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ABSTRACT

This research is about the Influence of Destination Brand Awareness on Destination
Brand Loyalty Through Brand Image, Perceived Brand Quality, Brand Value and Brand
Satisfaction in Banyuwangi City as a Tourism Destination. The study population was
tourists visiting Banyuwangi City in East Java from March to May 2018. Using SEM rules,
the sample size was 250 respondents. Test models with Generalized Least Square
Estimation (GLS), structural equation model analysis (SEM), Purposive sampling
method in incidental sampling and assistance with Amos 24 software, on 250
respondents. The test results show the model (fit) seen from the values of GFI, AGFI,
TLI, CFI, RMSEA and CMIN / DF, respectively at 0.916, 0.902, 0.951, 0.954, 0.074 and
0.977 all of which are within the range of expected values so that the model can be
accepted. The results of the study show that: 1). Destination brand awareness affects
the destination brand image. 2). Decination of brand awareness has an effect on
destination brand value. 3). Destination brand image has no significant effect on
destination brand quality. 4). Destination brand image affects destination brand value.
5). Destination brand image influences destination brand loyalty. 6). Destination brand
quality affects destination brand value. 7). Destination brand quality affects destination
brand loyalty. 8). Destination brand value influences destination brand satisfaction. 9).
Destination brand value affects destination brand loyalty. 10). Destination brand
satisfaction affects destination brand loyalty.

Keywords: Destination brand awareness, Destination brand image, destination brand value,
Destination brand satisfaction, destination brand loyalty.

INTRODUCTION

Background of Study

In Indonesia and some the other countries, City Branding has become a contemproray design
for local goverrments to promote tourism in recent years. Its application, mostly through
marketing tourism, by defining and communicating the characteristics of tourist locations. In
Seoul city, to develop new images and improve the competitiveness of cities in the long run of
tourism, the city public design must continue to be fostered. meanwhile, to improve tourism
competitiveness, Taipei has made a mega-event policy that can create a more attractive place
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internationally, both physical city and economy for foreign tourist (Tran Trung Vinh et al,,
2017).

Regency/city of Banyuwangi is present with the tagline” Majestic Banyuwangi ” which is a
combination of art, cultural and natural tourism destination. In 2018 Banyuwangu had 77
events and 3 of them entered inside Calendar of Event Wonderful Indonesia.

The following festival in Bnayuwangi are included in WI CoE 2018

1. Banyuwangi Ethno Carnival (BEC), 10 November 2018 one of the biggest Banyuwngi
this is included in the TOP 10 National Events (EoE WI) Wonderful of Indonesia.

2. International Tour de Banyuwangi Ijen (ITdBI). A total of 99 racers from 21 countries
participated in the International tour de Banyuwangi ljen 2016. on the first stage,
drivers took a 171 km route. 99 racers from 21 countries participated in the
International Tour de Banyuwangi ijen in 2016.

3. Gandrung Sewu, Festival Gandrung Sewu with the theme Podo Nonton showing
fragments about the struggle of Banyuwangi people against invaders on Boom
Banyuwangi Beach,

Information on tourist to Banyuwangi, in Figure 1.2, shows the existence of a band between
what has been done and the reality obtained. For conducted.

Data on Tourist Visits to Banyuwangi:
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Figure 1 Data on Tourist Visits to Banyuwangi
Sumber: Banyuwangi.go.id

LITERATURE REVIEW
Valentina et al. (2015), in jourmal Customer satisfaction in a tourist destination: The case of
tourism offer in the city of Naples.Valentina Della Corte*, Mauro Sciarelli, Clelia Cascella,
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Giovanna Del Gaudio Department of Economics, Management, Institutions, University of Naples
Federico II, Naples, Italy; which examine the effects of some destination attributes on customer
satisfaction. According to much scientific literatures, tourist satisfaction can affect several
behaviors such as customer retention and increasing word of mouth.

Empirically it is said that global tourist satisfaction is measured using the partial satisfaction
index. In particular, this study analyzed: 1. Services provided by the city (i.e.public
transportation and perceived security, etc), 2. Service offered by local companies (i.e. hotels,
restaurants, nightclubs, etc.); and 3. Other services, provided by public Administration and
local companies, such as cultural events (Cooper, Fletcher, Gilbert, Wanhill, 1993; Della Corte,
2009). In a study conducted ion a city in Southern Italy, Naples, it was found that Naples did
not have a clear image of purpose. As a result, tourists visiting Naples are not fully satisfied.
More precisely, Naples is symbolized by a very conflicting image: on the one hand, it is related
to the tradition of excellent food and natural and artistic beauty. But, on the other hand, it is
considered a dirty place and is characterized by crime and disorganization. In addition, the
magnitude of cultural, historical and Neapolitan cultural heritage is less based on tourist
perceptions . from this study, it is known that tourist satisfaction depends on a complex
process in which the roles of each actor are fundamental and must be in harmony with all
others

Ali Hussein et al. (2013), in journal Investigation into Brand Value Dimensionality and Its
Effects on Loyalty: Evidence from the High-Tech Brand scape in Saudi Arabia by Ali Hussein
AlMakrami. Brunel Business School Brunel University June 2013 said that the past 30 years,
the concept of value is very important and relevant to current marketing research and practice
and has often been included as a “top research area” by the Institute of Marketing Science
[2002-2004] (Kainth & Verma, 2011) and [2006-2008] (Sanchez-Fernandez & Iniesta-Bonillo,
2007). Indeed, current marketers, perhaps more recognizing the increasing legitimacy of
consumer value research. (Dodds et al, 1991; Ryu et al, 2008). In general, in all value
orientation, consumer value is a concept that has useful implications for marketing
management (Day, 1999; Gale, 1994; Nilson, 1992) to attract the new client and maintain a
customer loyalty base (Christopher, 1996; Koller etal., 2011).

However, research in the field of consumer and brand value tends to be somewhat different,
disconnected, dominated by economic and atheoretical view. In an effort to expand
understanding of the discipline further and help promote brand loyalty, integrative
measurement of constructive brand value, together with a conceptual framework consisting of
Independents, dimensions and consequence of brand value has been discussed and tested in
the Middle East context with student in Arabic Saudi. Based on research findings and existing
framework, it can be concluded that the increase in brand value can increase brand loyalty.

Abdel (2013), in journal Analysis of the Antecedent of Customer-Based Brand Equity and its
Application to Multiple Destination. Dr. Abdel Fattah Al-Azzam (2013) Faculty of Economics
and Administrative Sciences, Zarqga University, Jordan. who examined empirical information
about building a destination brand model through a customer based brand equity model with
reliable and valid data. The proposed model was tested with survey samples, in Jordan. This
finding provides support for the concept of Customer-based brand equity and confirm its
application to tourism destinations. Furthermore, according to critical analysis of the
literature; theoretical and empirical, there is a need to better understand and evaluate the
relationship between DBL (destination brand loyalty) and the factors that influence it . Theory
of Brand Equity Acceptance Model used as the theoretical basis of this research. Five factors,
namely DBA (destination Brand Awareness), DBI (Destination Brand Image), DBS (Destination
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Brand Salience), DBS at (Destination Brand Satisfaction) also DBL (Destination Brand Loyalty)
also tested The results showed that there was a significant positive relationship between the
five factors above.

DESTINATION BRAND AWARENESS (DBA)

DESTINATION BRAND IMAGE (DBI)

\ 4

DESTINATION (D)

Hl\’
H2
BRAND (B)

DESTINATION BRAND SALIENCE (DBS) _’_’_’_,_,_,_,_._.—————'-” LOYALTY (L)

H3

DESTINATION BRAND SATISFACTION /

(DbsAT)

Figure 2 Model Abdel Fattah Al-Azzam (2013)

Also deep Antecedent and Mediator of Destination Brand Loyalty Among International Tourist
in Jordan Abdeel Fattah Al-Azzam and lyad A.A. Khanfar, (2014) Faculty of Economic and
Administration Science, Arca University, Jordan said that the purpose of this paper is to:
Identifies the direct influence of significance from DBP (Destination Brand Promotion) and
DBQ (Destination Brand Quality) pada DBL (Destination Brand Loyalty) between international
tourist.
a. Test the effect of direct significance from DBP and DBQ on DPV (Destination Perceived
Value).
b. Knowing the influence of mediation effect (DPV) on the relationship of DBP, DBQ, and
DBL

Destination Brand
Promotion (DBP)

H1
H3

N Destination Brand Value H5 Destination Brand
(DBV) Loyalty(DBL)

H4
/

Destination Brand Quality
(DBQ)

Figure 3 Model Abdeel Fattah Al-Azzam and Iyad A.A. Khanfar (2014)

The results of several regressions show a significant and positive relationship between
destination brand promotion, destination brand quality, and destination brand value. And
destination brand value is mediating in the relationship between Destination Brand Promotion,
Destination Brand Quality and Destination Brand Loyalty.

Statement of The Problem
After going through an in-depth study of Banyuwangi brand destinations, as a sunrise of java
with a variety of tourism potential and a diversity of social and traditional cultures, so the
problems and focus of research are direct at:
1. whether a destination brand awareness (DBA) significant effect on a destination brand
image (DBI) 2.
2. whether a destination brand awareness (DBA) significant effect on a destination brand
value (DBV) ?.
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3.

4,

whether a destination brand image (DBI) significant effect on a destination brand quality
(DBQ) 2.

whether a destination brand image (DBI) significant effect on a destination brand value
(DBV) 2.

whether a destination brand image (DBI) significant effect on a destination brand
loyalty (DBL) ?.

whether a destination brand quality (DBQ) significant effect on a destination brand value
(DBV) 2.

whether a destination brand quality (DBQ) significant effect on a destination brand
loyalty (DBL) ?.

whether a destination brand value (DBV) significant effect on a destination brand
satisfaction (DBSat) ?.

whether a destination brand value (DBV) significant effect on a destination perceived
loyalty (DPL) ?.

10.whether a destination brand satisfaction (DBSat) significant effect on a destination

perceived loyalty (DPL) ?.

Conseptual Framework

Figure 4
Researh of conceptual framework
Hypothesis of Research
1. Destination brand awareness has a significant effect on destination brand image

2. Destination brand awareness has a significant effect on destination brand value
3. Destination brand image has a significant effect on destination brand quality

4. Destination brand image has a significant effect on destination brand value

5. Destination brand image has a significant effect on destination brand loyalty

6.
7
8
9
1

Destination brand quality has a significant effect on destination brand value

. Destination brand quality has a significant effect on destination brand loyalty

. Destination brand value has a significant effect on destination brand satisfaction

. Destination brand value has a significant effect on destination perceived loyalty

0. Destination brand satisfaction has a significant effect on destination perceived loyalty

RESEARCH METHOD

This study uses quantitative approach as a framework for this study to test hypothesis
(Ridwan, 2019; Ridwan, 2017; Ridwan and Marti, 2012). In this chapther using a Purposive
sampling method in incidental sampling. In this reseacrh, the estimated is used Generalized
Least Square Estimation (GLS), and the minimum number of samples studied was 210
respondents, (21 indikator x 10). These provisions are in accordance with the provisions that
use the reference (Hair et al., 2014, Ferdinand, 2016: 85) as follows:
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=

200 - 300 sample for technique Generalized Least Square Estimation (GLS).

2. Depends on the number of parameters estimated. The route is 5-10 times the estimated
number of meters.

3. Depends on the number of indicators used in all latent variables. The number of

samples is the number of indicators multiplied by 5 to 10.

In this study the number of samples studied was 250 respondents, this was done so that the
adequacy of the sample was fulfilled.

Variabel research
1. Variabel Destination Brand Awareness (DBA).
2. Variabel Destination Brand Image (DBI)
3. Variabel Destination Brand Quality (DBQ)
4. Variabel Destination Brand Value (DBV)
5. Variabel Destination Brand Satisfaction (DBSat)
6. Variabel Destination Brand Loyalty (DBL)

The analysis carried out in this study are as follows:

Descriptive Analysis; Test Validity and Reliability : -Validity test - Reliability Test
Three criteria for determining instrument validity in SEM are:

1) indicator reliability,

2) construct reliability,

3) variance extracted.

DISCUSSIONS
Test of Research Model
The model test in this study uses the AMOS version 2.2 program. The research model is shown
in Figure 4.1.

Destination
Brand image
Z1)

dozt doz2 dba2 H1 H3 1
1
1 . Destination
H7 Srand loyaity
Destination Destination 4 : o
Srand awareness Srand quality
X Z2

. dbq3 HE H9

\ Srand Satisfaction

Destination
Brand Value
Z3

dov2 dbv3

Figure 5
Research SEM Analysis Model
Source: Processed results by researchers (2019)
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Based on Figure 4.1. can be explained several things as follows:

1. There are six latent variables on the model that will be tested, namely: Destination
Brand Awareness (X), Destination Brand Image (Z1), Destination Brand Quality (Z2),
Destination Brand Value (Z3), Destination Brand Satisfaction (Z4), and Destination
Brand Loyalty (Y).

2. Destination Brand Awareness is formed by 3 indicators, namely: First Choice,
Characteristic, and Famous Match.

3. Destination brand image is formed by 4 indicators, namely: The level of relevanceof the
brand image with the destination, according to personality, the same image destination
with personal image, and interesting culture.

4. Destination brand quality is formed by 3 indicators, namely: Ease of access, lodging
facilities, and in accordance with expectations.

5. Destination Brand Value is formed by 4 indicators, namely: Comfort, Fairness of costs,
Fun and Benefit.

6. Destination Brand Satisfaction is formed by 4 indicators, namely: Satisfied with tourist
objects, Satisfied with facilities, Satisfied with services, and Satisfied with security.

7. Destination brand loyalty is formed by 3 indicators, namely: Strongly recommended,
Full commitment event price change, and Always positive communication.

Structure of the Research Model

The initial model of research (Proposed Model) that has been made was analyzed by structural
equation model with AMOS 2.2 software. The results of the analysis from the initial model
(independence model) can be seen in Figure 5.8 and Table 5.22.

UJI HIPOTESA e
Chi-Sqr = 798,670
Probabilitas = 000 87 a3 ) o7
GFl= 719
doit cbi2 b3 ooid

AGFI = 632

TLI = 891

CFl= 740 gz 878 28

RMSEA = 132 9 213 e19 @20

Destnaton eCs
Destination

Brand Value < _. LN

2 82 @3
58 (-] e cosl dos2 ¢os3 dosé
21 57 83
12 13

el e12

Gambar 6
Structural Early Research Model (Proposed Model)
Source: Processed results by researchers.
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Tabel 5.22

Goodness of Fit Index Structrual Proposed Model

No Goodness of Fit Index Cut-off Hasil Uji Description
Cite Model
1 x2 / Chi-Square 798,670 | Must be smalll
2 Significance probability >0,05 0,000 less
3 GFI >0,90 0,719 Less
4 AGFI >0,90 0,632 Less
5 TLI >0,95 0,691 Less
6 CFI >0,94 0,740 Less
7 RMSEA <0,08 0,132 Less
8 Relative x2 (CMIN/DF) <2,00 4,992 Less
Sumber: Process Research with Amos (lampiran 6)
Probabilitas = .072 ] 35 56 05
GFl= 916
AGFI = 902 dbit dbi2 dbi3 dbi4
28 TLI= 951 b -/ L
- CFl= 954 4 5Q75 2
RMSEA = 074 a7 =12 e12 e20
el 2 ez eci Eu’:r;nd_rws‘fak 40 1.02
21 & 47 & dbl dol2 dbl3
dbat dba2 dba3 21 = 10 g 21
45 pss P 3
3 es deat 52 < ebl
Destination * 3 >
Brand =i = ed dba2
& 26
10 bed % 7 43 »
‘ o " B ebs

ebv

el el2 213

Figure 7

72

do! dbs2

Structural Model Research (Final Model)
Sumber: Research Process with Amos (lampiran 7)
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Tabel 5.23
Estimated Parameter Proposed Model

Regression Weights Estimate St;‘;g*g::zed SE.  CR. P
Image <-- Awareness 1,720 1,092 0,217 7,923 0,000
Quality <-- Image 0,763 1,054 0,071 10,687 0,000
Value <-- Awareness 0,373 0,303 0,391 ,954 0,340
Value <-- Quality 0,907 0,841 0,866 1,048 0,295
Value<-- Image 0,570 0,730 0,802 , 711 0,477
Satisfaction<-- Value 0,327 0,189 0,139 2,360 0,018
Loyalty <-- Value 0,480 0,394 0,130 3,683 0,000
Loyalty <-- Satisfaction 0,155 0,221 0,051 3,047 0,002
Loyalty<-- Image 0,158 0,167 0,468 0,338 0,735
Loyalty <-- Quality 0,222 0,169 0,585 0,379 0,705

Source: Process by Researcher (lampiran 6)

Meanwhile the values of GFI, AGFI, TLI, CFI, RMSEA and CMIN / DF were 0.916, 0.902, 0.951,
0.954, 0.074 and 0.977 all in the range of expected values so that the model could be accepted
(Table 5.24).

Tabel 5.24.
Goodness of Fit Index Structural Final Model
No Goodness of Fit Index Cut-off Reseach Description.
Cite test Model
1 x2 / Chi-Square 152,427 Good
2 Significance probability >0,05 0,072 Good
3 GFI >0,90 0,916 Good
4 AGFI >0,90 0,902 Good
5 TLI >0,95 0,951 Good
6 CFI >0,95 0,954 Good
7 RMSEA <0,08 0,074 Good
8 Relative y2 (CMIN/DF) <2,00 0,977 Good

Source: Process by Reseacher (lampiran 7)

Parameter Testing
To find out the causality relationship between each variable, a null hypothesis is tested which
says that the regression coefficient between relationships is zero through the t test in the
regression model.
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Tabel 5.25
Estimasi Parameter Final Model

Regression Weights Estimate Stl‘;‘tiiﬁgged SEE C.R. P
Image <--- Awareness 1,034 0,214 0,295 6,905 0.000
Quality <--- Image 0,016 0,096 0,085 0,469 0,246
Value <--- Awareness 0,505 0,345 0,304 2,662 0.000
Value <--- Quality 1,070 0,802 0,023 6,159 0.000
Value <--- Image 0,694 0,795 0,054 5,920 0.000
Satisfaction <--- Value 0,343 0,199 0,141 2,426 0.000
Loyalty <--- Value 0,582 0,485 0,150 3,877 0.000
Loyalty <--- Satisfaction 0,183 0,262 0,051 2,568 0.000
Loyalty <--- Image 0,310 0,214 0,357 2,868 0.000
Loyalty <--- Quality 0,260 0,164 0,460 2,567 0.000

Source: Process by Researcher (lampiran 7)

Table 5.26, shows in detail the p value and path coefficient between variables.

Tabel 5.26
Inter Variable Path Coefficient
. . Path Value Probabili Description
Relationship Structure Coefisient of C.R. wr value)ty Sig. < 3,05
Awareness = Image 0,214 6,905 0,000 Significant
Awareness =2 Value 0,345 2,662 0,000 Significant
Image > Quality 0,096 ,469 0,246 Non Sig
Image > Value 0,802 6,159 0,000 Significant
Image > Loyalty 0,214 2,868 0,000 Significant
Quality = Value 0,802 6,159 0,000 Significant
Quality = Loyalty 0,164 2,567 0,000 Significant
Value > Satisfaction 0,199 2,426 0,000 Significant
Value = Loyalty 0,485 3,877 0,000 Significant
Satisfaction = Loyalty 0,262 2,568 0,000 Significant

Sumber: Process by Researcher (lampiran 7)

Determination Coefficient Analysis (R2)

The influence analysis between latent variables is done to test how much the influence of the
between latent variables formed or percentage variance between variables can be explained as
shown in Table 5.27.

Tabel 5.27.
Determinant Coefisient (R2?)
Variabel Laten Square Multiple Description

Correlation (R?)

Destination Brand 0,640 Contribution the effect of X, Z1, Z2,
Satisfaction (Z4) and Z3 simultaneous against Z4 by
64,0%
0,871 Contribution the Effect of X, Z1, Z2, ,

Destination Brand
Loyalty (Y)

Z3 and Z4 simultaneous against Y
by 87,1%
Source: Process by Researcher (lampiran 7)
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Table 5.27, shows the following:

a. 64.0% variable in the destination brand satisfaction variable can be explained by
variable destination brand awareness, destination brand image, destination brand
quality, and destination brand value.

b. 87.1% of the variable in the Destination Brand Loyalty variable can be explained by the
variable destination brand awareness, destination brand image, destination brand
quality, destination brand value and destination brand satisfaction. While the remaining
12.9% is explained by factors not found in this study.

Hipotesis Testing
Tabel 5.28: Research Hypothesis Test Results
HIPOTESIS STATEMENT RESULT
First Dest.mat.lon brand awareness has significant effect to Accepted
destination brand image
Second Dest.mat.lon brand awareness has significant effect to Accepted
destination brand value
Third Dest.mat.lon brand image has no significant effect to Not Acceptd
destination brand quality
Destination brand image has significant effect to Accepted
Fourth L
destination brand value
. Destination brand image has significant effect to Accepted
Fifth L
destination brand loyalty
. Destination brand quality has significant effect to Accepted
Sixth L
destination brand value
Destination brand quality has significant effect to Accepted
Seventh L
destination brand loyalty
Eishth Destination brand value has significant effect to Accepted
g destination brand satisfaction
. Destination brand has significant effect to value Accepted
Nineth L .
destination perceived loyalty
Destination brand satisfaction has significant effect to Accepted
Tenth L .
destination perceived loyalty

Source: Process by Reseacher (2019)

CONCLUSIONS
Conclusion
1. Destination brand awareness has a significant effect on the destination brand image.
2. Destination brand awareness has a significant effect on destination brand value,
3. Destination brand image has no significant effect on destination brand quality,
4. Destination brand image has a significant effect on destination brand value.
5. Destination brand image has a significant effect on destination brand loyalty,
6. Destination brand quality has a significant effect on destination brand value
7. Destination brand quality has a significant effect on destination brand loyalty,
8. Destination brand value has a significant effect on destination brand satisfaction,
9. Destination brand value has a significant effect on destination brand loyalty,
10. Destination brand satisfaction has a significant effect on destination brand loyalty,

SUGGESTIONS
1. Improving Banyuwangi's destination brand awareness, by designing a promotion
strategy.
2. Increasing destination brand image, especially by improving the image of lodging
services, especially the existence of homestays that start to be managed professionally.
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3. Increase destination brand quality, by increasing the convenience of affordable public
transportation modes,

4. Increasing Banyuwangi's destination brand satisfaction, especially by increasing tourist
satisfaction
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