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ABSTRACT 

 

The purpose of this study is to identify the 

determinants of revisit intension to tourism 

destinations. This research method is a 

description of the theory, findings, and other 

research materials obtained from reference 

materials to serve as the basis for research 

activities. Literature review contains reviews, 

summaries, and author's thoughts about several 

literature sources (articles, books, slides, 

information from the internet, etc.) on the topic 

discussed. A comprehensive review of the 

determinants of revisit intention helps to 

presuppose that revisit intention is significantly 

influenced by memorable tourism experience. 

The conceptual framework, which has been 

developed to synthesize the determinants of 

revisit intention, illustrates the relationship 

between these influences. It can also be noted 

that although the determinants of revisit 

intention discussed in this study are identified as 

the main determinants of revisit intention, some 

researchers have identified several other 

variables that have an impact on revisit 

intention, and this could be an area of further 

research in future literature reviews.  
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INTRODUCTION  

Revisit iintention iis ione iof ithe iimportant 

icontents iin imarketing iin ithe iservice 

iindustry iand iis ian iimportant iconcept iin 

iunderstanding iproducts iand iservices iin 

imarketing i(Bodet, i2008; iBigne iet ial., 

i2009). iRevisit iintention iconsists iof itwo 

iwords, inamely irevisit iand iintention. 

iThese itwo ithings iare ia ibehavior ior 

idesire ito ibe iable ito imake ia ireturn ivisit 

iwhere ithere iis ia ipositive iimpression iof 

ithe iquality iof iservice ior idestination, 

ithis iwill igive itourists ithe idesire ito 

icome iback. iRevisit iintentionis idefined 

iby iRajput iand iGahfoor i(2020) ias 

itourists' iinterest iin ire-experiencing ithe 

isame iproduct, ibrand, idestination, ior 

iregion iin ithe ifuture. iRevisit iintention iis 

ia iform iof ibehavioral iintention ior 

icustomer idesire ito icome iback, igive 

ipositive iword iof imouth, iwill ichoose 

iecotourism ion ia ireturn itrip i(Rehman, 

i2022). iTourism iin iBali iis iclosely 

irelated ito iculture, ibecause iculture iis ia 

ivery istrong iattraction ito ibring iin 

itourists. iIn iBali, iculture iis ialso 

iassociated iwith ione iof ithe iconcepts, 

inamely iTri iHita iKarana. iThe iconcept 

iof iTri iHita iKarana iis ia iconcept 

iadopted ifrom iHinduism iwhich imeans, 

iTri imeans ithree, iHita imeans ihappiness, 

iand iKarana imeans icause. iSo, iTri iHita 

iKarana imeans ithree icauses iof 

ihappiness. iThe ithree icauses iare ithe 

iharmonious irelationship ibetween iman 

iand iGod i(Parahyangan), ithe iharmonious 

irelationship ibetween iman iand ihis ifellow 

iman i(Pawongan) iand ithe iharmonious 

irelationship ibetween iman iand inature 

i(Palemahan). iThe iessential imeaning iif 

iTri iHita iKarana iis iexpressed iin ia imore 

igeneral iexpression iis ithat iTri iHita 

iKarana ican imean ithe iconcept iof 

iharmony iand itogetherness i(Windia iand 

iRatna, i2011). i 

http://www.ijrrjournal.com/
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The iconcept iof iimage iis iquite iold iand 

iwas istudied iearly iby iBoulding i(1956), 

ithe iresearch ishows ithat ithe iresearcher's 

ipoint iof iview ion iimage iis ithat ihuman 

ibehavior iis imuch imore iinterested iin 

iimage ithan iobjective ireality. iDestination 

iimage iincreases ithe iattractiveness iof ithe 

idestination iby icombining iproducts, 

iattractions, iplaces, isafe ienvironment, iand 

iother irelated iattributes i(Nazir iet ial., 

i2021). iIn ithe icontext iof iecotourism, 

idestination iimage ishows itourists' 

ifeelings ior iemotional ireactions ito ithe 

ilanscape i(Jiang iet ial., i2018). iAccording 

ito iMoinuddin iet ial. i(2022) idestination 

iimage ihas ia ipositive ieffect ion irevisit 

iintention. iThis iis ialso iin iline iwith 

iresearch i(Djamel, i2016; iKim, i2017; 

iKim iet ial., i2017; iZhanga, i2017; 

iChaulagain, i2019; iQuynh, i2020; 

iPrimanandaa, i2021; iChi iand iPham, 

i2022; iKhan iet ial., i2022; iNam iet ial., 

i2022; iRen iet ial., i2022). iDifferent 

iresults iwere ishown iby iAstini iand 

iSulistiyowati i(2015); iLi iet ial. i(2021); 

iFadiryana iand iChan i(2019) iwhich istates 

ithat idestination iimage ihas ino ieffect ion 

irevisit iintention. i i 

One iof ithe icauses iof irevisit iintention iis 

itourism iexperience. iMemorable itourism 

iexperience iis ia ivisitor's iimpression iof ia 

itourist iattraction ithat icontinues ito ihave 

ipost-visit imemories. iThe iimpression iof 

iexperience iis iexpressed iand istill 

iattached ifor ia ilong itime iso ithat itourists 

ican ibe isaid ito ihave ia imemorable 

itourism iexperience iof ia itourist 

iattraction. iThis istudy iwants ito isee 

imemorable itourism iexperience ion 

itourists' irevisit iintention. iA iliterature 

ireview iis iessential, ias iit iplays ian 

iimportant irole iin ithe idevelopment iof 

ithe iresearch ifield, iby isummarizing 

ipublished iwork iin ia iparticular iarea iand 

ioffering inew iideas. iThis iliterature 

ireview iwas iconducted iin ichronological 

iorder ito iidentify ithe ideterminants iof 

irevisit iintention. i i i 

 

RESEARCH METHODS 

This iresearch idesign iis ia iliterature 

ireview. iLiterature ireview iis ia 

idescription iof ithe itheories, ifindings, iand 

iother iresearch imaterials iobtained ifrom 

ireference imaterials ito iserve ias ithe ibasis 

ifor iresearch iactivities. iLiterature ireview 

icontains ireviews, isummaries, iand 

iauthor's ithoughts iabout iseveral iliterature 

isources i(articles, ibooks, islides, 

iinformation ifrom ithe iinternet, ietc.) ion 

ithe itopic idiscussed. iA igood iliterature 

ireview ishould ibe irelevant, iup-to-date, 

iand iadequate. iTheoretical ifoundation, 

itheoretical ireview, iand iliterature ireview 

iare isome iof ithe iways ito iconduct ia 

iliterature ireview. i 

This iresearch iwas iconducted ito 

isynthesize irevisit iintention iin ithe iview 

ipoint iof iseveral iresearchers. iThis 

iliterature ireview iis iconducted 

ichronologically ion irevisit iintention ito 

ifind ithe iright ideterminants iof irevisit 

iintention. i 

Online ijournal idatabases isuch ias 

iElsevier, iEmerald, iSage, iWiley iOnline 

iLibrary, iand iTaylor i& iFrancis iwere 

iused ias ia imedium ito iaccess iarticles. 

iThe ireview iconsidered iarticles ipublished 

iin irefereed ijournals iincluding iAcademy 

iof iMarketing iScience iReview, 

iAustralian iMarketing iJournal, iEuropean 

iJournal iof iMarketing, iHarvard iBusiness 

iReview, iJournal iof iConsumer 

iBehaviour, iJournal iof iConsumer 

iResearch, iJournal iof iMarketing, iJournal 

iof iServices iMarketing, iand iJournal iof 

ithe iAcademy iof iMarketing iScience, 

iPsychology i& iMarketing. i i 

 

RESULT AND DISCUSSION 

The ifollowing ibelow iis ia iTable 

iregarding ithe idefinition iof irevisit 

iintention iaccording ito iseveral 

iresearchers: i i 
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 Table 1. Revisit Intention 

Author/s Year View 

Parasuraman 

et al. 

1985 Revisit intention is the intention to visit again after a tourist is satisfied withthe destination service and is 

willing to visit again. 

Rajput and 
Gahfoor 

2020 Revisit Intention is the interest of tourists to experience the same product, brand, destination, or region again in 
the future. 

Rehman 2022 Revisit Intention is a form of behavioral intention or customer desire tocome back, give positive word of 

mouth, will choose ecotourism on a return trip. 

Chung 2013 Tourist revisit intention is defined as the likelihood that a tourist would like to revisit a destination or engage in 
an activity again or the willingness of a tourist to recommend the destination to others. 

Seetanah et 

al. 

2018 Repeat visit intention can refer to the likelihood of a visitor returning tothe same destination and considers key 

indicators of a loyal traveler. 

Zeithaml et 
al. 

2018 Revisit intention is a form of behavioral intention or customer desire to come back, provide positive word of 
mouth, stay longer than expected, shop more than expected. 

Chin et al. 2018 Sharing positive destination recommendations with others can be perceived as intention to revisit a destination. 

 
Table 2. Selection References Listed According to Revisit Intention 

Author(s) Variable(s) Result(s) 

Chi et al. (2022)  Destination image, country 
image, travel motivation, 

travel experience.  

Tourists' travel motivations and experiences positively influence revisit intentions 
transferred through their attitudes toward ecotourism, and that eco destination 

image plays an important role in amplifying the effects of travel motivations and 

past experiences on revisit intentions. 

Moinuddin et al. 
(2022) 

Destination image, 
satisfaction. 

That tourist satisfaction, destination image and loyalty tend to influence and lead 
to revisit intentions. 

Vassiliadis et al. 

(2021) 

Different service offering 

scenarios, visitor satisfaction. 

Different service offering scenarios and visitor satisfaction have positive 

associations with revisit intentions. 

Rather (2021) Tourists’ destination brand 

engagement. 

Traveler destination brand engagement has a positive effect on revisit intentions. 

Prentice et al. 

(2021) 

Passengers’ airport service 

experiences. 

Revisit intentions are significantly influenced by passenger airport service 

experience. 

Hu & Xu (2021) Memorability of a previous. Travel experience has positive effect on repeat visits. 

Abbasi et al. 

(2021) 

Perceived behavioural 

control, perceived value, 

destination image, 
satisfaction. 

Perceived behavioral control, perceived value, destination image and satisfaction 

significantly influence revisit intentions. 

Rasoolimane sh 

et al. (2020) 

Satisfaction. Satisfaction has a positive effect on revisit intentions. 

Rehman et al. 
(2022) 

Destination image, perceived 
risk tourist, satisfaction. 

The study shows that tourist satisfaction partially mediates the relationship 
between destination image and cultural contact with return visit intentions. 

Beckman et al. 

(2020) 

Satisfaction. Satisfaction has a positive effect on revisit intentions. 

Lai et al. (2020) Service quality, behavioral 
price, monetary price. 

Service quality, behavioral price, monetary price have a significant effect on 
revisit intention. 

Lu et al. (2022) Destination attachment, 

memorable travel experience. 

Recall of previous travel experience positively affects repeat intention. 

Johari et al. 
(2020) 

Destination image, 
memorable tourism 

experience. 

Cognitive and affective components of destination image have a positive influence 
on domestic travelers' revisit intention to Melaka. Memorable tourism experiences 

were also foundto mediate this relationship. 

Khoo (2020) Corporate image, customer 
satisfaction. 

Company image has no effect on revisit intentions; customer satisfaction has a 
positive effect on revisit intentions. 

Kim (2017) Destination image, tourism 

experiences, destination 
management. 

MTE influences future behavioral intentions both directly and indirectly through 

DI and traveler satisfaction. 

Evren et al. 

(2020) 

Satisfaction. Satisfaction has a positive effect on revisit intentions. 

Mannan et al. 
(2019) 

Customer satisfaction, 
restaurant reputation, variety 

seeking tendency. 

Customer satisfaction and restaurant reputation have a positive significant effect 
on revisit intentions; variety seeking tendency has a negative significant effect on 

revisit intentions. 

Nam et al. (2022) Destination Image, 

destination regeneration. 

There is a positive relationship between destination image and revisit intention. In 

addition, there are significant moderating effects of destination regeneration and 
place attachment between destination image and revisit intentions. 

Hasan et al. 

(2019) 

Perceived destination, 

tourists’ satisfaction, 
destination image. 

Perceived destination has no effect on revisit intentions; traveler satisfaction and 

destination image have significant effects on revisit intentions. 

Zhanga et al. 

(2017) 

Destination image, country 

image, memorable tourism 

experiences. 

The results show that country image and destination image influence revisit 

intention through the mediating effect of MTEs. 

i 
Theory iin iTourism iMarketing i 

Theory iof iplanned ibehavior iis ithe ibest 

iway ito ipredict iand iexplain ia iperson's 

behavior, inamely ithrough the iperson's 

behavioral iintentions. This itheory iassumes 

ithat i(1)people itend ito ibehave irationally 
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iand isystematically iutilize ithe 

iinformationavailable ito ithem iwhen 

ideciding ito iact ior inot iact, i(2)people's 

iactions iare iguided iby iconscious imotives 

iand inot iby iunconscious imotives, iand 

i(3)people iconsider ithe iimplications iof 

itheir iactions ibefore ithey idecide ito iact 

ior inot iact i(Fishbein iand iAjzen, i1975; 

iAjzen iand iFishbein, i1980; iCarrington iet 

ial., i2010). iBased ion ithese iassumptions, 

ithe itheory iwas ioriginally icalled ithe 

itheory iof ireasoned iaction i(Ajzen iand 

iFishbein, i1980). i 

According ito iAjzen i(2005), iattitudes iare 

iindividual ievaluations ipositively 

iornegatively itowards icertainobjects, 

ipeople, iinstitutions, ievents, ibehaviors ior 

iinterests. iAttitude iis ia ilearned icognitive, 

iaffective, iand ibehavioral itendency ito 

irespond, ieither ipositively ior inegatively 

ito ian iobject, isituation, iinstitution, 

iconcept, ior iperson. iBased ion ithe itheory 

iof iplanned ibehavior, ia iperson iwho 

ibelieves ithat iperforming ia icertain 

ibehavior iwill ilead ito ipositive iresults 

iwill ihave ia ifavorable iattitude itowards 

iperforming ithe ibehavior, iwhile ia iperson 

iwho ibelieves ithat iperforming ia icertain 

ibehavior iwill ilead ito inegative iresults 

iwill ihave ian iunfavorable iattitude 

i(Ajzen, i1988; iSheeran iet ial., i2016). 

iTheory iof ireasoned iaction ihas imany 

iresearch isuccesses. iBandura iet ial. 

i(1980) iprovide iempirical ievidence ithat ia 

iperson's ibehavior iis istrongly iinfluenced 

iby ihis ilevelof iself-confidence i(his 

iperception ithat ihe ihas ithe iability ito 

iperform ia ibehavior). iSubsequent 

iresearch ifound ithat ian iimportant 

ivariable iwas imissing ifrom ithe itheory 

iofreasoned iaction, inamely iperceived 

ibehavioral icontrol i(PBC). iOn ithe ibasis 

iof ithese iresearch ifindings, iPBC 

i(perceived ibehavioral icontrol) iwas 

iadded ito ithe itheory iof ireasoned iaction, 

iand ithe itheory iwas irenamed iTheory iof 

iplanned ibehavior i(Ajzen, i1985; iLee iand 

iKotler, i2011:199; iKiriakidis, i2015). iIn ia 

imeta-analysis, iSheppard iet ial. i(1988) 

inoted ithat ithe itheory ipredicts iboth 

ibehavioral iintention iand ibehavior iquite 

iwell, iand iis iuseful ifor iidentifying 

iwhere iand ihow ito ichange iindividual 

ibehavior. iBehavioral iintention ican ibe 

iexpressed ias ibehavior ionly iif ithe 

ibehavior iis iunder ithe iindividual's 

iperceived icontrol, imeaning ithat ithe 

iperson iconsiders ihimself ito ihave 

ifullcontrol iover ithe idecision ito iperform 

ithe ibehavior ior inot i(Ajzen, i1991). 

iMadden iet ial. i(1992) ireported ithat ithe 

itheory ihas ibeen iwidely iused ito imodel 

ithe iprediction iof ibehavioral iintentions 

iand ibehavior. 

 

Revisit iIntention iin iBali iTourism i 

Revisit iintention iis idefined iby iRajput 

iand iGahfoor i(2020) ias iconsumer 

iinterest iin ireexperiencing ithe isame 

iproduct, ibrand, idestination, ior iregion iin 

ithe ifuture. iRevisit iintention iis ia iform 

iof ibehavioral iintention ior icustomer 

idesire ito icome iback, igive ipositive iword 

iof imouth, iwill ichoose iecotourism ion ia 

ireturn itrip i(Rehman, i2022). iTourist 

irevisit iintention iis idefined ias ithe 

ilikelihood ithat ia itourist iwants ito irevisit 

ia idestination ior iengage iin ian iactivity 

iagain ior ithe iwillingness iof ia itourist ito 

irecommend ithe idestination ito iothers 

i(Chung, i2013). iIn ithe itourism iindustry, 

irevisit iintentions ican irefer ito ithe 

ilikelihood iof ivisitors ireturning ito ithe 

isame idestination iandconsider ikey 

iindicators iof iloyal itravelers i(Seetanah iet 

ial., i2018). iLi iet ial. i(2018) iidentified 

irevisit iintention ias ione iof ithe imain 

iresearch itopics iin itourism iliterature. 

iRevisit iintention ias ia iresult iofthe 

ievaluation iprocess iof ia iproduct ior 

iservice. iThe ifinal istage iin idecision 

imaking iin ibuying ithe idesired iproduct, 

ievaluating ithe iproduct iat ithetime iof 

iconsumption iand istoring iinformation ifor 

ifuture iuse. iSharing ipositive idestination 

irecommendations iwith iothers ican ialso 

ibe iconsidered ia idestination irevisit 

iintention i(Chin iet ial., i2018; iSom iand 

iBadrneh, i2018). 
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Tri iHita iKarana ias iMemorable 

iTourism iExperience ifor iRevisit 

iIntention i 

Local iwisdom iin ithe iformation iof 

iculture ihas ia ivery ilarge irole, inot ionly 

ias ianidentity, ibut ialso ias ia 

icharacteristic iof ia idistinctive iculture iof 

iorigin ithat ihasundergone ia iprocess iof 

ifiltering iand iadjustment i(Budiwiyanto, 

i2005). iLocal iwisdom ican ibe idescribed 

ias ihabits, ivalues, inorms, irules iinherent 

iin isocial ilife iin ia iparticular iregion ior 

iplace, iwhich ihave ibecome ia ihabit iof 

icommunity ilife. iIt iis ireviewed ibased ion 

ithree iaspects iof ithe ilocal iwisdom 

idomain, inamely, ithe ifirst ihuman 

irelationship iwith iGod, ithe isecond 

ihuman irelationship iwith ihumans, iand 

ithe ithird ihuman irelationship iwith inature 

i(Amir, i2018). iCulture iin iBali iis ialso 

iassociated iwith ione iof ithe iconcepts, 

inamely iTri iHita iKarana. iTri iHita 

iKarana iis ia iconcept iadopted ifrom 

iBalinese iHinduism. iAccording ito iPeter 

iand iWardana i(2013), iTri iHita iKarana iis 

ithethree icauses iof ihappiness, iwhere iTri 

imeans ithree, iHita imeans ihappiness iand 

iKaranameans icause. iThe ithree icauses 

iare ithe iharmony ibetween ihumans iand 

iGod i(Parhyangan), ithe iharmony ibetween 

ihumans iand itheir ineighbors i(Pawongan) 

iand ithe iharmony iof ihuman irelations 

iwith inature i(Palemahan). iThe iessential 

imeaning iif iTri iHita iKarana iis 

iexpressed iin ia imore igeneral iexpression 

iis ithat iTri iHita iKarana imeans ithe 

iconcept iof iharmony iand itogetherness 

i(Windia iand iRatna, i2011). 

iKoentjaraningrat i(1993) istated ithat 

iculture iis ia iway iof ilife ithat iis ipassed 

idown ifrom igeneration ito igeneration, iin 

ithe iform iof ivalues, inorms, iand 

itraditions ithat iare iheld ifirmly iin 

ieveryday ilife. iKoentjaraningrat iexplained 

ithat ithe icomponents iof iculture iorculture 

iconsist iof icomponents ior idimensions iof 

imindset ior ivalues i(analogous ito 

iParhyangan), isocial icomponents ior 

idimensions i(analogous ito iPawongan), 

iand imaterial icomponents ior idimensions 

i(analogous ito iPalemahan). iJudging ifrom 

ithis iconcept, iit iis iexpected ithatthe 

idestination iimage ibased ion iTri iHita 

iKarana iin itourist ivillages iin iBali iwill 

ibecome ia icompetitive iadvantage. 

iBasically, ithe iaspects iof iParhyangan, 

iPalemahan iand iPawongan iare ipart iofa 

isystem iand itherefore ithethree iaspects 

iare iinterrelated. iAs ia isystem, ithe 

isystem imusthave ia igoal iin ithis icase ithe 

igoal iis inone iother ithan ithe iessence iof 

iTri iHita iKarana iitself, inamely ithe 

iachievement iof iharmony iand 

itogetherness iso ias ito irealize ihappiness 

i(Windia iand iRatna, i2011). i 

Pine iet ial. i(1999), iexperience iis ian 

ievent ithat ioccurs iand iis ifelt iby ieach 

ipersonpersonally iwhich ican iprovide ia 

idifferent iimpression ifor ithe iindividual 

iwho ifeels iit. iExperience iis ialso ithe 

iresult iof iindividual iobservation ior 

iparticipation iin ian ievent, iwhere ithe 

ievent iis ireal iand iwhat iactually 

ihappened. iToday iwe iare iin ia inew iera, 

ia imore iadvanced ieconomy, iwhich iis 

iservice-based iand imust iprovide ihigher 

iemotionalexperiences ito iconsumers 

i(Stasiak, i2013). iEconomic iprosperity 

ican ibe isustained ithrough ithe iacquisition 

iof iadded ivalue iat ithe iexperience istage. 

iTourism iis ivery idependent ion ihow ithe 

iexperience iis ifelt iby itourists iso ithat ithe 

iintention ito ivisit ithe idestination iagain 

ioccurs. iAtmari iand iPutri i(2021) istate 

ithat itourism iexperience ihas ia ipositive 

ieffect ionrevisit iintention. iThis iis ialso iin 

iline iwith iresearch ifrom i(Johari iand 

ianuar, i2020; iLu iet ial., i2022; iYaou iand 

iSongjun, i2021; iHuang iand iLiu, i2017; 

iRosid iet ial., i2022; iKim, i2017; iLee iet 

ial., i2019; iStanov iet ial., i2021; iTan, 

i2016; iBarnes iet ial., i2016; iAswaty iand 

iAnggraini, i2022). 

 

CONCLUSION 

Memorable itourism iexperience iis 

iimportant iin itourism imarketing, ia igood 

iimpression iof ia itourism idestination iwill 

imake itourists iwill ivisit iagain iat ia 

itourist iattraction. iTourism iexperience ior 
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itravel iexperience iis ithe imost iimportant 

ithing iin ithetourism isector ibecause iit iis 

iabout ithe iimportant iimpression iobtained 

iby isomeone iwhen ivisiting ia itourist 

ispot. iIf ithe itourism iexperience iis inot 

ieasily iforgotten iand iis ialways 

iremembered iby isomeone ifor ia ilong 

itime, ithen ithat iperson ican ibe isaid ito 

ihave iobtained ia imemorable itourism 

iexperience iwhen ivisiting ia itourist ispot. 

iMemorable itourism iexperience ihas ieight 

idimensions, inamely ihedonism, 

irefreshment, isocial iand ilocal iculture, 

imeaningfulness, iknowledge, iadverse 

ifeeling, inovelty. iA icomprehensive 

ireview iof ithe ideterminants iof irevisit 

iintention ihelps ito ipresuppose ithat irevisit 

iintention iis isignificantly iinfluenced iby 

imemorable itourism iexperiences. iThe 

iconceptual iframework i(figure), iwhich 

ihas ibeen ideveloped ito isynthesize ithe 

ideterminants iof irevisit iintention, 

iillustrates ithe irelationship ibetween ithese 

iinfluences. iIt ican ialso ibe inoted ithat 

ialthough ithe ideterminants iof irevisit 

iintention idiscussed iin ithis istudy iare 

iidentified ias ithe imain ideterminants iof 

irevisit iintention, isome iresearchers ihave 

iidentified iseveral iother ivariables ithat 

ihave ian iimpact ion irevisit iintention, iand 

ithis icould ibe ia ifurther istudy iof ithe 

inext iliterature ireview. i 
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