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ABSTRAK

Penelitian ini menekankan bahwa pengembangan destinasi wisata bahari memerlukan
pemahaman komprehensif terhadap faktor-faktor yang memengaruhi niat berkunjung
wisatawan. Studi ini bertujuan untuk meneliti pengaruh citra destinasi, kualitas
layanan, dan pengalaman pelanggan terhadap niat berkunjung melalui nilai yang
dirasakan (perceived value) sebagai variabel mediasi pada Wisata Bahari Tlocor, Pulau
Lusi, Sidoarjo.

Penelitian ini menggunakan pendekatan kuantitatif dengan metode Partial Least
Squares Structural Equation Modeling (PLS-SEM). Data dikumpulkan dari 100
responden dengan teknik stratified random sampling. Uji validitas konvergen dan
diskriminan dilakukan untuk memastikan keandalan model pengukuran, sementara
mekanisme mediasi diuji melalui analisis bootstrapping sebanyak 5.000 iterasi.

Hasil penelitian menunjukkan bahwa kualitas layanan memiliki pengaruh langsung
paling kuat terhadap nilai yang dirasakan (koefisien jalur = 0,566; p < 0,001).
Selanjutnya, nilai yang dirasakan terbukti secara signifikan memengaruhi niat
berkunjung (koefisien jalur = 0,420; p = 0,020). Model penelitian memperlihatkan
kemampuan prediktif yang tinggi dengan nilai R-square sebesar 0,823 untuk variabel
nilai yang dirasakan, dan 0,791 untuk niat berkunjung.

Analisis mediasi mengungkapkan bahwa nilai yang dirasakan berperan sebagai
mediator parsial dalam hubungan antara citra destinasi (52,64%), kualitas layanan
(45,56%), dan pengalaman pelanggan (66,68%) terhadap niat berkunjung. Temuan ini
menegaskan bahwa sinergi antara kualitas layanan, citra destinasi, dan desain
pengalaman wisata melalui penciptaan nilai yang dirasakan merupakan kunci untuk
meningkatkan niat berkunjung wisatawan dalam konteks pengembangan pariwisata
bahari yang berkelanjutan.

Kata Kunci : destination image, service quality, customer experience, visit
intention, perceived value, marine tourism, analisa mediasi SEM-PLS



ABSTRACT

Maritime tourism destination development requires a comprehensive
understanding of factors that drive visitor visit intentions. This study investigates the
influence of destination image, service quality, and customer experience on Visit
intention through perceived value as a mediating variable at Tlocor Marine Tourism,
Pulau Lusi, Sidoarjo. Employing a quantitative approach with Partial Least Squares
Structural Equation Modeling (PLS-SEM), data were collected from 100 respondents
using stratified random sampling.

The study tested convergent and discriminant validity, measurement models,
and mediation mechanisms through bootstrapping analysis (5,000 iterations).
Findings revealed that service quality exerted the strongest direct effect on perceived
value (path coefficient = 0.566, p < 0.001), while perceived value significantly
predicted visit intention (path coefficient = 0.420, p = 0.020).

The model demonstrated superior predictive capacity with R-square values of
0.823 for perceived value and 0.791 for visit intention. Mediation analysis indicated
that perceived value partially mediated the relationships between destination image
(52.64%), service quality (45.56%,), and customer experience (66.68%) toward visit
intention. These findings underscore that synergistic integration of service quality,
destination branding, and experiential design through perceived value creation is
essential for enhancing visitor behavioral intentions in sustainable marine tourism
contexts.

Keyword : destination image, service quality, customer experience, visit intention,
perceived value, marine tourism, mediation analysis, SEM-PLS
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RINGKASAN

Penelitian ini membahas pengaruh Destination image, service quality, dan
customer experience terhadap visit intention dengan perceived value sebagai mediator
pada Wisata Bahari Tlocor Pulau Lusi. Masalah utamanya adalah rendahnya niat
kunjungan meski potensi ekowisata tinggi, sechingga diajukan hipotesis pengaruh
langsung dan tidak langsung antar kelima variabel tersebut.

Metode yang digunakan adalah survei kuantitatif korelasional eksplanatori
kepada 100 korersponden aktual dan potensial yang dipilih dengan accidental
sampling. Data dikumpulkan melalui kuesioner tertutup skala Likert 5 poin yang telah
diuji validitas dan reliabilitas, lalu dianalisis dengan SEM-PLS (uji outer model, inner
model, dan mediasi).

Hasil penelitian menunjukkan model memenuhi kriteria valid dan reliabel
dengan R-Square moderat kuat. Destination image, service quality, dan customer
experience berpengaruh signifikan terhadap perceived value, perceived value
berpengaruh signifikan terhadap visit intention. Variabel independen yang
berpengeruh langsung dengan variabel dependent akan menguat melalui jalur mediasi
perceived value.

Disimpulkan bahwa penguatan citra destinasi, kualitas layanan, dan
pengalaman pelanggan yang baik akan meningkatkan nilai yang dirasakan dan pada
akhirnya menaikkan niat kunjungan ke Tlocor Pulau Lusi. Saran utama adalah
peningkatan fasilitas dan akses, layanan berbasis keamanan dan edukasi konservasi,
pengembangan paket pengalaman ekowisata, serta penelitian lanjutan dengan sampel
lebih besar dan penambahan variabel seperti kepuasan dan loyalitas.
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SUMMARY

This study examines the influence of destination image, service quality, and
customer experience on visit intention, with perceived value as a mediator in Tlocor
Marine Tourism, Lusi Island. The main issue is low visit intention despite high
ecotourism potential, therefore hypotheses are proposed regarding the direct and
indirect effects between these five variables.

The method used was a quantitative correlational explanatory survey of 100
actual and potential respondents selected using accidental sampling. Data were
collected through a closed-ended questionnaire with a 5-point Likert scale that had
been tested for validity and reliability. Data were then analyzed using SEM-PLS (outer
model, inner model, and mediation tests).

The results showed that the model met the criteria for validity and reliability,
with a moderate to strong R-square. Destination image, service quality, and customer
experience significantly influenced perceived value, and perceived value significantly
influenced visit intention. Independent variables that directly influence the dependent
variable will be strengthened through the mediation pathway of perceived value.

It was concluded that strengthening destination image, service quality, and a
positive customer experience will increase perceived value and ultimately increase
visit intention to Tlocor Lusi Island. Key recommendations include improving
facilities and access, providing security-based services and conservation education,
developing ecotourism experience packages, and further research with a larger
sample size and the addition of variables such as satisfaction and loyalty.
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