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ABSTRACT 

Catur Irham Aliode, 3021511012. The Effect of Social Media Marketing and 

Electronic Word of Mouth to Tourists’ Decision to visit Membalong Beach 

Tourism in Belitung. 

 

Social media marketing and electronic word of mouth can influence the decision 

to visit a tourism spot. This motivated the preset writer to determine the effect of 

social media marketing and electronic word of mouth to the tourist’ decision to 

visit Membalong beach tourism area of Belitung. This is quantitative descriptive 

research with a total sample of 400 respondent who were selected using quota 

sampling method. The instrument were tested using validity and reliability tests, 

while the data was analyzed using multiple linear regression analysis , t-test, F-

test, and coefficient of determination (R2)  analysis. The t test results for X1 were 

tcount 12,911 >  ttable 1,962, with significance level of 0,00 < 0,05, meaning that the 

social media marketing variable had a positive and significant effect on the 

decision to visit; the t-test result for X2 were tcount 11,251 > ttable 1,962 with 

signififcance level 0,00 < 0,05, which means thet the variable electronic word of 

mouth also had a positive and significant effect on the visiting decision. The F-

tests result were Fcount 661,330 > F table 3,04 with significance level of 0,00 < 0,05, 

which means that the social media marketing and electronic word of mouth 

simultaneously and significantly affected the decision to visit. The coefficient of 

determination (R2) analysis showed that the variables social media marketing and 

electronic word of mouth affected the variable decision to visit by 76,1% 

  

 

Keywords: Social Media Marketing, Electronic Word Of Mouth, Decision to 

Visit  
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ABSTRAK 

Catur Irham Aliode, 3021511012. Pengaruh Social Media Marketing dan 

Electronic Word of Mouth Terhadap Keputusan Berkunjung Wisatawan Ke 

Kawasan Wisata Pantai Membalong, Belitung. 

 

Penelitian ini dilatar belakangi fenomena yang menunjukkan bahwa social 

media marketing dan electronic word of mouth dapat mempengaruhi keputusan 

berkunjung. Tujuan dari penelitian adalah untuk mengetahui tentang pengaruh 

social media marketing dan electronic word of mouth terhadap keputusan 

berkunjung wisatawan ke kawasan wisata pantai Membalong, Belitung. 

Penelitian ini merupakan penelitian deskriptif kuantitatif dengan jumlah 

sampel sebesar 400 responden, sedangkan metode pengambilan sampelnya 

menggunakan quota sampling. Pengujian instrumen menggunakan uji validitas 

dan uji reabilitas, sedangkan metode analisis data menggunakan analisis regresi 

linear berganda, uji t, uji F, dan koefisien determinasi (R2). 

Hasil penelitian independen X1 diperoleh thitung sebesar 12,911 > ttabel 1,962 

dengan signifikansi 0,00 < 0,05, maka variabel social media marketing 

berpengaruh positif dan siginifikan terhadap keputusan berkunjung. Variabel X2 

memiliki thitung sebesar 11,251 > ttabel 1,962 dengan siginifikansi 0,00 < 0,05, maka 

variabel electronic word of mouth memiliki pengaruh positif dan signifikan 

terhadap keputusan berkunjung. Hasil Uji F, dimana Fhitung  661,330 > Ftabel 3,04 

dengan nilai siginifikansi 0,00 < 0,05, yang berarti variabel social media 

marketing dan electronic word of mouth secara simultan mempengaruhi variabel 

keputusan berkunjung secara siginifikan. Hasil analisis koefisien determinasi (R2) 

menunjukkan variabel social media marketing dan electronic word of mouth 

mempengaruhi variabel keputusan berkunjung sebesar 76,1%. 

 

 

 

Kata Kunci: Social Media Marketing, Electronic Word Of Mouth, Keputusan 

Berkunjung 
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