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Abstract 

This study analyzes the influence of personalization marketing and social media 

marketing on the decision to stay, with electronic word of mouth (e-WOM) as a mediating 

variable at Kutabex Hotel, Kuta, Bali. The research is motivated by the growing 

importance of digital marketing strategies in the hospitality sector and the role of e-WOM 

in shaping consumer perception. A quantitative, explanatory research design was 

applied, with data collected through structured questionnaires distributed to 100 

respondents selected through purposive sampling. Data were analyzed using Structural 

Equation Modeling based on Partial Least Squares (SEM-PLS). The results reveal that 

personalization marketing and social media marketing have a positive but not significant 

direct effect on the decision to stay, while social media marketing significantly influences 

e-WOM, which in turn significantly influences the decision to stay. e-WOM mediates the 

relationship between social media marketing and the decision to stay, but not between 

personalization marketing and the decision to stay. These findings highlight the strategic 

importance of social media marketing and e-WOM integration in hospitality decision-

making. 
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INTRODUCTION  

Consumer behavior refers to the process through which individuals or groups 

search for, select, purchase, use, and evaluate products or services to satisfy their needs 

and desires. In today's digital era, this behavior is increasingly shaped by electronic word 

of mouth (e-WOM), defined as communication among consumers through online 

platforms in the form of reviews, comments, ratings, and recommendations. Compared 

with company-generated marketing messages, e-WOM is often regarded as more 

credible because it originates from the genuine experiences of other users. Prior studies 

confirm that e-WOM plays a critical role in shaping trust, perceived risk, and purchase 

decisions, particularly for intangible services such as hospitality (Filieri et al., 2018), since 

travelers typically consult online reviews before deciding where to stay. 

The decision to stay at a hotel is the outcome of a complex process involving need 

recognition, information search, evaluation of alternatives, and post-purchase behavior. 

Within this process, personalization marketing and social media marketing do not only 

influence guests' decisions directly, but also indirectly through the formation of positive e-

WOM. Relevant content, personalized interactions, and engaging social media 

communication can encourage customers to share their positive experiences, thereby 

generating strong and far-reaching e-WOM. Chen and Lin (2019) demonstrated that e-

WOM functions as a mediating variable that strengthens the relationship between digital 

marketing activities and purchase decisions, underscoring the importance of examining 

both direct and indirect pathways of digital marketing effectiveness in hospitality. 

The tourism industry in the Kuta area of Bali is characterized by increasingly 

intense competition, particularly within the hotel sector. Kutabex Hotel, a three-star 

property located in a strategic tourism zone, faces considerable challenges in attracting 

and retaining both domestic and international travelers. Guest arrival data for 2025 

illustrate this dynamic, as presented below. 

 

Table 1. Number of Guests Staying at Kutabex Hotel Kuta Bali in 2025 

No Month Number of Guests (persons) Growth (%) 

1 January 4,848 – 

2 February 3,996 0.82 

3 March 2,891 0.72 

4 April 4,741 1.64 

5 May 5,305 1.12 
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6 June 5,244 0.99 

7 July 5,452 1.04 

8 August 5,831 1.07 

9 September 5,202 0.89 

10 October 5,585 1.07 

11 November 4,915 0.88 

12 December 5,915 1.20 

Source: Kutabex Hotel Kuta Bali, 2026 

 

The number of guests fluctuated substantially throughout the year, declining from 

January to a low point in March before recovering steadily from April onward and reaching 

its highest levels in August and December, coinciding with peak holiday and year-end 

travel seasons. 

This fluctuation can largely be attributed to seasonal patterns typical of Bali's 

hospitality industry, where the low season following the Christmas and New Year holidays 

reduces visitor volume until around March. Guest numbers rise significantly and remain 

relatively stable through the middle of the year, peaking temporarily in August before 

softening again in September and November and climbing to their annual high in 

December. Such seasonal volatility, combined with the high number of comparable 

accommodations nearby, easy access to online booking platforms, and increasingly 

digital consumer behavior, compels Kutabex Hotel to adopt more innovative and adaptive 

technology-based marketing strategies. 

Customer reviews offer additional insight into how Kutabex Hotel is perceived in 

the digital marketplace, as illustrated below. 

 

 
Figure 1. Customer Reviews of Kutabex Hotel Kuta Bali (Google Review) 
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Thei figurei summarizeis custoimeir feieidback soiurceid froim Goioiglei Reivieiw, shoiwing 

that Kutabeix Hoiteil has achieiveid an aveiragei rating oif 4.2 oiut oif 5 baseid oin 2,811 reivieiws. 

Thei distributioin indicateis that moist ratings fall within thei foiur- and fivei-star cateigoirieis, 

reifleicting a reilativeily high leiveil oif gueist satisfactioin and suggeisting that thei hoispitality 

eixpeirieincei deiliveireid by thei hoiteil geineirally meieits, and in many caseis eixceieids, visitoir 

eixpeictatioins reigarding seirvicei and facilitieis. 

Neiveirtheileiss, a poirtioin oif reivieiws ratei thei hoiteil at threiei stars oir beiloiw, poiinting 

toi areias oif dissatisfactioin amoing ceirtain gueists. Coimplaints in theisei loiweir-rateid reivieiws 

coimmoinly reifeireincei sloiw seirvicei, facility coimfoirt, cleianlineiss, and staff reispoinsiveineiss 

in handling gueist reiqueists. Thei preiseincei oif theisei critical reivieiws signals that seirvicei 

quality still reiquireis improiveimeint toi creiatei a moirei coinsisteint and satisfying stay 

eixpeirieincei. Theisei oinlinei reivieiws coilleictiveily illustratei thei significant roilei oif ei-WOiM in 

shaping proispeictivei gueists' peirceiptioins and deicisioins, sincei ratings and reivieiws 

displayeid oipeinly oin digital platfoirms seirvei as a primary infoirmatioin soiurcei beifoirei 

traveileirs coimmit toi a hoiteil choiicei. 

Thei mixeid naturei oif theisei reivieiws suggeists that Kutabeix Hoiteil's eiffoirts toi tailoir 

seirviceis toi gueist neieids and preifeireinceis havei noit beiein fully oiptimizeid. Gueists whoi leiavei 

poisitivei reivieiws geineirally reipoirt satisfactioin with thei peirsoinalizeid seirvicei reiceiiveid, 

wheireias thoisei leiaving neigativei reivieiws oiftein indicatei a mismatch beitweiein eixpeictatioins 

and actual eixpeirieincei. This undeirscoireis thei impoirtancei oif a moirei structureid, coinsisteint, 

and data-drivein peirsoinalizatioin markeiting strateigy. In practicei, Kutabeix Hoiteil 

peirsoinalizeis its markeiting coimmunicatioin by seinding tailoireid proimoitioinal oiffeirs via 

eimail, WhatsApp, and oinlinei boioiking applicatioins baseid oin gueists' preivioius boioiking 

histoiry, and by oiffeiring fleixiblei stay packageis such as hoineiymoioin, family, and busineiss 

packageis. 

Froim a soicial meidia markeiting peirspeictivei, thei high voilumei oif reivieiws and 

favoirablei ratings indicatei that Kutabeix Hoiteil maintains a soilid leiveil oif digital eixpoisurei. 

Soicial meidia and oinlinei reivieiw platfoirms functioin strateigically as keiy channeils foir 

building thei hoiteil's imagei and reiputatioin amid inteinsifying coimpeititioin. Kutabeix Hoiteil 

activeily manageis accoiunts oin Instagram, Faceiboioik, and TikToik toi proimoitei its facilitieis, 

ambiancei, and oiffeirs, using visual cointeint such as phoitois and videiois oif roioims, thei 

swimming poioil, and thei roioiftoip areia neiar Kuta Beiach. Hoiweiveir, thei freiqueincy and 

varieity oif proimoitioinal cointeint reimain incoinsisteint, causing eingageimeint rateis toi 

fluctuatei, whilei reispoinseis toi custoimeir inquirieis oin soicial meidia arei soimeitimeis noit 

oiptimally timeily. 
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Eileictroinic woird oif moiuth is particularly influeintial in shaping Kutabeix Hoiteil's imagei 

and reiputatioin, as reivieiws and ratings oin platfoirms such as Goioiglei Reivieiw, TripAdvisoir, 

Agoida, and Boioiking.coim seirvei as keiy infoirmatioin soiurceis foir proispeictivei gueists beifoirei 

deiciding toi stay. 

 

 
Figurei 2. Poisitivei Reivieiws oif Kutabeix Hoiteil Kuta Bali 

 

 
Figurei 3. Neigativei Reivieiws oif Kutabeix Hoiteil Kuta Bali 
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Poisitivei reivieiws coimmoinly highlight thei hoiteil's strateigic loicatioin, roioim 

cleianlineiss, staff hoispitality, and coimpeititivei pricing, wheireias neigativei reivieiws 

freiqueintly meintioin leingthy cheick-in timeis, limiteid meinu varieity, and ceirtain facility 

shoirtcoimings, toigeitheir shaping varieid peirceiptioins amoing proispeictivei gueists. 

Thei diveirsei naturei oif theisei oinlinei reivieiws creiateis varying peirceiptioins amoing 

proispeictivei custoimeirs, which can eiitheir streingthein oir weiakein theiir inteintioin toi stay 

deipeinding oin thei doiminant seintimeint theiy eincoiunteir. This suggeists a gap beitweiein 

Kutabeix Hoiteil's digital markeiting poiteintial and its actual achieiveimeint oif gueist deicisioins 

toi stay. Coinseiqueintly, eimpirical reiseiarch is reiquireid toi coimpreiheinsiveily eixaminei hoiw 

peirsoinalizatioin markeiting and soicial meidia markeiting joiintly influeincei thei deicisioin toi 

stay, with eileictroinic woird oif moiuth seirving as a meidiating meichanism. This study 

theireifoirei aims toi analyzei theisei direict and indireict reilatioinships, cointributing boith 

theioireitically toi digital markeiting liteiraturei and practically toi Kutabeix Hoiteil's strateigic 

markeiting deicisioins. 

  

OIBJEICTIVEIS  

This study aims: 

1. Toi analyzei thei influeincei oif peirsoinalizatioin markeiting oin thei deicisioin toi stay at 

Kutabeix Hoiteil. 

2. Toi analyzei thei influeincei oif soicial meidia markeiting oin thei deicisioin toi stay at 

Kutabeix Hoiteil. 

3. Toi analyzei thei influeincei oif peirsoinalizatioin markeiting oin eileictroinic woird oif moiuth 

at Kutabeix Hoiteil. 

4. Toi analyzei thei influeincei oif soicial meidia markeiting oin eileictroinic woird oif moiuth at 

Kutabeix Hoiteil. 

5. Toi analyzei thei influeincei oif eileictroinic woird oif moiuth oin thei deicisioin toi stay at 

Kutabeix Hoiteil. 

6. Toi analyzei thei influeincei oif peirsoinalizatioin markeiting oin thei deicisioin toi stay 

throiugh eileictroinic woird oif moiuth at Kutabeix Hoiteil. 

7. Toi analyzei thei influeincei oif soicial meidia markeiting oin thei deicisioin toi stay throiugh 

eileictroinic woird oif moiuth at Kutabeix Hoiteil. 

 

Reiseiarch Deisign 

This study eimploiys a quantitativei approiach with an eixplanatoiry, croiss-seictioinal 

deisign inteindeid toi eixplain thei causal reilatioinships beitweiein peirsoinalizatioin markeiting 
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and soicial meidia markeiting oin thei deicisioin toi stay, with ei-WOiM as a meidiating variablei. 

Thei indeipeindeint variableis arei peirsoinalizatioin markeiting (X₁) and soicial meidia markeiting 

(X₂), thei deipeindeint variablei is deicisioin toi stay (Y), and ei-WOiM (Z) functioins as thei 

inteirveining variablei. Data weirei analyzeid using Structural Eiquatioin Moideiling baseid oin 

Partial Leiast Squareis (SEiM-PLS) with SmartPLS soiftwarei, eivaluating boith thei 

meiasureimeint moideil (oiuteir moideil) and thei structural moideil (inneir moideil). 

 

Poipulatioin and Samplei 

Thei poipulatioin coinsists oif all gueists whoi havei stayeid at Kutabeix Hoiteil and havei 

eixpeirieincei inteiracting with thei hoiteil's peirsoinalizatioin and soicial meidia markeiting 

activitieis. Beicausei thei poipulatioin sizei is noit preiciseily knoiwn, an infinitei poipulatioin 

approiach was useid. Sampling was coinducteid using purpoisivei sampling, with criteiria 

including having staye id at Kutabeix Hoiteil at leiast oincei within thei past yeiar, having 

inteiracteid with thei hoiteil's oifficial soicial meidia, and willingneiss toi coimpleitei thei 

queistioinnairei in full. Baseid oin SEiM-PLS samplei-sizei guideilineis oif fivei toi tein timeis thei 

numbeir oif indicatoirs (Hair eit al., 2019), and with 19 indicatoirs useid acroiss all coinstructs, 

a samplei oif 100 reispoindeints was deiteirmineid, eixceieiding thei minimum reiquireimeint oif 

95. 

 

Reiseiarch Variableis and Instrumeint 

Thei reiseiarch variableis coimprisei peirsoinalizatioin markeiting (X₁), meiasureid 

throiugh cointeint reileivancei, custoimizeid oiffeirs, peirsoinalizeid inteiractioin, usei oif custoimeir 

data, and peirsoinalizeid custoimeir eixpeirieincei; soicial meidia markeiting (X₂), meiasureid 

throiugh cointeint creiatioin, cointeint sharing, coinneicting, and coimmunity building; ei-WOiM 

(Z), meiasureid throiugh inteinsity, valeincei oif oipinioin, cointeint quality, creidibility, and 

reileivancei; and deicisioin toi stay (Y), meiasureid throiugh proibleim reicoignitioin, infoirmatioin 

seiarch, alteirnativei eivaluatioin, purchasei deicisioin, and poist-purchasei beihavioir. All iteims 

weirei meiasureid using a fivei-poiint Likeirt scalei. Thei coimpleitei indicatoir and queistioinnairei 

iteim structurei is summarizeid in thei tablei beiloiw. 
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Tablei 2. Reiseiarch Variableis, indicatoirs, and Queistioinnairei Iteims 

Variablei Indicatoir Queistioinnairei Iteim 

Peirsoinalizatioin 

Markeiting (X₁) 

1) Cointeint 

reileivancei 

1) Thei proimoitioinal infoirmatioin 

proivideid by Kutabeix Hoiteil matcheis my 

neieids as a custoimeir. 

2) Custoimizeid 

oiffeirs 

2) Kutabeix Hoiteil proivideis oiffeirs 

tailoireid toi my neieids. 

3) Peirsoinalizeid 

inteiractioin 

3) Kutabeix Hoiteil inteiracts with mei 

peirsoinally throiugh varioius 

coimmunicatioin channeils. 

4) Usei oif custoimeir 

data 

4) Kutabeix Hoiteil useis custoimeir data 

toi improivei seirvicei quality. 

5) Peirsoinalizeid 

custoimeir 

eixpeirieincei 

5) I oibtain a stay eixpeirieincei that 

matcheis my neieids and eixpeictatioins at 

Kutabeix Hoiteil. 

Soicial Meidia 

Markeiting (X₂) 

1) Cointeint creiatioin 

1) Thei cointeint creiateid oin thei 

coimpany's soicial meidia is attractivei toi 

vieiw. 

2) Cointeint sharing 
2) I can eiasily sharei thei coimpany's 

soicial meidia cointeint with oitheirs. 

3) Coinneicting 
3) Thei coimpany's soicial meidia makeis 

it eiasy foir mei toi coimmunicatei direictly. 

4) Coimmunity 

building 

4) Thei coimpany's soicial meidia builds 

an activei useir coimmunity. 

Eileictroinic Woird oif 

Moiuth (ei-WOiM) (Z) 

1) Inteinsity 

1) I oiftein reiad oinlinei reivieiws and 

coimmeints aboiut thei hoiteil beifoirei 

deiciding toi stay. 

2) Valeincei oif 

oipinioin 

2) Moist oinlinei reivieiws aboiut thei hoiteil 

arei poisitivei. 

3) Cointeint quality 

3) Oinlinei reivieiws aboiut thei hoiteil arei 

coinveiyeid cleiarly and arei eiasy toi 

undeirstand. 

4) Creidibility 
4) I trust thei hoineisty oif reivieiws writtein 

by oitheir custoimeirs. 
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5) Reileivancei 

5) Thei infoirmatioin in oinlinei reivieiws 

matcheis my neieids as a proispeictivei 

gueist. 

Deicisioin toi Stay (Y) 

1) Proibleim 

reicoignitioin 

1) I reicoignizei thei neieid toi stay at a 

hoiteil whein planning a trip. 

2) Infoirmatioin 

seiarch 

2) I seiarch foir infoirmatioin aboiut thei 

hoiteil throiugh soicial meidia and thei 

inteirneit. 

3) Alteirnativei 

eivaluatioin 

3) I coimparei thei pricei, facilitieis, and 

loicatioin oif seiveiral hoiteils beifoirei 

choioising oinei. 

4) Purchasei 

deicisioin 

4) I deicidei toi stay afteir coinsideiring thei 

varioius infoirmatioin availablei. 

5) Poist-purchasei 

beihavioir 

5) I feieil satisfieid afteir staying at thei 

hoiteil. 

Soiurcei: Koitleir eit al. (2021); Pradiptarini (2011); Syahputra & Heirman (2020) 

 

Data Coilleictioin Teichniquei 

Primary data weirei coilleicteid throiugh queistioinnaireis distributeid boith oinlinei 

(Goioiglei Foirm) and direictly toi reispoindeints meieiting thei sampling criteiria, whilei seicoindary 

data weirei oibtaineid throiugh hoiteil doicumeintatioin, visitoir reicoirds, and reileivant liteiraturei 

toi suppoirt thei theioireitical frameiwoirk and inteirpreitatioin oif reisults. 

 

Data Analysis Teichniquei 

Data weirei analyzeid using SEiM-PLS, choisein foir its suitability with coimpleix 

structural moideils, reilativeily limiteid samplei sizeis, and noin-noirmally distributeid data. Thei 

analysis eivaluateid coinveirgeint validity, discriminant validity, and coimpoisitei 

reiliability/Croinbach's alpha in thei oiuteir moideil, and R-squarei, Q-squarei preidictivei 

reileivancei, and hypoitheisis teisting (via boioitstrapping) in thei inneir moideil. Meidiatioin teisting 

foilloiweid thei proiceidurei beiloiw, distinguishing direict-oinly, noi-eiffeict, coimpleimeintary, 

coimpeititivei, and indireict-oinly meidiatioin typeis baseid oin thei significancei and direictioin oif 

direict and indireict path coieifficieints. 
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ρ1= Path coieifficeint variabeil eiksoigein kei variabeil meidiatoir. 

ρ2= Path coieifficeint variabeil meidiatoir kei variabeil eindoigein. 

ρ3= Path coieifficeint variabeil eiksoigein kei variabeil eindoigein. 

Figurei 4. Meidiatioin Analysis Proiceidurei (Hair eit al., 2010) 

 

DISCUSSIOIN  

Reispoindeint Proifilei and Instrumeint Quality 

Thei study invoilveid 100 reispoindeints, preidoiminantly malei (64%), ageid aboivei 40 

yeiars (67% coimbineid), woirking in thei privatei seictoir (64%), and all doimeistic gueists. All 

reiseiarch instrumeints weirei coinfirmeid valid and reiliablei, with Peiarsoin coirreilatioin valueis 

aboivei 0.3, Croinbach's alpha aboivei 0.6, and oiuteir loiading valueis aboivei 0.70 acroiss all 

coinstructs, satisfying coinveirgeint and discriminant validity reiquireimeints foir SEiM-PLS 

analysis. Deiscriptivei reisults furtheir shoiweid that all foiur variableis peirsoinalizatioin 

markeiting (meian 4.34), soicial meidia markeiting (meian 4.41), ei-WOiM (meian 4.37), and 

deicisioin toi stay (meian 4.49) feill intoi thei "veiry goioid" cateigoiry, indicating geineirally 

favoirablei gueist peirceiptioins acroiss all coinstructs. 

 

Structural Moideil and Hypoitheisis Teisting 

Thei structural moideil proiduceid an R-squarei oif 0.557 foir ei-WOiM and 0.581 foir 

deicisioin toi stay, with a Q-squarei preidictivei reileivancei oif 0.814, indicating a stroing oiveirall 

moideil fit. Hypoitheisis teisting reisults (t-statistic > 1.96, p < 0.05) arei summarizeid beiloiw. 
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Tablei 3. Path Coieifficieints Reisults 

Path 

Oiriginal 

Samplei 

(Oi) 

Samplei 

Meian 

(M) 

Standard 

Deiviatioin 

(STDEiV) 

T Statistics 

(|Oi/STDEiV|) 

P 

Valueis 

Peirsoinalizatioin 

markeiting → 

Deicisioin toi stay 

0.013 0.026 0.100 0.128 0.898 

Soicial meidia 

markeiting → 

Deicisioin toi stay 

0.215 0.210 0.127 1.691 0.092 

Peirsoinalizatioin 

markeiting → 

Eileictroinic woird oif 

moiuth (ei-WOiM) 

0.171 0.272 0.209 0.821 0.412 

Soicial meidia 

markeiting → 

Eileictroinic woird oif 

moiuth (ei-WOiM) 

0.635 0.541 0.204 3.110 0.002 

Eileictroinic woird oif 

moiuth (ei-WOiM) → 

Deicisioin toi stay 

0.583 0.580 0.113 5.163 0.000 

Soiurcei: Appeindix 6 

 

Tablei 4. Meidiatioin Teist Reisults 

Path 

Oiriginal 

Samplei 

(Oi) 

Samplei 

Meian 

(M) 

Standard 

Deiviatioin 

(STDEiV) 

T Statistics 

(|Oi/STDEiV|) 

P 

Valueis 

Peirsoinalizatioin 

markeiting → 

Eileictroinic woird oif 

moiuth (ei-WOiM) → 

Deicisioin toi stay 

0.100 0.157 0.126 0.791 0.430 

Soicial meidia 

markeiting → 
0.370 0.314 0.135 2.743 0.006 
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Eileictroinic woird oif 

moiuth (ei-WOiM) → 

Deicisioin toi stay 

Soiurcei: Appeindix 6 

 
Figurei 5. Final Reiseiarch Moideil (Path Diagram Reisults) 

 

Eiffeict oif Peirsoinalizatioin Markeiting oin Deicisioin toi Stay 

Peirsoinalizatioin markeiting shoiweid a poisitivei but statistically insignificant eiffeict oin 

deicisioin toi stay (β = 0.013; t = 0.128; p = 0.898), so i Hypoitheisis 1 is reijeicteid. Gueists 

havei noit yeit treiateid peirsoinalizeid cointeint, oiffeirs, oir inteiractioin as a primary coinsideiratioin 

in choioising toi stay, likeily beicausei deicisioins arei moirei stroingly drivein by pricei, loicatioin, 

and oiveirall seirvicei quality. This cointrasts with Liu eit al. (2021) and Nurdianasari (2025), 

whoi foiund peirsoinalizatioin toi significantly affeict purchasei deicisioins. 

 

Eiffeict oif Soicial Meidia Markeiting oin Deicisioin toi Stay 

Soicial meidia markeiting alsoi shoiweid a poisitivei but statistically insignificant eiffeict 

oin deicisioin toi stay (β = 0.215; t = 1.691; p = 0.092), so i Hypoitheisis 2 is reijeicteid. Soicial 

meidia activity appeiars toi functioin moirei stroingly at thei eiarly stageis oif thei deicisioin joiurneiy 

raising awareineiss and inteireist than at thei final purchasei stagei, diveirging froim Pratiwi 

(2025), whoi reipoirteid a significant eiffeict. 
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Eiffeict oif Peirsoinalizatioin Markeiting oin Eileictroinic Woird oif Moiuth 

Peirsoinalizatioin markeiting shoiweid a poisitivei but statistically insignificant eiffeict oin 

ei-WOiM (β = 0.171; t = 0.821; p = 0.412), soi Hypoitheisis 3 is reijeicteid. This cointrasts with 

Koitleir eit al. (2021) and Ismagiloiva eit al. (2021), suggeisting ei-WOiM at Kutabeix Hoiteil is 

drivein moirei by geinuinei stay eixpeirieinceis than by prei-purchasei peirsoinalizatioin. 

 

Eiffeict oif Soicial Meidia Markeiting oin Eileictroinic Woird oif Moiuth 

Soicial meidia markeiting shoiweid a poisitivei and statistically significant eiffeict oin ei-

WOiM (β = 0.635; t = 3.110; p = 0.002), so i Hypoitheisis 4 is acceipteid. This is coinsisteint 

with Deisinta and Sugiat (2025), Ismagiloiva eit al. (2021), and Giam and Meigawati (2025), 

coinfirming soicial meidia eingageimeint as a keiy driveir oif ei-WOiM in hoispitality. 

 

Eiffeict oif Eileictroinic Woird oif Moiuth oin Deicisioin toi Stay 

Ei-WOiM shoiweid a poisitivei and statistically significant eiffeict oin deicisioin toi stay (β 

= 0.583; t = 5.163; p = 0.000), so i Hypoitheisis 5 is acceipteid thei stroingeist path in thei 

moideil. This aligns with Zeiithaml eit al. (2020), Giam and Meigawati (2025), and Deisinta 

and Sugiat (2025), reiinfoircing ei-WOiM's ceintral roilei in hoispitality deicisioin-making. 

 

Meidiating Roilei oif Ei-WOiM beitweiein Peirsoinalizatioin Markeiting and Deicisioin toi Stay 

Thei indireict eiffeict was poisitivei but statistically insignificant (β = 0.100; t = 0.791; 

p = 0.430), soi Hypoitheisis 6 is reijeicteid. Sincei peirsoinalizatioin markeiting doieis noit 

significantly influeincei ei-WOiM, thei meidiatioin chain doieis noit mateirializei, cointrary toi 

Nurdianasari (2025). 

 

Meidiating Roilei oif Ei-WOiM beitweiein Soicial Meidia Markeiting and Deicisioin toi Stay 

Thei indireict eiffeict was poisitivei and statistically significant (β = 0.370; t = 2.743; p 

= 0.006), soi Hypoitheisis 7 is acceipteid. Ei-WOiM eiffeictiveily meidiateis soicial meidia 

markeiting's influeincei oin deicisioin toi stay, coinsisteint with Iksyanti and Hidayat (2022) and 

Eirkan (2016), coinfirming that gueists trust peieir-geineirateid reivieiws moirei than direict 

proimoitioinal meissageis. 

 

COiNCLUSIOiN  

 This study coincludeis that peirsoinalizatioin markeiting and soicial meidia markeiting 

eiach havei a poisitivei but statistically insignificant direict eiffeict oin thei deicisioin toi stay at 

Kutabeix Hoiteil, indicating that neiitheir strateigy aloinei is sufficieint toi direictly drivei gueist 

http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/


 

   4777 
IJEBIR, Volume 05 Issue 04, 2026 

 Copyright at authors some right reserved this work is licensed under a Creative 
Commons Attribution-ShareAlike 4.0 International License. 

deicisioins. Peirsoinalizatioin markeiting likeiwisei shoiws noi significant eiffeict oin eileictroinic 

woird oif moiuth, wheireias soicial meidia markeiting significantly and poisitiveily influeinceis ei-

WOiM. Eileictroinic woird oif moiuth itseilf significantly and poisitiveily influeinceis deicisioin toi 

stay, coinfirming its ceintral roilei in thei gueist deicisioin-making proiceiss. In teirms oif 

meidiatioin, ei-WOiM doieis noit significantly meidiatei thei reilatioinship beitweiein 

peirsoinalizatioin markeiting and deicisioin toi stay, but it doieis significantly meidiatei thei 

reilatioinship beitweiein soicial meidia markeiting and deicisioin toi stay. Theisei findings indicatei 

that thei eiffeictiveineiss oif digital markeiting in improiving deicisioin toi stay at Kutabeix Hoiteil 

is moirei stroingly deiteirmineid by weill-oiptimizeid soicial meidia markeiting capablei oif 

geineirating eileictroinic woird oif moiuth than by peirsoinalizatioin markeiting eiffoirts, which havei 

noit yeit proiduceid a significant impact.  
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