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ABSTRACT	
	
	

Various studies mention that tourists are currently 
changing their tourism travel patterns from buying 
products to buying experiences. From mass tourism to 
responsible tourism. Responding to changes in consumer / 
tourist demand from buying products to buying experiences 
and the growing need for responsible tourism, in terms of 
tourism, what is known as creativity-based tourism or 
creative tourism has emerged. Along with the development 
of tourism, especially cultural tourism, which not only 
places tourists as "spectators" or connoisseurs, but they 
then change their goals to try to understand the local 
culture. To determine the effect of E-WOM on the intention 
to revisit the Ngarsopuro Night Market creative tourism. To 
determine the effect of City Branding on the intention to 
visit Ngarsopuro Night Market creative tourism. To find out 
eWOM and City Branding together have an effect on the 
intention to visit Ngarsopuro Night Market creative tourism 
The method in this study is a quantitative method. The data 
collection method uses a questionnaire. While data analysis 
uses Path Analysis Test. The results of this study indicate 
that: 1) There is a positive and significant effect of E- WOM 
on revisit intention, so the first hypothesis is accepted. 2) 
There is a positive and significant effect of City Branding on 
revisit intention, so the second hypothesis is accepted. 3) 
There is a positive and significant effect of E-WOM and City 
Branding on return visit intention, so the third hypothesis is 
accepted. 
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INTRODUCTION 
 

 Various studies mention that tourists are currently changing their travel patterns 
from buying products to buying experiences. From mass tourism to responsible tourism. 
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Responding to changes in consumer/tourist demand from buying products to buying 
experiences and the growing need for responsible tourism, in terms of tourism, what is 
known as creativity-based tourism or creative tourism emerged. Creative tourism is the 
answer to the emergence of the creative era in tourism (Ohridska-Olson, 2009). Creative 
tourism is not only related to something to see, something to buy, and something to do but 
also relates to something to learn and something to feel (Alfian, 2017). Along with the 
development of tourism, especially cultural tourism, which does not only place tourists as 
"spectators" or connoisseurs, but they then change their goals to try to understand local 
culture, such as making cultural tourism visits to museums, art galleries, and so on. A city 
is an area or location that also has an interest in having a brand that is common with City 
Branding, so that it can compete and look different from other areas. 

According to (Kotler, Philip and Armstrong, 2014) city branding is an effort made 
by the government to create the identity of a place, region, then promote it to the public, 
both internal and external public. In marketing science, branding is considered a powerful 
tool to provide characteristics that can distinguish a product from other products. Branding 
a location or place is indeed a fairly new thing in marketing science, this makes every city 
need to determine the positioning that can be formed. The positioning must be precise, 
supported by differences and strong characteristics in a region, then the development of 
Surakarta City, known as Solo, is one of the tourist destinations that is rich in culture and 
tradition. The ability of a region to manage its tourism objects will provide great benefits 
for the region concerned (Putra, 2017: 202). 

One of the main attractions of Solo today is the creative tourism of Ngarsopuro 
Night Market, which offers a variety of local products, culinary, and entertainment. In the 
context of tourism, the success of a destination is not only determined by the attractions 
offered, but also by external factors such as electronic word of mouth (eWOM). Word of 
mouth (WOM) has long been viewed as an important subject for marketing researchers and 
practitioners (Gruen et al, 2005). Prospective travelers will consider recommendations 
through the most reliable sources to find the information (Chi & Qu, 2008). Information 
conveyed by friends, family, or social media can shape perceptions and influence return 
visit intentions. In the digital era, WOM is increasingly widespread through online 
platforms, making it easier to reach a wider audience or electronic word of mouth (e-
WOM). Information written on social media by tourists who have visited the destination 
will provide considerable added value to other users who are potential prospective tourists, 
so this can accelerate the development of electronic word of mouth and will ultimately 
affect the decision to visit tourists (Hasan & Setyaningtyas, 2015: 226). 

This phenomenon is increasingly relevant in an era where technology and social 
media play a dominant role in consumer decision-making. Travelers today tend to seek 
information through digital platforms, which makes eWOM a very important source of 
information. In addition, a strong city image can be an attraction for tourists, who want to 
experience the authenticity of a destination. Therefore, this study aims to assess the 
influence of Ewom, City Branding on tourists' intention to visit ngarsopuro night market 
again. 

 
RESEARCH METHOD  

 
The type of research used is quantitative. The population in this study were all 

visitors to Ngarsopuro Night Market. According to Sugiyono (2017) Samples are part of 
the number and characteristics possessed by the population. In this study the sample was 
taken with accidental sampling technique with a sample size of 100 respondents. The data 
collection technique used a questionnaire. Furthermore, to test the effect of mediation in 
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this study, a path analysis model was used. Furthermore, after generating path analysis data, 
to calculate the results of indirect effects using SPSS Version 25 for Windows. 

 
RESULT AND DISCUSSION  

 
Validity Test 

Table 1. Validity Test of E-WOM Variables 

 
Table 2. Validity Test of City Branding Variables 
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Table 3. Validity Test of the Return Visit Intention Variable 
 

 
From the table above, it can be seen that all variable items are valid. This meets 

the requirements of a significance value <0.05 and a calculated r value> 0.195, thus all 
question items in the questionnaire can be used and can be trusted to collect the necessary 
data. 
  
Reliability Test 

Table 4 E-WOM Variable Reliability Test 

 
Table 5. City Branding Variable Reliability Test 

  
Table 6. Reliability Test of the Return Visit Intention Variable 

 
Based on the table above which shows that the results obtained from testing the 

reliability of research instruments on the EWOM, City Branding, and Return Visit Intention 
variables obtained a reliability coefficient value> 0.7, it can be concluded that the research 
instruments of the three variables are declared reliable and can be continued in further 
analysis. 
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Test R2 
 Table 7. Determination Test 

 
 

Based on the table above, it shows that the coefficient of determination test in 
model 2, which is seen from Rsquare of 0.548. This shows that the effect of E-WOM and 
City Branding has an effect on Return Visit Intention of 54.8%. While the rest is 0.452 or 
45.2% influenced by other variables outside this study. 
  
Hypothesis Test 
1. T test 

Table 8. T-test results 

 
  

Based on the table above, it shows that the t test is as follows: 
1) The t test value of the EWOM variable (X1) on the intention to revisit is 5.810> 1.984 

with a significance of 0.000 <0.05, which means that there is a significant effect of the 
EWOM variable on the intention to revisit. 

2) The t test value of the City Branding (X2) variable on the intention to revisit is 5.569> 
1.984 with a significance of 0.000 <0.05, which means that there is a significant 
influence of the City Branding variable on the intention to revisit. 

 
2. F test 

Table 12. F test results 
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Based on the table, testing the effect of independent variables together on the 
dependent variable is done using the F test. The results of statistical calculations show that 
the value of F count = 58.869 is greater than F table = 3.90 with a significance of 0.000 
<0.05, which means that together EWOM (X1) and City Branding (X2) have a significant 
effect on the intention to visit again. 
 
Discussion 
1. Effect of E-WOM on Repeat Intention 

Based on the research hypothesis which includes the t test and R2 it can be seen 
that the t test on the E-WOM variable on the intention to revisit is 5.810> 1.984 with a 
significance of 0.000 <0.05, which means that there is a significant effect of the E-WOM 
variable on the intention to revisit, so that the first hypothesis is accepted. Meanwhile, the 
coefficient of determination / Square of the effect of E-WOM on Revisit Intention is 0.404, 
thus providing a contribution of 40.4%. 

According to Kietzmann & Canhoto (2013) EWOM is a statement based on 
positive, neutral or negative experiences made by potential, actual, or former consumers 
about a product, service, brand or company that can be known by people and institutions 
via the internet (websites, social media, short messages, news and others). Furthermore, 
based on research conducted by Zarrad & Debabi (2015) revealed that there is a significant 
positive relationship between E-WOM and intention to travel again. Information written 
on social media by tourists who have visited will provide considerable added value to other 
users who are potential prospective tourists, so that this can accelerate the development of 
electronic word of mouth and will ultimately affect tourists' visiting decisions (Hasan & 
Setyaningtyas, 2015: 226). 

Based on the research conducted, the explanation conveyed by people who have 
visited Ngarsopuro Night Market and conveyed to everyone through internet media (E-
WOM) is mostly positive. Visitors feel entertained and educated when visiting Night 
Market Ngarsopuro which directly affects the intention to visit again. Therefore, E-WOM 
is very important to influence the intention to revisit. Based on research conducted by Ali 
Hanafiah, Mas Wahyu Wibowo, Fitria Damayanti (2020), Dzulfikar Abdulrahman (2018), 
and I Putu Hari Budi Utama (2020), it shows that E-Wom has an effect on Repeat Intention. 
 
2. The Influence of City Branding on Return Visit Intention 

Based on the research hypothesis which includes the t test and R2 it can be seen 
that the t test on the city branding variable on the intention to visit again is 5.810> 1.984 
with a significance of 0.000 <0.05, which means that there is a significant influence of the 
City Branding variable on the intention to visit again, so that the second hypothesis is 
accepted. Meanwhile, the coefficient of determination / Square of the influence of City 
Branding on Revisit Intention is 0.391, thus providing a contribution of 39.1%. 

City Branding is the concept of a regional marketing strategy by establishing 
branding for a particular city so that it is more attached to the minds of visitors. City 
Branding can generate interest in visiting tourists because there are differences when 
compared to other cities (Ramadhan et al., 2015). According to Sitorus (2018) City 
Branding is an effort and strategy to convey the brand of a city or region to be more easily 
remembered and recognized by domestic and foreign visitors. Proper use of City Branding 
can influence interest in visiting. 
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With the existence of City Branding, Ngarsopuro Night Market in Surakarta City 
is an attraction for tourists to visit Solo City. Efforts are made to develop creative tourism 
through incidental events (keroncongan, wayang kulit and bands), routine events 
(percussion music), and annual events (Solo Batik Fashion, Solo City Jazz, SIPA, SIEM, 
IPAM and others). Based on research conducted by Dzulfikar Abdulrahman (2018), Dania 
Anggraini (2019), Eko Fajar Priambudi, (2021), and Shohib Muslim (2021), it shows that 
City Branding has a significant influence on Return Visit Intention. 
 
3. The Influence of E-WOM and City Branding on Repeat Intentions 

In this study, empirical evidence of the third hypothesis in the 12th table submitted 
is proven that Fcount is greater than Ftable, it can be concluded that together E-WOM and 
City Branding have a significant effect on Repeat Intention. 

 
CONCLUSION  

Based on the results of the analysis and discussion of the previous chapter, the following 
conclusions can be drawn: 
1. There is a positive and significant effect of E-WOM on Repeat Intention, so the first 

hypothesis is accepted. 
2. There is a positive and significant effect of City Branding on Return Visit Intention, so 

the second hypothesis is accepted. 
3. There is a positive and significant influence of E-WOM and City Branding on Repeat 

Intention, so the third hypothesis is accepted. 
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