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ABSTRAK 

 
 

ELMIA NAFISAH. Pengaruh Destination Image, Perceived Value, Novelty 
Seeking terhadap Kepuasan Wisatawan dan Dampaknya Terhadap Minat 
Kunjungan Ulang Malioboro. Fakultas Ekonomi, Universitas Negeri Jakarta 2016. 
 
Tujuan penelitian ini adalah untuk: (1) menguji secara empiris pengaruh 
destination image terhadap minat kunjungan ulang Malioboro, (2) menguji secara 
empiris pengaruh destination image terhadap kepuasan wisatawan Malioboro,  (3) 
menguji secara empiris pengaruh perceived value terhadap kepuasan wisatawan 
Malioboro, (4) menguji secara empiris pengaruh novelty seeking terhadap 
kepuasan wisatawan Malioboro, (5) menguji secara empiris pengaruh novelty 
seeking terhadap minat kunjungan ulang Malioboro, dan (6) menguji secara 
empiris pengaruh kepuasan wisatawan terhadap minat kunjungan ulang 
Malioboro. Metode pengumpulan data menggunakan metode survei. Objek 
penelitian ini ialah 200 responden yang sudah pernah mengunjungi Malioboro. 
Pilot studi dilakukan kepada 50 orang responden. Analisis data menggunakan 
SPPS versi 22 dan SEM (Structural Equation Modeling) AMOS versi 22. Hasil 
pengujian hipotesis menunjukkan: (1) destination image berpengaruh negatif dan 
signifikan terhadap minat kunjungan ulang, (2) destination image berpengaruh 
positif dan tidak signifikan terhadap kepuasan wisatawan, (3) perceived value 
berpengaruh positif dan signifikan terhadap kepuasan wisatawan, (4) novelty 
seeking berpengaruh positif dan tidak signifikan terhadap kepuasan wisatawan, (5) 
novelty seeking berpengaruh negatif dan signifikan terhadap minat kunjungan 
ulang, (6) kepuasan wisatawan berpengaruh positif dan signifikan terhadap minat 
kunjungan ulang. Nilai fit model dengan P sebesar 0.085, nilai CMIN/DF sebesar 
1.376, nilai TLI sebesar 0.994 CFI sebesar 0.996 dan nilai RMSEA sebesar 0.043. 
Hasil penelitian ini bermanfaat bagi pemerintah Yogyakarta, untuk membuat 
strategi yang lebih baik dalam meningkatkan minat kunjungan ulang di 
Malioboro. 
 
Kata kunci: destination image, perceived value, novelty seeking, kepuasan 
wisatawan, minat kunjungan ulang 
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ABSTRACT 
 
 

ELMIA NAFISAH. Pengaruh Destination Image, Perceived Value, Novelty 
Seeking terhadap Kepuasan Wisatawan dan Dampaknya Terhadap Minat 
Kunjungan Ulang Malioboro. Fakultas Ekonomi, Universitas Negeri Jakarta 2016. 
 
The purpose of this study was to: (1) to test empirically the influence of 
destination image toward tourist satisfaction in Malioboro (2) ) to test empirically 
the influence of destination image toward intention to revisit Malioboro,  (3) to 
test empirically the influence of perceived value toward tourist satisfaction in 
Malioboro, (4) to test empirically the influence of novelty seeking toward tourist 
satisfaction in Malioboro, (5) to test empirically the influence of novelty seeking 
toward intention to revisit Malioboro, and (6) to test empirically the influence of 
tourist satisfaction toward intention to revisit Malioboro. Methods of data 
collection using the survey method. The object of this research was 200 
respondents who have ever visited Malioboro. Pilot studies were conducted to 50 
respondent. The data analysis using SPSS version 22 and SEM (Structural 
Equation Modeling) AMOS version 22. The results of hypothesis testing showed: 
(1) variable destination image has a negative effect and significantly toward 
intention to revisit, (2) variable destination image has a positive effect and 
unsignificantly toward tourist satisfaction, (3) variable perceived value has a 
positive effect and significantly toward tourist satisfaction, (4) variable novelty 
seeking has a positive effect and unsignificantly toward tourist satisfaction, (5) 
variable novelty seeking has a negative effect and significantly toward intention to 
revisit, (6) variable satisfaction has a positive effect and significantly toward 
intention to revisit. Fit model value with P of 0.085, CMIN/DF of 1.376, TLI of 
0.994,  CFI of 0.996 and RMSEA of 0.043 The results of this study useful for the 
government of Yogyakarta, to make a better strategy in increasing intention to 
revisit in Malioboro.  
 
Keywords: destination image, perceived value, novelty seeking, tourist 
satisfaction, intention to revisit 
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