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ABSTRACT 
This study aims to examine and analyze the effect of destination image and tourist facilities on 
Revisit Intention and Recommendation Intention through Domestic Tourist Satisfaction at 
Lake Toba Tourism Destinations. The population in this study is domestic tourists. This study 
will be tested on tourists visiting tourist destinations on Lake Toba during the Covid-19 
pandemic. The sample size in this study was calculated from the size of the indicator multiplied 
by 5 to 10. Because this study used 4 construct variables with a total of 55 indicators, the 
sample required in this study was at least 55 x 5 = 275, people. The types of data collected to 
support the variables studied are primary data and secondary data. Data collection techniques 
used were interviews, questionnaires, and documentation studies. The data analysis method 
used is the Structural Equation Model from the LISREL 8.80 statistical software package. The 
results of the study show that the image of tourist destinations and facilities has a significant 
positive effect on tourist satisfaction. Tourism facilities have a significant positive effect on 
Recommended Intention. Destination Image and Tourist Satisfaction have a significant positive 
effect on Revisit Intention. Tourist satisfaction has a positive effect on recommended intention 
significantly. Satisfaction can positively mediate the effect of Destination Image on Revisit 
Intention and tourist satisfaction can positively mediate the influence of tourist facilities on the 
Revisit Intention of Domestic Tourists at Lake Toba Tourism Destinations. 
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INTRODUCTION 
The tourism business is one of the largest service businesses in the world and has a 

significant impact on the economy of the surrounding population. Tourism is not only 
about natural scenic attractions, but can also take the form of artistic and cultural, and 
historical attractions(Ursache, 2015). Introducing local cultural wisdom is hoped that can 
enhance the positive image of tourists towards the Lake Toba area. Of course, the 
participation of the Government through the Tourism Office is needed to make policies, 
regulations, and programs that can make it easier for tourism businesses and the 
participation of cultural galleries to carry out arts and cultural performances as well as the 
participation of tour and travel agents to ensure that the show will be attended by domestic 
tourists. 

With the improving economy in a country, it will support its citizens to make tourist 
visits. Besides that, the convenience in the field of technology also makes a big 
contribution for tourists in facilitating their tour trips. Online networks also play an 
important role in boosting the world tourism industry. There have been many online sites 
from airline companies, hotels, and transportation service providers that can assist tourists 
in planning tourist visits to certain areas(Nguyen, 2021). 

As a tourist destination, Lake Toba also has the goal of getting loyal tourists. In the 
process of achieving consumer loyalty, tourist destinations on Lake Toba are trying to 
focus on the characteristics of this loyalty, one of which is by increasing the intention to 
return and the intention to recommend tourists. Intention to revisit and intention to 
recommend which in this study is called Revisit Intention and Recommendation Intention. 
The loyalty of visitors (tourists) is strongly influenced by the infrastructure, facilities, and 
services provided by business people. This potential has not been fully exploited either by 
the local government or by the tourism community itself, but in reality, the number of 
visits by domestic tourists and domestic tourists continues to increase(Chi et al., 2020). 

Furthermore, in attracting tourists to visit a recreational area and increasing tourist 
visits, this can be done by providing even greater satisfaction to the visitors who come to 
visit. Creating customer satisfaction can provide several benefits too, company and 
consumer relations be harmonious, provide a good basis for repeat purchases, can 
encourage the creation of consumer loyalty, form word-of-mouth recommendations that 
benefit the company, the profit earned increases(Khasbulloh & Suparna, 2022).  

This shows that visitor satisfaction will greatly determine the success of a tourist 
attraction business. Consumer satisfaction can be fulfilled if a tourist attraction can see the 
factors that influence consumer satisfaction, one of which is facilities. According to 
Daryanto (2006), etymologically (meaning of the word) facilities consist of facilities and 
infrastructure, and facilities are direct tools to achieve certain goals, for example, 
locations/places, buildings, and others, while infrastructure is an indirect tool to achieve 
certain goals. From this understanding, we can conclude that facilities are facilities and 
infrastructure that are used to support and facilitate activities to be carried out in a certain 
place(Fafurida et al., 2018). 

A good tourist destination must be able to provide tourist facilities that suit the needs 
of visitors to provide convenience and fulfill their needs during their visit. When tourist 
facilities can provide maximum satisfaction to visitors, it will be a good basis for them to 
make return visits in the future and their willingness to tell positive things to others, in 
other words creating loyalty (Revisit Intention and Recommendation Intention)(Putri et al., 
2015). 
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Apart from facilities, another important factor in maintaining visitor satisfaction is 
the image of the destination. Visitor satisfaction will be realized if the perception of the 
destination image obtained is following what is expected. The definition of destination 
image (Almas, 2013)states that: "This image is an impression obtained following one's 
knowledge and understanding of something. Image formation before the trip is the most 
important phase in the process of selecting a tourist destination. Meanwhile, the perceived 
image after a tourist visit will also affect consumer satisfaction and the intensity to make a 
return visit in the future, depending on the ability of the tourist destination to provide an 
experience that suits the needs and image that tourists have of the tourist area (Jebbouri et 
al., 2022). Therefore, to be able to produce a positive image or impression in the eyes of 
tourists, the things that must be repaired and improved are in terms of the facilities 
provided. So thus a business engaged in tourism objects must be able to give a positive 
impression to visitors so that the business is run will run as expected. Destination image 
makes it easier for tourists when make decisions about their trips and determine whether 
their travel experience will be very satisfying(Alcocer & Ruiz, 2020). 

Thus the destination's image and tourism facilities affect tourist satisfaction, revisit 
intention, and recommended intention (Gultom, 2017; Le & Le, 2020); Jeong & Kim, 
2020; Muis et al., 2020; Putri et al., 2015; Bahar et al., 2020; Qonitah et al., 2021; 
Listyawati, 2019; Kyriakaki et al., 2017; Scarpi et al., 2022; Noerhanifati et al., 2020and 
Asiku et al., 2020). Previous research has focused on tourist satisfaction (Gultom, 2017; Le 
& Le, 2020); Jeong & Kim, 2020; Muis et al., 2020)and tourist loyalty (Çoban, 2012; 
Jeong & Kim, 2020; Kanwel et al., 2019). However, studies on the influence of destination 
image and tourism facilities on tourist satisfaction, revisit intention, and recommended 
intention at tourist destinations are very minimal, especially in Lake Toba. 

Using previous research and the explanation above, it can be used to describe the 
destination image and tourism facilities on tourist satisfaction on revisit intention and 
recommended intention in the following ways: 
 
 
 
 
 
 
 
 
 
 
 

Figure 1. Conceptual framework 
 
METHOD 

This study uses an explanatory research approach, which aims to explain the causal 
relationship between the research variables and the testing hypothesis(Nasution, et al., 
2020). Following the scope of the research explanation, it can be distinguished into 
causality research and comparative non-causality research (Ferdinand, 2006). This research 
is a type of causality research. Causality research is research that seeks explanations in the 
form of causal relationships between several concepts or variables developed in 
management (Ferdinand, 2014). 
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The population in this study is domestic tourists. This study will be tested on tourists 
visiting tourist destinations in the Lake Toba Region. The sample size in this study refers 
to opinions(Ghozali, 2014)which states that the number of samples can be calculated from 
the size of the indicator multiplied by 5 to 10. Because this study uses 4 construct variables 
with a total number of indicators of 55, the sample required in this study is at least 55 x 5 = 
275, people.Sampling uses non-probability sampling, allowing the opportunity for 
someone to become a respondent that is not known. In this study, the sampling technique 
was accidental sampling. Sampling was carried out at places or activity centers for tourists, 
namely in the Lake Toba area which were found on any day, whether on holidays or not on 
holidays. The data collected to support the variables studied are primary data and 
secondary data. Data collection techniques used are interviewsand questionnaires.The data 
analysis method used isStructural Equation Model from the LISREL 8.80 statistical 
software package in modeling and hypothesis assessment. A structural equation model, 
Structural Equation Model (SEM) is a set of statistical techniques that allow testing a series 
of relatively "complicated" relationships simultaneously(Hair et al., 2014). 
. 
RESULTS AND DISCUSSION 

Research results, data management, and discussion are described in this chapter. As 
stated in the previous chapter, this research was conducted using a survey method with the 
Structural Equation Modeling (SEM) technique. To obtain data, the authors distributed 
questionnaires containing 42 statement items to 150 respondents who were relevant to 
support this research who were the respondents. Of the 150 sets of research questionnaires 
distributed, 142 sets were returned and two (2) sets were disabled. So there were only 140 
sets of questionnaires that could be used to conduct data analysis. The questionnaire was 
used in internal data collection, which was then sorted using the Likert Scale instrument, 
and processed using SEM. Evaluation of the SEM model was also analyzed to obtain and 
evaluate the suitability of the proposed model.  
 
Characteristics of Respondents 

To find out the identity of the respondent, it can be seen the following characteristics 
of the respondent: 

Table 1. Characteristics of Respondents 
No. Characteristics Description freq % 
1 Gender Man 

Woman 
69 
71 

49% 
51% 

2 Age 20 - 30 Years 
31 – 40 Years 
41 – 50 Years 

50 years and over 

46 
43 
31 
20 

33% 
31% 
22% 
14% 

3 Work Student / Student 
Employees 

Self-employed 
Housewife 

33 
35 
15 
57 

24% 
25% 
11% 
40% 

4. Origin Nanggroe Aceh Darussalam  
North Sumatra 
West Sumatra 

Riau 
Jambi 

DKI Jakarta 

25 
35 
26 
27 
17 
10 

18% 
25% 
19% 
19% 
12% 
7% 
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Characteristics of respondents based on gender can be seen that the respondents each 
consisted of 69 men (49%) and 71 women (51%). A large number of female respondents 
compared to the number of male respondents because when the researchers distributed the 
questionnaires found more female respondents. Characteristics of respondents by group 
Age shows that the number of respondents in the age group of 20-30 years is 46 people 
(33%), 31-40 years are 43 people (31%), 41-50 years are 31 people (22%) and those aged 
50 years and over as many as 20 people (14%). Characteristics of respondents based on 
work show that 33 respondents have work backgrounds as students (24%), 35 private 
employees/state civil servants (25%), 15 entrepreneurs (11%), and 57 housewives ( 40%). 
Characteristics of respondents based on regional origin, show that 25 respondents came 
from Nanggroe Aceh Darussalam (18%), 35 people from North Sumatra (25%), 26 people 
from West Sumatra (19%), 27 people from Riau (19%), 17 people from Jambi (12%) and 
10 respondents came from DKI Jakarta (7%). 
 
Measurement Model Analysis 
1. Exogenous Latent Variables 
a. Measurement Model Validity Analysis 
1) Checking the t-value of the standardized loading factor (λ) 

 
Figure 2. Exogenous Variable Path (t-value) 

 
Based on the LISREL 8.80 output above, it can be seen that the measurement 

equation for the Exogenous coefficient of each indicator has a t-value ≥ 1.96, which means 
that the Exogenous indicators are all valid and statistically significant with a significance 
level of 5%. and there is no need for disposing of indicators. 
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2) Check the value of the standardized loading factor (λ) 

 
Figure 3. Exogenous Variable Path (standardized Solution) 

 
Based on the figure above, it can be seen that the standardized loading factor (λ) of 

the most dominant indicator variable is found in the Destination Image Exogenous 
variable, namely CD3 or the indicator "Lake Toba has unique regional arts.", this can be 
seen from the standardized loading factor which is greater than the others, which is equal 
to 0.84. while the most dominant indicator variable is found in the Exogenous Tourism 
Facilities variable, namely in FW5 or in the indicator "All tourist facilities and rides at the 
Lake Toba Tourism Object are still functioning", this can be seen from the standardized 
loading factor which is larger than the others, which is equal to 0.80. 
b. Model Reliability Analysis 

 
Table 2. Exogenous Variable Reliability 

Indicato
r SLF Error 

Construct Reliability 

SLF (SSLF)
2 

SSLF
2 

Serro
r 

CR 
value 

VE 
value 

Tourism Facilities      FW 0.75 0.44 

6.07 36.84 4.61 3.39 0.92 0.58 

FW2 0.79 0.38 
FW3 0.75 0.44 
FW4 0.75 0.44 
FW5 0.8 0.36 
FW6 0.75 0.44 
FW7 0.74 0.45 
FW8 0.74 0.45 
Destination Image      CD1 0.67 0.55 

2.66 7.08 1.82 2.18 0.76 0.45 CD2 0.56 0.69 
CD3 0.84 0.29 
CD4 0.59 0.65 
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According to Hair et al., (2014), a good reliability requirement is if it has a 
Construct Reliability value ≥ 0.60. From the calculations in table 4.11 above, it can be seen 
that the value of the overall construct reliability on Exogenous is above 0.70. while the 
variance extracted is optional in determining the level of reliability of the latent variables 
each exceeding 30% on exogenous variables. This shows that the reliability of this 
measurement model is an exogenous construct (image of tourist destinations and facilities) 
supported by the data obtained. 
 
Endogenous Latent Variables 
a. Measurement Model Validity Analysis 
1) Checking the t-value of the standardized loading factor (λ) 

 
 

Figure 4. Endogenous Variable Path (t-value) 
 

Based on the results of the LISREL 8.80 output above, it can be seen that the 
measurement equation for the Endogenous coefficient of each indicator has a t-value ≥ 
1.96, which means that the Endogenous indicators are all valid and statistically significant 
with a significance level of 5%. indicator. 

 
 
 
 
 
 
 
 
 
 
 

 
 
 

Figure 5. Path of Endogenous Variables (standardized Solution) 
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2) Check the value of the standardized loading factor (λ) 

Based on the figure above, it can be seen that the standardized loading factor (λ) 
indicator variable is the most dominant in the endogenous variable Satisfaction, namely in 
KP2, namely "I am satisfied with the facilities for providing food and beverages in Lake 
Toba" and KP3, namely "I am satisfied with the facilities transportation in Lake Toba.” 
This can be seen from the standardized loading factor which is larger than the others, 
which is 0.85. The most dominant indicator in the Endogenous Revisit Intention variable is 
REV3 or "I consider Lake Toba as the main choice of tourist destination compared to other 
places". This can be seen from the standardized loading factor which is greater than the 
others, which is equal to 0.78. The most dominant indicator on the Endogenous 
Recommended Intention variable is REC2 or "I will suggest Lake Toba Tourism Object to 
my relatives". This can be seen from the standardized loading factor which is greater than 
the others, which is equal to 0.82. 
b. Model Reliability Analysis 

Table 3. Endogen Variable Reliability 

Indicator SLF Error 
Construct Reliability 

SLF (SSLF)
2 

SSLF
2 Serror SLF VE value 

Tourist Satisfaction      
KP1 0.86 0.26 

5.80 33.64 4.81 2.19 0.94 0.69 

KP2 0.85 0.28 
KP3 0.85 0.28 
KP4 0.83 0.31 
KP5 0.82 0.33 
KP6 0.78 0.39 
KP7 0.81 0.34 
Revisit Intention      
REV1 0.77 0.41 

2.80 7.84 1.99 2.01 0.80 0.50 REV2 0.68 0.54 
REV3 0.78 0.39 
REV4 0.57 0.68 
Recommended Intentions      
REC1 0.81 0.34 

2.99 8.94 2.25 1.75 0.84 0.56 REC2 0.82 0.33 
REC3 0.68 0.54 
REC4 0.68 0.54 

 
According to Hair et al., (2014), a good reliability requirement is if it has a 

Construct Reliability value ≥ 0.60. From the calculations in table 4.11 above, it can be seen 
that the overall construct reliability value for Endogen is more than 0.70. while the 
variance extracted is optional in determining the level of reliability of latent variables, each 
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of which is more than 30% in Endogenous variables. This shows that the reliability of this 
measurement model is an endogenous construct supported by the data obtained. 

 
Structural Model Analysis 

After performing calculations and analysis on Confirmatory Factor Analysis (CFA), it 
is possible to measure the variable latent score (LVS) for each dimension to be reduced to 
an indicator for each variable. Analysis of the structural model includes several things, 
namely: 
1. Overall Model Fit Test 

Table 4. The goodness of the Fit Structural Equation Model (SEM) 
 

GoF size Value Match Level 
χ2/df 1.78 GoodFit 
Root Mean Square Error of 0.075 Good Fit Approximation (RMSEA) 
Non-Normed Fit Index (NNFI) 0.97 Good Fit 
Normal Fit Index (NFI) 0.94 Good Fit 
Relative Fit Index (RFI) 0.94 GoodFit 
Incremental Fit Index (IFI) 0.97 Good Fit 
Comparative Fit Index (CFI) 0.97 Good Fit 

In Table 5 above we can see the χ2/df value of 1.78 which is in the good fit category 
because it is still below 5. The RMSEA, NFI, and RFI NNFI, IFI, and CFI values all fall 
into the good fit category. So it can be concluded that the overall fit of the model is good. 
 
Causal Relationship Analysis 
 ResultsEstimates of all causal relationships in this study can be seen in the 
following LISREL 8.80 Output: 

 
Figure 6. Structural Model (t-values) 
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Figure 7. Structural Model (standardized Solution) 

 
Hypothesis Test Results 
1. Direct Effect 

The following is a table of hypothesis testing to answer all research questions: 
 

Table 5. Direct Effect  
Hypothesis Statement T-test T-Table Result 

H1 Destination Image  tourist 
satisfaction 3.35 

1.96 

Significant 

H2 Tourism facilities tourist 
satisfaction 3.99 Significant 

H3 Tourism Facilities  
Recommended Intention 3.46 Significant 

H4 Destination Image  Revisit 
Intention 3.39 Significant 

H5 Tourist satisfaction  Revisit 
Intention 3.99 Significant 

H6 Tourist satisfaction  
Recommended Intention 4.79 Significant 

 
Indirect Effect 
 The following is a table of hypothesis testing to answer indirect effects. 

 
Table 6. Indirect Effect 

Hypothesis Intervening 
Effect of Indirect Variables (t count) Tourist Satisfaction 
Destination Image  Revisit Intention 2.84 
Tourism Facilities Revisit Intention 2.70 
Destination Image  Recommended Intention 2.87 
Tourism Facilities  the Recommended Intention 
Intention 3.19 
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DISCUSSION 
Based on the research results, it is known that the destination image variable has a 

significant positive effect on tourist satisfaction. This means that the better the Destination 
Image perceived by Respondents, the better tourist satisfaction will be.Destination image 
has important and many roles in the decision-making process because all decision-making 
factors such as money, time, and family are based on the image of each destination as a 
motivation for decision-makers. The results of research conducted by(Tavitiyaman et al., 
2012)found that destination image has a positive relationship with satisfaction.Khuong & 
Tien, (2013)in research found tourist satisfaction is a result of the destination image.Zeng 
et al., (2009)explore the cognitive and affective image of the destination to see the 
relationship between the influence of the destination image through both aspects on the 
level of tourist satisfaction and loyalty. The results of this study also strengthen the results 
of the study(Gultom, 2017); (Le & Le, 2020); (Jeong & Kim, 2020) and (Muis et al., 
2020)which shows that the Destination Image variable has a positive and significant effect 
on tourist satisfaction. 

Based on the research results, it is known that Tourism Facilities have a positive 
effect on tourist satisfaction significantly. This means that the better the tourist facilities 
perceived by respondents, the better tourist satisfaction will be.Facilities are a service 
provided by a tourist attraction to support the activities of tourists visiting there. If a tourist 
attraction has adequate facilities and meets service standards and can satisfy tourists, it has 
the opportunity to attract more tourists through good impressions from tourists who have 
visited before, and vice versa when a tourist attraction has poor facilities, the level of 
satisfaction tourists are also very less. These facilities can be in the form of cleanliness and 
tidiness of the facilities offered, the ease of using the facilities offered as well as the 
presence of toilets, the existence of parking lots, and places of worship. The results of this 
study are in line with the results of the study(Putri et al., 2015); (Bahar et al., 2020) and 
(Qonitah et al., 2021)which shows that the Tourism Facilities variable has a positive and 
significant effect on Satisfaction. 

Based on the research results, it is known that the Tourism Facilities variable has a 
significant positive effect on Recommended Intention. This means that the better the 
Tourism Facilities are perceived by Respondents, the more Recommended Intention will 
be even better. In this case, it means that the availability of facilities that are adequate, 
clean, functioning, and in good condition can affect the comfort of tourists which then 
impacts their interest in visiting the tour again. The results of this study are in line with the 
results of the study(Listyawati, 2019);(Kyriakaki et al., 2017) and(Scarpi et al., 
2022)which shows that the Tourism Facilities variable has a positive and significant effect 
on Recommended Intention. 

Based on the research results, it is known that the Destination Image variable has a 
significant positive effect on Revisit Intention. This means that the better the Destination 
Image perceived by Respondents, the better the Revisit Intention will be. Tourist 
perceptions of the image of a destination can influence the intention to revisit(Hallmann et 
al., 2015). A good image that appears in the minds of visitors about a tourist destination is 
very beneficial for tourism managers because it can make visitors have the intention to 
visit again. The results of this study are in line with the results of the study(Noerhanifati et 
al., 2020) and (Asiku et al., 2020)which shows that the Destination Image variable has a 
positive and significant effect on Revisit Intention. 

Based on the research results, it is known that the tourist satisfaction has a significant 
positive effect on Revisit Intention. This means that the higher the satisfaction felt by 

http://jurnal.umsu.ac.id/index.php/ijbe


International Journal of Business Economics (IJBE) 
Vol 4. Issue 2, March  2023, pp 194-208 
http://jurnal.umsu.ac.id/index.php/ijbe 
eISSN 2686-472X 
 
 

 
205 

tourists, the better the Revisit Intention will be. So it can be concluded that, the higher the 
level of tourist satisfaction, the higher the desire of the visitors to revisit (Revisit Intention. 
The results of this study are in line with the results of the study(Kadi et al., 2021); (Foster 
& Sidhartha, 2019) and(Asiku et al., 2020) which shows that variable Satisfaction has a 
positive and significant effect on Revisit Intention. 

Based on the research results, it is known that the tourist satisfaction has a significant 
positive effect on recommended intention. The results of this study prove that a person's 
high satisfaction which is manifested in the form of E-WOM through his posts (in the form 
of reviews about these tourist attractions) on social media will be a determining factor for 
tourists to make tourist visits. So it can be concluded that the higher the level of tourist 
satisfaction, the higher someone's reviews and recommendations on social media about 
Lake Toba tourist destinations. The results of this study are in line with the results of the 
study(Kadi et al., 2021); (Alegre & Cladera, 2009) and (Battour et al., 2022)which shows 
that the satisfaction variable has a positive and significant effect on Recommended 
Intention. 

Based on the research results, it is known thatsatisfaction can positively mediate the 
effect of Destination Image on Revisit Intention and Recommended Intention. These 
results illustrate that the destination image variable affects tourists' Revisit Intention and 
Recommended Intention through the variable satisfaction felt by tourists. Tourists who 
have a positive assessment of Lake Toba then feel satisfaction when making a visit which 
can result in these tourists becoming loyal to related tourism destinations, namely by 
recommending it to others, saying positive things, and/or making repeat visits. Destination 
image has important and many roles in the decision-making process because all decision-
making factors such as money, time, and family are based on the image of each destination 
as a motivation for decision-makers.Artuğer et al., (2013)explain that the image of the 
destination influences tourist behavior such as intending to revisit, recommend it to others, 
or return to a tourist destination 

Based on the research results, it is known thatsatisfaction can positively mediate the 
influence of tourist facilities on Revisit Intention and Recommended Intention. The results 
of this study also corroborate the findings made(Marpaung, 2019) who researched to 
determine the effect of tourist facilities on tourist satisfaction as an intervening variable on 
tourist intention to revisit. The results show that indirectly there is an influence of tourist 
facilities through tourist satisfaction as an intervening variable on tourists' repeat visit 
intentions. While the research results (Adinegara et al., 2017) show that tourist facilities 
influence Recommended Intention through tourist satisfaction. 
 
CONCLUSION 

Based on the analysis and discussion, it can be concluded that Destination Image and 
Tourism Facilities have a significant positive effect on tourist satisfaction. Tourism 
facilities have a significant positive effect on Recommended Intention. Destination Image 
and Tourist Satisfaction have a significant positive effect on Revisit Intention. The tourist 
satisfaction variable has a significant positive effect on recommended intention. Tourist 
satisfaction can positively mediate the effect of Destination Image on Revisit Intention and 
tourist satisfaction can positively mediate the influence of tourist facilities on the Revisit 
Intention of Domestic Tourists at Lake Toba Tourism Destinations. 

Academics can use the results of this study as a reference for future researchers to 
develop further research using other variables. The government should assist in the form of 
financial support in the process of developing the Lake Toba area and promoting Lake 
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Toba to all local and international communities. In addition to assisting tourism managers 
specifically to assess all needs that have not been resolved so far in the Lake Toba Region. 

This research certainly has some limitations, for example, the research sample is only 
domestic tourists. This is because, in this study, researchers were constrained by language 
with foreign tourists. It is recommended for further research, the researcher makes a 
questionnaire in a language that can accommodate several foreign (foreign) tourists. With 
the increasing diversity of citizens, respondents are expected to reflect more on the factors 
that make foreign tourists return and recommend Lake Toba as a tourist destination. 
 
REFERENCES 
Adinegara, G. N. J., Suprapti, N. W. S., Yasa, N. N. K., & Sukaatmadja, I. P. G. (2017). 

Factors That Influence Tourist's Satisfaction and Its Consequences. European Journal 
of Business and Management Www.Iiste.Org ISSN, 9(8), 39–50. www.iiste.org 

Alcocer, N. H., & Ruiz, V. R. L. (2020). The role of destination image in tourist 
satisfaction: the case of a heritage site. Economic Research-Ekonomska Istrazivanja, 
33(1), 2444–2461. https://doi.org/10.1080/1331677X.2019.1654399 

Alegre, J., & Cladera, M. (2009). Analysing the effect of satisfaction and previous visits on 
tourist intentions to return. European Journal of Marketing, 43(5/6), 670–685. 
https://doi.org/10.1108/03090560910946990 

Alma, B. (2013). Manajemen Pemasaran & Pemasaran Jasa (Revisi). Alfabeta. 
Artuğer, S., Cevdet, B., & İbrahim, Ç. (2013). The Effect of Destination Image on 

Destination Loyalty: An Application In Alanya. European Journal of Business and 
Management ISSN, 5(13), 124–136. 

Asiku, F. W., Dewi, T., & Hermawan, A. (2020). The Influence of Image Destination on 
Revisit Intention And Word Of Mouth Through Satisfaction (Study on Tourism Pulo 
Love Eco Resort, Boalemo District). South East Asia Journal of Contemporary 
Business, Economics and Law, 23(1), 125–134. 

Bahar, A. M., Maizaldi, M., Putera, N., Widiestuty, R., Chaniago, S., & Eliza, Y. (2020). 
The Effect of Tourism Facilities, Service Quality and Promotion of Tourist 
Satisfaction in South Pesisir District. J-MAS (Jurnal Manajemen Dan Sains), 5(1), 5–
9. https://doi.org/10.33087/jmas.v5i1.141 

Battour, M., Noviyani, N. A., Ratnasari, R. T., Aboelmaged, M., & Eid, R. (2022). The 
Impact of HDA, Experience Quality, and Satisfaction on Behavioral Intention: 
Empirical Evidence from West Sumatra Province, Indonesia. Sustainability 
(Switzerland), 14(8), 1–19. https://doi.org/10.3390/su14084674 

Chi, X., Lee, S. K., Ahn, Y. joo, & Kiatkawsin, K. (2020). Tourist-perceived quality and 
loyalty intentions towards rural tourism in China. Sustainability (Switzerland), 12(9), 
1–18. https://doi.org/10.3390/su12093614 

Çoban, S. (2012). The effects of the image of destination on tourist satisfaction and 
loyalty: The case of Cappadocia. European Journal of Social Sciences, 29(2), 222–
232. 

Daryanto. (2006). Administrasi Pendidikan. Rineka Cipta. 
Fafurida, F., Ineke, P., & Winda, F. N. (2018). Analysis of Availability of Tourism 

Infrastructure: Comparative Study in Joglosemar Area. KnE Social Sciences, 3(10), 
91–101. https://doi.org/10.18502/kss.v3i10.3121 

Ferdinand, A. (2014). Metode Penelitian Manajemen. Badan Penerbit Universitas 
Diponegoro. 

Foster, B., & Sidharta, I. (2019). A perspective from indonesian tourists: The influence of 

http://jurnal.umsu.ac.id/index.php/ijbe


International Journal of Business Economics (IJBE) 
Vol 4. Issue 2, March  2023, pp 194-208 
http://jurnal.umsu.ac.id/index.php/ijbe 
eISSN 2686-472X 
 
 

 
207 

destination image on revisit intention. Journal of Applied Business Research, 35(1), 
29–34. https://doi.org/10.19030/jabr.v35i1.10295 

Ghozali, I. (2014). Structural Equation Modelling Metode Alternatif dengan Partial Least 
Squares (PLS) (4th ed.). Badan Penerbit Universitas Diponegoro. 

Gultom, D. K. (2017). Pengaruh bauran pemasaran jasa terhadap citra destinasi dan 
kepuasan wisatawan serta implikasinya terhadap loyalitas wisatawan. Jurnal Riset 
Sains Manajemen, 1(2), 139–150. 

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2014). A primer on partial least 
squares structural equation modeling (PLS-SEM). SAGE Publications. 

Hallmann, K., Zehrer, A., & Müller, S. (2015). Perceived Destination Image: An Image 
Model for a Winter Sports Destination and Its Effect on Intention to Revisit. Journal 
of Travel Research, 54(1), 94–106. https://doi.org/10.1177/0047287513513161 

Jebbouri, A., Zhang, H., Imran, Z., Iqbal, J., & Bouchiba, N. (2022). Impact of Destination 
Image Formation on Tourist Trust: Mediating Role of Tourist Satisfaction. Frontiers 
in Psychology, 13(April), 1–17. https://doi.org/10.3389/fpsyg.2022.845538 

Jeong, Y., & Kim, S. (2020). A study of event quality, destination image, perceived value, 
tourist satisfaction, and destination loyalty among sport tourists. Asia Pacific Journal 
of Marketing and Logistics, 32(4), 940–960. https://doi.org/10.1108/APJML-02-2019-
0101 

Kadi, D. C. A., Purwanto, H., & Vonseica, B. R. (2021). Pengaruh destination image 
terhadap revisit intention dan intention to recommend melalui satisfaction sebagai 
variabel intervening. MBR (Management and Business Review), 5(2), 176–187. 
https://doi.org/10.21067/mbr.v5i2.5820 

Kanwel, S., Lingqiang, Z., Asif, M., Hwang, J., Hussain, A., & Jameel, A. (2019). The 
influence of destination image on tourist loyalty and intention to visit: Testing a 
multiple mediation approach. Sustainability (Switzerland), 11(22). 
https://doi.org/10.3390/su11226401 

Khasbulloh, A. H. K., & Suparna, G. (2022). Effect of Perceived Risk and Perceived Value 
on Customer Loyalty through Customer Satisfaction as Intervening Variables on 
Bukalapak Users. European Journal of Business and Management Research, 7(4), 
22–28. https://doi.org/10.24018/ejbmr.2022.7.4.1472 

Khuong, M., & Tien, B. (2013). Factors influencing employee loyalty directly and 
indirectly through job satisfaction–A study of banking sector in Ho Chi Minh City. 
International Journal of Current Research and Academic Review, 1(4), 81–95. 

Kyriakaki, A., Stavrinoudis, T., Doumi, M., & Riga, A. (2017). Factors Influencing 
Destination Recommendation And Tourists’ Revisit Intentions. International 
Academic Conference on Social Sciences, Multidisciplinary, Economics, Business and 
Finance Studies (Global Meeting of Social Science Community), 77–92. 

Le, H. B. H., & Le, T. B. (2020). Impact of destination image and satisfaction on tourist 
loyalty: Mountain destinations in Thanh Hoa province, Vietnam. Journal of Asian 
Finance, Economics and Business, 7(4), 185–195. 
https://doi.org/10.13106/JAFEB.2020.VOL7.NO4.185 

Listyawati, I. H. (2019). Pengaruh Fasilitas Wisata, Citra Destinasi, Dan Kepuasan 
Terhadap Loyalitas Wisatawan. JBMA (Jurnal Bisnis, Manajemen Dan Akuntansi), 
6(2), 35–44. 

Marpaung, B. (2019). Pengaruh Daya Tarik, Kualitas Pelayanan, Fasilitas Dan 
Keselamatan Dengan Kepuasan Wisatawan Sebagai Variabel Interventing Terhadap 
Minat Kunjungan Ulang Wisatawan. Jurnal Penelitian Manajemen, 1(2), 144–156. 

http://jurnal.umsu.ac.id/index.php/ijbe


International Journal of Business Economics (IJBE) 
Vol 4. Issue 2, March  2023, pp 194-208 
http://jurnal.umsu.ac.id/index.php/ijbe 
eISSN 2686-472X 
 
 

 
208 

file:///C:/Users/Perpus STIE/Downloads/294-Article Text-848-1-10-20200611.pdf 
Muis, M. R., Gultom, D. K., Jufrizen, J., & Azhar, M. E. (2020). Model Elektronik Word 

of Mouth: Citra Destinasi, Kepuasan dan Loyalitas Wisatawan. Jurnal Ilmiah 
Manajemen Dan Bisnis, 21(1), 1–19. https://doi.org/10.30596/jimb.v21i1.3694 

Nasution, M. I., Fahmi, M., Jufrizen, J., Muslih, M., & Prayogi, M. A. (2020). The Quality 
of Small and Medium Enterprises Performance Using the Structural Equation Model-
Part Least Square (SEM-PLS). Journal of Physics: Conference Series, 1477(2020), 1–
7. https://doi.org/10.1088/1742-6596/1477/5/052052 

Nguyen, Q. H. (2021). Impact of investment in tourism infrastructure development on 
attracting international visitors: A nonlinear panel ARDL approach using Vietnam’s 
data. Economies, 9(3). https://doi.org/10.3390/economies9030131 

Noerhanifati, S., Griandini, D., & Monoarfa, T. A. (2020). Pengaruh Citra Destinasi 
Wisata Dan Pengalaman Berwisata Terhadap Intensi Mengunjungi Kembali Pada 
Wisatawan Obyek Wisata Pemandian Air Panas Gunung Torong Kabupaten 
Pandeglang. Jurnal Industri Pariwisata, 3(1), 61–73. 
https://doi.org/10.36441/pariwisata.v3i1.46 

Putri, R. A., Farida, N., & Dewi, R. S. (2015). Pengaruh Citra Destinasi, Fasilitas Wisata 
Dan Experiential Marketing Terhadap Loyalitas Melalui Kepuasan (Studi Pada 
Pengunjung Domestik Taman Wisata Candi Borobudur). Jurnal Ilmu Administrasi 
Bisnis, 4(1), 1–11. 

Qonitah, R., Hidayatullah, S., & Alvianna, S. (2021). The Effect Of Tourism Attraction 
And Tourism Facilities On Tourist Satisfaction At Kayangan Api Tourism Place 
Bojonegoro District. International Conference on Hospitality and Tourism Studies 
(ICONHOSTS) 2021, 1(1), 166–175. 

Scarpi, D., Confente, I., & Russo, I. (2022). The impact of tourism on residents’ intention 
to stay. A qualitative comparative analysis. Annals of Tourism Research, 97, 103472. 
https://doi.org/10.1016/j.annals.2022.103472 

Tavitiyaman, P., Qiu Zhang, H., & qu, H. (2012). The effect of competitive strategies and 
organizational structure on hotel performance. International Journal of Contemporary 
Hospitality Management, 24(1), 140–159. 
https://doi.org/10.1108/09596111211197845 

Ursache, M. (2015). Tourism – Significant Driver Shaping a Destinations Heritage. 
Procedia - Social and Behavioral Sciences, 188, 130–137. 
https://doi.org/10.1016/j.sbspro.2015.03.348 

Zeng, F., Hu, Z., Chen, R., & Yang, Z. (2009). Determinants of online service satisfaction 
and their impacts on behavioural intentions. Total Quality Management and Business 
Excellence, 20(9), 953–969. https://doi.org/10.1080/14783360903181719 

 

http://jurnal.umsu.ac.id/index.php/ijbe

	RESULTS AND DISCUSSION
	References

