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ABSTRACT 

The purpose of this study is to examine whether country image, destination image, and self-congruity have 

significant effect on tourist’s revisit intention to Singapore. This study also proposed the mediating role of 
memorable tourism experience in the effect of country image, destination image, and self-congruity on revisit 

intention to Singapore. Sample was collected using a non-probability sampling and convenience sampling 

method. There were 200 respondents voluntarily participated in an online survey. Research findings show that 

all hypotheses were supported by data, except self-congruity that has no influence on memorable tourism 

experience. Country image, destination image, and self-congruity have significant effect on revisit intention of 

Singapore. Research also finds the mediating effect of memorable tourism experience in the effect of country 

image, destination image and self-congruity on revisit intention to Singapore. Theoretically, this research 

findings will invigorate previous studies in destination marketing, especially in the case of tourist’s revisit 

intention. In practical terms, research findings can become input for Singapore Tourism Board to be able to 

develop tourism programs that can encourage memorable tourism experience. 
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1. INTRODUCTION 
 

The tourism sector is one sector that is in great demand by 

consumers (tourists) from various circles. This sector 

includes travel activities to various tourist destinations both 
domestically and abroad. In the period before the COVID-

19 pandemic hit the world widely, Indonesian tourists also 

visited various destinations abroad. One of the countries 
that is a favorite destination for Indonesian tourists is 

Singapore. Singapore is located not far from Indonesia and 

is relatively easy to access. This country offers a variety of 
tourism options, both shopping, medical, MICE, and even 

nature tourism. 
According [1], many Indonesian tourists state that 

Singapore is a disciplined country and highly values time. 
This is known from several tourists who have visited 

Singapore. Moreover, [2] also mentions that Singapore is 

also an orderly country. This can happen because of the 
causative factors if you do not obey the rules properly, for 

example, such as a very large fine if someone is caught 

littering. The fine is around 1,000 Singapore dollars [3]. 
There is interest in Singapore that allows tourists to adjust 

themselves because Singapore is ranked in the top ten as a 

clean country in the world [1]. This gives speculation that 
tourists feel very comfortable and happy when traveling 

from one place to another and make for a good and 
enjoyable tourist experience when visiting Singapore. 

Tourist attractions in Singapore allows tourists to adjust 

themselves because Singapore is ranked in the top ten as a 
clean country in the world [1]. This gives speculation that 

when visiting Singapore, tourists feel very comfortable and 

happy traveling from one place to another and make for a 
good and enjoyable tourist experience when visiting 

Singapore. 

In the tourism industry, the factors that influence tourists to 

revisit include satisfaction, attractiveness, accommodation, 
service, culture, risk [4]. [5] suggested that the factors that 

influence the intention of returning tourists include 

perceived behavioral control, perceived value, destination 
image and satisfaction. Meanwhile, [6] prove that country 

image and destination image influence revisit intention via 

the mediating effect of memorable tourist experience. 
Tourist intention to revisit refers to the extent to which 

tourists have the intention to revisit the destination. 

According to [7], several studies have shown that past travel 
experiences can affect the intention of tourists to revisit a 

tourist destination. [8] stated that a good tourist destination 

can measure several important attributes in revisiting 

intentions. The intention to revisit can be measured by three 
items, namely the tendency to revisit, the desire to revisit 

and revisit the possibility in the near future. 
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From previous discussion, it can be concluded that tourists’ 

intention to revisit to a destination is influenced by several 
factors. This study aims to examine the effect of country 

image, self-congruity and memorable tourism experience 

on the revisit intention of tourists to Singapore 

 

 

2. BACKGROUND 

 

2.1. Country Image 
 

Country image is a belief and perception that consumers 
have about a country. [9] defined a country's image as the 

total impression, belief, and perception that consumers have 

about a country. The image of a country is defined in 

various ways and is considered a multidimensional concept 
in existing studies ranging from social psychology and 

political science to communication and business [10]. [11] 

explained that the image of the country is the consumer's 
belief in a country which includes the level of economic 

development, standard of living, industrialization, and 

technological progress. 
 

2.2. Destination Image 
 

Destination image is a feeling or perception that is valued 
and owned by tourists about a destination visited [10]. 

Furthermore, [10] also defined destination image as the 

image of core tourism products related to tourist attractions 
and tourism facilities that directly meet the core needs of 

tourists. Destination image is generally defined as the sum 

of knowledge, feelings, and overall perceptions that a 

tourist has about a destination [12]. Consequently, 
destination image is one of the most studied constructs in 

tourism research with many different definitions and 

operationalizations [13]. 

 

 

2.3. Self-Congruity 
 

Self-congruity is how a person can conform well with a 
brand image and a product image. [14] defined self-

congruity as a good match between self-image and product 

image. [15] defined that self-congruity as a match between 
a person's self-image and the image of a product, brand or 

product user. Meanwhile, [16] defined self-congruity as 

how much a visitor's self-concept matches the personality 

of a typical user of a brand. 
 

2.4. Memorable Tourism Experience 
 

Memorable Tourism Experience is the existence of an 
impressive tourist experience that is felt by tourists so that 

it becomes a memorable tourist experience for tourists who 

visit the place. [17] defined a memorable tourism 
experience as a subjective mental state felt by participants 

during a service meeting. [18] explained that a memorable 

tourism experience is a subjective evaluation of individuals 
who undergo events related to their tourism activities that 

begin before, during and after the trip. [19] defined a 

memorable tourism experience as a tourism experience that 

is remembered after the event occurred 
 

2.5. Revisit Intention 
 
Revisit intention is an intention and behavior of tourists to 

revisit the place within their available time. [20] explained 

that previous researchers have proved the determinants of 

revisit intention were satisfaction, service behavior, 
perceived value and available attractions. [21] defined that 

revisit intentions are repurchase intentions and behaviors 

that indicate a willingness to recommend and disseminate 
positive information for the services provided. [22] referred 

to revisit intention as consumers' intention to revisit within 

one year and their willingness to frequently travel to a 
destination. 

 

 
 

Figure 1. Research Model 

Country 

Image 

Destination 

Image 

Self-

Congruity 

Memorable 

Tourism 

Experience 

Revisit 

Intention 

Advances in Social Science, Education and Humanities Research, volume 570

1451



 

From the backgrounds and Figure 1, we proposed the 

research hypothesis as follows: 
H1: Country Image has a positive influence on Destination 

Image. 

H2: Country Image has a positive influence on Memorable 

Tourism Experience.  
H3: Destination Image has a positive influence on 

Memorable Tourism Experience. 

H4: Self-Congruity has a positive influence on Destination 
Image.  

H5: Self-Congruity has a positive influence on Memorable 

Tourism Experience. 
H6: Memorable Tourism Experience has a positive 

influence on Revisit Intention.  

H7: Memorable Tourism Experience has a mediating effect 

in the influence of Country Image on Revisit Intention.  
 

3. METHODS 
 

The population of this research are Indonesian tourists who 
have visited Singapore. There were 200 people participating 

in an online survey voluntarily. Collected data were then 

analysed using PLS-SEM software. The first data 
processing is done on the outer model to test the validity and 

reliability. The validity test is seen from the Average 

Variance Extracted value that is higher than 0.5 [23] and the 
loading factor value that is higher than 0.7 [24]. The results 

of the validity test have obtained a number for each variable 

at the loading factor value > 0.7 and in the Average 
Variance Extracted (AVE) with a value > 0.5, thus, we can 

conclude that all the variables in this research are valid. 

In the reliability results, based on the processed results, it is 

stated that the number on the Cronbach's alpha and 
composite reliability values is > 0.6, then the variable is 

reliable. The results of the validity test have obtained a 

number for each variable at the loading factor value > 0.7 
and in the Average Variance Extracted (AVE) with a value 

> 0.5 then all the variables used are valid. In the reliability 

results, based on the processed results, it is stated that the 
score of Cronbach's alpha and composite reliability values 

is > 0.6 which means that all variables are reliable. 

 

The next data processing step is done on the inner model to 
test the hypothesis proposed. Tests in the first study were 

carried out by looking at the R-square (R2) value with a 

value of 0.67 as a substantial category, 0.33 as a moderate 
category, and 0.19 as a weak category [23]. Furthermore, 

the value of the effect size (f2) is stated at 0.02 as a weak 

category, 0.15 as a medium category and 0.35 as a strong 
category [23]. The value of predictive relevance (Q2) that 

can be seen through blindfolding if the value greater than 0  

is 0.02; 0.15; 0.35 which is categorized as weak, moderate, 

and strong variables [24]. At the final step, we also 
conducted a mediation analysis for hypothesis 7. 

 

4. FINDINGS AND DISCUSSIONS 
 
The value of R-square (R2) generated in the destination 

image variable is 0.447 or 44.7%, which means it is 

moderate. Furthermore, the value of the memorable tourism 

experience variable is 0.565 or 56.5% which is moderate 
and the value of the revisit intention variable is 0.450 or 

45% which is moderate. In effect size (f2), it is explained 

that the country image variable has a strong influence on the 

destination image variable with a value of 0.147 and has a 
strong influence on memorable tourism experience with a 

value of 0.171. The self-congruity variable has a strong 

influence on destination image with a value of 0.453 and 
has a strong influence on memorable tourism experience 

with a value of 0.028. The memorable tourism experience 

variable has a strong influence on revisit intention with a 
value of 0.819. Based on the value of predictive relevance 

(Q2), it is explained that the value of the destination image 

variable is 0.227 (medium predictive), the value of the 

memorable tourism experience variable is 0.312 (strong 
predictive), and the value of the revisit intention variable is 

0.340 (strong predictive). 

The results of hypothesis testing in this study can be seen 
from the t-statistical value and p-value contained in the 

bootstrapping test. The following are the results of 

hypothesis testing. 
 

H1: Country Image has a positive influence on Destination 

Image. 

H2: Country Image has a positive influence on Memorable 
Tourism Experience. 

H3: Destination Image has a positive influence on 

Memorable Tourism Experience. 
H4: Self-Congruity has a positive influence on Destination 

Image. 

H5: Self-Congruity has no influence on Memorable Tourism 
Experience. 

H6: Memorable Tourism Experience has a positive 

influence on Revisit Intention. 
H7: Memorable Tourism Experience has a mediating effect 

in the influence of Country Image on Revisit Intention. 

 

The value of R-square (R2) generated in the destination 
image variable is 0.447 or 44.7%, which means it is 

moderate. Furthermore, the value of the memorable tourism 

experience variable is 0.565 or 56.5% which is moderate 
and the value of the revisit intention variable is 0.450 or 

45% which is moderate. In effect size (f2), it is explained 

that the country image variable has a strong influence on the 
destination image variable with a value of 0.147 and has a 

strong influence on memorable tourism experience with a 

value of 0.171.  

The self-congruity variable has a strong influence on 
destination image with a value of 0.453 and has a strong 

influence on memorable tourism experience with a value of 

0.028. The memorable tourism experience variable has a 
strong influence on revisit intention with a value of 0.819. 

Based on the value of predictive relevance (Q2), it is 

explained that the value of the destination image variable is 
0.227 (medium predictive), the value of the memorable 

tourism experience variable is 0.312 (strong predictive), and 

the value of the revisit intention variable is 0.340 (strong 
predictive). 
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Table 1. Hypotheses Testing Results

Code Hypothesis Path 

Coefficient 

t-statistic p-value  Conclusion 

H1 Country Image  Destination Image  0.297 5.130 0.000 Accepted  

H2 Country Image  Memorable Tourism 

Experience  

0.304 5.763 0.000 Accepted 

H3 Destination Image  Memorable Tourism 

Experience 

0.473 6.878 0.000 Accepted  

H4 Self-Congruity  Destination Image 0.521 9.681 0.000 Accepted  

H5 Self-Congruity  Memorable Tourism 

Experience 

0.138 1.825 0.069 Rejected  

H6 Memorable Tourism Experience Revisit 

Intention 

0.671 15.295 0.000 Accepted  

H7 Country Image Memorable Tourism 

Experience Revisit Intention 

0.094 3.657 0.000 Accepted  

 

 
Based on the result of the first hypothesis, country image 

has a positive effect on destination image, which means that 

H1 was accepted. Based on research by [10], country image 
is defined in various ways and is considered a multi-

dimensional concept in existing studies ranging from social 

psychology and political science to communication and 
business. Furthermore, based on research by [25], 

destination image is an important factor that influences the 

decision-making process of tourists, destination 
preferences, satisfaction, and behavioral intentions in the 

future. 

The result of the second hypothesis explains that country 

image has a positive effect on memorable tourism 
experiences, which means that H2 was accepted. [10] 

concluded that the conceptualization of a country's image is 

expressed as the perception of tourists and the impression 
of politics, economy, technology, people's environment and 

other tourism environmental factors of a country. 

Furthermore, supported [17], memorable tourism 
experience was defined as a subjective mental state felt by 

participants during service meetings. 

The result of the third hypothesis explain that destination 

image has a positive effect on memorable tourism 
experience, which means that H3 was accepted. According 

to [26], destination image characteristics can be classified 

as functional such as mental images and physical 
characteristics, and psychological such as general feelings 

and impressions of the atmosphere of the place. 

Furthermore, [27] defined an unforgettable experience as a 
visitor's memory of a trip that affects their emotions both 

positively and negatively, and will influence their intention 

to revisit the place. 

The results of the fourth hypothesis explains that self-
congruity has a positive effect on destination image, which  

 

 
means H4 was accepted.  In their research, [28] stated that 

self-congruity has positively influenced consumer behavior 

outcomes, such as attitudes, satisfaction, and loyalty in 
different contexts. 

The results of the fifth hypothesis explains that self-

congruity has no significant effect on memorable tourism 
experiences, which means H5 was rejected. [29] stated that 

self-congruity ideally and significantly affects the 

evaluation of tourist consumption. 
The result of the sixth hypothesis shows that memorable 

tourism experience has a positive effect on revisit 

intentions, which means that H6 was accepted. Based on the 

research, [10] defined that revisit intention is something that 
can be measured by three items, namely the tendency to 

revisit, the willingness to revisit, and the possibility of 

revisiting in the near future. 
Finally, the result of the seventh hypothesis concludes there 

is a mediating effect of memorable tourism experience in 

the influence of country image on revisit intentions. [30] 
revealed that self-congruity has long been recognized as an 

important aspect in explaining and predicting various 

aspects of consumer behavior towards their travel 

experience. [19] defined seven dimensions that influence 
tourists’ revisit intentions, which are hedonism, 

refreshment, local culture, meaningfulness, knowledge, 

involvement, and novelty. This study strengthens the 
findings of previous studies, stating that tourists’ revisit 

intention can be shaped by country image with the 

mediation of memorable tourism experience. 
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5. CONCLUSIONS 
 

From this study it can be concluded that all research 
hypotheses are accepted except for hypothesis 5.  Country 

image has a positive influence on destination image and 

memorable tourism experience, destination image has a 
positive influence on memorable tourism experience, self-

congruity has a positive influence on destination image, 

memorable tourism experience has a positive influence on 

revisit intention and lastly, memorable tourism experience 
has a mediating effect in the influence of country image on 

revisit intention. Singapore as a tourist destination 

continues to improve its services broadly. This research was 
conducted during the COVID-19 pandemic, however, the 

respondents’ impression on Singapore remains attached. 

This shows the importance of creating tourism offerings 
that are able to form memories. Memorable tourism 

experience can boost tourists’ revisit intention int the future. 

For further research, we suggest to explore other variables 

such as customer ‘s involvement during their visit on a 
destination and also novelty value of destination’s 

offerings.  
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