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Abstrak 

PENGARUH E WOM TERHADAP KEPUTUSAN MENGINAP DI 

MAESA HOTEL PONOROGO 

Meylani Setyowati 

Fakultas Ekonomi Universitas Muhammadiyah Ponorogo 

ABSTRAK 

 

Penelitian ini menguji pengaruh E WOM dengan variabel Intensitas, 

Valance of opinion dan Content terhadap keputusan menginap di Maesa 

Hotel Ponorogo. Data yang digunakan dalam penelitian ini adalah 

melalui penyebaran kuisioner kepada pelanggan Maesa Hotel sebanyak 

100 responden dengan menggunakan teknik accidental sampling. Metode 

analisis data yang digunakan dalam penelitian ini menggunakan metode 

kuantitatif, yaitu Uji Validitas, Uji Reliabilitas, analisis regresi linear 

berganda, Koefisian Determinan, Uji T dan Uji F. Hasil dari penelitian 

ini menunjukkan bahwa variabel Intensitas berpengaruh signifikan 

terhadap keputusan menginap sebesar 0,185. Variabel Valence of 

Opinion berpengaruh signifikan terhadap keputusan menginap sebesar 

0,307. Variabel Content berpengaruh signifikan terhadap keputusan 

menginap sebesar 0,223. Hasil uji variabel Intensity, Valence of Opinion, 

dan Content berpengaruh secara simultan terhadap keputusan menginap 

di Maesa Hotel. 

Kata kunci : Intensity, valance of opinion, content dan keputusan 

menginap 
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ABSTRACT 

 This study examines the effect of E WOM with the Intensity, Valance 

of opinion and Content variables on the decision to stay at Maesa Hotel 

Ponorogo. The data used in this research is through distributing questionnaires 

to Maesa Hotel customers as many as 100 respondents using accidental 

sampling technique. The data analysis method used in this study used 

quantitative methods, namely the validity test, reliability test, multiple linear 

regression analysis, determinant coefficient, T test and F test. The results of 

this study indicate that the intensity variable has a significant effect on the 

decision to stay at 0,185. The Valence of Opinion variable has a significant 

effect on the decision to stay at 0,307. The Content variable has a significant 

effect on the decision to stay at 0,223. The test results of the Intensity, 

Valence of Opinion, and Content variables simultaneously influence the 

decision to stay at the Maesa Hotel. 

Keywords: Intensity, valance of opinion, content and decision to stay 

overnight 
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