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ABSTRAK 

 

Electronic word of mouth memiliki peranan penting di dalam suatu 
keputusan pembelian konsumen. Oleh sebab itu, electronic word of mouth dapat 
dimanfaatkan hotel untuk memasarkan produknya melalui ulasan-ulasan yang 
bersifat positif pada media online dengan tujuan agar keputusan pembelian kamar 
atau keputusan menginap tamu dapat semakin meningkat. Electronic word of 
mouth merupakan pernyataan positif dan negatif yang dibuat oleh pelanggan 
mengenai suatu produk atau perusahaan, yang mana dibuat dan tersedia bagi 
orang-orang atau institusi melalui internet. Penelitian ini dimaksudkan untuk 
mengetahui dan menganalisis pengaruh electronic word of mouth terhadap 
keputusan menginap di Hotel Neo Dipatiukur Bandung. Pada penelitian ini 
penulis menggunakan dimensi electronic word of mouth yang terdiri dari EWOM 
quality, EWOM quantity, source credibility dan prior knowledge, serta 
menggunakan dimensi keputusan menginap yang terdiri dari product choice, 
brand choice, dealer choice, purchase timing, purchase amount dan payment 
method. Penelitian ini dilakukan dengan pendekatan kuantitatif dan dengan teknik 
pengumpulan data menggunakan kuesioner yang disebarkan kepada 100 orang 
responden. Analisis data yang dilakukan pada penelitian ini yaitu menggunakan 
teknik analisis regresi linier sederhana. Hasil penelitian menunjukkan bahwa 
electronic word of mouth memiliki pengaruh yang signifikan terhadap keputusan 
menginap di Hotel Neo Dipatiukur sebesar 60%, sedangkan sisanya dipengaruhi 
oleh variabel lain yang tidak diteliti di dalam penelitian ini. Oleh karena itu perlu 
bagi pihak hotel untuk meningkatkan pelaksanaan electronic word of mouth, agar 
keputusan menginap di Hotel Neo Dipatiukur Bandung pun dapat turut 
mengalami peningkatan. 

 

Kata kunci: Electronic word of mouth, Keputusan menginap, Hotel  
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ABSTRACT 

 
Electronic word of mouth has an important role in a consumer purchasing 
decision. Therefore, electronic word of mouth can be used by hotels to market 
their products through positive reviews on online media with the aim that the 
decision to purchase rooms or guest stay decisions can be increased. Electronic 
word of mouth is any positive or negative statement made by a customer about a 
product or company, which is made available to be a multitude of people and 
institutions via the internet. This study was intended to determine and analyze the 
influence of electronic word of mouth on the decision to stay at Hotel Neo 
Dipatiukur Bandung. In this study the authors used the dimensions of electronic 
word of mouth consisting of EWOM quality, EWOM quantity, source credibility 
and prior knowledge, and using the dimensions of a stay decision consisting of 
product choice, brand choice, dealer choice, purchase timing, purchase amount, 
payment amount and method. This research was conducted with a quantitative 
approach and using a questionnaire that distributed to 100 respondents as a data 
collection technique. The data analysis that used in this study is a simple linear 
regression analysis technique. The results showed that electronic word of mouth 
had a significant influence on the decision to stay at the Hotel Neo Dipatiukur by 
60%, while the rest was influenced by other variables that not examined in this 
study. Therefore it is necessary for the hotel to improve the implementation of 
electronic word of mouth, so that the decision to stay at the Hotel Neo Dipatiukur 
Bandung can also increase. 
 
Keywords: Electronic word of mouth, Stay decision, Hotel 
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