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Introduction

Over the last three decades, adventure tourism has been 
known as the most important worldwide component of the 
tourism industry [1, 2]. This growing tourism includes physi-
cally demanding activities in remote or exotic locations and has 
sparked a lot of intention due to the unique combination of ad-
venture, exercise, and a hint of danger. Furthermore, adventure 
tourism comprises outdoor activities such as hiking, rafting, and 
climbing and consists of traveling to faraway, unfamiliar, and 
dangerous locations. This type of tourism includes a wide range 
of activities classified based on the level of risk, physical effort, 
and environment. The 1970s experienced the rise in adventure 
sports, leading to new sports, equipment, and suppliers. [3]. 
This primary tourism niche in the 21st century [4] is recognized 
as a distinct segment [2] evolving in response to the growing 
demand for nature-based activities, mainly outdoor recreation 
[5, 6]. However, the issue of digital media in adventure tourism 
is rarely investigated [4, 7].

Revisit intention has been examined in several investiga-
tions [8, 9, 10, 11, 12, 13]. Meanwhile, no analysis investigates the 
intention to visit or revisit in the context of adventure tourism, 
especially for social media marketing, attractions, and experi-
ence, as well as destination image. Significant research must be 

conducted to understand the effects of social media marketing, 
tourist attraction, experience, and destination image on visit 
intention. Subsequent investigations should focus on the de-
ficiency to offer thorough comprehension of the interplay and 
impact of factors on choices to visit a particular destination.

Theory of Planned Behavior (TPB) has been increasingly 
used in tourism research to elucidate the factors influencing re-
visit intention. For instance, Yang et al. [14] examined the mod-
erating effects of self-congruity on the relationship between 
attitudes and revisit intention in different cultural contexts, 
stating the importance of understanding psychological moti-
vations. Similarly, Yang et al. [14] explored the impact of desti-
nation reputation and social responsibility on trust and subse-
quent revisit intention, emphasizing that positive perceptions 
could significantly enhance the likelihood of return visits. 

According to Sangpikul [15], travel experience is important 
to the island destination as a key competitiveness factor. Oth-
erwise, the quality of travel experience is the key factor driving 
individuals to visit a destination. Considering previous research 
examining travel experience, tourist satisfaction, and destina-
tion loyalty [16, 17, 18], the relationship of the variables has not 
been investigated in the context of halal tourism for Islamic at-
tributes of destination as the main Muslim needs daily. Howev-

ENHANCING TOURIST EXPERIENCE TO STRENGTHEN REVISIT 
INTENTION IN ADVENTURE AND SUSTAINABLE TOURISM

 RENI YULIVIONA1, NORHAYATI ZAKUAN2, PURBO JADMIKO1, ELFITRA AZLIYANTI1,  
DAHLIANA KAMENER1, LINDA WATI1

1Universitas Bung Hatta,  Faculty of Economics and Business, Management Department, Padang, Indonesia  
2Universiti Teknologi Malaysia, Faculty of Management, Management Department, Johor, Malaysia

Mailing address: Reni Yuliviona, Management Department, Faculty of Economics and Business, Universitas Bung 
Hatta, Jl. Sumatera Ulak Karang Padang, Sumatera Barat 25133, e-mail: reniyuliviona@bunghatta.ac.id

Abstract 
Introduction. The expansion of multiple tourism sectors continues to face limitations, restricting the full potential for growth. 
In this context, the factors contributing to declining demand must be investigated since sustainable nature-based tourism 
plays a significant role in enhancing individual incomes and supporting environmental conservation. Therefore, this research 
aimed to investigate the factors influencing social media marketing, tourist attractions, experience and destination image re-
garding the intention to revisit in the context of adventure tourism in Indonesia. Material and methods. Theory of Planned 
Behavior (TPB) has been increasingly used in tourism research to elucidate the factors influencing revisit intention. A total of 
88 respondents who participated in adventure tourism with special revisit intention were included in the study. The analysis 
method adopted was regression using Stata version 12.0. Results. The results showed that social media marketing and tourist 
attractions did not affect revisit intention. In contrast, the experience of tourists and destination image positively influenced 
revisit intention. Improving the overall tourist experience and cultivating a positive destination image were critical strategies for 
promoting repeat visits and ensuring the sustainable growth of tourism destination. Conclusions. Considering the importance, 
social media marketing and tourist attractions could be integrated with efforts to enhance satisfaction and perceived value to 
drive revisitation effectively. Moreover, tourism managers enhanced satisfaction and perceived value to promote repeat visits 
and achieve sustainable growth competitiveness in a comprehensive strategy.

Key words: revisit intention, social media marketing, tourist attraction, tourist experience, destination image, adventure 
tourism

Original research papers



Yuliviona et al.: ENHANCING TOURIST EXPERIENCE TO STRENGTHEN ...32 Pol. J. Sport Tourism 2025, 32(1), 31-38

er, only the influence of travel experience on tourist satisfaction 
and destination loyalty is examined.

The level of tourist attraction is a crucial determinant in 
the tourism sector since the variable directly impacts the vol-
ume of visits to a destination. The level of intention in visiting 
a destination reflects the appeal, which can lead to higher reve-
nue for the tourism industry and the local economy. Moreover, 
a significant level of tourist intention enhances investment in 
developing tourism infrastructure and services to improve the 
overall quality of the tourist experience and increase positive 
reputation. Therefore, the long-term viability and expansion of 
the tourism sector must enhance the inclination to visit by em-
ploying efficient marketing tactics, providing high-quality ser-
vices, and implementing sustainable destination management.

Theory of Planned Behavior
TPB provides a robust framework for understanding revisit 

intention in tourism by positing that individual behavior is driv-
en by intention, and influenced by attitudes, subjective norms, 
as well as perceived behavioral control. According to TPB, a pos-
itive attitude toward a destination shaped by past experience 
and satisfaction can significantly enhance the intention to re-
visit [19, 20]. For instance, when tourists have enjoyable experi-
ence, favorable evaluations lead to stronger intention to return, 
following the association with positive emotions and satisfac-
tion [20]. Furthermore, subjective norms, which reflect the in-
fluence of social pressures and the expectations of peers, can 
also play a crucial role in shaping revisit intention. Individuals 
may feel compelled to balance the behaviors of friends or fami-
ly expressing revisit intention [21]. Lastly, perceived behavioral 
control, including the perceived ease or difficulty of revisiting  
a destination, can influence intention. For example, the belief of 
easily returning to a destination due to factors such as afforda-
bility or accessibility increases the likelihood of intending to re-
visit [22]. TPB shows the interplay of cognitive and social factors 
in shaping revisit intention as a valuable model for destination 
marketers aiming to improve loyalty and repeat visitation [14, 23].

Revisit intention
Revisit intention [24, 25] is the ability to make repeat pur-

chases and recommend a particular product or service to others 
[26]. According to Wu and Zhang [27], loyalty is a strong de-
sire to repeatedly purchase or use a favorite product or service. 
Situational influences and marketing efforts can lead to behav-
ioral changes. This concept refers to the impact of post-sale as-
sessment on consumer behavior and the company [13]. Mean-
while, visit intention is the desire and motivation that compel 
individuals or groups to visit a particular tourist destination. In 
tourism, intention refers to the intrinsic motivation that arises 
as a response to external factors, prompting individuals to par-
ticipate in recreational, entertainment, or exploratory activities 
[28, 29, 30]. Several factors, such as the attractiveness of tour-
ist sites, amenities, ease of access, and overall perception of the 
destination impact the intention. TPB has been quite useful in 
examining the view of tourism toward a destination [31].

Social Media Marketing
The significance of social media in promoting tourism and 

providing valuable information to potential tourists has in-
creased, influencing the intention to visit a specific destination 
[32]. Moreover, the influence of social media on the behavior of 
tourists shows the enduring consequences of digital marketing 
tools on contentment, allegiance, and overall travel experience. 
By comprehending the complex interplay, business and destina-

tion can customize marketing strategies to attract more tourists, 
enrich experience, and promote sustained tourism expansion. 

The confluence of the factors shows the significance of us-
ing social media platforms to interact with tourists, efficiently 
advertise destination, and shape visiting preferences [35, 36, 37]. 
The following hypotheses and theories were developed based 
on previous research. Moreover, the impact of electronic word 
of mouth and social media on the perception of a destination 
positively influences the inclination to visit. Positive reviews 
and recommendations have the potential to generate curiosity 
and stimulate the intention to explore a particular destination. 
The overall appeal of a destination and successful marketing 
strategies generate intention and increase the number of tour-
ists visiting.

Multiple factors, such as social media advertising, tour-
ist sites, encounters, and destination perception, shape visit-
ing preferences. These factors influence preferences, drives, 
and choices when exploring a destination. Previous research 
showed that digital content and social media marketing, as well 
as word-of-mouth communication, influence the inclination to 
visit a particular destination [37]. The appeal of tourist attrac-
tions and efficient social media marketing significantly impact 
contentment and enthusiasm for visiting destination [25]. The 
following hypothesis was developed based on previous research:

H1: Social Media Marketing is positively associated with 
revisit intention

Destination Image
The impact of the destination image as an independent fac-

tor on the intention of tourists visiting is substantial [38, 39, 40, 
41, 42]. The formation of a favorable perception of a destina-
tion, developed through various impressions, beliefs, and per-
ceptions, influences intention-making processes and generates 
a strong revisit intention [43, 44, 45]. The destination image 
shaped by promotional activities such as videos and branding 
plays an important role in attracting tourists and generating  
a sense of curiosity and eagerness to explore a particular desti-
nation [46, 47, 48, 49]. 

The standard of tourist attractions, facilities, and ease of 
access can also influence the intention to visit. Individuals may 
look for a destination with sufficient amenities and attractions 
that match preferences. Additionally, tourist visiting preferences 
are impacted by social media advertising campaigns, electronic 
recommendations, and the overall appeal of a destination. Re-
search has shown that social media marketing shapes intention 
to visit a particular destination. This is because the variable in-
creases the visibility of a location, promotes engagement, and 
influences perceptions of the destination. Multiple factors, such 
as social media advertising, tourist sites, tourist encounters, and 
destination perception, shape visiting preferences. These fac-
tors influence preferences, drives, and choices when exploring  
a destination. Previous research reported that digital content, 
social media, and word-of-mouth communication favorably 
influenced the inclination to visit. The appeal of tourist attrac-
tions and efficient social media marketing significantly impact 
contentment and enthusiasm for visiting a destination. The 
overall appeal of a destination and successful marketing strate-
gies can create intention and increase the number of visits [36, 
50, 51, 52, 53, 54, 55]. The following hypothesis was developed 
from the obtained results:

H2: Destination Image is positively associated with revisit 
intention
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By comprehending the complex interplay, business and 
destination can customize strategies to attract more tourists, 
enrich experience, and promote sustained tourism expansion. 
The confluence of the factors shows the significance of using 
social media platforms to interact with tourists, efficiently ad-
vertise a destination, and shape visiting preferences.

Significant research must be conducted to understand the 
effects of social media marketing, tourist attraction, experience, 
and destination image on visit intention. Subsequent investiga-
tions should focus on the deficiency to offer a thorough compre-
hension of the interplay and impact of factors on choices to visit 
a particular destination.

Tourist Experience
The experience of tourists constitutes a unique process 

where individuals find enjoyment [56]. This process is relaxing, 
changeable, and a real psychological pleasure sensed by tourists 
in the process of watching, communicating, and imitating [57, 
58]. The purpose of tourist experience is to seek happiness or 
pleasure and the basic level of expression is in emotions [59]. 
The surrounding environment frequently plays a subtle role in 
shaping these emotions and behaviors. The essence of tourist 
experience may arise from the interaction of tourism environ-
mental stimuli with emotions and behavior. Therefore, this  
research used arousal theory to investigate the relationship  
between tourism environmental stimuli and tourist experience. 
The following hypothesis was developed based on previous  
research.

H3: Tourist Experience is positively associated with revisit 
intention

Material and methods

This research uses a quantitative methodology to examine 
the impact of social media marketing, tourist attractions, expe-
rience, and destination image on revisit intention. The selection 
of the independent variables is based on the significant influen-
ce on tourist behavior, as supported by previous research. Social 
media marketing shapes perceptions and engagement, thus en-
hancing destination appeal. Tourist attractions serve as the core 
motivation for travel, directly affecting satisfaction and return 
intention. Meanwhile, experience determines emotional and 
cognitive evaluations, enhancing loyalty and revisit intention. 
Destination image reflects overall perceptions of a destination, 
influencing trust and preference for future visits. By incorpora-
ting the variables, this research provides a comprehensive un-
derstanding of the key factors driving tourist revisit intention.

The sample consists of 88 tourists who annually engage in 
specific adventure tourism in Indonesia, thereby contributing 
to the local economy. Since adventure tourism has a high level 
of risk, the revisit intention is very limited. Information was 
gathered using a well-organized survey explicitly created to as-
sess the perception of respondents. Confirmatory Factor Analy-
sis (CFA) was used to validate the questionnaire, ensuring the 
construct validity. In addition, the questionnaire reliability was 
assessed using Cronbach's Alpha, with a threshold of 0.70 for 
acceptability. The survey consisted of various components for 
each concept, evaluated using a Likert scale to accurately captu-
re the subtleties of the experience and perceptions. The research 
adhered to the principles of the Declaration of Helsinki and was 
approved by the Research and Community Service Institute at 
the Universitas Bung Hatta (009/LPPM-UBH/Ethics/2025).

Based on the description above, multiple regression analy-
sis was adopted using STATA software to analyze the data and 
ascertain the relationship between independent and dependent 
variables. This analysis enables the assessment of the propor-
tional impact of social media marketing, tourist attractions, 
experience, and destination images on visit intention. Before 
conducting the analysis, classical assumption tests for multicol-
linearity, heteroscedasticity, and normality were carried out to 
verify the prerequisites for multiple regression. This shows com-
prehensive insights into the factors influencing visiting prefe-
rences and provides strategic recommendations for destination 
managers to enhance the appeal and desirability of visits.

A comprehensive method was adopted by examining mul-
tiple factors influencing tourist revisit intention, rather than 
focusing on marketing aspects. Even though marketing plays 
a crucial role in shaping tourist perceptions and engagement, 
revisit intention is also influenced by the attractiveness of the 
destination, the quality of experience, and the overall image. 
These factors collectively determine the satisfaction of tourists 
and the likelihood of returning. A more holistic understanding 
of the key drivers of repeat visits is provided by incorporating 
a broader perspective, offering valuable insights for marketing 
strategies and destination management.

Figure 1. Conceptual Framework

Results

Based on the description of respondent demographics, the 
most respondents are aged 17-23 (40.9%), followed by individu-
als aged 31-37 (25%). A more minor percentage falls into older age 
groups, with 38-44 (8%) and 45-51 years old (5.7%). However, 
this research does not use respondents above 51 years old since 
61.4% of the sample group comprise younger individuals under 
31. Regarding gender, the sample has a slightly higher number 
of men (53.4%) compared to women (46.6%), showing a relati-
vely balanced gender, while 27.3% visited more than five times, 
suggesting a group of loyal or frequent tourists. The remaining 
15.9% visited three or four times. This distribution shows a mix 
of repeat tourists, with a segment visiting multiple times. The 
largest group of respondents are students (45.5%), followed by 
private sector employees (14.8%) and the self-employed (11.4%). 
Smaller groups include civil servants (4.5%), police/army (4.5%), 
and housewives (10.2%). Approximately 9.1% fall into the other 
category, indicating the possibility of not listing other occupa-
tions. This breakdown suggests the sample includes a significant 
portion of young individuals still undergoing education with 
various other occupations. Meanwhile, 63.6% and 36.4% prefer 
cross-country and other tourist spots, respectively. This indica-
tes a more substantial intention in cross-country tourism. Most 
respondents (63.6%) earn Rp. 1,000,000-3,000,000 per month, 
indicating low-income levels. Additionally, 14.8%, 12.5%, and 
8% earn Rp. 5,000,000- 7,000,000, Rp. 7,000,000-9,000,000, 
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and more than Rp. 11,000,000, respectively. This suggests that 
the majority of respondents fall into lower-income brackets, 
with a small percentage in higher groups. The descriptives above 
could be summarized in the table below.

Table 1. Description of respondent demographics

Demographics N %

Age

17-23 years old 36 40.9
24-30 years old 18 20.5
31-37 years old 22 25.0
38-44 years old 7 8.0
45-51 years old 5 5.7
> 51 years old 0 0

Gender
Man 47 53.4

Woman 41 46.6

Visit

Two times 50 56.8
Three times 8 9.1
Four times 6 6.8

More than five times 24 27.3

Work

Student/Students 40 45.5
Civil servants 4 4.5
Army/Police 4 4.5

Self-employed 10 11.4
Private sector employee 13 14.8

Housewife 9 10.2
Other 8 9.1

Tourist Spots
Cross Country 56 63.6

Other 32 36.4

Income

Rp. 1,000,000-3,000,000 56 63.6
Rp. 3,000,000-5,000,000 1 1.1
Rp. 5,000,000-7,000,000 13 14.8
Rp. 7,000,000-9,000,000 11 12.5

> Rp. 11,000,000 7 8.0

In Table 2, social media marketing and tourist attraction 
variables have five and four valid items with a loading factor 
range of 0.7526-0.8997 and 0.5513-0.9370, respectively. The to-
urist experience and destination image variables have four and 
nine valid items with a loading factor range of 0.6111-0.8295 and 
0.6869-0.8431. Finally, revisit intention has four valid items with 
a factor loading range of 0.5530-0.8589. In the reliability testing, 
the variables are reliable because the CR value is above 0.80.

Table 3 shows that social media marketing has a positive re-
gression coefficient of 0.141, with a significance of 0.288. This is 
considered significant when compared to an alpha value of 0.05 
since the first hypothesis is rejected. More evidence is needed to 
establish that social media marketing has a beneficial impact on 
repeat visit intention. The variable representing tourist attrac-
tion yielded a positive coefficient value of 0.132, with a signifi-
cance value of 0.136. This value is more significant than the alpha 
level of 0.05, indicating that hypothesis 2 can be rejected. More 
evidence is needed to establish that tourist attractions favorably 
impact the intention to revisit. The subsequent variable, tourist 

Table 2. Validity and reliability of test results

Instrument Number of Valid Items Factor Loading 
Range CR

Social media marketing 5 0.7526-0.8997 0.8804
1. I know the existence of a natural tourist destination 
in Pasaman from the content posted on social media.
2. I can easily communicate with other tourists and 
with the managers of tourist attractions in Pasaman 
on social media pages.
3. There is information and intentional content about 
Pasaman's natural attractions on social media 
pages.
4. I believe that the disbursement of information and 
services available on social media pages has been 
tailored to the needs.
5. Through my social media pages I can share 
reviews about people nearby, other tourists, and 
attractions.
Tourist attraction 4 0.5513-0.9370 0.8659
1. The tourist attraction offers a beautiful feel.
2. There are complete facilities and infrastructure 
that make it easy for me to fulfill my needs when 
visiting.
3. There are public transportation facilities to tourist 
sites.
4. Hospitality of tour guides, tour managers, and 
the community in managing and assisting tourist 
attractions, accessibility, and amenities.
Traveler Experience 4 0.6111-0.8295 0.8484
1. I gained new knowledge and experience during 
the visit.
2. The availability of aesthetic photo spots allows 
tourists to take selfies there.
3. The ambiance, attractions, entertainment facilities, 
and beautiful design bring me happiness.
4. I imagine myself immersed in the beautiful 
atmosphere there.
Destination Image 9 0.6869-0.8431 0.9078
1. I found the environment around the tour clean, 
friendly, and safe.
2. Tourist attractions in Pasaman try to organize the 
layout so that natural elements can still be felt by 
tourists.
3. I enjoy the wide variety of events and entertainment 
provided.
4. The culture there becomes the identity of the 
tourist spot.
5. I discovered that traditional and cultural buildings 
in Pasaman were designed with deliberate intention.
6. The road to natural tourist sites in Pasaman is 
easy for me to reach.
7. The atmosphere of Pasaman's natural attractions 
can help refresh my mind.
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The research by Ma et al. [58] titled “Reflection of Custo-
mer Experience and Destination Image of Tourist Trust through 
Satisfaction Mediation” provides insights into the influence of 
destination image on tourist trust and satisfaction. The signifi-
cant effect of destination image on visit intention suggests that 
a positive perception of a destination can enhance satisfaction 
and loyalty, leading to increased revisit and positive word-of-
-mouth recommendations. Moreover, the result is consistent 
with a broader understanding that destination image is a crucial 
determinant of behavioral intention. The research titled "The 
Influence of The Gastronomic Narrative of Chicken Merangkat, 
Culinary Taste, and Destination Image on Tourist Satisfaction in 
the Green Tourism Village of Bilebante, Indonesia" analyzes the 
impact of gastronomic narratives and destination image on to-
urist satisfaction, stating the importance of creating appealing 
and memorable experience for tourists. The positive coefficient 
value and significance associated with destination image empha-
size the need for managers to focus on enhancing and promoting 
a positive destination image in attracting tourists, enhancing sa-
tisfaction, and promoting revisit.

Tourist Experience on Revisit Intention
The research by Drosson et al. [54] titled “Smart Tourism De-

stination Experience: The Mediating Impact of Arousal Levels” 
explores the effect of experience quality on tourist perceptions of 
value, destination image, and satisfaction. This result shows the 
importance of providing high-quality and memorable experien-
ce for tourists to increase satisfaction, destination image, and 
revisit, contributing to long-term success and competitiveness. 
Moreover, the empirical evidence is consistent with the broader 
understanding that tourist experience is crucial in shaping beha-
vioral intention [60]. The positive coefficient value and signifi-
cance associated with tourist experience suggest that the quality, 
interactions, and services provided significantly influence revisit 
intention. By enhancing the overall tourist experience through 
personalized and engaging activities, destination managers can 
create a positive and lasting impression on tourists, leading to 
increased satisfaction, loyalty, and revisit.

Social Marketing on Revisit Intention
Social media marketing is often considered a powerful tool 

in promoting tourism destination. However, research by Al-Badi 
et al. [61] on "Utilizing Social Media to Encourage Domestic To-
urism in Oman" suggests that the direct impact of social media 
on tourist visit intention may not be substantial. Social media fa-
cilitate interactive conversations and customer relationships but 
may not significantly drive revisit intention. This result shows 
the importance of understanding the role in tourism marketing 
strategies. Additionally, Pramudhita [62] explored "The Role of 
Social Media Marketing Activities to Improve E-Wom and Vi-
sit Intention to Indonesia Tourism Destination through Brand 
Equity." The research shows the significance of customer engage-
ment and brand building through social media marketing. Even 
though the platforms excel in creating customer engagement 
and facilitating interactions between brands and customers, the 
direct impact on visit intention may not be definitive. This re-
ports the necessity of integrating social media efforts with other 
marketing strategies to influence revisit intention.

Tourist Attraction on Revisit Intention
The findings from Bhati & Pearce and Jensen et al. [63, 64] 

suggest that tourist attractions and service quality may not have  
a significant impact on revisit intention. This challenges the 
common assumption that the appeal and quality of tourist at-

experience, reported a positive coefficient of 0.229 and a signi-
ficance value of 0.046, less than the predetermined threshold 
of 0.05. There is evidence to support the conclusion that tourist 
experience favorably impacts revisit intention. Destination ima-
ge also received a positive coefficient value of 0.161 and a signi-
ficance of 0.031 smaller than the threshold of 0.05. Therefore, 
destination image positively impacts the intention to revisit.

Discussion

Destination image on Revisit Intention
A positive image can attract more tourists and enhance a loy-

al and enthusiastic tourist base, contributing to the long-term 
success and sustainability of tourism destination [40]. This re-
sult shows the importance of cultivating a positive and appealing 
destination image to enhance revisit intention and promote the 
destination to others, contributing to the growth and success 
of the tourism industry. Furthermore, the empirical evidence is 
consistent with the broader understanding that destination ima-
ge plays a crucial role in influencing behavioral intention. The 
positive coefficient value and significance associated with desti-
nation image suggest that a favorable perception can positively 
impact revisit intention, contributing to overall success and at-
tractiveness. By enhancing destination image through effective 
marketing strategies, destination managers can create a compel-
ling and appealing image in line with tourists to promote revisit 
and positive word-of-mouth recommendations.

Instrument Number of Valid Items Factor Loading 
Range CR

8. I enjoy all the natural tourism activities offered and 
capture every photo spot in every tourist attraction 
in Pasaman.
9. The price of entrance tickets to tourist sites, the 
price of food and drinks, and the price of tourist 
necessities at shopping centers in Pasaman are 
relatively affordable.
Intention in Repeat      
Visits 4 0.5530-0.8589 0.8370

1. When I have free time, I will revisit the natural 
attractions in Pasaman.
2. I feel satisfied and would invite others to visit 
Pasaman's natural attractions.
3. The positive recommendations I have made to 
others related to the rides, facilities, and atmosphere 
that made me want to visit.
4. I make Pasaman Regency the main tourist 
destination with my closest people.

Source: Data analysis, 2025.

Table 3. Hypothesis test results

Variable Coef Sig Alpha Information
Social media marketing 0.141 0.288 0.05 Rejected
Tourist attraction 0.132 0.136 0.05 Rejected
Traveler Experience 0.229 0.046 0.05 Accepted
Destination Image 0.161 0.031 0.05 Accepted

Source: Data analysis, 2025.
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tractions are the primary factors influencing revisit intention. 
The results indicate that other factors, such as overall satisfac-
tion, destination image, and perceived value, may significantly 
shape revisit intention. This shows the complexity of tourist be-
havior and the need for a comprehensive understanding of the 
various factors influencing revisit intention. Furthermore, Asse-
burg et al. and Guo et al. [65, 66] support the notion that tourist 
attractions may not directly affect revisit intention. Even though 
electronic word of mouth and tourist attraction had a positive ef-
fect on revisit intention, destination image did not have a signi-
ficant impact. This suggests that more than the appeal of tourist 
attractions is required to drive revisit intention. The importance 
of considering a holistic method to destination marketing sho-
uld also incorporate various factors such as service quality, cu-
stomer satisfaction, and overall destination experience to engage 
and retain tourists effectively.

Conclusions

In conclusion, social media marketing did not have a signifi-
cant positive effect on revisit intention. Even though the platform 
could engage and interact with potential tourists, revisit inten-
tion might not be influenced. Considering this, tourism develop-
ment strategies could integrate social media efforts with other 
comprehensive marketing tactics to maximize the impact. Simi-
larly, more than tourist attractions was needed to significantly 
impact revisit intention. This showed that factors such as overall 
satisfaction, perceived value, and destination image were more 
crucial in shaping revisit intention. To effectively develop to-
urism, destination managers were expected to focus on creating 
a holistic experience beyond the appeal of individual attractions. 
This could include enhancing service quality to offer unique and 
personalized experience, and ensuring that the overall ambian-
ce and infrastructure of the destination meet expectations. In 
contrast, tourist experience and destination image significantly 
affected revisit intention. Positive and memorable tourist expe-
rience enhanced satisfaction and loyalty, promoting revisit and 
positive word-of-mouth essential for long-term success and su-
stainability. Therefore, tourism development could prioritize the 
quality of experience offered to tourists. This included investing 
in staff training, maintaining high customer service standards, 
and creating engaging activities in line with tourists.

Based on the description above, improving the overall to-
urist experience and cultivating a positive destination image 
were critical strategies for promoting revisit and ensuring the 
sustainable growth of tourism destination. Social media marke-
ting and tourist attractions could also be integrated with efforts 
to enhance satisfaction and perceived value to drive revisit in-
tention effectively. Tourism destination could achieve sustained 
growth and competitiveness through the adoption of a compre-
hensive method to combine effective marketing, exceptional 
service quality, and memorable experience. Furthermore, travel 
experience was an important factor influencing satisfaction and 
revisit intention. Several destination attributes or features also 
created important travel experience when visiting a destination. 
In this context, the travel experience influenced tourist satisfac-
tion and revisit intention. Conversely, when a destination suc-
cessfully attracted tourists but failed to provide enjoyable trips 
or positive travel experience, tourists were unlikely to return or 
recommend it to others.
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