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Abstract. This research was undertaken to investigate how four critical factors -
specifically, destination image, destination brand attachment, subjective norm
and attitude - impact individuals' intention to visit Riau Island. The study adopted
a survey-based approach, employing questionnaires as the primary tools for data
collection. The chosen sampling technique was non-probability purposive
sampling, which ensured that participants met specific criteria established by the
study. These criteria mandated that respondents must have visited Riau Island a
minimum of three times within the preceding three years. Following the digital
distribution of questionnaires through Google Forms, a total of 168 responses
were gathered. These collected data were subsequently subjected to analysis
using Partial Least Squares Structural Equation Modeling (PLS-SEM) with
SmartPLS 4 software. The results derived from the data analysis unequivocally
confirm that all four variables outlined in this research - destination image,
destination brand attachment, subjective norm and attitude - exert a substantial
and significant influence on individuals' intention to visit Riau Island.

Keywords: Destination Image, Destination Brand Attachment, Attitude, Visit
Intention, Riau Island

1 Introduction

Destination image had become one of several factors which had been extensively
studied within the field of tourism to be a pivotal factor in influencing people's
intentions to visit a particular destination [1]. Destination image refers to the
perceptions, beliefs, and impressions that individuals hold about a specific place. These
perceptions are formed through various sources such as personal experiences, word-of-
mouth, advertising, and various content published by online media. Destination image
itself is a composite of its physical attributes, cultural heritage, activities, services, and
overall atmosphere, all of which contribute to shaping the way potential visitors
perceive it [2]. In this case, a positive and appealing destination image can evoke
curiosity, excitement, and a sense of aspiration. When individuals perceive a destination
as desirable, they are more likely to consider it as a potential travel option. On the other
hand, a negative or unappealing destination image can deter travellers from even
considering a visit. This emphasizes the significance of crafting a favorable image for
a destination to attract tourists and boost its tourism industry [3].
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Next, still within the realm of tourism, other than how people perceive or evaluate
certain destination place, the emotional and subjective connection that individuals have
toward certain place could also serve as another important factor which can eventually
affect their willingness to visit the place. Known as the destination brand attachment
among tourism scholars, it basically refers to the emotional connection and affinity that
individuals develop toward a specific travel destination [4]. Just as people form
attachments to brands and products, they also form attachments to places. This
attachment is characterized by positive feelings, a sense of belonging, and a perception
of the destination's unique attributes. It goes beyond mere recognition and plays a
significant role in influencing one's willingness to visit a particular destination [5]. The
general concept of destination brand attachment is rooted in the idea that travellers often
seek experiences that resonate with their personal values, aspirations, and identity.
When individuals feel a strong emotional bond with a destination, they are more likely
to prioritize it in their travel plans, and vice versa [6]. Understanding this concept
thoroughly is important for both tourism practitioners and academicians, since various
researchers had found that destination brand attachment has a profound impact on one's
willingness to visit a place. When people feel attached to a destination, they are more
inclined to invest time and effort into researching and planning their trip [7]. This
attachment acts as a motivational factor, driving individuals to overcome barriers such
as distance, cost, and logistical challenges. Moreover, destination brand attachment can
lead to repeat visits and recommendations to friends and family, thus contributing to
positive word-of-mouth marketing [8].

Meanwhile, in the realm of both marketing and social psychology, the theory of
reasoned action (TRA) had emerged as one of the most popular frameworks which had
been adopted, tested and studied by numerous scholars for the past decades [9] [10].
This framework (TRA) underlines the significance of two main variables — attitude and
subjective norms — in affecting one’s intention to perform certain behaviour [11].
Attitude in this case refers to people’s subjective and personal evaluation concerning a
certain behaviour, whether or not such behaviour was viewed in a positive light. In
regard to this concept, people have a strong tendency to avoid performing or conducting
certain behaviour which they saw (or think) could bring negative or unfavourable effect
toward themselves or toward the others, and vice versa [12]. In the other hand, the basic
concept of subjective norms deals with how the evaluations made by the others around
the individuals (such as family, friends or co-workers) toward one specific behaviour
could affect the individuals’ willingness to actually conduct such behaviour [13]. In
this case, when people around the individuals view certain behaviour in a negative
manner, then these kinds of evaluations could eventually demotivate such individuals
to eventually perform such behaviour, and vice versa [14] [15].

While the general theory of TRA had been studied by numerous academicians for
decades, however, the most of these studies tend to utilize (or adopt) TRA in order to
predict or explain one’s intention or behaviour in the field of green marketing [16] [17]
[18] [19] [20]. Therefore, this study attempts to fill in these gaps by trying to adopt the
concept of TRA in order to determine factors influencing one’s willingness (or
intention) to visit certain destination place. Moreover, current study also attempts to
extend the original TRA framework by integrating both destination brand attachment
and destination image as two additional factors (beside attitude and subjective norms)
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which had been studied and tested multiple times by various scholars to be factors
which could significantly affect one’s intention to visit a specific destination place.

2 Literature Review and Hypotheses Development

2.1  Theory of Reasoned Action

The theory of reasoned action (TRA) is a pivotal concept in the realm of consumer
behavior research, harnessed by numerous scholars to gain insights into the decision-
making processes of human consumers [21]. This theory hinges on the fundamental
notion that an individual's intent to engage in a specific behavior is markedly influenced
by two core factors: subjective norm and attitude, both intricately shaping the
individual's cognitive and emotional stance toward the behaviour [22] [23].

Subjective norm encapsulates how an individual perceives the opinions or
evaluations emanating from their social circles, encompassing friends, family, and
neighbors, with regard to a particular behaviour [24] [25]. This implies that the
individual's inclination to perform said behavior can be indirectly swayed by the level
of support or opposition within their social groups. Should these groups view the
behavior as objectionable, the likelihood of the individual undertaking it diminishes,
and conversely. In conjunction with subjective norm, attitude stands as a pivotal force
capable of molding an individual's intent to engage in a specific behaviour [26] [27].
While subjective norm is intertwined with the external societal pressures individuals
perceive, attitude delves into the individual's personal convictions and judgments
concerning the moral worth of the behavior they contemplate, whether it aligns with
goodness or holds negative repercussions. Consequently, if people hold beliefs or
apprehensions about the behavior's unfavorable aspects, this perception can curtail their
intent or enthusiasm to pursue it, and vice versa [28] [29].

2.2 Destination Image

An essential component within the domains of tourism and marketing revolves around
the notion of destination image [30]. This concept encapsulates the collective
impression, beliefs, and mental imagery individuals associate with specific places or
destinations [31] [32]. This composite image is molded by an array of sources,
including promotional efforts, firsthand accounts, cultural depictions, personal
experiences, and media portrayals. In essence, the destination image emerges as a
culmination of these diverse influences, wielding substantial influence over travelers'
decision-making processes. A destination boasting a favorable, alluring image has the
capacity to magnetize tourists, while a portrayal that leans toward negativity or lacks
appeal might deter potential visitors [33]. Consequently, destinations proactively strive
to cultivate and uphold a robust and positive image, aiming to captivate and distinguish
themselves within the competitive landscape, ultimately beckoning to the discerning
travelers [34].
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2.3  Destination Brand Attachment

Other than destination image, another important factor which could determine the
success and failure of a particular destination place is destination brand attachment [35].
This concept basically represents an intricate and potent concept within destination
marketing [36]. This concept encapsulates the profound emotional connection people
form with a specific travel destination, going beyond mere attraction. It entails a sense
of identification with the place, emotional resonance, and the cultivation of meaningful
experiences [37].

Comparable to brand loyalty in the realm of consumer products, destination brand
attachment signifies a resilient and enduring fondness individuals develop for a
particular destination. In order to cultivate brand attachment, a destination must possess
a distinct and genuine brand identity that aligns with the values, aspirations, and desires
of its intended audience [38]. This goes beyond mere advertising or promotion; it
requires a consistent showcasing of the destination's distinctive features, culture, and
offerings. Authenticity holds significant importance, given that modern-day travellers
seek authentic and enriching experiences tailored to their personal interests.
Furthermore, positive and memorable experiences also serve as the bedrock for
fostering destination brand attachment [39]. These experiences encompass everything
from breathtaking natural landscapes to transformative cultural exchanges, or
surpassing expectations in hospitality. Such experiences create lasting impressions and
emotional ties. Delighted visitors often evolve into brand advocates, spreading positive
feedback and motivating others to explore the destination [40].

24 Visit Intention

Similar to the concept of TRA, intention serves as a pivotal concept within the domain
of marketing, acting as a precursor to consumer actions [41] [42]. It signifies the
conscious and deliberate decision-making process in which individuals express their
preferences or willingness to engage in specific actions, such as purchasing products,
enrolling in services, or interacting with brands [43].

Intention operates as a bridge, connecting a consumer's awareness of a product or
service to the eventual conversion or action. This aspect holds substantial significance,
as marketers strive to comprehend and influence intention to anticipate future behavior
and devise effective strategies for achieving desired outcomes [44]. Meanwhile, in the
field of tourism, visit intention can be understood as a specific concept which denotes
the deliberate decision made by prospective travelers to visit a particular destination
with the intention of seeking enjoyment, exploration, or other motivations [45]. Visit
intention bears significant weight in the tourism sector, exerting influence not only on
individual travel choices but also profoundly impacting the overall prosperity of a given
destination [46] [47].

2.5 The Effect of Attitude, Subjective Norm, Destination Image and
Destination Brand Attachment toward Visit Intention

Numerous studies consistently indicate that both attitude and subjective norm wield
significant influence over individuals' intention to engage in specific behaviors
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[48][49]. When people hold a positive or favorable view of a behavior, they are more
inclined to act on it. Conversely, if a behavior is perceived negatively, it can diminish
their willingness to engage in it. The impact of subjective norm, reflecting the social
pressure individuals’ sense from their close circles regarding a specific behavior, has
been shown to positively affect their behavioral intention. When individuals within an
individual's social sphere view a behavior positively, it increases the likelihood that the
individual will adopt it, and vice versa [50].

In the realm of tourism, tourists' positive attitudes toward a destination, shaped by
past experiences, recommendations, or perceptions of the place, significantly shape the
probability of a visit [51]. For instance, if individuals possess a positive attitude toward
a destination due to its rich cultural heritage, they are more likely to plan a visit; the
converse holds true as well.

Likewise, subjective norms encompass the influence of social and interpersonal
factors on an individual's decision-making [52]. In the context of travel, the opinions
and recommendations of family, friends, or colleagues exert a strong impact on visit
intentions. If an individual's social circle has experienced positive moments with a
particular destination or if there's a prevalent social trend to visit that place, it creates a
sense of obligation or desire to visit [53]. Conversely, negative perceptions or warnings
from peers can dissuade someone from considering a visit, even if they initially held a
positive attitude toward the destination [54].

Furthermore, various studies have also unveiled the significant impact of both
destination image and destination brand attachment on individuals' intention to visit
specific destinations [55] [56] [57] [58]. Destination image, encompassing the mental
imagery and perceptions that individuals have about a place, plays a pivotal role in
shaping visit intentions.

A positive destination image can evoke attraction and interest, significantly
increasing the likelihood of visitation. Factors such as perceptions of safety, cultural
richness, and unique attractions contribute to this effect. Conversely, a negative or
unappealing image, such as being unsafe or lacking engaging activities, can discourage
visit intentions.

Concerning the effect of destination brand attachment on visit intention, when
someone feels a strong emotional connection to a destination brand, they are more
likely to prioritize it when contemplating travel options. This emotional bond can lead
to increased loyalty, repeat visits, and even advocacy, as individuals recommend the
destination to others.

Based on all of these explanations, authors would like to posit the following
hypotheses:

H1: Attitude positively affects visit intention.

H2: Subjective norm positively affects visit intention.

H3: Destination image positively affects visit intention.

H4: Destination brand attachment positively affects visit intention.
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Fig. 2. An Extended TRA Framework (Proposed Conceptual Model)

3 Methodology

This study employed a quantitative-survey methodology, collecting comprehensive
data from all respondents through the use of questionnaires. The survey employed a 7-
point Likert scale, with responses ranging from 1 (strongly disagree) to 7 (strongly
agree) for each indicator presented in the questionnaire. To ensure a specific set of
participants meeting the study's criteria, a purposive sampling approach was applied.
This ensured that all respondents had met the specified requirements: Individuals who
had visited Riau Island at least thrice within the past 2 years. The study successfully
gathered a total of 168 valid and usable data points from the respondents after thorough
assessment and validation. Furthermore, regarding the measurement tools employed in
this research, a total of 18 questionnaires were utilized to elucidate all 5 variables under
investigation which were adopted from various sources [59][60][61]. The collected data
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were subsequently subjected to rigorous analysis using the partial least squares-
structural equation modeling (PLS-SEM) method, implemented through the SmartPLS
4 software.

Table 1. Measurements / Indicators of Each Variable.

Variable Indicators Measurements
ATT1 I think traveling to Riau Island is favorable.
ATT2 I think traveling to Riau Island is enjoyable.

Attitude ATT3 I think traveling to Riau Island is fun.
ATT4 I think traveling to Riau Island is exciting.
My family who are important to me think that I should travel to
SN1 .
Riau Island.
Subjective My friends who are important to me think that I should travel to
SN2 .
Norm Riau Island.
SN3 My family would want me to travel to Riau Island.
SN4 My friends would want me to travel to Riau Island.
VII I intend to travel to Riau Island in the near future.
Visit VI2 I plan to travel to Riau Island in the near future.
Intention VI3 I’'m very likely to travel to Riau Island in the near future.
V14 I want to travel to Riau Island in the near future.
Riau Island is easily accessible from other
DIl . .
. regions and has good infrastructure.
Destination h .
Riau Island presents good value for money in terms of
Image DI2 .
accommodation.
DI3 Riau Island has good, useful tourist information offices.
Destination DBAL1 I am very attached to Riau Island.
Brand DBA2 Riau Island means a lot to me.
Attachment DBA3 I have a lot of fond memories of Riau Island.

4 Results And Discussion
4.1 Respondents’ Profile Assessment

Before conducting the PLS analysis on all data gathered in this study, a respondents’
profile assessment was conducted with the purpose of understanding the general
characteristics or profile of all respondents who participated in this research. In regard
to this assessment, it was found that the majority of the respondents are male (64,28%)
and that most of them had visited Riau Island between 4 to § times once for the past 2
years (55.95%). After conducting the respondents’ profile assessment, the PLS-SEM
assessment was next conducted in order to assess all of the data collected in this study.

4.2 Outer Model Assessment

The purpose of conducting the outer model assessment was to establish the reliability
and validity of the data gathered in this study. To deem these data as reliable and valid,
a set of specific criteria must be met. These criteria, outlined in Table 2 below, serve as
benchmarks. Meanwhile, the outcomes of the outer model assessment have been
showcased in Tables 3, 4, and 5.
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Table 2. Outer Model Assessment Criteria.

Validity/ Reliability Criteria Requirement
Factor Loading The factor loading of each item should
. exceed 0.60.
Convergent Validity AVE The AVE of each variable should
exceed 0.50.
Discriminant Validity HTMT All HTMT value should be lower than
0.85.
Composite Reliability =~ The composite reliability of each
Reliabilit variable should exceed 0.70.
Y Cronbach’s Alpha The Cronbach’s alpha of each variable
should exceed 0.70.
Table 3. Convergent Validity Assessment.
Variable Indicator Loading AVE
ATTI 0.783
ATT2 0.951
Attitude ATT3 0.921 0.788
ATT4 0.886
SN1 0.829
L SN2 0.803
Subjective Norm SN3 0823 0.691
SN4 0.869
VIl 0.912
- . VI2 0.705
Visit Intention VI3 0915 0.756
VIi4 0.927
DIl 0.892
Destination Image DI2 0.823 0.702
DI3 0.799
L DBA1 0.877
Des:gztc‘}‘l’;gfnd DBA2 0.908 0.805
DBA3 0.904
Table 4. Discriminant Validity Assessment.
Variable ATT DBA DI SN VI
Attitude
Destination Brand Attachment 0.611
Destination Image 0.690 0.711
Subjective Norms 0.599 0.575 0.684
Visit Intention 0.798 0.637 0.762  0.773
Table 5. Reliability Assessment.
Variable Cronbach's Alpha Composite Reliability
Attitude 0.909 0.937
Destination Brand Attachment 0.879 0.925
Destination Image 0.789 0.876
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Subjective Norms 0.851 0.899
Visit Intention 0.888 0.925

Tables 3 and 4 provide a visual representation of the results obtained from the
validity assessment, while certain data featured in Table 5 demonstrate the outcomes of
the reliability assessment. By analyzing the findings from these tables, it can be
concluded that all the data subjected to scrutiny in this study successfully met the
established criteria, as outlined in Table 2. This confirms the validity and reliability of
the data employed in this research. Subsequently, with the confirmation that the
requirements of the outer model assessment were met, the inner model assessment was
carried out to test and validate the hypothesized relationships between the factors in
this study.

4.3 Inner Model Assessment

The purpose of inner model assessment was to examine the influence of one factor on
another variable included in this study. In essence, the study aims to determine whether
individuals’ attitude, subjective norm, destination image and destination brand
attachment significantly impact their intention to visit Riau Island. A significance level
of 95% was employed in this study to ascertain the significance of relationships
between variables, using a threshold value of 0.05. If the p-value of a relationship fell
below 0.05, it was considered significant, implying a meaningful connection between
the variables. Conversely, if the p-value exceeded 0.05, the conclusion was that the
relationship between variables lacked significance. The outcomes of the inner model
assessment, presented in the form of path coefficient analysis, are detailed in Table 6.

Table 6. Path Coefficient Analysis.

Original Sample Mean
Sample (0) M) p-Values
Attitude -> Visit Intention 0.294 0.296 0.000
Destination Brand At.tachment -> Visit 0351 0350 0.000
Intention
Destination Image -> Visit Intention 0.184 0.183 0.003
Subjective Norms -> Visit Intention 0.213 0.206 0.001
Table 7. Hypotheses Testing.
Relationship p-value Conclusion
Attitude positively affects visit intention. 0.000 H1 Supported
Subjective norm positively affects visit intention. 0.001 H2 Supported
Destination image positively affects visit intention. 0.003 H3 Supported
Destination brand attachment positively affects visit

intention. 0.000 H4 Supported

The outcomes of the path coefficient analysis, as displayed in Table 6, reveal that all
relationships were statistically significant. This signifies that all the hypotheses put
forth in this study have garnered support. The first hypothesis (H1) posited that attitude
positively affects visit intention. The p-value for this relationship was found to be lower
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than the threshold of 0.05 (0.004 < 0.05), firmly supporting H1. The second hypothesis
(H2) suggested that Subjective Norm positively affect Visit Intention. Similarly, the p-
value for this relationship was below 0.05 (0.000 < 0.05), providing strong support for
H2. Next, the third hypothesis (H3) suggested that Destination Image positively affect
Visit Intention. In this case, the p-value for this relationship was below 0.05 (0.000 <
0.05), providing strong support for H3. Lastly, the fourth hypothesis, H4, asserted that
Destination Brand Attachment positively affect Visit Intention. The p-value for this
relationship also fell below the 0.05 threshold (0.000 < 0.05), confirming the support
for H4. To summarize, the analysis results strongly validate all three hypotheses, clearly
demonstrating a robust correlation between attitude, subjective norm, destination
image, Destination brand attachment, and individuals' inclination to visit Riau Island.

4.4  Discussions

The results presented on the previous section show that all variables discussed in this
study, namely attitude, subjective norm, destination image and destination brand
attachment, significantly affect people’s intention to visit Riau Island. These results
were in line with the findings obtained by previous studies which also found the
significance of all variables in affecting visit intention [62][63][64][65][66]. In regard
to these results, the desire to visit Riau Island is significantly shaped by one's attitude
towards this destination. This signifies that an individual's thoughts and feelings about
the island's attractions, culture, natural beauty, and overall allure play a crucial role in
their motivation to explore it. Attitude, in this context, is a multifaceted concept
encompassing various elements of perception and emotional response towards the
location. In this case, when an individual holds a favorable attitude towards Riau Island,
the inclination to visit is substantially heightened. This phenomenon arises from the
anticipation of a gratifying and enjoyable experience that aligns with the positive
attributes attributed to the island. This emotional connection between one's attitude and
the intention to visit underscores the imperative for the implementation of impactful
marketing strategies. Such strategies should focus on generating positive impressions,
spotlighting the island's unique features, and enhancing its overall reputation.

Next, this study also found that an individual's intention to visit Riau Island is
notably influenced by subjective norms. This indicates that the perceived social
pressure or influence from family, friends, peers, and societal norms has a significant
impact on the decision to explore the island. Subjective norms reflect an individual's
perception of how their social network views the notion of visiting Riau Island. When
subjective norms align with the idea of traveling to Riau Island, the likelihood of
developing an intention to visit increases. This occurs because the individual believes
that their social connections endorse the idea of exploring the island, rendering it a
favorable and socially acceptable choice. People often seek to gain approval within
their social circles, and if there exists a shared perspective that visiting Riau Island is a
positive decision, this strengthens their intention to plan the trip.

Furthermore, the findings obtained in this study also emphasize the significant role
that both the destination image and the attachment to the destination brand play in
shaping individuals' intentions to visit Riau Island. These two interlinked factors not
only influence the perception of the island among potential visitors but also foster
emotional connections that drive the desire to explore the destination. The concept of
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the destination image encapsulates the idea of how individuals perceive a specific place,
driven by their knowledge, beliefs, and personal perspectives. When individuals hold a
positive and alluring image of Riau Island, their inclination to express a desire to visit
increases substantially. This highlights the importance of portraying Riau Island in a
favorable light, accentuating its natural beauty, cultural diversity, and unique
attractions, thereby creating a sense of allure that positions it as an enticing travel
destination. Meanwhile, destination brand attachment extends beyond this by
representing the emotional bond individuals form with the brand identity associated
with the destination. When people feel a strong attachment to the brand linked to Riau
Island, whether due to past positive experiences, a sense of belonging, or shared values,
their intention to visit is significantly heightened. This underscores the crucial role of
establishing a compelling and relatable brand identity for the destination. Such an
identity not only fosters loyalty but also serves as a catalyst for generating intentions to
visit.

5 CONCLUSIONS AND SUGGESTIONS

5.1  Conclusions and Managerial Implications

The objective of this study was to analyze the impact of attitude, subjective norm,
destination image, and destination brand attachment on individuals' inclination to visit
Riau Island. The findings of this research indicate that all four factors exert a positive
and substantial influence on the desire to explore Riau Island. These findings emphasize
the importance for those responsible for the development and promotion of Riau Island
to recognize the necessity of crafting effective marketing strategies that leave a lasting
positive impression. These strategies should thoughtfully showcase the destination's
distinctive attributes, ranging from its rich cultural diversity to its breathtaking natural
beauty. Establishing an emotional connection with potential visitors holds paramount
significance, as it ignites anticipation for gratifying and pleasurable experiences. By
spotlighting the unique and appealing aspects of Riau Island that align with travellers'
desires, these strategies will serve as a catalyst, motivating people to uncover this
remarkable locale. Furthermore, sustaining a positive destination image requires
ongoing, meticulous management. We must be attuned to how Riau Island is perceived
by considering people's knowledge, beliefs, and personal perspectives. Armed with this
understanding, we can tailor our messaging to rectify misunderstandings, accentuate
the destination's appealing qualities, and consistently exhibit its allure. By investing in
cultivating a favorable image, we ensure that Riau Island remains ingrained in the
minds of travellers, poised to meet their expectations. Lastly, the creation of a potent
and relatable brand identity for Riau Island is pivotal. This identity should forge a deep
connection with potential visitors, evoking positive emotions, a sense of belonging, and
shared values.

5.2 Limitations and Suggestions for Future Studies
Although this research has been carried out meticulously, it's crucial to recognize

certain inherent constraints. To begin with, this study solely employed the Theory of
Reasoned Action (TRA) to shed light on individuals' intent to visit Riau Island.
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Considering the plethora of alternative theories available for explaining behavioral
intentions, it is highly advisable for future studies to explore these distinct theories,
apart from TRA, in order to elucidate customers' intentions in performing specific
behaviors. Secondly, as this study is specifically focused on people’s willingness to
visit Riau Island, forthcoming research endeavors should contemplate expanding the
scope by applying or validating this model to elucidate behavioral intentions in other
destination places.
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