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Abstract 

Managers of tourist destinations are currently trying to offer attractions and attractive destination resources to be 
visited by tourists. However, very few managers of tourist destinations, especially adventure tourism who pay atten-
tion to the values that will be obtained by tourists and also very little attention to the tendency behavior of consum-
ers to show off when visiting tourist attractions, in which they will then recommend their activities to others 
through digital media. The purpose of this study is to analyze the effects of the perceived values by tourists, consist-
ing of emotional value and epistemic value towards the activity of electronic word of mouth of tourists moderated 
by conspicuous tendencies. The population in this study is visitors who carry out adventurous activities in adventure 
tourism destinations, with a sample of 400 tourist. Hypotheses are tested by using structural equation modeling. 
The results of the study provide information that the emotional value affects the activity of electronic word of 
mouth of tourists. Likewise, the novelty value influences the activity of electronic word of mouth of tourists, while 
the conspicuous tendencies variable of tourists weakens the effect of emotional value on the activity of electronic 
word of mouth of tourists. Finally, the conspicuous tendencies variable of tourists can be a variable which strength-
ens the effect of epistemic value on the activity of electronic word of mouth of tourists.  
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Introduction 

Nowadays, there has been a shift in the consumption patterns of the people. People spend more 
their money on leisure, experience, entertainment and tourism. This shift is marked by changing 
consumption patterns in four areas including; decreased household spending on food and clothing, 
increased spending on durable consumer goods, increased spending on services, and increased 
spending on leisure (https://faisalbasri.com). 

In the tourism business, the shift in consumption patterns for managers of tourist destinations 
enables the management and marketing of tourist destinations to be an important thing. In general, 
marketing tourist destinations means designing tourist attractions to be able to meet the desires and 
expectations of tourists. For this reason, it is necessary to create a management pattern which empha-
sizes the competitive advantage of the tourist sites and is not just different. This rationale then under-
pins how tourist destinations should be able to have superior differences that can provide the best ex-
perience for tourists. Based on that, the managers of the tourist destination will get a double benefit, 
they are economically getting an increase in tourists and positive activities of tourists after the tour, 
which is telling the destination to other parties both directly and through internet-based media 
(EWOM) for the experience they have gained during the visiting activities in tourist destinations.  

Tourists are often involved in electronic word of mouth (EWOM) or interpersonal commu-
nication activities as a means of sharing the best experiences to express the excitement gained dur-
ing a tour. EWOM activities are seen as part of the activities after the purchase process. In market-
ing research and consumer behavior, EWOM is seen as a tourist activity after visiting tourist destina-
tions (Albaity & Melhem, 2017; Sangpikul, 2017; Chen & Rahman, 2018; Ekinci et al., 2013; Han 
et al., 2016; Liu et al., 2012; Lu & Xu, 2015; Serra et al., 2018). 
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EWOM activity in the context of a tourist destination can be compared to a product, in which it can be 
influenced by factors originating from internal consumers. These factors originating from internal con-
sumers include Self-Congruity, Functional Image, and Emotional Attachment, Personality, Regulatory 
focus, Motivation, Involvement, Value/beliefs, Lifestyle, Past experience, Self efficacy, Self identity, 
Pleasure and arousal (Varshneya, et al., 2017). Thus EWOM activities can also be influenced by the 
values perceived by tourists and can be strengthened by the presence of conspicuous tendencies (visi-
tors' tendency to show off). The dimension of value perceived by tourists during a visit can be emo-
tional or epistemic (Antón et al., 2017; Bora et al., 2018; Halim & Mokhtar, 2016; Kim et al., 2018; 
Lee, 2016; Lin & Kuo, 2016; Mukerjee, 2018; Oh, 1999; Ranaweera & Karjaluoto, 2017; Varshneya 
et al., 2017). Previous studies have also examined the interrelations between conspicuous tendencies 
that can strengthen the influence of experiential value on EWOM such as Kim et al., (2015); House et 
al., (2015); Kim & Jang (2017). 

Previous studies related to a value of experience in tourist destinations have been conducted 
by Ekinci et al., (2013); Chen et al, (2016); Esmaeilpour, (2015); Gazley & Watling, (2015); 
Gbadamosi, (2015); Wymer & Samu, (2002); Kwak & Kang, (2009); Larsen et al., (2010); Sun et 
al., (2014); Williams & Soutar, (2009) but these studies have not yet included a need which is cur-
rently being carried out such as showing off, or the need to be seen by others. 

In the perspective of the tourism industry, tourist experience will be able to influence 
EWOM activity of tourists. Many studies have been done on EWOM that is influenced by the value 
of experience, such as Prebensen & Rosengren (2016); Prebensen et al., (2014); Williams & Soutar, 
(2009), the perceived experience value can be in the form of functional, conditional, social, emo-
tional, and epistemic values. The value of experience includes interactions which give relative pref-
erence to the individuals involved. Therefore, the perception of the value of experience, especially 
regarding holidays, involves tourists who participate in the creation of a value. The study of Wil-
liams et al., (2017) states that emotional value and epistemic value become strong predictors of 
tourist satisfaction, hence in this study emotional value and epistemic value become an important 
part of measuring the value of experiences gained by tourists. 

The value of experience gained in conducting tourist activities can be in the form of emo-
tional value and epistemic value. Emotional value will be able to affect EWOM only if when the 
tourists visit tourist destinations, they get a sense of pride, get a sense of comfort, get a sense of 
happiness, and get a sense of confidence. Likewise with the epistemic value obtained by tourists, it 
will affect EWOM only if when the tourists visit tourist destinations, they get the real experience, 
can satisfy curiosity, feel like a tourist destination character, get a unique experience and get a new 
experience. Thus tourists’ EWOM activities will increase if the tourists visiting tourist destinations 
find themselves having a pleasant, happy experience and getting something new. It will be different 
if tourists are disappointed when visiting tourist destinations, so tourists are reluctant to share posi-
tive information with others. 

Another factor in the destination context that can strengthen or weaken EWOM activities is 
the tendency of tourists to show off after a visit. In this study the tendency to show off takes the term 
conspicuous consumption (excessive consumption, striking, showing self and showing off). Research 
related to the need to show off in the field of marketing and consumer behavior has been carried out 
in the last 5 years, such as Bajac et al., (2018); Bronner & de Hoog (2018); Dev et al., (2018); Amatulli 
et al., (2018); O’Cass (2018); Nabi et al., (2019); Shao et al., (2019) but research that connects the 
needs of showing off with WOM has not been done much (Kim et al., 2015; House et al., 2015; Kim 
& Jang, 2017). Other studies such as Chaudhuri et al., (2011); Wang & Liu, (2007) treat conspicuous 
consumption as a moderating variable, which links the perceived value with EWOM activity.  

At first conspicuous consumption refers to the behavior of consumers who buy expensive 
goods to show wealth and social status, not to meet actual needs. Kim & Jang, (2017) provides em-
pirical evidence that the basic motivation of Y generation consumers' premium coffee consumption 
in Korea is on luxury value dimensions such as materialism, suitability, tendency to show off and 
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functional dimensions. Thus the tendency of showing off of tourists will be able to strengthen the 
perceived value relationship with EWOM activities if tourists want to be valued more by others, 
want to feel more important, increase popularity, want to be respected by others, show success in 
life, show unique experiences, show trends and tourists want to show themselves as an adventurer. 
This notion is reinforced by the assumption that tourists’ EWOM activities which originate from 
feelings of happiness, happiness will be stronger if tourists who have visited can show their tourist 
experiences to others, recognized their social status by others and the experience gained is valued 
by others. These conditions may be difficult for tourists if access to share experiences is not sup-
ported by internet-based technology. 

That not all tourist destinations are able to provide value for tourists and also make tourists 
need to show through electronic media, only tourist destinations which provide emotional and epis-
temic values that will make tourists need to show off. Adventure tourism destinations in Indonesia 
have a different character, so that they can provide a higher value. Special interest in adventure tour-
ism has several advantages including first; the trend of adventure tourists in 2018 has led companies 
operating in this sector to record a net profit increase of 75 percent, in Indonesia adventure tourism 
destinations contribute 67% of tourist expenditure (Adventure Travel Trade Association), although 
it is still smaller (20%) compared to other natural tourist destination products. Second: that the deci-
sion to choose a tourist destination can be influenced by motivation originating from internal and 
external tourists, as the research conducted by Giddy & Webb (2016); Giddy, (2018); Jamal et al., 
(2019); Giddy & Webb, (2018); Pomfret & Bramwell, (2016); Xu & Chan, (2016). Therefore, the 
purpose of this study is to knowing the effect of emotional value and epistemic value on EWOM 
activities which are moderated by the tendency of tourists to conspicuous tendency. 

 
Literature Review 

E-WOM 

Taking the concept of WOM, EWOM is a digitalization of WOM. The definition of EWOM is all 
informal communication directed at consumers through internet-based technology related to the use 
of certain goods and services or the seller. Although taking the concept from WOM, EWOM has 
differences with WOM in terms of the speed of information dissemination, the relationship between 
source and receiver of messages and the availability of information. First, EWOM messages quickly 
spread and have the potential to reach a very broad audience, while messages through WOM are 
relatively brief and only limited to known people. Second, EWOM recipients are actively involved in 
seeking a wider variety of opinions online, while WOM depends on the opinions of people who are 
only known. Third, access to EWOM can be immediate or delayed because online message traces 
can last permanently and information is now available to anyone who is connected to the internet, 
while WOM messages are more limited and have short duration of time (Litvin et al., 2008). 

Several studies on EWOM have been conducted by Litvin, (2007); Litvin et al., (2008); 
Hennig & Thurau, (2010); Chu & Kim, (2011); Ye & Yushe, (2009); Goyette, et al., (2010); See et 
al., (2014) which generally discuss about a product from the company, so that minimal EWOM re-
search is found in the scope of tourism. Consumers usually receive and respond to EWOM messag-
es as a reliable source of interesting and useful information (Bickart & Schindler, 2001; Gruen, 
2006). Litvin et al., (2008:462) revealed that EWOM will change the structure of travel information 
and then change tourists' knowledge and perceptions of various tourism products. 

Tourist behavior has shown evidence of utilizing internet technology to obtain tourist in-
formation, share stories and opinions about travel experiences to various social networking sites. 
This is shown by a study conducted by Xiang & Gretzel (2010) which states that tourism marketing 
currently focuses on the use of social media to create a positive image and WOM for tourist destina-
tions and business people. This is strenghtened by Parra-Lopez et al., (2011) who revealed that it 
was common that electronic media provide benefits as a forum for sharing photos, videos to per-
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sonal blogs, rating, evaluating, viewing maps online and so on to share and recommend to fellow 
users. 

Chu & Kim (2011) stated that the EWOM dimensions which exist in the scope of Social Net-
working Sites (SNSs) are tie strength, homophily, trust, normative influence, and informational influ-
ence. Tie strength is a potential bond which exists among members in a network. Homophily is the 
degree of similarity of a person in certain conditions, for example the similarity of the mind in receiv-
ing messages. Trust is the user's confidence in the information received, also means relying on some-
thing to exchange ideas. Normative influence is a tendency to expect others to behave in the same 
way we feel, in which it is easily influenced by social opinion and approval. Whereas Informational 
influence is the tendency to receive information conveyed in the search for goods and services. 

EWOM presents a new form of communication between the receiver and sender. As de-
scribed by Cheung & Thadani (2010), new forms of communication models include the presence of 
stimulus, communicator, receiver, and response. Stimulus is a message sent containing positive, 
negative or neutral messages. Usually this stimulus is in the form of consistency and the number of 
reviews from other authors. Communicator means someone who conveys a message, usually involv-
ing expertise, interests and similarity. The message conveyed through e-WOM is not always person-
al, so that its contents can be enjoyed by anyone. Receiver means a person who responds to e-WOM 
communication. Responses occured differ from one recipient to another since it involves curiosity, 
trust, focus of search, social ties and similarity. Response means the response or reaction resulted 
from communication between the sender and receiver. Factors related to recipient behavior are in-
formation adaptation, trust, purchases, loyalty, and social presence (Dellarocas et al., 2007; Watts & 
Zhand, 2008; Cheung et al., 2009). While from the point of view of the communication process, 
Cheung et al., (2009) states that the message conveyed does not only come from the sender but can 
also come from the recipient at one time so that the EWOM communication process runs interac-
tively resulting in different responses. 
 
The Perceived Value by the Tourists 

The perceived values of tourists for tourist destinations aim to reinforce the benefits which can be 
obtained by visitors for the costs incurred compared to the benefits to be obtained from the selec-
tion of other tourist destinations. Therefore, it can provide a strong encouragement for travel deci-
sions such as repurchases, recommendations to other people, and positive WOM. Positive WOM 
itself can be linked to the experience that has been felt by tourists and plays an important role in 
reducing risk for tourists, and has been considered important for business in lieu of advertising 
without cost. 

Zeithaml, (1988) conducted an exploratory study related to the definition of perceived val-
ue, in the study he grouped the definition of a value in; 1) Value is a low price, 2) value is whatever 
is desired in a product, (3) value is the quality obtained for the price paid and (4) value is what is 
obtained from the sacrifice made. The value perceived by some researchers is measured by several 
dimensions, for example Williams et al., (2017) functional value, price value for money, emotional 
value, social value, and novelty value; Yang et al., (2016) identified five measures of value, namely 
quality value, emotional value, social value, price value, and experiential value; Prebensen & Rosen-
gren, (2016) used five measurements namely functional value, value for money, emotional value, 
social value and novelty (epistemic) value.  

Emotional value is a benefit derived from feelings or affections (i.e pleasure) produced by a 
product (Sweeney & Soutar, 2001). Whereas epistemic value is stated by Ella (2016) as an aspect of 
surprise or uniqueness and novelty of a product and the capacity of a product to arouse curiosity, 
provide uniqueness and novelty or satisfy the desire for knowledge. Therefore, the values of experi-
ence gained in carrying out special interest tourism activities, can be in the form of emotional value 
and epistemic value.  

The values of experience gained in conducting special interest tourism activities, can be in 
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the form of emotional value and epistemic value. Emotional value will be able to affect EWOM only 
if when the tourists visit tourist destinations, they get a sense of pride, get a sense of comfort, get a 
sense of happiness, and get a sense of confidence. Likewise with the epistemic value obtained by 
tourists, it will affect EWOM only if when the tourists visit tourist destinations, they get the real ex-
perience, can satisfy curiosity, feel like a tourist destination character, get a unique experience and 
get a new experience. Thus tourists’ EWOM activities will increase if the tourists visiting tourist des-
tinations find themselves having a pleasant, happy experience and getting something new. It will be 
different if tourists are disappointed when visiting tourist destinations, so tourists are reluctant to 
share positive information. 

In terms of the values of the experience perceived by tourists can be in the form of uni-
dimensional and multi-dimensional, in the context of this study the perceived values often refer to 
the emotional value and also the epistemic value. Therefore, if tourists feel proud, comfortable, 
happy and feel confident, it means that tourists have perceived emotional value and will eventually 
have an effect on WOM activities (Williams et al., 2017). Meanwhile, the epistemic value can have 
an effect on tourists’ WOM activity if the tourists; get real experiences, satisfy their curiosity, feel 
part of the brand of tourist destination, get unique experiences, and get new experiences (Williams 
et al., 2017; Prebensen & Xie, 2017). Other previous studies which support the premise of the effect 
of perceived values of tourists on tourists’ e-WOM activities are; Bora et al., (2018), Mukerjee 
(2018), Kim et al. (2018), and Ranaweera & Karjaluoto (2017). On the other hand, the research of 
Antón et al., (2017) produced different results, in which the epistemic value has no effect on 
EWOM. Thus the hypotheses proposed are as follows:  
H1: Emotional value has positive effect on EWOM tourist activity. 
H2: Epistemic value has a positive effect on EWOM tourist activity. 
 
Conspicuous Tendencies 

Chaudhuri et al., (2011) states that conspicuous consumption is a deliberate act in symbolic pur-
chases with motivation to communicate a distinctive self-image to others. Jensen & Gilly, (2003) 
stated that conspicuous tendencies as a form of excessive self-presentation of the consumption of 
tourist destinations through social networking sites or blogs. Whereas the e-WOM variable is de-
fined as informal communication directed at consumers through internet-based technology related 
to the use or characteristics of certain goods and services, or the seller (Litvin et al., 2008). 
That e-WOM behavior of tourists which can be influenced by the tendency to show off is when 
tourists want to be more respected by others, want to show themselves feel more important, want to 
increase popularity, want to be respected by others, show success, show unique experiences, show 
to have consumed more trend destination and generally want to show who they are (Serra-
cantallops et al., 2018; Ji & Yaou, 2017).  

Thus the conspicuous tendencies of tourists will be able to strengthen the perceived value 
relationship with e-WOM activities if tourists want to be more respected by others, want to feel 
more important, increase popularity, want respect for others, show success in life, show unique ex-
periences, show trends and tourists want to show themselves as adventurers. This notion is rein-
forced by the assumption that e-WOM tourist activities derived from feelings of happiness, in which 
happiness will be stronger if tourists who have visited a tourism destination can show their tourist 
experiences to others, their social status is recognized by others and the experience gained is appre-
ciated by others. These conditions may be difficult for tourism if access to share experiences is not 
supported by internet-based technology. This condition is supported by studies on conspicuous con-
sumption related to the effect of conspicuous tendencies on tourists’ e-WOM activities that are rele-
vant such as: Marder et al., (2018), Amatulli et al., (2018), Kim (2017), Kim et al., (2015). 

The moderating role of showing off tendencies is based on previous research by Amatulli et 
al., (2018) and the logic of thinking that e-WOM tourist behavior, one of which can be strengthened 
or weakened by the desire to show off of the consumers when tourists obtain the desired value in 
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the consumption of tourist destinations. Thus the hypotheses proposed are as follows:  
H3: Conspicuous tendencies of tourists can be a moderating variable of emotional value effect to-

wards the tourists EWOM activity. 
H4: Conspicuous tendencies of tourists can be a moderating variable of epistemic value effect to-

wards the tourists EWOM activity. 
 
Methods 

The approach used in this study is a quantitative approach. The quantitative approach is used since 
with this approach, the research process is carried out in a structured manner and uses a relatively 
sufficient number of research samples, which are considered to represent the population under the 
study. Since the sample used is considered to be representative of the population under the study, 
the results obtained in this study are conclusive results for the population from which the study 
sample was taken. 

Research requires measuring tools which are able to measure what needs to be measured 
accurately, so it needs to be arranged as well as possible. Research measuring instruments in the 
study used criteria of validity and reliability. In measuring variables, the measured variables are stat-
ed in indicators. These indicators are the basis for preparing statement items. Measurements were 
made by using a seven-point differential semantic scale, namely the scale range of numbers 1 for 
strongly disagree up to number 7 for strongly agree. 

The tourist destinations used as objects in this study are tourist destinations which are in-
cluded in the special interest tourism category which is currently popular, namely adventure tour-
ism. The population in this study is tourists who have conducted tourism activities at adventure tour-
ism destinations, while the study sample was determined by the non probability sampling method. 
In this sampling technique, the samples taken are those who did the visit in the past three months 
with the assumption that within this time the visitors still have the ability to remember better. The 
sample size is set at 400 as a consideration used in the use of Structural Equation Modeling (SEM) 
models with maximum likelihood (MLE) to get good goodness of fit. 

Based on structural equation modeling analysis techniques, research variables can be classi-
fied into dependent variables (endogenous variables), independent variables (exogenous variables), 
latent variables and observed variables (Hair et al., 2014: 549). This study consisted of 4 (four) vari-
ables which could not be measured directly, so that indicators were used as gauges for each varia-
ble. By using Structural Equation Modeling (SEM) analysis, the seven research variables are called 
latent variables, while the indicators used as gauges of the seven research variables are called ob-
servable variables. 

The research variables consist of: 1) Independent variables or exogenous, they are; Emo-
tional value variable which is then called as EMOV, Epistemic value variable which is then called as 
EPIV and Conspicuous tendencies, which is then called as CT variable. 2) Dependent variables or 
endogenous is the electronic word of mouth activity which is then called as EWOM variable. 
 Operational definition and measurement variables are explained as follows: 
1. Emotional value variable 

Emotional value is a benefit derived from feelings or affections (ie pleasure) produced by a 
product (Sweeney & Soutar, 2001). Whereas Sheth et al., (1991) defines emotional value as the 
ability of products to evoke feelings or affective states of consumers. Emotional value variables 
in this study are defined as visitor evaluations of perceived benefits in the form of pleasure from 
the experience of visits that have been carried out. The emotional value variable is measured by 
indicators adapted from research by Williams et al., (2017) and Williams & Soutar, (2009). 
Measurement of these variables is done by using the following indicators: Complacence, Pleas-
ure, Happiness, and Preoccupation 

2. Epistemic value variable 
The epistemic value is expressed by Ella (2016), as an aspect of surprise or the novelty of a 
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product and the capacity of a product to arouse curiosity, provide uniqueness and originality 
(novelty) or satisfy the desire for knowledge. Another definition is stated by Sheth et al., (1991) 
that the value of novelty is the consumption of products that lead to curiosity, provide new 
things and or satisfy the desires of knowledge. The epistemic value variable in the study is the 
visitor's evaluation of the benefits or novelty value obtained from the overall experience of the 
tourist destination. The epistemic value variable is measured by indicators adapted from the re-
search of Prebensen & Xie (2017) and Williams et al., (2017). Measurement of variables is done 
with the following indicators: Authentic experience, Curiosity satisfaction, Adventurous feeling, 
Unique experience and New experience 

3. Conspicuous tendencies variable 
Chaudhuri et al., (2011) states that conspicuous consumption is a deliberate act in symbolic pur-
chases with motivation to communicate a distinctive self-image to others. Jensen & Gilly, (2003) 
stated that conspicuous tendencies as a form of excessive self-presentation of the consumption 
of tourist destinations through social networking sites or blogs. The conspicuous tendencies var-
iable in the study is defined as operational evaluation of the deliberate actions in symbolic pur-
chases with the motivation to communicate or show visiting activities that have been carried out 
to others (showing off to others), this variable is measured by indicators adapted from Bronner 
& de Hoog, (2018) and Phillips & Back (2011) as follows: Gaining recognition from others, 
Willing to be more important, Elevating popularity, Demanding respect from others, Showing 
life achievement, Showing unique experience, Being considered as the early adopter, and Show-
ing oneself off 

4. EWOM (Electronic Word of Mouth)  
EWOM is all informal communication directed at consumers through internet-based technology 
related to the use or characteristics of certain goods and services, or the seller (Litvin et al., 
2008). Parra-Lopez et al., (2011) defines electronic word of mouth as a recommendation to oth-
ers through electronic media which provide benefits for sharing photos, videos to personal 
blogs, rating, evaluating, viewing maps online and so on. The EWOM variable in this study is a 
positive assessment of visitors on the activity of sharing information, messages, and pictures to 
other parties through social media. The measurement of the EWOM variable was adapted from 
the study of Wen et al., (2017), Indicators for measuring variables are as follows: Leaving posi-
tive comments about the tourism destination, Posting positive review about the tourism destina-
tion, Uploading photos or videos on the social networks, Giving positive recommendation about 
the tourism destination, Being active in the social media discussing the tourism destination, and 
Encouraging others to visit the tourism destination online 

 
The analysis technique used in this study is structural equation modeling using the WarpPLS 

software program. Structural equation modeling is a multivariate analysis technique that is able to 
analyze a series of multiple dependency relationships between latent variables simultaneously so 
that it is statistically more efficient (Hair et al, 2014:547). 

Measurement models describe the direct relationship between latent variables with observed 
variables that measure these latent variables. Measurement of all latent variables displayed in the 
model is evaluated by using the First Order Confirmatory Factor Analysis (CFA). In this study the 
measurement model will see the loading factor value of the indicator to the latent variable. 
The structural model in this study illustrates the causal relationship between latent variables ar-
ranged according to theory. The strength of the causal relationship between variables refers to theo-
retical justification. The basic principle which guides the development of structural models is the 
parsimony principle, meaning simple models with concise theoretical models (Hair et al, 2014: 545). 
In the structural model proposed in this study, there is a conspicuous tendencies variable as a mod-
erating variable between emotional value and epistemic value towards the electronic word of mouth 
(EWOM) activities. 
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Results and Discussion 

After distributing questionnaire to respondents (adventure tourism’s visitors), as many as 400 of re-
spondent filled out the questionnaire completely. Therefore, those 400 data can be used in this 
study. Based on the data obtained, the identity of the respondent in this study can be categorized in 
two groups that are gender and education in which it was got 253 respondent were female and 147 
were male. For education level, 112 respondents were university students, meanwhile 288 respond-
ents were senior high school students.  

The measurement accuracy scale test or validity data test were done to all items of question 
experienced by tourists consist of emotional value notated as EMOV, epistemic value notated as 
EPIV, conspicuous tendencies notated as CT and Electronic word of mouth activity notated as 
EWOM. The measurement accuracy scale test done through validity test and reliability test which 
explained as follows: 

The result of validity test showed in output combined loading and cross-loading, explained 
in the table as follows: 

 
Table 1: Validity Test 

 EMOV EPIV EWOM CT 
CT* 

EMOV 
CT* 
EPIV 

Type (a) SE P value 

EMOV1 0.828 -0.067 0.092 -0.025 0.024 -0.029 Reflect 0.045 <0.001 

EMOV2 0.885 -0.067 0.013 -0.017 -0.037 0.025 Reflect 0.044 <0.001 

EMOV3 0.866 0.087 -0.015 -0.055 -0.040 0.075 Reflect 0.044 <0.001 

EMOV4 0.807 0.050 -0.092 0.103 0.060 -0.078 Reflect 0.045 <0.001 

EPIV1 0.137 0.807 -0.109 0.033 0.080 -0.060 Reflect 0.045 <0.001 

EPIV2 0.015 0.805 0.067 -0.159 0.094 0.047 Reflect 0.045 <0.001 

EPIV3 -0.172 0.799 0.036 0.125 -0.134 0.050 Reflect 0.045 <0.001 

EPIV4 -0.079 0.835 -0.050 0.061 -0.051 -0.010 Reflect 0.045 <0.001 

EPIV5 0.099 0.817 0.057 -0.060 0.011 -0.025 Reflect 0.045 <0.001 

EWOM1 0.112 -0.070 0.735 0.051 -0.013 -0.048 Reflect 0.045 <0.001 

EWOM2 0.077 -0.121 0.812 0.057 0.072 -0.052 Reflect 0.045 <0.001 

EWOM3 0.013 0.055 0.741 -0.202 -0.029 0.147 Reflect 0.045 <0.001 

EWOM4 -0.028 0.086 0.859 -0.093 -0.010 0.003 Reflect 0.044 <0.001 

EWOM5 -0.043 -0.046 0.831 0.205 -0.026 -0.026 Reflect 0.045 <0.001 

EWOM6 -0.123 0.095 0.779 -0.032 0.005 -0.016 Reflect 0.045 <0.001 

CT1 0.101 0.035 -0.177 0.839 0.012 -0.034 Reflect 0.045 <0.001 

CT2 -0.037 0.133 -0.128 0.865 -0.051 0.059 Reflect 0.044 <0.001 

CT3 -0.005 0.026 -0.062 0.895 0.015 0.012 Reflect 0.044 <0.001 

CT4 0.006 -0.012 -0.121 0.902 0.042 -0.019 Reflect 0.044 <0.001 

CT5 -0.008 -0.018 0.002 0.873 -0.001 0.007 Reflect 0.044 <0.001 

CT6 -0.043 0.018 0.077 0.813 -0.023 0.028 Reflect 0.045 <0.001 

CT7 -0.058 -0.086 0.299 0.808 -0.018 0.007 Reflect 0.045 <0.001 

CT8 0.040 -0.098 0.137 0.868 0.020 -0.058 Reflect 0.044 <0.001 

 
The first step result of validity test was known that all of indicators had value above 0.5 so that all 
the items of question or indicators which used to measure latent variable were able to measure vari-
able that will be measured. It can be said that the indicators fulfilled the convergent validity as indi-
cators. Likely the result of the comparison between loading and cross loading, the discriminant va-
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lidity also met the expectation. This result was in line with the statement of Hair et al (2014:123). 
The accuracy of measurement scale is a must to be fulfilled so further test can be follow up. The 
scale accuracy showed that each formulated indicator had same basic factor that the items of ques-
tions were able to measure the measured construct with the item value had correlation above 0.05. 

The value of reliability test was obtained, the coefficient composite reliability value of emo-
tional value (EMOV) was 0.910, conspicuous tendencies value was 0,957 and EWOM was 0.911. 
Those values were above 0.7 as the requirement of the acceptance of reliability composite test. 
Meanwhile, the value of internal reliability consistency using Cronbach's alpha coefficient criterion 
were above 0.60. Therefore, the reliability of the measurement accuracy scale of all factors of ques-
tionnaire had met internal reliability consistency. This statement was accordance with Gliem and 
Gliem, (2003); Maholtra (1996). All of the result presented in the table as follows: 

 
Table 2: Reliability Test 

R-squared coefficients 

EMOV EPIV EWOM CT CT*EMOV CT*EPIV 

  0.232    

Adjusted R-squared coefficients 

EMOV EPIV EWOM CT CT*EMOV CT*EPIV 

  0.224    

Composite reliability coefficients 

EMOV EPIV EWOM CT CT*EMOV CT*EPIV 

0.910 0.907 0.911 0.957 0.975 0.975 

Cronbach's alpha coefficients 

EMOV EPIV EWOM CT CT*EMOV CT*EPIV 

0.868 0.871 0.882 0.949 0.973 0.974 

Average variances extracted 

EMOV EPIV EWOM CT CT*EMOV CT*EPIV 

0.718 0.661 0.631 0.737 0.548 0.494 

 
Model Fit Index Test, The result of fit model test used in this study presented in the table, as 

seen in Table 3. 
Table 3: Model Fit and Quality Indices 

No Model fit and Quality Indices Fit of Criteria Analysis of 
Results 

Remarks 

1 Average path coefficient (APC) p < 0.05 P<0.001 Good 

2 Average R-squared (ARS) p < 0.05 P<0.001 Good 

3 Average adjusted R-squared (AARS) p < 0.05 P<0.001 Good 

4 Average block VIF (AVIF) Acceptable if <= 5, Ideally <= 3.3 1.862 Ideal  
5 Average full collinearity VIF (AFVIF) Acceptable if <= 5, Ideally <= 3.3 2.211 Ideal  
6 Tenenhaus GoF (GoF) Small >= 0.1, Medium >= 0.25, 

Large >= 0.36 
0.383 Ideal  

7 Sympson's paradox ratio (SPR) Acceptable if >= 0.7, Ideally = 1 0.750 Accepted 
8 R-squared contribution ratio (RSCR) Acceptable If >= 0.9, Ideally = 1 0.896 Low 
9 Statistical suppression ratio (SSR) Acceptable if >= 0.7 1.000 Ideal  

10 Nonlinear bivariate causality direction 
ratio (NLBCDR) 

Acceptable if >= 0.7 0.625 Low 
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In the fit model test with 10 indexes test that used in order to find out index and fit of the 
correlation of latent variable and their assumptions, all indicators met the rule of thumb of all good 
and ideal criteria in the indexes. Therefore, it can be concluded that correlation variable between 
latent variable was fit.  

Model Estimated Test and Path Analysis Test, the analysis was used to find out the effect of 
emotional value, epistemic value, conspicuous tendencies and electronic word of mouth activity 
(EWOM) variable. The data obtained were analyzed using warpPLS 5.0. In this study, the test 
showed that there was direct estimated effect. The result of total effect test presented in this figure 
1: 
 

 
Figure 1: Estimated Value Test 

 
Note: EMOV: emotional value, EPIV: Epistemic value, CT: Conspicuous Tendencies, and EWOM: 
electronic word of mouth  

Based on the analysis result above, it can be arranged model equation of electronic word of 
mouth activities = 0.27EMOV+0.29EPIV-0.01CT*EMOV+0.11CT*EPIV 
1. The coefficient of emotional value was 0.27 and coefficient of epistemic value was 0.29, it had 

positive value to the electronic work of mouth activity (EWOM), therefore, if emotional value 
and epistemic value of tourists is higher, it means that it has strong and positive effect to the ac-
tivity of electronic word of mouth (EWOM) variable.  

2. The coefficient of moderation value variable of conspicuous variable of the effect of emotional 
variable to the activity of electronic word of mouth variable was -0.01. The moderating variable 
was negative, it explains that conspicuous tendencies variable weaken the effect of emotional 
value to the activity of electronic word of mouth (EWOM). Meanwhile, the moderating value 
variable of conspicuous tendencies to the effect of epistemic value to activity of electronic word 
of mouth (EWOM) variable was 0.11, the moderating variable was positive, it explains that con-
spicuous tendencies variable strengthen the effect of emotional value to the activity of electron-
ic word of mouth (EWOM) variable. 

The hypothesis testing, it was used multivariate analysis with Structural Equation Modeling 
(SEM) using WarpPLS program. Hypothesis test was done by comparing the significant probability 
value (p/α) set in the value of 0,05. If p-value is greater that probability value, it means that the hy-
pothesis is rejected, if p-value is significant and smaller than α, it means the hypothesis is accepted. 
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Table 3: The result of PLS data Analysis 

Path coefficients 

  EMOV EPIV EWOM CT CT*EMOV CT*EPIV 

EMOV       

EPIV       

EWOM 0.284 0.256   -0.01 0.123 

CT       

CT*EMOV      

CT*EPIV       

P values 

  EMOV EPIV EWOM CT CT*EMOV CT*EPIV 

EMOV       

EPIV       

EWOM <0.001 <0.001   0.42 0.006 

CT       

CT*EMOV      

CT*EPIV       
 

Table 4: Hypothesis Test 

No Hypothesis Item β/Path Coef-
ficient 

P-
Value 

Remarks 

1 H1 Emotional Value (EMOV)→Electronic Word 
Of Mouth (EWOM) 

0.284 <0.001 Supported Hy-
pothesis 

2 H2 Epistemic Value (EPIV) →Electronic Word 
Of Mouth (EWOM) 

0.256 <0.001 Supported Hy-
pothesis 

3 H3 Emotional Value (EMOV)→Conspicuous 
Tendencies (CT) →Electronic Word Of 
Mouth (EWOM) 

-0.01 0.42 Not Supported 
Hypothesis 

4 H4 Epistemic Value (EPIV)→Conspicuous 
Tendencies (CT) →Electronic Word Of 
Mouth (EWOM) 

0.123 0.006 Supported Hy-
pothesis 

 
The result is summarized in table 4, The hypothesis test presented in the table can be explained as 
follows: 
1. Emotional value variable affected electronic word of mouth (EWOM). The result showed that 

direct coefficient effect of emotional value to electronic word of mouth (EWOM) activity was 
0.284. It means that emotional value variable had positive correlation to the activity of electron-
ic word of mouth (EWOM) variable. The significant value of emotional value was 0,001 < 0,05. 
It showed that H1 was accepted. Therefore, it can be said that emotional value affected the elec-
tronic word of mouth (EWOM) activity 

2. Epistemic value variable gave effect to electronic word of mouth (EWOM) activity. The result of 
hypothesis test showed that direct coefficient effect of epistemic to electronic word of mouth 
(EWOM) activity was 0.256. It means that epistemic value variable had positive correlation to 
the activity of electronic word of mouth (EWOM) variable. The significant value of epistemic 
value variable was 0,001 < 0,05. It showed that H2 was accepted. Therefore, it can be conclud-
ed that epistemic value affected the electronic word of mouth (EWOM) activity.  

3. Conspicuous tendencies variable of the tourists became the moderating variable of the effect of 
emotional value to electronic word of mouth (EWOM) activity. The result showed that conspic-
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uous tendencies variable as moderating variable had value of -0,01 with p-value was 0.42. The 
value of coefficient moderation was negative and p value was greater that p-value of 0.05. It 
showed that H3 was rejected. Therefore, it can be said that conspicuous tendencies variable 
were not able to became moderating effect of emotional variable value to the electronic word of 
mouth (EWOM) activity. 

4. Conspicuous tendencies variable of the tourists can become moderating effect variable of emo-
tional value to electronic word of mouth (EWOM) activity. The result showed that conspicuous 
tendencies variable as the moderator variable had value of 0.123 with p-value was smaller than 
p-value of 0.05. It showed that H4 was accepted. It means that conspicuous tendencies variable 
were able to become moderating effect of emotional variable to electronic word of mouth 
(EWOM) activity.  

 
After the result obtained, discussion of each result based on the test can be done. Emotional 

value variable affected the activity of electronic word of mouth. The result showed that the direct 
coefficient effect of emotional value to electronic word of mouth activity was 0.284. It means that 
emotional value variable had positive effect to electronic word of mouth (EWOM) activity variable. 
This result gave information that the higher emotional value such as complacence, pleasure, happi-
ness, and pre occupation felt by the tourist, the higher activity of electronic word of mouth (EWOM) 
will be by sharing adventurous tour experience through social media. This result was supported by 
the significant value of emotional value variable in the value of 0,001 < 0,05. It showed that there 
was an effect of emotional value to the activity of electronic word of mouth (EWOM). This study 
supports some studies done by Bora et al., (2018); Mukerjee, (2018); Young et al., (2018); Kim et 
al., (2018); Antón et al., (2017); Ranaweera & Karjaluoto, (2017); Varshneya et al., (2017). Emo-
tional value had dominant effect to epistemic value variable as explained by Williams et al., (2017) 
that emotional value and epistemic value became strong predictor of the satisfaction of tourists. 
Therefore, in this study, emotional value and epistemic value became important part of tourists’ ex-
perience value.  

Epistemic value variable affected the activity of electronic word of mouth. The result of test 
showed that the coefficient direct impact of epistemic value to electronic word mouth activity was 
0.256. It means that epistemic value had positive effect to the activity of electronic word of mouth 
value. This result gave information that the higher epistemic value perceived by the tourist such as 
authentic experience, curiosity satisfaction, adventurous feeling, unique experience, and new expe-
rience, the higher of EWOM activity will be done by tourist in every adventurous tour experience by 
sharing on social media. This result was supported by the significant value of epistemic variable in 
the value of 0,001 < 0,05. This showed that there was an effect of epistemic value to the activity of 
electronic word of mouth. This study supports studies done by Bora et al., (2018); Kim et al., (2018) 
Mukerjee, (2018); Young et al., (2018); Antón et al., (2017); Ranaweera & Karjaluoto, (2017). 

Conspicuous tendencies variable of tourist were not able to become moderating variable for 
the effect of emotional value to electronic word of mouth activity of the tourist. The result of mod-
erator effect showed that conspicuous tendencies variable had value of -0,01 with p in the value of 
0.42. The value of moderation coefficient was negative and p-value was higher than p value of 0.05. 
It means the existence of conspicuous tendencies will weaken the effect of emotional value variable 
to the activity of electronic word of mouth of the tourist. Therefore, it can be said that conspicuous 
tendencies variable cannot become moderating variable of the effect of emotional value to the elec-
tronic word of mouth activity. For example, writing positive comment about the tourism destination, 
posting positive review about the tourism destination, uploading photos or videos on social media, 
giving positive recommendation about the tourism destination, being active on social media group 
which review the tourist attraction, encouraging people to visit the tourism destination online. How-
ever, this result was not in line with study done by Chaudhuri et al., (2011); Wang & Liu, (2007). 

Conspicuous tendencies variable were able to become moderating variable for the effect of 
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emotional value to electronic word of mouth activity of the tourist. The result of the test showed 
that conspicuous tendencies as the moderating variable had the value of 0.123 with p-value of 
0.006. The value of coefficient moderation was positive and p-value was smaller than p value of 
0.05. It showed that the existence of conspicuous tendencies were able to become moderator which 
can strengthen the effect of epistemic value to electronic word of mouth of tourist. Therefore, it can 
be said that conspicuous tendencies were able to become strong moderation in the effect of epis-
temic value to the electronic world of mouth activity. For example writing positive comment about 
the tourism destination, posting positive review about the tourism destination, uploading photos or 
videos on social media, giving positive recommendation about the tourism destination, being active 
on social media group which review the tourism destination, encouraging people to visit the tourism 
destination online. This result was in line with the previous studies done by Chaudhuri et al., (2011); 
Wang & Liu, (2007). This study also gave information that if the need of conspicuous was high such 
as gaining recognition from others, willing to be more important, raising popularity, demanding re-
spect, showing life achievement, showing unique experience that cannot be owned by others, de-
manding to be recognized as the early adopter and showing oneself off, it will make the tourists got 
authentic experience that could satisfy their curiosity, adventurous feeling, unique experience, and 
new experience. 
 
Conclusion  

Based on the set of research process, data process, and data analysis, the researcher can draw con-
clusion based on the objectives of the study. It can be concluded that emotional value affected the 
activity of electronic word of mouth (EWOM) of the tourist, epistemic value affected electronic 
word of mouth (EWOM) of the tourist, conspicuous tendencies variable of the tourists weaken the 
impact of emotional value to the activity of electronic word of mouth (EWOM) of the tourist, and 
the last, conspicuous tendencies of the tourists strengthen the effect of emotional value to the activi-
ty of electronic word of mouth (EWOM) of the tourist. The result of the study can give managerial 
contribution to the management such as the tourism destination manager should be more concern 
to the need of the values perceived by the tourists after their visiting. It is because only tourist who 
got more expected value will write positive comment about the tourism destination, will post posi-
tive review about the tourism destination, will upload photos or videos on their social media, give 
positive recommendation, will active on social media group which review the tourism destination, 
and encourage other people to visit the tourism destination. The theoretical contribution of the 
study is a discovery theory that there was a paradox result of the study. The effect of emotional val-
ue was higher than epistemic value. However, conspicuous tendencies as the moderating variable 
weaken the emotional value but strengthen the epistemic value variable so that for further research 
a value obtained by tourist can be considers as uni-dimensional variable or the usage of the variable 
can be used in certain artificial tourism destination.  
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