Extending the Theory of Planned Behavior in Explaining Malaysian Tourists’ Revisit Intention to Temajuk Beach
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ABSTRACT 

	Aims: This study aims to examine the factors influencing Malaysian tourists’ revisit intention to Temajuk Beach by extending the Theory of Planned Behavior (TPB) with additional variables destination image, satisfaction, and local food affinity to provide a more comprehensive understanding of behavioral intention in border tourism contexts.
Study Design: A quantitative research design was employed to test the relationships among cognitive, social, and affective variables affecting revisit intention using the extended TPB framework.
Place and Duration of Study: The research was conducted at the Tourism Office and Temajuk Beach area, Paloh District, Sambas Regency, West Kalimantan, Indonesia, over an eight-month period following the reopening of the Malaysia–Indonesia border in August 2022.
Methodology: A total of 200 Malaysian tourists were selected through purposive sampling. Data were collected via structured questionnaires and analyzed using Partial Least Squares Structural Equation Modeling (PLS-SEM). Reliability and validity were confirmed with Cronbach’s Alpha > 0.7 and AVE > 0.5. Hypothesis testing examined both direct and mediating relationships among attitude, subjective norm, perceived behavioral control, destination image, satisfaction, local food affinity, and revisit intention.
Results: The findings show that attitude (p=0.007), subjective norm (p=0.032), perceived behavioral control (p=0.014), and destination image (p=0.002) significantly influence revisit intention. Satisfaction had no significant effect (p=0.087), while local food affinity strongly mediated the relationship between destination image and revisit intention (p=0.002). Destination image emerged as the most dominant predictor of revisit intention.
Conclusion: The study concludes that emotional and sensory experiences particularly through destination image and local food affinity play a more critical role in encouraging tourist loyalty than satisfaction alone, offering valuable insights for sustainable tourism development and marketing.
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1. INTRODUCTION 
Tourism plays a crucial role in economic development, not only contributing to regional income but also strengthening cultural identity and destination competitiveness. In the global context, tourist behavior has become increasingly complex, influenced by psychological, social, and emotional factors that interact dynamically. One of the most compelling phenomena in contemporary tourism is how tourists’ perceptions of a destination shape their intention to revisit (revisit intention). This phenomenon is particularly important because repeat visitation serves as a key indicator of destination sustainability, enabling long-term tourism management without excessive dependence on first-time visitors.	Comment by D22128310 Thi Thuy Linh Phan: These statements need references. You cannot say it is a gap without any references. Either it is a gap you identify yourself or it comes from literature, you need to show the readers how you identify it.
Previous studies have demonstrated that revisit intention is driven by a combination of cognitive and affective factors such as attitude, subjective norm, perceived behavioral control, and destination image. However, empirical gaps remain in understanding how these factors operate together, particularly in the context of border tourism destinations that possess distinctive geographical and cultural characteristics. Most previous research has focused on urban or highly developed destinations, while studies in border areas such as Temajuk Village are still limited. Temajuk, located in West Kalimantan, Indonesia, offers significant potential due to its natural beauty, cultural authenticity, and rich local culinary heritage—elements that together create an authentic and memorable travel experience.
This study also identifies a research gap arising from the limited integration of new affective variables, such as local food affinity, within behavioral tourism models, despite the growing recognition that culinary experiences serve as emotional elements reinforcing the connection between destination image and tourist loyalty. In addition, a theoretical gap exists in the application of the Theory of Planned Behavior (TPB) proposed by (Fishbein & Ajzen, 1977). TPB posits that individual behavior can be predicted through three core components: attitude, subjective norm, and perceived behavioral control. Although this framework has been widely applied in tourism behavior studies, it is often criticized for being overly cognitive and insufficiently accounting for affective, emotional, and sensory aspects of travel experience. Therefore, this research seeks to extend TPB by incorporating additional variables—destination image, satisfaction, and local food affinity—to provide a more comprehensive and contextual understanding of revisit behavior.
Within this theoretical framework, attitude refers to an individual’s positive or negative evaluation of a destination, shaped by personal experiences, perceptions, and social interactions. According to (Fishbein & Ajzen, 1977), attitude is a major determinant of behavioral intention. Empirical evidence supports this view, as positive attitudes toward a destination significantly enhance revisit intention (Li et al., 2019; Vesci & Botti, 2019). Tourists who have enjoyable and satisfying experiences develop favorable perceptions that translate into intentions to return, confirming that attitude is a core predictor of revisit behavior.	Comment by D22128310 Thi Thuy Linh Phan: Please see the guide of the journal for references
The subjective norm also plays a vital role in influencing revisit intention. It reflects the social pressure or perceived expectations from others to perform or not perform a behavior (Fishbein & Ajzen, 1977) . In tourism, these social influences often arise from family, friends, communities, or social media exposure to positive travel experiences. Studies by (Soliman, 2021; Stylos & Bellou, 2019) have shown that social norms and supportive social environments enhance tourists’ likelihood of returning. In the digital era, electronic word of mouth and social media trends have further amplified this effect, serving as powerful social cues that shape destination loyalty.
Perceived behavioral control represents the degree to which individuals feel capable of performing a behavior, encompassing their perceived resources, time, and ability to revisit a destination (Fishbein & Ajzen, 1977) . Research by (Soliman, 2021; Stylos & Bellou, 2019) demonstrated that tourists who perceive higher ease of access, available resources, and flexibility in planning their travel are more likely to revisit. Thus, accessibility and convenience play critical roles in strengthening revisit intention, particularly in destinations where infrastructure and transport networks influence travel decisions.
Another significant determinant is destination image, which encompasses tourists’ overall perceptions of a destination’s beauty, comfort, safety, hospitality, and cultural richness. A positive destination image not only encourages tourists to return but also promotes word-of-mouth recommendations (Foroudi et al., 2016; Nguyen Viet et al., 2020; Timur, 2018). Moreover, a favorable image enhances tourist satisfaction by aligning or exceeding their expectations. Studies by (Chan et al., 2022; Ruhamak & Putra, 2020) confirmed that destination image has a direct effect on satisfaction and an indirect influence on loyalty.
Tourist satisfaction is an evaluative response arising when the actual experience meets or surpasses expectations. Although numerous studies (Nguyen et al., 2019; Rajput & Gahfoor, 2020) have demonstrated that satisfaction significantly predicts revisit intention, more recent findings suggest that this relationship may not always hold. In some contexts, particularly among younger generations seeking novelty, satisfaction with a previous visit does not necessarily lead to a desire to return. This indicates that satisfaction may be situational and insufficient on its own to drive repeat visitation, especially if the destination lacks new attractions or experiences.	Comment by D22128310 Thi Thuy Linh Phan: Please add some references
This research also highlights the role of local food affinity as an emotional mediator linking destination image and revisit intention. Destinations with a strong and positive image tend to foster tourists’ curiosity and emotional attachment to local culinary experiences (Choi et al., 2022; Muslihudin et al., 2019; Quynh et al., 2021). Memorable food experiences stimulate sensory and emotional connections that can evoke nostalgia and deepen tourists’ attachment to the destination. Thus, local cuisine becomes more than a complementary attraction—it functions as a symbolic representation of destination identity and a powerful driver of revisit intention.
In conclusion, this study aims to extend the Theory of Planned Behavior by integrating cognitive, social, and emotional dimensions to better explain revisit behavior. The proposed framework not only examines the relationships among attitude, subjective norm, and perceived behavioral control but also includes destination image, satisfaction, and local food affinity as essential constructs that bridge perception and behavior. This integrated approach offers a more comprehensive theoretical contribution to tourism literature, particularly within the unique context of border destinations such as Temajuk Beach, where natural beauty, cultural heritage, and culinary identity collectively shape tourists’ loyalty and revisit intentions.
Based on the theoretical foundations and empirical findings discussed above, this research proposes a conceptual framework that integrates the core components of the Theory of Planned Behavior (Fishbein & Ajzen, 1977) with extended variables relevant to tourism behavior—namely destination image, satisfaction, and local food affinity. The framework posits that attitude, subjective norm, and perceived behavioral control directly influence revisit intention, while destination image exerts both direct and indirect effects through satisfaction and local food affinity. Specifically, a positive destination image is expected to enhance emotional connection through culinary experiences, thereby strengthening the intention to revisit.
This conceptual framework serves as the basis for the hypothesis development and subsequent empirical testing, visually presented in the following figure to illustrate the proposed relationships among all variables examined in this study.	Comment by D22128310 Thi Thuy Linh Phan: Please present hypotheses here
[image: ]
Figures 1-Conceptual Framework

2. material and methods 
This study employed a quantitative research method, as defined by Sugiyono (2018), to examine the relationships among variables influencing Malaysian tourists’ decisions to visit Temajuk Beach as a travel destination. The research was conducted over eight months at the Tourism Office and the Temajuk Beach tourism area, located in Paloh District, Sambas Regency, West Kalimantan, Indonesia. Data collection involved both primary and secondary sources. Primary data were obtained through observation, interviews, and questionnaires. Observations were carried out systematically and non-systematically to understand the role of key variables within the study context. Semi-structured interviews were conducted with purposively selected informants, including local residents, Malaysian tourists, and cultural or culinary practitioners. This approach enabled the researcher to explore perceptions and experiences related to local food affinity and local culture similarity. The interview data were analyzed through open, axial, and selective coding to generate relevant indicators for the quantitative questionnaire. Questionnaires were then distributed directly to respondents to gather data on the factors influencing Malaysian tourists’ visit decisions. Secondary data were collected through document studies, literature reviews, and official records from related institutions regarding tourism activities at Temajuk Beach.	Comment by D22128310 Thi Thuy Linh Phan: I don’t know why local residents are included here as research participants are tourists.
The population in this study consisted of Malaysian tourists who visited Temajuk Beach within one year after the reopening of the Malaysia–Indonesia border in August 2022, with an estimated 2,000 visitors annually. From this population, a sample of 200 respondents was selected using purposive sampling, following (sugiyono, 2018) guideline that an appropriate sample size ranges between 30 and 500 participants. The sampling criteria included Malaysian tourists aged 19 years or older who had visited Temajuk Beach at least once in the past two years, representing diverse backgrounds in terms of region, education, occupation, and accommodation. Malaysian tourists were chosen as the study focus due to their geographical proximity, cultural and linguistic similarities, and the accessibility of Temajuk Beach through the Aruk border crossing. These factors make Malaysian visitors the dominant group at Temajuk Beach, allowing the study to more accurately explain cross-border tourist behavior and revisit intentions.	Comment by D22128310 Thi Thuy Linh Phan: You should explain how tourists are recruited. How malaysian tourists are recruited
3. results and discussion
3.1. Distribution of Respondents’ Characteristics
Table 1.Distribution of Respondents’ Characteristics
	Category
	Subcategory
	Frequency
	Percent

	Region of Origin
	Bintulu
	10
	5.0%

	
	Sematan
	72
	36.0%

	
	Kuching
	23
	11.5%

	
	Lundu
	30
	15.0%

	
	Telok Serabang
	30
	15.0%

	
	Teluk Melanao
	35
	17.5%

	
	Total
	200
	100.0%

	Educational Level
	National School (SK)
	11
	5.5%

	
	National Secondary School (SMK)
	54
	27.0%

	
	Malaysian Certificate of Education (SPM)
	125
	62.5%

	
	Malaysian Higher School Certificate (STPM)
	10
	5.0%

	
	Total
	200
	100.0%

	Age Group
	19 – 29 years
	62
	31.0%

	
	30 – 39 years
	61
	30.5%

	
	40 – 54 years
	23
	11.5%

	
	55 – 67 years
	54
	27.0%

	
	Total
	200
	100.0%

	Gender
	Male
	139
	69.5%

	
	Female
	61
	30.5%

	
	Total
	200
	100.0%

	Occupation
	Government Employee (PNS)
	16
	8.0%

	
	Private Sector
	104
	52.0%

	
	Self-employed
	17
	8.5%

	
	Others
	63
	31.5%

	
	Total
	200
	100.0%

	Frequency of Visits
	Low (1–2 times)
	157
	78.5%

	
	Medium (3–5 times)
	34
	17.0%

	
	High (more than 5 times)
	9
	4.5%

	
	Total
	200
	100.0%

	Accommodation
	Hotel
	144
	72.0%

	
	Others
	56
	28.0%

	
	Total
	200
	100.0%



In the descriptive analysis, the observation and structured interview stages were used to identify patterns of relationships among variables. Using statistical tools, the analysis showed that respondents’ perceptions of the studied variables had mean values falling within the medium to high categories. Furthermore, to evaluate the construct measurement model, the study assessed internal reliability, convergent validity, and discriminant validity following the guidelines of (Hair et al., 2019). The results indicated that the outer loading values, Cronbach’s alpha, composite reliability (CR), and average variance extracted (AVE) for all constructs exceeded the thresholds of 0.7 and 0.5, respectively, as presented in the following table:	Comment by D22128310 Thi Thuy Linh Phan: Please see the guidelines of journal for references	Comment by D22128310 Thi Thuy Linh Phan: Why only two numbers here.  You mentioned outer loading values, Cronbach’s alpha, composite reliability (CR), and average variance extracted (AVE) 
Table 2. Measurement Model Evaluation	Comment by D22128310 Thi Thuy Linh Phan: You should explain how the statements for each variables are built up (from which sources)
	Construct
	Indicator
	Outer Loading
	AVE
	Cronbach's Alpha
	Composite Reliability

	Attitude
	ATT1
	0.889
	0.807
	0.880
	0.926

	
	ATT2
	0.888
	
	
	

	
	ATT3
	0.917
	
	
	

	Subjective norm
	SN1
	0.892
	0.780
	0.860
	0.914

	
	SN2
	0.910
	
	
	

	
	SN3
	0.847
	
	
	

	Perceived Behavioral Control
	PBC1
	0.908
	0.754
	0.841
	0.902

	
	PBC2
	0.802
	
	
	

	
	PBC3
	0.891
	
	
	

	Destination Image
	DI1
	0.869
	0.750
	0.889
	0.923

	
	DI2
	0.936
	
	
	

	
	DI3
	0.861
	
	
	

	
	DI4
	0.794
	
	
	

	Satisfaction
	SAT1
	0.876
	0.651
	0.935
	0.944

	
	SAT2
	0.857
	
	
	

	
	SAT3
	0.777
	
	
	

	
	SAT4
	0.796
	
	
	

	
	SAT5
	0.781
	
	
	

	
	SAT6
	0.803
	
	
	

	
	SAT7
	0.740
	
	
	

	
	SAT8
	0.809
	
	
	

	
	SAT9
	0.811
	
	
	

	Local food affinity
	LFA1
	0.860
	0.767
	0.956
	0.963

	
	LFA2
	0.897
	
	
	

	
	LFA3
	0.828
	
	
	

	
	LFA4
	0.896
	
	
	

	
	LFA5
	0.902
	
	
	

	
	LFA6
	0.864
	
	
	

	
	LFA7
	0.876
	
	
	

	
	LFA8
	0.878
	
	
	

	Revisit Intention
	REV1
	0.916
	0.804
	0.918
	0.942

	
	REV2
	0.901
	
	
	

	
	REV3
	0.857
	
	
	

	
	REV4
	0.911
	
	
	


The results of the construct measurement model indicate that all indicators have strong outer loading values, exceeding the minimum threshold of 0.70, which demonstrates good indicator reliability. The Average Variance Extracted (AVE) values for all constructs are above 0.50, confirming satisfactory convergent validity. Similarly, Cronbach’s Alpha and Composite Reliability (CR) values for each construct are greater than 0.70, indicating high internal consistency and reliability across all measurement items.
These results suggest that the constructs — Attitude, Subjective Norm, Perceived Behavioral Control, Destination Image, Satisfaction, Local Food Affinity, and Revisit Intention — are measured reliably and validly, and thus suitable for further hypothesis testing.
According to (Hair et al., 2019), acceptable thresholds for construct validity and reliability are: outer loading > 0.70, AVE > 0.50, Cronbach’s Alpha > 0.70, and CR > 0.70. Therefore, the measurement model in this study meets all recommended statistical criteria, confirming that the instrument used is both valid and reliable.

Before analyzing the structural relationships between constructs, it is necessary to ensure that each construct in the measurement model is empirically distinct. Discriminant validity assesses whether a construct truly measures what it is intended to measure and is not overly correlated with other constructs. This study tested discriminant validity using two established criteria: the Heterotrait-Monotrait Ratio (HTMT) proposed by (Henseler et al., 2015) and the Fornell-Larcker criterion (Fornell & Larcker, 1981). 
Table 3. Heterotrait-Monotrait Ratio (HTMT)
	Construct
	ATT
	SN
	PBC
	DI
	LCS
	SAT
	LFA
	RI

	Attitude (ATT)
	0.898
	
	
	
	
	
	
	

	Subjective Norm (SN)
	0.702
	0.883
	
	
	
	
	
	

	Perceived Behavioral Control (PBC)
	0.704
	0.772
	0.868
	
	
	
	
	

	Destination Image (DI)
	0.806
	0.657
	0.786
	0.866
	
	
	
	

	Local Culture Similarity (LCS)
	0.662
	0.552
	0.575
	0.692
	0.764
	
	
	

	Satisfaction (SAT)
	0.325
	0.205
	0.171
	0.296
	0.560
	0.807
	
	

	Local Food Affinity (LFA)
	0.583
	0.552
	0.587
	0.702
	0.752
	0.474
	0.876
	

	Revisit Intention (RI)
	0.806
	0.743
	0.797
	0.864
	0.772
	0.340
	0.758
	0.896


The results of the HTMT analysis in Table 3 show that all correlation values between constructs are below the threshold of 0.85. This finding confirms that each construct—Attitude, Subjective Norm, Perceived Behavioral Control, Destination Image, Local Culture Similarity, Satisfaction, Local Food Affinity, and Revisit Intention—is empirically distinct from one another. Therefore, discriminant validity is achieved, meaning that no construct overlaps conceptually with another.
In summary, based on the criteria of (Fornell & Larcker, 1981; Hair et al., 2019; Henseler et al., 2015; Kline, 2023), the measurement model used in this research demonstrates both high reliability and satisfactory discriminant validity, allowing the structural model analysis to proceed with confidence.
Table 4.Path Coefficient and Hypothesis Testing
	No.
	Relationship Between Variables
	Original Sample (O)
	Sample Mean (M)
	Standard Deviation (STDEV)
	T Statistics (|O/STDEV|)
	P Values
	Keterangan

	Main Effects

	H1
	Attitude → Revisit Intention
	0.21
	0.207
	0.077
	2.711
	0.007
	Significant

	H2
	Subjective Norm → Revisit Intention
	0.132
	0.127
	0.061
	2.145
	0.032
	Significant

	H3
	Perceived behavioral control → Revisit Intention
	0.19
	0.179
	0.077
	2.465
	0.014
	Significant

	H4
	Destination image → Revisit Intention
	0.284
	0.286
	0.091
	3.124
	0.002
	Significant

	H5
	Destination image → Satisfaction
	0.296
	0.312
	0.077
	3.864
	0.000
	Significant

	H6
	Satisfaction → Revisit Intention
	-0.071
	-0.068
	0.042
	1.713
	0.087
	No Significant

	H7
	Destination image → Local food affinity
	0.702
	0.698
	0.059
	11.862
	0.000
	Significant

	H8
	Local food affinity → Revisit Intention
	0.21
	0.208
	0.064
	3.31
	0.001
	Significant

	Mediation Effect

	H9
	Destination image → Satisfaction → Revisit Intention
	-0.021
	-0.023
	0.016
	1.293
	0.196
	No Significant

	H10
	Destination image → Local food affinity → Revisit Intention
	0.148
	0.146
	0.048
	3.081
	0.002
	Significant


3.2. Hypothesis Testing
The hypothesis testing results reveal several significant relationships among the proposed constructs, largely supporting the theoretical framework of the Theory of Planned Behavior (TPB) (Fishbein & Ajzen, 1977).
First, Attitude was found to have a positive and significant influence on Revisit Intention (O = 0.210, p = 0.007), indicating that tourists with favorable attitudes toward a destination are more likely to return. This finding aligns with prior research by (Li et al., 2019; Sukaatmadja et al., 2022; Vesci & Botti, 2019), who all emphasized that positive attitudes strongly predict revisit intentions. Similar results were also reported by(Rather, 2021; Soliman, 2021), confirming attitude as a key determinant of behavioral intention in tourism contexts.
The second hypothesis confirmed that Subjective Norm also significantly affects Revisit Intention (O = 0.132, p = 0.032). This implies that social influence—from family, peers, or social media—plays a vital role in shaping tourists’ revisit behavior. These results are consistent with findings by (Anggraeni et al., 2022; Han et al., 2019; Stylos & Bellou, 2019)who demonstrated that supportive social norms strengthen tourists’ loyalty and likelihood of returning.
Similarly, Perceived Behavioral Control (PBC) significantly impacts Revisit Intention (O = 0.190, p = 0.014), showing that tourists who feel confident about their resources, time, and ability to revisit are more inclined to do so. This finding supports the TPB framework and echoes studies by (Han et al., 2019; Soliman, 2021; Stylos & Bellou, 2019), who found that higher perceived control over travel decisions enhances revisit intentions, particularly in post-pandemic contexts.
The fourth hypothesis demonstrated that Destination Image significantly influences Revisit Intention (O = 0.284, p = 0.002). A positive perception of a destination’s beauty, safety, and comfort increases tourists’ desire to return. This is consistent with research by (Foroudi et al., 2016; Quynh et al., 2021; Timur, 2018), who showed that a strong destination image shapes both emotional experiences and long-term loyalty.
Furthermore, Destination Image was also found to significantly affect Satisfaction (O = 0.296, p = 0.000), confirming that a favorable image enhances tourists’ overall satisfaction with their experience. Previous studies by (Chan et al., 2022; Foroudi et al., 2016; Ruhamak & Putra, 2020) corroborate this result, emphasizing that destination image contributes directly to satisfaction and indirectly to loyalty.
Contrary to expectations, Satisfaction did not have a significant effect on Revisit Intention (O = -0.071, p = 0.087). This suggests that satisfaction alone may not be sufficient to drive repeat visits, possibly due to other stronger influences such as destination image or social norms. Although this result diverges from studies by (Nguyen et al., 2019; Rajput & Gahfoor, 2020), it indicates that contextual factors—such as access convenience or emotional connection—might play a more decisive role in shaping revisit behavior.
The seventh hypothesis revealed a strong and significant relationship between Destination Image and Local Food Affinity (O = 0.702, p = 0.000), suggesting that destinations with a positive image foster stronger interest in local cuisine and cultural experiences. This finding is supported by (Choi et al., 2022; Nguyen et al., 2019; Quynh et al., 2021), who all noted that a favorable image encourages tourists to explore local gastronomy as part of their travel experience.
Likewise, Local Food Affinity significantly affects Revisit Intention (O = 0.210, p = 0.001), reinforcing the role of culinary experience as a key driver of destination loyalty. Tourists with a strong emotional or sensory connection to local food are more inclined to return, as found in studies by (Choi et al., 2022; Nguyen et al., 2019). This underscores that gastronomy is not merely an attraction but a strategic element that fosters repeat visitation.
Regarding the mediation analysis, Satisfaction did not significantly mediate the relationship between Destination Image and Revisit Intention (O = -0.021, p = 0.196). Although destination image enhances satisfaction, the latter does not effectively translate into revisit motivation. This finding contrasts with (Quynh et al., 2021; Ruhamak & Putra, 2020), who found satisfaction to be a key mediator. The difference may be attributed to the dominance of other mediators, such as local cultural engagement or social influence.
Conversely, Local Food Affinity was found to significantly mediate the relationship between Destination Image and Revisit Intention (O = 0.148, p = 0.002). This indicates that a positive destination image enhances tourists’ appreciation for local food, which in turn strengthens their revisit intention. These results align with (Choi et al., 2022; Nguyen et al., 2019; Quynh et al., 2021), confirming that local gastronomy serves as an effective emotional and cultural bridge linking perception and behavioral loyalty.
In summary, the findings indicate that Destination Image plays the most dominant role in influencing revisit intention, both directly and indirectly through Local Food Affinity, while Satisfaction does not significantly mediate this relationship. Overall, the results reinforce the robustness of the TPB framework in explaining tourists’ behavioral intentions, while also highlighting the growing importance of cultural and gastronomic experiences in shaping destination loyalty.
3.3. Extended Theoretical Discussion
The results of this study extend the traditional Theory of Planned Behavior (TPB) by integrating affective and experiential constructs that enhance its explanatory power in tourism research. While TPB emphasizes rational decision-making through attitude, subjective norm, and perceived behavioral control (Fishbein & Ajzen, 1977), this study demonstrates that emotional and sensory experiences—represented by Destination Image and Local Food Affinity—also play a critical role in predicting revisit intention.
Specifically, attitude reflects the evaluative judgment formed through past experiences, subjective norm captures social pressure and shared expectations, and perceived behavioral control denotes the perceived ease of performing a behavior. These cognitive determinants interact with affective responses such as emotional satisfaction and gastronomic enjoyment to form a more comprehensive understanding of tourists’ behavioral intentions.
By showing that Local Food Affinity serves as an effective mediator, this study introduces a novel pathway linking Destination Image to Revisit Intention, highlighting how gastronomy functions as both a cultural and emotional anchor. Unlike satisfaction, which represents a temporary evaluation of service quality, local food experience generates a sensory memory that reinforces emotional attachment and destination loyalty.
3.4. Managerial and Practical Implications
From a managerial perspective, the findings provide practical insights for destination marketers and policymakers. Enhancing Destination Image through storytelling, social media engagement, and culinary branding can strengthen tourists’ affective connections and encourage return visits. Promoting authentic local food experiences not only differentiates a destination but also creates lasting emotional ties with visitors. Furthermore, maintaining accessibility and convenience can enhance tourists’ perceived behavioral control, further increasing revisit likelihood.
4. Conclusion
Based on the findings presented in the document, it can be concluded that cognitive, social, and affective factors collectively influence Malaysian tourists’ intention to revisit Temajuk Beach. Attitude, subjective norm, and perceived behavioral control were found to have significant effects on revisit intention, supporting the Theory of Planned Behavior (TPB) framework. However, the results indicate that destination image plays the most dominant role, both directly and indirectly through the mediation of local food affinity, while tourist satisfaction does not have a significant effect on revisit intention. This finding suggests that emotional and sensory experiences derived from destination image and local culinary encounters have a stronger influence on tourists’ loyalty than cognitive evaluations such as satisfaction. Theoretically, this research extends the TPB by incorporating affective and cultural dimensions to provide a more contextual understanding of tourist behavior in border destinations.
Nevertheless, this study has several limitations. First, the quantitative method and the focus on Malaysian tourists limit the generalizability of the results to visitors from other countries or different destination contexts. Second, the study relies on self-reported data obtained through questionnaires, which may contain subjective biases from respondents. Third, other potentially influential factors—such as digital engagement, social media image, and post-pandemic travel experiences—were not comprehensively included. Furthermore, the study did not adopt a longitudinal approach, so it does not capture the dynamic changes in tourist behavior over time.
For future research, it is recommended to adopt a more holistic approach by combining quantitative and qualitative methods to explore emotional and cultural dimensions in greater depth. Future studies could also expand the population by including tourists from other countries or by comparing different border destinations to achieve more generalizable results. In addition, incorporating new variables such as digital media influence, environmental sustainability, and cross-cultural interactions would enrich the understanding of factors driving tourist loyalty. By doing so, future research could not only strengthen the theoretical model but also provide practical contributions for developing sustainable and competitive tourism destination management.
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