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	Abstract





	
	The challenge of decreasing visitor volume at Galatama Lele Oiko Fishing, East Jakarta, reflects the problem of meeting participant expectations amidst the intense competition for special interest recreation. This study was conducted with the aim of empirically testing the effect of Perceived Service Fairness mediated by Customer Satisfaction on Revisit Intention among Galatama Lele Oiko Fishing, East Jakarta participants. The quantitative approach in this study was through the distribution of closed questionnaire instruments to respondents as a sample population. The study population included all participants who actively fished at Galatama Lele Oiko Fishing, East Jakarta, between August 2025 and January 2026. Based on a non-probability sampling technique with a purposive sampling method, a sample of 161 respondents was collected, exceeding the minimum threshold of the Slovin formula of 99.04. The data analysis stage was carried out using the Structural Equation Modeling (SEM) method with the help of SmartPLS 4.0. The findings from the hypothesis testing through bootstrapping proved that Perceived Service Fairness mediated by Customer Satisfaction had a positive and significant impact on Revisit Intention. Based on the Adjusted R-Square value, the combination of Perceived Service Fairness and Customer Satisfaction simultaneously has a moderate ability to encourage Revisit Intention of 58.9% with an external model factor of 79.2%, although the Perceived Service Fairness variable partially has a weak direct influence in explaining Customer Satisfaction of 20.8% with an external model factor of 41.1%.
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INTRODUCTION
Over the past decade, the orientation and motivation of Indonesians towards fishing have undergone a paradigm shift, from being viewed as a conventional effort to meet subsistence food needs (results-oriented) to fulfilling a commercial recreational lifestyle integrated into the special interest tourism sector. This transformation is supported by Indonesia's geographical advantages and ecological richness, boasting the third-largest freshwater fish biodiversity in the world, as described by Syafei (2017). The recreational fishing ecosystem has grown massively into a promising business opportunity, with catfish (Clarias sp.) the dominant commodity used by business actors. The high preference for this fish is driven not only by its adaptive biological characteristics, strong endurance, and aggressive response to various baits, but also by the availability of supply at the national level.
According to data from the Ministry of Maritime Affairs and Fisheries, national catfish production has exceeded 1.15 million tons. The combination of the fish's superior biological characteristics and abundant supply are strong factors in why catfish fishing is a critical research topic. The catfish fishing business is no longer merely a minor informal sector, but has evolved into a niche recreational activity capable of driving the local economy, creating business opportunities, and fulfilling the psychological needs of urban communities seeking a quality fishing experience amidst the fatigue of routine. As part of contemporary recreational services, the management of fishing ponds in Indonesia is currently required to continue moving towards a more professional direction.
The structure of fishing pond businesses is increasingly diversified into various operational models, ranging from daily formats, by the kilo, to the adoption of a competition format known as the galatama system. The phenomenon of mass migration of pond managers to the galatama system, as noted by Fadilah (2025), reflects a current tendency toward process-oriented behavior, pursuing psychological satisfaction as self-actualization born from competition and social recognition, so that anglers no longer simply pursue the physical quantity of fish to take home. Therefore, the ideal condition of the galatama fishing sector should be able to present a robust value proposition through the integration of structured competition regulations, efficient time management, and the development of competitive prizes that can stimulate the enthusiasm of anglers as participants. The committee, as the management, is required to implement the principle of service fairness holistically, from transparency of the rules to accuracy of weighing equipment to objectivity in crucial decision-making on the field. When the economic investment made by Galatama participants (in the form of ticket purchases) is balanced with quality service, integrity, sportsmanship, and a fair chance of winning, participant expectations will be positively confirmed through Customer Satisfaction, leading to long-term loyalty in the form of Revisit Intention.
However, the empirical reality at Galatama Lele Oiko Fishing in East Jakarta actually shows a stark deviation from this ideal. The intense competition in the special interest recreation business in the region has created challenges in the form of a periodic decline in customer visits, indicating obstacles in meeting participants' expectations of service fairness. This gap between theoretical expectations and practical realities on the ground is what prompted this research, which was based on the discovery of several research gaps: methodological, contextual, practical, and theoretical.
Based on the methodological gap, an evaluation of previous literature conducted by Sadeghi et al. (2016) showed a limited focus on consumer loyalty being measured conventionally using service quality variables. This study aims to fill this methodological gap by offering novelty in the form of deconstructing service quality into the variable of Perceived Service Fairness. This step is considered more precise because the fundamental essence of Galatama's business sustainability rests on ensuring a fair competitive climate. Based on the contextual gap, the literature in the studies by Arikan et al. (2017) and Cahyani et al. (2025) shows that testing of service fairness variables has so far been dominated by mass tourism or public services. No studies have specifically contextualized the influence of the fairness dimension in the special interest recreation industry sector, based on hobby competitions such as galatama fishing. This research aims to bridge this contextual gap by shifting the locus of analysis to the galatama catfish ecosystem, which has strict and unique technical operational regulations.
Meanwhile, the practical gap arises from the contradiction between marketing theory and reality on the ground. Referring to the literature by Rizan et al. (2022) and Komala et al. (2019), strategies of superior product value and high pricing are theoretically directly proportional to increased customer satisfaction. However, Galatama Lele Oiko Fishing, the object of this study, experienced an anomaly in the form of a massive 34.3% deficit in visitor volume, despite its most expensive package pricing strategy being 20% ​​higher than its competitor, Galatama Lele Family Fishing 3. This practical gap demonstrates that high financial sacrifices among participants trigger extreme cognitive sensitivity (Customer Satisfaction) in the form of Revisit Intention toward operational fairness in the field.
The main focus of this research, formulated in a research statement, aims to empirically test the effect of Perceived Service Fairness, mediated by Customer Satisfaction, on Revisit Intention among Galatama Lele Oiko Fishing participants in East Jakarta. This research limits its scope to generating strategic recommendations for restoring the object's business performance. This study excludes external, non-managerial factors such as the dynamics of changes in the pond environment and fluctuations in the biological condition (level of aggressiveness) of fish in the water. Through the limitation and formulation of this structural model, this study is practically expected to be able to present a precise and scientific evaluation map for the committee as the manager to identify the root causes of the decline in business performance which is purely caused by unfairness factors of the committee's treatment in the field or actually originates from the inappropriateness of the ticket price structure arrangement which is considered to be of low value for the Galatama fishing participants.
METHODS
Sampling in this quantitative study was conducted using a non-probability purposive sampling technique at Galatama Lele Oiko Fishing, East Jakarta. Primary data collection was sourced from a population of 10,331 active participants who fished at Galatama Lele Oiko Fishing from August 2025 to January 2026. The study's respondents were male and female, aged 20 to 45 years and older, and had a track record of more than one fishing visit during the study period. Research instruments were distributed before and after fishing sessions to address potential respondents' limited time in the field.
Data were collected through a closed-ended, multiple-choice questionnaire based on Google Forms, eliminating the opportunity for subjective opinions from respondents and maintaining the objectivity of the results (Amelia & Yoedtadi, 2024). The researcher drew data from the sample to accurately analyze, predict, and describe the characteristics of the unit of analysis (Kriyantono, 2022). The minimum sample size was calculated using the Slovin formula with an error tolerance of 10% or 0.1, resulting in a minimum sample size of 99.04, rounded to 100 respondents. The research instrument adopted a Likert scale (1 to 5) to transform respondents' qualitative perceptions into highly granular quantitative data (Kriyantono, 2022).
Strengthening understanding of the phenomenon of visit and turnover fluctuations was supported by field observations and literature review. Initial testing was conducted on 15 non-sample respondents using Microsoft Excel and IBM SPSS 29.0 for Windows. Referring to the distribution table of r-statistical values ​​with a 5% significance level, the correlation threshold (r-table) was set at 0.514 (Amalia et al., 2022). The results of the Pearson Product Moment correlation analysis of 17 items showed that 16 indicators were declared valid (r count > 0.514), while 1 indicator, namely X1.2 (0.492), was declared dropped because it was below the criteria threshold. Through a Cronbach's Alpha value of 0.94 which exceeds the minimum standardization of 0.70 as mentioned in Alfiatunnisa et al. (2022), the 16 reliable final instrument items are ready to be distributed to the original respondent sample for further analysis using Structural Equation Modeling-Partial Least Square (SEM-PLS) modeling with SmartPLS 4.0 for testing the outer model, inner model, Goodness of Fit (GoF), hypothesis, and contribution. 
[bookmark: _heading=h.gjdgxs]FINDINGS AND DISCUSSION 
Referring to the perspective of Astaman et al. (2025), the classification of research objects based on specific indicators can be examined more comprehensively through an in-depth understanding of the profiles of the subjects under investigation. Therefore, this study analyzes the personal data of 161 participants who were recruited through a questionnaire instrument. The personal attributes explored to describe the sample include gender, age segmentation, fishing activity frequency, and the geographical distribution of participants in the Galatama Lele Oiko Fishing competition. The population of this study comprised all participants officially registered in the Galatama Lele Oiko Fishing competition during the period from August 2025 to January 2026, totaling 10,331 individuals.
Table 1. Respondent Profile
	No.
	Respondent Profile
	Category
	Frequency
	Percentage

	1
	Gender
	Male
	161
	100%

	
	
	Female
	0
	0%

	2
	Age
	20–30 Years
	65
	40%

	
	
	31–45 Years
	77
	48%

	
	
	>45 Years
	19
	12%

	3
	Fishing Frequency
	1–5 Times
	40
	25%

	
	
	6–10 Times
	74
	46%

	
	
	>10 Times
	47
	29%

	4
	Residence
	East Jakarta
	132
	82%

	
	
	Outside East Jakarta
	29
	18%


Source: Personal Documents, 2026
The demographic analysis presented in Table 1 reveals an extremely distinctive market characteristic in which all fishing customers (100% of the 161 respondents) were male, a phenomenon that confirms the theory proposed by Burkett and Carter (2020) regarding recreational fishing as a social space historically constructed around masculine values. The complete absence of female customers (0%) indicates the existence of structural constraints or spatial preferences that make this competition ecosystem, consisting of 44 fishing spots, highly specific to a single gender group, namely male anglers, who have proven to be highly responsive to competitive stimulation and opportunities to demonstrate their fishing skills. From the age perspective, the market is dominated by individuals within the productive age group, with respondents aged 31–45 years accounting for 48%, those aged 20–30 years comprising 40%, while participants over 45 years contributed only 12%. This demographic structure presents a striking empirical contrast with the aging market trend observed among recreational fishing communities in developed countries such as Poland, as reported by Arlinghaus et al. (2021), while simultaneously demonstrating that recreational fishing in Indonesia remains an integral part of the active lifestyle of productive-age individuals in developing countries who possess sufficient economic stability to finance hobbies with relatively high operational costs (Astaman et al., 2025).
The characteristics of these dynamic and rational consumers within the productive age group encourage participants to conduct critical comparisons between their financial sacrifices and the fairness of the competition system, commonly referred to as Perceived Service Fairness. This tendency is reflected by the majority of respondents belonging to the highly active angler group (avid anglers), who reported fishing frequencies of 6–10 visits (46%) and more than 10 visits (29%) during a single observation period. The high intensity of repeated visits is consistent with recreational fishing studies conducted by Morales-Nin et al. (2021) and simultaneously validates the avidity bias theory proposed by Howarth et al. (2024), indicating that the questionnaire instrument successfully captured the aspirations of the core customer segment that interacts most intensively with the service system. Furthermore, this intensive visitation pattern was predominantly represented by participants residing in East Jakarta (82%), who rationally utilized geographical proximity to reduce fatigue and psychological stress arising from demanding daily routines. This empirical relationship confirms the findings of Nelly and Pebrianti (2024), who concluded that location plays a crucial role as an indicator for optimizing customer satisfaction because lower physical accessibility costs reduce non-monetary sacrifices while simultaneously increasing the service utility provided by the event organizers.
Table 2. Descriptive Statistics
	Indicator
	SD
	D
	N
	A
	SA
	Mean
	Total Mean
	Standard Deviation

	X1.1
	0.0%
	0.6%
	28.0%
	44.1%
	27.3%
	3.98
	3.70
	0.762

	X1.2
	0.0%
	2.5%
	26.7%
	36.0%
	34.8%
	4.03
	
	0.847

	X1.3
	2.5%
	17.4%
	32.9%
	36.6%
	10.6%
	3.35
	
	0.971

	X1.4
	0.6%
	1.2%
	40.4%
	35.4%
	22.4%
	3.78
	
	0.829

	X1.5
	2.5%
	14.3%
	39.1%
	31.7%
	12.4%
	3.37
	
	0.961

	X1.6
	1.2%
	8.7%
	35.4%
	31.7%
	23.0%
	3.66
	
	0.968

	Z1
	0.0%
	4.3%
	35.4%
	46.0%
	14.3%
	3.70
	3.71
	0.765

	Z2
	0.0%
	1.2%
	16.1%
	60.2%
	22.4%
	4.04
	
	0.660

	Z3
	0.6%
	9.9%
	40.4%
	42.2%
	6.8%
	3.45
	
	0.790

	Z4
	1.2%
	3.7%
	21.7%
	41.6%
	31.7%
	3.99
	
	0.894

	Z5
	2.5%
	11.8%
	45.3%
	34.8%
	5.6%
	3.29
	
	0.841

	Z6
	1.2%
	3.7%
	28.0%
	50.9%
	16.1%
	3.77
	
	0.808

	Y1
	3.7%
	8.1%
	11.2%
	19.9%
	57.1%
	4.19
	3.88
	1.147

	Y2
	10.6%
	11.2%
	17.4%
	21.7%
	39.1%
	3.68
	
	1.367

	Y3
	6.2%
	11.8%
	16.8%
	20.5%
	44.7%
	3.86
	
	1.279

	Y4
	7.5%
	14.9%
	10.6%
	24.2%
	42.9%
	3.80
	
	1.331


Source: Processed by the Researchers, 2026
The descriptive statistical findings presented in Table 2 indicate that, overall, Galatama Lele Oiko Fishing has successfully fulfilled fundamental operational expectations, as evidenced by the fact that the highest evaluations across all variables were dominated by positive respondent perceptions with standard deviations remaining within a normal range. For the Perceived Service Fairness variable, the highest percentage was observed for indicator X1.1 (44.1%), where respondents agreed that the competition prizes offered were proportional to the ticket price they had paid. This satisfaction pattern continued within the Customer Satisfaction variable, where the largest percentage reached 60.2% for the "agree" response on indicator Z2, demonstrating that the adequacy of the physical supporting facilities around the fishing pond, including lighting, seating, and the availability of water buckets, successfully met respondents' expectations. Consistent with these findings, the Revisit Intention variable recorded its highest percentage at 57.1% for the "strongly agree" response on indicator Y1, reflecting respondents' strong intention to return to the research site for future fishing sessions. Therefore, the proportionality of competition prizes, the superiority of physical facilities, and the high level of short-term revisit intention collectively represent the primary strengths that maintain the operational stability of the research site's ecosystem.
This study employed a quantitative research approach using a causal associative design to examine the cause-and-effect relationships among the latent constructs. The structural model proposed in this research was specifically designed to investigate and analyze the effect of Perceived Service Fairness (X1) on Revisit Intention (Y), with Customer Satisfaction (Z) serving as the mediating variable. During the outer model assessment, the analysis was conducted using SmartPLS 4.0, following the three primary evaluation criteria classified by Siswanto (2022), namely internal consistency reliability, convergent validity, and discriminant validity. The internal consistency reliability assessment was performed to measure the degree of reliability and stability of each indicator constituting the latent constructs. Referring to the methodological perspective of Malhotra et al., as cited in Siswanto (2022), the acceptance criteria for internal reliability were specifically determined based on two threshold values, namely Composite Reliability (CR) and Cronbach’s Alpha.
Based on the methodological parameters synthesized by Hair et al. (2019), all exogenous and endogenous constructs in the research model satisfy the requirements for convergent validity when the Average Variance Extracted (AVE) exceeds 0.50 and the outer loading values reach at least 0.708. Furthermore, according to Rudiyanto and Hanifah (2021), the minimum acceptable values for Composite Reliability and Cronbach’s Alpha are above 0.70 to demonstrate the internal consistency of the measurement instrument based on respondents’ answers.
Table 3. Construct Reliability and Validity Results
	Latent Variable
	Indicator
	AVE
	Outer Loadings
	Composite Reliability (rho_c)
	Cronbach’s Alpha

	Perceived Service Fairness
	X1.1
	0.725
	0.907
	0.940
	0.924

	
	X1.2
	
	0.851
	
	

	
	X1.3
	
	0.767
	
	

	
	X1.4
	
	0.836
	
	

	
	X1.5
	
	0.879
	
	

	
	X1.6
	
	0.863
	
	

	Customer Satisfaction
	Z1
	0.667
	0.765
	0.923
	0.903

	
	Z2
	
	0.798
	
	

	
	Z3
	
	0.791
	
	

	
	Z4
	
	0.857
	
	

	
	Z5
	
	0.857
	
	

	
	Z6
	
	0.827
	
	

	Revisit Intention
	Y1
	0.664
	0.821
	0.888
	0.833

	
	Y2
	
	0.813
	
	

	
	Y3
	
	0.791
	
	

	
	Y4
	
	0.835
	
	


Source: Processed by the Researchers, 2026
Based on the testing results presented in Table 3, all latent constructs in this study achieved values exceeding the minimum threshold requirements for Average Variance Extracted (AVE), outer loadings, Composite Reliability (rho_c), and Cronbach’s Alpha. Consequently, every measurement indicator incorporated into the estimation model fulfilled the standardized research criteria and was therefore confirmed to be both valid and reliable, making the constructs suitable for subsequent structural model analysis.
The evaluation of discriminant validity was conducted through triangulation using two principal analytical techniques, namely the Heterotrait-Monotrait Ratio (HTMT) and the Fornell-Larcker criterion. According to Umaroh et al. (2023), the acceptable threshold for the HTMT approach is a maximum value of 0.90. Meanwhile, the Fornell-Larcker criterion requires that the square root of the Average Variance Extracted (AVE) for each construct must be greater than the correlation coefficients between that construct and the remaining latent variables in the model (Siswanto, 2022).
Table 4. Heterotrait-Monotrait Ratio (HTMT) Analysis Results
	
	CS
	PSF
	RI

	CS
	
	
	

	PSF
	0.500
	
	

	RI
	0.825
	0.661
	


Source: Processed by the Researchers, 2026
The Heterotrait-Monotrait Ratio (HTMT) results presented in Table 4 indicate that all inter-construct correlation values remain below the recommended threshold of 0.90. This finding confirms that the estimated structural model possesses excellent discriminant validity, demonstrating that each latent construct is empirically distinct and uniquely represents different conceptual dimensions within the research model.
Table 5. Fornell-Larcker Analysis Results
	
	CS
	PSF
	RI

	CS
	0.816
	0.000
	0.000

	PSF
	0.461
	0.852
	0.000

	RI
	0.715
	0.584
	0.815


Source: Processed by the Researchers, 2026
Based on the results obtained using the Fornell-Larcker criterion presented in Table 5, the square root of the Average Variance Extracted (AVE) for each latent construct is greater than the corresponding correlations with all other constructs in the model. These findings confirm that every latent variable included in this study successfully satisfies the requirements of discriminant validity, indicating that the research instrument effectively distinguishes the specific phenomena represented by each measured construct. Following the confirmation that the measurement model is both valid and reliable, the subsequent stage involves evaluating the structural model (inner model) to assess the predictive capability of the model and to examine the causal relationships among the latent constructs.
Inner Model
This study employed the bootstrapping technique by performing 5,000 resampling iterations to minimize the impact of non-normal data distribution encountered in the field (Riyanto & Setyorini, 2024). According to Siswanto (2022), the primary objective of evaluating the structural model (inner model) is to enable researchers to observe and analyze the causal relationships between exogenous constructs (independent variables) and endogenous constructs (dependent variables) within the proposed model. The structural model evaluation was systematically conducted through the coefficient of determination (R²) analysis.
The predictive strength of the model was evaluated using the coefficient of determination (R²), where the explanatory power of the model is classified as weak when R² > 0.25, moderate when R² > 0.50, and strong when R² > 0.75 (Umaroh et al., 2023). Based on the coefficient of determination analysis, the model's ability to predict Customer Satisfaction was categorized as weak, with an R² value of 0.212, indicating that only 21.2% of the variance in Customer Satisfaction could be explained by the internal predictors included in the model, while the remaining 78.8% was influenced by other variables outside the research model. This interpretation is reinforced by the Adjusted R² value of 0.208, reflecting the relatively limited simultaneous contribution of the proposed model to explaining Customer Satisfaction. In contrast, the Revisit Intention construct demonstrated moderate predictive power, with an R² value of 0.594, indicating that 59.4% of its variance was explained by the model. This result was further supported by a stable Adjusted R² value of 0.589, suggesting that the structural model consistently predicts customers' intention to revisit. Therefore, the conceptual framework proposed in this study demonstrates substantially greater relevance and stability in predicting Revisit Intention than Customer Satisfaction, implying that future studies should incorporate additional exogenous variables to improve the predictive accuracy of Customer Satisfaction within the Galatama fishing context.
In addition to evaluating the inner model, the study also assessed the Goodness of Fit (GoF) of the structural model using the criteria of Standardized Root Mean Square Residual (SRMR) < 0.08 and Normed Fit Index (NFI) > 0.90 (Hair, Black, et al., 2019). Based on the model fit assessment, the estimated SRMR value was 0.055, which is below the maximum acceptable threshold of 0.08, thereby confirming that the structural model satisfies the absolute model fit criterion. On the other hand, the estimated Normed Fit Index (NFI) was 0.848. Although this value remains below the ideal benchmark of 0.90, it indicates that the model achieves a moderate or marginal fit, which is generally considered acceptable for structural equation modeling. Overall, the excellent SRMR result provides strong empirical justification that the proposed structural model adequately represents the behavioral phenomena of recreational fishing customers in the field, despite the NFI value not yet reaching its optimal level.
Furthermore, the contribution of each predictor variable was evaluated through effect size (f²), with effect sizes classified as small (f² > 0.02), medium (f² > 0.15), and large (f² > 0.35) (Hair et al., 2019). The findings indicate that Perceived Service Fairness exerted a moderate effect on Customer Satisfaction, with an f² value of 0.270 (>0.15). Meanwhile, Customer Satisfaction demonstrated a large effect on Revisit Intention, with an f² value of 0.623 (>0.35), whereas Perceived Service Fairness also exerted a moderate effect on Revisit Intention, with an f² value of 0.202 (>0.15). These empirical findings confirm that Customer Satisfaction plays the most critical role in determining the Revisit Intention of Galatama Lele Oiko Fishing participants, as evidenced by its highest effect size among all structural relationships examined.
Subsequently, Riyanto and Setyorini (2024) explained that the influence of variables is considered statistically significant when hypothesis testing at the 5% significance level in the direct effect analysis of the inner weight output produces a t-statistic greater than 1.96 and a p-value less than 0.05. Furthermore, an Original Sample (O) coefficient greater than zero indicates that the relationship between variables is positive.
Table 6. Direct and Indirect Effect Testing Results
	Relationship
	Original Sample
	Sample Mean
	Standard Deviation
	T Statistics
	P Values

	PSF → CS
	0.461
	0.464
	0.064
	7.234
	0.000

	PSF → RI
	0.322
	0.322
	0.057
	5.618
	0.000

	CS → RI
	0.567
	0.569
	0.047
	12.085
	0.000

	PSF → CS → RI
	0.261
	0.264
	0.043
	6.017
	0.000


Source: Processed by the Researchers, 2026
Based on the results of the direct effect and indirect effect analyses presented in Table 6, it can be concluded that all four research hypotheses were empirically supported and accepted. The confirmation of these hypotheses was established through compliance with the standardized statistical criteria, whereby all path coefficients (Original Sample, O) were positive, indicating positive relationships among the constructs. Moreover, the statistical significance of these relationships was confirmed by p-values below the maximum threshold of 0.05, while all t-statistics consistently exceeded the critical value of 1.96. These findings provide robust empirical evidence that all exogenous variables exert significant and positive direct influences on their respective endogenous constructs within the proposed structural model.
CONCLUSION
Based on a whole series of hypothesis testing, statistical data analysis, and comprehensive theoretical interpretation, this research succeeded in formulating answers to the problem points raised while providing a scientific contribution that emphasizes the novelty of research in the recreational fisheries operational sector. Perceived Service Fairness is proven to make a positive and significant contribution to Customer Satisfaction among Galatama Lele Oiko Fishing participants. These empirical findings indicate that standardization of competition prizes that are managed consistently and proportionally to the ticket investment value can effectively increase participants' psychological satisfaction. Apart from that, Perceived Service Fairness was confirmed to have a direct positive and significant influence on Revisit Intention among Galatama Lele Oko Fishing participants. This phenomenon proves that equality between the reward structure and participation costs can be a stimulus that drives participants' commitment to return, even without having to depend on stimulation from mediating variables.
Customer Satisfaction shows the most dominant positive and significant influence in the entire model on the Revisit Intention of Galatama Lele Oiko Fishing participants. The results of this analysis confirm that fulfilling emotional and technical expectations during the competition is an absolute prerequisite as well as the main driver in building Revisit Intention with an influence that goes beyond the direct impact of Perceived Service Fairness on Galatama Lele Oiko Fishing participants. Then, Perceived Service Fairness was proven to have a positive and significant effect on Revisit Intention through Customer Satisfaction which acted as a mediating variable. This mechanism suggests that fairness in the allocation of prizes and ticket costs will transform repeat visit behavior much more optimally if it is preceded by the formation of deep emotional satisfaction in participants.
Thus, the integration of these two findings provides a complete theoretical understanding that fishing customer satisfaction is the accumulated result of fulfilling a sense of justice and emotional satisfaction. For the management of Galatama Lele Oiko Fishing, the strategic implications of this integration emphasize that management's ability to maintain the credibility of fish weighing, the firmness of the rules, and a consistently competitive and prestigious competition atmosphere are the main keys to locking in the deepest satisfaction of customers. Through a balanced synergy between operational service fairness and competitive value management, fishing parties are not only able to meet the basic expectations of customers, but also effectively achieve their highest expectations, which ultimately leads to strengthening participant satisfaction values ​​on a sustainable basis in the long term.
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