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ABSTRACT: The dramatic rise of social media has triggered companies to build online brand 

communities. Consequently, brand communities established on social network sites have 

become pervasive in recent years. Along with the popularity of brand communities on social 

network sites, studies relating to this area have also increased in number. Because the internet 

greatly enhances people's ability to interact and communicate with each other, the online brand 

community has become the dominant venue in the market place through which to share 

individual information and experience with products and services, solve problems that 

consumers encounter, and interact with other consumers and company representatives. The 

objective of this research is to determine the factors associated with revisit intention. We 

presented a literature review of relevant publications and included 26 articles as a result of this 

process and then examined the bibliographical references to check the validity of the inquiry 

and to avoid any potential omissions. We identified several variables that affect revisit 

intention. We found no variables that are influenced by revisit intention, and strongly suggest 

research for variables that affected by revisit intention. 
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A. INTRODUCTION 

Retaining customers is a key concept for a firm’s survival and longterm success because it 

is directly related to its profits (H. C. Kim et al., 2016). Retaining existing customers or raising 

the revisit rates of customers is more effective than finding new customers in terms of cost and 

time spent (Jones et al., 2000).  Revisits by customers are an important factor for firms’ profits 

(Scarpi et al., 2019). It is particularly important to the hotel industry, whose business cycle is 

entering maturity, while customer retention is crucial to many firms (Han & Hyun, 2017). 

Methods of encouraging revisits by customers have been studied in several fields (Han & Hyun, 

2017; J. (Sunny) Kim et al., 2017). Enhancing hotels’ hygiene features perceived by the guests 

can induce them to revisit the hotels (Yu, Seo, et al., 2021). Hassan & Soliman (2021) stated 

that socially responsible behaviours regarding COVID-19 may positively affect tourists’ intent 

to revisit hotels. Markus (2019) investigated the relationship between sports and recreational 

activities and tourist satisfaction.  

Ancillary services including the service environment to have a strong predictive power of 

consumer satisfaction (Greenwell et al., 2002). Chi & Qu (2008) support for the relationship 

between customer  satisfaction  and destination loyalty or repeat visits. Michels & Bowen 

(2005)  pointed out that the strength of such an effect is likely to be limited because of time and 

cost factors that are often associated with the decision to revisit a destination. Some tourism 

literatures indicate a positive relationship between visitor satisfaction and a desire to come back 

(Jang & Feng, 2007; Shonk, 2008; Yoon & Uysal, 2005). An increase in the level of satisfaction 

will increase repeat visits particularly when the existing competitors do not have counter 

strategic moves (Kozak, 2001). Repeat visitors are likely to have different expectations if they 

participate in different activities or visit different attractions available at a host destination  

(Lehto et al., 2004).  
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Satisfied visitors are more likely to become repeat visitors who will also promote a 

destination through positive word-of-mouth (Cole & Illum, 2006).  Brady et al. (2006) state that 

the level of satisfaction of the spectators mediates the relationship between service quality and 

behavioural intentions in the context of sports events. (Funk et al., 2007) conclude that 

participation in running events is influenced by prior involvement  in other running events, 

favorable beliefs and feelings toward the host destination, the desire to take part in organized 

running events, and the perceived travel benefits of escape, relaxation, social interaction, 

prestige, culture experience, knowledge exploration, and cultural learning. (Koo et al., 2014) 

presented the link between event image, satisfaction, and behavioral intention in the context of 

small-scale marathon events and found a positive influence of event image and satisfaction on 

behavioral intention, and found that the relationship between event image and behavioral 

intentionis partially mediated by satisfaction, and finally a significant indirect effect of event 

image on behavioral intention through satisfaction is found. 

Revisit intention has been suggested as the major proxy for the actual return of tourists 

(Loureiro, 2014; Prayag & Ryan, 2012). The centrality of revisit intention is apparent, given the 

wealth of studies that consider it as the major dependent variable, in a wide array of settings, 

from destinations (Stylos et al., 2017; Yoon & Uysal, 2005) to sport tourism (Vassiliadis et al., 

2021). Revisit intention has probably received even greater attention in the specific context of 

events, where it is key (Mason & Paggiaro, 2012; Tanford et al., 2017). Stylos et al. (2017) did 

not clarify the specific variables that can influence the intention to return to a destination (i.e., 

behavioural loyalty). (Javad et al., 2016) considered image and satisfaction as antecedents of the 

loyalty to a World Heritage Site. 

Shahijan et al. (2018) presented that service convenience and cruisers’ experience 

significantly influence  perceived overall cruisers’ satisfaction and revisit intention whereas 

perceived overall cruise value influence perceived overall cruisers’ satisfaction but not cruisers’ 

revisit intention. Zhang et al. (2018) found that country image and destination image influence 

revisit intention via the mediating effect of memorable tourism experiences. Loi et al. (2017) 

reveals that quality of tourist shuttles predicts intention to revisit through two mediators - 

destination satisfaction and image and also show that destination image predicts intention to 

revisit through destination satisfaction.  Li et al. (2018) showed that some Chinese tourists see 

North Korea as an even more ‘mysterious’ country after the recent crisis, a response that has 

actually stimulated their intention to revisit the country. 

Che et al. (2015) stated that unpredictability and trust directly affect revisit intention. Jung 

et al. (2014) found that social and informational benefits have positive impact son attitude, 

which inturn significantly influencere visit intentionand brand trust, and also them oderating 

effect to fthety peof online community was significant in predicting the relationship between 

attitude and brand trust but not between attitude and revisit intention. Kabadayı & Alan (2012) 

that technology orientation and customers’ emotion states have impact on revisit intention. 

Lee & Kim (2017) presented that medical service quality and satisfaction, medical service 

quality and revisit intention,  satisfaction and revisit intention were positively correlated. Huang 

et al. (2017)showed that the vividness of course content, teacher subject knowledge, and 

Massive Open Online Courses (MOOC) interactivity can positively affect students’ intention to 

revisit MOOCs. Abubakar et al. (2017) stated that electronic word of mouth (e-WOM) 

influences intention to revisit and destination trust, and also destination trust influences 

intention to revisit. Liu & Lee (2016) found service quality to be related to increased price 

perception of service as a result of increasing passengers' word of mouth (WOM), which also 

creates success in this regard by increasing their revisit intention. M. J. Kim et al. (2016) 

presented that common bond and identity both have significant effects on revisit intention. 
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Hussein (2016) showed that the image of an event plays an important role in enhancing the 

intention of visitors to revisit a regular event and the positive event image, will lead to the 

higher visitor’s intention to revisit the event. Choo et al. (2016) presented that satisfaction was 

found to be the strongest predictor of visitors’ revisit intentions, followed by social identity, 

subjective norms, and group norms.(Bonn et al., 2016) found that: (1) although ‘structural’ 

constraints (lack of time, money and accessibility) were found to be major factors inhibiting 

revisit intention to wine regions, it was the ‘intrapersonal’ constraints dimension (lack of 

interest and knowledge) that was found to represent the most powerful negative influence on 

wine destination revisit intention, (2) interpersonal constraints due to consumers lacking travel 

companions or wanting to visit other destination types had no significant influence on ‘revisit 

intention’ within the context of wine tourism, (3) ‘tourism infrastructure’ was found to 

significantly reduce the negative effect of ‘intrapersonal constraints’ on ‘revisit intention’, but 

no significant effect was identified pertaining to ‘structural constraints’. 

 

B. RESEARCH METHOD 

This research uses a study of the literatures (Artha et al., 2021; Brogi, 2014; Khairi et al., 

2021; Xu et al., 2021) and as a result, we included 26 articles. 

 

C. RESULT AND DISCUSSION 

The results are presented in table 1 below: 

Table 1. Selection References Listed According to Revisit Intention 

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

Yu et al. (2021) perceived risk from COVID-

19, post-traumatic stress 

disorder 

perceived risk from COVID-

19 and post-traumatic stress 

disorder have negative 

effects on revisit intention 

 

Vassiliadis et al. (2021) different service offering 

scenarios, visitor satisfaction 

different service offering 

scenarios and visitor 

satisfaction have positive 

associations with revisit 

intention 

 

Rather (2021) tourists’ destination brand 

engagement 

tourists’ destination brand 

engagement has a positive 

effect onrevisit intention 

 

Prentice et al. (2021) passengers’ airport service 

experiences 

revisit intentionare 

significantly affectedby 

passengers’ airport service 

experiences  

 

Luo et al. (2021) mandatory covid-19 policy mandatory covid-19 policy 

has a positive effect onrevisit 

intention 

 

Hu & Xu (2021) memorability of a previous memorability of a previous 
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travel experience travel experiencehas a 

positive effect onrevisit 

intention 

 

Foroudi et al. (2021) brand attitude brand attitude has a positive 

influence onrevisit intention 

 

Cheng & Fountain (2021) travel constraints travel constraintshas no 

significantinfluence onrevisit 

intention 

 

Abbasi et al. (2021) perceived behavioural 

control, perceived value, 

destination image, 

satisfaction 

perceived behavioural 

control, perceived value, 

destination image 

andsatisfaction significantly 

affect revisit intention 

 

Rasoolimanesh et al. (2020) Satisfaction satisfactionhas a positive 

effect onrevisit intention 

 

Payini et al. (2020) domain-specific 

innovativeness 

domain-

specificinnovativenesshas a 

positive effect onrevisit 

intention 

 

Park et al. (2020) athlete star power 

 

athlete star power has 

significant effect onrevisit 

intention 

 

Beckman et al. (2020) Satisfaction satisfaction has a significant 

effect onrevisit intention 

 

Mohamed et al. (2020) destination food experiences, 

intellectual food experiences, 

food experience satisfaction 

 

destination and intellectual 

food experienceshave 

significant impacts on revisit 

intention, food experience 

satisfactionhas no effect 

onrevisit intention 

 

Meng & Cui (2020) memorability, attitude, 

subjective norms, perceived 

behavioral control 

 

memorability, attitude, 

subjective norms, perceived 

behavioral control have 

positive impacts on revisit 

intention 

 

Lai et al. (2020) service quality, behavioral 

price, monetary price 

service quality, behavioral 

price, monetary price have 

significant effects on revisit 

intention  

 

Kusumawati et al. (2020) Sustainability sustainability has a positive 
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effect onrevisit intention 

 

Khoo (2020) corporate image, customer 

satisfaction 

 

corporate imagehas no effect 

onrevisit intention; customer 

satisfaction has a positive 

effect onrevisit intention 

 

Evren et al. (2020) Satisfaction satisfaction has a significant 

effect onrevisit intention 

 

Amaro et al. (2020) destination brand love destination brand lovehas a 

significant effect onrevisit 

intention 

 

Ahn & Kwon (2020) customers’ perception toward 

CSR 

customers’ perception 

toward CSRhas no effect 

onrevisit intention 

 

Mannan et al. (2019) customer satisfaction, 

restaurant reputation, variety 

seeking tendency 

customer satisfaction and 

restaurant reputationhave 

positive significant effects 

onrevisit intention; variety 

seeking tendencyhas a 

negativesignificant effect 

onrevisit intention 

 

Scarpi et al. (2019) event involvement, place 

attachment 

event involvementand place 

attachment have positive 

impacts on revisit intention 

 

Islam et al. (2019) authenticity, interpersonal 

justice, prior experience 

authenticity, interpersonal 

justice and prior 

experiencehavesignificant 

effects onrevisit intention 

 

Hasan et al. (2019) perceived destination, 

tourists’ satisfaction, 

destination image 

perceived destinationhas no 

effect onrevisit intention; 

tourists’ satisfaction and 

destination 

imagehavesignificant effects 

onrevisit intention 

 

Cakici et al. (2019) price justice, satisfaction price justice and 

satisfactionhavesignificant 

effects onrevisit intention 

 

 

Table 1 above showed variables that affected by revisit intention. We found no variables that 

influence revisit intention.  
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D. CONCLUSION 

We presented a literature review of relevant publications and included 26 articles as a result 

of this process and then examined the bibliographical references to check the validity of the 

inquiry and to avoid any potential omissions. We identified several variables that affect revisit 

intention. We found no variables that are influenced by revisit intention, and strongly suggest 

research for variables that affected by revisit intention. 

 

E. BIBLIOGRAPHY 

Abbasi, G. A., Kumaravelu, J., Goh, Y. N., & Dara Singh, K. S. (2021). Understanding the 

intention to revisit a destination by expanding the theory of planned behaviour (TPB). 

Spanish Journal of Marketing - ESIC, 25(2), 282–311. https://doi.org/10.1108/SJME-12-

2019-0109 

 

Abubakar, A. M., Ilkan, M., Meshall Al-Tal, R., & Eluwole, K. K. (2017). eWOM, revisit 

intention, destination trust and gender. Journal of Hospitality and Tourism Management, 

31, 220–227. https://doi.org/10.1016/j.jhtm.2016.12.005 

 

Ahn, J., & Kwon, J. (2020). CSR perception and revisit intention: the roles of trust and 

commitment. Journal of Hospitality and Tourism Insights, 3(5), 607–623. 

https://doi.org/10.1108/JHTI-02-2020-0022 

 

Amaro, S., Barroco, C., & Antunes, J. (2020). Exploring the antecedents and outcomes of 

destination brand love. Journal of Product and Brand Management, 30(3), 433–448. 

https://doi.org/10.1108/JPBM-08-2019-2487 

 

Artha, B., Bahri, B., Khairi, A., & Fernando, F. (2021). The Effect of R&D Expenditure on 

CO2 Emissions in Austria. Journal of Business and Management Review, 2(6), 394–400. 

https://doi.org/10.47153/jbmr26.1482021 

 

Beckman, E., Shu, F., & Pan, T. (2020). The application of enduring involvement theory in the 

development of a success model for a craft beer and food festival. International Journal of 

Event and Festival Management, 11(4), 397–411. https://doi.org/10.1108/IJEFM-01-2020-

0002 

 

Bonn, M. A., Cho, M., Lee, J. J., & Kim, J. H. (2016). A multilevel analysis of the effects of 

wine destination attributes on travel constraints and revisit intention. International Journal 

of Contemporary Hospitality Management, 28(11). 

 

Brady, M. K., Voorhees, C. M., Cronin, J. J., Brian, J., Brady, M. K., Voorhees, C. M., Jr, J. J. 

C., & Bourdeau, B. L. (2006). The good guys don’t always win : the effect of valence on 

service perceptions and consequences. Journal of Services Marketing, 20(2), 83–91. 

https://doi.org/10.1108/08876040610657011 

 

Brogi, S. (2014). Online Brand Communities: A Literature Review. Procedia - Social and 

Behavioral Sciences, 109, 385–389. https://doi.org/10.1016/j.sbspro.2013.12.477 

 

Cakici, A. C., Akgunduz, Y., & Yildirim, O. (2019). The impact of perceived price justice and 

satisfaction on loyalty: the mediating effect of revisit intention. Tourism Review, 74(3), 

443–462. https://doi.org/10.1108/TR-02-2018-0025 

 

http://jurnal.umsb.ac.id/ranahpariwisata


Vol. I No 2 Desember 2021                                                                                           Ranah Pariwisata 

http://jurnal.umsb.ac.id/ranahpariwisata  

 

7 
P-ISSN 2797-1937 Fakultas Pariwisata 

E-ISSN 2797-0937 

 

 

 

Che, T., Peng, Z., Lim, K. H., & Hua, Z. (2015). Antecedents of consumers’ intention to revisit 

an online group-buying website: A transaction cost perspective. Information and 

Management, 52(5), 588–598. https://doi.org/10.1016/j.im.2015.04.004 

 

Cheng, D., & Fountain, J. (2021). Mainland Chinese Generation Y tourists to Tibet: Travel 

constraints, revisit intention and their negotiation. Journal of Hospitality and Tourism 

Management, 48(March), 128–137. https://doi.org/10.1016/j.jhtm.2021.05.008 

 

Chi, C. G., & Qu, H. (2008). Examining the structural relationships of destination image , 

tourist satisfaction and destination loyalty : An integrated approach. 29, 624–636. 

https://doi.org/10.1016/j.tourman.2007.06.007 

 

Choo, H., Ahn, K., & Petrick, J. F. (2016). An integrated model of festival revisit intentions: 

Theory of planned behavior and festival quality/satisfaction. In International Journal of 

Contemporary Hospitality Management (Vol. 28, Issue 4). 

https://doi.org/10.1108/IJCHM-09-2014-0448 

 

Cole, S. T., & Illum, S. F. (2006). Examining the mediating role of festival visitors’ satisfaction 

in the relationship between service quality and behavioral intentions. Journal of Vacation 

Marketing, 12(160). https://doi.org/10.1177/1356766706062156 

 

Evren, S., Şimşek Evren, E., & Çakıcı, A. C. (2020). Moderating effect of optimum stimulation 

level on the relationship between satisfaction and revisit intention: the case of Turkish 

cultural tourists. International Journal of Culture, Tourism, and Hospitality Research, 

14(4), 681–695. https://doi.org/10.1108/IJCTHR-03-2019-0052 

 

Foroudi, P., Palazzo, M., & Sultana, A. (2021). Linking brand attitude to word-of-mouth and 

revisit intentions in the restaurant sector. British Food Journal, 123(13), 221–240. 

https://doi.org/10.1108/BFJ-11-2020-1008 

 

Funk, D. C., Toohey, K., & Bruun, T. (2007). International Sport Event Participation : Prior 

Sport Involvement ; Destination Image ; and Travel Motives International Sport Event 

Participation : Prior Sport Involvement ; Destination Image ; and Travel Motives. 

European Sport Management Quarterly, 7(3), 227–248. 

https://doi.org/10.1080/16184740701511011 

 

Greenwell, T. C., Fink, J. S., & Pastore, D. L. (2002). Assessing the Influence of the Physical 

Sports Facility on Customer Satisfaction within the Context of the Service Experience. 

129–148. 

 

Han, H., & Hyun, S. S. (2017). Impact of hotel-restaurant image and quality of physical-

environment, service, and food on satisfaction and intention. International Journal of 

Hospitality Management, 63, 82–92. https://doi.org/10.1016/j.ijhm.2017.03.006 

 

Hasan, M. K., Abdullah, S. K., Lew, T. Y., & Islam, M. F. (2019). The antecedents of tourist 

attitudes to revisit and revisit intentions for coastal tourism. International Journal of 

Culture, Tourism, and Hospitality Research, 13(2), 218–234. 

https://doi.org/10.1108/IJCTHR-11-2018-0151 

 

Hassan, S. B., & Soliman, M. (2021). COVID-19 and repeat visitation: Assessing the role of 

destination social responsibility, destination reputation, holidaymakers’ trust and fear 

arousal. Journal of Destination Marketing and Management, 19, 100495. 

http://jurnal.umsb.ac.id/ranahpariwisata


Vol. I No 2 Desember 2021                                                                                           Ranah Pariwisata 

http://jurnal.umsb.ac.id/ranahpariwisata  

 

8 
P-ISSN 2797-1937 Fakultas Pariwisata 

E-ISSN 2797-0937 

 

 

 

https://doi.org/10.1016/j.jdmm.2020.100495 

 

Hu, Y., & Xu, S. (2021). Memorability of a previous travel experience and revisit intention: The 

three-way interaction of nostalgia, perceived disappointment risk and extent of change. 

Journal of Destination Marketing and Management, 20(601), 100604. 

https://doi.org/10.1016/j.jdmm.2021.100604 

Huang, L., Zhang, J., & Liu, Y. (2017). Antecedents of student MOOC revisit intention: 

Moderation effect of course difficulty. International Journal of Information Management, 

37(2), 84–91. https://doi.org/10.1016/j.ijinfomgt.2016.12.002 

 

Hussein, A. S. (2016). How Event Awareness, Event Quality and Event Image Creates Visitor 

Revisit Intention?: A Lesson from Car free Day Event. Procedia Economics and Finance, 

35(October 2015), 396–400. https://doi.org/10.1016/s2212-5671(16)00049-6 

 

Islam, T., Ahmed, I., Ali, G., & Ahmer, Z. (2019). Emerging trend of coffee cafe in Pakistan: 

factors affecting revisit intention. British Food Journal, 121(9), 2132–2147. 

https://doi.org/10.1108/BFJ-12-2018-0805 

 

Jang, S. S., & Feng, R. (2007). Temporal destination revisit intention : The effects of novelty 

seeking and satisfaction. 28, 580–590. https://doi.org/10.1016/j.tourman.2006.04.024 

 

Javad, M., Tilaki, M., Marzbali, M. H., & Penang, I. (2016). Examining the Influence of 

International Tourists ’ Destination Image and Satisfaction on Their Behavioral Intention 

in Penang , Malaysia Examining the Influence of International Tourists ’ Destination 

Image and Satisfaction on Their Behavioral. 0098(January). 

https://doi.org/10.1080/1528008X.2015.1096756 

 

Jones, M. A., Mothersbaugh, D. L., & Beatty, S. E. (2000). Switching Barriers and Repurchase 

Intentions in Services. 76(2), 259–274. 

 

Jung, N. Y., Kim, S., & Kim, S. (2014). Influence of consumer attitude toward online brand 

community on revisit intention and brand trust. Journal of Retailing and Consumer 

Services, 21(4), 581–589. https://doi.org/10.1016/j.jretconser.2014.04.002 

 

Kabadayı, E. T., & Alan, A. K. (2012). Revisit Intention of Consumer Electronics Retailers: 

Effects of Customers’ Emotion, Technology Orientation and WOM Influence. Procedia - 

Social and Behavioral Sciences, 41, 65–73. https://doi.org/10.1016/j.sbspro.2012.04.009 

 

Khairi, A., Bahri, B., & Artha, B. (2021). A Literature Review of Non-Performing Loan. 

Journal of Business and Management Review, 2(5), 366–373. 

https://doi.org/10.47153/jbmr25.1402021 

 

Khoo, K. L. (2020). A study of service quality, corporate image, customer satisfaction, revisit 

intention and word-of-mouth: evidence from the KTV industry. PSU Research Review, 

ahead-of-p(ahead-of-print). https://doi.org/10.1108/prr-08-2019-0029 

 

Kim, H. C., Chua, B. L., Lee, S., Boo, H. C., & Han, H. (2016). Understanding Airline 

Travelers’ Perceptions of Well-Being: The Role of Cognition, Emotion, and Sensory 

Experiences in Airline Lounges. Journal of Travel and Tourism Marketing, 33(9), 1213–

1234. https://doi.org/10.1080/10548408.2015.1094003 

 

Kim, J. (Sunny), Song, H. J., Lee, C. K., & Lee, J. Y. (2017). The impact of four CSR 

http://jurnal.umsb.ac.id/ranahpariwisata


Vol. I No 2 Desember 2021                                                                                           Ranah Pariwisata 

http://jurnal.umsb.ac.id/ranahpariwisata  

 

9 
P-ISSN 2797-1937 Fakultas Pariwisata 

E-ISSN 2797-0937 

 

 

 

dimensions on a gaming company’s image and customers’ revisit intentions. International 

Journal of Hospitality Management, 61, 73–81. https://doi.org/10.1016/j.ijhm.2016.11.005 

 

Kim, M. J., Lee, C. K., & Bonn, M. (2016). The effect of social capital and altruism on seniors’ 

revisit intention to social network sites for tourism-related purposes. Tourism 

Management, 53, 96–107. https://doi.org/10.1016/j.tourman.2015.09.007 

 

Koo, S. K., Byon, K. K., & Baker III, T. A. (2014). Integrating Event Image , Satisfaction , and 

Behavioral Intention : Small-Scale Marathon Event. Sport Marketing Quarterly, 23, 127–

137. 

 

Kozak, M. (2001). REPEATERS’ BEHAVIOR AT TWO DISTINCT DESTINATIONS. 28(3), 

784–807. 

 

Kusumawati, A., Utomo, H. S., Suharyono, S., & Sunarti, S. (2020). Effects of sustainability on 

WoM intention and revisit intention, with environmental awareness as a moderator. 

Management of Environmental Quality: An International Journal, 31(1), 273–288. 

https://doi.org/10.1108/MEQ-03-2019-0064 

 

Lai, K. P., Yee Yen, Y., & Siong Choy, C. (2020). The effects of service quality and perceived 

price on revisit intention of patients: the Malaysian context. International Journal of 

Quality and Service Sciences. https://doi.org/10.1108/IJQSS-02-2019-0013 

 

Lee, S., & Kim, E. K. (2017). The Effects of Korean Medical Service Quality and Satisfaction 

on Revisit Intention of the United Arab Emirates Government Sponsored Patients. Asian 

Nursing Research, 11(2), 142–149. https://doi.org/10.1016/j.anr.2017.05.008 

 

Lehto, X. Y., Leary, J. T. O., & Morrison, A. M. (2004). THE EFFECT OF PRIOR 

EXPERIENCE ON VACATION BEHAVIOR. Annals OfTourism Research, 31(4), 801–

818. https://doi.org/10.1016/j.annals.2004.02.006 

 

Li, F., Wen, J., & Ying, T. (2018). The influence of crisis on tourists’ perceived destination 

image and revisit intention: An exploratory study of Chinese tourists to North Korea. 

Journal of Destination Marketing and Management, 9(November), 104–111. 

https://doi.org/10.1016/j.jdmm.2017.11.006 

 

Liu, C. H. S., & Lee, T. (2016). Service quality and price perception of service: Influence on 

word-of-mouth and revisit intention. Journal of Air Transport Management, 52, 42–54. 

https://doi.org/10.1016/j.jairtraman.2015.12.007 

 

Loi, L. T. I., So, A. S. I., Lo, I. S., & Fong, L. H. N. (2017). Does the quality of tourist shuttles 

influence revisit intention through destination image and satisfaction? The case of Macao. 

Journal of Hospitality and Tourism Management, 32, 115–123. 

https://doi.org/10.1016/j.jhtm.2017.06.002 

 

Loureiro, S. M. C. (2014). The role of the rural tourism experience economy in place attachment 

and behavioral intentions. International Journal of Hospitality Management, 40, 1–9. 

https://doi.org/10.1016/j.ijhm.2014.02.010 

 

Luo, A., Ye, T., Xue, X., & Mattila, A. S. (2021). Appreciation vs. apology: When and why 

does face covering requirement increase revisit intention? Journal of Retailing and 

Consumer Services, 63(December 2020), 102705. 

http://jurnal.umsb.ac.id/ranahpariwisata


Vol. I No 2 Desember 2021                                                                                           Ranah Pariwisata 

http://jurnal.umsb.ac.id/ranahpariwisata  

 

10 
P-ISSN 2797-1937 Fakultas Pariwisata 

E-ISSN 2797-0937 

 

 

 

https://doi.org/10.1016/j.jretconser.2021.102705 

 

Mannan, M., Chowdhury, N., Sarker, P., & Amir, R. (2019). Modeling customer satisfaction 

and revisit intention in Bangladeshi dining restaurants. Journal of Modelling in 

Management, 14(4), 922–947. https://doi.org/10.1108/JM2-12-2017-0135 

 

Markus, Z. (2019). Assessing Tourist Revisit Intention through the Sport-Recreational Services 

Offered. 10(2), 1–10. https://doi.org/10.2478/bsrj-2019-023 

Mason, M. C., & Paggiaro, A. (2012). Investigating the role of festivalscape in culinary 

tourism : The case of food and wine events. Tourism Management, 33(6), 1329–1336. 

https://doi.org/10.1016/j.tourman.2011.12.016 

 

Meng, B., & Cui, M. (2020). The role of co-creation experience in forming tourists’ revisit 

intention to home-based accommodation: Extending the theory of planned behavior. 

Tourism Management Perspectives, 33(March 2019), 100581. 

https://doi.org/10.1016/j.tmp.2019.100581 

 

Michels, N., & Bowen, D. (2005). The relevance of retail loyalty strategy and practice for 

leisure/tourism. Journal of Vacation Marketing, 11(5). 

https://doi.org/10.1177/1356766705050839 

 

Mohamed, M. E. A., Hewedi, M. M., Lehto, X., & Maayouf, M. (2020). Egyptian food 

experience of international visitors: a multidimensional approach. International Journal of 

Contemporary Hospitality Management, 32(8), 2593–2611. 

https://doi.org/10.1108/IJCHM-02-2020-0136 

 

Park, J., Kim, M., Nauright, J., & Kim, Y. H. (2020). Sport event tourists’ (SET’s) behavior: a 

case study of the PyeongChang Winter Olympics. International Journal of Sports 

Marketing and Sponsorship, 21(2), 267–284. https://doi.org/10.1108/IJSMS-09-2019-0101 

 

Payini, V., Ramaprasad, B. S., Mallya, J., Sanil, M., & Patwardhan, V. (2020). The relationship 

between food neophobia, domain-specific innovativeness, and food festival revisit 

intentions: A structural equation modeling approach. British Food Journal, 122(6), 1849–

1868. https://doi.org/10.1108/BFJ-08-2018-0563 

 

Prayag, G., & Ryan, C. (2012). Antecedents of Tourists ’ Loyalty to Mauritius : The Role and 

Influence of Destination Image , Place Attachment , Personal Involvement , and 

Satisfaction. https://doi.org/10.1177/0047287511410321 

 

Prentice, C., Wang, X., & Manhas, P. S. (2021). The spillover effect of airport service 

experience on destination revisit intention. Journal of Hospitality and Tourism 

Management, 48(June), 119–127. https://doi.org/10.1016/j.jhtm.2021.06.001 

 

Rasoolimanesh, S. M., Iranmanesh, M., Amin, M., Hussain, K., Jaafar, M., & Ataeishad, H. 

(2020). Are functional, emotional and social values interrelated? A study of traditional 

guesthouses in Iran. International Journal of Contemporary Hospitality Management, 

32(9), 2857–2880. https://doi.org/10.1108/IJCHM-03-2020-0193 

 

Rather, R. A. (2021). Demystifying the effects of perceived risk and fear on customer 

engagement, co-creation and revisit intention during COVID-19: A protection motivation 

theory approach. Journal of Destination Marketing and Management, 20(November 

2020), 100564. https://doi.org/10.1016/j.jdmm.2021.100564 

http://jurnal.umsb.ac.id/ranahpariwisata


Vol. I No 2 Desember 2021                                                                                           Ranah Pariwisata 

http://jurnal.umsb.ac.id/ranahpariwisata  

 

11 
P-ISSN 2797-1937 Fakultas Pariwisata 

E-ISSN 2797-0937 

 

 

 

 

Scarpi, D., Mason, M., & Raggiotto, F. (2019). To Rome with love: A moderated mediation 

model in Roman heritage consumption. Tourism Management, 71(October 2018), 389–

401. https://doi.org/10.1016/j.tourman.2018.10.030 

 

Shahijan, M. K., Rezaei, S., & Amin, M. (2018). Qualities of effective cruise marketing 

strategy: Cruisers’ experience, service convenience, values, satisfaction and revisit 

intention. International Journal of Quality & Reliability Management, 34(1), 1–5. 

 

Shonk, D. J. (2008). Service Quality , Satisfaction , and Intent to Return in Event Sport Tourism. 

587–602. 

 

Stylos, N., Bellou, V., Andronikidis, A., & Vassiliadis, C. A. (2017). Linking the dots among 

destination images , place attachment , and revisit intentions : A study among British and 

Russian tourists. Tourism Management, 60, S11–S12. 

https://doi.org/10.1016/j.tourman.2016.11.006 

 

Tanford, S., Ph, D., & Jung, S. (2017). Festival attributes and perceptions : A meta-analysis of 

relationships with satisfaction and loyalty. Tourism Management, 61, 209–220. 

https://doi.org/10.1016/j.tourman.2017.02.005 

 

Vassiliadis, C. A., Mombeuil, C., & Fotiadis, A. K. (2021). Identifying service product features 

associated with visitor satisfaction and revisit intention: A focus on sports events. Journal 

of Destination Marketing and Management, 19(August 2020), 100558. 

https://doi.org/10.1016/j.jdmm.2021.100558 

 

Xu, C., Siegrist, M., & Hartmann, C. (2021). The application of virtual reality in food consumer 

behavior research: A systematic review. Trends in Food Science and Technology, 116, 

533–544. https://doi.org/10.1016/j.tifs.2021.07.015 

 

Yoon, Y., & Uysal, M. (2005). An examination of the effects of motivation and satisfaction on 

destination loyalty : a structural model. 26, 45–56. 

https://doi.org/10.1016/j.tourman.2003.08.016 

 

Yu, J., Lee, K., & Hyun, S. S. (2021). Understanding the influence of the perceived risk of the 

coronavirus disease (COVID-19) on the post-traumatic stress disorder and revisit intention 

of hotel guests. Journal of Hospitality and Tourism Management, 46(September 2020), 

327–335. https://doi.org/10.1016/j.jhtm.2021.01.010 

 

Yu, J., Seo, J., & Hyun, S. S. (2021). Perceived hygiene attributes in the hotel industry: 

customer retention amid the COVID-19 crisis. International Journal of Hospitality 

Management, 93(June 2020), 102768. https://doi.org/10.1016/j.ijhm.2020.102768 

 

Zhang, H., Wu, Y., & Buhalis, D. (2018). A model of perceived image, memorable tourism 

experiences and revisit intention. Journal of Destination Marketing and Management, 

8(February), 326–336. https://doi.org/10.1016/j.jdmm.2017.06.004 

 

 

http://jurnal.umsb.ac.id/ranahpariwisata

