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 The Covid-19 pandemic has a huge impact on the economy, which causes a substantial decline in 
the tourism sector. On the other hand, the detrimental impact of proactive measures taken to control 
the Covid-19 pandemic has had a negative impact on all industries around the world including 
tourism. Therefore, the purpose of this study is to learn on how trust can have an impact on the 
intention to revisit during the Covid-19 pandemic. The study uses 125 respondents from domestic 
tourists who visited Bali during the Covid-19 pandemic and had come to Bali before the Covid-19 
pandemic. The study uses PLS as a statistical analysis. Our survey shows that while destination 
image influences intention, it does not have any meaningful effect on trust. Also, trust influences on 
intention, and experience influences positively on both trust and intention. In our survey, while social 
media marketing influences significantly on intention, it has no meaningful effect on trust. 
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1. Introduction 
 
The tourism industry, including a business that continues to grow until now, even has very good prospects and has extensive 
links with several other industries so that it is able to encourage economic growth. Tourism contributes more than 10 percent 
of the world's gross domestic product (GDP). The contribution of the tourism sector is projected to grow 50 percent in the 
next 10 years in line with the increase in the middle class group in the world, especially in the Asian region. The development 
of technology today is very helpful in marketing tourism. The technology in question is the development of information 
communication technology and transportation technology. Information technology is developing very rapidly with the 
emergence of the internet in it. The internet can provide information to its users by displaying images, videos and sounds 
(Amaro et al., 2016). The development of transportation can be seen by the number of airlines that set fares that can still be 
reached by tourists besides tourists can come by sea and also by land. At this time the world is experiencing a COVID-19 
virus pandemic which has a significant impact on the global economy, politics and socio-culture (Sigala, 2020). 
Communication strategies and measures such as social distancing, travel and mobility restrictions, overcrowding and self-
quarantine have stopped domestic and international tourism travel, segments of some air transportation, cruise ships, public 
and private transportation, accommodations such as hotels, restaurants, several gatherings and events. sports festival. 
According to data from the UNWTO, international arrivals fell 81 percent in July and 79 percent in August, the two busiest 
months and the peak of summer in the northern hemisphere. As a result of this decline, the loss of export revenue of USD 730 
billion from international tourism is more than eight times the loss experienced in the 2009 global economic and financial 
crisis (UNWTO, 2020). 



 518 

Travel restrictions are seen as a major barrier blocking the path of international tourism's recovery, along with slow 
containment of the virus and low consumer confidence. The lack of a coordinated response between countries to ensure 
harmonized protocols and coordinated restrictions, as well as the deteriorating economic environment were also identified by 
experts as important obstacles to recovery. (UNWTO, 2020). Asia and the Pacific, the first region to be affected by the 
pandemic and the region with the highest levels of travel restrictions to date, saw an 82 percent drop in arrivals in the first ten 
months of 2020. The Middle East saw a 73 percent drop, while Africa saw a 69 percent drop. International arrivals in Europe 
and America decreased 68 percent. 
 
In the following sections we will provide a brief and general discussion of the effects of social media marketing, experience, 
destination image, trust and return intention. Furthermore, the method used to evaluate the proposed model and conclusions 
as well as the theoretical implications and practical implications which contain how destinations are dealing with Covid-19 at 
this time. 
  
2. Background of the research 
 
On the other hand, the Indonesian government prohibits the entry of foreign nationals from all countries starting from January 
1, 2021 to January 14, 2021, on the grounds that there is a new virus covid 19 which has a faster spread. (Sandy, 2020) 
Meanwhile, in Bali Tourism due to the impact of the pandemic, Bali, which 54 percent of its GRDP contributed from the 
tourism sector, was recorded in the third quarter of 2020, Bali's economic growth was at minus 12.28 percent as a result, Bali 
lost tourism foreign exchange generated on average. reached Rp 9.7 trillion per month before the pandemic. In 2019 foreign 
tourist visits to Bali amounted to 6.2 million tourists who contributed about 28.9 percent of the national foreign exchange of 
IDR 270 trillion. The Covid-19 pandemic has an impact on the economy especially related to the tourism sector causing 
stagnation, unpaid vacations and downsizing of structures in companies, on the other hand Misinformation can make the 
pandemic worse by inciting people to fight against each other. which can cause various social problems such as violence and 
crime and can hinder efforts to keep the virus under control (Yeh, 2020). Therefore, it is important to have a unified voice to 
represent the government as described by research by Jiang and Ritchie (2017), namely the importance of building trust with 
open communication because it can result in more effective collaborative efforts in post-crisis recovery. On the other hand, 
the detrimental impact of proactive actions taken to control the Covid-19 pandemic has had a negative impact on all industries 
around the world including tourism (Crossley, 2020). Therefore, the solution is to promote domestic tourism, of course, with 
conditions by maintaining health protocols (Hasan and Soliman, 2020). The same thing was expressed by Helble and Fink 
(2020), namely with the existence of international travel borders and the fear of being infected with the coronavirus, domestic 
travel offers a better opportunity to start early because domestic tourism is relatively easier to promote, it becomes a short-
term destination in various regions. because the situation is unprecedented and the coming months will show how successfully 
the government will use domestic tourism to close the gap left in the absence of international tourists. Many countries consider 
domestic travel as a long-term recovery as an example of the past spread of the SARS and H1N1 viruses which caused a 
decline in international tourists (Hasan and Soliman, 2020). Based on data from the Denpasar Ngurah Rai Airport Command 
Post, the average daily growth of passengers during the Christmas and New Year holidays was 14 percent and data from 18 
December to 26 December 2020 passengers who came to Bali as many as 62,093 people who visited Bali. (Sandy, 2020). 
  
The intention to revisit is very important in the development of the tourism industry because this behavior always prioritizes 
the goods and services of the companies that become customers. Tourists who have this behavior tend to be positive and 
consume lower marketing costs than new tourists (Zhang, 2014). The intention to revisit is a form of customer trust in a tourist 
destination. The research that discusses trust with revisit intentions was carried out by Matute et al. (2016) found that trust 
has a significant effect on repurchase intention. The dire impact of Covid-19 requires trust which is the antecedent of intention 
to revisit. This trust can be in the form of trust in local communities, trust in private institutions and the implementation of 
health protocols carried out by the government. In the following section is the development of the conceptual framework and 
research hypotheses. 
 
3. Conceptual framework 

 
3.1. Social media marketing and revisit intentions 
 
Tourists use social media to find and share information about destinations, namely before carrying out tourism activities, 
during tourism activities and after conducting tourism activities (Amaro et al., 2016). Therefore, social media is an important 
source of information in the world of tourism which can be said to change the way tourists search, find, read and process the 
information they get about tourist destinations (Kim et al., 2017). Previous research stated that online WOM had a significant 
effect on the intention to revisit. Research conducted by Hajili et al. (2016) found that searching for information through the 
internet has a significant effect on repurchase intentions. Hajli et al. (2016) explained that the more customers search for 
information on the internet, the more they tend to buy. Based on the description 3.1, the hypothesis of this research is as 
follows, 
 
H1: Social media marketing has a positive and significant effect on revisit intentions. 
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3.2. Experience and intention to revisit 
 
Tourists usually always want something new in their life and go somewhere they have never been before. There are many 
motivations for doing a trip, including taking time to relax with family and going to places that have not been visited by 
friends. Different motivations are found by other foreign tourists, their motivations include feeling the lifestyle, avoiding the 
demands of work, reminiscing and taking on new challenges but there is no guarantee for them to return because their moti-
vation has been fulfilled. The results of research conducted by Ali et al. (2015) mentions that tourists need peace of mind, 
serving tourists at their leisure and getting experiences can make tourists satisfied with a tourist destination so that they can 
make tourists want to come back. The results of this study found that there was a significant influence between experience 
and intention to revisit. The same result was found by Coudonaris and Stapit (2017) who found that experience had a signifi-
cant effect on revisit intention 
 
H2: Experience has a positive and significant effect on the intention to revisit. 
 
3.3. Destination image and intention to revisit 
 
Research conducted by Baloglu and Mccleary (1999) explains that the image of a destination is formed by two main factors, 
namely the stimulus factor and the personal factor. The concept of image is generally regarded as an attitude construct con-
sisting of cognitive, affective and global impressions of an object or goal. Cognitive refers to beliefs or knowledge about the 
destination, affective refers to feelings or interests and the overall image depends on the cognitive and effectiveness of the 
tourist destination. Research conducted by Stylos et al. (2016) found that cognitive image had an insignificant effect on re-
petitive behavior while another study conducted by Deng (2014) and Kim (2017) found that there was a significant effect 
between destination image on revisit intention while Foroudi et al. (2018) also found that the image of the destination is one 
of the factors for tourists wanting to return to visit a tourist destination. 
 
H3: Destination image has a positive and significant effect on revisit intentions. 
 
3.4. Trust and intention to revisit 
 
Hajli et al. (2016) say that trust plays an important role in trading and can increase intention to buy. The research that examines 
trust and revisit intention was conducted by Laroche et al. (2013), Kim and Park (2013), Shrivastava (2016), Tatars and 
Erdogmus (2016) and Lin et al. (2017) who found that trust had a significant effect on revisit intentions. Abubakar and Ilkan 
(2015) explain that in addition to trust, which plays an important role in increasing visits, e-wom is positive because it can 
give its own impression of the experiences that have been shared. Based on the description above, the following hypothesis 
can be formed: 
 
H4: Trust has a positive and significant effect on the intention to revisit. 
 
3.5. Social media marketing and trust 
  
Social media also creates a sense of discomfort and distrust of its users. Social media users nowadays often do unhealthy 
things such as speaking rudely or spreading fake news. Research conducted by Mkono and Tribe (2016) explains that the 
types of social media users are trolls, activists, socialites, social critics and information seekers. The study explains that trolls 
are obnoxious, abusive, insulting and often disconnected users of social media. Users of social media like that will be very 
threatening and of course the information obtained can be bad, especially during the covid19 pandemic. Research examining 
the influence between social media marketing and trust was conducted by Hajli et al. (2013), Abubakar and Ilkan (2015), 
Abubakar et al. (2016) found that social media marketing has a significant effect on trust. Based on the description above, the 
following hypothesis can be formed: 
 
H5: Social media marketing has a positive and significant effect on trust. 
 
3.6. Experience and trust 
 
Mahika (2011) explains that one of the factors that make tourists visit is the experience factor gained in the past either at that 
destination or at other destinations. The experiences gained can be positive experiences or negative experiences. Research 
examining the influence between experience and belief was conducted by Chen et al. (2010), Sahin et al. (2011), Hao et al. 
(2015), Baser et al. (2015) and Ardyan (2016) found that experience had a significant effect on trust. Huang (2017) also 
explains that companies that want loyal customers must adopt sensory marketing, namely seeing, feeling, touching and lis-
tening so that if customers have had this sensory experience, they can make customers feel love and believe in their products. 
Based on the description above, the following hypothesis can be made: 
 
H6: Experience has a positive and significant effect on trust. 
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3.7. Destination image and trust 
 
The image of the destination is widely recognized by the strong in the tourism industry and can be used as a competitive 
advantage. (Foroudi et al., 2018). Research examining the influence between image and trust was conducted by Alhaddad 
(2015), Lien et al. (2015) and Song et al. (2019) found that image has a significant effect on trust. Endah et al. (2017) explained 
that trust is the most important dimension in this study because it can build tourists' emotional bonds with destinations and 
influence tourist behavioral intentions. Based on the description above, the following hypothesis is formed: 
 
H7: Destination image has a positive and significant effect on trust. 
 
3.8. Trust as mediation 
 
Trust has been studied from a wide variety of fields including psychology, sociology and economics. The field of psychology 
explains that trust is focused on personal characteristics. In the field of trust sociology emphasizes institutional trust, while in 
the field of economics trust is divided into two approaches, namely trust as an expectation to interact and trust related to 
exposure and acceptance of weaknesses (Kim & Park, 2013). Trust is a variable that plays an important role as an antecedent 
of revisiting intentions. During the COVID-19 pandemic, trust is needed from local communities, private institutions and the 
role of the government in health protocol policies. Chen and Pou's research (2013) explained that trust is the right predictor 
and makes tourists feel love so that it has an impact on revisit intentions compared to satisfaction. Therefore, the hypotheses 
of this research are as follows, 
 
H8:Trust can mediate the effect of social media marketing on revisit intentions. 
 
H9:Trust can mediate the effect of experience on revisit intention. 
 
H10:Trust can mediate the effect of destination image on revisit intentions. 
 
4. Methodology 

 
4.1. Data collection 
 
The respondents of this study were domestic tourists who had already come to Bali and tourists who came to Bali during the 
COVID-19 pandemic. The respondents of this study were taken as many as 125 respondents and will be distributed via google 
form. The respondent's criteria are tourists who have come to Bali during the Covid-19 pandemic and have come to Bali 
before Covid-19. The tourists in question are domestic tourists. 
 
4.2. Measurements 
 
Social media marketing consists of 7 indicators, namely relevance, timeliness, competence, interest, value add and perceived 
risk. namely (Lee et al., 2002; DeLone & McLean, 2003; Sano, 2014; Filieri et al., 2015; Kim et al., 2017). Experience consists 
of 5 indicators, namely positive emotion experience, novelty, perceived local hospitality, social interaction and hedonism. 
Kim et al. (2012), Kim and Ritchie (2013), Kim (2014), Chandralal and Valenzuela (2015), Tasci and Ko (2015). Destination 
image consists of 8 indicators, namely natural attraction, historical attraction, entertainment, climate and environment, amen-
ities, sport facilities, accessibility and ancillary service and level of price (Beerli and Martin, 2004; Dortyol et al., 2014; Stylos 
et al., 2016; Foroudi et al., 2018). Trust consists of 3 indicators, namely trust in local people, trust in private institutions and 
the prevention of COVID-19 (Roy et al., 2001; Celafato et al., 2015; Wang et al., 2016; Lu et al., 2016; Artigas et al.., 2017). 
The intention to revisit consists of 3 indicators, namely strong intention, plan to visit and consider as first choice (Souiden et 
al. 2017; Zhang et al., 2017; Tosun et al., 2015; Hong et al., 2013). 
 
5. Result and Analysis 
 
This research was conducted by distributing google forms which were distributed through the WhatsApp application. Based 
on the results of data collection, it will be explained by Fig. 1. 
 
In the following, to produce an outer loading above 0.70, it will be eliminated. In addition, elimination will be carried out 
again if the AVE does not meet the requirements. The following are the results of the reconstructed outer loading which will 
be explained in Table 1. The outer loading results in Table 1 show that all construct indicators in the model are valid because 
the loading factor value > 0.70 and the resulting T-Statistics value > 1.96. This means that no indicators are deleted or excluded 
from the model and there is no need for re-calculation, so that all indicators meet convergent validity. 
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Gender Characteristics of respondents based on their social media sites 

 
Characteristics of respondents based on tourist origin 

Length of stay (in days) Age Last visit in Bali during 
COVID19 

Last visit in Bali before COVID19 

Fig. 1. Characteristics of respondents 
 
Table 1 
Outer Loading Value after Reconstruction 

Indicators  Original Sample Sample mean Standard Deviation Standard error T Statistics 
X1.6.1 0.71 0.7 0.07 0.07 10.1 
X2.1.1 0.89 0.89 0.02 0.02 35.5 
X2.3.1 0.79 0.78 0.06 0.06 12.5 
X3.5.1 0.8 0.79 0.06 0.06 12.7 
X3.5.2 0.82 0.81 0.05 0.05 16.4 
X1.2.1 0.72 0.71 0.06 0.06 10.5 
X1.2.2 0.88 0.87 0.03 0.03 26.7 
X1.3.1 0.89 0.89 0.02 0.02 33.2 
X1.3.2 0.89 0.89 0.03 0.03 29.7 
X1.3.3 0.9 0.9 0.02 0.02 31.7 
X1.4.1 0.89 0.89 0.02 0.02 32.6 
X1.4.2 0.9 0.9 0.02 0.02 33.4 
X1.5.1 0.86 0.86 0.03 0.03 26.7 
X1.5.2 0.89 0.88 0.02 0.02 33.6 
X1.6.2 0.82 0.82 0.4 0.4 18.3 
X2.1.2 0.87 0.87 0.02 0.02 32 
X3.2.3 0.74 0.74 0.06 0.06 11.3 
X3.3.2 0.73 0.73 0.08 0.08 8.8 
X3.5.3 0.87 0.87 0.03 0.03 27.9 
X3.8.1 0.72 0.72 0.06 0.06 11.7 
Y1.3.1 0.84 0.84 0.03 0.03 22.6 
Y2.1 0.84 0.84 0.04 0.04 17.6 
Y1.3.2 0.92 0.92 0.02 0.02 43.9 
Y1.3.3 0.93 0.93 0.02 0.02 54.1 
Y1.3.4 0.91 0.91 0.02 0.02 43.3 
Y1.3.5 0.91 0.91 0.02 0.02 47.8 
Y2.2 0.91 0.91 0.02 0.02 43.7 
Y2.3 0.83 0.83 0.03 0.03 24.8 
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Table 2 shows that the AVE root value of all constructs is between 0.61-0.82 which is greater than the correlation between 
constructs which is between 0.29-0.59 and the AVE value of all constructs is > 0.50, so it meets the valid requirements based 
on the criteria. discriminant validity. 
 
Table 2 
EVA Calculation Results and Correlation Values Between Latent Variables 

Variables Destination image Trust Intention Social Media Marketing Experience AVE root AVE 
 Destination image  1     0.73 0.86 

Trust 0.37 1    0.73 0.86 
Intention 0.59 0.5 1   0.61 0.79 

Social Media  
Marketing 0.29 0.23 0.46 1  0.82 0.90 
Experience  0.57 0.45 0.67 0.23 1 0.75 0.86 

 
Table 3 explains that the composite reliability value of all variables shows a value greater than 0.70 so that it meets the reliable 
requirements based on the composite reliability criteria. Likewise, the Cronbach Alpha value shows that all constructs are 
higher than 0.70 thus meaning the social media marketing variable, experience, destination image, trust and revisit intention 
in this study are reliable 
 
Table 3 
Calculation Results of Composite Reliability and Cronbach Alpha 

No Variable Cronbach Alpha Composite Reliability Information 
1 Social media marketing 0.97 0.97 Reliable 
2 Experience 0.86 0.9 Reliable 
3 Destination Image 0.96 0.9 Reliable 
4 Trust 0.95 0.96 Reliable 
5 Intention to revisit 0.92 0.90 Reliable 

 
In Table 4 the R2 value of trust is 0.22 based on Chin's criteria (Lathan & Ghozali, 2012:85), then the model includes the 
model criteria close to moderate, meaning that variations in trust can be explained by variations of social media marketing, 
experience and destination image by 22 percent, the remaining 78 percent is explained by variations of other variables. While 
the intention to revisit has an R-square value of 0.59 or includes a model that is close to strong, meaning that variations in 
social media marketing, experience, destination image and trust can explain the variation of revisit intention, which is 59 
percent, the remaining 41 percent is explained by variations of other constructs outside the model. 
 
Table 4 
Evaluation of the Inner Structural Model 

Variable R Square 
Social Media Marketing (X1)  

Experience (X2)  
Destination Image (X3)  

Trust (Y1) 0.226784 
Intention (Y2) 0.590013 

 
The magnitude of the Q-Square value is 1 - (1 - R12)(1 - R22) ) = 1 – ( 1 – 0.23)(1 – 0.60) = 1 – 0.23 = 0.77, based on this 
result, the estimation model results is included in the strong criteria, meaning that 77 percent of the variation of endogenous 
constructs can be predicted by variations of exogenous constructs. Calculation with GoF shows a value of AR2 * A.Com = 
0.81 * 0.726 = 0.58 This means that the global model is predictive in the criteria of a good model (large). The path analysis 
of this research will be explained in Table 5 below 
 
Table 5 
Path Analysis and Statistical Testing 

Variable Original Sample Sample mean Standard Deviation Standard error T Statistics Result 
Destination image → Trust 0.16 0.16 0.11 0.11 1.4 Not significant 
Destination image → Intention 0.23 0.23 0.09 0.09 2.7 Significant 
Trust → Intention 0.18 0.18 0.09 0.09 2 Significant 
Social media marketing → Trust 0.08 0.08 0.1 0.1 0.7 Not significant 
Social media marketing → Inten-
tion 0.2 0.2 0.07 0.07 3.2 

Significant 

Experience → Trust 0.3 0.3 0.09 0.09 3.4 Significant 
Experience → Intention 0.4 0.4 0.1 0.1 3.8 Significant 

Source: Appendix (Data processed, 2021) 
  
Based on the path analysis above, H1 – H4 get significant results. These results lead to the meaning that the better the infor-
mation available on social media can lead to the intention to revisit, experience also has a significant effect on the intention 
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to revisit as well as the image of the destination which has a significant effect on the intention to revisit. Social media mar-
keting and destination image have no significant effect on trust. Therefore, H5 and H7 are rejected. This gives rise to the 
meaning that good information on social media does not necessarily make tourists believe, as well as a good destination image 
does not necessarily make tourists believe in a destination. However, experience has a significant effect on trust, so H6 is 
accepted. The influence of social media marketing and destination image on trust obtained this insignificant result means that 
Hypotheses 8 and 10 are automatically rejected based on the examination method. On the other hand, the direct effect of 
experience on the intention to revisit without using trust is at a coefficient of 0.447 which is significant. The effect of experi-
ence on the intention to revisit using trust is at a coefficient of 0.38 which is significant while the effect of experience on trust 
is at a coefficient of 0.33 which is significant while trust has a significant effect of 0.18 on the intention to revisit. Therefore, 
based on the examination method, the role of trust in mediating experience on revisit intentions is partial mediation. 
  
6. Discussion 
 
Tourists see information that is spread on social media to reduce the risks contained in tourist destinations (Sano, 2014), in 
this case stating that customers tend to feel risk in services rather than with products because many things cannot be under-
stood. Kim and Ritchie (2013) stated in their research that stress levels affect tourists to seek travel experiences despite cultural 
differences. This study also found that the friendliness of the local community is one of the keys to sustainable tourism because 
the friendliness of the local community can make tourists feel at home and want to come back someday. Destination image 
has a significant effect on revisit intentions, therefore it is necessary to strengthen the image attributes that have been described 
in Beerli and Martin's (2004) research. trust has a significant effect on the intention to revisit. This indicates that the higher 
the confidence of tourists, the more tourists want to come back. At this time, the Covid-19 pandemic that hit the world also 
had an impact on Bali. Tourists who come only from domestic tourists plus strict health protocols further worsen tourism in 
Bali, which is usually always crowded with tourists. Therefore, high trust is needed for tourists so that tourists want to come 
back to Bali. Based on the results of hypothesis testing, it shows that social media marketing has a positive but not significant 
effect on trust. This indicates that although the information is of high quality, it does not necessarily make tourists believe in 
the products offered. This indicates that tourist travel in Bali is still at risk because the development of Covid-19 is still 
changing and not stable 
  
Based on the results of hypothesis testing, it shows that social media marketing has a positive but not significant effect on 
trust. This indicates that although the information is of high quality, it does not necessarily make tourists believe in the prod-
ucts offered, besides the need for continuous updates, especially on media that often market Bali so that the information 
obtained is always new, especially the development of the COVID-19 pandemic in Bali. Based on the results of hypothesis 
testing, it shows that experience has a positive and significant effect on trust. This indicates that the better the experience you 
get while on vacation in Bali, the more trust you can get. The results of this study strengthen the research of Hao et al., (2015) 
who found that experience had a significant effect on trust. The same result was also found by Ardyan et al. (2016) who found 
that experience had a significant effect on trust. Based on hypothesis testing, it shows that the image of the destination has a 
positive but not significant effect. This indicates that the better the image of the destination, it does not necessarily make 
tourists believe in the tourist destination. The results of this study contradict the research of Endah et al., (2017) which found 
that the image of a destination has a significant effect on trust. The results of this study also contradict the research of Lien et 
al., (2016) who found that the image of the destination has a significant effect on trust 
 
7. Theorical implication 
 
Based on the data analysis and research results described above, the implications of this research are theoretical implications 
and practical implications. In theoretical implications, the results of this study contribute to the development of knowledge, 
insights and references for future researchers. This study contains the development of a model consisting of social media 
marketing, experience, destination image, trust and revisit intention. Social media marketing has an important role to increase 
the intention to revisit. Information contained in social media is an important issue in this study. The expected information is 
quality information consisting of relevance, timeliness, completeness, interestingness, value add and perceived risk. However, 
social media marketing has no significant effect on trust. This indicates that there are social media users spreading untrue 
information such as trolls (Mkono & Tribe, 2016). Experience has a significant effect on the intention to revisit. The motiva-
tion of tourists to make a tourist visit is to get new experiences, vacation with family and escape from the routine of work. 
However, it is the friendliness of the local community that will make these tourists come back. This study also found that 
experience had a significant effect on trust. Experience during the trip is important as feeling inspired and enthusiastic during 
the trip can also form trust so that it can increase the intention to come back. 
 
The image of the destination has a significant effect on the intention to revisit. This indicates that a good destination image 
can increase the intention to revisit for tourists. Another theoretical finding is that the destination image has no significant 
effect on trust. This indicates that a good destination image does not necessarily provide confidence for tourists, therefore 
more precise measurements are needed to measure the image of the destination. (Madden et al., 2016). 
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Trust has a significant effect on the intention to revisit. In this case, trust is very important because it involves health protocols 
that are very important to do during the Covid-19 pandemic, such as the use of masks and the availability of hand sanitizers. 
The higher the trust it will have an impact on the intention to revisit 
 
8. Practical implication 
 
An important aspect of this research is the information contained in social media because information is part of the pull factor 
for the formation of a person's motivation to carry out tourism activities (Madden et al., 2016). Therefore, positive communi-
cation must be established between tourism actors and tourists. Positive communication can create benefits for tourist desti-
nations, among others, tourists will tell interesting experiences to others so that they can attract potential tourists (Abubakar 
& Ilkan, 2015). Good communication can also reduce miscommunication between tourism actors and tourists so that it can 
increase the intention of returning tourists. Destination image is an important antecedent for revisit intention. It is important 
to build a strong image and promote it through good marketing activities. Meanwhile the image of the destination is widely 
recognized by something strong in the tourism industry and can be used as an advantage in competitive competition (Foroudi 
et al., 2018). Therefore, it is necessary to maintain a good image in front of tourists because it can influence tourist decisions. 
Trust during the Covid-19 pandemic is very important. Therefore, community discipline in the use of masks, the availability 
of hand sanitizers and various other health protocols is very important, especially Bali, which has a very good image. Because 
a tourist destination is a place that is programmed to please its tourists but will not succeed if the reputation of the destination 
is bad and has an impact on trust in the destination. (Artigas et al., 2017). In the current new normal, it can be used as an 
important lesson for Bali tourism actors on how to adapt to change. Therefore, planning and rearranging the right business 
strategy to survive with the use and development of information technology today. The Covid-19 vaccine is very important 
to help create herd immunity. Therefore, the spread of the Covid-19 vaccine must be maximized in order to create herd 
immunity in the community. In addition, the Covid-19 vaccine can also help the body's immunity against Covid-19. 
 
9. Limitations and future research 
 
Like many other studies, this study also has limitations. The limitations of this study are that this study still uses domestic 
tourists due to differences in health protocols in various countries. This study only uses 125 respondents which is the minimum 
number. Besides that, retrieval of respondent information from the google form is an obstacle if there are respondents who do 
not understand the contents of the google form. 
 
Future research is expected to cover the limitations of this study such as making comparisons between domestic tourists and 
international tourists, developing other models to increase revisit intentions such as motivation, self-congruity and push and 
pull factors. Cultural elements can also be added for future research. Destination image research to deal with Covid-19 also 
needs to be done.  
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