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ABSTRAK 

Besarnya permintaan dari wisatawan membuat bisnis perjalanan semakin 
marak, karena itu persaingan yang ada semakin ketat terutama dengan kemajuan 
internet khususnya di Indonesia. Maraknya pengguna media sosial merupakan salah 
satu bukti dari perkembangan teknologi informasi, dimana seseorang dapat berbagi 
pengalaman mengenai produk ataupun jasa, memberi review juga berinteraksi 
dengan sesama pengguna media sosial. Bentuk komunikasi ini diketahui sebagai 
Electronic Word-Of-Mouth (eWOM). Kurnia Tour and Travel merupakan salah 
satu bisnis perjalanan yang menggunakan electronic word-of-mouth (eWOM) 
sebagai media promosinya. Penelitian ini bertujuan untuk mengetahui peranan 
eWOM terhadap minat beli followers Instagram Kurnia Tour and Travel. Jenis 
penelitian yang digunakan yaitu penelitian kuantitatif deskriptif. Penelitian 
dilakukan terhadap 100 responden yang merupakan followers Instagram Kurnia 
Tour and Travel dengan menggunakan teknik non-probability sampling melalui 
purposive sampling. Berdasarkan hasil pengolahan data menunjukan variabel 
eWOM (X) dengan dimensi Intensity memiliki skor tertinggi, lalu pada variabel 
minat beli (Y) dimensi Interest memiliki skor tertinggi. Sehingga hasil pengujian 
menunjukan eWOM berperan terhadap minat beli followers Instagram Kurnia Tour 
and Travel. 
 
Kata Kunci: Electronic Word-Of-Mouth, Minat Beli, Media Sosial, Bisnis 
Perjalanan 
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ABSTRACT 

The large demand from tourists makes the travel business more widespread, 
therefore the competition is getting tougher, especially with the advancement of the 
internet, especially in Indonesia. The rise of social media users is one proof of the 
development of information technology, where someone can share experiences 
about products or services, give reviews and interact with fellow social media 
users. This form of communication is known as Electronic Word-Of-Mouth 
(eWOM). Kurnia Tour and Travel is a travel business that uses electronic word-of-
mouth (eWOM) as its promotional media. This study aims to determine the role of 
eWOM on buying interest in followers of Kurnia Tour and Travel. The type of 
research used is descriptive quantitative research. The study was conducted on 100 
respondents who are followers of Kurnia Tour and Travel by using non-probability 
sampling technique through purposive sampling. Based on the results of data 
processing, the variable eWOM (X) with the Intensity has the highest score, then 
the buying interest variable (Y) Interest has the highest score. So the test results 
show that eWOM plays a role in buying interest in followers of Kurnia Tour and 
Travel. 
 
Keywords: Electronic Word-Of-Mouth, Buying Interest, Social Media, Travel 
Business 
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