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Abstract

This research aims to investigate tourists' revisit intention at heritage destinations by testing
memorable tourism experience, destination image and tourist satisfaction as predictors. The
heritage destination studied was the Borobudur temple involving 330 tourists as respondents
taken using a convenience sampling technique. Data were processed and analysed using SEM-
AMOS. The results of this research prove that not all components of memorable experience
are proven to be significant on destination image, satisfaction, and revisit intention. Destination
image can be predicted by the variable’s novelty, local culture, meaningfulness, involvement,
and knowledge, while hedonism is not significant. Satisfaction can be predicted by hedonism,
novelty, refreshment, meaningfulness, knowledge, and destination image, while local culture
and involvement are not significant. Revisit intention is predicted by novelty, local culture,
involvement, knowledge, and satistaction, while hedonism, refreshment, meaningfulness, and
destination image are not significant. Other findings from this research show that local culture
is the dominant variable in determining destination image, novelty is the antecedent that has
the greatest influence on satisfaction and revisit intention at heritage destinations.

INTRODUCTION

The rapid growth of the tourism industry in Indonesia can contribute as a main driver
of the economy (Ratnasari et al., 2020) which can have an impact on increasing living standards
and becoming a lifestyle for the community (Cheng & Chen, 2022). This lifestyle change is
what triggers tourists to look for tourist attractions that provide new experiences (Jiang et al.,
2022). Tourists are not only after free time, but also experiences that impress them so they have
the potential to visit again. Experience alone is not enough for tourists to improve their
behaviour in the future, but experience can leave a special impression on their memories or
memorable tourism experiences (Hosseini et al., 2022).

Previous literature researched tourism marketing using the Memorable Tourism
Experience construct as a predictor of behaviour (Choi & Kim, 2021; Sahabuddin et al., 2021).
However, there are still few researchers related to cultural heritage sites whose ecological




environment must be protected (Cheng & Chen, 2022). Heritage tourism offers experiences
that involve visiting or engaging with authentic places, artefacts and activities that are rarely
researched. Furthermore, experience and knowledge regarding the potential influence of MTE
in heritage tourism contexts is still very limited (Rasoolimanesh, Seyti, Hall, et al., 2021).

The components of the model of a memorable tourism experience still have inconsistent
results, there are still many research gaps related to the influence of experience and intention
to revisit. Tourists' intention to revisit is supported by local culture, knowledge, involvement
and novelty variables, while hedonism, refreshment and meaningfulness are not significant for
intention to revisit (Riptiono, 2022) . Other results were also shown by researchers who revealed
that there was a research gap between the influence of memorable tourism experiences on
revisit intention (Yu et al., 2019; Rasoolimanesh, Seyfi, Hall, et al., 2021).

Intention to revisit tourist attractions is a very important concept in tourism marketing
which is influenced by destination image (Rasoolimanesh, Seyfi, Hall, et al., 2021) and also
tourist satisfaction (Kim, 2018). Based on the literature review that has been described, this
research emphasizes the need for further investigation to gain a better and broader
understanding of the heritage tourism experience and to advance understanding of MTE. Thus,
this research aims to overcome the problem of gaps in previous research by empirically testing
the MTE integration model to encourage tourist revisit intention by placing destination image
and visitor satisfaction as mediators.

Literature Review
Revisit Intention

Studies on revisit intention have been carried out by many previous researchers and are still an
attraction for scholars to conduct research. Tourists' intention to revisit is described as a form
of tourists' possibility to revisit tourist attractions they have visited (Prayag et al., 2017). Many
tourist destinations are competing to provide the best service to their visitors so they want to
visit again. In tourism marketing, tourist behavior plays an important role because they evaluate
their experiences thereby generating the intention to revisit the tourist destination (Kim, 2018;
H.Chen & Rahman, 2018; Torabi et al., 2022).

Memorable Tourism Experiences

In the tourism industry, tourists will get different experiences in different destinations. The
experience expected by visitors is not just an ordinary experience, but a memorable experience
or memories tourism experience (MTE's). Experiences like this are used as parameters for
destination selection (Kim & Ritchie, 2014). This theory explains the post-visit evaluation of
tourists to a destination which has an impact on consumer choices and future behavior (Sharma
& Nayak, 2019). Memorable tourism experience is a dimensional construct built by several
components, namely hedonism, novelty, local culture, refreshment, meaningfulness,
knowledge, and involvement.

Hedonism is defined as a pleasant feeling for tourists when faced with tourist attractions that
can create experiences. Novelty is a component that can motivate tourists to travel. "New-
seeking" is the degree of contrast between perception and current experience. Local culture




means that tourists interact with local culture such as regional languages, eating local food can
create a unique and memorable holiday experience. Refreshment is a motivation for visitors to
travel or travel, the aim is to escape from the stressful environment and routine of daily life.
Meaningfulness in the tourism business can help tourists to have an unforgettable experience
because they consider the travel experience to be very important or valuable. Knowledge means
adding new information or learning that visitors get after taking the tour. Involvement is
defined as the relevance that tourists feel towards a tourist attraction. A high level of tourist
involvement can increase tourists' memories of past travel experiences.

Previous literature discussed the significant influence of memorable tourism experiences on
destination image (Kim, 2018; Sharma & Nayak,2019). Tourists who get a positive impression
will have an experience that sticks in their memories, thus creating satisfaction (Wong & Lai,
2021). Apart from that, positive memories will give rise to a desire to revisit a destination, the
stronger the memory, the higher the desire to visit (Riptiono, 2022; Rasoolimanesh, Seyfi,
Rather, et al., 2021). Furthermore, previous researchers also found that MTE is an important
factor in fostering the intention to provide recommendations to others (Chang et al., 2018; X.
Chen et al., 2020). Thus, the hypothesis tested are:

Hla-Hlg : Hedonism, novelty, local culture, refreshment, meaningfulness, knowledge,
dan involvement positive and significant toward destination image

H2a - H2g : Hedonism, novelty, local culture, refreshment, meaningfulness, knowledge,
dan involvement positive and significant toward satisfaction

H3a - H3g : Hedonism, novelty, local culture, refreshment, meaningfulness, knowledge,
dan involvement positive and significant toward revisit intention

Destination Image

Destination image is an important construct in influencing decision making, destination choice,
evaluation, and behaviour of future tourists (Zhang et al., 2017). Previous studies define
destination image as a number of knowledge, beliefs, ideas and overall perceptions that a tourist
has about a destination (Kim, 2018). As a multidimensional construct, destination image is
formed by three different but hierarchically interrelated components: cognitive, affective, and
conative (Tasci & Gartner, 2007). The better the image of a tourist spot will have a direct
impact on tourist satisfaction (Kim, 2018) and influence the intention to revisit the tourist spot
(Rasoolimanesh, Seyfi, Hall, et al., 2021). Therefore, the hypothesis built in this research are:

H4 : Destination image positive and significant toward satisfaction
H5 : Destination image positive and significant toward revisit intention

Kepuasan Pengunjung

Tourist satisfaction plays an important role in consumer behaviour literature. This relates to
how service providers provide their services to consumers so that they get a positive response
(Satrya & Susilo, 2022). The point is that a satisfaction response appears when the perceived
performance equals or exceeds consumer expectations (Kim, 2018). Tourist satisfaction is a
precursor that must always be maintained by the destination, because consumer assessments of




the places they visit produce feelings of satisfaction or dissatisfaction. Satisfied consumers will
tend to make repeat visits (Sharma & Nayak, 2019; Gohary et al., 2020). Therefore, the
following hypothesis proposed:

H6 : Satisfaction positive and significant toward revisit intention
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Figure 1. Research Framework

METODE PENELITIAN
This type of research is classified as basic research or fundamental research (Zamani-Farahani
& Musa, 2012) with a quantitative approach using surveys of respondents. The questionnaire
contains closed questions using a 5-point Likert scale, with point | to describe the answer
Strongly Disagree and point 5 to describe Strongly Agree. This research will be conducted in
2023 at a heritage destination in Central Java, namely the Borobudur temple, involving 330
respondents as samples taken using a convenience sampling technique. Respondents in this
research were tourists who had visited cultural heritage sites in Central Java. The collected data
was processed and analysed using SEM-AMOS.

Variable measurements in this study used parameters adopted from previous research.
The revisit intention variable was measured using 3 indicators adopted from (Zhang et al.,
2017). Visitor satisfaction is measured using 3 indicators adopted from (Kim, 2018).
Destination Image is measured using 4 indicators adopted from (Rasoolimanesh, Seyfi, Hall,
et al., 2021). MTE is measured using 23 indicators (hedonism 4 items, novelty 4 items, local
culture 3 items, refreshment 3 items, meaningfulness 3 items, involvement 3 items, and
knowledge 3 items) adopted from (Rasoolimanesh, Seyfi, Rather, et al., 2021). Referring to
(Hair et al., 2010), the minimum sample size using SEM is the number of parameters x (5-10),
so the number of samples in this study is 33x10 = 330 respondents.




RESULT AND DISCUSSION

Sample and Data Collection

This research involved a total of 330 tourists who were visiting Borobudur temple, after we
eliminated some of the respondents' answers because some were incomplete. Overall, the
profile of respondents can be seen in table 1. There were 146 male respondents (44%) which
were fewer than 184 female respondents (56%). Apart from that, the age range of respondents
was dominated by the 39 - 49-year age range with 119 people (36%), followed by the 28 - 38-
year age range with 89 people (27%). Most of the respondents' education was college
graduates, 142 people (43), followed by associates, 76 people (23%). For work, the majority
are as employees as many as 89 people (27%0) and as students as many as 87 people (26%).
Meanwhile, for monthly income, most respondents are in the range of IDR 5,000,001 — IDR
6,000,000 as many as 90 people (27%) and an income range of IDR 4,001,000 - IDR 5,000,000
for 75 people (23%).

Table 1. Respondent Profile

Characteristic Frequency Percent
Gender Male 146 44%
Female 184 56%
Age 17-27 64 199
28 - 38 89 27%
39 -49 119 36%
49 — 59 39 12%
Above 60 19 6%
Education High school and less 73 229
Associate Degree 76 23%
Bachelor 142 43%
Master/Doctor 39 129
Occupation Student 87 26%
Civil Servant 52 16%
Business Owner 77 23%
Employee 89 27%
others 25 8%
Income level (000) Rp. 2.000 and less 19 6%
Rp.2.001 —Rp. 3.000 | 34 10%
Rp.3.001 —Rp. 4.000 | 56 17%
Rp.4.001 —Rp. 5.000 |75 23%
Rp.5.001 —Rp. 6.000 | 90 27%
Rp. 6.000 and above 56 17%

Measurement Model




Validity and reliability tests were carried out to check the reliability and validity of variable
measures using confirmatory factor analysis (CFA). The model testing results presented in
table 2 show that all loading factors have values higher than 0.70. The average Variance
Extracted (AVE) for all variables is higher than 0.50, ranging from 0.840 to 0.938. All
composite reliabilities show values higher than the cut-off point of 0.70. Overall, these findings
confirm convergent validity (Hair et al., 2009). The discriminant validity test was declared
adequate because the AVE of each pair of constructs was higher than the squared correlation
of each latent variable (Fornell and Larcker, 1981) and the internal consistency of all latent
variables was greater than a = 0.70.

Table 2. Assessment of measurement model

Construct Measure Loading a AVE CR
Hedonism Hed1 0.770 0.834 | 0.937 0.889
Hed2 0.814
Hed3 0.796
Hed4 0.895
Novelty Novl 0.892 0.891 | 0.882 0.933
Nov2 0.736
Nov3 0.755
Nov4 0.861
Local Culture Locl 0.875 0913 ]0.903 0.930
Loc2 0.812
Loc3 0.833
Refreshment Refl 0.729 0,807 | 0.873 0.927
Ret2 0.841
Ref3 0.817
Ref4 0.811
Meaningfulness Meal 0.795 0.798 | 0.840 0.878
Mea?2 0752
Mea3 0.730
Involvement Invl 0.815 0.867 | 0.913 0.937
Inv2 0.898
Inv3 0.848
Knowledge Knol 0.719 0,775 | 0.852 0.888
Kno2 0.783
Kno3 0.819
Destination Image Desl 0.843 0.819 | 0.876 0.929
Des2 0772
Des3 0.759
Des4 0.840
Satisfaction Satl 0.899 0.833 | 0.887 0.916
Sat2 0.761
Sat3 0.792
Revisit Intention Revl 0.907 0.891 | 0.938 0.957
Rev2 0.886
Rev3 (0.883




Assessment Goodness of Fit

Table 3. Model fit indices

Fit Index Level of Acceptance Model Fit
Chi-square p>0.05 1.279
RMSEA =0.08 0.054
GFI =0.90 0934
AGFI =0.90 0911
CFI >0.90 0942

Before testing the hypothesis, we first ensure the goodness of fit value in the research model.
The test results are presented in table 3, the GoF index shows that the level of suitability for
the research model is at a satisfactory limit so that it is acceptable (Chi-square of 1.279,
RMSEA = 0.054, GFI =0934, AGFL =0.911, and CFI =0.942).

Hypothesis Results

To test the research hypothesis, we used a structural equation model

results of the hypothesis test are presented in table 4.

Table 4. Results of Hypothesis

with AMOS 24 0. The

Path Beta | t- p-value | Supported
value
Hla | Hedonism - | Destination Image | 0,041 | 0,032 | 0,982 No
HIb | Novelty - | Destination Image | 0,296 | 4,563 | ##% Yes
Hlc | Local Culture —> | Destination Image | 0,351 | 4,625 | *** Yes
H1d | Refreshment = | Destination Image | 0,101 | 1,079 | 0223 No
Hle | Meaningfulness - | Destination Image | 0,267 | 3,314 | 0,009 Yes
HI1f | Involvement = | Destination Image | 0,308 | 3.407 | 0001 Yes
Hlg | Knowledge = | Destination Image | 0411 | 5512 | #=* Yes
H2a | Hedonism - | Satisfaction 0417 | 5,527 | == Yes
H2b | Novelty -> | Satisfaction 0428 | 5,519 | = Yes
H2c¢ | Local Culture - | Satisfaction 0,099 | 1,091 | 0,566 No
H2d | Refreshment - | Satisfaction 0,325 1]4,348 | 0,002 Yes
H2e | Meaningfulness - | Satisfaction 0427 | 4466 | 0001 Yes
H2f | Involvement -> | Satisfaction 0,087 10,119 | 0,349 No
H2g | Knowledge -> | Satisfaction 0,576 | 6,502 | *** Yes
H3a | Hedonism - | Revisit Intention 0,119 1,022 | 0,775 No
H3b | Novelty = | Revisit Intention 0,601 | 6,534 | ##* Yes
H3c | Local Culture - | Revisit Intention 0,522 | 5,611 | *#* Yes
H3d | Refreshment - | Revisit Intention 0065| 1,015 0,109 No
H3e | Meaningfulness - | Revisit Intention 0098 | 1,124 | 0,116 No
H3f | Involvement - | Revisit Intention 0477 | 5,098 | *#* Yes




H3g | Knowledge - | Revisit Intention 0418 | 5,557 | *#* Yes
H4 | Destination Image | = | Satisfaction 0,399 | 4,448 | 0,001 Yes
H5 | Destination Image | = | Revisit Intention 0093 1,041 | 0211 No

H6 | Satisfaction - | Revisit Intention 0451 | 4,576 | *#* Yes

The results of testing the first hypothesis which tested the Memorable tourism
experience component on destination image (Hla-H1g) showed that 5 hypotheses were
accepted (H1b, Hlc, Hle, HIf, and Hlg) and 2 hypotheses were rejected (Hla and H1d). A
significant influence is shown by the relationship between novelty towards the destination
image (H1b), local culture towards the destination image (H1c), meaningfulness towards the
destination image (Hle), involvement towards the destination image (HIf), and knowledge
towards the destination image (H1g), while hedonism (Hla) and refreshment (H1d) are not
significant for destination image.

Evaluation of the second hypothesis was carried out to determine the effect of MTE
components on visitor satisfaction (H2a-H2g). The test results show that five hypotheses are
accepted (H2a, H2b, H2d, H2e, and H2g) and 2 hypotheses are rejected (H2c and H2f). A
significant relationship is shown in the influence of hedonism on visitor satisfaction (H2a),
novelty on visitor satisfaction (H2b), refreshment on visitor satisfaction (H2d), meaningfulness
on visitor satisfaction (H2e), and knowledge on visitor satisfaction (H2g). Meanwhile,
insignificant results were found on the relationship between local culture on visitor satisfaction
(H2c¢) and involvement on visitor satisfaction (H2f). H1d). A significant influence is shown by
the relationship between novelty towards the destination image (H1b), local culture towards
the destination image (H 1c), meaningfulness towards the destination image (Hle), involvement
towards the destination image (HI1f), and knowledge towards the destination image (Hlg),
while hedonism (H1a) and refreshment (H1d) are not significant for destination image.

The third hypothesis test was carried out to determine the influence of MTE
components on tourists' revisit intentions at heritage destinations. The test results show that
there are four accepted hypotheses (H3b, H3c, H3f, and H3g) and three rejected hypotheses
(H3a, H3d, and H3e). This means that novelty is proven to have an influence on revisit intention
(H2b), local culture has an influence on revisit intention (H3c), involvement has an influence
on satisfaction, and knowledge has an influence on revisit intention (H3c). Meanwhile, the
results of rejecting the hypothesis are shown in the relationship between hedonism and revisit
intention (H1a), refreshment and revisit intention (H3d), meaningfulness and revisit intention
(H3e).

The next test was carried out to test the effect of destination image on visitor satisfaction
(H4) and the results were declared significant. However, destination image was not proven to
influence revisit intention, which means the fifth hypothesis (H5) was rejected. Finally, in the
sixth test (H6) significant results were found in the relationship between visitor satisfaction and
revisit intention (H3e).

DISCUSSION

In the present study, testing was carried out on the MTE component of destination
image, visitor satisfaction, and revisit intention of heritage tourism at Borobudur temple. Based
on research results, it is proven that tourists who visit heritage destinations are not able to




influence a positive image and intention to visit again but are able to create satisfaction. In
general, one of the goals of tourists visiting tourist attractions is to seek experience (Kim, 2018).
Maintaining a destination's image is very important in order to create an unforgettable
experience (X. Chen et al., 2020). However, this research confirms that one of the components
of MTE, namely hedonism, is unable to have an influence on destination image. Apart from
that, visitors do not come to travel because of hedonism so they cannot increase revisit intention
(Rasoolimanesh, Seyfi, Rather, et al., 2021). Overall, they were satisfied with their visit to a
heritage destination with hedonism as an antecedent. Previous studies suggest that the tourist
pleasure-seeking factor is a factor that can increase tourist satisfaction (Prayag et al., 2017).

From a visitor's cognitive perspective, novelty-seeking is a trigger for memorable experiences
for tourists (Skavronskaya et al., 2020). Tourists hope to find new experiences that have never been had
before when they visit Borobudur Temple. Something new and different can create memorable
memories of a destination so that it can increase a positive image for the destination (Wei et al., 2019).
The novelty that tourists find in making tourist visits is also proven to provide satisfaction for visitors.
In heritage tourism, novelty is used as a predictor of visitor satisfaction (Jiang et al.,2022). Furthermore,
tourists who find novelty in their tourism activities will increase their intention to visit that destination.
Thus, it can be said that novelty is an important key to creating tourists' intention to visit again (Huong
et al.,2021; Riptiono, 2022).

Local culture plays an important role for destinations in creating harmonious interactions
between visitors and tourist attractions. Tourists will visit a destination by considering the local culture
of the area because it can reflect the image of a destination (H. Chen & Rahman, 2018). This study
confirms previous studies (Kim, 2018) that local culture is an important component of destination
image. Furthermore, like the previous study conducted by (Gohary et al., 2020), the results of this
research found that the relationship between local culture and visitor satisfaction was not significant.
The reason satisfaction is not influenced by local culture may be because cultural attractions are
available at certain times or not all the time there are cultural attractions showing. This research is also
in line with previous studies which found that tourists' revisit intentions are influenced by local culture
(Yu et al., 2019; Riptiono, 2022). This means that interesting cultural attractions will create an
impression of experience for tourists so that they can create the intention to make a repeat visit.

The feeling of relaxation and refreshing experience makes tourists feel happy, thus creating a
better destination image (Kim, 2018). However, the results of this study show that refreshment has no
effect on destination image. Furthermore, this research confirms that refreshment can act as an
antecedent of visitor satisfaction (H. Chen & Rahman, 2018). This means that when tourists feel
refreshed. they will feel satisfied with their tourism activities. In general, tourists' motivation to visit a
destination is to refresh themselves and relieve fatigue in their tourism activities (Lee & Lee, 2021;
Wong & Lai, 2021). The results of this study show results that do not support the influence of
refreshment on revisit intention. This is possible because they think that to relieve fatigue is not visiting
heritage destinations but tourism that provides entertainment. This research is in line with previous
studies which stated that refreshment was not significant on revisit intention (Yu et al., 2019).

The results of this research show that meaningfulness is a factor that can improve destination
image. Tourists prefer to seek information first about destinations before they travel in a meaningful
way (H. Chen & Rahman, 2018) which is obtained through tourism experiences (Sthapit &
Coudounaris, 2018). Meaningfulness has also been proven to influence visitor satisfaction. The results
of this research are in line with previous studies conducted by (Gohary et al., 2020). This means that
tourists who have visited heritage tourism have gained meaning in their visit so that they feel satistied.
However, the meaning they get when they travel is not proven to increase their intention to make a
repeat visit. The results of this study are the same as previous research which stated that meaningfulness
was not significant on revisit intention (Yu et al.. 2019; Rasoolimanesh, Seyfi, Rather, et al., 2021).




This research proves that involvement influences destination image, similar results to previous
studies (Kim, 2018). Direct involvement will make it easier for consumers to understand their travel
journey which will improve the image of a destination. This involvement also influences tourist
satisfaction. The results of this research are in line with previous studies which found that involvement
influences satisfaction (Altunel & Erkut, 2015; Gohary et al., 2020; Rasoolimanesh, Seyfi, Rather, et
al., 2021). Tourists will be satistied when they get quality involvement. However, involvement does
not always increase the intention to visit again. As a study conducted by intention (Yu et al., 2019;
Rasoolimanesh, Seyfi, Rather, et al., 2021) states that involvement has no effect on revisit.

This research proves that knowledge is an antecedent for destination image, satisfaction, and
revisit intention in heritage tourism. In general, tourists visit heritage destinations not only to gain
experience. but they also want knowledge (Seyfi et al., 2020). Knowledge plays an important role in
providing a good image of a destination (Kim, 2018). Apart from that, when visitors get additional
knowledge from their tourism activities, they will feel satisfied with the results of their visit. Previous
studies also stated that visitor satistaction at heritage destinations can be predicted by knowledge factors
(Kastenholz et al., 2018). Furthermore, knowledge has also been proven to be able to increase tourists'
intention to revisit heritage destinations (Rasoolimanesh, Seyfi, Rather, et al., 2021).

The destination image of a tourist attraction is the overall perception of a destination that can
influence tourist behaviour in the future (Zhang et al., 2017; Quang Vinh, 2023). Tourists hope that
when they make a tourist visit it will be able to fulfil their needs. The results of this research prove that
destination image has a positive effect on satisfaction. This research is in line with a study conducted
by (Quang Vinh, 2023) which stated that the better the destination image, the greater the increase in
visitor satisfaction. Apart from that, destination image will have an influence on revisit intention
(Rasoolimanesh, Seyfi, Hall, et al., 2021). However, the results of this study found that destination
image was not significant on revisit intention. This is possible because visitors who visit heritage
destinations are already convinced that the image of the destination is good, so they do not care about
the destination image. Apart from that, tourists think that a visit that meets their expectations can
increase revisit intention (Siier, 2021; Rasoolimanesh, Seyfi, Rather, et al., 2021).

Conclusion

In the present study, the results of this research provide answers to research problems related
to tourist revisit intention at heritage destinations. The results showed that of the 24 hypotheses
tested, there were 16 significant hypotheses and 8 insignificant hypotheses. Tourists' revisit
intention at heritage destinations is influenced by their satisfaction in carrying out tourist
activities, positive destination image, new discoveries from tourist attractions, interesting local
culture, involvement when they carry out tourist activities, and increasing knowledge for
tourists. Meanwhile, refreshment and meaningfulness have no effect on revisit intention.
Furthermore, tourist satisfaction at heritage destinations can be determined by hedonism,
novelty, refreshment, meaningfulness, and knowledge, but local culture and involvement are
not significant. Destination image in heritage tourism is influenced by novelty, local culture,
meaningfulness, involvement, and knowledge, while hedonism and refreshment have no effect
on improving destination image.

The theoretical implication of the results of this research is to provide evidence that not all
components of the memorable tourism experience have been proven to have a positive
influence on destination image, satisfaction and revisit intention. Apart from that, the practical
implications of the research results show that a memorable experience for tourists at a heritage
destination can create destination image, satisfaction and increase the intention to visit again.




Of course, this can be used as a reference for heritage tourism management to increase tourism
competitiveness so that heritage tourism becomes the main destination for tourists.

This research has several limitations, including the respondents and heritage destination
objects. The respondents used in this research only used a sample of domestic tourists, while
many of the visitors who travelled came from abroad. Of course, future research can be
differentiated based on the characteristics of the respondent's country of origin. Then, this
concept was tested on destination objects at the Borobudur temple only. For future studies, this
concept can be tested using other heritage objects such as other historical buildings, natural
buildings such as caves, museums, and so on.
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