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ABSTRAK 
 

Penelitian ini bertujuan untuk menguji pengaruh electronic word of mouth dan citra 

destinasi terhadap minat berkunjung kembali melalui customer experience. Metode 

penelitian ini menggunakan kuesioner melalui google form. Metode analisis data 

yang digunakan adalah SEM PLS. Penelitian ini menggunakan sampel sebanyak 

250 responden dengan menggunakan rumus  Lemeshow et al., (1997) dipilih 

menggunakan purposive sampling dengan kriteria tertentu kepada responden. 

Populasi pada penelitian ini adalah pengunjung yang berusia 18 tahun keatas dan 

pengunjung dari seluruh Indonesia yang pernah berkunjung ke wisata Jatim Park 3 

minimal 1 kali. Hasil penelitian menunjukkan bahwa electronic word of mouth 

memiliki pengaruh positif namun tidak signifikan terhadap minat berkunjung 

kembali. Namun, ditemukan pengaruh signifikan dari electronic word of mouth 

terhadap customer experience. Selain itu, citra destinasi berpengaruh positif dan 

signifikan terhadap minat berkunjung kembali dan customer experience. Customer 

experience tidak dapat memediasi antara electronic word of mouth terhadap minat 

berkunjung kembali maupun citra destinasi terhadap minat berkunjung kembali. 

Hasil penelitian juga menunjukkan bahwa Jatim Park 3 berhasil memberikan 

pengalaman yang menyenangkan bagi pengunjung.  

 

Kata kunci : electronic word of mouth (eWOM), citra destinasi, customer 

experience, minat berkunjung kembali 
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ABSTRACT 
 

This research aims to examine the influence of electronic word of mouth and 

destination image on revisit interest through customer experience. This research 

method uses a questionnaire via Google Form. The data analysis method used is 

SEM PLS. This research used a sample of 250 respondents using the formula of 

Lemeshow et al., (1997), selected using purposive sampling with certain criteria 

for respondents. The population in this study were visitors aged 18 years and over 

and visitors from all over Indonesia who had visited the Jatim Park 3 tourist 

attraction at least once. The research results show that electronic word of mouth 

has an insignificant positive influence on interest in returning to visit. However, a 

significant influence of electronic word of mouth on customer experience was found. 

Apart from that, destination image has a positive and significant effect on revisit 

interest and customer experience. Customer experience cannot mediate between 

electronic word of mouth on revisit interest and destination image on revisit interest. 

The research results also show that Jatim Park 3 has succeeded in providing a 

pleasant experience for visitors. 

 

Keywords:electronic word of mouth (eWOM), destination image, customer 

experience, revisit interest. 
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