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Abstract. This study aimed to determine the effect of experiential marketing on
Revisit intention, the effect of Tourist satisfaction on Revisit intention, and the
positive influence and influence of experiential marketing and Tourist satisfac-
tion on tourists on Belitung Island. This research uses quantitative data to test the
hypothesis between variables. The research variables were experiential market-
ing, tourist satisfaction, and revisit intention. The instrument in this research is a
questionnaire. The sample in this study were tourists who had visited the Belitung
Island tourist area for the first time or had visited more than once. The sampling
technique used purposive sampling technique. The sample in this study was 212
respondents, but there were only 194 respondents who met the criteria to be used
as respondents. The research data were analyzed using SEM-PLS with Smart
PLS. The results showed that there is a positive and significant influence between
experiential marketing on Revisit intention, there is a positive and significant in-
fluence between Tourist satisfaction, and there is a positive and significant influ-
ence between experiential marketing and Tourist satisfaction on Revisit intention
of tourists on Belitung Island.

Keywords: Experiential Marketing, Tourist Satisfaction, Revisit Intention, Be-
litung.

1. INTRODUCTION

The tourism industry is essential in driving regional and national economic progress'.
The World Tourism Organization (UNWTO) predicts that international tourist arrivals
are expected to hit 1.8 billion by 2030, experiencing an annual growth rate of 3.3 per-
cent?. Today, Indonesia's tourism industry plays a vital role in boosting local revenue
across the vast archipelago. The industry serves as an important source of foreign ex-
change, drives job creation and income growth, and serves as a means to introduce the
culture of a nation.

According to information on the kemenparekraf.go.id website, Indonesia has
identified ten key tourism destinations, including the Belitung island. Despite being
designated as a major tourism destination, the number of domestic and foreign tourists
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visiting Belitung has decreased yearly. Apart from the pandemic that hit Indonesia at

the end of 2019, several tourist areas experienced a decrease in visitors. The number of

visits by foreign and domestic tourists to Belitung can be seen in the following table:
Table 1 Tourist Visits to Belitung

Year Foreign tourists Domestic Tourist
2019 19.063 329.091

2020 6.280 126.829

2021 1.583 182.987

2022 298.157 3.749

The decline in the level of visits to Belitung Island requires managers, in this case,
tourism awareness groups and tourism services, to be more competitive in providing
quality services to tourists so that it impacts tourist satisfaction and loyalty to visit
again.

Previous research entitled The Relationship Between Experiential Marketing and
Consumer Satisfaction in the Study®*. According to °, revisit intention is a behavior
(behavioral intention) or a customer's desire to return, give a positive word of mouth,
stay longer than expected, and visit more often. 6 states that satisfaction significantly
positively affects revisit intention. 7 examines the importance of satisfaction as a deter-
minant of goal loyalty, noting that a higher level of satisfaction results in an increased
likelihood of future visits and recommendations to others. 3 states that experiential mar-
keting significantly affects the intention to return, where the five dimensions of expe-
riential marketing allow the formation of a desire to visit in the future. Based on the
background above, researchers need to research the effect of experiential marketing and
tourist satisfaction on revisit intention tourism on Belitung Island.

1. Experiential marketing

Schmitt states that the Strategic Experiential Modules (SEM) measure experiential
marketing using the dimensions of Sense, Feel, Think, Act, and Relate 7%, Stating that
the application of experiential marketing will be able to create experiences for custom-
ers 'L,

2. Tourist Satisfaction

2Tourist satisfaction results from how tourists' experience in a destination matches
their expectations of the place. Tourist satisfaction is an evaluation made by customers
regarding the level of fulfillment of a product or service '*. Stating that tourists have a
central role as decision-makers in visiting certain tourist attractions according to their
goals.

3. Revisit intention

A tourist revisit occurs when the tourist obtains satisfaction after evaluating the re-
sults of the visit. Repeat visits are research on factors influencing tourist satisfaction
1415 Revisit intention is a person's mental state reflecting plans to take several actions



The Influence of Experiential Marketing and Tourist Satisfaction

to 17

within a certain period '°. According ©!7, motivation can also drive tourists to visit a

tourist spot that can educate and provide comfort.

2. METHOD

This study uses quantitative data to test the hypothesis between research variables.
The instrument in this study was a questionnaire. With the Slovin formula, 194 samples
were obtained with the criteria of tourists who had visited tourist attractions in Belitung.
The research data were analyzed using SEM-PLS with Smart PLS. According to Kock,
the significance of hypothesis support can be assessed by looking at the structural
model, which consists of hypothesized relationships between latent constructs in the
research model. The research hypothesis can be accepted if the P-values < 0.05.

Three variables can be measured: Experiential marketing, Tourist satisfaction, and
Revisit intention. The research hypothesis is:

H1: There is a positive and significant influence of experiential marketing on the
Revisit intention of tourists in Belitung island.

H2: There is a positive and significant influence of Tourist satisfaction on the Revisit
intention of tourists in Belitung island.

H3: There is a positive and significant influence of experiential marketing and Tour-
ist satisfaction on the Revisit intention of tourists in Belitung Island.

3. RESULTS AND DISCUSSION

194 research respondents met the criteria in this study in the age category of
respondents, dominated by the age range 40-49 years, namely 27.4% or 58 people. For
gender, it is dominated by female tourists, namely 102 (52.7%). Furthermore, judging
from the origin of the respondents, as many as 78.8% or as many as 149 respondents
came from areas outside Bangka Belitung, such as Jakarta, Bogor, Batam, Palembang,
Banten, Gresik, and Medan. The remaining 21.2% are local tourists from the Bangka
Belitung Islands.

For validity testing, all loading factors for each indicator have an excellent and
reflective size because the value is> 0.50, so it is stated that all variables are valid. From
the results of the calculations carried out for the reliability test, the value of composite
Cronbach's Alpha> 0.7 or composite reliability> 0.6 for all variables. Thus, the varia-
bles of Experiential Marketing and Tourist Satisfaction on the variable of Returning
Intention meet the reliability.

Inner Model Test or Structural Model
Determination Coefficient Test (R-Square)
Table 2. R-Square

R Square Adjusted R Square

Revisit Intention 0.360 0.250

Sources: Data Processing 2023
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Based on Table 2, it can be seen that the variable of revisit intention is influenced
by latent variables in this study by 36%. In comparison, the remaining 64% is explained
by other factors not explained in the model. This shows that experiential marketing and
tourist satisfaction have a simultaneous effect but are still weak or insignificant. The
conclusion is that H3 is accepted. This is in line with previous research '¥, which states
that satisfaction significantly positively affects revisit intention. 7 Stated that revisit in-
tention is a form of behavior (behavioral intention) or a customer's desire to return, give
a positive word of mouth, stay longer than expected, and visit more often than expected.
Path coefficient

Table 3. Path Coefficient

Revisit Intention
Experiential Marketing 0.161
Tourist Satisfaction 0.144

Sources: Data Processing 2023

Based on Table 3, the experiential marketing and tourist satisfaction variables have
a value in the range of 0 to 1, so the variable positively influences the revisit intention
variable. Then, H1 and H2 are accepted. This finding is supported by research from
141920 which states that there is a positive and significant influence between experien-
tial marketing and revisit intention. Also, this study supports previous research from
21.22 which obtained findings that tourist satisfaction will positively and significantly
affect tourist intention to make a repeat visit. When someone is satisfied, they tend to
recommend it to others and make a return visit in the future.

Based on the calculation, the T-Statistics of experiential marketing is 2.64 > 1.96,
and the variable has a significance of 0.008, which means the p-values are below 5%
or 0.05, so the hypothesis is accepted. In the following, researchers present the results
of calculating t-statistics and p-values. Furthermore, the T-statistic for tourist
satisfaction is 2.25 > 1.96, and the variable has a significance of 0.025, which means
the p-values are below 5% or 0.05, so the hypothesis is accepted. Therefore,
experiential marketing and tourist satisfaction significantly influence revisit intention.

23 Argues that satisfaction directly affects the short term but not the long term unless
marketers continuously develop satisfaction. 2*Argue that satisfaction has a significant
and positive effect on behavioral intention where revisit is part of behavioral intention.
Research with similar results was conducted by 2%%there is a positive and significant
effect between satisfaction and revisit intention.

Some studies have shown a positive relationship between experiential marketing
and revisit intention. '® satisfaction has a significant positive effect on revisit intention.
For example, research by ¢ shows that positive experiences provided through experi-
ential marketing can increase tourist intentions to return to visit.

This study has three hypotheses, and the results show that all three hypotheses
proposed at the beginning of the study are accepted. Research on the influence of
experiential marketing and tourist satisfaction must be carried out to help find the
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impact of applying these two variables to increase tourist revisit interest in a tourist
area.

4. CONCLUSION
Based on the results of the research that has been done, the following conclusions

are obtained:

1. There is a positive and significant influence between experiential marketing on the
Revisit intention of tourists in Belitung Island

2. There is a positive and significant influence between Tourist satisfaction on the Re-
visit intention of tourists in the island of Belitung

3. There is a positive and significant influence between experiential marketing and
Tourist satisfaction on the Revisit intention of tourists in Belitung Island

References

L. Karo, P. K. Analysis of Experiential Marketing Effect on Tourist Satisfaction
Levels at The Tourist Restaurant in Belitung District. Tourism Scientific Jour-
nal vol. 5 231-253 Preprint at https://doi.org/10.32659/tsj.v5i2.79 (2020).

2. Wisnus, W. & Promosi, W. 1. Neraca Satelit Pariwisata Nasional
(NESPARNAS). (2017).

3. Lee, K. Enhancing Learning With Outdoor Experiential Support Spaces. Pre-
print at https://doi.org/10.32920/ryerson.14665137 (2021).

4. Artanti, Y. The Impact of Experiential Marketing on WOM With Customer
Satisfaction as the Intervening Variable. Jurnal Dinamika Manajemen 7, 182—
190 (2016).

5. Ni Made Mas Yogi. The Influence of Experiential Marketing. Journal of Busi-
ness on Hospitality Tourism 07, (2021).

6. Wang, Z. & Wang, J. F. Experiential marketing activities enhance customer

citizenship behavior. In International Conference on E-Commerce and Internet
Technology, ECIT 121-125 (Institute of Electrical and Electronics Engineers
Inc., 2020). doi:10.1109/ECIT50008.2020.00034.

7. Whulanjani, H. Dampak Utilitarian Value Dan Experiential Marketing. Jurnal
Riset Manajemen dan Bisnis (JRMB) Fakultas Ekonomi UNIAT vol. 2
http://www.republika.co.id/ (2017).

8. Lee, J. Experiential Types in UX Design for Experiential Marketing and Addi-
tional SEMs based on Need Hierarchy. Journal of Korea Institute of Spatial
Design vol. 13 63—78 Preprint at https://doi.org/10.35216/kisd.2018.13.2.63
(2018).

9. Rahayu, A., Wibowo, L. A. & Christianingrum, C. Analisis Nilai Pengalaman
Berbelanja Online Melalui Experiential Marketing. Jurnal Ilmu Manajemen
Dan Bisnis 4, 1-15 (2013).

10. Rido, E. & Wibowo, S. Pengaruh Experiential Marketing Terhadap Loyalitas.
vol. 7 (2016).

535



536

C. Christianingrum et al.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

Jamu, M. E., Laga, Y. & Laga, Y. Pengaruh Experiential Marketing Dan Tour-
ist Satisfaction. Jurnal Manajemen Bisnis Krisnadwipayana vol. 8 Preprint at
https://doi.org/10.35137/jmbk.v8i1.386 (2020).

Pizam, A., Neumann, Y. & Reichel, A. Dimensions of tourist satisfaction with
a destination area. Ann Tour Res 5, 314-322 (1978).

Fitrianingsih, H. & Usman, O. Effect of Service Quality, Satisfaction, Trust and
Experiential Marketing of Tourists Loyalty. SSRN Electronic Journal Preprint
at https://doi.org/10.2139/ssrn.3510071 (2019).

Suparna, G. & Riana, I. G. Determinan Revisit Intention. EKUITAS (Jurnal
Ekonomi dan Keuangan) 6,22—42 (2022).

Quintal, V. A. & Polczynski, A. Factors influencing tourists' revisit inten-
tions—Asia Pacific Journal of Marketing and Logistics 22, 554-578 (2010).
Masykur, F., Administrasi Bisnis, D. & Diponegoro, U. Pengaruh Destination
Image dan Fasilitas Wisata. Jurnal Ilmu Administrasi Bisnis vol. 11
https://ejournal3.undip.ac.id/index.php/jiab (2022).

Onedes Sipahutar, Christianingrum & Dony Yanuar. Pengaruh WOM dan
Travel Motivation. Jurnal llmu Manajemen dan Akuntansi Terapan (JIMAT)
12, (2021).

Tsaur, S. H., Chiu, Y. T. & Wang, C. H. The visitors' behavioral consequences
of experiential marketing: An empirical study on Taipei Zoo. Journal of Travel
and Tourism Marketing 21, 47-64 (2000).

Nugraha, K. Experiential marketing: Managing tourist satisfaction and revisit
intention bangsring underwater banyuwangi. International Journal of Scientific
and Technology Research 8, 3475-3479 (2019).

Ramdhani, A. S. & Astuti, S. R. T. The analysis relationship experiential mar-
keting. Diponegoro International Journal of Business 2, 107 (2019).
Rorimpandey, V. et al. The influence of experiential marketing. Jurnal EMBA
10, 165-174 (2022).

Wibowo, S. F., Sazali, A. & Kresnamurti R. P., A. The influence of destination
image. JRMSI - Jurnal Riset Manajemen Sains Indonesia 7, 136—156 (2016).
Assaker, G., Vinzi, V. E. & O’Connor, P. Examining the effect of novelty seek-
ing, satisfaction, and destination image on tourists’ return pattern: A two factor,
non-linear latent growth model. Tour Manag 32, 890-901 (2011).

Chen, L.-Y., Chen, C.-H. & Chen, C.-H. Discussion of Design and Experiential
Marketing in Ming-Show Pottery Cultural Creative Product. LNCS vol. 6775
(2011).

Wang, Z. Experiential marketing: Will it affect customer citizenship behavior?
An empirical study of multiple mediation model in Thailand. J Community Psy-
chol 49, 1767-1786 (2021).

Rorimpandey, V., Tumbuan, W. J. F. A. & Tumewu, F. J. The influence of
experiential marketing. Jurnal EMBA : Jurnal Riset Ekonomi, Manajemen,
Bisnis dan Akuntansi vol. 10 165 Preprint at
https://doi.org/10.35794/emba.v10i3.41590 (2022).



The Influence of Experiential Marketing and Tourist Satisfaction 537

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/

	The Influence of Experiential Marketing and Tourist Satisfaction in Revisit Intention Tourism



