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The COVID-19 outbreak has become a public health emergency of international 
concern. The seriousness of this virus has warranted the World Health 
Organisation (WHO) to set the procedure, that must be followed by all 
countries around the world to prevent the spread from spreading widely. The 
economic activities related to the tourism industry in Malaysia have been 
greatly impacted. In the tourism sector, information technology is crucial. The 
emergence of smart tourism has drawn attention to the impact of information 
technology on travel, and these digital shifts are affecting many industries. 
Thus, the notion of smart tourism technology has emerged as the most crucial 
component of the travel and tourism sector. It combines cutting-edge 
information technologies with tourism resources to deliver relevant, timely 
data and connectivity among tourism stakeholders. Travelers can take 
advantage of many amenities both during the preparation and execution stages 
of their trip as well as thereafter with the help of mobile technology and 
various applications such as location-based information tracking services and 
mobile travel guides. Hence, the development and execution of smart tourism 
technologies are pivotal in the tourism industry to boost its efficiency and 
overall financial performance. The main purpose of this research is to 
investigate factors influencing revisit intention through the mediating effect of 
tourists’ satisfaction. This research applies purposive sampling, targeting 
domestic travelers from Generations X and Y in Malaysia. The current study 
employs a total of 400 questionnaires for data collection. This study is crucial 
in attaining the main goal of Budget 2023, Key Economic Growth Activities 
(KEGA) under KEGA 15, and the Sustainable Development Goals (SDGs) 8, 9, 
12, 14, and 15 to revitalise Malaysian tourism sector and improve its economic 
growth. 

1. INTRODUCTION  

The tourism sector is particularly vulnerable to various political, socioeconomic, and environmental 
threats. But it is accustomed to and has grown adept at recovering from a wide range of emergencies 
and pandemics, including earthquakes, terrorism, Zika, SARS, and Ebola. However, the COVID-19 
crisis was unique since it occurred and had consequences in a manner never seen before. The 
tourism industry as a whole may undergo significant, long-lasting structural and transformative 
changes as a result of this crisis. The international economy will be greatly impacted by the projected 
78% decline in foreign visitor numbers. This will result in a loss of US$1.2 trillion in export revenue 
and the largest-ever reduction in direct tourism employment about 120 million jobs. Around the 
world, tourism directly supports one in ten employment and contributes significantly to the 
economies of many nations. As a result, the focus of all international discussions and economies is 
COVID-19 and tourism (Sigala, 2020). Technological advancements have revolutionised the tourism 
business (Law et al., 2019). This is because technological advancements are accelerated by disasters. 
Travellers' needs and usage of smart technology have expanded throughout all phases of travel 
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activities as they become more tech-savvy and dependent on technology to seek and exchange 
information (Tussyadiah, 2015; Huang et al., 2017). In order to improve the traveller experience, 
smart tourist destinations have emerged in response to the needs of consumers for technology (Boes 
et al., 2016; Totty, 2017). These destinations combine smart technologies with tourism resources. 
Many smart tourism destinations have included more diverse smart tourism technologies (STTs) 
than traditional technologies, such as websites, to enhance travellers' experiences (Jeong & Shin, 
2019; TrekkSoft, 2017). The tourist industry has embraced new smart technologies at a quick pace, 
which has improved travellers' experiences by providing personalised services, connecting with 
tourism resources, and expanding information access (Choe & Fesenmaier, 2017). One example of a 
smartphone application that has been released in Seoul, South Korea, is Deoksugung in My Hands. 
The applications provide pertinent and engaging details about the city and neighbouring points of 
interest. Indirectly, it increases tourists’ experiences (Chung et al., 2017; Peong et al., 2023). 
Additionally, as the Internet of Things enables information transmission and reception, travellers 
can enjoy their vacation hassle-free (RevFine, 2020). Travellers are now more engaged and satisfied 
since wearable technology, augmented and virtual reality applications, and other travel tools have 
allowed them to fully immerse themselves in the place (Vidal, 2018). The increasing diversity and 
customisation of STTs' capabilities and services makes it imperative to ascertain the effects of STTs 
on travellers' satisfaction and behavioural intention.   

In a similar vein, the development of ICT has significantly accelerated the traditional tourism 
industry's transition into the smart technology era, or "tourism 4.0" (Stankov & Gretzel, 2020; Sujood 
et al., 2022). Previous studies like Lee et al., 2018 and Preko et al., 2022 have shown that tourism 4.0 
can offer a kind of immunity to tourism, helping to repair the harm caused by the coronavirus disease 
2019 (COVID-19) (Gretzel & Koo, 2022). This is achieved by offering travel and life experiences with 
assistive technologies. STTs offer travellers remarkable experiences by broadening the scope of 
smart tourism (Neuhofer et al., 2012). From the traveller perspective, smart technology has become 
increasingly important in the tourism sector. Tourists mostly used ICT for planning and information 
searches for their trips (Gretzel, 2011).  
A customised trip schedule is the main emphasis of several smart travel apps, such as TripHobo, 
Visit-A-City, Sygc Travel and Tripit. These applications offer elements that let travellers plan a 
comprehensive itinerary and see the nearby attractions include hotels, flights, confirmations for auto 
rentals, maps and restaurants. Thus, when more travellers utilise the apps, the need for travel agents 
decreases (Peong et al., 2023). This tendency has led many businesses in the tourism sector to adopt 
a range of ingenious technologies in order to market and promote their trip destinations. 
Government agencies and destination marketing organisations (DMOs) often establish an evaluation 
system in compliance with the smart city policy when creating a smart tourist destination, as a 
means of ensuring the program's effectiveness (Chan et al., 2019). However, the ultimate purpose of 
smart tourism is to make travel more enjoyable and convenient for guests. Generally, previous 
researchers such as No & Kim, 2015; Huang et al., 2017; Jeong & Shin 2020 and Goo et al., 2022 
identify that the major features of STTs are accessibility, informativeness, interaction, and 
personalization. These attributes are then used to evaluate the effectiveness of STTs and explore 
their implications.  

Additionally, this study will also tap into the psychological behaviours of tourists when deciding on 
places to travel. Perceived value and perceived risk are thought to be prime influencers of tourists' 
revisiting a destination, which has a significant impact on tourists' behaviour (Lepp & Gibson, 2003; 
Chen & Tsai, 2007; Ranjbarian & Pool, 2015; Allameh et al., 2015; Hsieh et al., 2016; Wang et al., 
2017; Zhang et al., 2018; Seetanah et al., 2020). Specifically, the process of choosing a place to travel 
could be difficult and uncertain (Soliman, 2019) which leads to travellers must devise useful 
strategies to lower the perceived risks associated with their chosen destinations (Lepp & Gibson, 
2003; Hsieh et al., 2016). Hsieh et al. (2016) also noted the paucity of research on people's 
perceptions of perceived risk, which has grown in importance recently, especially when it comes to 
planning travel-related itineraries, whether domestic or foreign. Besides, perceived enjoyment is 
proven to significantly affect consumer intentions (Wang, 2018). One of the key drivers of travellers 
using technology to get pleasure is their perceived enjoyment (Peong et al., 2023). Scholars like 
Akdim et al. (2022)  has suggested that perceived enjoyment influences the satisfaction and intention 
of consumers to continue using a product or service. However, there is still little study that 
investigates how perceived enjoyment influences visitors experiences and revisit intention (Luo et 
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al., 2021). Therefore, this emphasises the necessity to include perceived enjoyment in tourism 
context in order to boost tourists’ revisit intention.  

 Furthermore, the mediating effect of satisfaction is equally important as well, especially in the 
tourism sector and in studies that look into travellers' revisit behaviour. Most of the time, the desire 
to return is a direct and necessary antecedent of travel satisfaction (Cho et al., 2020). In the face of 
fierce competition, particularly in the hospitality sector, it is critical to satisfy visitors and guests by 
attending to their requirements and expectations and offering the necessary level of service quality 
(Cronin et al.,2000). The purpose of this is to keep the tourists/customers, which is seen as an 
organisation's objective for keeping customers and continuing to be profitable (Ryu et al., 2012). A 
higher degree of pleasure is associated with a larger desire to return to a location in the future (Loi 
et al., 2017; An et al., 2019). Similarly, Loi et al. (2017) found through empirical research that visitor 
satisfaction acts as a mediator between visitors' impression of a destination's image and their 
inclination to return. Therefore, this study decides to examine whether satisfaction acts as a mediator 
between perceived smart tourism technology, perceived value, perceived risk, perceived enjoyment, 
and destination image in light of this significant phenomenon.   
Overall, previous research in the field of tourism has empirically demonstrated that the primary 
factors influencing visitor attitude and the probability of returning to a place are perceived value, 
destination image, and perceived risk. These factors have not yet been fully explored and there has 
not been much research done on how these variables influence travellers' inclinations to return 
(Abbasi et al., 2021) together with perceived enjoyment and perceived STTs.  
 Ultimately, the intention of visitors to return is the most significant result for a nation in the context 
of the travel and tourism business. According to Sohn et al., 2016: ; Loi et al., 2017 and An et al., 2019, 
determining revisit intention has received a lot of scholarly interest, particularly in the last ten years. 
This is because revisiting intention is important for business survival and growth in the tourism 
sector. The intention of tourists to return is highly valued for businesses to expand and thrive (Ngoc 
& Trinh, 2015). It could lower marketing and promotion expenses resulting from tourists' frequent 
visits (Kim et al., 2013; Loi et al., 2017). This consideres the secret to successful destination marketing 
(Loi et al., 2017; Beerli-Palacio & Martín Santana, 2018) and adds to the tourism industry's 
profitability and substantiality (Stylos et al., 2017; Alves et al., 2019). Due to its service-oriented 
nature, the tourism business is heavily impacted by the calibre of visitors' experiences as well as their 
opinions of the amenities and services they get (Gani et al., 2019). However, all nations especially 
Malaysia seen significant losses in terms of the total amount of money earned by the tourism sector 
annually as a result of the Covid-19 pandemic. Starting from 2020, which was when the pandemic hit 
the entire nation, Malaysia's total revenue in 2020 plummeted significantly compared to the previous 
years and luckily slowly recovered in the year 2022 (Statista Research Department, 2023). Besides, 
it was reported in the Dewan Rakyat in 2020 that Malaysia's tourism industry incurred an estimated 
RM100 billion in losses in 2020 alone due to the COVID-19 pandemic (NST, 2020).  
Therefore, this study aims to inspect the factors of smart tourism technologies, tourists’ 
psychological behaviours, and destination image that affect satisfaction, understand the factors of 
tourists’ psychological behaviours and destination image that affect the intention to revisit Malaysia, 
investigate if satisfaction mediates the relationships between the factors (perceived STT, 
psychological behaviours, and destination image) and the intention to revisit Malaysia and, evaluate 
whether satisfaction affects revisit intention among Malaysian tourists.  

2. LITERATURE REVIEW  
 This paper applies and extends the Theory of Planned Behaviour (TPB), and explains the definition 
of (STTs), its uses, and attributes. It also discusses all variables such as perceived value, destination 
image, perceived risk, perceived enjoyment, perceived STTs, and revisit intention, as well as the 
mediator. The research framework is also presented.  
2.1 Theory of Planned Behaviour (TPB)  
The well-known TPB was used in this study to examine the behavioural intentions of tourists. 
According to Ajzen (1991), TPB is a psychological theory that clarifies the psychological phenomenon 
of human behavioural intention.   
The adoption of smartcards or artificial intelligence for financial investment (Belanche et al., 2014, 
2019), the adoption of self-service technologies (Lien et al., 2019), or mobile payments (Flavian et 
al., 2020) are a few examples of the many contexts in which the TPB model has been widely used in 
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the literature to explain consumer behaviour. Parallel to this, a number of studies namely Meng and 
Choi, 2019; Soliman, 2019; Han et al., 2019; Hasan et al., 2020 and Meng and Cui, 2020 also used this 
model as a reference in the context of tourism. In the study of Meng and Cui (2020), they went the 
extra mile and sought to understand how visitor intentions to return to home-based accommodations 
are formed by adding new constructs such as experience escape, perceived value, and memorability 
to the TPB model. They found empirically that the extended TPB model outperforms the original TPB 
model in terms of predictive power. Likewise, TPB was expanded once more by Wu et al. (2024) in 
an attempt to comprehend Chinese consumers' inclination to stay at green hotels by adding variables 
for example functional value, emotional value, and functional value. It was found that the expanded 
TPB model is more reliable than the initial TPB model. Additionally, Abbasi et al. (2021) also added 
perceived value, perceived risk, satisfaction, service quality, and destination image to extend and 
enhance the existing TPB model.   
However, it is said that not much research has extended and supported the TPB theoretically and the 
validity of the theory is questionable due to the lack of a solid idea (Zheng et al., 2022).  
Furthermore, Bianchi et al. (2017) similarly noted that only a small amount of research has 
expanded the TPB model to predict tourists’ behaviour when choosing a destination to travel. Due 
to the ineffectiveness of the model in forecasting humans’ behaviour (Zailani et al., 2016; Hsieh et 
al., 2016), many scholars have proposed that more factors should be included in the  

TPB model to improve the ability to predict humans’ behaviour (Mondéjar-Jiménez et al., 2016; 
Russell et al., 2017; Soliman, 2019; Meng & Cui, 2020; Meng & Choi, 2019). The individual’s 
behaviour is driven by their aims. Notably, the impact of technology on individuals’ behavioural 
goals is extremely significant, whether the outcomes are positive or negative. The tourism industry 
is implementing new technology to improve the tourist experience (Peong et al., 2023). Therefore, 
this paper decides to add in additional variables like perceived value, perceived risk, perceived 
enjoyment, destination image, and satisfaction to enhance the forecasting power of the original TPB 
model specifically in determining tourists’ behaviour when deciding a place to go.  

To sum up, various scholars have included additional factors to expand and enhance the TPB model 
and apply it in different contexts to allow the model to predict better in terms of humans’ behaviour 
as mentioned above. It was discovered that by expanding the TPB model, it successfully explained 
tourists’ behaviour more accurately (Zheng et al., 2022). Therefore, in order to understand tourists’ 
intentions in a better and more accurate way, this research aims to include additional constructs in 
the existing TPB.  
 2.2 Smart Tourism Technologies  
Smart Tourism Technologies (STTs) refer to all kinds of technology applications that assist tourists 
for travelling purposes (Huang et al., 2017; Jeong & Shin, 2019). Applications can enhance and add 
value to travellers’ experiences, both generally and specifically (Peong et al., 2023).  
As the number of travellers that require STTs rises, smart tourism destinations must be equipped 
with the latest technologies like augmented reality, virtual reality, and different kinds of mobile 
applications in order to improve their travel experiences (Gretzel et al., 2015; Huang et al., 2017; 
Jeong & Shin, 2019). Travellers are becoming more adept at and engaged in a variety of tourism-
related activities by using STTs (Pan & Fesenmaier, 2006; Ho et al., 2012; Chung & Koo, 2015; Um & 
Chung, 2019). Travellers expect and utilise more smart tourism technologies at every stage of their 
journeys as they get more tech-savvy (Huang et al., 2017) and depend on it to locate items and share 
information (Tussyadiah, 2015). In response to the demands of technologically proficient travellers, 
tourist sites have evolved into "smart tourism destinations," fusing smart technologies with tourism-
related amenities to enhance the visitor experience (Boes et al., 2016).  

In addition to more conventional technology like websites, several smart tourism locations have 
incorporated a greater variety of smart tourism technologies (STTs) to enhance the visitor 
experience (Jeong & Shin, 2019). The tourism industry has actively adopted the latest STTs that 
enhance tourists’ experiences as they increase the availability of information, provide more 
personalized services, and connect tourists with available tourism resources (Choe & Fesenmaier, 
2017).  

Therefore, it is indeed important to find out how STTs impact tourists’ satisfaction and future 
behaviour intentions as STT capabilities are growing over time and more individualised and 
diversified services are being offered (Shin et al., 2021). Researchers have identified 4 major features 
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of STT which are accessibility, informativeness, interactivity, and personalisation. These attributes 
were then used to evaluate the effectiveness of STTs and explore their impacts on tourists (No & Kim, 
2015; Huang et al., 2017).  
2.3 Hypothesis Development  

2.3.1 Informativeness   

 As the tourist industry requires plenty of information (Cox et al., 2009), the satisfaction level of a 
tourist is much dependent on the amount of detail and accuracy of the information STT gives (Jeong 
& Shin, 2019). Consequently, the efficiency and accuracy by means of which STTs provide the 
relevant data is stated to be the key success factor of user satisfaction (Yoo et al., 2017; Um & Chung, 
2019). A representative sample of researchers suggests that informativeness is, without doubt, the 
foremost influencer on tourists' experiences and their level of satisfaction (Huang, et al, 2017; Lee et 
al, 2018; Um & Chung, 2019).  
2.3.2 Accessibility   

The availability of STTs affects traveller's experience. Travelers' perceived usefulness of STTs are 
improved when they feel that it is easily reachable (Luo & Gretzel, 2009;Huang et al., 2017), this 
makes the satisfaction rating scale increased accordingly. Moreover, the link between the availability 
of STT and tourists’ satisfaction  has been established among scholars (Lee et al., 2018). It facilitates 
traveler's experience across all STTs based on the number of interfaces between travelers and 
stakeholders that influence the information travelers are able to get through different STTs 
(Tussyadiah & Fesenmaier, 2007; Huang et al., 2017).  
 2.3.3 Interactivity   
 There are many benefits can be attained by tourists if the STTs offered are highly interactive. Visitors 
will be given lots of chance to be involved, among other activities, with the utilization of the modern 
technologies such as personal experiences creation and sharing, self-service voice travel companions 
on interest groups, and discussions on forums. In the research by Jeong & Shin (2019), user 
interactions are pivotal in determining the accuracy and quality of data and services provided by 
STTs. This further goes on to increase happiness and satusfaction levels of users, which becomes a 
stepping stone for the success and wide adoption of these platforms. The promptness, the quality of 
updates and the long-term reliability of STT systems are the key factors that influence this. Similarly, 
Yoo et al. (2017) also mentioned that quick and steady responses given by STTs will change 
consumers’ perception to think that STTs are highly participatory and wows them up and hence 
increases their satisfaction.  
2.3.4 Personalisation   
Personalisation has been defined by Huang el al. (2017) as a STT's ability to offer personalized 
information which meets the diverse interests and needs of travellers. As Kim and No (2015) claimed, 
the customisation process should be comprised of gathering and applying data about customers' 
interests and usage habits in a manner that they get only those contents which match their personal 
requirements. When robotics assist the STT operators, personalization becomes a way of increasing 
the travelers' chance of experiencing more fun (Madu & Madu, 2002; No & Kim, 2015). Consequently,  
the tourists will be satisfied and openly say how good the STTs worked when they receive 
individualised requests that are processed quickly (Huang, et al. 2017; Lee, et al. 2018; Um & Chung, 
2019). As shown by the past studies, personalisation can shorten the length of time which is needed 
to find the information and it may lead to the higher satisfaction level of the subscribers (Jeong & 
Shin, 2019). Consequently, a high customization level of STTs leads to increased user satisfaction by 
saving clients some valuable time while upgrading their level of satisfaction as well (Um & Chung, 
2019).  
Based on the relationships revealed in the literature, the following hypotheses are proposed:  
H1: There is a significant relationship between informativeness and satisfaction.  
H2: There is a significant relationship between accessibility and satisfaction.  
H3: There is a significant relationship between interactivity and satisfaction.  
H4: There is a significant relationship between personalization and satisfaction.  
2.3.5 Perceived Value and Tourists’ Satisfaction  
Previous research has also demonstrated that customer satisfaction may be influenced by perceived 
value (Hussain et al., 2015; García-Fernandez et al., 2018; An et al., 2019). In a 2016 study on guest 
homes in the Maldives, Waheed and Hassan empirically demonstrated that perceived value 
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significantly influences visitor pleasure. A study by Rasoolimanesh et al. (2016) found similar 
outcomes when examining how satisfied tourists were with a community-based homestay in the 
Lenggong Valley World Heritage site. The study also provided empirical evidence for the positive 
relationship between perceived value and satisfaction. Having said that, it suggests that travelers' 
perception of value plays a crucial role in their level of satisfaction. Moreover, prior research has 
repeatedly demonstrated that pleasure and perceived value are positively correlated (Edward & 
Sahadev, 2011; Wu, 2014; Jin et al., 2015; Pandža Bajs, 2015). Therefore, the proposed hypothesis is 
suggested as follows:  
H5: There is a significant relationship between perceived value and satisfaction.  
2.3.6 Perceived Risk and Tourists’ Satisfaction  
Perceived risk has been found to lower satisfaction in the tourism industry, according to early 
researchers (Angulo & Gil, 2007; Kozak et al., 2007; Yuksel & Yuksel, 2007; Gray & Wilson, 2009). 
Additionally, a few research revealed a negative relationship between attitudes or satisfaction and 
perceived risks (Yuksel & Yuksel, 2006; Chen & Li, 2007). Health, political unpredictability, terrorism, 
unfamiliar cuisine, and cultural barriers are among the uncertainties that have been researched in 
the tourism industry; these factors are the main causes of unhappy travelers (Kapu'sci'nski & 
Richards, 2016). Furthermore, a number of research' findings indicate that perceived risk also affects 
visitors' pleasure (Sohn et al., 2016; Chen et al., 2017; Khasawneh & Alfandi, 2019). Therefore, the 
below hypothesis is established: H6: Perceived risks negatively affects satisfaction.  
2.3.7 Perceived Enjoyment and Tourists’ Satisfaction  
Researchers like Joo et al. (2017) on digital textbooks, Jung & Chung (2012) on Internet Protocol TV, 
Hsiao et al. (2016) on mobile social apps, Lin et al. (2005) on Web-portal site users, and Oghuma et 
al. (2016) on mobile instant messaging conducted studies on perceived enjoyment and satisfaction 
in a way that differed from contextualization by experts. These studies confirmed a positive 
relationship between perceived enjoyment and satisfaction. Entertainment aspects in social mobile 
apps, such chat rooms, photo/video sharing, game apps, etc., can amuse users and make them feel 
content with the apps (Pillai & Mukherjee, 2011). Regarding earlier research on the mobile setting, 
Joo et al. (2017) assessed digital textbook courses and found that students were more likely to be 
content with utilizing digital textbook technology if they felt that the experience was enjoyable. 
Therefore, the research suggests the below hypothesis.  
H7: There is a significant relationship between perceived enjoyment and satisfaction.  
2.3.8 Destination image and Tourists’ Satisfaction   
Scholars on the field consistently highlight that destination image has a decisive role in producing 
traveler satisfaction. For instance, in the research conducted by Lu et al. (2020), waterfront 
aesthetics, the evaluation of the destination, and visitors' experience were examined as relationship 
entities. The study has revealed that destination image is an integral factor that gives birth to the 
pleasure tourists experience and also does so indirectly by increasing visitors’ loyalty towards a 
given destination. In correspondence with this, there was another research done by Ramseook-
Munhurrun et al. (2015) from Mauritius that found a correlation of the aforementioned factors with 
the reputation of the island. Besides the thorough studies, which are taken into account, a destination 
image played a great role in the decision of visitors to whether they were satisfied or not. Reseachers 
like Prayag (2009), Kim (2018), Foroudi et al. (2018), Jeong & Kim (2020), Sharma & Nayak (2019), 
Eid et al. (2019), Stavrianea & Kamenidou (2022), Wong & Lai (2021) all agree the above statement. 
Therefore, the following hypothesis is shown:  
H8: There is a significant relationship between destination image and satisfaction.  

2.3.9 Perceived Value and Revisit Intention  

Numerous consumer behaviors and the propensity of tourists to return have been found to be 
strongly correlated with customer perceived value in tourism research (Chang et al., 2014; 
Ranjbarian & Pool, 2015). Chang et al. (2014) contended that perceived value was a significant factor 
in the consuming process. Similarly, Allameh et al. (2015) found that visitors' intentions to return to 
sports tourism destinations are significantly influenced by their perceived value. According to 
research done by Allameh et al. (2015) among visitors who visited Iran as a sports tourism 
destination, perceived value has a significant impact on tourists' intentions to return to sports 
tourism destinations. This suggests that travelers are more likely to form the intention to return to 
a place they feel has greater value. Therefore, this study suggests the below hypothesis.  
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H9: There is a significant relationship between perceived value and revisit intention.  

2.3.10 Perceived Risk and Revisit Intention  

It is well acknowledged by researchers like Weinstein, 1988; Sjöberg, 2000 and Brug et al., 2004 that 
behavior is influenced by perceived risk. According to Kozak et al. (2007), inadequate safety and 
security have an effect on a nation's travel and tourist sectors. Therefore, risk and satisfaction are 
important factors that make it possible to predict how customers will behave in the future (Sohn et 
al., 2016; Chen et al., 2017). Travellers who thought certain places that were risky were more 
inclined to stay away from them in the future (Kozak et al., 2007). When travellers run into issues 
while on trips or excursions, they tend to see that particular tourist destination as riskier. In the end, 
discontent will surface (Rindrasih, 2018) and cause demand to decline, which can have a big impact 
on the rate of intention to revisit. Therefore, the below hypothesis is shown:  

H10: Perceived risks negatively affects revisit intention.  

2.3.11 Perceived Enjoyment and Revisit Intention  

According to Children et al. (2001), intention is consistently predicted by perceived enjoyment. The 
intention to continue using blogs (Shiau & Luo, 2013), mobile instant messaging (Oghuma et al., 
2016), mobile social apps (Hsiao et al., 2016), purchasing attitude or intention to buy, or both 
(Koufaris et al., 2001), and online repurchase intention (Wen et al., 2011) were all positively 
influenced by the hedonic factor, or perceived enjoyment. According to Suki and Suki (2011), users 
are more likely to engage in or carry out an enjoyable activity again. Consequently, the likelihood that 
a user will stick with a social mobile app increases if the user perceives delight from interacting with 
it (e.g., watching photos/videos, reading shared experiences, etc.). Additionally, Luo et al. (2021) 
examines the connection between hedonism and the tourism experience as well as revisit intention 
in Macau from the viewpoint of the patrons. The results demonstrate that hedonism and revisit 
intention are positively and directly correlated. This study demonstrated that hedonism may have an 
impact on tourists' intentions to return in a tourism scenario. Therefore, the research establishes the 
hypothesis as follows. H11: There is a significant relationship between perceived enjoyment 
and revisit intention.  
2.3.12 Destination Image and Revisit Intention  

 Decision-making processes before, during, and after a visit are influenced by the impression of the 
destination image, which is a critical aspect of the tourist experience (Lee & Bai, 2016). One of the 
most important factors in selecting a place is having a favorable perception of it (Buhalis, 2000). It 
affects how the tourist experience is rated during the visit and molds the intentions of future behavior 
(Foroudi et al., 2018). Additionally, it has been demonstrated that the perception that travellers have 
of a place might influence their behavior when travelling (Hallmann et al., 2015); travellers, for 
instance, typically choose locations that have a favorable reputation (Leisen, 2001). The relationship 
between destination image and travel intention has been noted in the literature (Chen & Phou, 2013; 
Wang et al., 2017; Kim et al., 2017; Kim, 2018). Thus, destination image is essential to the growth of 
tourism in the future, particularly traveller behavior. To put it simply, places that have a strong, 
favorable reputation are more likely to be chosen and offer better travel experiences (Souiden et al., 
2017).  
Therefore, the below hypothesis is established as follows.  

H12: There is a significant relationship between destination image and revisit intention.  

2.3.13 Satisfaction and Revisit Intention (RI)  

Studies conducted in the tourism domain have previously established the correlation between 
visitor satisfaction and desire to return, and have experimentally demonstrated that visitor 
satisfaction significantly influences their intention to return in a favorable manner (Breiby & Slåtten, 
2018; Hasan et al., 2019). Furthermore, An et al. (2019) looked into travellers' intentions to return, 
specifically for Airbnb hosts, and they found empirical evidence to support the idea that visitors' 
pleasure increases their inclination to return to the location. This suggests that tourists are more 
likely to plan a return visit to a location if they are happy with it. Therefore, the research suggests 
the hypothesis as below:  

H18: There is a significance relationship between satisfaction and revisit intention.  
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 2.4 The Mediation Effect of Satisfaction  
The mediating effect of satisfaction has been extensively applied by various scholars (e.g Kim et al., 
2014; Albaity & Melhem 2017; Scridon et al., 2018; Ashfaq et al., 2019). Particularly, scholars like 
Abbasi et al. (2021) have mentioned in their study to increase the predictability of TPB by extending 
the theory which includes satisfaction as the mediator. Therefore, the current study will adapt Abbasi 
et al.’s (2021) extended TPB model which included satisfaction as the mediator in order to enhance 
the original TPB model. The relationships of the mediating effect of satisfaction are discussed below.  
2.4.1 Perceived Smart Tourism Technologies, Satisfaction, and Revisit Intention  

In fact, technology has created certain circumstances which can be effective at converting the 
attitudes or opinions about the technology and people’s level of enjoyment. The study of Chung et al. 
(2017) shows that users consider augmented reality (AR) experience to be satisfactory when they 
use it as a tool. The research found that the effect of technology on human happiness was the most 
positive when it was of the highest quality (for example, easy-to-use systems), contained more 
information (such as in the case of more informative systems), and was accompanied by good service 
(including personalization and interaction) (Jung et al., 2015). Further studies by Ozturk & Hancer 
(2015) focuses on technology adoption succeeding in their previous experience and is positively 
relevant to the future use. Consequently,  satisfaction with the AR technology upon an individual 
results to a positive attractiveness toward that destination (Chung et al., 2017). Similarly, Wang et 
al. (2017) support the mediation theory by asserting that satisfaction mediates the effects of service 
quality and future positive behavioral intention mentioned above.  

2.4.2 Perceived Value, Satisfaction, and Revisit Intention  

Previous studies devoted to customer satisfaction having mediated the relationship between 
perceived value and repeat purchase intention reveals the existence of a positive correlation (Kim 
et al., 2013; Cheng and Lu, 2013). Furthermore, it has been earlier pointed out that guest satisfaction 
is a major factor in the formation of loyalty and perceived value (Lee et al., 2007; He and Song, 2008; 
Bradley & Sparks, 2012)  

2.4.3 Perceived Risk, Satisfaction, and Revisit Intention  

The study of Scridon et al. (2018) used satisfaction as a mediator in the relationship between 
perceived risk and loyalty. They considered the factors of perceived risks such as functional 
sacrifices, social sacrifices, and emotional sacrifices and found that satisfaction mediated both 
functional sacrifices and emotional sacrifices towards loyalty fully and partially but not on social 
sacrifices.   

2.4.4 Perceived Enjoyment, Satisfaction, and Revisit Intention   

The study aim of Ashfaq et al., (2019) is to analyze the correlation between consumer expectations, 
satisfaction, perceived enjoyment, perceived ease of use, and repurchase intentions when buying 
used items online. It has been found out that satisfaction mediates the relationships perceived 
enjoyment and repurchase intention partially. Moreover, Ryu et al. (2010) obtained the proof that 
behavioral intentions and hedonic value are very strongly mediated through customer satisfaction.  

2.4.5 Destination image, Satisfaction, and Revisit Intention   

From the study of Albaity and Melhem (2017), the mediation role of customer satisfaction is an 
added value in the association of perception of UAE to the returning intention of visitors. In parallel 
with this study, an empirical research on tour bus service in Macau indicated that return intention 
is predicted by destination image through destination satisfaction (Loi et al., 2017). Additionally, 
Kim et al. (2015) examined and approved the indirect relationship between destination image, 
satisfaction, and revisit intention in Greece.  

Based on the above literature, the hypotheses are suggested as below:  

H13: Satisfaction mediates the relationship between perceived smart tourism technologies 
and revisit intention.  
H14: Satisfaction mediates the relationship between perceived value and revisit intention. 
H15: Satisfaction mediates the relationship between perceived risk and revisit intention. 
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H16: Satisfaction mediates the relationship between perceived enjoyment and revisit 
intention.  
H17: Satisfaction mediates the relationship between destination image and revisit intention.  
2.5 Research Framework  

The study consists of eight independent variables which are the informativeness of STT, 
accessibility of STT, interactivity of STT, personalization of STT, perceived value, perceived risks, 
perceived enjoyment, and destination image that affect the dependent variable (revisit intention) 

through the mediating effect of satisfaction. Based on the above-proposed hypotheses, the research 
framework of this study is developed. This framework is presented in Figure 1 as shown below. 

 

Figure 1: Research Framework of the Study 

3. METHODOLOGY  
This paper will issue a Google Survey to around 400 Malaysians targeting Generations X and Y that 
have travelled in Penang, Melaka, Perak, and Negeri Sembilan. It also discusses the research design 
using quantitative methods with all ten constructs being reflective, and the data analysis methods 
by using SPSS and PLS-SEM.  

3.1 The Target Respondents  

A structured questionnaire will be created and issued to around 400 Malaysians targeting 
Generations X and Y that have travelled in the 4 states as stated below and to show why those states 
are chosen for this study.  

 To begin with, Penang is situated in Peninsular Malaysia's northern region. There are roughly 1.5 
million people living in the state, representing a variety of racial and cultural backgrounds. (Ghaderi 
et al., 2012). George Town, the capital of Penang, is a bustling state that holds the unique distinction 
of being a UNESCO World Heritage Site (Omar et al., 2017). Furthermore, behind the manufacturing 
sector, the tourism industry contributes the second most to Penang state's revenue (Leng, 2015). 
With an estimated six million hotel guests in 2012, Penang state is the most visited city in Malaysia 
(The Malaysian Insights, 2017). Penang saw a record 4.70 million arrivals overall in 2013 (Abbasi et 
al., 2021).  
 Second, Melaka has been a well-known historical state with a wealth of tourism attractions for many 
years. Indeed, accounting for 46.6% of the state's GDP, tourism, under the services sector, is the 
state's most significant economic sector. To draw in tourists and investment, the state government 
has proposed a motto for marketing purposes. Early in 2000, the tagline "Visit Melaka Means Visit 
Malaysia" was introduced. The United Nations Educational, Scientific, and Cultural Organization 
(UNESCO) designated Melaka as a World Heritage City on July 7, 2008. The city is regarded as a 
historical and cultural record of the 500-year-long East-West trade and cultural interchange across 
the Straits of Melaka. Presently, UNESCO is helping Melaka save and renovate the priceless colonial 
structures, squares, and churches that the Portuguese, Dutch, and British left behind in the fifteenth 
century. Following its UNESCO accreditation, Melaka has emerged as a hub for both domestic and 
foreign tourism, hosting 13.711 million visitors in 2012. In 2012, they managed to draw in 1.366 
million domestic tourists, compared to 3.512 million in 2007. Actually, after being recognized by 
UNESCO, domestic arrivals increased more quickly, rising from 4.857 million in 2007 to 10,199 
million in 2012. China leads the top five nations in terms of tourist arrivals with 652,002 visitors, 
followed by Singapore (584,088), Indonesia (517,941), Taiwan (356,409), and Japan (123,930), 
according to Amir et al. (2015). Melaka, a small state with a rich cultural past, boasts both tangible 
sites and intangible cultural qualities. Since visiting historic and cultural places has become one of 
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the most popular tourist activities in recent years, Melaka, as a state that encourages heritage 
tourism, has the potential to draw more tourists. Consequently, one of the travel industry's specialty 
market categories with the fastest rate of growth is heritage tourism. Amir et al. (2015) found that 
tourists who participate in heritage and cultural activities in their host cities spend more money and 
stay longer. According to him, the youthful generation was the one who visited historical sites that 
provided real experiences in the greatest numbers. Melaka boasts abundant cultural and historical 
resources that can be leveraged to generate additional opportunities, not just for tourists but also for 
the betterment of the local community (Amir et al., 2015).  
In contrast, Negeri Sembilan's tourism industry, which provides the island with a steady stream of 
income, had a sharp rise in visitor numbers in 2018, from 6.86 million in 2017 to 7.86 million in 2018, 
a 14.58 percent increase. In 2019, 6.43 million tourists visited the state (MIDA, 2020).   
In conjunction with Visit Perak Year 2024, the state Tourism, Industry, Investment, and Corridor 
Development Committee chairman, Loh Sze Yee, stated that Perak hopes to welcome eight million 
domestic tourists. They are hopeful that the goal may be met in keeping with the state's post-Covid-
19 pandemic rehabilitation process thanks to the engaging programs provided at the state's many 
tourism destinations. Despite the recovery, Perak has not been able to meet the targets for the last 
year (Bernama, 2023).   

3.2 Research Design  
 A quantitative research design was adopted to assess the proposed model. The questions will adopt 
the Likert-type scale to examine how strongly subjects agree or disagree with a statement on a seven-
point scale. The study encompasses ten constructs, (i.e., INF, ACC, INT, PER, PV, PR, PE, DI, SAT, RI), 
all being reflective.   
3.3 Data Analysis: Method  
This study will utilize SPSS and partial least square structural equation modelling (PLS-SEM) to 
analyze the data gathered through the Google Form survey. Both data screening and the production 
of descriptive statistics can be done with the SPSS software.  The use of PLS-SEM is preferable for this 
study as it is prediction-oriented and the study's goal is to identify the critical variables influencing 
tourists' revisit intention. Furthermore, as TPB is a validated model that has been applied to several 
investigations, theory testing is not necessary for this investigation, in contrast to CB-SEM (Hair et 
al., 2019). Subsequently, the structure of this study is intricate, involving multiple path linkages and 
factors like the mediator. A more multivariate regression is produced by this intricate structural 
model, and PLS-SEM analysis is superior in this case (Hair et al., 2019). Furthermore, PLS-SEM is 
more dependable for this investigation in terms of sample size as PLS-SEM does not require a large 
sample size compared to CB-SEM (Hair et al., 2019). Additionally, we used a structural model that 
was evaluated using PLS-SEM, which provides a number of benefits over conventional 
regressionbased statistical techniques as PLS can reveal multicollinearity, misspecification and skew 
distributions for indicators (Gani et al., 2023).  

CONCLUSION  
The study's findings will benefit managers in the tourism sector and the service literature both 
theoretically and practically. It helps theoretically in a number of ways. First off, this study extends 
the TPB and adds to the body of knowledge linked to tourism by utilising perceived value, perceived 
risk, perceived enjoyment, destination image, and satisfaction. As a result, it may help explain a 
significant chunk of the participants' intention to return and demonstrates the model's compatibility. 
Thirdly, our research will add to the body of information already in existence, particularly as it relates 
to tourism in the Asia-Pacific region. Malaysia is a developing nation in the Asia-Pacific region that 
differs from the developed nations where previous research has been conducted in terms of culture 
and expressiveness. As a result, the TPB's application in the Asia-Pacific region clarifies the path 
model of the TPB and creates new avenues for future academics to look into how these components 
may be investigated for additional research. Finally, because the emphasis of this research is the 
tourism sector in a  
developing nation like Malaysia, it will add to and expand the body of knowledge already available 
about the sector from a contextual standpoint. The majority of the sample used in previous research 
on tourism comes from wealthy nations. The degree to which conclusions from one nation may not 
be applicable to other countries due to cultural variations can be limited. These other countries may 
have distinct preferences and expectations that are firmly ingrained in their common cultural or 
societal norms (Abbasi et al., 2021). In this regard, the study by Sujood et al. (2022) also noted that 
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it might be hard to conclude and generalize the empirical studies being conducted on the utilization 
of STT by tourism stakeholders because the data for the study was only collected in India. It is 
suggested that a more general conclusion can be conducted about STTs in a variety of nations and 
backgrounds. Therefore, Malaysia is the appropriate choice to conduct this study as it is known for 
its multiracial country. It is also added that majority of studies on the subject have concentrated on 
developed nations (Sakshi et al., 2020; Azis et al., 2020). However, Malaysia is a developing market 
with limited research on the use of smart tourism (Rahman et al., 2020).  

In practical terms, government agencies and managers of domestic and international tourism sites 
that aim to connect with and impact travellers' intentions to return can find value in this research. 
Travel destinations should design their strategies to achieve higher visitor satisfaction by offering 
more value, as this will boost visitors' intention to return and strengthen their competitive edge. A 
tourist's satisfaction, for example, can be increased by offering more value to reassure both domestic 
and foreign visitors that they had made the proper choice. Furthermore, a single incident could 
negatively impact a tourist's travel experience, leading to unhappiness and a decrease in their 
inclination to return. As a result, the government, managers of popular tourist locations, and service 
providers should take precautions to ensure that frontline employees give guests with excellent 
service. As a result, service providers should provide more importance to training staff members to 
provide excellent customer service and enhance the community's perception. Furthermore, a 
destination's reputation depends on a number of pragmatic factors, such as the availability of tourist 
amenities, safety, and cleanliness. As a result, favourable perceptions encourage travellers to return, 
whereas negative perceptions discourage travellers from doing so, especially if the practical 
components of the place are subpar compared to those elsewhere. Therefore, in order to improve 
the destination's image from the viewpoint of tourists, local companies and the government might 
collaborate to establish a favourable destination image. Errors and mistakes are inevitable in 
tourism-related activities, but the key to providing excellent customer service is to address visitors' 
problems in order to capture and hold their interest. With the importance of the Asian market 
growing in the global economy, this study provides much-needed information for tourism providers 
to attract repeat visitors. Understanding and applying the knowledge gained from this research will 
help the nation's tourist sector plan ahead and gain a competitive edge in this profitable market.   
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