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This study aims to determine the effect of 

Digital Marketing on Interest in Visiting Atlantis 

Land East Surabaya and the effect of E-WOM on 

Interest in Visiting Atlantis Land Surabaya. The 

population in this study are visitors to Atlantis 

Land who are over 18 years old. The sample in 

this study used the Ghozali formula and found 

112 respondents. The method used in this study 

uses the GForm form. The analysis technique in 

this study uses PLS (Partial Least Square). The 

results of this study indicate that the Digital 

Marketing indicator variable that has the highest 

percentage is video content that displays all the 

attractions and rides of Atlantis Land Surabaya 

which are very interesting (X1). 
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Picture2.Atlantis Land Tourist Visit Data 

 

Picture 1 Atlantis Land Tourist Visit Data 

 

INTRODUCTION 
 One of the necessary development supports is technology that promotes 

tourist destinations. Technology is an important thing that makes it easier for 
people to access information anywhere, including in Indonesia. Currently the 
mass media advertise more than in the previous period, and the development 
of information technology is one of the driving factors. The development of 
social media in Indonesia is also increasing rapidly both in terms of devices, 
technology and networks. In addition to technological developments, the 
attributes used in tourism can be one of the tourist attractions, whether visiting 
a tourist spot or not. This technological development can also be utilized by 
tourism industry players as a marketing medium via the internet. 

 
Picture 1 Number of Commercial Tourist Attraction 

 
 
 
Various kinds of rides, both indoor and outdoor, are available at Atlantis 

Land, which attracts tourists to try all the rides. The following is Atlantis Land 
visit data from year to yea.  

 
 

 
Source: Atlantis land 2022 document 

Source: Databoks - Katadata 2020 
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It can be seen from Figure 1.2 above that the most visitor visits were in 
2018 and the lowest visitor visits were in 2019 due to the COVID-19 pandemic. 
To increase the interest of Atlantis Land tourism visitors, social media is 
needed, namely Instagram by creating interesting content and providing lots 
of information about prices and promos from Atlantis Land tourism. In 
(Pratiwi and Madancaragni, 2020) states that social media, especially 
Instagram, has a significant impact in increasing tourism figures.. 

Word of mouth is word of mouth marketing that can be done orally, in 
writing, or electronically between people who have a connection with the 
advantages or experience of visiting a tourist destination. Word of mouth is a 
source of information that can be trusted, information on tourists who have 
visited is an important factor because it is through other people's 
recommendations and arouses curiosity about these tourist destinations. 
Recommendations from other parties often generate more trust in prospective 
visitors compared to promotional activities carried out by tourism business 
actors and can influence other parties' decisions when visiting these tourist 
attractions. More and more uploads of tourist attractions on social media 
followed by good comments about tourist attractions can influence tourists' 
interest in visiting. EWOM plays an important role in purchasing decisions 
because basically individuals will make purchases based on the results of 
positive reviews about a product or service (Dewi and Darma, 2019). 

A person's interest in visiting Atlantis Land is certainly influenced by 
many factors, one of which is lifestyle. According to Plummer in Al-Dmour et al 
(2017) lifestyle is a way of life that is identified with how they spend their time, 
what they consider important in their environment, their view of themselves 
and the world around them and some basic characteristics such as stage them in 
their life cycle, income, education and place of residence. Lifestyle is a behavior 
that reflects what problems are actually in the minds of customers who tend to 
mingle with various things related to consumer emotional and psychological 
problems (Aulia, 2018). 

 
Research Question 
 Based   on   the   previous   description,  the   problem   statement   can   
be formulated as follows: Does Digital Marketing and E-WOM have a positive 
effect on interest in visiting Atlantis Land? 
 
Research Objectives 
 The Study aim to find out whether Digital Marketing and E-WOM 
have a positive effect on Interest in Visiting Atlantis Land 

 
 
THEORETICAL REVIEW 

Digital Marketing 
Digital marketing is an activity in the field of marketing that utilizes 

existing platforms on the internet to reach target consumers. In addition, digital 
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marketing is defined as marketing products or services via the internet or 
known as i-marketing, web marketing, online marketing, e-marketing, or e-
marketing. -commerce (Herman, 2012). Digital marketing activities are used by 
business people so that the application of internet media in the market 
increases. 

 
Electric Word Of Mouth (E-WOM) 

 Electronic Word of Mouth comes from Word of Mouth as a marketing 
effort that triggers customers to talk about, promote, recommend and sell a 
product or service to customers, (Kottler & Keller, 2018). Word of mouth 
(WOM) is consumer action in providing information to other people 
(interpersonal) about Hasan's brand or product (2010:32). In addition, word of 
mouth is also the most powerful, inexpensive, effective promotion strategy that 
can be used in business, Ulumi et al (2014). From this description it can be 
concluded that, word of mouth is basically information in the form of verbal 
messages about products or services, even the company itself, which has been 
experienced by buyers which is then conveyed to other people in an informal 
manner. 

 
Visiting Interest 
 According to the Big Indonesian Dictionary, interest is a tendency of the 
heart towards something, as well as a desire for something. Therefore, 
something must be generated, both from within and from outside to like 
something. According to the Big Indonesian Dictionary, visiting can be 
interpreted as going and coming to see, visiting each other, traveling and 
passing through a place. Therefore, it can be concluded that visiting interest is a 
tendency or desire that arises to visit a place. 
 
The Influence of Digital Marketing on Visiting Interest 
 The Influence of Instagram Social Media on Visiting Interests. In Elly 
Amalia Sholikha and Sunarti (2019) it is known that the variable Digital 
marketing through Instagram (X) has a significant influence on the variable 
Interest in Visiting (Y) Atlantis land Surabaya. The results of this study are also 
supported by Effendi's theory (2003), namely the SOR theory which states that 
organisms will produce certain behaviors if there is a special stimulus so that 
one can expect and estimate the suitability between messages and 
communication reactions. The trigger for this theory is that posts on the 
Instagram social network will ask someone to reply. The answers in this study 
are customer perceptions on the Instagram social network that will be available 
in the future interested in visiting. 
 
H1: Digital Marketing positively influences the Visiting Interest to Atlantis 
Land 
 
The Influence of E-WOM on Visiting Interest  
 The relationship between Electronic Word of Mouth (eWOM) and 
interest in visiting is proven by research, one of which was conducted by Erkan 
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(2016) which states that the quality, credibility, usability, and adoption of 
information, the need for information, and attitudes towards information are 
the main factors of eWOM. on social media that can affect consumer buying 
interest. Meanwhile, Bataineh (2015) states that the credibility, quality and 
quantity of eWOM have a significant effect on corporate image and purchase 
intention. 
 
H2: E-WOM positively influences the Visiting Interest to Atlantis Land 
  

 
 
 
 
 
 
 
 
 
 
 
 

Figure 1 Conceptual Framework 
  

 
METHODOLOGY   

 This researchusing quantitative descriptive method. Data collection was 
carried out through distributing questionnaires. This study uses an ordinal 
scale with Likert weighting. Sampling was carried out using a non-probability 
sampling technique with convenience sampling. The sample size for this 
research is 112 respondents. Data analysis in this study was carried out through 
descriptive analysis using the Partial Least Squares (PLS) method, and 
hypothesis testing was carried out using statistical methods supported by 
SmartPLS 4.0 software. The measuring tool used in this research is an online 
questionnaire made with Google Forms.   

 
 
RESULTS 
Measurement Model and Indicator Validity test 

 A.) First Order (Dimensional Measurement Model with indicators and 
variables with indicators with outer model measurements) 

The measurement model in this study uses exogenous variables with 
reflective indicators including Digital Marketing indicators (X1) and all 
dimensions of the E-WOM variable (X2) as well as the endogenous variable 
namely Interest in Visiting (Y). To measure the validity of indicators, one of 
them is based on the output of the outer loading table, namely by looking at the 

H1 

H2 

Digital 
Marketing  

(X1) 
 

 

EWOM  
(X2) 

 

Interest in 

Visiting (Y) 
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value of the factor loading, because in this modeling all indicators are reflective, 
the table used is the output outer loading. 

 
Table 1 Outer Loadings (Mean, STDEV, T-Values) 

 
Factor 

Loading (O) 
Sample 

Means (M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STERR|) 

X1.1 <- DIGITAL 
MARKETING (X1) 

0.786 0.784 0.037 21041 

X1.2 <- DIGITAL 
MARKETING (X1) 

0.865 0.862 0.028 30,366 

X1.3 <- DIGITAL 
MARKETING (X1) 

0.817 0.813 0.044 18,617 

X1.4 <- DIGITAL 
MARKETING (X1) 

0.781 0.780 0.039 20,261 

X2.1.1 <- Intensity (X2) 0.854 0.854 0.026 32,871 

X2.1.2 <- Intensity (X2) 0.882 0.880 0.035 25.139 

X2.1.3 <- Intensity (X2) 0.886 0.886 0.023 38,824 

X2.2.1 <- Content (X2) 0.822 0.822 0.033 25014 

X2.2.2 <- Content (X2) 0.870 0.870 0.026 33,255 

X2.2.3 <- Content (X2) 0.787 0.786 0.038 20,843 

X2.3.1 <- Valence of 
opinion (X2) 

0.854 0.853 0.031 27,418 

X2.3.2 <- Valence of 
opinion (X2) 

0.826 0.825 0.035 23,708 

X2.3.3 <- Valence of 
opinion (X2) 

0910 0910 0.017 54,344 

Y.1 <- INTEREST IN 
VISITING (Y) 

0.749 0.745 0.071 10,508 

Y.2 <- INTEREST IN 
VISITING (Y) 

0.865 0.864 0.031 27,714 

Y.3 <- INTEREST IN 
VISITING (Y) 

0.895 0896 0.019 46,100 

           Source: Processed data (2023) 
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From the table above, the validity of the indicators is measured by 
looking at the Factor Loading Value of the variable to the indicator, it is said 
that the validity is sufficient if it is greater than 0.5 and or the T-Statistic value is 
greater than 1.96 (Z value at α = 0.05). Factor Loading is the correlation between 
indicators and variables, if it is greater than 0.5 it is considered that the validity 
is fulfilled as well as if the T-Statistic value is greater than 1.96 then the 
significance is fulfilled. 

Based on the outer loading table above, indicators from the Digital 
Marketing variable (X1) and reflective indicators on the Intensity (X2.1), 
Content (X2.2), Valence of Opinion (X2.3) dimensions of the E-WOM Variable 
(X2 ) and the indicator of the Interest in Visiting variable (Y) shows factor 
loading (original sample) is greater than 0.50 and/or significant (the T-Statistic 
value is more than the Z value α = 0.05 (5%) = 1.96), thus the results of the 
estimation of all indicators meet Convergent validity or good validity. 
Measuring validity indicators can also be seen from the cross loading table, if 
the loading factor value for each indicator for each variable is greater than the 
loading factor for each indicator for the other variables, then the loading factor 
is said to be valid, but if the loading factor value is smaller than the indicators 
for other variables , then it is said to be invalid. 

B.) iSecond iOrder i(Variable iMeasurement iModel iwith idimensions) 
The iE-WOM iPerception ivariable imodel i(X2) iwith ia imultidimensional 
iconstruct iis ia ivariable iwith imeasurements ifrom iseveral idimensions 
iwith iindicators imeasuring ithrough ithe isecond iorder. iThe irelationship 
ibetween ithe ivariable iand ithe idimension iis ibasically ia irelationship ithat 
iis imeasured iin iregression iby ilooking iat ithe ivalue iof ithe icoefficient 
iand iits isignificance. iSo iit ican ibe iseen ithrough ithe ivalue iof ithe iinner 
iweight iof ieach idimension 
 

Table  i2 iPath iCoefficients  i(Mean,  iSTDEV, iT-Values)  iDimensions  iwith iVariables 

 

Path 

iCoefficients 

i(O) 

Sample 

iMeans 

i(M) 

Standard 

iDeviation 

i(STDEV) 

T iStatistics  

i(|O/STERR|) 
P iValues 

Intesity i(X2.1) i-> iE-WOM 

i(X2) 
0.387 0.386 0.017 22,232 0.000 

Content i(X2.2) i-> iE-WOM 

i(X2) 
0.353 0.353 0.016 22,499 0.000 

Valence iof iOpinion  i(X2.3) 

i-> iE-WOM i(X2) 
0.392 0.392 0.020 19,820 0.000 

 

The itest iresults iin ithe iinner iweight itable iabove ishow ithat ithe 
idimensions iof iIntensity i(X2.1), iContent i(X2.2), iValence iof iOpinion 
i(X2.3) iof ithe iE-WOM ivariable i(X2) ihave igood ivalidity, ithis iis iindicated 
iby ithe ivalue iT- iThe istatistic iis igreater ithan i1.96 i(at iZα i= i5%). iIt ican 

Source: iProcessed idata i(2023) 
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ibe iseen ithat ieach idimension ishows ia ivarying icoefficient iand iT-Statistic 
ivalue ibut ihas ia ivalue iabove ithe icut-off iso ithat iit ican ibe isaid ithat iall 
idimensions iof ithe iE-WOM ivariable ihave igood ivalidity. iIn ithe iE-WOM 
ivariable i(X2), ithe iValence iof iOpinion idimension i(X2.3) iis ithe 
idimension ithat ihas ithe ilargest icoefficient ivalue icompared ito ithe iother 
idimensions iwith ia icoefficient iof i0.392, iit ican ibe isaid ithat ithe iValence 
iof iOpinion ihas ia imore idominant iinfluence ithan ithe iother idimensions. 

Measurement iof iindicator ivalidity ican ialso ibe iseen ifrom ithe 
iCross iLoading itable, iif ithe ifactor iloading ivalue ifor ieach iindicator ion 
ieach ivariable iis igreater ithan ithe ifactor iloading ifor ieach iindicator ion 
ithe iother ivariables, ithen ithe ifactor iloading iis isaid ito ibe ivalid, ibut iif 
ithe iloading ifactor ivalue iis ismaller ithan ithe iindicator iof iother 
ivariables, iit iis isaid ito ibe iinvalid. iMeasuring ithe ivalidity iof iindicators 
ican ialso ibe iseen ifrom ithe icross iloading itable, iif ithe iloading ifactor 
ivalue ifor ieach iindicator ion ieach ivariable iis igreater ithan ithe iloading 
ifactor ifor ieach iindicator ion ithe iother ivariables, ithen ithe iloading ifactor 
iis isaid ito ibe ivalid, ibut iif ithe ivalue iof ithe iloading ifactor iis ismaller 
ithan ithe iindicators iof ithe iother ivariables, iit iis isaid ithat ithe ivalidity iis 
inot ivalid ior ithe ivalidity iis igood 
 

Table  i3 iCross  iLoading 

 DIGITAL  

iMARKETIN

G i(X.1) 

intensity 

(X2.1) 

Content 

(X2.2) 

Valence  iof 

iOpinion 

(X2.3) 

INTEREST  iIN 

iVISITING 

(Y) 

X1.1 0.786 0.343 0.487 0.545 0.509 

X1.2 0.865 0.390 0.393 0.471 0.519 

X1.3 0.817 0.310 0.395 0.464 0.461 

X1.4 0.781 0.378 0.488 0.527 0.520 

X2.1.1 0.310 0.854 0.569 0.606 0.547 

X2.1.2 0.447 0.882 0.528 0.542 0.515 

X2.1.3 0.397 0.886 0.625 0.558 0.488 

X2.2.1 0.468 0.606 0.822 0.575 0.613 

X2.2.2 0.428 0.547 0.870 0.591 0.538 

X2.2.3 0.455 0.475 0.787 0.598 0.402 

X2.3.1 0.503 0.512 0.532 0.854 0.548 

X2.3.2 0.559 0.530 0.553 0.826 0.562 

X2.3.3 0.543 0.636 0.736 0910 0.544 

Y. i1 0.528 0.456 0.395 0.460 0.749 

Y.2 0.483 0.512 0.577 0.492 0.865 

Y.3 0.549 0.518 0.597 0.636 0.895 

 Source: iProcessed idata i(2023) 
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From ithe iresults iof icross iloading idata iprocessing, iall iloading 

ifactor ivalues iare iobtained ifor ieach iindicator iof ithe iDigital iMarketing 
ivariable i(X1) ias iwell ias ion ithe idimensions iof iIntensity i(X2.1), iContent 
i(X2.2), iValence iof iOpinion i(X2.3) iand iInterest iVisit i(Y), ishows ia 
igreater ifactor iloading ivalue icompared ito ithe iindicator ifactor iloading iof 
iother ivariables, iso ithat iit ican ibe isaid ithat iall iindicators iin ithis istudy 
ihave ifulfilled itheir ivalidity ior ihave igood ivalidity 

 
Average Variance Extractedi(AVE) 

The inext imeasurement imodel iis ithe iAverage iVariance iExtracted 
i(AVE) ivalue, iwhich iis ithe ivalue iindicating ithe imagnitude iof ithe 
iindicator ivariance icontained iby ithe ilatent ivariable. iConvergent iAVE 
ivalues igreater ithan i0.5 iindicate igood iadequacy iof ivalidity ifor ilatent 
ivariables. iReflective iindicator ivariables ican ibe iseen ifrom ithe iAverage 
iVariance iExtracted i(AVE) ivalues ifor ieach ivariable iconstruct. iA igood 
imodel iis irequired iif ithe iAVE ivalue iof ieach iconstruct iis igreater ithan 
i0.5. 

Table  i4 iAVE 

 AVE 

DIGITAL  iMARKETING  i(X1) 0.661 

Intensity i(X2.1) 0.763 

Content i(X2.2) 0.684 

Valence  iof iOpinion i(X2.3) 0.764 

E-WOM i(X2) 0.571 

INTEREST  iIN iVISITING  i(Y) 0.704 

 
 

The inext imeasurement imodel iis ithe iAvarage iVariance iExtracted 
i(AVE) ivalue, iwhich iis ithe ivalue iindicating ithe imagnitude iof ithe 
iindicator ivariance icontained iby ithe ilatent ivariable. iConvergent iAVE 
ivalues igreater ithan i0.5 iindicate igood iadequacy iof ivalidity ifor ilatent 
ivariables. iOn ithe ireflective iindicator ivariable iit ican ibe iseen ifrom ithe 
iAvarage ivariance iextracted i(AVE) ivalue ifor ieach iconstruct i(variable). iA 
igood imodel iis irequired iif ithe iAVE ivalue iof ieach iconstruct iis igreater 
ithan i0.5. iAVE itest iresults ifor ithe iDigital iMarketing ivariable i(X1) iand 
ithe iconstruct idimensions iof iIntensity i(X2.1), iContent i(X2.2), iValence iof 
iOpinion i(X2.3), iand iInterest iin iVisiting i(Y) iall iof ithese ivariables ishow 
ia ivalue iof imore ithan i0 i.5, iso ioverall ithe ivariables iin ithis istudy ican 
ibe isaid ito ihave igood ivalidity. 

Source: iProcessed idata i(2023) 
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Composite iReliability 

Table  i5 iComposite iReliability 

 
COMPOSITE  

iRHO_C 

DIGITAL  iMARKETING  i(X1) 0.886 

Intensity i(X2.1) 0.906 

Content i(X2.2) 0.867 

Valence  iof iOpinion i(X2.3) 0.898 

 
 

Construct ireliability iis imeasured iby ithe icomposite ireliability 
ivalue. iThe iconstruct iis ireliable iif ithe icomposite ireliability ivalue iis 
iabove i0.70, ithen ithe iindicator iis icalled iconsistent iin imeasuring iits 
ilatent ivariables. iThe iresults iof ithe iComposite iReliability itest ishow ithat 
ithe iDigital iMarketing ivariables i(X1) iand ithe iconstruct idimensions iof 
iIntensity i(X2.1), iContent i(X2.2), iValence iof iOpinion i(X2.3), iand iInterest 
iin iVisiting i(Y) iall iof ithese ivariables ishow ia ivalue imore ithan i0.70 iso 
ithat iit ican ibe isaid ithat iall ivariables iin ithis istudy iare ireliable 
 
Latent Variable Correlations 

In iPLS ithe irelationship ibetween ivariables ior iconstructs iwith ione 
ianother ican ibe icorrelated iwith ione ianother, iboth iexogenous iand 
iendogenous ivariables, ior iexogenous iand iendogenous ivariables, ias 
ishown iin ithe itable iof ilatent ivariable icorrelations iabove. iThe 
irelationship ibetween ione ivariable iand ianother ihas ia imaximum 
icorrelation ivalue iof i1, ithe icloser ithe ivalue iis ito i1, ithe ibetter ithe 
icorrelation. 

 
Table  i6 iLatent iVariable iCorrelations 

 
DIGITAL  iMARKETING  

i(X1) 
E-WOM 

i(X2) 
INTEREST  iIN iVISITING  

i(Y) 

DIGITAL  iMARKETING  

i(X1) 
1,000 

  

E-WOM i(X2) 0.606 1,000 
 

INTEREST  iIN iVISITING  

i(Y) 
0.619 0.707 1,000 

 

Source: iProcessed idata i(2023) 

Source: iProcessed idata i(2023) 
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From ithe itable iof ilatent ivariable icorrelations iabove, ithe iaverage 
icorrelation ivalue ibetween ione ivariable iand ianother ishows ian iaverage 
icorrelation ivalue ithat iis imoderate. iFrom ithe itable iof ilatent ivariable 
icorrelations iabove, ithe iaverage icorrelation ivalue ibetween ione ivariable 
iand ianother ishows ian iaverage ior imoderate icorrelation ivalue. iThe 
ihighest icorrelation ivalue iis ifound ibetween ithe iDigital iMarketing 
ivariable i(X1) iand iInterest iin iVisiting i(Y).0.707, iit ican ialso ibe istated 
ithat iamong ithe ivariables iin ithe iresearch imodel, ithe irelationship 
ibetween iDigital iMarketing ivariables(X1) iwith iInterest iin iVisiting 
i(Y)shows ia istronger irelationship ithan ithe irelationship ibetween iother 
ivariables, ithis ican ialso ibe iinterpreted ithat iin ithis iresearch imodel ithe 
ilevel iof iinterest iin ivisiting iis imore iinfluenced iby ivariables iDigital 
iMarketing icompared ito ithe iE-WOM ivariable. 

 
Picture i3 iOuter  iModel iwith  iFactor  iLoading, iPath iCoefficient  iand iR-Square 

 
 

 
From ithe iPLS ioutput iimage iabove iit ican ibe iseen ithat ithe 

imagnitude iof ithe ifactor iloading ivalue ifor ieach iindicator iis ilocated 
iabove ithe iarrows ibetween ithe ivariables iand iindicators, iyou ican ialso 
isee ithe ipath icoefficients iwhich iare iabove ithe iarrows ibetween 
iexogenous ivariables iand iendogenous ivariables. iIn iaddition, iit ican ialso 
ibe iseen ithat ithe imagnitude iof ithe iR-Square iis iright iinside ithe icircle 
iof iendogenous ivariables i(Variable iInterest iin iVisiting). 

 
 

 

Source: iProcessed idata i(2023) 
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Table  i7 iR-Square 

 R iSquare 

DIGITAL iMARKETING i(X1)  

E-WOM i(X2)  

INTEREST iIN iVISITING  i(Y) 0.553 

 
 

Value i= i0.553. iIt ican ibe iinterpreted ithat ithe imodel iis iable ito 
iexplain ithe iphenomenon iof iPurchase iDecision i(X2) iwhich iis iinfluenced 
iby iindependent ivariables iincluding iBrand iImage i(X1) iand iProduct 
iQuality i(X2) iwith ia ivariance iof i55.3% iwhile ithe iremaining i44.7% iis 
iexplained iby ithe ivariable iother ithan ithis iresearch i(besides iBrand 
iImage iand iProduct iQuality).𝑅2 

In iaddition ito iknowing ithe ivalue iof i, ithe igoodness iof ifit iof ithe 
iresearch imodel ican ibe iknown ifrom ithe isize ior iQ iSquare iPredictive 
iRelevance ifor istructural imodels, iwhich iis ito imeasure ihow iwell ithe 
iobserved ivalues iproduced iby ithe imodel iand ialso ithe iparameter 
iestimates. iQ-Square ivalue i> i0 iindicates ithe imodel ihas ipredictive 
irelevance: ipreferably iif ithe iQ-Square ivalue i≤ i0 iindicates ithe imodel ihas 
iless ipredictive irelevance. iQ-Square icalculation iis idone iby ithe 
iformula:𝑅2𝑄2 

Q2 i= i1 i– i(1 i- iR) i(1 i- iR) i… i(1 i- iR) iwhere iR, iR i… iR iare ithe iR-
Square iof ithe iendogenous ivariables iin ithe iequation imodel. iThe 
imagnitude ihas ia ivalue iwith ia irange iof i0 i< i< i1 i, iwhere ithe icloser ito 
i1 imeans ithe imodel iis ibetter. iThis iquantity iis iequivalent ito ithe itotal 
icoefficient iof idetermination iin ipath ianalysis.1222𝑝21222𝑝2𝑄2𝑄2𝑄2 
In ithis istudy, ithe ivalue iis i= i1 i– i(1 i– i0.556) i= i0.553𝑄2𝑄2 

From ithe icalculation iresults iwith ia iresult iof i0.553, iit ican ibe 
iconcluded that ithe iresearch imodel ican ibe isaid ito ifulfill ipredictive 
irelevance.𝑄2 
 
Hypothesis itest 

Furthermore, ifor itesting ithe ihypothesis, iit ican ibe iseen ifrom ithe 
iresults iof ithe icoefficients iand iT-Statistic ivalues ifrom ithe iinner imodel 
iin ithe ifollowing itable: 

 
Table  i8 iPath iCoefficients  i(Mean,  iSTDEV, iT-Values,  iP-Values) 

 

Path 

iCoefficients 

i(O) 

Sample 

iMeans 

i(M) 

Standard 

iDeviation 

i(STDEV) 

T iStatistics  

i(|O/STERR|) 
P iValues 

DIGITAL  iMARKETING  

i(X1) i-> iINTEREST iIN 

0.307 0.309 0.079 3,893 0.000 

Source: iProcessed idata i(2023) 
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iVISITING  i(Y) 

E-WOM i(X2) i-> 

iINTEREST iIN iVISITING 

i(Y) 

0.516 0.517 0.076 6,814 0.000 

 
 
It ican ibe iconcluded ithat istates: 

Allegedly iDigital iMarketing i(X1) ihas ian ieffect ion iInterest iin 
iVisiting i(Y) ito iAtlantis iLand iSurabaya iis iacceptable, iwith ipath 
icoefficients0.307, iand ithe ivalue iof ithe iT-statistic3.893 i> i1.96 i(oftable 
ivalue iZα i= i0.05) ior iP-Value i0.000 i<0.05, iwith isignificant i(positive) 
iresults. 

It iis isuspected ithat iE-WOM i(X2) ihas ian ieffect ion iInterest iin 
iVisiting i(Y) ito iAtlantis iLand iSurabaya iis iacceptable, iwith ipath 
icoefficients0.516, iand ithe ivalue iof ithe iT-statistic6.814 i> i1.96 i(oftable 
ivalue iZα i= i0.05) ior iP-Value i0.000 i<0.05, iwith isignificant i(positive) 
iresults. 
 
As ithe isignificance  iof ithe iresults iof ithe iT-Statistic ivalue ican ibe iseen ifrom ithe 

ismartPLS ioutput iwith ibootstrapping  iin ithe ifollowing  ifigure: 
 
Picture i4 iInner iModel iwith isignificance ivalue iof iT-Statistic Bootstrapping 
 

 
 
 
 
DISCUSSION 
 The iInfluence iof iDigital iMarketing ion iVisiting iInterest 

Based ion ithe iresults iof ithe iresearch ithat ihas ibeen idone, iit ican 
ibe iobtained ithat ithe iDigital iMarketing ivariable i(X1) ihas ian ieffect ion 
iInterest iin iVisiting i(Y) ito iAtlantis iLand iwith ithe iresults iof iDigital 

Source: iProcessed idata i(2023) 

Source: iProcessed idata i(2023) 
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iMarketing i(X1) ihaving ia ipositive ieffect ion iInterest iin iVisiting i(Y) 
ibeing iacceptable. iThis ishows ithat iinformation iconveyed ithrough isocial 
imedia, iespecially iInstagram, iregarding iAtlantis iLand icontent ican 
iincrease iinterest iin ivisiting ipotential ivisitors iwho iwill ivisit iAtlantis 
iLand. 
 The iresults iof ithe idescriptive ianalysis iof ithe iDigital iMarketing 
iindicator ivariable ithat ihas ithe ihighest ipercentage iare ivideo icontent 
ithat idisplays iall ithe idancing ifountain iand i3D iShow iof iAtlantis iLand 
iSurabaya iis ivery iattractive i(X1.2), iwhere iprospective ivisitors iare 
iamazed iby ithe icontent iof idancing ifountain iand i3D iShow iand iwant ito 
ivisit iAtlantis iLand iSurabaya iimmediately. 

The iresults iof ithis istudy iare iin iaccordance iwith iresearch 
iconducted iby iSrisetia iNingrum, iMoh. iAgus iSalim iMonoarfa, iAndi 
iJuanna i(2023), ishows ithat iDigital iMarketing ivariables iaffect iVisit 
iInterests. 

So, iit ican ibe iconcluded ithat iDigital iMarketing iis ione iof ithe 
ifactors ithat ican iinfluence iVisiting iInterests. iThis ishows ia ipositive 
iimpression ifrom ivisitors ithat idigital imarketing iwill iinfluence ipotential 
ivisitors iin itheir iinterest iin ivisiting iAtlantis iLand iSurabaya. 

 
The iInfluenceiofiE-WOM on VisitingiInterest i 

Based ion ithe iresults iof ithe iresearch ithat ihas ibeen idone, iit iis 
ifound ithat ithe iE-WOM ivariable i(X2) ihas ian ieffect ion iInterest iin 
iVisiting i(Y) ito iAtlantis iLand. iwith ithe iresults iof iE-WOM ihaving ia 
ipositive ieffect ion iInterest iin iVisiting iAtlantis iLand ibeing iacceptable. 
iThis ishows ithat iE-WOM iis ivery iinfluential ifor iprospective ivisitors iin 
igiving iviews iabout ibeing iinterested iin ivisiting iAtlantis iLand iSurabaya. 
 The iresults iof ithe idescriptive ianalysis iof ithe iE-WOM ivariable, 
ithe iindicator ithat ihas ithe ihighest ipercentage iisalways irecommend 
iAtlantis iLand itours iaccompanied iby ireviews iand icomments ion iAtlantis 
iLand isocial imedia. i(X2.3.3), iwhere ivisitors iwho ihave ivisited ihave ihad 
ia ibig iinfluence ion ipotential ivisitors iwho iare iinterested iin ivisiting iby 
iproviding ireviews iand iopinions iin ieach icomment icolumn ion isocial 
imedia, iespecially iInstagram iand ithe iAtlantis iLand iSurabaya iwebsite. 
 The iresults iof ithis istudy iare iin iaccordance iwith iresearch 
iconducted iby iAntin iRakhmawati, iMuhammad iNizar, iKholid iMurtadlo 
i(2019), ishowing ithat ithe iE-WOM ivariable ihas ia isignificant iinfluence ion 
iVisiting iInterests. 

So, iit ican ibe iconcluded ithat iE-WOM iis ione iof ithe ifactors ithat 
ican iinfluence iVisit iInterest. iThis ishows ithat ipotential ivisitors iand 
ivisitors ihave itaken iinto iconsideration iother isimilar iplaces ito iprovide 
iviews iof iVisiting iInterests. 
 
CONCLUSIONS AND RECOMMENDATIONS 

 Based ion ithe itest iresults iusing iPLS ito itest iDigital iMarketing iand 
iE-WOM ion iInterest iin iVisiting iAtlantis iLand iSurabaya, iit ican ibe 
iconcluded ithat: 
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the iresults iof ithe istudy, iit ican ibe iconcluded ithat iDigital iMarketing 
icontributes ito iInterest iin iVisiting iAtlantis iLand iSurabaya. iThe imore 
icreative iand ithe imore ivideo icontent iof iattractions iand iinvitations, ithe 
imore iit iwill iincrease ithe iinterest iin ivisiting ifrom ipotential ivisitors ito 
iAtlantis iLand iSurabaya. ithe iresults iof ithe istudy iit ican ibe iconcluded 
ithat iE-WOM icontributes ito iInterest iin iVisiting. iProviding iopinions iand 
ireviews iin ithe icomments icolumn ion isocial imedia, iespecially iInstagram, 
ihas iproven ito ibe iinfluential iin iattracting iinterest iin ivisiting ipotential 
ivisitors ito iAtlanits iLand iSurabaya. 

Based ion ithe iconclusions iabove, ithere iare iseveral isuggestions 
igiven ito ibe iused ias imaterial ifor iconsideration ior ibenefits ias ian 
ielement iof idecision imaking, ias ifollows: 

In ithe iDigital iMarketing ivariable, iit iis iexpected ithat ithe 
imarketing idivision iwill ihave ian ieven imore iactive irole iin iutilizing 
idigital imarketing, ibecause ibased ion ithe iresults iof idigital imarketing 
iresearch iit ihas ithe ieffect iof iincreasing iinterest iin ivisiting iAtlantis iLand 
iSurabaya. i 

Managers iare iexpected ito ialso iincrease ispecial iattention ito ithe 
iimportance iof iElectronic iWord iOf iMouth i(E-WOM) iin isociety, ibecause 
ithe iE-WOM ivariable ihas ia isignificant iinfluence ion iVisit iInterests. 

  
 

FURTHER STUDY 
This i iresearch  i istill  i ihas i ilimitations  i iso  i ithat i ifurther  i iresearch i iis i istill  i ineeded  ion 

ithis itopic. 
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