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ABSTRACT
Teaching Factory Kebun Inovasi of Politeknik Negeri Jember with various plants that have
the potential to develop Agro-edutourism destinations, one of which is orange picking agro-
edutourism. This study aims to analyze visitor satisfaction as an important consideration for
institutions to meet the gap between consumer expectations and current conditions. A total of
60 respondents through a questionnaire were asked to assess the performance of 21
attributes using a Likert scale. The analysis methods used are Importance-Performance
Analysis (IPA) and Customer Satisfaction Index (CSI), which will help in making strategic
decisions to improve service quality in the future. Visitors come from various backgrounds,
and students are the majority. The results of the Importance-Performance Analysis (IPA)
revealed that rest room facilities are the most important attribute that needs to be improved,
because visitors consider it very important, but its current performance is not optimal. In
addition, other attributes that have the potential to improve performance include worship
facilities, parking areas, access to locations, transportation infrastructure, directional signs,
cellular networks, availability of public transportation and information about public
transportation routes. The Customer Satisfaction Index (CSI) produced a score of 81.59%,
indicating that visitors were very satisfied with the overall attribute performance. Based on
the results of the factor analysis, the 21 attributes used to measure visitor satisfaction can be
divided into two main dimensions: tourism infrastructure and amenities, and product quality
and service experience.
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Initially, the concept of agrotourism originated from the development of ecotourism
which prioritizes tourism activities through observation and understanding of nature and
culture (Nurlaela & Warlina, 2018). Furthermore, it developed into agro-tourism which
focuses more on agricultural businesses in the form of food crops, horticulture, plantations,
livestock and fisheries (Tompodung et al., 2017). Along with its development, the concept
became agro-educational tourism (agro-edutourism), with additional emphasis on the
exchange of information and knowledge that takes place in the tourism activities carried out.
Agrotourism can also be considered as one of the ways that supports sustainable
development (Kothari & Perwej, 2021). Nowadays, agro-edutourism had become a new
trend in agribusiness related to the sector of tourism.

Kebun Inovasi is one of teaching factory at Politeknik Negeri Jember (Polije) that has
been developed and produced many kinds of crops and horticultural products continuously.
Some of the commodities produced include corn, watermelon, pineapple, orange, and cut
flowers. These products attract the interest of tourists both from within and outside Polije to
visit and buy products directly at Kebun Inovasi Polije. This shows that teaching factory of
Kebun Inovasi Polije have the potential to be developed as an Agro-edutourism area
destination. However, an in-depth study of this potential needs to be carried out as in the
research on the potential of agrotourism in Lembang District, West Bandung (Fauziah &
Warlina, 2022).

Orange or citrus is one of the commodities produced sustainably at Kebun Inovasi
Polije in a large number due to its wide cultivated land, beside the cut flowers commodities.
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Currently, there are at least 7 types of oranges cultivated in the Kebun Inovasi Polije with a
land area of 4000 m2, where the type of orange that is most widely produced is the Siamese
orange. Therefore, the development of agro-edutourism at Kebun Inovasi Polije has been
initiated through the orange picking edutourism. In line with this initiation, several studies on
the development of citrus commodity tourism areas have been carried out in Panca Jaya
District, Mesuji (Darmawan, 2020), Bendosari Yogyakarta Eduwisata Garden (Faridah,
2021), and North Klaten (Hidayat, 2014). These studies shows that orange picking tourism
could be a kind of agro-edutourism which has great potential.

Further studies need to be conducted in supporting the development of the quality of
the implementation of orange picking agro-edutourism in Kebun Inovasi Polije. One of the
efforts that needs to be done is a study that focuses on the consumer's perspective, namely
visitors of orange picking agro-edutourism at Kebun Inovasi Polije. This research aims to
analyze the visitor satisfaction of orange picking agro-edutourism at Kebun Inovasi Polije.
Understanding detailed information on consumer satisfaction of orange picking tourism in
Kebun Inovasi can be an important consideration for institution to fulfill the gap between the
consumer’s expectation and the current condition. Therefore, the development design can be
carried out in line with the potential visitor’s expectation.

METHODS OF RESEARCH

This study utilized primary data obtained through a customer satisfaction survey
conducted among visitors of the Teaching Factory (TeFa) at Kebun Inovasi, Politeknik Negeri
Jember. The survey aimed to assess the extent to which visitors were satisfied with various
aspects of the services and facilities provided within the agro-edutourism program at Kebun
Inovasi.

A total of 60 respondents were randomly selected to ensure that the collected data
would be representative of the broader visitor population. The respondents were asked to
evaluate the performance of 21 predetermined attributes. This evaluation employed a five-
point Likert scale, where 1 represented "very dissatisfied" and 5 represented "very satisfied."
The Likert scale was chosen for its simplicity and effectiveness in quantifying individual
satisfaction levels and perceptions regarding the services received.

By using this scale, the study quantitatively measured the level of visitor satisfaction,
which was then analyzed to identify areas in need of improvement as well as those that met
or exceeded visitor expectations. This data also served as the foundation for further
analyses, such as Importance-Performance Analysis (IPA) and Customer Satisfaction Index
(CSI), which will aid in making strategic decisions for future service quality enhancements.

Importance-Performance Analysis (IPA) was initially introduced as a tool to measure
consumer acceptance by evaluating various elements or attributes within a marketing
program (Martilla & James, 1977). Over time, IPA has evolved into a widely used method for
understanding customer satisfaction and establishing service quality priorities. The core of
IPA lies in its ability to map the average customer ratings of the importance and performance
of various attributes into a two-dimensional grid with four quadrants.

This mapping process provides valuable insights for management by highlighting which
attributes should be prioritized for improvement and which ones are of lesser significance
(Bacon, 2003; Oh, 2001). The quadrants typically represent different strategic actions: "Keep
Up the Good Work," "Concentrate Here," "Low Priority," and "Possible Overkill." By
visualizing the data in this manner, management can make informed decisions to allocate
resources effectively and enhance overall service quality.

The first step in IPA involves identifying the attributes to be measured. The selection of
these attributes is grounded in previous studies (Ananditya & Hidayat, 2017; Arsita &
Giriwati, 2022; Fanggidae & Bere, 2020; Nurmala et al., 2022; Oktaviani & Suryana, 2006;
Rosita et al., 2016; Sari et al., 2020; Syafitri et al., 2019) ensuring relevance and
comprehensiveness in the current research context. For this study, a total of 21 attributes
were identified and are presented in Table 1. These attributes encompass various aspects of
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the visitor experience and are crucial for assessing satisfaction levels and identifying
potential areas for service improvement.

Table 1 – Satisfaction Attributes
Notation Attributes
A1 Natural scenery
A2 Quality of oranges
A3 Souvenirs/merchandise
A4 Festivals or entertainment
A5 General facilities
A6 Restroom facilities
A7 Prayer facilities
A8 Gazebo and cafeteria facilities
A9 Parking area
A10 Entrance fee
A11 Price of oranges
A12 Access to the location
A13 Transportation infastructure
A14 Directional signs
A15 Mobile network
A16 Availability of public transportation
A17 Information on public transportation routes
A18 Staff service
A19 Educational information from staff
A20 Clean environment
A21 Safety in and around the tourist attraction

Quadrant analysis is one of the most commonly used methods for determining service
improvement priorities in Importance-Performance Analysis (IPA) (Bacon, 2003). This
method is particularly effective in visualizing the relationship between the importance and
performance of various attributes, thereby guiding management decisions on where to focus
efforts for improvement.

The first step in quadrant analysis is to calculate the average ratings of importance and
performance for each attribute. This can be done using the following formulas:

𝑋𝑖 =
∑𝑘

𝑖=1 𝑋 𝑖
𝑛 (1)

𝑌𝑖 =
∑𝑘

𝑖=1 𝑌 𝑖
𝑛 (2)

Where: the average performance score of the ith attribute, 𝑌𝑖 represents the average
importance score of the ith attribute, and n is the number of respondents.

The next step is to calculate the overall average importance and performance scores
across all attributes using the following formulas:

𝑋𝑖 =
∑𝑘

𝑖=1 𝑋 𝑖
𝑛 (3)

𝑌𝑖 =
∑𝑘

𝑖=1 𝑌 𝑖
𝑛 (4)

Where: 𝑋𝑖 represents the overall average performance score, and 𝑌𝑖 represents the overall
average importance score across all attributes.

The Customer Satisfaction Index (CSI) analysis is utilized to measure the level of
consumer satisfaction, which is derived by calculating the importance level of all the
attributes under consideration. The process of calculating the CSI begins with determining
the Mean Importance Score (MIS) using the following formula:

𝑀𝐼𝑆 =
∑𝑛

𝑖=1 𝑌 𝑖
𝑛 (5)
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Where: n represents the number of consumers, and 𝑌𝑖 is the importance score of the ith
attribute.

The results of this analysis are then plotted onto a Cartesian diagram, which visually
categorizes the attributes into four quadrants. Each quadrant provides insights into which
attributes require immediate attention, which are satisfactory, and which might be
overemphasized or need minimal focus:

Figure 1 – The Important-Performance Analysis Matrix

Next, the Weighting Factor (WF) and Weight Score (WS) are calculated using the
following formulas:

𝑊𝐹 = 𝑀𝐼𝑆𝑖

∑
𝑝
𝑖=1 𝑀𝐼𝑆 𝑖

× 100% (6)

𝑊𝑆𝑖 = 𝑊𝐹𝑖 × 𝑀𝑆𝑆𝑖 (7)

Where: p represents the number of importance attributes, and 𝑀𝑆𝑆𝑖 is the Mean Satisfaction
Score for the ith attribute.

Finally, the total Customer Satisfaction Index (CSI) is calculated using the following
formula:

𝐶𝑆𝐼 =
∑

𝑝
𝑖=1 𝑊𝑆𝐼

𝐻𝑆 × 100% (8)

Where: p represents the number of importance attributes, and HS represents the highest
scale used (Highest scale).

The consumer satisfaction scale commonly used in interpretation ranges from 0 to 1.
Below is the table of Customer Satisfaction Index criteria scale:

Table 2 - Interpretation of Customer Satisfaction Index
Index Value Interpretation
0.00 – 0.34 Not satisfied
0.35 – 0.50 Less satisfied
0.51 – 0.65 Quite satisfied
0.66 – 0.80 Satisfied
0.81 – 1.00 Very Satisfied

Factor analysis is a statistical method used to analyze the relationships between a
number of variables (attributes) and to group these attributes based on several key
dimensions known as factors or principal components (Tabachnick & Fidell, 2007; Yong &
Pearce, 2013). This method allows for the reduction of data complexity by identifying the
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underlying structure among the variables, making it easier to interpret the patterns and
relationships within the data set.

RESULTS OF STUDY

The discussion of respondent characteristics provides crucial insights into the
demographics and behavior of agro-ecotourism visitors, which in turn aids in understanding
subsequent analyses, such as Importance-Performance Analysis (IPA), Customer
Satisfaction Index (CSI), and factor analysis. Respondent characteristics including gender,
age, occupation and domicile can be presented in table 3.

In terms of gender, female visitors dominate with 52.38%, while male visitors make up
47.62%. This relatively balanced ratio suggests that the agro-ecotourism site appeals to both
genders, with a slightly higher interest from females. This may be related to a greater interest
among women in the educational and recreational activities offered by the site.

Regarding age, the majority of visitors are aged 17-30 years (66.67%), indicating that
the site is particularly popular among younger individuals. This age group is generally more
open to new experiences, such as agro-ecotourism, and interested in learning about
agriculture firsthand. Additionally, the presence of visitors over 60 years old (4.76%) shows
that the site also attracts older individuals, although in smaller numbers. Previous research
states that a person's age influences tourists to make decisions about taking a tourist trip
(Lakuhati et al., 2018).

Visitors to the agro-ecotourism site come from diverse occupational backgrounds, with
students or university students being the largest group (50.79%). This indicates that the site
is frequently chosen as a destination for educational institutions conducting field study visits.
A significant portion also consists of government employees (25.40%), who may be
interested in the educational aspects or potential collaboration in agricultural programs. Other
occupational groups, such as private employees and entrepreneurs, have smaller
percentages but still demonstrate the site's broad appeal across various occupational
sectors.

Table 3 - Characteristic of Respondents
No. Demographic Criteria Number of Respondents Persentage (%)
1 Gender

Male 30 47.62
Female 33 52.38

2 Age
17-30 42 66.67
31-45 11 17.46
46-60 7 11.11
> 60 3 4.76

3 Employment
Student 32 50.79
Civil servant 16 25.40
Private-sector employee 4 6.35
Entrepreneur 1 1.59
Others 10 15.87

4 Domicile
Jember Regency 39 61.90
Outside Jember Regency 24 38.10

In terms of residence, the majority of respondents (61.90%) are from Jember,
suggesting that the agro-ecotourism site has become a significant local attraction. However,
the presence of visitors from outside Jember (38.10%) shows that the site also has a wider
appeal, attracting visitors from more distant regions.

The frequency of visits indicates that 60.32% of visitors are first-time visitors, which can
be interpreted as an indication that the site continues to attract new visitors. Meanwhile,
31.75% of visitors have visited more than twice, suggesting a good level of satisfaction,
encouraging repeat visits.
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The fact that most visits occur on weekdays (88.89%) shows that the agro-ecotourism
site is largely visited by groups with educational purposes, such as students, university
students, and institution employees. This justification is supported by the fact that most visits
are made by the academic community of Politeknik Negeri Jember and secondary school
students. The 11.11% of weekend visits may be due to the main visitors' busyness on
weekdays or a tendency to choose longer leisure time on weekends for other activities.

The variety of visit purposes, such as participating in school programs (39.68%),
recreation (23.81%), and learning about agriculture (19.05%), demonstrates that the agro-
ecotourism site meets various visitor needs, both as an educational and recreational
destination. The fact that many visitors come with friends (58.73%) or family (25.40%)
reinforces the site's suitability as a group activity destination.

The diverse sources of information about the agro-ecotourism site, such as from
friends/family (36.51%) and schools (36.51%), indicate that word-of-mouth promotion and
school networks are highly effective in attracting visitors. Although the internet and social
media only contribute 7.94% of the information sources, they remain important channels to
consider for further promotion.

The use of IPA analysis is to evaluate gaps or compare the performance of attributes to
consumer importance (Oktaviani & Suryana, 2006). Attribute performance is highly
dependent on consumer importance to increase consumer satisfaction gradually according to
their priorities. (Puspita et al., 2021). Priorities are determined based on the average score of
the attribute performance level and the average score of the level of importance of visitors to
the orange picking agro-edutourism as described in Table 4.

Based on Table 4, the attribute performance level score (𝑋𝑖) has an average of 4.06.
The visitor importance level score of the orange-picking agro-tourism experience at Kebun
Inovasi Polije has an average (𝑌𝑖) of 4.51. These two scores are the boundaries between
quadrants in the Cartesian diagram that has been depicted in Figure 1. Improving service
quality in this case is increasing consumer satisfaction which can be done gradually based
on the priorities outlined in the Cartesian diagram (Aryani & Rosinta, 2010).

Table 4 - Perceived Performance and Attribute Importance of Visitor Satisfaction Levels
Notation Name of Variable Perceived Performance Importance
A1 Natural scenery 4.35 4.59
A2 Quality of oranges 4.54 4.62
A3 Souvenirs/merchandise 2.92 4.41
A4 Festivals or entertainment 2.92 4.30
A5 General facilities 4.19 4.59
A6 Restroom facilities 2.67 4.56
A7 Prayer facilities 4.14 4.48
A8 Gazebo and cafeteria facilities 3.65 4.41
A9 Parking area 4.16 4.44
A10 Entrance fee 4.33 4.63
A11 Price of oranges 4.46 4.63
A12 Access to the location 4.37 4.49
A13 Transportation infastructure 4.33 4.49
A14 Directional signs 4.11 4.41
A15 Mobile network 4.38 4.48
A16 Availability of public transportation 4.05 4.30
A17 Information on public transportation routes 4.19 4.40
A18 Staff service 4.41 4.56
A19 Educational information from staff 4.43 4.59
A20 Clean environment 4.29 4.60
A21 Safety in and around the tourist attraction 4.32 4.62
Average 4.06 4.51

Figure 1 shows a Cartesian diagram that divides priority attributes into 4 quadrants.
The following is an explanation of each quadrant.

Quadrant 1 is a quadrant that maintains achievements in improving service quality. The
quality of service at the orange-picking agro-tourism experience at Kebun Inovasi Polije is
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considered good so that it is necessary to maintain its performance optimization. Quadrant 1
is the quadrant for "Keep up the Good Work" which includes 9 (nine) attributes. These
attributes include natural scenery (A1), quality of oranges (A2), general facilities (A5),
entrance fee (A10), price of oranges (A11), staff service (A18), educational information from
staff (A19), clean environment (A20) and safety in and around the tourist (A21). Based on
Table 4, these 9 (nine) attributes have an average attribute performance score of 4.37 with
each attribute score above 4.19. This means that it is still above the average score of the
overall attribute performance (𝑋𝑖). Meanwhile, the average score of visitor interest is 4.60
with each attribute score above 4.56, which means it is still above the average score of
overall visitor interest (𝑌𝑖).

The natural scenery attribute (A1) has a high score because this agro-edutourism is
located in a vast expanse in the middle of the 'Polije Innovation Garden' area with the
backdrop of Mount Argopura and Mount Raung. Not only that, several horticultural plants
such as pineapple, watermelon and sweet corn are also planted here. A beautiful view can
increase the attraction of tourist visitors (Mengko et al., 2023). The ownership of the orange-
picking agro-edutourism under the auspices of the Polije institution makes the quality of
oranges (A2) very good because apart from being a tourist attraction, the Kebun Inovasi is
also a learning medium for students so that the application of the price of oranges (A11) is
still at a price below the market.

Figure 1 - Importance-Performance Matrix

The main purpose of holding this agro-edutourism is as a means of education for
visitors so that the attributes of educational information from staff (A19) and staff service
(A18) are attributes whose performance must be maintained. In the tourism sector, the ability
of employees to understand consumer desires can provide its own consumer satisfaction
value (Setiawan, 2016) (Prawiranata & Kusumawati, 2016).

Another attribute located in quadrant 1 is the entrance fee (A10). The entrance ticket to
this agro-edutourism is IDR 15,000. This price includes general facilities (A5) which are quite
adequate, such as providing education related to orange cultivation in the meeting room,
picking as many oranges as you like in the garden, the availability of toilets in the meeting
room, although there are no toilets in the Kebun Inovasi as explained in quadrant 1
previously, ample parking in the meeting point area and safety in and around the tourist
(A21). Environmental cleanliness (A20) is also always considered in this agro-edutourism.
The cleanliness of the tourist location can create a sense of comfort for visitors so that it can
influence the interest of subsequent tourist visits (Sembiring & Ginting, 2022; Sidabutar &
Hidayat, 2023).
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Quadrant 2 can also be called the “Possible Overkill” quadrant. This means that in this
quadrant the attribute performance is very good but the level of visitor importance towards
this attribute is low. The attributes included in quadrant 2 are prayer facilities (A7), parking
area (A9), access to the location (A12), transportation infrastructure (A13), directional sign
(A14), mobile network (A15), availability of public transportation (A16), information on public
transportation routes (A17). Based on Table 4, these 8 (eight) attributes have an average
attribute performance score of 4.22 with each attribute score above 4.05. This means that it
is still above the average score of the overall attribute performance (𝑋𝑖). Meanwhile, the
average score of visitor importance is 4.44 with each attribute score below 4.30, which
means that the score of each attribute is below the average score of the overall visitor
importance (𝑌𝑖).

The parking area attribute (A9), which has been mentioned previously in general
facilities at the agro-edutourism location has quite good performance because of the
availability of a fairly large parking area. Several vehicles in the form of buses can be
accommodated around the agro-edutourism location. The low visitor interest score is due to
the characteristics of visitors who are mostly people from within Jember Regency. They use
two-wheeled or four-wheeled vehicles as their means of transportation. Likewise with the
attributes access to the location (A12), transportation infrastructure (A13), directional sign
(A14), mobile network (A15), availability of public transportation (A16), information on public
transportation routes (A17). Several of these attributes are a unit that shows the ease of
access to the orange-picking agro-edutourism. The location of the agro-edutourism in the city
center and in the Polije institutional environment makes the availability of information to the
location very easy. In line with previous research, that the ease of visitor accessibility to
tourist locations can increase visitor satisfaction (Afandi et al., 2023; Nurhayati, 2019;
Sudarwan et al., 2021). However, visitors consider that these attributes are less important.
This is because Polije is one of the best higher education in Jember Regency and almost all
people in Jember Regency have known it and know the location of Polije.

Attributes in quadrant 3 are classified as attributes that have low priority. Attributes in
quadrant 3 are attributes that have low performance scores and low visitor importance
scores. The score of each attribute is below the average attribute performance score (𝑋𝑖) and
the average visitor importance score (𝑌𝑖). Attributes that are included in low priority include
souvenirs/merchandise (A3), festivals or entertainment (A4) and gazebo and cafeteria
facilities (A8). The three attributes currently cannot be optimized in the orange picking agro-
edutourism at Kebun Inovasi Polije. However, for the souvenir attribute, Polije has a teaching
factory bakery with outlets that provide various processed foods produced internally by
students and employees. The characteristics of visitors who prioritize education and tourism
factors as the main factors for visiting orange picking agro-edutourism cause the visitor
importance score to be low. The concept of tourism with an educational and agricultural
theme has its own appeal for visitors in addition to getting pleasure from tourism activities
(Jeneetica, 2018).

Attributes in quadrant 4 are attributes that are the main priority in improving the quality
of service that can affect customer satisfaction. Attributes in this quadrant are attributes that
have an average score value on attribute performance (𝑋𝑖) which is low, which is below 4.51
but has an average score value on visitor interests (𝑌𝑖) which is high, which is above 4.06.
There is 1 (one) attribute in quadrant 4 or what is commonly called the "Concentrate here"
quadrant, namely the rest room facilities attribute (A6). The orange picking agro-edutourism
at Kebun Inovasi Polije currently does not have rest room facilities. Tourists who visit and
need rest room facilities, the officers direct them to the nearest rest room with a fairly far
distance and are located in the lecture building. In accordance with the quadrant, this rest
room facility needs to be built around the orange picking agro-edutourism for the
convenience of tourists. Rest rooms are an important attribute and are included in the priority
needs of tourists and have a positive impact because they are related to adequate sanitation
coverage and improving the health of tourists. (Damayanti, 2019; Pertiwi & Andriani, 2015;
Subuh & Soamole, 2021).
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The calculation of the Customer Satisfaction Index (CSI) yielded a score of 0.815 or
81.59%. Based on Table 2, this score falls into the "very satisfied" category. This result
indicates that overall, visitors are highly satisfied with the performance of the various
attributes at the orange-picking agro-tourism site of Kebun Inovasi Polije. However, the
management should continue to improve to meet the evolving expectations of visitors.

The output of the factor analysis includes the correlation matrix, the Kaiser-Meyer-Olkin
(KMO) Measure, Bartlett's Test of Sphericity, the Measurement Sample Adequacy (MSA),
and Principal Component Analysis (PCA). The results of the factor analysis are considered
valid when several assumptions are met. These include the absence of multicollinearity
issues, a significance value for Bartlett’s Test of Sphericity less than 0.05, and a
Measurement Sample Adequacy (MSA) value greater than 0.5. The determinant value of the
correlation matrix should approach zero. As presented in Table 5, the KMO value is greater
than 0.5, indicating the adequacy of sampling for the analysis. Similarly, the Measurement
Sample Adequacy (MSA) value is also greater than 0.5. Hence, the model satisfies the
assumptions for factor analysis.

Table 5 - KMO and Barlett’s Test
KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .800
Bartlett's Test of Sphericity Approx. Chi-Square 1734.196

Df 210
Sig. .000

The results of the analysis for the main components that determine the level of visitor
satisfaction are shown in Table 6. From the 21 attributes influencing visitor satisfaction, they
can be grouped into two distinct dimensions.

Dimension 1: "Tourism Infrastructure and Amenities". This dimension encompasses
attributes related to general facilities, accessibility, and the overall comfort provided to
visitors during their time at the tourist site. Key attributes within this dimension include natural
scenery, parking facilities, general amenities, and transportation. These factors are critical as
they determine how easily visitors can access and navigate the site, and how enjoyable their
experience is based on the available infrastructure.

Table 6 - Main Component of The Attribute Level of Visitor Satisfaction
Rotated Component Matrixa

Name of Variable Notation Component
1 2

Natural scenery A1 .555 .553
Quality of oranges A2 .341 .708
Souvenirs/merchandise A3 .788 .382
Festivals or entertainment A4 .772 .264
General facilities A5 .399 .788
Restroom facilities A6 .592 .602
Prayer facilities A7 .856 .309
Gazebo and cafeteria facilities A8 .847 .313
Parking area A9 .826 .273
Entrance fee A10 .459 .373
Price of oranges A11 .363 .814
Access to the location A12 .575 .614
Transportation infastructure A13 .631 .573
Directional signs A14 .699 .448
Mobile network A15 .511 .683
Availibility of public transportation A16 .817 .295
Information on public transportation routes A17 .774 .442
Staff service A18 .241 .876
Educational information from staff A19 .269 .887
Clean environment A20 .328 .894
Safety in and around the tourist attraction A21 .403 .781
Extraction Method: Principal Component Analysis.
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Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 3 iterations.

Dimension 2: "Product Quality and Service Experience". This dimension focuses on the
quality of the primary product (oranges), the performance of staff services, cleanliness,
safety, and the provision of educational information at the site. These factors directly
contribute to the overall experience and satisfaction of visitors. Ensuring high-quality service,
maintaining a clean environment, and offering informative and educational content can
significantly enhance the visitors' engagement and their perception of the site's value.

The classification into two dimensions allows for a clear understanding of how different
attributes affect visitor satisfaction. Dimension 1 highlights the importance of infrastructure
and amenities in ensuring a smooth and enjoyable visit, while Dimension 2 emphasizes the
importance of service quality and product experience. Both dimensions are essential for
maintaining high levels of visitor satisfaction, and continuous improvements in these areas
can help meet visitor expectations and enhance their overall experience at Kebun Inovasi
Polije.

CONCLUSION

The orange-picking agro-tourism at the Innovation Farm of Politeknik Negeri Jember
(Polije) has emerged as an alternative educational tourism site within Jember city. Visitors
come from diverse backgrounds, with students and university attendees comprising the
majority. The results of the Importance-Performance Analysis (IPA) reveal that restroom
facilities are the most crucial attribute in need of improvement, as visitors regard them as
highly important, yet their current performance is suboptimal. Additionally, other attributes
with potential for performance enhancement include prayer facilities, parking areas, access
to the location, transportation infrastructure, directional signs, mobile networks, availability of
public transportation and information on public transportation routes. The Customer
Satisfaction Index (CSI) yielded a score of 81.59%, indicating that visitors are highly satisfied
with the overall performance of the attributes. Based on the factor analysis results, the 21
attributes used to measure visitor satisfaction can be reduced to two main dimensions:
tourism infrastructure and amenities, and product quality and service experience.
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