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Abstract 

Tourism is one of the industries that is growing very rapidly in global market. This condition is 

due to the changes in consumer behavior that makes traveling as a lifestyle and necessity. Green 

Open Space is one of the tourist destinations that can be used as an attraction as well as an 

important aspect in the concept of Sustainable Development Goals (SDGs). As one of the tourist 

destination cities in Indonesia, Batu City has the potential to develop green open space as an 

alternative tourism destination. The existence of social media in the tourism industry also cannot 

be ignored given the perceptions that encourage the intention to visit certain tourist destinations. 

Thus, this study aims to examine the extent to which social media perceptions can influence 

tourists' intentions to visit green open tourist destinations in Batu. The data collection method in 

this study uses a questionnaire distributed online and will be obtained using Structural Equation 

Modeling (SEM). 
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Introduction   

 The development of tourism industry has continued to increase in the past few 

decade. Indonesian Ministry of Tourism mentioned that traveling has been rated as part 

of lifestyle for most of the world community, including Indonesian. The increasing needs 

of society in tourism provides potential benefits for many parties in the tourism industry 

(Hornberger & Nevill, 2011). In 2018, tourism industry contributed foreign exchange of 

more than IDR223 trillion and was targeted to be IDR 280 trillion in 2019. This figure is 

considered very realistic due to the increasing arrivals both local and foreign tourist to 

Indonesia each year. The results of research conducted by the World Travel & Tourism 

Council (WTTC) also revealed that tourism is one of the largest economic sectors in 

creating employment opportunities and the welfare of world community. WTTC also 

noted that in 2017, the tourism sector contributed up to 8,272 billion US dollars (10.4% 

of world GDP) and was able to absorb as many as 313 million workers in the world 

(WTTC, 2018). 

 In addition, tourist destinations are also increasingly diverse and growing very 

rapidly. Tourist destinations no longer only refer to natural attractions, such as beaches 

and mountains. Green Open Space such as parks, botanical gardens and urban forests 

can also be an attractive alternative tourist destination. (Cianga & Popescu, 2013) said 
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that as a component of urban planning, green spaces do not only have a role as a 

counterweight to the quality of the environment in cities, but also attractiveness to the 

population and provides other aspects of the tourism industry such as recreation, culture, 

tourism business, etc. The concept of green space as an urban tourism destination is in 

line with United Nation’s global planning known as Sustainable Development Goals 

(SDGs). (Lestari, 2014) revealed that green open space based on environmental, 

economic and social aspects has a potential to encourage the creation of sustainable cities. 

 The development of technology especially the use of social media also affects 

the tourism industry. For tourists, social media can be used as a tool to find information 

about ticket promotions, accommodation discounts, and the latest destination trends. 

Meanwhile, social media can also be used as an effective promotion. The World 

Economic Forum (2015) stated that tourism business activities are strongly influenced 

by the internet, especially in planning tourist visits, transportation and accommodation 

bookings. The Boston Consulting Group (2014) also reported that 95% of tourists use 

digital information sources to plan their tourist visits. 

 As one of the largest tourist destination destinations in Indonesia, Batu City is 

considered to be very active in taking up these opportunities. Various theme parks and 

other tourist destinations have been opened and developed in recent years. Wahyuni 

(2016) said that the majority of tourists visited Batu City is to experience city parks. 

Research conducted by Kusumastuti and Soemardiono (2016) also stated that 

government keeps continuing the revitalization of green open spaces which has been 

misused as a commercial building. 

 Based on Ministerial Regulation number 05/prt/m/2008 concerning the 

guidelines of providing Green Open Space in urban areas, it is stated that the total green 

space for an area is at least 30 percent (Ministerial Regulation, 2008). Meanwhile, Batu 

City, according to the Office of the Environment (DLH), has a program that has been 

launched and is being carried out, namely creating a thousand parks in Batu City. This 

program is intended to increase the number of green space that has not reached 30% and 

also an effort to increase the existing potential tourism. The Central Bureau of Statistics 

(2018) stated that there are around 4.2 million tourists visiting Batu City in 2017 with a 

percentage of 25% visiting Selecta which is one of the leading green spaces tourism in 

Batu City (BPS, 2018). 

 To further increase tourist visits, various things need to continue to be done, 

one of them is through social media. The presence of perceived social media often 

influences the image of a tourist destination that can encourage or discourage tourists to 

visit the destination. As one of the e-WOM (electronic Word-of-Mouth) media, social 

media is a very important source of information for individuals in determining their 

tourism destinations (Xiang & Gretzel, 2010). It is also considered to affect the intention 

of visiting tourists to green space as an alternative tourism that is different. Xiang & 

Gretzel (2010) stated that social media is a very important source of information for 

tourist in planning their trips due to this media provides individual perception. In 

addition, eMarketer (2011) found that social media is the place in which most of various 

types of products are discussed, including tourist destinations.  

 Several previous studies have examined the factors influence tourist visiting 

intentions. Chu and Luckanavanich (2018) said that the habit of using social media is an 
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important factor that influences individual’s intention to visit and decision making 

process of a trip. However, there is a limited research conducted on green open space 

tourism related to social media. Thus, this research aims to examine the role of social 

media perception on the intention to visit green open space. This research is expected to 

contribute in the tourism, consumer behavior and marketing literatures.     

 

Research Method 

 This research is explanatory research that aims to examine the relationship 

between variables that are the focus of research (Cooper and Schindler, 2014). Data 

collection in this study uses communication techniques through a self-administered 

survey using a questionnaire that is distributed online with a cross-sectional time 

dimension. This research uses primary data types and sources. Primary data is data 

obtained directly from respondents based on the results of the distribution of 

questionnaires. This data is chosen to find the closeness between the phenomenon under 

study and to control the bias that can occur. 

 The population and unit of analysis used in this study are tourists who know 

one of the green open space tourism destinations in Batu City. Respondents are asked to 

fill out a questionnaire that describes their profile and assessment of those tourism 

destinations. The determination of the sample in this study uses the non-probability 

method because the population cannot be clearly identified (Cooper and Schindler, 2014: 

358). This study uses targeted sampling techniques because the samples are selected 

based on specific criteria set (Cozby and Bates, 2012: 147).  

 The characteristics of the sample determined are tourists with a minimum age 

of 17 years and have visited one of the green open space tourism in Batu City in the last 

12 months. The sample size in this study uses the maximum likelihood estimation (MLE) 

technique. The ideal number of sample sizes using this technique ranges from 100 to 400 

respondents. The maximum likelihood estimation technique (MLE) is determined based 

on several reasons, namely: (1) this technique can provide stable and valid results with 

a minimum sample size of 50, (2) this technique can minimize the existence of bias when 

assuming multivariate normality is met (Hair et al., 2014).  

 This questionnaire consists of 14 statements and distributed to tourists 

who have visited green open space tourism destination in Batu City. There are 

155 respondents involved in this study. This research consists of content validity 

and construct, the construct of the research model can be seen in Fig. 1. the data 

is collected, all data is processed using SmartPLS. The construct validity can be 

provided through the estimation of standardized factor loading in each indicator. 

Hair et al. (2014) states that the estimated standardized loading must be greater 

than 0.50 or ideally greater than 0.70. Reliability is used to measure each indicator 

or measure the consistency of each indicator. Validity test is applied through the 

Construct Reliability (CR) analysis. Hair et al. (2014) stated that reliability is 

stated as good if the value is more than or equal to 0.7. 
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Result and Discussion 

This research results in CR that all variables have values above or equal to 0.7. 

The result can be shown on Table 1. Perception is defined as a process that is the 

awareness of many stimuluses that affect one’s sense (DeVito, 2011). The presence of 

social media has a significant influence in the development of tourism in which it gives 

a specific perception for individuals towards a tourist destination. Research conducted 

by Volo (2010) found that social media influences how a tourist destination is perceived 

by someone. This study found that individual perceptions formed through social media 

have an influence on the cognitive image and affection of a tourist destination. This 

results of study are supported by Chu & Luckanavanich (2018) which stated that the 

intention of traveling is determined by perceived social media, motivation and 

destination image. It also stated that social media has different influences on cognitive 

and affective image of tourist destination. Through reading or seeing social media, 

individual unconsciously make perceptions related to tourist destinations. Palacios-

Marqués, Merigó, & Soto-Acosta (2015) also conveyed that the presence of social media 

influences someone’s judgement that provides certain image.  

 

Fig. 1. Research model 

 

Furthermore, this study also found that the affective and cognitive image of 

tourist destination influence the intention of visiting such kind of tourist destination. It 

is supported by Chu & Luckanavanich (2018) that said cognitive and affective image 

affect the intention to visit. Individuals have a certain image of a tourist destination that 

drives them to visit it. The result of this study also indicates that individuals believe that 

social media provides reliable and credible information due to the nature of social media 

itself. It is considered to have more credibility than other sources of information in 

promoting tourism, such as official tourism sites, travel agents or advertisements (Fotis, 

Buhalis and Rossides, 2012). 

 



 
 

Jurnal Inovasi EKonomi Vol. 05 No. 01 March 2020 
 

25 
 

Tablw 1. Result of analysis 

Variable Indicator Std. Factor 

Loading 

AVE CR 

Perceived PER1 0.662 0.695 0.901 

PER2 0.794 

PER3 0.769 

PER4 0.706 

Cognitive Image COG1 0.737 0.613 0.864 

COG2 0.782 

COG3 0.807 

COG4 0.804 

Affective Image AFF1 0.811 0.799 0.889 

AFF2 0.857 

AFF3 0.864 

AFF4 0.801 

Intention to Visit INT1 0.902 0.540 0.824 

INT2 0.886 

 

It is in contrast to several cognate studies that show an increase in the interest 

rates will reduce share prices. Increasing the interest rate will reduce the present value 

and dividend income in the future; this condition will make the investors carry out 

diversification of assets (Karini, 2009). Furthermore, an interest rate that is too high will 

affect the value of the company's cash flow and it can even be a barrier to growth. This 

condition make companies to bear higher capital costs (Wismantara, 2017). On the other 

hand, the interest rates that are too high will also reduce purchasing power. If the 

company is vulnerable to the interest rates, the company's performance will 

undoubtedly decrease and the share price will continue to be corrected consequently.  

 

Conclusions 

In general, it can be concluded that perceptions can be turned up when 

individual uses social media affect the tourism industry. This industry needs to 

understand that social media has a very significant influence on whether or not 

individual will visit a tourism destination. The results of this study indicate that 

perceptions arising from social media affect the image of the tourism destination, both 

in the context of affective and cognitive image. In addition, affective image in the term 

of pleasure and cognitive image in the term of benefit affect the intention to visit the 

tourism destination. From the results of the study, it is also found affective image has 

higher influence than cognitive image. 
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