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ARTICLE INFO ABSTRACT

In the current era, people will compete to share their travel experiences to get
feedback from their friends or colleagues. This story is an Electronic word of mouth
(E-WOM) that can have a positive or negative impact on the company. E-WOM is
any statement both positive and negative made by potential, actual, or past con-
sumers about a product or company made to a large number of people or institu-
tions via the internet (Hennig-Thurau, 2004 in Prasad, et al, 2017) . This is also
used by The Great Asia Africa Lembang, one of the tourist destinations in West
Bandung Regency that uses social media as a medium to promote the uniqueness
of existing attractions. This study examines the effect of Electronic Word Of Mouth
(E-WOM) on the decision to visit The Great Asia Africa Lembang, West Bandung
Regency. The method used in the research in this journal uses quantitative meth-
ods that are analyzed by alternative partial least squares (PLS) with a sample of
270 respondents. The findings in this study indicate the influence of Electronic
Word Of mouth (E-Wom) on the decision to visit tourists. The limitation in this study
is only using a sample of Instagram followers from The Great Asia Africa, so it is
necessary to expand the reach of the population to get more diverse responses.
From the results of the research obtained, it shows that Ewom's assessment is still
in the good category so that it can be improved to be very good by increasing the
productivity of the content created and conducting periodic research to find out the
effectiveness of the influence of Electronic Word of Mouth.
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1. Introduction

In the current era, people will compete to share  conducted by SWA magazine and Onbee

their travel experiences to get feedback from their
friends or colleagues. This story is an Electronic
word of mouth (E-WOM) that can have a positive
or negative impact on the company. E-WOM is
any statement both positive and negative made
by potential, actual, or past consumers about a
product or company made to a large number of
people or institutions via the internet (Hennig-
Thurau, 2004 in Prasad, et al, 2017).

Social media has become a tool for companies to
satisfy customers with the aim of generating
positive word of mouth or E-WOM feedback and
ultimately leading to brand loyalty and adding
value to the organization or business (Muniz &
O'Guinn, 2001; Schau et al., 2009). ; Lee et al.,

2014). Referring to the results of research
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Marketig Research edition 15, 9-22 July 2015
regarding a word of mouth survey of tourists in
Indonesia stated that to neutralize 1 negative E-
WOM requires 4 positive E-WOM, the impact
generated by E-WOM This WOM is 86% of
respondents believe what they hear after
receiving E-WOM, both negative E-WOM and
positive E-WOM. 71% tell others, 70% want to try
the product or service, and 68% are looking for
more information.(Nurhamidah, 2016)

The satisfaction of tourists visiting a tourist
destination is expected to be able to upload
activities and also existing tourist destination
objects for followers to see so that knowledge
about destinations and direct responses can be
obtained by tourism actors in building new
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communication  strategies and  marketing
strategies. This is in line with the opinion(Tham et
al., 2013)that the results of the content of a prod-
uct or service received by a community on social
media can be in the form of participation, sharing
and creating content in an E-WOM. Understand-
ing E-WOM in the field of business marketing is
very important, because this media is more popu-
lar in online communities where consumers have
the potential to reach global market share quickly
and easily to influence the decision to visit a des-
tination. The development of a social media mar-
keting model to create the power of the E-WOM
effect will be more effective in influencing the
decision to visit, supported by a good tourist des-
tination image.(Herman & Athar, 2018)

The Great Asia Africa or TGAA is one of the new
destinations in Lembang, West Bandung Regen-
cy. On 27 August 2021-24 Nov 2021, TGAA's
Instagram has a following of 77 thousand follow-
ers, with the percentage of males being 27.7%
and females 72.2%. The age of followers is dom-
inated by the age of 25-34 years by 52%, then
34-44 years 23.2%, and 18-24 years 17.4%.

Based on the search results on the scopus
database using the search key string ( "Electronic
word of mouth” AND "touris*" ) AND ( LIMIT-TO (
DOCTYPE , "ar" ) ) AND ( LIMIT-TO (
LANGUAGE , "English" ) ) AND ( LIMIT-TO (
SRCTYPE , "j" ) ) found 177 documents. The
next step is to read the detected articles and
create a classification scheme to categorize the
articles.

Based on the classification mapping, the
researchers found that this research has been
studied since 2008. The following is a graph of
research trends regarding Electronic Word Of
Mouth (E-WOM).

Documents by year Scopus
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Copyright © 2021 Eisevier B.V. All rights reserved. Scopus® is a registered trademark of Elsevier B.V.

Figure 1. Study trends on Electronic word of mouth
(Source: Processed by researchers 2021)

Based on the picture, it can be seen the trend of
studies on Electronic word of mouth from 2008 to
2021. The total articles published during that
period were 177 articles. In 2015 - 2021 the
publication trend continues to increase. The
highest number of publications is in 2020, which
is as many as 40.
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Figure 2. Grouping of articles by top ten countries
(Source: Processed by researchers 2021)

The picture explains the grouping of articles
based on the ten highest countries, it is known
that electronic word of mouth research is
generally dominated by researchers from Spain,
which is as many as 31 articles. Then from China
as many as 19 articles, followed by Australia and
the United States with 16 articles, and the United
Kingdom with 14 articles. For research on social
media marketing, there are only two Southeast
Asian countries that conduct research, namely
Malaysia with 13 articles and Indonesia with 6
articles, so this will be a research opportunity to
examine the effect of electronic word of mouth.

Based on the background of the research de-
scribed to determine the extent of the success of
the influence of Electronic word of mouth (E-
WOM) carried out by visitors to The Great Asia
Africa musing quantitative methods that were
analyzed by alternative partial least squares
(PLS) with a sample of 270 respondents.So the
purpose of this study was to determine the effect
of Social Media Marketing and Electronic Word
Of Mouth (E-WOM) on the decision to visit The
Great Asia Africa Lembang, West Bandung Re-
gency.

2. LITERATURE REVIEW
Electronic Word Of Mouth (E-Wom)

According  to Goyette(Goyette et al,
2010)mentions that there are several dimensions
that can be used in assessing E-WOM, including:

a. Intensity

Intensity shows the opinions uploaded by con-
sumers on a social media site. There are several
indicators as follows:

1. The amount of communication between
social network users

2. Reviews uploaded from social network
users

3. The amount of access to information on
social networks

a. Positive valence
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Positive valenceis a customer's positive opinion
about a service, brand, or product. The indicators
are as follows:

1. Good response from social network users
2. Recommendations from customers of
social networks.

Negative valence

Negative valenceis a negative opinion from a
customer about a service, brand, or product. Indi-
cators such as regarding, negative responses
from social network users.

Content

Contentin this case it is information that comes
from social networks related to products or ser-
vices.

The indicators include:
1. Data about the variety of a service or

product.
2. Data on capacity
3. Price Data

Visit Decision

The decision to visit is an activity of consumers
who make purchases of tourism products so that
the theory in the decision to visit is the same as
the theory of buying decisions. According to
Schiffman, Kanuk (Juliatrin, 2018), a buying
decision is a purchase from many alternative
choices, which means that a person can lead to
how the decision-making process is carried out.
There are indicators of purchasing decisions,
namely:(Rusmiati et al., 2017):

1. Stability on a product

Stability in a product can be based on quality,
quality, affordable prices, and other factors that
can strengthen the consumer's desire to buy a
product whether the product is really wanted to
be used or needed.

2. Habits in buying products

Consumer habits can influence consumers' visit-
ing decisions because they feel the product is too
attached to their minds because they have felt
the benefits of the product.

3. Give recommendations to others

In making a purchase, if consumers get the bene-
fits in accordance with a product, they will defi-
nitely recommend the product to others.

4. Make arepeat purchase

Make repeat purchases due to customer
satisfaction in using a product. They feel the
product is suitable and in accordance with what
they want and expect.

METHOD

This research uses survey research, by taking a
sample from one population. With an explanatory
research approach, this study aims to explain the
causal relationship between the research varia-
bles and the test hypothesis (Nasution, et al.,
2020). The population in this study are visitors to
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The Great Asia Africa and obtain or seek infor-
mation via the internet, social media or Instagram
before making a decision to visit The Great Asia
Africa Lembang in 2021. In this study, a popula-
tion of 77,000 people became followers of The
Great's Instagram. Asia Africa, and determined
an error tolerance limit of 10% and a value of d =
0.05. then it can be determined using Isaac and
Michael's formula, The number of samples in
primary data collection was carried out on 270
samples of visitors to The Great Asia Africa Lem-
bang. The independent variable (independent
variable) in this study, namely Electronic Word Of
Mouth (EWOM) (X), and one dependent variable,
namely Visiting Decisions (Y). The data collection
techniques used in this study were question-
naires and interviews. While the data analysis
technique used is SEM - PLS analysis.

Figure 3. Data analysis technique
(Source: Processed by researchers 2021)

Based on the description above, the hypothe-
sis of this research is that Ewom influences the
decision to visit tourists in The Great Asia Africa
Lembang.

results
4.1 Inferential Statistical Results

This study uses the Structural Equation Model
(SEM) with Partial Least Square (PLS) analysis
technique. SEM-PLS analysis was carried out in
three stages, namely the analysis of the outer
model, inner model, and hypothesis testing.

Outer model analysis is used to ensure that the
measurements used are suitable to be used as
measurements (valid and reliable). Evaluation of
the measurement model (outer model) includes
checking individual Convergent Validity (viewed
from the outer loading and AVE value),
Discriminant Validity (viewed from cross loading
test; Fornell-Larcker Criterion test; Heterotrait-
Monotrait Ratio/HTMT test), and Composite
Reliability Test . Inner model analysis is an
analysis to find the influence relationship between
variables presented on path coefficients or also
called hypothesis testing.

Convergent Validity

Convergent validity testing aims to measure the
suitability between the indicators of variable
measurement results and theoretical concepts
that explain the existence of indicators from the
variable test. Convergent validity is related to the
principle that indicators of a construct should be
highly correlated. The convergent validity test can
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be evaluated in two stages, namely by looking at
the outer loadings and average variance
extracted (AVE).

Outer loadingsis a table that contains a loading
factor to show the magnitude of the correlation
between indicators and latent variables. The
loading factor value must be greater than 0.7
then it is said to be valid and also has an AVE
value above 0.5 (Chin in Kalnadi 2013).

Outer Loadings
| Matrix

EWOM Keputusan_Berkunjung

Kp2 0.859
MR1 0.862
PU1 0.873
PU2 0.785
Vi 0.780
V2 0.760

V3 0.812

Figure 4. Outer Loadings
(Source: processed data 2022)

As for the E-Wom variable, it is explained that
the Intensity dimension has an outer loading
value with the highest score of 0.781. The
Positive/Negative Valence dimension has the
highest outer loading value with a value of 0.812.
The content dimension has the highest outer
loading value with a score of 0.833. From the
results of the outer loading table, it shows that
overall dimensions have an outer loading value of
more than 0.7 so that it is said to be valid, the
content dimension involved in E-WOM has the
highest outer loading value and intensity is the
dimension that has the lowest outer loading
value.

The next variable is Visiting Decision, the
overall dimension has an outer loading value of
more than 0.7 so it is said to be valid for the
variable. The repurchase dimension has an outer
loading value with the highest score of 0.873. In
another dimension, namely the stability of the
product, it has the highest outer loading value
with a value of 0.859. The dimension of buying
habits has an outer loading value of 0.733 and
provides recommendations that have an outer
loading value with a score of 0.8632. From the
results of the outer loading table, it shows that the
repurchase dimension in the decision to visit has
the highest outer loading value and buying habits
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become the dimension that has the lowest outer
loading value.

The next step of convergent validity is reliability.
Reliability is defined as the ability of indicators to
produce deep values repeatedly (consistently) in
each research activity. The measurements used
to test the reliability are Outer loading,
Cronbach's alpha, composite reliability, and AVE.

Construct Reliability and Validity

| Matrix |iif Cronbach'sAlpha |{ii rho A |{if Composite Reliability | i

Cronbach's Al.. tho_A  Composite Rel... Average Varian...
EWOM 0.933 0.935 0.942 0.598
Keputusan_Berkunjung 0.909 0.911 0.930 0.689
Figure 4. Outer Loading
(Source: processed data 2022)

Based on the results of the discussion above, the
average Cronbach alpha of the E-WOM variable
(0.933), and the decision to visit (0.909) and
Composite Reliability of the E-WOM variable
(0.942), and the decision to visit (0.930). So
because the results of Cronbah's alpha and
Composite Reliability of each variable > 0.6 then
the variable is considered reliable. Furthermore,
the AVE value for each variable shows E-WOM
(0.598), and the decision to visit (0.689).

R2 Value on Software Output

R Square
| Matrix |i% RSquare |{ii R SquareAdjusted
R Square R Square Adjusted
Keputusan_Berkunjung 0.706 0.705

Figure 5.R Square value
(Source: processed data 2022)

According to Chin (1998), an R square value
of 0.67 is considered strong, a value of 0.33 is
considered moderate, and 0.19 is considered
weak. Thus this model has a strong relationship
between the variables analyzed. Based on the
results of R square Ewom influenced by the
decision to visit by 70.6% and the remaining
29.4% influenced by other variables. From all
these values, Ewom can be influenced by other
factors by 29.4%. So that it becomes a proposal
for further research to look for other variables that
can affect Ewom.

Tablel 1. Path Coefficient Results

Average Variance Extracted (AVE)

Variable Org Sample | STDEV | T-stats | P Val-
Sample | Mean ues

Ewom- 0.840 0.844 0.024 35.007 | 0.000

Decision

to visit

Source: processed data 2022

Based on the table above, it shows that the rela-
tionship between constructs has a t-statistic value
above 1.96. So it gives a positive and significant
influence.
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Figure 6. effect of E-WOM on visiting decisions
(Source: processed data 2022)

Effect of Electronic Word Of Mouth (E-WOM)
on visiting decisions. Based on the picture, it is
explained that the effect of E-WOM on visiting
decisions shows the t-count value of 35,007,
which is greater than the t-table value of 1.962
and P-values of 0.000. it can be concluded that
there is a significant influence on the hypothesis
of the effect of Ewom on visiting decisions.

Empirical data found in research conducted
by(Wang, 2015)of Chinese tourists through an
online survey. The results showed that tourists'
attitudes towards a destination were positively
influenced by Argument Quality E-WOM, and
positively influenced by the attitude of credible
sources on E-WOM interactions related to
destinations. Social media is used by companies
to provide tourism-related information, services
and products, and tourists use them to share
information about their travel experiences. So
that tourists become more selective and critical in
choosing a destination because they are careful
in finding adequate information about a particular
destination before deciding to visit that place.
This reaction can be influenced by positive E-
WOM communication, positive image, and trust
given to certain tourist destinations.(Aprilia &
Kusumawati, 2021).

The results of research on the E-WOM variable
which has 3 dimensions show that the Intensity
dimension has an outer loading value with the
highest score of 0.781. The Positive/Negative
Valence dimension has the highest outer loading
value with a value of 0.812, and the Content
dimension has the highest outer loading value
with a score of 0.833. From the three dimensions
on the E-WOM variable, it can be seen that the
intensity dimension has a lower outer loading
value than the content dimension. In the Intensity
dimension, the highest average score on the
question "I saw reviews about The Great Asia
Afica on Social Media Instagram™ with a score of
3.95 which means the high number of reviews
about The Great Asia Afica on Instagram Social
Media so that it is trusted by tourists and
influences decisions visit.(Diego et al., 2015)with
the title “How online review and rating systems
affect online consumer buying behavior in the
hotel industry.” that rational review content in E-
WOM has more impact on online consumers than
emotional review content. Rating scores, review
content, and response message components are
various indicators in influencing E-WOM that
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shape online consumer perceptions  of
information quality. Online consumers'
perceptions of source credibility can be enhanced
by providing the identity of the reviewer source in
E-WOM.

Bootstrapping Results

-
35.007 » — "
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42021
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Figure 7. effect of E-WOM on visiting decisions
(Source: processed data 2022)

V.CONCLUSION
Conclusion

The development of the business world is
strongly influenced by technology and
information. Including the marketing section that
must be mastered by any line of business. The
Internet performs as one of the marketing
functions, works as a system to build demand,
directs consumers to purchase actions, fills
orders, provides customer service, and also
functions as a versatile advertising medium. The
internet is proclaimed as a better medium of
communication because of its versatility and
superiority in targeting consumers(Salmiah,
2021).

The study in this study describes the perfor-
mance of Ewom in the decision to visit The Great
Asia Africa Lembang through an assessment
based on four dominant dimensions and is rec-
ommended to form the construct of Ewom. The
overall results describe the research on Ewom's
performance on the decision to visit The Great
Asia Africa Lembang. In addition, it can provide
new knowledge about Ewom in the tourism indus-
try. However, this study has limitations in terms of
the sample used. Thus, it is necessary to expand
the sample from various social media followers
owned by The Great Asia Africa Lembang to get
high accuracy.

Suggestion

Suggestions for developing scientific contribu-
tions to research will be described as follows:

1. Researchers realize that there are short-
comings in this research, so that future re-
search can better examine and study the
phenomena that exist in the community re-
garding tourism. Research on the effect of
the E-WOM variable on the decision to visit
needs to add other variables to increase the
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magnitude of the influence on the decision
to visit, for example Social Media Engage-
ment, Brand Image, Tourism Product Attrib-
utes. So, it can find out the weaknesses in a
tourism business.

2. Further research can use an exploratory
method with a qualitative approach or a
mix method that is different from this re-
search because this study uses a quan-
titative approach.

3. Subsequent research can expand the
reach of the population not only limited
to Instagram followers so that they get
more diverse responses.

4. To strengthen the results of this study, it
is necessary to conduct research at dif-
ferent research loci involving the Penta-
helix Elements (Academics, Companies,
Community, Government, and Media).

Practical Advice

Practical suggestions to improve visiting
decisions through social media marketing and E-
WOM can be explained as follows:

1. Managers can improve Electronic of
mouth  (E-WOM), by increasing
interaction or what is commonly called
engagement with active social media
users on each uploaded content, as well
as responsiveness in responding to
comments that appear.

2. In improving the decision to visit, tourism
actors must be able to adapt to changes
in consumer behavior so that proactive,
innovative and creative actions are
needed for the products and services
offered.

3. For tourism businesses, they should try
to approach the government more to
take advantage of the support facilities
provided by the government, especially
during the current pandemic situation.

REFERENCE

Adhi, 1., NP, M., & Shanti, P. (2016). THE EF-
FECT OF PSYCHOLOGICAL FACTORS
ON VISITING DECISIONS (Survey of Visi-
tors to Batu Secret Zoo Jawa Timur Park
2). Journal of Business Administration S1
Universitas Brawijaya, 30(1), 35—43.

Aprilia, F., & Kusumawati, A. (2021). Influence of
Electronic Word of Mouth on Visitor's Inter-
est to Tourism Destinations. Journal of
Asian Finance, Economics and Business,

8(2), 993-1003.
https://doi.org/10.13106/jafeb.2021.vol8.no
2.0993

Ara Eti, ., Horaira, MA, & Bari, MM (2021). Pow-
er and stimulus of social media marketing
on consumer purchase intention in Bangla-
desh during the COVID-19. International
Journal of Research in Business and Social

258

Inovbiz: Jurnal Inovasi Bisnis 10 (2022) 253-259

Science  (2147-4478), 10(1), 28-37.
https://doi.org/10.20525/ijrbs.v10i1.11011

Chen, Y., Lu, Y., Wang, B., & Pan, Z. (2019).
How do product recommendations affect
impulse buying? An empirical study on
WeChat social commerce. Information and
Management, 56(2), 236-248.
https://doi.org/10.1016/j.im.2018.09.002

Darma, GS, & Swari, DAKBA (2019). Cross-
Generation Trust in the Use of Social Me-
dia and Electronic Word of Mouth Dewa
Ayu Ketut Bintang Arbina Swari (1) Gede
Sri Darma (2). Business, Journal of Man-
agement, 16(4), 145-161.

Diego, S., Pongsatorn Tantrabundit, B., Jamrozy,
U., Rachna Kumar, C., & Chung, WV
(2015). How Online Review and Rating
Systems Affect Online Consumer Buying
Behavior in the Hotel Industry. ProQuest
LLC, 1-267. https://search-proquest-
com.ezaccess.library.uitm.edu.my/abicompl
ete/docview/1677543891/481F631B408143
6APQ/1?accountid=42518

Fauzi, VP (2016). Utilization of Instagram as So-
cial Media Marketing Er-Corner Boutique in
Building Brand Awareness in Pekanbaru
City. 3(1), 1-15.

Goyette, |., Ricard, L., & Bergeron, J. (2010). e-
WOM Scale : Word-of-Mouth Measurement
Scale for e-Services Context *. 23, 5-23.

Gretzel, U. (2016). The Visual Turn in Social Me-
dia Marketing.

Gupta, G. (2019). Inclusive Use of Digital Market-
ing. Springer Singapore.
https://doi.org/10.1007/978-981-13-3329-3

Hennig-thurau, T., Eifler, V., Hennig-thurau, T.,
Gwinner, KP, & Gremler, DD (2004). Elec-
tronic  Word-Of-Mouth Via Consumer-
Opinion Platforms : What Motivates Con-
sumers To Articulate Themselves On The
Internet? 18(1).
https://doi.org/10.1002/dir.10073

Herman, LE, & Athar, HS (2018). Social Media
Marketing Model Development and Visiting
Decisions: A Conceptual Approach. J-lIka,
5(2), 147-155.
https://doi.org/10.31294/kom.v5i2.4688

Junanto, J. (2020). Differences in Perceptions of
Overseas Male and Female Tourists on
Tourism Safety and Security in the City of
Yogyakarta. Tourisma: Journal of Tourism,

2(2), 88.
https://doi.org/10.22146/gamaijts.v2i2.5685
5

Kemenparekraf. (2020). Ministry of Tourism Per-
formance Report. Kemenparekraf.Go.ld, iii.
https://www.kemenparekraf.go.id/post/lapor
an-accountability-kinerja-
kemenparekrafbaparekraf

Kotler Keller. (2016). A Framework For Marketing
Management (Vol. 148).

Lumsdaine, AA, & T, BJ (2016). The Effects of
Mass Communications : A Review.



Arif Hernowo, Arianis Chan, Margo Purnomo

Melissa N. Clark. (2017). Article information :
Brand Community Integration and Satisfac-
tion with Social Media Sites : A Compara-
tive Study Melissa N . Clark Associate Pro-
fessor of Marketing Coastal Carolina Uni-
versity P . O. Box 261954 Conway, SC
29528-6054 Hulda G. Black Assist.

Natascha Santhi Irawan. (2019). Influence of
Instagram on Millennial Generation's Visit-
ing Decisions for Foreign Tourists to Bali.
9(1), 165-170.

Nurhamidah, M. (2016). Analysis of the Effect of
City Branding and Word Of Mouth on Visit-
ing Interests and Their Impact on Tourist
Visiting Decisions to the City of Bandung:
Vol. lll (Issue 2).

Poluan, JG, Influence, MMK, Personal, F., Fac-
tors, P., Dan, P., Psychological, F., & Deci-
sions, T. (2021). The Influence of Personal
Factors and Psychological Factors on De-
cisions to Visit Foreign Tourists at Tourism
Objects in Tomohon City, North Sulawesi
Province. EMBA Journal: Journal of Eco-
nomic Research, Management, Business
And Accounting, 9(1), 23-33.
https://doi.org/10.35794/emba.v9i1.31718

Rachmaniar, A., Fatahillah, F., Brillian, G., &
Hanifah, 1. (2021). Hotel Industry Outlook
2021. www.inventure.id

Russeffendi, ET (2010). Fundamentals of Re-
search in Education and Other Non-Exact
Fields. Bandung: Tarsito

Rozalena, A. (2020). Creative content on the
digital campaign of tokopedia “seller story.”
Journal of Communication: Malaysian
Journal of Communication, 36(4), 157-171.
https://doi.org/10.17576/JKMJC-2020-
3604-10

Rusmiati, NN, Sugiati, GA, & Soraya, D. (2017).
Analysis of Effect Product Differentization ,
Service Differentization and Image Differ-
entization on Visiting Decision. 9(27).

Salmiah. (2021). Online Marketing. In An-
gewandte Chemie International Edition,
6(11), 951-952.

Saputra, DH, Sutiksno, DU, Kusuma, AHP, Ro-
mindo, Wahyuni, D., Purnomo, A, &
Simarmata, J. (2020). Digital Marketing:
Business Communication Made Easier. In
Housing Law (Issue February 2021).

Sugihamretha, IDG (2020). Policy Response:
Mitigation of the Impact of the Covid-19
Outbreak on the Tourism Sector. Journal of
Development Planning: The Indonesian
Journal of Development Planning, 4(2),
191-206.
https://doi.org/10.36574/jpp.v4i2.113

Sugiyono PD, (2018) Quantitative and Qualitative
Research Methods and R&D: Alfabeta, CV.

Sujibto, BJ, & TS, SS (2021). From Nature To
Showing Off: The Meaning And Motivation
Of Traveling To The Young Generation.
Journal of Reflective Sociology, 15(2), 406.
https://doi.org/10.14421/jsr.v15i2.2141

Inovbiz: Jurnal Inovasi Bisnis 10 (2022) 253-259

Tham, A., Croy, G., & Mair, J. (2013). Social Me-
dia in Destination Choice: Distinctive Elec-
tronic Word-of-Mouth Dimensions. Journal
of Travel and Tourism Marketing, 30(1-2),
144-155.
https://doi.org/10.1080/10548408.2013.751
272

Ulfy, MA, Hossin, MS, Karim, MW, & Anis, Z.
(2021). The effects of social media advertis-
ing among eco-tourists in Malaysia: An em-
pirical study on Malaysian ecotourism. Geo-
journal of Tourism and Geosites, 38(4),
997-1004.
https://doi.org/10.30892/gtg.38402-736

Utama, R. (2014). Agrotourism as an Alternative
Form of Tourism in Bali Indonesia. SSRN
Electronic Journal, 1-21.
https://doi.org/10.2139/ssrn.2517811

Wang, P. (2015). Exploring the influence of elec-
tronic word-of-mouth on tourists' visit inten-
tion: A dual process approach. Journal of
Systems and Information Technology, 17(4),
381-395. https://doi.org/10.1108/JSIT-04-
2015-0027

Zhao, Y., Wang, L., Tang, H., & Zhang, Y. (2020).
Electronic word-of-mouth and consumer
purchase intentions in social e-commerce.
Electronic Commerce Research and Appli-
cations, 41, 100980,
https://doi.org/10.1016/j.elerap.2020.100980

259



