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Abstract

This research examines the factors that contribute to memorable tourist experiences and
destination loyalty within the Indonesia's tourism sector. The findings aim to inform destination
managers about effective attraction management strategies for sustainable performance. The
study involved 255 domestic and international tourists, utilizing a convenience sampling method.
Hypothesis testing was performed using SEM AMOS, revealing that experiencescape,
destination image, and memorable tourist experiences positively influence destination loyalty.
Furthermore, openness to experience moderates the relationship between experiencescape and
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destination loyalty, while memorable tourist experiences mediate the effects of experiencescape
and destination image on loyalty. This research contributes to the limited analysis of personality
influences in tourism studies.
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Introduction

Tourism is a vital sector for any country, as strong performance in this area can stimulate growth in various other economic
sectors (Li et al., 2018). The development of the tourism sector can create positive ripple effects, such as job creation and
infrastructure improvements (Abubakirova et al., 2016), enhance business opportunities near destinations, and influence tourist
behavior (Usakli & Baloglu, 2011). In marketing terms, tourism destination strategies can significantly affect consumer
behavior, including tourist satisfaction, trust, and loyalty. Building and maintaining tourist loyalty is crucial for effective
tourism management. Several researchers have emphasized the importance of destination loyalty (Cossio Silva, 2019; Fu, 2019;
Santana & Gil, 2018; Tasci, 2017). Tourist loyalty not only predicts post-visit behavior but also serves as a competitive
advantage for destinations (Gursoy et al., 2014). One effective approach to fostering this loyalty is by creating memorable
experiences that engage tourists with the destination. In recent years, tourism marketing strategies have shifted from a service-
dominant approach to an experience-based (Zhang et al., 2018). Destination management has evolved from merely creating
tourism products to providing enriching experiences tailored to various tourist segments, including smart travelers, families,
and leisure seekers (Hapsari, 2018). Memorable tourism experiences (MTE) have been shown to directly and indirectly
influence tourist loyalty behaviors (Kim, 2018). One effective approach to creating MTE is through development of a
destination design strategy known as experiencescape. Experiencescape encompasses all the dynamic elements within a
destination's environment, including physical settings, aesthetics, natural features, cultural aspects, social interactions, and
hospitality (Pizam & Tasci, 2019). According to Rocha et al. (2024), experiencescape also includes factors such as unique
travel experiences, co-creation, novelty, satisfaction, and intensification. The link between experiencescape and memorable
experiences is significant, as well-designed experiences can elicit positive reactions from tourists (Piramagayam et al., 2020).
Mossberg (2007) emphasizes the role of experiencescapes in shaping memorable tourist experiences. In theme parks, elements
like hedonism, novelty, renewal, meaning, involvement, knowledge, and social interaction contribute to creating memorable
experiences (Rocha et al., 2024). The effectiveness of experiencescape in fostering MTE is also influenced by personality traits
of tourists, particularly openness to experience (OTE). Tourists who are open to new experience are more likely to explore
destination attractions and create memorable experiences, as their openness encourages them to embrace risks while discovering
new places (Gross and Sand, 2020; Madjar, 2008; Sharma et al., 2022). In addition to positively impacting MTE,
experiencescape has been shown to significantly influence tourist loyalty. Various studies have reported positive effects of
experiencescapes on customer loyalty, including research by Carmo et al. (2022), Deveci & Yildiz (2024), Lin & Gursoy
(2022), and Masditou (2023). However, some studies, such as by Lashkova et al. (2020), have found no positive influence of
experiencescapes on loyalty, highlighting the need for further investigation into this relationship. This study aims to explore
the role of memorable tourist experiences as a variable to address this gap.

Moreover, destination image plays a critical role in creating memorable tourist experiences and influencing tourist
behavior. Research has shown that destination image positively affects tourists satisfaction, memorable experiences, and the
intention to recommend the destination to others (Cevrimkaya & Zengin, 2023). Johar & Anuar (2020) found that both cognitive
and affective components of destination image influence tourists' intentions to revisit, with memorable tourist experiences
serving as a mediating variable. Specific dimensions of destination image, such as natural and cultural attractions, significantly
affect aspects of MTE like hedonism and local culture (Kutlu & Ayyildiz, 2021). Furthermore, MTE has been shown to
influence country image formation and future tourist behavior, both directly and indirectly (Kladou et al., 2021). These findings
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underscore the importance of destination image in shaping memorable experiences, which subsequently impact tourist
satisfaction, intentions to revisit, and willingness to recommend the destination. Therefore, destination managers should
prioritize enhancing image attributes and creating innovative experiences to promote positive MTEs and encourage repeat
visits. After the Covid-19 pandemic, Indonesia's tourism industry is undergoing significant changes. Recent data indicate a
23.23% increase in tourist visits as of April 2024 (https://kemenparekraf.go.id/berita/siaran-persn-kunjungan-wisman-periode-
januari-hingga-mei-2024-naik-2378-persen, 9 July 2024). This positive trend highlights the need for destination managers to
understand the various factors that influence sustainable destination performance in tourism. This research will explore the
relationship between experiencescapes and destination image in creating memorable tourist experiences and how this
relationship affects tourist loyalty. The findings will address the research gap concerning the impact of experiencescapes on
customer loyalty and contribute to the limited analysis of personality influences in loyalty research. Additionally, the results
will provide valuable insights for destination managers regarding strategies for managing tourist attractions and enhancing
destination image to achieve sustainable performance.

Literature review

Stimulus-organism, -response (SOR Theory)

Stimulus-Organism-Response (SOR) Theory, developed by Woodworth (1928), examines how the relationship between
stimulus and a response is mediated by organism. This theory is widely used in psychology and consumer behavior research,
providing a useful framework for understanding consumer decisions (Kim et al., 2020). In tourism studies, SOR Theory is
particularly relevant for analyzing tourist behavior due to the intangible nature of tourism products and services (Jeong et al.,
2020). Implementations of SOR Theory in tourism research often include variables representing stimuli, such as perceived
destination attributes (Chen et al., 2022), hotel ambience (Jani and Han, 2015), and destination image (Jang & Namkung, 2009).
The organism component typically involves constructs related to memorable experiences and tourists' emotions (Chen et al.,
2022), including positive emotions like enjoyment (Chen et al., 2020) and guest emotions (Jani & Han, 2015). The response
element is conceptualized as behavioral outcome, including intentions to recommend and revisit (Chen et al., 2022), intentions
to visit a destination (Kim et al., 2020), and overall loyalty (Jani & Han, 2015). In this study, the stimulus (S) is represented by
experiencescape and destination image, the organism (O) reflects tourists' emotional responses, specifically memorable tourist
experiences, and the response (R) pertaining to tourist loyalty.

The influence of experiencescapes on MTE and destination loyalty with openness to experience as moderating variable
The concept of “experiencescapes” encompasses both the context and stimuli essential for integrating the physical aspects of a
location, participant interactions, organizational dynamics, and the features of tourism service delivery (Carmo et al., 2022).
Experiencescapes include that continuously evolve within the destination environment, such as physical settings, aesthetics,
natural features, cultural elements, social interactions, and hospitality aspects (Pizam & Tasci, 2019). A positive perception of
experiencescapes leads to a high-quality customer experience (Dong & Siu, 2013) and can result in specific outcomes related
to memorability (Chen et al., 2023). Research by Windasari et al. (2022) indicates that tourists can achieve memorable
experiences by engaging with the diverse elements of a particular experiencescape. Additional studies by Mathis et al. (2016)
and Pizam & Tasci (2019) further demonstrate that the characteristics of an experiencescape can directly influence how
memorable an experience is. The memorable experiences tourists have at a destination will influence their decisions regarding
future visits (Zhang et al., 2018). When tourists enjoy their experiences at a destination, they connect with the memorable
events provided by the destination's offerings. A tourist's personality plays a significant role in predicting their behavior (Kim
and Jang, 2016). Individual personality traits impact a tourist's willingness to accept risks associated with exploring new
destinations (Gross & Sand, 2020), making openness to experience a critical aspect of tourism. Individuals with an openness
to experience personality are likely more inquisitive, imaginative, and adaptable to new circumstances (Madjar, 2008), and
they tend to cultivate a broader range of interests and passions (Butt & Phillips, 2008). Scheinder & Vogt (2012) found that a
tourist's personality can influence their choice of travel destination. The research suggests that tourists with high levels of
openness to experience are more influenced by destination attributes and are likely to form more memorable and impactful
tourism experiences (Sharma et al., 2022).

The influence of destination image on MTE

Research by Cevrimkaya & Zengin (2023) highlights that destination image plays a vital role in creating MTE and subsequently
influencing tourist behavior. Both cognitive and affective components of destination image can affect tourists' intention to
revisit, with MTE serving as a mediating factor (Johari & Anuar, 2020). Numerous studies have confirmed the positive impact
of destination image on MTE (Kutlu, 2021; Saryatun, 2024; Yabo, 2024). Furthermore, the dimensions of destination image
influence memorable tourism experience, which in turn affect the intention to revisit (Ernawadi, 2020; Kutlu & Ayyildiz, 2021).
Research by Kim (2018) indicates that destination image is the most significant determinant of tourist behavior, surpassing
visitor satisfaction as a core element of tourist loyalty. These findings underscore the importance of destination image in shaping
memorable experiences, which subsequently affect tourists' satisfaction, intention to revisit, and willingness to recommend the
destination.
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The influence of MTE on destination loyalty

MTEs are defined as tourism experiences that remain vivid in a person's memory long after the event has occurred (Kim et al.,
2012; Sthapit, 2013). In the context of tourism, these experiences reflect the relationship between individuals and the central
locations and communities they visit (Rageh et al., 2013). A memorable tourist experience is a significant event that sticks in a
tourist's memory and can be recalled later (Kim & Chen, 2020). Studying MTE is crucial for destination providers as it helps
them understand tourist behavioral intentions (Chen & Rahman, 2018). According to Chen&Tsai (2007) and Heuvel (2020),
tourists tend to select destination based on their memorable experiences, which subsequently influences their evaluation and
leads to future destination loyalty. The quality of these memorable experiences directly affects tourists' decisions regarding
revisiting the same destination (Zhang et al., 2018). Numerous studies have demonstrated that memorable tourist experiences
serve as antecedents to destination loyalty (Jang & Feng, 2007; Chi & Qu, 2008; Manthiou et al., 2016; Kim, 2018; Shafiiee,
2021). Based on the theoretical review conducted, the hypotheses for this study are as follows:

H1: Experiencescapes positively influence MTE

Hy: Destination image positively influence MTE

Hs: Openness to experience moderates the influence of experiencescapes on MTE
Ha: The influence of experiencescapes on destination loyalty is mediated by MTE
Hs: The influence of destination image on destination loyalty is mediated by MTE
Hs: MTE positively influences destination loyalty

Based on reference and theoretical review, Figure 1 shows a research model proposed for this research

Openness to
experience

Experiencescape

Memorable Tourist
Experience

Destination
Loyalty

Destination

Image

Figure 1: Conceptual model

Research methods

The study was conducted in Indonesia, renowned for its incredible tourism destinations. Data were collected through self-
administered questionnaires distributed to 255 tourists visiting various attractions in Indonesia between March and July 2024.
The research covered all types of tourism destinations in Indonesia, as memorable experiences can be created across diverse
settings (Moliner Tena et al., 2022). Factors contributing to memorable tourist experiences include local culture and
distinctiveness in heritage tourism (Kutlu & Avyyildiz, 2022); elements such as hedonism, refreshment, local culture,
meaningfulness, knowledge, involvement, and novelty in natural tourism (Kim, 2010); and authenticity, engagement, culinary
attractions, atmospherics, and service quality in cultural tourism (Saleem & Umar, 2022). Respondents were selected using a
non-probability sampling method (convenience sampling), with the criteria of being domestic and international tourists who
had visited tourist attractions in Indonesia at least once in the past 6 months.

To assess experiencescape, the study adapted a scale from Ji & Yan (2023), which consists of six dimensions;
hospitality, natural element, cultural proximity, social interaction, multisensory elements, and amenities. Destination image
was measured using a scale developed by Cevrimkaya & Zengin (2023). The scale for MTE was adapted from Oh et al (2017),
while the scale for measuring openness to experience was developed based on Sharma et al. (2017). Finally, the scale used to
measure destination loyalty was adapted from Heuvel et al. (2022). Respondents rated their experiences regarding
experiencescapes, destination image, openness to experience, MET, and destination loyalty using a 5-point Likert scale, ranging
from "strongly disagree" (1) to "strongly agree" (5). Data analysis and structural relationship testing between constructs were
performed using SPSS AMOS (Version 25). Table 1 presents the indicators along with their validity and reliability
measurements. All indicators in this study passed the Confirmatory Factor Analysis (CFA) test, achieving a minimum ratio of
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1.96 and a significance value of 0.05 for each construct. These results confirms that all indicators are suitable for further
analysis. For hypothesis testing, Structural Equation Modeling (SEM) with AMOS was employed.

Table 1: Measurement indicators and the result of validity and reliability test

Variable Indicators Reference Stand_ard AVE Construct
Loading reliability
The destination provides hospitality 0,733
The destination has natural scenery 0,654
. The destination gives me cultural proximity . 0,774
Experiencescape | can have social interaction with local people Chunli and Yan (2023) 0,741 0.67473 0,9351
The destination has a multisensory element 0,859
The destination provides amenity 0,745
The destination environment is attractive 0,789
The destination is easy to reach 0,758
- The design of the destination is good Cevrimkaya & Zengin | 0,859
Destination Image The transportation network at the destination is good (2023) 0,767 0.69897 0,9325
The people on the destination are friendly 0,640
The people on the destination are hospitable to tourists 0,708
| have great memories of the destinations I've visited 0,841
Memo_rable Tourist | 1 will remember positive things about the destination I’ve visited in Oh et al (2017) 0,792 0711812 0,8834
Experience my memory
1 will remember my experience at the destination 0,5668
| will visit this destination again 0,702
- | will recommend others to visit this destination 0,790
Destination Loyalty | will ask my friends relatives or family to visit the destination Heuvel et al(2022) 0,538 0,59181 0.8864
| will speak positively about this destination to other people 0,721
| am always interested to visit a new destination 0,842
I am curious about the new destination 0,713
Openness to Experience I’m an inventive person in choosing a destination Sharma et al(2017) 0,775 0,66098 0,9060
I’m looking for aesthetic experiences when visiting a destination 0,597
| have artistic interests while visiting the destination 0,723

Results

Participants

A total of 300 questionnaires were distributed, with 255 completed surveys returned, resulting in an overall response rate of
85%. As shown in Table 1, the participants consisted of 112 males and 143 females, reflecting a nearly equal distribution.
Participants' ages ranged from 17 to 60 years, with the highest proportion (43.92%) falling within the 27 to 36 age range. The
primary reason for visiting the destination included relaxation and refreshment (60%), pleasure (37.65%), business purposes
(1.57%), and other reasons such as medical and educational purposes (0.78%). The types of destinations visited varied, with
the majority of participants choosing natural tourism (45.10%), followed by adventure tourism (34.51%), heritage tourism
(16.86%), and a smaller percentage visiting religious tourism (1.57%), educational tourism (3%), and business tourism (0.78%).
According to the study's criteria, participants had to have visited a destination at least once in the last six months. Consequently,
the majority of respondents reported visiting 1 to 3 times (74.12%), followed by 4 to 6 times (24.31%), and only a small
fractions (1.57%) had visited more than six times during that period.

Table 1. Descriptive of respondents

Variable Category Frequency (people) Percentage (%)
Gender Male 112 43,92
Female 143 56,08
Age (year) 17-26 43 16,86
27-36 112 43,92
37-46 57 22,35
47-56 36 14,12
> 56 7 2,75
Purpose of visiting Relaxing 153 60
Pleasure 96 37,65
Business 4 1,57
Others 2 0,78
Type of destination Natural tourism 115 45,10
Heritage tourism 43 16,86
Educational tourism 3 1,18
Adventure tourism 88 34,51
Business tourism 2 0,78
Religious tourism 4 1,57
Number of visit to the destination last 6 1-3 189 74,12
months
4-6 62 2431
>6 4 1,57

Hypothesis testing in this study was conducted using SEM AMOS, following a three-step analysis. First, we assessed the
goodness of fit index to determine whether the sampled data aligned with the model. Second, we tested the acceptance of the
proposed hypotheses, and finally, we performed moderated analysis using subgroup analysis. The results of the goodness of fit
testing for the research model are presented in Table 2 below: According to the model accuracy test results in Table 2, the Chi-
Square value is 392.992 with a significance level of 0.000, indicating that while the model is acceptable, it does not represent
a good fit. This is evident from the significance value, which is less than 0.05, suggesting that the model falls into marginal fit
category.
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Table 2: Goodness of Fit testing result

Goodness of Fit Index Result Cut off Value Conclusion
Chi Square 392,992 Expected Small Marginal
Significance 0,000 > 0,05 Marginal
RMSEA 0,008 <0,08 Good

GFI 0,958 > 0,90 Good

AGFI 0,810 >0,90 Marginal
CMIN/DF 2,768 <2,00 Marginal
TLI 0,939 >0,95 Marginal
CFI 0,949 >095 Good

The measurement indices—RMSEA, Cmin Df, CFI, GFI, AGFI, and TLI1—are within ranges that indicate a marginal fit, likely
due to variations in the data that are spread out and not normally distributed, resulting in a low fit or marginal fit for the studied
model. Second step of the data analysis involves testing the acceptance of hypotheses, as illustrated in the full structural model
below:

Openness to
experience

Experiencescap
e

Memorable Tourist
Experience

Destination
Loyalty

Destination
Image

Figure 2: Full structural research model
The complete analysis of hypothesis acceptance is detailed in Table 3 below:

Table 3: Hypotheses Testing Result

Hypotheses Std Estimate Estimate CR P Conclusion
H1: Experiencescapes positively will influence MTE 0,121 0,745 6,179 jalolel Accepted
H2: Destination image positively will influence MTE 0,142 0,950 6,704 okl Accepted
H3: Openness to experience has moderated the influence of experiencescapes on MTE 0,060 0,300 4,986 ekl Accepted
H4: The influence of experiencescape on destination loyalty is mediated by MTE Accepted
Step 1: Experiencescapes has positive influence on MTE 0,121 [ 0,745 [ 6179 [ %=
Step 2: MTE has positive influence on destination loyalty 0,103 | 0,995 [ 9702 [ %
H5: The influence of destination image on destination loyalty is mediating by MTE Accepted
Step 1: Destination image has positive influence on MTE 0,300 0,60 4,986 ookl
Step2: MTE has positive influence on destination loyalty 0,103 0,995 9,702 ekl
H6: MTE positively will influence destination loyalty 0,103 0,995 9,702 ekl Accepted

Data analysis indicates that experiencescapes have a positive influence on MTE. This finding is supported by a CR value of
6.179, which exceeds the threshold of 1.64, along with a significance value of 0.000 (p < 0.05), allowing us to accept the first
hypothesis. Additionally, the testing of the direct influence of destination image on MTE yielded a CR value of 4.986, also
greater than 1.64, with a significance value of 0.000 (p < 0.05), confirming the acceptance of the third hypothesis. To determine
whether openness to experience (OTE) serves as a suitable moderating variable in the relationship between experiencescape
and MTE, we employed subgroup moderation analysis. We categorized the OTE variable into two groups: low and high OTE.
The results revealed differences in the parameter coefficients between the two models (high and low). Specifically, the estimate
for low OTE was significant, while the estimate for high OTE was not significant. This indicates that OTE effectively moderates
the influence experiencescape on MTE. The analysis showed that OTE could moderate this relationship, with a CR value of
3.454 (greater than 1.96) and a p value of 0.000 (less than 0.05). To evaluate the mediating influence of MTE on
experiencescape and destination image, we utilized the Sobel test analysis. The results indicated a mediating effect of MTE on
the relationship between experiencescape and destination loyalty, with a calculated t value of 4.440 (greater than 1.96) and a p
value of 0.000 (less than 0.05). Therefore, the fourth hypothesis, which posits a mediating effect of MTE on the influence of
experiencescape on destination loyalty, is accepted. Furthermore, the mediation analysis regarding the influence of MTE,
including the destination image variable on destination loyalty, is also confirmed. The Sobel test produced a calculated t value
of 5.192 (greater than 1.96) and a p value of 0.000 (less than 0.05). Finally, to test the hypothesis asserting an influence of MTE
on destination loyalty, the results revealed a CR value of 9.702 (greater than 1.64) and a significance value of 0.000 (p < 0.05),
leading to acceptance of the hypothesis that MTE significantly influences destination loyalty.
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Discussion

This study has confirmed and highlighted significant findings regarding how experiencescape and destination image can
enhance destination loyalty through the creation of memorable tourist experience (MTE). The results indicate a positive
influence of both experiencescape and destination image in forming MTE. Destination marketers can leverage these insights to
develop marketing strategies that focus on both physical and social resources available at their destinations. The ability of
marketers to create MTE is crucial for achieving sustainable excellence in tourism, as it fosters tourist loyalty to a destination
(Chen & Tsai, 2007). When MTE are successfully formed, they can stimulate tourists' desire to revisit the destination and
encourage it to others (Heuvel et al., 2022) A notable finding of this research is the role of personality, in enhancing the
influence of experiencescape on MTE. Tourists with an openness to experience are more likely to fully explore a destination,
ultimately leading to the creation of lasting memories. This is driven by their willingness to embrace risks while discovering
new places (Gross & Sand, 2020; Sharma, 2017). As far as the researchers are aware, studies examining the moderating effects
of personality on the relationship between experiencescape and MTE are limited in the tourism sector. Therefore, the results of
this research are expected to address this gap in the literature regarding the influence of personality on tourism experiences.
Our study demonstrates that memorable tourism experiences are a key factor in building tourist loyalty toward a destination.
Conducted within the framework of SOR Theory, this research positions experiencescape and destination image as stimuli that
create memorable tourist experiences (the organism), ultimately generating tourist loyalty (the response). The findings
corroborate previous studies that have established relationships among the variables explored in the research

Conclusions and suggestions for further research

The aim of this study was to analyze the influence of experiencescape and destination image on memorable tourism experiences
and destination loyalty, with openness to experience serving as a moderating variable. Our findings conclude that
experiencescape and destination image are critical strategic factors that foster destination loyalty through the creation of
memorable tourist experience. A strong memorable experience is cultivated through the development of experiencescape and
destination image by destination marketers. Additionally, the role of openness to experience personality enhances the
relationship between experiencescape and MTE. While our research offers valuable insights into destination marketing, certain
limitation remains. First, the study focused on tourists visiting various destinations in Indonesia without categorizing these
locations into specific types, such as eco-tourism, cultural tourism, or religious tourism. Future research could explore specific
destination types to better understand the significant influences of each variable on destination loyalty. Second, the goodness
of fit results indicate that the model falls within the marginal category, suggesting that there may be opportunities to retest or
refine the model in future studies.
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