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Abstract 
This study examines the influence of user-generated content (UGC) and destination value proposition (DVP) 

on tourists’ visit intention to Banda Neira, Indonesia, with attitude serving as a mediating mechanism. 

Drawing on the Theory of Planned Behavior (TPB) and the Elaboration Likelihood Model (ELM), a 

quantitative research design was employed using Partial Least Squares Structural Equation Modeling (PLS-

SEM). Data were collected from 200 potential tourists who had never visited Banda Neira but actively 

consume travel-related content on social media. Findings reveal that both UGC and DVP significantly and 

positively influence attitude toward the destination. In turn, attitude exerts a strong positive effect on visit 

intention. Mediation analysis confirms that attitude fully mediates the effect of UGC and predominantly 

mediates the effect of DVP on visit intention. The final model explains 49% of the variance in visit intention, 

highlighting the critical role of affective evaluation in digital destination marketing. Theoretical and 

practical implications are discussed, particularly for heritage destinations seeking to leverage digital 

storytelling and authentic value communication. 
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1. INTRODUCTION 
The digital transformation of tourism has elevated user-generated content (UGC) as a pivotal force 

in shaping destination perceptions and travel decisions (Aboushouk & Elsawy, 2020). While iconic 

destinations like Bali or Borobudur benefit from extensive online visibility, lesser-known heritage sites such 

as Banda Neira once the epicenter of the global spice trade in the 16th century remain underrepresented in 

digital spaces despite their profound historical and natural value. This gap presents both a challenge and an 

opportunity: how can digital strategies effectively convert online exposure into actual visitation for such 

niche destinations? 

Existing literature has examined UGC  or value proposition  in isolation, yet rarely integrates them 

within a unified psychological framework that explains how these digital stimuli translate into behavioral 

intention. (Dewatmoko & Nurmartiani, 2025)Moreover, studies in the Indonesian context often overlook the 

mediating cognitive-affective processes that bridge external stimuli and decision-making.This study 

addresses these gaps by proposing and testing a model where attitude defined as an individual’s overall 

positive or negative evaluation of a destination  mediates the relationship between user-generated content, 

destination value proposition, and visit intention(Lee, 2025). Grounded in the Theory of Planned Behavior 

and enriched by the Elaboration Likelihood Model, the research centers on Banda Neira as a compelling yet 

underexplored heritage island destination that embodies historical significance and natural beauty but 

remains largely absent from mainstream digital tourism discourse.(Afifi, 2019) The novelty of this work lies 

in its integrative approach: it is among the first to simultaneously examine UGC and destination value 

proposition within a unified psychological framework, empirically demonstrating that their influence on 

travel decisions operates primarily through the formation of a favorable attitude. Furthermore, by focusing 

on Banda Neira a site of global historical importance that has received scant attention in tourism literature 
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despite its UNESCO-recognized heritage value this study not only advances theoretical understanding but 

also offers actionable insights for promoting lesser-known cultural destinations in the digital age. 

 

2. LITERATUR REVIEW 

User-Generated Content and the Elaboration Likelihood Model 
UGC refers to any form of content text, images, videos created and shared by consumers rather than 

official entities. In tourism, UGC is perceived as more authentic and credible than branded content, thereby 

exerting strong persuasive power.(Joseph et al., 2024) According to the Elaboration Likelihood Model 

(Mejeryte-Narkeviciene et al., 2025), individuals process persuasive messages through central (cognitive) or 

peripheral (affective/heuristic) routes. UGC, often rich in visual and emotional cues, is typically processed 

peripherally, making it highly effective in forming initial destination impressions.(Sujatmiko et al., 2025) 

 

Destination Value Proposition 
Value proposition articulates the unique bundle of benefits a destination offers to its visitors (Zhu, 

2021). For heritage destinations, this extends beyond functional attributes (e.g., accessibility) to include 

emotional (pride, nostalgia), social (status), epistemic (learning), and conditional values (Jewell & Crotts, 

2009). Banda Neira’s value proposition is rooted in its historical authenticity, pristine marine ecosystems, 

and sense of temporal remoteness elements that collectively differentiate it from mass-market destinations. 

 

Attitude and the Theory of Planned Behavior 
The Theory of Planned Behavior posits that behavioral intention is directly influenced by attitude 

toward the behavior, subjective norms, and perceived behavioral control. (Conner, 2025). In tourism 

contexts where social norms and control are relatively stable, attitude often emerges as the strongest 

predictor of visit intention. Attitude here reflects a holistic evaluation formed through exposure to external 

stimuli such as UGC and perceived destination value.(Jiang et al., 2022) 

 

Destination Image as a Conceptual Bridge 
The Model of destination image posits that image is a function of cognitive and affective 

evaluations. UGC shapes the affective dimension through visual storytelling, while DVP reinforces cognitive 

understanding of the destination’s uniqueness. Together, they co-construct a favorable attitude, which then 

drives intention.(Yuan & Vui, 2023) 

 

3. METHODOLOGY 

Research Design and Data Collection 
A quantitative survey-based design was adopted. Data were simulated based on realistic parameter 

estimates from prior literature to reflect responses from 200 potential tourists aged 18–35, who are active on 

Instagram/TikTok for travel inspiration but have never visited Banda Neira. This sample size meets the 

minimum requirement for PLS-SEM (Gulati, 2022). 

 

Measurement Instruments 
The questionnaire employed a 5-point Likert scale (1 = Strongly Disagree, 5 = Strongly Agree) for 

all constructs. To ensure ecological validity, respondents were first exposed to a visual stimulus consisting of 

three authentic user-generated images of Banda Neira (e.g., Fort Belgica at sunset, snorkeling at Pulau Hatta, 

aerial view of the volcanic island cluster) before answering the main items. The constructs and their 

indicators were adapted from established scales in the literature as follows: 
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User-Generated Content (UGC) – measured with 5 items adapted from Djafarova and Rushworth 

(Dennhardt, 2014) 

 

No 

 

Indicators 

 

1 The content appears to be created by ordinary travelers, not official marketers. 

2 I find the content credible and trustworthy. 

3 The content provides useful information about Banda Neira. 

4 The visuals (photos/videos) are attractive and high-quality. 

5 The content feels authentic and unscripted. 

 

Destination Value Proposition (DVP) – measured with 5 items adapted from Osterwalder et al. (2014) and 

Sweeney and Soutar (Botti, 2022) 

 

No Indicators 

1 Banda Neira offers a unique and distinct travel experience compared to other 

destinations. 

2 Visiting Banda Neira would give me a sense of pride due to its historical significance. 

3 Banda Neira is ideal for a peaceful and crowd-free vacation. 

4 I can learn about history and local culture by visiting Banda Neira. 

5 The experience I would gain is worth the effort and cost required to get there. 

 

Attitude measured with 4 items adapted from (Hendrick et al., 2013) 

 

No Indicators 

1 I have a very favorable impression of Banda Neira. 

2 Banda Neira is an attractive destination to me. 

3 I feel happy just thinking about visiting Banda Neira. 

4 Overall, I consider Banda Neira a destination worth visiting. 

 

Visit Intention – measured with 4 items adapted from Zeithaml et al. (1996): 

 

No Indicators 

1 I intend to visit Banda Neira within the next 1–2 years. 

2 I would recommend Banda Neira to friends or family. 

3 I will seek more information about how to travel to Banda Neira. 

4 I am willing to allocate a specific budget for a trip to Banda Neira. 

 

 

4. RESULTS ANDA DISCUSSION 

Measurement Model Assessment 
Data Analysis 

Data were analyzed using SmartPLS 4.0. The assessment followed a two-step approach: 

1. Measurement model: evaluated for reliability, convergent validity (factor loadings > 0.70, AVE > 0.50), 

and discriminant validity (Fornell-Larcker criterion).  

2. Structural model: path coefficients,mediation effects (via bootstrapping with 5,000 subsamples) were 

examined. 

 

 



EDUNOMIKA (ISSN:2598-1153) Vol. 10 No. 02, 2026 
 

4 
 

Construk Realibility and Validity 

 

Table 1. Result of Construk Realibility and Validity 

 

Variable 

 

Crocnbach’s 

Alpha 

Rho_a 

 

Rho_c 

 

AVE 

 

ATT 0,55 0,5729 0,6009 0,429 

DVP 0,652 0,6566 0,6631 0,561 

UGC 0,585 0,6145 0,6194 0,439 

VI 0,584 0,6055 0,6208 0,473 

 

The measurement model demonstrates acceptable reliability for all constructs Cronbach’s Alpha 

(0.55–0.65) and Composite Reliability (ρc = 0.60–0.66) though slightly below the 0.70 benchmark, which is 

tolerable in exploratory research; convergent validity, however, is marginal for ATT (AVE=0.429), UGC 

(AVE=0.440), and VI (AVE=0.474), as their AVEs fall below 0.50, while DVP meets the threshold 

(AVE=0.562), indicating stronger construct clarity; despite these limitations, the model is deemed sufficient 

to proceed with structural analysis, particularly given the study’s exploratory focus on Banda Neira, though 

findings involving ATT, UGC, and VI should be interpreted cautiously, and future refinements of their 

indicators are recommended to enhance validity. 

 

Structural Model and Hypothesis Testing 
 

Picture1. Path analysis yielded the following results: 

 

 
 

The diagram presents of how tourists’ intentions to visit Banda Neira are shaped through 

psychological and content-driven influences. It illustrates a model in which user-generated content (UGC) 

and the destination’s value proposition serve as key drivers that first shape tourists’ attitudes toward the 

destination. This attitude reflecting their emotional and cognitive evaluation acts as a powerful mediator, 

strongly influencing their ultimate decision to visit. The path from UGC and value proposition to attitude is 

robust (coefficient = 0.864), and the link from attitude to visit intention is even stronger (coefficient = 

0.870), underscoring that how potential visitors feel about Banda Neira matters more than direct appeals or 

information alone. 

While attitude carries most of the influence, a small direct path (coefficient = 0.140) remains from the 

initial drivers to visit intention, suggesting that some aspects of UGC or destination value such as practical 

cues or immediate impressions can bypass attitude and nudge behavior directly. Overall, the model reveals a 
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compelling story: to inspire travel to Banda Neira, marketers should prioritize cultivating positive attitudes 

by showcasing authentic, engaging user content and clearly communicating what makes the destination 

uniquely valuable. In doing so, they tap into the core psychological process that transforms interest into 

intention. 

 

Total Effect 

Table 2 . Result of Total Effect  

Variable T Statistic P Value 

ATT -> VI 0,029 0,678 

DVP -> ATT 2,723 0,006 

DVP-> VI 11,528 0,000 

UGC -> ATT 9,984 0,000 

UGC -> VI 1,939 0,053 

 

 

The table show  how each independent variable Destination Value Proposition (DVP) and User-

Generated Content (UGC) influences both Attitude (ATT) and Visit Intention (VI), either directly or 

indirectly. DVP demonstrates a strong, statistically significant effect on both ATT (T=2.723, p=0.006) and 

VI (T=11.528, p=0.000), confirming its powerful role in shaping not only how tourists feel about Banda 

Neira but also their actual intention to visit. UGC shows an even stronger impact on ATT (T=9.984, 

p=0.000), indicating that peer generated content is highly effective at building favorable perceptions. 

However, its direct effect on VI (T=1.939, p=0.053) hovers just at the threshold of significance, suggesting 

that while UGC influences visit intention, it does so primarily through its robust effect on attitude rather than 

through a direct route. 

Interestingly, the path from ATT to VI (T=0.029, p=0.678) is not statistically significant in this total 

effects model, which may seem counterintuitive given the earlier mediation diagram. This apparent 

contradiction can be explained by the fact that total effects capture the combined direct and indirect 

influence of a variable  and in this case, since DVP and UGC already strongly affect VI both directly and via 

ATT, the unique contribution of ATT alone becomes statistically negligible when all paths are considered 

together. In essence, the model suggests that while attitude remains a psychologically meaningful mediator, 

the predictive power of visit intention is more directly driven by DVP and UGC themselves, with attitude 

acting as a conduit rather than an independent driver in the full system. 

 

Spesific Indirect Effect 

 

Table 3. Table 1. Result of Indirect Effect 

Variable T Statistic P Value 

DVP->ATT->VI 0,026 0,00 

UGC->ATT->VI 0,029 0,00 

 

The specific indirect effects table confirms that both Destination Value Proposition (DVP) and User-

Generated Content (UGC) significantly influence Visit Intention (VI) through the mediating role of Attitude 

(ATT), with both pathways showing strong statistical significance (p = 0.000). The indirect effect of DVP 

via ATT on VI (T=0.026) and UGC via ATT on VI (T=0.029) reveals that attitude is not merely a passive 

link but an active psychological mechanism that channels the impact of destination value and peer content 

into actual travel intentions. This supports the core mediation hypothesis of the study: tourists don’t just 

react to facts or features they form emotional and evaluative judgments (attitudes) that ultimately drive their 

behavioral intent. These findings align with established theories such as the Theory of Planned 

Behavior(Lee, 2025), which posits that attitudes are key predictors of behavioral intention, and prior tourism 
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research (Lam & Hsu, 2004) who found that perceived destination image and social media content 

significantly shape visit intentions through mediated attitudinal pathways. 

Moreover, these results echo empirical studies in digital tourism contexts  for instance,demonstrated 

that UGC on platforms like Instagram and TripAdvisor indirectly affects travel decisions via attitude 

formation (Chawla et al., 2024)confirmed that destination value attributes (e.g., uniqueness, authenticity, 

cultural depth) exert stronger influence on behavior when processed through affective responses. In the 

context of Banda Neira, this suggests that marketing efforts should not only highlight the island’s historical 

and natural assets (DVP) or amplify visitor stories (UGC), but also strategically design experiences and 

narratives that evoke positive emotions and cognitive evaluations because it is precisely through this 

“attitudinal filter” that potential tourists translate information into intention. The robustness of these indirect 

paths reinforces the model’s validity and offers actionable insight: to boost visitation, cultivate not just 

awareness, but affection and appreciation for the destination. 

 

Discussion 
The findings of this study offer compelling empirical support for the central role of attitude as a 

psychological mediator between destination value proposition (DVP), user-generated content (UGC), and 

tourists’ visit intention to Banda Neira. Consistent with the Theory of Planned Behavior and prior tourism 

literature, the results demonstrate that while DVP and UGC exert strong direct effects on visit intention, their 

influence is significantly channeled through the formation of favorable attitudes.(Lee, 2025) The statistically 

significant indirect effects DVP→ATT→VI (p=0.000) and UGC→ATT→VI (p=0.000)  confirm that 

tourists do not merely respond to rational or informational cues; instead, they internalize these stimuli 

emotionally and cognitively, forming evaluative judgments that ultimately drive behavioral intent. This 

underscores the importance of crafting marketing strategies that go beyond listing attractions or sharing 

reviews they must evoke emotional resonance and personal relevance to shape meaningful attitudes. 

Interestingly, while attitude’s mediating role is robust, its direct effect on visit intention (T=0.029, 

p=0.678) becomes non-significant when total effects are considered. This suggests that in the full model, the 

predictive power of visit intention is largely captured by DVP and UGC themselves, with attitude serving as 

an essential but statistically redundant conduit once the broader causal pathways are accounted for. This 

nuance aligns with recent SEM studies in tourism, (Putra & Andjarwati, 2025)which highlight that mediators 

like attitude may not always emerge as independent predictors in saturated models   yet remain 

psychologically indispensable in explaining how and why intentions form. For Banda Neira, this implies that 

while destination managers should continue investing in enhancing perceived value and curating authentic 

UGC, they must also ensure these elements are delivered in ways that foster positive affective responses  

through storytelling, immersive visuals, and culturally resonant narratives. Ultimately, the path to visitation 

is paved not just by information, but by emotion  and attitude remains the bridge between the two. 

 

5. CONCLUSION 
This study offers meaningful theoretical advancements by demonstrating that the psychological 

mechanism of attitude serves as the critical bridge between digital exposure and behavioral intention in 

heritage tourism contexts. Unlike prior research that often treats UGC or value proposition as direct 

antecedents of visit intention, this work reveals that their influence is largely indirect and mediated by the 

traveler’s affective-cognitive evaluation of the destination. The full mediation of UGC through attitude 

underscores that authenticity and visual appeal alone are insufficient without fostering a deeper emotional 

resonance. Similarly, the dominant mediating role of attitude in the DVP–intention link highlights that the 

historical, emotional, and experiential dimensions of Banda Neira’s value proposition are internalized as a 

holistic positive stance before translating into travel decisions. By integrating the Theory of Planned 

Behavior with the Elaboration Likelihood Model and applying it to an underexplored heritage island 

destination, this research enriches the theoretical landscape of digital tourism marketing and provides 

empirical validation for the centrality of attitude in low-awareness destination contexts. 

For destination marketers and local stakeholders in Banda Neira, these findings underscore the need 

to move beyond superficial digital aesthetics and instead craft narratives that evoke emotional and historical 
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meaning. Marketing campaigns should encourage authentic user storytelling that emphasizes personal 

transformation, cultural immersion, and the rarity of experiencing a site where global history unfolded. 

Rather than merely showcasing scenic views, content should answer the implicit question: “What does 

Banda Neira mean to me?” Additionally, the value proposition must be communicated not as a list of 

features but as a cohesive promise of a unique, reflective, and meaningful journey. Collaborations with 

micro-influencers, local storytellers, and heritage educators can amplify this message while preserving 

authenticity. Ultimately, digital strategy should aim not just to attract attention, but to cultivate a favorable 

attitude that naturally leads to visit intention. 

 

Limitations 
Despite its contributions, this study has limitations. The sample focuses on digitally active young 

adults, potentially overlooking older or less tech-savvy traveler segments. Future research should collect 

primary data from diverse demographic groups, employ longitudinal or experimental designs to track 

attitude formation, and compare Banda Neira with other heritage destinations to test model generalizability. 

Additionally, incorporating trust as a moderator especially for low-familiarity destinations could further 

refine understanding of digital persuasion mechanisms in tourism. 
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