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Abstract 
Tourism is one of the joints of the nation's economic development and extensive 
international interaction because, with tourism, every country will get to know and be 
recognized by each other. Tourism in Bali has always been in the spotlight of the 
world, but nowadays, many visits provide a bad experience for tourists. This research 
aims to examine the effect of customer experience and perceived value on return visit 
interest with the mediating role of tourist satisfaction. The method used in this research 
is a quantitative approach with data collection through questionnaires distributed to 90 
domestic and foreign tourists who visit tourist destinations in Gianyar Regency. Data 
analysis techniques using Structural Equation Modeling (SEM) with S martPLS. The 
results showed that customer experience positively and significantly affects revisiting 
interest and tourist satisfaction directly. While perceived value has a positive but 
insignificant effect on revisit interest and a significant positive effect on tourist 
satisfaction. In addition, job satisfaction can partially mediate the effect of customer 
experience and perceived value on revisit intention.
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Introduction 

In many countries around the world, tourism is one of the most important economic sectors supporting the global economy (Fang 

& Ariffin, 2020). Bali Province is included among the 10 Best Islands in the World after the Great Barrier Reef and the Maldives 

based on Travel and Leisure (2023), which is a tourism media source from New York. Bali is famous for its strong roots of 

spirituality and tradition, so visitors can immerse themselves in the culture on Bali Island (Kata data, 2024). Based on data from 

the Bali Provincial Statistics Agency, it is known that there has been an increase in domestic and foreign tourist visits from 2022 

to 2023. This value is in line with the increase in tourist visits to tourist destinations in Bali. In addition, the Bali Provincial 

Tourism Office also reports that the number of tourist destinations (DTW) in Bali Province is 250 from 9 regencies and cities in 

Bali. The average visit over the last five years was 1,259,067, but when compared to the data before tourism was affected by the 

COVID-19 pandemic, the growth only reached 68%, with Gianyar Regency having the lowest growth compared to other 

districts. However, the surge in tourists is good for the local economy and the revenue of the hospitality business. However, it 

also has negative impacts, such as pollution, traffic congestion, queues at tourist attractions, and other disturbances that make 

residents uncomfortable. This will undoubtedly have an impact on interest in revisiting. 

Return visit interest has been identified as a key research topic in tourism literature. The importance of analyzing return visit 

interest is due to the much lower marketing costs compared to first-time visitors (Zhang et al, 2018) [46]. Based on this theory, a 

person's intention to take an action, such as returning to visit a tourist destination, is influenced by individual attitudes formed 

from experience and perceived value. The experience in this study, referred to as customer experience, aims to provide added 

value after feeling a pleasant impression and experience so that the experience will always be remembered in the life of tourists 

after using a service. Tourist destinations that provide a memorable experience will attract visitors to return. This means that the 

experience positively interests tourist loyalty in the form of revisit intention (Rompas et al, 2019) [31]. Several previous studies, 

as revealed by Park (2019) [26], Sugathan & Ranjan (2019) [42], Khasanah et al (2020) [16], Lee et al (2020) [21], and Shoukat & 

Ramkissoo (2022) [40] concluded that customer experience could increase revisit intention. However, research by Rizal and 



International Journal of Multidisciplinary Research and Growth Evaluation www.allmultidisciplinaryjournal.com  

 
    306 | P a g e  

 

Nasution (2023) [30] and Sudarso (2024) [41] found that 
customer experience has no significant effect on revisit 
intention. 
Customer experience plays an important role in shaping 
tourist attitudes towards destinations, which ultimately 
affects tourist satisfaction. So, the better the tourist 
experience when visiting tourist destinations, the more 
satisfied tourists will be. Some of the results of previous 
research conducted by Cetin (2020) [7], Atmari & Putri (2021) 
[5], Ramesh & Jaunky (2021) [28], Zaid & Patwayati (2021) [45], 
and Kim & Kim (2022) [17] concluded that customer 
experience is an important factor in creating tourist 
satisfaction. In addition to customer experience, the theory of 
reason action explains that the comparison of the value 
received is one of the factors driving behavioral intention and 
is an important factor that must be considered in tourism. 
Perceived value is the value generated by a product or service 
as perceived by the tourist. Ahn and Kwon (2020) [2] 
proposed that the perceived value that tourists can measure is 
economic value, social value, hedonic value, and altruistic 
value. The factors that determine perceived value and can be 
managed properly will increase interest in revisit intention. 
Several previous studies, such as Zhang et al (2018) [46], Ahn 
& Kwon (2020) [2] 

, Damanik & Yusuf (2022) [8], Oktavianti & Wulandari 
(2023) [25], and Hasan et al (2020) [14] found that perceived 
value encourages revisit intention. Meanwhile, research by 
Faudah (2020) and Asidiqhi (2021) [4] concluded that 
perceived value does not significantly affect revisit intention. 
Tourists who perceive value beyond their expectations 
develop a positive attitude towards the destination. This 
positive attitude will increase the level of satisfaction felt 
because it feels that the value received is comparable to that 
sacrificed. So, perceived value will be able to create positive 
emotions for tourists, which are indicated by a sense of 
satisfaction when they experience a service. This is by what 
was concluded by several previous studies conducted by 
Konuk (2019) [18], An et al (2019), Han & Yoon (2020) [13], 
Uzir et al (2021) [44], and Carvache et al (2022) [6]. That 
perceived value has a significant positive effect on 
satisfaction. Satisfaction is also one of the main constructs 
used to explain tourist behavior. Satisfaction is considered a 
reliable predictor of repurchase intention, in this case, interest 
in revisiting a tourist destination. Tourists who get a pleasant 
feeling from a tourism destination are likely to feel satisfied 
with the place, which leads to increased revisit intention. 
Several previous studies by Nafis & Sutrisno (2019) [23], 
Abdulla et al (2019) [1], Seetanah et al (2020) [37], Nguyen et 
al (2020) [24], and Liao et al (2021) [22] concluded that 
satisfaction has a significant positive effect on revisit 
intention. 
 Many studies have discussed the role of customer 
experience and perceived value of products with different 
results, but studies on the impact generated from customer 
experience and perceived value on tourist interest in 
revisiting tourist destinations are still not widely found. In 
addition, research on customer experience and perceived 
value concerning marketing carried out by Tourism 
Destinations, especially in Bali, is rarely found to group 
potential tourists. Bali, a tourist destination known for its 
natural beauty, has an important role in making a good 
impression on tourists. This is the basis for research to 
analyze the factors that influence the willingness of tourists 
to revisit Bali. 

Literature Review 
Revisit Intention 
Repeat visit interest is taken from the theory of repurchase 
interest in a product. According to Kotler & Keller (2016: 
181) [19], repurchase interest is how much tourists buy brands 
and services or how likely tourists are to turn from one brand 
to another. If the benefits felt by tourists are not worth the 
sacrifice to get it, the urge to buy will be higher. Meanwhile, 
according to Hasan (2018: 131) [15], repurchase interest is a 
purchase interest based on past purchasing experiences. 
Satisfied tourists will reflect a high repurchase interest in the 
product. Furthermore, it can be applied to return visit interest 
in several categories of repurchase interest. The indicators 
used to measure return visit interest adopted from the 
research of An (2019) [3] and Atmari & Putri (2021) [5] are 
explained as follows: 
 Willing to visit again one of the tourist destinations in 

Gianyar Regency. 
 Have a plan to visit again in the future to one of the 

tourist destinations in Gianyar regency. 
 Have a great desire to revisit one of the tourist 

destinations in Gianyar regency. 
 
Customer Experience 
Rather (2020) [29] reveals that customer experience is product 
communication and marketing campaigns that touch the 
heart, overwhelm the senses, stimulate the mind, and are 
included in the lifestyle. Thus, travelers want marketing 
communications or offers delivered for an experience. As a 
result, marketers increasingly utilize experience marketing to 
build experiential relationships with tourists. Rosady et al 
(2019) [32] explain that customer experience is a 
communication model that synergizes the message's meaning 
and the proof of the message to create a significant tourist 
audience experience. Lee & Qu (2020) [21] reveal that 
customer experience uses sensory and symbolic stimuli to 
evoke imaginative and emotional responses during the 
decision-making process. The indicators used to measure 
customer experience adapted from the research of Rompas et 
al (2019) [31], Rather (2020) [29], and Lee & Qu (2020) [21] are 
explained as follows: 
 Emotional is feeling very excited when visiting one of 

the tourist destinations in Gianyar Regency. 
 Entertaiment is feeling entertained when visiting one of 

the tourist destinations in Gianyar Regency. 
 Escapism is diverting feelings of sadness when visiting 

one of the tourist destinations in Gianyar Regency. 
 Relate is to feel a connection with himself when visiting 

one of the tourist destinations in Gianyar Regency. 
 Relaxing is feeling relaxed when visiting one of the 

tourist destinations in Gianyar Regency. 
 
Experiences that tourists remember in the long term have the 
strongest impact on return visits. The better the experience 
that is formed when tourists visit tourist destinations, the 
more they desire to visit again in the future. Several previous 
studies, as revealed by Park (2019) [26], Sugathan & Ranjan 
(2019) [42], Khasanah et al (2020) [16], Lee et al (2020) [21], and 
Shoukat & Ramkissoo (2022) [40] concluded that customer 
experience could increase revisit intention. 
In the tourism sector, customer experience plays an important 
role in shaping tourist attitudes towards destinations, 
ultimately affecting tourist satisfaction. Satisfaction is a 
positive reaction to the assessment of a pleasant consumption  
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Experience in the context of tourism, so tourist satisfaction is 
determined by the experience that tourists feel from what 
tourists see, feel, and achieve. So, the better the tourist 
experience when visiting tourist destinations, the more 
satisfied tourists will be. Some of the results of previous 
research conducted by Cetin (2020) [7], Atmari & Putri (2021) 
[5], Ramesh & Jaunky (2021) [28], Zaid & Patwayati (2021) [45], 
and Kim & Kim (2022) [17] concluded that customer 
experience is an important factor in creating tourist 
satisfaction. 
H1: Customer experience has a positive and significant effect 
on revisit intention 
H2: Customer experience has a positive and significant effect 
on tourist satisfaction 
 
Perceived Value 
Tourists will understand from the organization that tourists 
still offer the highest value. According to Sangadji & Sopiah 
(2013: 179) [33], perceived value is the difference between the 
total value and the total costs incurred by tourists. Total 
perceived value (total value for tourists) is a collection of 
benefits tourists expect from a particular product or service. 
The amount of value for tourists is an accumulation of 
product, service, employee, and image value. Meanwhile, 
total customer cost (total tourist cost) is a set of sacrifices that 
tourists expect to incur in evaluating, obtaining, and using the 
product or service. In line with Tjiptono's explanation (2014; 
308) [43], Tourist value is based on the tourist organization's 
perspective, considering what tourists want and what they 
believe they will get from purchasing and using certain 
products. The indicators used to measure perceived value 
adopted from the research of An (2019) [3], Ahn & Kwon 
(2020) [2], and Carvache et al (2022) [6] are explained as 
follows: 
 Service is tourists feel that the benefits of a service 

provided are good when visiting one of the tourist 
destinations in Gianyar Regency. 

 Social value is that tourists feel the existence of social 
benefits in the form of self-efficacy because they visit 
one of the tourist destinations in Gianyar Regency. 

 Hedonic value is tourists feel the joy of the aesthetics of 
one of the tourist destinations in Gianyar Regency. 

 Functional value is tourists feel there is a solution to the 
problem when visiting one of the tourist destinations in 
Gianyar Regency. 

 Epistemic value is that tourists feel that there is 
additional knowledge when visiting one of the tourist 
destinations in Gianyar Regency. 

 
Perceived value is one of the most important factors used as 
a driver in tourist evaluation and future retry decisions. In 
TRA, perceived value affects revisit interest through the 
formation of tourist attitudes towards destinations. When 
tourists feel that what is spent is comparable to what they 
receive when visiting a tourist destination, it will increase the 
chances that the tourist will have the desire to visit again in 
the future. Several previous studies such as Ahn & Kwon 
(2020) [2], Damanik & Yusuf et al (2022) [8], Damanik & 
Yusuf (2022), Oktavianti & Wulandari (2023) [25], and Hasan 
et al (2020) [14] found that perceived value encourages revisit 
intention. 
Perceived value is the traveler's overall evaluation of what is 
received and what is given. This value is attached to using a 
product, distinguished from personal or organizational value. 
It can only be perceived by tourists and cannot be determined 
objectively by marketers. TRA states that attitudes towards 
behavior and subjective norms will influence the intention to 

act, ultimately leading to real behavior. When tourists feel 
that the value is high beyond their expectations, they will 
develop a positive attitude toward the destination. This 
positive attitude will increase the level of satisfaction felt 
because it feels that the value received is worth the sacrifice. 
So, perceived value will be able to create positive emotions 
for tourists, which are indicated by a sense of satisfaction 
when they experience a service. This is what was concluded 
by several previous studies conducted by Konuk (2019) [18], 
An et al (2019), Han & Yoon (2020) [13], Uzir et al (2021) [44], 
and Carvache et al (2022) [6]. That perceived value has a 
significant positive effect on satisfaction. 
H3: Perceived value has a positive and significant effect on 
interest in revisiting. 
H4: Perceived value has a positive and significant effect on 
tourist satisfaction 
 
Tourist Satisfaction 
From the perspective of tourist behavior, the term satisfaction 
becomes something complex. The definition of tourist 
satisfaction, according to Kotler and Keller (2016: 150) [19], 
is a feeling of pleasure or disappointment that arises after 
comparing the performance (results) of the product that is 
thought against the expected performance (or results). 
According to Priansa (2017: 211) [27], tourist satisfaction is a 
description of the difference between expectations and 
performance (which is received). If expectations are high 
while performance is mediocre, satisfaction will not be 
achieved, or it may even cause disappointment for tourists. 
The indicators used to measure tourist satisfaction adopted 
from the research of Konuk (2019) [18], Han & Yoon (2020) 
[13], and Carvache et al (2022) [6] are explained as follows: 
Feeling satisfied is that tourists feel satisfied with their 
decision to visit one of the tourist destinations in Gianyar 
Regency. 
 Exceeding expectations is that tourists feel satisfied 

because what they feel when visiting one of the tourist 
destinations in Gianyar Regency has exceeded their 
expectations. 

 Positive feelings are tourists feel that there are positive 
emotions that arise in the minds of tourists when visiting 
one of the tourist destinations in Gianyar Regency. 

 That tourists feel like special people because they have 
visited one of the tourist destinations in Gianyar 
Regency. 

 Satisfied with the comparison of time and energy spent 
is that tourists feel that there is a match of time and 
energy when visiting one of the tourist destinations in 
Gianyar Regency. 

 
Satisfaction is considered a reliable predictor of repurchase 
interest; in this case, it was found that perceived value 
encourages revisit intention. Based on TRA, satisfaction is 
the result of cognitive and evaluative processes involving 
attitudes towards experiences and the influence of social 
norms, which can ultimately determine a person's intention to 
act, one of which is to visit again. Satisfied tourists will be 
committed to the organization and all services offered so that 
the more satisfied tourists at a tourist destination will be able 
to form a desire to visit again. Several previous studies by 
Nafis & Sutrisno (2019) [23], Abdulla et al (2019) [1], Seetanah 
et al (2020) [37], Nguyen et al (2020) [24], and Liao et al (2021) 
[22] concluded that satisfaction has a significant positive effect 
on revisit interest. 
H5: Tourist satisfaction has a positive and significant effect 
on found that perceived value encourages revisit intention. 
H6: Tourist satisfaction can mediate the effect of customer 
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experience on found that perceived value encourages revisit 
intention. 
H7: Tourist satisfaction can mediate the effect of perceived 

value on found that perceived value encourages revisit 
intention. 
The research conceptual framework is described as follows. 

 

 
 

Fig 1: Research Framework 

 
Method 
This research will be conducted on Tourism Destinations in 
Gianyar Regency, Bali. This is based on the fact that Gianyar 
Regency is one of the mainstay tourist destinations in Bali, 
which domestic and foreign tourists know well. The criteria 
set so that respondents can provide accurate answers to 
questionnaire statements are domestic and foreign tourists 
who have visited one of the tourist destinations in Gianyar 
Regency. Determination of the minimum sample size in this 
study refers to the statement of Hair et al (2010) [12] by using 
a sample of at least 5 times the number of indicators. This 
study uses 18 indicators with a sample size of 5 times the 

number of indicators. The data collection method used was a 
survey using a questionnaire. Statement items are measured 
on a Likert scale using five numbers from 1 (strongly 
disagree) to 5 (strongly agree). The data analysis technique 
used is inferential analysis using Partial Least Square. 
 
Result 
Validity and reliability test 
The validity test results are shown in Table 1, which shows 
that all item values generated by the construct have met the 
standard of convergent validity because the loading factor 
value is greater than 0.5. 

 
Table 1: Validity Test Results 

 

 Customer Experience Touris Satisfaction Revisit Intention Pereceived Value 

X1.1 0.821    

X1.2 0.851    

X1.3 0.755    

X1.4 0.774    

X1.5 0.842    

X2.1    0.819 

X2.2    0.742 

X2.3    0.878 

X2.4    0.846 

X2.5    0.891 

Y1.1  0.910   

Y1.2  0.940   

Y1.3  0.930   

Y1.4  0.865   

Y1.5  0.845   

Y2.1   0.846  

Y2.2   0.871  

Y2.3   0.941  

 
The reliability test results in Table 2 show the Cronbach's 
Alpha value. The results show that the CR value of each 

construct is equal to and above 0.6. This means that all 
indicators consistently reflect the same latent construct.  

 
Table 2: Reliability Test Results 

 

Variabel Cronbach’s Alpha 

Customer Experience 0,655 

Touris Satisfaction 0,807 

Revisit Intention 0,787 

Perceived Value 0,700 
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Hypothesis Test 
The path results and significance tests are shown in Table 3. 
The first test shows that H1 is rejected where customer 
experience positively affects return visit intention, and the 
relationship is significant at the 0.05 level. H2 is accepted 
where customer experience positively affects tourist 
satisfaction, and the relationship is significant at the 0.05 
level. H3 is rejected, which explains that perceived value 
positively affects found that perceived value encourages 
revisit intention, with a p-value of 0.055 greater than 0.05. H4 
is accepted where perceived value positively affects tourist 
satisfaction, and the relationship is significant at the 0.05 
level. H5 is accepted, namely tourist satisfaction, which 
positively affects found that perceived value encourages 
revisit intention., and the relationship is significant at the 0.05 
level. The mediation test explains that tourist satisfaction 
mediates the effect of customer experience on return visit 
interest, with a significant direct relationship between 
customer experience and return visit interest. This indicates 
the partial mediating role of tourist satisfaction in the 
relationship, so H6 is accepted. Furthermore, tourist 
satisfaction mediates the effect of perceived value on return 

visit intention. Tested separately, the effect of perceived 
value on return visit interest shows insignificant results. 
When tourist satisfaction is included in the model as a 
mediator, the path coefficient of the effect of perceived value 
on interest in visiting becomes significant. This indicates the 
perfect mediating role of tourist satisfaction in the 
relationship; thus, H7 is accepted. The R2 value of tourist 
satisfaction is 0.587. Based on the criteria, the model includes 
strong model criteria, meaning that variations in customer 
experience and perceived value explain tourist satisfaction by 
58.7 percent; the rest is explained by variations in other 
variables outside the model. While purchase intention has an 
R2 value of 0.754 or, including a strong model, meaning that 
variations in customer experience, perceived value, and 
satisfaction can explain variations in found that perceived 
value encourages revisit intention by 75.4 percent, the rest is 
explained by variations in other constructs outside the model. 
The Q2 value obtained is 0.893, which means that the global 
model estimation results are included in the decisive criteria, 
where variations in exogenous constructs can predict 89.3 
percent of the variation in endogenous constructs. 

 
Table 3: Hypothesis Test Results 

 

Konstruk Path Coefficient P value Keterangan 

Customer experience -> Tourits satisfaction 0,390 0,026 Significant 

Customer experience -> Revisit Intention 0,339 0,001 Significant 

Kepuasan wisatawan -> Revisit Intention 0,429 0,000 Significant 

Perceived value -> Tourist satisfaction 0,408 0,039 Significant 

Perceived value -> Revisit Intention 0,175 0,055 Not Significant 

Customer experience -> Tourits' Satifaction -> Revisit Intention 0,167 0,046 Perfect Mediation 

Perceived value -> Tourist Satisfaction -> Revisit Intention 0,175 0,031 Partial Mediation 

R² Tourist Satisfaction : 0,587 

R² Revisit Intention: 0,754 

Q2: 0,893 

 
Discussions 
The effect of customer experience on interest in revisiting 
tourism destinations in Gianyar regency 
Based on the results of the study, it is found that customer 
experience has a positive and significant effect on perceived 
value encourages revisit intention, which means that the first 
hypothesis in this study is accepted. This explains that the 
better the experience tourists feel, the more interest they will 
have in finding that perceived value encourages revisit 
intention. At DTW in Gianyar, respondents have an average 
perception of having a good customer experience with a high 
interest in revisiting. Emotions, entertainment, escapism, 
relationships, and relaxation are important factors that must 
be considered to achieve the expected results. The experience 
aims to provide added value after feeling a pleasant 
impression and experience so that the experience will always 
be remembered in the life of the tourist after the tourist uses 
the service. Tourist destinations that provide a memorable 
experience will attract visitors to return. The increase in 
positive experiences for tourists will encourage tourists' 
interest in intending to visit again. 
Based on descriptive analysis, it is known that the average 
tourist assesses the experience when visiting one of the tourist 
destinations in Gianyar Bali as in a good category, which 
shows that, in general, tourists have a positive experience 
when visiting tourist destinations (DTW) in Gianyar. 
Meanwhile, the average score of interest in visiting is also 
high, indicating that tourists are interested in returning to visit 
the same destination in the future. A good customer 
experience is proven to create a memorable experience for 
tourists, thus encouraging them to return to the same 

destination. At DTWs in Gianyar, the most positive 
experience felt by tourists is enthusiasm and fun when 
visiting, which obtained the highest score in customer 
experience. This is the main driving factor for tourists' 
interest in returning.  
This proves that the experience that tourists remember in the 
long term has the strongest impact on return visits. The better 
the experience that is formed when tourists visit tourist 
destinations, the more they desire to visit again. These results 
are in line with research by Park (2019) [26], Sugathan & 
Ranjan (2019) [42], Khasanah et al (2020) [16], Lee et al (2020) 
[21], and Shoukat & Ramkissoo (2022) [40], which concluded 
that customer experience can increase revisit intention. 
 
The effect of customer experience on tourist satisfaction 
at tourism destinations in Gianyar regency 
Based on the research results, it is found that customer 
experience has a positive and significant effect on tourist 
satisfaction, which means that the second hypothesis in this 
study is accepted. This explains that the better the experience 
tourists feel, the more satisfaction they will have. At DTW in 
Gianyar, respondents have a positive perception of 
experience because the average value of customer experience 
is good and has a high average satisfaction. This means that 
the manager has been able to shape tourist satisfaction when 
visiting one of the DTWs in Gianyar Regency through 
customer experience, which means that the better the 
experience felt by tourists has created a sense of satisfaction 
in tourists. So, the emotional, entertainment, escapism, 
relation, and relaxing factors are important factors that must 
be considered to achieve the expected results. 
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This study proves that a pleasant experience at DTW in 
Gianyar will increase tourist satisfaction with a destination. 
This good tourist experience includes various aspects, 
ranging from interaction with local culture, service quality, 
and natural beauty to ease of access and supporting facilities. 
Based on the data obtained, it is known that aspects of high 
tourist enthusiasm positively impact tourist satisfaction, 
especially if tourist destinations can meet or even exceed 
tourist expectations.  
These results explain that a good tourist destination is one 
that is able to provide good experiences and feelings for 
tourists, which in turn can create a sense of satisfaction in 
tourists. This is in line with the research of Cetin (2020) [7], 
Atmari & Putri (2021) [5], Ramesh & Jaunky (2021) [28], Zaid 
& Patwayati (2021) [45], and Kim & Kim (2022) [17] concluded 
that customer experience is an important factor in creating 
tourist satisfaction. 
 
The effect of perceived value on interest in revisiting 
tourism destinations in Gianyar regency   
Based on the study's results, it was found that perceived value 
has a positive but insignificant effect on return visit interest, 
which means that the third hypothesis in this study is rejected. 
However, when tested separately in the mediation test, it was 
found that there was an indirect relationship through tourist 
satisfaction. This explains that perceived value also has an 
important role in increasing revisit intention, along with the 
satisfaction felt for the value provided when visiting one of 
the DTWs in Gianyar Regency. 
Value can be seen from two perspectives. One is from the 
marketer's perspective, and the second is from the tourist's 
perspective. From the tourist's perspective, perceived value is 
defined as the value generated by a product or service as 
perceived by the tourists. Perceived value is one of the most 
important drivers in traveler evaluation and future retry 
decisions. In this study, perceived value does not directly 
influence return visit interest. Even though tourists rate 
perceived value as a good category, this does not necessarily 
increase their revisit intention.  
One of the main causes is the nature of tourism experiences, 
such as in Gunung Kawi and Tirta Empul, destinations with 
strong historical and spiritual values but still have not 
conveyed this meaning to tourists, so tourists feel that one 
visit is enough. The absence of new elements or experiences 
that evolve means that tourists do not see a strong reason to 
repeat visits to these locations. This is one example that 
causes tourists not to have a reason that encourages them to 
return to one of the tourist destinations in Gianyar. 
This is in line with Faudah's (2020) and Asidiqhi's (2021) [4] 
research, which concluded that perceived value does not 
directly affect return visit interest. However, it does not 
support the research of Ahn & Kwon (2020) [2], Damanik & 
Yusuf et al (2022), Damanik & Yusuf (2022) [8], Oktavianti 
& Wulandari (2023) [25], and Hasan et al (2020) [14], who 
obtained the same result that perceived value encourages 
revisit intention. Meanwhile, research by Nafis & Sutrisno 
(2019) [23], Abdulla et al (2019) [1], Seetanah et al (2020) [37], 
Nguyen et al (2020) [24], and Liao et al (2021) [22] concluded 
the importance of perceived value in increasing satisfaction 
to be able to create individual willingness to repurchase, in 
this case revisit intention. 
 
The effect of perceived value on tourist satisfaction at 
tourism destinations in Gianyar regency 
Based on the research results, perceived value has a positive 
and significant effect on tourist satisfaction, which means that 
the fourth hypothesis in this study is accepted. This explains 

that the better the value perceived by tourists is, the greater 
the satisfaction of tourists. At DTW in Gianyar, tourists have 
a good average perception of perceived value. This means 
that perceived value can be shown through service, social 
value, hedonic value, functional value, and epistemic value, 
which can provide a sense of satisfaction to tourists visiting 
one of the DTWs in Gianyar Regency. 
Perceived value has become one of the fundamental 
outcomes of marketing activities. This value is inherent in 
every tourist destination that tourists perceive and cannot be 
determined objectively by marketers. Based on the results of 
the descriptive analysis, the average perceived value felt by 
tourists when visiting tourist destinations (DTW) in Gianyar 
Regency is in a good category. Meanwhile, the average value 
of tourist satisfaction also shows a high level of satisfaction. 
This shows that perceived value is proven to influence tourist 
satisfaction, where the higher the value perceived by tourists 
to the destination, the higher their level of satisfaction. The 
perceived value indicator that has the highest score is 
pleasuring while visiting, which shows that the majority of 
tourists feel happy and enjoy their experience at DTW 
Gianyar. This indicates that the hedonic value aspect, or the 
value of pleasure derived from the tourist experience, is an 
important factor in shaping tourist satisfaction. 
Perceived value will be able to create positive emotions for 
tourists, which are indicated by a sense of satisfaction when 
experiencing a service. This is by what was concluded by 
several previous studies conducted by Konuk (2019) [18], An 
et al (2019), Han & Yoon (2020) [13], Uzir et al (2021) [44], 
and Carvache et al (2022) [6] that perceived value has a 
positive and significant effect on revisit intention. 
 
The effect of tourist satisfaction on interest in revisiting 
tourism destinations in Gianyar regency   
The study's results found that tourist satisfaction has a 
significant positive effect on revisit intention, which means 
that the fifth hypothesis is accepted. This explains that more 
satisfied tourists will increase their interest in visiting one of 
the DTWs in Gianyar Regency. Satisfaction is proven to be a 
reliable factor for repurchase, in this case, revisit intention. 
Based on the results of descriptive analysis, it is known that 
the level of satisfaction of tourists who are respondents in the 
study is in a good category in line with the revisit intention, 
which has a good category. The indicator of tourist 
satisfaction that gets the highest score is that tourist visits 
exceed their expectations. This shows that tourists who 
experience more than expected tend to be more satisfied and 
have the potential to visit again. Meanwhile, the indicator of 
interest in revisiting that has the highest score is the 
possibility of returning, which means that tourists have an 
interest in visiting the same destination in the future but are 
still unable to encourage the desire to visit soon, which 
indicates that even though tourists want to return, they do not 
yet have certainty or a strong intention to do so shortly. 
These results explain that loyal or more experienced tourists 
can become a stable and satisfied tourist base. Higher tourist 
satisfaction with a tourist destination will lead to a desire to 
visit again. 
. The results obtained are in line with the research of Nafis & 
Sutrisno (2019) [23], Abdulla et al (2019) [1], Seetanah et al 
(2020) [37], Nguyen et al (2020) [24], and Liao et al (2021) [22], 
who concluded that satisfaction has a significant positive 
effect on revisit interest. 
 
The role of tourist satisfaction on the effect of customer 
experience on interest in revisiting tourism destinations in 
Gianyar regency 
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Based on the results of direct research, it is found that 
customer experience has a significant positive effect on 
return visit interest, and the results of the mediation test found 
that there is a significant relationship, which means that the 
sixth hypothesis in this study is accepted. This explains that 
tourist satisfaction is a partial mediating variable that allows 
other variables to have a role in the relationship between 
customer experience and revisit intention. 
Experience is the core product of a tourism organization. 
Although tourist satisfaction has a mediating role in the effect 
of customer experience on return visit interest, there is still a 
possibility that other factors also contribute to the 
relationship. However, it is evident that tourist experiences 
that are pleasant, unique, and exceed expectations will create 
higher satisfaction, which in turn will increase return visits. 
Therefore, tourist destination managers not only need to 
focus on improving the tourist experience but also consider 
other factors that can influence the decision of tourists to 
return to visit the destination.  
In this study, experience is believed to be followed by tourist 
satisfaction because a memorable experience will lead to a 
high level of satisfaction for visitors, which leads to a desire 
to visit again. This confirms that DTW managers not only 
need to improve the overall tourism experience but also 
ensure that the experience provides satisfaction for tourists. 
With the right strategy, tourist satisfaction can be 
strengthened, thus not only increasing repeat visits but also 
creating tourist loyalty to DTWs in Gianyar Regency.  
This result is in line with the conclusions expressed by Nafis 
& Sutrisno (2019) [23], Abdulla et al (2019) [1], Seetanah et al 
(2020) [37], Nguyen et al (2020) [24], and Liao et al (2021) [22] 
discussing the importance of customer experience in 
increasing satisfaction to be able to create individual 
willingness to repurchase in this case revisit intention. 
 
The role of tourist satisfaction on the effect of perceived 
value on interest in revisiting tourism destinations in 
Gianyar regency 
Based on the results of direct research, perceived value has a 
significant positive effect on return visit interest. Meanwhile, 
the mediation test results found a significant relationship, 
meaning that the seventh hypothesis in this study was 
accepted. This explains that tourist satisfaction is a partial or 
partial mediating variable in this relationship, where tourist 
satisfaction is important to taking advantage of perceived 
value strategies to increase revisit intention. 
The value received by each individual has a different 
understanding; some individuals consider that the value is felt 
when the price is low, but for others, the value is when there 
is a balance between the quality of the services offered. 
Tourists will be more sensitive to losses than gains, so 
perceived value or the value that tourists feel when and after 
visiting and increasing tourist satisfaction needs to be 
considered when tourists visit each tourist spot. Based on the 
data obtained, it is known that tourists who feel that their trip 
provides more benefits than just entertainment in social, 
functional, and emotional aspects tend to be more satisfied 
with their visit, which ultimately has an impact on revisit 
intention. This fact is an opportunity for tourism to increase 
perceived value and build and maintain long-term 
relationships. 
This shows that DTW managers need to increase the value 
perceived by tourists and ensure that this value creates 
satisfaction. This result is in line with previous research 
conducted by Nafis & Sutrisno (2019) [23], Abdulla et al 
(2019) [1], Seetanah et al (2020) [37], Nguyen et al (2020) [24], 
and Liao et al (2021) [22], which discussed the importance of 

perceived value in increasing satisfaction to create individual 
willingness to repurchase, in this case, revisit intention. 
 
Conclusions 
This study concluded that customer experience has a positive 
and significant effect on revisit interest and tourist 
satisfaction, while perceived value does not have a significant 
effect on revisit interest but can increase tourist satisfaction. 
Meanwhile, tourist satisfaction significantly positively 
affects revisit intention. In addition, job satisfaction acts as a 
partial mediation on the effect of customer experience on 
return visit interest and acts as a perfect mediation on the 
effect of perceived value on return visit interest. 
This provides an understanding that the Theory Reasoned of 
Action (TRA) can be used in marketing theory, especially to 
measure tourist behavior intention. In this case, customer 
experience and perceived value can be related to tourist 
attitudes towards tourist destinations, which then affect 
tourist intention to visit again. Customer experience is in line 
with TRA, where a positive attitude towards an object or 
experience will increase the likelihood of individuals taking 
specific actions, in this case, revisit intention. Meanwhile, 
perceived value in TRA proves that tourists who feel a high 
value from a destination will develop a positive attitude and 
feel more satisfied, which in turn strengthens tourists' 
intention to return. 
Furthermore, this research can be used as input for relevant 
agencies responsible for managing Tourism Destinations 
(DTW) in Gianyar Regency through customer experience and 
perceived value strategies in the hope that it can increase 
revisit intention. DTW managers can apply the indicators of 
customer experience and perceived value that have been 
analyzed in this study. 
 
References 
1. Abdulla SAM, Khalifa GS, Abuelhassan AE, Ghosh A. 

Antecedents of Dubai revisit intention: The role of 
destination service quality and tourist satisfaction. 
Restaurant Business. 2019;118(10):307-16. 

2. Ahn J, Kwon J. Green hotel brands in Malaysia: 
perceived value, cost, anticipated emotion, and revisit 
intention. Current Issues in Tourism. 2020;23(12):1559-
74. 

3. An S, Suh J, Eck T. Examining structural relationships 
among service quality, perceived value, satisfaction and 
revisit intention for Airbnb guests. International Journal 
of Tourism Sciences. 2019;19(3):145-65. 

4. Asidiqhi A. Pengaruh perceived value dan perceived 
quality terhadap revisit intention dengan satisfaction 
sebagai variabel mediasi pada pengunjung The Balcone 
Hotel Bukittinggi [doctoral dissertation]. Padang: 
Universitas Negeri Padang; 2021. 

5. Atmari NV, Putri VW. The effect of tourism experience 
on revisit intention through destination image and 
satisfaction. Management Analysis Journal. 
2021;10(1):85-94. 

6. Carvache-Franco M, Alvarez-Risco A, Carvache-Franco 
O, Carvache-Franco W, Estrada-Merino A, Villalobos-
Alvarez D. Perceived value and its influence on 
satisfaction and loyalty in a coastal city: A study from 
Lima, Peru. Journal of Policy Research in Tourism, 
Leisure and Events. 2022;14(2):115-30. 

7. Cetin G. Experience vs quality: predicting satisfaction 
and loyalty in services. The Service Industries Journal. 
2020;40(15-16):1167-82. 

8. Damanik J, Yusuf M. Effects of perceived value, 
expectation, visitor management, and visitor satisfaction 



International Journal of Multidisciplinary Research and Growth Evaluation www.allmultidisciplinaryjournal.com  

 
    312 | P a g e  

 

on revisit intention to Borobudur Temple, Indonesia. 
Journal of Heritage Tourism. 2022;17(2):174-89. 

9. Darmawan NAS, Laksmi PAS, Saputra KAK. 
Socialization of e-commerce for marketing agricultural 
products in Sangsit Village, Sawan District, Buleleng 
Regency, Bali. Community Services: Sustainability 
Development. 2023;1(1):45-9. 

10. Fang WG, Ariffin AAM. Cultural heritage tourism: 
Determinants of behavioral intention to visit a historical 
city from experiential perspectives. Journal of Tourism, 
Hospitality and Environment Management. 
2021;6(22):1-10. 

11. Fuadah AA. Analisis pengaruh experiential marketing, 
perceived value, dan fasilitas terhadap revisit intention 
dengan kepuasan wisatawan sebagai variabel 
intervening (Studi pada pengunjung Wisata Edukasi 
Omah Organic Adimulyo Kebumen). 
eprints.universitasputrabangsa.ac.id. 2020. 

12. Hair JF Jr, Black WC, Babin BJ, Anderson RE. 
Multivariate data analysis. 7th ed. United States: 
Pearson; 2010. 

13. Han S, Yoon J. Cultural intelligence on perceived value 
and satisfaction of ethnic minority groups’ restaurant 
experiences in Korea. Journal of Tourism and Cultural 
Change. 2020;18(3):310-32. 

14. Hasan K, Abdullah SK, Islam F, Neela NM. An 
integrated model for examining tourists’ revisit intention 
to beach tourism destinations. Journal of Quality 
Assurance in Hospitality & Tourism. 2020;21(6):716-
37. 

15. Hasan. Marketing dan kasus-kasus pilihan. Cetakan 
pertama. Yogyakarta: Media Pressdindo; 2018. 

16. Khasanah ATU, Oktafiani H, Putri SA, Anggraini W, 
Suhud U. Pengaruh customer experience, place 
attachment, customer satisfaction, dan word-of-mouth 
terhadap revisit intention wisatawan restoran ayam cepat 
saji asal Amerika. Jurnal Bisnis, Manajemen, dan 
Keuangan-JBMK. 2020;1(2):263-80. 

17. Kim YJ, Kim HS. The impact of hotel customer 
experience on customer satisfaction through online 
reviews. Sustainability. 2022;14(2):848. 

18. Konuk FA. The influence of perceived food quality, 
price fairness, perceived value and satisfaction on 
customers’ revisit and word-of-mouth intentions towards 
organic food restaurants. Journal of Retailing and 
Consumer Services. 2019;50:103-10. 

19. Kotler P, Keller KL. Marketing management. 15th ed. 
New Jersey: Pearson Prentice Hall, Inc.; 2016. 

20. Laksmi LPW, Saputra KAK, Pertiwi IDAE. The 
influence of the implementation of green accounting and 
corporate social responsibility based on Tri Hitakarana 
on financial performance. WICAKSANA: Jurnal 
Lingkungan dan Pembangunan. 2024;8(2):42-7. 

21. Lee S, Jeong E, Qu K. Exploring theme park visitors’ 
experience on satisfaction and revisit intention: A 
utilization of experience economy model. Journal of 
Quality Assurance in Hospitality & Tourism. 
2020;21(4):474-97. 

22. Liao YK, Wu WY, Truong GNT, Binh PNM, Van Vu V. 
A model of destination consumption, attitude, religious 
involvement, satisfaction, and revisit intention. Journal 
of Vacation Marketing. 2021;27(3):330-45. 

23. Nafis RW, Sutrisno S. The effect of tourism 
attractiveness and destination image on revisit intention 
through tourist satisfaction (Study on domestic tourists 
of Mount Bromo, Malang, East Java). European Journal 
of Business and Management. 2019;11(11):92-7. 

24. Nguyen Viet B, Dang HP, Nguyen HH. Revisit intention 
and satisfaction: The role of destination image, perceived 
risk, and cultural contact. Cogent Business & 
Management. 2020;7(1):1796249. 

25. Oktavianti M, Wulandari DP. Pengaruh Halal 
Destination Attributes dan Perceived Value terhadap 
Kepuasan Wisatawan di Kabupaten Tanah Datar. Shi'ar: 
Sharia Tourism Research. 2023;2(01):50-9. 

26. Park E. Motivations for customer revisit behavior in 
online review comments: Analyzing the role of user 
experience using big data approaches. Journal of 
Retailing and Consumer Services. 2019;51:14-8. 

27. Priansa D. Manajemen Pelayanan Prima. Bandung: 
Alfabeta; 2017. 

28. Ramesh V, Jaunky VC. The tourist experience: 
Modelling the relationship between tourist satisfaction 
and destination loyalty. Materials Today: Proceedings. 
2021;37:2284-9. 

29. Rather RA. Customer experience and engagement in 
tourism destinations: The experiential marketing 
perspective. Journal of Travel & Tourism Marketing. 
2020;37(1):15-32. 

30. Rizal S, Nasution IH. Pengaruh Customer Experience, 
Hedonic Value serta Guest Satisfaction terhadap 
Likelihood to Recommend. Mufakat: Jurnal Ekonomi, 
Manajemen dan Akuntansi. 2023;2(3):98-108. 

31. Rompas F, Saerang DP, Tumewu FJ. Influence of 
destination image and customer experience to revisit 
intention at Kai’santi Garden. Jurnal EMBA: Jurnal 
Riset Ekonomi, Manajemen, Bisnis dan Akuntansi. 
2019;7(4). 

32. Rosady N, Suharyanti S, Anitawati MT. Dampak 
experiential marketing terhadap minat beli produk Ikea. 
Journal Communication Spectrum: Capturing New 
Perspectives in Communication. 2019;9(2):176-88. 

33. Sangadji EM, Sopiah. Perilaku Konsumen. Yogyakarta: 
Andi; 2013. 

34. Saputra KAK, Laksmi PAS. The influence of green 
governance, implementation of energy accounting, and 
green human resource management on sustainability 
performance: An empirical study in the hospitality 
industry in Bali. JIA (Jurnal Ilmiah Akuntansi). 
2024;9(1):113-36. 

35. Saputra KAK, Ekajayaint LS, Suriani NN. Plastic waste 
reduction campaign at the traditional market in 
Nyanggelan Village, Panjer, Denpasar. Akuntansi dan 
Humaniora: Jurnal Pengabdian Masyarakat. 
2024;3(3):184-9. 

36. Saputra KAK, Laksmi PAS, Suriani N, Ekajayanti LS. 
Accounting training to support transparent and 
accountable village fund reporting in Sibetan Village, 
Karangasem Bali. Community Services: Sustainability 
Development. 2024;1(2):50-5. 

37. Seetanah B, Teeroovengadum V, Nunkoo R. Destination 
satisfaction and revisit intention of tourists: Does the 
quality of airport services matter? Journal of Hospitality 
& Tourism Research. 2020;44(1):134-48. 

38. Selamet IK, Laksmi PAS, Saputra KAK, Putra IK. 
Increasing environmental awareness of entrepreneurs 
and digital-based marketing mechanisms for MSME 
products. Community Services: Sustainability 
Development. 2025;2(2):140-5. 

39. Sita LPA, Ketut SI, Pasek MIG, Kurniawan SKA, Wan 
RWE, Bahrin SS. Management strategy planning and 
implementation of advanced technology in increasing 
agricultural productivity. 

40. Shoukat MH, Ramkissoon H. Customer delight, 



International Journal of Multidisciplinary Research and Growth Evaluation www.allmultidisciplinaryjournal.com  

 
    313 | P a g e  

 

engagement, experience, value co-creation, place 
identity, and revisit intention: A new conceptual 
framework. Journal of Hospitality Marketing & 
Management. 2022;31(6):757-75. 

41. Sudarso E. Pengaruh Customer Experience, Harga dan 
Lokasi terhadap Revisit Intention pada Hotel Grand 
Mandarin Singkawang: Pengaruh Customer Experience, 
Harga dan Lokasi terhadap Revisit Intention pada Hotel 
Grand Mandarin Singkawang. FOKUS: Publikasi Ilmiah 
untuk Mahasiswa, Staf Pengajar dan Alumni Universitas 
Kapuas Sintang. 2024;22(1):12-12. 

42. Sugathan P, Ranjan KR. Co-creating the tourism 
experience. Journal of Business Research. 
2019;100:207-17. 

43. Tjiptono F. Pemasaran Jasa – Prinsip, Penerapan, dan 
Penelitian. Yogyakarta: Andi Offset; 2014. 

44. Uzir MUH, Al Halbusi H, Thurasamy R, Hock RLT, 
Aljaberi MA, Hasan N, et al The effects of service 
quality, perceived value and trust in home delivery 
service personnel on customer satisfaction: Evidence 
from a developing country. Journal of Retailing and 
Consumer Services. 2021;63:102721. 

45. Zaid S, Patwayati P. Impact of customer experience and 
customer engagement on satisfaction and loyalty: A case 
study in Indonesia. The Journal of Asian Finance, 
Economics and Business. 2021;8(4):983-92. 

46. Zhang H, Wu Y, Buhalis D. A model of perceived image, 
memorable tourism experiences and revisit intention. 
Journal of Destination Marketing & Management. 
2018;8:326-36. 


