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This study uses the Google Trends Tool to determine the popularity of four island
tourist destinations in the world, namely Phuket, Bali, Hawaii, and Langkawi. The
most popular tourist destinations are Hawaii, then Bali, then Phuket, and finally
Langkawi. The results of the analysis show that from the beginning of 2020 to the
end of 2021, almost all island tourist destinations in the world. Phuket destination is
very popular for tourists who come from Thailand itself, Russia, Turkey, Hong Kong,
and Singapore. Bali is very popular among tourists from Indonesia, the Netherlands,
India, Australia, and Belgium. Hawaii is very popular among tourists from the
United States itself, Japan, Canada, Brazil, and South Korea. While Langkawi is
very popular among tourists who come from Malaysia itself, Singapore, Pakistan,
Hong Kong, and Egypt. Limitations: The limitation of this study is that it only
measures popularity based on the frequency of keyword searches on internet users
who use the Google search engine only. For a more tangible measurement of

popularity, you can use tools or applications that are located in certain tourist
attraction areas, for example by synchronizing with the Google Map application.
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1. INTRODUCTION

In the digital era, social media has experienced a very significant increase in the number of users, which has
now become a trend in marketing communications in this decade. Social media is an online media, with its users can
easily have access, share, and create content including blogs, social networks, wikis, forums and virtual worlds.
Blogs, social networks, and wikis are the most common forms of social media used by people around the world and
are becoming a new adaptation in accessing information (Maulana & Salsabila, 2020). Social media as a group of
internet-based applications that build on ideological and technological foundations that can encourage users to access
information available in the internet domain which is accessed by entering keywords so that search results will
appear from various existing sources. The results of a study conducted by an expert (Kim et al., 2013) stated that
while traveling, social media platforms such as Facebook have great potential to cause perceptions and also have an
impact on experiences, building tourists' emotions during travel so that the experience has a diverse picture. for
tourists on their way. This experience will be uploaded by tourists through various social media accounts they have
to other social media users in various parts of the world (Prasetyo & Febriani, 2020).

Indirectly, these tourists contribute in helping to promote the tourist areas that have been visited by these
tourists. Social media can also be used in shaping the branding of a tourist destination. Branding itself has a meaning
as a name or can be called a nickname for a product. Where to do branding by introducing areas that have the
potential to become tourist destinations for tourists who like to travel. The identity of a tourist destination area that is
presented through a name, logo, color, or tagline can also be categorized as an effort to carry out branding activities.
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The advantage of social media itself in an effort to increase brand awareness for a tourist destination is that it
expands the reach for potential tourists who want to travel and details about these tourist destinations already display
a very detailed picture.

The potential to become the top keyword search in search engines, especially web users or travel activists so
that these tourist destinations can appear on the user's homepage with the order of the destinations being the top
order, this is one of the advantages if using social media properly, resulting in the place is often a popular topic of
discussion for active users and has also been widely reviewed in various travel forums, for example: Tripadvisor,
Facebook forums and also various other Social Media platforms. By maximizing the branding activities of a tourist
destination, it is hoped that it will create active users of social media who become part of the followers in personal
accounts, official accounts, websites or pioneers of tourist destination information, whether the information is in the
form of advertisements aimed at tourists. With the latest things about various tourist destinations that you want to
promote so as to increase the potential of the destination, it has a higher chance of becoming the next tourist
destination to be visited in the future (Damayanti et al., 2021).

In several measurements of the number of visitors or the number of tourists on most islands as tourist
destinations in the world, it has not become an urgent problem to be done. Most only measure the number of visitors
based on the number of tourists who come in a certain period, whereas nowadays, online reviews are important to get
an idea of the popularity of a tourist destination. Online reviews are a form of electronic word of mouth (eWOM)
consisting of people who have purchased products or services, commented, and posted who have previously used
them (Mirza, 2013). This study uses the Google Trends Tool to determine the popularity of four beach resorts in Bali
(Carneiro & Mylonakis, 2009); (Nafah & Purnaningrum, 2021). The four island destinations, namely Phuket, Bali,
Hawaii, and Langkawi.

Comparing the popularity of four well-known island destinations will be easier to do using the google trend
tool. The use of Google Trends is increasingly reliable because Google reads data using big data technology that
comes from the history and track record of tourist visits who have visited the location. On the other hand, Google
Trends can also measure the trend of enthusiasts who are more likely to visit the tourist destinations they are looking
for from internet search engines (Katal et al., 2013). With the advent of information and communication technology
in this century, tourism has also begun to be pushed into online channels. Suppliers and intermediaries are now
struggling in fierce competition to sell their services through e-commerce. As long as consumers are connected to the
internet network, every consumer can access and get information about hotels or resorts wherever and whenever they
want. As well as the ease of accessing all available information, both through social media Facebook, Twitter,
Instagram, and TripAdvisor (Vilarinho-Pereira et al., 2021).

Measurement of the popularity of a tourist destination is not widely carried out on a national and
international measurement scale. Currently, the measurement is only carried out on visitors who visit a tourist
destination without collecting data on the origin of tourists or visitors who come to a tourist attraction. This study
tries to solve this problem, by determining the popularity of island destinations based on the origin of tourists and
then answering the market segmentation of each island destination based on the geographical factors of tourists or
visitors.

This study aims to determine the popularity of four island destinations, namely Phuket, Bali, Hawaii, and
Langkawi using the Google Trends tool based on a historical database of the last five years. In addition to popularity,
this study also determines the market segmentation of each island tourist destination based on the geographical origin
of tourists. It is hoped that the information and findings from this study can be used as consideration for the
destination marketing strategy, and also determine promotion as effective advice on the geographical origin of
tourists.

2. LITERATURE REVIEW

The scope of this research is marketing research that focuses on market segmentation analysis based on
geographical factors to determine visitor segmentation on four island destinations, namely Phuket, Bali, Hawaii, and
Langkawi. This study uses descriptive analysis with the help of the Google Trends tool to determine the popularity of
four island destinations. This research uses the Google Trends Tool to determine the popularity of four island tourist
destinations in the world, namely Phuket, Bali, Hawaii, and Langkawi.
2.1 Consumer Perception

According to (Putra & Suyuthie, 2022), There are two sources of perception: direct perception and indirect
perception. Indirect perceptions are formed from the various media used by producers to introduce their products in
the form of human voices, beautiful words, and numbers printed in the mass media. While direct perception is
formed from the senses of sight, hearing, smell, taste, and touch. Direct perception can be further differentiated based
on the source into three types of perception: (1) First, the perception of a product is derived from indicators that are
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directly related to a particular product. These indicators include, for example, how much crowd visits a beach tourist
attraction. (2) Second, the perception obtained after being compared with similar products or other similar
attractions, is that Kuta Beach is considered to be better than Sanur Beach in a certain measure. (3) Third, the
perception that is formed from direct observation, is most important because it comes from direct observation and
interaction of a person with certain situations (Utama, 2016).

Perception is the way a person views something. A positive perception will encourage someone to buy a
product, while a negative perception will prevent someone from buying the product. Perception is the raw material
for determining product positioning and then building a certain image of the product in the eyes of consumers in the
target market, relative to similar products or competitors. Perception is expected to be formed from direct
observation by visitors or consumers of the attributes of tourist destinations, which will provide positioning
information for these tourist destinations.

2.2 Electronic Word of Mouth

Online Review is a form of electronic word of mouth (eWOM) consisting of people who have purchased a
product or service, commented, and posted it who had previously used it. (Al Mana & Mirza, 2013). Another
understanding of online consumer review as a form of electronic word of mouth can be said as a new and influential
way of marketing that also plays a role in the decision-making process. (Aprianingsih et al., 2020). From several
opinions, online reviews are reviews that have been posted on online media by consumers who have purchased or
used products or services and can lead to potential purchases for the next consumer. (Krisnayani et al., 2021);
(Sulistyafani & Sastrawan, 2021).

This study also refers to previous research by researchers (Marie & Widodo, 2019) using several online
review indicators, namely General persuasiveness, General Credibility, Susceptibility to online product reviews, and
Content. (Zhao et al., 2015), said that there are 6 requirements for Online Consumer Reviews to be effective, namely:
Usefulness of Online Consumer Reviews is an online review that is useful to facilitate the process of making
consumer purchasing decisions. Online Consumer Reviews are useful as a benchmark for other users to measure
decision making. The amount of information is so large, that only comments and opinions are of value that will
influence consumer decision-making.

Reviewer Expertise is one of the hallmarks of Online Consumer Reviews is that it is made by individuals
anonymously. The amount of information from various sources, to filter information users can follow market experts
(market mavens) who are experts in certain fields. A person who has high expertise is someone who has more
knowledge about a product or service. On social media or the internet, someone who writes or writes a review on the
internet about information, it will make other people interested in discussing it because that person has felt and is
considered expertise. Consumers can identify and follow market experts in purchasing decisions (Carneiro &
Mylonakis, 2009) (Nafah & Purnaningrum, 2021) (Nafah & Purnaningrum, 2021).

Market experts are determined by the extent to which an information source is considered and determined
by someone who has expertise in a particular topic of interest. Timeliness of Online Consumer Review is an
information search process, consumers are faced with relevant information in large quantities associated within a
certain period. Timeliness refers to a most recent message. The "spotlight review™" message is a message that can
display a review first before another review. The latest reviews will get more attention from potential customers. The
volume of Online Consumer reviews is an important part of word-of-mouth communication and is useful for
measuring the number of interactive messages. The volume of Online Consumer Reviews is the number of
comments or reviews from a reviewer about a specific product or service. The number of reviews made is part of the
word of mouth because it contains a collection of reviews from everyone who made it. Variations in the volume of
online reviews are evidence that not all products and services are treated the same, so, naturally, not all consumer
ratings are not the same (Carneiro & Mylonakis, 2009) (Nafah & Purnaningrum, 2021) (Nafah & Purnaningrum,
2021).

The valence of an Online Consumer Review is the value of a message given in an Online Consumer Review
which is divided into 2, namely messages that focus on positive things (benefit gain) and vice versa, namely
messages containing negative things (benefit lost). The Online Consumer Review can provide negative and positive
messages simultaneously. The comprehensiveness of Online Consumer Review is the Completeness of Online
Consumer Reviews used to measure how detailed a review is. Online Consumer Reviews on social media or the
internet vary, ranging from simple messages to more detailed and complex explanations based on facts because in
containing a decision in an unfamiliar situation, consumers need more detailed and specific information. (Trimurti &
Utama, 2020); (Nafah & Purnaningrum, 2021); (Nafah & Purnaningrum, 2021).

2.3 Social Media Marketing
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Social media marketing in general is also called marketing using social media in the form of digital
marketing that utilizes social platforms and network websites to advertise an organization's products or services
through paid and unpaid methods. Social media marketing is based on digital marketing that uses social media and
networking websites to promote an organization's products or services through paid or organic means. The organic
way means not using funds in it and comes purely from the popularity of the content (Tuten & Solomon, 2017).

This platform is an activity that makes it easier for users where producers can interact with their customers,
answer questions or complaints, inform new products and services, get feedback and recommendations, and form
their community. Social media marketing includes activities such as establishing a user presence on the network of
each social media account, providing and sharing awareness of a brand, bringing in prospects and customers by
viewing content, driving traffic to websites, and so on. Social media marketing utilizes social media to become a
pioneer on popular social platforms, find and reach its customers and potential customers, then promote these
products and services and engage audiences to increase company value (Tuten & Solomon, 2017).

Social media marketing strategy as the basis for the discussion above in order to create concepts for
individuals and then put them together. Following are the steps of a marketing strategy through social media: (1)
Direct customer contact: Social media can be used as a means of creating services to customers. Customers contact
the company by means of messaging, rating or posting a status on a personal account. In companies with immediate
or relatively fast reactions, there is a closeness with customers that other media often cannot reach. (2) Stakeholder
building: Using a Group, blogs and forums can be used to create a purposeful network of shared interests. While this
is only possible for a particular product and service, the meeting of users with a genuine interest in the product and
the possibility of exchange can almost only occur on social networks. (3) Events: Taking advantage of a Concert or
event is a popular way to reach customers, especially in the culinary trade. (4) Interactive Campaign: Through a
Sweepstakes, distributing vouchers, a game application and surveys are ways to attract consumers by engaging
potential customers. (5) Sales and Distribution: Sales of products that have declining inventories and other sales
concepts can be realized here by using the help of a franchisee or a third party. (6) Reputation, Image and Authority:
By disseminating information about the expertise possessed in the form of campaigns with interesting content to
build a reputation thus increasing the value of profitability. (7) Viral Marketing: Downloading Uploading Content
with a unique concept can encourage users to share the content. This content is managed virally by being distributed
by many users. This marketing is done by people who are usually called influencers. (8)) Search engine optimization:
With the existence of Social Networks, what is mentioned (Social Signals) can be sent to search engines by entering
keywords. Profiles on social media accounts such as Twitter, Instagram, Facebook are usually indexed by search
engines. High Interaction Rates (Likes, Comments, Shares) are signals that have this added positive allowing search
engines to know that users find the offer attractive. (9) Social media monitoring: Monitoring services and reports on
social media have a greater opportunity for companies to conduct research. This data can be managed in many ways.
This method is often used for a company to find out customer interest and build a sense of customer loyalty or it is
also used to achieve targets within the company by conducting regular monitoring. (10) Traffic (Timeline):
Marketing with this method is considered effective in generating user interest to visit blogs or websites. The concept
of interesting content has a very important war (Kurniawati & Arifin, 2015); (Siswanto, 2013); (Asse, 2018).

3. RESEARCH METHOD

This study uses a Descriptive Statistics analysis tool with the help of the Google Trends tool to determine
the popularity of four island destinations in the world. Google Trends is a tool to research keywords that are often
used and hot topics that are being discussed. This service is specifically for marketers who want to find Google
search data to create interesting content. Google Trends was first released in 2006 and is still being developed.
Google Trends is a fairly complete Google service because it has many interesting functions and features; displays
topics that are being discussed a lot, look for frequently used keywords, compares performance between keywords,
and displays a simple and easy to understand. In addition, Google Trends can be used for free. This service can
provide information about what people are looking for on the Google Search search engine (Nafah & Purnaningrum,
2021).

Google Trends provides fairly complete information. Information obtained from Google Trends can be used
to create content as attractive as possible according to the appropriate keywords. Of course, this raises a sense of
optimism to occupy the top position in search results. However, it is not that easy. Keep in mind that not only writers
use Google Trends as an analysis application, but competitors, bloggers, AdSense seekers, and so on. (Mavragani et
al., 2018) (Nafah & Purnaningrum, 2021).

4. RESULTS AND ANALYSIS
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Based on the results of an analysis using Google Trends, it is known that the polarity of each island tourist
destination in the world is as follows:
4.1 Popularity of Phuket Island Destinations

Phuket is famous for its tropical beaches, hidden temples, local markets and lively clubs. Phuket attracts
tourists who want to enjoy the day and explore the night. In Phuket Town in the center of the island, tourists can
enjoy chili and blue ginger dishes at various restaurants and stroll through the old quarters for a glimpse of the city's
past. Although small and in a less strategic location, there is a wide variety of restaurants, accommodations and
adventures throughout the year to satisfy travelers looking for cheap and luxurious excursions. The destination of
Phuket Island as one of the favorite tourist destinations to become a mainstay of Thai tourism can be identified using
google trends analysis. When viewed from the frequency of searches using the keyword "Phuket", Phuket's
popularity has decreased since the beginning of May 2020. The trend of Phuket's popularity can be seen in Figure 1.

@® Phuket
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Figure 1. Google Trend Phuket Analysis Results

In the indicator of the origin of tourists, those who seek information about Phuket come from Thailand
itself, Russia, Turkey, Hong Kong, Singapore, and others are presented in Figure 2 below:

Sort: Interest for Phuket

1 Thailand R — |
2 Russia [— | |
3  Turkey [ —

4 Hong Kong [ 0
5 Singapore I .

Figure 2. The results of Google Trend Phuket Analysis are based on the origin of tourists.

The implication for Phuket tourism destination managers is to maintain the quality of the destination based
on online consumer reviews as a form of electronic word of mouth and can be a new and influential marketing
method in the decision-making process of visiting tourists in the future.

4.2 Popularity of Bali Island Destinations

The island of Bali is one of the best tourist destinations in Indonesia. There are so many tourist attractions
on the island of Bali because this place not only offers beautiful natural scenery in the form of clean beaches with
soft white sand. However, the waves are also calm and suitable for water activities such as kayaking, sea hiking,
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diving or snorkeling. Cultural attractions are the main attraction of Bal Destinations (Violinaa & Suryawana, 2016).
The island of Bali is one of the best tourist destinations in Indonesia. There are so many tourist attractions on the
island of Bali because this place not only offers the beauty of the natural scenery of a clean beach with soft white
sand. But also the waves are calm and suitable for watersport activities such as kayaking, sea walking, scuba diving,
or snorkeling. Cultural attractions are the main attraction for Bali Destinations (Violinaa & Suryawana, 2016). When
viewed from the frequency of searches using the keyword "Bali", Bali's popularity has decreased from the beginning
of 2020 to the end of 2021. The trend of Bali's popularity can be seen in Figure 3.

@ Bali

+ Compare

Figure 3. Google Trend Analysis Results for the Island of Bali

In the indicator of the origin of tourists, those who seek information about Bali come from Indonesia itself,
the Netherlands, India, Australia, Belgium, and others as shown in Figure 4 below:

Sort: Interest for Bali

1 Indonesia /7
2 Netherlands [

3 India DN |
4  Australia |

5 Belgium [

Figure 4. Google Trend Analysis Results for Bali based on the origin of tourists.

The implications for Bali tourism destination managers are to maintain the quality of destinations based on
online consumer reviews as a form of electronic word of mouth and can be a new and influential marketing method
in the decision-making process of visiting tourists in the future.

4.3 Popularity of Hawaii Island Destinations

Hawaii is an archipelago consisting of 8 main islands and several smaller islands, all located in the North
Pacific. The Hawaiian Islands are an archipelago of eight large islands, several atolls, many smaller islands and
seamounts in the North Pacific, extending about 1,500 miles (2,400 kilometers) from the island of Hawaii in the
south to Kure Atoll in the north. The group was formerly known to Europeans and Americans as the Sandwich
Islands, a name James Cook chose in honor of the First Lord of the Admiralty, John Montagu, 4th Earl of Sandwich.
Cook discovered the islands by accident while crossing the Pacific Ocean aboard the HMS Resolutio on his third
voyage. The island's contemporary name dates back to the 1840s and is derived from the name of the largest island,
the island of Hawaii (Wardhani, 2015). Hawaii Island Destinations is one of the best tourist destinations owned by
the United States even though the location of these islands is quite far from mainland America. When viewed from
the frequency of searches using the keyword "Hawaii", Hawaii's popularity has been quite stable over the last 5
years. Hawaii's popularity trend can be seen in Figure 5.
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Figure 5. Google Trend Hawaii Analysis Results

In the indicator of the origin of tourists, those who seek information about Hawaii come from the United
States itself, Japan, Canada, Brazil, South Korea, and others as shown in Figure 6 below:

Sort: Interest for Hawaii

1 United States [ |

2 Japan [ |

3 Canada ] —

4 Brazil [ ]
5 South Korea 7]

Figure 6. Google Trends Hawaiian Analysis results based on the origin of tourists.

The implication for Hawaii tourism destination managers is to maintain the quality that is popular enough
for online consumer reviews as a form of electronic word of mouth and can be a new and influential marketing
method in the decision-making process to visit tourists in the future, especially for domestic tourists.

4.4 Popularity of Langkawi Island Destinations

Langkawi is an archipelago in the Malacca Strait about 30 km off the northwest coast of Malaysia. Over the
years, this popular tropical destination has captivated tourists with its natural and cultural heritage. Although the
pandemic is currently ongoing in many countries, Langkawi has opened its borders to tourists who have been fully
vaccinated and tested negative for Covid-19. Of course there are other protocols that apply if you want to enter this
area. Some of them are required to book trips with Malaysian tour operators and carry out regular Covid-19 tests,
especially when traveling to/from ports. After seven days in Langkawi, tourists can continue their journey to other
destinations in Malaysia. However, while in Langkawi, paradise awaits tourists, complete with various attractions
and affordable facilities. No wonder this island is a popular destination for travelers in Southeast Asia (Roslan et al.,
2016).

Apart from visiting the beautiful beaches, you should not miss some of the tourist attractions here. Call it
the Langkawi Sky Bridge which is located at an altitude of 660 meters above sea level at the peak of Mount Mat
Cintang. At a height of 125 meters, this bridge offers panoramic views of the green hills and the open sea. The Sky
Bridge itself can be accessed via the Langkawi Cable Car. Eagle Square is another interesting destination in
Langkawi. Covering 19 acres, the square features the iconic eagle statue, fountain, bridge, pavilion, plunge pool, and
shops selling souvenirs and snacks (Roslan et al., 2016).

Langkawi Island Destinations are one of the best tourist destinations owned by Malaysia. When viewed
from the frequency of searches using the keyword "Langkawi", the popularity of Langkawi tourist destinations
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experienced a decline in early May 2020 but increased from mid-2020 to the end of 2021. The trend of popularity of
Langkawi Island can be seen in Figure 7.

Langkawi
® ‘g i + Compare

Worldwide ~ Past Syears v All categories v Web Search v

|4

Interest over time

Figure 7. Google Trend Analysis Results Langkawi

In the indicator of the origin of tourists, those who seek information about Langkawi are dominant from
Malaysia, Singapore, Pakistan, Hong Kong, Egypt, and others as shown in Figure 8 below:

Sort: Interest for Langkawi

1 Malaysia [
2 Singapore 1 W |
3 Pakistan [ O
4 Hong Kong [ i
5 Egypt [ — |

Figure 8. Google Trend Analysis Results of Langkawi based on the origin of tourists.

Langkawi Island has become popular by providing online consumer review media as a form of electronic
word of mouth and can be a new and influential way of marketing in the decision-making process to visit tourists in
the future, especially for domestic tourists.

4.5 Comparison of the Popularity of Island Destinations in the World

When viewing the popularity of Island Destinations in the World, the most popular tourist destinations are
Hawaii, then Bali, then Phuket, and the last is Langkawi. The results of the analysis show that from the beginning of
2020 to the end of 2021, almost all island tourist destinations in the world. The results of the analysis can be seen in
Figure 7.
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Figure 9. Google Trend Analysis Results for Four Island Destinations

When viewed from its popularity, Hawaii is very popular among tourists from the United States itself,
Japan, Canada, Brazil, and South Korea. Bali is very popular among tourists from Indonesia, the Netherlands, India,
Australia, and Belgium. Phuket destination is very popular for tourists who come from Thailand itself, Russia,
Turkey, Hong Kong, and Singapore. While Langkawi is very popular among tourists who come from Malaysia itself,
Singapore, Pakistan, Hong Kong, and Egypt.

5. CONCLUSION
5.1 Conclusion

This descriptive analysis using the Google trend tool produces some information, namely: From the
beginning of 2020 to the end of 2021, island tourist destinations have decreased in popularity, this is most likely due
to a travel ban for tourists during the Covid-19 pandemic. This research concludes that:

The most popular tourist destinations are Hawaii, then Bali, then Phuket, and finally Langkawi. Popularity
Hawaii is very popular among tourists from the United States itself, Japan, Canada. Brazil, and South Korea. Bali is
very popular among tourists from Indonesia, the Netherlands, India, Australia and Belgium. Phuket destination is
very popular for tourists who come from Thailand itself, Russia, Turkey, Hong Kong, and Singapore. While
Langkawi is very popular among tourists who come from Malaysia itself, Singapore, Pakistan. Hong Kong, and
Egypt.
5.2 Suggestions

In the last two years, 2020 to 2021, these four island destinations are more popular among tourists who
come from their own country. This finding indicates that domestic tourists in the four island destinations need to be
segmented, target market, and positioning demographics in marketing tourist destinations. Island destination
managers should always keep the beaches clean because of the four island destinations analyzed by Google Trends,
all of them have become popular because of the attractiveness of the beaches on the four islands.
5.3 Research Limitations

Limitations: The limitation of this study is that it only measures popularity based on the frequency of
keyword searches among internet users using the Google search engine. For a more tangible measurement of
popularity, the next researcher can use tools or applications located in certain tourist attraction areas, for example by
synchronizing with the Google Map application.

REFERENCES

[1] Al Mana, A. M., & Mirza, A. A. (2013). The impact of electronic word of mouth on consumers’ purchasing
decisions. International Journal of Computer Applications, 82(9).

[2] Aprianingsih, A., Setiawan, M., Affandy, F. B., Immanuel, B. C., & Fachira, I. (2020). Factors Affecting
Celebrity Endorsement on Purchase Intention Through Instagram Fashion Online Shop: An Indonesian
Perspective. International Journal of Marketing, Communication and New Media, 8(15).

Journal homepage: https://bajangjournal.com/index.php/IJSS



https://doi.org/10.53625/ijss.v2i2.
https://bajangjournal.com/index.php/IJSS

1266 International Journal of Social Science (1JSS)

Vol.2 Issue.2 August 2022, pp: 1257-1266
ISSN: 2798-3463 (Printed) | 2798-4079 (Online)

[3] Asse, R. A. A. (2018). Strategi Pemasaran Online (Studi Kasus Facebook Marketing Warunk Bakso Mas
Cingkrank Di Makassar). KAREBA: Jurnal lImu Komunikasi, 219-231.

[4] Carneiro, H. A., & Mylonakis, E. (2009). Google trends: a web-based tool for real-time surveillance of disease
outbreaks. Clinical Infectious Diseases, 49(10), 1557-1564.

[5] Damayanti, S., Chan, A., & Barkah, C. S. (2021). Pengaruh Social Media Marketing Terhadap Brand Image
Mypangandaran Tour and Travel. International Journal of Information Management, 9(3), 852-862.

[6] Kim, J. J., Fesenmaier, D. R., & Johnson, S. L. (2013). The effect of feedback within social media in tourism
experiences. International Conference of Design, User Experience, and Usability, 212-220.

[7] Krisnayani, N. K., Liestiandre, H. K., & Pranjaya, I. G. P. A. (2021). PENGARUH MEDIA SOSIAL DAN
DAYA TARIK WISATA TERHADAP KEPUTUSAN BERKUNJUNG WISATAWAN DOMESTIK DI
PANTAI MELASTI, BALI. Jurnal Kepariwisataan, 20(2), 134-143.

[8] Kurniawati, D., & Arifin, N. (2015). Strategi pemasaran melalui media sosial dan minat beli mahasiswa.
JURNAL SIMBOLIKA: Research and Learning in Communication Study (E-Journal), 1(2).

[9] Marie, A. L., & Widodo, R. E. (2019). Pengaruh Online Reviews terhadap Online Hotel Booking Intentions,
Study Kasus pada Traveloka. Jurnal llmiah Pariwisata, 24(3), 194-207.

[10] Maulana, I., & Salsabila, O. (2020). Pengaruh social media influencer terhadap perilaku konsumtif di era
ekonomi digital. Majalah IImiah Bijak, 17(1), 28-34.

[11] Mavragani, A., Ochoa, G., & Tsagarakis, K. P. (2018). Assessing the methods, tools, and statistical approaches
in Google Trends research: systematic review. Journal of Medical Internet Research, 20(11), €9366.

[12]Nafah, H. K., & Purnaningrum, E. (2021). Penggunaan Big Data Melalui Analisis Google Trends Untuk
Mengetahui Perspektif Pariwisata Indonesia di Mata Dunia. SNHRP, 3, 430-436.

[13] Prasetyo, B. D., & Febriani, N. S. (2020). Strategi Branding: Teori dan Perspektif Komunikasi dalam Bisnis.
Universitas Brawijaya Press.

[14]Putra, A. Y., & Suyuthie, H. (2022). Persepsi Pengunjung tentang Fasilitas Daya Tarik Wisata Pantai Sako di
Kota Padang. Jurnal Pendidikan Tambusai, 6(1).

[15]Roslan, M. H. K., Ali, C. A., & Mohamed, K. R. (2016). Fasies dan sekitaran sedimen formasi singa di
Langkawi, Malaysia. Sains Malaysiana, 45(12), 1897-1904.

[16]Siswanto, T. (2013). Optimalisasi sosial media sebagai media pemasaran usaha kecil menengah. Liquidity:
Jurnal Riset Akuntansi Dan Manajemen, 2(1), 80-86.

[17] Sulistyafani, A., & Sastrawan, I. G. A. (2021). Pengaruh Citra Destinasi Terhadap Minat Kunjungan Ulang
Wisatawan Di Pantai Pandawa, Bali. Jurnal Destinasi Pariwisata, 9(1), 96-104.

[18] Trimurti, C. P., & Utama, I. G. B. R. (2020). The examination bali destination marketing chain model based on
tourist motivation. International Journal of Scientific and Technology Research, 9(3).

[19] Tuten, T. L., & Solomon, M. R. (2017). Social media marketing. Sage.

[20]Utama, I. G. B. R. (2016). Daya tarik wisata kota denpasar bali. Daya Tarik Wisata Kota Denpasar Bali,
September 2015.

[21] Violinaa, S., & Suryawana, I. B. (2016). Kualitas Kebersihan Lingkungan sebagai Penunjang Daya Tarik Wisata
Pantai Sanur Kaja. Jurnal Destinasi Pariwisata ISSN, 2338, 8811.

[22] Wardhani, B. L. S. W. (2015). Kajian Asia Pasifik. Intrans Publishing.

[23] Zhao, F., Zhou, J., Nie, C., Huang, H., & Jin, H. (2015). SmartCrawler: a two-stage crawler for efficiently
harvesting deep-web interfaces. IEEE Transactions on Services Computing, 9(4), 608-620.

Journal homepage: https://bajangjournal.com/index.php/1JSS



https://bajangjournal.com/index.php/IJSS

