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ABSTRAK 

Terdapat banyak aktivitas e-WOM berupa video, foto, dan komentar tentang Gili 

Trawangan, Lombok, Nusa Tenggara Barat namun banyaknya perbedaan komentar 

positif dan negatif membuat kekeliruan citra yang beredar di kalangan wisatawan. 

Penelitian ini bertujuan untuk melihat pengaruh Electronic word of mouth dan citra 

destinasi terhadap kepuasan wisatawan di Gili Trawangan, Lombok, Nusa 

Tenggara Barat. Analisis ini menggunakan variabel independen electronic word of 

mouth dan citra destinasi, serta kepuasan wisatawan sebagai variabel dependen. 

Sampel penelitian ini adalah wisatawan yang telah mengunjungi Gili Trawangan, 

Lombok, Nusa Tenggara Barat dan yang aktif menggunakan internet. 

 

Sampel dilakukan dengan metode purposive sampling. Pengumpulan data 

dilakukan dengan kuesioner disebarkan langsung ke responden sebanyak 141 

orang. Metode statistik menggunakan Analisis Regresi Linear Berganda. Hasil 

penelitian ini menunjukkan bahwa variabel electronic word of mouth berpengaruh 

secara positif dan significant terhadap kepuasaan wisatawan, variabel citra destinasi 

berpengaruh secara positif dan significant terhadap kepuasan wisatawan, dan 

electronic word of mouth dan citra destinasi secara bersama – sama berpengaruh 

significant terhadap kepuasan wisatawan.  

 

Kata kunci: electronic word of mouth, citra destinasi, kepuasan wisatawan. 
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ABSTARCT 

 

There are some e-WOM activities in the form of videos, photos, and comments 

about Gili Trawangan, Lombok, West Nusa Tenggara but the many differences in 

positive and negative comments create a false image circulating among tourists.  

This study aims to examine the effect of electronic word of mouth and destination 

image on tourist satisfaction in Gili Trawangan, Lombok, West Nusa Tenggara. 

This analysis uses the independent variables electronic word of mouth and 

destination image, as well as tourist satisfaction as the dependent variable. The 

sample of this research is tourists who have visited Gili Trawangan, Lombok, West 

Nusa Tenggara and are actively using the internet. 

 

The sample was carried out by purposive sampling method. Data was collected by 

using questionnaires distributed directly to 141 respondents. Statistical method 

using Multiple Linear Regression Analysis. The results of this study indicate that 

the electronic word of mouth variable has a positive and significant effect on tourist 

satisfaction, the destination image variable has a positive and significant effect on 

tourist satisfaction, and electronic word of mouth and destination image together 

have a significant effect on tourist satisfaction. 

 

Keywords: electronic word of mouth, destination image, tourist satisfaction 
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