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Abstract

Purpose: The main objective of this research is to encourage the increase of local MSME businesses through the sustainable tourism 

sector in South Sulawesi by proposing a research model that focuses on increasing revisit intention. This, in turn, is expected to stimulate 

local trade and strengthen tourism attractiveness. Research design, data and methodology: A quantitative research method involving 

190 domestic tourist respondents was employed, utilizing a questionnaire for data collection. Structural Equation Modeling (SEM) 

analysis through AMOS software was applied, and the Sobel test to assess indirect effects. Results: The research findings indicate that 

memorable customer experiences and travel motivations significantly influence destination image. However, travel motivation does not 

significantly affect revisit intention. Furthermore, memorable customer experiences and destination image significantly impact revisit 

intention. Notably, destination image plays a significant mediating role in the relationship between travel motivation and increased 

revisit intention. Conclusions: Memorable customer experiences and travel motivations directly contribute to the formation of a more 

positive destination image. Furthermore, memorable customer experiences drive the revisit intention, but travel motivation is not 

significant. Memorable customer experiences only influence revisit intention through the formed destination image. Additionally, the 

improvement of memorable customer experience and destination image increased revisit intention.
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1. Introduction12

The exploration of the post-COVID-19 tourism sector 
has emerged as a compelling subject of investigation for 
various reasons. Firstly, tourism stands as a pivotal sector 
warranting attention for fostering regional economic 
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current trend in domestic tourism towards revisitation post-
pandemic (Tsvetkova et al., 2023). Thirdly, in endeavors to 
bolster the recovery of the tourism sector, the government, 
through the Ministry of Tourism and Creative Economy, has 
undertaken various measures, including the accelerated 
implementation of sustainable tourism concepts. 
Sustainable tourism aims to yield long-term impacts on 
environmental, social, cultural, and economic dimensions, 
both in the present and future.

Tourism creates a series of benefits spread through 
various channels to encourage economic growth. This 
increases foreign exchange earnings, encourages investment 
and drives local companies towards greater efficiency due 
to increased competition, reduces unemployment and leads 
to positive economies of scale, thereby lowering production 
costs for local businesses and reducing CO2 emissions
(Ohlan, 2017; Rasool et al., 2021; Rosalina et al., 2023). 
Therefore, the negative impact on the environment is 
minimized. To attract attention and ensure the sustainability 
of the tourism sector, it's imperative to establish a 
sustainable tourism trade that considers distribution and 
logistics aspects.

In the context of tourism distribution from the 
perspective of memorable customer experience, this refers 
to how the management of tourism distribution affects the 
overall experience of tourists during their travels and visits 
to specific destinations. Effective tourism distribution 
encompasses aspects such as comfortable transportation, 
user-friendly accommodations, destination accessibility, 
and quality services. All of these contribute to creating an 
Memorable Customer Experience, which can influence 
tourist satisfaction, their perceptions of the destination, and 
their intention to revisit. In other words, good tourism 
distribution can increase the chances of creating a 
memorable experience for tourists, thus enhancing their 
interest in returning to the destination in the future.

Crucially, in promoting sustainable tourism, lies the 
cultivation of revisit intention among tourists. Revisit 
intention is a multifaceted concept influenced by factors 
such as travel experiences, tourist motivations, and 
destination image. Crafting an unforgettable travel 
experience, often referred to as Memorable Customer 
Experience, serves as a pivotal element in driving revisit 
intention. This experience is selectively constructed by 
tourists based on their journey evaluations, significantly 
shaping destination image and the intention to revisit (J. H. 
Kim, 2018; H. Zhang et al., 2018). Beyond memorable 
experiences, travel motivation plays a vital role in shaping 
an individual's desire to engage in tourism activities (Osman 
et al., 2020). Travel motivation is understood as the driving 
force or desire compelling an individual to travel, 
encompassing various desires or motivations such as the 
need for relaxation, appreciation of nature, exploration of 

scenic landscapes, and the pursuit of learning experiences 
(Wu, 2015). Two dimensions of travel motivation, namely 
pull motivation and push motivation, play a role in 
influencing destination image and the intention to revisit 
(He & Luo, 2020; Sukaatmadja et al., 2022). Destination 
image is also central to understanding individual perceptions 
of a destination. It extends beyond physical attributes to 
encompass the overall impression gained by individuals 
after analyzing information from various sources. 
Destination image influences the intention to revisit, with 
prior research indicating a positive correlation between 
destination image and the intention to revisit (Khan et al., 
2017; Kim, 2018).

However, some studies present conflicting results, 
suggesting that travel motivation is not a significant factor 
in driving the revisit intention of tourists (Simpson et al., 
2020; Zhang et al., 2019). Additionally, Memorable 
Customer Experience is not identified as a variable 
influencing revisit intention for tourists, while destination 
image has a significant impact (Sitepu & Rismawati, 2021). 
The inconsistency in these findings prompts efforts to 
generate a novel concept concerning revisit intention by 
establishing a link between travel motivation and the 
intention to revisit, mediated by destination image. This 
research also introduces the variable of Memorable 
Customer Experience as an endeavor to enhance destination 
image and its subsequent impact on the intention to revisit.

The selection of variables in this study is based on the 
importance of understanding the factors influencing the 
intention to revisit tourist destinations in the post-COVID-
19 era. In this context, Memorable Customer Experience 
was chosen due to its potential to create a lasting positive 
destination image and drive the intention to revisit. 
Meanwhile, travel motivation was selected as it underpins 
individuals' desire to engage in tourism activities, thereby 
influencing their perceptions of destinations and their 
inclination to return. Lastly, destination image was chosen 
as a key factor in shaping individuals' perceptions of a 
destination, which has been shown to have a positive 
correlation with the intention to revisit. Therefore, the 
selection of these variables is expected to provide a 
comprehensive understanding of the factors affecting the 
intention to revisit, thus yielding effective recommendations 
for the sustainable development of the tourism sector in 
South Sulawesi Province.

The specific objectives of this study are to test and 
analyze the direct effects of Memorable Customer 
Experience and travel motivation on destination image, the 
direct effects of Memorable Customer Experience, travel 
motivation, and destination image on the intention to revisit, 
as well as the indirect effects of Memorable Customer 
Experience and travel motivation on the intention to revisit 
through destination image. Consequently, this research aims 
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to develop a model that focuses on enhancing tourists' 
intention to revisit, thereby contributing to the economic 
development of communities in South Sulawesi Province 
through the tourism sector.

2. Literature Review 

In comprehending and predicting tourists' intention to 
revisit, the Theory of Planned Behavior (TPB) provides a 
relevant framework. According to TPB, the intention to 
engage in a particular behavior is predicted by three key 
factors: individual attitude towards the behavior, perceived 
subjective norm, and perceived behavioral control.
1. Attitude: Tourists' evaluation of the intention to revisit a 

destination, based on prior experiences, facilities, and 
destination image, determines their attitude. Positive or 
negative perceptions shape their inclination towards a 
return visit.

2. Subjective Norm: Social influence or pressure from the 
surrounding environment, such as family, friends, or 
fellow tourists, plays a significant role in the decision to 
revisit. Subjective norms influence the individual's 
perception of societal expectations regarding return 
visits.

3. Perceived Behavioral Control: The level of confidence 
tourists has in their ability to control and execute a return 
visit, considering external factors that may impact their 
decision, contributes to perceived behavioral control.
Integrating TPB into the analysis of revisit intention 

allows for a deeper understanding of the psychological and 
social factors influencing tourists' decisions to return to a 
specific destination. This insight forms the foundation for 
destination marketing and management strategies aimed at 
enhancing tourists' intentions to revisit, thereby contributing 
to the sustainable growth of the tourism sector

2.1. Memorable Customer Experience

The concept of Memorable Customer Experience, or 
selectively crafted travel experiences, is individually created 
by tourists based on their evaluations of the overall travel 
experience (Tsai, 2016). Furthermore, these unforgettable 
experiences hinge on individual evaluations of subjective 
experiences and refer to the individual's ability to easily 
recall events (J.-H. Kim et al., 2012). In this context, the 
sustainability of memory regarding tourist destinations 
becomes crucial to ensure that tourists attain unforgettable 
experiences, as memory enhances the overall quality of the 
travel experience (Quan & Wang, 2004). Indeed, 
memorable travel experiences can create a positive 
impression on tourist attractions (Kerstetter & Cho, 2004). 
If tourists cannot remember past events during decision-

making, tourist destination management may encounter 
difficulties in providing positive experiences for visitors (J.-
H. Kim, 2010).

Research on memorable customer experiences in 
tourism has been extensive, with previous studies 
demonstrating that the presence of memorable travel 
experiences can enhance the destination image (Dagustani 
et al., 2018; Kim, 2018) and positively impact tourists' 
intentions to revisit (Kim, 2018; Zhang et al., 2018). 
Recently, it has been revealed that four factors of 
memorable experience—hedonism, novelty, meaning, and 
social interaction—are considered psychologically 
significant factors shaping memorable experiences and their 
impact on positive emotions and the behavioral intention of 
tourists to revisit (Chen et al., 2020). One of the most 
important elements in the intention to return to a traditional 
trading market is the impression of satisfaction with the 
visiting experience. Therefore, merchants need to play the 
emotional role of customers to encourage revisit intentions.

2.2. Travel Motivation

Turning to Travel Motivation, this concept has garnered 
attention in recent years, referring to a set of needs that drive 
individuals to participate in tourism activities. Travel 
motivation can be categorized into personal factors such as 
freedom and flexibility, self-empowerment, independence, 
and exploration, as well as social interaction factors, 
including meeting new people (Osman et al., 2020). 
Referring to the leisure motivation theory, which 
encompasses four main travel motifs determining the 
satisfaction a visitor can derive from engaging in 
recreational activities. Identified travel factors include 
"Intellectual" - encompassing aspects like learning and 
exploration; "Social" - involving the desire to cultivate 
friendships and appreciate others; "Competence-mastery" -
involving issues such as health and fitness, and finally, 
"Stimulus-avoidance" - which simply describes the desire to 
relax and escape from the routine of life (Albayrak & Caber, 
2018).

Previous research has found that travel motivation 
significantly impacts the destination image of tourist 
destinations (Khan et al., 2017; Pereira et al., 2019). In 
contrast, other findings indicate that tourists will intend to 
revisit a tourist destination if influenced by travel motivation 
(He & Luo, 2020; Sukaatmadja et al., 2022).

2.3. Destination Image and Revisit Intention

Destination Image refers to the ideas, beliefs, and 
impressions individuals acquire about the characteristics 
and activities of a destination after analyzing information 
gathered from various sources during a specific period 
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(Assaker, 2014). It is not merely defined as the attributes of 
a destination but encompasses an overall impression 
displayed by the destination. Researchers have developed a 
two-dimensional model of destination image describing 
cognitive and affective components (Beerli & Martin, 2004). 
The cognitive component involves knowledge and beliefs 
about the destination described by tangible attributes, while 
the affective image of the destination includes emotions and 
feelings about it (Yüksel & Akgül, 2007).

Visitor Intention is a complex concept influenced by 
numerous factors. Revisit intention, or the willingness to 
visit again, has a relatively broad definition. In the context 
of commercial consumption, termed as the willingness to 
repurchase, it indicates that consumers are willing to 
repeatedly consume a specific product. When discussing 
recreational places or tourist objects, it suggests that tourists 
are willing to revisit or repurchase tourism products (He & 
Luo, 2020). Tourist destinations can be considered as 
products, and tourists may revisit the destination or 
recommend it to other potential tourists, such as friends or 
relatives (Yoon & Uysal, 2005). Parasuraman defines revisit 
intention as the intention to return after customers are 
satisfied with the tourist destination and are willing to 
consume or introduce and recommend the product to others. 
Furthermore, Selnes believes that repurchase intention is the 
customer's intention to repurchase a product or service from 
the original company and reflects the customer's 
psychological commitment to the product or service (He & 
Luo, 2020). Kozak indicates that factors such as travel 
experience and frequency, entertainment activities, local 
friendliness, and tourist satisfaction with services or 
recreational products all influence the intention to revisit 
(Kozak, 2002). These findings suggest that satisfied tourist 
motivations will drive them to revisit and return to the same 
place, even if they may not have been satisfied with the first 
trip (He & Luo, 2020).

In previous research, cognitive and affective images 
were found to be crucial in understanding tourist behavior 
and destination choices (Stylos et al., 2016). Furthermore, 
earlier studies have also found that destination image 
significantly impacts revisit intention, indicating that the 
better the destination image, the higher the likelihood of 
tourist revisitation (Khan et al., 2017; J. H. Kim, 2018).

2.4. Hypothesis

The research model, based on the literature review above, 
aims to elucidate the influence of Memorable Customer 
Experience and travel motivation on destination image and 
revisit intention, particularly in tourist destinations in South 
Sulawesi. Building upon prior theory and research, it is 
established that destination image is influenced by the 
presence of memorable customer experiences and travel 

motivation. Consequently, revisit intention is expected to 
increase due to the positive effects of memorable customer 
experiences, travel motivation, and destination image. 
Moreover, the researcher will investigate the mediating role 
of destination image in these relationships. Therefore, the 
hypotheses in this study are:
H1: Memorable customer experience has a positive and 

significant impact on destination image.
H2: Memorable customer experience has a positive and 

significant impact on revisit intention.
H3: Travel motivation has a positive and significant impact 

on destination image.
H4: Travel motivation has a positive and significant impact 

on revisit intention.
H5: Destination image has a positive and significant impact 

on revisit intention.
H6: Memorable customer experience has a positive and 

significant impact on revisit intention through 
destination image.

H7: Travel motivation has a positive and significant impact 
on revisit intention through destination image.

These hypotheses are formulated based on the 
theoretical framework and empirical evidence from 
previous studies, aiming to provide insights into the 
mechanisms underlying the relationships among 
Memorable Customer Experience, travel motivation, 
destination image, and revisit intention in the context of 
tourism destinations in South Sulawesi.

3. Research Methods

The approach employed in this study is characterized as 
basic research aimed at advancing knowledge exploration. 
Furthermore, the research method falls under quantitative 
research, as it aligns with the nature of scientific discovery 
(Rini & Ferdinand, 2023). The target population for this 
study comprises tourists visiting several prominent tourism 
sectors located in South Sulawesi. Due to the ongoing 
dominance of domestic tourists in these tourist destinations 
since the COVID-19 pandemic, they have been selected as 
the primary population.

The determination of the sample size follows Hair et al.'s 
perspective, suggesting 5 to 10 times the number of items. 
Considering the total number of items for all variables is 19 
items x 10, the researcher establishes a sample of 190 
respondents. The sampling technique employed in this 
research is purposive sampling, a subset of non-probability 
sampling. Purposive sampling is chosen because the 
researcher understands that the necessary information related 
to the variables under investigation can be obtained from 
specific groups or individuals capable of providing relevant 
or desired information. This approach is expected to mitigate 
bias in the research results.
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The study involves four variables: Memorable Customer 
Experience, Travel Motivation, Destination Image, and 
Revisit Intention. Memorable Customer Experience is 
measured by five indicators (J. H. Kim, 2018): Satisfaction 
with the Tourism Experience (MCE1), Positive Energy 
Attained (MCE2), Engagement with Local Culture (MCE3), 
Discovery of New Places or Activities (MCE4), Positive 
Impact on Overall Quality of Life (MCE5). Travel 
Motivation is measured by indicators (Dagustani et al., 2018; 
Pereira et al., 2019): Mind Relaxation Opportunity during 
Travel (TRM1), Traveling to Avoid Boredom in Life 
(TRM2), Inspiration to Visit Scenic Natural Landscapes 
(TRM3), Seeking New Adventure Experiences (TRM4), and 
Enjoying Every Beautiful Moment as the Primary 
Motivation (TRM5). Destination Image is measured by 
indicators (Khan et al., 2017): Primary Attraction of Natural 
Beauty and/or Scenery (DEI1), Confidence in Adequate 
Facilities for Tourists (DEI2), Consideration of Post-
Pandemic Health Protocol Standards (DEI3), Trust in the 
Hospitality of the Local Community (DEI4), Belief in the 
Enhancing Effect of a Tranquil Atmosphere (DEI5). Revisit 
Intention is measured by four indicators (Chen et al., 2020; 
Meng & Cui, 2020): Intention to Return in the Near Future 
(REI1), Preference for South Sulawesi as the Primary 
Vacation Destination (REI2), Increased Interest in Visiting 
South Sulawesi More Frequently (REI3), Enhancement of 
Revisit Intention due to Overall Pleasant Memories (REI4).

Data collection employs a questionnaire administered by 
the research team, consisting of one leader, two member, and 
four surveyors stationed at research locations. Data 
collection takes place on both weekdays and weekends, with 
the research team approaching tourists based on 
predetermined criteria. Individuals meeting the targeted 

criteria are asked if they are willing to participate in the 
research. Those agreeing to participate are then prompted to 
recall their tourism experiences, motivations, perceptions of 
the destination's image, and intentions to revisit, all answered 
through the questionnaire. The questionnaire employs a 
semantic scale with two extreme score categories: from 1 
(Strongly Disagree) to 5 (Strongly Agree) (Fachmi et al., 
2020).

Subsequently, data analysis in this study utilizes the 
Structural Equation Modeling (SEM) technique through the 
use of AMOS software, facilitating the examination of direct 
influences. For indirect testing, the Sobel test is employed.

4. Results and Discussion

4.1. Confirmatory Factor Analysis

The initial step in the Structural Equation Modeling 
(SEM) analysis is the confirmatory factor analysis (CFA) for 
each exogenous and endogenous model. This is crucial for 
assessing the validity and reliability of the instruments used 
in the study. The CFA involves evaluating loading factor 
values > 0.5, Average Variance Extracted (AVE) > 0.5, and 
Composite Reliability (CR) > 0.7 (Chin, 2009; Hair Jr et al., 
2021). The results presented in Table 1 indicate that each 
item has a loading factor above 0.5, and the AVE values 
surpass the recommended threshold of 0.5. Consequently, 
the instruments exhibit good convergent validity. 
Furthermore, the CR values for all variables exceeding 0.7 
demonstrate that the instruments have a high level of 
reliability.

Table 1: Validity and Reliability Measurement

Variables Items Loading Factor AVE CR

Memorable Customer 
Experience (MCE)

Satisfaction with the Tourism Experience (MCE1) 0,747

0,562 0,933

Positive Energy Attained (MCE2) 0,798

Engagement with Local Culture (MCE3) 0,710

Discovery of New Places or Activities (MCE4) 0,760

Positive Impact on Overall Quality of Life (MCE5) 0,730

Travel Motivation 
(TRM)

Mind Relaxation Opportunity during Travel (TRM1) 0,793

0,580 0,935

Traveling to Avoid Boredom in Life (TRM2) 0,697

Inspiration to Visit Scenic Natural Landscapes (TRM3) 0,762

Seeking New Adventure Experiences (TRM4) 0,709

Enjoying Every Beautiful Moment as the Primary Motivation (TRM5) 0,839

Destination Image 
(DEI)

Primary Attraction of Natural Beauty and/or Scenery (DEI1) 0,791

0,590 0,936

Confidence in Adequate Facilities for Tourists (DEI2) 0,735

Consideration of Post-Pandemic Health Protocol Standards (DEI3) 0,707

Trust in the Hospitality of the Local Community (DEI4) 0,832

Belief in the Enhancing Effect of a Tranquil Atmosphere (DEI5) 0,768

Revisit Intention 
(REI)

Intention to Return in the Near Future (REI1) 0,756

0,685 0,916
Preference for South Sulawesi as the Primary Vacation Destination (REI2) 0,853

Increased Interest in Visiting South Sulawesi More Frequently (REI3) 0,879

Enhancement of Revisit Intention due to Overall Pleasant Memories (REI 4) 0,817
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Figure 1: Full structural model result

4.2. Data Analysis and Hypothesis Test Result

Before testing the hypotheses, the model underwent a 
goodness-of-fit evaluation based on several criteria. The 
evaluation results in Figure 1 yield a Chi-Square value with 
a significance level of 0.000, significantly below the cutoff 
level of ≥ 0.05. However, compensating for this, other 
criteria such as RMR (Root Mean Square Residual) ≤ 0.5, 
CFI (Comparative Fit Index) ≥ 0.9, and IFI (Incremental Fit 
Index) ≥ 0.9 were considered (Arbuckle, 2016). 
Consequently, the model satisfies the fit criteria, allowing 
for hypothesis testing.

The hypothesis test results, as presented in Table 2, 
confirm that both memorable customer experience and 
travel motivation (β = 0.413, C.R = 2.847, p = 0.004; β = 
0.533, C.R = 3.704, p = 0.000) significantly and positively 
influence destination image, confirming H1 and H3. 
Furthermore, revisit intention is not significantly influenced 
by travel motivation (β = 0.052, C.R = 0.279, p = 0.781). 
However, memorable customer experience and destination 
image have a positive and significant impact (β = 0.354, C.R 

= 2.007, p = 0.045; β = 0.446, C.R = 2.261, p = 0.024). This 
implies that H2 and H5 are accepted, while H4 is rejected.

To address gaps in previous research, an indirect effect 
using the Sobel test was conducted, analyzing the mediating 
role of destination image in the influence of memorable 
customer experience and travel motivation on revisit 
intention (Table 3). The mediating effect of destination 
image on the influence of memorable customer experience 
on revisit intention was obtained as 0.184, calculated by 
multiplying the coefficients of the direct effect from 
memorable customer experience to destination image and 
destination image to revisit intention. The significance value 
in the Sobel test, 0.038 < 0.05, confirms the significant 
mediating role of destination image in the influence of 
memorable customer experience on revisit intention. 
Additionally, the mediating effect of destination image on 
the influence of travel motivation on revisit intention was 
0.238, with a significance value of 0.027 < 0.05, confirming 
the significant impact of destination image as a mediating 
variable in the influence of travel motivation on revisit 
intention.
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Table 2: Hypothesis testing

Hypothesis Std. Estimate Estimate Critical Ratio P Conclusion

Memorable Customer Experience à Destination Image 0,413 0,403 2,847 0,004 Accepted

Travel Motivation à Destination Image 0,533 0,620 3,704 0,000 Accepted

Memorable Customer Experience à Revisit Intention 0,354 0,396 2,007 0,045 Accepted

Travel Motivation à Revisit Intention 0,052 0,069 0,279 0,781 Rejected

Destination Image à Revisit Intention 0,446 0,511 2,261 0,024 Accepted

Note: Primary data elaboration, 2023

Table 3: Indirect Effect

Hypothesis Direct Effect Indirect Effect Sobel test statistic P Conclusion

Memorable Customer Experience à Destination Image 
à Revisit Intention

0,354 0,184 1,768 0,038 Accepted

Travel Motivation à Destination Image à Revisit Intention 0,052 0237 1,931 0,027 Accepted

Note: Primary data elaboration, 2023

4.3. Discussion

In response to the research findings based on the 
proposed model, particularly addressing gaps in previous 
research related to memorable customer experience and 
travel motivation's impact on revisit intention, the results 
align with and contribute to existing literature. The 
significance of memorable customer experience in 
enhancing revisit intention is validated in this study, 
consistent with previous research findings (J. H. Kim, 2018; 
H. Zhang et al., 2018). Memorable customer experience 
encompasses significant dimensions, including satisfaction 
with the tourism experience, positive energy attained, 
engagement with local culture, discovery of new places or 
activities, and positive impact on overall quality of life. The 
results demonstrate that satisfaction with the tourism 
experience, positive energy gained, engagement with local 
culture, the discovery of new places or activities, and 
positive impact on overall quality of life all contribute 
positively to the intention to revisit.

Overall, the research findings contribute to the 
understanding of the complex interplay between memorable 
customer experiences, travel motivations, destination 
images, and revisit intentions in the context of post-
pandemic tourism. These insights provide valuable 
information for policymakers, destination managers, and 
marketers to formulate strategies that enhance the overall 
tourism experience and encourage repeat visits.

The intriguing finding from this research suggests that, 
while travel motivation may not directly prove its impact on 
an increase in revisit intention, this can be addressed by 
initiating the formation of a destination image stemming 
from both travel motivation and memorable customer 
experience. Although travel motivation may not directly 
demonstrate its impact on an increased intention to revisit, 
this difference can be reconciled through the initiation of the 
destination image formation process influenced by travel 

motivation. The research findings establish that when travel 
motivation is high, it creates a better destination image for 
tourism in South Sulawesi. However, it indirectly proves the 
importance of travel motivation in enhancing the destination 
image, thereby forming a positive perception that 
encourages tourists to have a strong intention to revisit 
tourist destinations in South Sulawesi.

Memorable customer experience also emerges as a 
crucial predictor for the enhancement of destination image 
from this research, confirming previous study results (Khan 
et al., 2017; Pereira et al., 2019). Interestingly, although the 
direct influence is significantly more effective than the 
indirect one, this could serve as an alternative solution for 
addressing the challenge of increasing revisit intention in the 
future.

Considering these findings, it can be concluded that 
unforgettable customer experiences, travel motivations, and 
destination images collectively shape a positive perception 
that encourages tourists to have a strong intention to revisit 
tourist destinations in South Sulawesi. These findings 
provide a more comprehensive view of the factors 
influencing revisit intention, which can assist relevant 
stakeholders in designing more effective marketing 
strategies and destination management, particularly in the 
province of South Sulawesi

5. Conclusions 

Based on the findings of this research, it can be 
concluded that a profound understanding of the factors 
influencing Revisit Intention in South Sulawesi's tourist 
destinations is crucial. Involving 190 respondents in this 
study provides a representative overview of domestic 
tourists' perceptions of these destinations. The analysis 
focused on three main factors: Memorable Customer 
Experience, Travel Motivation, and Destination Image. The 
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results indicate that Memorable Customer Experience and 
Travel Motivation significantly impact the enhancement of 
Destination Image. In other words, both unforgettable 
customer experiences and travel motivations directly 
contribute to the formation of a more positive destination 
image. Furthermore, this research emphasizes the pivotal 
role of Destination Image as a mediator in connecting the 
influence of Travel Motivation on Revisit Intention 
indirectly. It suggests that not only do memorable customer 
experiences drive the desire to revisit, but travel motivation 
also influences this intention through the formed destination 
image. Additionally, the improvement of memorable 
customer experience and destination quality enhances the 
likelihood of increased revisit intention.

However, it is essential to note that this study has 
limitations, particularly in geographic scope and respondent 
characteristics, which only consist of domestic tourists. 
Therefore, a suggestion for future research is to expand the 
research area to other destinations beyond South Sulawesi 
and involve international tourists as respondents to obtain a 
more holistic understanding. This research significantly 
contributes to the understanding of tourist behavior in this 
digital era, providing a foundation for marketers and 
destination managers to develop more effective strategies in 
enhancing Revisit Intention. The results of this research are 
expected to serve as a basis for further studies and practical 
applications in the South Sulawesi tourism industry.

The practical implications of this research provide a 
clearer insight for marketers and destination managers in 
South Sulawesi to develop more effective strategies in 
enhancing tourists' Revisit Intention. With a better 
understanding of how Memorable Customer Experience and 
Travel Motivation influence Destination Image and Revisit 
Intention, they can direct their efforts towards improving 
unforgettable customer experiences, enhancing travel 
motivations, and enhancing the destination's image. This can 
be achieved through various means, such as improving 
tourism services, providing unique and memorable 
experiences for tourists, and implementing appropriate 
promotional strategies to increase tourists' interest in 
returning.

Additionally, it is important to consider the role of 
distribution (logistics, trade) in influencing the factors 
affecting revisit intention. Effective distribution 
management can play a crucial role in ensuring that tourists 
have positive experiences and perceptions of destinations, 
thus increasing their likelihood to revisit. Furthermore, 
optimizing distribution channels can enhance the 
accessibility and attractiveness of South Sulawesi's tourist 
destinations, thereby stimulating tourism growth in the 
region.

Furthermore, this study can also guide policymakers in 
developing policies and programs that support the 

development of the tourism sector in South Sulawesi. By 
strengthening factors that influence Revisit Intention, such 
as Memorable Customer Experience and Travel Motivation, 
governments and related agencies can facilitate sustainable 
tourism growth and provide positive impacts for the local 
economy and communities. Overall, the practical 
implications of this research contribute to enhancing the 
understanding and management of tourism destinations in 
South Sulawesi, as well as providing positive contributions 
to economic growth and regional development.
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