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ABSTRACT

This study emphasizes the significant role of destination branding elements
such as culture, climate, product offerings, and government support in shap-
ing the destination image of Ciletuh-Palabuhanratu Global Geopark. The find-
ings show that infrastructure and people have less impact on destination image,
likely due to the nature based appeal of Geopark destinations, attracting younger
generations like Millennials and Generation Z, who prioritize adventure over
amenities. The results suggest that enhancing product offerings, including di-
verse accommodations, cultural experiences, and unique natural attractions, is
key to improving the destination image and overall tourist satisfaction. Ad-
ditionally, the study reveals that tourist satisfaction mediates the relationship
between destination image and revisit intention, meaning that a positive image
alone does not directly lead to revisits. Instead, satisfaction derived from the
overall experience shaped by product offerings, cultural identity, and climate
determines revisit intention. To strengthen destination image and encourage
revisit intention, the study recommends expanding family friendly, star rated
hotels and diversifying tourism activities such as hiking, camping, and water
sports. Both the public and private sectors should collaborate on these initia-
tives, with government support playing a critical role in enhancing destination
competitiveness. These recommendations align with SDG 8 (Decent Work and
Economic Growth), SDG 11 (Sustainable Cities and Communities), and SDG
12 (Responsible Consumption and Production), promoting sustainable tourism,
creating jobs, and enhancing regional competitiveness through inclusive devel-
opment.
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1. INTRODUCTION
Tourism remains one of the world’s most dynamic economic sectors, contributing significantly to na-

tional development and local welfare. Many countries are shifting from resource based economies to tourism
driven growth, supported by increasing global travel demand and the rising importance of sustainable des-
tination management [1]. Indonesia, with its abundant natural and cultural assets, has positioned its Global
Geoparks as strategic tourism resources that support sustainable development, environmental conservation,
and community empowerment. However, despite their attractiveness, many Geoparks including the Ciletuh
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Palabuhanratu UNESCO Global Geopark have not yet achieved their optimal economic impact due to limited
repeat visitation and inconsistent visitor satisfaction levels.

Encouraging repeat visits is essential for sustainable destination competitiveness because returning
tourists reduce marketing costs, generate stable revenue, and strengthen long-term destination resilience [2, 3].
Post-visit behavior, particularly revisit intention, therefore becomes a critical area of study within sustainable
tourism research. Previous studies consistently show that tourist satisfaction is a dominant predictor of revisit
intention [4–7]. More recent evidence reinforces that satisfaction emerges when tourists perceive that their
experiences exceed expectations, creating emotional attachment and behavioral loyalty [8, 9].

Alongside satisfaction, destination image remains one of the strongest theoretical foundations ex-
plaining post-visit behavior. It encompasses tourists’ cognitive perceptions, emotional evaluations, and cona-
tive responses toward a place [10]. A positive image improves satisfaction and stimulates loyalty, including the
intention to revisit and recommend the destination to others. In branding literature, a strong and unique destina-
tion image is shaped through branding elements such as product offerings, cultural identity, climate suitability,
community interaction, and governmental support [11–13]. Although previous research has examined desti-
nation image and satisfaction, empirical understanding of how destination branding components jointly shape
these constructs, particularly within the context of UNESCO Global Geoparks in developing countries, remains
limited.

This study addresses that gap by empirically analyzing how destination branding influences destina-
tion image and tourist satisfaction, and how these elements subsequently affect revisit intention in the Ciletuh
Palabuhanratu Global Geopark. Unlike earlier studies that treat destination image as a direct determinant of
revisit intention, this research tests a mediated model, allowing a more comprehensive explanation of post visit
behavior. Methodologically, Partial Least Squares Structural Equation Modeling (PLS-SEM) is used because it
is well suited for complex relationships, mediated effects, and exploratory models commonly applied in tourism
studies [14, 15].

This research also supports several Sustainable Development Goals (SDGs), particularly SDG 8 (sus-
tainable economic growth through tourism), SDG 11 (sustainable cities and communities), SDG 12 (responsible
consumption and production), and SDG 17 (strengthening partnerships among stakeholders). Findings from
this study are expected to guide policymakers, Geopark administrators, and local tourism managers in design-
ing strategies that improve product offerings, strengthen destination branding, enhance tourist satisfaction, and
ultimately increase revisit intention ensuring long-term, sustainable Geopark development in Indonesia.

2. LITERATURE REVIEW
2.1. Conceptual Framework and Hypothesis Development

Branding is traditionally built on a strong identity consisting of product, organization, person, and
symbol dimensions [16, 17]. Destination branding involves creating visual identity, promoting consistent ex-
periences, building emotional connections, and reducing perceived risks [8, 18]. Recent studies also highlight
its role in sustainability and SDG related tourism development [3, 19]. Cultural attributes including local tradi-
tions, history, arts, and language remain core elements of destination identity and have consistently been shown
to influence destination image [20, 21].
H1: Culture positively influences destination image of Global Geopark destination.

Infrastructure contributes to place branding by enhancing tourists’ physical and affective experience
[22, 23]. It includes transportation, sanitation, safety, and digital connectivity. While classic studies emphasize
its importance, recent work shows mixed findings depending on destination type [24, 25].
H2: Infrastructure positively influences destination image of Global Geopark destination.

Product offerings accommodations, attractions, hospitality services, events, and natural features are
essential components of destination branding and significantly shape visitor perceptions [2, 26].
H3: Product offering positively influences destination image of Global Geopark destination.

People, or local residents, are recognized as destination ambassadors who can strengthen place identity
through hospitality and interaction with tourists [27, 28].
H4: People positively influences destination image of Global Geopark destination.

Climate and natural landscape are structural elements of a place that influence tourist experience and
destination image, particularly in nature-based tourism [29].
H5: Climate positively influences destination image of Global Geopark destination.
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The other antecedents of destination image is government intervention. The government suggests that
local government initiatives with support from the province can help build the destination brand. The state has
an essential role in encouraging tourism, in addition to welcoming travellers and investment, acknowledging
that tourism is one of the sectors essential for the development of the national economy. The government can
promote tourism as an additional market for trade, as proven by existing research, and local governments will
take it seriously [30, 31]. Active government support is of vital importance in destination management, and the
autonomy of local government is one of the vital aspects of successful marketing [32, 33]. The hypothesis of
the following discussion is induced from these findings:
H6: Government positively influences destination image of Global Geopark destination.

Destination image plays an important role in tourism because a positive image significantly influences
tourists’ intention to revisit [34, 35]. A good perception will increase tourist satisfaction, which in turn will
encourage loyalty and repeat visits [36, 37]. Satisfaction is defined as an emotional response that arises after
comparing perceived performance with expectations [38], and many studies have confirmed its strong relation-
ship with destination image. This study adopts the multidimensional concept of destination image including
cognitive, affective, conative, and unique components as established in previous studies. Visit image is also
recognized as a direct antecedent of revisit intention. This study measures revisit intention using the framework
of [39], which includes tourists’ willingness to return, recommend the destination to others, and commit time
and resources to repeat visits. Thus, the current study propose the following hypotheses:

Destination image plays a significant role in shaping satisfaction and revisit intention [3, 40]. A
positive image enhances satisfaction, which subsequently encourages loyalty and return visits.
H7: The destination image positively influence tourist satisfaction of Global Geopark.
H8: The destination image positively influence revisit intention to Global Geopark.

Tourist satisfaction reflects the emotional response derived from comparing expectations with actual
experience [41, 42]. Satisfied visitors tend to demonstrate loyalty behaviors, including revisiting and recom-
mending the destination [35].
H9: Tourist’ satisfaction positively influence revisit intention to Global Geopark.

3. RESEARCH METHOD
Data for this study were collected through a questionnaire survey administered to tourists visiting

the Ciletuh–Palabuhanratu Global Geopark between June and July 2024. A convenience sampling technique
was employed due to the absence of a complete sampling frame and the need to access visitors directly at the
destination. Although this method is practical for on-site tourism research, it may introduce selection bias, and
therefore the findings should be interpreted with caution regarding generalizability.

A minimum sample size of 188 respondents was required based on the minimum R-Square approach
recommended for PLS-SEM [43]. A total of 274 valid responses were obtained. Before the structural analysis,
an instrument test was conducted, resulting in the removal of nine invalid indicators to ensure reliability and
validity. All items were measured using a five-point Likert scale (1 = strongly disagree, 5 = strongly agree).

Partial Least Squares Structural Equation Modeling (PLS-SEM) was applied using SmartPLS 3.0.
PLS-SEM was selected because it is well-suited for predictive models, theory development, non-normal data,
and complex frameworks involving multiple constructs and mediating relationships. Recent tourism and brand-
ing studies also highlight PLS-SEM as a robust analytical approach for understanding behavioral intention and
post-visit outcomes

4. RESULT AND DISCUSSION
This study included 274 respondents, comprising 152 males and 122 females. Respondents’ were

categorized in four generational cohorts: Generation Z (15–27 years, N = 120), Millennials (age 28–43, N =
116), Generation X (age 44–59, N = 32), and Baby Boomers (age 60–70, N = 6). Most of the respondents
(49%) work in the public and private sectors. Students comprised 29% of the sample, 10% were unemployed,
and 18% reported other occupations such as part-time jobs. There were 34% of monthly income measures
that were less than IDR 1,500,000, 10% ranged between IDR 1,500,000 - IDR 2,500,000, 14% between IDR
2,500,000 - IDR 3,500,000, and 42% were more than IDR 3,500,000 (IDR = Indonesian Rupiahs). Most of the
respondents were domestic tourists. This study using PLS-SEM was used to analyze the data. Performing the
reflective measurement model evaluations, the initial criteria to be used is to assess the reliability and validity
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of the measurements So, as Table 1 shows, the loading values of all factors exceed the recommended threshold
of 0.70, and the Average Variance Extracted (AVE) values for each construct are greater than 0.5. This means
that our indicators can be trusted to have uniform meaning, and Table 1 also gives Cronbach’s alpha (σ) and
Composite Reliability (CR) values for each construct. Both exceed 0.70, demonstrating that the constructs
meet the requirements of internal consistency and are considered reliable [44].

Table 1. Measurement Model Assessment Result
Construct & Measure item Construct Validity Construct Reliability R2

Loading
Factor

AVE* α* CR*

Culture (CU) 0.710 0.898 0.924
Preservation of cultural heritage sites 0.845
Diversity of arts as creative culture 0.872
Preserved traditions (e.g., farming practices, sea rit-
uals)

0.881

Frequency of cultural festivals held 0.790
Preservation of traditional house architecture in her-
itage villages

0.822

Infrastructure (INF) 0.731 0.954 0.961
Adequate public restroom facilities 0.863
Availability of prayer facilities (e.g., mosques) 0.871
Availability of trash bins 0.894
Tourist spots are kept clean from litter 0.856
Homeless-free tourism zones 0.858
Accessible and fast internet connectivity 0.831
Well-maintained roads to tourist spots 0.812
Adequate public transportation to the Geopark area 0.863
Clear and adequate signage within the Geopark area 0.847
Product Offering (PO) 0.652 0.940 0.949
Diverse options of star-rated hotels 0.843
Variety of accommodation options 0.759
Various resort options available 0.804
Nearby accommodations are of good quality 0.862
Cultural traditions in the Geopark are appealing 0.859
Natural beauty of the Mega Amphitheater landscape 0.730
Scenic beaches within the Geopark area 0.752
Other geological attractions (e.g., sea caves, geysers) 0.808
Variety of traditional Palabuhanratu foods as sou-
venirs

0.867

Natural & pristine landscape views surpass other des-
tinations

0.777

Climate (CN) 0.772 0.852 0.910
Stable climate (not too hot or cold) 0.862
Preserved biodiversity within the Geopark 0.901
Outdoor tourism activities align with local climate 0.873
People (P) 0.771 0.849 0.909
Friendly local community 0.762
Ease of communication between locals and tourists 0.948
Hospitable attitudes of locals toward tourists 0.913
Government (GOV) 0.888 0.875 0.941
Government organized promotional events 0.933
Continuous governmental support for tourism activi-
ties

0.951
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Destination Image (DI) 0.793 0.913 0.939 0.709
Cognitive image 0.872
Affective Image 0.892
Conative Image 0.894
Unique Image 0.903
Tourist Satisfaction (TS) 0.793 0.934 0.950 0.694
Experience exceeded expectations 0.886
Visiting the Geopark was a wise decision 0.937
Time and effort invested were worthwhile 0.913
Expenses incurred were justified by the experience 0.869
Revisit Intention (RI) 0.863 0.920 0.950 0.449
Intention to revisit in the future 0.920
Will recommend to friends and family 0.939
Willingness to invest time and money to revisit 0.928

*AVE (Average Variance Extracted); α (Cronbach’s alpha); CR (Composite Reliability)

The Fornell-Larcker criterion was used to ensure the discriminant validity of the test. According to
this criterion, each latent construct should be greater than its correlation with any other construct [45]. As
shown in Table 1, all constructs comply with this rule. Therefore, we concluded that each latent variable meets
our tests for discriminant validity requirements [46].

Table 2. Discriminant Validity Fornell Larcker
CU CN DI GOV INF P PO RI TS

CU 0.843
CN 0.440 0.879
DI 0.702 0.583 0.890

GOV 0.671 0.323 0.498 0.942
INF 0.658 0.450 0.568 0.604 0.855

P 0.460 0.626 0.537 0.456 0.449 0.878
PO 0.771 0.512 0.798 0.692 0.639 0.505 0.807
RI 0.452 0.285 0.590 0.363 0.340 0.410 0.462 0.929
TS 0.638 0.426 0,833 0.459 0.494 0.559 0.679 0.667 0.891

Table 2 demonstrates strong discriminant validity based on the Fornell–Larcker criterion, which re-
quires that each construct’s square root of the AVE be higher than its correlations with other constructs. In this
study, all diagonal values such as Culture (0.843), Climate (0.879), Destination Image (0.890), Government
Support (0.942), Infrastructure (0.855), People (0.878), Product Offering (0.807), Revisit Intention (0.929),
and Tourist Satisfaction (0.891) are greater than the corresponding off-diagonal coefficients [47]. This indi-
cates that each construct shares more variance with its own measurement items than with other variables in the
model [48].

These results provide strong empirical support for the discriminant validity of the measurement model
[49]. The clear separation among constructs shows that each latent variable represents a distinct theoretical
domain and does not overlap excessively with others [50]. This confirms that the model is conceptually sound
and that the constructs are reliably capturing unique dimensions within the overall structural framework [51].

Table 3. Result of Hypothesis Testing
Direct Hypothesis Std β Value t Value p Values Result
CU → DI (H1) 0.228 3.667 0.000 Supported
INF → DI (H2) 0.031 0.618 0.537 Not Supported
PO → DI (H3) 0.597 9.692 0.000 Supported
CN → DI (H4) 0.159 2.889 0.004 Supported
PEOPLE → DI (H5) 0.101 1.727 0.085 Not Supported
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GOV → DI (H6) -0.185 2.764 0.006 Supported
DI → TS (H7) 0.833 41.447 0.000 Supported
DI → RI (H8) 0.590 1.055 0.292 Not Supported
TS → RI (H9) 0.576 6.221 0.0 Supported

Table 3 presents the results of hypothesis testing using PLS-SEM, displaying the t-values and p-values
for each hypothesis [52]. Hypothesis H1 (Culture → Destination Image) and H3 (Product Offering → Desti-
nation Image) show significant results, with t-values above the threshold and p-values below 0.001, indicating
a strong positive influence. Similarly, H4 (Climate → Destination Image) also demonstrates significance with
a p-value of 0.004. However, H2 (Infrastructure → Destination Image) and H5 (People → Destination Image)
were not supported, as their p-values exceed 0.05, suggesting no significant impact on destination image in the
context of this Geopark study.

Figure 1. Structural Model Coefficient Result

Figure 1 illustrates the structural model’s coefficient results, revealing the relationships between key
variables, including culture, infrastructure, product offering, people, climate, government, destination image,
tourist satisfaction, and revisit intention. The model shows that Culture (β = 0.228, t = 3.667, p = 0.000) and
Product Offering (β = 0.597, t = 9.692, p = 0.000) significantly influence Destination Image, which in turn has
a strong positive impact on Tourist Satisfaction (β = 0.833, t = 41.447, p = 0.000), leading to Revisit Intention
(β = 0.576, t = 6.221, p = 0.000). However, Infrastructure (β = 0.031, p = 0.537) and People (β = 0.101, p
= 0.085) show weaker or insignificant effects on Destination Image. These findings highlight the importance
of enhancing tourism products and experiences to improve destination perceptions and satisfaction, which
directly influence tourists’ likelihood to return. The results also emphasize the significant role of government
support (β = -0.185, p = 0.006) in promoting the destination. These insights are crucial for tourism managers
and policymakers, guiding them to focus on sustainable tourism by prioritizing investments in diverse, high-
quality tourism products and infrastructure, particularly for younger, adventure-seeking tourists. This aligns
with SDG 8 (Decent Work and Economic Growth), SDG 11 (Sustainable Cities and Communities), and SDG
12 (Responsible Consumption and Production), underlining the need for government involvement in fostering
sustainable tourism that drives regional economic development and creates jobs.
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5. MANAGERIAL IMPLICATIONS
The findings of this study provide crucial insights for tourism managers, policymakers, and destina-

tion marketers, especially in the context of sustainable tourism. Specifically, destination branding elements such
as culture, product offerings, climate, and government support are significant factors shaping the destination
image of the Ciletuh-Palabuhanratu Global Geopark. Cultural preservation, including heritage sites and tradi-
tional festivals, plays a key role in enhancing the destination’s appeal. This implies that investments in cultural
tourism can strengthen the brand image of Geoparks and improve tourist satisfaction. Furthermore, the study
highlights that diverse tourism products such as unique geological sites, accommodation options, and local
culinary experiences are critical in shaping a positive destination image, contributing to higher tourist satisfac-
tion and revisit intention. Government support through promotional efforts and tourism development initiatives
also plays a vital role in building the destination’s brand image. These insights suggest that policymakers
and Geopark administrators should prioritize cultural preservation, product diversification, and collaborative
government efforts to enhance the region’s competitiveness in the tourism market.

Moreover, this research aligns with SDG 8 (Decent Work and Economic Growth) by showing how
destination branding and tourism development can drive regional economic growth, particularly through job
creation and local entrepreneurship in the tourism sector. The findings also resonate with SDG 11 (Sustainable
Cities and Communities) by emphasizing the importance of cultural preservation and sustainable tourism prac-
tices that foster community well-being and resilience. By investing in sustainable tourism infrastructure and
product offerings, tourism can become a tool for inclusive economic development in the region. Furthermore,
the study supports SDG 12 (Responsible Consumption and Production) as it highlights the need for sustainable
practices in tourism, ensuring that environmental preservation is integrated into tourism management strategies.
Lastly, the study contributes to SDG 17 (Partnerships for the Goals) by underscoring the role of government
collaboration with local stakeholders to develop and promote sustainable tourism initiatives that benefit both
the environment and the local economy. By fostering partnerships between local communities, governments,
and businesses, the Geopark can achieve long-term sustainability and enhance its appeal as a tourist destination.

6. CONCLUSION
This study highlights the significant influence of destination branding elements such as culture, cli-

mate, product offerings, and governance on the formation of destination image. It reveals that infrastructure
and people have less impact, which may be attributed to the nature-based appeal of Geopark destinations,
particularly attracting younger generations like Millennials and Generation Z who prioritize outdoor adven-
tures over amenities. These findings suggest that enhancing the product offerings such as diverse lodging
options, cultural experiences, and unique attractions is key to improving destination image and overall tourist
satisfaction.

Moreover, the study underscores the role of tourist satisfaction as a mediating factor between desti-
nation image and revisit intention, indicating that a positive destination image alone does not directly translate
into tourists’ intentions to revisit. Instead, it is the satisfaction derived from the overall experience shaped by
product offerings, cultural elements, and climate that influences this behavior.

To strengthen the destination image and encourage revisit intention, the study recommends sev-
eral practical steps. Expanding accommodations to include family-friendly, star-rated hotels and diversify-
ing tourism activities such as hiking, camping, and water sports are essential for attracting a wider range of
tourists. Both public and private sectors should collaborate in these initiatives, also focusing on government
support through events and strategic information centers. These recommendations are directly aligned with the
goals of SDG 8 (Decent Work and Economic Growth), SDG 11 (Sustainable Cities and Communities), and
SDG 12 (Responsible Consumption and Production), as they aim to create jobs, promote sustainable tourism,
and enhance destination competitiveness through thoughtful, inclusive development.
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