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ABSTRAKSI 

 

Kajian ilmiah bertujuan untuk menganalisis pengaruh Influencer Marketing dan 

Destination Image terhadap Revisit Intention melalui Electronic Word of Mouth 

sebagai variabel mediasi pada destinasi wisata Sagara View Kebumen. Pergeseran 

paradigma perilaku wisatawan di era digital menuntut adanya integrasi antara 

strategi promosi modern dan pengelolaan citra fisik kawasan guna mempertahankan 

tingkat kunjungan. Pendekatan kuantitatif diterapkan dalam eksperimen lapangan 

dengan mengumpulkan data primer melalui penyebaran kuesioner kepada 

responden. Sampel penelitian ditentukan menggunakan metode non-probability 

sampling yang berfokus pada wisatawan pengguna media sosial. Analisis data 

dilakukan secara komprehensif menggunakan metode Structural Equation 

Modeling berbasis Partial Least Squares untuk mengevaluasi model pengukuran 

dan model struktural. Hasil pengujian hipotesis membuktikan bahwa Influencer 

Marketing dan Destination Image memiliki pengaruh positif dan signifikan 

terhadap Electronic Word of Mouth. Pengujian hubungan langsung juga 

menegaskan bahwa Influencer Marketing, Destination Image, dan Electronic Word 

of Mouth berpengaruh positif dan signifikan terhadap Revisit Intention. Analisis 

jalur mediasi menyimpulkan bahwa Electronic Word of Mouth secara signifikan 

memediasi pengaruh Influencer Marketing terhadap Revisit Intention serta 

memediasi hubungan antara Destination Image dan Revisit Intention secara 

komplementer parsial. Temuan empiris memberikan penguatan teoritis terhadap 

teori komunikasi dua tahap dan teori pembelajaran sosial. Manajemen pengelola 

Sagara View Kebumen disarankan untuk menyeleksi kreator konten yang interaktif 

serta meningkatkan pemeliharaan fasilitas fisik demi mendorong perbincangan 

digital positif yang mampu menstimulasi tindakan kunjungan ulang wisatawan 

secara berkelanjutan. 

Kata Kunci: Influencer Marketing, Destination Image, Electronic Word of Mouth, 

Revisit Intention. 
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ABSTRACT 

 

The empirical study aims to analyze the effect of Influencer Marketing and 

Destination Image on Revisit Intention through Electronic Word of Mouth as a 

mediating variable at Sagara View Kebumen tourism destination. The shift in 

tourist behavior paradigms in the digital era requires the integration of modern 

promotional strategies and spatial physical image management to maintain 

retention rates. A quantitative approach was applied in the field investigation by 

collecting primary data through questionnaire distribution to respondents. The 

research sample was determined using a non-probability sampling method focusing 

on tourists who actively use social media platforms. Data analysis was 

comprehensively conducted using Structural Equation Modeling based on Partial 

Least Squares to evaluate the measurement model and structural model. The 

hypothesis testing results prove that Influencer Marketing and Destination Image 

have a positive and significant effect on Electronic Word of Mouth. Direct 

relationship testing also confirms that Influencer Marketing, Destination Image, 

and Electronic Word of Mouth have a positive and significant effect on Revisit 

Intention. The mediation path analysis concludes that Electronic Word of Mouth 

significantly mediates the effect of Influencer Marketing on Revisit Intention and 

clarifies the relationship between Destination Image and Revisit Intention as a 

complementary partial mediation. The empirical findings provide theoretical 

reinforcement to the two-step flow of communication theory and social learning 

theory. The management of Sagara View Kebumen is advised to select interactive 

content creators and improve physical facility maintenance to foster positive digital 

discussions capable of stimulating sustainable tourist revisit behavior. 

Keywords: Influencer Marketing, Destination Image, Electronic Word of Mouth, 

Revisit Intention. 
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