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Abstract. This systematic review examines the influence of consumer demographic factors 
on the development of tourism-related businesses and revisit intentions within Indonesian 
attractions. A comprehensive search strategy was employed to extract relevant studies from 
key databases, adhering to defined inclusion criteria. The analysis revealed intricate 
relationships between demographic determinants such as age, income, gender, and occupation, 
and business performance indicators across notable tourist destinations in Indonesia, 
including Bali, Yogyakarta, and Jakarta.  

Furthermore, the findings demonstrated the significant impact of these demographic 
variables on tourists' propensity to revisit destinations, mediated by factors like service quality 
and customer experience. This review contributes valuable insights for tourism stakeholders, 
policymakers, and academics, highlighting the importance of demographic segmentation in 
tailoring marketing strategies, services, and overall experiences to foster business growth and 
encourage repeat visitation in Indonesia's diverse tourism landscape. 

Keywords: Consumer Demographics; Tourism; Marketing; Business Development; Revisit 
Intentions; Indonesia; Systematic Review. 
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1. Introduction 
Tourism plays an important role in the global economy, especially in developing countries like 

Indonesia, where this industry contributes 3.8% to Indonesia's GDP with a tourism foreign exchange 
value until September 2023 of 10.46 billion dollars. The World Travel and Tourism Council (WTTC) 
estimates the travel and tourism sector's contribution to the world economy to reach US$9.5 trillion in 
2023. This figure is only 5% below pre-pandemic or 2019 levels when travel was at its peak. the highest. 
It has been recorded that 34 countries have exceeded their 2019 levels. By strategically improving the 
quality of the tourism business and increasing the intention to visit repeatedly among tourists, rural and 
urban communities in Indonesia can experience increased levels of economic prosperity. Understanding 
tourist demographics remains critical to achieving sustainable growth, and this research seeks to 
uncover the correlation between various demographic factors and tourists' propensity to revisit certain 
tourist attractions. (Pradhan et al., 2023). 

Indonesia is a remarkable case study due to its diverse ecosystems, rich culture, and magnificent 
landscapes that include pristine beaches, lush tropical forests, and awe-inspiring volcanoes. These 
elements make the archipelago a popular destination for international and domestic tourists alike, 
offering a unique opportunity to analyze various factors that influence their travel behavior. An in-depth 
exploration of the relevant literature materializes the gap that exists in the relationship between 
consumer demographics and recurring visit intentions in the context of Indonesian tourism (Ferronato 
et al., 2024; J. M. Lee et al., 2021) (Pham & Nugroho, 2022). As a result, the present paper endeavors 
to address these challenges and bring forth a better understanding of the subject matter.  

One of the critical objectives of this research is to identify the demographic profiles of tourists 
visiting Indonesian tourist destinations and to examine the influence of demographic factors on tourists' 
intentions to revisit these destinations." This analysis involves examining the role of age, income, 
education, and marital status in determining the likelihood of tourists' visit recurrence intentions 
Etheredge et al., 2024; Ferronato et al., 2024; Sun et al., 2022; Susanto et al., 2024; Szőllős-Tóth et al., 
2024). 

Furthermore, the research considers the importance of service quality and customer experience as 
factors that, combined with demographic variables, may lead to increased instances of revisit intentions. 
These considerations provide a more holistic understanding of the trends shaping visit recurrence in 
Indonesian tourism. In order to ensure a comprehensive and well-rounded analysis, the paper employs 
a persuasive methodology that incorporates robust data collection and sampling techniques. The 
deliberate process of stratification and appropriate control of demographic segments foster a more 
equitable representation of the various factors that contribute to the development of businesses in the 
tourism industry and the propensity for tourists to revisit locations (Gaetjens et al., 2023;He & Zhou, 
2024; Hsu, 2024) As an academically rigorous study, the paper's findings provide compelling evidence 
for the connection between consumer demographic factors and visit recurrence intentions in Indonesia. 
Moreover, this research adds to the existing knowledge of tourism by examining the Indonesian context 
specifically, an underexplored area within the broader tourism literature (Kodom-Wiredu et al., 2022)  

Despite its already extensive contribution to the subject matter, there is still room for expansion. 
One possible area for future research could be to examine the marketing strategies adopted by tourism 
operators and local businesses, as well as policy recommendations for regional and national tourism 
boards. Additionally, subsequent studies could delve into the effects of more nuanced consumer 
demographic and psychographic factors, which may provide even more in-depth insights into the 
underlying causes of visit recurrence intentions in Indonesian tourism (Elfiondri et al., 2021;Sánchez-
Amboage et al., 2024; Stângaciu et al., 2024; Sun & Chen, 2024). In addition, this paper brings forward 
a crucial contribution to tourism research by delving into the impact of demographic factors on the 
development of businesses in Indonesian tourist spots and their influence on visit recurrence intentions. 
The comprehensive analysis presented throughout provides significant insights into the key factors that 
shape tourism behavior, adding valuable knowledge to the body of literature on this subject and creating 
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a foundation from which further studies may be developed to ensure sustainable growth for Indonesia's 
vibrant tourism industry (Chee et al., 2019; Susanto et al., 2020). 

Based on the background and previous exposure then primary objectives of this study are: 
1. To identify the demographic profiles of tourists visiting Indonesian tourist destinations. 
2. To examine the influence of demographic factors on tourists' intentions to revisit these 

destinations." 
3. The introduction could benefit from a more concise and focused overview of the paper's 

structure and organization. This would help guide the reader through the different sections and 
improve the overall flow of the paper. 

 

2. Literature Review 
2.1.  Influence of Demographics on Tourism Business Development 

The tourism industry's growth and success in today's competitive global market hinge upon 
understanding and leveraging consumer demographics effectively. In recent years, researchers have 
recognized the significant role that demographic factors play in shaping the marketing and strategic 
development efforts within the tourism sector. This paper aims to explore the various dimensions of 
demographic influence on tourism business development, drawing upon an extensive range of studies 
that shed light on the ways in which these demographic factors affect tourists' preferences, destination 
choices, and spending habits (Hack-Polay et al., 2022). 

 
Importance of Tailored Marketing 
Research has revealed that tailored marketing campaigns targeting specific audience demographics 

can play a critical role in driving favorable results. According to Dolnicar et al. (2017) instance, stress 
the need for understanding and capitalizing on target audience characteristics, including age, income, 
and education. By focusing marketing efforts on catering to the preferences apparent within distinct 
demographic groups, tourism businesses stand a better chance of capturing the audience's attention and 
ultimately promoting their destinations more effectively (Aquino, 2022;Wu, 2024; Zheng, 2024) 

 
Demographic Factors Influencing Destination Choices 
The existing literature highlights that demographic factors significantly influence tourists' choice 

of destination. For instance, Narayan et al. (2021) found that age affects tourists' preferences and 
expectations from a holiday, often determining the locations they find most appealing. Similarly, Slamet 
et al. (2022) & Tambunan et al., (2024) emphasize that tourists' income levels play a crucial role in 
shaping the desirability of a destination. Higher-income tourists are more likely to favor luxurious 
vacations in upscale locales, whereas budget-conscious tourists may seek destinations that offer 
affordable yet valuable experiences. Additionally, education levels also shape tourists' interests; more 
highly educated individuals tend to be drawn to culturally or historically significant destinations 
(Suhartanto et al., 2021) 

 
Demographic Factors Influencing Duration of Stay and Spending Habits 
Research has also established strong links between demographic factors and the length of tourists' 

stays and their spending patterns during these trips. For instance, Tsai, (2017) found that different age 
groups exhibit entirely different behaviors when it comes to the duration of their vacations. Younger 
tourists may be more inclined to take short, weekend getaways, while older tourists might prefer longer, 
more leisurely trips. Additionally, budgetary constraints and purchasing power could also play a role in 
determining tourists' spending habits. Those with higher incomes are often found to engage in more 
discretionary spending while on vacation, compared to tourists on limited budgets Brush & Soutar, 
(2022). 
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Implications for the Tourism Industry 
Understanding the nuanced ways in which demographics shape tourist behavior and preferences is 

crucial for the tourism industry's growth and development. By acknowledging the role of these factors, 
businesses and destination managers can enhance their marketing and strategic planning efforts by: 
1. Developing marketing campaigns that target specific demographic segments, thereby increasing the 

likelihood of capturing the intended audience's interest (Slamet et al., 2022). 
2. Aligning destination offerings with the preferences and expectations of different demographic 

groups (Aquino, 2022; Hack-Polay et al., 2022). This could mean promoting adventure tourism and 
nightlife to attract younger tourists or emphasizing cultural and historical elements that may 
resonate with a more educated segment. 

3. Taking into account how demographic factors influence the duration of stays and spending habits, 
tourism businesses can optimize their offerings and pricing strategies to attract a wider array of 
tourists with varying income levels and preferences (Chee et al., 2019; Elfiondri et al., 2021) 
In addition, Sánchez-Amboage et al., (2024) supposed to the demographic factors have emerged as 

key drivers of tourism business development, influencing everything from marketing and strategic 
decision-making to the ultimate success of a destination. By understanding and leveraging these factors, 
the tourism industry can capitalize on their potential by appealing to diverse demographics and, in turn, 
fostering growth and the sustainability of destinations around the world (Allahham et al., 2024). 

2.2. Determinants of Repeat Visitation: The Interplay of Demographic Factors and 
Destination Loyalty 

The tourism industry has long prioritized understanding the underlying drivers of repeat visitation 
and fostering destination loyalty among travelers (Szőllős-Tóth et al., 2024). A growing body of 
research has explored the determinants of repeat visits and the demographic elements influencing 
tourists' intentions to return to a destination. This paper provides a comprehensive examination of the 
literature, analyzing various authors and studies that offer insights into the complex relationship 
between demographics, satisfaction, and revisit intentions, with a particular focus on human preferences 
(Ferronato et al., 2024). 

2.3. The Role of Satisfaction in Revisit Intentions 
It is widely accepted within the tourism literature that satisfaction plays a significant role in 

determining repeat visitation. In his seminal study, Kim et al., (2016) stressed the importance of 
satisfaction as a primary driver of tourists' intentions to revisit a destination. This finding has been 
supported by subsequent research, such as that conducted by Pradhan et al., (2023) who asserted that 
the satisfaction derived from a tourist's initial visit is a critical influence on their decision to return. 

The satisfaction tourists experience can stem from various aspects of their stay, such as destination 
attractiveness, service quality, accommodation standards, or accessibility. These factors create an 
overall impression that impacts a tourist's evaluation of their holiday experience. Positive evaluations 
result in satisfaction and subsequent loyalty, while negative evaluations lead to dissatisfaction and an 
unwillingness to return (Duignan et al., 2023; Wu, 2024; Zheng, 2024)  

Interconnection Between Demographics and Repeat Visitation 
Although satisfaction has been determined to be a crucial factor in revisit decisions, the influence 

of demographic characteristics cannot be overlooked. Kim et al., (2016) demonstrated that demographic 
factors such as age, education level, and income are significantly correlated with revisit intentions. 
Tourists of an older age, higher income, and higher education level were found to be more likely to 
return to a destination.  

These associations between demographics and revisit intentions can be partly attributed to the 
differing preferences, priorities, and behaviors that different demographic groups display(Ferronato et 
al., 2024). For example, older tourists may be drawn to the familiarity and comfort that a previously 
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visited destination provides, while highly educated tourists may be more demanding in terms of seeking 
unique cultural experiences and historical sites, which could contribute to their revisit decisions (Chen 
et al., 2018). 

2.4. Strategies to Foster Repeat Visitation Among Diverse Demographics 
Given the multifaceted relationship between demographic factors, satisfaction, and revisit 

intentions, the literature suggests several practical strategies that the tourism industry can leverage to 
encourage repeat visitation among diverse demographics (Szőllős-Tóth et al., 2024). By tailoring 
experiences and marketing efforts to align with the specific preferences and needs of different 
demographic groups, tourism businesses can enhance visitor satisfaction and foster greater destination 
loyalty (Ferronato et al., 2024): 

Enhancing Satisfaction with Destination Offerings and Services 
As satisfaction is a central determinant of destination loyalty, businesses and destination managers 

should prioritize delivering a satisfying experience for tourists across the spectrum of demographic 
groups. This may involve better catering to the preferences of specific demographic segments, such as 
older tourists seeking familiarity or higher-educated tourists seeking culturally enriching experiences 
(Pham & Nugroho, 2022). 

Personalization of Travel Experiences 
Personalizing the travel experience is another approach that can help foster repeat visitation. 

Catering to the unique needs of different demographics can increase their satisfaction and loyalty, 
thereby enhancing the likelihood of their return (Wijaya & Furqan, 2018). For instance, this can involve 
offering tailored tours, creating targeted marketing communications, or designing specific packages that 
cater to particular demographic groups. 

Continuous Improvement and Adaptation 
Tourism businesses must regularly evaluate their offerings, services, and overall destination 

experience to ensure that they continue to meet the evolving needs and preferences of tourists across 
various demographic segments. Being attuned to the changing demands of tourists can help businesses 
adapt their strategies accordingly, thereby maintaining high levels of satisfaction and fostering repeat 
visitation (Garrod & Nicholls, 2022).  

The interconnection between demographic factors and the determinants of repeat visitation is a 
complex yet crucial aspect for the tourism industry to understand. By recognizing the importance of 
satisfaction, addressing the unique preferences of diverse demographic groups, and adopting strategies 
that cater to these variations and needs, tourism businesses can more effectively foster destination 
loyalty and encourage repeat visitation. The literature clearly underscores the need for tourism 
businesses to consider both the satisfaction and demographic elements in their long-term planning, as a 
strong focus on these factors will ultimately lead to sustained growth and success in the competitive 
global tourism market (Lee et al., 2023). 

2.5. Tourism Business Development and Revisit Intentions in Indonesia: The Role of 
Demographics and Destination Loyalty 

Tourism plays a pivotal role in Indonesia's economy, and understanding the demographic dynamics 
of tourists is crucial for businesses operating in this sector. A comprehensive understanding of the 
relationships between demographic factors, tourist behavior, and revisit intentions can help Indonesian 
businesses tailor their services more effectively to cater to varying preferences among travelers. This 
paper aims to explore the role of demographics in tourism business development in Indonesia and the 
implications of these demographic characteristics on destination loyalty and repeat visitation intentions 
(Sun et al., 2022). 

The Significance of Demographics in Understanding Tourist Behavior 
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Tourists' demographic factors, such as age, education, income, and cultural background, can shape 
their preferences, destination choices, and behaviors (G. Chen et al., 2023). By examining these 
demographic characteristics, Indonesian tourism businesses can better understand their target market 
and develop strategies that cater to the specific needs and wants of various tourist segments. This 
understanding can lead to the creation of more satisfying tourism experiences, which in turn increases 
the likelihood of repeat visitation. 

The Indonesian Tourism Market: Key Demographic Factors 
The Indonesian tourism market is diverse, attracting tourists from various continents and socio-

economic backgrounds. Key demographic factors influencing tourists' preferences and behaviors in 
Indonesia include (Susanto et al., 2020; Tajeddini et al., 2017): 

a. Age: Travel preferences change as tourists age, with older travelers generally seeking comfort and 
familiarity as opposed to adventure and nightlife, which might be more popular among younger 
tourists. 

b. Education: Tourists with higher levels of education could display a greater interest in Indonesia's 
cultural and historical offerings, seeking immersive and intellectually stimulating experiences. 

c. Income: High-income tourists may be inclined to seek luxury accommodations and experiences in 
Indonesia, while budget-conscious tourists might opt for economical travel options. 

d. Culture: Tourists from different cultural backgrounds may have varying expectations and 
preferences when it comes to their travel experiences in Indonesia. For example, Halal tourism 
tailored to Muslim travelers is a growing segment within Indonesian tourism. 
Demographics and Revisit Intentions: The Indonesian Context 
As with the broader tourism literature, the relationship between demographics and revisit intentions 

is of vital importance in the Indonesian context. Huang & Hsu (2009) stress the importance of 
understanding these relationships to enable Indonesian tourism businesses to craft more targeted and 
effective services. 

Demographics play a critical role in shaping tourists' satisfaction, which is a significant determinant 
of destination loyalty and revisit intentions, as evidenced by Meiliana et al., (2017)) and Gerungan & 
Chia, (2020). Indonesian tourism businesses can leverage this understanding by examining specific 
demographic segments' preferences and tailoring their offerings and marketing communications 
accordingly. 

Strategies to Encourage Revisit Intentions Among Tourists in Indonesia 
By examining the impact of demographic factors on revisit intentions in the Indonesian context, 

tourism businesses can adopt various strategies to increase destination loyalty and repeat visitation: 
1. Addressing the Diverse Preferences of Tourists: Catering to the unique preferences and 

expectations of tourists from different age groups, income levels, and cultural backgrounds can 
help create more satisfying experiences, positively impacting revisit intentions (Guachalla & 
Gledhill, 2019) 

2. Personalization of Services: Tailoring tourism products and services to cater to the specific needs 
of distinct demographic segments can enhance tourists' satisfaction and increase the likelihood of 
their return (Hasanah et al., (2020) Examples include developing family-friendly packages for 
families, luxury experiences for high-income tourists, or culturally appropriate Halal tourism 
offerings for Muslim travelers. 

3. Promoting Local Culture and Heritage: Showcasing Indonesia's unique cultural, historical, and 
natural attractions could position the country as a must-visit destination for tourists with varying 
demographic backgrounds, particularly those seeking culturally enriching or educational 
experiences (Cahyadi & Newsome, 2021). 

4. Continuously Improving and Adapting Offerings: Regularly evaluating and updating tourism 
products, services, and overall destination experience ensures that these offerings align with the 
changing preferences and demands of tourists across different demographic segments (Cole, 2017). 
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The tourism industry in Indonesia is diverse, dynamic, and crucial to the country's economy. By 
understanding the relationships between demographics, tourist behavior, and revisit intentions, 
Indonesian tourism businesses can create more targeted and effective customer experiences, ultimately 
fostering destination loyalty and encouraging repeat visitation. The key to success lies in understanding 
the unique needs and preferences of a wide range of demographic groups and continuously adapting to 
Thailand's evolving tourism landscape to offer gratifying encounters that ultimately result in sustained 
growth and long-term success. 

  

3. Research Methodology 
Research on consumer demographics plays a pivotal role in understanding the dynamic trends 

shaping the tourism industry. To determine the effects of customer demographics on Indonesian tourism 
businesses and repeat visitation intentions, this study employed a robust systematic review methodology. 
This study focused on dissecting the existing literature to extract relevant evidence and to uncover 
patterns or discrepancies that could aid in shaping future policies and strategies. To appraise article 
quality, this study adapted a critical appraisal tool suitable for the nature of the review and its specificity 
to demographics and tourism. This quality appraisal tool helped determine the methodological validity 
of the studies, allowing a fair judgment on their findings. 

Thus, this study ensured this study research anchored on a meticulous, rigorous, and transparent 
process (Hasanah et al., 2020; A. Zhang et al., 2023). 

3.1. Defining the Criteria for Inclusion and Exclusion 
In line with the objective of ensuring the precision and relevance of the study, the first step in this 

study systematic review involved establishing clear criteria for inclusion and exclusion of studies. These 
criteria were centered on the relationship between consumer demographics and its impact on tourism-
related businesses and repeat visitation intention in Indonesia (Hsu, 2024; Hussein et al., 2024). The 
inclusion criteria comprised empirical studies published in reputable peer-reviewed journals or reports 
from government agencies and reputed tourism organizations. Additionally, this study considered 
articles published in English and Indonesian from the last ten years to ensure the relevance and 
contemporariness of the information (Nisha & Cheung, 2022; Pradhan et al., 2023). On the other hand, 
this study excluded studies that were not specifically linked to consumer demographics or tourism in 
Indonesia. This study likewise dismissed opinion pieces, articles without empirical backing, non-peer-
reviewed articles, and articles which were solely commentary or conjecture based (Allahham et al., 
2024; Hsu, 2024; Hussein et al., 2024; Zheng, 2024) . 

3.2. Identification and Retrieval of Existing Research 
After the inclusion and exclusion criteria were defined and refined, a systematic search for relevant 

studies began. Multiple electronic databases such as EBSCO, ScienceDirect, ProQuest, Google Scholar, 
and JSTOR were explored using pertinent keywords, including "consumer demographics," "tourism in 
Indonesia," "business on tourism spots," and "revisit intentions." This study deployed Boolean operators 
"OR," and "AND," to maximize the breadth of the search. Following this, this study complemented the 
electronic search with hand-searching key tourism and marketing journals and scanned the reference 
lists of the selected studies for further possible studies not captured during the primary search. This 
study gathered all potentially relevant studies, after which duplicates were removed, leading to a 
collation of unique articles for evaluation against this study inclusion criteria (Gil-López et al., 2023; 
Wu, 2024). 

3.3. Screening and Quality Appraisal 
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Each sourced study was then subjected to a rigorous screening process. Initially, this study assessed 
the relevance of each study based on its title and abstract. If a study seemed to meet the inclusion criteria, 
this study proceeded to a full-text review for further verification. Subsequently, to appraise article 
quality, this study adapted a critical appraisal tool suitable for the nature of the review and its specificity 
to demographics and tourism. This quality appraisal tool helped determine the methodological validity 
of the studies, allowing a fair judgment on their findings. Articles that did not meet the quality criteria 
were excluded (Narayan et al., 2021). 

3.4. Data Extraction and Synthesis 
From the remaining included studies, data were methodically extracted using a standardized form. 

Information such as publication details, study design, sample size, demographic variables, tourism spot, 
findings regarding the associations between demographics and business/revisits, and potential 
confounding factors were systematically extracted (Meiliana et al., 2017). This study synthesized this 
data narrative-wise, focusing on key thematic areas that emerged from the individual studies. Through 
these themes, this study began to identify patterns and differences across studies about the relationships 
between consumer demographics, the development of business on tourism spots, and recurring visit 
intentions in Indonesia(Etheredge et al., 2024). 

3.5. Addressing Publication Bias 
As a part of the systematic review process, addressing potential publication bias was of paramount 

importance. This study applied the funnel plot technique to detect possible skewedness in the selection 
of included studies due to publishing bias. This methodology helped ensure that this study findings were 
not predominantly based on studies with significant results, maintaining the impartiality of this study 
conclusions (Sun & Chen, 2024). 

3.6. Interpretation and Reporting 
Finally, this study collated, summarized, and reported the findings in a manner coherent with the 

PRISMA (Preferred Reporting Items for Systematic Reviews and Meta-Analyses) guidelines. This 
study ensured to communicate the nuances and variety present across studies, highlighting the areas 
where consensus was evident and where significant discrepancies arose. This systematic review served 
as a vehicle to explore and discuss the current landscape of the relationship between consumer 
demographics and the development of business on tourism spots and recurring visit intentions in 
Indonesia (Hermawati et al., 2020). Through this detailed and methodical approach, this study aim to 
provide valuable and nuanced insights into the Indonesian tourism industry, drawing from the broad 
array of studies examined. This study findings aim to be of value to both tourism professionals and 
future scholars, providing both evidence-based guidelines for current practice and a robust foundation 
for further research. 

 

4. Discussion 
The results of this comprehensive research paper provide illuminating insights that identify and 

underscore compelling correlations between various consumer demographics and the propensity to 
revisit tourism destinations(He & Zhou, 2024). Notably, factors including age, income, education, and 
marital status have been demonstrated to play a fundamental role, while quality services and customer 
experience have emerged as critical drivers of business development and recurring visit intentions. This 
unfolding heterogeneity elucidates previous results in tourism research that could have diverse 
implications for the development and execution of business strategies in the tourism sector (Gerungan 
& Chia, 2020). 
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4.1. Identifying the Demographic Profile of Determinants of Repeat Visits 
Carving a niche in the global tourism market requires a deep understanding of the prevailing 

consumer demographics. This comprehension translates not only into the ability to attract a variety of 
tourists but also sustains their interest in repeated visits (Cahyadi & Newsome, 2021). The research 
findings reveal that age, income, education, and marital status of consumers are pivotal in shaping their 
decision to revisit a particular destination. Tourist destinations that are mindful of these key 
demographic factors and accordingly align their offerings can potentially maximize their appeal, and 
enhance the frequency of revisit (Cole, 2017). 

Age, for instance, can influence the preferences as younger tourists may be drawn towards 
adventure sports and nightlife while older visitors might prefer more relaxed, cultural or nature-based 
attractions(Szőllős-Tóth et al., 2024; Zheng, 2024). Income levels, on the other hand, could determine 
the tourism products and services one can afford, with high income individuals likely drawn towards 
luxury offerings, and budget travelers more inclined towards affordable, value-oriented experiences. 
Moreover, tourists' education levels could shape their interests, with highly educated individuals 
potentially being more attracted towards culturally and historically significant sites(Stângaciu et al., 
2024; Sun & Chen, 2024). Lastly, marital status plays a defining role. Couples or families may seek 
destinations that offer engaging activities for all members, while single tourists might lean towards more 
individualistic or social experiences (Ribeiro et al., 2023; X. Zhang & Tavitiyaman, 2022). By 
understanding and addressing these key demographic variables, businesses can cater to diverse needs 
and enhance the appeal of their destinations, thereby increasing revisit intentions and improving their 
own sustainability and growth prospects (He & Zhou, 2024; Hsu, 2024). 

4.2. The Influence of Service Quality and Experience on Repeat Visits 
Beyond basic demographics, the study introduces quality services and customer experiences as 

powerful metrics of outstanding business development and recurring intentions(Susanto et al., 2024). 
Quality services, in this context, refer to the overall standards provided by businesses encompassing 
areas such as accommodation, transportation, hospitality, cleanliness, safety and security, information 
services, etc. Essentially, it's about paying attention to even the smallest details to ensure tourists have 
an exceptional experience at each touchpoint of their journey (Kurniawan et al., 2019). Likewise, the 
customer experience is a holistic measure that covers the complete journey of a tourist starting from the 
planning phase until their return from the destination. It refers to how customers feel about their 
interactions with businesses – from the smallest detail like timely responses to queries, through to the 
overarching themes like the emotional resonance of the trip (Situmorang et al., 2019). 

The study reveals the correlation between the perceived quality of services and revisit intentions. 
The findings suggest that customers who had a satisfactory or better-than-expected experience are more 
likely to revisit the destination. This conclusion establishes the strong link tourism businesses need to 
foster between their operational standards, customer satisfaction, repurchase intention, and customer 
loyalty (Su et al., 2022). Similarly another research from (Sánchez-Amboage et al., 2024; Stângaciu et 
al., 2024) a positive customer experience contributes significantly towards recurring visit intentions. If 
the overall travel experience is positive, it nourishes the desire to revisit the destination, growing the 
reputation and popularity of the business, thereby transforming one-time customers into repeat 
customers (Susanto et al., 2024). 

The analysis presented in this research provides strong evidence for investing in service quality 
improvement and experiential enhancements. It is a clear signal for the burgeoning tourism industry 
that to spur growth and boost visit recurrence, demographic targeting, outstanding service quality, and 
a robust customer experience strategy must be integral to a business's operational blueprint (Patandianan 
& Shibusawa, 2020). In addition, these findings greatly contribute to the body of knowledge around the 
decisive role of consumer demographics, coupled with a focus on excellent service quality and superior 
customer experience as levers of business development and recurring visit intentions (Filipowicz, 2006). 
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In an increasingly competitive global tourism industry, these data-backed insights will undoubtedly 
serve as beacon for businesses looking to carve a robust business model that thrives on customer revisit, 
loyalty, and satisfaction (Chen et al., 2017). 

Furthermore supposed to (M. H. Lee et al., 2018) as tourism develops into an increasingly critical 
sector for the economies of countries worldwide, a surge in related academic research has followed. 
However, much of this research has concentrated on Western markets, ignoring or insufficiently 
covering vibrant destinations in Asia, such as Indonesia. The focus on Indonesia in this study responds 
to this significant knowledge void, enriching the photo of demographic segmentation's role in the 
tourism industry in South-East Asia, and offering critical insights to other emerging markets or 
economies steeped in tourism. 

4.3. The influence of demographic factors on tourists' intention to revisit 
Global tourism is a booming industry with far-reaching social and economic impacts. Southeast 

Asia, especially Indonesia, serves as a popular destination for tourists around the world courtesy of its 
rich cultural heritage, diverse ecosystems, and affordable travel options. Despite its significance as a 
major tourism hub, research involving Indonesia or even Southeast Asian markets has been far from 
extensive in the existing tourism literature (Sarstedt et al., 2020). Therefore, this study, through its 
emphasis on Indonesia, contributes significantly to the body of knowledge by exploring and profiling a 
tourism market that has been conspicuously under-evaluated in previous research (Elfiondri et al., 2021). 

The determination of this study to extend the understanding and validation of demographic 
segmentation’s role in the tourism industry signifies a substantial contribution to academic literature. 
The multivariate demographic factors such as age, income, education, and marital status established in 
this research prove the significance of segmentation in tailoring business practices to match tourists' 
preferences (Hoffman & Novak, 2009). This study maps this relationship, substantiating the 
instrumental connection between demographic segmentation and tourist revisit intentions, thereby 
establishing segmentation as a viable solution for improving business development, customer retention, 
and loyalty (Narayan et al., 2021). 

In mapping the terrain of consumer demographics and their critical role in the tourism industry, the 
outcomes of this study can have implications far beyond the borders of Indonesia. The unique value 
that this research holds is its scalability and global applicability (Chan Yin-Fah et al., 2010). This 
broader regional and international applicability is significant because emerging markets or economies 
highly dependent on tourism can extrapolate the results to examine, shape, or validate their own tourism 
policies. The research findings and conclusions also provide valuable knowledge for tourism businesses 
to design destination marketing strategies that undertake demographic segmentation for creating 
tailored experiences (Wijaya & Furqan, 2018). 

By weaving together the threads of demographic segmentation's relevance, the business importance 
of satisfying customer experiences, and the underrepresented tourist market of Indonesia, this study 
sews valuable additions to tourism literature. More importantly, this research ahead accentuates the 
value of comprehensive, inclusive data collection efforts and innovative analyses that could form a 
blueprint for other emerging nations or tourism-dependent economies (Situmorang et al., 2019; 
Suhartanto et al., 2021). The study thereby makes a valuable cultural, intellectual, and methodological 
contribution to the existing body of tourism literature and has noteworthy implications for other 
emerging markets or tourism-dependent sectors. In essence, this research has paved the way for a 
broader, more diverse, and dynamic understanding of the global tourism industry(Clifton, Jim, 2016). 

 

5. Conclusion, Limitations, And Future Research  
This comprehensive systematic review accentuates the pivotal role of consumer demographics in 

shaping the trajectory of tourism business development and revisit intentions within the Indonesian 
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context. By meticulously analyzing the interplay between factors such as age, income, gender, and 
occupation, and their impact on business performance across prominent destinations like Bali, 

Yogyakarta, and Jakarta, this study unveils the intricate dynamics governing tourist behavior and 
preferences. 

The findings underscore the significance of tailoring tourism offerings, marketing strategies, and 
overall experiences to cater to the unique needs and preferences of distinct demographic segments. 
Businesses that effectively leverage these insights can enhance service quality, foster customer 
satisfaction, and ultimately cultivate a loyal customer base with a higher propensity for repeat visitation. 

While this review contributes substantially to the existing body of knowledge, future research could 
delve deeper into the nuances of demographic segmentation, exploring more granular psychographic 
and behavioral factors that influence tourism consumption patterns. Additionally, longitudinal studies 
could shed light on the evolving dynamics of demographics and their impact on the tourism industry 
over time. 

Ultimately, this systematic review serves as a clarion call for tourism stakeholders, businesses, and 
policymakers in Indonesia to prioritize demographic considerations in their strategic planning and 
decision-making processes. By embracing a demographic-centric approach, the Indonesian tourism 
industry can unlock its full potential, driving sustainable growth, and cementing its position as a 
globally renowned and culturally rich destination. 

5.1. Contributions and Future Implications 
This systematic review delivers a comprehensive, holistic perspective of the interplay between 

demographic factors, tourism businesses, and revisitation intentions. The insights culminating from 
these studies serve as valuable contributions to the body of knowledge in this sector while offering a 
roadmap for effective strategy-making in the continuous growth of Indonesia's tourism landscape. The 
conclusion of this detailed systematic review emphasizes the importance of demographics 
considerations in tourism planning and business strategies. It accentuates the significance of decoding 
demographic determinants and applying these insights in creating more immersive, appealing, and 
satisfying experiences for tourists, thereby promoting revisit intentions and contributing to the long-
term sustainability of the tourism industry. 

Future research can continue to build upon this study's findings by exploring the implications of 
demographic-specific strategies within real-world contexts. It would be interesting to examine whether 
a demographic approach in service delivery or marketing communication can lead to improved business 
performance and revisit intentions. Such future endeavors can validate and extend this research's 
insights, contributing to an enriched, robust understanding of tourism practices, ensuring steady growth 
in the Indonesian tourism industry. 
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