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Article The Effect of Tourist Destination Image (TDI)_on Intention to Visit
through Tourism Risk Perception (TRP)_of COVID-19 in the Tourism
Industry in the New Normal Era in Indonesia: Case Study in East Java
Christina Esti Susanti 1, Yustinus Budi Hermanto 2,* and Benny Suwito 3 1
Faculty of Business, Widya Mandala Surabaya Catholic University, Surabaya
60114, Indonesia 2 Faculty of Management, Darma Cendika Catholic
University, Surabaya 60117, Indonesia 3 Faculty of Philosophy, Widya
Mandala Surabaya Catholic University, Surabaya 60114, Indonesia *
Correspondence: yustinus.budi@ukdc.ac.id Abstract: The travel industry
was the first and most affected by the pandemic. Different countries took
action to limit the spread of the coronavirus disease, including_total or
partial lockdowns and strict restrictions on gatherings of people in public.
They closed public and private places, limited the free mobility of
residents, and restricted the implementation of services. This study aims
to identify and analyze tourists[Obehwaioral intentions due to COVID-19. It
is very difficult to predict the behavior of tourism consumers after the
crisis. Therefore, an empirical study was carried out to obtain information
from tourists to identify potential changes in their tourism consumption
due to COVID-19. This study proves that tourist destination image (TDI)
through tourism risk perception (TRP) positively and significantly affects
the intention to visit. Therefore, it is recommended that tourism
destination managers pay attention to the risk factors perceived by
potential tourists who Citation: Susanti, Christina Esti, were tested in this
study. Future research is also advised to examine factors that cannot be
Yustinus Budi Hermanto, and Benny controlled by tourism destination
managers, namely government policies regarding the Suwito. 2023. The
Effect of Tourist management of tourist destinations in the new normal era.
Destination Image (TDI) on Intention to Visit through Tourism Keywords:
risk perception; tourism; COVID-19; new normal era; SEM Risk Perception
(TRP)_of COVID-19 in the Tourism Industry in the New Normal Era in
Indonesia: Case Study in East Java. Journal of Risk and Financial
Management 16: 76. https:// 1. Introduction doi.org/10.3390
/jrfm16020076 COVID-19 has changed the world in every way and has
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had a significant impact on Academic Editors: Thong Dao, Thao the
tourism industry, one of the worldélargest industries, which is highly
sensitive to Nguyen, Linzhi Tan, Haozhe Su and significant shocks such as
the COVID-19 pandemic (Chang et al. 2020). With COVID-19 Jeremy Eng
Tuck Cheah cases increasing significantly every day worldwide, many
travelers may be worried about their vacation plans. Some questions arose
concerning whether a tourist Received: 23 November 2022 destination is
becoming unsafe, or vice versa, and whether it will change for the better in
Revised: 21 January 2023 the next one or two months (Trip 101 2020).
Travel restrictions are in place worldwide Accepted: 23 January 2023 due
to the COVID-19 outbreak, and the situation changes daily. This is
probably the only Published: 26 January 2023 reason that tourists might
want to consider regarding postponing their travel plans because none of
them can predict the situation in the near future. The travel industry was
the first and most affected by the pandemic (OECD 2020). Copyright: O
2023 by the authors. Licensee MDPI, Basel, Switzerland. Different
countries have taken measures to limit the spread of the coronavirus
disease, This article is an open access article including total or partial
lockdowns, strict restrictions on gatherings of people in public distributed
under the terms and conditions of the Creative Commonsand closed public
and private places, limited free mobility of residents, and restrictions
Attribution (CC BY) license on the implementation of services. A recent
United Nations World Tourism Organization
(https://creativecommons.org/license s/by/4.0/). report shows that 96%
of tourist destinations globally have imposed travel restrictions (UNWTO
2020). In addition, public mobility modes, namely airplanes, trains, buses,
and J. Risk Financial Manag. 2023, 16, 76.
https://doi.org/10.3390/jrfm16020076 www.mdpi.com/journal/jrfm ships,
have been recognized as the main threat to the spread of this new disease,
and, therefore, preventive measures must first be taken. Tourist visits are
a predictor of profitability and revenue increases in tourism organizations
(Wu and Li 2017). Traveling is not only good for the soul but also good for
health. As the COVID-19 situation evolves, many people worldwide
continue to travel for: leisure, business, and important humanitarian
reasons (World Travel and Tourism Council 2020). According_to the World
Travel and Tourism Council (2020), there are three ways to keep tourists
safe when traveling to a destination. First, the best way to stay safe while
traveling is to follow the latest World Health Organization guidelines as
closely as possible. Second, tourists must wash their hands regularly and
thoroughly, avoid shaking hands or touching their faces, and stay away
from crowded places. Third, if possible, tourists must maintain a distance
of at least one meter between themselves and other people. In order to
understand whether tourists traveling to tourist destinations also pay
attention to safety and security during the coronavirus disease outbreak, it
is necessary to study their future intentions. Moreover, the tourism sector
was the sector that was hit the hardest by the governmentitestrictions on
crowds, thus, tourist destinations were practically closed during this
period. According to estimates, international tourist arrivals in 2020
declined by 20% to 30% compared to 2019 (Bhati et al. 2016). This
affected millions of tourism jobs and will take several years to recover from
its fall. For tourists, security is one of the important things. Risk perception
is crucial in tourism decision-making (SChmez and Gaefe 1998; Floyd et
al. 2004). Therefore, a tourist destination can only attract visitors if it
provides a safe and comfortable environment where tourists feel protected
from threats (Yousaf et al. 2018). When consumers make decisions, they
will see the risks associated with their decisions. COVID-19 poses a severe
health threat, thus, tourists cancel their trips (Huang and Min 2002), travel
by car (Fall and Massey 2005), prevent intense contact with people, and
choose outdoor activities (Wen et al. 2005). Last-minute bookings are
offered during promotions (Hystad and Keller 2008) and pay more
attention to hygiene and ecotourism (Higgins-Desbiolles 2020). Therefore,
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it is essential to predict the trajectory of changes in tourist behavior to
help tourism managers identify the basis of resilient strategies to respond
to the situation in an ideal way. This study aims to identify the behavioral
intentions of tourists due to COVID-19. Hai (2006) stated that it is difficult
to predict the behavior of tourism consumers after the crisis. However, it is
important to carry out an empirical study to obtain information from
tourists to identify the potential changes in their consumption in the
tourism industry due to COVID-19. Based on this background, the
formulation of the problems proposed in this study are: 1. Does the tourist
destination image (TDI) affect the tourism risk perception (TRP) of the
coronavirus disease in the tourism industry in the new normal era in East
Java? 2. Does the tourist destination image (TDI) affect the intention to
visit the tourism industry in the new normal era in East Java? 3. Does the
tourism risk perception (TRP)_of the coronavirus disease affect the
intention to visit the tourism industry in the new normal era in East Java?
4. Does the tourist destination image (TDI) affect the intention to visit
through the tourism risk perception (TRP)_of COVID-19 in the tourism
industry in the new normal era in East Java? 5. 6. While the goal to be
achieved in this study is to analyze the influence of: The tourist
destination image (TDI) on the tourism risk perception (TRP) of the
coronavirus disease in the tourism industry in the new normal era in East
Java. 7. The tourist destination image (TDI) on interest in visiting the
tourism industry in the New Normal Era in East Java. 8. The tourism risk
perception (TRP)_of the coronavirus disease on the intention to visit the
tourism industry in the new normal era in East Java. 9. The tourist
destination image (TDI)_on the intention to visit through the tourism risk
perception (TRP)_of COVID-19 in the tourism industry in the new normal
era in East Java. The expected benefits of this research are: 10.
Theoretical benefits 11. An understanding of the causes and effects of
image theory, risk perception, and intention to visit. 12. Empirical benefits
13. The findings of this study are expected to be useful in providing
strategic input for tourism industry players in managing image, risk
perception, and intention to visit. 2. Literature Review 2.1. Previous
Research The first research that became the reference for this research
was conducted by Wang et al. (2020) in China. The study explores the
mechanisms of risk perception of potential travelers in a severe COVID-19
epidemic, with antecedent effects of places depicted in anti-epidemic music
videos and the impact of risk perceptions on place attachment and travel
intentions of potential travelers, based on risk perception theory. This
study also explored the moderating effect of visit history on the balance of
risk perception, place attachment, and travel intention. The perception of
tourism risk has been shown to have a significant effect on tourist
decision-making behavior; however, the impact of the image of the place
depicted in the cultural media of the destination needs to be studied
further. Duong et al. (2022) examined the factors that influence the
demand and interest of domestic tourists to support the recovery of tourist
destinations in the new normal era. Partial Least Square-Structural
Equation Modeling is used to predict the structural model derived from a
sample size of 695 valid questionnaires. The results of this study prove
that there has been a significant increase in domestic touristsCI&vel
intentions and their willingness to support the revival of post-pandemic
tourist destinations. It is interesting to note that a destinationé’health risk
image is no longer an important determinant of travelersOitinaries; other
factors, including attitude, financial condition, and social media,
significantly influence their travel intentions and support for destination
reopening in a country under normal conditions. Theoretically, the research
yields important results that contribute to post-disaster crisis management
and predicts the behavioral intentions of tourists that can influence the
recovery of a tourist destination. Practically speaking, this study also
provides some important implications for rebuilding the domestic tourism
industry in a more resilient possible future pandemic. The third reference
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research is that of Tanina et al. (2022). These studies show that the
COVID-19 pandemic has increased the risks for realizing tourism and
recreational potential, which must be considered when making
management decisions. The authorities of cross-border regions can use the
research results to adjust tourism policies under the current restrictions
and the increased global risks. Applying mechanisms and methods of
territorial planning and management will depend on tourism and
recreational potential. For regions with high and above-average potential,
the emphasis should be on the participation in federal projects, developing
cluster initiatives, and applying a diversification strategy. Areas with
medium and low potential should focus on domestic tourist flow,
developing interregional cooperation, and the strategy of gaining a
competitive advantage. 2.2. Tourist Destination Image (TDI) According to
Haider et al. (1994), the tourist destination image is [the sum of the
beliefs, ideals, and impressions people have of a particular place.(d
Meanwhile, Kotler and Gertner (2002) define tourist destination image as
the number of people§]beliefs and impressions about a place. The image
represents a simplification of a large number of associations and pieces of
information that are linked to a place. An image is a product of the mind
trying to process and retrieve important information from many data
points about a place. This definition relates to individual behavior, while
other definitions recognize that individual behaviors within a group can
influence each other. From a marketing point of view, it is important to
understand aspects of the image shared with other group members. This
understanding enables market segmentation and facilitates the formulation
of marketing strategies. For this reason, the definition of tourist destination
image proposed by Lawson and Baud (1977) includes both the image from
a personal point of view and the image shared by the group. They define
the image as the expression of all objective knowledge, impressions,
prejudices, imaginations, and emotional thoughts of a person or group in a
given place. Tourist destination image (TDI) affects tourists[l&vel
decision-making,_their behavior towards a destination, and the level of
satisfaction and memory about the experience. Therefore, the perceived
image is the basis of the evaluation or selection process and thus provides
the relationship between motivation and goal selection (O[Leary and
Deegan 2003). According to Agapito et al. (2013), the measurement of
tourist destination image uses the cognitive-affective-conative model,
namely: 1. Cognitive image 2. Affective image 3. Conative image 2.3.
Tourism Risk Perception (TRP) Since the 1990s, the concept of tourism risk
perception has emerged. The perception of tourism risk has received
widespread attention from psychologists and consumer behaviorists
(SChmez and Geefe 1998). The academic background in tourism risk
perception is currently studied in cognitive psychology, consumer behavior,
and travel safety. According to Cui et al. (2016), the concept of tourism
risk perception can be divided into three views, namely: (1) Tourism risk
perception (subjective) is the subjective feeling of tourists towards the
negative consequences or negative impacts that may occur during a trip.
(2) Tourism risk perception (objective) is an objective evaluation of tourists
against negative consequences or impacts that may occur during the trip.
(3) Tourism risk perception (cognitive) is a cognitive evaluation of tourists
who exceed the threshold for the portion of negative consequences or
impacts that may occur during the trip. Two dimensions determine the
factors that influence perceptions of tourism risk (Reisinger and Mavondo
2006; Kozak et al. 2007), namely: 14. Subjective factors that affect
tourism risk perception. These are divided into two categories:
demographic variables and individual cognitive abilities. Individual
demographic variables include age, gender, educational experience,
academic background, social status, geography, education level, income,
and social experience. Individual cognitive ability variables focus on
temperament, personality, emotions, views, values, cognitive and meta-
cognitive, etc. Subjective factors that influence perceptions of tourism risk
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are (Ahmad et al. 2015): a. Womenékensitivity to travel risks are slightly
higher than mendlb. The similarity of culture and psychology and the
spatial proximity of the geographical position determine the tourism risk
perception. c. The higher a persondlevel of education the more frequently
one is in contact with the media, and the higher the class status the
stronger the perceived risk level. d. When people trust informative sources
and institutions, their risk perception will be stronger. e. f. Urban residents
have a stronger perception of risk than rural residents. Peoplestoncerns,
anxieties, and other emotions about travel risks can affect an individuals
awareness of risk perceptions, whereas understanding individual travel
risks will also affect their emotional intensity. The objective factors that
affect touristsCdperceptions of tourism risks refer to the risks that mga
occur during a tour. These factors can be summarized as the dimensions of
tourism risk perception. The results of the studies on the objective factors
of tourism risk perception are often grouped into five[$ewn dimensions,
namely: a. Five-dimensional risk: psychological risk, financial risk,
performance risk, health risks, and social risk. b. Six-dimensional risk:
performance risk, physical risk, financial risk, psychological risk, social risk,
and time risk. c. Seven-dimensional risk: physical risk, economic risk,
equipment risk, social risk, psychological risk, time risk, and risk of missed
opportunity. Blesic et al. (2022) presented the objective travel risk through
different factors, ranging from 2 (physical risk and equipment risk) to 10
(equipment risk, financial risk, health risk, physical risk, political risk,
social risk, satisfaction risk, time risk, terrorism risk, and psychological
risk. 2.4. Intention to Visit Traditionally, destinations are well-defined
geographic areas (Buhalis 2000;_Hsu et al. 2009;_Blasco et al. 2016).
There are other understandings of destinations as products or brands (Hsu
et al. 2009; Smallman and Moore 2010; Blasco et al. 2016). Others
suggest that destinations are complex, unique products, or even a portfolio

of products and services consisting of an aread tlimate, infrastructure ,
superstructure, and natural and cultural attributes. Jansen-Verbeke (1986)
categorized the elements of a tourist destination as primary (activities,
physical settings, and social/cultural attributes), secondary (catering_and
shopping),_and additional (accessibility and tourist information).
Meanwhile, Mill and Morrison (1992) stated that destinations include
attractions, facilities, infrastructure, transportation, and hospitality.
Meanwhile, Buhalis (2000) said there are six important components of a
destination: attractions, accessibility, facilities, available packages,
activities, and additional services. However, Holloway et al. (2009) stated
that there are only three core elements in a destinationdkuccess in
attracting tourists: attractions, facilities, and accessibility. Meanwhile,
according to Moutinho (1987), the elements in the success of a destination
in attracting tourists are costs, attractions, facilities, travel opportunities,
travel arrangements, and travel information. These elements and
attributes influence touristsCddecisions in choosing tourist destinations in
slightly different ways. 2.5. Research Model Figure 1 illustrates that tourist
destination image affects tourist risk perception and also influences
intention to visit. In addition, tourist destination image influences the
intention to visit through the tourist risk perception. Tourism Risk
Perception (TRP) Tourist Destination Image (TDI)_Intention to Visit Figure
1. Research Model. 2.6. Hypothesis Wang et al. (2020) in their research
proved that the perception of tourism risk had been shown to have a
significant effect on tourist decision-making behavior; however, the impact
of the image of the place depicted in the cultural media of the destination
needs to be studied further. There is a positive and significant impact
between the value of the destination (destination image) on the decision
to visit, and there is a positive and significant effect on the perception of
risk on the decision to visit tourism destinations. H1. Tourist destination
image (TDI) significantly affects tourism risk perception (TRP)_in the
tourism industry in the new normal era in East Java. Based on the
research results of Shafiee et al. (2022), destination image has a
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significant and positive effect on the overall image, and the overall image
has a significant and positive effect on satisfaction, intention to revisit the
destination, and word of mouth. Furthermore, the results of the research
conducted by Lestari et al. (2019) showed: (1) The destination image has
no significant effect on the interest to return to visit; (2) The destination
image and its perceived value have a significant and positive effect on the
satisfaction of tourists; (3) Perceived value and the satisfaction of tourists
have a significant and positive impact on the interest to return to visit on
the attractions. H2. Tourist destination image (TDI) significantly affects the
interest in visiting the tourism industry in the new normal era in East Java.
In their research, Abidin et al. (2022) proved that tourism knowledge and
risk attitude are positively related to the visit intention; however, the
perceived health risk is negatively related. The significant positive
relationship between tourism knowledge and ecotourist visit intention is
mediated by perceived health risk and risk attitude. However, Cahigas et
al. (2022) in their research also prove that hedonic motivation had the
highest direct effect on tourist traveling intention, attitude, and COVID-19
safety protocols. Meanwhile, social media influence, perceived behavioral
control, and subjective norms were insignificant to touristsClintention to
travel during the COVID-19 pandemic. H3. Perceptions of tourism risk to
COVID-19 significantly affect the intention to visit the tourism industry in
the new normal era in East Java. In their research, Duong et al. (2022)
proved that there has been a significant increase in domestic tourists]
travel intentions and their willingness to support the revival of post-
pandemic tourist destinations. It is interesting to note that the health risk
image of a destination is no longer an important determinant of travelers]
itineraries, while other factors, including attitudes, financial conditions, and
social media, significantly influence their travel intentions and support for
the reopening of destinations in new countries under normal conditions.

H4. Tourist destination image (TDI) has a significant effect on the intention

to visit through the perception of the risk of COVID-19 in the tourism
industry in the new normal era in East Java. 3. Research Methods 3.1.
Research Design The type of research used in this research is quantitative
research. The quantitative research method is a type of research whose
specifications are systematic, planned, and structured from the start to the
creation of the research design. 3.2. Variable Operational Definition 15.
Tourist destination image (TDI) Tourist destination image (TDI) is an
image of a tourist destination. Agapito et al. (2013) measured the image
of a tourist destination using the cognitiveldffective[tonativ model:
cognitive, affective, and conative. Tourism Risk Perception (TRP) It is a
perceived risk by tourists when visiting a tourist destination. This variable
was measured by (Anderson and Mansi 2009; Fornell 2001): physical risk,
financial risk, performance risk, psychological risk, and security risk. 16.
Intention to visit Someone intends to visit a tourist spot. This variable is
measured by (Chin et al. 2015): self-congruity, attitude, destination
image, and perceived quality. 3.3. Data Types and Sources The data
sources used by the researchers in this study were primary data sources
obtained by distributing questionnaires directly to respondents, and also
secondary data sources obtained through notes related to the research
topic. The type of data used in this research consists of quantitative data
types in the form of numbers and qualitative data types in the form of
notes that are relevant to the research. 3.4. Data Measurement
Researchers in this study used a Likert measurement scale. With a Likert
Scale, the variables to be measured are translated into variable
measurements. Then, these measurements are used as a starting point
for compiling_instrument items,_statements, or questions in the
guestionnaire. The answer to each instrument item uses a Likert Scale
with a grade from very negative to very positive, with a score of 1[b. 3.5.
Population and Research Sample The research population consists of
residents who live in the East Java Province, thus, the sampling for this
study was 200 people. According to Hair et al. (2010, p. 137), the
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sampling technique used is random sampling, which takes a random
sample of a determined population and suggests an appropriate sample
size between 100200 respondents in order to use interpretation
estimation with the Structural Equation Model (SEM). The sampling
technique uses simple random sampling, which is also called simple
random sampling, which is a sampling technique that provides equal
opportunities for each member of the population to become the research
sample. The characteristics of the sample in this study were: residents in
East Java, minimum age 21 years, understood COVID-19, and were
interested in visiting a tourist destination. 3.6. Data Analysis Technique
Data processing was carried out after the distribution of the questionnaire
met the requirements/sufficiency. The initial step was to recap all
questionnaire data in Microsoft Excel. Then, from the data summary, the
average of each indicator was searched. Then, the average results were
processed again with SPSS software to look for the datasshormality,
validity, and reliability. The next step was to test whether the results were
normal or not. If they were not normal, data retrieval was carried out to
correct abnormal data. The next step was to test the validity. If the result
was invalid, then the invalid items were issued. The next step was the
reliability test. If the results were not reliable, the unreliable items were
excluded. If these three steps were appropriate, then it could proceed to
SEM (Structural Equation Modeling) data processing. 4. Analysis and
Discussion 4.1. Characteristics of Respondents 1. Residents of East Java
Based on the research results, it can be seen that the number of
respondents who were residents in East Java was 200 (100%). This meant
that all respondents in this study had met the criteria set by the researcher
so that data analysis can be continued. 2. Minimum Age of 21 Years The
research results showed that the number of respondents who were at least
21 years old was 200, with a percentage of 100. This meant that all
respondents in this study had met the criteria set by the researcher so that
data analysis can be continued. 3. Understanding COVID-19 The results
showed that the number of respondents who understood COVID-19 was
200 people (100%). This meant that all respondents lived in Surabaya.
Thus, data analysis can be continued. 4. Have an Interest in Visiting a
Tourist Destination The results showed that the number of respondents
who were interested in visiting a tourist destination was 200 (100%). This
meant that all respondents had an interest in visiting a tourist destination.
Thus, data analysis can be continued. 4.2. Descriptive Statistics of
Research Variables Descriptive statistics explained the average value of
respondents for each indicator of the research variable. The average value
of the answers was grouped into five categories, as shown in Table 1. The
research category of the average value was used to assess the
respondentsC]answers to each research indicatorFurthermore, the
respondentsCJanswers were ealuated for each variable by using the
assessment criteria. Table 1. Average Interval of Research Variables.
Interval Mean Score Evaluation 1.00Ck 1.80 Strongly disagree 1.800[]
<2.60 Do not agree 2.60k3.40 Neutral 3.40k4.20 Agree 4.20[15.00
Strongly agree Source: data processed. 4.3. Tourist Destination Image
(TDI) Descriptive Statistics Based on Table 2, the average value of the
tourist destination image (TDI) variable was 3.86, with an average
standard deviation of 1.819. The respondentiBnswer to the tourist
destination image (TDI) was Bhreel[Trhe effective image indicator had the
highest mean value of 3.91 compared to other indicators. Meanwhile, the
conative image indicator had the lowest mean value of 3.76. Table 2.
Tourist Destination Image (TDI) Descriptive Statistics. No Statement Mean
Standard Deviation Description 1 Cognitive image 3.90 1.932 Agree 2
Affective image 3.91 1.714 Agree 3 Conative image 3.76 1.813 Agree
Mean 3.86 1.819 Agree Source: Data processed. 4.4. Tourism Risk
Perception (TRP) Descriptive Statistics The tourism risk perception (TRP)
variable was measured by five indicators based on research results (Table
3). The average value for tourism risk perception (TRP) was 3.92, with an
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average standard deviation of 1.261. The respondentihnswer to tourism
risk perception (TRP) was Bhree.0The financial risk indicator ad the
highest mean value compared to other indicators, which was 4.79.
Meanwhile, the security risk indicator had the lowest mean value of 3.58.
Table 3. Tourism Risk Perception (TRP) Descriptive Statistics. No Statement
Mean Standard Deviation Description 1 Physical risk 4.43 1.327 Agree 2
Financial risk 4.79 1.017 Agree 3 Performance risk 4.71 1.248 Agree 4
Psychological risk 3.87 1.386 Agree 5 Security risk 3.58 1.095 Agree Mean
4.26 1.215 Agree Source: Data, processed. 4.5. Descriptive Statistics of
Intention to Visit Based on Table 4, the variable of intention to visit in this
study was measured using four measurements. The average score of
respondentsC]answers to the ariable of intention to visit was 4.08, with an
average standard deviation of 1.108. This proves that the score of
respondentsC]answers to the intention to visit as Bhree.C1Meamhile, the
destination image had the highest average score of 4.28 (agree) compared
to other measurements. Meanwhile, the attitude measurement had the
lowest score of 3.87. If the decimal was rounded up, it would become 4
(agree). Table 4. Descriptive Statistics of Intention to Visit. No Statement
Mean Standard Deviation Description 1 Self congruity 4.01 1.107 Agree 2
Attitude 3.87 1.045 Agree 3 Destination image 4.28 1.141 Agree 4
Perceived quality 4.15 1.138 Agree Mean 4.08 1.108 Agree Source: Data,
processed. 5. Data Analysis 5.1. Validity Test The validity test in this study
(Table 5) was carried out on all indicators of the research variables, which
amounted to 12 indicators. The research results show that all indicators
had a t-value greater than 1.96, thus, it can be said that all indicators
were valid and feasible to use. Table 5. Validity Test Results. Variable
Indicator t-Value Cut Off Value Description Tourist Destination X.1 1.00
Reference Valid Image (TDI) X.2 18.35 >1.96 Valid X.3 15.90 >1.96 Valid
Y1.1 1.00 Reference Valid Perception (TRP) Y1.3 16.66 >1.96 Valid
Tourism Risk Y1.2 14.46 >1.96 Valid Y1.4 11.20 >1.96 Valid Y1.5 12.07
>1.96 Valid Y2.1 1.00 Reference Valid Intention to Visit Y2.2 12.10 >1.96
Valid Y2.3 13.37 >1.96 Valid Y2.4 13.70 >1.96 Valid Source: Data,
processed. 5.2. Reliability Test Bagozzi and Yi (1988) stated that the cut-
off level for saying that composite reliability was quite good was 0.6. The
reliability test used information on loading indicators and error variance
obtained in the completely standardized solutions section. The results
showed that all of the variablesCOConstruct &liability (CR) was higher than
0.6 (Table 6). Thus, it can be concluded that all reliable variables were
latent constructs, meaning they were worthy of further analysis. Table 6.
Reliability Test Results. Variable CR Cut Off Description Tourist Destination
Image (TDI) 0.89 [D.6 Reliable Tourism Risk Perception (TRP) 0.91 [D.6
Reliable Intention to Visit 0.86 [D.6 Reliable Source: Data, processed. 5.3.
Normality Test The normality test in this study can be seen from the output
of the skewness and kurtosis section, which is processed using the LISREL
application. The results of the multivariate distribution analysis showed
that the data obtained in the study was normally distributed (Table 7).
Table 7. Multivariate Normality Test Results. Skewness Kurtosis Skewness
and Kurtosis Value Z-Score p-Value Value Z-Score p-Value Chi-Square p-
Value 34.186 0.004 0.997 356.631 0.102 0.919 0.010 0.995 Source:
Data, processed. Based on Table 8, it can be seen that the assumption of
normality was not met because the p-value was less than the cut-off set at
0.05. Table 8. Univariate Normality Test Results. Indicator Chi-Square
Skewness dan kurtosis p-Value Description X.1 10.65 0.005 Not normal
X.2 11.30 0.004 Not normal X.3 14.08 0.005 Not normal Y1.1 10.80 0.04
Not normal Y1.2 6.23 0.001 Not normal Y1.3 3.28 0.19 Not normal Y1.4
0.21 0.89 Not normal Y1.5 11.34 0.001 Not normal Y2.1 6.15 0.037 Not
normal Y2.2 13.23 0.003 Not normal Y2.3 6.61 0.058 Not normal Y2.4
5.69 0.04 Not normal Source: Data, processed. 5.4. Overall Model Fit Test
Based on the overall model test results in Table 9, NFI and RFI had a cut-
off value of 0.9 (good fit). In contrast, RMSEA had a cut-off value of <0.08
(close fit). AGFI, IFI, and CFI were in the marginal fit category because
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they had a cut-off value of 0.9, and GFI had a cut-off value of 0.89, which
was 0.8 GFI 0.9, thus, it was in the appropriate category. From the various
tests of the overall suitability of the model, it can be concluded that the
research model proposed in this study is acceptable. The research model
can predict the effect of each independent variable on the dependent
variable. Table 9. Fit Model Test. Model Testing Value Cut of Value
Description Goodness Of Fit Index (GFI) 0.89 [D.9 Fit Adjusted Goodness
Fit Of Index (AGFI) 0.87 [0.9 Marginal Fit Normed Fit Index (NFI) 0.91
[0.9 Good Fit Incremental Fit Index (IFI)_0.86 [10.9 Marginal Fit
Comparative Fit Index (CFI)_0.87 [J0.9 Marginal Fit Relative Fit Index
(RFI) 0.93 0.9 Good Fit Root Mean Square Error Of Approximation
(RMSEA)_0.05 <0.08 Close fit Source: Data, processed. 5.5. Structural
Equation Structural equations from the results of data processing are as
follows: Y1 = 0.84 OIX, Errorvar. = 0.18, R2 = 0.92 (0.09) (0.03) 10.93
7.09 Y2 =0.69 O0Y1 + 0.73 OX, Errorar. = 0.048, R2 = 0.89 (0.01)
(0.06) (0.032) 5.16 6.41 4.75 Source: Data, processed. Based on these
structural equations, it can be explained as follows: Y1 = 0.84 X,
Errorvar. = 0.18, R2 = 0.92 (0.09) (0.03) 10.93 7.09 Y2 = 0.69 Y1 +
0.73 OX, Errorvar. = 0.048, R2 = 0.89 (0.01) (0.06) (0.032) 5.16 6.41
4.75 (1) (2) This equation explains that the tourist destination image (TDI)
had a positive effect on the intention to visit with an estimated value of
0.73, and the tourism risk perception (TRP) had a positive effect on the
intention to visit with an estimated value of 0.69. 5.6. Research Hypothesis
Testing Table 10 shows the results of the hypothesis testing in the study,
as follows: 1. The loading factor value of variable X to Y1 was 0.87, while
the t value was 4.83. Based on the provisions, the calculated t value was
1.96. These results indicate that the tourism destination image variable
(TDI) had a positive and significant effect on the tourism risk perception
variable (TRP). 2. The loading factor value of the tourist destination image
(TDI) variable to the intention to visit was 0.79, while the t-value was
10.19. Based on the provisions, the t-value of 1.96 shows that the tourist
destination image (TDI) variable had a positive and significant effect on
the intention to visit variable. 3. The loading factor value of the tourism
risk perception (TRP) variable to the intention to visit was 0.74, while the
t-value was 5.23. Based on the provision that the t-value was 1.96, it can
be stated that the tourism risk perception (TRP) variable had a positive
and significant effect on the intention to visit. 4. The loading factor value of
the tourist destination image (TDI) variable to the intention to visit
through tourism risk perception (TRP) was 0.58, while the t-value was
4.19. Based on the provision that the t-value was 1.96, it can be stated
that the tourist destination image (TDI) variable had a positive and
significant effect on the intention to visit through tourism risk perception
(TRP). Table 10. Hypothesis Test Results. Hypothesis Relationship Pattern
Loading Factor tvalue Cut-off Value Description H1 Tourist Destination
Image (TDI) — Tourism Risk Perception (TRP) 0.87 4.83 1.96 Significant
H2 Tourist Destination Image (TDI) — Intention to Visit 0.79 10.19 1.96
Significant H3 Tourism Risk Perception (TRP) — Intention to Visit 0.74 5.23
1.96 Significant H4 Tourist Destination Image (TDI) — Tourism Risk
Perception (TRP) — Intention to Visit 0.58 4.19 1.96 Significant Source:
Data, processed. 6. Discussion 6.1. Tourist Destination Image (TDI) Affects
Tourism Risk Perception (TRP)_of COVID-19 The descriptive statistic of the
tourist destination image (TDI) variable had an average mean of 3.86,
which meant that most respondents agreed with these indicators for
measuring the tourist destination image (TDI) variable. Meanwhile, the
tourism risk perception (TRP) variable had an average mean of 4.28. Most
respondents also agreed that the indicators measured the tourism risk
perception (TRP) variable. The variable indicators of tourist destination
image (TDI) were cognitive, affective, and conative images. In contrast,
the tourism risk perception (TRP) variable measurements were physical
risk, financial risk, performance risk, psychological risk, and security risk.
The results of the hypothesis testing prove that tourist destination image
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(TDI) had a positive effect on tourism risk perception (TRP), with a loading
factor value of 0.87 and a t-value of 4.83 > 1.96. It can be interpreted
that the higher the image of a tourist destination, the higher the risk
perceived by potential tourists. The results of this study are interesting
because COVID-19 is very closely related to the density of visitors in
tourist destinations with a high image. Therefore, the density of visitors
impacts the risks perceived by potential tourists. The results of this study
support the results of the previous research conducted by Wang et al.
(2020), indicating that there is a positive and significant impact between
the value of the destination (destination image), the perception of risk,
and the decision to visit tourism destinations. 6.2. Tourist Destination
Image (TDI) Affects Intention to Visit The descriptive statistic of the tourist
destination image (TDI) variable had an average mean of 3.86, which
meant that most respondents agreed with the indicator for measuring the
tourist destination image (TDI) variable. Meanwhile, the variable intention
to visit had an average mean of 4.08, which meant that most respondents
agreed with the indicators for measuring the variable intention to visit. The
indicators for the variable tourist destination image (TDI) were: cognitive
image, affective image, and conative image. The variables for intention to
visit were: self-congruity, attitude, destination image, and perceived
quality. The results of the hypothesis testing prove that tourist destination
image (TDI) had a positive and significant influence on the intention to
visit with a loading factor value of 0.79 and a t-value of 10.19 > 1.96,
meaning that the higher the tourist destination image (TDI) the greater
the intention to visit. In other words, the interest of potential tourists
visiting a destination will be higher if the image of the destination is also
high. The results of this study support the results of the previous research
conducted by Shafiee et al. (2022). The research results showed that the
destination image had a significant and positive effect on the intention to
revisit a destination. However, this does not support the results of the
previous research conducted by Lestari et al. (2019). The destination
image had no significant effect on the interest in returning to visit. 6.3.
Tourism Risk Perception (TRP) Affects Intention to Visit Descriptive
statistics of the tourism risk perception (TRP) variable had an average
mean of 4.28, which meant that most respondents agreed with these
indicators to measure the tourism risk perception (TRP) variable. In
contrast, the descriptive statistics of the intention to visit variable had an
average mean of 4.08, meaning that most of the respondents agreed with
the indicator to measure the variable of intention to visit. The hypothesis
test results proved that the tourism risk perception (TRP) of COVID-19 had
a positive and significant effect on the intention to visit with a loading
factor value of 0.74 and a t-value of 5.23 > 1.96. The results of this study
are interesting because they prove that if the perceived risk of potential
tourists toward a destination is higher, the intention to visit the destination
will also be higher. This is because the risks that may occur have been
realized. The results of this study do not support the results of the
previous research conducted by Abidin et al. (2022), which proved that
perceived health risk is negatively related to the visit intention. While
supporting the results of the previous research conducted by Cahigas et al.
(2022), perceived behavioral control is insignificant to touristsClintention to
travel during the COVID-19 pandemic. 6.4. Tourist Destination Image (TDI
) Affects Intention to Visit through Tourism Risk Perception of COVID-19
Based on the results of the hypothesis testing in Table 10 it can be seen
that tourist destination image (TDI) affects intention to visit through
tourism risk perception (TRP) with a loading factor value of 0.58 and a t-
value of 4.19 > 1.96. The results of this study prove that the perception of
potential visitors to a tourist destination during COVID-19 is an
intermediary between the influence of the image of a tourist destination
and the interest of potential visitors to a tourist destination. This proves
that the perception of potential visitors to the risk of COVID-19 is a
variable worth considering. The results of this study support the results of
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the previous research conducted by Duong et al. (2022). Their research
proved that there had been a significant increase in domestic tourists[]
travel intentions and their willingness to support the revival of post-
pandemic tourist destinations. 7. Conclusions and Suggestions 7.1.
Conclusions Based on the results of the discussion, the conclusions of this
study are: (1) Tourist destination image (TDI) significantly affects tourism
risk perception (TRP)_in the tourism industry in the new normal era in East
Java. Thus, hypothesis 1 of this study is accepted. (2) Tourist destination
image (TDI) significantly affects the intention to visit the tourism industry
in the new normal era in East Java. Thus, hypothesis 2 of this study is
accepted. (3) Tourism risk perception (TRP)_of COVID-19 significantly
affects the intention to visit the tourism industry in the new normal era in
East Java. Thus, hypothesis 3 of this study is accepted. (4) Tourist
destination image (TDI) significantly affects the intention to visit through
tourism risk perception (TRP)_of COVID-19 in the tourism industry in the
new normal era in East Java. Thus, hypothesis 4 of this study is accepted.
(5) Tourist experience at the destination has proven important in
explaining behavior during and after the trip. The behavior of potential
tourists is influenced by: economic, sociocultural, and environmental
factors (Gao et al. 2021). If the manager of a tourist destination pays
attention to ethical aspects, it will benefit the business itself because it will
determine the ethical image and reputation of the destination. The image
is an emotional representation of potential tourists toward tourist
destinations, and a perceptive/cognitive evaluation of potential tourists,
which refers to individual knowledge about tourist destinations. The
perceived ethics of tourist destinations will assist potential tourists in
forming cognitive evaluations and, therefore, will determine potential
touristsCIbehaior. These ethical considerations will affect the image and
added value of tourism destinations. Tourist interactions with other people
at the destination will determine emotional solidarity, satisfaction, and
likelihood of revisiting. 7.2. Suggestion 7.2.1. Academic Advice For
academics and other researchers in the future, this research is expected to
be used as reading/reference material if researching matters related to
tourist destination image (TDI), tourism risk perception (TRP) of COVID-
19, and intention to visit. 7.2.2. Practical Advice Based on each of these
research variables, practical suggestions for the managers of tourist
destinations in East Java are: (1) Tourist destination image (TDI). In the
new normal era, managers of tourist destinations must improve the image
of tourist destinations that provide a sense of security and comfort for
potential visitors because prospective visitors have a fairly good
understanding of the risks they face from COVID-19. (2) Tourism risk
perception (TRP). In the new normal era, managers of tourist destinations
must be able to suppress the perception of potential visitors to the risks of
COVID-19 that may be faced in crowds. This is performed so that potential
visitors feel safe and comfortable when they are in a crowd. (3) Intention
to visit. In the new normal era, the managers of tourist destinations must
seek to increase the interest of potential visitors to tourist attractions by
improving their image and fostering a positive perception of the risks of
traveling in the new era of COVID-19. 8. Limitations and Future Research
The limitation of this study is that it did not conduct an in-depth test of the
different attitudes of each person toward risk. Therefore, this kind of
research is suggested to perform different tests on each persond httitude
toward risk as a moderator variable. Author Contributions:
Conceptualization, C.E.S.; methodology, B.S.; software, C.E.S.; validation,
C.E.S,, Y.B.H. and B.S.; formal analysis, C.E.S.; investigation, C.E.S.;
resources, Y.B.H.; data curation, B.S.; writing[Cbriginal draft preparation,
C.E.S.; writing[feview and editing, Y.B.H. and B.S.; visualization, C.E.S.;
superviseon, Y.B.H. and B.S.; project administration, C.E.S.; funding
acquisition, Y.B.H. All authors have read and agreed to the published
version of the manuscript. Funding: This research received no external
funding. Data Availability Statement: All data have been given in the
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Abstract; The travel imdustry was the first ared mest afected by the pasdemis Difberent coantries
ook action to limit the spresd of the coronavins diseaze, incuding total or partizl bekdowns and
strict restrictiors on gatherings of peaple in public. They dassd public and private places, Timited
e free mobility of residents, and restriched the implememtation of serdoss, This stady aims fo
identity and analvee wurists” behavioral irtenbons duwe fo COVED-19, 1t is very dificult o predict
the behavior of taursm consumers after the crisic. Therefore, an empirical shody was carded oat to
obtadn infarmatian fram toarsts to identify petenbal charges intheir tourlsm consumption due 1o
COVID-19 This study proves that bourist destinadion image (TIH) through tourism risk perceplion
(TRP) positively and significantly afocts the irtention bo visit, Thenshone, i (9 necommennded that
taurism destination managers pay attention fo the risk fachors perceived by patential bourists whis
were tested in this study. Future rescarch s alse advised to cxamine factors that cinrat be
contredled by doursm destmation momagers mely povemment policies reganding  the
mamagemerd of hoirist destinations in the nes nonnal e

Eeywords: risk perception; tounsme DOVID-19: new nocmal em: SEM

1, introduction

COVTD-15 has changed the world in every way and hasz had a stgndficant impact on
the bonarism indlul:ry_. one of the world's |a.rﬁ|-_1t industries, which is hiﬁhl}r sensitive e
significant shocks such as the COVID-19 pandemic (Chang et al 2020). With COVID-1%
cases imcreasing significantly every day wordwide, many travelers may be worried
about their vacation plans. Some questions arose comcerning whether a tourist
destination is beooming unsafe, or vice wersa, and whether it will change for the better in
the next one or two months (Trip 101 20200 Travel restrictions are in place worldwide
due to the COVID-1% cuthreak, and the situation changes daily. This is probably the only
reasan that tourists might want to comsider regarding postponing their travel plans
because none of them can pu'l:d:id'lhe situation in the near fature

The travel industry was the first and most affected by the pandemic (OECT 2020
[¥tferent countries have taken measures to Emit the r.'pru:d af the commmavirus disease,
including tetal or partial lockdowne, strict restrictions on gatherings of people in public
and closed 'PI.IHiJL' and privabe p|ax.ta. lirmitesd free mul:i|i:|:3,r oof residents, and restrictions
on the implementation of services, A recent United Mations World Tourizm Organization
report shows that 96% of tourist destinations globally have imposed travel restrictions
(UMWTO 2020, In ad dition, public mobility modes, namely airplanes, trains, buses, and
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ships, have been recognized as the maln threat to the spread of this new disease, and,
therefore, preventive measures must first be taken,

Towurist visis are a predictor of profitability and revenue increases in toursm
organizations {Wua and Li 2017). Traveling is not only geod for the seul but alse good for
health. As the COVID-19 situation evalves, many pesple worldwide continue to travel
for: leisure, business, and important humandtarian reasons {(World Travel and Tourism
Cionmeil B]lfli.ﬁm‘n'dingmmz Waorld Travel and Tourism Councl {3020}, there are three
ways to keep tourists safe whin traveling to a destination. Fiest, the best way to stay safe
while traveling is to fullow the latest World Health Organization guidelines as climely as
possible, Second, tourists must wash their hands regularly and thoroughly, avoid
shirking hands or touching their faces, and stay away from crowded places. Third, i
possible, tourists must maintain a distance of at least one meter between themszelves and
other people, In order to understand whether tourists teaveling to towrist destinations
alsy pay atbention to :u.FEI:.r and security durinE the commavirus disease outbreak, it is
necessary o study their future intentions.

Maoreover, the fouarsm sector was the sector that was hit the hardest |w the
government’s restrictions on crowds, thus, tourdst destinations were practically closed
durins ihinpeﬁsrd. .ﬁcurrding to estimates, international tourst arrivals in X020 declined
by 20 b0 305 compared to 2019 (Bhatl et al. 2016), This affected milllons of tourism jobs
amd will take several years to recover from its fall,

For bourists, security is one of the impaortant I'hinsn. Hisk peroeption i crucial in
tourism decision-making {Sdnmez and Graefe 1998; Floyd et al. 2004), Therefore, a tourist
destination can only attract visitors if it provides a safe and comfortable environment
whene tourists feel protected from threats {Yousaf et al. 2008} When consumers make
destisions, th&y wrill seme the risks associated with their decisions,

COVID-19 poses a severe health threat, thus, towrists cancel thedr trips {Huang and
Belin 20023, teavel by car (Fall and Massey 2005, prevent intense contact with people, and
choose outdoor activities (Wen et al. 2005) Last-roinate bta-uk'mss are offered durjng
promotions (Hystad and Keller 2008} and pay more attention te hygiene and ecotouri=m
(Higgins-Desbiolles 2020).

Therefore, it is essential to predict the trafectory of changes In tourist behavior to
help tourism managers identify the basis of resilient strategies o respond o the situation
im an ideal way. This study aims o identify the behavioral intentions of tourists due to
COWTD-19, Hai {2006) stated that it & difficult to predict the behavior of toursm
comsumers after the crisis. However, it is important to carry out an empirical study o
obtain information from tourists toidentify the potential changes in thele consurmption in
B toarism indusl'ry ue b COVID-19. Based on this bu‘kgruund, the formulation of the
problems proposed in this study are
1o Des the tourist destination image (TD1) abect the tourism risk perception (TRE) of

the corenavirus disedse in the urism industry in te mew normal e in East Java?

1 Does the tourist destination image (TDI) atfect the intention to visit the karism
industry in the new normal era in East Java?
3 Does the tourism risk perception (TRP) of the coraravarus disease affect the intention

b visit B bowrisem industry in thie nesy normal era in East Java?

4 Dwoes the tourlst destination image (TD0) affect the intention to visit through the

turism risk perception (TEF} of COVIDRTS i the tourism industry in the new

mrrmal era in East Java?

While the el b ke achizved in this study is ko analyio: the inflsence of:

f The towrist destineglon image (T2} on the tourism risk perception {TRP) of the

coremavirus disease in the tourism industry in the new normal erain East Java.

Thee tourist destimation [mage (TO om interest in visiting the tourizm indwstry in the

Mew Mormal Era bn East Java.

o The tourism risk perception (TRE) of the coronavirus disease on the intention e visit
the touarism industry in the new normmal era in East Java.

w

o |
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& The tourist destination image (TDI) on the intention to visit through the toursm risk
perception {TEF) of COVID-1%in the owrism industry in the mew nermal erain East
Java.
The expected benetits of this research are:

10 Theoretical benefits

11, Am umderstanding of the causes and effects of image theory, risk perception, and
intendion to visit,

12. Empirical benefits

13, The findingz of this study are expected to be wseful in providing strategic imput for
tourism inefustry players in managing image, I.'ih.k'PL“'I'L'L'FIHI.II'I.. and intenbon b visit,

2 Literature Review
2.1, Previons Resorroh

The first research that became the reference tor this research was conducted by
Wang et al. {20200 in China. The study explores the mechanisms of risk perception of
Puhmh'n-] travelers in a severs COVI-19 |s|_:|d|:|emh:, with antecedent effocts of plal:l_-u
depicted in ant-epidemic mosic videos and the mpact of risk perceptions on place
attachment and travel ntentions of potential travelers, based on risk peroeption thl:nq,l.
This study abso explored the moderating effect of visit history on the balance of risk
perceptien, place attachiment, and travel intention, The perception of tourism risk has
bevn shown to have a siﬁnitk':nt effect om baarist d'u:i.wiun-'mnkinﬁ behavior: however,
the impad of the image of the place depicted in the cultural media of the destination
needs o be studied further.

Dwong et al. (HI22) examined the factors that influence the demand and interest of
dewmvestic tourists by suppaort the recovery of tourist destinations in the new normal era,
Partial Least Square-Structural Equation Modeling is used to predict the structural model
derived from a sample size of 695 valid questionnaires. The esults of this study prove
that there has been a significant increase in domestic tourists” travel intentions and their
willingness to support the revival of pest-pandernic tourist destinations, It is interesting
e mobe that a destination’s health risk image is no Ixmgh'r an irmprtant determinant of
travelers’ itimeraries; other factors, including attitude, financkal condition, and =ocial
media, significantly influence their fravel intentions and support for destination
regpening in a country under mormal conditions, [hls:snetia:.:l.ly, the research _v'il.-‘h:i.-\r
important results that contribute to post-disaster crisi= management and predicts the
behavioral intentions of karists that can influence the recovery of a tourist destination.
Practically speaking, this study also provides some important implications for sebullding
the domestic bourisen industry i a more resilient possible futune pandemic.

The third reference research is that of Tanina et al, (2022} These studies show thal
the COWID-10 P:nl:h.mi.c has increased the risks for rL‘a|:i:cin|5 tomarism and recreatiomal
potential, which must be considered when making management decisions. The
authorities of cross-border regions can use the research results toe adjuest tourism policies
under the current restriciions and the increased g,]ubﬂ risks, P-Hﬂ}':inﬁ mechanisms and
methods of territorial - planning  and management will depend on towrism  and
recreational potential. For regions with high and above-average potential, the emphasis
should be oon the participation in federal projects, developing cluster initatives. and
applying a diversification strategy. Aneas with medium and low Pathmtial should focs
on. domestic tourist flow, dL'U!.'I.I:l'F‘iJ!F :inbe'mc“imnl ciperation, and the strategy of
gaining a competitive advantage,
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2.2 Tourist Destination Image {TDH

According to Haider et al. {19%), the tourist destination image is “the sum of the
beliefs, kieals, and impressions people have of a particular place.” Meamwhile, Kotler and
Ceerter (2002} define tourist destination image as the number af people’s beliefs and
Impressions about a place;, The image represents a simplification of 3 large mernber of
associations and piecos of information that are linked to a place. An image s a product of
the mind trying to process and retrieve important information from many data points
about a place.

This definition relates to individual behavior, while other definitions recagnioe that
individual behaviors within a group can influence each other, From a marketing paint of
view, it is important to understand aspects of the image shared with other group
members. This understanding emables market segmentation and  facilitates  the
formulation of marketing strategies, For this reason, the definition of toarist destination
image pnrpm:'d by Lawsom and Baud (1977 includes both the image from a 'PL“:I'SI.‘!H!J
point of view and the image shared by the group. They define the image as the
expression of all ohjective knuwlrdw_-, impressions, 'Fu'tiudirnﬂ, imagimations, and
ermoticnal thoughts-of @ person or group in a given place,

Tourist destination image {TDD affects fourists’ travel decision-making, their
behavicr towards a destination, and the level of satisfaction and memory about the
experience. Therefore, the perceived image | the basis of the evaluation or selection
process . and thus pru\ridl:ﬂ the r\:lati:mﬂ'::i'p between medtivation and “md selection
(0¥ Leary and Deegan 20005),

According to Agapito et al, (2013), the measurernent of tourist destination image
uses the cognitivie-affective-conative model, namely:

1. Cognitive image

L Affective image

3 Conative image

2.3, Toerisme Kizk Percaption {TREP)

Simee the 19905, the concept of tourism risk perception has emerged. The perception
of tourism risk has received widespread attention from psychelogists and consumier
behavicrists {Senmez amd Graete 1596} The acadermic hnulxﬁnmnd i tourism nizk
perception is curnently studied in cognitive psychobegy, consumer behavior, and travel
sabety.

A.I:L'l"di.‘ll“ o Cud et al {2016, the concept of bnurism rigk prerception can be divided
Imiter three views, ramely: {1) Tourism risk perception {subjective) s the subjective fecling
of bmarists bowards the negative consegquences or negative impacts that MMy OccuT dur.ina
a trip. {2) Tourism risk perception (obgective] is an objective evaluation of tourists against
negative consequences or impacts that may occur during the trip. (3] Toursm rige
perception (cognitive) = a cognitive evaluation of tourists who exoeed the threshold for
the portion of negative consequenoes or impacts that may oocur during the trip,

Two dimensions determine the factors that influence perceptions of tourism risk
(Relsinger and Mavondo 2006; Kozak et al. 207, namely:

14. Subjective factors that affect tourism risk perception.

These are divided nto two categories: dl::mir;{rﬂphi.c variables and individual
cognitive abilities, Individual demographic variables include age, gender, educational
experience, academic ba.ckgmum], sowcial status, 3!_'11Braphy, education level, income, and
social experfence. Individual cognitive ability variables focus on lemperament,
[xrﬁunahty, emotions, views, values, cogmitive anl meta-cognitive, et Subjective factors
that influence perceptions of lurism risk ane {Ahmad et al. 20715k
a.  Women's sensitivity to travel risks are slightly higher than men's.

b, The similarity of culture and psychology and the spatial proximity of the
geogra phical posiion determine the beurism risk percoption.
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. The higher a persan's level of education the more frequently one s im contact with
the media, and the higher the class status the stronger the perceived risk level,

d. When peaple frust informative sources and institutions, thelr risk perception will be
sEronger.

& Urban residents have a stronger perception of risk than rural residents,

£, People's concerns, anxieties, and other emotions about travel risks can affect an
imdividuals” awareness of risk perceptions, whoroas undemi.:mdins individual travel
risks will abses affect their emotional intensity,

The objective factors that affect tourists' peroeptons of tourism risks refer to the Tisks that

rray gocur during a tour,

These factors con be summarized as the dimensions of oursm risk perception. The
reuslts oof the studies on the objective factors of tourism risk peroeption are often grouped
Imite five—seven dimensions, namely;
a4 Five-dimensional risk Px}'dnulngjﬂl rizk, fimancial risk, performance rizk, healih

risks, and social risk.

b.  Six-dimengional risk: pertormande risk, Ph].lsril.‘.tl risk, foamcial risk, 'p:i}'l.'hdusixal
risk, sacial risk, and time risk.

& Seven-dimensional risk: 'Ph}u:i.cal rizk, eronomic risk, equipment risk, social risk,
peﬁ}'l.ﬁ-:alusix.‘al risk, Hme nisk, and risk of mised opportunity.

Blesic et al. (2022} presented the objective travel risk through different factors,
eanging from 2 (physical risk and equipment risk) to 10 (equipment risk, financial sk,
health risk, ph}'sris:.ll sk, p-cr|il:i|:nJ rizk, social risk, satisfaction risk, time risk, errorism
risk, and PG:PL‘h(I{L‘Q{i.Cﬂl risk.

24, Icbemation to Vial

Traditionally, destinations are well-defined geographic areas {Buhalis 2000; Hsu e
al. 2009 Blaseo ek al . 2016). There are mhnrundemﬁndin&unf desttinations as Fmdu:r.-: or
brands {Hsu et al. 2009 Smallman and Moore 2000 Blasco et al. 2006k Others sugmes]
that destinations are comples, unique products, or even a portfolio of produds and
services consisting of an area’s climate, infrastruchre. superstructre, and natsral and
culuaral attribastes,

Jazsen-Verbeke (1986} categorized the elements of a tourist destination as primary
{activities, physical settings, and sectalfcultural attributes), secondary (catering and
shopping), and additional {accessibility and tourist information). Meanwhile, Mill and
Muorrison {19921 stated that destinations include attractions, facilities, infrastructure,
transportation, and hdetaJi:ly. Mennwhile, Buhalis (2CHNN) s ied there are 3ix important
components of a destination: attractions, accessibility, facilities, available packages,
activities, and additional services. Howewver, Holloway et al, {200%) stated that there are
mly three core elements in o desbAration's success in attracting tourists: attrachons,
facilities, and accessibility, Meanwhile, according to Moutinho { F987), the elements in the
success of a destination in attracting tourists are costs, atiractions, facilities, travel
opportunities, travel arrangernents, and  travel information. These elements and
attribades inflence tourists' decizions in choosing tourist destinations in - slightly
different ways.

2.5, Resewrch Mode!

Figure | lustrates that tourist destination fmage affects tourist risk perception and
also influences intention to visit In addition, towrist destination image influences the
intention ta visit through the tourist risk peroeption,
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Figure 1. Rescarch Mode.

2.6, Hypobhesis

Wang et al. {2020} in their research proved that the percepton of tourism risk had
beer shown to have a significant effect on ourist decision-making behavior; however,
the impadt of the image of the place depicted in the cultural media of the destination
needs to be studied further. There s a positive amd sigmiticant impact between the vahae
of the destination {destination image) on the decision te visit, and there is a positive and

significant effect om the perception of risk on the decision to visit kourism destnations.

H1. Towrist destamation image (TON signifconily affects b risk perogption (ITRP) i the
bowrism dratuztey iv the new moramal era jre East fova,

7 Based on the research results of Shafiee et al. (2022}, destination image has a
ﬁpiﬁmﬂt and pesitive effect on the owverall image, and the pverall image has a
significant and positive effect on satisfaction, Intenton to revisit the destination, and
word of mouth, Furthermaore, the results of the research comducted by Lestari et al, {20049
showed: (1) The destination image has no significant effect on the interest to return b
wizit; (2) The destination image and it perceived value have a significant and positive
effect on the sabisfaction of tourists; (3] Perceived value and the satisfaction of tourists
have a significant and positive impact on the interest 1o return to visibon the attractions,

HEZ. Towrist destimution imuge (TDD significantiy affecks dhe interest i visiting e fourisns
indestry in B vene soronl eng dn East o,

In their research, Abidin et al, (2022) proved that tourism knowledge and risk
attitude are positively related to the visit intention; however, the percelved health risk i=
negatively related. The significant positive relationship between tourism knowledge and
ecotourist visit inbention is mediated by percoived health risk and risk attitude. However,
Cahigas et al, (HE2) in their research alse prove that hedonic motivation had the highest
direct effect on tourist traveling intention, attitude, and COVID-1% safety protocols,
Meanwhile, social media influence, perceived behavioral control, and subjective norms
were insignificant to tourists” intention to travel during the COVID-19 pandemic.

H3, Perceptions of fowris sk lo COVID-19 sigrificmrtly affect the ffention Yo visit the bourism
r'eru'n.‘r_u i the newe pornndl erain East foo,

In their research, Duong et al, {2022) proved that there has been a sigmificant increase
in domestic tourists’ travel intenbions and their willingness b suppart the revival of
post-pandemic tourist destinations, It k= inberesting toe note that the health risk image of a
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destination i=s no longer an important determinant of travelers’ itineraries, while other
factors, induding attitudes, financial conditions, and social media, significantly influence
their trave] intentions and support for the reopening of destinations in mew countries
under normal conditions.

H4. Towrist destinalion wmage {TE fnvs a sigaifioant effect on e intertion bo oisit throwgh the
perception of the risk of COVID-19 o e tourisn indsstry dn tee newe norsl enin Eest feva,

3. Research Methods
3.1, Resenrch Design

The t:rp&uf research used in this research is guantitative research, The quantitative
research method is a type of research whose specifications are systematic, planned, and
structured from the start to the creation of the research design.

3.2, Warfable Operatinaal Defaition
15. Tourist destination image (T}

Teasrist destination image (TDI] is an image of a tourist destination. Agapito et al.
(3] measured theimagu of a tourist destination using the uuﬁni:ri've—\aifefﬁ\'u—uma-ﬁvr
madel: cognitive, affective, and comative

Tourism Risk Perception (TRIY)

It ks & perceived risk by toutists when visiting a towrist destination. This variable was
rresastred I:y {Anderson and Mansi 20089; Fomel] 2001} Pih_\.!:iml rigk, fnamcial risk,
performance risk, psychological risk, and security risk.

Th.  Imtention to vised

Somenne imtends to visit a bourist spot. This variable is measured by [Chin et al.
2015): self-congruity, attitude, destination image, and perceived quality

3.3, Prate Types and Sowrres

The data sources used by the researchers in this study were primary data sources
vibtaimed I:I_'.' distributing questionnaires di‘n:cﬂ}' hsmpundunb. and alzo :cl:undar:,' data
souiroes obtained through notes related to the research topic, The type of data wsed in this
remearch consists of quantitative data types in the form of numbers and qualitative data
types in the form of nades that are relevant to the research

4. Dake Mensureniend

Researchers in this study wsed a Likert measurement scale, With a Likert Scale, the
variables to be measured are translated inlo varable measurerments. Then, thess
reasurements are used as a starting point for compiling instrument items, sabements, or
questiong in the questinnnaine. The arswer to each instrument item uses a Likert Scale
witha grade from very megative to very positive, with a score of 1-5,

3.5, Populntion and Research Senrple

The research population conzists of residents whao live in the East Java Province,
thus, the sampling for this study was 200 people. According to Hair et al, (2010, p. 137)
the sampling technique wsed = random sampling, which takes a random sample of a
determined  population and sugpests an appropriate sample size between 100-200
respondents inorder (o wse Interpretation estimation with the Structural Equation Model
(SEM). The sampling technique uses simple random sampling, which is also called
ample mndom sampling, which = a sampling technigque that provides  squal
opportunities for each member of the population to become the research sample. The
characteristics of the na:np]c in this :l:ud:rI were: residents in East In\'a. minimum age 21
years, understood COVID-19, and were interested in visiting a tourist destination
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A6, Date Analysis Teclorhe

Diata processing was carried out after the distribution of the questionnaire met the
mplkmrrwnt:hufﬁcimr}l. The mitial step was bo recap all questionnaire dada in Microssbt
Excel. Then, from the data summary, the average of each indicator was searched. Then,
the average results were processed again with SP55 software to ook for the data’s
normality, \.-aJi.di.t}-. and mliabi]'n}'. The next shep was bo fest whether the results were
riormal o et IF they were not normal, data retrieval was carried out to correct abmormal
data. The mext step wis e bemit the 'ralidit]r. If the resaalt was invalid, then the invabid ibems
were [=zmd. The next step was the reliability test If the resulls were not reliable, the
unreliable items were excluded, [f these three steps wene appropriate, them it could
prml:d to SEM [Smlrtunl Equal:im Mudelingldnla processing.

4. Amalysis and Discussion
4.1, Choracleristics of Respondenbs
1. Hesidents of East Java

Based on the research results, it can be seen that the number of respondents whin
woere pesidents in East Java was 200 (10095G), This meant that all respondents in this study
hid met the criteria st b}' the researcher so that daka analy:i: cam be combinued.
2 Minimum Age of 21 Years

Ther research results showed that the number of respondents who were at least 21
years old was 200, with a percentage of 100, This meant that all respendent=in this study
hiad moet the criteria set hy ihe researcher so that data analysis con be contimaed.
1 Understanding COVIT-19

The pesults showed that the number of respondents who understood COVID-1% was
3'.ID]:||:~:|PJ|.- {10R). This meant that at[mﬂpmdents lived in Sur.thuya. Thus, data '.lnnl}'xi:.
can be continued
4. Have an Inberest in Visiting a Tourist Destination

Th results showed that the number of respondents who were interested in visiting
a tourist destination was 200 (100} This meant that all respondents had an interest in
visiting o tourist destimation, Thus, data analysis can be continued.

d2. [)qa'_':fpfr'ur Shahishics of Resenrclr Variahies

Descriptive statistics explained the average value of respondents for each indicator
af the research wvariable. The average value of the amswers was grouped imto five
carterories, as shown in Table 1. The research category of the averape value was used ko
assess  the respondents’ answers to each research  indicator. Furthermore,  the
respondents’ answers were evaluated for each variable by using the assessment criteria,

Table 1. Average Interval of Kesearch Varables

Interval Mean Score _ﬂdumﬁ.«m
1.00—<180 Strongly disagres
180 —<26 Do st apree
260 —=3.40 Meuirl
340 —<4.20 Agnoe
42{1—=51x Shunglv e

Searee: data provessed,
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4.3, Towrist Desttination Image (TN Descriptine Shatistics

Based om Table 2, the average value of the tourist destination image (TDI) variable
was 38h, with an avErage standard deviation of 1.819, The rr*.-pemd-unt':i amswer to the
warrist destination image (TDD was “Agree”. The effective image ndicator had the
highiest mean value of 3,91 compared to other indicators. Meanwhile, the conative image
indicator had the lowest mean value of 3.76

Talle 2, Tourist Desbivadion brage (TIN) Descripdive Skabistics

M Statement Mean [!';l;r::];:d;‘ Dascription

1 Cognitive image 3.90 1.532 Agrroe

2 Affective image 391 1.714 Agrres

3 Conmative image 376 1.E13 Agrew
Blean 3,86 1.E1% Agree

Seuroe: Dhatn processed,

4.4, Towrism Bisk Perception (TRFP? Descriptine Shntistics

The tourism risk perception {TRI') variable was measured b five indicaturs based
on research results {Table 5), The average value for tourism rsk perception (TRP) was
392 with an average skancdard deviation of 12461, The r\usl:ulndunt’x arswer ko tourism
risk perception {TRF) was “Agree” The financal risk indicator ad the highest maan
witlue cumpared o other indicators, which was 479, Meanwhile, the security risk
Inddicator had the lowest mean value of 3,58

Table 3. Towurism Risk I‘(-n:upnml [TRP) Descripdive Stakistics.

Skandard

Mo Statement Mlean Deviation Drescription
1 Physical risk 443 1.327 Agree
2 Financial risk 4. 1.m7 Agrree
3 Performance nsk 4.71 1.248 Agrew
+ Psvichiolaghcal risk X 1.386 Agriee
5 Security risk 1.58 1,085 Agree
Mean 4.6 1.215 Aygrres

Souree: Dhetn, procesed,

4.5, Descriptive Shakishics of Dntendion 1o Visit

Based on Table 4, the variable of intention to visit in this study was measured using
four measurements, The average scoce of respondents” answeers o the wariable of
intenbicon to visit was 408, with an average standard deviaticn of 110 This proves that
the scote of respandents" answers to the intenbon to visit was “Agree.” Meanwhile, the
destination im.:“u had the .'llilqht::d ayverage scuns of .28 {agrec) ullmpamd to wther
rreazurements, Meanwhibe, the attitude measurernent had the lowest soore of 187, 1f the
decimal was rounded up, it would become 4 {agree).

Talle 4. Diseriphive Statishics of fdention b Visit

Stanclard
Mo Statement Mlean Beitation Description
| Self congruity 4.01 1.107 Ao
2 Attitude LAT 1145 Agring
3

Drestination imags 4.3 1.141 A
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415
[N

L1136
1.108

Perasived guality
Mian
Soure: Dhetn, procssed,

Agrree
Agrres

5. Drata Analysis
5.1, Valiclity Teat

The validity test in this study (Table 5) was carried out on all indicators of the
resedarch varables, which amounted to 12 indicators. The research results show that all

indlicators had a Fvalue greater than 196, thus, itcan be sald that all indicators were valid
amd feasible boouse.

Table 5, Validity Test Results

Wariable Imdicator t-Value Cut O Vialue Drescription
" i Xl 1.0 Reference Valid
T"";J'IZZE:”T‘D“;""" N2 15,35 1% Valid
X3 15,90 =1 B Walid
1.1 1.00 Reference Walid
Tuarisn Risk ¥1.2 14.46 =1 .5 Walid
it Y1.3 .66 =156 WValid
PeTEITRE] ¥4 11.20 =108 Walid
1.5 12.07 =156 Valid
Y21 1101 Reference Valid
Dttention to Vi 22 1210 =19 Valid
Y23 13.37 =196 Valid
Y24 13.70 =1.5% Walid

Srarce: Diata, processed,

5.2, Retwlnfity Test

Bagoezzi and Yi (1988) stated that the cut-off level for saying that composite
reliability was quite good was (L6, The reliability test used mbormation on Joading
indicators and error variance obtained in the completely standardized solutions section,

The results showed that all of the variables” Construct Reliability (CR) was higher
than 0.6 (Table &) Thus, it can be conclisded that all reliable variables were latent
comstrscts, meaning they were worthy of further :u:a])':iin.

Table . Beliability Test Results.

Variable CR Curd O Dhescription
Towrist Deslination mage (TDL) 0,89 e Reliable
Tourism Risk Percephion (TRP) 091 Hlh Riliakli
Intendion to Visit 086 e Reliaile

Searee: Chitan, prooesad,

5.3, Novorality Test

The nesrrmality test in this study can be seen from the output of the skewness and
kurtosis section, which is processed using the LISREL application

The resulbs of the multivariate distribution nml}sis showeed that the data obtained in
the study wis normally distributed (Table 7,
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Talle 7, Multivariste Nommality Teat Resulis

Skewness Kurtosis Skewness and Kurlosis
Value Z-Score  p-Yaloe Valoe  Z-Score  p-Value Chi-Square  p-Value
S4.186 [ (1.957 1564631 .12 L.91e ILiH L9495

Source: Drata, ptmmmd.

Based om Table 8, it can be seen that the assumption of nurma]:il:}' was net mel
because tha p-value was less than the cut-off set at 0,05

Table 8, Unavariabe Mormality Test Bl

Skeneness dan birbosis

Indicater Chicsqaan: Value Drescription
X1 10465 DODS Mot mormal
X2 1130 0004 Mot mormal
X3 14.08 DS Mot mormal
¥1.1 1080 0.4 Mot mormal
¥1.2 6.23 DI Mot normal
¥1.3 326 119 Mot mormal
Y14 (121 [LE9 Mot mormal
Y15 1154 1T Mt mormal
¥2.1 15 D37 Mot mormal
Y22 1323 noo3 Mot moemal
Y23 a.al D058 Mot mormal
Y24 5.69 0.04 Mot mormal

Sparce: Dhata, processed.

5.4, Cograll Moddel Fit Test

Based on the overall model test result= in Table % METand BFI had a cut-off value of
0.9 (good fit), In contrast, KMSEA had a cut-off value of <008 {close fif. AGFL IFL and
CFI were in the marnginal fit category because they had a cut-off value of 09, and GFI had
a cut-off valse of (8%, which was 08 GFLOLA, thus, it was in the appropriate category

From the various tests of the overall .‘\-uihbiﬁl'y of the medel, it can ke concluded that
the research mode] proposed in this shedy is acceptable. The research model can predict
the effect of each independent variable on the dependent variable.

Table &, Fit Model Test,

Muodel Testing Value  Cutof Value Diescription
Goodmess Of Fit Index (GFI) sy L Fit
Adjusted Goodmness Fit Of Index (ACFD 087 =149 Marginal Fit
Mormied Fit Index (MEL} Lkl =19 G Fit
Incremental Fit Index (IF1) D36 =9 Marginal Fit
Comparative Fit Indes (CFD naz =149 Marginal Fit
Relative Fit Index (RFI) 093 =09 Good Fil
Root Mean Square Error Of " .
ﬁpmmim:'::’m (RMSE) s <A1 Clome fit

Soairee: Dhadn, proossed.
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5.5, Strvictural Equiation

Y1 =054 = X, Errorver, =018, R1= 052

fi09) (003)
153 T
YI=060=¥] + 173 = X, Errorvar, = 0048, R ={LED
Wy ) AL
ER L] Al 4.73
Samiriae Dlata, processisd.

Based on these structural equations, it can I:lemcpla.ined ax follows
Wl ={L84 = X Ecrorvar = {018, B2 = 092

(L) {03 m
1093 704
W2 60w Y1« 073 = X, Errorvar = (1048, R = 159
oy ke s [}
516 641 475

This equation explains that the tourist destination image (TD1 had a positive eftect
om the intention to visit with an estimated value of 0.73, and the touri=m risk perception
(TRP} had a positive effect on the intention to visit with an estimated value of 065,

S8, Rescorch Hypotfresis Testing
Table 10 shows the results of ﬂ:l:h\"puthm.iﬁ testing in the study, as follews

L The loading factor value of variable X b Y1 was 0087, while the t value was 4,83
Based on the provisions, the calculated 1 vahue was 1.9, These results indicate that
the tourism destinaion image variable (TIN) had a positive and significant effiect on
the tovsrism risk perception variable (TRE),

1 The leading factor value of the tourst destination image (TDI) varakle to the
intention b visit was 079, while the t-vabae was 10019, Based on the prowisions, e
t-value of 1.9 shows that the tourist destination image (TD} varable had a positive
aned significant effect on the intention tevisit variable.

3. The |.<u|:|:inﬁ factor value of the tourism rizk perception {TRF} variable to the intention
to visil was 0.7, while the t-value was 523, Based on the provision that the t-value
was 196, it can be stated that the tourism risk perception (THF) variable had a
positive and significant effect on thesintention to visit,

1 The kmding facter value of the fourist destination image (TDI} variable to the
intention to visit through tourism risk perception {TEP) was 0.58, while the tvalue
was 4,15, Based on the provision that the t-value was 1%, it can bo stated that the
tourist destination image (TDE) variable had a positive and significant effect on the
imbention to visit through tourism risk perception (TREF).
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Table i Hypothesis Test Risulis

Hypothesis Relationship Pattern Laading Factor Bt Cit-off Valwe  Description
Tomnst Dieatineton Dnnrge (TR
He -+ D87 483 1% Bcip:u'ﬁ:.:nt
Tourtsm R.wk]"rn'rpfl‘m (TR
Tounst Destimetun Limage (TDLy
Hz  J 7 114 1.9 .‘iig;!'iﬁr.ani
Intematiean b Vistd
Tonertam Rigk Perception (TR
Hia > 74 523 1.9 .‘iianiﬁr.—.:nt
Toterston b Veard
Tenrrist Desdineetion fovege (T}
+
Hi Tenrism Risk Perception (TRP) 1158 419 1.5 Significant
a

Diteraticon fo Visit

Source: Data, processied.

. DHscussion
.1, Turrist Desitimehon JHJNE{"TD” Aﬂim’x Touirizm Rigk Tervephion ﬂ'ﬂ-’}qfcﬂ'l."]'ﬂ-]g

The descriptive statistic of the tourst destnation image (TDM} variable had an
average mean of 136, which meant that most wwﬂml: agresd with these indicators
for measuring the tourist destination image (TDI) variable, Meamwhile, the tourism risk
perception (TRP) variable had an average mean of .28 Most respondents also agreed
that the indicators messured the Worsm risk perception {TEF} variable. The variable
indlicators of teurdst destination image (TDIp were cognitive, affective, and comative
images. In contrast, the bourism risk perception (TREY variable measurenments were
phys=ical risk, financial ri=k, performance risk, paychological risk, and security risk,

The results of the hypothesis testing prove that tourist destination irage (TD8) had a
positive effect an touri=sm risk perception ( TRF), with a leading factor value of (W7 and a
tvadue of 4.B3 = L9 It can be interpreted  that the ]ligh:r the e af a tourist
destination, the higher the risk perceived by potential tourists, The results of this study
are interesting, becawse COVID-19 is very dosely related 1o the density of visitors in
boarist d estimations with a high image. Thersfore, the dl‘:nn't:p of visitors impacts the risks
perceived by potential tourists,

The pessults of this st‘udr support the results of the previoues résarch conducted hy
Wang et al. (2020, indicating that there is a positive and significant impact between the
vitlue of the destination {destimation image}), the peTception of risk, and the decision b
visit tourism destinations,

6.2, Towrist Destimetion dmage (TON) Affects Intention fo Visit

The descriptive statistic of the tourist destination image (TDI) variable had an
average mean of 354, which meant that most respondents agreed with the indicator for
measuring the tourist destination image (TDE) wvarable Meamwhibe, the variable
imtention to vidt had an average mean of 408, which meant that most nscp-mldmh
aggreed with the indicators for e sring the variable intention to visit, The indicators for
the variable tourist destination image (TD1) were: cognitive image, affective image. and
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comative image. The warlables for intention to wvisit were: self-congruity, attitude,
destination image, and perceived quality.

Thee results of the hypothesis testing prove that tourist destination image (TEH) had a
positive and significant influence on the intention b visit with a leading factor value of
07% and & f-valuve of 10,19 = 1.9, meaning that the higher the tourist destination image
(TOHp the greater the imtention to visit In other words, the interest of potential tourists
wisiting a desctination will be higher if the image of the destination is also high,

The resultz of this study support the results of the previous ressarch conducted by
Shafiee et al. (2022). The nsearch results showed that the destination image had a
significant and positive effect on the intention to revisit a destination. However, this does
not support the results of the previous research conducted by Lestari et al. (2019), The
destination image had no significant effect on the inferest in returming to visit,

6.3, Tourism Rigk Perception (TRE} Affects Intenbion Jo Visié

Diescriptive statistics of the toursm risk perception (TRP) variable kad an average
mean of 428, which meant that mest EI:I-‘PL‘IHdEnti ng:n:cd with these mdicators e
rreasure the tourism risk perception (TREP) variable, Incontrasl, the descriptive statistics
oof the intentiom ky visit variahle had an average mean of 4.8, meaning that most of the
respondents agreed with the indicator to measure the variable of intention to visit.

The hypothesis test results proved that the murism sisk perception (TRIY) of
COWI-19 had a positive and significant effect on the intention to visit with a loading
factor value of 0,74 and a f-value of 5.23 = 196, The results of this study are interesting
because they prove that if the perceived risk of potential tourists toward a destination is
higher, the intention to visit the destination will also be higher, This is because the risks
that may oocur have breen realived.

The mesults of this study do not support the mesults of the previous research
conducted by Abidin et al, (2022), which proved that perceived health risk is negatively
related to the wisit intention. While supporting the resuls of the previous research
conducted by Cahigas et al. (2022), perceived behavioral control is insignificant te
boarists” intenition to travel during the COVID-19 pandemic.

.4, Towrist Destfinetion Image (TON Affects Tntyntion to Visit fiecugh Toursm Risk Parception
of COVID-T9

Based on the results of the hy pothesis testing in Takle 10 it can be seen thal tourist
destination image (T} atfects intention to visit threugh tourism risk perception (TRI")
with a loading factor value of .58 and a -value of 4.19 > 1.5, The results of this shedy
prove that the perception of potential visitors to a tourist destination during COVID-19is
an intermediary between the influence of the image of a tourist destination and the
imterest of p-c:-benr'ral wisdtors o a tourist destimation, This proves that thes purception of
potential visitors to the risk of COATD-19 is a vartable worth considering

The results of this study support the results of the previous research conducted by
Dunng, et al. {2022}, Their research and that there had been a significant increase in
domestic tourists’ travel indentions and their willingness o support the revival of
pust-puudumi.chmrist destinations,

7. Conclusions and Suggestions
7.1, Conclusinns

Based om the results ot the discussion, the conclugions of this shidy are: {1) Tourist
destination image {TDW) significantly affects tourism risk perception (TREF) in the tourism
imlu.ﬂr}' in the new normal eta in East Java Thos, h}'P-tlthegis 1 of this xlud}' % accepted,
(2} Towrist destimation image (TO} significantly affects the intention te visit the towris=m
indusiry in the new normal eta in E:ul_lavn. Thus, h)"Pul'hl:ﬁi.-l 2o this :h.ld)- i% mtph:d.
(3} Tourism risk perception (TRF) of COVID-19 significantly atfects the intention to visit
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the tourism industry in the new normal era in East Java, Thus, hypothesis 3 of this study
is accepted, {1} Tomsrist destination image (TIM) significantly affects the intention to visil
thepugh tourizm rsk perception (TRP) of OOVID-1% in the tourism industey in the new
normal era in East Java, Thus, hypothesis 4 of this study i= accepted. (5) Tourist
experience al the destination has proven important in explaining behavier during and
after the trip. The behavior of potential fourists is influenced by: economic, sedocultural,
and envirenmental factors (Gao et al. 2021 I the manager of a ourist destination pays
attention to ethical aspects, it will benefit the business itself because it will determine the
ethical image and reputation of the destinabion. The g is an emational reprisentiation
of potential towrlsts boward tourist destinations, and & perceptive/cognitive evaluation of
potential tourists, which refers to individual knowled ge about tourist destinations. The
perceived athics of tourist destinations will assist potential tourists in forming cognitive
evaluations and, therefore, will determine potemtial tourists' behavioe, These ethical
comsideratioms will affect the irmage and added value of tourism destinabions. Tourist
interacticne with other people at the destination will determine emotional salidarity,
satisfaction. and likelilood of revisiting.

. Suggestion
1. Academic Advice
For academics and other researchers in the future, this research iz expeched o b

used as madingfreference material if researching matters related to tourist destination
image {TUI]. fourism risk perception [THRP) af COVID-19, and interion to visit

2.2 Practical Advice

Based on each of these research variables, P‘r.u:timl sugpestions foor the managers of
tourst destimations im East Java are: {1} Tourist destination image (TDI). In the mew
normal era, ATARETS of tourist destinations most mmprove the mage of tourist
destinations that proside a sense of security and comfort for pelential wisitors because
prispective visibors have a Enirly gl:s-cxl understanading of the risks rhry fave from
CONTD-19, §2) Towrism risk perception (TRE) In the new normal era, managers of tourist
destinations must be able to suppress the perception of potential visitors to the risks of
CONTI-19 that may be faced in crowds. This is Perfm'mud sav that potential visitors feel
safe and comfortable when they are ina crowd, (3} Intention to visit, In the new normal
era, the managers of waurist destinations must seek to increase the interest of potential
visitors to toutist attractions by improving their image and festering a positive
perception of the risks of traveling in the new era of COVID-19.

&, Limitations and Future Research

The limitation of this :thldy:i.'lﬂul: it did not conduct an i.'n-depth test of the ditberent
attitudes of cach person toward risk, Therefore, this kind of research is suggested to
perform different tests oneach person’s attitude toward risk as 2 moderator variable.
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