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Abstrak

Melihat perkembangan platform eWOM dalam sosial media, penelitian dilakukan
untuk menghasilkan kajian komperhensif mengenai pengaruh eWOM pada media
sosial TikTok terhadap minat berkunjung melalui destination brand image. eWOM
TikTok merupakan sebuah fenomena baru dalam ranah destinasi wisata yang perlu
diukur pengaruhnya pada variabel yang memiliki nilai manfaat praktis bagi
stakeholder dalam menanggapi tren, dalam hal ini minat berkunjung.

Pendekatan kuantitatif digunakan peniliti dengan menggunakan path analysis untuk
menemukan pengaruh signifikan antar variabel. eWOM destinasi wisata kawasan
Bandung Raya pada media sosial TikTok merupakan variabel independen (X),
sedangkan minat berkunjung Generasi Z ialah variabel dependen (Z), dengan
destination brand image sebagai variabel intervenning ().

Penelitian menunjukkan adanya pengaruh signifikan eWOM destinasi wisata
kawasan Bandung Raya terhadap destination brand image sebesar 29,8%, dan
pengaruh signifikan eWOM destinasi wisata kawasan Bandung Raya terhadap
minat berkunjung Generasi Z melalui destination brand image sebesar 36,1%.

Kata Kunci: eWOM, TikTok, Destinasi Wisata Bandung Raya, Destination Brand
Image, Minat Berkunjung, Generasi Z



Abstract

By looking at the development of the eWOM platform in social media, this research
was conducted to produce a comprehensive study of the characteristics of eWOM
on TikTok social media and its effect on destination brand image and interest in
visiting. eWOM on TikTok is a new phenomenon in the realm of tourist destinations,
(especially in the Greater Bandung Area) which needs to be measured on variables
that have practical value for stakeholders in responding to trends, in this case: visit
intention.

The researcher uses a quantitative approach by using path analysis to find a
significant effect between variables. eWOM of tourist destinations in the Greater
Bandung area on TikTok social media is the independent variable (X), while
Generation Z's interest in visiting is the dependent variable (Z), with destination
brand image as the intervening variable (Y).

Research shows that there is a significant effect of eWOM for tourist destinations
in the Greater Bandung area on destination brand image by 29.8%, and a
significant effect of eWOM for tourist destinations in the Greater Bandung area on
interest in visiting Generation Z through destination brand image by 36.1%.

Keywords: eWOM, TikTok, Greater Bandung Tourism Destinations, Destination
Brand Image, Visit Interest, Generation Z
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