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ABSTRACT 

Electronic word of mouth that happen through social media is an information 

source for tourist, especially millennial tourist while making travel decisions. In 

2019, central and regional government of Garut Regency did a tourism promotion 

which basically use social media to promote their destination. So that, researcher 

wants to see the influence of electronic word of mouth on the travel decision making 

process to Garut Regency. This research uses correlational quantitative method 

and data collection method used for this research are: questionnaire distribution 

to 100 millennial generation who has ever accessed information about tourism in 

Garut Regency through social media and literature review on related topics. The 

samples was selected using non-probability accidental sampling. The results of this 

research indicate that there is no significant influence between electronic word of 

mouth on the travel decision process to Garut Regency. 

Key words: Electronic Word of Mouth, e-WOM, social media, Travel Decision 

Process, Garut regency, millennial generation.  
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ABSTRAK 

Electronic word of mouth yang terjadi melalui platform media sosial merupakan 

sumber informasi bagi calon wisatawan khususnya wisatawan milenial dalam 

proses pembuatan keputusan berwisata. Pada tahun 2019, pemerintah pusat dan 

daerah Kabupaten Garut melakukan promosi pariwisata dengan memanfaatkan 

media sosial sehingga peneliti ingin melihat pengaruh electronic word of mouth 

terhadap proses keputusan berwisata ke Kabupaten Garut. Penelitian ini 

menggunakan jenis penelitian kuantitatif korelasional. Teknik pengambilan data 

dengan menyebar kuesioner pada 100 generasi millennial yang pernah mengakses 

informasi mengenai pariwisata Kabupaten Garut melalui media sosial dan studi 

kepustakaan mengenai topik terkait. Pemilihan sampel dilakukan dengan teknik 

non-probability accidental sampling. Hasil penelitian ini menunjukan tidak adanya 

pengaruh signifikan antara electronic word of mouth terhadap proses keputusan 

berwisata di Kabupaten Garut.  

Kata kunci: Electronic Word of Mouth, e-WOM, media sosial, Proses Keputusan 

Berwisata, Kabupaten Garut, generasi milenial.  
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