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Abstract. This study aims to determine and analyze the influence of electronic word of 

mouth, destination image, destination familiarity, and attitude towards destination in the 

tourism sector. In this case the researchers provide several limitations of research related 

to the object to be studied, namely online review with the destination of Lombok. Data 

obtained by distributing questionnaires to the sample as respondents who have criteria; 

have read online travel reviews for Lombok destinations and have never been to Lombok. 

The sampling technique used is non-probability sampling with a purposive sampling 

approach. Samples collected were 163 respondents. Data analysis using Partial Least 

Square (PLS) and assisted by SmartPLS 3.0 software. The hypotheses formed for testing 

are: (1) e-wom influences travel intention, destination image, and attitude toward 

destination positively; (2) destination familiarity influences destination image and travel 

intention positively; (3) destination image influences attitude toward destination and 

travel intention, and (4) attitude toward destination influences travel intention positively. 

Based on the results of processing the statistical data it was found that all hypotheses were 

accepted. 
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1. Introduction 

Tourism is one sector that can affect the growth and development of a country. Indonesia 

as a tropical country has beautiful natural scenery and diverse cultures so that it will strongly 

support the development of the tourism sector because it attracts tourists to visit. One of the 

sectors that can collect the most foreign exchange in Indonesia is through the tourism sector. 

In 2009 the total foreign exchange income from the tourism sector amounted to USD 6.3 

billion until 2019, estimated to increase to USD 17.6 billion [1]. In 2018, Indonesia was 

visited by foreign tourists with a total of 136.2 million visits, an increase from the previous 

year of 8.34%. Tourism is one of the sectors that is most considered by the Indonesian 

government at this time. In 2017 the Ministry of Tourism developed a tourism marketing 

strategy by setting “10 Destinasi Prioritas” with the goal of being able to match or exceed the 

achievements of Bali as a tourism destination. Lombok as one of the super priority 

destinations that gets more attention from the government because it has many attractions that 

can attract tourists such as destinations, beaches, mountains, and cultural diversity. In fact, 

Lombok cannot reach the targeted number of tourists as many as 4 million tourists from the 
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division of 2 million local tourists and 2 million foreign tourists. According to [2] one of the 

factors that can attract tourists to visit a destination is to use electronic word-of-mouth. The 

intended electronic word-of-mouth can be user generated content on social media or online 

travel review platforms such as TripAdvisor, Lonely Planet, Couch Surfing etc. Information 

owned by someone through electronic word-of-mouth can create an image of a destination and 

a person's attitude towards a destination [3]. There are other factors that can affect the image 

and interest of someone to visit the destination familiarity [4]. So that this study will prove the 

effect of each variable, namely electronic word-of-mouth, destination image, attitude toward 

destination, and destination familiarity to travel intention. 

2. Literature Review 

2.1 Electronic Word-of-Mouth 

 An activity of disseminating information between individuals carried out non-

commercially related to an object is called word-of-mouth [5]. Technological developments 

produce electronic word-of-mouth where a person can obtain information online [6]. 

Meanwhile, according to [7] social media including websites and online platforms is a media 

for someone to share their experiences in new ways. Litvin et al [8] argues that electronic 

word-of-mouth is the delivery of positive or negative information conveyed by someone 

through the internet media. Lee & Koo [9] argues that someone will see information provided 

by consumers who already have experience. Previous research [3], [10] found that electronic 

word-of-mouth is one factor for someone in determining the destination. 

(H1) Electronic Word-of-Mouth has a positive effect on Travel Intention 

(H2) Electronic Word-of-Mouth has a positive effect on Destination Image 

(H3) Electronic Word-of-Mouth has a positive effect on Attitude Toward Destination 

  

2.2 Destination Image 

 Destination image is a topic that is often used in research on tourism, and has a diverse 

understanding based on research that has been done before. Crompton [11] defining 

destination image is a group of ideas, beliefs, and impressions of an area of destination that 

exists in a person. Lopes [12] explains that destination image is an expression of all objective 

knowledge, prejudice, imagination and emotional thoughts of a person towards an area or 

destination. Destination image is a perception that arises because of the various information 

received by a person or tourist [13]. Destination image that is owned by someone is the main 

consideration of one's interest in making a visit or tour [14]. 

(H5) Destination Image has positive effect on Attitude Toward Destination 

(H7) Destination Image has positive effect on Travel Intention 

 

2.3 Tourist Attitude Toward Destination 

The attitude of tourists describes psychological tendencies expressed both by positive and 

negative evaluations. Attitude is an overall evaluation by someone in their behavior [15]. 

Attitude can also be interpreted as a tendency that arises due to the results of one's learning 

and experience, so in the context of tourism attitude can be interpreted as a tendency or feeling 

of a tourist towards the services, entertainment or attractions owned by a tourist destination 

[16]. In the context of tourism, thought is related to one's attitude in visiting a tourist 



 

 

 

 

destination that can be evaluated from several things such as whether the tourist destination is 

attractive or unattractive, fun or boring, positive or negative [17].  

(H8) Attitude Toward Destination has a positive effect on Travel Intention 

 

2.4 Destination Familiarity 

The concept of familiarity is often combined with other related concepts such as 

awareness, knowledge, experience, and expertise [18]. Familiarity is considered a subjective 

knowledge in addition to objective knowledge and prior knowledge, subjective knowledge 

shows how much individuals think they know and often that will reflect the person's self-

confidence [19]. Destination familiarity is how someone's visual or mental impression of a 

destination or tourist experience and can stimulate someone's interest to travel and visit the 

destination [20]. Perception of service quality, personality, or satisfaction can affect the 

evaluation process of destination familiarity, thus determining a person's attitude and interest 

in traveling to the destination [21]. Horng et al [22] in his research found the results of 

destination familiarity can be a moderating variable between brand image and travel intention. 

(H4) Destination Familiarity has positive effect on Destination Image 

(H6) Destination Familiarity has positive effect on Travel Intention 

 

2.5 Travel Intention 

 According to [23] explain intention is something that we want or plan to do, whereas [24] 

interpret intentions as an indication of the readiness of a tourist to perform certain behaviors, 

and is considered as a direct antecedent of a behavior. In the context of tourism Chu & 

Luckanavanich [23] said that someone's interest to visit a destination is very important and 

fundamental when someone decides to visit a destination. Jalilvand et al [3] in his research 

said that the interest in visiting is influenced by several aspects or variables such as destination 

image, attitude towards destination, and electronic word-of-mouth, Tan & Wu [25] added that 

the familiarity (familiarity) of a person can also affect one's interest in visiting a tourist 

destination. 

3. Method 

In previous studies [3], testing the effect of electronic word-of-mouth, destination image, 

attitude toward destination on travel intention. Other research [4], [22], [26] add destination 

familiarity variables as moderation between destination image and travel intention. While [25] 

found that destination familiarity can directly influence destination image and travel intention.   



 

 

 

 

 
Fig.1. A Conceptual Research Model 

 

This research includes quantitative descriptive research. Descriptive research design is used 

to describe electronic word-of-mouth towards travel intention and describe the views of 

prospective tourists on the attitude toward destination and destination image of Lombok Island 

that is accessed online. Data were collected using a questionnaire and carried out online using 

Qualtrics. The population in this study are people who have never been to Lombok and have 

seen online reviews of Lombok destinations. Determination of the sample in this study is Non-

probability Sampling with purposive sampling technique so that the number of samples found 

as many as 163 respondents. 

4. Result And Discussion 

 The researcher conducts wording and pre-test before entering core research. The recording 

test was conducted by involving 5 people to find out the appropriateness of the statements on 

the questionnaire. Pre-test was conducted involving 30 respondents to determine the validity 

and reliability of the model used with SPSS 25 application. Based on the pre-test results it is 

known that Destination Image, Attitude Toward Destination, Destination Familiarity and 

Travel Intention are said to be valid (Kaiser-Meyer-Olkin > 0.5 and Component Matrix > 0.5, 

while Electronic Word-of-Mouth has one indicator having a component matrix value < 0.5 so 

that the indicator cannot be used in core research, reliability testing shows that all variables are 

reliable (Cronbach's Alpha > 0.6). After conducting the pre-test, the researcher conducted a 

core study using all samples with statistical processing using Smart PLS 3. Data analysis using 

this software was carried out through three stages, namely the outer test, the inner test and the 

hypothesis test (Hair et al. 2014). The first stage conducted is the outer test to determine the 

validity and reliability of each variable, the validity test is used to determine whether a model 

or instrument used is appropriate and feasible to be measured [28]. Validity can be measured 

in two ways, first by looking at convergent validity (loading factor > 0.7) is a test conducted to 

determine the relationship with the belief that a construct must have a sufficient correlation 

value [29], and second by discriminant validity is a test to find out which variables are said to 

be valid on the basis that each construct of the model has a high correlation value. Reliability 

relates to whether the results shown have the same or consistent values if research is carried 



 

 

 

 

out with different times or objects (Average Variance Extracted > 0.5, Composite Reliability > 

0.7, and Cronbach Alpha > 0.6) [28]. 

 

4.1 Outer Model Testing 

 In this research, it is known that all variables are declared valid (Electronic Word-of-

Mouth has a loading factor value between 0.711 to 0.845, Destination Image has a loading 

factor value between 0.809 to 0.827, attitude toward destination has a loading factor value of 

0.878 to 0.908, destination familiarity has loading factor value 0.831 to 0.923, and travel 

intention has a loading factor value 0.826 to 0.863) and discriminant validity of each variable 

has a higher cross loading value than other variables. This study has a reliable variable, 

electronic word-of-mouth variable has a composite reliability value of 0.926, and cronbach 

alpha is 0.880, destination image has a composite reliability value of 0.951 and cronbach alpha 

is 0.939, attitude toward destination has a composite reliability value of 0.891 and cronbach 

alpha which is 0.837, destination familiarity has a composite reliability value of 0.892 and 

cronbach alpha which is 0.848, and travel intention has a composite reliability value of 0.884 

and cronbach alpha which is 0.805. 

 

4.2 Inner Model Testing 

Afterwards, the inner model test phase was found that the coefficient of determination (R2) 

on attitudes toward the destination was 0.537, the destination image was 0.375, and the travel 

intention was 0.561. The researcher also calculates the level of accuracy of the R2 value which 

has a value between 0 to 1, the higher the R2 value means the higher the level of accuracy 

possessed. Based on the results of the outer and inner test models that have been done before, 

the model meets the requirements for hypothesis testing. The results of the calculation of 

goodness of fit can be used to determine the amount of contribution exogenous variables have 

given to endogenous variables. In the PLS analysis the results of goodness of fit are obtained 

through q-square (Q²). Calculation results that exceed 0 are considered to have a good 

predictive value. How good the predicted value generated by the model and the estimated 

parameters in this study will be shown from the following Q2 calculation: 

 
Notes: Q2 = Predictive Relevance value, R12 = R-Square value for Attitude Toward Destination variable, R22 = R-

Square value for Destination Image variable, R32 = R-Square value for Travel Intention variable. 
 

The calculation result is 0.873 or 87.3%, so it can be interpreted that the diversity of data 

that can be explained in this research model is 87.3% and the remaining 12.7% is explained by 

other variables outside of this research model. 
 

4.3 Hypothesis Testing 

 Implementation of direct influence testing is used to test the hypothesis in this study. This 

test uses the value of the βValues, taking into account the magnitude of the t-statistic value has 

a value greater than t table (1.96) and the p-value < 0.05 so that it can be concluded that the 

hypothesis can be accepted, namely there is a positive and significant effect between variables 

tested. 

 

Q² = 1 – [(1 – R1² ) x (1 – R2² ) x (1 – R32)]  

Q² = 1 – [(1 – 0,537) x (1 – 0,375) x (1 – 0,561)] 

Q² = 1 – (0,463 x 0,625 x 0,439) 

Q² = 1– 0,127 = 0,873 



 

 

 

 

Table 1. The results of hypothesis testing 

 Hypothesis 

 

βValues T-

Statistics 

P-value 

H1 EWOM  IT 0.237 3,969 0,000 

H2 EWOM  DI 0.249 4,358 0,000 

H3 EWOM  ATD 0.175 2,638 0.009 

H4 DF  DI 0.501 8,897 0,000 

H5 DI  ATD 0.650 11,320 0,000 

H6 DF  IT 0.222 2,944 0.003 

H7 DI  IT 0.259 2,924 0.004 

H8 ATD  IT 0.256 3,760 0,000 

 

From the results, all of the hypotheses were supported by the data. The results showed that 

Destination Image had the highest positive effect on travel intention (βValues = 0.259, T-

Statistic = 2.924, P-Value = 0.004). Based on the results of research in accordance with 

research conducted by [3] that electronic word-of-mouth has a positive effect on travel 

intention, destination image, and attitude toward destination. The results of a positive 

relationship on the destination familiarity variable have a positive effect on destination image 

and travel intention in line with research [25]. 

5. Conclusions 

Based on the results of data processing and discussion, it is known that electronic word-of-

mouth, destination image, destination familiarity, and attitude toward destination can be the 

influence or consideration of someone to visit the Lombok destination. Information shared 

online affect one's attitude towards the Lombok destination, it is proven that in this study 

respondents felt Lombok is a very good destination to visit, it is in line with previous research 

that electronic word-of-mouth has an influence on travel intention [10], Electronic word-of-

mouth can also affect directly on the destination image [2]. In addition, tourists feel familiar 

with Lombok destinations, so they feel comfortable when traveling in Lombok, research 

conducted by [25] found the same thing that someone can have an interest in visiting a 

destination because they feel familiar with the destination and can form a good image for 

tourists.  

Thus, based on the results of this study the managerial implications that become a 

reference for all stakeholders, especially in the tourism sector in increasing one's intention to 

visit Lombok, are as follows: 

a) Use buzz marketing or viral marketing strategies. According to [30] viral marketing 

is done by creating electronic content such as videos or mini-sites with the aim of 

building a brand or in this context, destination. So that every activity or event related 

to tourism in Lombok can be spread online so that it can be seen by many people and 

become viral. 

b) Collaborate with key opinion leaders in delivering information related to tourist 

destinations in Lombok. Yoo et al [31] proved that the travel opinion leader 

influences someone in finding information related to the destination and creating an 

interest in visiting the destination. 



 

 

 

 

Social media is one of the most effective media to be used as promotional media 

specifically in the tourism sector [32]. Based on respondents' answers that tourists are more 

interested in natural attractions in a destination so that the content delivered is more to natural 

tourist destinations in Lombok such as beaches, mountains, and others 
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