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Abstract 

 
During the COVID-19 pandemic, many community activities were restricted, including visiting tourist destinations. 

This policy has an impact on the management of tourist areas experiencing losses. This study aims to examine the 

effect of electronic word of mouth (e-WOM), Celebrity Endorser, on the attitudes and intentions of tourists to visit 

West Java, Indonesia. Collecting data using a questionnaire with a sample of 180 respondents with convenience 

sample method The technique of data analysis using Structural Equation Modeling (SEM) of a statistical software 

package AMOS version 24. The conclusion from hypothesis The results show (1) e-WOM has no significant effect 

on tourist attitudes, (2) e-WOM has a significant effect on the intention to visit tourists. (3) celebrity endorser has a 

significant effect on tourist attitudes. (4) celebrity endorser has a significant effect on intentions to visit tourist 

attractions, (5) tourist attitudes have no significant effect on intentions to visit tourist attractions. The COVID-19 

pandemic has become a momentum and taken into consideration to implement Virtual Reality Tourism as a 

solution before tourists decide to make a tourist visit. 

 
Key words: electronic word of mouth, Celebrity Endorser, attitudes and intentions of tourists to make tourist 

visits 

 

 
1. Introduction 

 

 In Indonesia, the sectors affected during the COVID-19 pandemic are transportation, tourism, trade, 

and  other  sectors,  but  the  economic  sector  most  affected  by  COVID-19  is  the  household  sector 

(Susilawati et al., 2020). According to (OECD. 2020; Febrantara., 2020), the business sectors 

significantly impact tourism and transportation. 

Tourism is one of the sectors most affected by the COVID-19 pandemic. This condition has brought 

about extraordinary changes and transformations in the planning and management of tourist 

destinations. Most destination organizations have changed their traditional business models to keep pace 

with the evolution of new technologies, emerging innovative advertising strategies, changing consumer 

markets, and increasing global competition (Formica and Kothari 2008). 

Based on BPS data (2021), there was a significant decrease in the number of local and foreign tourists. 
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Total foreign tourist visits to Indonesia in 2020 amounted to 4.02 million visits. When compared to 

2019, the number of foreign tourists decreased by 75.03 percent. The decline in tourists can be shown in 

the following graph: 
 

Graph 1 Tourist visits 2018 to 2020 (in thousands) 

 

In 2018 tourist visits amounted to 1,405 million tourists. In 2019, it decreased to 1,377 million tourists, 

and in 2020 experienced a very high decline to 164 thousand tourists. The data shows the impact of the 

COVID-19 pandemic has reduced the number of tourist visits to various tourist visits. The impact of the 

government's policy of closing the tourism sector is to reduce the spread of COVID-19, maintain health, 

and reduce the death rate of the community. 

 

The number of local tourists also decreased by 61 percent when compared to the previous year. The 

significant decline in the number of tourists has greatly affected the condition of the economy and 

tourism actors because tourism plays an essential role in increasing regional and state income and 

employment. The COVID-19 pandemic also threatens 13 million workers in the tourism sector and 
32.5 million indirectly related to the tourism sector. (BPS, 2020). 

 

Research on the impact of tourism has focused on the components of economic improvement, Mings, 

(1969). Deasy and Griess, 1966); Elkan, (1975); Sadler and Archer, (1975); Gunn, (1977). The study 

results are based on the fact that tourism activities have a significant, measurable economic 

improvement impact for the community, local government, and tourist site managers. 

 

According to Li (2008), risk perception becomes a consideration in the initial assessment of the impact 

of the tourism sector crisis. The impact of these risks is quite significant during the COVID-19 

pandemic, which causes public health conditions, behavior, and tourist preferences in emergencies. 

 

The researcher's question is how to increase tourist visits while maintaining health protocols so that the 

economic sector runs during the COVID-19 pandemic. A pandemic makes tourists afraid to visit tourist 

attractions even though the manager has implemented suitable health protocols. One way to increase 

tourist visits can be through electronic Word Of Mouth (e-WOM) and celebrity endorsers to inform the 

condition of tourist attractions that have followed health protocols. Reduced consumer trust, both in 

organizations and in advertising, has caused electronic word of mouth (e-WOM) to become an option 

and become a competitive advantage and has relevance to tourism, especially tourist attitudes towards 

these destinations. 

 

The development of information technology (internet) has become a medium in conveying Word Mouth 

communication. This tren is the beginning of the emergence of the term electronic Word of Mouth 
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(eWOM.). eWOM can provide negative or positive statements written by netizens, potential or previous 

consumers about products or companies where this information is available to people or institutions via 

social media (Semuel & Lianto, 2014). During the COVID-19 pandemic, the use of the internet to 

support community activities, including social media, is increasing. Activities that were previously 

faced in dealing with customers and producers have now been carried out virtually (online). People use 

social media a lot to convey good and bad experiences. According to Gretzel and Yoo (2008), more than 

seventy percent of tourists consider online testimonials from experienced tourists as the primary source 

of information when potential tourists decide to go abroad for a trip. Forrester Research (2006) also 

approved this statement, which states that online WOM is a crucial player for tourists. The delivery of 

messages through electronic word of mouth, where the public or consumers have an excellent 

opportunity to share information about their consumption experiences and disseminate it. Information 

about products and brands uses social networking platforms and consumer review sites (Godes and 

Mayzlin, 2004; Brown et al., 2007; Xia and Bechwati, 2008), which convey and collect pre-purchase 

information (Adjei et al., 2009). : Zhu and Zhang, 2010; Lee and Koo, 2012), and convey and direct 

consumer attitudes (Lee et al., 2009, Jalilvand et al., 2012), as well as an intention to buy products and 

services (Lin et al. al., 2013; Torlak et al., 2014, Charo et al., 2015; Ladhari and Michaud, 2015). With 

the increase in information on tourist attractions that have followed the health protocols delivered 

through e-WOM, it is hoped that it can lead to changes in tourist attitudes, ultimately leading to tourists' 

intentions to visit tourist places. 

 

In addition to using e-WOM, the use of well-known celebrity endorsers or public figures to explain the 

conditions of healthy tourist sites can lead to changes in tourist attitudes, ultimately leading to tourists' 

intentions to visit tourist sites. Utilizing celebrities to promote products or services has been a century- 

old phenomenon (Erdogan, 1999). Being a celebrity endorser who has been known to the public is used 

by marketers to promote products, services, and ideas (Park and Yim, 2020; Schimmelpfennig 

andnHunt, 2020). Marketers engaged in tourism destinations have joined the bandwagon and use 

celebrities to promote their destinations to domestic and international tourists. The celebrities become 

tourism ambassadors to introduce tourist attractions and attract tourists to visit, and this is often the 

highlight of marketing campaigns (van der Veen and Song, 2010). Celebrity endorsers can play an 

important role and ability in directing goals and having attitudes and interests to take the next journey 

(Teng & Chen, 2020). 

 

Information submitted by Celebrity endorsers can be through e-WOM, advertisements, or other media, 

which is expected to influence the attitudes and intentions of potential tourists to visit tourist attractions. 

Buying interest or making a tourist visit is one of the psychological aspects that has a large enough 

influence on consumer behavior. When tourists realize that a visit is necessary to reduce boredom at 

home, they will intend to make a tourist visit. 

 

Research in tourism shows the positive and negative influence of e-WOM on tourism products in 

studies in various countries. Among them, research conducted by Wibisono and Martini (2016) states 

that celebrity endorsers positively affect purchase intention or make tourist visits. On the other hand, 

Balabanis (2016) states that celebrity endorsers harm tourist visits. Research by New Zealand-based 

Morgan, Pritchard, and Piggott (2003) suggests that negative eWOM can have a tremendous impact on 

a destination's image, as dissatisfied visitors spread negative comments about their experience. The 

same study conducted by Crick (2003) stated that when residents show hostile feelings towards tourists, 

negative WOM may reduce visits to tourist attractions. 

 

Tourists develop attitudes based on experiences that he has done or from other sources before deciding 

to visit. Most researchers who conduct tourist destinations to obtain pleasure relate to exploring between 

attitudes towards a tourist destination or its image and place preferences as a destination for traveling 

(Goodrich 1978; Matejka 1973; Mayo 1973; Scott, ETL 1978). Fishbein and Ajzen (1975) emphasize 
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that attitude measurement should be based on attitudes toward travel to a particular tourist destination, 

not on attitudes toward the destination. Oliver (1997) describes attitude as the development of a 

reasonably stable liking or disliking of a product based on previous experience. In this sense, Oliver 

(1997) defines behavioral intentions as activities that involve certain behaviors. This attitude is related 

to the customer's intention to service products or services conveyed by word of mouth. Fishbein and 

Ajzen (1975) define intention as to future behavior, and there is a tendency to plan so. Based on an 

evaluation that is carried out appropriately and adequately, an intention is a predictive tool when 

studying customer behavior in the future. 

 

From the description above, the study's primary purpose is to examine and analyze the effect of 

electronic word of mouth (eWOM) and Celebrity endorsers on attitudes and intentions to make tourist 

visits in West Java, Indonesia. 

 

The paper is structured as follows. Section 1 provides an overview of The Influence of Word-Of- Mouth 

Online and Celebrity Endorser on Attitudes and Intentions of Tourists to Visit Indonesia during the 

Covid-19 Pandemic. Section 2 reviews the existing literature and provides the background for Word-Of-

Mouth Online and Celebrity Endorser on Attitudes and Intentions. Section 3 develops the hypotheses 

regarding The Influence of Word-Of-Mouth Online and Celebrity Endorser on Attitudes and Intentions 

of Tourists to Visit Indonesia during the Covid-19 Pandemic. Section 4 concludes with a discussion of 

the implications for theory and practice. 

 
 
2. Literature Review 
 
Electronic Word of Mouth (E-WOM) 

 

WOM communication becomes interesting in promoting a product or service because consumer 

behavior towards traditional advertising and other marketing communications is less responsive. In the 

condition of the COVID-19 pandemic, e-WOM is a solution in conveying something without direct 

interaction with consumers. E-WOM is a development of the concept of WOM (Word of mouth). 

According to Saleem, Anum, Ellahi, Abida (2017), Word of mouth (WOM) is oral communication in 

which information is shared in a social environment. It is an informal communication in which 

consumers discuss brands, products, and services. 

E-WOM is defined as informal communication between people to non-commercial communicators and 

relates to information on brands, products, organizations, and services through internet intermediaries 

(Tariq et al., 2017). Word of mouth is the primary driver in shaping consumer attitudes and directing 

behavioral intentions (Chiou and Cheng, 2003; Chevalier and Mayzlin, 2006; Xia and Bechwati, 2008; 

Jalilvand et al., 2012). Research postulates that WOM communication is more influential than other 

sources of communication such as advertising and critique recommendations (Smith et al., 2005; Trusov 

et al., 2009). 

 

Jalilvand and Samiei (2012) define e-WOM as positive or negative statements made by potential, actual, 

or customer customers about a product or company available to many people and institutions via the 

Internet. While many customers seek comments about online products or services during the pre-

purchase stage, many customers also share positive and negative comments about their experiences 

using online products and services in the post-purchase stage (Bataineh, 2015). According to Kentzo 

(2020), electronic Word of mouth provides an increase in potential consumer confidence in purchase 

intentions because of several online reviews, both positive and negative, found on online platforms. 

This finding is also in line with Sihite's research (2019), which states positive and negative reviews on a 

product or service. Social media such as Facebook, Instagram, and Twitter can be used as 

recommendations by consumers in delivering a message. According to Sulthana (2019), electronic 
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Word of mouth carried out by family and friends on social media such as Twitter and Facebook is an 

unpaid promotion. They become a promotional medium for a product and service for free and easily 

accessible to all consumers. 

 

According to Taungke (2020), electronic Word of mouth is a positive and negative statement about a 

product or service that consumers have felt through internet media. The statement becomes a strong 

reason for potential consumers to be interested in or not using the product or visiting a tourist area. If a 

review or testimonial about a product is obtained from a reliable source, it can influence potential 

consumers to do the same. 

 

If customers perceive product and service reviews/comments as credible sources, they may use them to 

make purchasing decisions or visit. Conversely, if it is considered less credible, customers may ignore it 

(Bataineh, 2015). Research conducted by Tariq et al. (2017) states that e-WOM has a positive and 

significant effect on purchase intention. This finding is reinforced by Jalilvand & Samiei's (2012) 

findings and Semuel & Lianto's (2014), who expressed a similar opinion. 

 

Research conducted by Dennis et al. (2009), a positive attitude towards e-retailers will affect the 

intention to buy products or services from e-retailers. This study agrees with Vermeulen and Seegers 

(2009), which states that online intentions increase to review consumer opinions on services or products 

and increase awareness of tourist attitudes to visit tourist attractions. Castaneda et al. (2009) examined 

how tourists' attitudes toward websites and the Internet, in general, can explain attitudes about brands 

and consumer behavior. 

Based on this description, it can be concluded that electronic Word of mouth is a process of sharing 

opinions and information about products specifically among customers, either in the form of positive or 

negative statements expressed through various social media (Internet). The following are some of the 

EWOM indicators proposed by Jalilvand & Samiei (2012): read reviews, consult, gather information, 

trust consumer reviews. 

 
Based on this description, the hypotheses in this study are: 

 

Hypothesis H1: e-WOM has a significant effect on tourist attitudes 

Hypothesis H2: e-WOM has a significant effect on intention to visit tourist attractions. Celebrity 

Endorser 

According  to  Yan  (2018),  a  celebrity  is  a  movie  star,  singer,  model,  athlete,  politician,  and 

businessman. Many businesses use celebrity services as an advertising strategy, where celebrities use 

their social status accounts to promote goods or services based on their popularity and personality. 

Celebrity endorsement is one form of advertising strategy by utilizing famous people by using their 

ideas and social status to promote goods or services. 

Shafira and Ferdinand (2017) state that a celebrity endorser is a public figure or person known to the 

public who uses the company to influence consumers to use or demonstrate a product. The characters 

used in this category are usually YouTubers, soap opera stars, movie stars, famous athletes, politicians, 

business people, politicians, and the military (Kalangi et al., (2019), Putra and Sulistyawati (2015). 

Research conducted by Khan (2018) found that celebrity endorsement positively affects Purchase 

Intention or the inclination of visits to tourist areas. This finding is supported by the attractiveness, 

trustworthiness, expertise, and suitability of celebrities. In line with the research of Frimpong and 

Donkor (2019), celebrity endorsements positively influence purchase intention, which is supported by 

the attractiveness, trust, and intimacy of celebrities. 

When celebrities who are widely known to the public get a role as an endorser, consumers are more 

likely to buy the product or service they introduce (Farhat & Khan, 2011). The selection of the right 
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celebrity endorser can impact the increase or decrease in sales of a product (Putra & Sulistyawati, 

2015). This opinion is reinforced by the findings of Wibisono and Martini (2016), which state that 

celebrity endorsers have a positive effect on purchase intention. At the same time, Balabanis (2016) 

states that celebrity endorsers harm purchase intention. 

 

Some of the literature related to sponsorship, advertising, and celebrity endorsements affects consumer 

behavior: purchase intention and loyalty (Lafferty & Goldsmith, 1999) and sponsorship of sports 

companies (Marshall & Cook, 1992). The other literature discusses the effect on attitudes and behavior 

according to endorsers who have experience (Feick & Higie, 1992) and the perceived compatibility of 

the endorser with the product or service (Till & Busler, 1998). 

 

Based on some of these descriptions, it can be concluded that Celebrity Endorser uses celebrities or 

specific figures who influence advertising a product or service and is intended to support a product. So 

that it is more easily known and can be conveyed through word of mouth promotion by utilizing social 

media. According to Kalangi et al. (2019), there are several indicators of celebrity endorsers: 1. 

Credibility refers to the tendency to trust or trust the endorser. If an information source, such as an 

endorser, is considered credible. 2. Expertise refers to the knowledge, experience, or skills possessed by 

the endorser. 3. Trustworthiness refers to perceived honesty, integrity. An endorser is a person whom 

the audience can trust. 

 

Based on this description, the hypotheses in this study are: 

 

H3: celebrity endorser has a significant effect on tourist attitudes 

H4: celebrity endorser has a significant effect on intention to visit tourist attractions 

 

Attitude and Intention 

An individual's attitude is demonstrated in the strength and ability to predict certain behaviors. Hede 

(2005) identified that an individual's attitude towards the city increased significantly because the 

experience of others in the city (Athens) increased through information through media broadcasts of an 

activity. Attitudes describe specific individual behavior has been defined as a level or stance that can 

represent a person's feelings according to or against (Ajzen, 1991). Individuals with a better attitude 

towards a behavior will have a better and stronger intention to perform the individual behavior (Ajzen, 

1991). Behavior is the intention to travel to tourist destinations, and attitude is the attitude of tourists 

towards the tourist destinations to be addressed. 

Tourist behavior can be explained by the intention of tourists to choose a city as their tourist destination. 

Several researchers (Baloglu & McCleary, 1999; Choi, Tkachenko, & Sil, 2011; Hennessey et al., 2010) 

mention that factors such as the presence of travel stimuli (advertising) and external variables 

(destination image) play an important role in creating awareness to do activities. Destination, thus 

influencing the intention of tourists to visit a destination. For example, knowledge about a good image 

of a destination (e.g., nature tourism) owned by tourists can influence their intention to visit nature 

tourism (Zhang et al., 2014). Components in advertising or other media promote their interest in visiting 

a destination created by the tourism industry and other public and private sector destinations 

(Middleton, 1988). 

Tourist attitudes are positively influenced by the image of the destination (Woomi and Soocheong, 

2008). There is a positive relationship between attitudes and intentions to choose halal products (Abd 

Rahman et al., 2015). Ferreira et al. (2012) revealed that entrepreneurial intentions have a significantn 

and positive effect on entrepreneurial attitudes. Even online, Castaneda et al. (2009) revealed the 

important role of attitudes towards the internet and websites in explaining brands and consumer 

electronic behavior. Therefore, the researcher considers Zeithaml's (1988) model as an appropriate 

framework to study the intention of tourists to visit West Java Province, Indonesia. 
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Based on the opinion of the researchers mentioned above, the hypothesis being tested is 

 

H5: The attitude of tourists has a significant effect on the intention to visit tourist attractions Figure1 

below illustrates the hypothesized relationships between the variables. 

 
 

Figure 1. Illustration of the hypothesized model. 

 

 

3. Methodology 

 

This research is explanatory research using a model of the relationship between variables resulting from 

the development of previous studies and existing theories. Explanatory research, also called explanatory 

research, examines each variable in-depth to obtain results regarding whether there is a relationship 

between the symptoms obtained from each variable. The readiness categories model are variables that 

will be studied in depth so that it is expected to produce a relationship with the overall readiness of the 

participants. 

The study was conducted in West Java, which is a popular tourist destination in Indonesia. Tourist 

attractions in West Java include Pangandaran beach tourism, Mount Takuban Perahu nature tourism, 

Bandung city shopping tour, and others. The research target population is local and international 

tourists—data collection using convenience method. Questionnaires were distributed to respondents via 

email and social media between March and April 2021, with the number of questionnaires after being 

sorted amounted to 180 respondents. 

 

Measurement Instrument 

The primary purpose of this study was to determine the effect of e-WOM and celebrity endorsers on 

tourist attitudes towards destinations and intentions to travel. The first part of the research identifies the 

socio-demographic characteristics of the sample, which is carried out using items such as gender, age, 

the purpose of travel, previous visits to Indonesia, and sources of information obtained. The second part 

involves e-WOM, celebrity endorsers, tourist attitudes towards tourist attractions in West Java, 

Indonesia, and tourists' intentions to travel. The measurement of the four e-WOM items refers to 

Jalilvand & Samiei's (2012) opinion, including reading reviews, consult, gather information, and trust 

consumer reviews. A modified measurement scale, as suggested by Gamble et al. (2009) were 

developed, covering items such as very bad (1) to very pleasant (5). The measurement of three celebrity 

endorser items, referring to the opinion of Kalangi et al. (2019), includes credibility, expertise, 

(trustworthiness). Then, we measure travel intentions and attitudes by modifying and using the three-

item scale developed by Jalilvand and Samiei (2012). Attitude toward a destination (ATD) is measured 

through 3 questions as follows: As a tourism destination, Very worthless/Very valuable, Very 

unpleasant/Very pleasant. Travel intention is measured through three questions: 
I will visit tourist attractions, 

 

MOUTH 

 

INTENTION TO 

TRAVEL 
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I will visit these tourist attractions instead of visiting other tourist destinations, I will plan to visit them 

in the future in the tourist attractions areas, I think. 

The answers to the questionnaire used a Likert scale from strongly disagree (1) to agree (5) strongly. 

 

Analysis Data 

Furthermore, the data and facts from the collected questionnaire will be tested using the Structural 

Equation Model (SEM) data analysis technique, through the AMOS Version 24 program. The stages of 

SEM analysis itself must go through at least five stages (Latan., 2013): 1. model specification; 2. model 

identification; 3. model estimation; 4. model evaluation; 5. Modification or respecification of the model. 

 

Model identification is made by calculating the degree of freedom (df) or degrees of freedom (Latan., 

2013). The normality test of the data was carried out by calculating the overall distribution of the data 

(multivariate). The test is done by calculating the critical ratio (c.r) multivariate (Latan., 2013). 

The measurement model shows how the manifest variable (indicator) represents the latent variable to be 

measured by testing the latent variable's validity and reliability through confirmatory factor analysis. 

This study will test the construct validity by looking at the convergent validity. Convergent validity will 

be obtained in SEM processing on AMOS by looking at the factor loading value called the lambda 

parameter (λ). (Ferdinand, (2000). 

A validity test relates to whether variable measures what it is supposed to measure. According to Igbaria 

et., al. (1994), a variable is said to have good validity on the construct or latent variable if the 

standardized loading factors are 0.50. 

Reliability and validity were carried out before the use of structural modeling. Since the study is 

quantitative, Cronbach (α) was used to ensure reliability. 

 

Structural Model 

Testing the structural model aims to determine the percentage of the variance of each endogenous 

variable in the model explained by exogenous variables by looking at R-squares, which is nothing but 

the value of the squared multiple correlations. Furthermore, R-squares value, evaluation of the structural 

model can also be done by looking at the significance of the probability value as the basis for accepting 

or rejecting the null hypothesis. The significance value used is 5% or P < 0.05 and the c.r value > 1.96 

(Latan, 2013:208). 

 

 

 

4. Result 

 

Demograhics Survey 

The general description of the respondent's profile that the researcher did includes sex, age, number of 

visits, the purpose of visit, during a tour with, tourist visit information, time of visit (days). The survey 

results showed that the female sex was 56% and the male was 44%. Based on the highest age, the age 

range of 26 to 50 years is 28%, this shows that their age is still productive. Based on the highest number 

of visits, three visits by 50%, this shows that tourists feel they enjoy the beauty and security and 

maintain health protocols so that tourists often make repeated visits more than once. Based on the 

purpose of visit, most tourists do vacations 66% and business by 11%. This finding shows that tourists 

have felt bored during the COVID-19 pandemic, so they are looking for entertainment at tourist sites to 

get rid of boredom while staying at home. Based on during a tour with, 78% of tourists visit with their 

families. This finding shows that holidays invite families to visit tourist attractions while maintaining 

health protocols. Based on tourist visit information, tourists get much information from word of mouth 

by 39% and Endorse Celebrity by 28%. This finding shows that word of mouth and endorsement 

Celebrity information is quite effective in conveying information related to tourist visits. Based on the 

time of visit (days), 94% of tourist visits are less than one day, and this is because it is still during the 
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covid-19 pandemic, so that tourists do not visit tourist attractions for too long. 

 

A more complete profile of respondents is shown in table 1. 
Demography Responses Percentage 

(%) 
Gender   

Male 80 44 

Female 120 56 

Age   

Under 25 45 25 

26 – 40 50 28 

41 – 50 50 28 

51 and above 35 19 

Number of visits   

First time 45 25 

3 times 90 50 

4–6 times 35 19 

Over 7 times 10 5 

Purpose of visit   

Holiday 120 66 

Visit Family 20 11 

Medical 2 1 

Business 30 16 

Others 8 4 

During a Tour with   

With family 140 78 

Alone 20 11 

With friends 20 11 

Tourist Visit Information   

Advertising Media 20 11 

Social media 30 17 

word of mouth 70 39 

Endorse Celebrity 50 28 

Others 10 5 

Time of Visit (days)   

less than 1 day 170 94 

One day 8 4 

2 to 3 days 2 2 

more than 3 days - - 

Table 1. Demograhics Survey 

 

 

 

Structural Equation Model. 

The structural equation model was developed to test the hypotheses proposed in the study. shows an 

analysis that presents the path coefficients from the independent construct to the corresponding 

dependent construct as stated in the research hypothesis. 
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Figure 2.  The path coefficient 

 

Reliability and Validity Test Validity Test 

Validity testing can be seen from the loading factor value. Based on the AMOS output, this value can be 

seen in the path diagram. An indicator is said to be valid if the loading factor is greater than 0.5. Based 

on the AMOS 24 output on the Standardized Regression Weights above, it can be seen that the loading 

factor value for each indicator has a standard loading factor value > 0.5 and is declared valid. More 

complete is shown in the following table: 

Table 2. Standardized Regression Weights: (Group number 1 - Default model) 
 

 Estimate 

WO1 <--- EWOM .531 

WO2 <--- EWOM .521 

WO3 <--- EWOM .516 

WO4 <--- EWOM .591 

IT3 <--- INTETION_TRAVEL .518 

IT2 <--- INTETION_TRAVEL .574 

IT1 <--- INTETION_TRAVEL .521 

CE1 <--- CELEBRITY_ENDORSER .516 

CE2 <--- CELEBRITY_ENDORSER .542 

CE3 <--- CELEBRITY_ENDORSER .539 

AT1 <--- ATTITUTE_TOURISTS .903 

AT3 <--- ATTITUTE_TOURISTS .656 

AT2 <--- ATTITUTE_TOURISTS .506 

Reliability Test 

Testing the reliability of the instrument obtained results, the variables of company performance, market 

orientation, and the use of e-commerce were declared reliable. In SPSS, facilities are provided to 

measure reliability with the Cronbach Alpha (α) statistical test, a construct or variable is said to be 

reliable if it gives a Cronbach Alpha value > 0.60 (Ghozali, 2016) 
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Table 3: Instrument Reliability Test Results 
Variabel Cronbach Alpha Cut Off Conclution 

EWOM 0,793 0,60 Reliabel 

CELEBRITY_ENDORSER 0,812 0,60 Reliabel 

INTETION_TRAVEL 0,799 0,60 Reliabel 

ATTITUDE_TOURISTS 0,725 0,60 Reliabel 

From all the assumption tests carried out, it can be concluded that all values have met the standards that 

have been set and then a hypothesis test can be carried out. 

 

Structural Model Analysis 

Structural model analysis is a full model structural equation modeling (SEM) analysis, after analyzing 

the level of unidimensionality of the indicators forming the exogenous and endogenous latent variables 

tested by confirmatory factor analysis. Analysis of the results of data processing at the full stage of the 

SEM model was carried out by conducting conformity tests and statistical tests. The results of data 

processing for the full SEM model analysis are shown in Figure 3. 

 

Figure 3. Structural Model 

Evaluation of the Goodness Of Fit Criteria Index 

The calculation results of the SEM model as shown in Figure 3 produce a goodness of fit index as 

shown in Table 4. 

Table 4. Indeks Goodness Of Fit 
 

Criteria Result Critical Value Conclusion 

Chi-square 85,639 small Good 

p-value 0,017 ≥0,05 Good 

RMSEA 0,049 ≤0,08 Good 

GFI 0,937 ≥0,90 Good 

AGFI 0,905 ≥0,90 Good 

CMIN/DF 1,063 ≤2,00 Good 

TLI 0,852 ≥0,95 Marginal 
CFI 0,886 ≥0,95 Marginal 

Measurement Model 

In the analysis of this measurement model, it is explained about the relationship between indicators and 

variables through mathematical equations and the final results that have been obtained from testing 

using AMOS version 
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24. The following is the mathematical equation. 

 

a. Variable Attitude Tourist 

 

Figure 4 Equation of Tourist Attitude Model AT1 = 2,501 + 0,29 

AT2 = 0,632 + 0,09 AT3 = 1,003 + 0,02 

So based on the above equation it can be seen that: The AT1 indicator gives an effect of 2.50 

The AT2 indicator has an effect of -0.63 The AT3 indicator has an effect of 1.00 

 
 

b. Variable Intention Travel 
 

Figure 5 Equation of 
 

Travel Intention Model 

 

IT1 = 1,001 + 3,59 IT2 = 0,732 + 4,22 IT3 = 1,733 + 4,20 

So based on the above equation it can be seen that: 

The IT1 indicator has an effect of 1.00 The IT2 indicator has an effect of 0.73 The IT3 indicator has an 

effect of 1.73 

 

 

c. Variable Celebrty Endorse 

 

 

 

 

 

 

 

Figure 6 Equation of Celebrty Endorse Model 
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    CE1 = 1,441 + 0,35 

                 CE2 = 1,042 + 0,30 CE3 = 1,003 + 0,18 

So based on the above equation it can be seen that: 

The CE1 indicator has an effect of 1.44 The CE2 indicator has an effect of 1.04 The CE3 indicator has 

an effect of 1.00 

 

d. Variable Electronic Worth of Mouth (e-wom) 

 

 

 

 

 

 

 

 

 

Figure 7 Equation of the Electronic Worth of Mouth Model  

  WO1 = 1,001 + 3,99 

WO2 = 0,852 + 4,02 WO3 = -0,233 + 4,05 WO4 =  0,304 + 4,06 
 

So based on the above equation it can be seen that: 

The WO1 indicator has an effect of 1.00 The WO2 indicator has an effect of 1.85 The WO3 indicator 

has an effect of -2.23 The WO4 indicator has an effect of 0.30 

 
Data Normality Test 

 
Estimation with maximum likelihood requires the observed variables to meet the assumption of 

multivariate normality. Evaluation of multivariate normality with AMOS 24 was carried out using the 

critical ratio (C.R.) criteria of multivariate in kurtosis, if it is in the range of -2.58 to 2.58, it can be 

concluded that the data is normally distributed. The normality test of the data can be seen in Table 5 as 

follows: 
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Table 5. Assessment of normality (Group number 1) 

 
Variable min Max skew c.r. kurtosis c.r. 

CE3 2.000 5.000 -.282 -1.758 .118 .415 

CE2 2.000 5.000 -.055 -.337 .562 1.712 

CE1 2.000 5.000 -.123 -.748 .584 1.779 

IT1 3.000 5.000 .137 .836 -.150 -.457 

IT2 2.000 5.000 -.095 -.582 .648 1.975 

IT3 3.000 5.000 .240 1.460 -.583 -1.778 

AT3 3.000 5.000 .093 .566 .072 .220 

AT2 2.000 5.000 -.276 -1.682 .369 .912 

AT1 2.000 5.000 -.148 -.902 -.271 -.827 

WO4 3.000 5.000 .025 .153 -.137 -.419 

WO3 2.000 5.000 -.300 -1.830 .580 1.770 

WO2 3.000 5.000 -.310 -1.890 -.656 -1.985 

WO1 2.000 5.000 -.077 -.471 -.574 -1.749 

Multivariate     51.702 19.548 

 

Hypothesis Testing 

From the results of hypothesis testing shows the following results: 

i. Hypothesis 1: e-WOM has a significant effect on tourist attitudes 

The results show that e-WOM has no significant effect on tourist attitudes, where the probability value 

is 

0.223. This result contradicts the proposed hypothesis. 

 
ii. Hypothesis 2: e-WOM has a significant effect on intention to visit tourist attractions. 

The results show that e-WOM has a significant effect on the intention to visit tourist attractions, where 

the probability value is 0.019. These results support the proposed hypothesis. 

 

iii. Hypothesis 3: celebrity endorser has a significant effect on tourist attitudes 

The results show that celebrity endorsers have a significant effect on tourist attitudes, where the 

probability value is 0.035. These results support the proposed hypothesis. 

 

iv. Hypothesis 4: celebrity endorser has a significant effect on intention to visit tourist attractions. 

The results show that celebrity endorsers have a significant effect on intentions to visit tourist  

attractions, where the probability value is 0.000. These results support the proposed hypothesis. 

 
v. Hypothesis 5: Tourist attitudes have a significant effect on intentions to visit tourist attractions. 

The results show that the attitude of tourists has no significant effect on the intention to visit tourist 

attractions, where the probability value is 0.699. This result contradicts the proposed hypothesis. 
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Completely the results of hypothesis testing can be explained in table 6 below: 

 
Table 6. Regression Weights: (Group number 1 - Default model) 

 
 Estimate S.E. C.R. P Label 

Attitude_Tourist <--- Celebrity_Endorse .335 .159 2.109 .035 par_10 

Attitude_Tourist <--- Ewom -.098 .081 -1.219 .223 par_11 

Intention_Travel <--- Attitude_Tourist -.066 .172 -.386 .699 par_12 

Intention_Travel <--- Ewom .353 .151 2.339 .019 par_13 

Intention_Travel <--- Celebrity_Endorse 1.232 .367 3.355 *** par_14 

Analisis Direct Effect 

The results of the direct influence measurement show that the variable that has the greatest direct 

influence on the Attitude_Tourist variable is the Celebrity_Endorse variable, which is 0.335 and has a 

significant effect. The smallest direct effect is the variable ewom which has an effect of -.098 and has 

no significant effect. The biggest direct effect on the Intention_Travel variable is the Celebrity_Endorse 

variable, which is 1.232 and has a significant effect. The smallest direct effect is the Attitude Tourist 

variable of -0.066 and has no significant effect. 

 
The direct effect of this research model is presented in Table 7 

 
Table 7. Standardized Direct Effects – Estimates 

 

 
Ewom 

Celebrity 

Endorse 

Attitude 

Tourist 

Intention 

Travel 

Attitude_Tourist -.098 .335 .000 .000 

Intention_Travel .353 1.232 -.066 .000 

 

 
Indirect Effect 

The results of the indirect influence measurement show that the variable that has the largest indirect 

effect on the Attitude_Tourist variable is the Celebrity_Endorse variable, which is 0.290 and has a 

significant effect. The smallest indirect effect is the variable ewom which has an effect of -.150 and has 

no significant effect. The biggest indirect effect on the Intention_Travel variable is the 

Celebrity_Endorse variable, which is 0.900 and has a significant effect. The smallest indirect effect is 

the Attitude Tourist variable of -0.056 and has no significant effect. 

. 

 

Table 8. Standardized indirect Effects – Estimates 

 
Ewom 

Celebrity 

Endorse 

Attitude 

Tourist 

Intention 

Travel 

Attitude_Tourist -.150 .290 .000 .000 

Intention_Travel .456 .900 -.056 .000 
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Total Effect 

From the table, it is shown that the first highest total influence is celebrity endorser on travel intention 

of 2,132. Both e-woms on travel intention are 0.809. This shows the role of celebrity endorsers and e-

wom in contributing to influencing the attitudes and intentions of tourists to make tourist visits. 

 
 

 

 

Table 9. Total Effects (Group number 1 - Default model) 

 
 

EWOM 
CELEBRITY 

ENDORSER 

ATTITUTE 

TOURISTS 

INTETION_ 

TRAVEL 

ATTITUTE_TOURISTS -.248 .625 .000 .000 

INTETION_TRAVEL .809 2.132 -.122 .000 

 
 

DISCUSSION AND IMPLICATIONS 

 

During the COVID-19 pandemic, the tourism industry was mainly affected because the government 

imposed regulations that limited public access so that most tourist visits were deserted. The tourism-

related industries such as hotels, , tourist attraction managers, , travel agents, airlines, restaurants, 

souvenir centers, and tour guides have had an impact, which has decreased business income. It takes the 

cooperation of all related tourism components and anticipates various dynamics focusing on domestic 

and international tourists. Trunfio et al. (2006) stated the importance of analyzing the regional approach 

as a cluster that identifies the collective strategy of the role played by tourism operators in developing 

new tourism destinations and places. Baum and Hai (2020) state that the hospitality and tourism 

industry is receiving an unprecedented large-scale impact. Therefore, tourism industry players are 

required to utilize other marketing strategies to market their products creatively. 

The results of the study show that eWOM does not have a significant effect on tourist attitudes. This is 

possible due to the ongoing covid-19 pandemic, where there is a government policy that closes tourist 

attractions to prevent the spread of COVID-19. The precautionary attitude of tourists due to fear of 

contracting the Covid-19 disease makes their attitude passive and delays traveling to tourist attractions. 

On the other hand, e-WOM has a significant effect on intentions to visit tourist attractions. This shows 

that if the e-WOM is delivered following the conditions of the tourist site, for example, it has carried 

out suitable health protocols. There is a possibility that the prospective tourist will immediately have the 

intention of making a tourist visit. E-wom that is carried out continuously and individual boredom due 

to being at home too long makes them intend to take a vacation. Specifically, there are three dimensions 

included in the credibility of eWOM: (a) trust, (b) expertise (c) sociability. Tourists assess that when 

these three criteria have been achieved, it will positively affect visits to tourist attractions. Information 

that will be conveyed through e-wom must have a standard and not contradict with other parties. The 

information submitted must be honest, measurable, correct, and conveyed by people who have the 

credibility to give a better image of tourist attractions. With conditions during the COVID-19 pandemic, 

it is necessary to involve all sectors, such as tourism, health, and local government. 

The existence of e-wom cannot be separated from the content of the information to be conveyed. From 

an informational perspective, it is necessary to establish established procedures and enable hospitality 

and tourism marketers to obtain online feedback. Information collected about properties and tourist 

destinations can then be used to solve problems such as increasing visitor satisfaction through product 

improvements. Examples of product improvement are discovering what visitors are saying – good and 

bad – about their experience, analyze competitive strategy, and monitor the reputation/image of the 

company. Equally important is the need to manage eWOM to generate revenue (Kirkpatrick and Roth 
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2005). These efforts can spread good WOM about the property and destination – helping potential 

visitors find information by providing compelling images and opinions. Encouraging or stimulating 

good eWOM should result in increased business activity. 

Based on the research results, celebrity endorsers significantly affect tourists' intentions and attitudes in 

making visits. The choice of celebrity endorsers is essential to develop e-WOM to inform positive 

things about tourist attractions. In the US and Europe, advertising agencies and clients prefer celebrity 

endorsers with traits such as public trust, familiarity, and credibility (Erdogan, Baker & Tagg, 2001). In 

tourist areas in West Java, Indonesia often uses YouTubers, artists, and bloggers in conveying 

information on tourist attractions. They have an attractive physical appearance and are known by the 

public. Studies show that the physical attractiveness of a celebrity endorser has a positive impact on 

people's attitudes toward advertising and brands (Kamin 1990; Petroshius and Crocker 1989). 

The existence of e-wom cannot be separated from the content of the information to be conveyed. From 

an informational perspective, it is necessary to establish established procedures and enable hospitality 

and tourism marketers to obtain online feedback. Information collected about properties and tourist 

destinations can then be used to solve problems such as increasing visitor satisfaction through product 

improvements; solve visitor problems; discover what visitors are saying – good and bad – about their 

experience; analyze competitive strategy, and monitor the reputation/image of the company. Equally 

important is the need to manage eWOM to generate revenue (Kirkpatrick and Roth 2005). These efforts 

can spread good WOM about the property and destination – helping potential visitors find information 

by providing compelling images and opinions. Encouraging or stimulating good eWOM should result in 

increased business activity. 

Based on the research results, celebrity endorsers significantly affect tourists' intentions and attitudes in 

making visits. The choice of celebrity endorsers is critical to developing e-WOM to inform positive 

things about tourist attractions. In the US and Europe, advertising agencies and clients prefer celebrity 

endorsers with traits such as public trust, familiarity, and credibility (Erdogan, Baker & Tagg, 2001). In 

tourist areas in West Java, Indonesia often uses YouTubers, artists, and bloggers in conveying 

information on tourist attractions. They have an attractive physical appearance and are known by the 

public. Studies show that the physical attractiveness of a celebrity endorser has a positive impact on 

people's attitudes toward advertising and brands (Kamin 1990; Petroshius and Crocker 1989). 

Attention to changes and global threats such as terrorism, disease outbreaks need to be anticipated. 

Therefore proactive and sustainable preventive actions need to be taken (Brooker & Burgess, 2008). 

Based on this, it is necessary to define the concept of sustainable tourism as proposed in research 

conducted by Dixon (2017), which reports the need to pay attention to geopolitical conditions and 

imitate Canadian tourism. Therefore, this concept needs to be strengthened by defining a unique market 

position so that tourism is economically sustainable. The application of Virtual Reality Tourism can be 

an option to increase public interest in traveling during the COVID- 19 pandemic. Virtual Tourism is 

present as a form of transformation and adaptation against the pandemic by utilizing technology while 

waiting for the recovery process of the tourism world, which has not been significant. The International 

Air Transport Association (IATA) estimates that travel will not return to pre-pandemic levels until 2024 

( BBC, 2020). Virtual Tourism can be a temporary answer to keep potential tourists interested in 

traveling when conditions improve. 

The idea of Virtual Tourism was started and developed by various parties, such as the Ministry of 

Tourism and Creative Economy, the local government, and the community. The content in this Virtual 

Tour is also very diverse, ranging from natural panoramas, museums, art performances and 

performances, traditional culture to the atmosphere of urban life in Indonesia, which is available in the 

form of images and videos. The hope is that virtual tourism can make potential tourists feel like they are 

in the destination they want. This is tantamount to offering a "try before you buy" experience that can 

encourage travel. 

To realize the Implementation of Virtual Reality Tourism requires the involvement of all components 

on an ongoing basis through training and mentoring. As stated by Johnston and Tyrrell (2007), Salazar 

and Cardoso (2019) stated the importance of providing training and development to understand 
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sustainable tourism, which anticipates the dynamics of economic conditions, tourist behavior, and the 

environment. , it is necessary to establish comprehensive indicators, such as economic, socio-cultural, 

psychological, political, organizational factors, tourism commercialization, physical environment, and 

community psychological factors. The COVID-19 pandemic has become a momentum and can be used 

to consider implementing Virtual Reality Tourism as a solution. 

 

 

5. Conclusion and Recommendation 

 

Electronic word-of-mouth (eWOM) messages are statements delivered online about products or services 

and related services posted by potential, actual, and future customers. Luo and Zhong (2015) suggest e-

WOM as a source of appropriate and accurate information and can be relied upon to shape consumer 

expectations and influence post-purchase and purchase decisions. Promotions carried out by celebrity 

endorsers are considered to positively impact individual attitudes and lead to intentions to behave 

positively. Celebrity endorsers can provide reviews in interesting language from what they see and feel, 

which will grow the interest and desire of tourists to visit tourist attractions. Kamins (1990) argues that 

the right and attractive celebrity is a more effective endorser than a product used to increase its 

attractiveness. Thus celebrity endorsers can provide attraction and provide attitudes and intentions of 

tourists to visit. 

Communication by word of mouth (WOM) and celebrity endorsers is one of the influential 

communication media between message communicators and message recipients on an object to be 

conveyed. Both of these media can be considered reliable and relevant sources of information because 

this communication is more likely to generate and grow the interest and desire of tourists to visit tourist 

sites and reduce their resistance to products and services. 

The COVID-19 pandemic has gained momentum and considered implementing Virtual Reality Tourism 

as a solution before tourists decide to make a tourist visit. Celebrity endorsers, such as YouTubers, can 

carry out information dissemination on Virtual Reality Tourism. 

 

Limitations and Future Research 

Although some research results support the hypothesis, there are also some limitations. Considering the 

increasing condition of the COVID-19 pandemic, it becomes an obstacle for researchers, for example, 

time issues, accessibility, and sampling, and maintaining health protocols while conducting research. 

The limitations of the indicators studied are also obstacles, for example, the problem of the different 

cultural context of each tourist, beliefs, attitudes, behavior, and lifestyle. Another limitation is that the 

diversity of celebrities is minimal and not comprehensively researched, for example, YouTubers, 

bloggers, athletes, actors, singers, journalists. 

For future research, including a more diverse population from different geographic locations and 

examining the adverse effects of celebrity e-wom endorsers, which can lead to negative attitudes 

towards tourist destinations, we can find out what the cause is. 
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