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ABSTRAK 

PerkembanganاsektorاpariwisataاdiاKabupatenاBintanاmendorongاsetiapاdestinasiا

wisataا untukا meningkatkanا dayaا saingا dalamا menarikا minatا berkunjungا

wisatawan.ا Kampongا Teripangا sebagaiا destinasiا wisataا edukasiا berbasisا

konservasiاmemilikiاpotensiاyangاbesar,اnamunاmasihاmenghadapiاtantanganاdalamا

meningkatkanاminatاberkunjungاwisatawan.اDigital marketing,اdayaاtarikاwisata,ا

danا persepsiا hargaاmenjadiا faktorا yangا didugaاmemengaruhiاminatا berkunjungا

wisatawan.اPenelitianاiniاbertujuanاuntukاmenganalisisاpengaruhاdigital marketing,ا

dayaا tarikا wisata,ا danا persepsiا hargaا terhadapا minatا berkunjungا wisatawanا keا

KampongاTeripangاKabupatenاBintan.اPenelitianاmenggunakanاmetodeاkuantitatifا

denganاjenisاpenelitianاasosiatif.اSampelاpenelitianاberjumlahا97اrespondenاyangا

dipilihاmenggunakanاteknikاnon-probability sampling,اyaituاpurposive sampling.ا

Dataا dikumpulkanا melaluiا penyebaranا kuesionerا danا studiا pustaka,ا kemudianا

dianalisisاmenggunakanاujiاkualitasاdata,اujiاasumsiاklasik,اanalisisاregresiاlinearا

berganda,ا ujiا t,ا ujiاF,ا danا ujiا koefisienا determinasiا denganا bantuanا IBMاSPSSا

StatisticsاVersiا.26اHasilاpenelitianاmenunjukkanاbahwaاdigital marketingاdanاdayaا

tarikا wisataا berpengaruhا positifا danا signifikanا terhadapا minatا berkunjungا

wisatawan,اsedangkanاpersepsiاhargaاberpengaruhاpositifاnamunاtidakاsignifikan.ا

Secaraا simultan,ا digital marketing,ا dayaا tarikا wisata,ا danا persepsiا hargaا

berpengaruhاpositifاdanاsignifikanاterhadapاminatاberkunjungاwisatawan,اdenganا

digital marketingاsebagaiاvariabelاyangاpalingاdominan.اNilaiاAdjusted R Squareا

sebesarا ا0,311 menunjukkanا bahwaا ketigaا variabelا mampuا menjelaskanا ا31,1%

variasiا minatا berkunjungا wisatawan.ا Denganا demikian,ا peningkatanا kualitasا

digital marketingاdanاdayaاtarikاwisataاmenjadiاstrategiاyangاlebihاefektifاdalamا

meningkatkanا minatا berkunjungا wisatawanا keا Kampongا Teripangا Kabupatenا

Bintan. 

 

Kata Kunci:ا Digital Marketing,ا Dayaا Tarikا Wisata,ا Persepsiا Harga,ا Minatا

Berkunjung. 
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ABSTRACT 

The development of the tourism sector in Bintan Regency has encouraged every 

tourist destination to enhance its competitiveness in attracting visitors' intention to 

visit. Kampong Teripang, as a conservation-based educational tourism destination, 

has considerable potential but still faces challenges in increasing visitors' intention 

to visit. Digital marketing, tourist attraction, and price perception are considered 

factors that influence visitors' intention to visit. This study aims to analyze the 

influence of digital marketing, tourist attraction, and price perception on visitors' 

intention to visit Kampong Teripang, Bintan Regency. This study employed a 

quantitative approach with an associative research design. The sample consisted of 

97 respondents selected using a non-probability sampling technique, namely 

purposive sampling. Data were collected through questionnaires and a literature 

review, then analyzed using data quality tests, classical assumption tests, multiple 

linear regression analysis, t-test, F-test, and the coefficient of determination with 

the assistance of IBM SPSS Statistics Version 26. The results indicate that digital 

marketing and tourist attraction have a positive and significant effect on visitors' 

intention to visit, while price perception has a positive but insignificant effect. 

Simultaneously, digital marketing, tourist attraction, and price perception have a 

positive and significant effect on visitors' intention to visit, with digital marketing 

being the most dominant variable. The Adjusted R Square value of 0.311 indicates 

that the three independent variables explain 31.1% of the variance in visitors' 

intention to visit. Therefore, improving the quality of digital marketing and tourist 

attractions is a more effective strategy for increasing visitors' intention to visit 

Kampong Teripang, Bintan Regency. 
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Intention. 

 

 

 

 

 

 

 

 

 


