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ABSTRAK 

Penelitian ini bertujuan untuk membuktikan dan menganalisis pengaruh 

destination image dan experiential marketing terhadap revisit intention dengan tourist 

satisfaction sebagai variabel mediasi pada kebun strawberry Dzjikho Alahan Panjang. 

Teori yang digunakan yaitu Theory of Planned Behavior (TPB) dari Ajzen (1967) dan 

Stewardship Theory dari Donaldson dan Davis (1991). Populasi dalam penelitian ini 

tidak diketahui dan sampel yang digunakan dalam penelitian ini adalah wisatawan yang 

pernah berkunjung ke kebun strawberry Dzjikho Alahan Panjang satu kali atau lebih 

yang berjumlah sebanyak 100 responden berdasarkan rumus Cochran. Metode analisa 

dalam data ini menggunakan aplikasi smartPLS. Selanjtunya hasil hipotesis dalam 

penelitian ini diuji dengan dengan menggunakan metode analisis meliputi: 

Measurement Model Assessment, Analisis Deskriptif, R Square dan Structural Model 

Assesment. Dari hasil pengujian dapat disimpulkan bahwa destination image 

berpengaruh signifikan terhadap revisit intention, experiential marketing berpengaruh 

signifikan terhadap revisit intention, destination image berpengaruh signifikan 

terhadap tourist satisfaction, experiential marketing berpengaruh signifikan tourist 

satisfcation, tourist satisfaction tidak berpengaruh signifikan terhadap revisit intention, 

tourist satisfaction tidak memediasi secara signifikan hubungan antara desination 

image dengan revisit intention, dan tourist satisfaction tidak memediasi secara 

signifikan hubungan antara experiential marketing dengan revisit intention.  

 
Kata Kunci: Destination Image, Experiential Marketing, Tourist Satisfaction 

dan Revisit Intention. 
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ABSTRACT 

This study aims to prove and analyze the effect of destination image and 

experiential marketing on revisit intentions with tourist satisfaction as a mediating 

variable at the Dzjikho Alahan Panjang strawberry garden. The theory used is Theory 

of Planned Behavior (TPB) from Ajzen (1967) and Stewardship Theory from 

Donaldson and Davis (1991). The population in this study is unknown and the sample 

used in this study is tourists who have visited the Dzjikho Alahan Panjang strawberry 

garden once or more and collected as many as 100 respondents based on the Cochran 

formula. The method of analysis in this data uses the smartPLS application. 

Furthermore, the results of the hypothesis in this study were tested using analytical 

methods including: Measurement Model Assessment, Descriptive Analysis, R Square 

and Structural Model Assessment. From the test results it can be said that the image of 

the destination has a significant effect on the intention to revisit, experiential marketing 

has a significant effect on the intention to revisit, the image of the destination has a 

significant effect on tourist satisfaction, experiential marketing has a significant effect 

on tourist satisfaction, tourist satisfaction has no significant effect on the intention to 

revisit, Tourist satisfaction did not significantly mediate the relationship between 

destination image and revisit intention, and tourist satisfaction did not significantly 

mediate the relationship between experiential marketing and revisit intention. 

 

 

Keywords: Destination Image, Experiential Marketing, Tourist Satisfaction 
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