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Abstract

This research aims to determine the influence of social media marketing, tourist facilities, customer
satisfaction on the interest in returning tourists to Mepar camping Takengon. The population in this
study were tourists who visited Mepar Camping Takengon. The data for this research uses a
questionnaire as a data collection instrument. This research uses a quantitative approach using the
statistical tool SPSS (Statistical Package For The Social Sciences). The number of samples used in
this research was 100 respondents and the sampling technique in this research used the lemeshow
formula. The analysis used is the multiple linear regression test and coefficient of determination,
while the hypothesis test uses the T test. The results of this study show that partially social media
marketing has a positive and significant effect on interest in repeat visits, tourism facilities partially
have a negative and insignificant effect on Interest in repeat visits and customer satisfaction partially
have a positive and significant effect on interest in repeat visits. The Adjusted R Square value is 45.7%
while the remaining 54.3% can be explained by other variables not examined in this study.

Keywords: Social media marketing, tourist facilities, customer satisfaction, interest in repeat visits

INTRODUCTION

Indonesia is a country that has vast islands and is famous for its natural beauty which has
enormous tourism potential, because this country has very large islands from Sumatra to Papua,
Indonesia has various kinds of tourism with Indonesia's land area of 1.9 million km2 according to
data from the Central Statistics Agency (2021).Indonesia has a rich culture, folk arts and natural
beauty that includes tropical islands, majestic mountains and marine biodiversity.making Indonesia a
tourist destination that attracts many tourists from all over the world.In addition, the diversity of
cultures, traditions, languages and historical heritage provides a rich additional dimension to the
tourist experience in Indonesia. Tourism has the ability to improve community welfare and regional
development. Tourism can be a source of support for the progress and income of a region.

According toRiani (2021), Tourism is a term used to describe the type of travel undertaken
by individuals or groups of individuals to certain locations that are considered tourist attractions, to
have fun, to develop, or to discover the attractions of a place in a short time. Tourism is a
recreational or relaxation activity with the aim of increasing the balance of human life through
satisfaction(Wisnawa et al, 2021). Tourism has its own attraction so that people in Indonesia are
starting to take advantage of natural beauty and are competing to improve the regional tourism sector
by starting to introduce tourism via the internet, one of which is social media.Social media is an
online platform that allows people to connect with each other, interact, and share content.
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From the data above, it is clear that in January 2023, there will be 167 million active social
media users in Indonesia. The number of internet users in Indonesia is recorded as 212.9 million
people using the internet, or 60.4% of the population. At the beginning of the year, the number of
internet users continued to increase by 3.85% from the same period the previous year. To get internet
access, 98.3% of the population uses mobile phones. The average number of internet users in
Indonesia uses the internet for 7 hours 42 minutes every day. To reach more customers, marketers
usesocial media marketing. Made et al., (2021)says that social media marketing is a type of
marketing that uses users involved in social media to market products, services or brands. Social
media marketing is not only used for marketing but also for friendship,entertainment media and
information media. Information media for tourist attractions usually provides information about
tourist locations, images, video content and tourist facilities.Because of the many facilities in the
tourist area, many tourists are interested in visiting it. Before going on a tourist trip, some people
usually want to know the facilities.(MRN Irawan et al., 2021).

According toShakti & Manvi (2023)Tourist facilities are facilities with the aim of providing
services and facilitating all activities carried out by tourists to gain experience while on
holiday. Tourist facilities must be provided by service providers so that tourists can use and enjoy
themor Customer Satisfaction(Marcelina et al., 2018). Visitor satisfaction is the perceived result of a
purchase orregular use of goods or services that meet expectations,Saniantara & Trianasari customer
desires and needs (2023). This is also supported by Susetyarini & Masjhoer (2018) who revealed that
Customer Satisfaction is a measure of the success of a tourist attraction.Satisfied tourists will make
repeat visits and share their experiences(Primadi et al., 2021).Tourists who get satisfaction from their
tourist location will have the desire to return and visit again, this is known as repeat visit
interest(Gustina et al., 2019). In the context of tourism,The success of a tourist attraction can be
measured through interest in repeat visits (Suhartapa & Sulistyo, 2021). Currently, traveling has
become an important thing to do away from busy daily activities. Traveling has many benefits and is
important for life, such as recreation and relaxation, education and learning, strengthening
relationships, developing skills, and improving physical health.

Currently, a lot of new tourism is emerging through social media because people are aware
of the use of local natural beauty to support regional development and income, one of which is in the
province of Aceh.According to the 2021 Central Statistics Agency census, there are around
5,333,733 people living in Aceh province and this will increase to 5,515,839 people in 2023. This
province has an area of around 57,956.00 km2. Aceh is one of the provinces that is often visited by
domestic and foreign tourists because of its many interesting tourist attractions.Head of the Aceh
Culture and Tourism Service (Disbudpar) in 2023 said that Aceh has cultural and tourism potential
consisting of 739 tourist attractions. Aceh has many interesting tourist destinations including
beaches, majestic mountains, historical tourism, cultural tourism, lakes and hot springs. This is what
keeps tourists goingincreases every year from within and outside the countryso that tourism actors
create good and safe tourism for tourists who want to visit, one of which is the people of Aceh,
especially in Central Aceh district, Takengon.

Takengon is a small city in Aceh province which only has 14 sub-districts. Takengon is
known as the city above the clouds becauseThe Takengon plateau stands approximately 1200 meters
above sea level. This district is not only famous as a coffee producing district but also famous for Lut
Tawar Lake which is in the middle of green mountains. Takengon has various kinds of tourist
attractions in each sub-district. Serambi.news said thatThe number of tourists coming to Central
Aceh in 2022 will increase by 80% compared to the previous year. With the addition of more
tourists, of course the community's economy will also continue to grow, especially for businesses in
the tourism sector and the surrounding community.TribunGayo.com (2023) also said that usually
during weekend holidays, the city of Takengon is filled with tourists who want to enjoy the sensation
of camping in the middle of nature.Takengon has many camping spots that must be visited, with
viewsThe lake is in the middle of the mountains and the cool atmosphere makes tourists often visit
the tourist attractions in Takengon, one of which is "Mepar Camping Takengon"
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Mepar camping is one of the most popular night tours currently. Mepar camping is located at
JI. Cross Sumatra, Kebayakan District, Central Aceh Regency, Takengon. Mepar camping is one of
the camping spots that is often visited by tourists who want to experience the night atmosphere in the
city of Takengon. What differentiates Mepar camping from other camping tours is the completeness
of the facilities and several camping packages ranging from regular to VIP packages. Mepar camping
introduces and promotes its tourism through several social media platforms such as Instagram,
Tiktok and Facebook. Mepar camping also offers attractive facilities at affordable rates starting from
100,000 to 300,000/person depending on the desired camping package. Camping package prices can
change because Mepar camping often provides discount prices for tourists every month and at every
event such as Eid holidays, New Year, Takengon city's birthday and so on. This price includes
entrance tickets to the location, vehicle parking and other facilities.

The facilities provided are a camping site, tent with a capacity of four people, mattress,
parking area, prayer room, toilet, cellphone charging point, lighting in the campsite area, bathroom,
dinner and morning, campfire, mineral water, corn and sausages as well as 24 hour visitor security at
Mepar camping. Apart from that, around the Mepar camping location there is also speedboat rental
available at a rate of 20,000 for adults and 10,000 for children. This speedboat rental is so that
visiting tourists can experience traveling around the lake by enjoying the beauty of Lut Tawar Lake.
Mepar camping provides camping equipment rental such as blankets, sleeping pillows, grilling
equipment, mats, firewood and others. Mepar camping also has various kinds of camping packages
such as BBQ corn & sausage packages, grilled chicken packages, grilled fish packages, suckling goat
packages, VIP & white water rafting packages as well as outbound and family ghatering packages.
This is one of the factors that attract tourists to experience night tourism at Mepar camping, which is
equipped with complete facilities and various camping equipment rentals so that tourists are
interested in traveling with family, friends or close friends.

Based on the above background, the phenomenon that occurred in this research is that the
number of tourist interest in repeat visits has continued to increase since 2017 until now. The owner
of Mepar camping said that since 2017 camping equipment has continued to increase due to
increasing tourist visits, not only that in 2017 the owner of Mepar camping only managed the place
himself without the help of employees who work at Mepar camping and since 2017 tourists started
interested in visiting Mepar camping until now. The number of permanent employees at Mepar
Camping is currently 5 people and usually on Eid holidays or New Year the number of employees
increases by 10 people. It is not surprising that Mepar camping is visited by many tourists and repeat
visits also often occur because Mepar camping is a camping site which is only about five minutes
from the city of Takengon, with complete facilities and security as well as beautiful views which
make Mepar camping busy with tourists. .

LITERATURE REVIEW
Social Media Marketing

A new type of marketing known as social media marketing is marketing that uses social
media platforms to market products and serviceswith the aim of reaching out to interact and establish
relationships with the target audience. According toPermatasari et al., (2020) Marketing that uses
social media is called social media marketing to sell, introduce and attract customers' attention to
goods, services, brands or others. Syahputra et al. (2021) supports this idea by stating that social
media marketing can use one or more social media platforms depending on the target audience and
platform preferences.

Tourist Facilities

SS Irawan & Albanna, (2022) Facilities are physical facilities that must be provided before a
service is provided to visitors.Besides thatSarim & Wiyana, (2017)also think thatTourist attractions
are also referred to as tourism centers, which can be defined as businesses that provide services to
visitors at tourist locations directly or indirectly which are highly dependent on tourist travel
activities.Meanwhile,Suherlan & Hidayah, (2021)said that most tourist destination facilities are used
by visitors to provide a quality experience to visitors, such as places to eat, information centers and
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accommodation. In the service business.The condition of the facilities is very important because the
visitor experience is very influential. As a result, the current state of the facilities, the cleanliness of
the facilities and the completeness of the interior and exterior design must be prioritized.(Saptiany et
al., 2024).

Customer Satisfaction(Visitor Satisfaction)

Tjiptono & Candra (2020) arguethat visitor satisfaction can be defined as the achievement of
expected desires.It's the same with opinionsLena et al., (2021) which states that visitor satisfaction
results from an evaluation of goods or services that allows total satisfactionthat can be felt by
customers to fulfill their desires. Visitor satisfaction is overall satisfaction (overall satisfaction)namely
general feelings of satisfaction or dissatisfaction with the goods or services(Fitriya, 2023)

Interest in Repeat Visits

According toSyaiful et al., (2023) Having the desire or urge to visit a place that has already
been visited is known as revisit interest.In line with research by Normalasari et al (2023)The feeling
that encourages someone to revisit a place is revisit interest. Positive perceptions or experiences about
the attractiveness of tourist attractions usually lead to a desire to visit again.(Salma et al 2022).

Conceptual Framework

H1
Social Media
Marketing(X1) \
H2 . . .
Tourist Facilities (X2) Interest in Repeat Visits (Y)
H3
Customer Satisfaction(X3) /

Hypothesis

HI: It is suspected that the Social Media Marketing variable has a positive influence on the interest in
returning tourists to Mepar camping Takengon

H2: It is suspected that the Tourism Facilities variable has a positive effect on the interest in returning
tourists to Mepar Camping Takengon

H3: It is suspected that the Customer Satisfaction variable has a positive effect on the intention to
revisit tourists at Mepar Camping Takengon

IMPLEMENTATION METHOD
Research Objects and Research Locations

The objects of this research are tourists who have visited Mepar camping which is located on
Jalan Lintas Sumatra, Mendale, Kebayakan District, Central Aceh Regency, Takengon

Research Types and Designs

This type of research is quantitative research, namely research that aims to test theories, find
generalizations that have predictive value, and show how variables interact with each other,
Sugiyono,(2019).The purpose of this research is to determine the influence of social media marketing,
tourist facilities and customer satisfaction on research samples, research variables, data collection
methods, valid and accurate research tools, and data analysis.
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Population and Sample

According to Supardi (2016)Population is a group of people or subjects who will be observed
or examined in a certain area and time. The population in this study were tourists who visited Mepar
Camping Takengon, the number of which is not known with certainty.According to Sugiyono (2019)
stated thatThe sample must be representative or representative of the population, because the sample
is a characteristic component of the population. The sampling method in this research used the Non-
Probability Sampling method with Purposive Sampling technique.

According to Sahir (2022) Non-Probability Sampling is a sampling methodnot everyone in
society has the same opportunities or possibilities. Meanwhile, sampling using the Purposive
Sampling technique is a sampling technique that is based on certain considerations. The samples taken
by researchers were based on criteria created by researchers(Asari et al, 2023).Tourists who have
visited Mepar camping Takengon can be used as samples for this research. Because the study
population is unknown or very large, the Lemeshow formula can be used to calculate the sample size.

Method of collecting data
In this research, researchers used primary data to collect data by distributing questionnaires to
tourists who had visited Mepar Camping Takengon.

Variable/Instrument Measurement

Sugiyono (2017) states that a questionnaire is a data collection method where respondents are
given a number of written questions. In this research, this questionnaire was used as data collection to
measure the influence of these variables. The data collection technique was given to respondents
through a questionnaire or list of questions related to social media marketing, tourist facilities,
customer satisfaction, and tourist interest in repeat visits.

Data Measurement Scale

In this research, a Likert scale was used to distribute data to respondents. where the author
will create a questionnaire by providing an assessment for each instrument, which will then be
handled using a Likert Scale.Sugiyono (2019) explains that the Likert scale isIndividual or group
views, opinions and perspectives on social events can be measured using a Likert scale.

RESULTS AND DISCUSSION
Results
Validity test

The validity test is carried out by looking for the value from the r table. The formula for
determining the value is Df = n-2, which means n is the number of respondents, namely 100
respondents. So Df = 100-2 = 98. If the significance is 5% it is 0.196, the conditions for assessing the
validity test are as follows:

Table 1
Validity test
Social Media Marketing Variable
(X1)

Statement r count r table Information
1 0.786 0.196 Valid
2 0.705 0.196 Valid
3 0.730 0.196 Valid
4 0.751 0.196 Valid
5 0.698 0.196 Valid

Tourist Facilities Variable (X2)

Statement r count r table Information

1 0.718 0.196 Valid
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2 0.554 0.196 Valid
3 0.678 0.196 Valid
4 0.641 0.196 Valid
5 0.644 0.196 Valid
6 0.711 0.196 Valid
Customer Satisfaction Variable (X3)
Statement rcount  rtable Information
1 0.752 0.196 Valid
2 0.776 0.196 Valid
3 0.689 0.196 Valid
4 0.592 0.196 Valid
5 0.600 0.196 Valid
6 0.681 0.196 Valid
Repeat Visit Interest Variable (Y)
Statement rcount  rtable Information
1 0.737 0.196 Valid
2 0.795 0.196 Valid
3 0.720 0.196 Valid
4 0.666 0.196 Valid

Source: Research results, data processed by SPSS (2024)
From table 1 above it can be concluded that each questionnaire item is valid because the calculated r
value is greater than 0.196.

Reliability Test
A construct or variable is considered trustworthy if its Cronbach Alpha value is greater than
0.60. The results of the reliability test of this research with the SPSS program are as follows:

Table 2
Reliability Test
Alpha
Variable Chronbach Alpha Standard Information
Social Media Marketing(X1) 0.786 0.60 Reliable
Tourist Facilities (X2) 0.738 0.60 Reliable
Customer Satisfaction(X3) 0.765 0.60 Reliable
Interest in Repeat Visits (Y) 0.733 0.60 Reliable

Source: Research results, data processed by SPSS (2024)

In table 2 it can be seen that the Cronbach Alpha value for the social media marketing
variable (X1)tourist facilities (X2), Customer Satisfaction (X3) and interest in repeat visits (Y)
>0.60s0 it can be concluded that the indicatorsocial media marketing, tourist facilities, Customer
Satisfaction and interest in repeat visitsconsidered reliable and dependable.
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Multiple Linear Regression Test
Table 3
Multiple Linear Regression Test
Coefficientsa

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error  Beta t Sig.
1 (Constant) 3,948 1,418 2,784  0.006
Social Media Marketing 0.205 0.074 0.266 2,778 0.007
Tourist Facilities -0.041 0.073 -0.059 -563 0.575
Customer Satisfaction 0.381 0.072 0.543 5,286 0,000

a. Dependent Variable: Interest in Repeat Visits
Source: Research results, data processed by SPSS (2024)

Table 4.13 shows that the constant value (a) is 3.948 and the regression coefficient value (X1) for the
social media marketing variable is 0.205, then the value of tourist facilities (X2) is -0.041 and the
value of customer satisfaction (X3) is 0.381. The constant values and regression coefficients (a and b)
are included in the following equation:

Y=3.948 + 0.205X; + -0.041 X: + 0.381 Xs
The description of the multiple linear regression equation is as follows:

1. The social media marketing coefficient of 0.205 shows that the better the social media marketing,
the more interest in repeat visits. Thus, if social media marketing is increased by 1 value unit,
repeat visit interest (Y) will increase by 0.205.

2. The tourist facility coefficient is -0.041, which means that if the value of the tourist facility is
increased by 1 unit, the predicted interest in repeat visits (Y) will decrease by -0.041 after the
value increases by 1 unit.

3. The Customer Satisfaction coefficient gives a value of 0.381, which means that the better the
Customer Satisfaction, the more interest in repeat visits.Thus, if customer satisfaction is
increased by 1 value unit, interest in repeat visits (Y) will increase by 0.381.

4,

Determination Coefficient Test

The coefficient of determination (R2) shows how far the model's ability to explain variations in the
dependent variable. The value used in this research is Adjusted R2 because this value can increase or
decrease if one independent variable is added to the model being tested. The results of the coefficient
of determination test (R2) are shown in the following table:

Table 4
Coefficient of Determination
Model Summary
Model R R Square Adjusted R Square Std. Error of the Estimate
1 0.688a 0.473 0.457 1,381
Source: Research results, data processed by SPSS (2024)

Table 4.14 shows the coefficient of determination valueAdjustedR square 0.457 which shows
that the percentage value is 45.7%, which shows that the dependent variable in this study is influenced
by 45.7%. Meanwhile, the remaining 54.3% is explained by variables other than the independent
variables in the research.

Discussion
The influence of social media marketing on repeat visit interest

Based on the research results, it shows that the significant value of social media marketing
has a positive t-count value and a significant value that is smaller than the predetermined significant
value. This means that social media marketing has a positive and significant effect on repeat visit
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interest. Therefore, social media marketing is thought to have an influence on the interest in repeat
visits by Mepar Camping Takengon tourists (H1 is accepted). The results of this research are in line
with previous research conducted by Charli & Putri (2021), Evelyna (2022) and Adiatma et al.,
(2024) which showed that social media marketing can increase interest in repeat visits. In this
research, based on the characteristics of each respondent which will influence the answer, it is known
that many respondents whose last level of education was at senior high school (SMA) level and with
an age range of 21-25 years, this suggests that it is natural that tourists are very familiar with or even
know about social media marketing for the Mepar camping tourist attraction. In this way, the social
media marketing used by Mepar camping businesses is very influential for tourists who return to
Mepar camping because through social media marketing tourists can get clear information related to
the Mepar camping tourist attraction.

The Influence of Tourist Facilities on Intention to Revisit

Based on the research results, it shows that the tourist facilities variable has a negative t-
value and the significant value is smaller than the predetermined significant value. Therefore, the
hypothesis stating that tourist facilities are thought to influence tourists' interest in revisiting Mepar
Camping Takengon (H2 is rejected). The results of the research above show that many of the
facilities available at Mepar camping tourism are still not in line with tourists' expectations. It can be
seen from the statements of visitors who visited Mepar camping, with questions 4 and 5, that the
visitors strongly disagreed and disagreed that the food and drinks in the Mepar camping tourist
canteen did not suit their tastes and the toilets at the tourist attraction This also does not meet visitors'
expectations. This means that tourist facilities are not the main factor that can influence tourists to
come back. This is in line with research by Azizah & AS, (2023), Murdani & Martha (2023) and
Lestyaningsih & Pramudyo (2023) which proves that tourist facilities are not the main factor that can
influence tourists' interest in repeat visits.

The influence of Customer Satisfaction on repeat visit interest

Based on the research results, it shows that the customer satisfaction variable has a
significant value that is smaller than the significant value that has been determined and also has a
positive coefficient value. So it can be concluded that the customer satisfaction variable has a
positive and significant effect on tourists' intention to revisit. Therefore, the hypothesis states that
customer satisfaction is thought to have a positive and significant effect on tourists' intention to
revisit Mepar camping Takengon (H3 is accepted). This is in line with research by Simamora & Zai,
(2024), Yudha Praja (2023) and Alvianna & Alviandra (2020) which shows that customer satisfaction
has a positive and significant effect on interest in repeat visits.

Conclusion

Based on the results of research testing that has been carried out with the title social media
marketing, tourist facilities, customer satisfaction on the interest in returning tourists to Mepar
camping Takengon. Therefore, the conclusions from this research are as follows:

1. Social media marketing has a positive and significant influence on repeat visit interest. This
shows that social media marketing greatly influences the interest in repeat visits by Mepar
Camping Takengon tourists.

2. Tourist facilities have a negative and insignificant impact on repeat visit interest. This shows
that the interest in returning tourists to Mepar camping Takengon is not influenced by tourist
facilities.

3. Customer Satisfaction has a positive and significant impact on repeat visit interest. This
shows that customer satisfaction can influence tourists' interest in revisiting Mepar camping
Takengon.
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Suggestion
The suggestions in this research are as follows:

1. It is hoped that future researchers will conduct research related to interest in return visits
using other independent variables that have not been examined in this study.

2. The tourist facility variable is the variable that has the lowest regression coefficient value
which does not influence repeat visit interest and is not partially significant. It is hoped that
business actors will improve tourist facilities and maintain existing facilities so that Mepar
camping tourists will increase.

3. In the Customer Satisfaction variable (visitor satisfaction) to maintain and strengthen visitor
satisfaction, always increase visitor satisfaction through tourist facilities and provide clear
and up-to-date information so that tourists' interest in repeat visits increases.

4. For academics, it is hoped that this research can provide a reference for future researchers on
different problems and be able to develop and explain science to the extent that theories have
been established so that things that are not corrected can be corrected.

REFERENCES

Adiatma D.,Wati Susilawati, Wini Anggreini (2024) Pengaruh Accessibility Dan Social Media
Marketing Pada Minat Berkunjung Kembali Di Objek Wisata Taman Wisata Alam Talaga
Bodas

Adnan, Rusydi Abubakar (2021) Manajemen Pemasaran

Afrilian, P. (2021) Analisis Peran Dinas Pariwisata Kota Bukit Tinggi Dalam Meningkatkan Fasilitas
Objek Wisata Taman Margasatwa Kinantan

Agianto, R., Setiawan, A., & Firmansyah, R (2022). Pengaruh Interpersonal Skill Pada Social Media
Marketing Instagram Terhadap Keputusan Pembelian Produk Fashion Erigo. Jurnal Purnama
Berazam

Almasdi Syahza (2021) METODELOGI PENELITIAN Edisi Revisi Tahun 2021 BOOK

Alvianna S., Alviandra Rizky (2020) Pengaruh Destinasi Wisata Dan Kepuasan Wisatawan Terhadap
Minat Berkunjung Kembali Di Kampung Wisata Topeng Malang

Alvin Satria Nugraha, Tania Adialita (2021) Pengaruh Social Media Marketing Terhadap Minat
Berkunjung Wisatawan Di Kota Bandung Melalui Nilai Yang Dipersepsikan (The Effect Of
Social Media Marketing On The Visit Intention In Bandung Mediated By Perceived Value)
Jurnal Akutansi, Keuangan Dan Manajemen (Jakman)

Amanda Putri Santoso, Imam Baihaqi, Satria F. Persada (2017) Pengaruh Konten Post Instagram
Terhadap Online Engagement Studi Kasus Pada Lima Merek Pakaian Wanita. Jurnal Teknik

Apriani, A., Akbar, A. A, & Jumiati J (2022) Valuasi Ekosistem Mangrove Di Pesisir Kayong Utara,
Kalimantan Barat. Jurnal [lmu Lingkungan

Ariyani, R. M., Dhameria, V., & Suyitno, S. (2022). Pengaruh Daya Tarik Wisata dan Promosi Media
Sosial terhadap Minat Berkunjung Kembali Wisatawan di Waduk Setu Patok Kabupaten
Cirebon. JPEKA: Jurnal Pendidikan Ekonomi, Manajemen Dan Keuangan, 6(2), 133-147.
https://doi.org/10.26740/jpeka.v6n2.p133-147

Arum Sari, W., & Najmudin, M. (2021). Pengaruh Media Sosial, Kualitas Layanan Dan Pengalaman
Wisatawan Terhadap Minat Berkunjung Kembali Di Objek Wisata Pulepayung Kabupaten
Kulon Progo. Mohamad Najmudin Juni 2021 EFEKTIF Jurnal Bisnis Dan Ekonomi, 12(1),
49-58.

AS Prasetyo (2021) Elibrary Unikom. https://elibrary.unikom.ac.id pdf

Asari A, Zulkarnaini, Hartatik, Ahmad Choirul Anam, Suparto, Jacomina Vonny Litamahuputty,
Fathan Mubina Dewadi, Dyah Rini Prihastuty, Maswar, Wara Alfa Syukrilla, Nanti Sari
Murni, Tatan Sukwika (2023) Pengantar Statistika. Pt Mafy Media Literasi Indonesia
Anggota Ikapi

International Journal of Social Science, Educational, Economics, Agriculture Research, and Technology (IJSET)
E-ISSN: 2827-766X | WWW.IJSET.ORG



Volumes 3 No. 9 (2024)

THE INFLUENCE OF SOCIAL MEDIA MARKETING, TOURISM FACILITIES AND CUSTOMER
SATISFACTION ON THE INTEREST OF RE-VISITING TOURISTS IN MEPAR CAMPING TAKENGON

Wahda Tunnisal, Jullimursyida2, Chalirafi3, M. Subhan

Ayu Nadila, Liharman Saragih, Wico Jontarudi Tarigan (2022) Pengaruh Recreational Satisfaction
Terhadap Minat Kunjung Ulang Wisata Kebun Teh Sidamanik Dengan Citra Destinasi
Sebagai Variabel Moderasi. Jurnal Ekonomi Integra http://journal.stieip.ac.id/index.php/iga

Azizah & AS (2023) Peran Pemasaran Digital, Fasilitas, Kepuasan Terhadap Minat Berkunjungan
Ulang Pada Desa Wisata. Jurnal Kajian Ekonomi & Bisnis Islam

Bungaran Antonius Simanjuntak, Flores Tanjung, Rosramadhana Nasution (2017) SEJARAH
PARIWISATA : Menuju Perkembangan Pariwisata Indonesia BOOK

Butarbutar, D. F. (2022). Pengaruh Media Sosial marketing Bagi Keputusan Pelanggan Onlineshop
Livs Store Di Kota Pematangsiantar. SKYLANDSEA PROFESIONAL Jurnal Ekonomi,
Bisnis Dan Teknologi, 2(1), 87-93.

Camelia Praestuti (2020) Marketing Mix Terhadap Kepuasan Konsumen Pada Mama-Mama Penjual
Noken Di Oyehe Kabupaten Nabire. JAB Jurnal Administrasi Bisnis

Chen,S. C., & Lin, C. P. (2019). Understanding The Effect Of Social Media Marketing
Activities : The Mediation Of Social Identification, Perceived Value, And Satisfaction.
Technological Forcasting & Social Change, 22-32.

Chintya Ones Charli, Della Asmaria Putri (2020) Pengaruh Social Media Marketing, Fasilitas Wisata
Dan Citra Destinasi Wisata Terhadap Minat Wisatawan Berkunjung . Jurnal EKOBISTEK

Damanik, S. B. V. E., & Tambunan, S. R. (2024). Pengaruh Kualitas Pelayanan dan Fasilitas
terhadap Kepuasan Pengunjung pada Event Deliland Festival 2023. Jurnal Riset Manajemen,
2(2), 38-44.

Dewi Puspitasari, Riyan Hadithya (2023) Pemanfaatan Social Media Marketing Melalui Konten
Pada Instagram Dalam Upaya Meningkatkan Brand Image Sebuah Produk. JMBK Jurnal
Manajemen Bisnis Dan Keuangan

Didin Syarifuddin, Rahmat Priyanto (2020) Membangun Failitas, Membangun Minat Kunjungan
Ulang. Jurnal Sain Manajemen http://ejurnal.ars.ac.id/index.php/jsm/index

Evelyna (2022) Pengaruh Servicescape, Social Media Marketing Dan Customer Experience
Terhadap Minat Berkunjung Kembali (Revisit Intention) Pada Objek Wisata Rahayu River
Tubing Di Kabupaten Kebumen. JBMA : Jurnal Bisnis Manajemen Dan Akuntansi

Fitriya, S. (2023). Analisis Kepuasan Wisatawan Terhadap Minat Berkunjung Kembali ke Objek
Wisata Kabupaten Kerinci. Business, Economics and Entrepreneurship, 5(2), 184—195.

Genelius, Susan (2011) 30 Minute Social Media Marketing. Untited States: McGraw Hill.

Gerson, R. F (2010) Mengukur Kepuasan Pelanggan: Panduan Menciptakan Pelayanan Bermutu.
Edisi Pertama. Jakarta: PPM — Bisnis2030.

Gustina, L., Yasri, Y., & Engriani, Y (2019) Pengaruh Experiential Marketing Terhadap Minat
Kunjungan Ulang Wisatawan Pada Objek Wisata Pantai Air Manis Di Kota Padang. Jurnal
Praktik Bisnis

Gustina, L., Yasri, Y., & Engriani, Y. (2019). Pengaruh Experiential Marketing terhadap Minat
Kunjung Ulang Wisatawan Pada Obyek Wisata Pantai Air Manis Di Kota Padang. Jurnal
Praktik Bisnis, 8(1), 52—62. http://ejournal.unp.ac.id/index.php/d3fe

Hafizah Febiola. (2024). Pengaruh Harga Dan Fasilitas Terhadap Kepuasan Pengunjung Di Daya
Tarik Wisata Bukit Chinangkiak Kabupaten Solok. Jurnal Ekonomi, Manajemen Pariwisata
Dan Perhotelan, 3(1), 1-13.

Hamdan Firmansyah, Abdul Rauf, Sardjana Orba Manullang Tri Endi Ardiansyah P.S, Farah Diba,
ITham Akbar, Robi Awaluddin, Puji Muniarty, Ahmad Mundzir,Vigory Gloriman Manalu,
Genesis sembiring Depari, Elsy Rahajeng, Metha Dwi Apriyanti, Sri Vandayuli Riorini,
Seleman Hardi Yahawi (2021) Digital Marketing Konsep Dan Strategi. BOOK

Hapsawati Taan, Djoko Lesmana Radji, Herlina Rasjid, Indriyani (2021) Social Media Marketing
Untuk Meningkatkan Brand Image. SEIKO: Journal Of Management & Business

Hendra Syaiful, Agung Edy Wibowo Mohammad Nur Afriliandi Nasution (2023) Pengaruh Motivasi
Terhadap Minat Kunjungan Ulang Wisatawan Mancanegara Perspektif Faktor Penarik (Studi
Destinasi Wisata Religi Masjid Di Kota Batam) Jurnal Manner

International Journal of Social Science, Educational, Economics, Agriculture Research, and Technology (IJSET)
E-ISSN: 2827-766X | WWW.IJSET.ORG



Heru Aulia Azman, Yesi Elsandra (2020) Analisis Faktor-Faktor Yang Mempengaruhi Minat
Kunjungan Berulang Wisatawan Milenial Ke Bukit Tinggi. AMAR (Andalas Management
Review)

Hidayah, N (2019) Pemasaran Destinasi Pariwisata. Alfabeta Bandung

Hidayat, S., Suwena, 1. K., & Dewi, N. G. A. S. (2021). Pengaruh Promosi Dan Kualitas Pelayanan
Terhadap Minat Berkunjung Wisatawan Domestik Ke Museum Surabaya. Jurnal IPTA, 9(1),
54. https://doi.org/10.24843/ipta.2021.v09.i01.p05

Hidayat, S.N., & Prasetyo, A.P (2015) Analisis Kualitas Pelayanan E-KTP Menggunakan Metode
Costumer Satisfaction Index, Metode Service Quality, Dan Importance Performance
Analysis. Jurnal Maksipreneur: Manajemen Koperasi Dan Entrepreneurship

Indriastuty N, Wahyu Eko Saputro, Sukimin (2020) Analisis Daya Tarik Wisata, Persepsi Harga,
Dan Kualitas Pelayanan Terhadap Minat Berkunjung Ulang Dengan Kepuasan Konsumen
Sebagai Variabel Intervening (Studi Pada Pantai Manggar Segara Sari Balikpapan) Jurnal
GeoEkonomi

Indriastuty, N., Eko Saputro, W., & Sukimin, S. (2020). Analisis Daya Tarik Wisata, Persepsi Harga,
Dan Kualitas Pelayanan Terhadap Minat Berkunjung Ulang Dengan Kepuasan Konsumen
Sebagai Variabel Intervening. Jurnal GeoEkonomi, 11(1), 56-73.
https://doi.org/10.36277/geoekonomi.v11i1.108

Irawan, M. R. N., Sayekti, L. I., & Ekasari, R. (2021). Pengaruh Fasilitas Wisata, Promosi Dan
Harga Terhadap Minat Wisatawan Berkunjung Pada Wisata Wego Lamongan.
Ecopreneur.12, 4(2), 122. https://doi.org/10.51804/econ12.v4i2.1008

Irawan, S. S., & Albanna, F. (2022). Pengaruh Kualitas Pelayanan dan Ketersediaan Fasilitas
Terhadap Kepuasan Penumpang di Ruang Tunggu PT Angkasa Pura I Bandar Udara
Internasional Sams Sepinggan Balikpapan. AURELIA: Jurnal Penelitian Dan Pengabdian
Masyarakat Indonesia, 1(1), 58—67.

Junensih, S. A., & Ratnawili. (2021). Pengaruh Fasilitas Wisata, Harga dan Keamanan Terhadap
Keputusan Berkunjung Wisatawan Pada Wisata Suban Air Panas Curup. Jurnal Manajemen
Modal Insani Dan Bisnis (JMMIB), 2(2), 138-145.

Kotler, P., & Keller, K. L. (2021) Manajemen Pemasaran Edisi 13 Jilid 2

Kotler, P., & Keller, K.L (2016) Marketing Management (15 ed). United States Of America: Pearson
Education Limited

Kotler, Philip, Kevin Lane Keller (2009) Marketing Management Jakarta: PT Indeks.

Kotler,P., & Keller, K.L (2016) Marketing Management (15th ed). New Jersey: Pearson Education

Lailia, V. R. (2023). Penerapan Strategi Pemasaran Digital Melalui Media Sosial Instagram Dalam
Meningkatkan Penjualan Pada Arunazma. Journal of Management and Social Sciences
(JMSCQ), 1(2), 1-10. https://doi.org/10.59031/jmsc.v1i2.161

Larasati, Dea Ayu (2022) Pengaruh Fasilitas Dan Kualitas Pelayanan Terhadap Kepuasan Wisatawan
Di Desa Wisata Wanurejo Kabupaten Magelang. Gemawisata: Jurnal Ilmiah Pariwisata

International Journal of Social Science, Educational, Economics, Agriculture Research, and Technology (IJSET)
E-ISSN: 2827-766X | WWW.IJSET.ORG



