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Abstract: The impact of the pandemic has reduced the number of tourist visits to Bali. The government, influencers, and the public carried out a health 
protocol campaign and shared it through social media, one of which is Instagram. The purpose of this study is to determine whether the variable 
electronic word of mouth on Instagram regarding the implementation of health protocols affects a person's revisit intention to visit Bali through 
destination image and attitude toward destination variables. This study uses primary data, namely a questionnaire. The data collection technique used a 
questionnaire using purposive sampling, which is distributed via social media to Instagram users who had visited Bali at least once in the last five years 
in JABODETABEK area and knew about CHSE information. The sample used was 170 respondents. Data analysis used validity, reliability, descriptive 
analysis, classic assumption tests, path analysis, T-Test, with SPSS version 18. The results of this study show that e-WOM, destination image, and 
attitude toward destination has a significant effect on revisit intention. The destination image and attitude toward destination do not mediate the effect of 
e-WOM on revisit intention. 

 
Index Terms: e-WOM, destination image, attitude toward destination, revisit intention, path analysis 

——————————      —————————— 

1 INTRODUCTION                                                                     

Sector Tourism is an income for an area, including Bali, through 
the number of visits by foreign tourists and domestic tourists. 
Bali represents Indonesia as the most visited location in the 
world at position 19 [1]. The province of Bali, which relies on the 
tourism sector contributes 53% to the economy of Bali [2]. 
However, since February 2020, income money from the tourism 
sector has decreased due to the reduced number of tourist visits 
to Bali caused by the Covid-19 pandemic and affecting 
economic growth. The potential to lose up is IDR 9,7 trillion for 
each month [3]. Kemenparekraf, Bali Government, and 
stakeholders, through the Indonesia Peduli campaign, issued a 
health program with the title are "We Love Bali" based on the 
CHSE (cleanliness, health, safety, and the environment) 
protocol with the aim that tourists can return to travel through 
trust and security. The former Minister of Tourism and Creative 
Economy, Wishnutama Kusubandio, in launching the "We Love 
Bali" involved many tourism industries and creative economy 
players such as labor, influencers, and the general public of 
domestic tourists with an age range of 18-50 years. They are 
active on social media such as Facebook and Instagram, which 
have at least 2,000 followers [4].  People who participate in this 
program will publish their activities and experiences directly 
through their social media such as Facebook, Instagram, or 
YouTube such as photos, short videos, or articles about tourism 
and travel destinations in implementing health protocols. The 
implementation of the CHSE-based health protocol was carried 
out by the Ministry of Tourism and Creative Economy using the 
hashtags #DiIndonesiaAja on Instagram until 24 November 
2020, 53 thousand posts were participating.  
Based on the observations made by the researcher, these posts 
did not only come from people who participated in the ―We Love 
Bali‖ program, but an Instagram user who had been to Bali also 
posted their experiences of having visited Bali using this 
hashtag. The main goal is for domestic tourists to feel first 
through services and facilities related to health protocols, then 
they can provide a positive image for program followers and 

share their good experiences through Instagram social media. 
The shared experience is part of e-WOM with the main 
objective of introducing and inviting other Instagram users to 
travel back to Bali by implementing health protocols. Another 
impact is it can bring a good image for Bali as a tourist 
destination for domestic tourists and also can spread for foreign 
tourists. Electronic word of mouth is believed to be a medium for 
obtaining information about a product or service that can 
influence consumer behavior, such as in the tourism sector 
which is considered a source of information before traveling 
which has an impact on individuals [5]. Electronic word of mouth 
(e-WOM) is a positive or negative statement spread over the 
internet about a product or service made by a potential 
customer or former customer. One of the social media as an e-
WOM tool is Instagram. e-WOM can also assist specific 
individual travel decision makers [6]. e-WOM is one of the tools 
that companies use as an evaluation material for the products or 
services they provide to consumers. Persuasive online reviews 
of the experience will influence buying attitudes and intentions 
by other consumer [7]. The destination image and e-WOM 
created in the tourism sector can have a positive effect on the 
economy of the area. Technology-assisted tourism marketing is 
becoming an effective standard marketing tool for many 
businesses. Therefore, the social media technology that is 
applied to develop this business is such as Facebook, Twitter, 
Instagram [8].  The number of Instagram users until 2019 in 
Indonesia is 3,484 million, in fourth place with 80% users [9]. 
Instagram is now a supporting factor for the branding of a 
tourism destination which was originally only a medium for 
online photography. In addition, Instagram, which has 
developed in the fields of advertising, promotion, marketing, 
distribution of ideas and goods, is also a fast, precise, and 
accurate information service [10]. The influence of Instagram 
social media can trigger the manifestation of someone's 
electronic word of mouth on Instagram about something that 
can be seen by other Instagram users [11]. In particular, the Bali 
government hopes to provide a good and positive experience 
for followers of the program, so that they can share their 
experiences with others through Instagram social media so that 
they can indirectly attract interest to other Instagram users. 
Based on the description above, the researcher wants to 
conduct research, namely how the influence of electronic word 
of mouth on Instagram on revisit intention through destination 
image and attitude toward destination as intervening variables 
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using the path analysis method. 

 
2 LITERATURE REVIEW 
 
2.1 CHSE (Cleanliness, Health, Safety, Environment) 
The CHSE-based health protocol is a health protocol that 
refers to the terms and conditions set by the Government of 
Indonesia, the World Health Organization (WHO), and the 
World Travel & Tourism Council (WTTC) in the context of 
preventing and handling Covid-19. The health protocol 
implemented since September 2020 is one of the steps made 
by the government in response to the Covid-19 pandemic for 
the tourism business sector and the creative economy such as 
hotels, restaurants and restaurants, tourist huts or homestays, 
tourist attractions, rafting tours, diving, golf course businesses, 
and tourist villages. The purpose of this health protocol is so 
that the perceptions of business actors and consumers or 
tourists can change their awareness of implementing the 
importance of health protocols as an effort to prevent and 
control public places and facilities as the places most 
vulnerable to the spread of Covid-19. Specific health protocols 
applied to tourist destinations contain some general guidelines 
and specific guidelines for entrepreneurs and managers of 
tourist attractions, employees, visitors, and even their 
Government. Through the CHSE Certificate in tourism, it can 
guarantee the services provided to tourists. Examples of its 
application are entrepreneurs or managers of tourism place 
such as spaces or goods that are publicly cleaned through 
disinfectants or cleaning fluids, have good circulation and 
lighting, provision of means of washing hands with soap/hand 
sanitizer in a place that is easy to see and reach, position 
rules sitting, standing with attention to a minimum safety 
distance of 1 meter, the mandatory wearing of masks for both 
visitors and employees, checking body temperature. Examples 
of several tourist destinations in Bali that are frequently visited 
by tourists and have implemented the CHSE are Kuta Beach, 
Tanah Lot, Nusa Penida, Garuda Wisnu Kencana, and Ubud 
Monkey Forest. 
 
2.2 Instagram as a medium for Electronic word of mouth 
Social media sites are a tool that helps the process of 
promoting and marketing products and services for a particular 
brand to be known by the customers. Electronic word of mouth 
support or comments given on the experience of users of 
products or services that it shares honestly with others, opens 
up opportunities for companies to interact directly with 
potential customers or current customers through social 
media. One of the social media that is used as a marketer for 
electronic word of mouth besides Facebook and YouTube is 
Instagram, which has "Like" and "Comment" features. Other 
potential customers refer to both features because of the 
number of likes on their posts and positive or negative 
comments that other subscribers can see [12]. In the tourism 
sector, electronic word of mouth on Instagram such as photos 
posted by someone, a sense of satisfaction visiting a 
destination, and someone's positive experience can influence 
other Instagram users to decide to go to that tourism 
destination. [13]. Based on previous information, it shows that 
electronic word of mouth on Instagram can influence someone 
in making decisions related to activities such as buying 
products or services and visiting certain destinations through 
useful features on Instagram. 

2.3 Electronic word of mouth 
e-WOM is an informal communication tool with the help of 
internet-based technology aimed at consumers regarding the 
use of goods and services. Using e-WOM as an easy way to 
find information about tourist destinations for tourists [14]. In 
describing the positive image of tourist destinations, e-WOM 
promotes certain tourist objects more effectively through the 
opinions of previous visitors about tourist destinations. 
Therefore, the information disclosed through comments or 
reviews influences and assists in the decision-making process 
in choosing a tourism destination [15]. Through e-WOM, it can 
improve the image of a tourist destination and customer 
satisfaction and loyalty. The advantages of e-WOM are applied 
to promoting products and services through advertising. Using 
social media such as Facebook, Twitter, and Instagram for 
marketing because existing personal networks or circles 
accelerate the dissemination of information, and become a 
source of product information that affects consumers when 
triggered by positive e-WOM communication [16]. Previous 
research with the title is The influence of Electronic word of 
Mouth and Attractiveness Towards Revisit Intention with 
Visiting Decision as an Intervening Variable (Case Study on 
Tourists in Makassar City) by Soeid, Kadir and Baumassepe 
[17], the other research by Utama and Giantari [18] with the 
title is  ―Peran Citra Destinasi Memediasi pengaruh e-WOM 
terhadap Niat Berkunjung Kembali Wisatawan (Studi Pada 
Obyek Wisata Taman Edelweis Bali)‖, also the research by 
Prayogo and Kusumawardhani [14] on tourists who visit 
Sabang Island results that e-WOM has a positive and 
significant effect on the revisit intention. Another research e-
WOM on Instagram has a direct effect on revisit intention by 
Gunawan, Najib dan Setiawati [19]. Based on previous 
research, the following hypothesis can be formulated: 
H1: Electronic word of mouth has a significant effect on revisit 
intention 

 
2.4 Destination Image 
Consumer trust in products and services obtained from a 
strong image that allows consumers to visualize these beliefs. 
A person's memory in the form of an image, which is an 
accumulation of perceptions of objects based on input and 
other sources will form within a certain period, such as what is 
thought, known, experienced, which enters one's memory to 
encourage someone to visit again [20]. The previous research 
by Aviana and Alversia [21] resulted that the image of the Bali 
destination has a significant relationship with the intention of 
visiting again. Previous research by Nikiki and Sari [22] which 
is carried out on tourists who come from West Sumatra who 
visit the tourist city of Payakumbuh, another research by 
Utama and Giantari [18] on Taman Edelweis Bali Park, also 
research by Prayogo and Kusumawardhani [14] on tourists 
who visit Sabang Island produce a destination image that has 
a positive and significant effect on revisit intention. Based on 
this research, the following hypothesis can be formulated: 
H2: Destination image has a significant effect on revisit 
intention 

 
2.5 Attitude Toward Destination 
The attitude of tourists is an effective predictor of tourists' 
decisions to travel to a certain destination [23]. The attitude 
towards a place is influenced by the strong positive e-WOM 
towards the place. In fact, an individual continues to have a 
good/bad attitude after first obtaining good/bad information 



INTERNATIONAL JOURNAL OF SCIENTIFIC & TECHNOLOGY RESEARCH VO`LUME 10, ISSUE 04, APRIL 2021  ISSN 2277-8616 

352 
IJSTR©2021 
www.ijstr.org 

even though the information changes. Existing assessments 
and reviews in the service industry such as accommodation 
rentals can shape individual attitudes which are the reasons 
for choosing that accommodation [24]. Based on this research, 
the following hypothesis can be formulated: 
H3: Attitude Toward Destination has a significant effect on 
revisit intention 
 
2.6 Revisit Intention 
Oliver (1997) in [25] defines revisit intention as behavioral 
intentions (i.e., repurchase and word-of-mouth intentions) as 
"a stated likelihood to engage in a behavior". e-WOM which is 
positive affects men more than women to influence the 
intention to return to the medical tourism industry [26]. A 
person's intention to visit a destination is obtained from 
positive e-WOM [26][14][17][27] and their previous experience 
visiting that destination [28]. Several factors such as attitude, 
subjective norms (SBN), perceived behavioral control (PBS), 
destination image can mediate between electronic word of 
mouth and the intention of returning visits [29]. The intention of 
individual return visits was influenced by the image of the 
destination and e-WOM on social media after the earthquake 
[30]. Based on this research, two hypotheses can be 
formulated: 
H4: Electronic word of mouth on Instagram has effect on 
revisit intention through destination image 
H5: Electronic word of mouth on Instagram has effect on 
revisit intention through attitude toward destination 
 

3 METHODOLOGY 
The general description of the research method describes a 
series of steps involved in conducting research. 

 
 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Fig. 1. Research Method Stages 
 
Figure 1 explains that the first step before conducting research 
is to determine the characteristics of the study. This section 
describes the object, the type, location, data collection 
techniques, and the scale of the instruments used in the study.  
The object of research in this study is the province of Bali, as 
one of the first tourist destinations to implement and introduce 
the CHSE health protocol in several tourist objects. The 

sample is a part that can represent the entire population 
according to the characteristics used for research. The 
sampling method used is Non-Probability Sampling. The 
technique used is purposive sampling samples are selected 
based on specific criteria. The characteristics of the 
respondents selected in this study are 

 All tourists who have visited Bali at least one time in the 
last 5 years 

 Residing outside the province of Bali (Jabodetabek area) 

 Ages ≥17 years old 

 Have an account and use Instagram as a source of 
information to find out about the news of tourism in Bali 
and the implementation of the CHSE-based health 
protocol by the government in various tourist attractions in 
Bali during the Covid-19 pandemic. 

 
Jabodetabek people who went to Bali for the last five years at 
least once cannot be known with certainty, then determining 
the number of samples using Rao Purba (2006) on [31]. 
Based on formula of Rao Purba, the samples can be used in 
this study is 96 respondents, but the researcher uses more 
than the number of sample calculations with a target of 200 
respondents. Data collection techniques are the researchers' 
way of collecting the data needed to conduct research. The 
research data used are primary. Data collection was obtained 
by giving or distributing questionnaires to respondents 
according to the research criteria. The data collection 
techniques used were questionnaires and literature surveys. 
The research location in data collection was carried out by 
distributing questionnaires online. The questionnaire was filling 
in for one month, from the third week of December 2020 to the 
third week of January 2021. The research instrument to 
measure the variable used a Likert scale (1-5). The stage of 
determining the research variables in selecting the 
demographic variables for information of the respondents, 
select the dimensions and indicators of each variable.  
Demographic variables are information about the respondent's 
data, which is needed as an overview of the sample used in 
the study, such as domicile, age, gender, long time using 
Instagram and intensity of visiting Bali. The questionnaire 
contains a number of 20 indicator. Four variables used in this 
research: 

1. Independent variable is electronic word of mouth or e-
WOM (X1). This study use two previous studies, namely 
platform assistance, concern for other, advice seeking from 
previous research by [32]  and expressing positive feelings 
from previous research by [33]. 

2. Intervening Variable are destination image (Y1) and attitude 
toward destination (Y2). This study from the two previous 
studies, namely Travel environment and relaxation by [34]. 
While, attitude toward destination variable from [35], 
namely 1) Not Good/ Good, 2) Not Valuable/ Valuable, 3) 
Not Pleasant/ Pleasant  

3. Dependent variable is revisit intention (Y3). In this study 
using of research conducted by [36], namely intention to 
revisit dan intention to recommend.  

The third stage is to compile a research instrument by making 
a questionnaire through the question indicator using Google 
Form. There are two stages in distributing the questionnaire. 
Spread the questionnaire through the researcher's social 
media. The questionnaire was distributed online via 
WhatsApp, Line, Instagram, Facebook, and Twitter. The first 
distribution was carried out for questionnaire testing, which 
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was carried out for a week, namely on December 7 2020 - 
December 14 2020, to 30 respondents. Meanwhile, the re-
distribution was carried out in the second stage after passing 
the questionnaire testing phase, namely the validity test and 
reliability test for one month, namely on December 17 2020 - 
January 23 2021 with the number of respondents collected are 
216 respondents. The fourth stage is testing the result first 
stage questionnaire distribution with validity and reliability 
tests. According to [37], before the questionnaire is distributed 
to respondents, it is necessary to test the validity and reliability 
of at least 30-40 respondents with the same characteristics as 
the research sample or part of the population that is not the 
research sample. This study used 30 respondents to test the 
validity and reliability. The validity test is considered by looking 
at rcount> rtable. If rcount> rtable, so the statement on the 
questionnaire is considered as valid. The method in the validity 
test is to correlate the score on each item with the total score 
for each item using the Pearson product moment correlation 
[38]. The reliability test method used Cronbach's Alpha. 
Decision making using the Cronbach's alpha method 
interpreted that each variable is reliable if the Cronbach's 
alpha value is > 0,60 [39]. If the questionnaire test produces 
good results (the questionnaire is valid and reliable), then the 
questionnaire is disseminated again to respondents according 
to the research criteria. The last stage is the data analysis 
process of the second stage questionnaire distribution using 
SPSS and path analysis methods. The research hypothesis 
matched with the results of data analysis to make research 
conclusions. The results from data analysis are then analyzed 
and make conclusions based on hypotheses. Descriptive 
analysis is the computation of a questionnaire instrument on 
four variables (electronic word of mouth, destination image, 
attitude to a destination, and revisit intention) used in research 
through a sample of the population to describe the data 
characteristics. This path analysis method consists of several 
stages, namely the classic assumption test (normality test and 
heteroscedasticity test), path analysis, and hypothesis testing 
using T-test.  
 

4 RESULTS 
 
4.1 Research Instrument Test 
The first stage was to distribute questionnaires on December 
7, 2020 to December 14, 2020 to 30 respondents to see 
whether the questionnaire that had been made was valid and 
reliable enough to be used as a research instrument. In 
calculating the validity test that needs to be considered is the 
value of rcount > rtable. If the significance level used is 0,05, 
the testing instrument is valid, and vice versa. In determining 
the rtabel, the significance value and the number of 
respondents (N) must be considered. In this study, the 
significance level used was 5% with the number of 
respondents N = 30. With this data, when viewed through the 
R table, the r table is 0,361. If the test instrument has a value 
of rcount > 0.361 then the results are valid. The following are the 
results of each questionnaire variable validity test. The validity 
of the variable electronic word of mouth (e-WOM) with a total 
of 10 question items, destination image (DI) with total of 3 
question items, attitude toward destination (ATD) with a total of 
3 question items, and revisit intention (RI) with a total of 4 
question items. Each of the results of the validity test of the 
variable is shown in table 1.  

 

Table 1: Variable Validity Test for 30 Respondents 

No Statement Label rhitung 
rtabel 

(5%;  

N = 30) 

Result 

1 X1.1 
(e-WOM) 

0,770 0,361 Valid 

2 X1.2 
(e-WOM) 

0,769 0,361 Valid 

3 X1.3 
(e-WOM) 

0,838 0,361 Valid 

4 X1.4 
(e-WOM) 

0,691 0,361 Valid 

5 X1.5  
(e-WOM) 

0,798 0,361 Valid 

6 X1.6  
(e-WOM) 

0,693 0,361 Valid 

7 X1.7  
(e-WOM) 

0,827 0,361 Valid 

8 X1.8 
(e-WOM) 

0,827 0,361 Valid 

9 X1.9 
(e-WOM) 

0,875 0,361 Valid 

10 X1.10  
(e-WOM) 

0,669 0,361 Valid 

11 Y1.1 (DI) 0,825 0,361 Valid 
12 Y1.2 (DI) 0,804 0,361 Valid 
13 Y1.3 (DI) 0,853 0,361 Valid 
14 Y2.1 (ATD) 0,930 0,361 Valid 
15 Y2.2 (ATD) 0,825 0,361 Valid 
16 Y2.3(ATD) 0,903 0,361 Valid 
17 Y3.1(RI) 0,714 0,361 Valid 
18 Y3.2 (RI) 0,762 0,361 Valid 
19 Y3.3(RI) 0,907 0,361 Valid 
20 Y3.4(RI) 0,883 0,361 Valid 

 
Based on table 1 the validity testing carried out on all research 
instruments giving valid results, the next step for all these 
statements can carry out the reliability testing phase. 

 
Table 2: Variable Reliability Test for 30 Respondents 

No Statement 
Label 

Cronbach’s 
 Alpha 

Result 

1 X1 (e-WOM) 0,926 Reliable 
2 Y1 (DI) 0,769 Reliable 
3 Y2 (ATD) 0,863 Reliable 
4 Y3 (RI) 0,832 Reliable 

 
The Cronbach's Alpha value of all variables in table 2 shows 
that it is higher than 0,6. Then all variables are reliable. Based 
on the conclusions on the validity and reliability tests by the 
questionnaire in stage one, the results show that the research 
instrument is valid and reliable and can continue to the next 
stage. The distribution of the second phase of the 
questionnaire was carried out on December 17, 2020 to 
January 27, 2021, with the questionnaire collected as many as 
216 respondents. The questionnaire uses Google Form which 
is distributed through personal social media. However only 
170 data can be processed. In calculating the validity test that 
needs to be considered is the value of rcount > rtable. If the 
significance level used is 0,05, the testing instrument is valid, 
and vice versa. In determining the rtable, the significance 
value and the number of respondents (N) must be considered. 
In this study, the significance level used was 5% with the 
number of respondents N = 170. With this data, when viewed 
through the R table, the r table is 0,156. If the test instrument 
has a value of rcount > 0,156 then the results are valid. 
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Table 3: Variable Validity Test for 170 Respondents 

No Statement Label rhitung 
rtabel 

(5%;  

N = 170) 

Result 

1 X1.1 
 (e-WOM) 

0,570 0,156 Valid 

2 X1.2  
(e-WOM) 

0,503 0,156 Valid 

3 X1.3  
(e-WOM) 

0,508 0,156 Valid 

4 X1.4  
(e-WOM) 

0,639 0,156 Valid 

5 X1.5  
(e-WOM) 

0,612 0,156 Valid 

6 X1.6  
(e-WOM) 

0,655 0,156 Valid 

7 X1.7  
(e-WOM) 

0,694 0,156 Valid 

8 X1.8  
(e-WOM) 

0,627 0,156 Valid 

9 X1.9  
(e-WOM) 

0,608 0,156 Valid 

10 X1.10  
(e-WOM) 

0,638 0,156 Valid 

11 Y1.1 (DI) 0,775 0,156 Valid 
12 Y1.2 (DI) 0,766 0,156 Valid 
13 Y1.3 (DI) 0,697 0,156 Valid 
14 Y2.1 (ATD) 0,866 0,156 Valid 
15 Y2.2 (ATD) 0,847 0,156 Valid 
16 Y2.3(ATD) 0,828 0,156 Valid 
17 Y3.1(RI) 0,708 0,156 Valid 
18 Y3.2 (RI) 0,760 0,156 Valid 
19 Y3.3(RI) 0,804 0,156 Valid 
20 Y3.4(RI) 0,827 0,156 Valid 

 
Based on table 3 the validity testing carried out on all research 
instruments giving valid results, the next step for all these 
statements can carry out the reliability testing phase. 

 
Table 4: Variable Reliability Test for 170 Respondents 

No Statement Label Cronbach’s Alpha Result 

1 X1 (e-WOM) 0,808 Reliable 
2 Y1 (DI) 0,602 Reliable 
3 Y2 (ATD) 0,803 Reliable 
4 Y3 (RI) 0,778 Reliable 

 
The Cronbach's Alpha value of all variables in table 6 shows 
that it is higher than 0,6. Then all variables are reliable.  

 
4.2 Descriptive Analysis 
Based on data that can be processed, the demographic profile 
of respondents who filled out more questionnaires was female, 
with 104 (61%) people compared male to 66 (39%) peoples. 
The age range of 17-22 years was 87 (51%) peoples, ages 
23-30 were 56 (33%) people, 31-40 were 18 (11%) peoples, 
41-50 were 2 (1%) peoples, and > 50 were 7 (4%) peoples. 
Domicile from Tangerang as many as 53 (31%) peoples, 
Jakarta 49 (29%) peoples, Depok 26 (15%) peoples, Bogor 
with 24 (14%) peoples, and Bekasi 18 (11%) peoples.  The 
majority of questionnaire respondents have joined Instagram 
for more than 2 years as many as 139 (82%) respondents, 
using Instagram for 1-2 years as many as 18 (10%) 
respondents, and < 1 years as many as 13 (8%) respondents. 
The intensity of visiting Bali is 1x as many as 63 (37%) 
respondents, then 2x is 55 (32%) respondents, 3-5x is 37 
(22%) respondents, and >5x is 15 (9%) respondents. Most 
sources of CHSE information are obtained from Indonesian 
Tourism Instagram such as the Indonesian Ministry of Tourism 
and Creative Economy and Pesona Indonesia as many as 91 

(54%) respondents, Instagram influencers as many as 43 
(25%) respondents, and by other Instagram account as many 
as 36 (21%) respondents. 
 
4.3 Normality Test 
The normality test is used to determine whether the data that 
has been distributed is normally distributed or not, which is a 
requirement to determine the accuracy of selecting the 
parametric statistical test. In the data normality test using the 
one-way Kolmogorov Smirnov test obtained from looking at 
existing data, if significant > 0,05 then the variable is normally 
distributed or significant < 0,05 then the variable is not 
normally distributed [40].  
 

Table 5: Normality Results of Sub-Structure Data 1, 2, and 
3 

 
Based on table 5 shows that the independent variables in Sub 
structures 1, 2 and 3 are normally distributed. The value of 
Asymp.Sig (2-tailed) in sub-structure one is 0,843 > 0,005, 
sub-structure two is 0,123 > 0,05 and sub-structure three is 
0,494 > 0,05. 

 
4.4 Heteroscedasticity Test 
Heteroscedasticity testing in this study was carried out through 
the Gleser test. If the significance value > 0,05, there is no 
heteroscedasticity[40].  
 

Table 6: Results of Heteroscedasticity of Sub Structure 1 

 
Table 7: Results of Heteroscedasticity of Sub Structure 2 

 
Table 8: Results of Heteroscedasticity of Sub Structure 3 

 
Based on the sub-structure 1,2,3 heteroscedasticity test using 
the Gleser test with a significant value> 0.05, then from table 
8, table 9, and table 10, each has a significant value that is 
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more than> 0.05, therefore no heteroscedasticity. 
 
4.5 Hypothesis Test 
The amount of the number t table / critical value from table t 
with the provisions is to determine the significance level of 
0,05 and the Degree of Freedom (DF) / Degree of Freedom 
(DK) with the formula DK = n - 2 = 170 - 2 = 168. For this 
provision, the t table figure is obtained as much as 1,97419. 
 
1. T Test Sub-structure 1 

 
Table 9: Result T Test of Sub-structure 1 

 
 
Based on table 9, the results of previous calculations show 
that the number of t value is 5,793 > t table is 1,97419, so the 
decision is that H0 is rejected and H1 is accepted. This means 
that there is a linear relationship between the independent 
variable electronic word of mouth the dependent variable on 
the destination image. The effect of this size is significant 
because the significance / probability value of the calculation 
results listed in the Sig column is 0,000 < 0,05. 
 
2. T Test Sub-structure 2 

 
Table 10: Result T Test of Sub-structure 2 

 
 
Based on table 10, the results of previous calculations show 
that the number of t value is 5,520 > t table is 1,97419, so the 
decision is that H0 is rejected and H1 is accepted. This means 
that there is a linear relationship between the independent 
variable electronic word of mouth the dependent variable on 
the attitude toward destination. The effect of this size is 
significant because the significance / probability value of the 
calculation results listed in the Sig column is 0,000 < 0,05. 
 
3. T-Test Sub-structure 3 

 
Table 11: Result T Test of Sub-structure 3 

 
 
Based on table 11, the results of previous calculations show 
that the number of t value is 2,259 > t table is 1,97419, so the 
decision is that H0 is rejected and H1 is accepted. This means 
that there is a linear relationship between electronic word of 
mouth on the revisit intention. The results of previous 

calculations show that the number of t value is 3,723 > t table 
is 1,97419, so the decision is that H0 is rejected and H1 is 
accepted. This means that there is a linear relationship 
between destination image on the revisit intention. The results 
of previous calculations show that the number of t value is 
4,634 > t table is 1,97419, so the decision is that H0 is 
rejected and H1 is accepted. This means that there is a linear 
relationship between destination image on the revisit intention. 
This means hypothesis one, two, and three is accepted.  The 
effect of this size is significant because the significance / 
probability value of the calculation results listed in the Sig 
column is 0,025; 0,000;0,000 < 0,05. Figure 3 describes the 
path diagram and its path coefficient values 
 
4.6 Path Analysis 
Path analysis is used to test the intervening variables, namely 
the attitude variable towards the destination and the 
destination image variable. The result of path analysis in figure 
two.  

 
 

Fig. 2. Path diagram of Variable Influence Analysis Results 
Electronic word of mouth, Destination Image, and Attitude 

Toward Destination on Revisit Intention directly and indirectly 
 
Based on figure 2, the result of path analysis of Sub-structure 
equation one, two, and three. 
 
1. Path Analysis of Sub-Structure Equation 1 
Y1 = b1X1+ e1   
Y1= 0,408 + e1 
Y1 = Destination Image 
The influence of the variable electronic word of mouth on the 
destination image is 0,408. This means that if the e-WOM 
value increases by one value, it will increase the revisit 
intention value by 0,408.  

 
2. Path Analysis of Sub-Structure Equation 2 
Y2 = b2X1+ e2   
Y2= 0,392 + e2 
Y2 = Attitude Toward Destination 
The influence of the variable electronic word of mouth on the 
attitude toward destination is 0,392. This means that if the e-
WOM value increases by one value, it will increase the attitude 
toward destination value by 0,392.  

 
3. Path Analysis of Sub-Structure Equation 3 
Y3 = b3X1+b3Y1 +b3Y2 +e3   
Y3= 0,153 + 0,277 + 0,342 + e3 
Y3=Revisit Intention 
The influence of the variable electronic word of mouth on the 
revisit intention is 0,153. This means that if the e-WOM value 
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increases by one value, it will increase the revisit intention 
value by 0,153. The influence of the variable destination image 
on the revisit intention is 0,277. This means that if the 
destination image value increases by one value, it will 
increase the revisit intention value by 0,277. The influence of 
the variable attitude toward destination on the revisit intention 
is 0,342. This means that if the attitude toward destination 
value increases by one value, it will increase the revisit 
intention value by 0,342. Path analysis results through tables 
12.  
 

Table 12: Result T Test of Sub-structure 2 

Variable 
Intervening 

Variable 

Influence 
Total 
Effect Direct 

Effect 
Indirect 
Effect 

e-WOM  RI - 0.153 - - 

DI  RI - 0.277 - - 

ATD  RI - 0.342 - - 

e-WOM  RI DI - 0.113 0.685 

e-WOM  RI ATD - 0.134 0.734 

e-WOM  DI - 0.408 - - 

e-WOM  ATD - 0.392 - - 

 
Based on table 12, the indirect effect between e-WOM and 
Revisit Intention through the destination image is 0.113, while 
the influence between e-WOM and Revisit Intention through 
Attitude Toward Destination has a greater influence, namely 
0.134. This shows that the direct effect of e-WOM on revisit 
intention is greater than through the intervening variables. 
 

5 DISCUSSION 
 
The Influence of e-WOM on Revisit Intention 
Based on the results of the sub-structural path analysis 3, the 
sig value is 0,025 < 0,05 so that the hypothesis is accepted, 
meaning that e-WOM on Instagram has a significant effect on 
the intention to visit again. This shows that information on the 
application of health protocols and conditions for tourism 
destinations in Bali through Instagram social media accounts 
will increase a person's intention to visit Bali during a 
pandemic. This is in line with research conducted by [41] 
shows that  electronic word of mouth has effect on visit 
intention through city attitude toward city. Another research is 
by [17], [18], [14], and [19] shows that e-WOM has positive 
and significant effect on revisit intention. 
 
The Influence of Destination Image on Revisit Intention 
Based on the results of the sub-structural path analysis 3, the 
sig value is 0,000 < 0,05, so the hypothesis is accepted, 
meaning that the destination image has a significant effect on 
revisit intention. This shows that the memory of a person's 
destination image towards Bali can affect the intention of a 
return visit. This is in line with research conducted by [22], [18] 
and [14] shows that  destination image  has significant effect 
on revisit intention. 
 
The Influence of Attitude Toward Destination on Revisit 
Intention 
Based on the results of sub-structural path analysis 3, the sig 
value is 0,000 < 0,05, so the hypothesis is accepted, meaning 
that attitude toward destination has a significant effect on 
revisit intention. This shows that one's attitude towards Bali 
tourism destinations can influence one's intention to return to 

Bali. This is in line with research conducted by [42] and [43] 
shows that  destination image  has significant effect on revisit 
intention. 
 
The Influence of e-WOM on Revisit Intention through 
Destination Image 
Based on the results of the path coefficient testing on the first 
and third line equations, it shows the effect of e-WOM on 
revisit intention through destination images, it is shown the 
multiplication results between e-WOM on destination image 
and the effect of destination image on revisit intention, namely 
0,408 x 0,277 = 0,113 (0,113 < 0, 153). These results indicate 
that the effect of electronic word of mouth on revisit intention 
through destination images has a smaller effect when 
compared to the direct effect between e-WOM on revisit 
intention, which is 0,153.This is in line with research 
conducted by [41] shows that electronic word of mouth has a 
effect on visit intention through attitude toward a city 
 
The Influence of e-WOM on Revisit Intention through 
Attitude Toward Destination 
Based on the results of the path coefficient testing on the 
second and third line equations, it shows the effect of 
electronic word of mouth on revisit intention through attitude 
toward destination, it is shown that the multiplication result 
between e-WOM on attitude toward destination and the effect 
of attitude toward destination on revisit intention is (0,392 x 
0,342) = 0,134 (0,134< 0,153). These results indicate that the 
effect of electronic word of mouth on revisit intention through 
attitude toward destination has a smaller effect when 
compared to the direct effect between e-WOM on revisit 
intention, which is 0,153. This is in line with research 
conducted by [41] and [23] shows that electronic word of 
mouth has effect on visit intention or travel intention through 
city attitude toward destination. Based on the results of the 
study, it shows that individuals tend to believe that the source 
of information, namely e-WOM on Instagram, can affect the 
image of the destination, attitude toward destination, and 
intention to return visits, meaning that Instagram social media 
which contains information about the development of tourism 
destinations and information on health protocols that are 
promoted during the pandemic can affect someone intentions 
to visit back to Bali. The influence of e-WOM on the 
dissemination of information on tourism destinations on social 
media during the pandemic has an influence on intention 
individuals who have vacationed in Bali. Therefore, the Bali 
government needs to effectively disseminate information 
regarding conditions that are always up to date on the 
development of tourism destinations during this pandemic by 
utilizing social media which is widely used by Indonesians. 
 
Limitations and Suggestions for Future Research 
Based on the conclusions from the results of the analysis that 
has been carried out, further research is needed on this theme 
to determine the influence of other variables that are not used 
in this study. Therefore, the researcher suggests several 
suggestions for further research, namely 
1. Add other variables that might be used in further research 

in order to find out the variables that can influence a 
person in the intention of returning to a tourist area, such 
as service quality, loyalty satisfaction, destination 
attractiveness, perceived value for money, tourist 
attractions. 
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2. The intervening variable cannot mediate the electronic 
word of mouth variable on revisit intention because it only 
researches on Instagram and under certain conditions. 
The suggestion for this other research is to use e-WOM 
information sources in other media. Moreover, making a 
questionnaire through the selection of statements is 
further studied. 

3. Sampling with a larger number and a wider domicile, so 
that the resulting data maybe can be more different 

4. Research on e-WOM can be done on its social media 
platforms or through other media sources of information. 

5. Using data processing tools and other analysis methods in 
order to reduce the impact of errors when processing 
data. 

6. The influence of e-WOM on the dissemination of 
information on tourism destinations on social media during 
the pandemic has an influence on intention individuals 
who have vacationed in Bali. Therefore, the Bali 
government needs to effectively disseminate information 
regarding conditions that are always up to date on the 
development of tourism destinations during this pandemic 
by utilizing social media which is widely used by 
Indonesians. 
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