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Abstract: Tourists’ intention to revisit tourist destination is very important to the tourism industry. The purpose of this 
research is to examine the causal links between influential factors and tourists’ revisiting intention to the tourism destination. 
It was conducted with 221 tourists visiting Tra Vinh city, a Vietnamese tourism attraction. The results reveal that, cultural 
environment, natural environment, local cuisine, service price, social security, infrastructure, entertainment, destination 
image, tourists’ education and tourists’ income likely enhance their revisiting intention to the tourism destination; while 
negative attributes likely impede their revisiting intention to the tourism destination. Furthermore, tourists’ age is not 
statistically found to affect their revisiting intention to the tourism destination. 
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I. BACKGROUND AND PURPOSE 
 
Tourism is one of the major industries in numerous 
countries (Sadeh et al. 2012). It brings several 
benefits to residents and governments by creating a 
lot of new jobs, enhancing residents’ income and so 
increasing governmental revenues. Ramseook-
Munhurrun (2016) emphasizes the vital role of tourist 
destinations for developing local tourism industries, 
which is an arrangement of both tourism products and 
services. This arrangement will provide tourists with 
a special travelling experience. Furthermore, Sadeh et 
al. (2012) contend that, tourists’ revisiting intention 
to the destination is one of the key elements 
contributing to the sustainable and successful 
development in the tourism industry. Huynh (2018) 
implies that, various countries deem tourists’ 
revisiting intention to the destination as a substantial 
point for developing the tourism industry. Drawing 
visitors and maintaining their revisiting intention is 
one of the main factors leading to thriving tourism 
development (Mai and Nguyen 2015). 
Nguyen (2014) asserts that, Tra Vinh province is a 
coastal region located on the Mekong Delta of 
Vietnam. It borders Ben Tre province to the 
northeast, Vinh Long province to the northwest, Soc 
Trang province to the southwest and the East Sea to 
the southeast. Its population is about 1.1 million 
people with an area of 2292 square kilometers. 
Additionally, Huynh (2018) claims Tra Vinh 
province as a coastal region situated in the Mekong 
Delta of Vietnam. It enjoys a variety of natural and 
man-made tourism resources as well as various 
favorable conditions, which are appropriate for 
developing tourism. Recently, Tra Vinh’s provincial 
government is concentrating on the tourism 
development and hoping to make it a main economic 
part in localities that will boost the socio-economic 
growth of the province (Tra Vinh’s province tourism 
development committee 2014). Consequently, Tra 

Vinh province of Vietnam can attract more and more 
local visitors as well as foreigners to the local region. 
Tra Vinh city located by Song Tien River is the 
capital of Tra Vinh province. National road 53 runs 
through Tra Vinh city, which is about 140 kms from 
Ho Chi Minh City, about 100 kms from Can Tho City 
and around 40 kms from the East Sea. Its location is 
favorable to draw tourists from these big Cities. In 
addition, Tra Vinh city also possesses a number of 
locations attractive to tourists. Those above 
arguments demonstrate that, the prospective tourism 
development in Tra Vinh city is still so significant. 
Though, Cevirgen et al. (2012) affirm that, the 
development of tourism industry in developing 
economies including Vietnam is not sustainable, 
which could impact on the income of local host 
residents. According to Tra Vinh’s province tourism 
development committee (2014), the tourism industry 
in Tra Vinh city has been facing challenges, threats, 
difficulties and strong competitions from nearby other 
regions and the local governmental efforts to attract 
visitors and boost their revisit of Tra Vinh city is 
currently one of the most imperative duties. 
Hence, in order to help Tra Vinh city sustainably 
develop its tourism destinations, studies on tourists’ 
revisiting intention to the local tourism destinations is 
imperative to be conducted. To fill this gap, this 
project seeks to indentify factors that determine 
tourists’ revisiting intention to Tra Vinh city; then 
develop a theoretical research model to investigate 
the effects of these factors on tourists’ revisiting 
intention to the tourism destinations in Tra Vinh city 
with the data gathered in Tra Vinh city. 
The remainder of this research is arranged as follows. 
In part 2, it summarizes the literature related to 
tourists’ revisiting intention and develops the research 
hypotheses on the influential factors on tourists’ 
revisiting intention to tourism destinations in Tra 
Vinh city. Then part 3 presents research methods that 
are employed for analyses. The research findings are 
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demonstrated in part 4 then some conclusions are 
given in the final part. 
 
II. THEORETICAL FRAME 
 
The conception of loyalty has been internationally 
acknowledged as one of the essential factors resulting 
in organizational success (Pine et al. 1995; Turnbull 
and Wilson 1989; Bauer et al. 2002; Valle et al. 
2006). In addition, Valle et al. (2006) implies that, 
there is a link between loyalty and organizational 
profit. According to Mai and Nguyen (2015), 
customers’ intention to re-buy the services or 
products despite situational effects and marketing 
efforts is a component of their loyalty. For the 
tourism setting, Oppermann (2000) argues that, 
loyalty is the probability or intention of tourists’ 
revisiting the tourist attraction point. Som and 
Badarneh (2011) assert that, there is a little attention 
of tourists’ revisiting of the destination, however 
recent research has started paying more attention to 
the importance of tourists’ revisiting to creating a 
more dynamic tourism industry and more 
distinguished tourist experience. These researchers 
develop a new research model of the effect of 
predecessors, such as perceived value, specific 
novelty seeking, destination image and distance to 
destination, on tourists’ intention to revisit the 
tourism destination. In that research, the tourists’ 
intention to revisit the tourism destination is assessed 
in a sequential perspective. In addition, Mai and 
Pham (2017) claim that, tourist’s intention of 
revisiting the destination is their behavior entailed 
future return to that tourism attraction. These scholars 
also recommend several factors affecting tourists’ 
intention of’ returning to the tourist destination; while 
Mai and Nguyen (2015) regard tourists’ intention of 
revising the tourist destination as a vital indictor 
helping the tourism sector sustainably develop. 
Salleh et al. (2014) highlight the importance of 
tourists’ satisfaction with a tourism destination to 
their intention of revisiting that tourism destination. 
They add that, tourists’ higher level of satisfaction 
will enhance their intention to revisit the destination 
and also recommend their relatives to come. As 
suggested in Mai and Pham (2017), there are 
numerous factors affecting tourists’ intention to 
revisit the destination such as cultural environment, 
natural environment, local cuisine, service price, 
social security, infrastructure, entertainment, 
destination image as well as negative attributes. 
Beerli and Martin (2004) refer cultural environment 
as the customs, arts and habits characterizing a 
particular society or country as well as local 
residents’ hospitality, quality of life; language 
barriers, friendliness, festival, religion, historic 
attractions, ways of life and customs. These authors 
also consider natural environment as weather, beach, 
lake, mountain, desert and river. Quan and Wang 
(2004) argue that, local cuisine is eating habits, tastes, 

custom and cooking of local residents, which makes 
the foods become congruous with visitors. Service 
price is referred to as what tourists actually pay for 
services and products the tourism destination if they 
identify its association with luxurious images (Berry 
and Parasuraman 1991). Social security is defined as 
the protection from unintended and intended incidents 
by eradicating threats and ensuring a secured 
environment (Mai and Nguyen 2015). In addition, 
Barroso et al. (2007) refer to infrastructure as tools 
which are quite transparent for most people, wide in 
temporal and spatial scope, embedded in familiar 
structures such as power grids, water, the Internet and 
airlines consisting of general infrastructure such as 
health services, telecommunications, and tourism 
infrastructure such as accommodations, restaurants, 
hotels, tourism centers. These researchers also 
mention entertainment as time spent doing what you 
enjoy when you are not working or movies, music 
used to entertain people including outdoor activities, 
adventure activities, shopping or nightlife. 
Kim and Richardson (2003) mention destination 
image as the sum of beliefs, ideas, and impressions 
that a person has of a destination, a favorable or 
unfavorable prejudice that the audience and 
distributors have of the product or destination, totality 
of impressions, beliefs, ideas, expectations, and 
feelings accumulated towards a place over time by an 
individual or a group. Besides, Truong and Foster 
(2006) define positive attributes as characteristics 
conveying favorable impressions about the 
destination, and negative attributes as the opposite 
things and state that the negative attributes are 
unfavorable to tourists’ satisfaction as well as their 
revisiting intention to the destination. Furthermore, 
Neuts et al. (2013) recommend tourists’ personal 
characteristics such as age, education and income also 
determine their likelihood of revisiting the 
destination. Based on the above mentioned 
arguments, this research can recommend the 
following research hypotheses: 

H1: Cultural environment can affect tourists’ 
revisiting intention to the tourism destination 
H2: Natural environment can affect tourists’ 
revisiting intention to the tourism destination 
H3: Local cuisine can affect tourists’ revisiting 
intention to the tourism destination 
H4: Service price can affect tourists’ revisiting 
intention to the tourism destination 
H5: Social security can affect tourists’ revisiting 
intention to the tourism destination 
H6: Infrastructure can affect tourists’ revisiting 
intention to the tourism destination 
H7: Entertainment can affect tourists’ revisiting 
intention to the tourism destination 
H8: Destination image can affect tourists’ 
revisiting intention to the tourism destination 
H9: Negative attributes can affect tourists’ 
revisiting intention to the tourism destination 
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H10: Tourists’ age can affect tourists’ revisiting 
intention to the tourism destination 
H11: Tourists’ education can affect tourists’ 
revisiting intention to the tourism destination 
H12: Tourists’ income can affect tourists’ 
revisiting intention to the tourism destination 

 
As above discussed, twelve contingent factors such as 
cultural environment, natural environment, local 
cuisine, service price, social security, infrastructure, 
entertainment, destination image, negative attributes, 
tourists’ age, education and income are considered as 
the antecedents of tourists’ revisiting intention to the 
tourism destination in this research. The above 
suggestions will be used as a foundational knowledge 
to develop a proposed research mode. Having 
explained the hypotheses derived from the reviewed 
literature, this research can come to the proposed 
research model. Then the research methodology has 
to be employed to guide the data gathering and 
facilitate the data analyses in the next part. 
 
III. RESEARCH METHODOLOGY 
 
Sampling and measurements 
This research interviewed 270 visitors at the 9 main 
tourism destinations in Tra Vinh city. At one of these 
tourism destinations, 30 visitors were selected to fill 
the questionnaires by employing the convenience 
sampling technique. The final sample is composed of 
221 valuable answers from the informants. The 
thirteen main variables were used for the research 
model, which are cultural environment (CE), natural 
environment (NT), local cuisine (LC), service price 
(SP), social security (SS), infrastructure (IN), 
entertainment (EN), destination image (DI), negative 
attributes (NA), tourists’ age (TA), tourists’ education 
(TE), tourists’ income (TI) and tourists’ revisiting 
intention to the tourism destination (TD). The forty 
three dimensions of the thirteen main variables were 
evaluated based on a five-point Likert scale from 
1.strongly disagree, 2.a little disagree, 3.a little agree, 
4.quite agree and to 5.very agree. There are 4 
observed dimensions for cultural environment, 5 
observed dimensions for natural environment, 4 
observed dimensions for local cuisine, 5 observed 
dimensions for service price, 5 observed dimensions 
for social security, 3 observed dimensions for 
infrastructure, 3 observed dimensions for 
entertainment, 4 observed dimensions for destination 
image, 6 observed dimensions for negative attributes, 
1 observed dimensions for tourists’ age, 1 observed 
dimension for tourists’ education, 1 observed 
dimension for tourists’ income and 1 observed 
dimension for tourists’ revisiting intention to the 
tourism destination. These observed dimensions and 
measurements are adapted and modified from Neuts 
et al. (2013) and Mai and Pham (2017). 

Analytic technique 
Grounded on the purpose of research and the research 
questionnaires, the quantitative research method was 
mainly applied for analyses in this research. The 
quantitative research method is used to classify 
features, count them and construct statistical models 
to explain what is measured. The first research 
methods used in this research were reliability 
analyses for examining the properties of scale 
measurements and the dimensions making up the 
main measurements. Then, the multiple regression 
analyses were applied to test the proposed research 
hypotheses. 
 
IV. EMPIRICAL RESULTS 
 
Constructs reliability 
The internal reliability of the scales was checked by 
employing the reliability analyses. Only the scales 
those consist of multiple dimensions were conducted 
with the reliability analyses.  
 
The constructs consisting of multiple dimensions are 
cultural environment, natural environment, local 
cuisine, service price, social security, infrastructure, 
entertainment, destination image and negative 
attributes. The empirical results are shown in Table 1. 
Drawing on Hair et al. (2010), the smallest suitable 
limit of the Cronbach’s alphas is 0.7; and the biggest 
Cronbach's alphas “if dimension deleted” should be 
less than their Cronbach’s alphas. Table 1 indicates 
that all of the Cronbach's alphas are greater than 0.7, 
ranging from 0.712 of negative attributes (NA) to 
0.867 of entertainment (EN). Furthermore, all of the 
biggest Cronbach's alphas “if dimension deleted” are 
smaller than their Cronbach’s alphas. These numbers 
demonstrate that all of the constructs satisfy sufficient 
internal consistency; hence all of them are suitable for 
next analytic steps. 
 
The testing of research hypotheses 
With the above mentioned reliability analyses, the 
findings assured the internally reliable constructs. 
Then, the summated measurements were computed. 
To test the proposed research hypotheses in the 
research model, the multiple regression analyses were 
applied. These techniques offered the results shown 
in Table 2. The findings show that, the goodness of fit 
attains the 1% significance level. The explanatory 
variables (cultural environment, natural environment, 
local cuisine, service price, social security, 
infrastructure, entertainment, destination image, 
negative attributes, tourists’ age, tourists’ education, 
tourists’ income) explain 80.8% of variation in the 
explained variable (tourists’ revisiting intention to the 
tourism destination). 
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Table 1: Reliability Analyses 

Constructs Biggest Cronbach's alpha if 
dimension deleted Cronbach's alpha Number of 

dimensions 
Cultural environment (CE) 0.801 0.824 4 
Natural environment (NT) 0.779 0.787 5 

Local cuisine (LC) 0.808 0.832 4 
Service price (SP) 0.715 0.723 5 

Social security (SS) 0.809 0.822 5 
Infrastructure (IN) 0.811 0.831 3 
Entertainment (EN) 0.863 0.867 3 

Destination image (DI) 0.726 0.753 4 
Negative attributes (NA) 0.708 0.712 6 

Source: Authors’ Calculation, 2018 

Table 2: Multiple regression analyses 
Explained variable Explanatory variable Coef. SE. t P>|t| P>|F| R2 

Tourists’ revisiting 
intention to the 

tourism destination 
(TD) 

Constant 6.398 3.553 1.800 .073 

0.000 0.808 

Cultural environment 
(CE) 2.883 0.285 10.109 0.000 

Natural environment 
(NT) 0.521 0.312 1.669 0.097 

Local cuisine (LC) 0.540 0.289 1.864 0.064 
Service price (SP) 0.955 0.486 1.966 0.051 

Social security (SS) 0.744 0.328 2.265 0.025 
Infrastructure (IN) 0.677 0.365 1.853 0.065 
Entertainment (EN) 0.675 0.346 1.949 0.053 
Destination image 

(DI) 0.663 0.222 2.990 0.003 

Negative attributes 
(NA) -1.039 0.401 -2.593 0.010 

Tourists’ age (TA) -0.036 0.191 -.187 0.852 
Tourists’ education 

(TE) 4.500 0.862 5.218 0.000 

Tourists’ income (TI) 0.772 0.352 2.195 0.029 
Source: Authors’ Calculation, 2018 

Table 2 also indicates that, cultural environment and 
destination image positively affect tourists’ revisiting 
intention to the tourism destination at the 1% 
significance level; while negative attributes 
negatively affect tourists’ revisiting intention to the 
tourism destination also at the 1% significance level. 
Social security positively impacts tourists’ revisiting 
intention to the tourism destination at the 5% 
significance level. Natural environment, local cuisine, 
service price, infrastructure and entertainment 
positively influence tourists’ revisiting intention to 
the tourism destination at the 10% significance level, 
whereas tourists’ age has no effect on tourists’ 
revisiting intention to the tourism destination. 
The empirical results statistically support the research 
hypotheses H1, H2, H3, H4, H5, H6, H7, H8, H9, 
H11 and H12 that cultural environment, natural 
environment, local cuisine, service price, social 
security, infrastructure, entertainment, destination 
image, negative attributes, tourists’ education and 
tourists’ income affect their revisiting intention to the 
tourism destination at the significance level from1%-

10%. However, the results offer no support for the 
research hypothesis H10 that tourists’ age can affect 
tourists’ revisiting intention to the tourism 
destination. 
 
CONCLUSION 
 
When living standards improve all over the world, 
more people try to travel to different destinations. 
This research develops the research model related to 
the effects of cultural environment, natural 
environment, local cuisine, service price, social 
security, infrastructure, entertainment, destination 
image, negative attributes, tourists’ age, tourists’ 
education and tourists’ income on tourists’ revisiting 
intention to the tourism destination by exploring the 
case of tourists visiting Tra Vinh city. 
The findings validate the research hypotheses that 
cultural environment, natural environment, local 
cuisine, service price, social security, infrastructure, 
entertainment, destination image, negative attributes, 
tourists’ education and tourists’ income affect their 
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revisiting intention to the tourism destination; while 
the findings do not validate the research hypothesis 
that tourists’ age affects their revisiting intention to 
the tourism destination. This research has important 
implications for marketers and managers of Tra Vinh 
city as a tourism destination. It offers them a 
comprehensive understanding of the determinants of 
tourists’ revisiting intention to Tra Vinh city. Those 
help them to make better policies on developing 
tourism in Tra Vinh city. 
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