
ABSTRAK 

Skripsi dengan judul “Pengaruh Atribut Produk Wisata, Persepsi Harga, 

Dan Electronic Word Of Mouth (E-WoM) Terhadap Keputusan Berkunjung 

Wisatawan (Studi Kasus Pada Plumpung Garden Desa Gesikan Kecamatan Pakel 

Kabupaten Tulungagung)” ini ditulis oleh Denis Misklifara, NIM. 126405202130, 

pembimbing Dr. Nur Aziz Muslim, M.H.I. 

Penelitian ini dilatarbelakangi peningkatan minat wisatawan untuk 

mengunjungi tempat wisata yang mana sebagian orang memanfaatkan fenomena 

tersebut sebagai ajang persaingan peningkatan perekonomian. Oleh karena itu 

perlunya keseimbangan antara atribut produk wisata, persepsi harga, dan electronic 

word of mouth demi menunjang popularitas tempat wisata. Rumusan masalah dari 

penelitian ini, yaitu : apakah atribut produk wisata berpengaruh terhadap keputusan 

berkunjung wisatawan di tempat wisata Plumpung Garden Tulungagung, apakah 

persepsi harga berpengaruh terhadap keputusan berkunjung wisatawan di tempat 

wisata Plumpung Garden Tulungagung, apakah Electronic Word of Mouth (E-

WoM) berpengaruh terhadap keputusan berkunjung wisatawan di tempat wisata 

Plumpung Garden Tulungagung dan apakah atribut produk wisata, persepsi harga, 

dan Electronic Word of Mouth (E-WoM) di tempat wisata Plumpung Garden 

berpengaruh secara simultan terhadap keputusan berkunjung wisatawan di tempat 

wisata Plumpung Garden Tulungagung. Tujuan dari penelitian ini adalah untuk 

mengetahui pengaruh atribut produk wisata, persepsi harga, dan electronic word of 

mouth (E-WoM) terhadap keputusan berkunjung wisatawan plumpung garden 

tulungagung. 

Penelitian ini menggunakan pendekatan kuantitatif asosiatif. Adapun 

pengambilan data menggunakan metode purposive sampling. Jumlah responden 

yang digunakan dalam penelitian ini sebanyak 100 responden yang merupakan 

wisatawan Plumpung Garden Tulungagung. Teknik analisis data telah memenuhi 

uji validitas, uji reliabilitas, uji asumsi klasik , dan uji regresi. 

Berdasarkan hasil pengujian menunjukkan bahwa variabel atribut produk 

wisata, persepsi harga, dan electronic word of mouth (E-WoM) secara parsial 

masing-masing berpengaruh positif dan signifikan terhadap keputusan berkunjung 

wisatawan, dibuktikan dengan pengujian parsial pada atribut produk wisata dengan 

nilai tolerance 0,461, persepsi harga dengan nilai tolerance 0,451, dan E-WOM 

dengan nilai tolerance 0,556. Secara simultan variabel atribut produk wisata, 

persepsi harga, dan electronic word of mouth (E-WoM) berpengaruh positif dan 

signifikan terhadap keputusan berkunjung wisatawan, dibuktikan dengan hasil 

Fhitung > Ftabel yaitu 55,901 > 3,090. 
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ABSTRACT 

The thesis with the title "The Influence of Tourism Product Attributes, Price 

Perceptions, and Electronic Word of Mouth (E-WoM) on Tourists' Visiting 

Decisions (Case Study at Plumpung Garden, Gesikan Village, Pakel District, 

Tulungagung Regency)" was written by Denis Misklifara, NIM. 126405202130, 

supervisor Dr. Nur Aziz Muslim, M.H.I. 

This research is motivated by an increase in tourist interest in visiting 

tourist attractions, where some people take advantage of this phenomenon as a 

means of competition to improve the economy. Therefore, there is a need to balance 

tourism product attributes, price perceptions and electronic word of mouth to 

support the popularity of tourist attractions. The formulations of the problem of this 

research are: Do tourist product attributes influence tourists' decisions to visit the 

Plumpung Garden Tulungagung tourist attraction, Do price perceptions influence 

tourists' visiting decisions at the Plumpung Garden Tulungagung tourist attraction 

Electronic Word of Mouth (E-WoM) influence the decision to visit tourists at the 

Plumpung Garden Tulungagung tourist attraction, and Do tourist product 

attributes, price perceptions, and Electronic Word of Mouth (E-WoM) at the 

Plumpung Garden tourist attraction have a simultaneous influence on Tourists' 

decision to visit the Plumpung Garden Tulungagung tourist attraction. The aim of 

this research is to determine the influence of tourism product attributes, price 

perceptions, and electronic word of mouth (E-WoM) on the decision to visit 

Plumpung Garden Tulungagung tourists. 

This research used a asosiative quantitative approach. The data collection 

was conducted using the purposive sampling method. The number of respondents 

in this research was 100 respondents who were Plumpung Garden Tulungagung 

tourists. The data analysis technique has met the validity test, reliability test, 

classical assumption test, and regression test. 

Based on the test results, it shows that the variables of tourism product 

attributes, price perceptions, and electronic word of mouth (E-WoM) partially each 

have a positive and significant effect on tourist visiting decisions, as evidenced by 

partial testing on tourism product attributes with a tolerance value of 0.461, price 

perceptions with a tolerance value of 0.451, and E-WOM with a tolerance value of 

0.556. Simultaneously, the variables of tourist product attributes, price perceptions, 

and electronic word of mouth (E-WoM) have a positive and significant effect on 

tourist visiting decisions, as evidenced by the results of Fcount> Ftabel, namely 

55.901> 3.090. 
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