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ABSTRACT: This study aims to analyze volunteer
tourist satisfaction and host community perceptions and
design a sustainable volunteer tourism management
model. This research includes qualitative research using
mixed analysis methods. The data consists of primary
and secondary data from Afo Tour and Travel North
Maluku, volunteer tourists, and the host community in
2018, 2019 and 2021. The study found that volunteer
tourism provides satisfaction for tourists and host
communities. The most dominant factors providing
satisfaction are nature tourism, marine tourism and
attractions, knowledge transfer, outbound and culinary.
Tourist satisfaction has an impact on loyalty to volunteer
tourists. Volunteer tourism managers must implement a
“two-sided satisfaction model” that emphasizes the
satisfaction of tourists and host communities as the key to
achieving the sustainability of volunteer tourism.
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INTRODUCTION

Currently, two salient phenomena in the tourism context require serious
attention. First is the enthusiasm of the world community to travel to various
places. This is indicated by the increasing number of international tourists every
year. The World Economic Forum predicts that the number of international
tourists will continue to increase and reach 1.8 billion by 2030 (Calderwood and
Soshkin, 2019). This opens opportunities and, at the same time, encourages the
creation of competition in the tourism business. Second is public anxiety over the
negative impacts caused by tourism activities, such as economic inequality,
environmental damage, and social conflicts (Muharto, 2020:1). This triggers
tourists' awareness and participation in social activities and community activities
empowerment.

Volunteer Tourism is very relevant and responsive to these two
phenomena. Volunteer Tourism is an innovative concept that combines travel
between seeking individual pleasure and social responsibility (Alomari, 2012: 52
and Pompurova, 2018). At the same time, tourists can fulfil their personal
hedonistic needs and participate in social activities voluntarily. Experts and
researchers gave positive responses to the practice of volunteer tourism with the
term "social responsibility tourism" (Rattan, 2016), alternative tourism (Lyons
and Wearing, 2008), and the new ecotourism (Tomazos and Butler, 2009). This
positive response is supported by many empirical findings that volunteer
tourism is motivated by altruistic tendencies, environmental ideologies such as
conservation (Proyrungroj (2017), and sustainability themes (Grimm, 2013), as
well as establishing mutualistic relationships between tourists and the host
community (Owen, 2013). 2019). Host communities (partner communities at
tourist sites) can get benefits such as physical builders and community capacity
building or community institutions (Blanton, 2016), while the benefits for
volunteers are opportunities for self-development and enriching life experiences
(Alomari, 2012: 52). In terms of these benefits, volunteer tourism also supports
community-based tourism concepts such as "Community Based Tourism"
(Giampiccoli and Glassom 2021; Mtapuri and Giampiccoli, 2020).), such as
providing skills and increasing capacity so that the community can become the
primary beneficiaries. Of tourism management.

Conceptually, it needs to be emphasized that volunteer tourism as
alternative and innovative tourism has the potential to be developed with several
considerations. First, the aspect of the development philosophy that volunteer
tourism supports the implementation of the SDGs development agenda, namely
economic sustainability, ecological sustainability, and social and cultural
sustainability, as well as strengthening the performance of the Indonesian
national culture of "gotong-royong". Second, the sociological aspect is that
volunteer tourism is essential in empowering the host community (Wearing and
Grabowski, 2011) so that mutualistic relationships are fostered between tourists
and the host/local community (Wilson, 2015). Third, the educational aspect that
volunteer tourism conducts knowledge transfer which can improve the
knowledge and skills of the community, form a tourism-aware community, be
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socially aware of environmental health, cross-cultural awareness and be
economically empowered (Wilson, 2015). Fourth, the business aspect that
volunteer tourism has a good market opportunity because it is in demand by
various age groups, especially young people who want to seek new, different,
and memorable experiences (Clemmons, 2010). In addition, the shift in tourism
behaviour from Irresponsible to Responsible (Mowforth & Munt, 2016:29) is a
market opportunity for volunteer tourism.

Empirically, volunteer tourism has not run as expected and is still
experiencing many problems. Blanton (2016) states that volunteer activities have
a negative impact, giving rise to ambiguity in perceptions from tourists and the
host community. There is a perception that altruism is not the primary
motivation for volunteer tourism. Kerrigan (2016) reveals that international
volunteer service programs oriented to physical Development produce a culture
of dependence, unsustainable Development, and the reinforcement of negative
Western cultural stereotypes. Meanwhile, dialogue and learning programs
aimed at intercultural understanding have more positive and sustainable
benefits.

A Tour and Travel North Maluku is a travel agency that has organized
volunteer tourism-based tour packages since 2015. This tour package offers
destinations, accommodations, and volunteering for tourists to participate in
social activities in tourist destinations. Every tourist voluntarily participates
materially and non-materially to organize social activities with the host
community. A Tour and Travel North Maluku try to maintain the sustainability
of volunteer tourism by organizing social activities that are beneficial to the host
community and attract the attention of volunteers. It is known that tourists who
participate in voluntary tour packages can participate well in carrying out
various activities in tourist destinations, such as social service activities and
environmental conservation activities. However, volunteer tourism conducted
by Afo Tour and Travel North Maluku still faces several obstacles, such as low
tourist interest, low tourist satisfaction and low community support.

Many studies have revealed that tourism products do not only shape tourist
interest but are also shaped by intrinsic motivation. Tourists will be interested if
tourism products conform to tourist motivations (Ryzin, 2005). Therefore, Wright
(2013) recommends conducting an in-depth analysis of the cause of voluntary
travel by tourists and their impact on host communities. It is essential to analyze
the travel motivation of voluntary tourists because it is related to tourist
satisfaction. Tourist satisfaction is the main factor that drives the tourism
business to achieve success and excellence in the competition (Forozia et al.,
2013). Apart from motivation, the impact of tourism also shapes the perception
of the host community (Alrwajfah et al., 2019) and community satisfaction. If
tourists and the community get satisfaction from volunteer tourism activities, a
close relationship will be created and ensure sustainability (Philip L. Pearce,
2005).

The sustainability aspect of the volunteer tourism package at Afo Tour
and Travel North Maluku is essential, but no research examines this. Thus, this
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study aims to analyze the sustainability of volunteer tourism in North Maluku
Afo Tour and Travel, focusing on the satisfaction of volunteer tourism tourists,
perceptions of the host community, and management models that support the
sustainability of Volunteer Tourism.

THEORETICAL REVIEW
Volunteer Tourism

Volunteer tourism is voluntary and organized tourists who involve
themselves in helping community groups, restoring specific environments, or
researching aspects of society or the environment (Wearing, 2002:240)—
volunteering in tourism is a form of responsible tourism expression (Uriely et al.,
2003). Clemmons (2012) defines volunteer tourism as a combination of voluntary
services that are consciously and sincerely integrated into a destination. So,
volunteer tourism is a tourist trip while carrying out social activities. The
elements contained in volunteer tourism are tourist behaviour, freedom of choice
(Neulinger, 1974), intrinsic motivation (Iso-Ahola, 1982), satisfaction and
enjoyment (Kaplan, 1975), independence (Kelly, 1983), genuine community,
creativity, and mutually beneficial relationships between hosts and tourists
(Lyons and Wearing 2008:178-179).

Tourist Satisfaction and Volunteer Tourism Sustainability

Tourist satisfaction is fulfilling tourist expectations (Akama and Kieti,
2003). Expectations are individual beliefs about what should happen in certain
situations (Sutisna, 2003:79). Nasution (2005) defines satisfaction as a condition
in which the needs, desires, and expectations of customers can be fulfilled
through the products consumed, which are formulated with the equation Z=X/Y
(Z is customer satisfaction, X is the quality perceived by the customer, and Y is
the customer's needs, wants, and expectations). If X>Y, then high customer
satisfaction (Z>1). Suppose X<Y, customer satisfaction is small (Z<1). Thus,
tourist satisfaction is a synopsis of comparing tourist expectations and the actual
performance of tourism products (Simamora, 2004 Yun, Dongkoo and S. Pyo,
2016).

Tourist satisfaction determines the success and sustainability of the
tourism industry (Sukiman et al., 20130 and Forozia et al., 2013). Satisfied tourists
can decide to repeat (Han et al., 2020, Dethan et al., 2020 Adinegara, 2017) and
image a tour to others (Pavlic et al., 2011). Tourist satisfaction must be measurable
(Pavlic et al., 2011). However, happiness is not easy because it is related to
subjectivity, where each tourist has their measure. Therefore, there is often a
debate about the factors that determine satisfaction in tourism (Sukaatmadja,
2017), including the intrinsic motivation of tourists. Han et al. (2020) mention
several factors that motivate volunteer tourists, such as self-development and
language learning/practice, environment, escape from repetitive routines,
different cultures, contribution to the host community and community
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contributions. Brown (2005) and Callanan and Thomas (2005) mention four
motivations for volunteer tourism: culture, difference, friendship, and family.
Similarly, Seibert and Benson (2009) found the main intrinsic motives:
experiencing something different/new, learning about other cultures, and
expanding the mind. This is in line with the opinion of Lo & Le (2011), which
mention five main motives for tourists to participate in volunteer trips:
experiencing new cultures and interacting with local communities; the desire to
show love and care; shared experiences with family members and educational
opportunities for children; religious involvement; and escape from everyday life.
In addition, some volunteer tourism tourists are motivated to fight poverty and
community development, seeking authenticity (Alomari, 2012).

Expectations Theory

Expectations Theory has been widely used in various tourism studies, one
of which is by Andereck et al. (2012) in analyzing the Experience Expectations of
Prospective Volunteer Tourists. In this study, the Expectancy Disconfirmation
Theory (EDT) is used to determine the expectations and achievements of
volunteering tourists' expectations. Tourist satisfaction is determined not only by
the performance of tourism products but also by the subjectivity of tourists.
Tourists already have expectations before doing voluntary tourism activities. The
expectations of tourists are subjective and ideal, while the performance of
tourism products is empirical. Satisfaction compares personal consumer
expectations and product performance (Oliver, 1980; Van Ryzin, 2005). The
theory that discusses consumer satisfaction behaviour is the Expectancy
Disconfirmation Theory (EDT). This theory explains that post-purchase
satisfaction/dissatisfaction results from an evaluation between initial
expectations and actual product performance after using the product. Santos and
Boote (2003) explore theories and models between consumer expectations and
evaluations after purchasing a product into four post-purchase affective states:
Delight, Satisfaction, Acceptance, and Dissatisfaction.

Table 1. Post-Purchase Affective States
Expectation Cognition Performance Affective Situation
Positive

AP >EP Disconfirmation Delight
Positive Indifference AP > EP . Pos%twe . Satisfaction
Disconfirmation
Z0Il AP =EP Simple Confirmation  Delight/ Acceptance
. . Negative
Negative Indifference =~ AP < EP Disconfirmation Acceptance
AP <EP . Neg? tlve. Dissatisfaction
Disconfirmation

AP = Actual Performance, EP = Expected Performance, ZOI = Zone Indifference
Source: Santos and Boote (2003)
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Zone of Indifference (ZO]) is the actual condition that meets expectations.
This position can be a delight or accepted. Satisfaction and acceptance are in the
ZOl between confirmation and disconfirmation. Acceptance (damaging
indifference) occurs when the performance of the product/service perceived by
tourists is between the predicted and minimum tolerable expectations. In
contrast, tourist satisfaction (positive indifference) occurs when the perceived
performance is between the desired and anticipated expectations. The affective
states of delight and dissatisfaction are outside the ZOI. Delight occurs when the
actual implementation exceeds the expected performance, while dissatisfaction
occurs when the actual performance exceeds the minimum tolerable expectation
(Santos and Boote 2003). The level of satisfaction of volunteer tourism tourists
can be quantified from 5 (very satisfied), 4 (Satisfied), 3 (neutral), 2 (less satisfied,
and 1 (not happy), as the Table 1 information.

Host Community Perception and Volunteer Tourism Sustainability

Perception is termed a response, a cognitive process of generating
opinions that can sometimes be more but also less (Azwar, 2007). Perception is
the ability to organize observations, including discriminating and classifying
objects being observed (Surwono, 1982). The perception process starts with
receiving, selecting, collecting, interpreting, checking, and reaction processes
(Uday, 1995). The perception of the host community in this study is defined as
the community's response to implementing the volunteer tourism program. This
perception is formed by the interaction between the community and volunteer
tourists (Ezra, 2013). Public perception is subjective (Sutisna, 2003:62), so it can
be positive or negative. Positive perceptions are formed by beneficial volunteer
tourism activities such as socio-cultural activities, entertainment, and economic
empowerment (Turker, 2013). A negative perception is formed if volunteer
tourism is impractical (Blanton, 2016; Kerrigan, 2016).

People with a positive perception will show attitudes and behaviours to
support the volunteer tourism program. Ayobami and Ismail (2013) state that the
host community's attitude towards volunteering and their readiness to support
volunteer activities is influenced by five attributes: Occupation, Environment,
Culture, Behavior of local volunteers, and Gender of the population.

The community is an essential factor that shapes the satisfaction and
loyalty of volunteer tourists (Sheldon and Abenoja, 2001; Swarbrooke, 1993) so
that they can support the success and sustainability of tourism (Muharto 2018;
Gursoy, Chi, & Dyer, 2009). Therefore, McGehee and Andereck (2008)
recommend better quality volunteer tourism management by matching the skills
of volunteer tourists with the host community's needs.

METHODOLOGY

This research includes a qualitative design with a case study approach.
The study uses primary data sourced from volunteer tourists and the host
community. Respondents are tourists who participated in Volunteer tourism
activities in 2018, 2019, and 2021 (there is no 2020 due to the COVID-19
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pandemic). Volunteer tourists have a massive population of 578 people, so it is
necessary to draw a sample using proportional random sampling. Determination
of the balanced selection used the Slovin formula to obtain the number of pieces,
as in Table 2. For the Host Community, three people were sampled for each tour
package consisting of participating communities, business actors and local
governments. To ensure the quality of information, all samples taken are those
who are entirely directly involved in the implementation of volunteer tourism
activities.

Table 2. Population and Sample

Volunteer Tourists

No Volunteer Tourism Tour Packages )
8 Population Sample Host Community

1 Historical Tour 578 85 3
2 Fai Longa Trip 340 77 3
3  HiTrip 40 29 3
4 Fun Out Bound Tidore and Ternate 79 44 3
5  Fun Out Bound (Jailolo Trip) 14 12 3
6  Fun Out Bound and Aketobololo Trip 380 79 3
7 Kahala Island 10 9 3
8  Packages Morotai TTE-OTI 38 28 3
9  Marketing Educating Tour 40 29 3
Total 1519 392 27

Source: Secondary Data (2018, 2019, 2021)

They are collecting data wusing in-depth interview techniques,
questionnaires and documentation. Data analysis used mixed methods, namely
quantitative and qualitative research (Kiessling and Harve, 2005 Sugiarto et al.,
2015). Mixed methods are needed to analyze qualitative and quantitative data
(Cresswell, 2014). Qualitative analysis was conducted to determine tourist
satisfaction and the perception of the host community towards volunteer tour
packages. The results of the study of tourist satisfaction are presented in the
categories of very satisfied (VS), satisfied (S), neutral (N), less satisfied (LS), and
dissatisfied (D). Then the dominant factors forming tourist satisfaction are
identified and presented as ratings. At the same time, the quantitative analysis
uses Chi-Square, a non-parametric statistic, so it does not require analytical
requirements. Chi-Square in this study to examine the relationship between
satisfaction with tourist loyalty (repeat volunteer activities and image the
volunteer package to other parties).

RESULTS

A Tour and Travel organizes volunteer-tourism tour packages with nine
various activities. It is known that the level of tourist satisfaction is different in
each activity package, as in Table 3.
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Table 3. Description of Tourist Satisfaction

No Tour Packages

Volunteer Tourism Activities

Tourist Satisfaction (%)
VS S N LS D

1  Historical Tour Knowledge Transfer 5.9 706 235
. . Nature Tourism, beach cleaning
2 FailongaTrip and socialization of sapta charm 90.9 39 52
3 HiTrip Marm? tourism and Shark feeding 96.6 a4
attractions.
. e Tourist Satisfaction (%)
No Tour Packages Volunteer Tourism Activities VS S N LS D
4 Fun Out Bound Tidore Knowledge Transfer 100
and Ternate
5 Fu.n Out Bound (Jailolo Outbound and Culinary 100
Trip)
Fun Out Bound and Marine tourism, planting sago
6 . trees and mangroves, Outbound 100
Aketobololo Trip .
and Culinary
7 Kahatola Island Survey 22.2 55.6 222
. Transfer of knowledge,
8 ga}ls}k ages Morotai TTE- socialization of Sapta charm, the 100
introduction of tourist objects
Marketing Educating Survey of Special Marketing
9 . 100
Tour Education

Total 75.8 17.6 6.6

VS=Very Satisfied; S= Satisfied; N = Netral; LS = Less Satisfied; D = Dissatisfied
Source: Primary Data Processed (2021)

From nine kinds of activity packages, seven activities gave tourists a
satisfying feeling, they were: 1) Nature Tourism, beach cleaning and socialization
of sapta charm; 2) Marine tourism and Shark feeding attractions; 3) Transfer of
knowledge; 4) Outbound and Culinary; 5) Marine tourism, planting sago trees
and mangroves, Outbound and Culinary; 6) Transfer of knowledge, socialization
of sapta charm, the introduction of tourist objects; 7) Survey of Special Marketing
Education.

Table 4 below presents the crosstabs analysis of the relationship between
tourist satisfaction and the desire to repeat and image volunteer tourism
programs.

Table 4. Tourist Answer Description

Rejoin Imaging
Yes No Yes No
Tourism VS 297 0 297
Satisfaction LS 44 25 49 20
Level D 5 21 26
346 46 346 46

Source: Primary Data Processed (2021)

All satisfied tourists decided to re-joined the volunteer tourism package
program and recommended it to others. Something interesting was that 25
respondents were dissatisfied yet would like to retake volunteer tourism, and 49
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less satisfied respondents planned to portray volunteer tourism to others. Based
on interviews with respondents, it was shown that they were dissatisfied because
some of their expectations were not realized. However, they had a positive
assessment that volunteer tourism activities provided some benefits for
themselves. Thus, they wanted to re-enter volunteer tourism activities selectively
by choosing specific programs that would meet their expectations. The cross-
tabulation results (Table 4) above are sufficient to illustrate that tourist
satisfaction impacts tourist loyalty. However, to strengthen this finding, it is
continued with quantitative data analysis using Chi-Square. It has been
explained previously that this research design is qualitative, so the quantitative
data analysis using Chi Square is not as strict as in quantitative research.
Questionnaires distributed to respondents have met the validity and reliability
tests. Table 5 presents the Chi-Square results of the study.

Tabel 5. Chi-Square Tests
Chi-Square Df T-Table Meaning
Satisfaction-Rejoin 253.522 2 5991 Connected
Satisfaction-Imaging 254.875 2 5991 Connected
Source: Primary Data Processed (2021)

The Chi-Square means that tourist satisfaction could shape loyal tourist
behaviour, such as the desire to rejoin volunteer tourism and image volunteer
tourism to close relatives and colleagues.

DISCUSSION

Tourist Satisfaction towards Volunteer Tourism Tour Packages

Some factors accommodated tourist satisfaction: studying in nature and
community, feeling new experiences, the community's hospitality, contributing
to the destination community, and enjoying the beauty of nature and tourism
attraction. Figure 1 presents five indicators of the tourist satisfaction index.

M Studying in Nature and in the

35 Community
30 - - -
M Perceiving New Experience
25
20 The hospitality of the
community
15
Cintributing to the Tourism
10 Destination Community
5 - -
M Enjoying the Beauty of
o Nature and Tourist

Satisfaction Index Attractions

Figure 1. The Percentage of Tourist Satisfaction Level
Source: Primary Data Processed (2021)
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1. Studying in Nature and the Community
Tourists were delighted with getting the opportunity to learn directly at
historic sites, industrial areas, and traditional culinary delights. Learning
directly in nature and society provided much inspiration and practical
knowledge for self-development, which was different from learning in a
classroom setting. It was in line with Han et al. (2020) 's opinion that tourists
are ecstatic to participate in volunteer tourism because it provides
opportunities for self-development.

2. Perceiving New Experience
Tourists felt delighted because they experienced things they had never done,
such as feeding sharks, making or cooking culinary delights with the
community, and planting mangrove and sago trees. Likewise, making
traditional culinary specialities with the host community. From the
perspective of Seibert and Benson (2009) and Proyrungroj (2020), new
experiences in tourist attractions are part of the motivation or hope when
participating in volunteer tourism.

3. The hospitality of the community
Tourists were satisfied with the hospitality of the host community who had
considered them part of the family, for instance, the community attitude
when welcoming the presence of tourists with complete intimacy. Tourists
were also satisfied with the care and support of the community in various
program implementations. It related to the statement of Lo & Le (2011),
Brown (2005), and Callanan and Thomas (2005) that the motivation of
volunteer tourists is to build communication and friendship and contribute
to society. Tourism is an industry that uses communities as resources, sells
them as products, and in the process, affects the lives of all people (Murphy,
1980a:1), influencing the satisfaction of volunteer tourists. Thus, the attitudes
and behaviours of host communities are critical to visitor satisfaction and
tourism sustainability (Sheldon and Abenoja, 2001; Swarbrooke, 1993).

4. Contributing to the Tourism Destination Community
Tourists were satisfied because they got the opportunity to do work that had
contributed directly to the community, such as doing community service,
cleaning the beach together, and planting sago and mangrove trees. The
findings are similar to the results of Proyrungroj's research (2018) that one of
the motivations or expectations of volunteer tourists is to provide something
valuable to the community in public space.

5. Enjoying the Beauty of Nature and Tourist Attractions
Natural beauty and tourist attractions were essential elements that provided
satisfaction to tourists. All volunteer tourists also experienced that natural
resources and the popularity of tourist objects were the main goals of
voluntary travel (Albu et al., 2017).

Meanwhile, 17.6% of less dissatisfied respondents and 6.6% of
respondents are dissatisfied. It happened because volunteer tourism activities
did not provide new experiences, such as historical tourism activities (knowledge
transfer), mask distribution and health awareness socialization (during the
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covid-19 pandemic in 2021), beach cleaning nature tourism, Sapta charm
socialization, and surveys. What was expected by the respondents was to travel
outside the region and enjoy the beauty of public space and the diversity.
Unfulfilled expectations cause tourists to be dissatisfied and have no intention to
do so in the future (Seibert and Benson, 2009). It was proven that tourist
satisfaction was not always determined by the objectivity factor but also by the
subjectivity factor, which was the expectations/motivation of tourists before
travelling.

The results of quantitative analysis using Chi Square strengthen the
findings of this study. Tourist satisfaction can shape tourist loyalty, such as the
desire to rejoin volunteer tourism and image volunteer tourism to close relatives
and colleagues. It corresponds with previous research that tourist satisfaction
significantly affected revisiting intentions (Bam and Kunwar, 2020; Dethan et al.
(2020). In addition, tourists would also imagine other people and relatives
participating in the volunteer program. So, a sense of satisfaction would
encourage tourists to do it repeatedly and even recommend it to others (Pavlic et
al. 2011). It is likely similar to some previous research results that tourist
satisfaction would form behavioural loyalty, namely revisiting and inviting
others to do so (Meyer, 2012; Gracan et al., 2008; Stipanovic et al., 2008; Jovicic
and Vanja, 2008; and Valle et al., 2006). Thus, tourist satisfaction would determine
the sustainability of volunteer tourism.

Host Community Perceptions towards Volunteer Tourism

The 27 informants (host communities) interviewed had a positive
perception of volunteer tourism activities. They stated that the volunteer tourism
program was very beneficial, such as building public awareness in maintaining
cleanliness and environmental sustainability. The community also believed that
the volunteer tourism program could expand social relations. In addition to
environmental and social benefits, the volunteer tourism program provided
economic benefits for the community in three fields, i.e. lodging business,
transportation business and culinary business. The community considered these
economic benefits because tourists had to carry out the transaction process for
transportation services and purchase food and drinks.

So, the direct advantages of the volunteer tourism program formed the
perception of the host community. It is in line with the findings of Wright (2013)
and Wearing (2001) that the host community, in general, has a good perception
of volunteer tourism as volunteer tourists who work and live in the host
community had a positive impact on the host community such as skills
development through training, quality of life and economy improvement.

The community thought volunteer tourism was unique because it could
build harmonization and kinship between tourists and the community and form
awareness of preserving the environment. The host community saw volunteer
tourists as family, not just customers or actors. Therefore, the host community
was delighted to participate in and support the implementation of the volunteer
tourism program Afo Tour and Travel organized. From the perspective of the
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host community, it can be seen that the community highly supports volunteer
tourism-based tour packages, and it is a sustainable asset (Gursoy, Chi, & Dyer,
2009).

Another thing found in this research is that the implementation of
volunteer tourism does not meet all the community's expectations. Seven
informants said some volunteer tourism programs did not meet the community's
needs. They suggested that volunteer tourism programs should be relevant to the
host community's needs. In terms of the suggestion, Afo Tour and Travel
responded well that the implementation of the volunteer tourism program had
so far been determined unilaterally by Afo Tour and Travel because it is adjusted
to the needs and level of ability of volunteer tourists. The volunteer tourism
management's weakness is ignoring the expectations and conditions of the host
community.

The Model of Sustainable Volunteer Tourism

The satisfaction of tourists and the satisfaction of the host community
determine the sustainability of volunteer tourism. Tourist satisfaction is achieved
if their expectations fit with the experience in volunteer tourism participation. At
the same time, the fulfilment of the host community is achieved if the volunteer
tourism program is practical and can solve the community's problems. However,
not all volunteer tourism programs satisfy the volunteer tourists, and not all
volunteer tourism programs overcome the difficulties experienced by the host
community. This happened because there was no identification of the
motivation/expectations of tourists and community problems from the start. In
addition, tourists did not have special skills to solve social issues faced by the
community. This study designed a model of volunteer tourism management
"two-sided satisfaction model". The model required satisfaction from both sides,
the volunteer and the host community, as the benchmark of sustainable
volunteer tourism. Figure 2 illustrates the “two-sided satisfaction model” work
system, which consists of 5 (five) stages.

VOLUNTEER TOURIST

Identification of Tourist Expectation - Tourist Expectation Volunteer Tourist - Tourist Behavior
Expectation/Motivation be - Tourist Skills - Tourist Satisfaction

| | \\\ ’ P\

™\ ™ AN
. \ N ™ N
Identification > ‘ List of Tour Packages/\ ‘ Lingking and Matching Action / Evaluation /\ Loyalty

Identification of Social

. - Host Community
Problems : - Community Participation
- Environment Community Problems Community Problems - Goverment - Host Community
- Culture/Morality - Business Salisfaction
- Economic
HOST COMMUNITY
NITY

Figure 2. Two-sided Satisfaction Model
Source: Primary Data Processed (2021)
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1. Identification: Management of volunteer tourism was begun by
identifying social problems experienced by the community
(environmental, cultural/moral, and economic). The researcher identified
the expectations/motivations of voluntary tourists.

2. List of Tour Packages: Offering various volunteer tourism
packages/programs relevant to social problems and tourist expectations.

3. We are linking and Matching: adjustment between the expectation and
expertise of volunteer tourists to the community's social problems in
tourism destinations.

4. Action: Implementing the volunteer tourism program in coordination
with all stakeholders (tourist, community, government, and entrepreneur
people).

5. Evaluation: Evaluating voluntary tourists and host communities after
implementing volunteer tourism. Voluntary travellers were evaluated by
attitude, satisfaction and loyalty. Meanwhile, the host community was
assessed in terms of participation, pride and commitment).

FURTHER STUDY

Volunteer tourism provides satisfaction for tourists and the host
community. The level of tourist satisfaction shaped the loyalty to volunteer
tourism programs, such as the desire to participate in volunteer tourism and the
positive image of volunteer tourism to others. However, many tourists were
dissatisfied as the reality was not what they expected. It showed that tourist
satisfaction was subjective. The host community actively participates in the
volunteer tourism program as it is to their benefit. However, not all volunteer
tourism programs were relevant to community problems. Thus, the management
of volunteer tourism needed to apply a "two-sided satisfaction model", which
emphasized the satisfaction of tourists and the host community as the key to
achieving the sustainability of volunteer tourism. The limitation of this study was
that it did not notice differences in tourist motivation and satisfaction from
gender perspectives. As a result, further research was recommended to take
those considerations in analyzing tourists' motivation.
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