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ABSTRACT
This research aims to determine and analyze those factors which influence
the visit intentions to Betawi Cultural Village Tourism Area. This
population was tourists who interested in visiting the tourist destinations of
Betawi Cultural Village, while the sample in this research was 150
respondents. This research analyzed by Structural Equation Model (SEM)
with assistance of LISREL 8.80 program to examine these hypotheses. The
result shows that visit intention to Betawi Cultural Village Tourism Area
was influenced by motivation to visit and image of destination, while
eWOM did not impact the visit intention to Betawi Cultural Village
Tourism Area.
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I. INTRODUCTION
Currently this tourism sector is one of the largest foreign
exchange earners for Indonesia, written in 2014 it reached
IDR 120 trillion and contributed around 11 million people to
working in these opportunities. The tourism sector
contributed to the national Gross Domestic Product (GDP)
in 2014 which is 9% or IDR 946.09 trillion.
To encourage and develop these tourism sector, the
government should be able to plan tourism development
programs that carried out by various strategies such as
developing tourist markets, developing tourism images,
developing tourism marketing partnerships, and developing
tourism promotions. All strategies planned by the
government were carried out in order to achieve the tourism
growth target. The targets of tourism development were
increasing local businesses in the tourism business,
increasing the income of people around tourist areas, and
increasing the number of certified local workers.
To develop cultural tourism, it is necessary to have a
tourist attraction that could invite more visitors to come to
this cultural tourism. To be able to develop a cultural
tourism area, it is necessary to have marketing management
for this tourist area, so tourist attractions were visited by
many tourists and earned lots of profits for the manager and
the surrounding community.
According to this data by Betawi Cultural Village tourism
manager in 2018 and 2019, it could be seen that there is an
increase in the number of visits each year. However, the
large increase in the number of visitors to Betawi Cultural
Village area is still not significant in percentage, though
when viewed more deeply the tourism potential of this
tourist area is very large, seeing from the entrance ticket is
free of charge, interesting artistic attractions, and various
cultural tourism areas.
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Fig. 1. The comparative ratio of visitors to the cultural village of Betawi
in 2018 & 2019.

In supporting this study, the writer made a survey of 30 of
Jakarta's native residents to see what factors were
considered or prompted the interest of those in visiting the
betawi cultural village. Pre surveys have found that travel
features, destination image and eWom are the 3 biggest
factors which are thought to affect the intention in visiting
the betawi cultural village.
Prior research by Chu and Luckanavanich [1] found that
Travel Motivation, social media, and destination image had
significant impact towards visit intentions. Krishnapillai and
Vol 6 | Issue 2 | March 2021

74

RESEARCH ARTICLE

European Journal of Business and Management Research
www.ejbmr.org

Ying [2] found that Electronic Word of Mouth (eWOM)
have significant impact on visit intentions. Horng et al [3]
found that Destination Familiarity influenced these visit
intentions.
Based on these phenomena that have been stated above,
these researchers were interested in conducting research on
the influence of Travel Motivation, destination image and
eWOM on tourist visit intentions to Betawi Cultural Village
Tourism Area.

II. THEORETICAL REVIEW
A. Travel Motivation
According to Ahola in Chu & Luckanavanich [1] Travel
motivation is defined as the kind of satisfaction one expects
and achieves by the journey. While plaque in Astini &
Sulistiwati [4] suggests that Travel Motivation is one set of
needs that leads one to participate in the tourist activities.
Furthermore, gas stations in Astini & Sulistiwati [4] suggest
that there are two dimensions to measure travel motivations:
pull-ups and push surveys. Pull-offs are associated with
these external forces projected to account for real goal
options, while push pulls are associated with internal forces
of the society themselves which explain their desire to go on
vacation.
B. Destination Image
Destination images are the beliefs, attitudes, and
impressions that people have when thinking about goals and
perceptions related to goals in that person's mind. According
to Echtner & Brent Richie in Astini & Sulistiyowati [4],
destination image simply refers to the impression of a place
or someone perception of certain area. Furthermore, they
explained that there are four components of destination
image, such as: functional characteristic attributes, holistic
functional characteristics, psychological characteristics
attributes and psychological-holistic characteristics.
C. Electronic Word of Mouth (eWOM)
According to Pride et al Krishnapillai & Ying [2] WOM
is a type of communication message that comes from
outside the organization and the information generated
usually outside the company's control. The increasing of
internet use and social networking is also an important
matter where currently the Word of Mouth is not only
carried out by individually but could be in any form
including the internet which is called as the Electronic Word
of Mouth (eWOM). The effectiveness of Electronic Word of
Mouth is more effective than Word of Mouth
communication in this offline world, due to greater
accessibility and high reach. (Chatterjee in [5]). There are
four dimensions to measure these Electronic Word of Mouth
(eWOM), such as Intensity in Electronic Word of Mouth,
content, positive opinions and negative opinions [6].
D. Visit Intention
According to Kotler & Armstrong [7], purchase decision
process consists of five stages, namely knowing needs,
seeking information, evaluating alternatives, purchase
decisions and re-purchase behavior. Ferdinand in Putra &
Harijanto [8] stated that purchase interest was obtained from
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learning and thinking process that forms as a perception.
Furthermore, he said that purchase interest could be
identified in several factors, including through transactional
interests, referential interests, preferential interests and
exploration interests.
E. Hypothesis and Conceptual Framework
Based on these theories and previous research, the
hypotheses in this research could be drawn such in below:
H1: Travel motivation variable had positive and
significant impact towards variable of visit intention to the
Betawi Cultural Village tourist area
H2: Destination image variable had positive and
significant impact towards visit intention variable to the
Betawi Cultural Village tourist area
H3: eWOM variable had positive and significant
influence towards visit intentions to Betawi Cultural Village
tourist area.
Based on this hypothesis, the authors compile a
conceptual framework in this research as follows:
Travel Motivation
(X1)

Destination Image
(X2)

Visit Intention (Y1)

eWOM
(X3)
Fig. 2. Conceptual Framework.

III. RESEARCH METHODS
This research used quantitative research methods by
explanatory and survey approach. The independent variables
in this research were travel motivation, destination image
and eWOM, while the dependent variable is visit intention.
The population in this research were tourists who were
interested in visiting the Betawi Cultural Village Tourism
Area. The sampling method used purposive sampling
method with total sample of 150 respondents. This research
analyzed by Structural Equation Model (SEM) with assist of
LISREL 8.80 program to examine these hypotheses.

IV. RESULTS AND DISCUSSION
A. Respondent Acoustic Character
Based on these characteristics of 150 respondents, the
majority of tourists were male as many as 77 respondents
(51%), > 30 years old (75%), have an income of between 520 million (59%), and 100% come from Betawi culture.
This illustrates that all tourists who visit are Betawi people,
the majority who are male, who have sufficient income and
excited in learning more about Betawi culture.
B. Validity and Reliability Test
Results from validity test by LISREL, all statements from
research variables (travel motivation, destination image,
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eWOM and visit intention) have a Standardize Loading
Factor value of > 0.5, so it could be concluded if all
statements were valid.

Fig. 3. SEM Measurement Test Results.

Then, based on these reliability test result, the destination
motivation variable had CR value of 0.94 and VE value of
0.83; destination image variable had CR value of 0.94 with
VE value of 0.62; eWOM variable had CR value of 0.94,
and VE value of 0.62, visit intentions variable had CR value
of 0.90 and VE value of 0.69. According to the test results,
it appears that all research variables have CR value of > 0.6
and VE value > 0.5, Meaning that all research variables
were declared reliable.
C. Test and Analysis of the Overall Fit of the Measurement
Model
There are two measurement categories used to examine
the goodness of fit measurement model, namely the absolute
fit measure and the incremental fit measure. Based on these
test results, all indicators in the research variables get ChiSquare = 789.70, df = 293, P-Value = 0.000 and RMSEA =
0.107, so the compatibility was Poor fit. (Where RMSEA <
0.08 was a good fit, RMSEA < 0.10 marginal fit, and
RMSEA > 0.10 poor-fit), so it is necessary to modify the
model. After modification, it appears that the construct used
to form a research model on the measurement of all
variables has met the predetermined goodness of fit criteria.

Fig. 4. Overall Variable Model.Hypothesis

Tests

Based on the results of this SEM analysis, the R2 value
was 0.60. Meaning that the tourists visit intention was
influenced by Travel Motivation, destination image, and
eWOM by 60%.
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Fig. 5. Structural Equation Model Output.

Based on these SEM analysis results, it shows that:
1) The influence of travel motivation towards visit
intentions has t-value 4.11 > 1.96, with positive
coefficient value of 0.43. Meaning that Travel
Motivation has a positive and significant impact
towards visit intentions (H1 was accepted).
2) The influence of destination image on visit intentions
had t-value = 2.16 > 1.96, with positive coefficient
value of 0.33. Meaning that the destination image has a
positive and significant impact towards visit intentions
(H2 was accepted).
3) The influence of eWOM on visit intentions has t-value
= 0.85 < 1.96, with positive coefficient value of 0.09.
Meaning that eWOM has no influence towards visit
intentions (H3 was rejected).
TABLE 1. HYPOTHESIS TEST RESULTS
Relationship Between
Estimates
t-Values
Information
Construct
Travel motivation ->
Positive and
0,43
4,11
Visit intention
Significant
Destination image ->
Positive and
0,33
2,16
Visit intention
Significant
eWOM -> Visit
0,09
0,85
Not Significant
intention

1) Travel Motivation has a positive and significant impact
towards Visit Intentions.
2) Destination image has a positive and significant impact
on Visit Intentions.
3) eWOM has no significant impact on Visit Intentions.
B. Suggestion
Based on the conclusions that authors described above,
the suggestions from the authors included in these following
recommendations:
1) In previous research, it was stated that eWOM had a
significant impact on visit intentions however in these
research results, it found that eWOM had no significant
impact on visit intentions. As for further research, you
can use a different subject than the ones used in this
research.
2) For further research, you can add indicators or change
respondents who were more specific to the eWOM
indicator. Future studies could replace respondents with
a certain age range to re-examine those respondents
with a certain age range level.
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Fig. 6. Path Diagram of Structural Model Estimates and t-Value.

V. CONCLUSION AND SUGGESTION
A. Conclusion
According to these research results and its discussion
above, the conclusions could be drawn as follows:
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