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Abstract. The significant growth of social media users makes social media an effective
and efficient marketing weapon for all types of businesses, including those in the tourism
sector. This study examines the attitudes of domestic tourists towards Electronic Word of
Mouth (EWOM) sources, especially Instagram accounts advertising tourism services. Data
collection was performed using an online survey on 116 respondents. The results revealed
that there was a significant positive relationship between domestic tourists’ trust and
EWOM. Therefore, it is necessary for a company or business owners to build consumer
trust in their EWOM sources.
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1 Introduction

Today’s digital age demands business entities, including ones in tourism sector, to adapt
their company's strategies to more effective and efficient and unique community access needs
[1] to improve their business performance [2]. In Indonesia, tourism is one of interesting
research subjects and has been one of the state’s leading sectors.
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Fig 1. Number of Domestic Tourists’ Travels and Expenditure in 2010-2017 [3]
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Indonesian domestic tourists’ total expenditure in 2017 was IDR 253.45 trillion, an increase of
4.87% from the previous year. The number of their travels in 2017 was 270.82 million times,
an increase of 2.45 that in the previous year [3].

The development of several businesses, especially SMEs, would be better with help of internet-
based information services on social media [4] thanks to the ever-increasing humber of social
media users [5].
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Data from the Association of Indonesian Internet Providers shows that Indonesian Internet users
increase year in year out. In 2017, Internet users in Indonesia reach 143.26 million. About
87.13% of them access information on social media [5], including ones promoting tourism
services.

In the scientific development of marketing management, Word of Mouth (WOM) has received
much attention from many researchers [6]. WOM has been reported to have significant influence
on consumer behaviors [4], [6], [7].

The use WOM is no longer restricted to conventional communication. As Internet advances,
WOM shifts to electronic Word of Mouth (eWOM) as a means of customer communication in
cyberspace [8].

In many studies on tourism industries, eWOM has been reported to be very influential [9]. Many
of the previous studies focused on the relationship between types of travel, tourist
characteristics, and information seeking behavior; some other focused on user perceptions,
information use and marketing [10]. However, the focus of eWOM studies are rather limited to
the issue of customer behaviors, especially the attitude of domestic tourists[9][11]. The present
study is mainly aimed at providing empirical evidence of the relationship between eWOM and
domestic tourists’ attitude in Garut, Indonesia.



2 Theoretical Background
2.1 Electronic word of mouth

Electronic word of mouth (eWOM) is one of the marketing strategies through communication
that basically convey messages and impressions about a product or service in the form of
comments on a web-based platform [4]. Besides, eWOM is an informal evaluation of goods and
services done by all parties [12], which can determine consumer behaviors and purchase
intention [13].

In the tourism industry, eWOM plays an important role in determining costumer trust [9], [14].
Prospective tourists will refer to eWOM in the decision-making process [15].

Previous studies suggests that eWOM has two dimensions, namely product information and
emotion [4][16][17][18]. Indicators used to measure eWOM includes intensity, content,
platform assistance, valance of opinion, venting negative feelings, concern for the others, social
benefits, positive self enhancement, economic incentives, helping the company, advice seeking

(4], [7], [8], [19]-[21].
2.2 Domestic Tourists’ Attitudes

The concept of attitude plays a central role in the scientific inquiry to understand human
behaviors. Studies on attitudes emerge as important parts of social sciences [22]. The tourists’
attitudes refers to their overall evaluation towards comments [9]. Tourists’ attitudes towards
comments have been defined as the extent to which they conduct a favorable or unfavorable
evaluation or assessment [8][6], [23].

Tourists’ attitudes are deemed to play a major role in determining consumer behaviors, which
are established in their previous experience [24]. Their attitudes consist of three elements: belief
(cognitive), involving one’s knowledge of a particular object, emotion (affective) which refers
to individual feeling about stimuli based on their belief, and intention (conative) which refers to
how ones respond to an object based on their emotion and belief [25].

3 Methodology

This study was conducted using a quantitative approach. The sample respondents were 116
domestic tourists in Garut who regularly searched information using social media. These
samples were selected using a random sampling technique. Data were analyzed using
SMARTPLS.

The following six indicators were used to measure eWOM:[11][9]

1. X1 =1 Often read other tourists online travel reviews to know what destinations make good
impressions on others.

2. X2 =To make sure | choose the right destination, | often read other tourists’ online travel
reviews

3. X3 = | often consult other tourists’ online travel reviews to help choose an attractive
destination



4. X4 =1 frequently gather information from tourist’ online travel reviews before | travel to
a certain destination

5. X5 =If I don’t read tourists’ online review when | travel a destination, | Worry about my
Decision.

6. X6 = When | Travel to a destination, tourist online travel reviews make me confident in
travelling to the destination.

Tourists’ attitudes were measured using three indicators; namely, Y1 = honesty; Y2 =
competence; Y3 = benevolence [26][27].

4 Result and Discussion
Figure 3 illustrates the PLS modeling.
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Fig 3. Result of PLS analysis

As shown in Figure 3, each indicator has a loading value. Indicators are stated valid provided
that their loading values are > 0.6. The PLS Algorithm shows that the loading values of X5 and
Y3 were below 0.6. These indicators were then removed from the model.

Construct Reliability and Validity
| Matrix |{i Cronbach'sAlpha | i rho A |{if Composite Reliability |1 Average Variance Extracted (... ¢

Cronbach's Alpha rho_A Composite Reliability ~ Average Variance Extracted (AVE)
Tourists Attitude 0.974 0.975 0.987 0.975
eWOM 0.884 0.955 0.911 0.675

Fig 4. Construct Reliability and Validity

The validity of the variables can be determined by the Average Variance Extracted (AVE). The
suggested AVE value is above 0.5. Figure 4 shows that the AVE value of both variables eWOM
and Tourists’ Attitudes have met this requirement, meaning that they have convergent validity.
The variable validity can be determined by the Composite Reliability. The suggested value is
above 0.7. Figure 4 shows that both variables were reliable.



R Square
| Matrix |{{f RSquare |{i RSquareAdjusted

RSquare R Square Adjus...
Tourists Attitude 0.838 0.833

Fig 5. R Square
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Path Coefficients

| Mean, STDEV, T-Values, P-Va... | || Confidence Intervals || -] Confidence Intervals Bias C... ||]] Samples Copy to Clipboard: | g,

Original Sample (O) Sample Mean (M) Standard Deviation (STDEV) T Statistics (|O... P Values
eWOM -> Tourists Attitude 0915 0.922 0.009 98.856 0.000

Fig 6. Result of Bootstrapping

Figure 5 shows that eWOM contributes to tourists’ attitudes as much as 83%. In addition, the
path coefficient in Figure 6 shows that the relationship between eWOM (X) and tourists’
attitudes (Y) was significant with the T-Statistics of 98.856 (>1,66). Since original sample
estimate value was positive, the relationship between two variables was also positive.

5 Conclusion

This study has found that there was a significant positive relationship between eWOM and
domestic tourists’ attitudes, meaning that eWOM plays an important role in determining
domestic tourists’ behaviors. It is necessary for tourist destination managers to take into account
the fact that information posted on a particular online community is a form of eWOM that
tourists may use as a reference for their decision making.
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