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Abstract

The villa industry in Bali Province faces increasingly fierce competition due to the increasing number of
accommodations, changing tourist preferences, and growing demands for authentic and sustainable tourism
experiences. This condition is exacerbated by the declining occupancy rate of legal villas in Bali, necessitating
strategies capable of increasing tourist loyalty through revisit intention . In this context, experiential marketing and
customer experience are seen as important factors that can shape sustainable perceived value and encourage tourist
revisit intentions. This study aims to analyze the influence of experiential marketing and customer experience on
revisit intention through sustainable perceived value in the villa industry in Bali Province. This study uses a
quantitative approach with a survey method of tourists who have stayed at villas in Badung, Gianyar, and Tabanan
Regencies. Data collection was carried out by distributing structured questionnaires to respondents, namely foreign
and local tourists who meet the research criteria. The research data were analyzed using inferential statistics to test
the direct and indirect effects between research variables, including experiential marketing, customer experience,
sustainable perceived value, and revisit intention. The results show that experiential marketing and customer
experience have a positive and significant effect on sustainable perceived value among customers of the villa industry
in Bali. Furthermore, sustainable perceived value has been shown to have a positive and significant effect on revisit
intention. This study also found that experiential marketing and customer experience have a positive and significant
effect on revisit intention, both directly and indirectly through sustainable perceived value as a mediating variable.
These findings indicate that an authentic, comfortable, and memorable customer experience can increase tourists'
perceived value towards the villa, thereby encouraging tourists' intention to revisit. This study provides theoretical
contributions to the development of experiential marketing, customer experience , and consumer behavior studies in
the sustainable tourism sector. Furthermore, this study also provides practical implications for villa managers in Bali
to design marketing strategies oriented towards customer experience, service quality, and sustainable value creation
to increase tourist loyalty and revisit intention amidst the increasingly competitive villa industry.

Keywords : experiential marketing, customer experience, sustainable perceived value, revisit intention , villa
industry.

INTRODUCTION

The tourism industry is one of the leading sectors supporting Bali's economy (BPS Bali Province, 2023) . As
an international tourist destination, Bali offers natural beauty, culture, and a variety of accommodation options,
including villas, which are popular with tourists who prioritize comfort and privacy (Putra & Pitana, 2020) . However,
in recent years, there has been a shift in tourist behavior from simply looking for a place to stay to seeking meaningful
and long-term experiences (Yogiswari et al., 2021). This phenomenon aligns with global trends, with 65 percent of
international tourists in 2023 stating that authentic experiences are the primary factor in choosing accommodations
(UNWTO, 2024). This has significantly impacted competition in the villa-based accommodation sector (Rahman et
al., 2022). The decline in legal villa occupancy is a serious challenge, with BVRMA data indicating a decline in
occupancy rates from 60—80 percent in 2023 to around 50 percent in early 2024, despite the average daily tourist
arrivals remaining stable at 12,000 (Ginta, 2025; Bali Villa Rental and Management Association [BVRMA], 2024) .
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This situation is exacerbated by the proliferation of illegal villas and homestays . According to the Deputy for Industry
and Investment at the Ministry of Tourism and Creative Economy, it is estimated that there will be more than 4,000
illegal villas and homestays operating in Bali by 2024, primarily in Denpasar, Badung, and Gianyar ( Bali Post, 2025;
Ministry of Tourism and Creative Economy, 2024). This situation affects tourists' perceptions, experiences, and even
their decision to revisit (Hapsari et al., 2021). The following is the number of villas in Bali by Regency/City (July
2025).

Table 1.1 Number of Villas in Bali by Regency/City (July 2025)

No Regency/City Number of Villas (Units) Percentage (%)
1  Badung 7,607 59.2
2 Gianyar 2,305 17.9
3 Denpasar 850 6.6
4  Tabanan 572 4.5
5  Buleleng 557 43
6  Karangasem 357 2.8
7  Klungkung 236 1.8
8  Bangli 101 0.8
9  Jembrana 95 0.7

(POldata, 2025)

Data in Table 1.1 shows that nearly 60 percent of villas in Bali are concentrated in Badung Regency, followed
by Gianyar and Tabanan. This makes these three regions centers of competition and villa-based tourism experiences
( POIdata, 2025). The three regencies currently serving as centers of tourism development—Badung, Gianyar, and
Tabanan—offer distinct yet interconnected contexts (Bali Provincial Tourism Office, 2023; Putra & Pitana, 2021) .

Badung has the highest villa density and is the center of intense competition. Data from the Badung Tourism
Office indicates that over 45 percent of all villas in Bali are located in this area, leading to increased competition
among service providers (Badung Regency Tourism Office, 2023) . Gianyar, particularly Ubud, emphasizes authentic
cultural and natural tourism experiences. However, this rapid growth is often not matched by regulatory compliance,
creating an opportunity to analyze how customer experiences can be affected by external factors such as regulations
and varying accommodation quality (Putra & Pitana, 2021; Nugraha et al., 2022). This phenomenon provides insight
into how customer experience can influence perceived value and intention to return, particularly in the context of
rapid but unregulated villa development (Hapsari et al., 2021). Meanwhile, Tabanan is in a transition zone for agrarian
tourism, making sustainability and authenticity crucial. Tourist visits to Tabanan are expected to increase by 12
percent by 2023, driven by increasing demand for nature-based and sustainable tourism (Tabanan Regency Tourism
Office, 2024).

Amidst increasingly fierce competition in accommodations and inconsistent service quality, travelers face
the risk of varying experiences, making previous stays a crucial benchmark for future accommodation choices. This
makes revisit intention a crucial indicator of sustainable villa performance, reflecting the accommodation provider's
success in providing valuable and trusted experiences to travelers ( Hapsari et al., 2021; Rather, 2020; Wulandari et
al., 2021). Revisit intention is derived from the repurchase intention theory , which encompasses several post-
purchase behaviors ( Ananta & Putranto, 2025). Consumers will feel satisfied and revisit in the future, and satisfaction
is a key factor in revisit intention (Syachadi & Widyastuti, 2021). Revisit intention is a principle created through a
level of customer desire, where there is a desire to revisit (Salsabila & Rini, 2023). Revisit intention is a customer's
willingness to visit and continue using the same product or service as before (Pertiwi et al., 2024).

The dynamics of experiential marketing shape tourists' value perceptions and revisit intentions (Pine &
Gilmore, 2020; Hapsari et al., 2021) . Experiential marketing is a marketing approach that emphasizes creating a
holistic experience through sensory, emotional, cognitive, behavioral, and social stimulation so that consumers not
only purchase a product or service but also feel meaningful engagement with the brand (Schmitt, 1999; Pine &
Gilmore, 1999). In the context of the tourism industry, experiential marketing is important because tourists tend to
seek unique, authentic, and memorable experiences rather than simply basic service functions (Oh et al., 2020).
Positive experiences designed through experiential marketing can form emotional attachments and higher perceived
value towards a destination or accommodation (Yogiswari et al., 2021). This attachment plays a role in building
tourist loyalty, which is reflected in increased revisit intentions (Oliver, 1999). Thus, the stronger the implementation
of experiential marketing , the greater the likelihood that tourists will have a high revisit intention because the
experience they feel leaves a positive and lasting impression (Han et al., 2021).
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Villas in Bali are now being challenged to provide experiences that go beyond product-focused offerings.
This approach has been shown to increase satisfaction and repeat visit intentions (Anggraini et al., 2021; Rather,
2020). Customer experience is a customer's internal and subjective response formed from all interactions experienced
throughout the consumption process of a product or service, from the pre-visit to the post-visit stage (Lemon &
Verhoef, 2016). This experience is holistic because it encompasses sensory, emotional, cognitive, behavioral, and
relational aspects that influence customer perceptions of service quality (Schmitt, 1999; Klaus & Maklan, 2013). In
the tourism industry, a positive customer experience plays a crucial role in creating a pleasant impression and
increasing tourist satisfaction during their accommodation experience (Nurdianty, 2021). When the perceived
experience exceeds expectations, customers tend to form positive attitudes and develop loyalty to the service provider
(Oliver, 1999). Therefore, a well-managed customer experience will increase the likelihood of tourists making repeat
visits or revisiting intentions (Lee et al., 2021). Customer experience, which encompasses the entire series of
customer interactions, is a dominant factor in shaping their perceptions of service quality (Wulandari et al., 2021;
Klaus & Maklan, 2020).

On the other hand, sustainable tourism trends are starting to become a primary preference among global
travelers (UNWTO, 2023; Font & McCabe, 2022). A Booking.com survey (2024) showed that 74 percent of global
travelers choose accommodations with clear sustainability practices, including waste management, energy, and social
contributions (Booking.com, 2024) . They are increasingly paying attention to sustainability values and the socio-
environmental impacts of every service they consume (Han et al., 2020; Martinez Garcia de Leaniz et al., 2022).
Therefore, the concept of sustainable perceived value is a crucial element in mediating the influence between
experiential marketing and customer experience on revisit intention (Pan, 2024).

Perceived value is a customer's overall evaluation of the benefits received compared to the sacrifices incurred
during the consumption of a product or service (Zeithaml, 1988). In the tourism context, perceived value encompasses
not only functional and economic aspects but also emotional, social, and sustainability dimensions experienced by
tourists during their stay (Kwon & Kim, 2022). Experiential marketing and customer experience play a crucial role
in shaping perceived value because memorable and consistent experiences will enhance customers' perceived benefits
(Pine & Gilmore, 1999; Lemon & Verhoef, 2016).
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Source: BPS Bali Province (2023-2024) and Tourism Office of Bali Province and Tabanan Regency (2023),
processed by researchers

Figure 1.1 Villa Occupancy Trends and Tourist Preferences in Bali

The data in Figure 1.1 shows a decline in the occupancy rate of legal villas from 80 percent in 2023 to 50
percent in 2024, reflecting a decline in tourists' interest in returning, which may indicate that previous stays have not
been able to create memorable experiences or strong perceived value (Bali Villa Rental and Management Association
[BVRMA], 2024; Hapsari et al., 2021). On the other hand, tourists' preference for authentic experiences (65 percent)
and sustainable experiences (74 percent) confirms that tourists now increasingly value holistic experiences as a key
factor in their decision to revisit (UNWTO, 2024; Booking.com, 2024). The fact that Tabanan Regency experienced
a 12 percent increase in tourists in 2023 also indicates an opportunity for villas to optimize experiential marketing
strategies that can increase perceived value and encourage revisit intention (Tabanan Regency Tourism Office, 2024;
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Pine & Gilmore, 1999). Overall, these data confirm that improving the quality of experience and creating perceived
value are crucial elements in maintaining and increasing tourists' interest in returning to villas in Bali Province
(Oliver, 1999; Han et al., 2021).

Although various studies have partially examined the relationships between these variables, the integration
of all variables within the context of villas in Bali remains limited (Hapsari et al., 2021; Wulandari et al., 2021). This
research is crucial for providing theoretical and practical contributions to tourism marketing strategies, particularly
in developing sustainable customer experiences to foster long-term loyalty (Oliver, 1999; Han et al., 2021). As stated
in previous research, competitiveness in the hospitality industry is determined by the ability to create unique,
valuable, and sustainability-oriented experiences (Yogiswari et al., 2021; Pan, 2024).

Although several studies have examined the relationship between experiential marketing, customer
experience, perceived value, and revisit intention, most of these studies only analyze these variables partially or
separately (Hapsari et al., 2021; Rather, 2020). Yogiswari et al.'s (2021) study emphasized experiential marketing
without considering the mediating aspect of sustainability value. Wulandari et al.'s (2021) focused on customer
experience and satisfaction without linking them to the competitive context of legal versus illegal villas. Meanwhile,
Pan (2024) examined perceived sustainable value but did not relate it to the specific conditions of tourist destinations
experiencing competitive pressures, such as Bali. Few studies have comprehensively integrated these four variables
into a single model, particularly in the context of the villa industry in Bali, which faces competitive pressures due to
the growth of illegal villas and changing tourist preferences (Putra & Pitana, 2021; Nugraha et al., 2022).
Furthermore, limited studies confirm the role of perceived value as a mediating variable bridging the influence of
experiential marketing and customer experience on revisit intention (Han et al., 2021; Rahman & Alam, 2022).
However, based on sustainable tourism trends, perceived value has the potential to be a key factor in shaping tourist
loyalty (UNWTO, 2023; Kwon & Kim, 2022).

consumer behavior theory , a tourist's decision to return to a villa is heavily influenced by their experience
and perceived value during their stay (Schiffman & Wisenblit, 2019; Zeithaml, 1988). At the same time, marketing
management theory emphasizes that these experiences and values do not emerge spontaneously but must be
strategically designed and managed through integrated, customer-oriented marketing activities (Kotler & Keller,
2016; Lemon & Verhoef, 2016). Therefore, implementing experiential marketing and enhancing customer experience
are crucial factors in creating perceived value that can drive tourists' revisit intentions at villas in Bali (Pine &
Gilmore, 1999; Hapsari et al., 2021; Han et al., 2021).

Conceptually, consumer behavior theory emphasizes that consumer decisions are influenced by
psychological processes, needs, perceptions, and previous experiences. Therefore, understanding consumer behavior
is fundamental to designing effective marketing strategies (Schiffman & Wisenblit, 2019; Solomon, 2020). In this
context, marketing management theory emphasizes the importance of a company's ability to identify customer needs
and create superior value through appropriate marketing element management (Kotler & Keller, 2020; Kotler et al.,
2021). The integration of these two perspectives reinforces the urgency of research into how consumer experiences
and implemented marketing strategies can influence revisit intentions in service industries such as villas in Bali
(Lemon & Verhoef, 2016; Hapsari et al., 2021).

The urgency of this research lies in the need for the Balinese villa industry to understand experiential
marketing strategies that can enhance perceived value and encourage repeat visits. In a situation of declining
occupancy of legal villas, increasing competition from illegal villas, and changing global tourist preferences, a
comprehensive understanding of how experiential marketing, customer experience , and perceived value play a role
in shaping revisit intention is crucial. This research is expected to provide not only theoretical contributions but also
practical recommendations for villa managers in designing authentic, sustainable, and highly competitive
experiences.

LITERATURE REVIEW
Influence Experiential Marketing to Sustainable Perceived Value

Experiential marketing focuses on creating immersive customer experiences through the five senses,
emotions, and social interactions. This approach creates added value that is not only functional, but also emotional
and symbolic, which can increase sustainable perceived value . When customers experience a positive and
meaningful experience, they will perceive the product or service as providing benefits. sustainable Good in a way
economy and socio-environmental. In context villa In Bali, experiential marketing can be implemented through
authentic stay experiences, friendly service, local-inspired interior design, and eco-friendly concepts that strengthen
customers' perceptions of sustainable value.
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Research by Schmitt (2019) shows that experiential marketing plays a significant role in shaping customer
value perceptions in the hospitality industry . Chen and Rahman's (2022) study also confirms that experiential
marketing focuses on experience. authentic And sustainable increase perceived value traveler on environmentally
friendly destinations. Wang et al.'s (2021) research shows that experiential marketing Which Good capable create
emotional connection with consumer This leads to increased sustainable perceived value . Therefore, experiential
marketing is believed to have a direct influence on the perception of sustainable value among villa customers in Bali.
H : Experiential marketing influential positive And significant towards sustainable perceived value of customers in
the villa industry in Bali.

Influence Customer Experience with Sustainable Perceived Value

Customer experience covers all over interaction customer with brand, start From searching for information,
ordering, to using the service. A consistently positive experience. can form perception mark Which sustainable,
Because customer feel that the services they receive are not only fulfilling basic needs, but also providing long-term
social and emotional impacts. In the context of villas in Bali, the customer experience can covers comfort facility,
friendliness staff, cleanliness environment, and the implementation of environmentally friendly practices that
strengthen the perception of sustainable values. Research by Kim and Park (2023) shows that positive customer
experiences increase perceived sustainable value and customer satisfaction in the tourism sector. Similar findings
were presented by Lee et al. (2021), who stated that pleasant customer experiences strengthen the perceived
sustainable value of green tourism destinations. Another study by Aziz and Rahmawati (2022) in the Indonesian
hospitality sector also supports that the quality of customer experience significantly influences perceived value and
loyalty. Thus, customer experience can be viewed as a key factor in shaping the perceived sustainable value of villa
customers in Bali.
H »: Customer experience has a positive and significant effect on sustainable perceived value among villa industry
customers in Bali.

Influence Sustainable Perceived Value to Revisit Intention

Sustainable perceived value reflects the extent to which customers assess the long-term benefits of a product
or service, both from an economic, social, and environmental perspective. This sustainable value plays a role in
shaping customers' intention to reuse the service ( revisit intention ). When customers feel that the service they...
given worth tall, friendly environment, And responsible answer in a way social, they tend to repeat the experience as
a form of brand loyalty.

Han et al. (2021) prove that sustainable perceived value has significantly positive influence on revisit
intention in Asian ecotourism destinations. Research by Kwon & Kim (2022) also confirmed that perceived
sustainable value strengthens tourists' intention to return to the same destination. In Indonesia, a study by Prasetyo
and Widjaja (2023) showed that perceived sustainable value was a key predictor of customer revisit intention hotel
friendly environment. Findings This strengthens the assumption that the perception of sustainable value plays an
important role in increasing the revisit intention of villa customers in Bali.

H 3 : Sustainable perceived value has a positive and significant effect on the revisit intention of villa industry
customers in Bali.

Influence Experiential Marketing to Revisit Intention

Experiential marketing creates memorable emotional experiences for customers, Which Then form
connection psychological with brand. Experience This positive attitude will foster loyalty and increase customers'
desire to repeat the same experience in the future. In the context of Bali villas, experiential marketing strategies such
as local cultural experiences, Balinese hospitality, and natural surroundings can strengthen customers' desire to return.

Previous research shows that experiential marketing has a direct influence on revisit intention . Studies by
Schmitt (2019) and Oh et al. (2020) found that pleasant customer experiences drive loyalty and revisit intention in
the tourism sector. Kim & Park (2023) also reported that experiential marketing strategies marketing Which highlight
element emotion And authenticity destination in a way significantly increases tourists' intention to revisit. Thus,
experiential marketing has been shown to be a key factor influencing the revisit intention of villa customers in Bali.
H 4: Experiential marketing has a positive and significant effect on the revisit intention of customers in the villa
industry in Bali.

Influence Customer Experience to Revisit Intention
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customer experience will create satisfaction and an emotional connection with customers, encouraging them
to return. Which involving aspect comfort, service excellent, And impression deep will foster long-term loyalty. In
the context of tourism, customers tend to return to places that provide enjoyable and high-value experiences.

A study by Choi & Kim (2022) found that customer experience significantly influences revisit intention in
the hospitality industry . The results of the study by Han & Hyun (2021) Also show that experience customer become
predictor A key determinant of revisit intention in eco-friendly hotels. Local research by Santosa and Wibowo (2023)
confirms that positive customer experiences increase satisfaction and encourage revisit intention among domestic
tourists. Thus, customer experience plays a crucial role in shaping the desire of villa customers in Bali to revisit.

H 5: Customer experience has a positive and significant effect on the revisit intention of customers in the villa
industry in Bali .

Role Mediation Sustainable Perceived Value on Influence Experiential Marketing to Revisit Intention

Sustainable perceived value can play a role as variables mediation between Experiential marketing and revisit
intention . Positive marketing experiences increase perceived value. sustainable customer to product or service. When
customer evaluate that experience the give benefit term long And responsible answer in a way social and environment,
they more tend do visit repeat. In context villa In Bali, experiential marketing that highlights local cultural aspects and
sustainability can increase mark Which felt, Which on Finally strengthen intention return visit .

Study Han et al. (2021) show that perceived value mediate The relationship between experiential marketing
and revisit intention in the tourism sector. Kim & Park's (2023) findings also support that experiential marketing
indirectly influences revisit intention through sustainable perceived value . Similar research by Chen & Rahman
(2022) confirms that perceived sustainable value is a crucial bridge between customer experience and revisit intention
in sustainable tourism destinations. Thus, sustainable perceived value is believed to mediate the influence of
experiential marketing on revisit intention among villa customers in Bali.

H s : Sustainable perceived value mediates the influence of experiential marketing on the revisit intention of villa
industry customers in Bali.

Role Mediation Sustainable Perceived Value on Influence Customer Experience
to Revisit Intention

Good customer experience will create a high perception of value for a product. service, And perception
mark the Then will influence revisit intention .

Customers who are satisfied and rate the service as high value and sustainable are more likely to For return. In context
villa in Bali, experience customer Which involving comfort, friendliness, and environmental sustainability will
increase perceived value and revisit intentions.

Research by Lee et al. (2021) found that sustainable perceived value mediates connection between customers
experience And revisit intention . Studies Rahman & Alam (2022) also shows that perceived value is an important
connecting factor between experience customer And intention visit repeat in sector tourist green. Results Research
by Aziz & Rahmawati (2023) on eco-friendly hotels in Indonesia strengthens the evidence that perceived sustainable
value plays a significant mediating role in this relationship. Therefore, perceived sustainable value can be seen as a
crucial bridge between customer experience and revisit intention among villa customers in Bali.

H 7 : Sustainable perceived value mediates the influence of customer experience on the revisit intention of villa
industry customers in Bali.
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Figure 2.1 Research Conceptual Framework

METHOD

Type Study

This study uses a quantitative approach because it aims to examine the relationship between variables through
numerical data analysis and statistical techniques. A quantitative approach allows researchers to objectively and
measurably measure the influence of experiential marketing and customer experience on perceived value and revisit
intention . In quantitative research, the primary focus is on testing hypotheses based on theory and previous empirical
findings to generate generalizations that can be applied to a broader population (Sugiyono, 2017). Furthermore, this
approach is relevant because it involves the use of a Likert-scale questionnaire instrument to systematically obtain
data from respondents, which is then analyzed using inferential statistical analysis methods. Thus, a quantitative
approach is considered appropriate to answer the research objectives, which emphasize testing the causal relationship
between variables within a conceptual framework.

Research Location

This research was conducted in the villa industry in three main tourist destination districts in Bali, namely
Badung, Gianyar, and Tabanan. This location selection is based on data from POldata 2025 that almost 60 percent of
villas in Bali are concentrated in the regencies of Badung, Gianyar, and Tabanan ( POldata, 2025). Furthermore, the
three regencies of Badung, Gianyar, and Tabanan are centers of tourism development that offer different yet
interconnected contexts (Bali Provincial Tourism Office, 2023) . Furthermore, each region has distinct tourism
characteristics (cultural, natural, and agricultural), allowing researchers to measure customer experience perceptions
more comprehensively ( Bali Provincial Tourism Office, 2023) .

Population

The population in this study is all tourists, both domestic and foreign tourists who have stayed in the legal
villa industry in three main tourist destination regencies in Bali, namely Badung, Gianyar, and Tabanan, Bali
Province, within the last three months before data collection was conducted. This population was chosen because all
individuals in it have direct experience related to villa services that are needed to assess experiential marketing,
customer experience, sustainable perceived value , and revisit intention . The population size cannot be determined
with certainty because Bali does not have an integrated database system that records legal villa guests, so the
population is categorized as an unknown population .

Sample
The sample in this study used a non-probability sampling technique with a purposive sampling approach . This
technique was chosen because respondents were selected based on certain criteria, namely:

1) Tourists who have stayed at a legal villa in Bali in the last three months before data collection was carried out.
These criteria ensure that respondents have relevant experience to assess experiential marketing, customer
experience, perceived value , and revisit intention .

2) Minimum age 17 years.
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This age is considered to be able to provide a rational assessment of the experience of staying.
3) Have a minimum education of high school/equivalent.
This criterion is important to ensure the ability to understand the questionnaire instrument.
4) Both domestic and foreign tourists.
Both groups of tourists are relevant because the legal villa population receives guests from a wide variety of countries.
This technique is suitable for populations of unknown size and to ensure that only respondents with relevant
experience are involved in the study. The sample size was determined based on the guidelines of Hair et al. (2019),
which is a minimum of 5-10 respondents for each indicator in SEM-PLS research. This research instrument has 16
indicators, so the minimum sample requirement is 16 x 5 = 80 (minimum respondents) and 16 x 10 = 160 (maximum
respondents). This study determined 160 respondents, which is within the maximum range recommended by Hair et
al . (2019).

Type Data
Quantitative Data
Quantitative data This is quantifiable data, or data in the form of numbers that can be calculated, such as the
number of guests who have stayed at a villa in Bali Province in the past year. The sample in this study was 160
tourists who had stayed at a legal villa in Bali Province in the past 12 months .

Source Data
Data Primary

According to Sugiyono (2018) data primary is source data Which direct provide data to collector data. So
data primary in study This is data Which obtained directly from the business in question that was the subject of the
research. This data includes data from questionnaire responses distributed to respondents.

Secondary Data

According to Sugiyono (2018), secondary data is a data source that does not directly provide data to collector
data. So data secondary Which used in This research is data obtained from other sources or from research sources
where the data is already finished.

Measurement Scale

The process of obtaining and collecting the required data and the methods used in study This is through
questionnaire Where collection data often does not require the presence of the researcher, represented by a
questionnaire. According to Arikunto (2019), a research instrument is a tool or facility used by researchers to collect
data to make their work easier, better, more accurate, complete, and systematic, making it easier to process. According
to Sugiyono (2019), a questionnaire is a method of collecting data from respondents to be answered by asking several
questions. Researchers create online questionnaires using Google Forms with respondents' statements. closed.
Measurement variables use scale interval, namely tool gauge which can produce data that has a range of values that
have meaning and is able to produce measurements that allow for the calculation of averages, standard deviations
and so on. (Sugiyono, 2017).
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RESULTS AND DISCUSSION
Partial Least Square Analysis
Outer Model Reflective Indicator Evaluation Results
Convergent Validity Test

convergent validity test of the reflection indicator can be seen from the Average Variance Extracted (AVE)
value which must be greater than 0.5. Convergent validity can be seen from the Average Variance Extracted (AVE)
in Table 2.

Table 2 Results of Convergent Validity AVE Test

Variables Average Variance Extracted (AVE)
Experiential Marketing (X 1) 0.839
Customer Experience (X 2) 0.850
Perceived Value (M) 0.779
Revisit Intention (YY) 0.804

Source : Primary data, processed 2026
Based on Table 2, it can be seen that all AVE values of convergent validity are greater than 0.5, so it can be
stated that the data in the study are valid.

Discriminant Validity Test

Discriminant validity compares the square root of average extracted (AVE) value of each construct with the
correlation between other constructs in the model. A good discriminant validity value is one where the measurement
value is greater than 0.50.

Table 3 Results of Discriminant Validity Test

Variables Experiential Customer Perceived Value (M)  Revisit Intention (Y)
Marketing (X 1)  Experience (X 2)
Experiential
Marketing (X 1) 0.922
Customer Experience 0.745 0916
(X2)
Perceived Value (M) 0.812 0.778 0.883
Revisit Intention (YY) 0.812 0.811 0.822 0.897

Source : Primary data, processed 2026
Table 3 below shows that the square root values of the AVE are each (0.922; 0.916; 0.883; 0.897) greater than
the correlation of each construct, so it can be said that the model is valid when viewed from discriminant validity .

Reliability Cronbach's Alpha and Composite Reliability
The reliability test of the variables in this study was measured using two criteria: Cronbach's alpha and the
composite reliability of the indicator blocks measuring the variables. A variable is considered reliable if the
Cronbach's alpha and composite reliability values are above 0.70.
Table 4 Cronbach's alpha Reliability Test Results And Composite reliability

Variables Cronbach's Alpha Composite Reliability
Experiential Marketing (X 1) 0.912 0.944
Customer Experience (X 2) 0.952 0.963
Perceived Value (M) 0.929 0.946
Revisit Intention (YY) 0.878 0.925

Source : Primary data, processed 2026
Based on Table 4 It can be seen that all Cronbach's alpha and Composite reliability values on each variable
is greater than 0.70, so it can be stated that the data in the study is reliable .

Structural Model Evaluation ( Inner Model )
R-squares (R %)

Publish by Radja Publika

OPEN ACCESS 6031



THE EFFECT OF EXPERIENTIAL MARKETING AND CUSTOMER EXPERIENCE ON REVISIT INTENTION
WITH PERCEIVED VALUE AS A MEDIATION VARIABLE IN THE VILLA INDUSTRY IN BALI PROVINCE
Anak Agung Ngurah Manik Indra Putra

R-Square (R ?) indicates the strength or weakness of the influence caused by variations in exogenous variables
on endogenous variables. An R-Square (R ?’value greater than 0.50 is categorized as a strong model. The R-Square

(R ?) value for each endogenous variable is presented in Table 5 as follows:iste!
Table 5 R-square Test Results
Variables R Square R Square Adjusted
Perceived Value (M) 0.727 0.823
Revisit Intention (YY) 0.780 0.827

Source : Primary data, processed 2026

Based on the table 5 R-squares values were obtained for the Perceived Value variable (M) of 0.727 , which
indicates a strong influence . The R-square value for the Revisit Intention variable (Y) of 0.780 which shows it has a
strong influence.

Q-Square
Q-Square calculation can be seen as follows:

Q’=1-(1-R*1) (I-R?2)
Q= 1-(1-0.727) (1-0.780)
Q?=1-(0.273) (0.220)
Q*=1-0.060
Q?=10.940

Based on the calculation above, the Q-Square value obtained is 0.940, which is greater than 0 and close to 1.
Therefore, it can be concluded that the model has a predictive relevance value or the model can be said to have a
relevant predictive value of 94.0 percent. This indicates that the variation in the Revisit Intention (Y) variable is can
be explained by variations in Experiential Marketing (X 1) , Customer Experience (X ») , and Perceived Value (M),
while the remaining 2 percent is explained by other variables outside the model.

Statistical testing of variable relationships (Path)
Table 6 shows the relationship between variables in this study.
Table 6 Path Coefficients ( Mean, STDEYV, T-Statistics, P-Values)

Original Sample Standard

Variables Sample Mean Deviation T Statistics P Values
Experiential Marketing (X 1) —
Perceived Value (M) 0.390 0.390 0.108 3,611 0.000
Customer Experience (X 2) —
Perceived Value (M) 0.522 0.523 0.105 4,956 0.000
Experiential Marketing (X 1) —
Revisit Intention (Y) 0345 0.341 0.078 4,411 0.000
Customer Experience (X 2) —
Revisit Intention (Y) 0.311 0.309 0.083 3,720 0.000
Perceived Value (M) — Revisit 0.302 0.304 0.086 3,521 0.000
Intention (Y)

Source : Primary data, processed 2026

Based on Table 6, it shows that the relationship between experiential marketing variables on perceived value
, customer experience on perceived value , experiential marketing on revisit intention , customer experience on revisit
intention and perceived value on revisit intention has a positive and significant effect by comparing the calculated t-
value which is greater than the t-table, namely 1.65 and by comparing the P-Values which are smaller than alpha
0.05.

Indirect effect

Indirect effect aims to determine the significance of the indirect relationship between experiential marketing
variables. on revisit intention mediated by the perceived value variable and the significance of the indirect relationship
between customer experience and revisit intention mediated by the perceived value variable .
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Table 7 Indirect Effects ( Mean, STDEYV, T-Statistics, P-Values)
Standard

Variables Original Sample Sample Mean .. T Statistics P Values
Deviation
X1 ->M->Y 0.118 0.120 0.051 2,318 0.021
X2o5oM-oY 0.157 0.158 0.054 2,928 0.004

Source : Primary data, processed 2026

Table 7 shows that there is an indirect relationship between experiential marketing on revisit intention mediated
by the perceived value variable with a t-value of 2.318, which is greater than the t-table of 1.65, with a p-value of
0.021, which is smaller than 0.05. This means that the perceived value variable is able to mediate the influence of
experiential marketing. on revisit intention . There is also an indirect relationship between customer experience and
revisit intention mediated by the perceived value variable with a t-value of 2.928 which is greater than the t-table of
1.65 with a p-value of 0.004 which is smaller than 0.05. This means that the perceived value variable is able to
mediate the influence of customer experience on revisit intention .
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Figure 5.1
SEM-PLS Analysis Results Path Diagram
Hypothesis Testing
Hypothesis testing to answer the research objectives can be seen from the calculated t-value compared with
the t-table value or the probability value compared with the real level used, namely 0.05 in Tables 4.12 and 4.13 for
the indirect effect test.

(1) The calculation results show that experiential marketing has a positive and significant effect on perceived value
as indicated by the calculated t- value of 3.611 > t-table, namely 1.65 with a p-value of 0.000 < 0.05, this is in
accordance with H | that experiential marketing has a positive and significant effect on perceived value in the
Villa Industry in Bali Province . st

(2) The calculation results show that customer experience has a positive and significant effect on perceived value,
as indicated by the calculated t- value of 4.956 > t-table, which is 1.65 , with a p-value of 0.000 < 0.05. This
is in accordance with H1 w4 customer experience has a positive and significant effect on perceived value. in
the Villa Industry in Bali Province .

(3) The calculation results show that experiential marketing has a positive and significant effect on revisit intention
as indicated by the calculated t- value of 4.411 > t-table, namely 1.65 with a p-value of 0.000 < 0.05, this is in
accordance with H | that experiential marketing has a positive and significant effect on revisit intention in the
Villa Industry in Bali Province .
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(4) The calculation results show that customer experience has a positive and significant effect on revisit intention,
as indicated by the calculated t- value of 3.720 > t-table, which is 1.65 , with a p-value of 0.000 < 0.05. This
is in accordance with H1 s customer experience has a positive and significant effect on revisit intention. in the
Villa Industry in Bali Province .

(5) The calculation results show that the perceived value has a positive and significant effect on revisit intention
as indicated by the calculated t- value of 3.521 > t-table, namely 1.65 with a p-value of 0.000 < 0.05, this is in
accordance with H | that perceived value has a positive and significant effect on revisit intention in the Villa
Industry in Bali Province .

(6) The calculation results show that the perceived value able to mediate the influence of experiential marketing
towards revisit intention as indicated by the calculated t-value of 2.318 > t-table, namely 1.65 with a p-value
of 0.000 < 0.05, this means that the perceived value able to mediate the influence of experiential marketing
against revisit intention .

(7) The calculation results show that the perceived value able to mediate the influence of customer experience on
revisit intention as indicated by the calculated t-value of 2.928 > t-table, namely 1.65 with a p-value of 0.000
< 0.05, this means that the perceived value able to mediate the influence of customer experience on revisit
intention .

The influence of experiential marketing on perceived value in the tourism industry in Bali Province

The results of the study indicate that experiential marketing has a positive and significant effect on sustainable
perceived value in the villa industry in Bali Province. This is evidenced by the calculated t-value of 3.611, which is
greater than the t-table (1.65), and a significance value of 0.000, which is smaller than 0.05. Thus, H1 ;s accepted,
which means that the better the experience felt by tourists through the experiential marketing approach, the higher
the perception of sustainable value felt by tourists during their stay at the villa. This finding indicates that a
comprehensive and memorable experience can increase tourists' perceptions of the benefits obtained during their
stay, both from an emotional, functional, and social aspect.

The findings of this study indicate that tourists staying at villas in Badung, Gianyar, and Tabanan Regencies
not only evaluate villas based on physical facilities, but also on the overall experience they feel during their stay. In
the Bali villa industry research object, experiential marketing is reflected through Balinese culturally nuanced villa
designs, natural settings that support relaxation, personalized service, wellness activities , yoga, and local cultural
experiences that provide an authentic impression to tourists. These experiences can create emotional engagement for
tourists, thereby increasing their perception of the value provided by the villa, both from an emotional, social, and
sustainable perspective.

The results of this study are supported by various studies showing that experiential marketing has a significant
influence on perceived value in the tourism industry. Research by Rather (2020) found that authentic and emotional
tourism experiences significantly increase tourists' perceived value and strengthen loyalty. Furthermore, Chen and
Lin (2021) stated that experience dimensions such as sense , feel , and relate contribute directly to the formation of
perceived value in the hospitality sector . Other studies by Ali et al. (2021) and Suhartanto et al. (2022) also confirmed
that strategically designed customer experiences can increase perceived value, which ultimately impacts revisit
intentions. Thus, the findings of this study are consistent with previous research that emphasizes the importance of
experiential marketing as a key determinant in increasing tourists' perceived value .

The influence of customer experience on perceived value in the tourism industry in Bali Province

The results of the study indicate that customer experience has a positive and significant effect on sustainable
perceived value in the villa industry in Bali Province. This is evidenced by the t-value of 4.956, which is greater than
the t-table (1.65), and a significance value of 0.000, which is smaller than 0.05. Thus, H2 s accepted, which means
that the better the customer experience felt by tourists during their stay, the higher the perception of sustainable value
formed towards the villa they choose. This finding indicates that a pleasant, comfortable, and memorable experience
during a stay is an important factor in increasing tourists' perceptions of the benefits they obtain from villa services.

The findings of this study indicate that tourists in the Bali villa industry assess their overall stay experience,
not only based on the quality of physical facilities, but also on the quality of interactions and emotional experiences
they experience during their stay. In this study, customer experience is reflected in the comfort of the villa atmosphere,
the friendliness of the staff, the ease of service, the cleanliness of the environment, the responsiveness of employees,
and the relaxing atmosphere offered by villas in the Badung, Gianyar, and Tabanan areas. These experiences create
positive impressions that can increase tourists' perceptions of the value provided by the villa, both functionally,
emotionally, socially, and sustainably.
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The results of this study are supported by various studies showing that customer experience has a significant
influence on perceived value in the tourism and hospitality industry. Research by Becker and Jaakkola (2020) found
that a comprehensively integrated customer experience can enhance perceived value and strengthen long-term
relationships with customers. Furthermore, Hwang and Lee (2022) stated that experiences involving emotional and
social dimensions significantly contribute to the formation of perceived value in the hospitality sector. Other studies
by Kumar et al. (2021) and Suhartanto et al. (2022) also show that a positive customer experience directly influences
increased perceived value among tourists. Thus, the findings of this study are consistent with previous research that
confirms customer experience is a crucial factor in enhancing perceived value in the villa industry.

The influence of experiential marketing on revisit intention in the tourism industry in Bali Province

The results of the hypothesis testing indicate that experiential marketing has a positive and significant effect
on revisit intention in the villa industry in Bali Province. This is evidenced by the calculated t-value of 4.411, which
is greater than the t-table (1.65), and a significance value of 0.000, which is less than 0.05. Thus, H3 ;s accepted,
which means that the better the experience designed and provided by the villa, the higher the intention of tourists to
revisit. This finding indicates that a memorable and enjoyable experience during a stay can encourage tourists to
return to use the same service in the future.

The findings of this study indicate that tourists staying at villas in Badung, Gianyar, and Tabanan Regencies
are not only looking for accommodation facilities, but also for authentic, personal, and memorable experiences during
their vacation in Bali. In this research, experiential marketing is reflected in the villa's atmosphere, which carries a
Balinese cultural nuance, traditional-modern architectural design, personalized service, wellness activities such as
yoga and spa, and local cultural experiences that can create memorable experiences for tourists. These experiences
create an emotional bond that makes tourists want to return for similar experiences in the future. Domestic and
international tourists show that modern travelers tend to value experiences more than just physical products or
facilities. Tourists assess not only the quality of the room or price, but also how the villa is able to create a pleasant
emotional experience that is different from other accommodations. In the context of the villa industry in Bali,
experiential marketing is a crucial factor in building an emotional connection between tourists and villas, thereby
increasing tourists' revisit intention .

The results of this study are supported by various studies over the past five years that demonstrate that
experiential marketing significantly influences revisit intention in the tourism industry. Research by Rather (2020)
found that positive and memorable tourism experiences have a direct influence on tourists' revisit intentions.
Furthermore, Hosany and Sthapit (2021) stated that memorable experiences can increase emotional attachment and
encourage loyalty behavior, including revisit intention . Other studies by Suhartanto et al. (2022) and Chen and Lin
(2021) also show that customer experience dimensions significantly contribute to increasing tourists' revisit
intentions. Thus, the findings of this study are consistent with previous research that confirms experiential marketing
is a key factor in shaping revisit intention in the villa industry.

The influence of customer experience on revisit intention in the tourism industry in Bali Province

The results of the hypothesis testing indicate that customer experience has a positive and significant effect on
revisit intention in the villa industry in Bali Province. This is evidenced by the calculated t-value of 3.720, which is
greater than the t-table (1.65), and a significance value of 0.000, which is less than 0.05. Thus, H4 s accepted, which
means that the better the experience felt by tourists during their stay, the higher their intention to revisit. This finding
indicates that a positive customer experience, both in terms of comfort, service, and perceived atmosphere, plays an
important role in encouraging tourist loyalty to the villa.

The findings of this study indicate that tourists in the Bali villa industry highly consider the overall experience
they experience during their stay before deciding to return. In this study, customer experience is reflected in the
comfort of the villa facilities, cleanliness of the environment, friendliness of the staff, speed of service, security, ease
of the reservation process, and the relaxing atmosphere offered by villas in the Badung, Gianyar, and Tabanan areas.
These positive experiences create a sense of satisfaction, comfort, and emotional attachment to the villa, thus
encouraging revisit intention. The results of domestic and international tourists indicate that modern tourists are not
only oriented towards price or physical facilities, but also pay close attention to the quality of their experience during
their stay. Tourists are more likely to have the intention to return if they feel appreciated, receive personalized service,
and have a pleasant experience during their stay. In the context of the Bali villa industry, Balinese hospitality, which
emphasizes friendliness, sincere service, and a comfortable atmosphere, is an important factor in shaping a positive
customer experience.
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The results of this study are supported by various studies over the past five years showing that customer
experience significantly influences revisit intention in the tourism industry. Research by Becker and Jaakkola (2020)
found that a positive and integrated customer experience can increase loyalty and revisit intention. Furthermore,
Hwang and Lee (2022) stated that experiences involving emotional and social dimensions significantly contribute to
shaping revisit intention in the hospitality sector. Another study by Kumar et al. (2021) also showed that a satisfying
customer experience directly influences a traveler's decision to return. Thus, the findings of this study are consistent
with previous research confirming that customer experience is a crucial factor in increasing revisit intention in the
villa industry.

The Influence of Perceived Value on Revisit Intention in the Villa Industry in Bali Province

The results of the hypothesis testing indicate that perceived value has a positive and significant effect on revisit
intention in the villa industry in Bali Province. This is evidenced by the calculated t-value of 3.521, which is greater
than the t-table (1.65), and a significance value of 0.000, which is less than 0.05. Thus, HS isaccepted, which means
that the higher the perceived value of tourists during their stay, the higher their intention to revisit. This finding
indicates that tourists' perceptions of the benefits obtained, whether from emotional, functional, or social aspects, are
important factors in driving loyalty and the desire to return to stay at a villa.

The findings of this study indicate that tourists in the Balinese villa industry consider not only the functional
benefits of a villa but also the overall emotional, social, and sustainable benefits they receive during their stay. In this
study, sustainable perceived value is reflected in the quality of the villa's facilities, the comfortable atmosphere, the
service that meets expectations, the implementation of environmentally friendly concepts, and the local cultural
experience that leaves a positive impression on tourists. When tourists feel that the experience of staying provides
benefits that are comparable to or even exceed the sacrifices they make, they are more likely to have the intention to
stay at the villa again. Modern tourists are increasingly paying attention to the value they receive during their
accommodation experience. Tourists not only assess price or physical facilities but also consider the quality of the
experience, emotional comfort, the villa's image, and the sustainability value offered. In the context of the Balinese
villa industry, tourists tend to have a higher revisit intention to villas that are able to provide authentic experiences,
quality service, and an atmosphere that supports comfort and tranquility during their vacation.

The results of this study are supported by various studies over the past five years showing that perceived value
has a significant influence on revisit intention in the tourism industry. Research by Chiu et al. (2021) found that
tourists' perceived value has a direct influence on revisit intention, especially when that value is dominated by
emotional experiences and satisfaction. Furthermore, a study by Jeong and Kim (2022) showed that perceived value
is an important mediator linking service quality to tourist loyalty, including revisit intention. Another study by
Nguyen et al. (2023) also confirmed that the higher the perceived value, the more likely tourists are to revisit and
recommend a hotel to others. Thus, the findings of this study are consistent with recent empirical literature, which
confirms that perceived value is a key determinant in shaping revisit intention in the villa industry.

The influence of experiential marketing regarding revisit intention through perceived value in the Villa
Industry in Bali Province

The test results show that perceived value is able to mediate the influence of experiential marketing on revisit
intention in the villa industry in Bali Province. This is evidenced by the calculated t-value of 2.318 which is greater
than the t-table (1.65) and a significance value of 0.000 which is smaller than 0.05. Thus, it can be concluded that
perceived value plays a significant mediating variable in the relationship between experiential marketing and revisit
intention . This means that the experience provided by the villa not only directly influences revisit intention but also
first increases the perceived value of tourists, which then encourages them to stay again.

The results of this study indicate that the experiences tourists gain during their stay at a Balinese villa can
create a higher perception of value, which ultimately encourages tourists' desire to stay at the villa again. In this
research, experiential marketing is reflected through the villa's Balinese atmosphere, authentic architectural design,
personalized service, wellness activities, and experiences interacting with local culture that leave a lasting impression
on tourists. These experiences not only create emotional satisfaction but also shape the assessment that the villa
provides higher benefits and value compared to other accommodations. Domestic and international tourists show that
modern travelers tend to prioritize meaningful and memorable experiences in determining return visits. Tourists who
have an authentic and enjoyable experience during their stay will perceive the villa as having high value, both
emotionally, socially, and sustainably. This perception of value then strengthens tourist loyalty and increases revisit
intention to villas in Bali.

Publish by Radja Publika

OPEN, ACCESS 6036



THE EFFECT OF EXPERIENTIAL MARKETING AND CUSTOMER EXPERIENCE ON REVISIT INTENTION
WITH PERCEIVED VALUE AS A MEDIATION VARIABLE IN THE VILLA INDUSTRY IN BALI PROVINCE
Anak Agung Ngurah Manik Indra Putra

The increasingly competitive nature of the villa industry in Bali makes experiential marketing a crucial strategy
for building perceived value for tourists. The sheer number of villa options means tourists not only compare prices
and amenities but also compare their experiences during their stay. Villas that create unique and differentiated
experiences are more likely to build strong perceived value in the eyes of tourists. When tourists perceive a valuable
experience that meets their expectations, they are more likely to return.

The results of this study are supported by various studies in the past five years showing that perceived value
acts as a mediating variable between customer experience and behavioral intention in the tourism industry. Research
by Khan et al. (2021) found that a well-designed tourism experience will increase perceived value , which in turn has
a significant impact on revisit intention . Furthermore, a study by Hapsari et al. (2022) showed that perceived value
partially mediates the relationship between customer experience and tourist loyalty. Another study by Lee et al.
(2023) also confirmed that memorable experiences do not directly influence revisit intention without going through
the formation of perceived value by customers. Thus, the findings of this study are consistent with empirical literature
that confirms that perceived value is a key variable that bridges the influence of experiential marketing on revisit
intention .

The influence of customer experience regarding revisit intention through perceived value in the Villa Industry
in Bali Province

The test results show that perceived value is able to mediate the influence of customer experience on revisit
intention in the villa industry in Bali Province. This is evidenced by the calculated t-value of 2.928 which is greater
than the t-table (1.65) and a significance value of 0.000 which is smaller than 0.05. Thus, it can be concluded that
perceived value plays a significant mediating variable in the relationship between customer experience and revisit
intention . This means that the customer experience felt during the stay not only directly influences the intention to
return, but also first increases the value perceived by tourists, which then encourages the formation of revisit intention

The findings of this study indicate that the customer experience experienced by tourists during their stay at a
Bali villa can shape a positive perception of value, thus encouraging tourists to return to the same villa in the future.
In this study, customer experience is reflected in the comfort of the villa facilities, cleanliness of the environment,
friendliness of the staff, speed of service, a relaxed atmosphere, security, and personal interactions experienced by
tourists during their stay in the Badung, Gianyar, and Tabanan areas. These positive experiences make tourists feel
that the villa provides valuable benefits and meets their expectations, thus strengthening their revisit intention.
Today's tourists are increasingly paying attention to the quality of their accommodation experience. Tourists consider
not only price or physical facilities but also how they are treated, the atmosphere, and the emotional comfort they
experience during their stay. When tourists perceive a pleasant and valuable experience, they will form a positive
perception of the villa, which then increases revisit intention . These research results are supported by various studies
in the past five years that show that perceived value plays a mediator in the relationship between customer experience
and revisit intention . Research by Zhang et al. (2021) found that customer experience has an indirect influence on
revisit intention through perceived value in the hospitality industry. Furthermore, a study by Rasoolimanesh et al.
(2022) demonstrated that tourists' perceived value is a crucial mechanism bridging experience with behavioral
loyalty. Another study by Tran et al. (2023) also confirmed that customer experience is more effective in increasing
revisit intention , mediated by perceived value , than direct influence alone. Thus, the findings of this study are
consistent with empirical literature confirming that perceived value is a key variable in strengthening the relationship
between customer experience and revisit intention in the villa industry.

CONCLUSION
Based on the results of the analysis that has been carried out, the conclusions in this study are:

1) Experiential marketing has a positive and significant impact on perceived sustainable value among customers
of the Bali villa industry. These findings indicate that a stay experience involving emotional, sensory, and
cultural aspects, as well as memorable interactions, can enhance tourists' perceptions of the sustainable value
provided by villas. The better the experience, the higher their assessment of the functional, emotional, social,
and sustainability benefits of villas in Bali.

2) Customer experience has a positive and significant impact on perceived sustainable value among customers in
the Bali villa industry. The results of this study indicate that a positive customer experience, including
comfortable facilities, quality service, friendly staff, and a relaxing villa atmosphere, can create a higher
perceived value among tourists. A good customer experience makes tourists feel that the villa's services meet or
even exceed their expectations.
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3) Sustainable perceived value has a positive and significant impact on revisit intention among customers in the
Bali villa industry. These findings indicate that tourists who perceive high value from their stay experience,
whether in terms of service quality, emotional experience, or sustainability, tend to have a greater desire to return
to the same villa in the future. Sustainable perceived value is a crucial factor in building tourist loyalty in the
Bali villa industry.

4) Experiential marketing has a positive and significant impact on revisit intention among customers in the Bali
villa industry. The results of this study indicate that authentic, unique, and memorable stay experiences can
create emotional attachments to the villa, thereby increasing repeat visits. In the context of the Bali villa industry,
experiential marketing is a crucial strategy for differentiating and increasing tourist loyalty amidst increasingly
fierce industry competition.

5) Customer experience has a positive and significant influence on revisit intention among customers in the Bali
villa industry. These findings indicate that tourists who experience positive experiences during their stay, such
as friendly service, comfortable facilities, and a pleasant atmosphere, are more likely to return to the same villa.
Customer experience is a key factor influencing tourists' decisions to revisit the Bali villa industry.

6) Experiential marketing indirectly influences revisit intention through sustainable perceived value among
customers in the Bali villa industry. The results of this study indicate that experiential marketing that creates
authentic and meaningful experiences will increase tourists' sustainable perceived value , which in turn drives
increased revisit intention . Thus, sustainable perceived value acts as a mediating variable that strengthens the
relationship between experiential marketing and revisit intention in the Bali villa industry.

7) Customer experience indirectly influences revisit intention through sustainable perceived value among villa
customers in Bali. These findings indicate that a positive customer experience can shape a high value perception
of the villa, thereby increasing tourists' intention to stay again. Sustainable perceived value has been shown to
be a mediating variable that bridges the influence of customer experience on revisit intention . The better the
customer experience perceived by tourists, the higher the perceived value and the tendency for tourists to revisit.
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