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September 201 2021.  All of the factors that cause happiness, one of the important factors that

Published: Septem- need to be explored in determining the happiness of foreign tourists is

ber 30" 2021 the eudaimonic value. For tourists, this eudaimonic value is related to
various aspects of tourism services in the context of achieving happi-
ness. Despite this, the effect of this eudaimonic value in particular on
service products, satisfaction and happiness of foreign tourists when
traveling to Bali is not yet clear. Having the background, the objective
of this study is to prove the effect of eudaimonic value on product ser-
vices, examine the effect of eudaimonic value on tourist satisfaction,
prove the effect of product service on tourist satisfaction, and examine
the effect of tourist satisfaction on the psychological happiness of for-
eign tourists in Bali. This study took a sample of 171 respondents,
namely foreign tourists who traveled to Bali. The analysis method uses
SEM (Structural Equation Model). Based on the results of the analysis,
the research findings are as follows: the value of eudaimonic has a posi-
tive and significant effect on the service product, the value of eudaimon-
ic has a positive and significant effect on tourist satisfaction, the service
product has a positive and significant effect on tourist satisfaction, and
tourist satisfaction has a positive and significant effect on tourist psy-
chology well-being. Based on the results of the four tests, these findings
can formulate a model of eudaimonic tourist happiness in Bali which is
acronymized with the term MTES (Model of Tourists Eudaiminic Hap-
piness). The conclusion of this research is MTES which covers the hap-
piness of foreign tourists in Bali consisting of aspects of eudaimonic
value, the service product, tourist satisfaction, and psychology of tourist
well being. This study has limitations in terms of the number of test var-
iables because there are still relatively many variables as determinants
of the happiness of foreign tourists who travel to Bali. For this reason,
further research is recommended to test with other foreign tourists vari-
ables such as the characteristics of foreign tourists, length of stay, and
the desire to visit again to test the happiness of eudaimonic tourists in
Bali.
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INTRODUCTION

Background

The relationship between happiness
and tourists is interesting to study consid-
ering that all tourism activities carried out
by foreign tourists certainly want happi-
ness. As Hanh (2005) review; Old (2009);
Liu (2013); Prama (2013) which states
that the main goal of humans is to achieve
happiness. Even Stone (2012) explicitly
reviews that traveling is a search for the
experience of happiness. For this purpose
of happiness, tourists are willing to spend
relatively large money and travel long
distances, because they only want to find
or get happiness.

Regarding the happiness of travel-
ing, there are several studies that have
been carried out by several researchers.
For example, Xiong (2011) reviews the
happiness of tourists in ethical and psy-
chological approaches. Filep & Deery
(2010) explores tourist happiness associ-
ated with positive emotions. Bimonte &
Faralla (2012) examines the types of tour-
ists who compare the happiness of tour-
ists in Meremma lItaly. Furthermore, Cor-
vo (2011) reviews the happiness side of
tourists in the realm of global tourists. In
addition, another study that reviews tour-
ist happiness was also carried out by Gil-
let et al. (2016) who examined the rela-
tionship between photography and the
level of tourist happiness. Filep (2008)
measures the level of tourist satisfaction
with a happiness approach from a positive
psychological perspective. McCabe &
Johnson (2013) explores tourist happiness
from the determinants of happiness in
terms of subjective (personal) happiness
and social tourism. Nawijn (2011) exam-
ines the determination of tourist happi-
ness when traveling. Chen & Li (2018)
focuses on the study of tourist happiness
(inbound tourism) which is associated
with the level of community happiness.
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Pearce (2009) explores the study of tourist
behavior associated with happiness based
on a positive psychological perspective,
and Matteucci & Filep (2017) examines
the happiness experience of eudaimonic
tourists.

The importance of meaning of tourist
happiness in the current era and the high
interest of researchers to study happiness
seen from of tourists and tourism perspec-
tives. Therefore, it is important to conduct
the research on the topic of tourist happi-
ness in Bali. In the case of the happiness
of foreign tourists in Bali, there are theo-
retical and empirical discrepancies from
the perspective of foreign tourists' happi-
ness. On the one hand, foreign tourists
who come to Bali, the main goal is of
course to achieve happiness through trav-
eling. However, it turns out that there are
unscrupulous foreign tourists who actually
do actions that are not in accordance with
the goal of happiness. For example, there
are foreign tourists who commit criminal
acts and misbehave while traveling in Bali.
Firstly, the proof can be seen from a for-
eign tourist who came from Italy slept in
the storefront located in Gang Benesari
Kuta (Bali Post, 2020). Secondly, a for-
eign tourist named JJYC, a Danish citizen,
set up a tent in the Kuta beach area
(Kumparan.com, 2020). Third, Tribun-
travel.com (2019) also noted a number of
deviant foreign tourists' behaviors and be-
came viral in the media, such as: foreign
tourists fighting in Crystal Bay, Nusa
Penida Klungkung, an Australian foreign
tourist carrying out a mugging in Canggu.

Having gap between the expectations
of foreign tourists' happiness which is con-
tradictory to the case of foreign tourists in
Bali as described above, therefore, it is
important to explore more deeply about
what and how the real happiness of foreign
tourists while traveling in Bali. This study
specifically, examined the happiness of
foreign tourists from the aspect of the eu-
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daimonic happiness of tourists in Bali,
which consists of: (a) how is the influ-
ence of the eudaimonic value on product
services in Bali. (b) how is the effect of
the eudaimonic value on tourist satisfac-
tion in Bali (c) how is the effect of the
eudaimonic value on the satisfaction of
foreign tourists in Bali, and (d) how is the
effect of tourist satisfaction on tourist
psychology well being.

Research Objectives

There are two objectives in this re-
search, general and specific objectives.
The general objective is to gain new
knowledge about the happiness of foreign
tourists who travel to Bali, in particular
from the perspective of eudaimonic hap-
piness. Meanwhile, the specific objectives
of this study are (a) to prove the effect of
the eudaimonic value on the service
product in Bali. (b) to prove the effect of
eudaimonic values on tourist satisfaction
in Bali (c) to prove the effect of the ser-
vice product on the satisfaction of foreign
tourists in Bali, and (d) to prove the effect
of tourist satisfaction on tourist psycholo-
gy well being.

LITERATURE REVIEW

Eudaimonic

Initially, eudaimonic was intro-
duced by Aristotle who clearly revealed
the great ideas of Socrates and Plato
which stated that the greatest good in life
is eudaimonic which includes happiness,
pleasure, and virtue (Bauer et al, 2008).
Furthermore, according to Ryan & Deci
(2001) eudaimonic is a reformulation of
Aristotle's great thought which is related
to pleasure and psychosocial meaning in
the form of emotions, motivation, person-
al development and individual relation-
ships with others. Bauer et al. (2008)
again added his opinion that eudaimonic
happiness is often equated with the mean-
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ing of a good life. Eudaimonic is defined
as the full and complete achievement of
one's potential in one's involvement in an
activity that is inherently meaningful and
meaningful. Steger et al. (2008). Eudai-
monic behavior has a stronger relationship
to a person's well-being. This eudaimonic
behavior is correlated with one's well-
being (happiness) (Steger et al., 2008);
Steger et al. (2008). Meanwhile, according
to Huta & Waterman (2014), simply eu-
daimonic has dimensions including:
growth, meaning, authenticity, excellence.
Furthermore, Steger et al. (2008) again
stated that eudaimonic behavior includes
those who volunteer (volunteer), make do-
nations, write future goals, express grati-
tude both orally and in writing, listen care-
fully to other people's points of view, be-
lieve in others, persevere to achieve wor-
thy goals even when they encounter obsta-
cles.

Ryff (1995) stated that this eudai-
monic limit is being equivalent to the theo-
ry of psychology well being (PWB). Ryff
(1995) introduced the PWB theory which
consists of six dimensions of psychologi-
cal happiness, namely self-acceptance,
positive relationships with other people,
autonomy, environmental mastery, pur-
pose in life, and personal growth. Ryff's
PBW theory is the result of conceptual
references from various sources and re-
searchers. For example, Ryff (1995) re-
ferred to Maslo's findings about self-
actualization. Erikson found the model
"Erikson's model of the stages of psycho-
social development". Erikson in his re-
search discussed a lot about personal de-
velopment. Furthermore, referring to the
findings of Buhler who was able to formu-
late basic life tendencies, Roger discov-
ered about a fully functioning person, Jung
discussed specifically and comprehensive-
ly about individuation, and Jahoda found
the formulation of positive criteria of men-
tal health, and other expert findings (Ryff,
1995).
e-ISSN 2407-392X. p-ISSN 2541-0857
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The search for eudaimonic meas-
urements in tourism contests is relatively
complex. This is in line with the thinking
of Huta & Waterman (2014) which states
that eudaimonic is a very complex idea.
To anticipate so as not to cause confusion
in the interpretations of Huta & Water-
man (2014) and bias in the presentation
of data and results, research on eudai-
monic tourist happiness in tourism should
adopt a concept known as non-hedonic.
Furthermore, according to Lee & Jeong
(2019), the limitations of eudaimonic var-
iables in the tourist experience are sum-
marized into 4 aspects, including (1)
meaning, (2) self-connectedness, (3) a
feeling of accomplishment, and (4) per-
sonal expressiveness.

The Service Product

Experts have revealed many re-
views about service products, one of
which is (Rust & Oliver, 1994). He re-
lates there is a relationship between prod-
uct service and service quality. According
to (Rust & Oliver, 1994) states that in
service quality there are three dimensions,
one of which is product service, while the
other two are service delivery and service
environment. In detail, service products
are services designed by service providers
by packaging in such a way that the ser-
vice becomes attractive in the eyes of
customers (Rust & Oliver, 1994). This
service product concerns product specifi-
cations and service targets. In product
service of a business, managerial role is
so important in introducing service prod-
ucts which are usually equipped with at-
tractive features and easily recognized by
customers. In addition, service design is
directed at the interests and expectations
of consumers. This is obtained from an
experimental effort to find out which ser-
vices are considered the most important
by consumers. Rust & Oliver (1994) add-
ed that good product service also requires
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the implementation of Quality function
deployment (QFD) and Hauser &
Clausing, 1988 through the implementa-
tion of service quality functions. The ap-
plication of QFD is very important be-
cause the variety of service products and
creativity in combining service attributes
will be easy to obtain. QFD has particular
benefits in designing new service products
which are generally done by combining
conservative products with extensive ser-
vice efforts.

If the reviews of the service products
above are related to tourism, tourism actu-
ally also requires a variety of service
products that are attractive to tourists. In
his article Smith (1994) stated that the ser-
vice products associated with tourism, en-
titled the tourism product. According to
Kotler (1984) in his article Smith (1994)
stated that, explicitly tourism products are
not only physical objects but also part of
services, staff, places, organizations and
ideas. Likewise, the findings of Medic and
Middleton (1973) in their article Smith
(1994) stated that tourism products are a
cycle of activities, services, and benefits
that constitute the overall tourist experi-
ence. Furthermore, the components to
measure it are tourist attractions, destina-
tion facilities, accessibility, image and
price.

Another view according to the theory
of Jefferson and Lickorish (1988) in Smith
(1994), provides another argument regard-
ing the components of tourism products
related to services. Jefferson and Lickorish
(1988: 59) in Smith (1994) mentioned that
tourism products are a combination of
physical and services that are expected to
meet the wants and needs of buyers. In
short, tourism products are activities that
satisfy buyers according to the destination
they choose (Jefferson and Lickorish,
1988: 211). A different approach was stat-
ed by Sasser, Olson, and Wyckoff (1978)
in Smith (1994) regarding service product
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modeling, he said that service products
consist of three components, they are fa-
cilitating goods, explicit intangibles, and
implicit intangibles. Furthermore, Sasser,
Olson, and Wyckoff (1978) provided il-
lustrations of this view, for example facil-
itating goods in a restaurant are the food,
explicit intangibles are nutrients or added
value in the food, and implicit intangibles
are related to service, socialization, at-
mosphere and relaxation.

Tourist Satisfaction

The concept of customer satisfac-
tion has been introduced long ago by Ad-
am Smith in the 18th century which coin-
cided with the era of free market trade
(Nigel Hill et al., 2007). According to
Fernandez-Ballesteros et al. (2001) a per-
son's satisfaction has relevance to health,
work, family and travel. Furthermore, in
terms of scientific research on customer
satisfaction, USA researchers were first
conducted on the topic of “customer satis-
faction index” (Churchill Jr & Sur-
prenant, 1982; Gerson, 1993; N. Hill,
1996; Vavra, 1997). This study uses the
method of measuring tourist satisfaction
and tourist dissatisfaction. The concep-
tion of tourist satisfaction is considered
the basis of marketing that focuses on
customer needs. In simple terms, the pur-
pose of marketing is to achieve long-term
tourist satisfaction which has the main
function, namely to attract and maintain
tourist satisfaction (Drucker, 1999). A
similar opinion was conveyed by Fahy &
Jobber (2006) which stated that all forms
of business activity were focused on tour-
ist satisfaction orientation.

Tourist satisfaction is the result of
the relationship between experiences and
expectations held by tourists when visit-
ing tourist destinations (Pizam et al.,
1978). Tourists will feel satisfied when
the whole experience can meet the expec-
tation result. Conversely, tourists will feel
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dissatisfied when the experience is un-
pleasant or not in line with expectations
when traveling (displeasure) (Pizam et al.,
1978). Oliver (1997) defines that tourist
satisfaction is a tourist's assessment of the
product or service purchased to fulfill his
pleasure. This assessment is also related to
the fulfillment of tourist pleasure, both in
excess and in deficiency. Pizam et al.
(1978) again added that the definition of
tourist satisfaction is a collection of behav-
iors and experiences obtained by tourists
when carrying out tourist activities. Fur-
thermore, McDowall (2010) defines tourist
satisfaction as an important concept in un-
derstanding the performance of a tourism
business management. If the service at-
tributes provided to tourists can achieve
guest satisfaction, there is an opportunity
to increase customer or tourist loyalty.

Tourist satisfaction in services in the
tourism industry is determined from the
variable level of customer perceived value.
While the image moderates tourist satis-
faction. Furthermore, the image is influ-
enced by the variables of physical envi-
ronment quality, product quality and ser-
vice quality (Ryu et al., 2012). Specifically
regarding customer satisfaction, Ryu et al.
(2012) suggested that there are three indi-
cators to measure the level of tourist satis-
faction, namely experience is satisfied,
good mood and enjoy. These three indica-
tors of customer satisfaction are also
adopted by Zhong & Moon (2020) which
states that tourist satisfaction can be meas-
ured from three components, namely a sat-
isfying experience, the choice is the right
decision, and purchases made can meet
consumer expectations.

Model Concept

The concept of eudaimonic tourist
happiness in Bali, was built from several
views and concepts of the researchers
above, namely first, eudaimonic value us-
ing the concept approach of Bauer et al,
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(2008), Ryan & Deci (2001), Huta & Wa-
terman (2014), Ryff (1995). Then for the
services product using the concept (Rust
& Oliver, 1994), Smith (1994), Kotler in
Smith (1994), Medic and Middleton in
Smith (1994) Jefferson and Lickorish
Smith (1994). Then tourist satisfaction
uses the view expressed by Ryu et al.
(2012), Zhong & Moon (2020), Isen et al.
(1978), Layard (2002), (Swinyard, 1993),
and (Sherman et al., 1997). Then, psy-
chology of tourist well-beeing uses the
theory of Pearce (2009), Smith & Diek-
mann (2017), and Lee & Jeong (2019).
Of the four concepts, which are used as a
reference for constructing and developing
hypotheses regarding the eudaimonic
happiness of foreign tourists visiting Bali,
this study is divided into 4 hypotheses,
namely:

H1: The eudaimonic value has a positive
and significant effect on product ser-
vices

H2: The eudaimonic value has a positive
and significant effect on tourist satis-
faction

H3: Product service has a positive effect
on tourist satisfaction

H4: Tourist satisfaction has a positive ef-
fect on the psychological happiness
of tourists.

Figure 1. Theoretical Model & Hypotheses
Sources: (Elaborated by Researcher (2021), from
Ryff (1995); (Rust & Oliver, 1994), Smith (1994),
Ryu et al. (2012), Zhong & Moon (2020))
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METHODS

This research took place in Bali.
While the research subjects are foreign
tourists who travel to Bali. The number of
samples is 171 respondents. The sample is
considered to meet the requirements as
stated by Hair et al (2006). SEM analysis
research requires samples between 100 to
200 samples Hair et al (2006). The method
of analysis in this study is to utilize the use
of SEM (Structural Equation Modeling)
analysis. According to (Hair et al; 2014)
SEM (Structural Equation Modeling) is a
method that compiles two elements, name-
ly factor analysis and multiple regression
analysis. Furthermore, in compiling a
model for the eudaimonic happiness of
foreign tourists in Bali, which is tested
from product service variables, tourist sat-
isfaction, and psychological happiness of
foreign tourists using SEM analysis, it is
supported by utilizing the SPSS (Statistical
Product and Service Solution) version 25
for windows and AMOS programs.

RESULT AND DISCUSSION

Result
Respondent Characteristic

Based on the results of distributing
questionnaires to 171 foreign tourists who
traveled to Bali, it was found that the char-
acteristics of foreign tourists based on con-
tinental origin were varied. Foreign tour-
ists from Europe are in the first position,
namely (61 tourists/ 35.67%). In the sec-
ond position are foreign tourists from Aus-
tralia (45 tourists/26.32%). Next in order
are foreign tourists from America (33 tour-
ists/ 19.30%), Asia (30 tourists/17.54%)
and the lowest is foreign tourists from Af-
rica (2 tourists/1.17%). Based on these re-
sults, this indicates that the main market
for tourism in Bali is mainly from the as-
pect of choosing a tourism destination for
the search for eudaimonic happiness for
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foreign tourists in Bali, based on these re-
spondents, tourists who come from Eu-
rope and Australia. Furthermore, based
on official records issued by the govern-
ment, foreign tourists from Europe and
Australia are always in the top five posi-
tions in the Bali tourism market. The
dominance of European and Australian
tourists in choosing eudaimonic tours, to
achieve happiness during foreign tourists
traveling in Bali. In line with the exist-
ence of Bali tourism destinations, which
do highlight the image of cultural tourism
destinations. This cultural tourism has
long been used as a favorites product of
tourism in Bali. The proof is that every
element of Balinese culture, from art, re-
ligious activities, way of life, technology,
communities systems (such as agriculture
with subak irrigation) has long been used
as part of strengthening the existence of
tourist attractions in Bali. These parts, all
of them become the main attraction for
tourists, so that Bali tourism can be popu-
lar in the world.

Foreign Tourists Response in Bali
Based on the results of the distribu-
tion of questionnaires circulated to re-
spondents (tourists), it was found that the
level of eudaimonic happiness of foreign
tourists when traveling to Bali obtained
an average value of (4.16). Which means,
the overall eudaimonic happiness of for-
eign tourists feels happy traveling to Bali.
Of the four variables, namely eudaimonic
value, namely the product service, tourist
satisfaction, and psychology of tourist
well-being, it turns out that the dominant
value is included in the category of tour-
ists who feel happy traveling in Bali. Fur-
thermore, if you look at all the indicators,
there is even one indicator that gets very
happy, namely the indicator that foreign
tourists feel happy and enjoy when travel-
ing in Bali (4.25). In addition, specifically
for the tourist satisfaction variable, which
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consists of indicators of tourism services,
expectations and accuracy in choosing all
of them are also in the very satisfied cate-
gory. The responses of foreign tourists re-
lated to eudaimonic happiness in Bali
above, in detail from all variables and all
indicators can be described as follows:
First, the average value of the variable eu-
daimonic value (EUDA) is (4,10) includ-
ing the happy category, which includes the
relationship between good (EUDAL1) in-
cludes happy category (3.93), Respect and
respect for others (EUDA2) happy catego-
ry (4.23), gratitude Open-minded EUDA 4
happy category (4.20), and EUDAS also
includes happy category (4.15). Second,
the average value of the product service
(TE) variable is almost similar to the cate-
gory in the eudaimonic value, which is
4.045 including the good or happy catego-
ry for foreign tourists. The details of the
indicator values are feeling happy with all
services (SP1) including happy category
(4.05) and happy with the availability and
variety of tourism products (SP2) also in-
cluding happy category for foreign tourists
(4.04). Third, the tourist satisfaction varia-
ble obtained the highest average rating
among all the variables and indicators in
this study. Namely, the tourist satisfaction
variable shows the average score (4.28),
including the very satisfying category for
foreign tourists. This variable finds the re-
sults of the scores for each indicator, in-
cluding: The level of satisfaction when
traveling (TOS1) is categorized as very
satisfied (4.25), the foreign tourists expec-
tation indicator (TOS2) is very satisfied
(4.25) and the indicator of accuracy in
choosing tourist services and facilities
(TOS3) is also categorized as very satis-
fied (4.26). Fourth is the psychology tour-
ist well-being (PSW) variable which gets
the average response (4.24/very happy).
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Table 1. Foreign Tourists’ Eudaimonic Happiness Responses in Bali

Indicators

M Remarks

Eudaimonic Values

Have a good, warm and close relationship with family,

EUDAI friends, and others 3.93 Happy
EUDA2  Respects for others 4.23 Happy
EUDA3  Have good gratitude in life 4.20 Happy
Able to adapt to changes in self as well as changes in
EUDA4  the external environment and have a clear purpose in 3.97 Happy
life
EUDAS  Open minded for new things 4.15 Happy
Average 4,10 Happy
The Service Product
SP1 Feel happy for all services in Bali 4.05 Happy
P2 nglzil happy for the availability and diverse products in 4.04 Happy
Average 4,045 Happy
Tourist Satisfaction
TOS1 Feeling satisfied when traveling in Bali 4,33 Very satisfied
Feeling satisfied with all tourist services because it ful- .
TOS2 fills all the expectations when traveling in Bali 4,25 Very satisfied
TOS3 Feel}ng sat{sﬁed becau.se; you.have .chosen the right 426  Very satisfied
tourist services and facilities in Bali
Average 4,28  Very satisfied
Psychology Tourist Well-Being
PSW1 ileg;rﬁg happy with the health condition while traveling 423 Bahagia
PSW2 Feel happy and enjoy while traveling in Bali 4,25  Very Happy
Average 4,24  Very Happy
Overall Average 4.16 Happy

Source: Research Result (2021)

The details of the scores for each in-
dicator are as follows, health conditions
while traveling (PSW1) scored
(4.23/happy) and feelings of pleasure and
enjoyment while traveling (PSW2) with a
score of (4.25) categorized as very happy.
For more details, it is presented in the fol-
lowing table.

Goodness of fit Index Test

The initial provision that must be
used to measure the Goodness of Fit In-
dex test is to find out whether the model
built is appropriate or not. This is done to
determine the suitability of the psycho-
logical happiness construct model of for-
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eign tourists who travel to Bali. The meas-
urement test is to determine the absolute
value limits that must be met before test-
ing the model hypothesis. The goodness of
fit index limits is expected to be small chi-
square 2, significance probability 0.05,
GFI 0.09, AGFI 0.09, CMIN/DF 0.90 and
several other values.

Based on a number of measurement
requirements, this study found the follow-
ing test results: 2 = 55.226, p = 0.381,
RMSEA= 0.022, GFI=0.950, AG-
FI1=0.924, CMIN/DF=1.083, TLI= 0.995,
PNFI=0.737, PGFI= 0.621 (Table 2).
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Table 2. Goodness of fit Index Measurement

No Goodness of fit Index Cut of Value Measurement Analysis
Level
1. Chi-square Expected to be small 55.226 Good
2. Significance Probability = >0.05 0.381 Good
3.  RMSEA <0.08 0.022 Good
4. GFI >0.90 0.950 Good
5. AGFI >0.90 0.924 Good
6. CMIN/DF <5.00 1.083 Good
7. TLI >0.95 0.995 Good
8. PNFI 0.60 to 0.90 0.737 Good
9. PGFI Otol 0.621 Good

Source: Research Result (2021)

The results of the Goodness of fit
as in (Table 2) show that almost all the at-
tributes required for testing in the model
have met the requirements. This means
that the model being tested is appropriate
and appropriate so that the next test can
be carried out, namely hypothesis testing.
In detail, of the nine types of measure-
ments, all values are good. This means
that the formulated model has data indica-
tions that are consistent with the theory
compiled in the hypothetic model.

Hypothesis test

The next step in researching the
psychological happiness of foreign tour-
ists traveling to Bali is to test the hypoth-
esis. Hypothesis testing is a provisional
guess or prediction based on relevant re-
search theory. In testing this hypothesis,
there is also a value provision that must
be met, namely the CR value > 1.96, and
the p value < 0.05, then the hypothesis
can be accepted as positive and signifi-
cant. Based on the results of hypothesis
testing, it turns out that all relationships
between variables are positive and signif-
icant. The results of hypothesis testing are
as follows, (a) (H1) the relationship be-
tween Eudaimonic Value and The Service
Product is positive and significant with a
perfect estimate value of 1,000. (b) (H2)
the relationship between Eudaimonic
Value and Tourist Satisfaction is also
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positive and significant because the C.R.
2.378 > 1.96 and P value 0.017 < 0.05. (c)
(H3) The direct relationship between The
Service Product and Tourist Satisfaction is
positive and significant because the C.R.
8.756 < 1.96 and P value 0.000 < 0.05. (d)
(H4) the relationship between Tourist Sat-
isfaction and Psychology Tourist Well-
being is positive and significant, namely
CR 10,658 > 1.96 and P 0.000 < 0.05.

Based on the results of the hypothe-
sis above, it turns out that if you look
closely, the order of estimate or CR values
from the highest to the lowest is (1) the re-
lationship between Tourist Satisfaction
and Psychology Tourist Well-being is pos-
itive, (2) the relationship between The
Service Product and Tourist Satisfaction,
(3) the relationship between Eudaimonic
Value and The Service Product, and (4)
the relationship between Eudaimonic Val-
ue and Tourist Satisfaction. This means
that, if the eudaimonic value of a foreign
tourist is increased, the product service
and tourist satisfaction will also increase.
Likewise, customer satisfaction will be
able to increase if product services are also
improved. The psychological happiness of
tourists will also increase when the eudai-
monic value, product service and tourist
satisfaction are also increased. For the case
of Bali with this result, in order to achieve
the happiness of foreign tourists in Bali in
enjoying tourism services and activities in
Bali.
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Table 3. Regression Weights of Psychology Tourist Well-Being

Variables Estimate S.E. C.R. P
The Service i i

- Eudaimonic 1.000
Product Values
Tourist i i
st <... Eudaimonic 310 130 2379 017
Satisfaction Values
Tourist i
st <. [The —Service g9 084 8759  xax
Satisfaction Product
Psychology : :
Tourist <. Jourstsanstac g7 082 10658
Well Being

Source: Research Result (2021)

So the orientation of tourism actors,
both directly and indirectly, requires inte-
gration between tourism components, so
that they understand the edaimonic values
of foreign tourists in Bali, so that they are
able to provide the best tourism services,
which will then lead to the achievement of
tourist satisfaction when traveling in Bali.

Discussion
Bali Tourism

In the midst of the progress of Bali
tourism which has been able to achieve
brilliant achievements both at the national
and international levels. Bali was not al-
ways smooth in terms of developing tour-
ism. Bali tourism has faced some worri-
some events. For example, in 2002 and
2005 Bali was hit by a humanitarian disas-
ter, namely the Bali bombings due to acts
of terrorism. This incident not only
shocked the world, but also touched the
hearts of the international community who
empathize with Bali because this tragedy
claimed hundreds of victims from tourists
from many countries. As a form of appre-
ciation and respect for the victims of the
tragedy, the Balinese government together
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with all tourism stakeholders built a me-
morial monument called the Ground Zero
Monument, Kuta Bali.

The challenges of Bali tourism
doesn't just stop with the tragedy above.
Now Bali tourism is again facing tougher
challenges due to the Covid-19 Pandemic.
Bali tourism since March 2020 has de-
creased drastically. The number of foreign
tourists before the Covid-19 Pandemic
was crowded, reaching 6.3 million in
2019. Now, tourists visiting Bali have
drastically decreased. This condition also
has implications for tourism businesses,
which are mostly closed. Hundreds of
thousands of tourism employs were laid
off. Thus, the impact of this Covid Pan-
demic, which not only has a direct impact
on tourism service provides, the impact is
also felt very heavily by sectors related to
the tourism industry, for example creative
businesses, Micro, Small and Medium En-
terprises MSMEs, agricultural businesses,
transportation businesses, and other tour-
ism supporting sectors.

In the challenges for the existence
and sustainability of Bali Tourism at this
time due to the Covid-19 Pandemic, one
of the important parts in the context of
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tourism recovery is the provision of tour-
ism services that are able to provide hap-
piness to foreign tourists. Specifically, the
happiness in question is in the form of
psychological happiness or eudaimonic
tourists. For example, foreign tourists feel
happy because they are given the oppor-
tunity to enjoy cultural-based tourism vil-
lages, learning local culinary, learning
traditional dancing, and other cultural
tourism activities that can increase the
happiness of foreign tourists when travel-
ing in Bali.

Eudaimonic Value dan The Service
Product

Foreign tourists seek their own
happiness based on different motivations
in Bali. However, specifically in the scope
of this research, the foreign tourists in
question are discussed only in terms of the
psychological happiness (eudaimonic) of
foreign tourists. Based on the results of
the research presented above, this study
found that the eudaimonic happiness of
foreign tourists has a close relationship
with tourism services in Bali. The illustra-
tion is that the better or higher the value of
the happiness of tourists, the better and
the higher the quality of tourism product
services in Bali. This is in line with the
findings of Lancaster (1971) in Kusmarini
et al. (2020) which states that the percep-
tion of value in a business venture can be
used to determine performance, products
and services including price. The better
the customer's perception of value, the
easier it will be to determine in terms of
service quality and attributes.

The value of eudaimonic happiness
of foreign tourists is based on psychologi-
cal values when traveling in Bali, which
includes indicators of foreign tourists
maintaining good relationships or respect
for others, gratitude, clear goals in life,
and foreign tourists having an open mind
when traveling in Bali. All of these di-
mensions are considered the most im-
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portant by foreign tourists in Bali. Be-
cause the value of eudaimonic happiness
will have implications for the type and
form of foreign tourists' assessment of the
tourist services received by foreign tour-
ists while in Bali. In addition to this, this
study also found that foreign tourists were
happy with the overall tourism services in
Bali. Beside that, they are also happy with
the availability of the variety of tourism
products in Bali.

The difference in the value of for-
eign tourists in Bali will determine foreign
tourists in choosing tourist services. To be
precise, there are foreign tourists who like
high-risk types of tourism activities; there
are also foreign tourists who like low-risk
types. Practically, in Bali there are foreign
tourists who like the type of hard adven-
turer tourism, and there are also those who
like the type of soft adventurer tourism.
This finding is in line with the opinion
expressed by Alvarez & Asugman (2006)
which states that the type of planner tour-
ist tends to choose tourism services that
are low risk and prefer quality services.
This type of tourist is usually favored by
female tourists and family tourists. They
travel to get psychological happiness and
also to gain knowledge of “edu tourism”
and new experiences while traveling, es-
pecially to increase knowledge for their
children who are invited to travel to Bali.

The indicators of tourism services
in Bali such as (a) overall tourism ser-
vices, (b) availability, and (3) diversity of
tourism products is an important part cho-
sen by foreign tourists to determine their
happiness while in Bali. First, the overall
tourism service which are included in the
main category and supporting tourism
services in Bali. The second, indicators of
service availability in Bali are the exist-
ence of tourist services is accommodation,
restaurants, travel agencies, tourism trans-
portation, tourist attractions and other
tourist services. Third, the indicator of the
diversity of tourism services in Bali is the
variety of tourism services available both
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in terms of quantitative and qualitative as
well as inclusive and exclusive. In gen-
eral, it can be said that the diversification
of tourism services in Bali is relatively
good, and has been able to provide happi-
ness to foreign tourists. Based on tourism
service phenomenon, which has actually
been pursued well by Bali tourism stake-
holders, it turns out that this is in line with
the thoughts of Rust & Oliver (1994)
which states that service products are ser-
vices designed by service providers. So
that the service becomes attractive for the
customer (tourist) in order to be able to
achieve the satisfaction and happiness.

Eudaimonic Value and Tourist Satis-
faction

The second finding of this study is
that the eudaimonic value of tourists in
Bali has a positive and significant influ-
ence on tourist satisfaction. The better or
higher the value of foreign tourists in Bali,
the satisfaction of foreign tourists will be
easier to achieve. The main eudaimonic
values considered by foreign tourists that
determine the satisfaction of foreign tour-
ists in Bali are, (1) good relations or re-
spect for others, (2) gratitude, (3) clear life
goals, and (4) having an open mind. These
four indicators are factors that foreign
tourists feel satisfied traveling in Bali. The
indicators of tourist satisfaction that are
influenced by the eudaimonic value varia-
ble include: a), foreign tourists feel satis-
fied traveling in Bali, b) the foreign tour-
ists feel satisfied because the expectations
of foreign tourists are fulfilled, and c) the
foreign tourists are satisfied because they
have chosen the right tourist service.

The findings above clearly show
that the value of eudaimonic is the cause
of the satisfaction of foreign tourists in
Bali, in fact this is in line with the find-
ings presented by Layard (2002). He stat-
ed that a person's happiness is related to
tourist satisfaction. Happiness has charac-
teristics, such as: the condition of tourists
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is in good condition (well being), tourists
can enjoy life (quality of life), and tourists
have a good view of life. From customer
satisfaction, Ryu et al. (2012) suggested,
there are three indicators to measure the
level of tourist satisfaction, namely expe-
rience is satisfied, good mood and enjoy.
Then, Zhong & Moon (2020) also stated
that, tourist satisfaction can be measured
from three components, namely a satisfy-
ing experience, the choice made is the
right or good decision, and it can fulfilled
consumer expectations.

The Service Product dan Tourist Satis-
faction

The results of research that prove
that tourism product services have an ef-
fect on tourist satisfaction have been car-
ried out by many experts. One of them is
the research result of Pizam et al. (1978),
which said that tourist satisfaction is a col-
lection of behaviors and experiences ob-
tained by tourists when carrying out tour-
ist activities. This study also found the
same thing for foreign tourists in Bali.
With good tourism product services in Ba-
li, it will also affect the satisfaction of
tourists. The higher the service of tourism
products in Bali, the higher the tourist sat-
isfaction. In addition to this statement, this
finding is also in line with the results of
Gong & Yi's (2018) service quality has a
positive influence on customer satisfac-
tion.

The part of tourism product ser-
vices in Bali that is considered important
for increasing tourist satisfaction in Bali is
the overall service and availability of
product diversity. The better the tourism
services and diversification in Bali, the
easier it is to achieve tourist satisfaction.
Especially in terms of achieving expecta-
tions, accuracy in choosing services and
overall tourist satisfaction with tourism
products in Bali. Referring to the im-
portance of the role of tourism product
services as a factor causing tourist satis-
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faction in Bali, this is in line with the
statement of Medik and Middleton (1973)
in their article Smith (1994) which states
that tourism products are a cycle of activi-
ties, services, and benefits that constitute
the overall tourist experience such as tour-
ist attractions, destination facilities, acces-
sibility, image and price. The provision of
services and products such as Middleton's
opinion (1973) will be the basis for the
satisfaction of tourists who are happy
traveling in Bali. In the case of Bali, geo-
graphically in choosing tourism services,
there is a diversity of preferences. There
are foreign tourists who choose tourism
services such as Ubud, which emphasizes
the image of cultural tourism. For exam-
ple, foreign tourists choose services such
as those in Sanur, because they are inter-
ested in beach and marine tourism. And
similarly, for foreign tourists who prefer
MICE tourism services, which tend to be
foreign tourists, choose these services in
the Nusa Dua area.

Tourist Satisfaction and Positive Psy-
chology of Tourist Well-being

The fourth finding in this study is
that tourist satisfaction has a positive and
significant effect on the psychological
well-being of foreign tourists in Bali. The
psychological happiness variable of for-
eign tourists consists of indicators includ-
ing, (a) foreign tourists feel happy with
their health and (b) foreign tourists also
enjoy traveling in Bali. The findings of
tourist satisfaction have an effect on the
psychological happiness of foreign tour-
ists, in line with the results of Layard
(2002) research which states that happi-
ness has a close relationship with tourist
satisfaction. Happiness in the context of a
relationship with satisfaction is deter-
mined by characteristics such as (a) tour-
ists are in good condition (well being), (b)
tourists can enjoy life (quality of life), and
(c) tourists have a view that their lives are
valuable. Conversely, dissatisfaction is

defined as unhappiness such as feeling
http://ojs.unud.ac.id/index.php/eot
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bad (bad mood), not as expected, and the
emergence of other negative emotions.

In addition to the suitability of this
study with the results of Layard (2002) as
above, this finding is also very clear in its
position in terms of strengthening the re-
sults of Lee et al. (2017). He explained
that tourist happiness is influenced by
tourism service satisfaction and tourism
experience satisfaction. The intention of
tourists to want the happiness of life, they
are willing to travel to Bali. Although rel-
atively long distances. In short, foreign
tourists will feel happy when they are
provided with good tourism services,
which furthermore foreign tourists will
feel satisfied when traveling in Bali.

The findings of this research by
foreign tourists in Bali not only strengthen
the two researchers above, it turns out that
the results of this study also confirm the
findings of Gong & Yi's (2018) research
which states that: (a) Overall service qual-
ity has a positive influence on customer
satisfaction. (b) Customer satisfaction has
an effect on customer loyalty, and (c) cus-
tomer loyalty has a positive effect on cus-
tomer happiness. Lariviéere (2008) also
said something similar, that from the cus-
tomer's perspective, a good waiter will not
only provides experience and satisfaction
to tourists, but they can also increase the
feelings of happiness for tourists.

Referring to the description of the
relationship between the variables above
as well as an explanation of the testing of
each indicator, this study found a model
of eudaimonic foreign tourists' happiness.
This model is simply termed the Model of
Tourists Eudaiminic Happiness (MTES).
MTES is proven to be fit as a model of
psychological happiness for foreign tour-
ists visiting Bali Tourism Destinations.
MTES consists of variables of tourist
happiness, namely: eudaimonic value, the
service product, tourist satisfaction, and
psychology of tourist well being variables.
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Figure 2. Model of Tourists Eudaimonic Happiness (MTES)

Of the four MTES variables, this
study also found that, (a) the eudaimonic
value had a positive and significant effect
on the service product (b) the eudaimonic
value had a positive and significant effect
on tourist satisfaction, (c) the service prod-
uct had a positive and significant effect on
tourist satisfaction, and (d) tourist satisfac-
tion has a positive and significant effect on
the psychology of tourist well-being posi-
tively for foreign tourists in Bali.

CONCLUSION

Based on the review of the results
and discussion of the above research, the
conclusions and recommendations that
can be identified in this study are as fol-
lows.

Conclusion

The conclusion of this research is
the happiness model of eudaimonic tour-
ists in Bali which is acronymized MTES
(Model of Tourists Eudaimonic Happi-
ness). MTES covers the happiness of for-
eign tourists in Bali which consists of as-
http://ojs.unud.ac.id/index.php/eot
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pects of eudaimonic value, the service
product, tourist satisfaction, and psychol-
ogy of tourist well-being. The finding in
detail finds that, eudaimonic value has an
effect on the service product (b) eudai-
monic value has an effect on tourist satis-
faction, (c) the service product has an ef-
fect on tourist satisfaction, and (d) tourist
psychology of satisfaction has a positive
effect on tourist well-being for foreign
tourists. in Bali. In short, the eudaimonic
value is a determinant of the high and low
psychological happiness of foreign tour-
ists in Bali.

Recommendations

Psychologically, the happiness of
foreign tourists in Bali is determined by
the eudaimonic value of tourists, service
quality and tourist satisfaction. Therefore,
specifically for tourism stakeholders, it is
necessary to pay more attention to the ap-
plication of these variables, so that the
happiness of foreign tourists can be
achieved easily, and the quality of tourism
in Bali can be better realized in the future.
The happiness of foreign tourists is not
only determined from the eudaimonic side
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in Bali. There are other variables that de-
termine the happiness of foreign tourists
in Bali. Therefore, for future research, it is
necessary to adopt other variables as de-
terminants of foreign tourists' happiness,
for example social value variables, foreign
tourists' family values and cultural values
studied in relation to foreign tourists' hap-
piness.

REFERENCES

Alvarez, M. and Asugman, G. (2006)
‘Explorers versus planners: A study
of Turkish tourists’, Annals of tour-
ism research, 33(2), pp. 319-338.

Bali Post (2020) Satpol PP Badung Tegur
Bule Tidur di Emper Toko. Availa-
ble at:
http://www.balipost.com/news/202
0/02/22/105601/Satpol-PP-Badung-
Tegur-Bule...html (Accessed: 22
February 2020).

Bauer, J. J., McAdams, D. P. and Pals, J.
L. (2008) ‘Narrative identity and
eudaimonic well-being’, Journal of
happiness studies, 9(1), pp. 81-104.

Bimonte, S. and Faralla, V. (2012) ‘Tour-
ist types and happiness a compara-
tive study in Maremma, Italy’, An-
nals of Tourism Research, 39(4),
pp. 1929-1950.

Chen, Y. and Li, X. R. (2018) ‘Does a
happy destination bring you happi-
ness? Evidence from Swiss inbound
tourism’, Tourism Management, 65,
pp. 256—-266.

Churchill Jr, G. A. and Surprenant, C.
(1982) ‘An investigation into the
determinants of customer satisfac-
tion’, Journal of marketing re-
search, 19(4), pp. 491-504.

Corvo, P. (2011) ‘The pursuit of happi-
ness and the globalized tourist’, So-
cial indicators research, 102(1), pp.
93-97.

http://ojs.unud.ac.id/index.php/eot

279

Drucker, P. (1999) The Practice of Man-
agement. London: Heinemann.

Fahy, J. and Jobber, D. (2006) Osno-
vimarketinga. Beograd: Data Sta-
tus.

Fernandez-Ballesteros, R., Zamarron, M.
D. and Ruiz, M. A. (2001) ‘The
contribution of socio-demographic
and psychosocial factors to life sat-
isfaction’, Ageing & Society, 2, pp.
1-28.

Filep, S. (2008) ‘Measuring happiness: A
new look at tourist satisfaction’,
CAUTHE 2008: Tourism and Hos-

pitality Research, Training and
Practice, p. 13.

Filep, S. and Deery, M. (2010) ‘Towards a

picture of tourists’ happiness’,
Tourism Analysis, 15(4), pp. 399-
410.

Gerson, R. F. (1993) Measuring customer
satisfaction. Thomson Crisp Learn-
ing.

Gillet, S., Schmitz, P. and Mitas, O.
(2016) ‘The snap-happy tourist:
The effects of photographing be-
havior on tourists’ happiness’,
Journal of Hospitality & Tourism
Research, 40(1), pp. 37-57.

Gong, T. and Y1, Y. (2018) ‘The effect of
service quality on customer satis-
faction, loyalty, and happiness in
five Asian countries’, Psychology
& Marketing, 35(6), pp. 427-442.

Hauser, J. R. and Clausing, D. (1988)
‘The house of quality’.

Hair, J. F. et al. (2006) Multivariate Data
Analysis, New Jersey. Edited by
sixth edition pearson Education.
New Jersey: Prentice Hall.

Hair Jr, J. F. et al. (2014) ‘Partial least
squares structural equation model-
ing (PLS-SEM): An emerging tool
in business research’, European
business review.

e-ISSN 2407-392X. p-ISSN 2541-0857


http://ojs.unud.ac.id/index.php/eot

E-Journal of Tourism Vol.8. No.2. (2021): 265-282

Hanh, T. N. (2005) Happiness: Essential
mindfulness  practices. Parallax
Press.

Hill, N. (1996) Handbook of customer sat-
isfaction measurement. Hampshire:
Gower Publishing Limited.

Hill, N., Roche, G. and Allen, R. (2007)
Customer satisfaction: the customer
experience through the customer’s
eyes. The Leadership Factor.

Huta, V. and Waterman, A. S. (2014)
‘Eudaimonia and its distinction
from hedonia: Developing a classi-
fication and terminology for under-
standing conceptual and operational
definitions’, Journal of Happiness
Studies, 15(6), pp. 1425-1456.

Isen, A. M. et al. (1978) ‘Affect, accessi-
bility of material in memory, and
behavior: A cognitive loop?’, Jour-
nal of personality and social psy-
chology, 36(1), p. 1.

Kotler, P. (1984) ‘Social marketing of
health behavior’, in Marketing
health behavior. Springer, pp. 23—
39.

Kumparan.com (2020) Pasang Tenda di
Pantai Kuta, Turis Denmark Dia-
mankan Satpol PP. Available at:
https://kumparan.com/kanalbali/pas
ang-tenda-di-pantai-kuta-turis-
denmark-diamankan-satpol-pp-
1snFOrHSUBK (Accessed: 22 Feb-
ruary 2020).

Kusmarini, R. A., Sumarwan, U. and
Simanjuntak, M. (2020) ‘The effect
of atmosphere perception, per-
ceived value, and hedonic value on
consumer loyalty through the ser-
vice quality of warunk upnormal’,
Indonesian Journal of Business and
Entrepreneurship (IJBE), 6(1), p.
53.

Lama, D. (2009) The art of happiness: A
handbook for living. Penguin.

http://ojs.unud.ac.id/index.php/eot

280

Lancaster, H. O. (1971) ‘The multiplica-
tive definition of interaction’, Aus-
tralian Journal of Statistics, 13(1),
pp. 36—-44.

Lariviere, B. (2008) ‘Linking perceptual
and behavioral customer metrics to
multiperiod customer profitability:
A comprehensive service-profit
chain application’, Journal of Ser-
vice Research, 11(1), pp. 3-21.

Layard, R. (2002) ‘Happiness: Has Social
Science a Clue’, Lionel Robbins
Memorial Lectures, 3, pp. 1-23.

Lee, J. et al. (2017) ‘An integrative model
of the pursuit of happiness and the
role of smart tourism technology: a
case of international tourists in
Seoul’, in Information and Com-
munication Technologies in Tour-
ism 2017. Springer, pp. 173-186.

Lee, W. and Jeong, C. (2019) ‘Beyond the
correlation between tourist eudai-
monic and hedonic experiences:
necessary condition analysis’, Cur-
rent Issues in Tourism, pp. 1-13.

Lickorish, L. J. and Jefferson, A. (1988)
‘Marketing Tourism: A Practical
Guide’, Harlow: Longman.

Liu, K. (2013) ‘Happiness and tourism’,
International Journal of Business
and Social Science, 4(15).

Matteucci, X. and Filep, S. (2017) ‘Eu-
daimonic tourist experiences: The
case of flamenco’, Leisure Studies,
36(1), pp. 39-52.

McCabe, S. and Johnson, S. (2013) ‘The
happiness factor in tourism: Subjec-
tive well-being and social tourism’,
Annals of Tourism Research, 41,
pp. 42-65.

McDowall, S. (2010) ‘International tourist
satisfaction and destination loyalty:
Bangkok, Thailand’, Asia Pacific
Journal of Tourism Research,
15(1), pp. 21-42.

e-ISSN 2407-392X. p-ISSN 2541-0857


http://ojs.unud.ac.id/index.php/eot

E-Journal of Tourism Vol.8. No.2. (2021): 265-282

Medic, S. and Middleton, V. T. C. (1973)
‘Product formulation in tourism.
Tourism and Marketing, 13, 173-
201°.

Nawijn, J. (2011) ‘Determinants of daily
happiness on vacation’, Journal of
Travel Research, 50(5), pp. 559-
566.

Oliver Richard, L. (1997) Satisfaction: A
behavioral perspective on the con-
sumer. New York: 'Irwin-McGraw-
Hill.

Pearce, P. L. (2009) ‘The relationship be-
tween positive psychology and
tourist behavior studies’, Tourism
Analysis, 14(1), pp. 37-48.

Pizam, A., Neumann, Y. and Reichel, A.
(1978) ‘Dimentions of tourist satis-
faction with a destination area’, An-
nals of tourism Research, 5(3), pp.
314-322.

Prama, G. (2013) Simfoni di dalam Diri.
Gramedia Pustaka Utama.

Rust, R. T. and Oliver, R. L. (1994) ‘Ser-
vice quality: insights and manageri-
al implications from the frontier’,
Service quality: New directions in
theory and practice, pp. 1-19.

Ryan, R. M. and Deci, E. L. (2001) ‘On
Happiness and Human Potentials: A
Review of Research on Hedonic
and Eudaimonic Well-Being’, An-
nual Review of Psychology, 52(1),
pp. 141-166. doi:
10.1146/annurev.psych.52.1.141.

Ryff, C. D. (1995) ‘Psychological well-
being in adult life’, Current direc-
tions in psychological science, 4(4),
pp. 99-104.

Ryu, K., Lee, H. and Kim, W. G. (2012)
‘The influence of the quality of the
physical environment, food, and
service on restaurant image, cus-
tomer perceived value, customer
satisfaction, and behavioral inten-
tions’, International journal of con-

http://ojs.unud.ac.id/index.php/eot

281

temporary hospitality management.

Sasser, W. E., Olsen, R. P. and Wyckoff,
D. D. (1978) Management of ser-
vice operations: Text, cases, and
readings. Allyn and Bacon.

Sherman, E., Mathur, A. and Smith, R. B.
(1997) ‘Store environment and con-
sumer purchase behavior: mediat-
ing role of consumer emotions’,
Psychology & Marketing, 14(4), pp.
361-378.

Smith, M. K. and Diekmann, A. (2017)
“Tourism and Well-being’, Annals
of Tourism Research, 66, pp. 1-13.

Smith, S. L. J. (1994) ‘The tourism prod-
uct’, Annals of tourism research,
21(3), pp. 582-595.

Steger, M. F., Kashdan, T. B. and Oishi,
S. (2008) ‘Being good by doing
good: Daily eudaimonic activity
and well-being’, Journal of Re-
search in Personality, 42(1), pp.
22-42.

Stone, P. (2012) ‘Experiencing tourism,
experiencing happiness?’

Swinyard, W. R. (1993) ‘The effects of
mood, involvement, and quality of
store experience on shopping inten-
tions’, Journal of consumer re-
search, 20(2), pp. 271-280.

Tribuntravel.com (2019) 12 Kelakuan Tu-
ris Asing di Bali yang Meresahkan,
Menjambret hingga Tendang Pen-
gendara. Available at:
https://travel.tribunnews.com/2019/
12/31/12-kelakuan-turis-asing-di-
bali-yang-meresahkan-menjambret-
hingga-tendang-pengendara  (Ac-
cessed: 14 March 2020).

Vavra, G. T. (1997) Improving your
measurement of customer satisfac-
tion : a guide to creating, conduct-
ing, analyzing, and reporting cus-
tomer satisfaction measurement
programs. Milwaukee, Wis: ASQ
Quality Press.
e-ISSN 2407-392X. p-ISSN 2541-0857


http://ojs.unud.ac.id/index.php/eot

E-Journal of Tourism Vol.8. No.2. (2021): 265-282

Xiong, K. (2011) ‘Research on Tourist
Happiness: Perspectives from Psy-
chology and Ethics’. Xi’an: Shaan-
xi Normal University, 2011.[JTHE.
BTG DB A B il 5
& ...

Zhong, Y. and Moon, H. C. (2020) ‘What
drives customer satisfaction, loyal-
ty, and happiness in fast-food res-
taurants in China? perceived price,
service quality, food quality, physi-
cal environment quality, and the
moderating role of gender’, Foods,
9(4), p. 460.

http://ojs.unud.ac.id/index.php/eot 282 e-ISSN 2407-392X. p-ISSN 2541-0857


http://ojs.unud.ac.id/index.php/eot

