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ABSTRACT: This study examines the determinants of tourist 

satisfaction and revisit intention by integrating destination image, social 
media marketing, and customer experience as key influencing factors. 
Employing a quantitative explanatory design, data were collected from 120 
visitors to Selecta Recreation Park in Batu City, Indonesia, who had visited 
at least once. The data were analyzed using Partial Least Squares Structural 
Equation Modeling (SmartPLS 4). The results indicate that destination 
image and customer experience exert positive and significant effects on 
satisfaction and revisit intention. Social media marketing, although not 
significantly associated with satisfaction, positively influences revisit 
intention. Satisfaction itself has a significant mediating effect on revisit 
intention, reinforcing its central role in maintaining tourist loyalty. The 
findings suggest that enhancing the quality of on-site experiences and 
strengthening the perceived image of the destination are crucial strategies 
for increasing visitor retention. Conversely, social media marketing should 
align more closely with the actual visitor experience to avoid expectation 
gaps. This research contributes to tourism behavior literature by providing 
empirical evidence on how cognitive and experiential factors jointly shape 
satisfaction and revisit intention in competitive tourism settings. 
Keywords: destination image, social media marketing, customer 
experience, tourist satisfaction, revisit intention, selecta recreation park  

 
 

INTRODUCTION 
Tourism destinations face increasing competition and thus must focus not only on attracting visitors, but 
also on ensuring their satisfaction and encouraging revisit intention. The concept of revisit intention has 
drawn considerable scholarly attention because repeating visitation provides substantial benefits for 
destination sustainability and profitability (Morshed et al., 2022). Within tourism research, several 
antecedents of visitor satisfaction and revisit intention have been identified. Among the most notable are 
destination image, social media marketing activities, and customer experience. 

Destination image encompasses travellers’ perceptions of a place, including cognitive and affective 
evaluations of the destination’s attributes. Empirical studies demonstrate that a favourable destination image 
positively influences tourist satisfaction and revisit intention. For example, Alén et al. (2024) found that 
destination image significantly impacts satisfaction and return intention in the domestic tourism context. 
Similarly, Nguyen et al. (2020) showed that destination image significantly affects both satisfaction and 
revisit intention among international tourists in Vietnam. These findings underscore that beyond initial 
attraction, how visitors perceive the destination after their experience matters for future behaviour. 

https://journal.gpp.or.id/index.php/grtss/index
mailto:anieurwah@yudharta.ac.id
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In recent years, social media marketing (SMM) has become a prominent tool for destination and tourism 
marketers. SMM activities such as interactive content, trendiness, e-WOM (electronic word-of-mouth) and 
customisation influence how prospective travellers form expectations and how previous visitors recall their 
experience. Research by Lim et al. (2024) shows that social media marketing activities can lead to higher 
revisit intention by building brand loyalty and trust. Likewise, studies in tourism contexts (e.g., Keshavarz 
et al., 2023) demonstrate that peer-generated content and SMM significantly influence revisit intention, 
mediated by destination image and perceived value. 

Customer experience refers to the sum of cognitive, emotional, sensory, and behavioural responses to 
visiting a destination or attraction. It has been shown to directly affect visitor satisfaction and, in turn, revisit 
intention. For instance, Xu et al. (2022) found that experiential marketing which delivers high-quality 
experiences enhances tourist satisfaction and revisit intention. A recent bibliometric review (Zhang et al., 
2024) reinforced that experience-related factors including memorable moments and sensory impressions 
are core antecedents to revisit intention across tourism contexts. 

While each of these antecedents has been studied separately, fewer empirical works integrate destination 
image, social media marketing, and customer experience simultaneously in relation to satisfaction and revisit 
intention within a single destination context. In light of this gap, the present study investigates how 
destination image, social media marketing, and customer experience function as drivers of tourist 
satisfaction and revisit intention at Selecta Recreation Park in Indonesia. By examining these constructs 
together, the study provides a more comprehensive model of visitor behaviour that can guide destination 
managers in formulating effective strategies for retention. 

 
LITERATURE REVIEWS AND HYPOTHESIS DEVELOPMENT 
Theoretical Foundation 
Understanding tourist satisfaction and revisit intention requires an integrated view of how cognitive, 
affective, and experiential processes influence behavioural decisions. The Theory of Planned Behavior 
(TPB) proposed by Ajzen (1991) provides a widely accepted framework for explaining how attitudes, 
subjective norms, and perceived behavioural control shape behavioural intentions. Within tourism, TPB has 
been used to link destination perceptions and satisfaction with revisit intention, suggesting that tourists’ 
attitudes toward a destination formed through prior experience, image, and marketing communication 
predict their likelihood of returning (Lam & Hsu, 2006; Han, 2015). 

The concept of destination image is central in explaining these attitudinal mechanisms. Destination 
image represents the set of cognitive beliefs and affective impressions that tourists hold toward a place 
(Gartner, 1993). As a mental representation, it influences both pre-visit expectations and post-visit 
evaluations (Echtner & Ritchie, 2003). Research consistently demonstrates that a positive image enhances 
satisfaction and loyalty, reinforcing the role of image as a determinant of behavioural intention (Bigne, 
Sanchez, & Andreu, 2001; Prayag, Hosany, Muskat, & Del Chiappa, 2017; Zhang, Wu, & Buhalis, 2018). 
From an attitudinal perspective, image formation and evaluation align with the attitude–behaviour 
consistency model, where favourable evaluations increase the probability of revisitation. 

Complementing cognitive image theories, social media marketing (SMM) offers a contemporary lens on 
how digital communication shapes tourist behaviour. The theoretical basis for SMM draws from relationship 
marketing and electronic word-of-mouth (eWOM) theory, which emphasise interactive communication and 
co-creation of meaning between marketers and consumers (Mangold & Faulds, 2009). Social media 
platforms enhance perceived trustworthiness and immediacy of information, creating social proof that 
influences travel decision-making (Leung, Law, Van Hoof, & Buhalis, 2013). According to the Uses and 
Gratifications Theory (Katz, Blumler, & Gurevitch, 1973), individuals engage with social media to satisfy 
information, entertainment, and social needs, making it a critical channel for shaping destination 
perceptions. By affecting both cognitive evaluations and emotional responses, social media communication 
indirectly contributes to satisfaction and revisit intention (Mariani, Borghi, & Cappa, 2022). 

Equally essential is the concept of customer experience, rooted in the experiential consumption paradigm 
advanced by Holbrook and Hirschman (1982), which argues that consumers seek symbolic, emotional, and 
sensory value beyond functional benefits. Schmitt (1999) further expanded this view through Experiential 
Marketing Theory, identifying sensory, affective, cognitive, behavioural, and relational dimensions as 
fundamental to consumer engagement. Within tourism, the Experience Economy perspective by Pine and 
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Gilmore (1999) posits that destinations create value through memorable and emotionally resonant 
experiences rather than mere service delivery. Empirical research supports this theoretical position: 
memorable tourism experiences strengthen satisfaction, attachment, and loyalty (Tung & Ritchie, 2011; 
Kim, Ritchie, & McCormick, 2012). Customer experience thus serves as a dynamic process linking 
destination attributes and emotional fulfilment to post-visit satisfaction and behavioural outcomes. 

The construct of satisfaction itself is conceptually grounded in Expectation–Confirmation Theory (ECT) 
developed by Oliver (1980), which explains satisfaction as the result of comparing pre-visit expectations 
with actual experiences. When performance meets or exceeds expectations, satisfaction arises and positively 
influences future behavioural intentions. In tourism, satisfaction functions as a post-consumption evaluative 
state that mediates the relationship between cognitive and experiential antecedents and behavioural loyalty 
(Chen & Chen, 2010). Meanwhile, revisit intention represents the behavioural manifestation of loyalty, 
defined as the tourist’s willingness to return or recommend the destination (Oppermann, 2000). The linkage 
between satisfaction and revisit intention is also supported by the Service Quality–Loyalty Framework 
(Parasuraman, Zeithaml, & Berry, 1988; Cronin, Brady, & Hult, 2000), which establishes satisfaction and 
perceived value as principal determinants of repeat patronage. 

Integrating these theoretical perspectives, destination image and social media marketing reflect the 
cognitive and communicative antecedents shaping tourists’ expectations before travel, while customer 
experience captures the affective and experiential evaluations that occur during visitation. Satisfaction then 
represents a cognitive–affective synthesis of these influences, leading to the behavioural outcome of revisit 
intention. This integrated conceptualisation aligns with the logic of TPB, ECT, and experiential marketing, 
portraying tourism behaviour as a continuum that progresses from perception and interaction to evaluation 
and loyalty. Collectively, these theories provide a robust foundation for analysing how cognitive beliefs, 
digital engagement, and experiential value interact to sustain tourist satisfaction and revisit intention in 
competitive destinations. 
 

Destination Image and Tourist Satisfaction 
Destination image has been conceptualised as an attitudinal construct comprising cognitive (beliefs and 
knowledge about attributes) and affective (emotions and feelings) components that jointly influence post-
visit evaluations (Gartner, 1993; Stylidis, Shani, & Belhassen, 2017). In attitude theory, cognitive beliefs 
about functional attributes (such as scenery, cleanliness, and safety) create an expectancy framework through 
which experiences are interpreted. When actual encounters confirm or surpass these expectations, 
satisfaction arises (Oliver, 1980). This relationship aligns with the Expectancy–Disconfirmation Paradigm, 
suggesting that tourists’ satisfaction depends on the degree of congruence between their pre-travel image 
and on-site performance perceptions (Bigne, Sanchez, & Andreu, 2001). Empirical evidence reinforces this 
linkage: Prayag et al. (2017) found that affective and cognitive image dimensions both significantly predicted 
satisfaction among European tourists, while Chen and Phou (2013) reported that positive images directly 
enhance satisfaction through perceived value and emotional appeal. Hence, image serves as a cognitive 
antecedent translating perceived quality into affective outcomes of satisfaction. 

 
H1: Destination image positively and significantly influences tourist satisfaction. 
 

Destination Image and Revisit Intention 
Destination image also exerts an enduring influence on post-visit behavioural intention. In tourism loyalty 
theory, image functions as a heuristic guiding future decision-making, particularly when uncertainty or 
information asymmetry exists (Assaker & Hallak, 2013). A strong image generates cognitive consistency 
between beliefs and behavioural choice, encouraging revisitation as a means of reinforcing positive attitudes 
(Zhang, Wu, & Buhalis, 2018). Empirical work across diverse contexts supports this pattern: Chi and Qu 
(2008) demonstrated that destination image indirectly and directly affects revisit intention through 
satisfaction, while Stylidis et al. (2017) confirmed that cognitive and affective image dimensions significantly 
influence behavioural intentions across both residents and tourists. The theoretical rationale follows the 
attitude–behaviour consistency principle (Ajzen & Fishbein, 2005), whereby attitudes formed through image 
representations predict subsequent intentions to act. Thus, visitors who maintain a favourable image are 
more likely to return because revisiting reinforces psychological consonance with their prior evaluations.  
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H2: Destination image positively and significantly influences revisit intention. 
 

Social Media Marketing and Tourist Satisfaction 
Social media marketing (SMM) is grounded in relationship marketing and co-creation theory, which posit 
that value emerges through interactive engagement rather than one-way persuasion (Mangold & Faulds, 
2009; Kaplan & Haenlein, 2010). SMM activities allow destinations to create authentic narratives, 
communicate in real time, and stimulate parasocial relationships that enhance perceived transparency and 
responsiveness. Within the Uses and Gratifications Theory (Katz, Blumler, & Gurevitch, 1973), tourists 
utilise social media for informational and social interaction purposes; thus, destinations that fulfil these 
needs enhance user satisfaction even before physical visitation. 

However, satisfaction derived from SMM is contingent on expectation alignment. According to 
Expectation–Confirmation Theory (Oliver, 1980), satisfaction occurs when online depictions and on-site 
experiences correspond. When SMM accurately reflects destination quality by providing realistic visuals, 
credible testimonials, and interactive feedback tourists perceive congruence between expectations and actual 
performance, yielding satisfaction (Dwivedi et al., 2021). Empirical results support this theoretical pathway: 
Mariani, Borghi, and Cappa (2022) found that high social-media engagement increases tourists’ satisfaction 
through perceived authenticity, while Bilgihan et al. (2016) identified content credibility and interactivity as 
significant predictors of satisfaction in online tourism communities. Accordingly, effective SMM can 
generate satisfaction by building trust and perceived informational value. 

 
H3: Social media marketing positively and significantly influences tourist satisfaction. 
 

Social Media Marketing and Revisit Intention 
The influence of SMM on revisit intention can be explained through the social identity and e-WOM 

diffusion frameworks, which assert that individuals form community attachment through shared digital 
interaction (Tajfel & Turner, 1986; Leung, Law, Van Hoof, & Buhalis, 2013). Continuous online engagement 
fosters perceived belonging and relational bonds that extend beyond a single visit, thereby shaping long-
term loyalty (Rather, 2021). Theoretically, SMM sustains post-visit affective attachment by reinforcing 
memories and maintaining cognitive salience of the destination, consistent with brand relationship theory 
(Fournier, 1998). 

Empirical evidence confirms this causal chain: Godey et al. (2016) demonstrated that social media 
marketing efforts positively influence brand loyalty through engagement, while Rather (2021) reported that 
ongoing digital interaction increases tourists’ intention to revisit by deepening affective commitment. In the 
tourism context, SMM thus functions as a post-consumption relationship maintenance mechanism that 
translates digital affinity into behavioural intention. 

 
H4: Social media marketing positively and significantly influences revisit intention. 
 

Customer Experience and Tourist Satisfaction 
Customer experience integrates sensory, affective, cognitive, behavioural, and social responses that 

occur during service encounters (Schmitt, 1999). The Experiential Consumption Paradigm (Holbrook & 
Hirschman, 1982) and Experience Economy Theory (Pine & Gilmore, 1999) collectively assert that 
satisfaction arises not from functional utility alone but from symbolic and hedonic fulfilment. Within this 
framework, satisfaction represents an evaluative judgment of how well the experiential dimensions such as 
aesthetics, emotion, and interaction align with personal expectations. 

Empirical research substantiates this link. Ali, Hussain, and Ragavan (2014) found that sensory and 
affective components of resort experiences significantly predict satisfaction through emotional arousal and 
memory creation. Similarly, Kim, Ritchie, and McCormick (2012) identified that memorable tourism 
experiences generate enduring satisfaction by fulfilling tourists’ psychological and hedonic needs. These 
findings suggest that experience quality mediates the transition from service encounter to post-visit 
evaluation, reinforcing satisfaction as an affective outcome of experiential stimuli. 

 
H5: Customer experience positively and significantly influences tourist satisfaction. 
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Customer Experience and Revisit Intention 
Revisit intention represents behavioural loyalty, conceptualised as tourists’ willingness to return or 

recommend a destination (Oppermann, 2000). From the Experience Economy perspective, emotionally 
resonant and memorable experiences foster lasting psychological bonds, increasing revisit propensity (Pine 
& Gilmore, 1999). The mechanism operates through affective conditioning: pleasurable experiences create 
associative memory traces that bias future decision-making toward the same destination (Tung & Ritchie, 
2011). 

Empirical evidence robustly supports this pathway. Ali et al. (2016) reported that customers’ experiential 
satisfaction in Malaysian theme parks significantly predicted revisit intention, mediated by emotional 
attachment. Similarly, Zhang et al. (2018) found that memorable tourism experiences directly enhance revisit 
intention via cognitive recall and emotional resonance. These studies demonstrate that customer experience 
constitutes a long-term behavioural determinant that extends beyond immediate satisfaction. 

 
H6: Customer experience positively and significantly influences revisit intention. 

 

Tourist Satisfaction and Revisit Intention 
The relationship between satisfaction and revisit intention is one of the most validated linkages in 

tourism behaviour research. Under Expectation–Confirmation Theory (Oliver, 1980), satisfaction acts as a 
cognitive–affective assessment determining subsequent loyalty. When tourists perceive that the destination 
has delivered superior value, they exhibit repeat-purchase or revisit intentions (Cronin, Brady, & Hult, 2000). 
The Service Quality–Loyalty Framework (Parasuraman, Zeithaml, & Berry, 1988) also supports this causal 
sequence, suggesting that satisfaction mediates the influence of perceived value and service quality on future 
behaviour. 

Empirical evidence across multiple destinations substantiates this relationship. Yoon and Uysal (2005) 
found that satisfaction fully mediates the effect of motivation on loyalty among heritage tourists, while Chi 
and Qu (2008) confirmed satisfaction as a direct and significant predictor of revisit intention in a structural 
model of destination loyalty. Thus, satisfaction represents a post-consumption psychological state that 
consolidates prior cognitive and experiential influences into behavioural commitment. 

 
H7: Tourist satisfaction positively and significantly influences revisit intention. 
 

 

 
 

Figure 1. Research Framework 

 
 
METHODS  

This study employed a quantitative explanatory approach to examine the causal relationships among 
destination image (DI), social media marketing (SMM), customer experience (CE), tourist satisfaction (TS), 
and revisit intention (RI) in the context of Selecta Recreation Park, Indonesia. The quantitative design 
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enabled the application of Partial Least Squares Structural Equation Modeling (PLS-SEM) using SmartPLS 
version 4, an analytical method suitable for complex causal models with multiple latent constructs and 
mediating effects (Hair, Hult, Ringle, & Sarstedt, 2021). 

The population consisted of visitors who had previously visited Selecta Recreation Park at least once. 
Sampling followed a purposive non-probability approach to ensure that respondents possessed sufficient 
experience with the destination. Data were collected from 120 valid responses, exceeding the minimum 
sample size requirement for PLS-SEM models with five predictors (Hair et al., 2021). Respondents were 
primarily young adults aged between 17 and 22 years, which reflects the predominant demographic of 
Selecta visitors. Data were gathered through a structured questionnaire administered both on-site and online 
over two weeks. 

All constructs were measured reflectively using multiple items adapted from well-established scales in 
prior literature. A five-point Likert scale was used (1 = strongly disagree to 5 = strongly agree). All items 
were translated into Indonesian and back-translated to ensure semantic equivalence. Three academic experts 
in tourism and marketing assessed the content validity of each indicator. A pilot test involving 30 
participants verified the clarity, consistency, and reliability of all measurement items before the main data 
collection. 

Destination image was measured using three items derived from Bigne, Sánchez, and Andreu (2001) and 
Prayag et al. (2017), reflecting both cognitive and affective dimensions of the perceived attractiveness and 
distinctiveness of Selecta. Typical items included “Selecta Recreation Park has an attractive and pleasant 
image” and “The overall impression of Selecta is positive.” Social media marketing was assessed through 
four indicators adapted from Leung, Law, Van Hoof, and Buhalis (2013) and Dwivedi et al. (2021), covering 
informativeness, interactivity, credibility, and trendiness of online content. Example items included 
“Selecta’s social media pages provide relevant and reliable information” and “Social media content about 
Selecta is engaging and up to date.” Customer experience was evaluated using three indicators adopted from 
Schmitt (1999) and Kim, Ritchie, and McCormick (2012), focusing on sensory stimulation, emotional 
involvement, and social connection, with example items such as “I felt emotionally connected to the 
experiences at Selecta” and “The atmosphere of Selecta was enjoyable and immersive.” Tourist satisfaction 
was measured through three items adapted from Oliver (1980) and Chen and Chen (2010), representing 
overall evaluation and fulfilment of expectations, including “Overall, I am satisfied with my experience at 
Selecta Recreation Park.” Finally, revisit intention was operationalised with four items from Chi and Qu 
(2008) and Zhang, Wu, and Buhalis (2018), capturing behavioural loyalty, such as “I intend to revisit Selecta 
in the future” and “I would recommend Selecta to others.” 

To mitigate Common Method Variance (CMV), both procedural and statistical remedies were employed. 
Procedurally, the questionnaire was designed to reduce respondent bias by ensuring anonymity, randomising 
item order, and separating predictor and criterion variables psychologically through section breaks and 
neutral instructions (Podsakoff, MacKenzie, & Podsakoff, 2012). Respondents were assured that there were 
no right or wrong answers and were encouraged to answer honestly. Statistically, CMV was tested through 
the Harman’s single-factor test, which revealed that the first factor accounted for only 27.6 percent of the 
total variance, well below the 50 percent threshold. Additionally, a latent method factor was included in the 
confirmatory factor analysis; the inclusion of this factor did not significantly improve model fit, and the 
method factor explained less than 4 percent of total variance, confirming that CMV was not a serious 
concern in this dataset (Podsakoff et al., 2003; Williams, Hartman, & Cavazotte, 2010). 

All constructs exhibited high internal consistency reliability with Cronbach’s alpha values ranging 
between 0.760 and 0.823. Composite Reliability (CR) values exceeded 0.70, and Average Variance Extracted 
(AVE) values were all above 0.50, indicating satisfactory convergent validity. Discriminant validity was 
established using the Fornell–Larcker criterion and the Heterotrait–Monotrait (HTMT) ratio, both within 
acceptable limits (Fornell & Larcker, 1981; Henseler, Ringle, & Sarstedt, 2015). Multicollinearity was 
assessed using the Variance Inflation Factor (VIF), with all values below 3.3, confirming no collinearity 
issues among predictors. 

The structural model was evaluated through bootstrapping with 5,000 resamples to test path significance, 
t-statistics, and p-values. Coefficients of determination (R²) showed that destination image, social media 
marketing, and customer experience jointly explained 78.2 percent of the variance in tourist satisfaction and 
74.6 percent of the variance in revisit intention. Effect size (f²) and predictive relevance (Q²) values were 
within recommended thresholds, demonstrating substantial explanatory and predictive capacity. 
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Ethical compliance was strictly observed. Respondents were informed about the research purpose, data 
confidentiality, and voluntary participation before completing the survey. No personal identifiers were 
collected, and data were stored securely in accordance with institutional ethical standards for human subject 
research. This methodological design ensured reliability, validity, and robustness of the findings. By 
incorporating procedural and statistical controls for CMV, the study strengthens its internal validity and 
reinforces the credibility of the PLS-SEM results. 

 

RESULTS AND DISCUSSION 
Respondent Demographic Profile 
A total of 120 valid questionnaires were collected from visitors to Selecta Recreation Park. The demographic 
characteristics of the respondents provide an overview of the visitor composition and their behavioural 
relevance to the study variables. Table 1 summarises the demographic distribution across gender, age group, 
educational background, frequency of visit, and mode of information access. 
 

Table 1. Demographic Characteristics of Respondents  

Demographic Variable Category Frequency 
(n) 

Percentage 
(%) 

Gender Male 33 27.5 

Female 87 72.5 

Age Group (Years) 17–22 58 48.3 

23–28 32 26.7 

29–34 15 12.5 

Above 34 15 12.5 

Educational Level High School 24 20.0 

Diploma/Bachelor’s Degree 83 69.2 

Postgraduate 13 10.8 

Occupation Student 67 55.8 

Employee (Private/Public) 33 27.5 

Entrepreneur/Freelancer 20 16.7 

Frequency of Visit First Time 44 36.7 

1–2 Times 54 45.0 

More than 2 Times 22 18.3 

Primary Information Source Social Media 76 63.3 

Friends/Family Recommendation 28 23.3 

Travel Agency/Website 16 13.4 

Source: Author’s survey (2025) 
 

The demographic analysis indicates that the majority of respondents were female (72.5 percent) and 
within the 17–22 age range (48.3 percent), reflecting the park’s strong appeal among younger visitors, 
particularly those from educational institutions in East Java and surrounding regions. Most participants 
possessed a diploma or undergraduate degree (69.2 percent), suggesting that the sample represents relatively 
educated consumers capable of engaging with digital platforms and evaluating marketing information 
critically. 

In terms of occupation, more than half of the respondents were students (55.8 percent), followed by 
private or public employees (27.5 percent), which aligns with the visitor pattern of weekend and holiday 
tourism at Selecta Recreation Park. Approximately 45 percent of respondents had visited once or twice, 
demonstrating moderate familiarity with the destination. The most frequently cited information source was 
social media (63.3 percent), confirming the platform’s role as a dominant medium in shaping awareness and 
influencing destination decisions. 

Overall, these demographic findings support the study’s theoretical positioning that perceptions of 
image, experience, and satisfaction are closely linked to digitally active and experience-seeking tourist 
segments. The predominance of young, female, and socially networked visitors underscores the importance 
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of strategic social media engagement and immersive on-site experiences in enhancing satisfaction and 
fostering revisit intentions. 
 
Descriptive Statistics of Constructs 
Descriptive statistical analysis was conducted to examine the central tendency and dispersion of each 
construct measured in the study. This step provides an overview of how respondents generally perceived 
the key variables destination image (DI), social media marketing (SMM), customer experience (CE), tourist 
satisfaction (TS), and revisit intention (RI) before inferential testing was performed. The results summarise 
the mean, standard deviation, minimum, and maximum values derived from 120 valid responses collected 
from visitors of Selecta Recreation Park 
 

Table 2. Descriptive Statistics of Research Constructs 

Construct Mean Standard Deviation Minimum Maximum Interpretation 

Destination Image (DI) 4.12 0.56 2.80 5.00 High 

Social Media Marketing (SMM) 3.98 0.63 2.60 5.00 High 

Customer Experience (CE) 4.15 0.59 3.00 5.00 Very High 

Tourist Satisfaction (TS) 4.23 0.51 3.00 5.00 Very High 

Revisit Intention (RI) 4.08 0.57 2.80 5.00 High 

Source: Author’s computation based on survey data (2025) 
 

The descriptive analysis indicates that respondents generally exhibited high evaluations across all 
constructs, with mean scores exceeding 3.90 on a five-point Likert scale. Tourist satisfaction recorded the 
highest mean value (M = 4.23, SD = 0.51), implying that most visitors were pleased with their experiences 
and perceived value at Selecta Recreation Park. Customer experience also demonstrated a very high mean 
(M = 4.15), suggesting that emotional and sensory engagement elements were strongly perceived. 

Destination image and social media marketing both scored above the scale midpoint (M = 4.12 and 3.98, 
respectively), reflecting that visitors considered Selecta to have a favourable reputation supported by 
effective online promotion. Meanwhile, revisit intention (M = 4.08, SD = 0.57) shows that respondents are 
generally inclined to return, confirming the park’s ability to create loyalty through satisfaction and positive 
experience. 

The relatively low standard deviations (ranging from 0.51 to 0.63) indicate limited variability among 
respondents’ perceptions, implying a consistent pattern of agreement regarding Selecta’s image, marketing, 
and experience quality. These results provide preliminary evidence supporting the hypothesised 
relationships tested in the structural model, where satisfaction and revisit intention are expected to be driven 
by cognitive, digital, and experiential antecedents. 
 
Measurement Model Evaluation 
The measurement model was assessed to ensure that all reflective constructs in this study met the reliability 
and validity requirements for structural equation modelling. The evaluation involved three primary steps: 
(a) indicator reliability assessed through factor loadings, (b) internal consistency reliability evaluated via 
Cronbach’s alpha and Composite Reliability (CR), and (c) convergent validity measured using the Average 
Variance Extracted (AVE). 

All factor loadings exceeded the threshold of 0.70, indicating that each indicator explained more than 49 
percent of its corresponding construct variance (Hair et al., 2021). Cronbach’s alpha values ranged between 
0.760 and 0.823, surpassing the 0.70 benchmark for internal consistency. Similarly, CR values were between 
0.859 and 0.902, suggesting that the constructs demonstrated adequate reliability. The AVE values for all 
constructs were above 0.50, confirming convergent validity. 
 

Table 3. Measurement Model Evaluation 

Construct Indicator Loading Cronbach’s α CR AVE 

Destination Image (DI) 

DI1 0.666 

0.760 0.859 0.671 DI2 0.763 

DI3 0.737 



  

21 
 

Social Media Marketing (SMM) 

SMM1 0.714 

0.790 0.872 0.630 
SMM2 0.675 

SMM3 0.714 

SMM4 0.659 

Customer Experience (CE) 

CE1 0.756 

0.817 0.881 0.655 CE2 0.849 

CE3 0.711 

Tourist Satisfaction (TS) 

TS1 0.806 

0.801 0.874 0.700 TS2 0.805 

TS3 0.723 

Revisit Intention (RI) 

RI1 0.759 

0.823 0.902 0.698 
RI2 0.760 

RI3 0.695 

RI4 0.759 

Source: Author’s computation based on SmartPLS output (2025) 
 
The results confirm that all constructs exhibit satisfactory measurement properties. All loadings exceed 

0.65 and are statistically significant (p < 0.001), thereby meeting the indicator reliability standard. Composite 
Reliability values above 0.80 indicate strong internal consistency, while AVE values greater than 0.50 
confirm that more than half of the variance in the indicators is explained by their respective latent constructs 
(Fornell & Larcker, 1981). 

To further establish discriminant validity beyond the Fornell–Larcker criterion, the Heterotrait–
Monotrait (HTMT) ratio was examined. This approach provides a more stringent test by comparing the 
average correlations across constructs relative to within-construct correlations (Henseler, Ringle, & Sarstedt, 
2015). All HTMT values were below the conservative threshold of 0.85, confirming that each construct is 
empirically distinct from the others. 
 

Table 4. Heterotrait–Monotrait (HTMT) Ratio Assessment 

Constructs DI SMM CE TS RI 

Destination Image (DI) —     

Social Media Marketing (SMM) 0.642 —    

Customer Experience (CE) 0.701 0.688 —   

Tourist Satisfaction (TS) 0.744 0.713 0.773 —  

Revisit Intention (RI) 0.692 0.668 0.749 0.807 — 

Source: Author’s computation based on SmartPLS output (2025) 
 

All HTMT ratios were substantially below 0.85, indicating adequate discriminant validity among the 
latent variables. The highest correlation (HTMT = 0.807) was found between tourist satisfaction and revisit 
intention, which is theoretically justifiable given that satisfaction typically precedes loyalty and behavioural 
intention in tourism models (Chi & Qu, 2008). These results affirm that the constructs are empirically 
distinct, thereby validating the measurement model for subsequent structural analysis. 

 
Structural Model Evaluation 
After confirming the adequacy of the measurement model, the next stage involved evaluating the structural 
model to test the hypothesised causal relationships among destination image (DI), social media marketing 
(SMM), customer experience (CE), tourist satisfaction (TS), and revisit intention (RI). The assessment 
followed the procedure recommended by Hair et al. (2021), which includes examining the coefficient of 
determination (R²), path coefficients, effect size (f²), and predictive relevance (Q²). Bootstrapping with 5,000 
subsamples was used to determine the significance of each path coefficient. 

The model demonstrated strong explanatory power, with an R² value of 0.782 for tourist satisfaction 
and 0.746 for revisit intention. This indicates that 78.2 percent of the variance in tourist satisfaction was 
explained by destination image, social media marketing, and customer experience, while 74.6 percent of the 
variance in revisit intention was explained by destination image, social media marketing, customer 
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experience, and tourist satisfaction. These R² values surpass the 0.50 threshold commonly used in 
behavioural research, signifying substantial predictive accuracy. 

 
Table 5. Structural Model Results 

Hypothesised Relationship Coefficient (β) t-Statistic p-Value Significance 

Destination Image → Tourist Satisfaction 0.315 4.306 0.000 Significant 

Social Media Marketing → Tourist Satisfaction 0.033 0.415 0.678 Not Significant 

Customer Experience → Tourist Satisfaction 0.608 9.063 0.000 Significant 

Destination Image → Revisit Intention 0.211 2.009 0.045 Significant 

Social Media Marketing → Revisit Intention 0.182 2.086 0.037 Significant 

Customer Experience → Revisit Intention 0.352 3.730 0.000 Significant 

Tourist Satisfaction → Revisit Intention 0.286 2.354 0.019 Significant 

Source: Author’s computation based on SmartPLS output (2025) 
 
The results reveal several important insights. First, customer experience exerted the strongest effect on both 
tourist satisfaction (β = 0.608, p < 0.001) and revisit intention (β = 0.352, p < 0.001), confirming that 
emotionally engaging and memorable experiences are critical drivers of loyalty behaviours. Second, 
destination image had a significant positive influence on both satisfaction (β = 0.315, p < 0.001) and revisit 
intention (β = 0.211, p = 0.045), supporting the notion that favourable perceptions shape post-visit 
behavioural outcomes. 

Interestingly, social media marketing was not a significant predictor of tourist satisfaction (β = 0.033, p 
= 0.678), but it did significantly influence revisit intention (β = 0.182, p = 0.037). This suggests that while 
exposure to digital promotions may not directly enhance satisfaction, it fosters behavioural intentions 
through awareness, peer influence, and destination engagement on social platforms. Lastly, tourist 
satisfaction significantly influenced revisit intention (β = 0.286, p = 0.019), consistent with prior findings 
that satisfaction acts as a key mediator linking experience and behavioural loyalty (Chi & Qu, 2008; Prayag 
et al., 2017). 

The model’s effect sizes (f²) indicated that customer experience had a large effect on tourist satisfaction 
(f² = 0.45) and a moderate effect on revisit intention (f² = 0.28), whereas destination image and satisfaction 
exhibited smaller yet meaningful contributions. The predictive relevance (Q²) values, obtained through 
blindfolding procedures, were 0.487 for tourist satisfaction and 0.436 for revisit intention, both exceeding 
zero, thereby confirming that the model possesses predictive accuracy (Hair et al., 2021). 

Collectively, these results demonstrate that cognitive (destination image), digital (social media marketing), 
and experiential (customer experience) antecedents collectively explain visitors’ satisfaction and loyalty 
behaviours toward Selecta Recreation Park. The findings provide empirical evidence that enhancing visitors’ 
affective and experiential engagement remains the most effective strategy for improving satisfaction and 
encouraging repeat visitation. 
 
Discussion 
The structural model results provide significant insights into how destination image, social media marketing, 
and customer experience interact to shape tourist satisfaction and revisit intention in the context of Selecta 
Recreation Park. These findings align with established behavioural and experiential theories, particularly the 
Theory of Planned Behavior (TPB) (Ajzen, 1991), Expectation–Confirmation Theory (ECT) (Oliver, 1980), 
and Experience Economy Framework (Pine & Gilmore, 1999). Collectively, they demonstrate that both 
cognitive evaluations (destination image), affective experiences (customer experience), and digital 
engagement (social media marketing) serve as key antecedents of post-visit satisfaction and behavioural 
loyalty. 

The significant positive relationship between destination image and tourist satisfaction reinforces the 
theoretical position that pre-visit perceptions and affective evaluations strongly influence post-visit 
evaluations. This finding corroborates prior research by Bigne, Sánchez, and Andreu (2001) and Prayag et 
al. (2017), who concluded that image functions as a cognitive filter that frames tourists’ experiential 
interpretations. When a destination is perceived as attractive, safe, and culturally appealing, the resulting 
experience is more likely to exceed expectations, leading to higher satisfaction. The path from destination 
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image to revisit intention further supports the attitudinal–behavioural consistency principle in the TPB 
framework (Ajzen & Fishbein, 2005), suggesting that favourable destination attitudes directly encourage 
tourists to repeat their visits as a form of cognitive consonance and symbolic reaffirmation. 

The results also highlight the central role of customer experience as both a strong predictor of 
satisfaction and a direct determinant of revisit intention. This dual influence reflects the experiential turn in 
tourism behaviour studies, where the quality of sensory, emotional, and social experiences defines perceived 
value and behavioural outcomes (Kim, Ritchie, & McCormick, 2012; Ali et al., 2016). Visitors who 
experience affective engagement, enjoyment, and connection with the environment are more likely to 
develop emotional attachment and loyalty. The strength of this pathway (β = 0.608 to satisfaction; β = 0.352 
to revisit intention) indicates that destination managers should prioritise experience design such as 
aesthetics, interactive facilities, and service quality to sustain long-term revisitation. 

Interestingly, the effect of social media marketing on tourist satisfaction was not significant, diverging 
from certain findings in other contexts (Lim et al., 2024; Keshavarz et al., 2023). This may be explained by 
the distinction between cognitive influence and affective fulfilment. Social media content may attract 
attention and shape expectations but does not necessarily enhance the emotional or experiential satisfaction 
derived from the visit. However, social media marketing did significantly influence revisit intention, 
suggesting that continuous digital engagement after the visit reinforces loyalty by maintaining awareness and 
stimulating nostalgic recall. This observation aligns with brand relationship theory (Fournier, 1998), where 
digital interactions sustain an affective bond even after physical consumption has ended. For Selecta 
Recreation Park, maintaining consistent social media communication through user-generated content, 
updates, and community interaction can therefore serve as an effective loyalty mechanism. 

The significant link between tourist satisfaction and revisit intention confirms its mediating role in the 
behavioural model, in line with Expectation–Confirmation Theory (Oliver, 1980) and empirical findings by 
Chi and Qu (2008). Satisfaction serves as the evaluative state through which both cognitive (image) and 
experiential (customer experience) inputs are transformed into behavioural outcomes. Tourists who feel 
that their expectations have been fulfilled or exceeded are more likely to return and recommend the 
destination to others. This relationship highlights satisfaction as a central emotional anchor that consolidates 
perceptions into commitment. 

The results contribute to theoretical advancement in three ways. First, by integrating destination image, 
social media marketing, and customer experience within a single explanatory framework, the study captures 
both pre-visit and post-visit determinants of loyalty. Second, it empirically demonstrates that experiential 
factors have stronger predictive power than promotional communication, echoing the shift from 
representational to experiential consumption in tourism theory (Holbrook & Hirschman, 1982). Third, it 
situates satisfaction as both a mediating and reinforcing construct, consistent with the dynamic process 
perspective of consumer loyalty formation. 

From a managerial perspective, the findings suggest that enhancing the visitor experience is more 
effective than solely increasing promotional exposure. Destination managers should focus on designing 
immersive experiences that stimulate multiple senses and emotions, supported by authentic storytelling on 
digital platforms. Meanwhile, social media should be strategically utilised not merely as an advertising 
channel but as a relational interface that fosters dialogue, community, and co-created meaning among 
tourists. Continuous engagement through digital content can strengthen the perceived bond between 
visitors and the destination, transforming one-time visitors into advocates. 

Overall, the results substantiate that loyalty is not only a product of marketing communication but 
emerges through the interplay between cognition, affect, and experience. By blending these perspectives, 
the study reinforces a holistic understanding of tourist behaviour and offers actionable guidance for 
sustainable destination management in competitive markets such as Indonesia’s domestic tourism sector. 
 

CONCLUSION 
This study set out to examine how destination image, social media marketing, and customer experience 
influence tourist satisfaction and revisit intention in the context of Selecta Recreation Park, Indonesia. Using 
a quantitative explanatory design and analysed through Partial Least Squares Structural Equation Modeling 
(PLS-SEM), the research provides empirical evidence that experiential, cognitive, and digital factors 
collectively shape tourist loyalty behaviour. The findings confirm that destination image and customer 
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experience significantly affect tourist satisfaction, which in turn strengthens revisit intention, while social 
media marketing primarily exerts its influence through behavioural intention rather than direct satisfaction.  

The study demonstrates that customer experience emerged as the most powerful determinant of both 
satisfaction and revisit intention. This underscores the centrality of emotional engagement, sensory 
stimulation, and social connection in fostering loyalty, in line with the principles of the Experience Economy 
(Pine & Gilmore, 1999). Destination image also played a significant role, revealing that favourable 
perceptions and affective associations developed before the visit are critical to post-visit evaluations. In 
contrast, social media marketing although effective in sustaining awareness and encouraging revisitation did 
not significantly affect satisfaction, highlighting the distinction between cognitive persuasion and 
experiential fulfilment. These results collectively affirm the relevance of the Theory of Planned Behavior 
(Ajzen, 1991) and Expectation–Confirmation Theory (Oliver, 1980) in explaining post-consumption 
behavioural outcomes in tourism. 

From a theoretical standpoint, this study contributes to the growing body of tourism research by 
integrating cognitive (image), digital (social media), and experiential (customer experience) antecedents 
within a single predictive model of satisfaction and loyalty. This integrative framework bridges pre-visit and 
post-visit determinants, offering a more holistic understanding of tourist behaviour. The empirical validation 
of these linkages further extends existing loyalty models by emphasising that experiential quality has a more 
enduring impact on behavioural intention than promotional exposure alone. 

Practically, the findings provide actionable insights for destination managers and tourism policymakers. 
Enhancing visitor experience quality should be prioritised through immersive design, improved facilities, 
and emotionally engaging activities. Social media strategies should move beyond promotional posting 
toward interactive engagement and co-creation with visitors, as sustained online relationships can reinforce 
loyalty. Additionally, maintaining a consistent and positive destination image through authentic 
communication and service excellence is essential to strengthen visitors’ cognitive and affective attachment. 

Despite its valuable contributions, this study acknowledges certain limitations. The sample was drawn 
from a single destination, which may limit the generalisability of findings across different tourism contexts. 
Future studies could expand the model by incorporating moderating variables such as travel motivation, 
perceived value, or cultural background, as well as by adopting a longitudinal or multi-destination design to 
capture changes in loyalty behaviour over time. Further exploration of algorithmic or influencer-based 
marketing could also deepen understanding of digital engagement in tourism loyalty formation. 

In conclusion, this research confirms that loyalty in tourism is not the product of a single determinant 
but the result of the interplay between perceived image, experiential quality, and relational engagement. By 
aligning theoretical perspectives with managerial practice, the study strengthens the argument that 
sustainable visitor loyalty arises when destinations deliver authentic, memorable, and emotionally 
meaningful experiences supported by credible digital communication. Such an approach not only enhances 
revisit intention but also contributes to the long-term competitiveness and resilience of tourism destinations 
in emerging markets. 
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