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Abstract— The purpose of this study is to develop a model of marketing tourism at the leading tourism object in Bandung and Soppeng, Indonesia.

This model will be linked to its in􀅭luence with the intention to visit and the decision to visit. At the present time, Bandung and Soppeng strives to become

one of the tourist destinations both in Indonesia and in theworld. Improvement of facilities and infrastructure facilities is carried out by the government to

provide comfort for tourists who are increasing in number to visit. Data is collected through questionnaires, interviews, observation and secondary data.

Simple random sampling is used for distributing questionnaires to respondents. Respondents in this study were 100 tourists from city of Bandung, as well

as 100 respondentswhowere tourists in Soppeng Regency. Data processing techniques use Structural EquationModeling (SEM) to conduct analysis among

several dependent and independent variables directly. The results of this study analyze the dimensions of each variable marketing tourism (economy, so-

cial, culture, information technology, environment), intention to visit (interest, searching information, preferences) and decision to visit (attitude, memory,

perception, need). The dimensions of each variable showed the magnitude of the effect. Bandung a value of 6.62% for the construct of decision to visit,

value is also found in intention to visit which is in􀅭luenced by tourism marketing of 5.74%. Soppeng values for the decision to visit construct 7.33%, and

value is also found in intention to visit which is in􀅭luenced by tourismmarketing of 7.09%. which means that the in􀅭luence between signi􀅭icant constructs.

The model developed in current study is expected to be applicable in terms of tourism development.

Index Terms—Marketing Tourism, Intention to Visit, Decision to Visit .
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Introduction

Bandung and Soppeng are regions that have considerable tourism po-

tential. This can be seen from the many tourist destinations available in

both regions. If the potential is able to be utilized and managed properly,

it can be a large source of regional income.

The following data shows the number of non-starred hotels, restau-

rants and tourist attractions in Soppeng Regency from 2013-2014:

Table I

Number of non-star hotels and restaurants in Soppeng Regency

Year Number of Non starred hotels Number of Restaurants

2013 17 31

2014 20 32

2015 22 34

2016 23 34

2017 16 34

Source: Soppeng District Culture and Tourism Of􀅭ice

Soppeng Regency itself has many interesting tourist destinations

to visit and become a leading destination in the Soppeng Regency area.

Here are some of the tourist areas in Soppeng Regency and recorded in

the Soppeng Regency Book in Angkat 2018, namely:

Table II

Tourist attractions in Soppeng Regency and its types

Tourist/Recreation place Kind

Kalong Animal

Vila Yuliana Historical Tourism

Pemandian Alam (Natural Baths ) Ompo Natural Tourism

Pemandian Air Panas (Hot water bath) Lejja Natural Tourism

Pemandian Alam (Natural Baths ) Citta Natural Tourism

Goa (Cave) Codong Citta Historical Tourism

Kawasan Wisata (Tourist Area) Lereng Hijau Bulu Dua Natural Tourism

Kompleks Istana Datu Historical Tourism

Makam (Tomb ) Jera Lompoe Historical Tourism

Watu Historical Tourism

Sutra Alam Agro tourism

Rumah Adat (Custom home ) Sao Mario Culture Tourism

Source: Soppeng District Culture and Tourism Of􀅭ice

The number of tourists visiting Soppeng in 2017 was 224,018. Com-

pared to 2016, there were only around 218,387 tourists visiting Soppeng
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(Tribun-Timur, 2017) This is due to the incessant promotion carried out

including through online media.

The city of Bandung also has a variety of potential tourist destinations

with a relatively high level of visits, both local and foreign tourists and

even foreign tourists. Based on data from Bandung City in Angkta 2018,

the number of starred hotels is 127 hotels, and non-starred hotels are 218.

Tourism in the city of Bandung consists of various tourismbusinesses, such

as historic buildings, museums and so on. Besides that it is also supported

by restaurants, restaurants, and cafes. In 2017 there were 396 hotels, 372

restaurants and 14 cafes and 13 bars.

The number of tourists visiting the city of Bandung is quite a lot. More-

over, the visits made were not only from domestic tourists but also from

foreign tourists. The following is data from tourists visiting Bandung:

Table III

Number of tourist visits to the city of Bandung

Year Foreign Tourists Domestic Tourist Number

2013 176.432 5.388.292 5.564.724

2014 180.143 5.627.421 5.807.564

2015 183.932 5.877.162 6.061.094

2016 173.036 4.827.589 5.000.625

Tourism Marketing is an important foundation for building a good

tourist destination. This will affect the increase in visits to tourism desti-

nations both in the Soppeng and Bandung regencies.

Based on the description above, this study aims to develop a research

model related to marketing tourism, intention to visit, and the decision to

visit with the object of research is the city of Bandung and Soppeng.

Literature Review

Tourism marketing

According to Keefe (2004) "Marketing and organizational functions

of processes for creating, communicating, and delivering value to customers

and for managing customer relationships in ways that bene􀅲it the organiza-

tion and its stakeholders" (Jamrozy, 2007). While the marketing goal is to

identify customer needs and meet those needs well, so that all products

sell themselves.

Hadžić (2005) said that "Marketing in tourism is a management pro-

cess of anticipating and ful􀅲illing the wishes and potential tourists, guided

by pro􀅲itable goals or goals of the community or both" (Kosic et al., 2010;

Rebollo, 2018). The main purpose of destination marketing must be to

direct the optimization of the impact of tourism andmaximize bene􀅭its for

the region.

According to Williams (2006) "The key reason for this is up to recently

marketing for tourism services has been focused not on the consumer, but

the destination or outlet, with marketing strategies being related to the

products offered."

Tourism marketing further emphasizes who is actually a market seg-

ment and how it behaves (Damanik, 2006). Marketing tourism according

to (Holloway & Robinson, 1995) consists of 7 P, namely product, position-

ing, price, promotion, place, packaging, partnership.

The most important thing in tourism marketing is to bring each part-

ner to work together rather than compete to attract resources towards

the development of an integrated marketing mix and shipping system.

The tourism strategy should not only focus on visits, but also cover all

impacts such as population density, congestion, environmental pollution,

safety and security, seasonal adjustment problems, sensitivity to local

culture (Evans et al., 1995; Sinh et al., 2016). Riege & Perry (2000) have

proposed three strategic approaches that can be used in the tourism in-

dustry, namely:

1. The consumer-oriented approach refers to the use of a differentiated (tar-

getmarketing) or undifferentiatedmarketing strategy depending onmarket

conditions

2. The competitor-oriented approach focuses on competition where the role

of marketing is to develop, maintain or defend the position of a tourism or-

ganization

3. The trade-oriented approach focuses on intermediaries and it might be

more relevant to the travel and tourism industry
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These promotional activities, both the private and public sectors, are

mostly off-site marketing promotions. The picture above illustrates play-

ers in tourism infrastructure (above) and marketing activities (left side)

used to attract a number of tourists (Carson et al., 2004).

“To manage and market sustainable tourism, both the promotion of

the sites as a tourist attraction and managing the economic, social, and

environmental sustainability of the sites are vitally important” (Klemm,

1992; Sharpley, 2002; Smith & Eadington, 1992; Silva &Madushani, 2017;

Thorsell & Sigaty, 2001).

The dimensions that will be used to measure tourism marketing refer

to several dimensions that have been used in previous studies (Jamrozy,

2007; Tsiotsou et al., 2010; Yoon & Uysal, 2005).

Tourism marketing dimensions are :

1. Economy

2. Social

3. Culture

4. InformationTechnology

5. Environment

Intention to visit

Soderlund & Ohman (2003) de􀅭ines intention as the basic unit that

ariseswhen individuals designate future-oriented cognitive activities such

as mental stimulation, planning, imagination, and thinking (such as indi-

vidual perceptions of other people's intentions, according to Susanto &

Kotler (2000) strong internal stimuli that motivates action (statement of

interest to revisit), where this drive is in􀅭luenced by stimulus and positive

feelings about the product.

Intention to visit can be de􀅭ined as a potential plan for visiting a des-

tination (Chen & Tsai, 2007; Kaplanidou & Vogt, 2007; Ng et al., 2007).

"Among behavioral intentions, in particular, intention to (re)visit or travel

is one of the most signi􀅭icant dependent variables, as it could directly ex-

plain the possibility that a potential visitor may visit" (Ng et al., 2007).

The dimensions of interest in visiting include the following (Schifman

& Kanuk, 2007) :

• Interest
• Searching Information

• Preference
Destination Management Organizations (DMO) addresses four main

generic strategic goals to ensure the level of satisfaction and tourists,

namely:

Strategic management and marketing objectives for destinations

• Enhance the long-term prosperity of local people

• Delight visitors by maximizing their satisfaction

• Maximize pro􀅭itability of local enterprises and maximize multiplier ef-

fects

• Optimize tourism impacts by ensuring a sustainable balance between

economic bene􀅭its and socio-cultural and environmental costs

Strategic Management and Marketing Objectives for Destinations 

 Enhance the long-term prosperity of local people 

 Delight visitors by maximizing their satisfaction 

 Maximize profitability of local enterprises and maximize multiplier effects 

 Optimize tourism impacts by ensuring a sustainable balance between economic benefits and 

socio-cultural and environmental costs 

 
Fig. 2. Strategic management and marketing objectives for destinations

Decision to visit

Visiting decision theory is analogous to buying decisions, such as re-

search conducted by Jalilvand & Samiei (2012) which equates that tourist

visiting decisions are the same as consumer purchasing decisions (Aprilia,

2015).

Hollensen (2010) states that the in􀅭luence of consumer decision mak-

ing has the same business as other consumers. Some important things

namely Psychological variables that become in􀅭luences in consumer deci-

sion making include needs, perception, memory and attitudes.

Reviewof the relevant literature related to each of the selected research

streams: a)Destinationbeliefs, resulting from the cognitive judgments that

individuals integrate within their holistic impressions of the destination

Chen & Tsai (2007); b) event satisfaction, defined as the overall enjoy-

ment experienced by the visitor, resulting from the event's ability to meet

customer expectations and needs (Baker & Crompton, 2000); c) tourist

push motivation, depicted as internal forces, coming from an unsatisfied

need that pushes the individual to become involved in a specific tourism

experience (Meng et al., 2008; Yoon & Uysal, 2005); d) attitudes toward

the event, measured both in terms of event loyalty and of positive word of

mouth (Kaplanidou & Vogt, 2007); e) product receptivity, defined as the

conscious or unconscious readiness to buy products coming from an area

which is different from the visitor's territory of origin (Dhar & Kim, 2007).

Methodology

This research is quantitative research with its testing using the Par-

tial Least Square (PLS) method and SEM analysis. SEM is a statistical

technique that is able to analyze the pattern of relationships between

latent constructs and indicators, latent constructs with each other, and

measurement errors directly. SEM allows direct analysis between several

dependent and independent variables (Hair et al., 2014).

Data collection was carried out in several leading tourist objects in the

City of Bandung and Soppeng with the number of respondents 100 re-

spondents from tourists in the city of Bandung, as well as 100 respondents

who were tourists in Soppeng Regency.

Respondent data retrieval is done randomly by the random method

sampling, i.e. the respondent is a tourist visiting Bandung and Soppeng.

The number of samples is in accordance with the minimum requirement

of 30 (Sugiyono, 2017) with an error term rate of 90%.

This questionnaire uses a Likert scale from 1 to 5 (1 strongly disagrees;

2 disagrees; 3 quite agrees; 4 agrees; 5 strongly agrees) Sugiyono (2017).

The limitation of the research is only in the areas of Bandung and Sop-

peng and only examine the application of the model in both regions.
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alternative method of analysis with variance-based SEM. The advantage of

this method is that it does not require assumptions and can be estimated

with a relatively small number of samples. The tool used is a SmartPLS

Version 2 program speci􀅭ically designed to estimate structural equations

on the basis of variance. The structural model in this study is shown in

Figure 3 below.
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Fig. 3. Inner and outer model

The 􀅭igure shows that the marketing tourism construct was measured

with 6 dimensions (MT1-MT6) with a total number of indicators 35. Like-

wise the intention to visit construct was measured in 2 dimensions (Inv1

and InV2) with a total of 13 indicators, and the decision to visit construct

was measured by 9 dimensions (DcV1-DcV9) with a total of 41 indicators.

The direction of the arrow between indicators with latent constructs is

towards indicators that show that research uses re􀅭lective indicators that

are relatively appropriate for measuring perceptions. The relationship to

be examined (hypothesis) is symbolized by an arrow between constructs.

Structural model testing (Inner model)

Analysis of the structural model (inner model) shows the relationship

between latent variables. This test is shown by the value of on endogenous

constructs. The value of R2 is the coef􀅭icient of determination in endoge-

nous constructs. The assessment range ofR2 according to Chin (1998) is:

the value of R2 of 0.67 (strong), 0.33 (moderate) and 0.19 (weak). After

the estimated model meets the Outer Model criteria, then the structural

model is tested. construct:

Table IV

R-Square

Variable R2

0.662Decision to Visit

0.574Intention to visit

-Marketing Tourism

The table above gives a value of 0.662 for the construct of decision to

visit, which means that marketing tourism is able to explain the variance

(affect) of decision to visit by 66.2%. The R-square value is also found in

intention to visit which is in􀅭luenced by Tourism Marketing of 0.574. The

table above gives the valueR2 on the criteria that are close to strong, so it

can be concluded that the research model is supported by empirical con-

ditions or 􀅭it model. Testing the hypothesis for the path coef􀅭icient second

order is as follows:
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Table V

Test hypothesis Of path coef􀅭icients

Hypothesis Coef. of Estimation Standard Error of Estimation (STERR) t Statistics R2 Explanation

Marketing Tourism→ Intention to visit 0.758 0.060 12.559 0.574 Signi􀅭icant

Marketing Tourism→ Decision to Visit 0.404 0.082 4.927 0.163 Signi􀅭icant

Intention to visit→ Decision to Visit 0.464 0.088 5.275 0.215 Signi􀅭icant

The table above shows that the value of t count for all paths (path co-

ef􀅭icient) shows a value greater than t table (= 1.96) which means that the

in􀅭luence between signi􀅭icant constructs.

PLS model for marketing tourism, intention to visit, and decision to visit

Soppeng

Testing the hypothesis in this study using the PLS method. PLS is an

alternative method of analysis with variance-based SEM. The advantage of

this method is that it does not require assumptions and can be estimated

with a relatively small number of samples. The tool used is a SmartPLS

Version 2 program speci􀅭ically designed to estimate structural equations

on the basis of variance. The structural model in this study is shown in

Figure 4 below.
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Fig. 4. Inner and outer model

The 􀅭igure shows that the construct of marketing tourism is measured

by 6 dimensions (MT1-MT6). Likewise, the Intenton to Visit construct

is measured in 2 dimensions (Inv1 and InV2), and the Decision to Visit

construct is measured in 9 dimensions (DcV1-DcV9). The direction of

the arrow between indicators with latent constructs is towards indica-

tors that show that research uses re􀅭lective indicators that are relatively

appropriate for measuring perceptions. The relationship to be examined

(hypothesis) is symbolized by an arrow between constructs.

Structural model testing (Inner model)

Analysis of structural model (inner model) shows the relationship

between latent variables. This test is shown by the value of R2 on en-

dogenous constructs. The value of R2 is the coef􀅭icient of determination

in endogenous constructs. The assessment range ofR2 according to Chin

(1998), is: the value of R2 of 0.67 (strong), 0.33 (moderate) and 0.19

(weak). After the estimated model meets the Outer Model criteria, then

the structural model is tested. construct:
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Table VI

R-Square

Variable R2

Decision to Visit 0.733

Intention to visit 0.709

Marketing Tourism -

The table above gives high values for the decision to visit construct.

The R-square value is also found in intention to visit which is in􀅭luenced

by Tourism Marketing of 0.709. The table above gives the valueR2 on the

criteria that are close to strong, so it can be concluded that the research

model is supported by empirical conditions or 􀅭it model. Testing the hy-

pothesis for the path coef􀅭icient second order is as follows:

Table VII

Test hypothesis Of path coef􀅭icients

Hypothesis Coef. of Estimation Standard Error of Estimation (STERR) t Statistics R2 Explanation

Marketing Tourism→ Intention to Visit 0.842 0.025 34.207 0.709 Signi􀅭icant

Marketing Tourism→ Decision to Visit 0.327 0.097 3.353 0.107 Signi􀅭icant

Intention to Visit→ Decision to Visit 0.563 0.097 5.786 0.317 Signi􀅭icant

The table above shows that the value of t count for all paths (path co-

ef􀅭icient) shows a value greater than t table (= 1.96) which means that the

in􀅭luence between signi􀅭icant constructs.

The results of the research support several studies that have been

carried out such as destination beliefs, event satisfaction and post-visit

product receptivity in event marketing as well as results from a tourism

experience (Chang et al., 2017;Mainol􀅭i, 2018) and in􀅭luence ofmovies and

television on Chinese tourists perception toward international tourism

destinations (Wen et al., 2018), so that the application of the model will

be different when it is done in other regions. And it needs to examine the

model in depth in each of its variables.

Limitations and Future Research Directions

The current study has proposed a model which is open for further

exploration and testing. The applicability of the proposed model is lim-

ited to Indonesian region only. However, it must be applied and tested in

other regions as it is anticipated that the application of the model will be

different in different regions. Speci􀅭ically, researchers are encouraged to

test this model in Europe and identify if the applications are same across

western and eastern regions.

Conclusion

In the PLS Model for marketing tourism, intention to visit, and deci-

sion to visit, which were tested in 2 places, leading attractions in Bandung

and Soppeng can be seen in the results; both showed signi􀅭icant in􀅭luence

between constructs. This means that the tested construct has a major ef-

fect on the development of tourism in both.

For this reason, the government must focus more on developing

tourism using this model so that it will cause tourists to be more inter-

ested and more interested in visiting. It is expected that tourists not only

come once but repeatedly.
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