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Abstract: The aims of this study are 1) to analyze the role of the destination image in mediating tour 

packages for the business development of Gayo Arabica Coffee, 2) to analyze the role of the destination image in 

mediating attraction towards the development of the Gayo Arabica Coffee business, 3) to analyze the role of the 

destination image in mediating tourism awareness tourism on the development of the Gayo Arabica Coffee 

business. The approach in this study is to use a research approach that is descriptive and quantitative in nature. The 

population and sample used were 200 tourists visiting Central Aceh Tourism during the early 2023 period. The data 

analysis used in this study is using a Structured equation model (SEM) based on Partial least squares (PLS). The 

results of the study prove that 1) the destination image has a significant role in mediating tour packages for Gayo 

Arabica Coffee business development, 2) the destination image has a significant role in mediating attraction for 

Gayo Arabica Coffee business development, 3) the destination image has a significant role in mediating tourism 

awareness tourism on the development of the Gayo Arabica Coffee business. Furthermore, scientific novelty, 

namely the development of the Goyo coffee business, has not been studied empirically, especially the role of the 

destination image. The implications of the findings of this study indicate that the development of the Gayo Arabica 

Coffee business is still carried out partially between coffee farmers, tourist destination managers, and the 

government. Therefore, the innovations carried out by each party do not support each other's contributions in the 

development of the coffee business in Central Aceh. 

Keywords: agrotourism development, tour packages, attractiveness, travel consciousness, destination 

image. 

通过旅游套餐、吸引力和游客意识，目的地形象在亚齐中部咖啡业务发展中的作用 

摘要：本研究的目的是 1) 分析目的地形象在调节旅游套餐中对加约阿拉比卡咖啡发展的

作用，2) 分析目的地形象在调节加约阿拉比卡咖啡发展吸引力中的作用 业务，3）分析目的

地形象在调节旅游意识旅游对加约阿拉比卡咖啡业务发展中的作用。本研究的方法是使用描

述性定量的研究方法。使用的人口和样本是 2023 年初访问中亚齐旅游局的 200 名游客。本

研究中使用的数据分析使用基于偏最小二乘的结构化方程模型。研究结果证明：1）目的地形
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象在调节加约阿拉比卡咖啡业务发展的旅游套餐方面具有显着作用，2）目的地形象在调节加

约阿拉比卡咖啡业务发展的吸引力方面具有显着作用，3）目的地 形象在调解旅游业对加约

阿拉比卡咖啡业务发展的认识方面发挥着重要作用。此外，科学新颖性，即五洋咖啡业务的

发展，尚未得到实证研究，尤其是目的地形象的作用。这项研究的结果表明，加约阿拉比卡

咖啡业务的发展仍然部分在咖啡农、旅游目的地管理者和政府之间进行。以至于各方进行的

创新并不支持彼此对中亚齐咖啡业务发展的贡献。 

关键词：农业旅游发展、旅游套餐、吸引力、旅游意识, 目的地形象。 

 
 

Introduction 

Tourism is a sector with great potential in 

developing the development of a country, both in 

developed and developing countries [1]. This is 

because the tourism sector has a high potential to 

contribute to a country's economic growth through 

strategic roles such as increasing the need for 

transportation, accommodation, entertainment, food, or 

drinks that tourists need [2]. The tourism sector also 

significantly impacts the community, especially those 

in locations that are the center of tourist destinations. It 

is known that the number of tourist visits to Indonesia 

in 2022 will reach 895.12 thousand. This is, of course, 

an increase from 2021 of 44.7% [3]. From these data, 

tourism potential in Indonesia can still make an 

excellent economic contribution to the country's 

progress. 

Indonesia is one of the largest archipelagic countries 

with many agricultural products and beautiful natural 

scenery. This, of course, can be a strong attraction for 

tourists to visit and enjoy the regions in Indonesia. One 

of the aspects that can attract tourists to visit is the 

attraction of food or drink that is typical in certain areas 

[4-6]. Coffee is a typical drink that can be obtained 

from Indonesia. Based on data from the Central 

Statistics Agency (BPS), Indonesian coffee exports 

during 2000–2021 also experienced sharp fluctuations. 

Fig. 1 shows Indonesian coffee exports for the last 21 

years. 

 
Fig. 1 Indonesian coffee exports in 2000–2021 [7] 

 

From these data, Indonesia is the largest coffee-

exporting country in the world, with coffee export data 

that continues to increase yearly. Indonesia is the 

world's fourth-largest coffee-producing country [8]. 

This is because Indonesia has fertile soil and a suitable 

climate for growing coffee plants. One of the well-

known coffees and a contributor to many coffee 

exports in Indonesia are Gayo Arabica Coffee originate 

from Aceh City, Central Aceh District. The expanse of 

coffee plantations that are very wide and thriving as 

well as beautiful and beautiful natural destinations can 

attract tourists to visit, but this is different from reality. 

Based on the observations and interviews with 

residents, the number of tourists is still relatively small. 

Research [9] shows that coffee agrotourism and 

institutional coordination development have yet to be 

maximized to attract tourist visits. Coffee and beautiful 

natural scenery have yet to become an attraction to 

attract tourists. 

The development of the Gayo Arabica Coffee 

business should be given serious attention to increase 

the local community's income from tourist visits, but 

this has yet to go well. The role of regional leaders is 

also very much needed for developing tourism. Tourist 

areas need facilities and offers and tour packages that 

can attract tourists to the area. In research [9], it has 

been proved that tour packages have a positive and 

significant effect on tourist satisfaction. Tour packages 

play an essential role in increasing the satisfaction of 

visiting tourists so that the hope of visiting again is 

tremendous. Furthermore, research [10] showed that 

the implementation of tour packages would only run 

smoothly if they were carried out correctly and planned 

adequately, and further research was needed using 

other research variables. 

The attraction of a tourist spot is also very 

influential in attracting the number of tourists to visit. 

Gayo Arabica Coffee Agrotourism can be a big 

attraction to increase the number of visiting tourists. 

Research conducted by [11] states that attraction 

significantly affects the interest of visiting tourists. 

Tourist attractions that offer natural attractions as well 

as exceptional food or drinks will increase the interest 

of tourists visiting so that they can increase residents' 

income [12]. 

Tourism awareness is one of the factors that can 
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build coffee business development in Central Aceh. 

Tourism awareness is a form of awareness within the 

surrounding community that plays an active role in 

supporting tourism development [13]. Based on the 

results of researchers' observations and interviews with 

the surrounding community, the people of Central 

Aceh do not yet have a high awareness of existing 

tourism. Residents should be able to form tourism 

awareness groups to contribute to the development of 

existing tourism. 

The development of the Central Aceh Gayo Arabica 

Coffee business will be able to increase if there is a 

destination image. Destination image is everything that 

is felt by tourists when visiting a tourist object [14]. 

Research conducted by [15-17] showed that destination 

image influence tourists' interest in making return visits. 

This differs from research conducted by [18] in that the 

destination's image does not influence the intention to 

visit tourists. 

 

1. Literature Review and Hypothesis 

Test 
 

1.1. Coffee Agrotourism Development 

Tourism development requires good planning and 

design [19]. The need for good planning is not only felt 

by the government, which holds the directing and 

controlling function, but also by the private sector, 

which feels the sharper competition, and realizes that 

the success of this business is also inseparable from the 

wider environmental situation with support from 

various sectors [20, 21]. Agrotourism is agricultural 

tourism with the object of visiting agricultural or 

plantation areas that are unique and have been 

developed in such a way that various aspects related to 

the types of plants cultivated have motivated and 

attracted tourists to visit them [22]. These aspects 

include typical types of plants, ways of cultivating and 

managing their products, use of techniques and 

technology, aspects of welfare, the natural environment, 

and the surrounding socio-culture [23]. 

 

1.2. Tour Packages 

Tour packages are a concept where tourists get 

choices and convenience in enjoying holidays either 

independently or in groups [24, 25]. A tour package 

combines several tourism products, at least two 

products, which are known to form a single price unit 

that cannot be separated from one another [26, 27]. 

Meanwhile, tourism products understand the totality of 

a tourist's experience from when he leaves a place until 

he returns to where he left off [28, 29]. The tour 

package consists of the first Ready Made Tour, which 

is a tour package prepared without waiting for requests 

from prospective tour participants and prepared by the 

tour operator. Second, the Tailored Made Tour is a tour 

package that was prepared after a request from a 

potential tour participant who was prepared after a 

request from a potential tour participant [30]. 

 

1.3. Attraction 

Attraction becomes an attraction and can impress 

tourists in the form of a sense of satisfaction, comfort, 

and pleasure to tourists who see it or carry it out. In this 

case, it can be a natural, cultural, and man-made 

attraction [31]. Tourist objects with natural beauty 

attractions are, of course, the leading choice for visitors 

to see in person [32]. Natural beauty complete if added 

to an area's typical products or services [33]. Apart 

from its natural beauty, the concept of coffee 

Aerowisata can also be provided by providing training 

directly to tourists about the history of coffee, types of 

coffee, and the benefits of coffee [34]. The existence of 

education provided will make a tourist not only enjoy 

coffee but also understand how to breed, plant, 

maintain, harvest, and process coffee [35].  

 

1.4. Tourism Awareness 

Coffee agro-tourism will only succeed if it is 

supported by public awareness [36]. This tourism 

awareness is in the form of a host's attitude toward 

tourists who come to the area [37]. The awareness of 

tourism in coffee agro-tourism can be achieved by 

coaching workshops that apply tourism awareness and 

increase visitor interest [38]. A tourism awareness 

group is an institution at the community level whose 

members consist of tourism actors who have concern 

and responsibility and play a role as a driving force in 

supporting the creation of a conducive climate for the 

growth and development of tourism and the realization 

of Sapta Pesona in enhancing regional development 

through tourism and its benefits for people's welfare 

[39, 40]. 

 

1.5. Destination Image 

Destination Image has been a critical area of 

tourism research for more than four decades [16]. 

Destination image is a perception or impression about a 

destination that tourists hold about the expected 

benefits or consumption values, including functional, 

social, emotional, epistemic, and conditional benefits 

of a destination [41]. These perceptions or impressions 

ultimately lead to visit a country as a vacation 

destination. There are three dimensions of destination 

image; the first is attribute-holistic, which refers to the 

continuum of individual elements for overall 

impression [42]. For example, a destination image 

consists of beliefs about specific attributes such as 

accommodation, climate, ease of access, etc., and a 

more holistic or holistic impression [43]. The second 

dimension is Functional-Psychological which 

distinguishes between the part of the image that can be 

directly observed (e.g., price) and the intangible part 

(e.g., friendliness) [44]. The third dimension is 

Common-Unique, which recognizes what is similar 

about a destination and what differentiates it [45]. 
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2. Methodology 
This research is quantitative, where all the data 

obtained are primary. Primary data, namely the data 

needed in the research, were obtained by distributing 

questionnaires. All statements in the questionnaire 

were compiled based on the indicators of each research 

variable. The variables in this study consist of agro-

tourism development, tour packages, attraction, travel 

consciousness, and destination image. Furthermore, the 

population is all the respondents who are the object of 

this study, while the sample is 200 respondents. The 

research was conducted for approximately four months 

from the beginning of 2023. The data in this study were 

obtained using Structured Equation Model (SEM) 

analysis based on partial least squares (PLS). 

Furthermore, the partial least squares (PLS) method is 

a method that can analyze data with several stages of 

conditions. The initial PLS method stage tests the outer 

model measurement model. The Outer Model was used 

to test construct validity and measure the reliability of 

the questionnaire used. Using the PLS method, the next 

step can measure the structural model or the inner 

model. The inner model was carried out to determine 

the effect on each variable in the study. 

 

3. Discussion 
 

3.1. Research Model Analysis or Outer Model 

Convergent Validity Test Results 

Based on the validity test results which can be seen 

in the picture above, all indicators in the research 

model are more significant than 0.50. Furthermore, 

these results indicate that all research variables are 

valid and that further testing can occur (Table 1).  

 
Table 1 Validity test results (obtained with SmartPLS) 

Indicators Validity 

AD1 0,758 

AD2 0,875 

AD3 0,785 

AD4 0,779 

AD5 0,847 

TP1 0,764 

TP2 0,759 

TP3 0,892 

TP4 0,854 

AT1 0,851 

AT2 0,767 

AT3 0,811 

AT4 0,813 

TC1 0,789 

TC2 0,810 

TC3 0,743 

TC4 0,781 

DI1 0,754 

DI2 0,786 

DI3 0.765 

DI4 0,856 

 

3.2. Reliability Test Results 

Based on the results of reliability test which can be 

seen in Table 2, it can be seen that the average value of 

composite reliability is more significant than 0.70. This 

certainly indicates that the indicators in this study are 

entirely reliable.  

 
Table 2 Reliability test results (obtained with SmartPLS) 

Variable Cronbach’s Alfa  

Agrotourism Development 0,788 

Tour Packages 0,775 

Attraction 0,860 

Travel Conscious 0,867 

Destination Image 0,876 

 

3.3. Measurement Model Analysis (Inner Model) 

 

3.3.1. Coefficient or Value (R2) 

Based on the data from Table 3 above, the R-square 

adjusted agrotourism development value is 0.520 or 

52.0%; other variables influence the remaining 48.0%. 

Other variables are certainly not the variables studied 

in this study, while for the destination image variable, 

the R square adjusted value is 0.432 or 43.2%; on the 

contrary, 56.8% is influenced by other variables not 

included in this study. 

 
Table 3 R-square value (obtained with SmartPLS) 

Variable Nilai R R Square Adjusted 

Destination Image 0,451 0,432 

Agrotourism Development 0,560 0,520 

 

3.3.2. Predictive Value of Relevance (Q2) 

The next stage is to test the value of Q2. The Q2 

value has the same meaning as the coefficient of 

determination, where if the value of Q2 is greater than 

0, it indicates that the model has predictive relevance. 

Conversely, if the value of Q2 is smaller compared to 0, 

it indicates that the model has less predictive relevance. 

In other words, if all Q2 values are higher than 0, the 

model can be considered a better fit. The results of 

calculating the predictive value of relevance in this 

study are as follows: 

Q 2 = 1-(1-R 1 
2
) ( 1-R 2 

2 
) ...(1-R n 

2 
)  

Q 2 = 1- (1-0,520) (1 -0,432) 

Q 2 = 1-(0,480)( 0,568) 

Q 2 = 1-0,272 

Q 2 = 0,728            (1) 

Based on the calculation results in this study, the Q2 

value is 0.728. This indicates that overall the variables 

in this study, namely, agro-tourism development, tour 

packages, attraction, travel consciousness, and 

destination image, can contribute authenticity data to 

the structural model by 72.8%. The remaining 27.2% 

need further research other than the variables in this 

study. 

 

3.4. Hypothesis Testing 

The data analysis results directly show that the tour 

package is not significant to the destination image at 

Lake Laut Tawar. The implications of the findings in 
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this research show that so far, the tour packages 

available at this travel agency have only been based on 

the natural beauty destinations in Lake Laut Tawar. 

Then, the travel agency needs to be integrated between 

tourist destinations. The travel agency should have 

promoted Goyo Arabica coffee as a superior product. 

Therefore, many tourists only know about Gayo 

Arabica coffee but need to learn about the tourist 

destinations in Lake Laut Tawar. The results of this 

study are different from the results of research 

conducted by [46-48], who stated that tour packages 

have a significant effect on destination image. 

 
Table 4 Research hypothesis test results (obtained with SmartPLS) 

 Statistik T (|O/STDEV|) Nilai P Conclusion 

Tour Packages -> Destination Image 3,429 0,001 Not significant 

Tour Packages -> Agrotourism Development 9,132 0,000 Significant 

Tour Packages -> Destination Image -> Agrotourism Development 3,112 0,002 Significant 

Attraction -> Destination Image 3,234 0,002 Significant 

Attraction -> Agrotourism Development 3,430 0,001 Significant 

Attraction -> Destination Image -> Agrotourism Development 9.150 0,000 Significant 

Travel Conscious -> Destination Image 3,210 0,001 Significant 

Travel Conscious -> Agrotourism Development 9,110 0,000 Significant 

Travel Conscious -> Destination Image -> Agrotourism Development 3.111 0,002 Not significant 

 

Furthermore, tour packages directly significantly 

affect the development of Arabica coffee agnosia in 

Central Aceh. The implications of this study indicate 

that the travel packages offered by travel agencies are 

essential in building the tourism industry. So far, tour 

packages have been managed by the private sector by 

individual companies with interprovincial autobus 

businesses. With a tour package, of course, it will help 

visitors choose business products to visit. The tour 

package will positively impact the development of the 

Gayo Arabica Coffee business in Central Aceh by 

allowing many tourists to visit the area. Of course, they 

will get to know the coffee product. The results of this 

study are in line with the results of research conducted 

by [9, 49, 50], which state that tour packages have a 

significant effect on the development of agro-tourism. 

A tour package combines several tourism products 

owned by an area to attract tourists. Tour packages are 

also crucial in forming an image of a tourist destination 

and will also affect the business development of a 

particular product [10]. 

Then indirectly, the destination image plays a 

significant role in mediating tour packages for 

developing Gayo Arabica Coffee agro-tourism in 

Central Aceh. The implications of this finding prove 

that tour packages are considered to significantly 

contribute to attracting tourism to Central Aceh, 

namely by making Gayo Arabica Coffee products 

unique and superior. Travel bureaus can suggest to 

tourists that a vacation to Central Aceh will get the 

beauty of Lake Laut Tawar and the pleasure of a cup of 

black coffee typical of Tanah Gayo. The results of this 

study are in line with the results of research [51-53], 

which states that tour packages have a significant effect 

on the development of coffee agro-tourism through 

brand image. 

Natural attraction has a significant effect on the 

destination image. The implications of the findings in 

this study show that the attraction given to Central 

Aceh tourism is, of course, the beautiful and green 

natural scenery, and Gayo Arabica Coffee products, 

which are the hallmark of the area, can create a positive 

destination image for visitors. The research results 

show that attraction has a positive and significant effect 

on business development [54-56]. 

Furthermore, the attraction also significantly 

influenced the development of Gayo Arabica Coffee 

agnosia in Central Aceh. The implications of the 

findings prove that the beautiful natural attraction and 

its produce, namely unique coffee, can provide a 

positive destination image so that tourists will be 

interested in visiting. Gayo Arabica coffee can be 

processed interestingly and correctly, and of course, it 

becomes a delicious drink and a strong attraction for 

tourists. The results of this study support the results of 

research [57-59], which states that attraction has a 

significant effect on the development of agrotourism. 

Then indirectly, the destination image plays a 

significant role in mediating attraction toward the 

development of Gayo Arabica Coffee agro-tourism in 

Central Aceh. The implications of the findings in this 

study indicate that cultural attractions such as the Aceh 

Glorious Heritage, which includes Lut Tawar cultural 

arts performances, Gayo Art Carnival, Gayo Art 

Village, Decorative Boat Fairs, and Boat Racing 

Competitions can increase tourists' interest in visiting 

Lake Laut Tawar. However, the primary purpose of 

this activity is to introduce to the broader community 

that Central Aceh has the world's leading product, 

namely Gayo Arabica coffee. The results of this study 

are in line with the results of research conducted by 

[60-62], which states that attraction has a significant 

effect on the development of agro-tourism through 

destination image. 

Tourism awareness directly significantly affects the 

destination image at Lake Laut Tawar, Central Aceh. 

The implications of the findings in this study indicate 

that this tourism awareness group comes from the 

managers of tourist object destinations around the Lake 

Laut Tawar area. In general, the community has yet to 

consciously participate in tourism awareness group 

activities. Then, from the elements of the Government 
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of Aceh Tengah, there still needs to be more nag gran 

to add photo spots and public facilities such as prayer 

rooms and bathrooms. The results of this study are in 

line with the results of research [63-65], which states 

that tourism awareness has a significant effect on 

tourist destinations. 

Furthermore, it is realized that tourism directly has a 

significant effect on the development of Gayo Arabica 

coffee agnosia in Central Aceh. The implication that 

the researchers found was that awareness and 

friendliness of the community, especially tourists from 

outside Aceh Province, still needed to show a positive 

value. Many people who take advantage of the arrival 

of tourists from Aceh Province get a hostile reception. 

This can be seen in vehicle parking fees, entrance 

tickets to tourist destinations, and the friendliness of 

traders around Lake Laut Tawar. The results of this 

study are in line with the results of research conducted 

by [13, 66, 67], which states that tourism awareness has 

a significant effect on the development of agro-tourism. 

Finally, indirectly, the destination image is 

considered to play no significant role in mediating 

tourism awareness toward the development of Gayo 

Arabica coffee agro-tourism in Central Aceh. The 

implications of the findings in this study prove that 

Gayo Arabica coffee is already well known in the eyes 

of the international community. However, Arabica 

Style coffee's popularity differs from the fact that there 

is still much public awareness, especially among 

traders in the Lake Laut Tawar area. It is hoped that the 

tourism-aware group can contribute in the form of 

education to the community to jointly present Gayo 

Arabica coffee agro-tourism, which maintains local 

wisdom values. A positive contribution is improving 

the destination image of a tourist spot so that the level 

of tourist visits also increases. The results of this study 

are different from the results of research [68-70] states 

that destination image has a significant role in 

mediating tourism awareness toward agro-tourism 

development. 

 

4. Conclusion 
Based on the results of the research, testing and the 

analysis of the data contained in this study, it can be 

concluded: 

1. Tour packages do not influence the destination 

image. From this, if all the aspects contained in the tour 

package can be implemented, it can increase the 

contribution to developing the Gayo Arabica Coffee 

business in Central Aceh. 

2. Attraction has a positive and significant 

influence on the destination image. Attractions in 

tourist areas, if applied properly and correctly, will give 

a good impression or a positive image to tourists who 

can visit again, increasing the development of the Gayo 

Arabica Coffee business in Central Aceh. 

3. Tourism Awareness positively and 

significantly influences the destination image. From 

this, if all parts contained in tourism awareness can 

move properly and correctly, it can increase the 

development of the Gayo Arabica Coffee business in 

Central Aceh. 

4. Tour packages positively and significantly 

influenced the development of the Gayo Arabica 

Coffee business. The better implementation of tour 

packages will increase the development of the Gayo 

Arabica Coffee business in Central Aceh. 

5. Attraction positively and significantly affects 

the development of the Gayo Arabica Coffee business. 

the tourist attractions in Central Aceh are beautiful 

natural scenery, and the typical Aceh Gayo Coffee can 

become a tourist icon that can enhance the 

development of the Aceh Gayo Coffee business. 

6. Tourism awareness has a positive and 

significant effect on the development of the Gayo 

Arabica Coffee business. High tourism awareness for 

the people of Central Aceh can undoubtedly increase 

the development of coffee itself. 

7. Destination image plays a significant role in 

mediating tour packages and attractions to the 

development of Gayo Arabica Coffee agro-tourism in 

Central Aceh. Meanwhile, the destination image plays 

a minor role in mediating tourism awareness toward the 

development of coffee agro-tourism. 

Furthermore, the limitation of this study is that it 

only examines the role of the destination image of a 

regional product. For further research, it is expected to 

include the image of a country. This develops the 

existing destination image so that each country 

province will be unique in the agro-tourism 

development sector, which still carries local cultural 

wisdom. 
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