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INTRODUCTION

Many Indonesians enjoy traveling as a way to relax from their daily routines, and it
1s not uncommon for people to travel far outside the city to find good recreational locations
(Nafis & Sutrisno, 2019). East Java Province, particularly Malang, has considerable
potential in the tourism sector. The government has also begun to aggressively promote
the city of Malang and Malang Regency to attract tourists, as more tourists will increase
the community's income, especially those directly involved in tourism.

Malang is the second-largest city in East Java and offers numerous interesting tourist
destinations to visit. Malang can be considered a strategically located city, as it boasts
numerous historical and natural tourist attractions within Malang Regency and Batu City
(Mujihestia, 2018). The decline in domestic tourists visiting Malang is a significant issue
that warrants further study. According to new data from the Badan Pusat Statistik Kota
Malang as of December (2024), the number of domestic tourists vacationing in Malang in
2022 was 1,377,193, meanwhile in 2023, the number decreased to 1,179,797.

However, as explained by the Malang Regency Tourism and Culture Office (2024),
the number of tourist visits during the 2024 Eid al-Fitr holiday reached 165,000 people.
This tourist visit trend has decreased compared to last year. During the 2023 Eid al-Fitr
holiday, the number of tourists visiting Malang Regency was recorded at 166,000 people.
The decline in tourist visits was attributed to adverse weather conditions and damage to
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access to the Southern Coast. Not only that, but the high cost of transportation to Malang
is also a factor in the decline in the number of tourists who want to vacation in Malang.

There have been many previous studies that have examined revisit intention, such as
those conducted by (Abubakar et al., 2017; Herstanti et al., 2014; Nafis & Sutrisno, 2019;
Suhud et al., 2022). However, there are still few previous studies that have examined tourist
destinations in Malang. This requires further research because Malang has many unique
and attractive tourist spots that are worth visiting by tourists as a choice for their next
vacation.

LITERATURE REVIEW
Destination Image

According to Chiu et al., (2016) Destination image is defined as a tourist's thoughts
and beliefs about a destination based on information gathered from various sources.
Destination image is generally defined as a compilation of beliefs and impressions that
tourists form based on the processing of information from various sources over time,
resulting in a mental representation of the attributes and benefits they seek from a
destination (Zhang et al., 2014). In line with this, the totality of impressions, beliefs, ideas,
expectations, and feelings that tourists accumulate about a place over time (Kim &
Richardson, 2003).

Electronic Word of Mouth

Electronic word of mouth refers to positive or negative statements made by users of
a particular social media or platform that evaluate a product or service posted on social
media or a platform for other users, whether individuals or institutions (Hennig-Thurau et
al., 2004). In line with this, Duan et al., (2008) defined electronic word of mouth as an
internet platform for sharing positive or negative reports between existing users and future
customers. Meanwhile, Litvin et al., (2008) explains that electronic word-of-mouth is
defined as all informal communication directed at consumers through Internet-based
technology related to the use or characteristics of specific goods and services, or their
sellers.

Tourist Satisfaction

According to Ghose and Johann (2018), tourist satisfaction is formed by the
experiences tourists have related to destination attributes, including climate, attractions,
nature, shopping opportunities, safety, opportunities to meet people, and entertainment.
In simple words, Tourist satisfaction is created through a comparison between pre-travel
expectations and post travel experiences (Chen & Chen, 2010). Tribe and Snaith (1998)
also defined tourist satisfaction with a tourist destination as the extent to which tourists'
assessments of the attributes of that destination exceed their expectations of those
attributes.

Destination Trust

According to Abubakar dan Ilkan (2016) destination trust refers to the willingness
of tourists to rely on the capabilities of the tourist destination itself in running the tourist
facilities it provides. Destination trust is also a destination that can provide transparent,
reliable, low-risk, and low-complexity services and experiences (Roodurmun, 2010). In
line with this, destination trust occurs when a destination assures visitors that the services
provided are transparent, reliable, risk-free, and hassle-free (Agag et al., 2022).
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Revisit Intention

According to Pai et al., (2020), revisit intention can be an indication of how much
tourists want to revisit a place or tourist destination. Revisit intention refers to the
willingness of tourists to return to a tourist destination (Sharma & Nayak, 2018). In line
with this, revisit intention refers to tourists' willingness or plan to revisit the same
destination (Cole & Scott, 2004).

Electronic Word of Mouth and Destination Image

Hanlan and Kelly (2005) explain that the role of information sources on the internet
helps shape the image of a destination. Morgan et al., (2003) explains that New Zealand
has noted that negative electronic word of mouth has a significant impact on the image of
a destination, as dissatisfied tourism spread unpleasant comments about their experiences.
The impact on travel destination choices is significant because electronic word of mouth is
likely to help destination managers build a positive image of the destination and, more
importantly, increase tourism intention to travel (Jalilvand et al., 2012).

Destination Image and Tourist Satisfaction

The results of research conducted by Chiu (2016) indicate that a positive destination
image is associated with higher tourist satisfaction. The overall image of a tourist
destination has an indirect impact on behavioral intentions through satisfaction (Kanwel
et al., 2019). Lee et al., (2005) argue that tourists who have a satisfying image of a tourist
destination in their minds are likely to have positive perceptions of their experiences at the
destination, resulting in tourist satisfaction.

Electronic Word of Mouth and Destination Trust

The notion that positive online reviews may increase visitors destination trust
(Abubakar & Ilkan, 2016). Pardila and Abror (2022) revealed that e-WoM has a positive
and significant effect on destination trust, indicating that the more information available
about a tourist destination, the higher the level of trust tourists have in that destination. In
line with this, tourists' confidence in a destination will improve if they can obtain more
information about that destination (Kristianti & Erdiansyah, 2020).

Tourist Satisfaction and Destination Trust

Wang et al., (2022) states that trust leads to satisfaction, which in turn contributes
positively to increased trust. Satisfaction is important for the success of a tourist
destination, including the alignment of the tourist experience with the needs and
expectations of tourists (Hariani et al., 2024). Tourists place their trust in destinations based
on their satisfaction with the symbolic attributes of those destinations (Chen & Phou,
2013).

Tourist Satisfaction and Revisit Intention

Tourist satisfaction experiences result in the intention to revisit the destination
(Sharma & Nayak, 2018). Tourist satisfaction influences destination choice, consumption
of tourism products, and decisions to revisit or return to a destination (Kozak &
Rimmington, 2000). Tourist satisfaction also encourages interest in returning to the same
destination and visiting similar destinations in the same country (Nastabiq & Soesanto,
2021).
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Destination Trust and Revisit Intention

Trust drives many important elements in travel decisions, such as tourist satisfaction,
repeat visits, commitment, and loyalty (Liu et al., 2019). Tourists who already have
confidence in a tourist attraction are more likely to revisit it and reduce their efforts to find
alternative attractions (Maharani, 2023). The emergence of tourist confidence will have an
impact on the intention to make repeat visits and provide positive recommendations to
others (Ali Hasan, 2015).

Tourist
Satisfaction

Destination
Image

Revisit
Intention

Destination
Trust

Figure 1. Conceptual Framework

RESEARCH METHOD

This study uses a quantitative approach with primary data collection through an
online questionnaire using Google Forms with the sampling technique in this study using
purposive sampling. The subjects of this study were tourists who had visited Malang at
least once. There were 221 respondents who completed the questionnaire and met the
criteria for this study. This study was conducted in April-July 2025. This study using with
SPSS 27 for a descriptive analysis and using structural equation modelling with AMOS 23.
This research using a six likert-type scale based on previous research, from strongly agree
to strongly disagree.

This study uses indicators that have been adapted from previous studies, such as
electronic word of mouth, which has nine indicators adapted from studies (Abubakar et
al., 2017; Alsheikh et al., 2021; Jie-Hua et al., 2020), destination image has 12 indicators
adapted from studies (Herstanti et al., 2014), destination trust has eight indicators adapted
from studies (Abubakar et al., 2017; Suhud & Allan, 2022) tourist satisfaction has eight
indicators adapted from studies (Herstanti et al., 2014; Suhud et al., 2022), and revisit
intention has 10 indicators adapted from studies (Abubakar et al., 2017; Herstanti et al.,
2014; Suhud et al., 2022).

According to Hair (2009) Structural equation modelling requires a minimum sample
size of 200 respondents. The validity test in this study used exploratory factor analysis with
a loading factor above 0.4 and average variance extracted (AVE) above 0.5. Meanwhile,
the reliability test used a Cronbach's alpha above 0.7 (Suhud et al., 2020). The criteria for
structural equation modelling testing are based on a C.R. value that must be greater than
1.960 for the hypothesis to be supported.
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RESULT AND DISCUSSION
Respondent Characteristics

Before distributing the questionnaire online, the researcher conducted a screening
process to identify respondents who met the previously determined criteria. The
characteristics of the respondents in this study who met the criteria were 221 respondents,
including gender, age, employment status, marital status, and educational status.
Screening Questions

Table 1 shows the results of the descriptive analysis of the screening questions used
to identify suitable respondent criteria in this study. The results show that 221 (100%)
respondents have vacationed in Malang, 221 (100%) respondents are interested in
vacationing in Malang again.

Furthermore, the majority of respondents who frequently visit Malang more than
three times 92 respondents (41.63%), while respondents who visited Malang once 17
respondents (13.57%). This indicates that Malang has a positive image in the eyes of
respondents. Furthermore, the majority of respondents who plan to return to Malang for a
vacation within one year 190 respondents (85.97%), while respondents who plan to return
to Malang for a vacation within three years 14 (6.33%). This indicates that Malang
consistently provides enjoyable vacation experiences.

Table 1. Screening Questions

Respondent Screening Questions Frequency Percent

Have you ever been on vacation in Malang? Yes 221 100.0%

Do you have any plans to revisit Malang for a Yes 271 100.0%

vacation?

1 time 17 7.69%
2 times 30 13.57%
.. »

How often do you vacation in Malang? 3 times 87 37.10%
> 3 times 92 41.63%
< 1year 190  85.97%

How long did it take you to decide on your plans 2 years 17 7 69%

to revisit Malang? 7

3 years 14 6.33%
Total 221 100.0%

Table 2 shows the results of the descriptive test of the respondent profile. The
majority of respondents were female, totalling 151 respondents (68.3%), indicating that
female respondents are more interested in travelling because they see new and interesting
tourist attractions on social media. Furthermore, the majority of respondents are aged 17-
25 years old, totalling 165 respondents (74.7%), indicating that respondents still enjoy
exploring tourist attractions that appear on their social media.

Furthermore, the majority of respondents are still unemployed, totalling 94
respondents (42.5%), indicating that they still have ample free time to travel. The majority
of respondents are still unmarried, totalling 176 respondents (79.6%), indicating that they
are still free to take vacations. Furthermore, the majority of respondents are bachelor
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totalling 88 respondents (39.8%), indicating that many respondents are still unemployed
after graduation and thus have free time to travel.

Table 2. Respondent Profile

Respondents Profile Frequency Percent

Man 70 31.7%
Gender Woman 151 68.3%
17-25 years old 165 74.7%

26-35 years old 42 19.0%

Age 36-45 years old 8 3.6%
46-55 years old 2 0.9%

> 56 years old 4 1.8%

Work 91 41.2%

Not yet working 94 42.5%

Occupation Have your own 34 15.4%

business

Does not work 2 0.9%

Not married yet 176 79.6%

Marital Married 2 0.9%
Status  Djyorced 42 19.0%
Spouse Died 1 0.5%

< High School 8 3.6%

High School 40 18.1%

Education Diploma 66 29.9%
Bachelor 88 39.8%
Master/Doctoral 19 8.6%

Total 221 100%

Table 3 shows the results of validity and reliability tests. Based on these results, all
indicators have a loading factor value above 0.4. However, some indicators need to be
dropped because they do not meet the requirement of a loading factor value above 0.4,
such as EWOMS, DI5, and DI11. Furthermore, all dimensions of each variable have an
AVE value above 0.5. Moreover, all dimensions of each variable also have Cronbach's
Alpha values above 0.7, indicating that all dimensions meet the requirements for structural
equation modelling testing.
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Table 3. Validity and Reliability Test Results

Variable Loading AVE Cronbach
Factor Alpha
Electronic Word of Mouthl 0.6025 0771
EWOM?7 Online opinions influence my choice of destinations ().856
in Malang
EWOM6 When considering a trip, I look for opinions and 0.809
advice online from various commercial and
independent sources
EWOMO I often consult online travel reviews from tourists 0.705
who have vacationed in Malang to help me choose
other destinations in the city
EWOMS5 I feel more comfortable traveling when I listen to 0.665
other people's opinions about travel online
Electronic Word of Mouth2 0.626 0.772
EWOM?2 To ensure I choose the right destination in Malang, I ().866
often read travel reviews from other people.
EwWOMI1 I plan to revisit Malang after watching it on 0.821
YouTube.
EWOM3 I often gather information from online travel reviews ().646
before I travel to destinations in Malang.
EWOM4 When I plan to travel to a destination in Malang, 0.564
online travel reviews convince me to visit that
destination.
Destination Imagel 0.593 0.826
DI8 Malang has convenient transportation services for 0.959
traveling
DI9 Malang has convenient transportation services 0.887
DI7 Malang has good infrastructure 0.868
DI12 Malang has pleasant weather 0.513
DI2 Malang has adequate sports facilities 0.448
Destination Image2 0.510 0.741
DI10 Malang has beautiful nature 0.851
DI3 Malang has interesting recreational spots 0.789
DI4 Malang has beautiful beaches 0.777
DI6 Malang has delicious local cuisine 0.557
DI1 Malang has a fun nightlife 0.483
Destination Trust 0.566 0.889
DT6 Destinations in Malang can guarantee my 0.825
satisfaction
DT5 I will not be disappointed with the destinations in 0.801
Malang
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DT4 Malang is a destination that can meet my 0.792
expectations
DT7 Malang is very welcoming to visitors 0.785
DT2 Many interesting spots in Malang can be visited 0.731
DT1 In general, Malang is a safe place to visit 0.722
DT3 Malang is a suitable place to relax and unwind 0.687
DTS Malang has photogenic landscapes 0.657
Tourist Satisfactionl 0.545 0.777
TS2 I am satisfied with my visit to Malang Cit 0.912
TS1 I am happy to visit Malang 0.869
TS6 I am satisfied with trying Malang's specialties 0.702
TS7 I am satisfied with trying Malang's special drinks 0.510
TS4 I am satisfied because it is easy to find ATMs 0.445
Tourist Satisfaction2 0.683 0.754
TSS8 I am satisfied with the public transportation in 0.947
Malang
TS3 I am satisfied because transportation to Malang is 0.790
eas
TS5 I ali,l satisfied with visiting recreational parks in 0.651
Malang
Revisit Intentionl 0.589 0.881
RI7 I will recommend Malang to my relatives as a 0.920
vacation destination
RI5 I will recommend Malang to my friends as a 0.841
vacation destination
RI9 I will most likely revisit Malang 0.815
RI6 I will share the positive aspects of my vacation 0.796
experience in Malang
RI1 I will revisit Malang for a vacation 0.601
RIS I intend to revisit Malang for a vacation soon 0.548
RI10 I want to visit Malang more often 0.524
Revisit Intention2 0.672 0.752
RI3 I prefer visiting Malang over other cities in Indonesia ().809
RI2 I would visit the same tourist attractions (that I have 0.799
visited before) if I were to vacation in Malang again
RI4 Malang is my top choice for future vacations 0.640

Figure 2. Shows the results of structural model testing using AMOS. The model is
a good fit because it meets the requirements, namely P 0.05 and CMIN/DF < 2.000, as
explained by (Suhud et al., 2020).
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Figure 2. The Structural Model Test

Table 4 shows the results of the goodness-of-fit analysis required for structural
equation modeling testing. All goodness-of-fit values are above the specified values,
indicating that the structural testing model is good. However, two values are still below the
specified values, namely CFI and PGFI.

Table 4. Godness of Fit Test Results

GOF size Limit value Value Decision
Probability >0.05 0.092 Good fit
CMIN/DF <2.00 1.316 Good fit
GFI >0.90 0.962 Good fit
RMSEA <0.08 0.038 Good fit
AGFI >0.90 0.934 Good fit
TLI >0.95 0.985 Good fit
NFI >0.90 0.959 Good fit
CFI >0.95 0.990 Marginal fit
PNFI >0.60 0.663 Good fit
PGFI >0.60 0.554 Marginal fit

Table 5. Shows the results of hypothesis testing, the hypothesis is supported if it has
a CR value > 1.960 (Suhud et al., 2020), which found that five hypotheses supported the
results of previous studies, while one hypothesis did not support the results of previous
studies, with the following details:

H1: There is a significant relationship between electronic word of mouth and destination
image with a C.R value 2.287.

H2: There 1s a significant relationship between destination image and tourist satisfation
with a C.R value 11.075.
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H3: There is a significant relationship between electronic word of mouth and destination
trust with a C.R value 4.165.

H4: There is a significant relationship between tourist satisfaction and destination trust
with a C.R value 4.567.

H5: There is an insignificant relationship between tourist satisfaction and revisit intention
with a C.R value 0.612.

H6: There is a significant relationship between destination image and revisit intention with
a C.R value 7.608.

Table 5. Hypothesis Test Results

Ha  Hypothesis  Estimate  S.E. C.R. P Results
HI b <_“ EWOM 0351  0.154 2287 0.022 Supported
H2 s <1 0558  0.050 11.075 ***  Supported
H3 . <—

DT ~“EWOM 0360 0.087 4165 ***  Supported
4 pr = 1s 0290  0.063 4576 ***  Supported
HSpr = 15 0.039  0.063 0.612 0.541 Not

- Supported
H6 ., <--
RI DT 0906  0.119 7.607  ***  Supported

The results of the first hypothesis show that electronic word of mouth has a
significant influence on destination image, with a C.R. value of 2.287 > 1.960. This
indicates that electronic word of mouth created by social media users in the form of reviews
or videos recommending tourist attractions in Malang helps to increase a positive image.
The results of this study supported previous research, such as (Hanlan & Kelly, 2005;
Hashemi et al., 2023; Jalilvand et al., 2012).

The results of the second hypothesis show that destination image has a significant
influence on tourist satisfaction, with a C.R. value of 11.075 > 1.960. This indicates that
tourists who have visited Malang are satisfied with the many interesting tourist attractions
ranging from historical tourist attractions, natural attractions, and delicious culinary
delights. So tourist are satisfied with the tourist destinations in Malang. The results of this
study supported previous research, such as (Chiu et al., 2016; Kanwel et al., 2019).

The results of the third hypothesis show that electronic word of mouth has a
significant influence on destination trust, with a C.R. value of 4.165 > 1.960. This indicates
that promotions carried out by social media users related to tourist attractions, including
admission prices, accommodations, and other information are already consistent with
what they promote on social media, thereby having a positive impact on trust in these
tourist attractions. The results of this study supported previous research, such as (Abubakar
et al., 2017; Suhud & Febrilia, 2022).

The results of the fourth hypothesis show that tourist satisfaction has a significant
influence on destination trust, with a C.R. value of 4.576 > 1.960. This indicates that the
satisfaction of tourists while vacationing in Malang will increase their trust in the tourist
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destination, such as its safety, facilities, and culinary. The results of this study supported
previous research, such as (Hariani et al., 2024; Wang et al., 2022).

The results of the fifth hypothesis show that tourist satisfaction has an insignificant
influence on revisit intention, with a C.R. value of 0.612 < 1.960. This indicates that
tourists' satisfaction after vacationing in Malang was marred by disappointment regarding
tourist sites that were difficult to reach by public transportation, numerous instances of
illegal fees being charged, and even damaged roads that had not been repaired, resulting in
tourists losing interest in revisiting Malang for vacation. The results of this study not
supported previous research, such as (Nastabiq & Soesanto, 2021; Wibowo et al., 2016).

The results of the sixth hypothesis show that destination trust has a significant
influence on revisit intention, with a C.R. value of 7.607 > 1.960. This indicates that
tourists have a high level of trust in the tourist attractions they have visited, particularly in
terms of the safety provided by these attractions, which increases their desire to revisit. The
results of this study supported previous research, such as (Pujiastuti, 2020; Su et al., 2014).

CONCLUSION

This study aims to analyze the influence of revisit intention in Malang. Based on the
results of the tests, researchers concluded that five hypotheses such as electronic word of
mouth had a significant effect on destination image, destination image had a significant
effect on tourist satisfaction, electronic word of mouth had a significant effect on
destination trust, tourist satisfaction had a significant effect on destination trust, destination
image had a significant effect on revisit intention supported previous research, while one
hypothesis did not such as tourist satisfaction had an insignificant effect on revisit
intention. However, these results can still be taken into consideration by future researchers
who test the same variables with a more focused discussion.

Researchers also have several suggestions that could help increase tourism to the city
of Malang. These recommendations are directed explicitly at the Malang government to
develop public transportation for tourists ensuring that those without private vehicles can
still access Malang. Additionally, infrastructure improvements such as repairing damaged
roads should be prioritized, addressing illegal toll collection that continues to concern
tourists, and continuing to promote Malang as an attractive tourist destination to social
media audiences.
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