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	ABSTRACT
	
	ARTICLE INFO

	This research aims to analyze the influence of tourist tricks, entrance ticket prices, and word of mouth on the decision to visit Tirta Wahyu Arta Tourism. The type of research used in this research is Associative Quantitative. The data collected uses primary data, namely data collected or obtained directly in the field. In this study there were 97 respondents used as samples. The sampling method uses purpose sampling, namely determining samples based on criteria. The analytical tool used is multiple linear regression analysis. Based on the results of the analysis, it is stated that tourist attraction has a positive and significant effect on the decision to visit with a calculated t value of 5.188 and a significant value of 0.000. The entrance ticket price has a positive and significant effect on the decision to visit with a calculated t value of 3.954 and a significant value of 0.000. Word of Mouth has a positive and significant effect on Visiting Decisions with a calculated t value of 2.698 and a significant value of 0.008.
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1. Introduction
The tourism sector in Indonesia has currently contributed to increasing foreign exchange and employment. The tourism sector also has social, economic impacts, as well as in the context of preserving and managing the environment, natural resources and culture in an increasingly wise and wise manner. Tourism activities play an important role in the development and development process of certain areas that have tourism potential. In developing and developing tourism in an area, it is necessary to know visitor behavior. To attract tourists to visit, the management of tourism service companies must carry out appropriate marketing strategies in marketing tourism services and offering the advantages and quality of these tourism services.
Pekalongan Regency is one of the regencies in Central Java Province whose tourism potential is currently undoubted. Various tourism activities are clearly witnessed, especially on weekends or holiday seasons where traffic jams and an increase in the number of vehicles often occur at certain points. Pekalongan Regency is famous for its natural tourism, culinary tourism, shopping tourism, and others. In addition to being supported by various tourism potentials, easy accessibility to Pekalongan Regency also affects the level of tourist visits to Pekalongan Regency. Tirta Wahyu Arta tourist attraction Jalan Wiliagung, Plumutan, Rogoselo, Doro District, Pekalongan Regency, Central Java. The development of a tourist attraction cannot be separated from the decision of tourists to visit. The decision to visit a tourist attraction is basically closely related to consumer behavior.
The decision to visit tourists is an integration process that combines knowledge to evaluate two or more alternative choices and choose one of them (Paul & Olson, 2015: 78) in(Rifansyah & Sihombing, 2022).
Tourist attraction is an important factor in determining tourists' visiting decisions. According to Marpaung (2002:78), in(Yolanda, 2018)"Tourist attraction is a form of activities and related facilities, which can attract tourists or visitors to come to a particular area or place." Tourist attraction is an important element in tourism development.
Another important factor influencing the decision to visit is price. According to (Kotler and Armstrong, 2001:439) in(Nahlia & DS, 2016)Price is the amount charged for a product or service, or the amount of value that consumers exchange for the benefits of having or using the product or service.
Word of Mouth is considered to have a strong influence in bringing in other tourists. According to Hasan (2010:230) in(Triyono & Susanti, 2021)Word of Mouth is part of a promotional strategy in marketing activities that uses satisfied “person to person” to increase product awareness and generate a certain level of sales.
The results of research conducted by(Hadi & Yulianto, 2022),(Junaida, 2019), And(Desiana et al., 2018)stated that tourist attractions have a positive and significant influence on the decision to visit. While(Anggraini et al., 2019), And(Aziza & Rachman, 2023)shows that the tourist attraction variable has a negative and insignificant influence on the decision to visit.
Furthermore, the research results from(Sianturi & Paludi, 2022)(Giri et al., 2015),(Fahimah & Umsa, 2022)And(Riati et al., 2020)stated that the entrance ticket price had a positive and significant influence on the decision to visit. Then the research results(Melpiana & Sudrajat, 2022), And(Hidayat, 2022)stated that the entrance ticket price had a negative and insignificant effect on the decision to visit.
Results of research carried out(Junaida, 2019),(Deasy et al., 2014), And(Wardani, 2023)stated that word of mouth has a positive and significant influence on the decision to visit. Whereas(Habir et al., 2020)stated that word of mouth has a negative and insignificant influence on the decision to visit.

2. Literature Review
Based on the background of the problem that has been described above, the problems that can be identified regarding the Influence of Tourist Attractions, Entrance Ticket Prices and word of mouth on the decision to visit the Tirta Wahyu Arta Tourist Attraction in Pekalongan Regency are as follows:
The decision to visit is one of consumer behavior in choosing, buying and deciding which product or service each person will buy. The relationship between tourist attractions, entrance ticket prices and word of mouth at the Tirta Wahyu Arta tourist attraction is proven by the large number of visitors visiting there from the opening of the tourist attraction in February 2023 until now, even though construction is still ongoing in the area. tourist spot. Implementation of appropriate marketing strategies at the Tirta Wahyu Arta tourist attraction for visitors to increase sales volume. Apart from that, visitors will feel happy when they are at Tirta Wahyu Arta Tourism. Consumers also feel comfortable when visiting there. That way you will get a good experience and it is very possible to visit again. This is a great opportunity for Tirta Wahyu Tourism to increase visiting decisions.
The objectives of the research are as follows:
1. To test and analyze the influence of tourist attractions on visiting decisions.
2. To test and analyze the influence of entrance ticket prices on visiting decisions.
3. To test and analyze the influence of word of mouth on visiting decisions.

3. Methods, Data, and Analysis
The theory of reasoned action (Theory of Reasoned Action), this theory was proposed by Ajzen and Fishbein (1980), and updated with the theory of planned behavior (theory of planned behavior) by Ajzen (1991), the Theory of Reasoned Action from Ajzen and Fishbein (1980) argues that a person's behavior is determined by the individual's desire to carry out or not carry out a behavior. This desire is influenced by attitudes, subjective norms and perceived behavioral control(Mahyarni, 2013).
The decision to visit tourists is an integration process that combines knowledge to evaluate two or more alternative choices and choose one of them (Paul & Olson, 2015: 78) in(Rifansyah & Sihombing, 2022).
According to Marpaung (2002:78), in(Yolanda, 2018)"Tourist attraction is a form of activities and related facilities, which can attract tourists or visitors to come to a particular area or place." Tourist attraction is an important element in tourism development. Where tourist attractions can make the government's program successful in preserving the nation's customs and culture as assets that can be sold to tourists.
In the tourism sector, if the price offered is not comparable to the service, it can affect the interest of tourists to visit. Where price is an element of the marketing mix that can generate income. Price is the value of a good or service expressed in money (Wardhani et al., 2008) in(Rahmadayanti & Murtadlo, 2020).
According to Kotler (2017: 286) in(Pristiwati & Fikri, 2021)Word of Mouth communication is a communication process in the form of providing recommendations either individually or as a group for a product or service with the aim of providing personal information.
Based on the title and previous research that has been described, this framework of thought can be described as follows:
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				Picture1. Research Model
Hypothesis Development
Based on the theoretical explanation in the framework of thought, the influence of Tourist Attraction (X1), Entrance Ticket Price (X2), and Word of Mouth (X3) on Visiting Decisions (Y) in this research has the following hypothesis:
1. The Influence of Tourist Attractions on Visiting Decisions.
[bookmark: _Hlk156257553][bookmark: _Hlk156257636]According to Karimah & Hastuti, (2019) in(Rahmadayanti & Murtadlo, 2020)states that tourist attraction is the main driver that motivates tourists to visit a place. Based on research conducted by(Hadi & Yulianto, 2022),(Junaida, 2019),(Dewi et al., 2020), And(Makawoka et al., 2022)shows that Tourist Attractions have a positive and significant effect on the decision to visit. Based on the results of previous studies, the hypothesis in this study is as follows:
H1: Tourist Attractions Have a Positive and Significant Influence on Visiting Decisions.
2. The Influence of Entrance Ticket Prices on Visiting Decisions.
[bookmark: _Hlk156257718]According to Kotler & Armstrong (2010: 439) in(Anggraini et al., 2019)Price is the amount of money charged for a product/service, or the amount of value that consumers exchange for the benefits of owning or using the product/service. Price indicators are, 1). Pricing, 2). Payment Method 3). Discounts. Based on research conducted by(Sianturi & Paludi, 2022),(Giri et al., 2015),(Fahimah & Umsa, 2022), And(Riati et al., 2020)shows that the Entrance Ticket Price has a positive and significant effect on the decision to visit. Based on previous research, the hypothesis in this study is:
H2: Entrance Ticket Price Has a Positive and Significant Influence on Visiting Decisions.
3. The Influence of Word of Mouth on Visiting Decisions.
Kotler & Keller (2009) in(Agnes Dwita Susilawati et al., 2021)also stated that word of mouth (WOM) communication or word of mouth communication is a communication process in the form of providing recommendations, either individually or in groups, for a product or service with the aim of providing personal information.Based on research conducted by(Junaida, 2019),(Deasy et al., 2014), And(Wardani, 2023), shows that Word of Mouth has a positive and significant influence on the decision to visit, based on previous research, the hypothesis in this study is:
H3: Word of Mouth Has a Positive and Significant Influence on Visiting Decisions.
Types and Objects of Research
This research is included in the category of associative quantitative research, it is said to be associative because from the level of explanation this research tries to examine the relationship between two or more variables (Sugiyono, 2013:95) in(Diany, 2018). The objects of this research are visitors to the Tirta Wahyu Arta Tourist Attraction in Pekalongan Regency whose address is Jalan Wiliagung, Plumutan, Rogoselo, Doro District, Pekalongan Regency, Central Java 51191, Indonesia.
Population and Sample
The population in this study is all visitors who visit the Tirta Wahyu Arta tourist attraction in Pekalongan Regency. This population is an infinite population because it cannot be known with certainty the actual population size of visitors who visit the Tirta Wahyu Arta tourist attraction in Pekalongan Regency. This data was obtained in 2024. According to Wibisono in(Budiyanto, 2019)The formula for calculating samples from an unknown population is as follows:


Where:
	: minimum sample size
Z	: area of ​​the normal curve
a	: standard deviation (standard deviation) of the population.
In this case, because the population size is unclear, the standard deviation is assumed to be 50%, so a = 0.5.
e	: sampling error
The collected data were obtained from observation and questionnaire distribution. This study used a calculation technique with a Likert scale of 1 to 5 where the categories include strongly disagree, disagree, neutral, agree and strongly agree.
Analysis Techniques
The analysis techniques used in this study are using a series of questionnaires, validity tests, reliability tests, classical assumption tests (consisting of Normality Tests, Multicollinearity Tests, and Heteroscedasticity Tests), Model suitability tests, Multiple linear regression tests. These tests are generally stated in the following formula:
Y = b1X1 +b2X2 + b3X3 + e
And the t test is used to state whether an independent variable partially has a significant or insignificant effect on the dependent variable. According to(Sugiyono, 2013)using the formula: (t-test) the results of this calculation are then compared with the t table using an error rate of 0.05. The criteria used are as follows:
a. accepted if the value ≤ or sig value > α
b. rejected if value ≥ or sig value < α



4. Results and Discussion
1. 	Validity Test
According to Sugiyono, page 317(2004) in(Budiyanto, 2019)Validity test is used to measure whether a question is valid or not. A list of questions will be said to be valid if the questions in the questionnaire can reveal something that should be measured by the questionnaire. Based on Table 2, it can be seen that all r counts have values ​​above r table. So the variables above have good convergent validity.
Table2. Variable Validity Test Summary Table
	Variables
	Item
	r Count
	r Table
	Information

	
Decision to visit
	Y.1
	0.229
	0.1663
	Valid

	
	Y.2
	0.194
	0.1663
	Valid

	
	Y.3
	0.533
	0.1663
	Valid

	
	Y.4
	0.390
	0.1663
	Valid

	
	Y.5
	0.225
	0.1663
	Valid

	
	Y.6
	0.234
	0.1663
	Valid

	
	Y.7
	0.391
	0.1663
	Valid

	
	Y.8
	0.190
	0.1663
	Valid

	
	Y.9
	0.516
	0.1663
	Valid

	
	Y.10
	0.672
	0.1663
	Valid

	Tourist Attractions
	X1.1
	0.307
	0.1663
	Valid

	
	X1.2
	0.357
	0.1663
	Valid

	
	X1.3
	0.415
	0.1663
	Valid

	
	X1.4
	0.229
	0.1663
	Valid

	
	X1.5
	0.231
	0.1663
	Valid

	
	X1.6
	0.530
	0.1663
	Valid

	
Entrance Ticket Price
	X2.1
	0.612
	0.1663
	Valid

	
	X2.2
	0.712
	0.1663
	Valid

	
	X2.3
	0.327
	0.1663
	Valid

	
	X2.4
	0.355
	0.1663
	Valid

	
	X2.5
	0.279
	0.1663
	Valid

	
	X2.6
	0.219
	0.1663
	Valid

	Word of Mouth
	X3.1
	0.670
	0.1663
	Valid

	
	X3.2
	0.217
	0.1663
	Valid

	
	X3.3
	0.172
	0.1663
	Valid

	
	X3.4
	0.215
	0.1663
	Valid

	
	X3.5
	0.433
	0.1663
	Valid

	
	X3.6
	0.489
	0.1663
	Valid


Source: Processed data (2024)
2. Reliability Test
Reliability testing is an instrument that is actually used to measure a questionnaire which is an indicator of a variable (Sugiyono, p. 317 (2004)).(Budiyanto, 2019)Based on Table 3, it shows that the composite reliability and Cronbach's alpha values ​​for all variables are greater than 0.70. So, this variable model meets composite reliability or has good reliability.


Table3. Summary Results of Research Variable Reliability Tests
	No
	Variables
	Cronbach's Alpha
	Condition
	Conclusion

	1
	Attraction Entry
	0.741
	> 0.7
	Reliable

	2
	Entrance Ticket Price
	0.829
	> 0.7
	Reliable

	3
	Word of Mouth
	0.774
	> 0.7
	Reliable

	4
	Decision to Visit
	0.755
	> 0.7
	Reliable


	Source: Processed data (2024)
3. Normality Test
According to(Sugiyono, 2013)Normality testing aims to test whether in the regression model, confounding or residual variables are normally distributed or not.
Table4. Normality Test Results
	One-Sample Kolmogorov-Smirnov Test

	
	Unstandardized Residuals

	N
	97

	Normal Parametersa,b
	Mean
	0.0000000

	
	Std. Deviation
	1.25289998

	Most Extreme Differences
	Absolute
	0.075

	
	Positive
	,043

	
	Negative
	-,075

	Kolmogorov-Smirnov Z
	,075

	Asymp. Sig. (2-tailed)
	,200

	a. Test distribution is Normal.

	b. Calculated from data.


			Source: SPSS Output (2024)
Based on table 4, it can be seen that the significance value of the Kolmogorov Smirnov test is 0.200 or the significance value is more than 0.05. Therefore, it can be concluded that the data in this study are normally distributed.
4. Multicollinearity Test
According to(Sugiyono, 2013)The multicollinearity test aims to test whether the regression model finds a correlation between independent variables. To detect whether there is multicollinearity, you can look at the Variance Inflation Factor (VIF) and Tolerance. Guidelines for an independent regression model. Multicollinearity is having a tolerance number close to 1. The VIF limit is 10, if the VIF value is below 10, then there are no symptoms of multicollinearity.
Table5. Multicollinearity Test Results
Coefficientsa
	Model
	Collinearity Statistics

	
	Tolerance
	VIF

	(Constant)
	
	

	Tourist Attractions
	0.941
	1,063

	Entrance Ticket Price
	0.904
	1.106

	Word of Mouth
	0.882
	1.134


		Source: SPSS Output (2024)
Based on table 5, it can be seen that the tolerance value for all variables is more than 0.1 and VIF is less than 10. Therefore, it can be concluded that there is no multicollinearity between the independent variables in this study.
5. Heteroscedasticity Test
The heteroscedasticity test aims to test whether in a regression model there are similarities or differences in variance between the residuals of one observation and another observation.(Sugiyono, 2013).
Table6. Heteroscedasticity Test Results
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	1.113
	3.356
	
	,332
	,741

	
	Tourist Attractions
	,058
	,092
	,067
	,630
	.530

	
	Entrance Ticket Price
	,022
	.080
	,030
	.273
	,785

	
	Word of Mouth
	-.084
	,092
	-.100
	-.910
	.365

	a. Dependent Variable: Abs_RES


Source: SPSS 2024 Output
Based on table 6, it can be seen that the significance value of each variable is greater than 0.05. Therefore, it can be concluded that the data in this study does not experience heteroscedasticity.
6. Model Fit Test
The F test is used to determine how well the experimental regression function statistically estimates the actual value and is used to test the suitability or feasibility of the model.(Sugiyono, 2013).
Table7. Model Fit Test Results
	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	93,839
	3
	31,280
	46,035
	.000b

	
	Residual
	63,192
	93
	.679
	
	

	
	Total
	157,031
	96
	
	
	

	a. Dependent Variable: Visiting Decision

	b. Predictors: (Constant), Word of Mouth, Tourist Attraction, Entrance Ticket Price


		Source: SPSS Output (2024)
Based on table 7, the calculated F value is 46.035 with a significance of 0.000. The significance which is much smaller than 0.05 states that the multiple linear regression model can be used for further analysis in predicting the influence of Tourist Attractions, Entrance Ticket Prices, and Word of Mouth on Visiting Decisions.
7. Multiple Regression Analysis Test
Multiple linear regression is used to test the influence of two or more independent variables on one dependent variable(Sugiyono, 2013). The multiple linear regression equation that is determined is as follows.

Information:
Y	= DecisionVisit
α	=Constant coefficient
β1β2β3= Regression coefficient
X1	= AttractionTour
X2 = Entrance Ticket Price
X3	= Word of Mouth
e	= error
Table8. Multiple Regression Analysis Test Results
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	27,997
	2,607
	
	10,737
	.000

	
	Tourist Attractions
	.489
	.094
	.408
	5,188
	.000

	
	Entrance Ticket Price
	.340
	.086
	,316
	3.954
	.000

	
	Word of Mouth
	.278
	.103
	,237
	2.698
	.008

	a. Dependent Variable: Visiting Decision


	Source: SPSS Output (2024)
Based on table 8, the multiple linear regression analysis model used in this research can be formulated as follows:
Y = 27,997 + 0.489 X1 + 0.340 X2 + 0.278 X3
8. t test
The t-test is used to state whether an independent variable has a partial significant or insignificant effect on the dependent variable.(Sugiyono, 2013).
Table9. t-Test Results
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	27,997
	2,607
	
	10,737
	.000

	
	Tourist Attractions
	.489
	.094
	.408
	5,188
	.000

	
	Entrance Ticket Price
	.340
	.086
	,316
	3.954
	.000

	
	Word of Mouth
	.278
	.103
	,237
	2.698
	.008

	a. Dependent Variable: Visiting Decision


Source: SPSS Output (2024)
Based on table 9, the results of partial hypothesis testing (t test) can be seen that:
a. Based on table 9, it can be seen that the calculated t value of the Tourist Attraction variable (X1) is 5.188 from the t table (1.677) with a significance value of 0.000 which is smaller than 0.05. These results indicate that tourist attraction (X1) has a positive and significant effect on visiting decisions (Y). Based on the results of this analysis, it can be concluded that hypothesis 1 (H1) is accepted.
b. Based on table 9, it can be seen that the t-value of the Entrance Ticket Price variable (X2) is 3.954 which is greater than the t-table (1.677) with a significance value of 0.000 which is less than 0.05. These results indicate that the Entrance Ticket Price (X2) has a positive and significant effect on the Visiting Decision (Y). Based on the results of the analysis, it can be concluded that hypothesis 2 (H2) is accepted.
c. Based on table 9, it can be seen that the t-value of the Word of Mouth variable (X3) is 2.698, which is greater than the t table (1.677) with a significance value of 0.008, which is less than 0.05. These results indicate that Word of Mouth (X3) has a positive and significant effect on the Visiting Decision (Y). Based on the results of the analysis, it can be concluded that hypothesis 3 (H3) is accepted.
DISCUSSION
1. The Influence of Tourist Attractions on Visiting Decisions
The results of testing the first hypothesis have met the test criteria. This means that tourist attractions have a significant positive influence on the decision to visit. This is shown statistically that the tourist attraction variable has a significant value of 0.000 < 0.05, this means that the better the attraction at a tourist attraction, the greater the chance of attracting consumers, thereby increasing the decision to visit.
In this research, the relationship between tourist attraction and the decision to visit is in the strong category. Based on previous analysis, tourist attraction indicators include attractions that can be seen and attractions that can be purchased. Direct evidence has a significant influence on the decision to visit with the average response of respondents to this direct evidence being 96.9% in the good category, the better the tourist attraction in Tirta Wahyu Arta, the greater the decision to visit. This is supported by the fact on the ground is that there is not only a swimming pool but there is also a rabbit park, thus attracting tourists to visit the Tirta Wahyu Arta tourist attraction
The results of this study are supported by research(Hadi & Yulianto, 2022),(Junaida, 2019),(Dewi et al., 2020), And(Makawoka et al., 2022)shows that tourist attractions have a positive and significant influence on visiting decisions.
2. The Influence of Entrance Ticket Prices on Visiting Decisions
The results of testing the second hypothesis have met the test criteria. This means that the entrance ticket price has a significant positive effect on the decision to visit. This is shown statistically that the Entrance Ticket Price variable has a significant value of 0.000 < 0.05, this means that the better the ticket price offered at a suitable tourist attraction, the greater the chance of attracting consumers, thereby increasing the decision to visit.
In this study, the relationship between the entrance ticket price and the decision to visit is in a strong category. Based on previous analysis, the entrance ticket price indicator includes the payment method where the payment method provided has two alternatives, namely choosing the cash payment method or using Qris. Direct evidence has a significant effect on the decision to visit with an average response from respondents to this direct evidence of 97.5% in the good category, the more affordable the entrance ticket price offered at Tirta Wahyu Arta will increase the decision to visit tourists, because if the price offered is still affordable it will increase tourist visits there.
The results of this study are supported by research(Sianturi & Paludi, 2022),(Giri et al., 2015),(Fahimah & Umsa, 2022)And(Riati et al., 2020)shows that the entrance ticket price has a positive and significant effect on the decision to visit
3. The Influence of Word of Mouth on Visiting Decisions
The results of testing the third hypothesis have met the test criteria. This means that Word of Mouth has a significant positive influence on the decision to visit. This is shown statistically that the Word of Mouth variable has a significant value of 0.008 < 0.05, this means that the better the word of mouth information about Tirta Wahyu Arta tourism to people who come to visit the tourist attraction there, the greater the chance of attracting consumers, thus increasing decision making. visit.
In this study, the relationship between word of mouth and the decision to visit is in a strong category. Based on the Word of Mouth indicator, it includes the ability of consumers to talk about positive things and recommendations for services and products to others. Direct evidence has a significant effect on the decision to visit with an average response from respondents to this direct evidence of 93.72% in the good category, the more people spread word of mouth information about Tirta Wahyu Arta tourism, the more the decision to visit tourism will increase, because they will be interested in coming to visit Tirta Wahyu Arta.
The results of this study are supported by research(Junaida, 2019),(Deasy et al., 2014), And(Wardani, 2023)shows that Word of Mouth has a positive and significant influence on the decision to visit.

5. Conclusion and Suggestions
	Based on the results of previous data analysis, the following conclusions can be drawn:
1. The tourist attraction variable (X1) has a positive and significant effect on the decision to visit. So it can be concluded that the better the tourist attraction, the greater the chance of attracting visitors to make the decision to visit.
2. The Entrance Ticket Price variable (X2) has a positive and significant effect on the Decision to Visit. So it can be concluded that the better the entrance ticket price offered, the greater the opportunity to attract visitors to make a decision to visit.
3. The Word of Mouth variable (X3) has a positive and significant effect on Visiting Decisions. So it can be concluded that the better the Word of Mouth information from people who have visited, the greater the chance of attracting visitors to make the decision to visit.
Further research is expected to develop this research, both in terms of population, sample, object and indicator of Tourist Attraction, Entrance Ticket Price and Word of Mouth with the aim of enriching the research results and is expected to test other factors that can influence the Decision to Visit. Due to the limitations of time and research objects, it is hoped that other researchers can develop this research by using a wider place, time, variables and research objects.
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