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Abstract

The purpose of this research is to explain the role of destination image in mediating tourists' experiences and risk
perceptions on their revisit intention the Royal Sport Horse Bali equestrian tourism destination. The theory used is the
Theory of Planned Behavior. This research is a type of quantitative research that is associative in nature. The population
in this study were all domestic tourists who had ridden at the Royal Sport Horse Bali at least once. The sampling
technique used purposive sampling with a sample size of 100 respondents. Respondent data was collected by
distributing questionnaires. The data analysis technique in this research uses PLS-based SEM. The research results show
that all variables have a significant effect. Destination image acts as a partial mediator in mediating the effect of tourist
experience and risk perception on intention to return to the Bali Royal Sport Horse Equestrian Tourism Destination.
The results of this research can provide an empirical contribution regarding the effect between the variables of tourist
experience, risk perception, destination image and revisit intention for the development of the theory of planned
behavior. The management of Royal Sport Horse Bali can implement marketing strategies that highlight the uniqueness
and attractiveness of the destination to increase tourists' revisit intention.
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1. Introduction

The image of a destination has a big impact on travel, such as destination choice and future travel intentions. Foroudi et
al (2018) who used 6 destination image attributes explained that destination image is the main antecedent of behavioral
intentions such as intention to return and intention to recommend. Therefore, it is very important to reinforce a positive
image post-visit. Destination image is a key factor that influences future tourist visits. Although it is impossible to control
all elements of destination image, tourism actors must build a positive image of tourist destinations.

The Theory of Planned Behavior (TPB) explains that consumer behavior is shaped by attitudes, perceived behavioral
control and subjective norms that form intentions. Intentions then effect how a person behaves. This theory is the basis
for the current study which analyzes the effect of intentions on decision behavior to revisit a destination (Junaedi, 2021).
Mayasari and Artini (2021) stated that the revisit intention is a person's revisit intention a tourist destination or the
same destination object before. Revisit intention is the intention that visitors have to visit a place within a certain period
oftime and their willingness to make frequent return visits to that place (Sari and Najmudin, 2021). Tourist destinations
are products that cannot stand alone but are a combination product of various attributes that tourists consider when
making decisions to visit or revisit. With the large number of tourist visits, tourism will continue to develop and maintain
tourists' desire to revisit (Rismawati and Sitepu, 2021).
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Revisit intention is something that is related to consumer behavior after a visit. It is important to study this to find out
how customers return to visit and retain customers. Revisit intention can be defined as the act of revisiting the same
tourist destination in the future as a direct impact of post-visit behavior within a certain period of time. Stylos et al.,
(2016) stated that in applying the marketing management concept, businesses need to pay attention to consumer
behavior and the factors that effect purchasing decisions in their product or service marketing efforts. This is one way
to be more effective and efficient in understanding consumer needs and desires, as well as providing the expected
satisfaction, compared to competitors (Kotler and Keller, 2016).

Destination image is one of the considerations for tourists who want to visit a tourist attraction. If a tourist attraction
has a good image, it will effect the visiting intentions of tourists who want to visit a destination. Image can be interpreted
as the public's perception of the identity of a company or association. Destination image can be formed into a strong
motivating factor or driver of tourist travel to a tourist destination. According to Chi & Qu (2008), stated that destination
image can effect tourist behavior in the future.

Fadiryana and Chan (2019) stated that tourist experience is the experience gained by tourists, both directly and
indirectly, regarding the service process, management of facilities, and how a tourist interacts with the manager and
with other tourists. The tourist experience begins before arrival at a destination and ends with memories of the
experience and planning to visit in the future (Prakoso et al, 2020). Satisfied or dissatisfied tourist experiences only
indicate whether tourist expectations are met or not (Lim et al, 2021).

Apart from tourists' experiences, tourists' risk perceptions also have an impact on tourists' travel behavior and their
revisit intention a destination in the future. According to Abraham et al (2020) the choice of tourist destination can be
influenced by perceptions of risk, where tourists tend to choose tourism with low risk. For tourists, perceived risk not
only influences the intention to seek information before purchasing but also the purchasing process and decisions after
purchase. Based on a tourism perspective, if the amount of risk involved in visiting a destination is high, people will tend
to avoid places they consider unsafe. Tourist behavior in the process of selecting a tourist destination is determined by
various factors. One of them is perceived risk and destination image is considered an important component. Thus,
understanding tourist behavior requires a better understanding of tourists' perceptions of risk and place image to
facilitate effective marketing strategies (Hsu and Kang, 2018). According to the research results of Anugrah and
Mahendra, (2021), tourists' risk perceptions have a significant but negative effect on their revisit intention.

A positive destination image can help reduce tourists' concerns about potential risks and vice versa. It is believed that
a low risk perception will be able to provide a positive destination image and increase tourists' revisit intention. On the
other hand, the perception and image of a destination can effect tourists' intentions to return to a destination. This is
related to the destination's ability to provide a good and unforgettable experience during travel (Darajat et al, 2021).
Kozak et al. (2007) suggested that tourists' perceptions of the physical risk of disasters and destination image are very
likely to play an important role in influencing tourists' intentions to revisit. This is supported by Lepp et al. (2011) by
combining risk and image to understand the cognitive and affective processes that individuals experience when they
feel threatened.

According to Mayasari and Artini (2021) tourist experience has a significant effect on revisit intention. There is a
significant effect between tourist experience on revisit intention because when tourists want to decide on a destination
plan, they rely on previous impressive experiences they have had. The research results of Nugraha et al (2021) state
that tourists' experiences during a visit to a tourist destination effect tourists' intention to make a repeat visit. This is
because tourist activities that are actively participated in by tourists will form an experience as an intrinsic
encouragement for tourists which motivates tourists to make repeat visits to a tourist destination.

2. Literature Review and Hypothesis Development

Tourist experience is the feeling or emotion that tourists feel after enjoying a tourist destination (Pujiastuti, 2020). A
positive experience will ensure consumers always have a comfortable and safe atmosphere. This will have an impact on
consumers' intentions to make repeat purchases (Saraswathi and Wardana, 2021). In the context of tourism, a satisfying
travel experience will increase the desire to use the same object in the future (Hasan, 2015). The results of previous
research conducted by Zhang et al. (2018) memorable tourism experiences have a positive effect on revisit intention.
Research conducted by Napitupulu et al. (2021) stated that visiting experience has a significant positive effect on revisit
intention. There is a positive and significant effect of the demand for an unforgettable travel experience on the revisit
intention. This means that the more memorable the tourist experience is felt by tourists, the greater the tourist's revisit
intention (Noerhanifati etal. 2020). The results of previous research conducted by Yoo et al. (2020) stated that customer
experience can effect return visit intentions positively and significantly. The same research results were also found by
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Primananda, et al (2022) that experience has a significant effect on revisit intention. Tourists' motivation for visiting
tours is to gain new experiences, vacation with family and escape from routine work.

H1: Tourist experience has a positive and significant effect on revisit intention

Peter and Olson (2012) stated that perceived risk is an unintended consequence that consumers want to avoid when
purchasing and using a product or service. Research (Cong, 2021) states that perceived risk has a significant effect on
revisit intention. In addition, (Noh and Vogt, 2013) argue that knowledge about destinations can reduce tourists'
uncertainty in choosing a holiday location. A positive risk perception will increase the intention or desire to visit a place
repeatedly. Likewise, Chew and Jahari's (2014) research with Malaysian tourists who had visited Japan previously
concluded that only perceived physical risk influenced their revisit intention. The empirical findings of Artuger's (2015)
study show that psychological risks, time risks, physical risks, financial risks and performance risks are felt by foreign
tourists during holidays. Mayasari's research results (2021) show that perceived risk does not have a significant effect
on revisit intention on virtual educational tourism at the Surabaya Zoo. The occurrence of the Covid-19 pandemic
apparently has not dampened someone's intention to visit a tourist destination. Current technological advances mean
that they can still carry out tourism activities even virtually without having to visit tourist attractions in person.

H2: Perception of risk has a negative and significant effect on revisit intention.

Experience can also effect an individual's perception of the image of a destination. Through the quality of experience, it
can shape perceptions about the tourist destinations that have been visited. The quality of experience can effect the
destination image, where the destination image is a complex combination of products, services and attributes that are
woven into a total impression (Tan, 2016). Wong and Lai (2021) stated that non-game memorable tourism experiences
have a strong impact on destination image. The results of research conducted by Pradyka (2018) showed that the quality
of experience significantly influences the destination image. Noerhanifati's (2020) research states that there is a positive
and significant effect between the image of a tourist destination and an unforgettable travel experience. This means that
the higher the tourist perception of the image of the tourist destination, the more positive the tourist experience will be
felt by tourists.

H3: Tourist experience has a positive and significant effect on destination image.

Loureiro and Jesus (2019) stated that the perception of risky events can manifest negative cognitive associations
(negative thoughts), unpleasant emotional states and not considering the destination as a potential place of travel and
not wanting to repeat the experience. Thus, risk perception can effect destination image assessment. According to Sitio's
research results (2020), Physical Risk Perception has a negative and significant effect on destination image, and
Psychological Risk Perception has no effect on destination image. In Rinandiyana's (2022) research, in the current
pandemic era, the image of a tourist spot is no longer only built on its attractiveness, but also on the guarantee that the
place is able to provide security from risks.

H4: Perception of risk has a negative and significant effect on destination image.

Kim (2017) stated that several literatures related to destination image have been identified and there is a direct and
indirect effect on behavioral intentions. In other research, it was stated that destination image directly influences
tourists' intentions to revisit tourists in the future and their willingness to recommend tourist destinations to others. In
line with research conducted by Napitupulu et al. (2021) which states that destination image has a positive effect on
revisit intention. Noerhanifati et al. (2020) also stated that destination image has a positive effect on the intensity of
return visits. Hidayat et al. (2017) stated that destination image has a significant effect on revisit intention and Fatimah
(2019) also stated that destination image has a positive and significant effect on revisit intention. Main research results
(2020) state that the destination image variable has a significant positive effect on tourists' revisit intention.

H5: Destination image has a positive and significant effect on revisit intention.

Yin et al. (2014) found that travel satisfaction is one of the most important variables that mediates and influences
tourists' intention to visit directly, besides that they also found that the effect of destination image influences revisit
intention. If the quality of experience felt and obtained during a tourist visit presents a positive impression, then this
can create a positive image in the minds of visitors regarding the destination visited. Research conducted by Pradyka
(2018) shows that destination image is able to partially mediate the effect of experience quality on revisit intention.
Tamahela's (2020) research results state that visitor experiences have a positive effect on the decision to revisit the
Mojosemi Forest Park Magetan tourist attraction. Artha's research (2020) states that simultaneously, destination image
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and visiting experience have a significant effect on intention to return to the Tangkuban Perahu tourist attraction.
Noerhanifati's (2020) research states that there is a positive and significant effect on the image of a tourist destination
on the revisit intention through an unforgettable travel experience. This means that the higher the image of a tourist
destination and the unforgettable travel experience a student has, the greater the tourist's revisit intention.

H6: Destination image can mediate the effect between tourist experience and revisit intention.

Research (Chew and Jahari, 2014) used destination image as a mediator between perceived risk and revisit intention,
and found that destination image had a significant effect on revisit intention. The results obtained from Martinayanti's
(2016) research are that risk perception has a negative and significant effect on the intention to purchase fashion
products via Instagram. The results of descriptive analysis in Darajat's research (2021) show that the image created by
Anyer Beach is good because this has an impact on the revisit intention even though there is a perceived risk. According
to the research results of Sitio (2020), the destination image variable partially mediates the effect (partial mediation)
between physical risk perception and revisit intention and the destination image variable does not mediate the effect
(no mediation) between Psychological Risk Perception and revisit intention. Destination image is also known to mediate
the effect between risk perception and revisit intention. This shows that high risk perception can be mediated by a
strong destination image, so that tourists remain willing to return to Pangandaran Beach in the future (Wulandari,
2023). The research results of Wulandari and Annisa (2020) state that destination image can mediate the effect of risk
perception on revisit intention.

H7: Destination image can mediate the effect between risk perception and revisit intention.

3. Methods

This research uses an associative quantitative approach. The associative approach is research that aims to determine
the effect between two or more variables (Sugiyono, 2018:57). This approach is used to analyze the effect between
tourist experience variables on revisit intention through destination image and the effect between risk perception
variables on revisit intention through destination image.

The population in this study were all tourists who had visited the Royal Sport Horse Bali. This population number cannot
be stated or calculated with certainty (infinite) because the data cannot be known with certainty. The sampling method
used is non-probability sampling, namely a sampling technique that does not provide equal opportunities for each
element or member of the population to be selected as a sample. Inferential statistical analysis is a statistical calculation
that helps researchers to draw conclusions about the population (Rahyuda, 2020:317). The inferential statistics used
are SEM (Structural Equation Modeling) analysis based on PLS (Partial Least Square).

4. Result and Discussion

4.1. Evaluation of the Structural Model or Inner Model

4.1.1. Inner model analysis is a structural model that ensures that the structural model is strong and accurate.

R-Square

The R-Square (R2) value calculation aims to see how large the correlation value of the endogenous variables is resulting
from the PLS estimation of each path (Hair et al., 2017: 213). The R-square (R2) value ranges from 0 to 1, with the
assumption that the higher the R-square value, the better the research structural model. The results of the R-square
value can be seen in Table 1 as follows.

Table 1 R-square

Variable R Square

Citra Destinasi 0.842

Niat Berkunjung Kembali | 0.890
Primary Data, 2024
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Based on Table 1, it shows that the R-square value of the Destination Image variable is 0.842. This means that 84 percent
of the variability in the Destination Image construct can be explained by tourist experience and risk perception
variables, while the remaining 16 percent of the destination image variable is explained by other variables outside the
model. Likewise, the variable intention to return to visit has an R-square value of 0.890. This means that 89 percent of
the variability in the revisit intention construct can be explained by the variables of tourist experience, risk perception,
and destination image, while the remaining 11 percent of the revisit intention variable is explained by other variables
outside the model.

Q-Square predictive relevance

The aim of calculating the Q-Square predictive relevance value is to measure the value of observations produced by the
model and estimate model parameters. According to Hair et al (2017:222), a Q-square (Q2) value > 0 means that the
exogenous construct has predictive relevance to the endogenous construct, whereas if the Q2 value < 0 means the model
lacks predictive relevance. The Q2 value has a value interval between 0 < Q2 < 1, with the Q2 value getting closer to 1
indicating that the model is getting better. The Q2 value is determined based on the Cross Validated Redundancy value
in SEM PLS, because in this approach there is a process of including important elements from the path model and model
structure to predict omitted data points. Model of the effect of tourist experience, risk perception and destination image
on visiting intentions again gives the R-square value as listed in table 5.13, then the Q-Square predictive relevance value
can be seen as follows@?=1 - (1 - R21) (1 - R%)

=1-(1-0,842)(1-0,890)

=1-(0,158)(0,110)

=1-0,017

=0,983

The Q2 calculation result is 0.983, so the conclusion is that the revisit intention the Royal Sport Horse Bali Equestrian
Tourism Destination in this study has a relevant predictive value of 98.3% because it can explain the information in this

study and is classified as very strong.

Goodness of Fit

This GoF value is obtained from the square root of multiplying the average average variance extracted (AVE) value with
the average R-square value (R2). The GoF criteria are in the value range 0 - 1 with value interpretations namely 0.1
(small GoF), 0.25 (moderate GoF), and 0.36 (large GoF). The following is the Goodness of Fit calculation in structural
model testing.

GoF  =vVAVE x R?

AVE =rata-rata AVE = 0,758

R? =rata-rata R* =0,866
GoF =V AVE x R?
GoF  =./0,758 x 0,866
GoF =0,810

Based on the results of these calculations, a GoF value of 0.810 is obtained, which means that the research model already
has a large GoF value. This value influences the goodness of the structural model in this research. Overall testing of the
structural model (inner model) obtained good results, so it can be concluded that this structural model is declared good
and is able to provide predictive power for the effect of exogenous variables on endogenous variables in this research.
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4.2. Direct Effect

The statistical test used to carry out hypothesis testing is the t test. The following are the results of the direct effect test
using bootstrapping in PLS analysis.

Table 2 Direct Effect

Standard

. Original Sample . T Statistics P
Hypothesis Deviation Result
Sample (0) Mean (M) (STDEV) (|JO/STDEV]) Values

Tourist experience -> ) 39, 0.392 0.084 4.709 0.000 Significant
Revisit intention
Risk perception -> .

¢ percep -0.094 -0.096 0.047 2.016 0.046 Significant
Revisit intention
Tourist experience -> ) g5 0.835 0.039 21.319 0.000  Significant
Destination image
Risk ~perception -> 5 -0.140 0.044 3.299 0.001 Significant
Destination image
Destination image -> ) 544 0.513 0.084 6.046 0.000  Significant

Revisit intention

Primary Data, 2024

4.2.1. Tourist experience on revisit intention

Based on Table 2, it can be seen that the results of the effect of tourist experience on revisit intention produced an
original sample value of 0.396, which shows a positive number, so it can be said that tourist experience on revisit
intention has a positive effect. The t-statistic value is 4.709 > t-table (1.96) and Pvalues 0.000 < a (0.05), these results
indicate that tourist experience has a significant positive effect on revisit intention or H1 can be accepted. This result
also means that the higher the value of the tourist experience variable, the value of the revisit intention variable also
increases significantly.

4.2.2. Risk perception on revisit intention

Based on Table 2, it can be seen that the results of the effect of risk perception on intention to return visit produced an
original sample value of -0.094, which shows a negative number, so it can be said that risk perception on intention to
return visit has a negative effect. The t-statistic value of 2.016 > t-table (1.96) and P value of 0.046 < 0.05 indicate that
risk perception has a significant negative effect on the revisit intention the Royal Sport Horse Bali Equestrian Tourism
Destination so that H2 is accepted.

4.2.3. Tourist experience on destination image

The results of the effect of tourist experience on destination image produced an original sample value of 0.833, which
shows a positive number, so it can be said that tourist experience on destination image has a positive effect. The t-
statistic value is 21.319 > t-table (1.96) and Pvalues 0.000 < « (0.05), these results indicate that tourist experience has
a significant positive effect on destination image or H3 is acceptable. This result also means that the higher the value of
the tourist experience variable, the value of the destination image variable also increases significantly.

4.2.4. Risk perception on destination image

Based on Table 2, it can be seen that the results of the effect of risk perception on destination image produce an original
sample value of -0.145, which shows a negative number, so it can be said that risk perception on destination image has
a negative effect. The t-statistic value of 3.299 > t-table (1.96) and P value of 0.001 < 0.05 indicate that risk perception
has a significant negative effect on the destination image at the Royal Sport Horse Bali Equestrian Tourism Destination
so that H4 is accepted.

4.2.5. Destination image on revisit intention

The results of the effect of destination image on revisit intention produced an original sample value of 0.511, which
shows a positive number, so it can be said that destination image has a positive effect on intention to return visit. The t-
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statistic value is 6.046 > t-table (1.96) and Pvalues 0.000 < « (0.05), these results indicate that destination image has a
significant positive effect on revisit intention or H5 can be accepted. This result also means that the higher the value of
the destination image variable, the value of the revisit intention variable also increases significantly.

4.3. Indirect Effect

Testing the indirect effect or mediating variables in this research refers to the role of destination image in mediating the
effect of tourist experience and risk perception on revisit intention. The mediating variable has a positive and significant
effect when the t statistic value > t table and p value < significance value or a 0.05. The following are the results of tests
of indirect effects or mediating variables in PLS analysis.

Table 3 Indirect Effect

Hypothesis Original Sample Standard T Statistics | P Result
Sample (0) | Mean (M) | Deviation (|O/STDEV]) Values
(STDEV)
Tourist experience -> | 0.425 0.428 0.070 6.040 0.000 Significant
Destination image ->
Revisit intention
Risk  perception -> | -0.074 -0.073 0.028 2.631 0.010 Significant
Destination image ->
Revisit intention

Primary Data, 2024

4.3.1. Tourist experience on revisit intention mediated by destination image

Based on Table 3, it can be seen that the results of the effect of tourist experience on revisit intention through destination
image as mediation produce an original sample value of 0.425 which shows a positive number, so it can be said that
tourist experience on revisit intention through destination image as mediation has a positive effect. The t-statistic value
is 6.040 > t-table (1.96) and Pvalues 0.000 < « (0.05), these results indicate that tourist experience has a significant
positive effect on revisit intention or H6 can be accepted. This result also means that the higher the value of the tourist
experience variable, the value of the intention to return visit variable through destination image also increases
significantly.

4.3.2. Risk perception on revisit intention with the mediation of destination image

Based on Table 3, it can be seen that the results of the effect of risk perception on revisit intention through destination
image as mediation produce an original sample value of -0.074, which shows a negative number, so it can be said that
risk perception on revisit intention through destination image as mediation has a negative effect. The t-statistic value
of 2.631 > t-table (1.96) and Pvalues 0.010 < 0.05 indicate that risk perception has a significant negative effect on revisit
intention through destination image as mediation so that H7 is accepted. This means that the higher the value of the
risk perception variable, the revisit intention through the destination image will decrease significantly.

5. Conclusion

Tourist experience, risk perception can effect the image of the destination and can effect the revisit intention. The results
of mediation testing in this research also obtained empirical evidence which states that destination image can mediate
the effect of tourist experience, risk perception on revisit intention. Besides that, the theoretical implications of this
research provide evidence that the Theory of Planned Behavior (TPB) is related to consumer behavior formed by
attitudes, perceived behavioral control and subjective norms that shape intentions. Intentions then effect how a person
behaves. With this theory as the basis for the current study, we can analyze the effect of intentions on decision behavior
to revisit a destination.

5.1. Managerial Implications

It is hoped that the practical implications of this research can become material for consideration and input for
equestrian tourism destinations, especially Royal Sport Horse Balj, in increasing intentions to return to the destination.
It is hoped that the results of this research can help destination managers in developing more effective marketing
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strategies to increase tourists' revisit intention. Destination managers can focus on strengthening the positive image of
the destination, improving the tourist experience, and reducing the risk perception that potential visitors may have.

It is hoped that this research will provide consideration for destination managers in taking concrete steps to improve
the services, facilities and activities offered to visitors. In addition to managing the risks associated with tourist visits.
By better understanding travelers' risk perceptions, they can identify areas where those risks can be reduced or better
managed to increase visitor confidence and safety.

The implications of this research can also lead to the development of training programs for staff and employees who
work at Royal Sport Horse Bali. They can be trained to provide a more satisfying tourist experience and build a positive
image of the destination through positive interactions with visitors. In addition, the results of this research can be used
as a basis for measuring destination performance in attracting and retaining tourists. Destination managers can use the
indicators identified in the research to monitor their performance over time and make necessary strategic adjustments.

Compliance with ethical standards

Disclosure of conflict of interest

No conflict of interest to be disclosed.

References

[1] Abraham, V., Bremser, K., Carreno, M., Crowley-Cyr, L., & Moreno, M. (2021). Exploring the consequences of
COVID-19 on tourist behaviors: perceived travel risk, animosity and intentions to travel. Tourism Review, 76(4),
pp. 701-717.

[2]  Anugrah, A. M., Antara, M., & Mahendra, M. S. (2022). Pengaruh Citra Destinasi, Motivasi dan Persepsi Risiko
terhadap Kepuasan Wisatawan Sepeda Gunung dan Niat Berkunjung Kembali: di Cacing Fun Track, Lombok
Barat. Jurnal Kepariwisataan: Destinasi, Hospitalitas dan Perjalanan, 6(2), 152-165.

[3] Artha, T. (2020).Pengaruh Citra Destinasi dan Pengalaman Pengunjung Terhadap Niat Kunjungan
Kembali (Doctoral dissertation, Universitas Komputer Indonesia).

[4] Artuger, D. (2015). An Investigation On The Effects Of Experiential Marketing On Tourist’'s Behavioural
Intentions. Journal Of Tourism And Services, 6(11), pp. 21-35

[5] Ayuy,].P.(2021). Pengaruh Pemasaran Digital dan Citra Destinasi Terhadap Keputusan Berkunjung Pada Wisata
Bahari di Kepulauan Seribu. Jurnal Ilmiah Pariwisata, 26(3), 223-232.

[6] Ayumi, S. A, Riptanti, E. W., & Khomabh, 1. (2022). Pengaruh Citra Destinasi dan Electronic Word Of Mouth (E-
WOM) Dalam Menentukan Kunjungan Wisata (Studi Kasus Pada Kampoeng Kopi Banaran Semarang). Jurnal E-
Bis, 6(1), 1-16.

[71 Chandra, V. Ritonga, I. T., & Amin, M. (2022). Perencanaan Pusat Olahraga Dan Rekreasi Berkuda Dengan
Pendekatan Arsitektur Kolonial. Jurnal Sains Dan Teknologi Istp, 18(1), hal. 46-59.

[8] Chew, E. Y, & Jahari, S. A. (2014). Destination Image As A Mediator Between Perceived Risks And Revisit
Intention: A Case Of Post-Disaster Japan. Tourism Management, 40, pp. 382-393.

[9] Chi, C.G.Q and Qu, H. (2008). Examining the structural effects of destination image, tourist satisfaction and
destination loyalty: An integrated approach. Tourism Management, 29, 624-636.

[10] Cong, L. (2021). Understanding Tourists' Decision-Making Process In The Sharing Economy: An Integrative
Approach. Current Issues In Tourism, 24(5), pp. 579-593

[11] Darajat, M. N. A,, Rahmafitria, F., & Wirakusuma, R. M. (2021). Pengaruh Persepsi Risiko Bencana Tsunami dan
Citra Destinasi Terhadap Niat Berkunjung Kembali Wisatawan ke Pantai Anyer Banten. Tourism Scientific
Journal, 6(2), 281-290.

[12] Darajat, M. N. A., Rahmafitria, F., & Wirakusuma, R. M. (2021). Pengaruh Persepsi Risiko Bencana Tsunami Dan
Citra Destinasi Terhadap Niat Berkunjung Kembali Wisatawan Ke Pantai Anyer Banten. Tourism Scientific
Journal, 6(2), hal. 281-290.

2645



World Journal of Advanced Research and Reviews, 2024, 23(01), 2638-2649

Dewi, K. (2020). Pengaruh Persepsi Risiko Terhadap Minat Berkunjung di Twa Gunung Tangkuban Parahu.
Doctoral Dissertation, Universitas Pendidikan Indonesia.

Dewi, P. R. A, Sukaatmadja, L. P. G., & Giantari, I. G. A. K. (2024). The Role of Destination Image Mediates the
Influence of Tourist Experience and Service Quality on Revisit Intention (Study on Domestic Tourists Tanah Lot
Tourism Destination Areas). European Journal of Business and Management Research, 9(1), 21-30.

Dulam, T, Khanna, S., & Sengupta, S. (2021). Understanding Consumer Behavior: A Literature Review. Journal Of
Business Research, 131, pp. 298-310

Fadiryana, N. A & Chan, S (2019). Pengaruh Destination Image dan Tourist Experience Terhadap Revisit Intention
yang Dimediasi Oleh Perceived Value Pada Destinasi Wisata Halal Di Kota Banda Aceh. Jurnal Manajemen Inovasi,
10 (2), hal. 1-23.

Fatimah, Siti (2019). Analisis Pengaruh Citra Destinasi Dan Lokasi Terhadap Minat Berkunjung Kembali. Majalah
IImiah Bahari Jogja (Mibj), 12 (2), hal. 27- 40.

Ghozali, I. (2014). Srtuctural Equation Modeling, Metode Alternatif dengan Partial Least Square (PLS). Badan
Penerbit Unversitas Diponegoro.

Hadi, R. M,, Februadi, A. C., & Gunawan, A. I. (2021). Analisis Persepsi Risiko Dan Kepercayaan Konsumen Dalam
Belanja Online. In Prosiding Industrial Research Workshop and National Seminar. Vol. 12, pp. 1138-1143.

Hadian, S. A. (2021). Pengaruh Persepsi Risiko Terhadap Niat Berkunjung Kembali Wisatawan Di Saat Pandemi
Ke Pemandian Air Panas Cipanas, Kab. Garut. Doctoral Dissertation, Universitas Pendidikan Indonesia.

Hair, Jr. ], F., Matthews, L. M., Matthews, R. L. dan Sarstedt, M. (2017). PLS-SEM or CB-SEM: Updated Guidelines
on Which Methods to use. Int. J. Multivariate Data Analysis, 1 (2), pp- 107-123.

Han, H, & Kim, Y. (2010). An Investigation Of Green Hotel Customers’ Decision Formation: Developing An
Extended Model Of The Theory Of Planned Behavior. International Journal of Hospitality Management, 29(4),
659-668. https://doi.org/10.1016/j.ijhm.2010.01.001

Haryani, D. S. (2019). Pengaruh Persepsi Risiko Terhadap Keputusan Pembelian Online Di Tanjungpinang. Jurnal
Dimensi, 8(2), 198-2009.

Hasan, A. (2015). Tourist marketing. Yogyakarta : CAPS (Center For Academic Publishing Service).

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
& Management, 19, pp. 100495.

Hidayat, R., Yunus, U. K., & Sukmawati, D. (2017). Pengaruh Kualitas Layanan Dan Harga Terhadap Citra Destinasi
Dan Dampaknya Pada Kepuasan Wisatawan Dan Niat Berkunjung Kembali. Jurnal llmiah Pariwisata, 21(1), hal.
42-52

Hsu, C. H. C,, & Kang, S. K. (2018). Effects Of Destination Image And Risk Perception On Travel Behavior: A Study
Of Korea As A Travel Destination Among Young Americans. Journal Of Hospitality & Tourism Research, 42(7), pp.
1131-1147

Huang, S., & Hsu, C. H. (2009). Effects of Travel Motivation, Experience, Perceived Constraint, and Attitude On
Revisit Intention. Journal of Travel Research, 48(1), pp. 29-44

Huda, N., & Simon, Z. Z. (2022). Analisis pengalaman wisatawan di Anyer dan Carita selama pandemi Covid 19.
Ekuitas (Jurnal Ekonomi dan Keuangan), 6(4), 542-561.

Jalilvand, M. R., Ebrahimi, A., & Samiei, N. (2013). The Impact Of Destination Image And Tourist Satisfaction On
Tourist Loyalty: A Conceptual Model. Tourism Management Perspectives, 8, pp. 28-33

Jie Gao, Haiyan Song, & John Tribe (2016). The Influence of Risk Perception on Destination Image: A Study of
Mountain Tourism in China. Current Issues In Tourism, 24(5), pp. 253-261.

Junaedi, A. (2021). Pengaruh kualitas Pelayanan Terhadap Kepuasan Pelanggan Untuk Niat Berkunjung Kembali
(Studi Kasus Kafe Bwt Cafftea House). Doctoral dissertation, Universitas Yudharta.

Kim, H.]. (2017). Factors Influencing Destination Image: The Case Of Jeju Island In South Korea. Journal Of Travel
& Tourism Marketing, 34(7), pp. 905-917

Kotler, P., & Keller, K.L. (2016). Marketing Management (15th Edition). London Pearson Education, Inc

2646


https://doi.org/10.1016/j.ijhm.2010.01.001

World Journal of Advanced Research and Reviews, 2024, 23(01), 2638-2649

Kozak, M., Crotts, J. C, & Law, R. (2007). The Impact Of The Perception Of Risk On International
Travellers. International Journal Of Tourism Research, 9(4), pp. 233-242.

Lepp, A, Gibson, H.,, & Lane, C. (2011). Image And Perceived Risk: A Study Of Uganda And Its Official Tourism
Website. Tourism Management, 32(3), pp. 675-684.

Li, T. T., Liu, F., & Soutar, G. N. (2021). Experiences, post-trip destination image, satisfaction and loyalty: A study
in an ecotourism context. Journal of Destination Marketing & Management, 19, 100547.

Lim, F.L., Chandrawati, N.E., Setyo. R.N. ,& Hermawa, H. (2021). Meningkatkan Kualitas Pengalaman Wisatawan
Dengan Pelayanan Kepemanduan Dan Penerapan Protokol Kesehatan Di Desa Wisata Nglanggeran - Studi
Pendahuluan. Undergraduate Conference On Language, Literature, And Culture (Unclle), 1(1), hal. 2798-7302.

Loureiro, S. M. C,, & Jesus, S. N. (2019). Wine Tourism Experience: From Purchase Intention To Revisit Intention.
Tourism Management Perspectives, 29, pp. 186-196

Makalew, A. ], Mananeke, L., & Lintong, D. C. A. (2019). Analisis Faktor-Faktor Yang Mempengaruhi Revisit
Intention (Minat Kunjung Ulang) Wisatawan Pada Objek Wisata Alam Batu Angus Di Bitung. Jurnal Emba: Jurnal
Riset Ekonomi, Manajemen, Bisnis Dan Akuntansi, 7(3).

Martinayanti, Ni Made Putri., 2016., & Setiawan, I. (2016) Peran Kepercayaan Dalam Memediasi Persepsi Resiko
Terhadap Niat Beli Produk Fashion Via Instagram Di Kota Denpasar. E-jurnal Manajemen Universitas Udayana,
5(4), hal:22-23

Mayasari, N. P., & Artanti, Y. (2021). Pengaruh creative tourist experience, travel motivation dan perceived risk
terhadap revisit intention pada wisata edukasi secara virtual. Business Innovation and Entrepreneurship
Journal, 3(3), 186-194.

Moreira, A. C,, & lao, L. S. (2014). The Impact Of Destination Image On Tourist Behavior: A Study Of The Chinese
Market. Journal Of Tourism And Hospitality Management, 2(1), pp. 21-28

Muhammad, N., Amin, M., & Ahmad, N. (2018). Tourist Experience: A Key Factor Of Destination Competitiveness.
Journal Of Tourism, Hospitality And Sports, 33, pp. 64-77

Napitupulu, T. P., Hutasoit, R. D., Siahaan, A. E., & Purba, A. (2021). The Impact Of Destination Image, Tourist
Satisfaction And Trust On Loyalty In Medan, Indonesia. Journal Of Asian Review Of Public Affairs And Policy, 2(2),
pp. 40-50

Noerhanifati, N., Nugroho, L. E., & Kusumastuti, R. D. (2020). Analysis Of Tourist Satisfaction And Destination
Loyalty With The Destination Image As Intervening Variables In Semarang Old Town. Journal Of Management,
6(2), pp. 19-28

Noh, Y. H, & Vogt, C. A. (2013). The Role Of Destination Branding In The Tourism Stakeholders System. Journal
Of Destination Marketing & Management, 2(4), pp- 205-216

Nugraha, U., Mardian, R., & Yuliawan, E. (2021). Pengaruh citra pariwisata olahraga terhadap niat melakukan
kunjungan ulang yang dimediasi oleh pengalaman wisatawan. Sporta Saintika, 6(1), 63-75.

Peter, . P, & Olson, |. C. (2012). Perilaku Konsumen dan Strategi Pemasaran, Salemba Empat, Jakarta.

Pradyka, R. A. (2018). The Impact Of Tourist Experience Quality On Destination Image: A Study Of Foreign
Tourists Visiting Yogyakarta, Indonesia. Journal Of Tourism, Hospitality And Culinary Arts, 10(3), pp. 1-14

Prakoso, D.B., Pujiastuti, E.E. Dan Saledi. (2020). Pengaruh Pengalaman Wisatawan Terhadap Kepuasan Dan
Kepercayaan Serta Niat Berkunjung Kembali (Studi Pada Wisatawan Di Wisata Alam Posong Temanggung).
Jurnal Ekonomi Dan IImu Sosial, 5(2), hal. 185-201

Primananda, P. G. B. N,, Yasa, N., Sukaatmadja, I., & Setiawan, P. (2022). Trust as a mediating effect of social media
marketing, experience, destination image on revisit intention in the COVID-19 era. International Journal of Data
and Network Science, 6(2), 517-526.

Pujiastuti, E. E. (2020). Pengaruh Pengalaman Wisatawan Terhadap Kepuasan Dan Kepercayaan Serta Niat
Berkunjung Kembali. Dialektika, 5(2), 370354.

Rahyuda, K. (2020). Metode Penelitian Bisnis Base of The Research Pyramid. Denpasar: CV Sastra Utama

Rinandiyana, L. R, Jusuf, E., & Limakrisna, N. (2022). Analisis Pengaruh Persepsi Resiko Dan Hambatan
Perjalanan Terhadap Citra Destinasi Dan Implikasinya Terhadap Keinginan Untuk Berkunjng Wisatawan Pada
Era New Normal. Journal of Management Review, 6(1), 731-742.

2647



World Journal of Advanced Research and Reviews, 2024, 23(01), 2638-2649

Rismawati And Sitepu, E.S. (2021). The Influence Of Service Quality Destination Image And Memorable
Experience On Revisit Intention With Intervening Variables Of Tourist Satisfaction. International Journal Of
Applied Science In Tourism And Events, 5(1), pp. 77-87.

Sanusi, R. (2020). Analisis Potensi Pariwisata Olahraga Berbasis Sumber Daya Alam Di Kab. Karimun Provinsi
Kep. Riau. Jurnal limu Keolahragaan, 3(1), hal. 1-9.

Saraswathi, M. K. dan Wardana, 1. M. (2021). Pengaruh Pengalaman Terhadap Niat Menggunakan Kembali
Dengan Kepercayaan Sebagai Variabel Mediasi (Studi Pada Konsumen Grabfood Di Kota Denpasar). E-jurnal
Manajemen Universitas Udayana, 10(11), 1096 - 1115.

Sari, W. A, & Najmudin, M. (2021). Pengaruh Media Sosial, Kualitas Layanan Dan Pengalaman Wisatawan
Terhadap Minat Berkunjung Kembali Di Objek Wisata Pulepayung Kabupaten Kulon Progo. Efektif Jurnal
Ekonomi Dan Bisnis, 12(1), hal. 49-58.

Setiawan, [. (2018). Analisis Citra Destinasi Wisata Bali Taman Safari Indonesia Terhadap Kepuasan Dan
Loyalitas Pengunjung. Jurnal IImiah Pariwisata, 23(2), hal. 44-55

Setiawan, P. Y., & Wibawa, 1. M. A. (2018). The Effect of EWOM on Intention to Visit and The Mediating Role of
Destination Image. IOSR ] Bus Manag, 20(9), 21-27.

Setiawan, P. Y, Troena, E. A.,, & Armanu, N. (2014). The effect of e-WOM on destination image, satisfaction and
loyalty. International Journal of Business and Management Invention, 3(1), 22-29.

SITIO, A. A. (2020). Pengaruh Persepsi Risiko Fisik Dan Persepsi Risiko Psikologis Terhadap Minat Berkunjung
Kembali Yang Dimediasi Oleh Citra Destinasi (Studi: Wisata Gili Trawangan, Lombok) . Doctoral Dissertation,
Universitas Mercu Buana Jakarta-Menteng.

Sompie, E. A, & Gunawan, M. (2017). Analisa Pengaruh Persepsi Risiko Terhadap Keputusan Pembelian di
Airbnb. Jurnal Hospitality Dan Manajemen Jasa, 5(2).

Sugiyono. (2018). Metode Penelitian Kuantitatif Kualitatif Dan R&D. Bandung: Alfabeta
Sugiyono. (2021). Metode Penelitian Kuantitatif, Kualitatif, dan R dan D. Bandung: CV. Alfabeta

Suzana, A. ]., Masita, T. E., & Alvani, H. T. (2022). Revisit Intention Obyek Wisata Pantai Krapyak Kabupaten
Pangandaran: Pengaruh Citra Destinasi Wisata, Pengalaman Wisatawan Dan Media Sosial. Majalah Imiah
Manajemen Dan Bisnis, 19(2), hal. 46-58.

Tamabhela, F. (2020). Pengaruh Citra Destinasi, Kepuasan Pengunjung dan Pengalaman Pengunjung terhadap
Keputusan Berkunjung Ulang (Studi pada Pengunjung Obyek Wisata Mojosemi Forest Park Magetan). Jurnal
IImiah Mahasiswa FEB, 8(2).

Tan, B. C. (2016). The Impact Of Tourists' Experiences And Satisfaction On Destination Loyalty: An Empirical
Study Of Malaysian Eco-Tourists. Journal Of Sustainable Tourism, 24(5), pp. 639-656.

Tosun, C., Dedeoglu, B. B., & Fyall, A. (2015). Destination Service Quality, Affective Image And Revisit
Intention: The Moderating Role Of Past Experience. Journal Of Destinatio Marketing And Management, 4 (4), pp-
22-23.

Utama, F., & Setiawan, D. (2020). Persepsi risiko covid-19 terhadap intensi berwisata di jabodetabek. Jurnal Bisnis
dan Manajemen, 7(2).

Utama, L. P. H. B,, & Giantari, I. G. A. K. (2020). Peran Citra Destinasi Memediasi Pengaruh E-WOM Terhadap Niat
Berkunjung Kembali Wisatawan (Studi Pada Obyek Wisata Taman Edelweis Bali). Doctoral Dissertation, Udayana
University.

Wong, ].W.C,, And Lai, LK.W. (2021). Gaming And Non-Gaming Memorable Tourism Experience: How Do They
Influence Young And Mature Tourist Behavioural Intentions? Journal Of Destination Marketing And Management,
21, pp. 100624.

Woulandari, K. (2023). Peran Citra Destinasi Sebagai Mediator Antara Persepsi Risiko Terhadap Niat Berkunjung
Kembali Ke Pantai Pangandaran (Doctoral dissertation, Universitas Pendidikan Indonesia).

Wulandari, T., & Annisa, [. T. (2022). Pengaruh Risiko Dan Kendala Yang Dirasakan Terhadap Mengunjungi
Kembali, Serta Peran Mediasi Citra Destinasi Bali Setelah Covid-19 Pada Wisatawan. Jurnal Bisnis dan Ekonomi,
29(1), 77-90.

2648



World Journal of Advanced Research and Reviews, 2024, 23(01), 2638-2649

Yeni Yuniawati, Ajeng Dewi Indriyani Finardi. (2015). Pengaruh Customer Experience Terhadap Revisit Intention
Di Taman Wisata Alam Gunung Tangkuban Perahu. Tourism And Hospitaly Essensials (The) Journal, 6(1).

Yin, S., Chew, J. K. B., & Jahari, S. A. (2014). Predicting Behavioral Intention Of Choosing A Travel Destination
Among Postgraduate Students In China. Procedia-Social And Behavioral Sciences, 144, pp. 147-155

Yoo, M., Kim, H.]., & Lee, S. (2020). An Exploration Of The Effects Of Destination Image And Place Attachment On
Destination Loyalty: A Case Study Of Jeju Island, Korea. Sustainability, 12(5), pp. 1911

Zeithaml, V. A,, Bitner, M. |, & Gremler, D. D. (2018). Services Marketing: Integrating Customer Focus across the
Firm(7th ed.). New York (US): McGraw-Hill International Edition.

Zhang, H,, Wu, Y., & Buhalis, D. (2018). A Model Of Perceived Image, Memorable Tourism Experiences And Revisit
Intention. Journal Of Destination Marketing & Management, 8, 326-336.D0i:10.1016/].Jdmm.2017.06.004.

2649



