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ABSTRACT

This study aimed to examine the effect of tourist satisfaction as a mediation on the relationship
between tourist experienceand destination image on the revisit intention at tourism destinations
in Aceh Besar District, Indonesia. The questionnaire data was collected online as much as 220
samples. Based on the result through SEM analysis, it shows that Tourists' experience Affects
Significantly tourists' satisfaction, Destination Image Affects Significantly Tourist Satisfaction,
Tourist Experience Affects Significantly Revisit Intention, Destination Image Affects
Significantly Revisit Intention, Tourist Satisfaction Affects Significantly Revisit Intention,
Tourist Experience Affects Significantly Revisit Intention through Tourist Satisfaction, and
Destination Image Affects Significantly Revisit Intention through Tourist Satisfaction. These
results indicate that the evidence of the research model that has been carried out is still following
previous theories of causality, especially on the object under study. The novelty of the research is
in a combination of previous causality theories which are combined into a model to be
investigated on new objects. These results contribute to the world of academia, which can be a
reference for further researches. For further research, it is hoped that it will be able to develop a
research model by adding new variables such as destination image or tourist gender. Besides, the
research location and different characteristics of respondents in the analysis will also enrich the
existing empirical evidence about the effect of tourist experience and destination image on revisit
intention through tourist satisfaction.
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1. INTRODUCTION
Aceh Besar District, in Indonesia, is rich in tourist destination objects that are diverse and evenly
distributed throughout the region making the district the second largest tourist destination in
Aceh Province after Sabang City. The number of tourists increased from 2015 to 2017. A very
significant increase in tourist visits occurred in 2015, where the increase of visits was dominated
by domestic tourist visits. However, the increase in the number of tourist visits every year in
Aceh BesarDistrict does not indicate that there is an increase in tourists to revisit intention.

The problem regarding the low revisit intention of tourists can be caused by various
factors. One of the possible factors is the low level of tourist satisfaction based on their
experience when visiting a destination. Tourist dissatisfaction can cause customer exits and it can
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potentially reduce the number of tourist visits to a tourist destination in the long term.
Conversely, high satisfaction of tourists during and after visiting certain tourist destinations can
give a positive image and increase revisit intention for tourists in the future (Sulastri, Rapini, &
Kristiyana, 2018).

Studies investigating the factors that influence revisit intention is not something new in
tourism research. Several previous studies have shown that revisit intention is influenced by the
image of the destination, the overall satisfaction experienced by tourists at certain destinations is
also considered a predictor of revisit intention(Valle, Silva, Mendes, & Guerreiro, 2006), (Kozak
& Rimmington, 2000) and (Bigné, Sanchez, & Sanchez, 2001).

On the other hand, the tourist experienceis major construction in travel and tourism
research and the determination of tourist destinations (Oh, Fiore, & Jeong, 2007). (Hosany &
Witham, 2009) stated that the involvement of tourists that shape the experience of traveling can
affect tourist satisfaction and intention to recommend to others. (Um, Chon, & Ro, 2006) in their
study revealed that tourist satisfaction is a mediating construct between tourist motivation and
revisit intention. In line with this,(Yoon & Uysal, 2005)also proposed that tourist satisfaction is
both a predictor and a moderating variable between revisit intention and destination image.

This research was conducted to validate the variables of the tourist experience,
destination image, satisfaction, and tourist revisit intention by conducting surveys in different
places or countries with samples from various population sites to address the possible biasfrom
previous studies (Kastenholz, Carneiro, Marques, & Loureiro, 2018) and (Zhang, Wu, &
Buhalis, 2018). In addition to estimating this causal model, this study also aimed to identify how
the observed variables can describe the relationship between variables and their influence in
determining tourist revisit intention. With a more complex model, this study has the advantage of
allowing a better understanding of tourist behavior in bridging the gaps in previous studies (Valle
et al., 2006); (Oh et al., 2007) and (Um et al., 2006).

2. LITERATURE REVIEW AND HYPOTHESIS
Revisit Intention

Behavioral intention is the planning of an intention to carry out a certain behavior
(Richard & Vanessa, 2007), (Ryan & Glendon, 1998). It is argued that when there is a strong
intention for someone to engage in a certain behavior, that person is more likely to do the
behavior (Ajzen, 2002). In the tourism and recreation sector, this takes the form of buying back
tourism services or recreational services or revisiting tourist destinations or attractions
(Pratminingsih, Rudatin, & Rimenta, 2014).

(Som, Marzuki, Yousefi, & AbuKhalifeh, 2012) explained that revisit intentionis: “the
evaluation carried out regarding the travel experience or the perceived value and overall visitor
satisfaction that affect future behavior in the consideration of the desire to return to the same
destination and their willingness to recommend it to other people ”. Similarly, (Lin, 2012), (Som
et al., 2012)also maintain that there are two dimensions of revisit intention, namely:

a. The willingness to revisit: measuring the desire of tourists to revisit the same tourist
destination in the future.

b. Recommending it to others:measuring the desire of tourists towards a destination that has
been visited by recommending it and doing positive WOM to friends or relatives.
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Tourist satisfaction

Customer satisfaction is a customer’s response to the evaluation that is felt after using a
product by comparing the mismatches of previous expectations to the actual performance of a
product (Tse & Wilton, 1988). According to (Gaspersz, 2005), the factors that influence
consumers’ satisfaction and expectations consist of “needs and wants” relating tothe things that
one feels when trying to make a transaction with a manufacturer’s services. In general,
satisfaction in the context of tourism (tourist satisfaction) is an overall evaluation of travel
destinations based on what is expected (Guntoro & Hui, 2013).

(Valle et al., 2006) stated that the perception of tourist satisfaction is a combination of
several dimensions of satisfaction which include the general satisfaction felt by tourists while
traveling, satisfaction with the attributes of tourist destinations (for example, transportation,
accommodation, tourism product, beautiful scenery, cultural attractions, etc.) that meet their
expectations.

Furthermore, (Valle et al., 2006), stated that there are three dimensions (sub-variables)
which are used to measure tourist satisfaction, namely:

a. General satisfaction
Customers’ satisfaction can also be estimated with one item by only measuring the overall
perception of satisfaction.

b. Attribute satisfaction
In addition to global perceptions of results, the level of satisfaction can also be evaluated
through certain service attributes (Mai & Ness, 2006).

c. Meet expectations
Satisfaction can be evaluated using expectation confirmation theory in which expectations and
actual goal results are compared.

Tourist Experience
Experience cannot be defined globally, every language and culture defines it differently.
However, some researchers examining the concepts of experiential marketing have tried to
define it more clearly. A travel experience is a mental journey that can provide memories for
tourists after doing something special, or learning something new, or just pleasing themselves
(Pine & Gilmore, 2013). Moreover, (Pine & Gilmore, 2013)explain that there are four
dimensions of tourists’ experience that can be distinguished by the form and the level of
involvement, namely:
a. Education
The educational experiences of a tourist will affect their understanding of events that take
place in a certain tourist destination. It happens because they actively participate through their
minds or body interactions which will give an impact on increasing knowledge and skills.
b. Entertainment
Entertainment experiences occur when tourists passively see events or performances at a
destination, such as listening to musicor reading books for pleasure.
c. Esthetics
In an aesthetic experience, tourists prefer to be in a destination in a natural environment so
that they can enjoy the nature of the environment.
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d. Escapism
In general, tourism is a way for people to get out of their daily life (routines) to experience
different and extraordinary experiences (non-routine life).

Destination image

Destination image has been one of the main areas of tourism research for more than four
decades. An image can be further defined as beliefs, impressions, ideas, and perceptions that
people have about objects, behaviors, and events (Rajesh, 2013).

Destination image is the total impression of the goal, which is a combination of
components of a cognitive image, unique image, and effective image. This concept is supported
by (Baloglu & Brinberg, 1997)who stated that image components are interrelated. In other
words, the image of a destination is the total impression based on the three components of the
image that affect the future behavior of tourists (Qu, Kim, & Im, 2011). Furthermore, (Qu et al.,
2011) stated that there are 3 dimensions of destination image, namely:

a. Cognitive image, consisting of the number of beliefs, impressions, ideas, and perceptions
owned by people to an object

b. Affective image, related to how a person feels about objects

c. The unique image, the only of its kind that is unlike any others.

Research Hypothesis And Its Previous Relationship Theories
H1: Tourists’ experience Affects Significantly tourists’ satisfaction

Several previous studies have shown that the experiential dimension in diverse contexts
can contribute to satisfaction. In a study conducted by (Semrad & Rivera, 2018) and (C.-C.
Huang, Yen, Liu, & Chang, 2014), it was found that in the music festival and the context of
cultural performances there was a construct of the tourist experiencewhich integrates the four
dimensions of the touristexperience showing positive impacts on visitor satisfaction.

H2: Destination Image Affects Significantly Tourist Satisfaction

Destination image, in general, is an image in the form of tourist attraction,
accommodation, accessibility, facilities, activities, local communities, and shopping centers
which give an impact on tourist satisfaction. Image, attitude, motivation, sceneries, recreational
services, and equipment are attributes that affect tourist satisfaction (Quintal & Phau, 2008);
(Lee, Lee, & Lee, 2005); (Eusébio & Vieira, 2013) and (A. Azhar & Iskandarsyah, 2019).

H3: Tourist Experience Affects Significantly Revisit Intention

The tourists’ experience is a positive or negative evaluation performed by tourists in
traveling. The study carried out by (Petrick, Morais, & Norman, 2001) showed that a person
tends to repeat their activities if they feel satisfied and have a positive experience when doing
these activities. According to previous research conducted by (Cole & Chancellor, 2009);
(Hosany & Witham, 2009), (Hsu & Crotts, 2006), tourist experience is directly correlated with
revisit intention.

H4: Destination Image Affects Significantly Revisit Intention
According to (C.-F. Chen & Tsai, 2007), tourist behavior consists of a combination of
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choosing a destination to visit, followed by the intention and evaluation of revisiting the same
place in the future. Evaluation is the value perceived by tourists as experience and satisfaction,
while the intention to revisit is a desire in the future to visit the same destination and recommend
it to others (Bigné et al., 2001); (Hume & Mort, 2010); (Som et al., 2012), and (Ridha & Amalia,
2018).

H5: Tourist Satisfaction Affects Significantly Revisit Intention

According to (Kozak & Kozak, 2013), the tendency to revisit intention and tell others
(word of mouth) about the positive experiences that are felt are some of the indicators of tourist
satisfaction. Studies conducted by (S. Huang & Hsu, 2009) and (Kuo, 2011), explained that
tourist satisfaction has a positive and significant influence on revisit intention.

H6: Tourist Experience Affects Significantly Revisit Intention through Tourist Satisfaction

The tourist experience is an indicator of consumer behavior that has an impact on
increasing tourist revisit intention. (Um et al., 2006) stated that the tourist experience felt by
sports participants tends to repeat the same experience in the future. This finding suggests that
the tourist intention to revisit is a form of a positive evaluation of the experience during their
visit through the satisfaction they feel. The study conducted by (Chan, 2018) concluded that the
influence environment, the influence of the physical environment, and the influence of social
interaction as independent variables influenced revisit intention on customer satisfaction as a
mediating variable.

H7: Destination Image Affects Significantly Revisit Intention through Tourist Satisfaction

According to (Kozak & Kozak, 2013), the perception of tourists towards a tourist
destination which is the result of an evaluation can affect tourist revisit intention through
satisfaction. Similarly, (Lee et al., 2005), also argued that a good destination image can influence
the shape of a positive tourist experience increasing tourist satisfaction and revisit intention.
Thus, the image of a destination can effectively increase revisit intention through tourist
satisfaction.

3. RESEARCH METHOD
Location and Research Objects

The research was conducted at tourism destinations in Aceh Besardistrict. The variables
of this research are Tourist experience (TE), Destination image (DI), Tourist satisfaction (TS),
and Tourist revisit intention (RI).

Population and Sample

The population in this study were all tourists visiting tourist destinations in Aceh Besar
District. The samples were selected using a simple random sampling technique, where each case
population has the same probability of inclusion in the sample (Taherdoost, 2016). The inclusion
criteria in this study were respondents who had visited one of the tourist destinations in the Aceh
Besar District, such as Lhok Nga Beach, Babah Kuala Beach, UjongBatee Beach, KutaMalaka
Water Boom, and other tourist destinations. This study employed the Maximum Likelihood
Estimation (MLE) technique. There were 220 respondents chosen as the research sample.
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To measure the revisit intention, this research adopted 4 indicators proposed by (Som et
al., 2012). Regarding Tourist satisfaction, this study adopted 5 indicators proposed by (Valle et
al., 2006) Moreover, for the tourist experience, 4 indicators based on (Pine & Gilmore, 2013)
were used. Lastly, to measure destination image, the 4 indicators proposed (Qu et al., 2011) were
chosen. Therefore, there were 17 indicators used to measure each variable.

To analyze the data in this study, this study used the SEM method with the help of the
AMOS application (Hair. Et. Al., 2012). As illustrated in Figure 1, the calculation of the SEM
model in this study uses the following equation:

TS =y1TE +y12DI + {1 (1)
RI =v21TE + y22DI + B21 TS + & (2)
Remarks:

TE = Tourist Experience, DI = Destination image, TS = Tourist satisfaction, Rl = Reuvisit
Intention n, y11dan y12 = regression TE dan DI towards TS, PB21=regression TS towards RI dan
= structural error

4. FINDING AND DISCUSSION

Table 1. Respondents Characteristics

Respondent Characteristics | Number (n) | Percentage (%)
Sex

Male 104 47.3
Female 116 52.7
Age

< 25 Year Old 32 14.5
26-30 Year Old 90 40.9
31-35 Year Old 68 30.9
36-40 Year Old 23 10.5
> 40 Year Old 7 3.2
Marital Status

Unmarried 39 17.7
Married 170 77.3
Widowed 11 5
Education Level

Senior High Sch. 40 18.2
Academy/Dipl. 43 19.5
Undergraduate 131 59.5
Postgraduate 6 2.7
Visit together with

Family 19 16.81
Neighbors 21 18.58
Friends 24 21.24
Alone 15 13.27
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Colleagues 34 30.09
Origin

Domestic 214 97.3
Overseas 6 2.7
Number of Visit

Once 40 18.2
Twice 102 46.4
More than twice 78 35.5
Tourism Attraction Preference

Nature 175 79.5
Cultural 20 9.1
Historical 8 3.6
Culinary 17 7.7

Descriptive Statistical Analysis

Descriptive analysis was performed to provide an overview of the perceptions of tourists
who have visited one of the tourist destinations in the Aceh BesarDistrict. The results of the
analysis showed that the mean respondents’ perceptions of the tourist experience variable were
3.95. This result suggests that, in general, tourists had a good perception of their experience.
Moreover, the mean of destination image variable, the respondents’ perception was 3.79 (ranged
in good category). Meanwhile, the mean of the respondents’ perspective on the tourist
satisfaction variable was 3.84. This figure is in the interval of 3.41 - 4.20 (ranged in good
category) showing that most of the respondents tend to express the satisfaction they feel when
visiting tourist destinations in the Aceh BesarDistrict. Finally, the mean of respondents’
perception of the intention to return to visit variable was 3.88. It can be interpreted that tourists
generally had a good perception of the intention to return to tourist destinations in the Aceh
BesarDistrict. Based on the results of the analysis, it can be concluded that the experience of
tourists, the image of the destination, the satisfaction of tourists, and the intention to revisit Aceh
BesarDistrict are all in the good category.

Verification Analysis
CFA Test (Confirmatory Factor Analysis)

CFA testing aims to measure the indicators that are accurately and consistently
conceptualized in forming the construct of the study. The construct CFA test in this study
consists of 4 variables, i.e. Tourist experience (TE), Destination image (DI), Tourist satisfaction
(TS), and Revisit intention (RI).
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Goodness of Fit:

Chi Square: 431,510
Probability: ,000

Degree of Freedom: 98
GFI: 838

54 CFI: 862
RMSEA: 126

AGFI: 775

Table 2. Goodness of Fit Test Results of Full Model Structure

Model Fit Value Cut Of |Conclusion
Value
X? Chi-Square (df=94) 113.063| <117.631  [Fit
Probability 0.088 >0.05 Fit
CMIN/DF 1.203 <2.00 Fit
RMSEA 0.030 <0.08 Fit
GFI 0.940 >0.90 Fit
AGFI 0.913 >0.90 Fit
CFI 0.992 >0.90 Fit

Based on Figure 1 about the CFA diagram and table 2, it can be observed that all the
results of the full model structure test showed good goodness of fit as they have met the
recommended values. Therefore, the model in this study has met the goodness of fit criteria and
is feasible to be tested using the SEM analysis. The results of the calculation of the structural
model estimate can be seen in the following figure and table.
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07|

Figure 2. Full Model Structure

Table 3. Structural Model Estimation Results

Variable Estimate | S.E. C.R. P

TS <--- | TE ,651 ,074 8,814 Fxk
TS <--- | DI 415 ,078 5,317 Fxk
RI <--- | TE 527 ,065 8,074 Fxk
RI <--- | DI ,288 ,053 5,403 Fxk
RI <--- | TS ,233 ,045 5,130 Fxk

Direct Effect Hypothesis Testing
Tourist experience In Affecting tourist satisfaction (H1 Hypothesis)

From Figure 2 and Table 3, it can be observed that the significance value of the influence
of the tourist experience variable on tourist satisfaction is *** (*** it is assumed that the value is
very small, close to 0.000, which means that *** is smaller than 0.05), with loading estimate
positive sign of 0.651. These two values represent the C.R. of 8.814> 1.96 and the standardized
loading estimate value is positive indicating that the tourist experience variable has a positive
and significant effect on tourist satisfaction. These results are consistent with the results of
research conducted by (Martin-Ruiz, Castellanos-Verdugo, & AngelesOviedo-Garcia, 2010),
(Jin, Lee, & Lee, 2015), and (N. H. Azhar & Anuar, 2019).

Destination Image In Affecting Tourist Satisfaction (H2 Hypothesis)

From Figure 2 and Table 3, it is shown that the significance value of the influence of
Destination Image (DI) on tourist satisfaction (TS) is ***, with apositive loading estimate of
0.415. These two values represent the C.R. of 5.317 above 1.96 and the standardized loading
estimate value is positive indicating that the Destination Image variable has a positive and
significant effect on tourist satisfaction.The results ofhypothesis testing are supported by the
results of previous research conducted by (Chou, 2013) which concluded that destination image
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has a positive and significant relationship to tourist satisfaction.

Tourist Experience In Affecting the Revisit Intention (H3 Hypothesis)

From Figure 2 and Table 3, it can be seen that the significance value of the effect of the
tourist experience (TE) variable on the revisit intention(RI) is ***, with a positive loading
estimate of 0.233. These two values represent the C.R. value of 8.074 above 1.96 and the value
of the standardized loading estimate is positive which indicates that the tourist experience
variable has a positive and significant effect on the revisit intention. These results are in line with
research conducted by (Shen, 2016), (Wang, Wu, & Yuan, 2010), and (Yuniawati & Finardi,
2016).

Destination Image In AffectingRevisit Intention (H4 Hypothesis)

From Figure 2 and Table 3, it can be observed that the significance value of the influence
of the variable influence of Destination Image (DI) on Revisit Intention (RI) is ***, with a
positive loading estimate of 0.288. These two values represent the C.R. value of 5.043 above
1.96 and the value of the standardized loading estimate is positive that indicates the destination
image has a positive and significant effect on revisit intention. These results are also in
agreement with research conducted by (Ridha & Amalia, 2018), (Kim & Lee, 2015) which all
report that image has an important role in giving a good impression on tourists and can increase
tourists’ intention to visit the same destination.

Tourist Satisfaction In AffectingRevisit Intention (H5 Hypothesis)

From Figure 2 and Table 3, it is shown that the significance value of the influence of the
tourist satisfaction (TS) variable on Reuvisit Intention (RI) is ***, with a positive loading estimate
of 0.288. These two values represent the C.R. value of 5,130 above 1.96 and the standardized
loading estimate value is positive suggesting that the variable influence of tourist satisfaction has
a positive and significant effect on revisit intention. These results are supported by the research
conducted by (N. Chen & Funk, 2010), (Guntoro & Hui, 2013), (Raza, Siddiquei, Awan, &
Bukhari, 2012) and (Chan, 2018).

Mediation Effect Hypothesis Test
Based on the test results of the direct effect and the indirect effect, it can be described as
in the following figure:
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Figure 3. Test of Direct and Indirect Effect

Table 4. Indirect Effect Test

DI TE TS RI
TS 0.000 0.000 0.000 0.000
RI 0.072 0.145 0.000 0.000

Tourist Experience In Affecting the Tourist Revisit Intention through Tourist Satisfaction
(H6 Hypothesis)

From figure 3 and table 4, it can be observed that the test of the indirect effect of the
tourist experience variable on the revisit intention through tourist satisfaction shows a coefficient
of 0.145. This indicates that the tourist experience variable has a positive effect on the revisit
intention through tourist satisfaction. Also, it shows that the direct effect of tourist experience on
the tourist revisit intention is greater than the indirect effect of tourist experience on returning
intention through tourist satisfaction (0.635>0.145). It means that the direct effect can influence
more than the indirect effect. And in this model, tourist satisfaction is shown to act as a partial
mediation. The studies carried out by (C.-F. Chen & Chen, 2010) and (N. H. Azhar & Anuar,
2019), also found that tourist satisfaction mediates the relationship between the quality of tourist
experience and tourist behavior intentions.

Destination image In Affecting the tourist revisit intention through tourist satisfaction (H7
Hypothesis)

Based on figure 3 and Table 4, it can be seen that the test of the indirect influence of the
destination image variable on the revisit intention through tourist satisfaction shows the
coefficient 0f0.072. This indicates that the destination image variables have a positive effect on
the revisit intention through tourist satisfaction. Also, it showsthe direct effect of destination
image on the revisit intention is greater than the indirect effect of the image of the destination
towards the revisit intention through tourist satisfaction (0.337> 0.072). It means that the direct
effect can influence more than the indirect effect. And in this model, tourist satisfaction is shown
to act as a partial mediation. The results of this study are consistent with research conducted by
(Beerli, Martin, & Quintana, 2004) and (Bigné et al., 2001).
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5. CONCLUSIONS

This study proves that Tourists’ experience Affects Significantly tourists’ satisfaction,
Destination Image Affects Significantly Tourist Satisfaction, Tourist Experience Affects
Significantly Revisit Intention, Destination Image Affects Significantly Revisit Intention, Tourist
Satisfaction Affects Significantly Revisit Intention, Tourist Experience Affects Significantly
Revisit Intention through Tourist Satisfaction, and Destination Image Affects Significantly
Revisit Intention through Tourist Satisfaction. These results indicate that the evidence of the
research model that has been carried out is still following previous theories of causality,
especially on the object under study. The novelty of the research is in a combination of previous
causality theories which are combined into a model to be investigated on new objects. These
results contribute to the world of academia, which can be a reference for further researches. For
further research, it is hoped that it will be able to develop a research model by adding new
variables such as destination image or tourist gender. Besides, the research location and different
characteristics of respondents in the analysis will also enrich the existing empirical evidence
about the effect of tourist experience and destination image on revisit intention through tourist
satisfaction.
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