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ABSTRACT

This study analyses the effect of destination attributes and Tourism Promotion on Visit Intention on tourism
visiting Bromo Tengger Semeru National Park through destination branding. The population in this study were
tourists who visited the Bromo Tengger Semeru National Park. The sampling method used is by distributing
questionnaires to respondents who have visited Bromo Tengger Semeru National Park. The variables used are as
many as four variables. The analytical tool used is Path Analysis. The results of the study indicate that: 1) There
is an influence of Destination Attributes and Tourism Promotion on Visit Intention to visit Bromo Tengger Semeru
National Park; 2) There is an effect of destination branding on Visit Intention to visit Bromo Tengger Semeru
National Park; 3) There is the influence of Destination Attributes and Tourism Promotion through the destination
branding of Bromo Tengger Semeru National Park.
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One of the famous landmarks in East Java is the
Bromo Tengger Semeru National Park which
contributed Rp 20.9 billion of non-tax state revenue
(PNBP) in the pre-pandemic period. However, the
pandemic has made tourism conditions drop

1. INTRODUCTION

Tourism is an essential economic sector in
Indonesia. According to Law Number 10 of 2009,
tourism is a variety of tourism activities supported by

various facilities and services provided by the
community, business people, government and local
governments. In 2019 before the pandemic, the
tourism sector ranked third in terms of foreign
exchange earnings. Natural and cultural wealth is an
essential component of tourism in Indonesia. The
Indonesian Minister of Tourism said that Indonesia's
tourism growth was ranked ninth in the world
according to The World Travel and Tourism Council
(WTTC). However, after the pandemic, global tourism
activities decreased dramatically in line with
regulations aimed at stopping the pandemic from
getting worse, so did Indonesia.

dramatically so that in 2020, the realization of the
PNBP BTS achievement last year was only around Rp.
6.4 billion. With the pandemic, national income due to
tourism activities, including at Bromo Tengger
Semeru National Park (BTSNP) has dropped sharply
to only 23%. Therefore, it is necessary to increase the
return of tourist visits to this national park to restore
the economy of the country and the region in
particular.

The number of visits at Bromo Tengger Semeru
National Park (BTSNP) has a central role as a
decision-maker to visit a particular tourist destination.
Visit Intention is related to a purchase decision; before
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someone decides to visit, that person has made a
purchase decision. Visit Intention or buying interest in
a product in tourism can be interpreted as an
encouragement that comes from someone's internal
stimulation that motivates action, where the drive is
influenced by the stimulus and positive feelings of
products, services or places [1], [2], [3]. The main
thing that can increase interest in visiting a tourist
attraction is the destination branding activity carried
out by the manager [4], [5], [6], [7] , so that a
destination becomes more recognizable and attractive
to tourists

In today's highly competitive market, many
destinations- from individual resorts to countries-
adopt branding techniques similar to those used by
manufactured products [7]. In particular, destination
branding is defined narrowly for many practitioners in
destination management organizations (DMOs).
However, it does not adequately represent a tourist
destination and provide good literature of the place
itself [8]. The place should concentrate more on
product development and tourism marketing to
improve place images (especially in the tourism
sector). A theoretical model of destination branding
integrates the branding and destination image [9]. The
evaluation measures for branding destinations are
presence, place, potential, pluses, people, and
prerequisites.

Destination attributes can affect the interest in
visiting a tourist destination [10], [11], [12] and even
the interest to visit again [13], [14], [15] . Destination
attributes are the overall services obtained and felt or
enjoyed by tourists in the tourist destinations visited
[16], [17], [18]. Tourism product attributes are
represented by four indicators, namely destination
attraction, destination facilities, accessibility, and
images [18], [19]. The attractiveness of tourist
destinations is the primary motivation for tourists to
make tourist visits. BTSNP itself is one of the best
locations in Indonesia to see the sunrise. Some
location points that become BTSNP tourist attractions
are Mount Semeru, Ranu Pani and Ranu Kumbolo,
Penanjakan, Bromo Crater, Whispering Sand,
Teletubies Hill, Tengger culture itself and others.
Destination facilities, namely BTSNP, are quite
capable, especially around Mount Bromo, such as
clean inns and other public facilities. Accessibility to
several location points has become easier to reach in
several locations, especially in the Penanjakan area,
Ranu Pani and Bromo Crater itself. In contrast, for
some climbing points and others, it is deliberately
unspoiled to preserve nature and the essence of the
national park itself. BTSNP is a mainstay ecotourism
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product in the East Java region which does not doubt
the pictures that present the enchanting natural beauty.

Tourists often look for information before deciding
to visit a tourist place through the attributes of the
destination. Information about these destination
attributes can be searched through information on
various media that can be claimed as a promotional
event for a tourist spot [20], [21], [22], [23] Promoting
the destination creates the destination positioning and
branding, selecting the most appropriate markets [24].
Various information that can be accessed about a
tourist place can be done by various interested parties,
managers and even from previous visitors who have
come and present their experiences on various social
media [10], [6], [24] . TNBTS Managers TNBTS
managers  provide information and provide
recommendations about lodging and others as a means
of tourism promotion that makes it easier for tourists
to find information about BTSNP tourism. Currently,
complete information related to BTSNP tourism can
be accessed easily via the internet, managed by local
managers and governments, the traveller community,
and individual content creators who share their
experiences through social media and other media.

Destination attributes and promotion of tourist
destinations offered are components of a marketing
strategy that allows improving performance and
destination branding efforts, leading to the number of
visits or visit intentions. BTSNP is famous for its
natural and cultural tourist attractions. The number of
natural tourist spots that tourists can enjoy and the
cultural activities of the Tengger people is still
maintained and implemented until now through
various information media as a means of promotion.
Based on the description above, we need a model that
analyzes the role of tourism product attributes and
Tourism Promotion on destination branding and their
implications for visiting tourist destinations in Bromo
Tengger Semeru National Park.

2. LITERATURE REVIEW

2.1 Destination Attributes

Destination attributes [25], [6], [15], are all forms
of services tourists enjoy since he leaves his residence
while in the tourist destination visited until he returns
to his place of origin. [16], also mentions that
Destination Attributes is a collection of various
products produced by companies that are given direct
services to tourists when travelling. Three essential
elements make up the product of the tourism industry
[18], [11].
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a. Destination Attraction is an object and attraction
that is available as an attraction that tourists want
to visit the country, city, or tourist spot.
Attractions are grouped as follows: natural
attractions (landscapes, natural scenery, and
other  geographical features of tourist
destinations); built attractions (historical and
modern architectural buildings, parks, gardens,
specialty shops and themed retail areas); and
other attractions that attract tourists to come to
visit.

b. Destination facilities are all that can meet the
needs of tourists while in the area of the tourist
attractions visited. The components of the facility
itself are as follows: 1) restaurants and other
forms of eating places; 2) entertainment centers
and other recreational facilities; 3) shopping
centers, gift shops, art galleries and others; 4)
other facilities such as public facilities, parking,
and others; 5) other services such as information
center, security center, and others.

c. Accessibilities is everything that can make it easy
for tourists to come to visit a tourist place.
Accessibility elements are: 1) Infrastructure
(airport, railway line, seaport, toll road); 2)
Equipment (size, speed, reach of public
transportation facilities); 3) Operational factors
(lines or other routes); 4) Government
regulations (including supervision of the
implementation of transportation arrangements).

d. Images are a concept that comes along after
people perceive the products and services that the
tourism  sector presents. Generally, the
mainframe of the destination image consists of
the conceptual, emotional or total image

2.2 Tourism Promotion

Promotion is an effort made by the manager and
local government in attracting tourists who will visit.
Just like promotional efforts in the retail or service
sector, promotional efforts [1] in the tourism industry
include:

1. Advertising, BTSNP tourism managers do
promotions through paid advertisements.

2. Sales promotion, BTSNP using promotion is
holding tour packages.

3. Personal selling, managers promote BTSNP
tourism through travel agents.

4. Public relations, managers and the government
held a cultural event that would introduce BTSNP
tourism.

5. Direct marketing, promotion efforts are made by
the manager of BTSNP tourism, namely through
the internet, which tourists directly access
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2.3 Destination Branding

A brand is defined as something that can carry out
the entire communication process a mixture of
attributes, in the form of a logo or symbol that reflects
a promise or emotional process between consumers and
companies that create a valuable influence for
stakeholders and consumers [26] . Destination branding
is also defined as a name, symbol, logo, word mark or
other image that can identify and distinguish a
destination; the rest, promises a memorable tourist
experience because of the uniqueness of a destination;
which also serves to strengthen memory, memorable
memories of a destination experience [8], [27] . The
evaluation component of place brand effectiveness
refers to research [28]. Presence refers to international
status, how much people know the destination.

1. Place refers to the physical aspects of a tourist
destination

2. Potential refers to the opportunity for the city to
become more famous

3. Pulse, refers to how much someone is attracted to
the city.

4. People, testing the local population in terms of
openness, friendliness, and security issues in the
city.

5. Prerequisites relate to the city's basic quality,
standards and costs of accommodation and public
comfort.

2.4 Visit Intention

The visiting decision is a theoretical adaptation of
the purchase decision. Consumer purchasing
behaviour is influenced by cultural, social and
personal factors [29], [30], [31]. In tourist destinations,
indicators of visit intention are described as follows
[10], [32] [2] -

1. Destination area, namely knowledge of the area to
be addressed,

2. Traveling Mode, namely the availability of means
of transportation during the trip,

3. Time and Cost, namely the availability of time and
costs for travelling,

4. Travel Agent, namely the availability of a travel
provider,

5. Service Source, namely the variety of services
available at the destination.

Based on the literature review, the conceptual
framework of this research is presented in Figure 1.
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collection. The validity test result of each indicator is
presented in Table 1.

DESTINATION
ATTRIBUTTES

Table 1. Validity Test

DESTINATION
BRANDING

Product
FroweTion Variable Indicator Moment | Sig. [Validity
Pearson's
Figure 1. Conceptual Framework Atnibutee, | Xat | Atractiveness | 0695 | 000 |53
3 METHODOLOGY XD Xy, | Facilities 0791 | 000 |3005
' Xos | Accessbility 0821 | 0.00 \</§|'i?15
The research design is an explanatory research 2005
design that explains casual relationships (cause-effect) X4 | Images 0821 1 0.00 |\/qig
and tests the relationship between several variables gﬁ’;ﬂ;;?on X1 | Advertising 0501 | 0.00 \</ ;-%5
through testing several hypotheses or explanatory (X2) Sales 2005
research [33] . The population used for this study were %22 | promotion 0676 0.00 | valig
tourists who had visited Bromo Tengger Semeru Xos gelrls_onal 0.62 0.00 \</o|.%5
National Park with a sample size of 180 people with a Sehitc 005
purposive  sampling  method  with  specific X24 | Relation 0.666 0.00 | v/alig
considerations [34], provided that the respondent X, | Direct 0621 | 000 [S0-05
knows information about BTSNP and has been to — Marketing \</Ec‘)|.lc()15
BTSNP. The variable measurement scale used in this Branding | 2% | Presence 0.68 0.00 | \/ajid
study is semantic differential. The semantic @ Z, | Place 078 0.00 | <005
differential is one way to determine a score based on a : Z"Z)"gs
bipolar assessment with a score interval of 1 to 10, Za | Potential 0493 1 0.00 |\/qiig
where the smallest score represents the most 7. | Pluse 0.657 0.00 | <005
inappropriate answer. ‘ Valid
Zs | People 0623 | 0.00 S0
The variables studied in this study are grouped into — <%_'05
three types, namely: a) The independent variable is Zs | Prerequisite 0602 | 0.00 |\, g
destination attribute test (Xi1) which uses four Visit y, | Destination 0614 | 000 [<005
indicators of destination attractiveness, facilities, 22};”“0” ﬁrr:;”ng Z%"gs
accessibility, and images [18], [11], tourism Y2 | Mode 0.634 0.00 | yalig
promotion (Xz) measurement using indicators: [1], Y, Time and 079 0.00 | <005
advertising, sales promotion, personal selling, public —_| Cost Z"é‘)"(;js
relation, direct marketing; intervening variable (Z) Y. | Travel Agent 0686 | 0.00 |\, g
destinations branding with six indicators [29] , are the Y. Service 0,619 0.00 | <005
presence, the place, the potential, the pulse, the people, " | Source Valid

the prerequisite; and the dependent variable (Y) Source: Data analysis, 2020

namely visit Intention as measured by five indicators,
namely destination area, travelling mode, time and
cost, travel agent, and service source [33], [35], [2] .

The results of the reliability test in Table 2 indicate
that the data obtained are reliable because all the
values of Cronbach's Alpha variables exceed the limit

of 0.6, so the data obtained can be declared reliable or

4. RESULTS feasible as a tool in data collection below.

Table 2. Reliability Test

4.1 Validity and reliability test _ Cronbachslcut o, of —
Variable Alpha Off Item Reliability
It is known that each indicator (item) in the _
variable used has the result of Pearson's product- Destination Attributes (X1)| 0654 | >06 | 3 | Reliable
moment value with a significance of 0.000 <0.05 so [Tourism Promotion (X2) | 0674 |>06 | 5 | Reliable
that the indicators used in this research variable can be Destination Branding (2) 0681 |>06)| 6 | Reliable
declared relevant and can be used as a tool in data Visit Intention (Y) 0727 |>06 | 5 | Reliable

Source: Data analysis, 2020
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4.2 Classic Assumption Test

From the normality test, it can be seen that the
probability or significance value for each variable is
0.185 (X1); 0.191 (Xy); 0.235 (Z2); and 0.251 (Y),
which are all more than 0.05, so it can be stated that
the data in this study were normally distributed. There
is no multicollinearity between the independent
variables because it shows a VIF value of less than ten,
where the VIF values for X; and X; are the same as
1.908. The data distribution image in the two equations
also shows that heteroscedasticity does not occur
because the data distribution does not form a particular
line or there is no clear pattern. The points spread
above and below the zero on the Y-axis.

4.3 Path Analysis

After going through the instrument test stage and
assuming the feasibility of the regression model, then
a path analysis is carried out. Path analysis deals with
the study of the dependence of a dependent variable on
one or more independent or intervening variables with
the aim of finding out how much influence the
independent or intervening variable has on the
dependent variable. The results of the path analysis
between the independent variables, namely destination
attribute and promotions, and the intervening variable,
namely destinations branding, and the dependent
variable, namely visit Intention, can be seen in the
Figure 2 and Table 3.

Product attribute
&1
31,3% Destination Vrmg
branding (Z) decision (Y)
60,8

13.9%
23%

Promotion (X2)

Figure 2. Path Analysis Result

37.7

34,2

63.1% 64,8%

Table 3. Path Analysis Result

Standardized
Beta Sig. o Result
Path ®
X1>2Z 0.515 | 0.000 | < 0.05 | Significant
X2>2Z | 0230 | 0.004 | < 0.05 | Significant
X1->Y | 0377 | 0.000 | < 0.05 | Significant
X2>Y | 0342 | 0.000 | < 0.05 | Significant
Z2Y 0.608 | 0.000 | < 0.05 | Significant
el 0.631
€2 0.648 -

Source: Data analysis, 2020
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Based on the path coefficients in the Table 3, the
equations that can be formed are as follows:

7Z=1,324+0,515X1+0,230 X2 + 0,631 €l

Y =0,911 + 0,377 X1 + 0,342 X2 + 0,608 Z + 0,648
g2

5. DISCUSSION

5.1 Destination Atributtes Effects on
Destinations Branding

The results showed that the destination attributes
in the tourist attractions of Bromo Tengger Semeru
National Park tended to have a strong influence on the
destination's branding by 51.5%. The destination
attribute test variable has a coefficient value of 0.515
with a significance value of less than 5%. Then Ha is
accepted, which means the destination attributes
significantly affect the tourist destinations branding
Bromo Tengger Semeru National Park.

In line with the research [4], [6], [9] , the attributes
that exist in a tourist destination can be an essential
component in creating destinations branding. More
specifically, research on tourism in the natural
mountains [36] , states that the attributes in a
destination consisting of physical and invisible
attributes can create a mountain tourism destination
branding that is different from the others. According
to [5], which is included in the primary attributes of
tourism products, namely tourist attractions or tourist
attractions, accommodation facilities and services,
transportation facilities and other services, human
resources, other service facilities, institutional
elements.

5.2 Tourism Promotion Effects on
Destinations Branding

The research shows that the promotion carried out
by the tourist attractions of Bromo Tengger Semeru
National Park tends to have a moderate influence on
destination branding by 23%. The promotion variable
has a coefficient value of 0.230 with a significance
value of less than 5%. So, Ha is accepted, which means
that the promotion significantly affects the tourist
destinations branding Bromo Tengger Semeru
National Park.

According to [33], promoting a tour allows tourist
objects to increase their visits and tourists. Therefore,
gaining the trust of tourists is one of the marketing
targets that need to be targeted by tourist objects.
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Generating trust in tourists takes a stimulus or things
that can stimulate the emergence of imagination and
trust in these tourist attractions. According to [5], [6]
the promotion will be "something" attractive to
prospective tourists. Promotion is the promise of a
place or means of giving something to consumers.

5.3 Destination Atributtes Effects on Visit
Intention

The research conducted showed that the
destination attributes in the Bromo Tengger Semeru
National Park tourist attraction had a strong tendency
of influence of 37.7%. The variable destination
attribute tests that affect visit intention has a
coefficient value of 0.377 with a significance value of
less than 5%. Then Ha is accepted, which means that
destination attributes significantly affect the visit
intention of Bromo Tengger Semeru National Park
tourism.

[20], states that currently, there are so many tour
packages that provide tour trips in various interesting
tourist objects around us. Destination attributes are
one of the essential elements in marketing. No matter
how valuable a tourist destination is, if it is not known
by tourists, the benefits of these tourist destinations
will not be known and may not be visited by tourists.
One part of tourism marketing is the attribute of
tourism [12].

5.4 Tourism Promotion Effects on Visit
Intention

The research shows that the promotion carried out
by the Bromo Tengger Semeru National Park tourist
attraction has an influence tendency of 34.2%. The
promotion variable on visit intention has a coefficient
value of 0.342 with a significance value of less than
55, which means that promotion significantly affects
visit intention to visit Bromo Tengger Semeru
National Park.

[10], [37] Stated that promotion influences the
decision to visit tourists. The effect of promotion on
visit intention will increase knowledge and
information from potential tourists to be able to visit
these tourist attractions. [12], adds that the
development of the tourism sector in a country will
attract other sectors to develop because its products are
needed to support the tourism industry, such as sectors,
increasing employment opportunities in plantations,
people's handicrafts, etc.
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5.5 Destinations Branding Effects on Visit
intention

The research shows that the destination's branding
in the Bromo Tengger Semeru National Park tourist
spot tends to strongly influence a visit intention of
60.8%. The variable of destinations branding to visit
Intention has a coefficient value of 0.608 with a
significance value of less than 5%. Ha was accepted,
which means that the destination's branding had a
significant effect on Bromo Tengger Semeru National
Park tourism visit intention.

When someone goes on a tour, he will look for
exciting tourist destinations [33]. This is where the
role of tourism marketing communication is. The more
messages are delivered to the public, the more
consumers (tourists) will receive the message. The real
challenge is when the audience accepts the message
whether they will want to and happily apply the
message to themselves or not. Therefore, tourism
industry marketers must be wiser to carry out a
branding tactic for their destinations. Meanwhile, [20]
says that tourism marketing must provide transparent
and well-managed branding for tourism products.

6. CONCLUSION

Based on the results of the analysis that has been
carried out in this study, the following conclusions can
be drawn: destination attributes have a significant
effect on the destination's branding of BTSNP tours;
tourism promotion has a significant effect on the
tourist destinations branding BTSNP; destination
attribute tests have a significant effect on visit
intention to BTSNP; tourism promotion has a
significant effect on visit intention to BTSNP, and the
last destination's branding has a significant effect on
visit intention to BTSNP.

From the results of this research analysis, various
strategies can be formulated that can increase the
number of visits by managers and policymakers at
BTSNP:

1. Increase the attractiveness of the destination,
complete the facilities needed by tourists and
improve all infrastructure that can help the
accessibility to BTSNP tourist destinations;

2. Compiling more vigorous promotional tools,
especially digital marketing that is in accordance
with the current tourism promotion phenomenon,
and

3. Designing the right destination branding strategy
for BTSNP ecotourism while maintaining natural

86



ATLANTIS
PRESS

preservation and panoramic views that have been
an icon of tourism in East Java
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