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ABSTRACT  

 

This study explores tourists' perceptions of the impact of reviews and social media in destination 

selection, focusing on experiences at Chip (Cristine Hakim Idea Park). Through a qualitative approach 

and in-depth interviews with 20 respondents, findings indicate that reviews and social media content 

play a crucial role in tourists' decision-making, influencing their perceptions of destination quality and 

attractiveness. Thematic analysis identifies patterns in these perceptions.destinations The research 

employs a qualitative approach with in-depth interviews as the data collection technique. Twenty 

respondents were purposively selected who had visited Chip (Cristine Hakim Idea Park) to provide rich 

insights into their experiences. Interviews focused on their perceptions of online reviews and the 

influence of social media in choosing tourist destinations. Data analysis is conducted using a thematic 

analysis approach, enabling researchers to identify patterns in tourists' perceptions of reviews and 

social media. With this approach, researchers can deeply understand how reviews and social media 

influence tourists' perceptions of specific tourist destinations. 

Keywords: Tourists, reviewers, social media users 

 

INTRODUCTION  

 This research has significant relevance in the context of the modern tourism industry which is 

increasingly influenced by technology and social media. In today's digital age, travelers tend to rely 

on online reviews and social media content to guide their decision in choosing a tourist destination. 

Therefore, understanding the impact of reviews and social media on tourist perceptions and 

preferences is essential for destination managers and the tourism industry as a whole. Social media 

and review platforms such as TripAdvisor, Yelp, and Instagram have an increasingly dominant role 

in shaping the image and reputation of tourist destinations (Saepudin, 2023). Reviews from fellow 

travelers and influencers, as well as engaging visual content on social media, can significantly 

influence how travelers perceive a destination. In this context, it is important to understand how the 

information presented on social media and online reviews can influence travelers' preferences and 

decisions. 
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Chip (Cristine Hakim Idea Park) is an interesting case study because it is a tourist destination 

that may have considerable exposure on social media and review platforms. As a destination that 

offers a unique and different experience, Chip has the potential to become the center of attention in 

the digital world. By choosing Chip as a case study, the study could provide valuable insights into how 

unique and unconventional tourist destinations are leveraging social media and online reviews to 

increase tourist attraction and visits. Chip (Cristine Hakim Idea Park) stands out as a tourist 

destination that presents a different experience from conventional tourist destinations. With a focus 

on art, culture, and creativity, Chip offers something unique to its visitors. As such, understanding 

how online reviews and social media affect travelers' perceptions and choices of Chip can provide 

valuable insights for the tourism industry in developing more effective marketing and promotion 

strategies. 

By analyzing the role of online reviews and social media in influencing tourists' perception of 

destinations such as Chip, this research can provide a foundation for tourist destination managers to 

improve their interaction with tourists through digital platforms (Taufiq, 2023). In addition, a better 

understanding of these dynamics can also assist the tourism industry as a whole in anticipating 

trends and developing strategies that are more adaptive and responsive to changes in consumer 

behavior. In the context of the ever-changing tourism industry, this research can provide valuable 

insights into how tourist destinations like Chip can optimize their presence in the digital world. By 

understanding the preferences, perceptions, and decisions of travelers influenced by online reviews 

and social media, destination managers can develop more effective marketing strategies and direct 

their resources more efficiently. 

In addition, this research can also provide benefits for tourists themselves. By understanding 

how the information they consume on social media and online reviews affects their perception of 

destinations, travellers can make more informed travel decisions and have a more fulfilling 

experience. It can also help travelers avoid unrealistic expectations or reduce the risk of 

disappointment during their trip. Through this research, it may also open up opportunities to identify 

new trends in the tourism industry related to the influence of social media and online reviews. For 

example, it can be seen if there is a specific pattern in traveller preferences that is influenced by 

certain types of content or review characteristics. This kind of information can be the basis for the 

development of more innovative marketing strategies and improved overall traveler experience. 

As such, it is important to acknowledge that the role of online reviews and social media in the 

selection of tourist destinations is not only relevant for destination managers, but also for the entire 

tourism ecosystem, including tourists and researchers (Herdiyani, 2022). By deepening our 

understanding of these dynamics, we can create a better and more satisfying travel experience for all 

parties involved. The main problem that this research seeks to solve is to understand the impact of 

reviews and social media on travelers' decisions in choosing a destination, specifically Chip (Cristine 

Hakim Idea Park). This study aims to identify the extent to which online reviews and content shared 

on social media affect the perception and preferences of tourists towards the destination. As such, 

the specific research questions to be answered include: How do reviews posted by reviewers and 

information disseminated through social media affect travelers' perceptions of the quality, 

attractiveness, and safety of Chip destinations? Are travellers likely to choose or avoid destinations 
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based on reviews and social media content they encounter? How do factors such as trust, credibility, 

and relevance of the content affect the final decision of travellers in choosing their destination? 

Furthermore, this study will examine the latest marketing strategies used by tourist destinations in 

attracting tourists. With the increasingly fierce competition in the global tourism market, it is 

important for destination managers to develop innovative and effective marketing strategies. The 

use of digital marketing techniques, strategic partnerships, and promotional campaigns will be 

explored to understand how tourist destinations can reach and attract their target market. Finally, 

this study will evaluate the impact of tourism on the environment and local culture (Swesti, 2019). 

While tourism can provide significant economic benefits, it is also important to consider its negative 

impact on the local natural environment and culture. Destination managers need to develop 

sustainable strategies that pay attention to environmental protection and cultural heritage 

preservation. By answering these questions, this research will provide valuable insights for tourist 

destination managers and other stakeholders to improve the marketing and management of these 

destinations. 

 

METHODS  

 This study uses a qualitative approach to explore the perception of tourists on the impact of 

reviewers and social media in the selection of tourist destinations (Manab, 2014). The research 

method involves collecting data through in-depth interviews with tourists who have visited the Chip 

destination (Cristine Hakim Idea Park). This interview aims to gain a deep understanding of how 

reviews and social media influence travelers' decision-making. In addition, participatory observation 

is carried out to understand tourist behavior when using social media to find information and 

recommendations for tourist destinations. Data analysis was carried out with an inductive approach, 

where themes and patterns emerged from interviews and observations were analyzed in depth. This 

approach allows researchers to understand the complexity of travelers' perceptions and experiences 

holistically. In addition, the use of data triangulation from various sources, such as interviews, 

observations, and social media analysis, is used to validate the findings and strengthen the reliability 

of the research results. Thus, this qualitative method provides an in-depth understanding of how 

reviews and social media affect the selection of tourist destinations by tourists. 

 

RESULT AND DISCUSSION 

The effect of reviews on travellers' perceptions 

Reviews from reviewers and information spread through social media have a big impact on 

tourists' perception of the quality, attractiveness, and safety of tourist destinations such as Chip. First 

of all, reviews from reviewers can provide valuable insights into other people's experiences in the 

destination (Dewi, 2022). If the majority of reviews are positive, this can increase travelers' 

confidence in the quality of the destination. On the other hand, negative reviews can trigger concern 

or even hinder tourists from wanting to visit the destination. Second, information disseminated 

through social media has a wide reach and can significantly affect the perception of tourists. Images, 

videos, and stories shared by social media users can provide a live picture of the atmosphere and 
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experience at Chip destinations. Interesting and positive content tends to increase tourists' interest 

in visiting the place, while negative or controversial content can cause concern. 

Third, in this digital age, many travelers rely on online reviews and social media information 

to make their travel decisions. They may look for signs of security, such as whether the destination 

has a good reputation in terms of tourist safety. Reviews that include safety aspects, such as crime 

rates around the destination or personal experiences with local safety, can influence travelers' 

decisions to visit. Responses and responses from related parties, such as business owners or tourism 

authorities, can also affect the perception of tourists. A quick and responsive response to problems 

or complaints that arise in reviews or social media can give the impression that the destination cares 

about the tourist experience and is committed to improving its quality and safety (Hasyim, 2019). 

Reviews from reviewers and information disseminated through social media have a very important 

role in shaping tourists' perception of Chip destinations, both in terms of quality, attractiveness, and 

safety. Therefore, efforts to monitor and respond to social media reviews and content wisely can be 

an important strategy for tourism stakeholders to promote the destination positively. 

Continuing from that, destination managers like Chip can also leverage reviews and social 

media information as a tool to improve and enhance the tourist experience. Through careful analysis 

of the feedback received, they can identify areas where improvements are needed and take 

appropriate action to improve the quality and safety of the destination. In addition, collaboration 

with influencers or social media users who have a wide audience can also be an effective strategy to 

promote these destinations in a positive way (Putri, 2023). By inviting them to visit destinations and 

share their experiences online, destination managers can create a positive buzz around Chip and 

attract more potential travelers. Not only that, but destination managers can also use their own social 

media platforms to communicate directly with travelers, providing information on safety, travel 

advice, and up-to-date updates on what's happening on Chip. 

 This can help build trust and engagement with the tourist community, and give the impression 

that the destination cares about the needs and safety of its visitors. By understanding and wisely 

managing the influence of reviews and social media information, destinations like Chip can build a 

strong and engaging reputation for travellers, and ensure a positive and safe experience for those 

who choose to visit. What's more, it's important for destination managers like Chip to strengthen 

cooperation with relevant parties, including local governments, tourism agencies, and other 

stakeholders. Close collaboration can help in implementing policies and initiatives aimed at 

improving the safety and quality of destinations. In addition, investment in safe and quality tourism 

infrastructure is also important. This includes road maintenance, lighting, security systems, and 

other public facilities that can enhance the traveler's experience and provide a sense of security 

during their visit. 

Furthermore, a proactive approach to promoting a culture of safety and awareness to visitors 

can help reduce risk and create a safer environment for everyone who visits Chip. Awareness 

campaigns about traffic order, natural hazards, and personal safety measures can be an effective first 

step. It is important to continue to evaluate and continuously improve the safety and quality of the 

destination. This includes monitoring trends and issues that arise in reviews and social media, as well 

as responding quickly and effectively to issues that arise. With a holistic and sustainable approach to 
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review management, social media information, and efforts to improve the safety and quality of 

destinations, Chip can strengthen its appeal as a safe, attractive, and quality travel destination for 

visitors. 

A holistic approach to review management, social media information, and efforts to improve 

the safety and quality of destinations are key to building and maintaining a strong reputation for Chip 

as a safe and attractive travel destination. First of all, constant monitoring of trends and issues that 

arise in reviews and social media provides valuable insights into visitors' perceptions of the 

destination. By systematically analyzing this feedback, Chip can identify common patterns, emerging 

needs, and areas that need improvement. In addition, paying attention to positive feedback also 

provides an opportunity to recognize what has worked and reinforce it. 

 Furthermore, a quick and effective response to issues that arise is essential to maintaining visitor 

trust. Chip must have a structured mechanism to handle complaints and problems reported by 

visitors, both through formal channels and social media. Communicating clear responses and 

corrective actions taken not only shows serious involvement in improving the visitor experience, but 

can also build a positive image that the destination is responsive to the needs and safety of its visitors. 

In addition, a sustainable approach to improving the safety and quality of destinations requires 

close cooperation between various stakeholders, including governments, tourism companies, local 

communities, and visitors. This can involve initiatives such as staff training to raise awareness of 

safety and hygiene, investments in infrastructure that supports the safety and comfort of visitors, as 

well as educational campaigns to encourage responsible behavior from all parties involved. Finally, 

building partnerships with review platforms and social media can also be an effective strategy. By 

leveraging the tools and features provided by the platform, Chip can be more proactive in managing 

reviews and responding to feedback, as well as identifying emerging trends (Yusmar, 2022). By doing 

so, Chip can strengthen its reputation as a safe, attractive, and quality tourist destination, as well as 

maintain its attractiveness in the face of increasingly fierce competition in the tourism industry. 

 

Destination impact based on reviews and social media content 

Tourists today tend to be heavily influenced by reviews and social media content when 

choosing a destination to visit. This is mainly due to technological developments and easy access to 

information through the internet. Reviews from previous users on websites like TripAdvisor or 

Google Reviews can provide valuable insights into other people's experiences in a particular 

destination. Likewise, social media content such as photos and videos that show direct experiences 

in tourist destinations, can influence tourists' decisions. However, keep in mind that not all social 

media reviews and content can be considered an objective assessment (Masna, 2022). Sometimes, 

reviews can be influenced by personal preferences or individual subjective experiences, so they don't 

necessarily reflect the experiences that everyone will experience. In addition, social media content is 

often selected and edited to showcase the best side of a destination, which can create unrealistic 

expectations for tourists. 

In addition, there is also a tendency to avoid destinations that are considered "too popular" or 

"too crowded" based on reviews and social media content. Some travelers may be looking for a more 

exclusive or authentic experience, and they may avoid destinations that are considered too touristic 
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or commercial. This has resulted in a trend where travelers are looking for lesser-known or remote 

destinations, which may not be widely documented on social media. However, it is undeniable that 

social media reviews and content remain an important factor in the tourist decision-making process. 

They can provide valuable and inspiring insights for destinations that may not have been considered 

before. Ultimately, travelers' decision to choose or avoid destinations based on reviews and social 

media content will depend on their personal preferences, budget, and travel destinations. 

Additionally, the influence of social media reviews and content can also vary depending on the 

type of destination and type of traveler. Natural destinations may be more influenced by stunning 

photos on social media, while major city destinations may be more influenced by reviews about food, 

entertainment, or tourist attractions available. There is also a difference in preferences between 

younger and older travelers. Younger generations tend to be more active on social media and may be 

more affected by the content they encounter online. On the other hand, older travelers may be more 

likely to rely on written reviews from official websites or travel forums. Additionally, some 

destinations may have an established reputation among travelers, so they can survive the impact of 

unfavorable reviews and social media content. Conversely, destinations that are still developing or 

less well known may be more susceptible to changing perceptions due to negative reviews or 

unfavorable social media content.  

In this context, it is important for tourist destinations to manage their online reputation well 

and interact with reviews and content shared on social media. Positive responses to reviews and 

active participation in online conversations can help build trust and attract potential travelers. 

Additionally, presenting accurate and engaging information about destinations can also help 

influence travelers' decisions positively. What's more, sustainability trends and environmental 

awareness are increasingly influencing travelers' decisions in choosing their destinations. Tourists 

tend to look for destinations and services that are environmentally friendly and socially responsible 

(Arifin, 2023). Therefore, reviews and social media content highlighting sustainability efforts and 

responsible practices in the destination can be a deciding factor for many travelers. 

In addition, the presence of influencers and digital content creators also has a big impact in 

influencing tourist preferences. Collaboration with well-known influencers or local content creators 

can help tourist destinations reach a wider audience and gain positive exposure on social media. 

Content shared by influencers is often considered more authentic and can provide valuable insights 

to potential travelers. Social media reviews and content remain one of the most important factors in 

the traveler's decision-making process. However, travelers also tend to consider various other 

factors such as sustainability, personal preferences, and influencer influence in determining their 

travel destination. Therefore, tourist destinations and the tourism industry as a whole need to 

continuously adapt their marketing and reputation management strategies to meet the demands of 

the ever-evolving market. 

 

Factors that affect the final decision of tourists in choosing a destination  

Factors such as trustworthiness, credibility, and relevance of content play a key role in the final 

decision of travelers in choosing their destination. First of all, the trust in the information provided 

by sources such as travel websites, user reviews, and recommendations from friends or family can 
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greatly influence a traveler's perception of a particular destination. Travelers tend to be more 

inclined to choose destinations that they believe will meet their expectations and needs based on the 

information they receive. Credibility is also an important factor. When travellers find sources of 

information they consider credible, such as government-run websites, tourism associations, or 

reviews from users deemed trustworthy, they are more likely to prefer destinations recommended 

by those sources. Accurate and trustworthy information builds trust, which in turn influences 

travelers' decisions. 

Content relevance is also a key consideration. Travelers seek information that is relevant to 

their interests, preferences, and needs. Destinations that can provide relevant content, such as tourist 

attractions, activities, and amenities that suit their liking, have a greater likelihood of being chosen. 

Content tailored to the needs of individuals or groups of tourists can increase satisfaction and provide 

a more satisfying experience (Ayunintyas, 2021). In addition, the influence of social media should not 

be ignored either. Travelers often look for inspiration and recommendations from social media 

platforms such as Instagram, Facebook, and TikTok. Engaging and attention-grabbing content, such 

as beautiful photos or inspiring videos, can influence travelers' decisions about choosing their 

destination. The use of social media also allows for direct interaction with other users, which can 

reinforce or doubt the trust and credibility of the information found. 

Personal experiences can also influence a traveler's decision. User reviews that reflect real 

experiences from others are often an important factor when considering a destination. Positive or 

negative experiences shared directly by other travellers can affect a person's perception and final 

decision in choosing their travel destination. In addition, other factors such as sustainability and 

social responsibility are increasingly a concern for many modern travelers. Tourists are increasingly 

choosing destinations that promote green practices, biodiversity protection, and positive 

contributions to local communities. Information about the sustainability and social responsibility of 

a particular destination can influence the decisions of travellers who are highly environmentally and 

socially aware. In addition to these factors, it is also important to consider psychological factors in 

tourist decision-making. For example, an individual's emotions and motivations can play a big role in 

choosing a travel destination. Some travelers may be looking for an experience that offers excitement 

and excitement, while others may be more interested in trips that offer serenity and relaxation. 

Content that is able to capture and meet these emotions and motivations has a greater likelihood of 

influencing travelers' decisions. 

In addition, external factors such as industry trends, global events, and travel policies can also 

influence tourists' decisions in choosing destinations (Putra, 2008). For example, destinations that 

are popular or attract media attention may be more likely to be chosen by travelers. Global events 

such as the COVID-19 pandemic have also impacted travel behavior, with travelers preferring 

destinations that are considered safe and have strict health protocols in place. As such, travelers' final 

decision to choose their destination is influenced by a number of complex factors, including trust, 

credibility, content relevance, sustainability, social responsibility, psychological factors, and external 

factors. Understanding these dynamics can help tourism destinations to develop effective marketing 

strategies and better meet the needs and expectations of tourists. 

 

https://ejournal.upgrisba.ac.id/index.php/jhs/index


Journal of Humanity Studies 
Volume 3 (1), 2024, 20- 

                                                                                           
 

Journal of Humanity Studies 3 (1), 2024 
https://ejournal.upgrisba.ac.id/index.php/jhs/index  

 

27 

The latest marketing strategies used by tourist destinations in attracting tourists 

The latest marketing strategies used by tourist destinations to attract tourists continue to 

evolve along with the development of technology and consumer preferences. One popular strategy is 

the use of social media (Hidayah, 2021). Tourist destinations are actively leveraging platforms such 

as Instagram, Facebook, and TikTok to promote their appeal through photos, videos, and other 

creative content. By doing so, they can reach a wider audience and interact directly with potential 

travelers, strengthening engagement and increasing their brand awareness. The use of AR 

(Augmented Reality) and VR (Virtual Reality) technology is increasingly becoming a trend in the 

marketing of tourist destinations. With this technology, tourist destinations can provide interactive 

experiences to potential tourists, such as virtual tours that allow them to explore tourist attractions 

digitally before actually visiting them. This helps increase the interest and desire of tourists to visit 

these destinations. 

Collaboration with influencers is also an important part of the current marketing strategy of 

tourist destinations. Tourist destinations work with influencers who have a large and relevant 

audience on social media to introduce and promote their destinations. Thus, they can reach a wider 

market segment and gain greater exposure on digital platforms. Not only that, personalization is also 

the key in the latest tourist destination marketing strategy. Tourist destinations use analytics data to 

understand the preferences and behaviors of potential travelers, so they can provide a customized 

and engaging experience for each individual. This can include recommendations based on previous 

travel history, food preferences, or other special interests. Loyalty programs and special promotions 

are also an integral part of the destination marketing strategy. Tourist destinations offer incentives 

such as special discounts, vacation packages, or loyalty rewards to frequent returning visitors or 

make large bookings. This not only increases customer retention but also encourages positive word-

of-mouth marketing, as satisfied visitors are more likely to recommend the destination to others. 

With the combination of these strategies, tourist destinations can increase their attractiveness and 

attract more tourists. 

More in-depth, the marketing strategy of tourist destinations also includes the use of 

interesting and meaningful content (Narottama, 2022). Tourist destinations create content that not 

only promotes their tourist attractions, but also provides added value to potential tourists. This could 

be an informative article about the destination, a travel guide, or even an inspirational story about 

the experiences of other travelers in the place. In this way, tourist destinations can form stronger 

relationships with their audiences, become a trusted source of information, and build strong brand 

awareness. It's important to note that the integration of technology in travel experiences is also an 

important part of the latest marketing strategy. Tourist destinations are leveraging mobile apps, 

interactive websites, and other technologies to provide a seamless and satisfying experience for 

travelers. For example, by using mobile apps, travelers can easily find information about attractions, 

navigate locations, or even book tickets online, improving the efficiency and convenience of their trip. 

Tourist destinations are also increasingly paying attention to sustainability and social responsibility 

in their marketing strategies. They highlight their eco-friendly practices, conservation efforts, and 

positive contributions to local communities as part of their marketing narrative. This not only 
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attracts tourists who care about the environment, but also enhances the image of the destination as 

a responsible and sustainable destination. 

Collaboration with online booking platforms and travel agents also remains an effective 

strategy in reaching potential travelers. Destinations are partnering with platforms like Booking.com, 

Expedia, or Airbnb to increase their exposure to global markets and make the booking process easier 

and more convenient for travelers. Thus, tourist destinations can improve their accessibility and 

attract more visitors from different parts of the world. By combining these various marketing 

strategies with a deep understanding of their markets and audiences, tourist destinations can 

strengthen their position in the global market, increase tourist visits, and provide an unforgettable 

experience for each visitor. In today's digital era, data analytics also plays a key role in the marketing 

strategy of tourist destinations. Tourist destinations collect and analyze data on user behavior, 

preferences, and market trends to gain valuable insights.  

With a better understanding of who their target market is, what they're looking for, and how 

they're interacting with marketing content, travel destinations can optimize their campaigns to 

achieve better results. Data analytics also allows tourist destinations to further personalize their 

marketing, by tailoring messages and offers according to individual preferences and more refined 

market segmentation. The challenge faced by tourist destinations today is to continue to adapt to 

changes in consumer behavior and preferences, as well as technological innovations that continue to 

develop. Therefore, flexibility, creativity, and the ability to innovate are the keys to success in a tourist 

destination marketing strategy. By staying up-to-date with the latest trends, listening to customer 

feedback, and continuously improving the user experience, tourist destinations can remain relevant 

and attractive to tourists amid increasingly fierce competition. 

 

Tourism evaluation of the local environment and culture 

Tourism evaluation of the local environment and culture is an important aspect in sustainable 

tourism development (Yusni, 2022). The growth of the tourism industry often has a significant 

impact on the natural environment and local culture in tourist destinations. In evaluating these 

impacts, it is necessary to consider various factors such as natural resource management, cultural 

heritage preservation, and the welfare of local communities. One aspect that needs to be evaluated is 

the impact of tourism on the natural environment. The development of tourism infrastructure such 

as hotels, highways, and other supporting facilities often has a negative impact on local ecosystems, 

such as forest destruction, water pollution, and loss of wildlife habitat. This evaluation can be carried 

out by considering environmentally friendly practices in the development of tourism infrastructure, 

as well as involving related parties in environmental conservation efforts. 

In addition, the impact of tourism on local culture also needs to be evaluated comprehensively. 

An increase in tourist visits can result in changes in lifestyles, cultural values, and social interaction 

patterns of local communities. This evaluation includes efforts to preserve cultural heritage, such as 

traditional arts, distinctive architecture, and local beliefs, so that they remain sustainable and not 

eroded by tourism commercialization. It is also important to evaluate the impact of tourism on the 

economy and well-being of the local community. Although tourism can be a significant source of 

income for local communities, it is not uncommon for inequality in the distribution of economic 
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benefits (Suot, 2021). This evaluation includes efforts to increase local community participation in 

the tourism industry, the development of micro and small enterprises, and the empowerment of local 

communities to participate in decision-making related to tourism management. By conducting a 

comprehensive evaluation of the impact of tourism on the local environment and culture, it can help 

in the development of a sustainable tourism model, which not only pays attention to economic 

growth, but also the preservation of the natural environment and the sustainability of local culture. 

This is an important step in maintaining a balance between tourism development and the 

preservation of natural and cultural resources for future generations. 

In addition to evaluating the impact of tourism, the next step is to formulate strategies and 

policies that aim to reduce negative impacts and increase the positive impact of tourism on the 

environment and local culture (Destination, 2018). One of the strategies that can be implemented is 

the development of sustainable tourism that takes into account the principles of environmental 

conservation and cultural preservation The development of sustainable tourism covers various 

aspects, such as the use of renewable energy, environmentally friendly waste management, the 

development of efficient public transportation, and the promotion of tourism products based on local 

culture. In addition, a participatory approach that involves local communities in decision-making is 

also important to ensure tourism sustainability in the long term. In addition, education and 

environmental awareness are also an important part of the sustainable tourism management 

strategy. By increasing tourist awareness about the importance of preserving the local environment 

and culture, it can help reduce the negative impacts of tourism, such as garbage, pollution, and 

environmental damage. Education can also help build a sense of responsibility and concern for the 

local natural and cultural heritage. 

Furthermore, the need for cross-sector and cross-regional cooperation in sustainable tourism 

management. Collaboration between the government, the tourism sector, local communities, NGOs, 

and the private sector is needed to implement policies and programs that support sustainable 

tourism development holistically. By conducting regular evaluations of the implementation of the 

strategies and policies that have been set, as well as involving all stakeholders in the decision-making 

process, it is hoped that tourism can become a driving force for sustainable development, which 

provides balanced benefits for the natural environment, local culture, and local communities. 

 

CONCLUSION  

 Based on the results of the study, it can be concluded that the perception of tourists towards 

the impact of reviewers and social media in the selection of destinations is very significant. Reviewers 

and social media have a great influence on travelers' decisions in choosing their destinations. It was 

found that positive reviews can increase tourists' interest and desire to visit a place, while negative 

reviews can cause them to avoid the destination. This shows that the existence of reviewers and 

social media has a crucial role in shaping the image of a tourist destination. Additionally, it is evident 

that the trust and credibility of reviewers and social media play a crucial role in influencing travelers' 

decisions. Reviewers who are considered to have in-depth experience and knowledge about the 

destination tend to be more trusted by tourists. Likewise with social media, content that travelers 

consider authentic and relevant tends to have a greater influence in influencing their travel decisions. 

https://ejournal.upgrisba.ac.id/index.php/jhs/index


Journal of Humanity Studies 
Volume 3 (1), 2024, 20-31 

                                                                                           
 

Journal of Humanity Studies 3 (1), 2024 
https://ejournal.upgrisba.ac.id/index.php/jhs/index  

 

30 

As such, it is important for relevant parties, including the tourism industry and service providers, to 

pay attention to the role of reviewers and social media in destination marketing and promotion 

strategies. Building good relationships with reviewers and strengthening a positive presence on 

social media can be a strategic step to increase the appeal of destinations and expand the market 

share of tourists. In addition, it should be noted that in today's digital age, information that is widely 

and rapidly spread through social media platforms can have a great impact on the image of a 

destination. Therefore, destination managers need to pay attention to online reputation management 

and be actively involved in monitoring and responding to content posted about their destinations. 

This can help reduce the negative impact of bad reviews or inaccurate content, as well as reinforce a 

positive impression of the destination among potential travellers. 

Additionally, marketing strategies that involve collaborating with influencers or social media 

users who have relevant audiences can also be an effective step to expand reach and increase 

destination exposure. By leveraging the power of networking and the influence of social media, 

destinations can create compelling narratives and invite interest to potential travelers. Thus, 

realizing the important role that reviewers and social media play in destination selection, destination 

managers and related parties must continue to develop marketing and reputation management 

strategies that are adaptive and responsive to changing digital trends and dynamics. This will help 

ensure that destinations remain relevant and attractive to tourists amid increasing competition in 

the global tourism industry. 
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