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ABSTRACT 

As the Pandemic has driven impacted to many fields, there are several Emergency Response that shall be taken 

accordingly as the response to tackle issues in different fields. For instance, in the social sector must be initiated 

social protection programs. Since many people are doing WFH, campaigns on creativity and productivity during 

WFH shall also be enacted. Further, as public activity is also limited which also impact tourism sector, the 

coordination to tackle tourism crises shall be held. The analysis approach is qualitative and quantitative with 

descriptive. Questionnaires administered to 180 individuals are gathered results. The results provide empirical 

evidence that there is significant influence between Experiential Quality and Experiential Value has significant 

effect Revisit Intention and Satisfaction. 

Keyword: Experiential Quality, Experiential Value, Satisfaction, Revisit Intention 

1. INTRODUCTION

The COVID-19 pandemic has impacted the tourism 

industry and the creative economy in Indonesia. In fact, 

started in February 2020, the number of foreign tourist 

coming to Indonesia has decreased drastically which the 

lowest number reached only 158,000 tourist. 

In total, throughout 2020, the number of foreign tourists 

who entered Indonesia was only around 4.052 million 

people. With that said, the number is very concerning, 

because the percentage is only around 25% of the number 

of tourists who has visited Indonesia in 2019. 

Tourism has now become one of the trends of the lifestyle 

of modern society. Tourism is no longer seen as something 

that belongs only to the middle and upper class of society, 

but belongs to all levels of society even in appreciation and 

with a budget that is high vary. From various forms of 

tourism appreciation in the context of places, city tourism 

or urban tourism, including forms of tourism that are 

becoming a trend. The tourism potential in Indonesia itself 

is very large and abundant. Starting from Sabang to 

Merauke with all the diversity of tourism objects owned. 

One of the many areas that have tourism potential is Lake 

Toba. 

Various efforts have been made to maintain and recover 

Indonesian tourism. There are 3 (three) “recovering” phases 

carried out by the Ministry of Tourism and Creative 

Economy/Tourism and Creative Economy Agency 

(Kemenparekraf/Baparekraf), namely Emergency 

Response, Recovery, and Normalization. 

The Emergency Response phase focuses on health, such as 

initiating social protection programs, encouraging creativity 

and productivity during WFH, coordinating tourism crises 

with tourism areas, and preparing for recovery. 

In the upcoming, the recovery measures will be taken as the 

gradual opening of tourist attraction in Indonesia. Several 

efforts on the preparation must be conducted thoroughly, 

starting from the application of the CHSE (Cleanliness, 

Healthy, Safety, and Environmental Sustainability) protocol 

in tourist attractions, as well as supporting the optimization 

of MICE (Meeting, Incentive, Convention, and Exhibition) 

activities in Indonesia. 

Looking at the problems above, especially regarding the 

interest in revisiting (revisit intention), it can be concluded 

that the interest of tourists to return to Lake Toba is 

relatively low, presumably due to the lack of experiential 

quality they get because not all programs can be learned 

during their visit and interest The higher the interest to visit 

other tourist attractions in North Sumatra, the lower the 

interest in returning to the Lake Toba. Considering that low 

return visit intentions will also affect the decrease in the 

number of tourists, it is felt that there is a need for a solution 

to this problem. 

Toba Lake tourism should be able to combine culture with 

tourism in an entertaining way. So that in Lake Toba, which 

also has an edutainment concept, it must be able to focus on 

the quality of experience (experiential quality) that will be 

obtained by tourists, so that they can gain knowledge and 

new experiences after visiting this lake. 

According to Wu [1], Experiential Quality refers to the 

psychological results of the involvement of tourists in 
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tourism activities and is assessed from four dimensions in 

it, namely looking at interaction quality, physical 

environment quality, outcome quality and access quality 

provided to tourists. After that, it is hoped that this 

experiential quality can increase revisit intention which can 

also increase the number of tourist visits to Lake Toba. As 

stated by Wu [1], experience quality and experience 

satisfaction affect tourists' return visit interest.  

Based on previous research conducted by Chen [2, 3] stated 

that experience quality, perceived value and psychological 

well-being had an effect on revisit intention. However, this 

study has not discussed the effect of experiential quality on 

revisit intention specifically. 

2. LITERATURE REVIEW

2.1. Experiential Quality 

Basically experiential quality is an assessment based on the 

superiority or superiority of the customer [2, 4, 5, 6]. 

Quality experience is a process that actively involves 

customers at every touch point and contact at all levels when 

a business relationship is established [7]. Meanwhile, 

according to Hutt [8] states that the quality of experience is 

a quality that can only guarantee customers after buying or 

consuming services or products. 

According Crompton [9] experiental quality is defined as 

"not only the attributes provided by the supplier, but also 

the attributes that were brought to the site by the visitor". 

The evaluation of experiential quality is focused on the 

reflection of the customer attitude and cognitive towards the 

technical and functional benefit of the external service 

environment that were given by the service provider [10, 11, 

12, 13]. However, subjectivity applies on the experiential 

quality which also affected by the feeling of the visitor 

during the visit.[2]. 

2.2. Experiential Value 

According to Mathwick [14], Experiential Value means the 

customers’ experience after utilizing a product or service. 

Perception of Experiential Value is relying on the 

customers’ reaction after the direct use or appreciation 

towards the products and services. Experiential value has 

been defined as the perception and interaction that involves 

the direct use or appreciation of goods and services. These 

interactions provide the basis for the relativistic preferences 

held by the individuals involved [14]. Experiential value 

offers extrinsic and intrinsic benefits [15]. This extends the 

traditional extrinsic-intrinsic conceptualization of 

experiential value to include an activity dimension. 

Consumers judge goods based on price, good or bad goods, 

usability, and money spent. Value is considered as an 

exchange between price and quality received or benefits and 

sacrifices perceived by consumers. A product or service is 

said to have value if the quality or benefit is relatively 

greater than the price paid when it was issued to obtain it. 

The experiential value that consumers have will stick in 

their memory. 

2.3. Satisfaction 

Satisfaction refers to a post-purchase evaluation of product 

quality given pre-purchase expectations [16]. A variety of 

studies have investigated the relationship between service 

quality, satisfaction, and customer loyalty [17, 18, 19, 20, 

21]. There is a debate pertaining the relationship between 

service quality, satisfaction, and loyalty [22]. Whereas the 

customers’ desire to revisit is not always affected by the 

high service quality nor the satisfaction experience of the 

customer. [16, 23, 24]. 

The businesses shall keep an eye on tourists’ satisfaction as 

it will affect their desire to re-visit. Further, the business 

management must be able to recognize the factors of 

tourisms products or services so that the maximum 

satisfaction of the tourists can be obtained. For instance, 

their enjoyment that results to positive experience of the 

tourist. However, tourist’ satisfaction is not always the 

driving cause to re-visit, instead, it is also affected by the 

the destination satisfaction. The majority of tourism 

researchers are of the view that destination satisfaction 

relies on expectations and experience. The feeling of 

satisfactions emerges when performance and expectations 

of products are satisfactory. Expectation is generally 

accepted as a variable that affects satisfaction but there is no 

any conclusive evidence that expectation really causes 

satisfaction or dissatisfaction [25]. 

2.4. Revisit Intention 

Revisit intention has been defined as the most accurate 

predictor on the customers’ willingness to revisit, which 

reflect the readiness and willingness to revisit the same 

destination [26]. Revisit intention has been related to 

quality, value, and destination image, and it can also be 

related to affective components such as satisfaction, 

pleasure, and memory [27, 28]. Consumers make decisions 

to revisit based on recalled autobiographical memories. [29] 

Kim stated that an individual is likely to recall active tourist 

experiences rather than negative ones. [30] Chiang 

considers attitude as an important role on consumer 

behavior and the consumers’ inclusive evaluation. Attitude 

contains Cognitive Components, Affective Components, 

and Behavioral Intentions. 

a. Cognitive component, refers to an individual's opinion

about an object or understanding, acquaintance, and

opinion about a situation, including psychological

activities of perception, imagination, identification,

reasoning, and judgment. Such perceptions are often

integrated from direct experience in the subject of

attitudes or other relevant information.

b. Affective component, relate to the person’s emotions

and perceptions of the subject's attitude. In general,

affection is a one-dimensional variable and is basically

an overall evaluation, that is, a direct expression and an

overall evaluation of a person's attitude.
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c. Behavioral Intention, refers to the tendency or intention

of positive or negative behavior of individuals in an

attitude object. Behavioral intention generally refers to

the likelihood and inclination toward a particular course

of action or a particular approach to action, which an

individual adopts for the subject of an attitude.

Hsing [31] considers intention as the degree to which 

individuals tend to perform certain actions, which can be 

predicted by individuals who are willing to try and practice. 

Behavioral Intention in this study is considered as a visitor's 

Return Visit Intention, the desire to recommend to others, 

and the intention to revisit a place. Referring to Boulding 

[31], repurchase intention and recommendation intention 

are applied in this study to measure consumer's revisit 

intention. 

3. RESEARCH METHOD

This type of research is descriptive quantitative research. 

According to Arikunto [32], a research that has the purpose 

to describe the research object or situation’s characteristic. 

In which, the nature of this research is explanatory research, 

That aims to explain the variables’ position being discussed 

and the relationship between them. [33] 

The population in this study are tourists who have visited 

the tourist area of Lake Toba, North Sumatra, where the 

purpose of their arrival is to spend their free time. Among 

the total population, the number of tourists visiting for 

business and vacation cannot be clearly identified, therefore 

the sample size developed by Krejcie and Morgan, in [34] 

is 180 people using the google form. The sampling 

technique used is non-probability sampling accompanied 

with purposive sampling, by determining the infrastructure 

and services as well as attractions carried out at the 

destination. Followed by determining the distribution of 

infrastructure and services as well as attractions in the 

previously mentioned districts [35]. Hypothetical testing 

uses path analysis. 

H1 = The Effect of Experiential Quality on the Revisit 

Intention 

H2 = The Effect of Experiential Quality on the Satisfaction 

H3 = The Effect of that Experiential Value on the Revisit 

Intention 

H4 = The Effect of Experiential Value on the Satisfaction 

H5 = The Effect of Satisfaction on the Revisit Intention 

4. RESULTS AND DISCUSSION

This study uses path analysis to determine the effect of the 

Experiential Quality and Experiential Value on Revisit 

Intention and Satisfaction. The value of R2 is used to 

measure the level of variation of changes in the independent 

variable to the dependent variable. The R2 value of this 

study can be seen in the following table: 

Table 1 R Square 

Based on Table 1, it can be seen that the value of r square 

of the variable Revisit Intention is 48,5%, which means that 

it is quite strong. Meanwhile 51,5% is explained by 

variables not examined in this study. Meanwhile, the value 

of r square of the variable Satisfaction  is 45,6%, which 

means it is quite strong [33]. Meanwhile 54,4% is explained 

by variables not examined in this study. 

Table 2 T-Statistics and P-Value 

4.1. The Effect of Experiential Quality on the 

Revisit Intention 

The results of this study show that Experiential Quality on 

the Revisit Intention Value is 0.00 less than 0.05, which 

means that there is a positive and significant influence 

between the Experiential Quality on the Revisit Intention. 

As stated by Jin [36] that experiential quality is a 

psychological result received by tourists when they 

participate in a tourist activity at a tourist attraction. From 

the experiential quality received by tourists, it is able to 

produce a behavior that has the Revisit Intention the same 

tourist attraction or the intention to recommend the tourist 

action to family, friends and others. This is in line with the 

statement [37, 38] that the quality of experience with 

experience satisfaction can affect the intention of tourists to 

revisit intention (visit back). 

Perceptions of experiential quality are subjective [39] and 

are the product of individuals’ sociodemographic [40] and 

psychological perspectives [41]. Previous research [42, 40] 

has indicated that individuals perception on experiential 

quality may be varied. According to [43], experiential 

quality comprises of four factors such as hedonics, peace of 

mind, involvement, and recognition, which the consumer 

survey data is obtained from three tourism service sectors 

including hotels, airlines, and tours and attractions. 

Experiental 
Quality 

Revisit 

Intention 

Experiental 
Value

Satisfaction  
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4.2. The Effect of Experiential Quality on the 

Satisfaction 

The results of this study show that Experiential Quality on 

the Satisfaction Value is 0.00 less than 0.05, which means 

that there is a positive and significant influence between the 

Experiential Quality on the Satisfaction. 

This study are consistent and in line with previous research 

that has been carried out by [44] The existence of a good 

quality experience is very useful in creating customer 

satisfaction because the company can touch the emotions of 

each customer for the services that have been felt, on the 

other hand By providing a good quality experience, the 

expectations and expectations of customers can be met. This 

study agrees with the contention of [45] that experiential 

quality is identified as an important indicator of functional 

value. The results of this study indicates that only functional 

value influences experiential satisfaction in addition to 

emotional value, experiential quality and corporate 

reputation. The possible reason is that there are competing 

influences of the dimensions of emotional value, 

experiential quality and corporate reputation on experiential 

satisfaction. [46] showed that the concept of experience 

quality includes tourists' affective responses to the 

psychological benefits they desire from the visiting 

experience. In the context of tourism, service quality refers 

to service performance at the attribute level while 

experience quality refers to the psychological outcomes 

resulting from the participation of tourists in tourism 

activities [2, 9, 47]. The former has been defined as the 

quality of the attributes of a service which are under the 

control of a supplier, while the latter involves not only the 

attributes provided by a supplier, but also the attributes 

brought to the opportunity by the tourist [2] [47].  

4.3. The Effect of that Experiential Value on the 

Revisit Intention 

The results of this study show that Experiential Value on the 

Revisit Intention Value is 0.00 less than 0.05, which means 

that there is a positive and significant influence between the 

Experiential Value on the Revisit Intention. 

The similarities between customer value and experience 

value are numerous; however, research on the value of 

experience is still scarce [45]. According to [45], most 

researchers have agreed that emotional and functional 

features are the main components of customer value. 

Therefore, the measurement of the value of experience in 

this study consists of these two concepts. 

This is in accordance with [48, 49, 37, 50, 51] research 

which also obtained results that consumer satisfaction 

shows a positive direction between previous purchase 

experiences and repeat visits in the future. With the 

experience that is applied using experiential marketing to 

tourists for the services they feel can create a good 

impression in the eyes of tourists so that tourists will be 

interested in making Revisit Intention. 

Researchers often categorize experiential values into four 

distinct groups – consumer return on investment (CROI), 

service excellence, aesthetics, and escape, which [52] also 

classifies as activity dimensions, such as active or reactive 

consumer value [53, 14, 54]. Value arises from consumers' 

interpretations of responses or responses to objects or 

consumption experiences. With hospitality and tourism 

products, the aesthetic value and service excellence can be 

experienced reactively by tourism [55, 56]. In addition, 

some researchers focus on the reasons for tourism (eg, 

destination-oriented experiences) in specific environments 

[57, 58, 59, 54, 60]. 

4.4. The Effect of Experiential Value on the 

Satisfaction 

The results of this study show that Experiential Value on the 

Satisfaction Value is 0.013 less than 0.05, which means that 

there is a positive and significant influence between the 

Experiential Value on the Satisfaction. 

Functional value is defined as the tourist exchange between 

costs and benefits ( [61]. In terms of functional value, the 

perception of utilitarian benefits compared to investment in 

them, plays an important role in the evaluation of health and 

medical products and services, which often require high 

costs [62]. on the other hand, emotional value is referred to 

as the emotional feeling or reaction that the customer gets 

after experiencing it [63]. Or, the emotional value that 

comes from the feelings and emotions that a product or 

service produces on consumers and social values that 

increase the social self-concept that comes from the product 

[64]. 

Experience value has been argued to be more individualistic 

than satisfaction and quality [65] and involves the benefits 

received for the price introduced [66]. Furthermore, 

perceived quality and value are responses to service 

experience, whereas satisfaction is affective [67, 68]. 

4.5. The Effect of Satisfaction on the Revisit 

Intention 

The results of this study show that Satisfaction on the 

Revisit Intention Value is 0.00 less than 0.05, which means 

that there is a positive and significant influence between the 

Satisfaction on the Revisit Intention. 

Customer satisfaction can be interpreted as a feeling that 

arises felt by the party who will buy or enjoy the services 

that will be provided by the supplier or product/service 

provider. According to [69] customer satisfaction is a form 

of after-purchase evaluation where the chosen alternative at 

least exceeds the expectations of the customer. The 

satisfaction felt by the customer causes a person to make a 

return visit intention. [70] revealed that the intention to 

return is the result of the satisfaction that a person feels 

about the product or service that has been felt. Furthermore, 

Nguyen [71] explained that there is a strong relationship 

between customer satisfaction and a person's intention to 

revisit. In line with previous research, research conducted 

by [72] proves that one of the factors that causes someone 

to look back is because they feel satisfied. This study 

reinforces the statement by [73] that satisfaction has a 
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relationship with visitors' past experiences when enjoying 

destinations and makes satisfaction have an important role 

in attracting visitors; return intention. 

This is evidenced from research conducted by [74] which 

found that consumer satisfaction will later affect repeat 

purchase intentions. The results of this study are also 

supported by research conducted by [74] which states that 

Customer Satisfaction has a positive influence on Intention 

to Revisit to a destination based on previous experience. 

Customer satisfaction has an influence on revisit intention 

[67, 75, 76]. [77] show that guest's intention to revisit is 

positively influenced by satisfaction. In addition, research 

by [37] stated that customer satisfaction has a positive 

impact on repeat visits. Satisfying customers is very 

important because it has an effect on customer expectations 

and intentions to revisit intentions. 

5. CONCLUSION

In general, this study explains that Experiential Quality and 

Experiential Value has significant effect on Revisit 

Intention and Satisfaction. The involvement of those two 

variables lead to the uniqueness of this study. Further, this 

study differs with other studies that do not provide holistic 

model that comprises all of the factors impacting on 

tourist’s revisit intention. Lastly, this study focuses the 

tourism industry derived from the tourists’ experience after 

visiting Lake Toba. Practically, this research is meaningful 

for both local and global tourist destinations managers who 

seek to reach and influence tourist revisit intention. 

ACKNOWLEDGMENT 

This study was supported by research funds from 

Universitas Sumatera Utara. 

REFERENCES 

[1] H.-C. Wu, M.-Y. Li and T. Li, "A Study of

Experiential Quality, Experiential Value, Experiential

Satisfaction, Theme Park Image, and Revisit Intention,"

Journal of Hospitality and Tourism Research, pp. 5-7,

2014.

[2] C.-F. Chen and F.-S. Chen, "Experience Quality,

Perceived Value, Satisfaction and Behavioral Intentions

for Heritage Tourists," Tourism Management , vol. 31,

no. 1, pp. 29-35, 2010.

[3] C.-H. Lin, "Determinants of Revisit Intention to a

Hot Springs Destination: Evidence from Taiwan," Asia

Pacific Journal of Tourism Research , vol. 18, no. 3,

pp. 1-22, 2012.

[4] S. Grove, R. Fisk and M. Bitner, "Dramatizing the

service expe-rience: a managerial approach," Advances

in services marketingand management, vol. 1, no. 1, p.

91–121, 1992.

[5] Y. Kao, L. Huang and C. Wu, "Effects of theatrical

elements on experiential quality and loyalty intentions

for theme parks," Asia Pacific Journal of Tourism

Research, vol. 13, pp. 163-174, 2008.

[6] J. Otto and J. Ritchie, "The Service Experience in

Tourism," Tourism Management, vol. 17, pp. 165-174,

1996.

[7] I. Sanjaya, "Analisis Perbandingan Kualitas

Pengalaman dengan Standar Kualitas Layanan bagi

Pelanggan Seluler,," Buletin Pos dan Telekomunikasi,

vol. 1, p. 10, 2013.

[8] M. D. Hutt, T. W. Speh and C. South-Western,

Business Marketing Management: B2B, Boston, MA:

Cengage Learning Asia Pte Limited, 2018.

[9] J. Crompton and L. Love, "The Predictive Validity

of Alternative Approaches to Evaluating Quality of a

Festival," Journal of Travel Research, vol. 34, pp. 11-

24, 1995.

[10] M. K. Brady, J. J. Cronin and B. R. R,

"Performance-only measurement of service quality: A

replication and extension," Journal of Business

Research, vol. 55, no. 1, pp. 17-31, 2002.

[11] J. J. Cronin and S. Taylor, "Measuring Service

Quality - A Reexamination And Extension," Journal of

Marketing, vol. 56, pp. 55-68, 1992.

[12] P. A. Dabholkar, C. D. Shepherd and D. I. Thorpe,

"A Comprehensive Framework for Service Quality: An

Investigation of Critical Conceptual and Measurement

Issues Through a Longitudinal Study," Journal of

Retailing, vol. 76, no. 2, pp. 139-173, 2000.

[13] A. Parasuraman, V. Zeithaml and A. Malhotra, "E-

S-QUAL: A multipleitem scale for assessing electronic

service quality," Journal of Service Research, vol. 7,

pp. 213-233, 2005.

[14] C. Mathwick, N. Malhotra and E. Rigdon,

"Experiential value:Conceptualization, measurement

and application in the catalog and internet shopping

environment.," Journal of Retailing, vol. 77, pp. 39-56,

2001.

Advances in Economics, Business and Management Research,volume 216

189



[15] A. A. (. Barata, Dasar- dasar Pelayanan Prima,

Yogyakarta: Graha Ilmu, 2009.

[16] P. Kotler, J. Bowen and J. Makens, Marketing for

Hospitality and Tourism, 3rd ed ed., Upper Saddle

River, NJ: Pearson Education, 2003.

[17] H. Oh and M. Jeong, "Evaluating stability of the

performance-satisfaction relationship across selected

lodging market segments," International Journal of

Contemporary Hospitality Management, vol. 22, no. 7,

pp. 953-74, 2010.

[18] R. Ramanathan, "An exploratory study of

marketing, physical and people related performance

criteria in hotels," International Journal of

Contemporary Hospitality Management, vol. 24, no. 1,

pp. 44-61, 2012.

[19] U. a. R. R. Ramanathan, "Guests' perceptions on

factors influencing customer loyalty: an analysis for UK

hotels," International Journal of Contemporary

Hospitality Management, vol. 23, no. 1, pp. 7-25.,

2011.

[20] I. Skogland and J. Siguaw, Understanding

Switchers and Stayers in the Lodging Industry, Ithaca,

NY: Cornell University Center for Hospitality Research

Report, 2004.

[21] R. Yee, A. Yeung and T. Cheng, "An empirical

study of employee loyalty, service quality and firm

performance in the service industry," International

Journal of Production Economics, vol. 124, no. 1, pp.

109-20, 2009.

[22] V. Zabkar, M. Brencic and T. Dmitrovic,

"Modelling perceived quality, visitor satisfaction and

behavioral intentions at the destination level," Tourism

Management, vol. 31, no. 4, pp. 537-46, 2009.

[23] R. Reid and D. Bojanic, Hospitality Marketing

Management, 4th ed ed., New York: Wiley, 2009.

[24] V. Zeithaml, M. Bitner and D. Gremler, Services

Marketing: Integrating Customer Focus across the Firm,

New York: McGraw-Hill/Irwin, 2006.

[25] S. Kotoua and M. Ilkan, "Tourism destination

marketing and information technology in Ghana,"

Journal of Destination Marketing & Management, vol.

6, pp. 127-135, 2017.

[26] H. &. K. Y. Han, "An investigation of green hotel

customers’ decision formation: developing an extended

model of the theory of planned behavior," International

Journal of Hospitality Management, vol. 29, no. 4, pp.

659-668, 2010.

[27] T. M. Cheng and C. C. Lu, " Destination image,

novelty, hedonics, perceived value, and revisiting,

behavioral intention for island tourism," Asia Pacific

Journal of Tourism Research, vol. 18, no. 7, pp. 766-

783, 2013.

[28] N. Stylos, V. Bellou, A. Andronikidis and C. A.

Vassiliadis, " Linking the dots among destination

images, place attachment, and revisit intentions: A

study among British and Russian tourists," Tourism

Management, vol. 60, pp. 15-29, 2017.

[29] J. H. Kim, J. R. B. Ritchie and B. Mccormick,

"Development of a scale to measure memorable tourism

experiences.," Journal of Travel Research, vol. 51, no.

1, pp. 12-25, 2012.

[30] S.-C. Chiang, "A Study of the Relationship among

the Experiential Value, Customer Satisfaction and

Behavior Intention – A Case Study of Janfusun Fancy

World," Management Review, vol. 28, no. 2, p. 25–49,

2011.

[31] I.-l. Hsing, "Application of the Theory of Planned

Behavior to Leisure Choice – Predicting and Explaining

the Leisure Intention and Behavior of National Dong

Hwa University Students," Tamsui Journal, vol. 19, p.

79–122, 2012.

[32] S. Arikunto, Research Procedure A Practical

Approach., Edition revision ed., Jakarta: Rineka Cipta,

2010.

[33] P. Sugiyono, Metode Penelitian Kuantitatif,

Kualitatif, dan R&D, Bandung: CV Alfabeta, 2010.

[34] U. Sekaran, Research methods for business,

Hoboken, 2003.

[35] A. Ferdinand, Metode penelitian manajemen,

UNDIP Press, 2014.

[36] N. P. Jin, S. Lee and H. Lee, "The effect of

experience quality on perceived value, satisfaction,

image and behavioral intention of water park patrons:

New versus repeat visitors," International Journal of

Tourism Research, vol. 17, no. 1, pp. 82-95., 2015.

Advances in Economics, Business and Management Research,volume 216

190



[37] H. C. Wu, M. Y. Li and T. Li, "A Study of

Experiential Quality, Experiential Value, Experiential

Satisfaction, Theme Park Image, and Revisit Intention,"

Journal of Hospitality and Tourism Research, vol. 42,

2014.

[38] N. A. Aziz, A. A. M. Ariffin, N. A. Omar and C.

Evin, "Examining the impact of visitors’ emotions and

perceived quality towards satisfaction and revisit

intention to theme parks," Jurnal Pengurusan, vol. 35,

p. 97–109, 2012.

[39] A. R. Graefe and A. J. Fedler, " Situational and

subjective determinants of satisfaction in marine

recreational fishing," Leisure Sciences, vol. 8, pp. 275-

294, 1986.

[40] A. J. Fedler and R. B. Ditton, "A framework for

understanding the consumptiv orientation of

recreational fishermen," Environmental Management,

vol. 10, pp. 221-227, 1986.

[41] B. L. Driver and R. W. Cooksey, Preferred

psychological outcomes of recreational fishing. Paper

presented at the Catch and Release Fishing as a

Management Tool: A National Sport Fishing

Symposium, Arcata, CA: Humboldt State University,

1977.

[42] H. Bryan, "Leisure value systems and recreational

specialization: The case of trout fishermen," Journal of

Leisure Research, vol. 9, pp. 174-187, 1977.

[43] J. E. Otto and J. R. B. Ritchie, "The service

experience in tourism," Tourism Management, vol. 17,

pp. 165-174, 1996.

[44] H.-C. Wu, C.-C. Cheng and C.-H. Ai, "A study of

experiential quality, experiential value, trust, corporate

reputation, experiential satisfaction and behavioral

intentions for cruise tourists: The case of Hong Kong,"

Tourism Management, vol. 66, pp. 200-220, 2018.

[45] Y.-H. “. Yuan and C. “. Wu, "Relationships

Among Experiential Marketing, Experiential Value, and

Customer Satisfaction," The Journal of Hospitality &

Tourism Research, 2008.

[46] J. K. L. Chan and B. Tom, "Ecotourists' Perception

of Ecotourism Experience in Lower Kinabatangan,

Sabah, Malaysia," Journal of Sustainable Tourism, vol.

15, no. 5, pp. 574-590, 2007.

[47] K. MacKay and J. Crompton, "A conceptualmodel

of consumer evaluation of recreation servicequality,"

Leisure Studies, vol. 7, pp. 41-49, 1988.

[48] J. Hyunjin, "The Effect of Experiental Marketing

on Consumer Satisfactionand Revisit Intention of

Beauty Salon," Journal of Fashion Business, vol. 17,

no. 3, p. 41–52, 2013.

[49] S. I. Wahjono, Perilaku Organisasi, 1 ed.,

Yogyakarta: GrahaIlmu, 2010.

[50] Ramdhani and Astuti., "The analysis of

relationship between experientialmarketing, service

quality,visitors’ satisfaction, and Revisit Intention:

studyon tourism industry," Diponegoro International

Journal of Business, vol. 2, no. 2, p. 107–111, 2019.

[51] M. Wulanjani and W. Derriawan, "Dampak

Utilitarian Value DanExperiential marketing Terhadap

Customer Satisfaction Dan Revisit Intention.Jurnal

Riset Manajemen dan Bisnis," Jurnal Riset Manajemen

Dan Bisnis.JRMB, vol. 2, no. 2, p. 121–130, 2017.

[52] M. Holbrook, "The nature of customer value: an

axiology of services in the consumption experience,"

Sage Publications, pp. 21-71, 1994.

[53] Y. Yuan and C. Wu, "Relationships among

experiential marketing, experiential value, and

customersatisfaction," Journal of Hospitality and

Tourism Research, vol. 32, no. 3, pp. 387-410, 2008.

[54] C. Mathwick, N. Malhotra and E. Rigdon, "The

effect of dynamic retail experiences on experiential

perceptionsof value: an Internet and catalog

comparison," Journal of Retailing, vol. 78, no. 1, pp.

51-60, 2002.

[55] M. Gallarza, I. Gil Saura and F. Arteaga Moreno,

"The quality value satisfaction loyalty chain:

relationshipsand impacts," Tourism Review, vol. 68, no.

1, pp. 3-20, 2013.

[56] C. Wu and R. Liang, "Effect of experiential value

on customer satisfaction with service encounters in

luxury-hotel restaurants," International Journal of

Hospitality Management, vol. 28, pp. 586-593, 2009.

[57] R. Cader, S. Campbell and D. Watson, "Cognitive

continuum theory in nursing decision-making," Journal

ofAdvanced Nursing, vol. 49 , no. 4, pp. 397-405, 2005.

Advances in Economics, Business and Management Research,volume 216

191



[58] R. Cooksey, "Commentary on ‘cognitive adaption

and its consequences: a test of cognitive continuum

theory," Journal of Behavioral Decision Making, vol.

13, pp. 55-59, 2000.

[59] M. Dhami and M. Thomson, "On the relevance of

cognitive continuum theory and quasirationality

forunderstanding management judgment and decision

making," European Management Journal, vol. 30, no.

4, pp. 316-326, 2012.

[60] K. Hammond, R. Hamm, J. Grassia and T.

Pearson, "Direct comparison of the efficiency of

intuitive andanalytic cognition in expert judgment,"

IEEE Transactions on Systems, Man, and Cybernetics,

vol. 17, no. 5, pp. 753-770, 1987.

[61] Y. Choi, J. Kim, C.-K. Lee and B. Hickerson, "The

Role of Functional and Wellness Values in Visitors'

Evaluation of Spa Experiences," Asia Pacific Journal of

Tourism Research , vol. 20, no. 3, pp. 263-279, 2015.

[62] J. N. Goodrich and G. E. Goodrich, "Health-care

tourism — an exploratory study," Tourism

Management, vol. 8, no. 3, pp. 217-222, 1978.

[63] L. L. Berry, C. L. P and S. H. Haeckel, "Managing

the Total Customer Experience," MIT Sloan

Management Review , vol. 43, no. 3, 2002.

[64] H. S. Kim and B. Choi, "The Influence of

Customer Experience Quality on Customers' Behavioral

Intentions," Services Marketing Quarterly, vol. 34, no.

4, 2013.

[65] H. Oh, "The Effect of Brand Class, Brand

Awareness, and Price on Customer Value and

Behavioral Intentions," Journal of Hospitality &

Tourism Research, vol. 24, no. 2, pp. 136-162, 2000.

[66] V. A. Zeithaml, "Consumer Perceptions of Price,

Quality and Value: A Means-End Model and Synthesis

of Evidence," Journal of Marketing, vol. 52, no. 3, pp.

2-22, 1988.

[67] D. A. Baker and J. L. Crompton, "Quality,

satisfaction and behavioral intentions," Annals of

Tourism Research, vol. 27, no. 3, pp. 785-804, 2000.

[68] J. J. Cronin, J. M. K. Brady and G. M. Hult,

"Assessing the effects of quality, value, and customer

satisfaction on consumer behavioral intentions in

service environments," Journal of Retailing, vol. 76, no.

2, pp. 193-218, 2000.

[69] A. Tjiptono, Service management, Andi, 2017.

[70] R. S. Muslikhah, Y. Astuti and M. Mahyuddin,

"Pengaruh Kepuasan Konsumen Dan Kepercayaan

Merek Pada Niat Berkunjung Kembali Hotel Di

Yogyakarta," Jurnal Manajemen, vol. 5, no. 1, 2016.

[71] B. N. Viet, H. P. Dang and H. H. Nguyen, "Revisit

intention and satisfaction: The role of destination

image, perceived risk, and cultural contact," Cogent

Business & Management , no. 1, 2020.

[72] H. Ha, S. Janda and S. Muthaly, "Development of

brand equity: evaluation of four alternative models,"

The Services Industries Journal, vol. 30, no. 6, pp. 911-

928, 2010.

[73] B. Guntoro and T. Hui, "2013.Travel Satisfaction

and Revisit Intention of Chinese Visitors: the Case of

Singapore," Advances in Hospitality and Leisure, vol.

9, pp. 29-47, 2013.

[74] J. Kim, "The impact of memorable tourism

experiences on loyalty behaviors: The mediating effects

of destination image and satisfaction.," Journal of

Travel Research, vol. 57, no. 7, pp. 856-870, 2018.

[75] J. Petrick, "Development of a multidimensional

scale for measuring the perceived value of a service,"

Journal of leisure research, vol. 34, no. 2, pp. 119-134,

2002.

[76] M. P. Pritchard and D. R. Howard, "The Loyal

Traveler: Examining a Typology of Service Patronage,"

Journal of Travel Research, vol. 35, pp. 2-10, 1997.

[77] H. Han and K. Back, " Investigating the effects of

consumption emotions on customer satisfaction and

repeat visit intentions in the lodging industry," Journal

of Hospitality and Leisure Marketing, vol. 15, no. 3, p.

5–30, 2006.

[78] P. Kotler, J. Bowen and J. Makens, Marketing for

Hospitality and Tourism, 3rd ed. ed., Upper Saddle

River, NJ: Pearson Education, 2003.

Advances in Economics, Business and Management Research,volume 216

192




