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Abstract - The quality of the environment and tourism are two things that are closely related as tourists are increasingly 
aware of the importance of preserving the environment. This research is a case study in one of Glamping Resort in Bandung, 
Ciwiday Valley. The purpose of this study was to determine the extent of tourist assessment on tourism experience and 
environmental quality in Ciwidey Valley. This study also revealed the effect of environmental quality on revisit intention. 
The results showed a high response to environmental quality and a significant effect on revisit intention. 
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I. INTRODUCTION 

 

The city of Bandung as the capital of the province of 

West Java has a variety of tourist destinations such as 

nature tourism, artificial tourism, art tourism, culinary 

tourism, shopping tourism, special interest tourism 

and others. The variety of tourist destinations that are 
owned by the city of Bandung makes the area around 

it like Bandung Regency has the same potential to be 

developed as a tourism destination. One type of 

tourism found in Ciwidey is a nature-based tourism, 

one of which is Ciwidey Valley Resort. A nature-

based commercial tourism destination offers tourists 

to experience activities with a natural setting (H. Kim 

et al., 2015).  Ciwidey Valley Resort provides 

accommodation facilities such as cottages, hotels and 

glamour camping, each of which consists of various 

typeswas developed since the end of 2014. It also 
offers a hotspring waterpark facility with natural hot 

water sourced from the White Crater; restaurant 

facilities as well as a convention hall and meeting 

room and supporting facilities such as playgrounds 

for children and bird parks that contain a variety of 

poultry species. Maintaining a steady number of 

visitors has become a challenge nowadays, therefore 

one of the focus of Ciwidey Valley marketing 

programs is to stimulate revisit intention. Revisit 

intention is an important research topic in academia 

and practitioners in the tourism industry [1] and many 

researchers and managers of the tourism industry 
have focused on examining revisit intention [2,3,4,5]. 

The research viewpoint assessed that the variable 

"revisit intention" has received rare attention in 

quantitative studies [6]. While according to 

practitioners' point of view, it is very important to 

predict repeat visits to certain tourist destinations. 

This allows institutions and business managers in the 

tourism industry, such as hotels, shops, and 

companies in the field of tourist destinations, to plan 

their products in a more efficient manner [6,7]. 

Previous research studies prove that there are factors 
that influence revisit intention variables, namely 

tourist experience. Tourist experience is a form of 

adaptation of customer experience in the tourism 

industry [8]. The tourist experience is a combination 

of feelings, perceptions and brushes formed during 

the decision-making and consumption processes 

involved in a series of interactions with people, 

objects, processes and environments that lead to 
cognitive, emotional, sensorial, and behavioral 

responses [9]. Experiences felt by tourists are created 

internally through the process of visiting, learning 

and enjoying activities in a destination while 

traveling based on the background, values, attitudes 

and beliefs that tourists have [10]. Experience starts 

from tourists in the process of decision making and 

consumption which is formed by orientation, 

attachment, visiting, evaluation, storing, and 

reflection and enrichment [11. 

Another factor that influences revisit intention is 
environmental quality. Many researchers claim that 

the quality of nature in nature-based tourist 

destinations shows the quality of the destination itself 

[12]. Visitors increasingly seek tourist destinations 

with high environmental quality and demand 

cleanliness values in tourist attractions. Destination 

managers who do not focus on ecological issues as 

part of their mission and marketing strategy will 

experience sales decline in the future [13]. According 

to [14]: ‘If an attraction promotes environmental 

friendliness and practices the claim, the destination 

will experience a high level of publicity and repeat 
visitation intentions'. Environmental quality is formed 

by noise, waste, water, pollution, cleanliness, street 

and environment, and advertisement banners [15]. 

Environmental degradation or environmental quality 

is the quality of nature in nature-based tourist 

destinations which refers to environmental protection 

activities and is motivated by the dependence of 

products provided by the tourism industry on the 

quality of the natural environment (Huybers & 

Bennett, 2003). Environmental quality is the quality 

of nature in nature-based tourist destinations which 
refers to environmental protection activities and is 
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motivated by the dependence of products provided by 

the tourism industry on the quality of the natural 
environment. Tourists see environmental quality as a 

natural attraction of a destination [16]. 

 

II. METHODOLOGY 

 

Based on the length of time, this study was a cross-

sectional since it was conducted less than one year. 

The target population of the study in Glamping 

Ciwidey Valley Resort tourists was as many as 4,439 

tourists in 2018 with a total sample of 400 

respondents using the standard error of 0.5%. The 

sampling technique used in the study was purposive 
sampling technique. This technique was chosen 

because the populations and samples that have been 

determined have certain characteristics, among others 

1. Tourists who carry out activities at Ciwidey 

Valley Resort. 

2. Tourists who have stayed once at Glamping 

Ciwidey Valley Resort. 

3. Local tourists. 

Data was collected through the distribution of 

questionnaires July 2019. Multiple regression 

analysis was employed using SPSS 20 to investigate 
the influence of environmental quality on revisit 

intention. To describe environment quality, data was 

analysed using  

 

III. RESULTS AND DISCUSSION 

 

3.1. Respondent Profile 

Most of respondents in this research was male (62%), 

while female respondents were 38%. The majority of 

them aged between 25 to 40 years old (54%) and 72% 

of them were university graduate. All of the 

respondents had stayed in Ciwidey Valled at least 
once. 45% of them stated that they obtained 

information about the resort from the internet, 25% 

from family/friends, 17% from printed advertising 

and the remaining 13% from sales force. Most of the 

visitors stayed for 2 nights (81%), some others for 

one night only (15%) and only 3% stayed for more 

than 4 nights. 

3.2. Result of Descriptive Analysis 

Tourists experience was measured through 

orientation, attachment, visiting, evaluation, storing, 

reflection and enrichment. Table 3.1 summarizes the 
response obtained for this variable.  

 
Table 3.1 Tourist Experience Scoring 

The dimension that has the highest score is visiting 

with an average score of 1558.3 or 17.1%. Visiting in 
tourist experience has the highest score because the 

peak of tourist experience occurs when tourists are at 

the on-site experience stage. at the stage of visiting 

tourism immediately feel the activity of traveling in a 

tourist destination. This indicates the on-site 

experience felt by tourists can provide a good 

experience. The high percentage for the visiting 

dimension does not make other dimensions, namely 

orientation, attachment, evaluation, street and 

environment and advertisement banners have a low 

percentage because the percentage difference 

between all dimensions is not too far away. Of the six 
dimensions, the evaluation dimension was the lowest 

dimension with a score of 1477 and a percentage of 

16.2%.Environmental quality consists of six 

constructs, they are noise, waste, water, cleanliness, 

street and environment and advertisement banner. 

Table 3.1 summarizes the response obtained for this 

variable.  

 
Table 3.2 Environmental Quality Scoring 

The highest score of all constructsis waste with an 

average score of 17.8%. Respondents agreed that the 

Ciwidey Valley Resort was able to maintain 

cleanliness and had a proper waste management 

system such as trash bins and trash recycling. 

Cleanliness was given the second highest score at 

17.4% since the respondents agreed that the resort 

could keep clean environment despite the large 

number of visitors. The dimension with the lowest 
score is noise at 14.8%. This is because Ciwidey 

Valley Resort had not been able to overcome the 

noise problems caused by other guests and vehicles.  

3.3 Hypothesis Testing 

Multiple regression analysis was conducted to 

examine tourist experience and environmental quality 

as predictor variables and revisit intention as the 

outcome variable. Simultaneous hypothesis testing (F 

Test ) was performed to determine the effect of the 

overall independent variable on the dependent 

variable. The f test was carried out by comparing the 
f-count with f-table. Table 3.3 presentsthe results of 

simultaneous hypothesis testing: 

 
Table 3.3 Result of F Test 



International Journal of Management and Applied Science, ISSN: 2394-7926                          Volume-6, Issue-1, Jan.-2020 

http://iraj.in 

The Influence of Tourist Experience and Environmental Quality on Revisit Intention: A Case Study at Ciwidey Glamping Resort 

 

11 

Based on Table 3.3, the f-count value is 38,814, 

which is greater than the f-tabel value, which is 3.02. 
The significance value (.000) is smaller than 0.05. 

The result shows that simultaneously the independent 

variable of tourist experience and environmental 

quality influences the dependent variable revisit 

intention. Partial hypothesis testing is used to 

determine the effect of each independent variable by 

comparing the value of t-count with t-table. The 

result is presented on Table 3.4. 

 

 
Table 3.4 Result of T Test 

 

The t-count of tourist experience and environmental 

quality are respectively 7.879 and 8.750, which are 

higher that t-table value of1.96595. Based on the 

results of the t test and significance level, each tourist 

experience and environmental quality has significant 

effect on revisit intention. 

 

IV. CONCLUSION 

 

Result of the study is consistent with what was stated 
by [17] "Revisit intentions (to the destination and 

thus also to individual attractions) are influenced by 

the entire destination experience". The intention of a 

return visit (in a tourist destination or tourist 

attraction) is influenced by the experience at the 

destination. Variable environmental quality on the t 

test results has a partially significant effect on revisit 

intention. This is in accordance with [16] stated "Any 

improvements in an environment of quality would 

positively impact revisit intention". Any 

improvements made to environmental quality will 

positively impact the intention of a return visit. 
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