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Abstract

The research objectives were as follows: 1) to study the level of memorable tourism experiences,
satisfaction, and revisit intention; 2) to examine the effect of memorable tourism experiences on revisit
intention; 3) to analyze satisfaction as a mediator between memorable tourism experiences and revisit
intention. This study employed quantitative research methods, and questionnaires were used to collect data
from 300 tourists who had visited Dream World Theme Park. Descriptive statistics, such as percentages,
means, standard deviations, were utilized, along with inferential statistics (Path Analysis), to analyze the
data. The Structural Equation Model (SEM) was employed to determine which dimensions influenced the
revisit intention.

The results revealed that the level of memorable tourism experiences, satisfaction, and revisit
intention was moderate. Additionally, four hypotheses were supported. The model was consistent with
empirical data: chi-square = 85.039, relative chi-square = 1.288, p = .057, RMSEA = .031, RMR = .012,
GFI = .964, AGF| = .935, NFI = .986, TLI = .995. The variables in the model accounted for 73.8% of the

variance in revisit intention.

Keywords: Memorable Tourism Experience, Satisfaction, Revisit Intention
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HANITIATIZREINT 3 9INNIWT 2 NANIINARELAM RN FNTEIBIRL ITNOY (Convergent
Validity) a2u1s Memorable Tourism Experience §id1 AVE = .690 CR = .899, @111l Satisfaction @1 AVE =
636 CR = .924 uaz@2u1s Revisit Intention @1 AVE = .650 CR = .881 fdﬁd‘ﬁad 3 aaudsdea CR (Composite
Reliability) ¥1nn31 0.7 wuazfidn AVE (Average Variances Extraction) 10031 0.5 34 aEIJvl@T’i 198 ya
fanumuzaupadasnlsznay

M151991 2 UEAINANIATIVFOUAMNFUNUT Tz I9a U5

MTE MT MT MT SA SA SA SA SA SA SA RI RI RI RI
1 E2 E3 E4 1 2 3 4 5 6 7 1 2 3 4
MTE1 1
MTE2 .203 1

MTE3 222 125 1

MTE4 .208 .010 .369 1

SA1 .043 .265 .015 .298 1

SA2 109 .028 .096 138 .232 1

SA3 .044 120 .044 .01 .079 A79 1

SA4 .039 .166 .008 .035 .086 .090 .200 1

SA5 .005 A21 .014 .011 .043 .053 .068 377 1

SA6 169 .069 A27 .075 .089 .060 .165 .043 190 1

SA7 .031 .053 .004 183 .049 .396 176 .036 .008 .185 1

RI1 .070 .062 .007 .063 A7 .059 .058 13 .041 .010 .069 1

RI2 .008 .026 .044 107 .080 .207 .074 .026 133 .056 163 .281 1

RI3 104 .016 126 163 A73 155 128 .015 .010 .021 125 .087 512 1
RI4 .004 .071 .000 .034 .005 .025 .083 .006 .038 .051 .008 278 221 198 1

Bartlett's test = 5909.412 Sig.= .000, KMO = .966, MSA Between .938 to .981
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HAMTILATIHEINA 4 3INA13197 2 HAMIATIIFBLANMUFNNUTITR NI 3T dn WA
Bartlett's test U5 ngindautlinanuadanuduwuiiuagsfiioddyniaafiad 05 uszidonasou
ARz gupasanlsiazinlulgsia s wesRUsznau BB uguao35n13ve9 Kaiser-Meyer-Olkin
Unngd lunwsulddn MSA vy 966 wazodiudsfienagzning 1938 - 981 Bsfleannnin 50
(Hair, Risher, Saratedt, & Ringle, 2019) 33a31ld4162 wdsfidnsfanamunsaufiasiinniinssd

& a A a
IAUTENAULTIE L1

A15199 3 LLﬁ@]\‘]Nﬁ'ﬂﬂﬁaUﬁN&Jaﬁ’]u

FUNATIN Bi S.E. CR. p NAYAFAL
MTE —»pRI .530 .188 2.819 .005** RG]
MTE —» SA .956 .034 27.979 .000*** RG]
SA —» IR 438 189 2.320 .020* RG]
MTE —» SA—> IR HRE T
*p < .001

HANTIATIZRAIUA 5 9na13197 3 wanInareuaNNAzIw lasauudgud 1 dszaunisal
nviasiisafiiiredrdswaifisandeanualansusiiieadn wudn nsiiaseidszaunisal
maranfigfineidsnaisandannuaslansusisadietnsliisdaynesianszey 005 e
duszAninineanasunaigiu B=.530 Siwaniuaunfiziu sundzudl 2 dszsumssimaviaafioadisi
sairdnadinindeanuiinalazasinandiss wui nfiensidssumatimvaadieadiined
ganaiBanndannuianelavesinrenfisetnfituddynaianszdy .001 ddaulszininmnea
nasanasgn B =956 Sapaususunigiu sundgud 3 anuRanaladgsnaBanandannuaslanduan
Wigadhvesinrisafisn wuit mylianzdanaReweladinaidsuandeanuaslansuaniiisisives
wnviaaifien agafiisidyneafaniszeu 020 Sandulszanininannasinasgu B =438 Sawawsy
FUNAZ I meuuﬁg’mﬁ 4 anwisweladuduissdsrinuanudmiutsewinlszaunmstinaadioad
iandnuanustlanduanifisadivassinriasiien Baron, & Kenny (1986) na1111 aaudsdudasiidnina
doaaulisiinatlinedayneaia wazaaulsginiudasiantwadaaiulsauadelinudiaynig
afid Faagulddn anufanalavasinvianiisndudiudsdiiuanusunuiszninalszaunisol

nsrasfizaiaesinuanuaslanausiigidvesinvaie Jesaususundignn
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A5 4 URAINAMTILATIERaIFUTzna UL B usudauNaed

CRIIIR AN Memorable Tourism Satisfaction Revisit Intention r?
Experience
fulIsaneg B; b; SE. B; b; SE. B; b; SEE.
ot
MTE1 .922 .910** .030 .850
MTE2 .878 .902*** .040 770
MTE3 .904 .993*** .035 .817
MTE4 .939 1.000*** . .882
SA1 .883 861" .033 .780
SA2 .898 .879*** .032 .807
SA3 919 .932*** .032 .844
SA4 .848 .890*** .039 .719
SA5 .841 .909*** .040 .708
SA6 .934 1.000*** .872
SA7 .916 913" .032 .839
RI1 .892 .908*** .040 .795
RI2 .922 .998*** .034 .849
RI3 .892 1.000*** .796
R14 .885 .907 .041 .783
CRIIIR AN Memorable Tourism R?
Experience
Bi b; S.E.
SA .964 .956*** .034 .929
RI AT7 .530** .188 .738
gauaurl Satisfaction R?
Bi b; SE.
RI .390 438 .189 .738

X2= 85.039, df=66, relative X2=1.288, p =.057, RMSEA =.031, RMR =.012, GFI =.964, AGFI =.935, NFI=.986, TLI
=.995

*p < .001

A e o oA

NANTIATIEREIUN 531NA1519N 4 Namﬁmsw:ﬁaaﬁﬂizﬂam%amumumﬂuwaawad

' '
a

UimumirﬁmsﬁmLﬁmﬁuwm‘imwa@iamwﬁﬂaﬂa"uml,ﬁmﬁwaaﬁ'nﬁmLﬁmﬁmmmmumgnﬂ%w
Aad 5&1&’;@ﬂﬂq&]ﬁ’]‘ﬁ Moldsunsuanas lda1auiaIIara UANNREAAR I8 I ULARA 1T
X’ =85.039, df = 66, relative }° = 1.288, p =.057, RMSEA =.031, RMR =.012, GF| =.964,

AGFI =.935, NFI =.986, TLI =.995 lagarfianusaansasduliauinmeinimueda relative 32 dentiay
N1 2 5% RMSEA uaz RMR d61%auni1 .05 uazawih GFLAGFINFI uag TLI d1u1nndn .95
Schumacker, & Lomax (2016)
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NUNNBITUEPNATHLIAG JInTadnuni 3 asndsznavldun Yszaunisoinisvieaiuafiuiaada
(Memorable Tourism Experience) anuNanala (Satisfaction) LazANAdlAnauNLABIE (Revisit
Intention) lasfiasdlznavvailszaumIsinsesfisifinaadrialdnnaudssonald 4 dauds laun
MTE1, MTE2, MTE3 was MTE4 assdsznavuzadanaininalaialdannandssaunale 7 aauds laun
SA1, SA2, SA3, SA4, SA5, SAB LazSA7 wazadIfUTznavvadnINaslanauNAEIEII A ldanaawls
ganale 4 eauds léud RI1, RI2, RI3 uazRI4

A1391 5 LRAINAMTIATNEAANUFNA LT mmq}

Audsany Satisfaction Reuvisit Intention
aulang DE IE TE DE IE TE
Memorable Tourism .956*** - .956*** .530*** 418*+* .948***
Experience
Satisfaction - - - 438*+* - 438***
R-SQUARE .929 .738

*p <.001 WEIWA DE Ao Direct Effect IE fio Indirect Effect TE fia Total Effect
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Uszand uasineazidoananisiesey a9il 1. Ussaunisainsvieafisaiinendn uazanuiswels
U3 Iutuetuisanundsdusesanuaslansunnfisadn ldfouas 73.8 2. Uszaunisol
maraafisrfiinnd wazanuiwelaianswamuandannuaslanduniiioad agalnpdANIg
ghanIzay .001 uaz 3. ﬂs:aumsrﬁmiﬁaaLﬁmﬁmam‘hﬁé‘w‘fwa@iamwmzo'laﬂé'umLﬁun%’lgoq@

= =<
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fsownnlae SszaumidnwdSynnas Jerdwwsnouuisniensu uazdeld 20,001 - 25,000 1N
LRZHANNITAATIZRIZALAMNAALAK WU UssrumIainiviadnadfinaed anuwswals wazainuasla
navnuipgagluszautunate seaadasny Roen (2017) Adrdayainviasfisafiunifisasusiuaun

a ° o A A a a & o ' o A A A
wWasuwdaly Swutinvasisnguiiaauisaiiuuindns uazds Wi invasnsnunneITuaIw
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