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ABSTRACT 

This study aims to determine and analyze the influence of variables from e-WOM and 

promotion on decisions to stay at hotels throughout Malang. The population used is 

customers or consumers who have stayed at the hotel and who have the potential to stay at 

the hotel. This research uses quantitative research with a survey method through a 

questionnaire. The number of samples in this study was 100 respondents. This sample was 

taken in the period of December 2020. The analysis technique of this research used multiple 

linear regression. The test results of this study indicate that each of the e-WOM and 

Promotion variables has a positive and significant effect on the Decision to Stay at Hotels in 

Malang Raya. This test shows that the e-WOM variable has a dominant influence on the 

decision to stay overnight with the results of the beta statistical value in the t-test that is 

greater than the promotion variable. This condition shows that the better the e-WOM that is 

disseminated and an innovative promotional strategy will increase consumer decisions to stay 

at hotels throughout Malang. This study is different from other studies because in this study, 

we put the object of the research into all hotels in Malang, with a survey that was distributed 

to hotel customers who had stayed in several different hotels. 
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INTRODUCTION 

Tourism is a sector that has an 

important position for society. If we took a 

glance at the tourism development target in 

2015-2019, the National Planning 

Development Agency targets the 

contribution of the tourism sector to GDP 

to reach 8 percent with a target of 275 

million domestic tourist visits in 2019. The 

potential for tourism development is quite 

large, especially when referring to tourism 

growth performance data. According to the 

World Trade Tourism Council (WTTC), 

which places Indonesia in the ninth-largest 

rank in the world. This is what causes the 

development of the lodging or hotel 

business to increase every year in 

Indonesia. Competition in the lodging 

services business is very tight, seen from 

the very close distance between one hotel 

and another.  

This makes the management of 

lodging services companies compete to 

make strategies to increase sales of their 

lodging services. Various aspects can 

influence consumer decisions to stay at 

certain hotels, including aspects of price, 
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service, facilities, location, promotions and 

so on.  

This business usually increases 

during the holidays because many tourists 

will use lodging services or hotels as a 

temporary resting place. I chose Malang as 

a research object because in our opinion, 

Malang has the potential to become a 

tourist spot and hotel development, 

especially in the southern part of Malang, 

which is famous for its beaches, besides 

that Malang is very suitable for research 

location. A hotel is a place of lodging that 

provides facilities to support the comfort of 

guests or consumers and has rental rates 

set by management. The integration of 

these elements will be the key to the 

success of a service company to improve 

performance, build customer satisfaction 

through satisfying facilities. Not only that, 

in the current era of globalization, the 

internet has become a trend for many 

consumers before making the purchase 

process.  

Many people do their research 

before making a visit or staying at a hotel. 

There are also those who are looking for 

any interesting promotions offered by 

hotels so that prospective visitors are 

interested in staying at the hotel. Peterson 

and Merino (2003) say that consumers tend 

to seek information about products or 

services to be purchased on the internet. 

According to Hennig-Thurau and Walsh 

(2004), the internet provides various ways 

to get information related to products or 

services from other consumers. Jones 

(2010) defines social networking sites as 

public media where users can write, store 

and publish information online. Goldsmith 

and Horowitz (2006) state that internet 

users have changed the way consumers 

communicate and share opinions or 

reviews about products or services that 

have been consumed. The process of 

communication between consumers via the 

internet is known as the Electronic Word 

of Mouth (e-WOM). Gruen (2006) defines 

e-WOM as a communication medium to 

share information about a product or 

service that has been consumed between 

consumers who do not know each other 

and have met before. 

Based on the background described 

above, the problem formulations that can 

be identified are. How is the effect of e- 

WOM on decisions to stay overnight? How 

is the effect of promotion on decisions to 

stay overnight? Which variable has the 

dominant influence on decisions to stay 

overnight? 

The purpose of this study is to 

determine the effect of e-WOM on the 

decision to stay at the hotel, to determine 

the effect of promotion on the decision to 

stay at the hotel, to determine the variables 

that affect the decision to stay at the hotel. 

 

LITERATURE REVIEW 

e-WOM (Electronic Word-of-Mouth) 

Thurau, Gwinner, Walsh and 

Gremler (2004) define e-WOM as positive 

or negative statements made by potential 

customers, or previous customers about a 

product or company where this 

information is available to many people 

and institutions via the internet. Kietzman 

and Canhoto (2013) state that e-WOM is a 

statement or opinion from consumers 

regarding a product, service, brand, or 

company that is shared with other 

consumers via the internet. E-WOM has a 

major impact on consumer purchasing 

behavior. Recommendations from trusted 

friends, associates, and other consumers 

have the potential to be trusted more than 

from commercial sources, such as 

advertisements and sales people. For the 

most part, Word of Mouth occurs 

naturally, consumers start by talking about 

a brand that they use to others (Kotler & 

Amstrong, 2012: 139). 

Dimensions of e-WOM According 

to Bambauer-Sachse and Mangold (2011), 

measuring e-WOM from three aspects, 

namely: 

1. General persuasiveness 
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- Online product reviews have an impact 

on purchasing decisions. 

- Before making a purchase decision, look 

at product reviews on websites to find out 

the opinions of other consumers. 

2. General credibility 

- Trustworthy online product reviews. 

- Trust the online reviews of products 

provided by other consumers. 

3. Susceptibility to online product reviews 

- Read online reviews of products from 

other consumers to find out what products 

or brands make a good impression on 

others. 

- Buy the right product or brand by reading 

online product reviews from other 

consumers. 

- Consult with other consumers about 

online reviews of the product to help in 

choosing the right product or brand. 

- Gather information from online product 

reviews before purchasing a particular 

product or brand.  

 The dimensions of e-WOM 

according to Roles of Product Involvement 

and Brand Image divide E-WOM into 3, 

namely: 

1. e-WOM Quality refers to the persuasive 

power of comments embedded in 

information messages (Bhattacherjee, 

2006). Consumer purchasing decisions can 

be based on several criteria or 

requirements that meet their needs and to 

determine their willingness to buy will be 

based on their perceived quality of 

information they receive (Cheung, 2012). 

Therefore, it is important to determine 

consumers perceptions of information 

quality as an element for assessing their 

potential purchasing decisions. 

2. e-WOM Quantity refers to the number 

of posted comments (Cheung and Thadani, 

2010). The popularity of a product is 

determined by the quantity of online 

comments because it is considered to 

represent the product's market performance 

(Chevalier and Mayzlin, 2006). Consumers 

also need references to strengthen their 

confidence to reduce feelings of mistakes 

or risks when shopping and the quantity of 

comments online represents the product's 

popularity and importance. In other words, 

consumers may feel that more reviews 

represent the high popularity of the product 

and its importance (Lee, 2009). 

3. Sender's Expertise is required training 

and experience and is domain specific. On 

the other hand, expertise can be seen as 

"authority," "competence," and "expertise" 

(Hung and Cheng 2006). It is considered 

that the expertise of senders when they 

make comments in consumer reviews will 

attract users to adopt the information and 

make a purchase decision. 

 

Promotion 

 According to Efrianto, (2016) 

Promotion is a means of various incentives 

that are carried out to meet targets in the 

short term and are designed to stimulate 

buyers of certain products faster or 

stronger by consumers or traders 

everywhere. Promotion is not a single tool 

but rather a mix of several tools. Ideally, 

under the concept of integrated marketing 

communications, a company will carefully 

coordinate these promotion elements to 

engage customers and build a clear, 

consistent, and compelling message about 

the organization and its brands, (Kotler and 

Amstrong, 2016: 444) means that 

promotion is not a single tool but a mixed 

tool ideally within the concept of unified 

marketing communications, companies 

take great care to coordinate promotional 

elements in engaging customers and 

building clear, consistent, and compelling 

messages about the organization and its 

brands. However, according to Hermawan, 

(2012: 54), there are 6 channels in 

communication mix such as advertising, 

sales promotion, publicity, personal 

selling, direct marketing, and experiences. 

 

The Purpose of Promotion 

 The main objective of sales 

promotion is to increase sales of a product 

by creating demand, namely consumer 
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demand, and trade demand. Promotion 

enhances the performance of 

intermediaries and acts as a supplement to 

advertising and personal selling. 

Promotion can help a company achieve the 

following goals: 

1. The basic purpose of promotion is to 

spread information to potential customers. 

2. Sellers use incentive-type promotions to 

attract new customers, to reward loyal 

customers and to increase the occasional 

user repurchase rate. 

3. To encourage customers to try new 

products. A sales promotion generates a 

sales response that is faster than an 

advertisement. 

4. Sales promotion is considered as a 

special sales effort to accelerate sales. 

5. To win competitor's promotional 

activities. 

 

RESEARCH METHOD 

Types of research 

This research uses quantitative 

research with a survey method through a 

questionnaire. Quantitative research is 

research that can be calculated through 

statistical methods with data in the form of 

numbers, while Arikunto (2010: 312) 

states that surveys are one type of research 

that is often carried out by researchers in 

the fields of sociology, business, politics, 

government, and education. Researchers 

use hotels located in Malang Raya as 

objects in this study. Researchers have 

determined to use primary data collected 

directly from research subjects. The 

research subjects used are customers or 

consumers who have stayed at the hotel 

and who have the potential to stay at the 

hotel.  

Multiple Linear Regression 

Analysis  

According to Algifari (2015: 56), a 

regression model for analyzing or knowing 

the relationship of the influence of two or 

more independent variables on one 

dependent variable is called multiple 

regression analysis. Some calculation 

processes are not always good at analyzing 

the relationship between the affected 

variable (dependent variable) and the 

influencing variable (independent 

variable). The dependent variable used is 

the decision to stay overnight (Y). 

Meanwhile, there are two independent 

variables that can affect the dependent 

variable, namely e-WOM (X1) and 

promotion (X2). So that to find out the 

hypothesis test that has been formulated 

previously, the authors develop a multiple 

linear regression equation as follows: 

Y = α + β1X1 + β2X2 + e 

Where: 

Y = Decision to Stay 

α = Constant 

β1,2 = Regression coefficient of each 

independent variable 

XI = e-WOM 

X2 = Promotion 

e = Standard Error 

 

Variables and Variable Operational 

Definitions 

 The variable is an indicator of the 

object to be studied where the variable that 

affects is said to be an independent 

variable, while the variable that is affected 

is called the dependent variable, then all of 

these variables are tested and conclusions 

are drawn (Algifari, 2015: 1). The 

operational definition of a variable is a 

definition given to a variable by giving 

meaning or specifying activities or 

justifying an operation to measure the 

variable. The following is the operational 

definition of each variable used in this 

study: 

 

A. E-Wom 

 e-WOM has a definition as 

a communication medium to share 

information about a product or 

service that has been consumed 

between consumers who do not 

know each other and have met 

before (Gruen, 2006). According to 

Sen and Leman (2008), the main 
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factor of e-WOM is that the 

information sources are 

independent. This means that the e-

WOM information source is not 

tied to a particular company and 

does not benefit any company. 

Therefore, the communication 

process through e-WOM does not 

trust the source of information that 

comes from the company. 

 

B. Promotion 

 Promotion is an activity 

carried out by marketers to 

stimulate or stimulate prospective 

customers to immediately 

determine purchase decisions. The 

5 out of 6 promotional indicators 

put forward by (Hermawan, 2012: 

54) are used as a measuring tool in 

this study, including: 1) 

Advertising, 2) Sales Promotion, 3) 

Personal Selling, 4) Direct 

Marketing, 5) Events and 

Experience. 

 

C. Overnight Decision 

 The decision to stay is an 

act in making a decision to choose 

an inn or hotel to be used as a 

temporary residence requiring a 

little stimulus to speed up 

purchasing decisions. The five 

indicators put forward by (Tjiptono 

and Diana, 2016: 60) include: 1) 

Identification of Needs, 2) Search 

for Information, 3) Evaluation of 

Alternatives, 4) Purchase 

Decisions, 5) Evaluation of 

Retirement. 

 

RESULTS AND DISCUSSION 

Multiple Linear Regression Analysis 

 Multiple linear regression is a 

regression equation used to analyze the 

influence between independent variables 

with the decision to stay overnight as the 

dependent variable. The data in this study 

were managed using the SPSS 20 program 

on a computer as a tool. 

Tabel 1 Results of Multiple Linear 

Regression Analysis Coefficients 
Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

B Std. Error Beta 

 (Constant) 2.348 1.989  

X1 .509 .087 .502  

X2 .282 .097 .252  

a. Dependent Variable: Y 

 

Based on Table 1 above, the multiple 

linear regression equation is obtained as 

follows: 

Y = 2,348 + 0,509 X1 + 0,282 X2 + e 

 The multiple linear regression 

equation above, can be explained as 

follows:  

1). Constant (a), from the multiple linear 

regression equation above, the positive 

constant is the value of 2.348. This means 

that if the independent variable in this 

study is assumed to be zero, then the 

decision to stay at the hotel is worth 2,348. 

2). Regression Coefficient X1 (ΒX1), e-

WOM regression coefficient (X1), from 

the multiple linear regression equation 

shows a result of 0.509, which indicates 

that e-WOM (X1) has a positive effect on 

the decision to stay at a hotel.  

 This means that if the e-WOM 

variable increases by 1 unit, the stay 

decision variable (Y) will increase by 

0.509 if the promotion variable (X2) is 

assumed to have a fixed value. Regression 

coefficient X2 (ΒX2), promotion 

regression coefficient (X2), from the 

multiple linear regression equation shows a 

result of 0.282, which indicates that 

promotion (X2) has a positive effect on the 

decision to stay (Y) at the hotel. This 

means that if the promotion variable has an 

increase of 1 unit, then the stay decision 
variable will also increase by 0.282 if the 

e-WOM variable is assumed to have a 

fixed value. 

 

Hypothesis Test (t-test) 
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 Hypothesis testing (t-test) was 

conducted to test the influence of each 

independent variable consisting of e-WOM 

(X1) and promotion (X2) on the dependent 

variable, namely the decision to stay 

overnight (Y). This test is done partially 

with a significance (α) of 5%.

 
Model  t  Sig.  (α)  Explana-

tion 

 (Constant)  1.181  .241  .05  

X1 5.823  .000  .05  Influenced  

significantly  

X2  2.919  .004  .05  Influenced  

significantly  

 

 Based on the results shown in the 

table, the value of hypothesis testing (t-

test) on each variable, namely e-WOM 

(X1) and promotion (X2) on the dependent 

variable, namely the decision to stay 

overnight (Y) can be explained as follows: 

1). e- WOM (X1), the results of hypothesis 

testing (t-test) of the effect of the e-WOM 

variable (X1) on the decision to stay (Y) 

show that the tcount is 5.823 with a 

significance of 0.000 <0.05, it can be 

concluded that H0 is rejected. So, partially 

e-WOM (X1) has a positive and significant 

effect on the decision to stay overnight 

(Y).  

2). Promotion (X2), the results of 

hypothesis testing (t-test) the effect of the 

promotion variable (X2) on the decision to 

stay (Y) shows that the tcount is 2.919 

with a significance of 0.004 <0.05, it can 

be concluded that H0 is rejected. So, 

partially promotion (X2) has a positive and 

significant effect on the decision to stay 

overnight (Y). 

 

CONCLUSION 

There are three conclusions as a result of 

this study which can be described below: 

The test results show that the e-

WOM variable has a positive and 

significant effect on the decision to stay 

overnight.  

Promotion has a positive and 

significant effect on the decision to stay 

overnight. The promotion by the hotel is 

quite influential on the consumer's decision 

to stay overnight. The more often the 

promotion is carried out and given to 

potential customers, the more consumers 

will decide to stay at the hotel. 

E-WOM has a dominant influence 

on the decision to stay overnight which is 

shown in the beta statistical value in the t-

test. 

The suggestions that the author can 

share in this scientific article such as to 

increase visitors, the hotel is expected to 

increase access to information, interact 

with online customers, get lots of positive 

reviews from visitors, and respond to 

online reviews well. Also to increase hotel 

visitors, hotel management should often 

make promotional promotions that attract 

visitors and evaluate promotional 

strategies. 
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