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Abstract

This study aims to develop theoretical assumptions and construct a causal structural
relationship model incorporating memorable tourism experiences, place attachment,
satisfaction, destination image, and revisit intention. It employs a qualitative research
approach using documentary research based on secondary data sources. Documents were
selected through purposive sampling to ensure relevance and representativeness. The
selection criteria included alignment with the research title, objectives, relevant literature,
study findings, and the credibility of publishing agencies. Data were sourced from academic
databases such as Emerald Insight, ScienceDirect, Scopus, SpringerLink, and Google Scholar,
comprising 47 articles published between 2003 to 2023. Content analysis was conducted
to assess the consistency of theoretical concepts and to develop theoretical assumptions
for constructing the causal structural relationship model.

The research findings indicate that 13 theoretical assumptions can be developed,
comprising 8 direct and 5 indirect relationships. This study contributes new knowledge to
the field of memorable tourism experiences. Additionally, it is valuable for researchers
interested in further studies and provides tourism business operators with guidelines for

service development to better meet tourists’ needs.

Keywords : memorable tourism experience, place attachment, satisfaction, destination

image, revisit intention
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