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This study aims to analyze the effect of RM and WOM on revisit
intention with trust as a mediating variable among customers
of 4-star hotels in Batam City. A quantitative approach was
used with the Structural Equation Modeling Partial Least
Square (SEM-PLS) method. Data were obtained through a
survey of 120 respondents who had stayed at 4-star hotels,
using purposive sampling techniques. The results show that
RM and WOM have a positive and significant effect on trust.
However, trust does not have a significant effect on revisit
intention. RM also does not have a direct effect on revisit
intention. Meanwhile, WOM has a positive and significant effect
on revisit intention. These findings indicate that promotion
through customer-to-customer communication is more

effective in encouraging revisit intention than relationship-
based marketing alone. This study provides practical
implications for hotel managers to strengthen WOM strategies,
as well as opening up opportunities for further research by
considering additional variables such as customer satisfaction
and stay experience.

INTRODUCTION

Batam is one of the most popular tourist destinations in Indonesia. Batam is strategically
located due to its proximity to Malaysia and Singapore (Fahlevi & Sinambela, 2024). Batam is
always crowded with both domestic and foreign tourists (Sinambela et al., 2024). This condition
has encouraged growth in the tourism business. One of the growing tourism businesses in
Batam is the hospitality industry. There are many star-rated and non-star-rated hotels in the city
of Batam BPS Batam, 2024)..

The high level of competition in the hospitality industry in Batam requires every hotel to
maintain customer loyalty in order to create sustainability in their business (Purwianti, 2023).
Therefore, it is necessary for hotel companies to increase consumer trust in their hotels. One of
the challenges that has emerged in the hospitality industry in Batam is how to turn first-time
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hotel guests into loyal customers. This is especially true now that consumers have many
alternatives to choose from and easy access to information.

The urgency of this research is driven by changes in consumer behavior in the hospitality
industry, where consumers are now heavily influenced by digital reviews and personal
experiences (Isa et al., 2019). The long-term relationship between companies and consumers is
considered the key to business sustainability. Failure of management to build customer trust will
result in the loss of consumers who will move to competitors. Therefore, building trust is a
strategy that must be implemented immediately.

However, empirical studies to answer this phenomenon still have gaps. Previous
researchers have conducted studies on the influence of service quality and satisfaction (Wijaya &
Anggraini, 2023) as well as perceived risk (Wijaya & Haryanto, 2022) on revisit intention.
However, studies discussing social relations and interactions are still limited to the context of the
hospitality business in Batam. Meanwhile, studies like this have been conducted elsewhere, such
as in Ghana (Amoako et al., 2019) and Thailand (Kajornatthapol et al., 2024), which recommend
Relationship Management (RM) and Word-of-Mouth (WOM) marketing as key strategies in
building trust in the hospitality industry.

Based on these phenomena, urgency, and gaps, this study was designed to examine the
relationship between Relationship Management and Word-of-Mouth Marketing on Trust, as well
as the influence of Trust on Revisit Intention at star-rated hotels in Batam. This study is expected
to have multiple contributions. Theoretically, the research will test and enrich the relationship
model in service marketing with the new context of Indonesian urban tourist destinations.
Practically, the results of the research will provide concrete strategic recommendations for hotel
management, particularly in designing personalized RM programs and managing effective WOM
marketing, in order to build trust and encourage long-term customer loyalty in a competitive
market.

LITERATURE REVIEW

Relationship Marketing (RM)

According to Amoako et al., (2019) RM is a marketing strategy that focuses on long-term
relationships between sellers and buyers. This strategy ultimately creates a mutually beneficial
exchange, helping companies acquire, retain, and satisfy their customers. The relationship
management strategy includes trust, satisfaction, and commitment, which are key indicators of a
relationship (Santoso et al., 2024).

In addition, according to Salem (2021), RM plays a crucial role in business success. RM
can create long-term relationships with consumers. Previous researchers have examined the
relationship between RM and consumer trust in companies. According to Ghani et al., (2016),
trust is one of the components of RM and the key to successful relationships between business
owners and their customers, while the results of a study by Isa et al. (2019) show that RM and
WOM are significant factors that increase the trust of hospital visitors in Penang, Malaysia. RM
has a significant impact on the intention to repurchase luxury hotel services in Seoul, South
Korea (Kim et al.,, 2001). Based on the above explanation, the following hypotheses can be
formulated:

H1. Relationship marketing has a significant positive impact on trust in 4-star hotels in Batam
City.

H4. Relationship marketing has a significant positive impact on the intention to revisit 4-star
hotels in Batam City.

Word of Mouth
WOM is an important factor that contributes to fund efficiency in the hospitality sector
(Leal & Ferreira, 2020). Responses from one person to another regarding the quality and services
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offered by a hotel are more effective in increasing hotel revenue (Karim & Rabiul, 2024). In the
context of marketing, WOM is very influential because consumers tend to trust
recommendations from family, friends, or influencers more than conventional advertisements
(Putri & Hayu, 2024). WOM can be considered the most effective form of promotion because
customers are very open to the opinions of others. This definition is expanded with the existence
of electronic WOM (e-WOM), which is the process of sharing consumer opinions and experiences
through digital platforms such as social media, forums, or online reviews (Sehirli, 2021).
According to (GILDIN, 2003), the reasons behind the importance of WOM communication in
promotion are noise, skepticism, and connectivity. Many previous researchers have conducted
studies on WOM and trust. The results of Jalilvand et al., (2017) study state that WOM supports
customer trust among 300 hotel guests. Meanwhile, Sijoria et al. (2019) found that e-WOM has a
significant positive relationship with trust in the Indian hospitality sector. On the other hand,
WOM also has a significant positive impact on revisit intention among domestic visitors in Ho Chi
Minh City, Vietnam (Phi et al., 2021). Finally, WOM has been proven to have a significant positive
influence on the intention to visit hotels and restaurants in Bali (Gede et al., 2020). Based on the
above explanation, the following hypotheses can be formulated:

H2. Word of mouth has a significant positive effect on trust in 4-star hotels in Batam City.

H5. Word of mouth recommendations have a significant positive impact on the intention to
return to stay at 4-star hotels in Batam City.

Trust

In hospitality literature, consumer trust is defined as the belief of visitors that the hotel
has sufficient reliability and integrity to provide the same level and quality of service in every
exchange and encounter (Assaker et al., 2020; Liat et al., 2014). This is in line with the thoughts,
feelings, emotions, and behavior of sellers in selling their products to customers who appear to
be reliable through their actions and attract customer trust (Pambudi et al., 2021). A growing
business is one based on trust and credibility. Trust is the foundation of business. Building
customer trust is one of the important factors in creating customer desire to return
(ALDIANSYAH, 2023). Trust reflects that both parties are vulnerable to uncertainty and expect the
other party to respect their obligations, whether they are customers or sellers (Y.Chen et al,,
2022). According to Ahn & Kwon (2020), customer perception through customer trust has an
influence on customer revisit intention in hotel companies in the United States of America.
However, Isa et al, (2019) found that trust does not influence revisit intention in the private
hospital and hotel sectors in Penang, Malaysia, either partially or simultaneously (variable RM
and WOM). Thus, the following hypothesis can be formulated:
H3. Trust has a significant positive effect on revisit intention at 4-star hotels in Batam City.

Revisit Intention

The term Revisit Intention refers to the desire of customers to return to a place or
engage in repeated activities in the context of tourism (C. H. Chin et al., 2022). A literature review
on revisit intention in the hospitality sector shows that factors such as RM, WOM, and trust are
key determinants in shaping tourist loyalty (Isa et al., 2019; Yellys et al., 2024). In general, recent
studies highlight a paradigm shift from mere functional satisfaction to the creation of revisit
intention, which is not only a logical consequence of satisfaction but also a manifestation of
affective experiences that are built continuously and consistently (Zhang et al., 2018). Research
conducted by (Gregoriades et al., 2023) shows that two-star (2) and three-star (3) hotels have a
much higher probability of repeat visits compared to four-star (4) and five-star (5) hotels because
customers of 2/3-star hotels desire core functions more than 4/5-star customers desire
experiences. Revisit intention has often been studied at the national, city, hotel, or tourist
attraction level (Liu & Beldona, 2021). However, there is no effective and consistent way to
measure revisit intention (Gregoriades et al., 2023).
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METHODS

This study uses a quantitative approach with the Structural Equation Modeling Partial
Least Square (SEM-PLS) analysis method to test the relationship between variables (Monica et al.,
2025; Sentoso et al., 2024). SEM-PLS is used to estimate structural equation models and does not
depend on data distribution assumptions (Hair et al., (2019). The sampling technique was carried
out using the formula proposed by (Hair, 2021), namely the item multiplied by 10. With a total of
12 questions, the minimum sample size for this study was 120. Respondents were selected using
purposive sampling with the main criterion being Batam residents who had experience staying
at a 4-star hotel in Batam City. Data collection was conducted using a questionnaire via Google
Form and adapted research variable questions from Yusuf et al. (2022) for RM, Rasheed & Rashid
(2024) for WOM, Chetioui et al. (2021) for trust, and Torabi et al. (2022) for revisit intention. All
variables were compiled into the following research model:

Figure 1 Conceptual Framework

Relation ——
ship
Marketi

Trust Rewvisit

Intention

RESULTS

Outter Model
Table 1 Validity and Reliability test

\ Loading Factors

' RM  WOM T

RM1 0.85

Variable

RM2 0.77 0.66 | 0.84 | 0.73

RM3 0.81

WOM1 0.77

WOM2 0.87 0.65 | 0.85 | 0.75

WOM3 0.76

T1 0.78

T2 0.81 0.65 | 0.84 | 0.73 | 0.35 0.34

T3 0.82

RI1 0.78

RI2 0.79 0.64 | 0.84 | 0.73 | 0.22 0.21

RI3 0.83

Source: Data Processed, 2025
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Discriminant validity was assessed using two criteria, namely loading factor and average
variance extracted. Data can be considered convergent valid if the loading factor value is above
0.6 (Chin & Marcoulides, 1998) and the AVE value is above 0.5 (Ghozali, 2016; Hair et al., 2015). As
seen in Table 1, both criteria have been met, so it can be concluded that the data is convergent
valid. In terms of reliability, the criteria used are Cronbach's alpha >0.6 (Hair et al., 2015), rho_A
>0.7 (Dijkstra & Henseler, 2015), and composite reliability >0.6 (J. Hair et al., 2015). As seen in
Table 3, all three criteria have been met, so the data is reliable.

In addition, as seen in Table 1, the r-square value of revisit intention is 0.216, which
means that 21% of the RM and WOM variables can explain revisit intention. There are other
variables that have the potential to explain revisit intention besides relationship marketing and
word of mouth, such as customer experience and customer satisfaction. Furthermore, the r-
square value of trust is 0.346, which means that 34% of the RM and WOM variables can explain
trust. There are other variables that have the potential to explain trust besides relationship
marketing and word of mouth, such as website quality and experiential marketing (Amin et al.,
2021; Xu et al., 2022).

Table 2 Hypotheses Test

Coefficient \ T Values Result
Hypotheses ‘
Relationship Marketing > Trust 0.368 3.675*** | Positive Significant
Word of Mouth > Trust 0.323 2.739** Positive Significant
Trust > Revisit Intention 0.157 1.347 Positive Significant
Relationship Marketing > Revisit Intention 0.138 1.092 Positive Significant
Word of Mouth > Revisit Intention 0.465 3.762*** | Positive Significant

Source: Data Processed, 2025

Table 5 shows that the hypothesis test results indicate that relationship marketing has a
positive effect on trust, with significant coefficient and t-statistic values. Thus, hypothesis 1 is
accepted. This finding is in line with the research by Isa et al. (2019), which reveals that
relationship marketing has a positive and significant relationship with hotel customer trust.
These results indicate that hotels that are able to maintain good relationships with visitors, both
through direct and indirect communication, will increase the level of visitor trust in hotels in
Batam City.

The hypothesis test results show that WOM has a positive effect on trust, with significant
coefficient and t-statistic values, so hypothesis 2 is accepted. This finding is consistent with the
research by (Sijoria et al., 2019), which states that WOM is an effective promotional strategy in
building visitor trust, both for new and returning visitors. These results explain that WOM is one
of the promotional strategies that can provide maximum results with relatively low operational
costs in the hotel sector in Batam City.

The hypothesis test results show that trust has a positive effect on revisit intention, but
with a non-significant t-statistic value, so hypothesis 3 is rejected. This finding is in line with the
research by Isa et al. (2019), which states that trust is not a determining factor for customers to
return to stay at a hotel (a study of hotels in Malaysia). However, a study conducted in Ho Chi
Minh City by Loc & Thao, (2020) found a relationship between trust and revisit intention. The
results of a study by Ahn & Kwon (2020) show that hotels in the United States with high levels of
brand trust are able to encourage visitors to return. These differing results indicate that regional
context and social characteristics can influence the role of trust in guests' decisions to revisit.

The results of testing the relationship marketing hypothesis on revisit intention have a
positive coefficient value and a non-significant t value, meaning that hypothesis 4 is rejected.
This result is inconsistent with the research (Kim et al.,, 2001), which states that relationship
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marketing is an effective strategy for hotels to attract visitors who have stayed in Seoul, South
Korea. This inconsistency leads to the conclusion that a country's economic level plays a
significant role in determining the loyalty of hotel guests, although this can still be debated in
further research.

The results of the word of mouth hypothesis test on revisit intention have a positive
coefficient value with a significant t value, meaning that hypothesis 5 is accepted. These results
are consistent with the research by Phi et al. (2021), which concluded that WOM is closely related
to the psychology of visiting customers, thereby increasing their interest in returning to stay at
the hotel. This result explains that when a customer or potential customer receives continuous
information about a hotel, it will increase their desire to revisit the same hotel.

CONCLUSION

This study aims to analyze the effect of relationship marketing and word of mouth on
revisit intention with trust as a mediating variable among customers of 4-star hotels in Batam
City. Based on the results of SEM-PLS analysis, it was found that relationship marketing and word
of mouth had a positive and significant effect on trust. However, trust was not proven to have a
significant effect on revisit intention, nor did relationship marketing have a significant effect on
revisit intention. Meanwhile, word of mouth showed a positive and significant effect on revisit
intention. These findings indicate that informal communication between customers is more
effective in encouraging revisit intention than relational marketing strategies or the level of trust
itself. Therefore, managers of 4-star hotels in Batam City are advised to strengthen word of
mouth strategies, both conventional and digital, as their main promotional tools. Additionally,
although trust does not directly influence revisit intention, building trust remains important as
the foundation for long-term relationships and positive customer experiences.

LIMITATION

This study has several limitations that need to be considered when interpreting the
findings. First, the use of purposive sampling with 120 respondents, who were customers of
four-star hotels in Batam City, limits the generalization of the research findings, so that the
results cannot represent all hotel customer segments in other regions or different hotel classes.
Second, the variables used in the research model only include relationship marketing, word of
mouth, trust, and revisit intention, while the R-square value indicates that there are other
variables that have the potential to influence, such as customer satisfaction, service quality, and
customer experience, but these have not been analyzed in this study. Third, the data was
collected through a perception-based online questionnaire, so the possibility of subjective bias
cannot be completely avoided. Fourth, this study only uses a quantitative SEM-PLS approach
without the support of qualitative data, so the depth of understanding of customer behavior is
still limited. Therefore, further research is recommended to expand the sample coverage,
include additional variables, use mixed methods, and conduct cross-regional and cross-hotel
comparisons to obtain more comprehensive and generalizable results.

REFERENCES

Ahn, J., & Kwon, J. (2020). CSR perception and revisit intention: the roles of trust and
commitment. Journal of Hospitality and Tourism Insights, 3(5), 607-623.
https://doi.org/10.1108/JHTI-02-2020-0022

Amin, M., Ryu, K. Cobanoglu, C., & Nizam, A. (2021). Determinants of online hotel booking

intentions: website quality, social presence, affective commitment, and e-trust. Journal of
Hospitality Marketing & Management, 30(7), 845-870.
https://doi.org/10.1080/19368623.2021.1899095

3644 | Stanley Asyer Francisco Tay, Renza Fahlevi, Fitriana Aidnilla Sinambela ; The Influence Of
ROA...


https://doi.org/10.1108/JHTI-02-2020-0022
https://doi.org/10.1080/19368623.2021.1899095

ISSN: 2338-8412 e-ISSN : 2716-4411

Amoako, G. K., Neequaye, E. K., Kutu-Adu, S. G., Caesar, L. D., & Ofori, K. S. (2019). Relationship
marketing and customer satisfaction in the Ghanaian hospitality industry. Journal of
Hospitality and Tourism Insights, 2(4), 326-340. https://doi.org/10.1108/|HTI-07-2018-
0039

Assaker, G., O'Connor, P., & El-Haddad, R. (2020). Examining an integrated model of green image,
perceived quality, satisfaction, trust, and loyalty in upscale hotels. Journal of Hospitality
Marketing & Management, 29(8), 934-955.
https://doi.org/10.1080/19368623.2020.1751371

BPS Batam. (2024). Perkembangan Pariwisata Kota Batam, Januari 2024.

Chen, Y., Prentice, C., Weaven, S., & Hisao, A. (2022). The influence of customer trust and artificial
intelligence on customer engagement and loyalty - The case of the home-sharing
industry. Frontiers in Psychology, 13. https://doi.org/10.3389/fpsyg.2022.912339

Chetioui, Y., Lebdaoui, H., & Chetioui, H. (2021). Factors influencing consumer attitudes toward
online shopping: the mediating effect of trust. EuroMed Journal of Business, 16(4), 544-
563. https://doi.org/10.1108/EM]B-05-2020-0046

Chin, C. H., Wong, W. P. M., & Wahap, D. Z. B. A. A. (2022). Effects of destination appeal and
tourism infrastructure on rural tourism destination competitiveness and revisit intention:

A study in Bario Kelabit Highland. Pakistan Journal of Commerce and Social Sciences
(PJCSS), 16(3), 366-386.

Chin, W., & Marcoulides, G. (1998). The Partial Least Squares Approach to Structural Equation
Modeling. Modern Methods for Business Research, 8.

Leal, C. C., & Ferreira, A. I. (2020). Should | book another hotel? The effects of sickness and
ethnicity on customer brand loyalty and positive word of mouth. International Journal of
Hospitality Management, 91, 102410. https://doi.org/10.1016/j.ijhm.2019.102410

Dijkstra, T. K., & Henseler, J. (2015). Consistent Partial Least Squares Path Modeling. MIS
Quarterly, 39(2), 297-316. https://doi.org/10.25300/M1SQ/2015/39.2.02

Emplifi. (2024). What is word of mouth?

Ezzat, M., Abd, M., Monem, E., Abd, E., & Salam, E. (2022). Impact of Electronic Word of Mouth on
Purchase Intention: Mediating Role of Brand Image and Brand Trust of Tourist
Destinations and Hospitality Establishments in Egypt. Minia Journal of Tourism and
Hospitality Research, 14.

Fahlevi, R & Sinambela, F. A. 2024. Analisa Faktor Yang Memengaruhi Loyalitas Mitra Pengemudi
Transportasi Online. Jurnal Ekonomi Pembangunan STIE Muhammadiyah Palopo Vol. 10,
No. 2.

Gede, I. P, Laksana, J., & Ekawati, N. W. (2020). WORD OF MOUTH AND CUSTOMER
SATISFACTION IN MEDIATING THE RELATIONSHIP BETWEEN SERVICE QUALITY AND
REVISIT INTENTION. American Journal of Humanities and Social Sciences Research, 9, 19-
28. www.ajhssr.com

Ghani, M. A,, Othman, A., Ibrahim, A., Zulqurnain, W., & Ismail, W. (2016). International Review of
Management and Marketing Relationship Marketing Practices and Effects on Marketing
Effectiveness: An Empirical Insight from the Hotel Industry. International Review of
Management and Marketing, 6(4), 1026-1033. http:www.econjournals.com

Ekombis Review: Jurnal llmiah Ekonomi dan Bisnis, Vol. 14 No. 3 July 2026 page: 3639 - 3648 | 3645


https://jurnal.unived.ac.id/index.php/er/index
https://doi.org/10.1108/JHTI-07-2018-0039
https://doi.org/10.1108/JHTI-07-2018-0039
https://doi.org/10.1080/19368623.2020.1751371
https://doi.org/10.3389/fpsyg.2022.912339
https://doi.org/10.1108/EMJB-05-2020-0046
https://doi.org/10.1016/j.ijhm.2019.102410

ISSN: 2338-8412 e-ISSN : 2716-4411

Ghozali, I. (2016). Aplikasi Analisis Multivariete Dengan Program IBM SPSS 23 (Edisi 8). Cetakan ke
VIII [Multivariate Analysis Application with IBM SPSS 23 Program (8th Edition). 8th
Printing.]. Badan Penerbit Universitas Diponegoro.

Gildin, S. Z. (2003). Understanding the Power of Word-of-Mouth. RAM. Revista de Administracdo
Mackenzie, 4(1), 92-106. https://doi.org/10.1590/1678-69712003/administracao.v4n1p92-
106

Gregoriades, A., Pampaka, M., Herodotou, H., & Christodoulou, E. (2023). Explaining tourist revisit
intention using natural language processing and classification techniques. Journal of Big
Data, 10(1), 60. https://doi.org/10.1186/s40537-023-00740-5

Hair, J., Wolfinbarger, M., Money, A. H., Samouel, P., & Page, M. J. (2015). Essentials of Business
Research Methods. Routledge. https://doi.org/10.4324/9781315704562

Jalivand, M. R., Nasrolahi Vosta, L., Kazemi Mahyari, H., & Khazaei Pool, J. (2017). Social
responsibility influence on customer trust in hotels: mediating effects of reputation and
word-of-mouth. Tourism Review, 72(1), 1-14. https://doi.org/10.1108/TR-09-2016-0037

Karim, R. Al, & Rabiul, M. K. (2024). The Relationships of Corporate Sustainability, Customer
Loyalty, and Word of Mouth: The Mediating Role of Corporate Image and Customer
Satisfaction. Journal of Quality Assurance in Hospitality & Tourism, 25(3), 421-441.
https://doi.org/10.1080/1528008X.2022.2135054

Kim, W. G., Han, J. S., & Lee, E. (2001). Effects of Relationship Marketing on Repeat Purchase and
Word of Mouth. Journal of Hospitality & Tourism Research, 25(3), 272-288.
https://doi.org/10.1177/109634800102500303

Liat, C. B., Mansori, S., & Huei, C. T. (2014). The Associations Between Service Quality, Corporate
Image, Customer Satisfaction, and Loyalty: Evidence From the Malaysian Hotel Industry.
Journal of  Hospitality Marketing & Management, 23(3), 314-326.
https://doi.org/10.1080/19368623.2013.796867

Liu, Y., & Beldona, S. (2021). Extracting revisit intentions from social media big data: a rule-based
classification model. International Journal of Contemporary Hospitality Management,
33(6), 2176-2193. https://doi.org/10.1108/||CHM-06-2020-0592

Isa, S. M., Lim, G. S. S., & Chin, P. N. (2019). Patients’ intent to revisit with trust as the mediating
role: lessons from Penang Malaysia. International Journal of Pharmaceutical and
Healthcare Marketing, 13(2), 140-159. https://doi.org/10.1108/]]PHM-10-2017-0056

Huyen, N. N. T., Duong Hong, H., & Hoang Thi, L. (2025). Green practices: Building green image
and green trust for green revisit intentions in the hospitality industry. Journal of Open
Innovation: Technology, Market, and Complexity, 11(1), 100481.
https://doi.org/10.1016/j.joitmc.2025.100481

Monica, |.,Saputra, S., Yuwono, W.(2025). The Effect Of Customer Orientation, Technological
Orientation On Food And Beverages Business Perfomance Meditating By Customer
Loyalty And Innovation Capability. EKOMBIS REVIEW: Jurnal Ilmiah Ekonomi Dan Bisnis,
13(2).

Pambudi, A., Widayanti, R., & Edastama, P. (2021). Trust and Acceptance of E-Banking Technology
Effect of Mediation on Customer Relationship Management Performance. ADI Journal on
Recent Innovation (AJRI), 3(1), 87-96. https://doi.org/10.34306/ajri.v3i1.538

3646 | Stanley Asyer Francisco Tay, Renza Fahlevi, Fitriana Aidnilla Sinambela ; The Influence Of
ROA...


https://doi.org/10.1186/s40537-023-00740-5
https://doi.org/10.4324/9781315704562
https://doi.org/10.1108/TR-09-2016-0037
https://doi.org/10.1080/1528008X.2022.2135054
https://doi.org/10.1177/109634800102500303
https://doi.org/10.1080/19368623.2013.796867
https://doi.org/10.1108/IJCHM-06-2020-0592
https://doi.org/10.1108/IJPHM-10-2017-0056
https://doi.org/10.1016/j.joitmc.2025.100481
https://doi.org/10.34306/ajri.v3i1.538

ISSN: 2338-8412 e-ISSN : 2716-4411

Phi, H. D., Quang, T. N., Thi Phuong, T. H., & Linh, N. N. (2021). Effects of Destination Image on
Revisit Intention: The Intermediate Role of Satisfaction &amp; Words of Mouth (Empirical
Evidence in Ho Chi Minh City, Vietnam). Studies of Applied Economics, 40(1).
https://doi.org/10.25115/eea.v40i1.5747

Purwianti, L. 2023. Peranan Mediasi Inovasi Dan Absorptive Capacity Dalam Meningkatkan
Kinerja Hotel Selama Pandemi Covid 19. Ekuitas: Jurnal Ekonomi dan Keuangan

Purwianti, L. Nurjanah, L. Katherine. & Chen, R. 2024. The Impact of TAM, Social Influence, and
Information Quality on Purchase Intention in E-commerce. Jurnal Organisasi dan
Manajemen.

Putri, N.A.E.,Hayu, R.S. (2024). The Influence of Environmental Knowledge, Green Product
Knowledge, Green Word of Mouth, Greenwashing, and Green Confusion as
Mediator of Green Purchase Intention.EKOMBIS REVIEW: Jurnal llmiah Ekonomi Dan
Bisnis, 12(1).

Rasheed, R., & Rashid, A. (2024). Role of service quality factors in word of mouth through student
satisfaction. Kybernetes, 53(9), 2854-2870. https://doi.org/10.1108/K-01-2023-0119

Salem, S. F. (2021). Do Relationship Marketing Constructs Enhance Consumer Retention? An
Empirical Study  Within the Hotel Industry. Sage Open, 11(2).
https://doi.org/10.1177/21582440211009224

Santoso, R. P., Irawati, W., & Laili, C. N. (2024). Literature Review: Implementasi Strategi
Relationship Marketing Dalam Meningkatkan Kinerja Manajemen Pemasaran. BIMA:
Journal of Business and Innovation Management, 6(3), 409-416.
https://doi.org/10.33752/bima.v6i3.6739

Sehirli, M. (2021). Transformation of WOM (Word of Mouth) From Traditional to Digital and
Current Recommendations for e-WOM (pp. 380-400). https://doi.org/10.4018/978-1-
7998-7192-7.ch021

Sentoso, A. Sibarani, T.P & Muchsinati, E, S. 2024. Business Performance of MSMEs: an Analysis
of the Effect of Entrepreneurial Orientation, Market Orientation, and Technology
Orientation. Jurnal Dinamika Manajemen.

Sijoria, C., Mukherjee, S., & Datta, B. (2019). Impact of the antecedents of electronic word of
mouth on consumer based brand equity: a study on the hotel industry. Journal of
Hospitality Marketing & Management, 28(1), 1-27.
https://doi.org/10.1080/19368623.2018.1497564

Sinambela, F.A. Tan, ] & Fahlevi, R. 2024. Pengaruh Kualitas Informasi, Kuantitas Informasi,
Kredibilitas Informasi Melalui Konten Tiktok Terhadap Niat Pembelian Paket Pulau Wisata
Kota Batam. Journal of Islamic Tourism Halal Food Islamic Traveling and Creative
Economy.

Torabi, Z.-A., Shalbafian, A., Allam, Z., Ghaderi, Z., Murgante, B., & Khavarian-Garmsir, A. (2022).
Enhancing Memorable Experiences, Tourist Satisfaction, and Revisit Intention through
Smart Tourism Technologies. Sustainability, 14(5), 2721.
https://doi.org/10.3390/su14052721

Wijaya, A & Haryanto, 0. 2022. FAKTOR YANG MEMPENGARUHI
KUNJUNGANKEMBALIWISATAWAN TERHADAP HOTEL DI KOTA BATAM. Jurnal limiah MEA
(Manajemen, Ekonomi, dan Akuntansi) Vol. 6 No. 3.

Ekombis Review: Jurnal llmiah Ekonomi dan Bisnis, Vol. 14 No. 3 July 2026 page: 3639 - 3648 | 3647


https://jurnal.unived.ac.id/index.php/er/index
https://doi.org/10.25115/eea.v40i1.5747
https://doi.org/10.1108/K-01-2023-0119
https://doi.org/10.1177/21582440211009224
https://doi.org/10.33752/bima.v6i3.6739
https://doi.org/10.4018/978-1-7998-7192-7.ch021
https://doi.org/10.4018/978-1-7998-7192-7.ch021
https://doi.org/10.1080/19368623.2018.1497564
https://doi.org/10.3390/su14052721

ISSN: 2338-8412 e-ISSN : 2716-4411

Wijaya, D.S & Anggraini ,R. 2023. Analysis of the Influence of Physical Environment, Service
Quality, and Satisfaction on Revisit Intention at Resort in Batam City. Pusaka: Journal of
Tourism, Hospitality, Travel and Business Event Volume 5, No.1

Xu, W., Jung, H., & Han, J. (2022). The Influences of Experiential Marketing Factors on Brand Trust,
Brand Attachment, and Behavioral Intention: Focused on Integrated Resort Tourists.
Sustainability, 14(20), 13000. https://doi.org/10.3390/su142013000

Yellys, Ratih Anggraini, & Dessy Aliandrina. (2024). Pengaruh Perceived Value dan Trust terhadap
Revisit Intention dengan Word of Mouth sebagai Mediasi di Desa Wisata Kampung Tua
Bakau Serip Batam. Media Wisata, 22(1), 87-106. https://doi.org/10.36276/mws.v22i1.643

Yusuf, M., Ardianto, R., Nyoman Tri Sutagana, I., Sampe, F., Palopo, |., & Bandung, S. (2022). The
Effect of Relationship Marketing and Relationship Quality on Customer Loyalty (Bank
Muamalat Indonesia). www.techniumscience.com

Zhang, H., Wu, Y., & Buhalis, D. (2018). A model of perceived image, memorable tourism
experiences and revisit intention. Journal of Destination Marketing & Management, 8,
326-336. https://doi.org/10.1016/j.jdmm.2017.06.004

3648 | Stanley Asyer Francisco Tay, Renza Fahlevi, Fitriana Aidnilla Sinambela ; The Influence Of
ROA...


https://doi.org/10.3390/su142013000
http://www.techniumscience.com/
https://doi.org/10.1016/j.jdmm.2017.06.004

