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 Word-of-mouth (WOM) has been recognized as one of the most influential forms of information 
transmission. Advances in information technology and the emergence of online social networking 
sites have changed the manner in which data is delivered. This phenomenon has an impact on con-
sumers because readily accessible information can significantly influence consumption-related de-
cisions. The purpose of this paper is to examine the role of e-WOM in mediating the influence of the 
marketing mix and destination image on the intention of tourists to re-visit destinations. The primary 
data was derived from 190 tourist respondents and collected by means of questionnaires distributed 
via Google forms. The resulting data was analyzed using AMOS-SEM, while evaluating the role of 
e-WOM as a model involving a Sobel test. The results of the analysis indicated that e-WOM plays 
a highly significant role in piquing individual's' interest in re-visiting tourist sites. Contributory fac-
tors such as the marketing mix, destination image, and e-WOM all support this research hypothesis. 
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1. Introduction 
 
Tourism activities have become a necessity in response to the rising demands of increasingly hectic human activities in pre-
sent-day society (Adam, et al., 2022). Individuals become tourists for several reasons such as breaking their normal routine 
in the hope of experiencing a different atmosphere to that of normal life, as a fatigue reliever or just entertainment (Wu et al., 
2018; Aksu et al., 2009). Tourism involves an individual travelling to or residing in a location outside his/her habitual envi-
ronment during an unbroken period of no more than one year for pleasure, business, or other purposes. According to Law 
(2009), while tourism involves a range of leisure activities supported by various facilities and services provided by the com-
munity, entrepreneurs, central government, and local governments; its main component is an attraction which could, for in-
stance, consist of the natural environment, namely flora and fauna, or famous works of art. In recent years, tourism has become 
a vital economic sector in many developing countries (Nguyen Viet et al., 2020) through the creation of relevant jobs, im-
provements in the local population’s living standards and supported development of other industries (Brătucu et al., 2017; 
Villanueva-Álvaro et al., 2017). The Indonesian province of Aceh has long promoted itself as a tourist destination, especially 
through the activities of the Aceh Tourism Office which produces calendars of local, national, and international events. At 
the same time, Aceh participates in various tourism-related exhibitions staged in various countries in an attempt to promote 
the province as a holiday destination. One heavily promoted location in Acehis PulauWeh,also often called Sabang. 
Interestingly, several researchers have observed that the difficulty which those seeking to promote the tourist trade on Pulau-
Weh encounter in defining which attractions can be exploited more extensively in luring tourists to visit, stay, and 
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subsequently repeat the experience. Furthermore, the dramatic decline in tourism since the Covid-19 pandemic of 2020 has 
exacerbated the tourist trade’s situation due to the lack of visitors. At the time of writing, PulauWeh remains largely devoid 
of domestic and foreign tourists. Key to attracting individuals back to a previously visited location is how satisfied they were 
during their initial visit. Consequently, this is a factor that needs to be addressed by those entities involved in tourism devel-
opment in Aceh. A major research topic identified in the literature on tourism is that of return visit intention (Li et al., 2018). 
Numerous researchers agree that repeat visitors tend to stay longer at a specific destination, participate more intensively in 
consumptive activities, experience a greater degree of satisfaction, and disseminate positive WOM reports that their first-time 
counterparts. Commercial Enterprises involved in tourism, therefore, incur significantly lower marketing costs in attracting 
repeat visitors than new customers (Lehto et al., 2004; Zhang et al., 2018). In order to participate in tourism development in 
Aceh, especially on Pulau Weh, the authors would like to examine the factors that influence the enthusiasm of holiday makers 
to return to previously visited tourist sites. In this case, we emphasize the important factors of the marketing mix and the 
image projected of a specific tourist destination. On the other hand, we also highlight the Electronic-Word of Mouth (e-WoM) 
phenomenon as an important factor in combining the impact of the marketing mix and destination image ontourists’ willing-
ness to return. 
 
The current study differs from research previously conducted on Aceh (Azman, Maulana, & Saleh, 2019; Herizal, Rassanjani, 
Muhkrijal, 2021; Nurlina, Pratama, Yolanna, & Andiny, 2022) and makes several contributions to the literature. The study 
provides a holistic review of the available literature on tourism by examining the role of the marketing mix, destination image, 
and e-WoM in influencing return visit intention. Since this framework also tests possibilities, we hope to further deepen our 
understanding, provide better insights, and contribute to the literatureon tourism. Finally, the findings of this study provide 
empirical support for our recommendations to those authorities responsible for tourism development. The paper is structured 
in five sections; the second section reviews the subject literature, the third describes the research methods employed, the fourth 
presents and discusses the results, and the last contains conclusions. 

 
2. Literature Review and Hypothesis Development 
 
2.1 Marketing mix, destination image, and electronic word-of-mouth (e-WOM) 
 
The marketing mix has been defined as “… the mixture of controllable marketing variables that the firm uses to pursue the 
sought level of sales in the target market” (Kotler, 1984, p. 68). A key ingredient to designing a social marketing program is 
a complete marketing mix (4P) (Andreasen, 2002; French & Blair-Stevens, 2006) whose implementation is more effective 
than a simple promotional campaign(1P) (Lahtinen, Dietrich, & Rundle-Thiele, 2020). Integrated marketing communications 
(IMC) deploy social platforms and e-WOM as powerful tools for interacting with users, building new customers, and influ-
encing consumer choices (Wolny & Mueller 2013). From certain of the views outlined above, e-WOM can be understood as 
the most powerful medium influencing consumer purchasing decisions, while the marketing mix constitutes an input for e-
WOM as part of the transformation process involving interested consumers. Arndt (1967) defines WOM as a physical con-
versation regarding a product or service that occurs between individuals who are not commercial actors. Thus, the power of 
WOM influences the final buying stage because preferred verbal messages can intrigue customers, reduce fear and uncertainty, 
and provide reassurance (Martilla, 1971). The emergence of the internet has expanded the concept to an online context known 
as electronic word of mouth (e-WOM) which has the capacity to reach a large audience in a short period of time (Abubakar 
& Ilkan, 2013). e-WOM occurs when consumers use the internet to express positive or negative opinions about goods, ser-
vices, and companies (Hennig-Thurau et al. 2004). Sharing online posts, images or videos, among other methods, is a form 
of e-WOM which has a significant impact on tourists' choice of holiday destination (Abubakar, 2016). 
 
Destination image is considered an important factor influencing various conceptual frameworks that explain the tourist deci-
sion-making process. According to Iordanova (2017), tourists make purchasing decisions based on the mental images they 
have of a particular location. Since the ground-breaking research conducted by Gunn (1972), the concept of destination image 
has attracted widespread attention in the tourism marketing literature. Researchers have defined destination imagery in various 
ways but, generally, as a sophisticated construct (Akgün et al., 2019). The definition of destination image focuses on an 
individual's overall perception of a specific location (Chiu et al., 2016) composed of a set of impressions, ideas, expectations, 
and emotional thoughts (Assaker & Hallak, 2013; Iordanova, 2017; Tasci & Gartner, 2007). It also includes associations and 
information connected to the individual’s goal (Iordanova, 2017; Stylos et al., 2017). The company's sustainability efforts 
encourage consumers to spread positive e-WOM on platforms that provide useful, interesting, and well-designed information 
(Choi et al., 2019; Haudi et al., 2022). This study expands our understanding of corporate sustainability initiatives by applying 
dominant service logic to the explanation of consumer evaluation and e-WOM. Therefore, the authors propose the following 
H1 and H2: 
 
H1: Marketing mix has a positive effect on e-WOM. 
 
H2: Destination image has a positive effect on e-WOM. 
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2.2  Marketing mix, destination image, and revisit intention 
 
Re-visit intention indicates a tendency or plan to return to a previously visited location (Cole & Scott, 2004). Service providers 
remain aware of customers’ intention to re-visit certain locations because the cost of attracting new ones is higher than retain-
ing current ones (Um et al., 2006). A comprehensive marketing mix implementation policy has the potential to persuade 
customers to make repeat purchases (Mannan et al., 2019; Lahtinen et al., 2020). Researchers have previously proven that the 
determinants of re-visit intention comprise satisfaction, service behavior, perceived value and the comparative attractiveness 
of alternatives (Petrick et al., 2001; Um et al., 2006). Ryu et al. (2007) stated that the positive image of each provider increases 
the customer's desire to utilize its services again. In addition, re-visit intention is influenced by an evaluation of prior experi-
ences, new attractions and the promotional tools employed (Aziz et al., 2012). Loyalty involves repeat purchases, a positive 
attitude, long-term commitment, a desire to continue affiliation, and the intention to disseminate positive information among 
others (Artuger et al., 2013). Previous research strongly suggested that the intended destination’s image influences visitor 
loyalty (Huwae, 2020). For example, a case study conducted on the city of Chengdu found that a major factor encouraging 
tourists to return was the influence of its image (Liang & Xue, 2021). Destination image is closely related to “destination 
attribute expectations” which, in turn, influences visitor intentions. Moreover, their attitudes to earlier travel experiences 
influence tourists’ future intentions to visit destinations (Chen, 2002). Therefore, the authors propose H3 and H4 as follows: 
 
H3: Marketing mix has a positive effect on tourists’ re-visit intention. 
H4: Destination image has a positive effect on tourists’ re-visit intention. 
 
2.3 e-WOM and re-visit intention 
 
Technological advances, particularly those in the field of information technology have given rise to smartphones that facilitate 
consumers’ use of social networking platforms such as Facebook, LinkedIn, and Airbnb to instantly utilize information and 
forge strong relationships with brands (Correa et al. 2010). Virtual community membership exerts a strong influence on tourist 
behavior and the manner in which information is disseminated. Furthermore, e-WOM has been used within the world of 
marketing to promote the distribution of various producer-owned facilities to consumers. Adopting trust transfer as a theoret-
ical framework, this study examines an empirical model of the effect of e-WOM on tourists' revisit intentions. Previous studies 
have indicated that e-WOM provides positive support to re-purchasing activities (Wandoko & Pangganti, 2022), while also 
significantly influencing the intention to resume travel (Abubakar, 2016; Wijayaa et al., 2021). The results of research within 
the context of medical tourism found that e-WOM positively influences tourists’ intention to travel (Farrukh et al, 2022). 
Several findings of these studies and the more general views on e-WOM described above further strengthen our efforts to 
balance perceptions of the results of this research. Therefore, the authors propose H5 as follows: 
 
H5: e-WOM has a positive effect on tourists’ intention to re-visit.  
 
2.4 E-WOM as a mediator 
 
The current study uses e-WOM as a mediating variable of the influential relationship between the marketing mix and desti-
nation image on revisit intentions. The concept of researchers employing mediating variables refers to the principles of me-
diation which are psychologically important and moderation (Baron & Kenny, 1986). In psychology, the mediator variable is 
occasionally referred to as the intervening variable. In statistics, the intervening variable is usually considered a sub-type of 
the mediating variable. However, the distinction between the two terms is somewhat blurred with the result that they are often 
used interchangeably. The mediating variable can be applied with several provisos. First, the independent variable is signifi-
cant in predicting the dependent variable. Second, when the mediating variable exerts strong control the condition of the 
independent predictor of the dependent variable is weakened and may even no longer be significant (Baron & Kenny, 1986; 
Juwaini et al., 2022). 
  
Full mediation can be said to have occurred when the entire relationship between the independent and dependent variables is 
dependent upon the mediator variable. If the focus is primarily on the mediator, the relationship will founder. Being the site 
of numerous interactions, full mediation is less common than partial mediation which occurs when the mediating variable is 
only partly responsible for the relationship between the independent and dependent variables. If the mediating variable is 
omitted a relationship between the independent and dependent variables will persist, although it will not be as strong. The 
analysis of e-WOM as a mediator remains extremely limited. Nevertheless, certain findings are almost the same in context, 
such as those of Fachrurazi et al., (2022) who found e-WOM to be a mediator of the relationship between brand influence and 
re-purchase where it contributes to the influence relationship. Moreover, positive e-WOM intentions and brand commitment 
act as mediators in the satisfaction-intention relationship (Jain, Dixit, & Shukla, 2022). Confident that the current research 
results will add to the repertoire of the mediating role of e-WOM, the authors propose H6 and H7 as follows: 
 
H6: e-WOM plays a role in the influence between the marketing mix and tourists’ intention to re-visit. 
H7: e-WOM plays a role in the influence between the image of the destination and tourists’ intention to re-visit. 
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2.5 Research model 
 
Based on the literature review above and several hypotheses that have been developed, the authors summarize these in the 
research model contained in Fig. 1. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Fig. 1. Research model 
3. Methodology and result  

3.1 Data collection technique 
 

This study draws on two data sources, namely; secondary and primary. Secondary data is obtained from public and private 
institutions authorized to manage tourism, as well as from reading materials, particularly journals, that focus on this economic 
sector. We obtained primary data by distributing questionnaires through travel services and various forms of accommodation 
to visitors to Pulau Weh. 500 questionnaires were distributed over the course of even days of and 345 were returned before 
the 3-week deadline. From a total sample of 345 respondent returns only 190 (55.07%) could be used as primary data. Of 
these 190 respondents, 55.26% were male and 44.74% female. With regard to marital status, 86.84%were married and 
13.16%single. Respondents were divided into four categories: 18-29 (11.58%), 30-39 (20.52%), 40-49 (60.53%), and over 
50s (7.37%). The respondents’ highest education level was that of an undergraduate degree. The descriptive statistics are 
shown in Fig. 2.  
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Fig. 2. Respondents’ characteristics 
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3.2 Indicator measurement 
 

The measurement of observed variables used indicators employed by previous researchers. The re-visit variables adopted 
from previous investigations consisted of 4 of 6 indicators (Petrick, 2004) and adjusted to the conditions and segmentation of 
tourist attractions, (e.g.: “In the future, I will speak positively about the location I visited to others”; “In future, I will recom-
mend this tourist spot to my friends and relatives”). The e-WOM variable consists of five indicators adapted from previous 
research and six indicators focused on medical tourism (Bambauer-Sach & Mangold, 2011), (e.g.: “To make sure I choose 
the right travel destination, I often read tourists’ online travel reviews”, “I often gather information from tourists' online 
reviews before I travel to a particular destination”). The marketing mix is interrelated within the context of product, price, 
place, and promotion (4Ps). The context has been broken down into four indicators based on perspective (Lahtinen, Dietrich, 
& Rundle-Thiele, 2020; Lim, 2021), with this variable being measured by four indicators (e.g.: “The costs we incur according 
to what we enjoy”; “The place which we visited satisfied our requirements”). The five indicators used to measure the image 
of a specific destination were adopted from those proposed by Beerli and Martin (2004), but subsequently expanded to six 
items (e.g.: “We are fascinated by the natural panorama in this location”; “The infrastructure makes it easy for us to vacation 
in this location”). The results of the analysis suggested that several indicators were not valid because the achievement of the 
factor load did not meet the required standards (Hair et al., 2010). The indicators not included in the analysis were RI4., EW5., 
DI2,3, and 4., and MX4. Descriptive statistics are provided in Table 2. 
 

3.3 Analysis technique 
 

Data analysis was performed using SPSS and the AMOS software package version 22.0. A two-step SEM procedure, using 
the maximum likelihood estimate in AMOS was performed (Arbuckle & Wothke 1999), as was a confirmatory factor analysis 
(CFA) to create a measurement model, followed by a structural model to test our hypotheses. Additional tests of convergent 
validity, discriminant validity, and common method variance were completed to assess the measurement model. CFA was 
estimated for each construction. The confirmatory factor analysis (CFA) was used to examine convergence, discriminant 
validity, and composite reliability (CR) (Anderson & Gerbing, 1988). Moreover, the SEM was used to examine correlation. 
The results of the analysis confirmed that several indicators were not valid, due to the achievement of the factor load failing 
to meet the required standards (Hair et al., 2010). The indicators that were not included in the analysis comprised RI4., EW5., 
MX 4., DI 2,3, and 4. Descriptive statistics are provided in Table 1. 

Table 1  
Reliability, Convergent and Discriminant Validity Result Summary 

Construct and item Factor loading Composite Relia-
bility

AVE Shared Variance Cronbach Alpha 

Revisit Intention      
RI1 0.728     
RI2 0.738 0.837 0.563 0.288 0.844 
RI3 0.788 

    

E-Wom      
EW1 0.769 0.872 0.632 0.299 0.841 
EW2 0.89 

    

EW3 0.759 
    

EW4 0.753 
    

Marketing mix      
MX1 0.783     
MX2 0.85 0.892 0.677 0.154 0.858 
MX3 0.701 

    

MX4 0.939 
    

Destination image      
DI1 0.832     
DI5 0.776 0.867 0.619 0.559 0.851 
DI6 0.789 

    

 

Fig. 3 shows the results of CFA with an appropriate model. The study eliminated several indicators whose factor loadings 
were below 0.50 to ensure the suitability of the model. Several eliminated indicators included: re-visit intention was eliminated 
by 1 indicator, E-WOM by 1 indicator, marketing mix by 1 indicator, and destination image by 3 indicators. Based on the 
results of the analysis, the Chi-square, RMSA, GFI, AGFI, CMIN/DF, TLI, and CFI values were found to be in accordance 
with the fit criteria as shown in Table 2. 

Table 2 
Model Measurement Feasibility Test Results 

Goodness of Fit Index Cut off 
Value Result Model  

Evaluation 
Goodness of Fit 

Index Cut off Value Result Model  
Evaluation 

Chi-Square  < 287.882 101.347 Good CMIN/DF ≤ 2.00 1.877 Good 
RMSEA ≤ 0.08 0.068 Good TLI ≥ 0.90 0.961 Good 
GFI ≥ 0.90 0.932 Good CFI ≥ 0.90 0.973 Good 
AGFI ≥ 0.90 0.885 Good     
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Fig. 3. CFA results fitting the model 

Table 2 contains the results of the model feasibility test. The indirect consequence was tested using a bootstrapping method 
on a sample size of 5,000 produced at a 95% confidence interval (Arbuckle, 2011). Chi-square, RMSA, GFI, AGFI, 
CMIN/DF, TLI, and CFI, were measured to check the model fit (Hair et al., 2010). All these values fell within the recom-
mended ranges (Hair et al., 2010). Table 3 CFA results direct influence of marketing mix on e-WOM and intention to revisit, 
namely 0.389 (38.9%) and 0.355 (35.5%) and significant at the level < 0.01. Furthermore, the direct effect of destination 
image on e-WOM and intention to re-visit is 0.360 (36.0%) and 0.174 (17.4%), significant at a level of<0.01. Furthermore, 
the analysis also found that the direct effect of e-WOM on the intention to re-visit was 0.459 (45.9%), significant at a level 
of<0.001. 

Table 4  
Standardized Regression Weight Structural Equational Model 

  Effect Estimate S.E. C.R. P 
e-Wom ← Marketing Mix 0.389 0,103 4.552 0.000 
e-Wom ← Destination Image 0.360 0.065 4.938 0.000 
Re-visit Intention ← Marketing Mix 0.355 0.101 3.807 0.033 
Re-visit Intention ← Destination Image 0.174 0.065 2.131 0.000 
Re-visit Intention ← E-WOM 0.459 0.082 5.025 0.000 

Source: Primary Data, 2022 (Processed) 
 
3.4 Path analysis technique 
 
Path analysis in this study was undertaken using the Sobel test technique because hypothesis testing involving mediating 
variables can be carried out with this form of analysis developed in 1982 (Ghozali, 2014). Table 5 contains results of testing 
the e-WOM hypothesis as a mediating variable of the influence between the marketing mix and the intention to re-visit. The 
Sobel test results confirmed an e-WOM mediation effect of 3,130 on the standard deviation with a significance level of < 
0.01. Furthermore, it was found that the mediating role of e-WOM on the relationship between destination image and revisit 
intention was 3.94 standard deviations, the significance level was at < 0.001.(see Table 6). 
 
Table 5 
Sobel test results for marketing mix, E-WOM and re-visit intention 

 Input:  Test statistics Std. Error ρ-value 
a 0.389 Sobel test 3.13074106 0.05703155 0.00174366 
b 0.459 Aroian test 3.09696444 0.05765355 0.00195513 
sa 0.103 Goodman test 3.16564749 0.05640268 0.00154738 
sb 0.082     
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Table 6  
Sobel test results for destination image, E-wom and re-visit intention 

 Input:  Test statistics Std. Error ρ-value 
a 0.362 Sobel test 3.94801897 0.04308642 0.0000788 
b 0.459 Aroian test 3.91673416 0.04242259 0.00008976 
sa 0.065 Goodman test 3.98006561 0.04174755 0.0000689 
sb 0.082     

 
Based on the analysis results contained in Tables 4, 5, and 6, the direct and indirect effects based on the hypothesis statement 
(H1 - H7) are overall reflected in Figures 3 and 4. The magnitude of the direct influence of the marketing mix on e-WOM and 
intention to re-visit the e-WOM as a mediator is shown in Fig. 3. Fig. 4 shows the direct influence of destination image on e-
WOM and intention to re-visit where e-WOM is the mediator. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 3. The results of the analysis of the path of direct influence and indirect influence (marketing mix, e-WOM, and revisit 

intention) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 4. The results of the analysis of the path of direct influence and indirect influence (destination image, e-WOM, and re-

visit intention) 
 
4. Discussion and implications for practice 
 
This study examines the phenomena of local and international tourism on Pulau Weh in the province of Aceh. Research on 
the tourism sector is highly significant because it constitutes a service-based industry with considerable strategic potential 
within national and regional economic development. Development of tourism is very important since not only will it have a 
positive knock-on effect on other economic sectors, but will also create jobs, increase income, and encourage local government 
to build and maintain infrastructure. This, in turn, will improve the quality of life for village communities (Elistia, 2020). 
Because of the importance of expanding the tourism sector, researchers highlight the intention to re-visit previously visited 
destinations. Researchers have identified several factors potentially influencing intention to re-visit tourism, including e-
WOM activities, marketing mix, and destination image. The primary data collected in the course of this study, which was 
subsequently analyzed using an appropriate methodology, strongly suggests that the marketing mix, destination image and e-
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WOM contributed positively and significantly to tourists’ intention of returning to previously-visited destinations. The results 
of this study support those of earlier research that intention to re-visit tourism, in addition to being satisfied with the destina-
tion, is also influenced by e-WOM (Heydari, Maryam; Ali; Ansari, 2021). Therefore, these researchers consider e-WOM 
activities designed to increase tourist visits, in particular the intention to return to the same attraction, need to be taken into 
account by the tourism authorities on Pulau Weh. 
 
Lahtinen et al. (2020) argued that the implementation of the marketing mix was more effective than promotion alone (1P). 
The results of this study support this statement because it investigates the effect of the marketing mix on e-WOM and re-visit 
intention in context (4P). The marketing mix was seen to have a positive and significant effect on e-WOM and re-visit inten-
tion. These results also support those of earlier research (Wahab et al., 2016). Therefore, the application of the marketing mix 
to increasing e-WOM activities and the intention to re-visit is important for decision-making authorities on Pulau Weh. 
 
This study supports the opinion of tourism experts who consider the image of a destination to be very important because the 
impression that tourists have in their minds with regard to a specific destination will affect their future perceptions and be-
havior in the future and influence their choice of destination (Castro, Armario, & Ruiz, 2007). Destination image was found 
to have a significant effect on e-WOM and the intention to re-visit. In seeking to increase the number of tourist visits to Pulau 
Weh this image should not be ignored in the provision of infrastructure, especially those related to attractions on the island. 

 
5. Conclusion 
 
This study highlights the problems confronting the tourism industry in Pulau Weh, Sabang, Aceh Province. The research has 
proposed seven hypotheses to be investigated based on primary data obtained from visitors to tourist areas on the island. From 
the results of the analysis of the research data, the marketing mix was found to have a positive and significant influence on e-
WOM and re-visit intentions (H1 and H3). Consequently, the results of this study can be said to support those of previous 
research (Wahab et al., 2016). The subsequent finding is that the image of the destination has a positive and significant effect 
on e-WOM and intention to re-visit (H2 and H4). These results support those of previously conducted research (Heydari et al., 
2021; Huwae et al., 2020). Furthermore, these researchers found that e-WOM contributed positively to the intention to re-
visit (H5), a conclusion which supports those of earlier investigations (Wandoko & Panggati, 2022; Jalilvand & Samiei, 2012). 
Moreover, the findings of our analysis, as with those of previous investigations (Jalilvand & Samiei, 2012) found that e-WOM 
played a role in partially mediating the effect of the marketing mix and destination image on re-visit intentions (H6 and H7). 
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