flow experience from autono-
my than someone with weak autonomy. Hofferber
et al. (2016) also state that teachers with autono-
my-supportive behavior led students to experience
flow compared to teachers with controlling teach-
ing behavior.

In the context of non-extreme adventure tourism,
the perception of autonomy positively affects the
flow experience. The findings for H1b are similar
to those in the extreme adventure tourism catego-
ry; this shows the importance of autonomy in ad-
venture tourism activities. Tourists need freedom
in making decisions and how to carry out adven-
ture tourism activities. The results confirm Mills
and Fullagar (2008), who state that the perception
of autonomy positively affects the flow of experi-
ence and engagement with activities. Xu (2021),
discussing student performance, found similar re-
sults, namely teaching behavior that supports au-
tonomy triggers students’ flow experiences. In the
end, students enjoy the learning process more and
get higher test results.

Table 6. Path coefficient and p-value of extreme adventure tourism

Construct Path Coefficients P-values Information
(Autonomy > Flow 0.429 ...0.000 Supported
Competence - Flow 0.328 0.000 Supported
Autonomy - Satsfaction . 0,025 ..0761 Rejected
Competence - Satisfaction 0.296 ~0.000 Supported
Flow—> Satisfaction 0.355 0.000 Supported
Table 7. Path coefficient and p-value of non-extreme adventure tourism
Construct Path Coefficients P-values Information
Autonomy > Flow 0.401 ...0.000 Supported
Competence > Flow 0.436 ~ 0000 ‘Supported
Autonomy = Satisfaction 0.173 0.024 Supported
Competence -3 Satisfaction e ~0036 .0682 Rejected
Flow - Satisfaction 0.286 0.003 Supported

http://dx.doi.org/10.21511/im.19(2).2023.05

57



Innovative Marketing, Volume 19, Issue 2, 2023

Second, the results of the analysis show that
competence influences flow experience. In this
case, both categories of adventure tourism (ex-
treme and non-extreme) have the same results.
Csikszentmihalyi (1990) states that perceived
competence refers to a person’s belief about his
ability to be successful in the achievement do-
main. In adventure tourism, perceived compe-
tence is a tourist’s belief about his ability to com-
plete adventure tourism activities. According
to Valenzuela et al. (2018), competence has the
strongest influence on the emergence of flow ex-
perience in music education. The role of feelings
of competence is that when tourists focus on ad-
venture tourism activities and use their abilities,
they will feel the flow of adventure tourism. This
result aligns with Schiiler et al. (2013), who state
that high achievement motivation and compe-
tency are significantly related to flow.

Third, interesting results were found in the rela-
tionship between autonomy and satisfaction in
extreme adventure tourism: autonomy did not af-
fect the satisfaction of extreme adventure tour-
ists in Indonesia (H3a). In contrast, H3b states
that the perception of autonomy positively af-
fects the satisfaction of non-extreme adventure
tourists in Indonesia. The logical analysis of H3a
results is that the concept of autonomy, which
discusses individual freedom in completing ex-
treme adventure tourism activities, contradicts
the concept of prerequisites for extreme adven-
ture tourism. Mandatory requirements must be
met before doing extreme adventure tourism;
tourists must have the skills and physical abil-
ities to complete extreme adventure tourism ac-
tivities. This is why extreme adventure tourists
do not feel utterly autonomous in carrying out
extreme adventure tours. Of course, this logic
must be tested further and can be an opportuni-
ty for further research.

Abuhamdeh (2012) provides that intrinsic moti-
vation in specific contexts cannot trigger positive
emotions such as satisfaction. The study conduct-
ed experiments on chess players and found that
chess players do not feel that autonomy triggers
satisfaction. However, the result of the activity is
a determinant of individual satisfaction. In addi-
tion, when players win, they feel satisfied, increas-
ing their motivation for the next game.

58

Robert and You (2018) state that autonomy is a
weak predictor in virtual teams. It was found that
autonomy negatively affects employee satisfaction
in virtual teams, but the joint leadership variable
indirectly affects the relationship between auton-
omy and satisfaction. In line with this study, the
relationship between autonomy and satisfaction
may be indirectly influenced by experience flow or
other variables.

Fourth, following the use of competency in com-
pleting the adventure in the category of extreme
adventure tourism, respondents agreed that the
higher the perceived competence, the higher the
satisfaction with the tour. These results confirm
the findings of Gheitani et al. (2019), which state
that intrinsic motivation, namely the perception of
autonomy and competence, positively affects sat-
isfaction. Furthermore, the results of H4a are also
consistent with Reeser et al. (2005) related to the
influence of intrinsic motivation and satisfaction
in the 2002 Winter Olympics and Paralympics.
The findings in H4b align with Huang et al. (2019),
who found that competency did not affect the pos-
itive emotions of respondents. To address these
findings, they suggested that service providers add
an element of an optimal challenge but not exces-
sive. This study considers this suggestion very ap-
propriate since the non-extreme tourism category
does have a low level of risk and does not endanger
the lives of tourists. The challenges given can in-
crease satisfaction (Huang et al., 2019).

Fifth, the result from the structural model found
that the experience of flow has a positive effect on
the satisfaction of extreme adventure tourists. H5b
states that the experience of flow positively affects
the satisfaction of non-extreme tourists. Based on
these results, the greater the experience of flow
experienced by adventure tourists, the greater
the satisfaction of their trip. This study confirms
Chhetri et al. (2004), who showed that flow con-
ditions are essential in understanding customer
satisfaction. Similarly, Bilgihan et al. (2015), in the
context of online ticket ordering, stated that expe-
rience flow was related to satisfaction and loyalty.

This finding is helpful for tourism service pro-
viders, as tourist satisfaction has been consid-
ered a significant driver of loyalty goals (Wu &
Liang, 2011) and revisit intentions (C.-F. Chen &
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F.-S. Chen, 2010). In addition, Pine and Gilmore rience more than any other aspect of the offer-
(2011) found that offering a unique experience is ing. Therefore, experience is crucial to the over-
the key to winning the minds and hearts of cus- all service/product (Bharwani & Jauhari, 2013;
tomers. They believe customers value the expe- Morosan et al., 2014).

CONCLUSION

The purpose of this paper is to determine the determinant of tourist satisfaction in the context of adven-
ture tourism (extreme and non-extreme). The study uses autonomy, competence, and flow experience
as predictor variables. The analysis results show that for both categories of adventure tourism (extreme
and non-extreme), autonomy and competence can encourage the experience of adventure tourists. Thus,
when tourists feel freedom and can freely use their abilities and knowledge in their tourism activities,
they will feel a flow experience. The study also found that flow experience has a positive and significant
effect on the satisfaction of tourists with extreme and non-extreme adventures. These results show that
when the flow experience has been felt, tourists will feel a deep focus and a feeling of enjoyment that
ultimately encourages satisfaction in carrying out adventure tourism activities.

The unique finding of this study is that in the category of extreme adventure tourism, autonomy does
not affect satisfaction. This is under the concept of autonomy; tourists want to feel free to carry out
adventure tourism activities, contrary to the prerequisites for extreme adventure tourism. However,
tourists who wish to carry out extreme adventure tourism must have sufficient knowledge and skills to
complete extreme tourism activities. If tourists do not meet the requirements for extreme travel, it can
threaten their safety.

Contrary to these results, the perception of competence positively and significantly influences the satis-
faction of extreme adventure tourists. This result is undoubted because extreme adventure tourism can
only be done if tourists have qualified competence. Furthermore, in the category of non-extreme adven-
ture tourism, it was found that competency does not affect the satisfaction of non-extreme adventure
tourists. This result is in accordance with the concept of non-extreme tourism, which does not require
high competence to carry out non-extreme adventure tourism. Therefore, competencies are not overly
tested in this tourism category.

This study offers implications for managers of adventure tourism destinations in Indonesia to provide
appropriate treatment in serving tourist adventure. It is proven that extreme adventure tourists have
different characteristics from non-extreme adventure tourists (differences in skills, knowledge, and
physical abilities). Thus, extreme adventure tourists will feel satisfied if they can use their competencies,
while non-extreme adventure tourists do not feel that competence is a driving force for their satisfaction.
These findings are valuable insights for the management of adventure tourism in Indonesia.
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