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ABSTRAK

Perkembangan teknologi informasi yang masif telah mengubah paradigma komunikasi
pemasaran di sektor pariwisata, di mana visualisasi digital dan ulasan berbasis internet menjadi
instrumen krusial dalam memengaruhi perilaku konsumen. Di era digital ini, objek wisata dituntut
untuk mampu mengoptimalkan strategi promosi digital demi meningkatkan daya saing. Penelitian
ini bertujuan untuk mengetahui, menganalisis, dan menjelaskan pengaruh secara parsial maupun
simultan dari variabel Social Media Marketing (X1) dan Electronic Word of Mouth (X2) terhadap
Keputusan Berkunjung Wisatawan (Y) di objek wisata Taman Langit Pangalengan, Kabupaten
Bandung.

Metode penelitian yang digunakan adalah metode kuantitatif dengan pendekatan deskriptif
asosiatif. Teknik analisis data yang diterapkan meliputi analisis deskriptif statistik, uji asumsi klasik
(uji normalitas, uji multikolinieritas, dan uji heteroskedastisitas), analisis regresi linier berganda, uji
koefisien determinasi (R2), serta pengujian hipotesis melalui Uji t (parsial) dan Uji F (simultan).
Unit analisis dalam penelitian ini adalah wisatawan yang aktif menggunakan media sosial dan
pernah atau berencana mengunjungi Taman Langit Pangalengan. Pengumpulan data dilakukan
sebagai data primer melalui penyebaran kuesioner terstruktur skala Likert kepada 100 orang
responden yang dipilih menggunakan teknik non probability sampling (convenience sampling).

Hasil analisis deskriptif menunjukkan karakteristik responden didominasi oleh laki-laki
(54%) dan Generasi Z usia 17-25 tahun (89%) dengan status mayoritas sebagai pelajar/mahasiswa
(52%). Analisis regresi linier berganda menghasilkan persamaan Y = 6.355 + 0.582X1 + 0.594X2
+ e. Berdasarkan pengujian secara parsial (Uji t), Social Media Marketing berpengaruh positif dan
signifikan terhadap keputusan berkunjung (t hitung = 3.238 > t tabel) = 1.985). Variabel Electronic
Word of Mouth juga berpengaruh positif dan signifikan secara parsial (t hitung = 3.661 > t tabel) =
1.985) serta menjadi variabel paling dominan dalam memengaruhi keputusan wisatawan. Secara
simultan (Uji F), kedua variabel bersama-sama berpengaruh positif dan signifikan terhadap
Keputusan Berkunjung Wisatawan (F hitung = 100.471 > F tabel) = 3.09). Nilai Adjusted R Square
sebesar 0.677 menunjukkan kontribusi kedua variabel independen tersebut dalam menjelaskan
variasi keputusan berkunjung sebesar 67,7%, sedangkan 32,3% sisanya dijelaskan oleh faktor lain
di luar model.

Berdasarkan hasil tersebut, rekomendasi yang diberikan bagi pihak pengelola adalah untuk
mempertahankan kualitas konten visual yang estetik di Instagram dan TikTok guna menjaga daya
tarik (attraction). Namun yang paling utama, pengelola harus lebih responsif dalam mengelola
ulasan di Google Maps (Electronic Word of Mouth) serta segera melakukan perbaikan fasilitas fisik
dan aksesibilitas jalan di lapangan agar sesuai dengan ekspektasi tinggi yang telah dibangun oleh
strategi social media marketing mereka.

Kata Kunci: Electronic Word Of Mouth, Keputusan Berkunjung, Perilaku Konsumen, Social
Media Marketing, Taman Langit Pangalengan.



ABTRACT

The massive development of information technology has transformed the marketing
communication paradigm in the tourism sector, where digital visualization and internet-based
reviews have become crucial instruments in influencing consumer behavior. In this digital era,
tourist destinations are required to optimize their digital promotion strategies to enhance
competitiveness. Objective: This study aims to determine, analyze, and explain the partial and
simultaneous effects of Social Media Marketing (X1) and Electronic Word of Mouth (X2) on
Tourists' Visiting Decisions (Y) at the Taman Langit Pangalengan tourist attraction, Bandung
Regency.

The research method employed is a quantitative approach with a descriptive associative
design. Data analysis techniques applied include descriptive statistical analysis, classical
assumption tests (normality, multicollinearity, and heteroskedasticity tests), multiple linear
regression analysis, coefficient of determination test (R2), and hypothesis testing via t test (partial)
and F-test (simultaneous). The unit of analysis in this study consists of domestic tourists who actively
use social media and have visited or plan to visit Taman Langit Pangalengan. Primary data
collection was conducted by distributing structured Likert-scale questionnaires to 100 respondents
selected through a non probability sampling technique (convenience sampling).

The descriptive analysis indicates that the respondent characteristics are dominated by
males (54%) and Generation Z aged 17-25 years (89%), with the majority status being students
(52%). The multiple linear regression analysis yielded the equation Y = 6.355 + 0.582X1 + 0.594X2
+ e. Based on partial testing (t test), Social Media Marketing has a positive and significant effect
on visiting decisions (t count = 3.238 > t table = 1.985). The Electronic Word of Mouth variable
also exerts a positive and significant partial effect (t count = 3.661 > t table = 1.985) and emerges
as the most dominant variable influencing tourists' decisions. Simultaneously (F test), both variables
Jjointly exert a positive and significant effect on Tourists Visiting Decisions (F count= 100.471 > F
table= 3.09). The Adjusted R Square value of 0.677 indicates that the contribution of these two
independent variables in explaining the variation in visiting decisions is 67.7%, while the remaining
32.3% is explained by other factors outside the model.

Based on these results, it is recommended that the management maintain the quality of
aesthetic visual content on Instagram and TikTok to sustain attraction. Crucially, however, the
management must be more responsive in managing reviews on Google Maps (Electronic Word of
Mouth) and immediately improve physical facilities as well as road accessibility on site to match
the high expectations built by their social media marketing strategy.

Keywords: Electronic Word of Mouth, Visiting Decision, Consumer Behavior, Social Media
Marketing, Taman Langit Pangalengan.
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