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Abstract. Integrated efforts and strategies are needed to promote tourism;
thereby, branding plays an important role in imaging a tourism destination and
becomes one of the important indicators in determining the success and image of
a tourist area. Furthermore, branding can integrate strategic elements in a single
formula to create characteristics and a positive image and increase the competi-
tive advantage to achieve regional goals. Branding can be used as a differentiator
or identity for a product, including tourism. The research was conducted for a
year with a quantitative approach. The population in this study was tourists who
visited Lake Lau Kawar, North Sumatra, to spend their free time. The number
of populations in this study was not clearly known and the sample size was 210
respondents online and offline. All data were analyzed using Structural Equation
Model (SEM). This study aims to investigate the effect of Customer Engagement,
Brand Advocacy on Brand Value Co-Creation in Lake Lau Kawar, North Sumatra.
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1 Introduction

Lakes and coastal areas are important components of the tourism and recreation indus-
triesworldwide.As oneof themost popular destinations globally, a lake presents valuable
resources that are used for various human activities, one of which is Lake Lau Kawar.
This lake is located at the foot of Mount Sinabung and has an area of approximately 200
hectares flanked by natural mountains overgrown with tropical forest woods; and on the
edge of the lake stretches an area of 3 ha as a camping site. Adventurous tourists can
do rock climbing activities and at the same time climb to the top of Mount Sinabung.
The distance from Berastagi City to this tourist attraction is 27 km, and tourists can use
four-wheeled vehicles through several villages and agricultural land.

Tourism branding is an ongoing process of creating brands with positive values that
are aligned with the objectives of managing tourist destinations. This is an example of
how a venue could indeed handle its public image by keeping the promises (trust) made
to tourists as part of its branding strategy. Thus, is not only about the logo but also all the
efforts made by the government and other stakeholders in communicating the potential
and value of a tourist destination to the broader community.
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Travelers rely on online reviews, blog sites, and societies to find the best vacation
destinations. A Nielsen study found that 83% of people around the world believe in
CGM, such as suggestions from friends and relatives. According to a survey, 66% of
global online consumers rely on online reviews as their second most trusted source of
information [1].

The constructs and scales that have been proposed to measure customer engagement
have been discussed in previous studies [2–6]. However, this study has suggested further
research to examine the other effects of online customer engagement. Various topics,
such as customer involvement, have been discussed in the existing literature [7].

The specific purpose of this research is to determine the efforts that can be made
to brand tourist attractions, especially in Lake Lau Kawar. Tourism is undoubtedly a
product owned by almost every country globally, including Indonesia. The Ministry of
Tourism of the Republic of Indonesia is an agency that has the authority to manage
these products. According to the marketing framework owned by the Ministry, there are
various interrelated components to support Indonesian tourism marketing, one of which
is known as branding.

1.1 Customer Engagement

Customer engagement involves customers by interacting with them in a dialogue and
experience to optimally support customers that influence their decision to make a pur-
chase [8]. According to research, customer engagement is a psychological part that
involves customers inmakingdecisions that are indirectly related to searching, evaluating
alternatives, and making decisions that involve brand selection [6, 9–12].

Customer engagement is also a behavior that allows consumers to make voluntary
contributions to a company’s brand, where the contribution is not only limited to the
transaction (purchase) process [13]. Contributions given by consumers are feedback,
suggestions, or ideas, which can be in the form of WOM (word of mouth), referrals, and
others that can increase the company’s acquisition, storage, and wallet share [14]. There
are 3 dimensions of customer engagement, namely: Cognitive, Emotional, Behavioral
[6].

1.2 Brand Advocacy

Good communication about a brand from consumers can accelerate the acceptance and
adoption of new products [15]. This can be the most influential source of information for
purchasing multiple products because it comes from less biased sources [16, 17]. Advo-
cacy is initiated from someone’s opinion about the object being assessed. The existence
of an emotional bond to a brand creates a high involvement between consumers and the
company [18]. Advocacy can also be in the form of repeat purchases and recommenda-
tions by word of mouth in writing opinions on blogs and social media comments. When
people see and hear other people’s opinions, they feel confident and finally do not need
to look for deeper information and do not have to worry about the product or service to
be purchased [19]. When a consumer becomes connected with a brand, this relationship
can lead to brand advocacy in which consumers spread positive word of mouth about
the brand [20]. 4 dimensions connect with the brand advocacy variable, namely: Brand
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Fig. 1. Relation Dimension in Brand.

knowledge, Brand defense, Brand positivity, Positive virtual visual cues. Marketing, one
of which is known as branding [21].

1.3 Brand Value Co-creation

In general, value is created through products and services that exist in goods/services,
but now the value is created based on the experiences felt by consumers. This is what
underlies the interaction between producers and consumers and a network of partners.
Brand value co-creation always has two sides, based on the perspectives of the company
and the customer. Both parties then provide resources in the framework of the value
creation process by integrating the resources of each party through the mechanism of
co-design, co-development, or co-distribution [23]. There are 4 dimensions contained in
brand value co-creation, including: Access, Dialogue, Risk Assessment, Transparency
[22] (Fig. 1).

2 Research Methods

The population in this study was tourists who visited Lake Lau Kawar tourist area to
spend their free time. The number of populations in this study was not known and the
sample sizewas 210 respondents reached viaGoogle Form. The sampling technique used
was non-probability sampling and the type of sampling used was purposive sampling.

3 Results and Discussion

This study uses path analysis to determine the effect of Customer Engagement and Brand
Advocacy on Brand Value Co-creation. The value of R-squared is used to measure how
big the independent variable is on the dependent variable. The value of R-squared is
used to measure the level of variation of the change in the independent variable on the
dependent variable. The R2 value of this study can be seen in the Table 1.

Based on the Table 1, it can be seen that the R-squared value of the Brand Advocacy
variable is 6.5% which means it is quite low, while 93.5% is explained by variables
not examined in this study. While the r-squared value of the Brand Value Co-creation
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Table 1. R-square

R-square Adjusted
R-square

Brand Advocacy 0.065 0.060

Brand Value Co-creation 0.408 0.403

Table 2. Result

T-Statistics P-Values

Customer Engagement → Brand Advocacy 3.633 0.000

Customer Engagement → Brand Value Co-Creation 3.633 0.000

Brand Advocacy → Brand Value Co-Creation 10.016 0.000

variable is 40.8% which means it is quite strong, while 59.2% is explained by variables
not examined in this study.

Based on theTable 2, the P-value explains that the influence ofCustomerEngagement
onBrandAdvocacy is 0.000, which is smaller than 0.05, signifying that there is a positive
and insignificant effect between Customer Engagement and Brand Advocacy.

Customer advocacy is part of the customer [2]. Customer advocacy is the final stage
of customer engagement, from the initial stages of connection, interaction, satisfaction,
retention, commitment, and advocacy [24]. Customer engagement can be a cyclical
process involving time to time and can appear at different intensity levels from time
to time, thus reflecting different engagement circumstances [8, 24]. In fact, advocacy
is a special case of WOM, and it is holistic. Inherently positive can be achieved when
customers are loyal and happy [24]. This is one of the most important outcomes of
building customer engagement [25].

Based on theTable 2, the P-value explains that the influence ofCustomerEngagement
on Brand Value Co-creation is 0.000, which is smaller than 0.05, which means that there
is a positive and insignificant effect between Customer Engagement and Brand Value
Co-creation.

Customer Engagement is a psychological state that occurs based on interactive cus-
tomer experiences with co-creative customers as attractions/brands in service relation-
ships [8]. That Customer Engagement is more than just purchase and is a level of close
interaction between the customer and the company, often involving other people in social
media networks [10]. Customer engagement manifests customer behavior towards the
brand, outside of purchases [2]. Based on Bazi [26] developed a framework describing
aspects of co-branding in social commerce. Customer engagement and customer expe-
rience can make consumers engage in brand creation on social media [27]. Customers
could better create shared brand value with greater brand engagement [28].
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Based on the Table 2, the P-value explains that the influence of Brand Advocacy on
Brand Value Co-creation is 0.000, which is smaller than 0.05, which means that there is
a positive and insignificant effect between Brand Advocacy on Brand Value Co-creation.

Co-creation process value as the relationship between the company and its customers
as a series of dynamic and interactive experiences and activities carried out jointly by the
company and customers, both in pre-planned, routine, or non-routine [29]. An affective
commitment itself will work well if the consumer feels there is a value he gets from a
brand. The quality of the relationship increasing over time will trigger the emergence of
trust or trust in the brand. From that trust, consumers can be loyal to a brand and even
become defenders of a brand (brand advocacy) [16].

4 Conclusion

The In general, this study investigates the effect of customer engagement and brand
advocacy on brand value co-creation.

Acknowledgments. The authors would like to thank various parties, especially Universitas
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Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the source,
provide a link to the Creative Commons license and indicate if changes were made.

The images or other third party material in this chapter are included in the chapter’s Creative
Commons license, unless indicated otherwise in a credit line to the material. If material is not
included in the chapter’s Creative Commons license and your intended use is not permitted by
statutory regulation or exceeds the permitted use, you will need to obtain permission directly from
the copyright holder.
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