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ABSTRACT 

Objectives: The objective of this research is to compare the influence of each dimension (first-order e-WOM) with 
its second-order e-WOM. This research also examined how e-WOM can influence tourists' decision behavior and 
satisfaction in Batu City agrotourism.  
Methodology: This research was conducted using primary data in 2023. The population in this study consists of 
119 respondents who have visited agrotourism in Batu City and obtained information about agrotourism from e-
WOM on Social Networking Services. The data was processed using Warp-Partial Least Square (WarpPLS) 8.0. 
Finding: E-WOM has proven itself as a valuable source of information for tourists visiting agrotourism in the city 
of Batu. With the help of e-WOM, tourists can obtain more up-to-date insights into the conditions of agrotourism. 
Agrotourism operators also benefit since they receive free marketing from their tourists. 
Conclusion: Overall, this research results indicate a contrasting comparison between the first-order e-WOM 
model and the second-order e-WOM. Only two dimensions of e-WOM, namely the valence of opinion and content, 
have a direct influence on visitation decisions and tourist satisfaction. Additionally, this study demonstrates that 
all three dimensions of e-WOM collectively have a significant impact on tourist behavior. Second-order e-WOM 
has a more substantial impact on tourists in influencing their decisions and satisfaction levels. 
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Nowadays, industrial development is currently progressing rapidly (Soelton et al., 2020). 
Currently, the tourism industry plays a crucial role in its surroundings. The tourism industry 
significantly contributes to job creation (Zhao et al., 2023), national income growth (Florido-
Benítez, 2022), as well as infrastructure development  (Aram & Darioosh, 2013), economic 
drivers (Maulidah & Muhaimin, 2021), and also economic development (Supryadi et al., 2023). 
Even during times of crisis, the tourism industry has the potential to safeguard the national 
economy (Rahayu et al., 2023). In addition, agriculture-based tourism (agrotourism) is currently 
facing competition and uncertainty in tourist visits. The BPS data (2023), highlights 
fluctuations and a tendency of decreasing tourist visits to agrotourism in Kota Batu. To address 
this challenge, strategies need to be explored to enhance tourists' decision-making in choosing 
to visit the city. However, some consumers do not consider promotions as the primary factor 
when choosing (Hamdan et al., 2023), while social influence does (Rohman et al., 2020). 
Recommendations from friends or word-of-mouth communication (WOM) emerge as a 
powerful influence in shaping decision-making behavior before visiting (Lee, 2014).  
Word-of-mouth (WOM) provides informal information regarding the offered 
products/services, and it has become a crucial reference for consumers in deciding whether a 
product/service aligns with their expectations. Information from WOM can alleviate doubts in 
the decision-making process (Ismagilova et al., 2020; Pauli et al., 2023). Additionally, Yadav 
et al. (2023) state that WOM can play a role in reducing perceived risks by enhancing 
knowledge levels and can take the form of critical e-WOM communication. Currently, online 
WOM or electronic word of mouth (e-WOM) has become a valuable reference platform for 
discovering various related reviews. This trend reduces time and space constraints, enabling 
recommendations from other tourists to spread quickly, extensively, and efficiently (Akdim, 
2021; Lee, 2014). This makes e-WOM an alternative, reducing uncertainty in decision-making 
for tourists. 
The implementation of e-WOM in agrotourism destinations has become crucial in the current 
digital era. The use of social networking services (SNS) is on the rise, and SNS plays a 
significant role in influencing tourist behavior (Jiang et al., 2021). The changing behavior of 
people in Indonesia, coupled with the increasing popularity of mobile phones, has led them to 
heavily rely on smartphones (Sriwidadi & Prabowo, 2022). This condition results in tourists 
leaning towards online reviews, friend recommendations, and electronically shared personal 
experiences to form their perceptions of a place through SNS. E-WOM can provide a more 
authentic and real-time representation of travel experiences (Goyal & Taneja, 2023), aiding 
potential tourists in making informed and contextual decisions (Amin, 2023). For agrotourism, 
maintaining a positive reputation in the digital space can enhance its appeal, broaden the 
potential reach of tourists, and build trust within the industry. 
This study examines agrotourism in Kota Batu to determine the impact of implementing e-
WOM on tourist satisfaction through visitation decisions. Tourist satisfaction and visitation 
decisions are crucial factors for the success of agrotourism. Satisfaction can be interpreted as 
behavior reflecting the fulfillment of expectations after visiting a destination. While there are 
studies on the influence of e-WOM on visitation decisions and tourist satisfaction (Pasaribu & 
Yuliawati, 2019), there is still an empirical gap in research that compares the implementation 
of e-WOM with the implementation of each dimension, and a scarcity of studies using the SEM-
PLS second-order approach. Therefore, this research is necessary to test these variables. 
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Through this study, we also hope to contribute valuable insights for agrotourism units to 
consider factors influencing tourist behavior. 
LITERATURE REVIEW 

Electronic Word of Mouth 
Electronic Word of Mouth (e-WOM) has become a focal point in influencing consumer 
behavior with the evolution of online communication through social media (Leong et al., 2022). 
e-WOM stems from the development of Word of Mouth (WOM), which entails the 
dissemination of information and recommendations directly to individuals or groups (Akbari et 
al., 2022). In the information dissemination process, e-WOM leverages online internet media 
to convey the quality of a product or service and the positive or negative experiences of an 
individual providing recommendations to potential consumers or others (Erkan & Evans, 2016; 
Harahap, 2017). Various forms of dissemination, including text, images, videos, and audio, 
follow current technological advancements, making them easily accessible to a wide audience 
(Goldsmith & Horowitz, 2006). The dissemination of information in the form of e-WOM in the 
tourism sector facilitates reaching a broader audience with fewer constraints on time and 
geography (Silaban et al., 2023). 
Interactions conducted through online media, such as social media and websites, enable tourists 
to share and exchange opinions and experiences regarding a service or product (Camilleri & 
Kozak, 2022). This facilitates the spread of information to various segments, making word-of-
mouth promotion more accessible and popular (Erkan & Evans, 2016). Compelling and 
positively valued information through e-WOM captures the attention of tourists, influencing 
their decision-making process (Gosal et al., 2020; Silaban et al., 2023). 
Tourist Visit Decision 
Visitation decisions represent one of the behaviors individuals engage in to fulfill their desires 
and needs in the tourism sector (Wibowo et al., 2020). Coşar & Kozak (2014) posit that 
visitation decisions are choices made by tourists before visiting a place or area, involving 
considerations related to various factors. The factors underpinning tourists' visitation decisions 
can stem from personal perspectives such as desires and needs, tourist experiences, as well as 
the intentions and purposes of the visit (Jannit & Aeka, 2016). It is crucial for companies to 
identify factors that can enhance visitor satisfaction (Haryati et al., 2021). 
Tourist Satisfaction 
Satisfaction is a perception felt by an individual through the comparison of expectations and 
actual experiences (Mohamad et al., 2019; Nurjannah et al., 2022). A customer who finds 
satisfaction in the value offered by a product or service is likely to remain a loyal customer for 
an extended period (Wasito & Baihaqi, 2023). In the context of agrotourism, tourist satisfaction 
is the feeling of joy or disappointment experienced by tourists during their visit (Libre et al., 
2022). The more satisfied a tourist is after a visit, the more likely they are to express a desire to 
return and share positive or satisfying information or experiences with others (Quynh et al., 
2021; Wang et al., 2012). Tjiptono (2019) explains that positive visitor satisfaction has 
beneficial effects on the company, including providing positive information to potential 
tourists. 

The Relationship Between e-WOM and Visitation Decision 
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E-WOM provided by tourists can influence trust and the tourist visitation decision-making 
process (Gosal et al., 2020). The E-WOM conveyed serves as a consideration for tourists when 
deciding on their upcoming visits (Aprilia & Kusumawati, 2021). Previous research asserts that 
e-WOM marketing communication can significantly impact an individual's decision to visit a 
destination. Therefore, hypotheses can be formulated as follows: 
H1a. 
H1b. 
 
H1c. 
H1d. 

There is a positive and significant influence of intensity on Visitation Decision 
(VDC). 
There is a positive and significant influence of valence of opinion on Visitation 
Decision (VDC). 
There is a positive and significant influence of content on Visitation Decision (VDC). 
There is a positive and significant influence of second-order e-WOM on Visitation 
Decision (VDC). 

The Relationship Between e-WOM and Tourist Satisfaction 
Complete information from SNS or e-WOM can fulfill tourists' satisfaction (Goyal & Taneja, 
2023). When tourists find information about a destination that meets their needs, satisfaction 
arises (Arabacıoğlu & Dedeoglu, 2023). Previous research indicates that e-WOM can contribute 
to the satisfaction of potential visitors. Based on these premises, the following hypotheses are 
proposed in this study: 
H1a. 
H1b. 
 
H1c. 
H1d. 

There is a positive and significant influence of intensity on Tourist Satisfaction (TSF). 
There is a positive and significant influence of valence of opinion on Tourist 
Satisfaction (TSF). 
There is a positive and significant influence of content on Tourist Satisfaction (TSF). 
There is a positive and significant influence of second-order e-WOM on Tourist 
Satisfaction (TSF). 

The Relationship between e-WOM, Tourist Satisfaction, and Mediated Visitation 
Decision 
Tourists will seek information first about the destination they plan to visit (Gosal et al., 2020). 
Tourists' expectations are formed after obtaining information that meets their needs and 
preferences, and after that, they will proceed with their visit (Yerizal & Abror, 2019). When the 
conditions of agrotourism align with the information acquired and meet the expectations, 
tourists are likely to feel satisfied (Bang Nguyen Viet & Nguyen, 2020). Previous research 
indicates that visitation decisions can mediate the relationship between e-WOM and tourist 
satisfaction. The hypothesis is as follows: 
H1a. 
 
H1b. 
 
H1c. 
 
H1d. 

There is a positive and significant influence of intensity on Tourist Satisfaction (TSF) 
mediated by Visitation Decision (VDC). 
There is a positive and significant influence of valence of opinion on Tourist 
Satisfaction (TSF) mediated by Visitation Decision (VDC). 
There is a positive and significant influence of content on Tourist Satisfaction (TSF) 
mediated by Visitation Decision (VDC). 
There is a positive and significant influence of second-order e-WOM on Tourist 
Satisfaction (TSF) mediated by Visitation Decision (VDC) 

 
Table 1. Research Indicators 

No Variables/Dimensions Indicators 
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1 Electronic Word of Mouth  
 a. Intensity 

 
 

b. Valence of opinion 
 
c. Content 

- Frequency of accessing information on SNS. 
- Frequency of interaction among users on SNS. 
- Number of reviews written by users on SNS. 
- Positive comments from users on SNS. 
- Recommendations from users on SNS. 
- Information related to various tourist 

attractions. 
- Information related to the company's quality on 

SNS. 
- Information related to the prices offered by the 

company. 
 

2 Tourist Visit Decision - Stability in choosing agrotourism destinations. 
- Habits in visiting agrotourism destinations. 
- Engaging in repeat visits. 

3 Tourist Satisfaction - Price suitability 
- Service quality 
- Tourism quality 
- Emotional factors 
- Ease of reaching agrotourism destinations 

 

Research Framework 

 
Figure 1. Research Framework. Notes:          Direct Relationship;          Indirect Relationship  

METHOD 
The research with a quantitative approach was conducted in agrotourism in Kota Batu to obtain 
information in line with the researcher's objectives. Primary data were collected by distributing 
questionnaires directly at the location. The questionnaire was designed based on the variables 
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used. The units of analysis in this study involve the comparison of two construct models, the 
importance of e-WOM for agrotourism, and the observational units include the amount of 
information, online testimonials/reviews, and interactions between tourists and business 
practitioners.  
The selection of respondents is determined based on the Cohen table, resulting in a minimum 
sample size of 110 (Hair et al., 2021). This research adopts a non-probability sampling 
approach, a method that does not provide equal chances for all units in the population to be 
selected as research samples (Sugiyono & Lestari, 2021). Purposive sampling is utilized in this 
study, a method of sample selection that imposes specific characteristic limitations to align with 
the required sample for the research (Sugiyono & Lestari, 2021). The respondents in this study 
consist of 119 individuals who have visited agrotourism sites in Kota Batu, selecting these 
locations based on information related to agrotourism obtained from e-WOM on SNS. 
The conceptual model employed in this study is portrayed through Structural Equation 
Modeling (SEM), linking latent variables and measurement variables associated with cause-
and-effect relationships (Solimun et al., 2017). The data in this research are analyzed using the 
Partial Least Squares Structural Equation Modeling (PLS-SEM) approach. The analysis 
procedure in this study comprises two stages. The first stage involves the evaluation of the 
measurement model or the outer model, followed by the second stage, which involves the 
evaluation of the structural model or the inner model (Hair et al., 2021). Both stages are 
analyzed using the WarpPLS 8.0 software with a 3-dimensional and 3-variable model, covering 
e-WOM (intensity, valence of opinion, content), visit decision and tourist satisfaction 
RESULTS AND DISCUSSION 
Respondent Characteristics 
Based on the data obtained from the questionnaire distribution, it is evident that the largest age 
category is 17-25 years, with 79 respondents (66.4%). This indicates that the majority of visitors 
to agrotourism in Kota Batu fall within the age range of 17-25 years, which is the teenage age 
group. More than half of the visitors are female (63 respondents), while the remainder are male. 
Consistently, research shows that women tend to require more refreshing experiences due to 
their susceptibility to depression and anxiety compared to men (Seedat et al., 2009; Suanrueang 
et al., 2022). 
Agrotourism in Batu City is predominantly visited by tourists from outside the city, totaling 
112 individuals (94.1%). People tend to prefer visiting attractions outside their city rather than 
within it. This preference may be attributed to the fact that the majority of tourists are 
accustomed to the atmosphere (Grilli et al., 2021) and culture (Bock, 2015) of their city, leading 
them to choose to travel to other cities. 
This study is also dominated by tourists with an upper-middle income range, constituting almost 
40% of the participants. Visitors with academic/university-level education dominate 
agrotourism in Batu City, accounting for 52.1%. This aligns with the surrounding conditions, 
as there are many universities and institutions of higher learning in the vicinity. 

Results 
Measurement Model Evaluation (Outer Model) 
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Table 2. Combined Loading and Cross Loadings Value 

 INT VOP CTN Type P Value 
INT1 (0.873) 0.209 -0.136 Reflective <0.001 
INT2 (0.853) -0.348 0.158 Reflective <0.001 
INT3 (0.875) 0.132 -0.018 Reflective <0.001 
VOP1 0.054 (0.897) 0.178 Reflective <0.001 
VOP1 -0.054 (0.897) -0.178 Reflective <0.001 
CTN1 -0.112 -0.059 (0.843) Reflective <0.001 
CTN2 0.372 -0.186 (0.813) Reflective <0.001 
CTN3 -0.258 0.250 (0.807) Reflective <0.001 

 EWOM VDC TSF   
INT (0.919) -0.047 -0.081 Reflective <0.001 
VOP (0.916) 0.107 -0.010 Reflective <0.001 
CTN (0.945) -0.058 0.089 Reflective <0.001 

VDC1 0.053 (0.844) 0.040 Reflective <0.001 
VDC2 -0.190 (0.807) 0.113 Reflective <0.001 
VDC3 0.133 (0.825) -0.151 Reflective <0.001 
TSF1 0.028 -0.077 (0.878) Reflective <0.001 
TSF2 -0.105 0.044 (0.819) Reflective <0.001 
TSF3 0.054 0.045 (0.848) Reflective <0.001 
TSF4 -0.107 0.041 (0.873) Reflective <0.001 
TSF5 0.129 -0.050 (0.847) Reflective <0.001 

Source: Processed primary data 

According to Hair et al. (2021), loading factor values between 0.6 and 0.7 are considered 
acceptable, and loading factor values above 0.8 are considered high. Table 2 displays the 
loading factor values for both models, including first-order and second-order conditions (0.807 
- 0.945). Based on these results, it can be concluded that the overall loading factor values meet 
the criteria for convergent validity, indicating that the convergence of indicators is valid and 
accepted.  
Composite reliability and Cronbach's alpha are used to assess the reliability of the research 
instrument. The criteria for using composite reliability require these values to be greater than 
0.7, while Cronbach's alpha should exceed 0.6. When these values have surpassed the specified 
criteria, it can be stated that all variables in this study have met the criteria (Hair et al., 2021; 
Solimun et al., 2017). 

Table 3. Discriminant Validity and Reliability 

Variable AVE Composite 
Reliability Cronbach Alpha 

First-order e-WOM Model   
INT 
CTN 
VOP 
VDC 
TSF 

0.751 
0.805 
0.675 
0.681 
0.728 

0.901 
0.892 
0.861 
0.865 
0.930 

0.835 
0.758 
0.759 
0.766 
0.906 



 

MIX: Jurnal Ilmiah Manajemen 
Volume 14 Number 1 | February 2024 

p-ISSN: 2088-1231  
e-ISSN: 2460-5328 

__________________________________________________________________________________ 

 
150 https://publikasi.mercubuana.ac.id/index.php/jurnal_Mix 

 

Second-order e-WOM Model   
EWOM 
VDC 
TSF 

0.933 
0.865 
0.930 

0.917 
0.766 
0.906 

0.635 
0.681 
0.728 

Source: Processed primary data  

Discriminant validity is employed to understand the differences between the concepts of each 
latent variable compared to others. The AVE with values above 0.50 meets the criteria for 
convergent validity as required (Hair et al., 2021; Solimun et al., 2017). Based on Table 3, the 
AVE values for all variables, both in the model of each dimension and second-order, have 
shown values above 0.50, indicating that all constructs have good convergent validity. 
Table 3 provides the composite reliability values for all variables above 0.7, and Cronbach's 
alpha values for all variables are above 0.5. This indicates that each variable can be relied upon 
as a research instrument and has been consistent in measuring its construct because each 
variable meets the established criteria. 
Structural Model Evaluation (Inner Model) 

Path Coefficient and Significant 

 
Figure 2. First-order e-WOM Model 
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Figure 3. Second-order e-WOM Model 

Based on the statements of Hair et al. (2021) and Solimun et al. (2017), hypothesis testing can 
be observed from the inner model based on the significance values. When the significance value 
(p-value) is ≤0.05, the independent variable influences the dependent variable. Path coefficient 
evaluation is used to determine whether variables have a positive or negative impact on each 
other. If the path coefficient value is closer to 0, the relationship is weaker. The following are 
the results of hypothesis testing based on Figures 1 and 2. 

 
 

Table 4. Hypothesis Testing Results 

 Variable Path Coefficient P-value Test Result 
First-order e-WOM Model 
H1a 
H1b 
 
H1c 

Intensity → Visit Decision 
Valence of Opinion → Visit 
Decision  
Content → Visit Decision 

0.06 
0.27 

 
0.28 

0.25 
<0.01 

 
<0.01 

Not Significant 
Significant 
 
Significant 

H2a 
H2b 
 
H2c 

Intensity → Tourist Satisfaction 
Valence of Opinion → Tourist 
Satisfaction 
Content → Tourist Satisfaction 

0.12 
0.17 

 
0.35 

0.08 
0.03 

 
<0.01 

Not Significant 
Significant 
 
Significant 

H3a 
 
H3b 
 
H3c 

Intensity → Visit Decision → 
Tourist Satisfaction 
Valence of Opinion → Visit 
Decision → Tourist Satisfaction 
Content → Visit Decision → 
Tourist Satisfaction 

0.015 
 

0.067 
 

-0.07 
 

0.407 
 

0.148 
 

0.137 

Not Significant 
 
Not Significant 
 
Not Significant 

Second-order e-WOM Model 
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H1d 
H2d 
H3d 

e-WOM → Visit Decision 
e-WOM → Tourist Satisfaction 
e-WOM → Visit Decision → 
Tourist Satisfaction 

0.41 
0.60 
0.101 

<0.01 
<0.01 
0.05 

Significant 
Significant 
Significant 
 

Source: Processed primary data 
Results Discussion 

E-WOM on visit decision. 
The research findings, as per Table 4, reveal a complex relationship between e-WOM 
dimensions (intensity, valence of opinion, and content) and VDC. Overall, H1b, H1c, and H1d 
are accepted, while H1a is rejected. Individually, VOP and CTN show a significant influence 
on visit decisions, with a p-value <0.01. However, surprisingly, the INT dimension indicates 
an insignificant impact on visit decisions, as indicated by the p-value of 0.25. 
Furthermore, when considering the simultaneous impact of all e-WOM dimensions on visit 
decisions, this study identifies a significant simultaneous influence with a p-value <0.01, 
meaning H1d is accepted. This implies that even though INT alone may not be significant in 
influencing visit decisions, the combined effect of INT, VOP, and CTN collectively contributes 
significantly to shaping the decision-making behavior of tourists to visit agrotourism. 
E-WOM on tourist satisfaction. 
Table 4 provides an overview indicating that H2b and H2c are accepted, but not H2a. 
Individually, the VOP and CTN dimensions show a significant influence on tourist satisfaction, 
with p-values of 0.03 and <0.01, respectively, emphasizing the crucial role of positive 
sentiments and informative content in shaping overall tourist satisfaction. However, the INT 
dimension shows a marginally non-significant impact on tourist satisfaction, as indicated by the 
p-value of 0.08. 
When considering the simultaneous impact of all e-WOM dimensions on tourist satisfaction, 
this study identifies a collectively significant influence with a p-value of 0.01. This implies that, 
although the intensity dimension may not individually have a significant impact on tourist 
satisfaction, its inclusion in the overall context of e-WOM, along with valence of opinion and 
content, creates a collective effect that significantly influences overall tourist satisfaction. 
E-WOM on tourist satisfaction and mediated by visit decision. 
This study, based on Table 4, explores the intricate relationship between e-WOM dimensions 
(intensity, valence of opinion, and content) on tourist satisfaction (TSF) and mediated by visit 
decision (VDC). Surprisingly, the research findings indicate that individually, none of the e-
WOM dimensions has a significant impact on tourist satisfaction when mediated by the visit 
decision. The dimensions of INT, VOP, and CTN, when considered separately, do not show a 
substantial effect on tourist satisfaction mediated by tourists' visit decisions. 
However, noteworthy findings emerge when testing the impact of second-order e-WOM on 
tourist satisfaction mediated by the visit decision. The combined influence of INT, VOP, and 
CTN in the e-WOM construct demonstrates a significant effect on tourist satisfaction mediated 
by the visit decision. This suggests that the interaction between e-WOM dimensions 
collectively contributes to shaping tourist satisfaction, particularly after being mediated by 
tourists' visit choices. 
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CONCLUSION 
This research has produced a novel research model, bringing innovation compared to the study 
by Pasaribu & Yuliawati (2019). The findings indicate a contrasting comparison between the 
first-order e-WOM model and the second-order e-WOM model. Only two e-WOM dimensions, 
namely valence of opinion and content, have a direct influence on visit decisions and tourist 
satisfaction. Additionally, this study demonstrates that all three e-WOM dimensions 
collectively have a significant impact on tourist behavior. Second-order e-WOM has a more 
substantial effect on tourists in influencing their decisions and satisfaction levels. 
This research indicates that intensity does not influence the decision to visit and visitor 
satisfaction; this may be due to the fact that the quality of content and the strength of other 
visitors' opinions are crucial factors influencing them. The three dimensions of e-WOM do not 
affect visitor satisfaction through the decision to visit; however, when combined as a whole, e-
WOM influences visitor satisfaction regarding the decision to visit. This suggests that intensity, 
valence of opinion, and content are integral components in formulating the e-WOM variables. 
For agrotourism in Batu City, it is recommended to pay attention to all three e-WOM 
dimensions, especially the two dimensions that have individual influences, namely valence of 
opinion and content. Additionally, agrotourism establishments can enhance or maintain e-
WOM marketing due to its significant influence on tourist behavior. 
The recommendation for future researchers involves expanding the scope of the study by 
increasing the sample size, which can strengthen the generalizability of findings. Furthermore, 
it is advised to explore or employ additional dimensions/indicators to deepen the understanding 
of the studied phenomenon. These steps are expected to identify and further delve into aspects 
that may have remained undiscovered, providing a significant contribution to a more 
comprehensive understanding of this research field. 
REFERENCES  
 Akbari, M., Foroudi, P., Zaman Fashami, R., Mahavarpour, N., & Khodayari, M. (2022). Let 

us talk about something: The evolution of e-WOM from the past to the future. Journal of 
Business Research, 1(9), 663–689. 
https://doi.org/https://doi.org/10.1016/j.jbusres.2022.05.061 

Akdim, K. (2021). The influence of eWOM. Analyzing its characteristics and consequences, 
and future research lines. Spanish Journal of Marketing - ESIC, 25(2), 239–259. 
https://doi.org/10.1108/SJME-10-2020-0186 

Amin, A. (2023). A Study on Impact of eWOM (electronic word of mouth) on Consumers’ 
Buying Decision. International Journal of Advanced Research in Commerce, 
Management & Social Science (IJARCMSS), 2, 29–40. 

Aprilia, F., & Kusumawati, A. (2021). Influence of Electronic Word of Mouth on Visitor’s 
Interest to Tourism Destinations. Journal of Asian Finance, Economics and Business, 8(2), 
993–1003. https://doi.org/10.13106/jafeb.2021.vol8.no2.0993 

Arabacıoğlu, D., & Dedeoglu, B. B. (2023). The Moderating Role of Information Quality in the 
Relationship Between guides’ Communication Skills and Tour Satisfaction. Journal of 
Quality Assurance in Hospitality & Tourism, 1–20. 
https://doi.org/10.1080/1528008X.2023.2264510 

Aram, M., & Darioosh, S. (2013). The role of Tourism Industry in Infrastructure Development, 
Creation of Employment and Income-Earning Opportunities, as well as Poverty 



 

MIX: Jurnal Ilmiah Manajemen 
Volume 14 Number 1 | February 2024 

p-ISSN: 2088-1231  
e-ISSN: 2460-5328 

__________________________________________________________________________________ 

 
154 https://publikasi.mercubuana.ac.id/index.php/jurnal_Mix 

 

Reduction. 
Astini, Rina, Ishrat, Kehkashan, Ramli, Yanto, Tafiprios, Chong Kwong, Wing, and Ooi Chee, 

Keong. Nexus among Crypto Trading, Environmental Degradation, Economic Growth and 
Energy Usage: Analysis of Top 10 Cryptofriendly Asian Economies. International Journal 
of Energy Economics and Policy. Volume 13, Issue 5. pp. 339-347. DOI: 
https://doi.org/10.32479/ijeep.14545 

Astini, Rina, Salim, Ansa Savad, Deitiana, Tita, and Ramli, Yanto. (2023). Fintech Growth in 
Asia: A Shift Towards a Net-Zero Carbon Economy. Przestrzeń Spoleczna (Social Space). 
Volume 23, No. 3. pp.123-148 

Badan Pusat Statistik, K. B. (2023). Jumlah Pengunjung Objek Wisata di Kota Batu. 
Bang Nguyen Viet, H. P. D., & Nguyen, H. H. (2020). Revisit intention and satisfaction: The 

role of destination image, perceived risk, and cultural contact. Cogent Business & 
Management, 7(1), 1796249. https://doi.org/10.1080/23311975.2020.1796249 

Bock, K. (2015). The changing nature of city tourism and its possible implications for the future 
of cities. European Journal of Futures Research, 3(1), 20. https://doi.org/10.1007/s40309-
015-0078-5 

Camilleri, M. A., & Kozak, M. (2022). Interactive engagement through travel and tourism 
social media groups: A social facilitation theory perspective. Technology in Society, 7(1), 
102098. https://doi.org/https://doi.org/10.1016/j.techsoc.2022.102098 

Coşar, Y., & Kozak, M. (2014). Slow Tourism (Cittaslow) Influence over Visitors’ Behavior. 
https://api.semanticscholar.org/CorpusID:133338220 

Erkan, I., & Evans, C. (2016). The influence of eWOM in social media on consumers’ purchase 
intentions: An extended approach to information adoption. Computers in Human 
Behavior, 61. 

Florido-Benítez, L. (2022). The impact of tourism promotion in tourist destinations: a 
bibliometric study. International Journal of Tourism Cities, 8(4), 844–882. 
https://doi.org/10.1108/IJTC-09-2021-0191 

Goldsmith, R. E., & Horowitz, D. (2006). Measuring Motivations for Online Opinion Seeking. 
Journal of Interactive Advertising, 6(2), 2–14. 
https://doi.org/10.1080/15252019.2006.10722114 

Gosal, J., Andajani, E., & Rahayu, S. (2020). The Effect of e-WOM on Travel Intention, Travel 
Decision, City Image, and Attitude to Visit a Tourism City BT. Proceedings of the 17 th 
International Symposium on Management (INSYMA 2020). 261–265. 
https://doi.org/10.2991/aebmr.k.200127.053 

Goyal, C., & Taneja, U. (2023). Electronic word of mouth for the choice of wellness tourism 
destination image and the moderating role of COVID-19 pandemic. Journal of Tourism 
Futures. https://doi.org/10.1108/JTF-08-2022-0207 

Grilli, G., Tyllianakis, E., Luisetti, T., Ferrini, S., & Turner, R. K. (2021). Prospective tourist 
preferences for sustainable tourism development in Small Island Developing States. 
Tourism Management, 8(2). 
https://doi.org/https://doi.org/10.1016/j.tourman.2020.104178 

Hair, J. J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S. (2021). Partial 
least squares structural equation modeling (PLS-SEM) using R: A workbook. Springer 
Nature. https://doi.org/10.1007/978-3-030-80519-7 

Hamdan, H., Imaningsih, E. S., Indrajaya, S., Raharja, I., & Yuliantini, T. (2023). The Role of 
Decisions in Intervening Website Quality, e-Promotion, and e-Trust towards e-Repurchase 
Intention on e-Commerce. Mix: Jurnal Ilmiah Manajemen, 13(2). 



 
MIX: Jurnal Ilmiah Manajemen 
Volume 14 Number 1 | February 2024  

p-ISSN: 2088-1231  
e-ISSN: 2460-5328 

__________________________________________________________________________________ 

 
http://dx.doi.org/10.22441/jurnal_mix.2024.v14i1.008 155 

 

https://doi.org/10.22441/jurnal_mix.2023.v13i2.007 
Harahap, A. R. (2017). Pemanfaatan Teknologi Informasi Dan Komunikasi Dalam Pemenuhan 

Informasi Bagi Rumah Tangga Usaha Pertanian Di Kecamatan Halongonan Kabupaten 
Padang Lawas Utara. Jurnal Penelitian Komunikasi Dan Pembangunan, 17(2), 77. 
https://doi.org/10.31346/jpkp.v17i2.876 

Hartono, Sri, Ramli, Yanto, Astini, Rina, Widayati, Catur, and Ali, Anees Janee. (2024). The 
Clinical Information System That Effects The Patients' Satisfaction Of The Healthcare 
Services. Jurnal Manajemen. Volume 28, No. 1. pp. 1-22. DOI: 
https://doi.org/10.24912/jm.v28i1.1463 

Haryati, N., Putri, R., Qotrunnada, N., Syah, Y., Ramadhani, M., & Nugroho, B. (2021). WOM 
as The Mediator of Marketing Mix to Customer Satisfaction in Covid-19 Pandemic. 
International Research Journal of Business Studies, 14, 147–157. 
https://doi.org/10.21632/irjbs.14.2.147-157 

Imaningsih, Erna Sofriana, Ramli, Yanto, Widayati, Catur, Hamdan, and Yusliza, Mohd 
Yusoff. (2023). The Influence of Egoistic Values, Biospheric Values, and Altruistic 
Values on Green Attitudes for Re-intention to Use Eco-Bag: Studies on Millennial 
Consumers. Przestrzeń Spoleczna (Social Space). Volume 23, No. 3. pp.123-148. pp. 357-
376 

Ismagilova, E., Slade, E. L., Rana, N. P., & Dwivedi, Y. K. (2020). The Effect of Electronic 
Word of Mouth Communications on Intention to Buy: A Meta-Analysis. Information 
Systems Frontiers, 22(5), 1203–1226. https://doi.org/10.1007/s10796-019-09924-y 

Jannit, J., & Aeka, A. (2016). An Important Factors Influencing The Decision Of International 
Tourists To Travel In Thailand. https://api.semanticscholar.org/CorpusID:49570715 

Jiang, G., Liu, F., Liu, W., Liu, S., Chen, Y., & Xu, D. (2021). Effects of information quality 
on information adoption on social media review platforms: moderating role of perceived 
risk. Data Science and Management, 1(1), 13–22. 
https://doi.org/https://doi.org/10.1016/j.dsm.2021.02.004 

Lee, Y.-C. (2014). Impacts of decision-making biases on eWOM retrust and risk-reducing 
strategies. Computers in Human Behavior, 40, 101–110. 
https://doi.org/https://doi.org/10.1016/j.chb.2014.08.002 

Leong, C.-M., Loi, A. M.-W., & Woon, S. (2022). The influence of social media eWOM 
information on purchase intention. In Journal of Marketing Analytics, 10(2), 145–157. 
https://doi.org/10.1057/s41270-021-00132-9 

Libre, A., Manalo, A., & Laksito, G. S. (2022). Factors Influencing Philippines Tourist’ Revisit 
Intention: The Role and Effect of Destination Image, Tourist Experience, Perceived Value, 
and Tourist Satisfaction. International Journal of Quantitative Research and Modeling. 
https://api.semanticscholar.org/CorpusID:248040942 

Maulidah, S., & Muhaimin, A. (2021). Sustainable Business Models: Challenges on potato 
agro-industry SMEs. IOP Conference Series: Earth and Environmental Science, 709, 
12082. https://doi.org/10.1088/1755-1315/709/1/012082 

Mohamad, M., Ghani, N. I. A., & Nasir, M. N. M. (2019). The Impact Of Perceived Value, 
Destination Service Quality, And Tourist Satisfaction On Destination Loyalty Among 
International Tourists Visiting Malaysia. Journal of Tourism, Hospitality and 
Environment Management. https://api.semanticscholar.org/CorpusID:202890075 

Nurjannah, N., Erwina, E., Basalamah, J., & Syahnur, M. H. (2022). The Impact of E-CRM and 
Customer Experience on E-Commerce Consumer Loyalty Through Satisfaction in 
Indonesia. Mix: Jurnal Ilmiah Manajemen, 12(1), 56. 



 

MIX: Jurnal Ilmiah Manajemen 
Volume 14 Number 1 | February 2024 

p-ISSN: 2088-1231  
e-ISSN: 2460-5328 

__________________________________________________________________________________ 

 
156 https://publikasi.mercubuana.ac.id/index.php/jurnal_Mix 

 

https://doi.org/10.22441/jurnal_mix.2022.v12i1.005 
Pasaribu, K. V, & Yuliawati, Y. (2019). Pengaruh Dimensi Electronic Word Of Mouth 

Terhadap Keputusan Berkunjung dan Kepuasan Konsumen. JMD : Jurnal Riset 
Manajemen & Bisnis Dewantara, 2(2), 99–112. https://doi.org/10.26533/jmd.v2i2.439 

Pauli, G., Martin, S., & Greiling, D. (2023). The current state of research of word-of-mouth in 
the health care sector. International Review on Public and Nonprofit Marketing, 20(1), 
125–148. https://doi.org/10.1007/s12208-022-00334-6 

Quynh, N., Hoai, N. T., & Loi, N. Van. (2021). The role of emotional experience and 
destination image on ecotourism satisfaction. Spanish Journal of Marketing - ESIC, 25(2), 
312–332. https://doi.org/10.1108/SJME-04-2020-0055 

Rahayu, S., Kenamon, M., Nazipawati, N., Yulitiawati, Y., & Dona, E. M. (2023). Designing 
the Revisit Intention of the Tourism Model on Visiting the Borobudur Temple. MIX: 
Jurnal Ilmiah Manajemen, 13(2). https://doi.org/10.22441/jurnal_mix.2023.v13i2.006 

Ramli, Yanto, Imaningsih, Erna Sofriana, Rajak, Adnan and Ali, Anees Janee. (2022). 
Environmental Sustainability: To Enhance Organizational Awareness towards Green 
Environmental Concern. International Journal of Energy Economics and Policy. Volume 
12, 4. pp.307-316. DOI: https://doi.org/10.32479/ijeep.13275 

Ramli, Yanto, Kurniawan, Deden, Imaningsih, Erna Sofriana, Yuliantini, Tine, and Anah, Sri. 
(2022). Imposing Green Management to Enhance the Organizational Awareness against 
the Environmental Sustainability. International Journal of Energy Economics and Policy. 
Volume 13, Issue 1. pp. 518-528. DOI: https://doi.org/10.32479/ijeep.14001 

Ramli, Yanto and Kartini, Dwi. (2022). Manajemen Strategik dan Bisnis. Bumi Aksara. Jakarta. 
Indonesia 

Seedat, S., Scott, K. M., Angermeyer, M. C., Berglund, P., Bromet, E. J., Brugha, T. S., 
Demyttenaere, K., de Girolamo, G., Haro, J. M., Jin, R., Karam, E. G., Kovess-Masfety, 
V., Levinson, D., Medina Mora, M. E., Ono, Y., Ormel, J., Pennell, B.-E., Posada-Villa, 
J., Sampson, N. A., … Kessler, R. C. (2009). Cross-national associations between gender 
and mental disorders in the World  Health Organization World Mental Health Surveys. 
Archives of General Psychiatry, 66(7), 785–795. 
https://doi.org/10.1001/archgenpsychiatry.2009.36 

Shiratina, Aldina, Ramli, Yanto and Hanifah, Haniruzila. (2022). SME Innovation and Social-
Media on Intention to Visit Ternate City with Destination Image as the Moderating 
Variable. Jurnal Bisnis dan Manajemen. Volume 23, No. 1. pp. 66-78. 
DOI:https://doi.org/10.24198/jbm.v23i1.733 

Shiratina, Aldina, Ramli, Yanto, Imaningsih, Erna Sofriana, Rajak, Adnan and Ali, Anees 
Janee. (2023). The Role of Entrepreneurial Marketing and Relationship Marketing that 
Strengthen the Women Entrepreneurs' Business Performance. Indonesian Journal of 
Business and Entrepreneurship. Volume 9 No. 2. pp. 177-185. DOI: 
10.17358/IJBE.9.2.177 

Silaban, P. H., Chen, W.-K., Sormin, S., B. P. Panjaitan, Y. N., & Silalahi, A. D. K. (2023). 
How does electronic word of mouth on Instagram affect travel behaviour in Indonesia: A 
perspective of the information adoption model. Cogent Social Sciences, 9(1), 2163525. 
https://doi.org/10.1080/23311886.2022.2163525 

Soelton, M., Rohman, F., Asih, D., Saratian, E. T. P., & Wiguna, S. B. (2020). Green marketing 
that effect the buying intention healthcare products. European Journal of Business and 
Management, 12(15). 

Solimun, Fernandes, A. A. R., & Nurjannah. (2017). Metode Statistika Multivariat Pemodelan 



 
MIX: Jurnal Ilmiah Manajemen 
Volume 14 Number 1 | February 2024  

p-ISSN: 2088-1231  
e-ISSN: 2460-5328 

__________________________________________________________________________________ 

 
http://dx.doi.org/10.22441/jurnal_mix.2024.v14i1.008 157 

 

Persamaan Struktural (SEM) Pendekatan WarpPLS. UB Press. 
Sriwidadi, T., & Prabowo, H. (2022). The Effect of Service Quality on Customer Loyalty 

Through Perceived Value and Customer Satisfaction of Jakarta Mobile Banking 
Application. MIX: Jurnal Ilmiah Manajemen, 13(3). 
https://doi.org/http://dx.doi.org/10.22441/jurnal_mix.2023.v13i3.004 

Suanrueang, P., Peltzer, K., Suen, M.-W., Lin, H.-F., & Er, T.-K. (2022). Trends and Gender 
Differences in Mental Disorders in Hospitalized Patients in  Thailand. Inquiry : A Journal 
of Medical Care Organization, Provision and Financing, 59, 469580221092827. 
https://doi.org/10.1177/00469580221092827 

Sugiyono, S., & Lestari, P. (2021). Metode penelitian komunikasi (Kuantitatif, kualitatif, dan 
cara mudah menulis artikel pada jurnal internasional). Alvabeta Bandung, CV. 

Supryadi, D. I., Handika, T., Asih, D., Sutanto, H., Patiro, S. P. S., & Morales, D. H. (2023). 
Strategy for Revisit Intention Saba Baduy Culture. MIX: Jurnal Ilmiah Manajemen, 13(3). 
https://doi.org/http://dx.doi.org/10.22441/jurnal_mix.2023.v13i3.009 

Tjiptono, F. (2019). Pemasaran jasa: prinsip, penerapan, dan penelitian (A. Diana (ed.)). 
Yogyakarta : ANDI. 

Wang, D., Yu, C., & Wei, Y. (2012). Social influence and user-generated content: Evidence 
from an online social network. Journal of Management Information Systems, 29(1). 

Wasito, W., & Baihaqi, M. I. (2023). Quality of Educational Services and Experiential 
Marketing on Student Satisfaction and Its Implications on Student Trust Evidence. MIX: 
Jurnal Ilmiah Manajemen, 13(3). https://doi.org/10.22441/jurnal_mix.2023.v13i3.015 

Wibowo, S., Putra, A. M., Yustin, B. A., Dewi, L. P., & Pratama, M. A. A. (2020). The Role 
of Social Media for Tourist Visit Decision on Kakilangit Market Bantul, Yogyakarta. 
https://api.semanticscholar.org/CorpusID:225594926 

Yadav, N., Verma, S., & Chikhalkar, R. (2023). Online reviews towards reducing risk. Journal 
of Tourism Futures. https://doi.org/10.1108/JTF-01-2022-0016 

Yerizal, Y., & Abror, A. (2019). The Influence of E-Wom and Image Destination on Revisit 
Decision Moderated by Trust: A Literature Review. Advances in Economics, Business and 
Management Research, 6(4), 725–732. https://doi.org/10.2991/piceeba2-18.2019.58 

Zhao, J., Yang, D., Zhao, X., & Lei, M. (2023). Tourism industry and employment generation 
in emerging seven economies: evidence from novel panel methods. Economic Research-
Ekonomska Istraživanja, 36(3), 2206471. 
https://doi.org/10.1080/1331677X.2023.2206471 

 


