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The COWID-19 epidemic has altered every aspect of the global system. & new virus immobilized every
industry, and experts worldwide competed to find autwhich nation the infection originated in. This virus
affected, Wuhan China at early 2020. And affected Indonesia by march 2020, Bven though itwas still alocal
issue, taurists began to focus on the dilemma that arose with the creation of COWVID-19. Travellers decided
to postpone or cancel their vacation almost simultaneously, and word quickly spread. that were Trawvel
cancellations noted in 40.81% of instances, indicating that this was the primary item on travellers’ agendas.

One of the sectors mostimpacted by the COWID-19 epidemic would be tourism, (Restikadewi et al, 20217,
Sacial media and technology applications hawve blessed the world community by providing up-to-date

health-related information during the pandernic. Social media has also made the world more unified and

symbiotic by combining historically separate national markets into a large marketplace (Thomas et al,

Vi



TABLE OF CONTENT

PANEL OF EXAMINERS APPROVAL SHEET ..ottt I
DECLARATION OF ORIGINALITY oottt I
SCIENTIFIC PUBLICATION APPROVAL FOR ACADEMIC INTEREST .....coccooiiiiiienreeseennes 111
ADVISOR APPROVAL FOR JOURNAL/INSTITUTION’S REPOSITORY .....c.ccoeiiiiiiiiincese e, A%
TURNITIN ettt b e bt bt b b e bbb b bt e E e s £ ekt e b e s £ b e e e s e eb e e b e st eb e e b et et e eb et ebesb e e ebenres \'
AIDETECTOR REPORT ..ottt sttt eb et b e sh e b e bt b e sb et eb e bbbttt sb e e et e nne e ebennas VI
ABSTRACT ittt b e bbb e bt s bR R R R £ AR b £ R R R R £ R R e R Rt R e bRt E bt e b s VII
ACKNOWLEDGEMENT ..ottt bbbt bbbt eb et nnnn e anas VI
TABLE OF CONTENT ..ottt bbb e bbbt e bbbt b et r b s IX
LIST OF TABLES .. ..ottt bbb bbbt eb e bt eb e s b e bbb et e b e ebeanas XI
LIST OF FIGURES ..ottt bbb bbb bbb b bbbtk bbbttt XI1I
CHAPTER | INTRODUGCTION ..ottt ettt sttt sb et b et b ettt b et b bbb b et st nb e b 1
1.1 BACKGROUND OF THE PROBLEM
1.2 PROBLEM STATEMENT w.ooucvtmtettmeetseeesseessseesssesessseeesssaeesssae st e0e1 4005144088108 8 1088158888888
1.3 RESEARCH QUESTIONS .......ooiiiiiittiieiiseeissietss s sssssse sttt e85t
1.4 RESEARCH OBJIECTIVES .....couiuumietueeeseeesseesssaeesssasssssaessssse e s sess 1400814081158 8 1588880818888 5
1.5 OUTLINE OF THE RESEARCH. ..ottt 6
CHAPTER H LITERATURE VIEW ...ttt bbbttt 7
2.1 REVIEW OF LITERATURE .....cootiriettieeessseeeesss s ses s ess e85 88 885888888888 7
2.1.1 Social Media IMArKEING ........coiiiiiiiiite ettt b e et sb et sr e ebe e 7
A O T 1 (=1 o | A TN =1 L SRR 9
2.1.3 SOUICE Credibility .......ciiuiieeiie bbbt 10
2.1.4 DESHINAION TMAYE .....eiviiteieieite ettt ettt b et b ettt b e bbb bbbttt b bt 12
2.1.5 VST INTENTION ...ttt ettt bbbttt e b e bbbt e bt e s e et et e sbesbesbesbeennas 13
2.2 HYPOTHESIS DEVELOPMENT ....ooutititiitmtiiisetsessssesssseessssee st st 15
2.2.1 Social Media Marketing and Visit INTENTION ... 15
2.2.2 Social Media Marketing and Destination IMage...........ccereiireririiieie e 16
2.2.3 Content Quality and Destination IMAGE ........ccccoeiiriiieieese ettt bbb 17
2.2.4 Source Credibility and Destination IMAJE. ..........coireiieieieie ettt 18
2.2.5 Destination Image and Visit INTENTION ..........cccooiiiiiiiie e 19
CHAPTER HI RESEARCH METHOD ..ottt bbb 21

3.1 RESEARCH DESIGN
3.2 SAMPLING DESIGN
3.3 RESEARCH INSTRUMENT AND OPERATIONAL DEFINITIONS
3.4 DATA COLLECTION DESIGN ...t s
S D DATA ANALY SIS ...ttt 112221882t sns

3.5.1 Respondent’s PrOTile...........ccooiiiiiiiii e

3.5.2 DESCHIPLIVE ANAIYSIS ....ecveeieiie ittt sttt ettt bbbt e st e e e b e b e sbeebeebeeme e s et e nbesbesbesneeneas

3.5.3 INTErENtial ANAIYSIS ....vveveeieie ittt ae st reen et r e renrenreeneenes 25




CHAPTER 1V ANALYSIS AND DISCUSSION......c.ooiiiiiiiiiiint et 29

4.1 RESPONDENTS PROFILE .....cooturereeriumieeereessiieeesessssseeesess st ses 1110458881150 29
4.2 DESCRIPTIVE ANALY SIS, .oooootuerereessaseeesesssosseeesess e ess 4881111045588 31
4.2.1 SocCial Media IMArKELING .........cciiieiiie ettt ettt e s reete e e et et saesreaneeraenes 31
4.2.2 CONEENT QUATITY ..ottt et b bbb bbbttt nb et sr e b e 32
4.2.3 SOUFCE CrEIDIITY ....cveiviiciie bbbt eb e 32
4.2.4 DESINALION TMAGE ....vevieeiiiteieeteete ettt b bt b bbb e bbbkt eb et et sb e bt eb e b e anes 32
4.2.5 VISIE INTENTION ..ottt ettt 33
4.3 INFERENTIAL ANALY SIS ooooooourereessoieeesesssseeesess e sess 5881111055881 5888105880085 33
4.3.1 VALY TOST. ..ttt b b et b bbbt b bbbkt eb e ekt e bt ekt eb e et e ab e b e enes 33
4.3.2 REIADITTY TS ...ttt bbb bbb bbbtk nb e et bbb e b anes 34
4.3.3 GOOANESS OF FIt (GORF) ...ttt ettt bbbt sb et e 34
4.3.4 HYPOThESIS RESUIL ..ottt bbbttt sttt en e 34
435 R-SQUANE....cceeeeete ettt bbb R R R R R R Rttt r b r s 35
4.4 DISCUSSION ....ouviimiiimiieimtiessee e s s8Rk 35
CHAPTER V CONCLUSION AND RECOMMENDATION .....ooiiiiiiiiieeie et s 39
5.1 CONCLUSION. .....cctotirermeresaeeesessseessse st ess s8££ 18888888 39
5.2 IIMIPLICATION .....ctotirirmeiese e eessssessee s8££ 88188888 40
5.2.1 Theoretical IMPICALION ........c.coiiiiiei e bbb 40
5.2.2 Managerial IMPLICALION .........ooviiiiiiiie bbb 41
5.3 LIMITATIONS AND FUTURE RECOMMENDATIONS.........ovtiiimiiiiieiiiinesiesessessssesssssesssssessssesssssesssssssssssssssssssesssnos 42
REFERENCES 45




LIST OF TABLES

Table 4. 1 Respondent’s PrOfile .........ccoviiiiiiiiiice e 31
Table 4. 2 Social Media DeSCriptive ANAIYSIS..........coiiiiiiiiieccees e 31
Table 4. 3 Content Quality Descriptive ANAIYSIS .......c.ccciviiiiiieieiicc e 32
Table 4. 4 Source Credibility DesCriptive ANAIYSIS..........cccoeieiiiiiiiiisiie e 32
Table 4. 5 Destination Image DesCriptive ANAIYSIS.........ccoooeiiriiiiiinisise e 33
Table 4. 6 Visit Intention DesCriptive ANAlYSIS...........coiiiiiiiiiii e 33
Table 4. 7 Outer LOAAING ValUE .........ocvoiiieiee e 33
TabIE 4. 8 AVE VAIUE ...ttt 33
Table 4. 9 Cronbach Alpha and Composite Reliability Value..........c.ccccooveviiiiiiicciecc e, 34
TADIE 4. 10 GORF TS ...ttt b bbbttt bttt benn e 34
Table 4. 11 HYPOtNESIS TESTING ....cveiveiteieieieiieieee sttt bbbt 35
Table 4. 12 R-SUUAIE VAIUE ........eoiiiie ettt sttt e be e st e be e besbeetaesbesneeneenee e 35

Xi



LIST OF FIGURES

Figure 1. 1 Change in international tourist arrivals during the coronavirus (COVID-19) pandemic

worldwide from 2019 10 2023........cceiiiiieieieeie sttt ettt ettt nre e eesre s aenrenres 1
Figure 1. 2 10 Global Social Media Users Spend More Time on TikTok Than Facebook

(KAEAAALA.COTA) ..ttt b bbb e e et e st bbb nn e nen e 2
Figure 1. 3 Social Media Has the Greatest Influence on Travel Destination Choice (Hinton, 2023) ...... 3

xii



