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	ABSTRACT
Grand Elty Kalianda Beach is a beach tourism object that is very famous for its beautiful white sand and very clear sea water and coral reefs. The purpose of this study was to analyze the effect of promotion and service quality on the interest of returning tourists to Grand Elty Kalianda Beach, Lampung. This study uses quantitative research methods. The population in this study were tourists to Grand Elty Kalianda Beach based on 2018 data, which were 17,183 people and the sample was taken as many as 100 people. Data analysis using Multiple Linear Regression analysis. Based on the results of research and discussion, it can be concluded that there is an influence of promotion and service quality on the interest of returning tourists to Grand Elty Kalianda Beach, Lampung.
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INTRODUCTION  
Indonesia is the largest archipelagic country in the world stretching along the Equator. Because of these features, the Indonesian nation has great potential in its natural wealth, both from the earth and from the sea. Such marine products include fishing, pearls and other marine products (Indonesia Strand of Manikam on the Equator, 2015).
The abundance of tourism resources in Indonesia is spread throughout the archipelago, including in the Lampung Province area. Bandar Lampung is a strategic city for visiting tourists. This city can be reached in 1.5 hours from Bakauheni and 30 minutes from Radin Inten Airport. Various kinds of tourist objects that can be found in Bandar Lampung, such as beach, cultural, mountain nature or adventure tourism in forests and rivers, diving and fishing, are very easy to reach from this city. Lampung Province itself consists of 12 districts and 2 cities which have a variety of tourism resources and potential, each of which has its own advantages, uniqueness and characteristics.
At first, tourists only knew about Way Kambas National Park and Bukit Barisan Selatan National Park, where this place was famous as a training place for elephants who were ambassadors for the city of Bandar Lampung itself, but each tourist spot in Lampung had its own uniqueness. As in West Lampung, it offers cooler weather and air surrounded by the South Bukit Barisan mountains. West Lampung gives visitors many choices to enjoy their trip. One of the famous objects in West Lampung is Grand Elty Kalianda Beach. In contrast to West Lampung, the tourist attraction that has now become a tourist spot in South Lampung is Kiluan Bay, where this place is famous for its dolphins.
Lampung Province has a coastline of no less than 1,100 km with amazing marine tourism attractions, because geographically Lampung is located between 3.45' to 6.45' south latitude and 103.40' to 105.40' east longitude. So Bandar Lampung has very varied natural resources such as beaches with islands, forests which have a variety of flora and fauna, mountains, lakes and rivers whose naturalness is still maintained. Lampung Province is also a gathering place for cultures, each of which is maintained and develops, strengthening each other, thus forming a unique Lampung culture, which makes it a unique attraction for tourists visiting Lampung (Lampung Province Culture and Tourism Office, 2018)
Lampung Province in general is a flat area with high mountains such as Mount Pesagi, Tanggamus, Seminiung, Sekincau and Raya which are inactive volcanoes. Bandar Lampung is the capital of Lampung, which used to be two separate cities, namely Tanjungkarang and Teluk Betung Harbor which were covered by volcanic ash after Mount Krakatoa erupted. In subsequent developments, this city has become one city. There are many types of tourism that can be visited in Lampung, including several old villages such as Sukau, Liwa, Kembahang, Batu Brak, Kenali, Ranau, and Krui West Lampung (www.indonesia.travel, 2018)
Regarding tourism potential in Lampung, there are many tourist attractions that can still grow and develop naturally in Lampung, but because there is still little information about these tourist attractions, these marine tourism objects are rarely visited by tourists. In fact, these places have natural beauty that is actually no less good than previously known tourist attractions. (www.pesonalampung.com, 2018).
As the tourism industry in Indonesia develops, many mass media have emerged and focus on providing information about destinations, as well as practical tips for traveling. Before traveling to a tourist attraction, we are expected to make several preparations, by understanding and knowing several things about the tourist attraction we want to visit, such as transportation, accommodation and other important information.
Lampung is the southernmost province of Sumatra Island in the north, bordering Bengkulu and South Sumatra. Lampung Province with the capital Bandar Lampung, the main airport is Raden Inten II Airport. Starting in 2009, the Lampung Provincial Government launched a year of tourist visits. Types of tourism that can be visited in Lampung can be seen in Table 1.1.
Table 1.1
Marine Tourism in South Lampung Regency
	No
	Tourist attraction
	Regency
	Type of Tourism

	1
	Grand Elty Kalianda Beach
	South Lampung
	Marine tourism

	2
	Merak Belantung Beach
	South Lampung
	Marine tourism

	3
	Kedu Warna Beach
	South Lampung
	Marine tourism


Source: Lampung Province Tourism Office (2020)
From Table 1.1, the type of tourism that is visited by many foreign and domestic tourists is marine tourism. Of the many beaches owned by Lampung Province, the most famous beach is Grand Elty Kalianda Beach which is located in South Lampung Regency, Lampung, around 230 KM from the airport. Raden Intan II Beranti Bandar Lampung or takes about 6-7 hours by land and from Bakauheni port it can be reached in 1 hour 25 minutes (326.1 km).
Grand Elty Kalianda Beach is one of the tourist attractions in Kalianda District, South Lampung Regency. This tourist attraction has been around since the 90s, but has not been developed as it is today and is not widely known as a tourist attraction by most of the population, because this area is located in the coastal area of ​​South Lampung Regency.
This beach began to develop since 2008 and became widely known in South Lampung Regency, due to the arrival of foreign tourists as one of the tourist attractions that attracted local tourists to visit, since then facilities have been built such as building accommodation or cottages around Grand Beach. Elty Kalianda. Physically, this beach still maintains its naturalness because there has not been much human intervention, apart from that, Grand Elty Kalianda Beach has the characteristics of very high waves, this is because Grand Elty Kalianda Beach is an open sea that directly faces the Indian Ocean. Apart from these characteristics, this beach is sloping but does not have a wide expanse of sand like Labuhan Jukung Beach which is on the West Coast of Krui. However, around this beach there are many coconut trees and palm trees along the edge of Grand Elty Kalianda Beach. Meanwhile, seen from a social perspective, tourism activities will expand employment opportunities both from facilities and infrastructure development activities and from various business sectors that are directly and indirectly related to tourism.
Grand Elty Kalianda Beach is a beach tourist attraction which is very famous for its beautiful white sand and very clear sea water and coral reef fibers. As more and more tourists visit, various facilities are available here, starting from Star Hotel Accommodation, Budget Hotels, Bungalows, Cottages, Inns, Villas, Travel Agents, Travel Bureaus and Restaurants. As a result of observations made by researchers, it is known that the condition of the beach is not neat and beach management is still not systemized and the beach facilities offered are still inadequate. The number of foreign and domestic tourist visits in Lampung Province in 2014-2020 can be explained in Table 1.2 below.
Table 1.2
Number of Foreign and Domestic Tourist Visits in Lampung Province 2014-2020
	
No
	
Year
	Traveler
	
Amount
	Percentage (%)

	
	
	Abroad
(people)
	Domestic
(people)
	
	

	1
	2014
	58.205
	2.581.165
	2.639.370
	5,5

	2
	2015
	75.590
	3.392.125
	3.467.715
	7,3

	3
	2016
	95.528
	4.327.188
	4.422.716
	9,3

	4
	2017
	114.907
	5.530.803
	5.645.710
	11,8

	5
	2018
	115.053
	12.154.867
	12.470.464
	26,1

	6
	2019
	245.372
	11.395.827
	11.641.199
	24,4

	7
	2020
	315.597
	7.381.774
	7.496.827
	15,7

	Rate-rate
	145.750
	6.680.536
	6.826.286
	14,3



From Table 1.2 it can be seen that the number of foreign and domestic tourist visits in Lampung Province in 2012-2017 has increased from year to year. The highest number of visits was in 2018, namely 12,470,464 people. The facilities at Grand Elty Kalianda Beach can be seen in Table 1.3.
Table 1.3
Facilities at Grand Elty Kalianda Beach
	No
	Facility
	Unit

	1
	Parking area
	2 unit

	2
	Prayer room
	2 unit

	3
	Bathroom
	2 unit

	4
	Accommodation
	2 unit

	5
	A place to relax
	4 unit

	6
	Surf spot
	-


Source: Pantainesia (2019)
Based on Table 1.3, the facilities at Grand Elty Kalianda Beach are a parking area, prayer room, bathroom, accommodation, relaxing area and surfing area.
The number of tourist visits to Grand Elty Kalianda Beach in 2018 can be seen from Table 1.4 as follows:

Table 1.4
Number of Tourist Visits to Grand Elty Kalianda Beach in 2021
	Moon
	Number of visitors
(people)
	Percentage (%)

	January
	1.625
	-

	February
	1.520
	-6,5

	March
	1.452
	-4,5

	April
	1.227
	-15,5

	May
	1.178
	-4,0

	June
	1.245
	5,7

	July
	1.621
	30,2

	August
	1.420
	-12,4

	September
	1.235
	-13,0

	October
	1.547
	25,3

	November
	1.412
	-8,7

	December
	1.701
	20,5

	Amount
	17.183
	17,0

	Rate-rate
	1.432
	1,5


Source: Grand Elty Kalianda Beach (processed, 2022
Table 1.4 shows that the number of tourist visits to Grand Elty Kalianda Beach in 2018 experienced fluctuations with an average fluctuation of 1.5%, where the lowest visits occurred in May 2021, namely 1,178 people (-0.40%), while the highest visits occurred in in December 2018, namely 1,701 people (20.5%).
RESEARCH METHOD 
This research uses quantitative research methods. According to Nazir (2010), states that a population is a collection of individuals with predetermined qualities and characteristics. Meanwhile, the definition of population according to Sekaran, Zulganef (2008), population is the entire group of people, events, or things that are interesting for researchers to study. Based on the definition above, it can be concluded that the population is all research objects that will be studied in a study. The population is tourists to Grand Elty Kalianda Beach based on 2018 data, namely 17,183 people. Determining the population must take into account the characteristics and distribution of the population in order to obtain a population that is representative or truly represents the population with a sample size of 100 respondents.
Data sources are subjects from which data can be obtained. In this research, the data used is primary data, which is a data source obtained directly from original data sources in the form of interviews, discussions with individuals or groups, or the results of observations of an object being studied. The primary data source used in this research was students at Bandar Lampung University. Secondary data sources are data sources obtained through intermediary media or indirectly, namely in the form of books, company annual reports, existing evidence, or archives, both publicly published and unpublished. In this research the secondary data used is documentation, other required documents related to the title of the research. The model used for data analysis in this research uses Multiple Linear Regression analysis. Y = a + bX1+ bX2 + et
Information:
AND	= Variable interest in revisiting a	
= Constant
B		= Partial regression coefficient
 X1		= Promotion variable
X1 	= Service quality variableAnd
= Variableerror (error term)

RESULTS AND DISCUSSION
Based on the results of research and data processing, the following multiple linear regression analysis data was obtained:
Table 4.14 Multiple Linear Regression Test Results
	Model
	B
	Std. Error

	
	(Constant)
	6,983
	3,000

	
	Promotion
	1,751
	0,197

	
	Service quality
	0,702
	0,231

	R (Correlation)
	0,855

	R Square (Determination)
	0.731


Source: Data processed in 2022
Based on Table 4.14, the results of the multiple linear regression coefficient test above show that the correlation coefficient (R) value is 0.855, meaning this shows that the level of relationship between promotion and service quality and interest in revisiting has a high level of relationship because the correlation coefficient (R) value of 0.855 is at range 0,800-1,000. The value of the coefficient of determination (RSquare) of 0.731, meaning that promotion and service quality can explain 73.1% of interest in returning to visit, while the remaining 36.9% is influenced by other variables.
Based on Table 4.14 above, the results of multiple linear regression calculations using the SPSS program. The results of the regression equation are obtained as follows:
[bookmark: 2et92p0]Y = 6.983 + 1.7511 + 0,702 X2 + and
1. [bookmark: tyjcwt]The constant value is 6.983, which means that without promotion and service quality, the interest in returning to visit is 6.983 units.
2. [bookmark: 3dy6vkm]Promotion Coefficient
[bookmark: 1t3h5sf]This means that there is a positive relationship between promotion and interest in returning. This means that the higher the promotion, the higher the interest in returning to visit, with other notes being considered constant or if the promotional culture is one unit, the interest in returning to visit will increase by 1,751 one unit.
3. [bookmark: 4d34og8]Service Quality Coefficient
This means that there is a negative relationship between service quality and interest in returning. This means that the better the quality of service, the interest in returning to visit will increase, with other notes being considered constant or if the quality of service decreases by one unit, the interest in returning to visit will increase by 0.702 one unit.
The t test is used to show whether an independent variable individually influences the dependent variable (Ghozali, 2011). Test criteria with a significance level (α) = 0.05 are determined as follows:
If t count > t table, then H0 is rejected and Ha is accepted. If t count < t table, then H0 is accepted and Ha is rejected. Based on the results of research and data processing, it is obtained:Table 4.15 t test
	Variable
	Tcount
	ttable
	Say.

	Promotion
	8,905
	1,660
	0,000

	Service quality
	3,040
	1,660
	0,003


Source: Data processed in 2022
Based on Table 4.15 it is known that:
1. The tcount test results for the promotion variable were 8.905 (tcount = 8.905 > ttable = 1.660) which means that there is a positive influence of promotion on tourists' interest in returning to visit Grand Elty Kalianda Beach, Lampung.
2. The tcount test result for the service quality variable is 3.040 (tcount = 3.040 > ttable= 1.660) and a significant value of 0.003, which means that there is a positive influence of service quality on tourists' interest in returning to visit Grand Elty Kalianda Beach, Lampung.
4.1.1 Correlation Coefficient
Based on the results of data processing, the following results were obtained:
Table 4.16 Correlation Coefficient
	Variable
	Pearson Correlation
	Say.
	Coefficient Interval
	Relationship Level

	Promotion-interest in visiting again
	0,946
	0,000
	0,80 – 1,000
	Very strong

	Quality of service-interest in returning
	0,700
	0,000
	0,60 – 0,799
	Strong


Source: Data processed in 2022
Based on table 4.16 it is known that:
1. Results withPearson Correlation The relationship between promotion and interest in visiting again was 0.946 with a significance of 0.000 and was in the interval 0.80-1.000, which means that the relationship between promotion and interest in visiting tourists again at Grand Elty Kalianda Beach, Lampung, is a very strong relationship level.
2. Results withPearson Correlation The quality of service obtained with interest in returning to visit was 0.700 with a significance of 0.000 and was in the interval 0.60-0.799, which means that the quality of service and interest in visiting tourists again at Grand Elty Kalianda Beach, Lampung, included a strong relationship level.
The coefficient of determination aims to measure how far the model's ability to explain variations in the dependent variable. The coefficient of determination value is 0 < R2< 1. A coefficient of determination that is close to one means that the independent variables provide almost all the information needed to predict the dependent variable. UseR square is a bias towards the number of independent variables included in the model. Each additional independent variable into the model, thenR square will definitely increase no matter whether the independent variable has a significant effect or not. UnlikeR square, markadjusted R square can go up or down when there are additional independent variables into the model (Ghozali, 2011).
Table 4.17 Coefficient of determination of promotion and service quality on interest in returning visits
	Variable
	R
	R Square

	Promotion, service quality
	0,855a
	0,731


Source: Data processed in 2022
Based on Table 4.17, it is known that the R value2 = 0.731 x 100% = 73.1%, which means that the influence of promotions and service quality on tourists' interest in returning to visit Grand Elty Kalianda Beach, Lampung is 73.1%, while the remaining 26.9% is influenced by other factors not studied in this research.
Based on the results of the analysis that has been carried out, promotion and service quality together influence interest in returning visits (F count 13.030 > F table 3.09). From these results it can be seen that the strength and weakness of interest in returning to visit is influenced by promotion and service quality. Partially, service quality has an influence on interest in returning (sig. 0.004 < 0.05) while promotion has no effect on interest in returning (Sig. 0.086 > 0.05), but both factors still play an important role together. This is in accordance with the theory stated by Nuraeni (2014: 4) that there are several factors that influence interest in returning to visit, namely service quality, destination image, tourist attraction and promotion.
From the results of this research, it can be indicated that tourists do not only pay attention to promotions in their interest in returning. There are several possibilities for this to happen, namely:
1. Respondents are less active in opening social media so that tourists who have visited the Grand Elty Kalianda Beach tourist attraction in South Lampung do not know the latest developments in Grand Elty Kalianda Beach, South Lampung.
2. The choice of social media used for promotional media currently includes:Facebook andInstagram not quite right so that tourists who actively use other social media such asYoutube not aware of the promotion carried out by the manager of the Grand Elty Kalianda Beach Tourist Attraction, South Lampung.
3. Lack of promotionevent attractive so that tourists are not aware of the promotionevent the.
The quality of service influences the experience that tourists will have, if tourists have a pleasant experience then the tourists will come back again in the future. However, on the other hand, if tourists have an unpleasant experience, they will not come again. Tourists who have visited will tell their experiences while traveling at the Grand Elty Kalianda Beach Tourist Attraction, South Lampung, to their relatives and friends by word of mouth (Word of Mouth). Tourists who are satisfied will tell their relatives and friends about their pleasant experiences, making them want to visit the Grand Elty Kalianda Beach Tourist Attraction, South Lampung. On the other hand, tourists who are dissatisfied with the services provided by the management of the Grand Elty Kalianda Beach Tourist Attraction in South Lampung will tell their relatives and friends about their unpleasant experiences, making them reluctant to visit. This is in accordance with what Nuraeni said that the impression of the quality of service received by tourists will influence the behavior of tourists who come.
CONCLUSION 
This research aims to determine whether there is a simultaneous influence of promotion and service quality on interest in returning to visit and to determine whether or not there is a partial influence of promotion and service quality on interest in returning. Based on the results of the research and discussion in chapter V, conclusions can be drawn according to the problem formulation, namely as follows:
a. Promotion and service quality together (simultaneously) influence interest in returning visits.
b. Separately (partially), promotions have no effect on interest in returning, while service quality influences interest in returning.
Based on the test results and discussions in this research, the researcher proposed several suggestions for consideration by the company and further research. The suggestions put forward by researchers are as follows:
1. For Tourist Attraction Managers
a. From the results of the recapitulation of promotion variables, it can be seen that there are 2 instruments that still have an average value below 4, namely statements 4 and 5. So it is best for the manager of the Grand Elty Kalianda Beach Tourist Object, South Lampung, to regularly carry out promotions.event interesting, updating social media content regularly, for example three times a month, and adding other social media such asYoutube, besidesFacebook andInstagram which has existed.
b. From the results of the recapitulation of service quality variables, it can be seen that there are 5 instruments that still have an average value below 4, namely statements 5, 6, 11, 13, and 14. So the manager of the Grand Elty Kalianda Beach Tourist Object, South Lampung, should do these things. the following:
1) Providing facilities in the form of trash cans that are easily accessible to tourists.
2) Providing boards with cleanliness notices, restrictions and directions.
3) Providing guarantees such as safety insurance and compensation for tourist items that are lost or damaged due to errors by the management of the Grand Elty Kalianda Beach Tourist Attraction, South Lampung so that tourists feel safe while traveling.
4) Providing easy, simple and uncomplicated services in serving tourists' needs.
5) Have and provide the service number of the manager at Grand Elty Kalianda Beach, South Lampung to tourists so that when tourists need help, tourists can easily contact the manager and the manager can respond quickly, because the service number available is only for activities at Grand Elty Kalianda Beach South Lampung.
c. There is no routine data collection on visiting tourists so there are no specific promotional targets. From the results of distributing questionnaires conducted by researchers, 65% of tourists who visited the Grand Elty Kalianda Beach Tourist Attraction in South Lampung came from outside Lampung. So it would be better for the manager of the Grand Elty Kalianda Beach tourist attraction, South Lampung, to make tourists from outside Lampung the focus of promotional targets.
d. Grand Elty Kalianda Beach, South Lampung, has abundant natural resources such as coconuts. Residents can use these resources to make souvenirs or interesting souvenirs typical of Grand Elty Kalianda Beach, South Lampung which can be sold so that residents earn more income.
e. Judging from its history, Grand Elty Kalianda Beach, South Lampung, is a place where several regional tribes meet to create different regional arts. From this history, the management can invite residents to participate in displaying the typical regional arts that exist there, making typical culinary delights from Grand Elty Kalianda Beach, South Lampung, or building a building like a museum that contains history and knowledge about Grand Elty Kalianda Beach, South Lampung. Managers can also offerworkshop attractive to tourists, such as taking part in dancing practice, making souvenirs, or participating in making typical food from Grand Elty Kalianda Beach, South Lampung. So that tourists can feel the special experience of being at Grand Elty Kalianda Beach, South Lampung and one day want to come back again.
2. For Further Researchers
	The results of this research show that partial promotion has no effect, while service quality has an effect on return visit interest. However, it simultaneously influences interest in returning visits. Future researchers are advised to conduct research with different variablesa until You can see what other variables can influence interest in returning.
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