
 

 

Revisit Intention at Menganti Kebumen Beach After 

The End of The Covid 19 Pandemic for Young 

Visitors 

Sigit Wibawanto1*, Dodi Setiawan Riatmaja2, Dinda Sukmaningrum3 

1Universitas Putra Bangsa, Jawa Tengah,, Indonesia 
2,3Universitas Amikom, Yogyakarta, Indonesia 

ABSTRACT. 

This study aims to examine the effect of experience quality and personality traits on revisit intention and customer 

satisfaction as a mediation. The research population is all visitors who want to revisit Menganti Beach tourism 

after the Covid-19 pandemic. The research sample was 225 respondents using the purposive sampling method. 

The results show that experience quality and personality traits affect visitor satisfaction, in experience quality and 

personality traits affect revisit intention. Visitor satisfaction is also able to mediate between experience quality 

and personality traits on revisit intention. The conclusion of the study shows that revisit intention can occur if 

visitors have a quality experience from the visit as well as personality traits that reflect a willingness to return 

with satisfaction received from previous visits. 

experience quality, personality traits, visitor satisfaction, Menganti Beach 

1. INTRODUCTION 

The post-COVID-19 tourism industry has a unique opportunity to thrive beyond pre-pandemic periods. This 

results from global communities' overwhelming need for a change in routine. Governments worldwide have 

enforced activity-limiting measures and travel restrictions, resulting in immense feelings of confinement. Over 

1.5 billion students had to stay home due to school closures and restricted travel between cities and countries.The 

decline of international arrivals has been severe in 2020, with the World Tourism Organization (UNWTO) 

reporting up to a 70% decrease, resulting in a loss of $730 billion in export revenue for the first eight months of 

the year [2]. Research conducted by Alvara Research Center indicates a significant desire among people to travel, 

with 21% expressing high enthusiasm and 8.5% indicating a desire to hang out among the total respondents [3]. 

Since the first confirmed cases of COVID-19 in March 2020, Indonesia's society and individuals have been 

affected by confusion, fear, anxiety, and fatigue. People have experienced isolation and minimized face-to-face 

contact, causing depression. The tourism industry has undoubtedly been impacted under such extraordinary 

circumstances and remains uncertain when it will recover after the various restrictions imposed upon it. Tourism 

restrictions have curbed individuals' desire to travel and participate in tourism activities. Numerous studies have 

examined the correlation between COVID-19 and tourism, including research highlighting the detrimental effects 

on the industry[4] [5] and investigations into post-pandemic tourism recovery [6]. 

The COVID-19 pandemic has been devastating, with many individuals experiencing a sense of diminished 

personal agency [7]. Researchers have introduced personality traits to establish how personal needs drive 

consumer behavior. Known as the Big Five theory, the framework was established by Goldberg [8]. Personal 

values, as claimed by Hofstee [9], are a supplementary influence. Values have been integrated into the model by 

McAdams [10] and McClelland [11]. Personality traits and personal values are integrated into a model to examine 

their empirical relationship. Consistent technical terms are used, and the language is objective and formal while 

adhering to standard conventions and avoiding bias. Additionally, clear structure and logical progression are 

maintained throughout the text. It is determined through these traits how strongly people perceive their 

experiences, particularly about tourism services, and if it influences their intention to travel. 

This study examines the potential resurgence of tourism following the conclusion of the COVID-19 pandemic, 

particularly among return visitors.  The customer experience is crucial in sustaining long-term relationships 

between organizations and their patrons [12]. Pine and Gilmore propose a distinctive customer experience through 

a marketing lens, incorporating emotional, physical, intellectual, or spiritual elements [13]. 

The aspect of customer experience is founded on customer values and the industry's efforts to provide such an 

experience. Holbrook and Hirschman underwent a business shift from service-based to experience-based [14].  
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This point is also emphasized in the works of Kim et al. [15], Verhoef et al. [16], and Pine and Gilmore [13]. The 
industry must exercise control over consumer reactions as anticipated to attain a competitive edge by prioritizing 
customer experience[13], leading to a lasting association between both parties[17]. Consequently, ensuring that 
visitors desire to return in the future is imperative. Revisit intention pertains to the tourists' or visitors' inclination 
or plans to revisit a particular destination, as noted by Cole and Scott [18]. 

This research yields two key insights about revisiting an establishment. Firstly, personality traits have a 
favourable effect on reinforcing visitors to enhance experience quality via Baggozzi's integrative theory approach 
[19]. Revisiting tourist destinations has a strong positive correlation with both customer satisfaction and overall 
experience ([20];[21]; [22]; [23]; [24]; [25]; [23]. Additionally, past vacation experiences play a significant role 
in shaping revisit intentions [26]; [20]; [27]. Given the current pandemic conditions, it remains unclear if and how 
these factors will be impacted in the future. Limited studies have connected personality traits to service products, 
particularly within the tourism industry. Personality arises from the affective nature of what is owned, indicating 
an appreciation for the experience [28]. The impact of the pandemic on personality and previous experiences' 
influence on revisit intention was examined in the tourism industry post-pandemic, specifically on Menganti beach 
tourism in the Kebumen district, Indonesia. 

2. LITERATURE REVIEW AND HYPOTHESIS 
Revisit intention is a useful concept for tourists interested in engaging in a previously enjoyed activity or re-

visiting a particular facility or destination [29]. As per Cole and Scott, revisit intention is characterized as a 
traveller's desire or intention to return to the same destination [18]. What's more, both studies differentiate between 
overall satisfaction and the quality of experience, the latter being defined as the benefits or outcomes derived from 
visiting. Repeat visits are often used by marketing researchers to evaluate businesses. It is accepted that repeat 
visits are a phenomenon and an attraction of travel destinations that rely heavily on visitors [30]; [31]. Various 
studies have examined the main antecedents of previous vacation experiences that have an impact on visitors' 
intention to re-visit the destination [26]; [20]. 

2.1. Personality Traits 
Personality is a set of behavioural, cognitive, and emotional patterns that develop from biological and 

environmental factors [32]. Traits refer to habitual patterns of behaviour, thought, and emotion. Freud, the first 
psychologist to present a theory of personality, described it as dynamic, multiple, and cumulative. The personality 
is divided into three layers or elements: Personality studies in marketing, developed by Goldberg [33], utilize the 
Big-Five theory, which categorizes personality traits into five dimensions of the model (O.C.E.A.N): openness to 
experience, conscientiousness, extraversion, agreeableness, and neuroticism. A unified model integrating both 
traits and values is needed to empirically test the relationship between personality traits and personal values. The 
model of personality traits has been extensively researched [34]; [35]. It combines personality traits into five 
dimensions openness to experience, agreeableness, extraversion, conscientiousness, and emotional stability which 
are orthogonal to each other. 

The empirical study puts forward multiple hypotheses concerning the impact of personality traits, particularly 
openness to experience, on the quality of aesthetic experience. Leder, Belke, Oeberst, and Augustin posited that 
aesthetic appreciation involves not only cognitive processes but also affective processes that are influenced by 
dispositional variables such as personality and values [36] [28]. Personality traits exhibit unique behaviours and 
unorthodox evaluations [37], as well as openness to experience [38]. The openness to experience aspect comprises 
of six components: fantasy, aesthetics, feelings, actions, ideas, and values. According to Zuckerman [39], five of 
these factors represent the internal type of experience-seeking, while actions represent the external type, although 
all disclose an interest in experience [40]. 

Research indicates that individuals with introverted tendencies have a more limited scope and intensity of 
interests [37] and fewer hobbies or pleasures [41] compared to those with open tendencies. Therefore, we propose 
the following hypotheses:  
H1. Openness to experience is directly and positively linked to experience quality;  
H2. Openness to experience is directly and positively linked to revisit intention;  
H3. Openness to experience positively and directly correlates to revisit through the quality of the experience 
provided. 

2.2. Experience Quality 
Experience quality pertains to the psychological impacts stemming from customer involvement. Specifically, 

it denotes an-affective response to socio-psychological benefits sought by the customer. According to Holbrook 
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and Hirschman's [14] definition, customer experience represents the entire interaction that customers have with a 
particular business. Kotler et al. posit that customer experience involves adding value to customers who purchase 
products and services through customer participation and connection, by managing all aspects of the encounter 
[42]. In light of the crucial role customer experience plays, many organizations presently focus on holistically 
designing and delivering total customer experiences that generate superior customer value [43]. Kim and 
colleagues [15] assert that companies must prioritize creating memorable experiences and promoting economic 
value, rather than solely producing goods and delivering services. Similarly, Haeckel and colleagues [43] argue 
that competitive advantage is contingent on customer experience, rather than the traditional factors of price, 
quality, and service. 

Customer experience is conceptualized in three stages: pre-purchase, purchase, and post-purchase [44]; [45]. 
Pre-purchase pertains to the experience before purchase, starting from the initial recognition of a 
need/goal/impulse to the consideration of fulfilling that need/goal/impulse with a purchase [46]. The initial stage 
of purchasing centres on marketing activities/marketing mix [47], as well as the environment and atmosphere 
[48], [49]. During the post-purchase phase, the key focus should be on the consumption experience [14] as well 
as repurchase [50]. The positive message tourists receive from a tourist spot service through the visit process plays 
a crucial role in customer experience in the tourism industry. Increasing positive behavioural intentions requires 
attention to this aspect. Experience quality should be understood as an emotional reaction from tourists to the 
desired social-psychological advantages. This study found that there can be a strong personal influence on 
experience quality that impacts evaluation results and future decisions. The study aims to create customer 
satisfaction through the psychological experience. Experience quality may impact customer satisfaction, as argued 
by Otto and Ritchie [51], Verleye [52], and Deshwal [53]. Various studies have explored the indirect effect on 
repurchase intention through satisfaction, such as those conducted by Oh and Jeong et al. [54]. As a result, the 
following hypothesis is supported: 
H4. The quality of experience has a direct and positive correlation with visitor satisfaction.  
H5. Visitor satisfaction, in turn, leads to greater intention to revisit. 

2.3. Visitor Satisfaction 
Customer satisfaction is commonly used in marketing as a metric for evaluating products and services that 

meet or surpass customer expectations. While sales and market share are indications of company performance, 
satisfaction serves as the most reliable predictor of customers' likelihood of making repeat purchases. Extensive 
research has shown that customer satisfaction has the most significant impact on retention rates. This is because 
it increases the probability of customers returning in the future. Customer satisfaction studies have identified a 
significant emotional factor, specifically, affective [55](Westbrook and Oliver, 1991). To determine overall 
satisfaction, cognitive and affective components reciprocally influence each other over time [56](Homburg, et. al, 
2006). Customer satisfaction increases with prolonged product use or interaction with services, based on 
comparing expectations and performance perceptions. Satisfaction evaluates the extent to which a consumer is 
satisfied with a product feature, similar to attitude. Pfaff [57] developed cognitive and affective satisfaction 
models as alternatives. Some studies suggest that consumers purchase goods and services to combine hedonic and 
utilitarian benefits [58]. The evidence suggests that consumers purchase products with hedonic benefits, which 
are associated with sensory attributes and product experiences. The purchase of products with utilitarian benefits 
is typically linked to the instrumental and functional attributes they possess. 

Tourism satisfaction is assessed by examining destination attributes using a satisfaction scale ranging from 
satisfied to dissatisfied [59] or a similar scale ranging from happy to unhappy [20]. By assessing tourist 
satisfaction, attribute models can be developed to provide significant managerial insights. However, tourists often 
encounter the issue of being incapable of objectively assessing product offerings and frequently adding their 
interpretations, leading to subjective evaluations [60]. Additionally, tourists typically do not provide a 
comprehensive evaluation of each characteristic and tend to exhibit bias towards certain characteristics over others 
[61]. In the measurement of visitor satisfaction with destination attributes, scores are determined by the attributes 
selected for the measuring instrument. The conceptual model utilized to address visitor satisfaction is a distinct 
construct that allows for empirical assessment of its relationship with antecedents. The current management of 
the tourism industry demonstrates continued growth and economic value in vacation destinations, which heavily 
rely on repeat visits [62]; [63]. Tourist satisfaction, including attractions, accommodations, accessibility, facilities, 
and activities, plays a crucial role in ensuring repeat visits, and meeting expectations [64]. Thus, these findings 
support the following hypothesis: 
H6. The level of visitor satisfaction is positively correlated with their intention to revisit the location. 



 
 
 
 
 
 

 
 
 
 
 
 

 

 

1. I still have interesting images of Menganti Kebumen 
beach 

2. I still remember seeing the beauty of Menganti Kebumen 
beach 

3. I feel amazed by the beauty of Menganti Kebumen beach 
4. I have a dream to return to Menganti Beach next time feel 

that Menganti Beach is the right place to pleasure 
vacation. 
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The hypotheses presented above lead us to propose an explanatory model of personality traits, experience 
quality, visitor satisfaction, and revisit intention, which is illustrated in Figure 1. The model outlines causal 
connections between these variables and provides a logical progression of information. We avoid biased language 
and employ clear, objective terminology to maintain academic writing quality. Consistent citation and adhering 
to formal register and grammatical correctness are also crucial elements of our writing. The hypotheses presented 
above lead us to propose an explanatory model of personality traits, experience quality, visitor satisfaction, and 
revisit intention, which is illustrated in Figure 1: 

 

Personality Traits 
(Openness to experience) 

Experience 
Quality 

Visitor 
Satisfaction 

Revisit 
Intention 

H1 

H2 H3 
H4 

H5 

H6 

Figure 1. Proposed Causal Model. 

3. METHODOLOGY 
Visitors at Menganti Beach in Kebumen, Indonesia comprise the investigation population. The research site 

was chosen for specific reasons. Primarily, tourism services offered by attraction managers have been 
comparatively less studied by destination marketing scholars [65]; [23]. Second, recent research has investigated 
people's response to travel intentions after more than two years of the COVID-19 pandemic affecting virtually the 
entire world. This is relevant to the constructs proposed in our model. For instance, the need for social affiliation 
has a significant relationship with the desire to revisit travel after the pandemic, as found [66]. 

Menganti Beach has a large population of visitors. A total of 320 questionnaires were distributed to visitors 
after they visited Menganti Beach. Out of these questionnaires, 281 were completed correctly and can be used to 
test the hypothesis. The data was collected between August and February of 2022. Different constructs were 
measured, and their origin is shown on the relevant level of tested validity and reliability scales to make them 
suitable for the studied area. Additionally, all scales used in this study were unidimensional. 

To test the proposed hypotheses, we employed structural equation analysis. Various methods exist that 
facilitate the application of structural equation methods, predicated on covariance adjustment (such as the amos 
or lisrel programs). Yet, alternative techniques, like the partial least squares (PLS) technique, purportedly 
represent a potent analytical method [67]. Several marketing studies have demonstrated the superiority of the PLS 
technique over other techniques [68]; [69]. Additionally, PLS avoids the issues associated with techniques based 
on adjusting for existing covariance [70]. Utilization of pls is conditional on certain factors [71]. Our hypotheses 
focus on constructing a model of marketing literature, giving attention to predictive causal analysis associated 
with the PLS technique. 

Table 1 Indicators, Composite Reliability, And Average Variance Extract (AVE) 

 Indicators Composite 
reliability 

AVE 

Openness to 
experience 
[39] 

0,919 0,696 

Experience 
Quality [51]  

1. I fondly recall my experience of Menganti Beach's 
natural splendour. The serene and secure ambience of 
Menganti Beach has a soothing effect on my mind.  

0,932 0,775 



2. The serene and secure ambience of Menganti Beach has a 
soothing effect on my mind. 

3. I aspire to revisit Menganti Beach during any future 
travel plans. 

4. I believe that tourism at Menganti Beach is important to 
visit in the future. 

1. I see that the manager has presented Menganti Beach 
tourism services well 

2. I feel safe/calm and pleasant when enjoying Menganti 
Beach tourism 

3. I feel the current tourist service to be a reference for 
future tours. 

4. I feel pleasant memories of travelling again in the future 
5. I feel access to information and ease of travelling again in 

the future. 
1. I plan to explore other attractions near Menganti beach 

tourism.  
2. I intend to revisit Menganti Beach in the future.  
3. I will schedule another visit during my next vacation 
4. I suggest to my relatives and friends that they consider 

visiting Menganti Beach. 
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Visitor 
Satisfaction 
[59] 
  

0,917 0,687 

Revisit 
Intention [72]; 
[73], [74]) 
 

0,924 0,752 

Table 2 Discriminant validity 

 OE EQ VS RI 

Openness to experience 0.834    

Experience Quality 0.549 0.880   
Visitor Satisfaction 0.556 0.795 0.841  

Revisit Intention 0.546 0.744 0.786 0.867 
a The diagonal elements represent the square root of the average variance extracted (AVE) for each construct, while 
the remaining values represent the correlations between the constructs. 

4. RESULTS AND DISCUSSION 
4.1. Respondent Characteristics 

The study participants were classified by gender, type of current activity, and place of residence, along with 
responses to an open-ended question about intentions to revisit. Of the 281 participants, a majority identified as 
male, with 172 (61.21%), while 109 (38.79%) identified as female. The findings suggest a potential gender 
imbalance among those who may revisit. The majority of daily activities involve school and higher education 
(65.12%), followed by private pursuits (28.11%), and freelance work (6.76%). Regarding place of residence, most 
respondents reside in the city where tourism is concentrated (72.59%), with a smaller proportion from surrounding 
areas (18.15%), and a minority from other cities outside Central Java province (9.25%). The reason for my intention 
to revisit Menganti Beach is that it is located near my residence and boasts a stunning view distinct from the 
surrounding beaches. Additionally, despite being compared to tourist beaches in Bali, Menganti Beach holds its 
unique charm. 

4.2. Measurement Model 
The reliability of each item was assessed by analyzing the loadings or simple correlations of the indicators with 

their respective constructs. The findings demonstrated that all indicators surpassed the suggested 0.55 threshold as 
introduced by Falk and Miller [71] during the scale's initial development. Furthermore, Carmines and Zeller 
recommended that the indicators should be above the 0.707 level [75]. Additionally, we utilized composite 
reliability to assess construct reliability as it is regarded as a more suitable measure than Cronbach's alpha [70]. 
According to Table 1, all constructs exhibit reliability as their composite reliability values surpass the threshold of 
0.7 and even the stricter 0.8 [76]. 
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Evaluating convergent validity employs Fornell and Larcker's [70] average variance extract (AVE) 
measurement. AVE should exceed 0.50, implying that over half of the construct, variance is resultantly accounted 
for by its indicators. Table 1 reveals that the AVE values for all constructs are greater than the reference values set. 

To evaluate discriminant validity, Fornell and Larcker suggested contrasting the AVE of each component with 
the shared variance among the components in the model such that the former surpasses the latter [70]. In this 
analysis, we compared the square root of the AVE measure with the correlations among the components in Table 
2. To establish the discriminant validity of a construct, it is essential for the square root of the average variance 
extracted (AVE) to be higher than the correlation between each construct and the other constructs. The AVE's 
square root was significantly greater than the correlations between the constructs in all cases, allowing us to verify 
the existence of discriminant validity (from the discriminant validity scale statement) [77]. 

4.3. Structural Model Fit 
Structural model evaluation uses a measure of the predictive power of the dependent latent variable, such as the 

amount of variance in the construct explained by the model, which should be greater than or equal to 0.1 [71]. The 
contribution of the predictor variables to the explained variance of the endogenous variables is evaluated with the 
help of the path coefficient (b), to be considered significant it must explain at least 1.5% of the predetermined 
variance. Finally, the significance of the path coefficients was checked by analyzing the t-values of the parameters 
obtained using the bootstrap non-parametric resampling technique, following the indications given by Chin [67]. 
Thus, 281 sub-samples were generated using the t-Student distribution with 2-tailed and 280 degrees of freedom 
(n-1, where n represents the number of sub-samples) to calculate the significance of the path coefficient (b), 
obtaining the values: t(0.01;280) = 2.5934; t(0.001;280) = 3.3255. The resulting significance level of the structural 
path determines the acceptance or rejection of the proposed hypothesis (Table 3, Figure 2). 

The tested hypotheses' overall acceptance is demonstrated in terms of the explained variance of the three 
endogenous variables (refer to Figure 2). The model displays satisfactory predictive power, with all endogenous 
constructs achieving an explained variance greater than 0.1, the reference value established by Falk and Miller [71]. 
The hypotheses that explain the direct relationship between openness to experience, experience quality, and visitor 
satisfaction, which combine to build the revisit intention construct (H2, H5, and H6), have been accepted at 
satisfactory significance levels and with path coefficient values. 

Table 3 Results of the structural model 

Hypothesis  
Original 
Sample 

(O) 

Sample 
Mean (M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) P Values 

X -> Y1 0.549 0.546 0.055 9.909 0.000

X -> Y2 0.436 0.434 0.052 8.372 0.000

X -> Y3 0-487 0.484 0.060 8.138 0.000

Y1 -> Y2 0.795 0.793 0.027 29.523 0.000

Y1 -> Y3 0.683 0.679 0.044 15.651 0.000

Y2 -> Y3 0.493 0.495 0.074 6.656 0.000
a When the t-value obtained using the Bootstrap technique exceeds the t-Student t-value (0.001;280) 3.3255, the hypothesis is accepted (po0:001) 
(***). 
b When the t-value obtained using the Bootstrap technique exceeds the t-Student t-value (0.01;280) = 2.5934, the hypothesis is accepted (po0:01) 
significance (**). 

Regarding the effect of openness to experience, this construct is directly related to experience quality and revisit 
intention, H1 and H2 are accepted with a high level of significance. Openness to experience contributes 54.9% and 
11.2% to the explained variance of experience quality and revisit intention, respectively. It can be noted that the 
high values for the path coefficients of the relationships with the previous constructs have indirect effects through 
experience quality (Table 4). 

Concerning the role of openness to experience, this trait is related to building experience quality and revisit 
intention. Thus, H3 has been accepted with a significance level of po0:000, and contributes 37.5% to the explained 
variance of revisit intention. Experience quality has a direct effect on visitor satisfaction (Table 4), contributing 
79.5%. However, experience quality also has a direct effect on revisit intention (corroborating the findings of, 29% 
[16]). H5 has been accepted with a significance level of po0:00, and the contribution of visitor satisfaction is about 
39.2% to the variance of experience quality. Finally, H6 has also been accepted, by the findings of authors such as 



 

 

 

[59], [20], [21], [22], [23], with a significance level of po0:00, and this trait contributes about 49.3% to the explained 
variance of revisit intention. 

 
Figure 2. Supported hypotheses in the structural model 

Table 4 Total effects on revisit intention 
  Direct effects Indirect effects Total effects 
OE -> EQ  0.549  0,549 
OE -> RI  0.112 0.375 0.436 
OE -> RI    0.487 
EQ -> VS  0.795 0.436 0.795 
EQ -> RI  0.290 0.392 0.683 
VS -> RI  0.493  0.493 

The total effects in bold are those which can be considered significant. 

5. CONCLUSION 
The core of this research consists of testing the explanatory model of revisit intention, visitor satisfaction, and 

experience quality derived from customers' psychological traits, especially those related to personality traits 
(openness to experience). The findings lead to interesting and useful conclusions for tourism management in the 
place. 

First, with authors such as Baggozzi [19], we have found a direct positive relationship between openness to 
experience and experience quality. Therefore, if they are more open to experience, young visitors will have more 
substantial experiences to remember. This means, on the other hand, that young visitors who have experience 
quality will be more likely to have the intention to revisit in the future. Therefore, to make young visitors excited 
to recall the visit, the tourism service providers in the venue should continue to provide a unique experience; that 
is, the need to have a good experience should be met by providing excellent services. On the other hand, young 
visitors who are open to having an experience feel the need for the quality of the resulting experience to form a 
firm intention to remember it and can plan to visit again. 

Other results also show that experience quality influences visitor satisfaction and revisit intention, as proposed 
by the literature on this construct [78]. Therefore, Menganti beach tourism managers should utilize efforts to 
improve visitors' perceptions of satisfaction during visits. This will lead to the intention to visit again. Following 
Freud's theory, further developed by Goldberg [33], we propose strategic suggestions, namely: 
a. In marketing studies, personality reflects affective aspects that can add to the idea of personality traits that 

influence consumer behaviour. As stated by Rallapalli [79]; Deeter and Sojka [80]; Kim, Suh, Eves [15]; 
Turkyilmaza, Erdema, and Uslua [81], personality explains the relationship effectively in marketing studies 
between consumers and companies. 

b. Experience quality refers to the psychological outcomes resulting from customer participation after interacting 
with the customer journey, brand touchpoints, and the environment. Customer experience to create customer 
value [43], through delivery by making experience[15]. 
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c. Young tourists make revisit intentions based on visitor satisfaction, this is to the research of Woodside et al. 
[78], Bou et al., 2001, Gremler and Brown [82], Caruana et al., [83], Shemwell et al. [84]. Seeing this, the
manager of the tourist attraction needs to prioritize the satisfaction aspect to build future visiting intentions. 
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5.1. Future research 
Our study has limitations that need to be addressed, as many things cannot be captured in research mode [85]. 

The current limitation is that it has not added the aspect of organizational competence to create good service in 
internal development by complementing the theory built from internal resource-based relationships. 

REFERENCES 

[1] Valerie Strauss, "1.5 billion children around the globe affected by school closure. What countries are doing 
to keep kids learning during a pandemic," The Washington Post, 2020. 

[2] UNWTO, “International Tourism Down 70% As Travel Restrictions Impact All Regions,” UNWTO, 2020. 

[3] Dedi Hidayat, “Survei Alvara: Perilaku Publik Selama Pandemi Covid-19,” Info Brand, 2020. . 

[4] F. Higgins-Desbiolles, “The ‘war over tourism’: challenges to sustainable tourism in the tourism academy
after COVID-19,” J. Sustain. Tour., vol. 29, no. 4, pp. 551–569, 2020, doi:
10.1080/09669582.2020.1803334. 

[5] R. T. R. Qiu, J. Park, S. N. Li, and H. Song, “Social costs of tourism during the COVID-19 pandemic,” Ann. 
Tour. Res., vol. 84, p. 102994, 2020, doi: 10.1016/j.annals.2020.102994. 

[6] R. Buckley and D. Westaway, “Mental health rescue effects of women’s outdoor tourism: A role in COVID-
19 recovery,” Ann. Tour. Res., vol. 85, no. August, p. 103041, 2020, doi: 10.1016/j.annals.2020.103041. 

[7] D. E. Delorme, G. M. Zinkhan, and S. C. Hagen, “The process of consumer reactions to possession threats 
and losses in a natural disaster,” Mark. Lett., vol. 15, no. 4, pp. 185–199, 2004, doi: 10.1007/s11002-005-
0456-z. 

[8] K. D. Vohs and R. F. Baumeister, Understanding Self Regulation. 2004. 

[9] W. HOFSTEE, “Hofstee_(5).pdf.” p. 15, 1994. 

[10] D. P. McAdams, “Alternative futures for the study of human individuality,” J. Res. Pers., vol. 30, no. 3, pp. 
374–388, 1996, doi: 10.1006/jrpe.1996.0026. 

[11] D. C. McClelland, “Does the Field of Personality Have a Future?,” J. Res. Pers., vol. 30, no. 3, pp. 429–434, 
1996, doi: 10.1006/jrpe.1996.0030. 

[12] L. Abbott, Quality and Competition. 1955. 

[13] P. Joseph, “The Experience Economy: Work Is Theatre & Every Business a Stage.” 1999. 

[14] M. B. Holbrook, "Experiential aspects of consumption, holbrook.pdf.". 

[15] K. H. Kim, K. S. Kim, D. Y. Kim, J. H. Kim, and S. H. Kang, “Brand equity in hospital marketing,” J. Bus. 
Res., vol. 61, no. 1, pp. 75–82, 2008, doi: 10.1016/j.jbusres.2006.05.010. 

[16] P. C. Verhoef, K. N. Lemon, A. Parasuraman, A. Roggeveen, M. Tsiros, and L. A. Schlesinger, “Customer 
Experience Creation: Determinants, Dynamics and Management Strategies,” J. Retail., vol. 85, no. 1, pp.
31–41, 2009, doi: 10.1016/j.jretai.2008.11.001. 

[17] L. Ren, H. Qiu, P. Wang, and P. M. C. Lin, “Exploring customer experience with budget hotels:
Dimensionality and satisfaction,” Int. J. Hosp. Manag., vol. 52, pp. 13–23, 2016, doi:
10.1016/j.ijhm.2015.09.009. 

[18] S. T. Cole and D. Scott, “Examining the Mediating Role of Experience Quality in a Model of Tourist
Experiences,” J. Travel Tour. Mark., vol. 16, no. July 2013, pp. 37–41, 2008, doi: 10.1300/J073v16n01. 

[19] R. P. Bagozzi, N. Wong, and Y. Yi, “The role of culture and gender in the relationship between positive and 
negative affect,” Cogn. Emot., vol. 13, no. 6, pp. 641–672, 1999, doi: 10.1080/026999399379023. 

[20] M. Kozak, “Repeater’s behavior at two distinct destinations,” Ann. Tour. Res., vol. 28, no. 3, pp. 784–807, 
2001, doi: 10.1016/S0160-7383(00)00078-5. 



 
 

 

 
 

[26] Joseph S. Chen, 9–85, 2001. 

 

 

 

 

 

 

 

[21] S. C. (Shawn) Jang and R. Feng, “Temporal destination revisit intention: The effects of novelty seeking and 
satisfaction,” Tour. Manag., vol. 28, no. 2, pp. 580–590, 2007, doi: 10.1016/j.tourman.2006.04.024. 

[22] C. G. Q. Chi and H. Qu, “Examining the structural relationships of destination image, tourist satisfaction
and destination loyalty: An integrated approach,” Tour. Manag., vol. 29, no. 4, pp. 624–636, 2008, doi:
10.1016/j.tourman.2007.06.007. 

[23] C. F. Chen and F. S. Chen, “Experience quality, perceived value, satisfaction and behavioral intentions for 
heritage tourists,” Tour. Manag., vol. 31, no. 1, pp. 29–35, 2010, doi: 10.1016/j.tourman.2009.02.008. 

[24] C. F. Lee, “An investigation of factors determining cycling experience and frequency,” Tour. Geogr., vol.
16, no. 5, pp. 844–862, 2014, doi: 10.1080/14616688.2014.927524. 

[25] A. Chang, C. H. Tseng, and M. Yeh Chu, "Value creation from a food traceability system based on a
hierarchical model of consumer personality traits," Br. Food J., vol. 115, no. 9, pp. 1361–1380, 2013, doi:
10.1108/BFJ-11-2011-0286. 

 “<An investigation.pdf>,” An Investig. Tour. Destin. Loyal. Prefer., pp. 7

[27] J. F. Petrick, “First timers’ and repeaters’ perceived value,” J. Travel Res., vol. 43, no. 1, pp. 29–38, 2004, 
doi: 10.1177/0047287504265509. 

[28] P. M. A. Desmet, A. Paul Hekkert, and M. G. Hillen, “Values and emotions; an empirical investigation in
the relationship between emotional responses to products and human values,” Proc. 5th Eur. Acad. Des., 
2003. 

[29] D. A. Baker and J. L. Crompton, “Quality, satisfaction and behavioral intentions,” Ann. Tour. Res., vol. 27, 
no. 3, pp. 785–804, 2000, doi: 10.1016/S0160-7383(99)00108-5. 

[30] A. C. Darnell and P. S. Johnson, “Repeat visits to attractions: a preliminary economic analysis,” Tour. 
Manag., vol. 22, no. 2, pp. 119–126, 2001, doi: 10.1016/s0261-5177(00)00036-4. 

[31] R. J. Gitelson and J. L. Crompton, “Insights into the repeat vacation phenomenon,” Ann. Tour. Res., vol. 11, 
no. 2, pp. 199–217, 1984, doi: 10.1016/0160-7383(84)90070-7. 

[32] P. J. Corr and G. Matthews, The Cambridge Handbook of Personality Psychology. Cambridge University
Press, 2009. 

[33] L. R. Goldberg, “An Alternative ‘Description of Personality’: The Big-Five Factor Structure,” J. Personal. 
Soc. Psychol., vol. 59, no. 6, p. 1216, 1990, doi: 10.1117/12.642204. 

[34] J. Allik, “Personality dimensions across cultures,” J. Pers. Disord., vol. 19, no. 3, pp. 212–232, 2005, doi:
10.1521/pedi.2005.19.3.212. 

[35] P. T. Costa and R. R. McCrae, “Personality Trait Structures as a Human Universal,” Am. Psychol., vol. 52, 
no. 5, pp. 509–516, 1997. 

[36] H. Leder, B. Belke, A. Oeberst, and D. Augustin, “A model of aesthetic appreciation and aesthetic
judgments,” Br. J. Psychol., vol. 95, no. 4, pp. 489–508, 2004, doi: 10.1348/0007126042369811. 

[37] P. T. Costa and R. R. McCrae, “The five-factor model of personality and its relevance to personality
disorders,” Sci. Ment. Heal. Vol. 7 Personal. Personal. Disord., vol. 6, no. March 1991, pp. 17–33, 1992. 

[38] J. S. Patrick and Rahmanaih v Nerella, “MATERIALISM A N D T H E FIVE-FACTOR MODEL OF
PERSONALITY ’,” pp. 327–330, 1999. 

[39] M. Zuckerman, Behavioral expressions and biosocial bases of sensation seeking. Cambridge University
Press, 1994. 

[40] R. R. McCrae and P. T. Costa, “Validation of the Five-Factor Model of Personality Across Instruments and 
Observers,” J. Pers. Soc. Psychol., vol. 52, no. 1, pp. 81–90, 1987, doi: 10.1037/0022-3514.52.1.81. 

[41] B. R. Little, L. Leccl, and B. Watkinson, “Personality and Personal Projects: Linking Big Five and PAC 
Units of Analysis,” J. Pers., vol. 60, no. 2, pp. 501–525, 1992, doi: 10.1111/j.1467-6494.1992.tb00982.x. 

[42] B. Kotler, P., D. S., L. K., Brown, and G. Armstrong, Marketing (9th ed.). 2013. 

Revisit Intention at Menganti Kebumen Beach           215  

[43] S. Haeckel, L. H., A. P. Carbone, and L. L. Berry, How to lead the customer experience. 2003. 



 

 

 

 

 

 

 

[44] S. A. Neslin et al., “Challenges and opportunities in multichannel customer management,” J. Serv. Res., vol. 
9, no. 2, pp. 95–112, 2006, doi: 10.1177/1094670506293559. 

[45] N. M. Puccinelli, R. C. Goodstein, D. Grewal, R. Price, P. Raghubir, and D. Stewart, “Customer Experience 
Management in Retailing: Understanding the Buying Process,” J. Retail., vol. 85, no. 1, pp. 15–30, 2009,
doi: 10.1016/j.jretai.2008.11.003. 

[46] R. Pieters, H. Baumgartner, and D. Allen, “A means-end chain approach to consumer goal structures,” Int. 
J. Res. Mark., vol. 12, no. 3, pp. 227–244, 1995, doi: 10.1016/0167-8116(95)00023-U. 

[47] P. Kotler and K. L. Keller, Marketing Management, 15th ed. Englewood Cliffs, NJ: Prentice Hall. 2015. 

[48] M. J. Bitner, “Evaluating Service Encounters: The Effects of Physical Surroundings and Employee
Responses,” J. Mark., vol. 54, no. 2, p. 69, 1990, doi: 10.2307/1251871. 

[49] L. L. Berry, A. Lewis P. Carbone, and S. H. Haeckel, Managing the total customer experience. 2002. 

[50] R. N. Bolton, “A Dynamic Model of the Duration of the Customer’s Relationship with a Continuous Service 
Provider: The Role of Satisfaction,” Mark. Sci., vol. 1, no. 17, pp. 45–65, 1998. 

[51] A. Otto, Julie E. and J. B. Ritchie, “The service experience in tourism,” Tour. Manag., vol. 3, no. 17, pp. 
165–174, 1996. 

[52] K. Verleye, “The co-creation experience from the customer perspective: Its measurement and determinants,” 
J. Serv. Manag., vol. 26, no. 2, pp. 321–342, 2015, doi: 10.1108/JOSM-09-2014-0254. 

[53] P. Deshwal, “International Journal of Retail & Distribution Management,” Mark. Intell. Plan., vol. 11, no.
6, pp. 11–12, 2016, doi: 10.1108/EUM0000000001123. 

[54] M. Jeong, H. Oh, and M. Gregoire, “Conceptualizing Web site quality and its consequences in the lodging 
industry,” Int. J. Hosp. Manag., vol. 22, no. 2, pp. 161–175, 2003, doi: 10.1016/S0278-4319(03)00016-1. 

[55] R. A. Westbrook, “Product/consumption-based affective responses and postpurchase processes,” J. Mark.
Res., vol. 3, no. 24, pp. 258–270, 1987, doi: https://doi.org/10.1177/002224378702400302. 

[56] C. Homburg, N. Koschate, and W. D. Hoyer, “The role of cognition and affect in the formation of customer 
satisfaction: A dynamic perspective,” J. Mark., vol. 70, no. 3, pp. 21–31, 2006, doi: 10.1509/jmkg.70.3.21. 

[57] M. Pfaff, “The index of consumer satisfaction: Measurement problems and opportunities, In H. K. Hunt
(Ed.), Conceptualization and measurement of consumer satisfaction and dissatisfaction,” in Cambridge, MA: 
Marketing Science Institute., 1977, pp. 36–71. 

[58] C. E. Parker, “Behavioural diversity in ten species of nonhuman primates,” J. Comp. Physiol. Psychol., vol. 
5, no. 87, p. 930, 1977. 

[59] M. Fuchs and K. Weiermair, “New perspectives of satisfaction research in tourism destinations,” Tour. Rev., 
vol. 58, no. 3, pp. 6–14, 2003, doi: 10.1108/eb058411. 

[60] R. Johnston and J. Heineke, “Exploring the relationship between perception and performance: Priorities for 
action,” Serv. Ind. J., vol. 18, no. 1, pp. 101–112, 1998, doi: 10.1080/02642069800000006. 

[61] R. L. Oliver, “A Behavioral Perspective on the Consumer Second Edition Richard L Oliver,” McGraw-Hill, 
New York., 1996. 

[62] M. Hughes and A. Morrison-Saunders, "Repeat and first-time visitation in an experience specific context:
The Valley of the Giants Tree Top Walk.," J. Tour. Stud., vol. 13, no. 1, pp. 20–25, 2002. 

[63] T. Shanka and R. Taylor, “Discriminating factors of first-time and repeat visitors to wine festivals,” Curr. 
Issues Tour., vol. 7, no. 2, pp. 134–145, 2004, doi: 10.1080/13683500408667976. 

[64] D. Gursoy, T. A. Maier, and C. G. Chi, “Generational differences: An examination of work values and
generational gaps in the hospitality workforce,” Int. J. Hosp. Manag., vol. 27, no. 3, pp. 448–458, 2008, doi: 
10.1016/j.ijhm.2007.11.002. 

[65] J. Alegre and M. Cladera, “Repeat visitation in mature sun and sand holiday destinations,” J. Travel Res., 
vol. 44, no. 3, pp. 288–297, 2006, doi: 10.1177/0047287505279005. 

216             S. Wibawanto et al.

[66] S. A. Taylor, “An assessment of the relationship.” 2007. 



 

 

 

 

 
 

 

 

 
 

 

 

[67] W. W. Chin, B. L. Marcolin, and P. R. Newsted, "A Partial Least Squares Latent Variable Modeling
Approach for Measuring Interaction Effects: Results From a Monte Carlo Simulation Study and Voice Mail 
Emotion/Adoption Study," Proc. 17th Int. Conf. Inf. Syst. ICIS 1996, vol. 14, no. 2, pp. 21–41, 1996. 

[68] M. Ryan, A. J., Robert Rayner, and A. Morrison, Diagnosing customer loyalty drivers: Partial least squares 
vs. regression. 1999. 

[69] J. B. Smith and D. W. Barclay, "Team Selling Effectiveness:" J. Business-to-bus. Mark., vol. 1, no. 2, pp.
3–32, 1993, doi: 10.1300/j033v01n02_02. 

[70] D. F. Fornell, C., & Larcker, “Evaluating structural equation models with unobservable variables and
measurement error,” J. Mark. Res. This, vol. 18, no. 1, pp. 39–50, 2016. 

[71] R. F. Falk and N. B. Miller, A primer for soft modelling. 1992. 

[72] E. Babakus and G. W. Boller, “An empirical assessment of the SERVQUAL scale,” J. Bus. Res., vol. 24,
no. 3, pp. 253–268, 1992, doi: 10.1016/0148-2963(92)90022-4. 

[73] P. G. Patterson and R. A. Spreng, “Modelling the relationship between perceived value, satisfaction and
repurchase intentions in a business-to-business, services context: An empirical examination,” Int. J. Serv.
Ind. Manag., vol. 8, no. 5, pp. 414–434, 1997, doi: 10.1108/09564239710189835. 

[74] P. Williams and G. N. Soutar, “Value, Satisfaction and Behavioral Intentions in an Adventure Tourism
Context,” Ann. Tour. Res., vol. 36, no. 3, pp. 413–438, 2009, doi: 10.1016/j.annals.2009.02.002. 

[75] A. Carmines, Edward G. and R. A. Zeller, “Reliability and validity assessment Sage publications.,” Beverly 
Hills, 1979. 

[76] J. C. Nunnally, “n overview of psychological measurement." Clinical diagnosis of mental disorders: A
handbook,” pp. 97–146. 

[77] J. Bloemer, Odekerken-Schröder, and L. Gaby Kestens, “THE IMPACT OF NEED FOR SOCIAL
AFFILIATION AND CONSUMER RELATIONSHIP PRONENESS ON BEHAVIOURAL
INTENTIONS,” J. Stat. Softw., vol. 18, no. 2, pp. 3–6, 2007. 

[78] A. G. Woodside, L. L. Frey, and R. T. Daly, “Linking service quality, customer satisfaction, and behavioral 
intention,” J. Health Care Mark., vol. 9, no. 4, pp. 5–17, 1989. 

[79] K. C. Rallapalli, S. J. Vitell, F. A. Wiebe, and J. H. Barnes, “Consumer ethical beliefs and personality traits: 
An exploratory analysis,” J. Bus. Ethics, vol. 13, no. 7, pp. 487–495, 1994, doi: 10.1007/BF00881294. 

[80] D. R. Deeter-Schmelz and J. Z. Sojka, “Personality traits and sales performance: Exploring differential
effects of need for cognition and self-monitoring,” J. Mark. Theory Pract., vol. 15, no. 2, pp. 145–157, 2007, 
doi: 10.2753/MTP1069-6679150204. 

[81] C. A. Turkyilmaz, S. Erdem, and A. Uslu, “The Effects of Personality Traits and Website Quality on Online 
Impulse Buying,” Procedia - Soc. Behav. Sci., vol. 175, pp. 98–105, 2015, doi:
10.1016/j.sbspro.2015.01.1179. 

[82] D. D. Gremler and S. W. Brown, “Towards a conceptual model of service loyalty,” MCB UP Ltd., 1997. 

[83] A. Caruana, A. H. Money, and P. R. Berthon, “Service quality and satisfaction – the moderating role of 
value,” Eur. J. Mark., vol. 34, no. 11–12, pp. 1338–1353, 2000, doi: 10.1108/03090560010764432. 

[84] D. J. Shemwell, U. Yavas, and Z. Bilgin, “Customer-service provider relationships: An empirical test of a 
model of service quality, satisfaction and relationship-oriented outcomes,” Int. J. Serv. Ind. Manag., vol. 9, 
no. 2, pp. 155–168, 1998, doi: 10.1108/09564239810210505. 

[85] C. Perry, “Processes of a case study methodology for postgraduate research in marketing,” Eur. J. Mark., 
vol. 32, no. 9–10, pp. 785–802, 1998, doi: 10.1108/03090569810232237. 

Revisit Intention at Menganti Kebumen Beach           217  



 

218             S. Wibawanto et al.

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.
        The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.

http://creativecommons.org/licenses/by-nc/4.0/

	Revisit Intention at Menganti Kebumen Beach After The End of The Covid 19 Pandemic for Young Visitors



