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ABSTRACT 

eWOM has become an important source of additional information for customers in determining the purchase of a 

product or service such as a hotel. Unfortunately, Covid-19 pandemic occurred in 2020 and changed consumer 

behavior regarding information needs to fulfill their sense of secure to stay at hotel. Therefore, this study aims to 

examine the role of electronic word of mouth of boutique hotels and information on the application of health protocols 

on the intention to book boutique hotels during the Covid-19 pandemic by paying attention to consumer perceived 

usefulness and enjoyment aspects. A total of 216 responses to a survey were collected. Structural Equation Model 

(SEM) was used to analyze data using PLS-SEM to test the hypotheses. The results of this study is perceived 

usefulness and perceived enjoyment of electronic word of mouth and health protocol influence significanly to hotel 

booking intention. This means that it indicates that online reviews and application of health protocols are perceived as 

useful and fun information to use that encourages customer boutique hotel booking intentions. During this pandemic, 

the results also showed that customers prioritized the fulfillment of utilitarian values, namely searching for 

information about the hotel as a whole as perceived usefulness of hotel online reviews as an external factor in hotel 

management and the application of hotel health protocols as an internal factor in hotel management before stay. The 

managerial implication of this research encourages boutique hotel management to to provide the best service and 

promote the uniqueness of boutique hotels to encourage good and detail reviews and implement health protocol in 

order to increase boutique hotel booking intentions. 

Keywords: Covid-19, Electronic Word of Mouth, Health Protocol, Intention to Book, Perceived Usefulness, 

Perceived Enjoyment. 

1. INTRODUCTION

Technological advances have encouraged the 

creation of online media and businesses [1] such as 

online travel agents that provide accommodation tickets 

and hotel. This media also provides reviews and 

assessments by visitors as electronic word of mouth, 

which is a positive or negative statement made by 

previous customers regarding a product that is available 

to many people and via internet [2]. 

Currently, there is a new hotel classification, namely 

themed hotels with boutique hotels as an example [3]. 

Boutique hotels are called Instagramable hotels which 

are perfect if hotel visitors want to do a staycation as 

one of the new trends in vacation. In Indonesia, the most 

popular boutique hotels are usually found in big cities 

which are favourite tourist destinations [4]. The large 

selection of hotels in Indonesia makes eWOM one of 

the important considerations regarding additional 

information that is deemed necessary considering that 

the nature of a service cannot be perceived first so that 

consumers search for this information before making a 

decision to reduce uncertainty and complexity [5]. 

Unfortunately, in 2020, the world was shocked by 

the Covid-19 virus outbreak which became a global 

pandemic. The impact of the Covid-19 pandemic has 
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reduced the interest of Indonesian consumers to travel 

based on a survey released by OYO through McKinsey  

The survey showed the interest in staying at a hotel 

has decreased by 84%. Hotels are expected to follow the 

guidelines that have been established in carrying out 

their operational activities, this can also be said to be a 

health risk mitigation. Most of tourists would hesitate to 

travel because they thought about their health, for this 

reason hotel and tourism management felt it was 

important implement strategies to reduce these risks [7]. 

Implementing this health protocol is mandatory to 

maintain safety and comfort for visitors or hotel staff. 

Reading reviews can also help customers get value 

through these reviews and it can also be said that value 

is perceived value [8]. If tourists find reviews about 

hotels that are considered useful, they will see the 

utilitarian value of these reviews, which is also 

represented as perceived usefulness of reviews that can 

help fulfill the task, conversely if they find that the 

review is a fun review what is seen as the hedonic value 

of the reviews which can be represented by perceived 

enjoyment as a pleasant information to be read and used 

[9], [10]. In some previous studies, perceived usefulness 

and perceived enjoyment of the online review proved to 

have a significant influence on the online purchase and 

intention to book hotel. 

Research on the role of eWOM on the intention to 

book hotels may have been found several times but 

using boutique hotels the object of research, especially 

in Indonesia has not been done much, even though 

boutique hotels with a smaller staying capacity than 

other hotels will be high in demand because they give 

the impression of being safe and comfortable after the 

Covid-19 pandemic because customers can avoid large 

crowds [11]. 

Given that the role of eWOM is better to be 

observed to provide insight to hotel management. Other 

issues concerning the application of health protocols in 

a boutique hotel as one of the measures implemented to 

mitigate the health risks have not found research that 

showed a lot of influence on the intention of ordering a 

boutique hotel. So if it is concluded that this study aims 

to see the role of online reviews of boutique hotels as 

external factors and health protocols as internal hotel 

factors that are applied to boutique hotel booking 

intentions by paying attention to the perceived 

usefulness and perceived enjoyment of consumers on 

online reviews and information on the application of 

health protocols. 

2. LITERATURE REVIEW 

This study uses several theories regarding eWOM, 

health protocols as health risk mitigation, perceived 

usefulness, perceived enjoyment, intention to book and 

boutique hotels. 

2.1 Electronic Word of Mouth 

With advances in information technology, the form 

of word of mouth is replaced by a more modern form, 

namely electronic word of mouth which has a more 

relevant effect on technological developments and can 

reach a wider audience with geographical and time 

constraints [12]. Besides known as negative and positive 

reviews, eWOM can also be referred to as online 

customer review which has a definition of numerical 

ratings or descriptive comments provided by current and 

past customers that are used to express satisfaction or 

dissatisfaction, often conveyed by opinions or 

recommendations about experiences with products or 

services [13]. In addition to positive and negative 

reviews, the quality of reviews has several times been a 

research dimension that has an influence on buyers' 

behavioral intentions. 

 

2.1.1 Positive Electronic Word of Mouth 

Positive reviews submitted by customers are a 

form of expression of their satisfaction with the 

experience of using the product or service. Customers 

will be more willing to leave positive reviews on behalf 

of the seller when they are satisfied with the quality of 

service they get [14]. Positive online consumer reviews 

are more proven to be effective in increasing consumer 

intention to place orders than negative online reviews 

[15]. 

 

2.1.2 EWOM Quality 

Quality of reviews is characteristic of review and a 

persuasive power of a review that is on the review itself  

[16]. eWOM quality usually consists of several 

dimensions. The dimensions of eWOM quality that are 

commonly used in similar research are 

comprehensiveness regarding the completeness of the 

review, relevance regarding the suitability of the review, 

accuracy regarding the precision of the review and the 

timeliness is the most recent of review [17], [18]. In the 

online context, according to some researchers, the 
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quality of information received by customers can 

influence purchasing decisions. 
 

2.2 Health Protocol 

The outbreak of the Covid-19 pandemic had a huge 

impact on almost all industries, including the tourism 

and hospitality industry. There are several actions that 

can be taken to improve the prevention of this outbreak 

in the future. Some of the actions that can be taken are 

mobility restriction, physical distancing, hygiene 

measures, socio-economic restrictions, communication 

and international support mechanisms [19]. Most of 

tourists will hesitate to travel because they concern with 

their health, it is important for hotel management to 

implement strategies to reduce these risks [7] and make 

them feel safer to stay. 

2.3 Perceived Value of Online Review 

It is not uncommon for travelers to read online 

reviews to get the additional information they need or to 

enjoy reading reviews that have been posted by other 

travelers [8]. Reading these reviews customers can also 

get value through these reviews. If travelers find a 

review of a hotel that is considered helpful, they will see 

the utilitarian value of the review, conversely if they 

find that the review is a pleasant review, what they see 

is the hedonic value of the review [8]. Utilitarian value 

represented by perceived usefulness and hedonic value 

represented by perceived enjoyment [10]. Perceived 

usefulness and perceived enjoyment as derived 

attributes of a review can be something useful and fun 

to read and have an influence on online purchase 

intentions [9]. 

2.3.1 Perceived Usefulness 

Recommendations have an important role in the 

customer decision-making process when they want to 

purchase new goods or services that have a high price 

[20]. Perceived usefulness of recommendations to 

dominate blogger blog user attitude towards online  

shopping [20]. This research adapts perceived 

usefulness of information or online reviews [9] and the 

application of health protocols from boutique hotels to 

online travel agents that are perceived by customers 

because perceived usefulness of online customer review 

had a significant influence on online purchase as well as 

being one of the important elements that directly affect 

consumer intention to shop online. 

 

 

2.3.2 Perceived Enjoyment 

Perceived enjoyment refers to the extent to which 

customers feel that online reviews are fun and 

entertaining [9]. The perceived enjoyment resulting 

from online reviews has a significant effect on customer 

intentions to shop online. In the same result, it is seen 

that the more online reviews can be enjoyed, the 

stronger the customer will do online shopping [9]. 

2.4 Intention To Book 

Behavioral intention is an important factor of loyalty 

which refers to the possibility of engaging in a real 

behavior or action [21]. If consumers feel that they have 

got the information they need, in general they will 

proceed to the next step, which is to make an actual 

purchase. In the tourism sector, especially the hotel 

industry, this is commonly referred to as hotel booking 

intention through hotel websites [22]. 

2.5 Boutique Hotel 

Boutique hotels are small hotels that are unique in 

their decoration and sometimes even historic and each 

room has individually decorated and has a price range 

from mid-range to luxury hotels and there are boutique 

hotels that are independent and affiliated with certain 

brands [3]. Boutique hotel designs attract visitors who 

are looking for a different property and can fulfill what 

they are looking for. 

3. RESEARCH METHODOLOGY 

Research methodology consists of research 

framework, research hypotheses and data analysis 

methods. 

3.1 Research Framework 

Figure 1 shows the research framework of this research. 

 

 

 

 

 

Figure 1 Research framework. 
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3.2 Research Hypothesis 

3.2.1 EWOM to Perceived Usefulness and 

Perceived Enjoyment 

Before finally making a choice, the visitors usually 

gather some additional information to convince their 

choice of hotel. Research by Elwalda et al. [9] who 

looked at perceived usefulness and perceived enjoyment 

as seen from online reviews of online purchase 

intentions and found significant results. research by 

Chong et al. [23] who found that the perceived 

usefulness of good quality of online review can fully 

mediate the perceived usefulness of information in 

determining travel decisions based on online reviews, 

then this research hyphothesis will refer to: 

H1a: positive eWOM has significant effect on the 

perceived usefulness. 

H1b: positive eWOM has significant effects the 

perceived enjoyment. 

H2a: eWOM quality has significant effects the 

perceived usefulness. 

H2b: eWOM quality has significant effects the 

perceived enjoyment. 

3.2.2 Health Protocol to Perceived Usefulness and 

Perceived Enjoyment 

Implementation of health protocols in the hotel as 

risk mitigation to prevent the transmission of Covid-19 

also considered as an important thing to do and make 

consumer feel safer to stay. Implementation of health 

protocols using hygiene products for hands and 

disinfectants have been shown to be influential in 

preventing the spread of viruses in hotel guest’s rooms 

and in conference rooms [24]. It is assumed that 

information regarding the application of health 

protocols can be both useful and pleasant information. 

then this research hypothesis will refer to: 

H3a: the application of health protocols has significant 

effects the perceived usefulness. 

H3b: the application of health protocols has significant 

effects the perceived enjoyment. 

3.2.3 Perceived Usefulness to Intention to Book 

Perceived usefulness of blogger recommendations 

and online review [20], [9] found results that had a 

significant effect on online purchase intentions. The 

more useful the online review, it increases the intention 

to do online purchase. Then this research hypothesis 

will refer to: 

H4: perceived usefulness as seen from online reviews 

and information on the application of hotel health 

protocols displayed on online travel agents has an effect 

on hotel booking intentions. 

3.3 Data Analysis Method 

This research is a conclusive research using 

primary data by distributing questionnaires using 

Google Form. The time dimension of this research is 

cross-sectional research. The scale used in the 

questionnaire is a Likert scale (1-5) for measuring each 

variable indicator. This research uses nonprobability 

sampling with a sample of people who know and have 

an online travel agent application, aged 18 and above, 

have read the reviews as additional information, know 

boutique hotels and have the intention to stay in the next 

year where this pandemic is still predicted to continue. 

This study uses SPSS 25.0 for pre-test and uses PLS-

SEM to perform the main test of the study. This 

research also use bootstrapping technique used in order 

to get more precise and significant result. 

4. RESULTS 

Total respondents of this research is 216 

respondents. First test is pre-test and the result of 

reliability test and validity test of each variable is above 

0.5 and 0.6. The next test is main test that divided into 

outer model and inner model test. There were no 

problems found from the result that can be said that all 

variables are also valid and reliable. Based on the 

collected data from respondents, this research found that 

6 hypotheses, H1a, H2a, H2b, H3a, H4 and H5, were 

accepted with the results having a significant effect, 

while the other 2 hypotheses, H1b and H3b, were not 

found to be significant from hypothesis testing. Reviews 

and health protocols were found to be useful 

information, especially during the Covid-19 pandemic 

in accordance with changing interests and meeting 

customer needs for information that could increase hotel 

booking intentions. 

Table 1. Result of The Research Hypothesis 

Hypothesis T Statistics P Values 
 

 

Positive EWOM > 
2.693 0.006 Supported 
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Hypothesis T Statistics P Values 
 

 

Perceived Usefulness 

   

    

Positive EWOM > 

Perceived Enjoyment 0.629 0.534 

Rejected    

    

EWOM Quality > 

Perceived Usefulness 10.572 0.000 Supported 

    

EWOM Quality > 

Perceived Enjoyment 10.123 0.000 
Supported 

   

    

Health Protocol > 

Perceived Usefulness 4.666 0.000 
Supported 

   

    

Health Protocol > 

Perceived Enjoyment 0.125 0.901 
Rejected 

   

    

Perceived Usefulness 
> Intention to Book 5.524 0.000 

Supported    

    

Perceived Enjoyment 

> Intention to Book 4.451 0.000 

 

Supported 
   

    

 

5. DISCUSSION 

H1a is accepted, positive eWOM has a significant 

effect on perceived usefulness, which means that online 

reviews, especially positive reviews displayed on online 

travel agents, are considered to be additional useful 

information when building intentions in ordering 

boutique hotels. Online reviews are online reviews that 

are dominated by positive and negative online reviews 

which are proven to be useful and affect customer 

attitudes and intentions compared to neutral online 

reviews [25]. 

H1b is rejected, this positive eWOM tends to have 

no effect on perceived enjoyment or is not felt to be 

additional information in the form of online reviews, 

especially in this study positive online reviews, which 

cause pleasure while use or read that review. The results 

of this study do not support similar previous studies who 

found the influence of online review on perceived 

enjoyment that can increase intention to online purchase 

[9]. 

H2a is accepted, online reviews of boutique hotels 

including reviews that cover the unique values of 

boutique hotels and in-depth reviews that also include 

information on implementing health protocols are 

considered to be reviews of good quality and useful 

information for consumers. The completeness of review 

can help potential visitors in deciding their choice. The 

research results are in line with the results of previous 

studies that found eWOM quality has significant 

influence to perceived enjoyment [18], [23]. 

H2b is accepted, potential visitors who read online 

reviews of boutique hotels that explain about uniqueness 

and interesting things of the hotel are considered to be 

fun and enjoyable information because they can find out 

what other visitors are reviewing about the uniqueness 

offered at the boutique hotel both in terms of decoration, 

design or anything related to its uniqueness. The 

research results are in line with the results of previous 

studies that found eWOM quality has significant 

influence to perceived enjoyment [9]. 

H3a is accepted, implementation of health protocols 

as a risk mitigation measure for hotel health that is 

informed and displayed on online travel agents is felt 

and trusted by potential boutique hotel visitors as useful 

information, especially during the current Covid-19 

pandemic due to changes in consumer behavior who are 

currently concerned about their safety staying at hotel. 

This information is assumed to be similar to information 

that can be found online at online travel agents so that it 

is in line with previous research [9]. Meanwhile, H3b is 

rejected because health protocol not become something 

pleasant but something useful as additional information. 

H4 is accepted, the more positive an online boutique 

hotel review is, the more complete the boutique hotel 

review is, covering the unique value offered by a 

boutique hotel, the relevance of the experience felt by 

previous visitors will be useful information to help them 

determine their choice and intention to book the 

boutique hotel. The more useful the information and the 

more it feels in accordance with what is needed by 

potential boutique hotel visitors, the intention to book a 

boutique hotel will also increase and in line with [9]. 

Similar research in different contexts also found similar 

results, hotel virtual presentations tends to be a useful 

for evaluating hotels, it will increase the intention to 
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book hotels and give an indication that the utilitarian 

value of using hotel virtual presentations is an important 

factor [10]. 

H5 is accepted, the biggest influence that affects 

perceived enjoyment is good information quality which 

contains a complete and detailed review that explains 

the uniqueness of the boutique hotel as the results of the 

previous hypothesis and not only in the form of reviews 

that state experiences and positive values but reviews 

that are clear, complete and include all values are 

uniqueness and in line with [9]. 

 

 

 

 

 

Figure 1. Coefficient Determination (R2) 

Based on image 1 which contains the results of 

research coefficient determination, the variable of 

perceived enjoyment and intention to book have small 

contribution, namely 43.5% and 43.9% of exogenous 

variables because these variables could be influenced by 

other factors outside of this research variable. 

Meanwhile, perceived usefulness and eWOM quality 

have been largely explained by exogenous variables. 

This can be recommendation for future research that 

uses similar topics such as hotel virtual application, star-

category, price, brand image and the other that can 

affect perceived enjoyment and hotel booking intention 

outside eWOM. 

6. CONCLUSION AND IMPLICATION 
 

6.1 Conclusion 

Based on conducted test, this research found that 6 

hypotheses were accepted with the results having a 

significant effect, while the other 2 hypotheses were not 

found to be significant. The perceived usefulness of 

online reviews and information on the application of 

health protocols can provide an overview of boutique 

hotels, especially as additional information needed by 

visitors during the Covid-19 pandemic. They need 

complete information and reviews including the 

application of health protocols that are supported by 

changes in consumer interests and behavior in deciding 

to stay at this time. The complete review about 

uniqueness of boutique hotel found to be a fun 

information to read so good quality of review has 

affected perceived enjoyment and increase intention to 

book the hotel. If it can be ranked, based on the 

respondent result, they feel eWOM quality has the most 

important role of a review. They attach importance to 

getting and using good quality review that include 

completeness and accuracy of a review. Furthermore, 

considering current condition is still in Covid-19 

pandemic the implementation of health protocol is also 

the focus of hotel visitors, followed by positive reviews 

about the hotel based on visitors’ importance ranking 

about hotel in this research. 

6.2 Implication 

Hotel management needs to improve both in terms 

of services provided and optimal hotel facilities in order 

to encourage previous boutique hotel visitors to write 

positive reviews about the boutique hotel itself on 

available platforms such as online travel agents as a 

platform used to search for boutique hotels and read 

reviews about the boutique hotel. Boutique hotel 

management can emphasize the unique value of 

boutique hotels to be promoted, such as examples of the 

design used, room decoration and other unique aspects 

that differentiate it from other hotels so that reviews 

written by boutique hotel visitors can be reviewed what 

is unique about the hotel and can be useful information 

for future visitors who want a different experience and 

atmosphere from the other hotel categories. Hotel 

management can also consider to collaborates with well-

known and credible travel influencers to share detailed 

boutique hotel reviews on social media and other 

platforms. Sharing information on the application of 

health protocols can also be an idea to promote boutique 

hotels so that visitors are interested in staying overnight 

because they do not override the applicable health 

protocol regulations which are important for visitors. It 

is also felt this will provide more value for boutique 

hotels if hotel management is always updated on 

information that is important to share, especially for 

prospective hotel visitors who will stay during the 

Covid-19 pandemic. Online travel agent management is 

thought to be able to provide guidelines for writing 

online reviews from visitors about boutique hotels so 

that they can have guidelines for writing detailed 

review. 
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