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Abstract

The purpose of this study is to examine the influence of natural attractions, cultural attractions, and social media
promotion on domestic tourists' visit intentions through the mediating role of city branding. This study determines
the Lawang Kuwari tourist attraction as city branding in Sekadau Regency, West Kalimantan, Indonesia. The
survey was conducted by distributing questionnaires to 100 respondents. The sampling method used purposive
sampling. The analysis tool used SEM-PLS. The results of this study indicate that of the seven hypotheses, 3
hypotheses show no significant results while four are significant, namely, H1: Natural Attraction has a significant
effect on City Branding, H2: Cultural Attraction has a significant effect on City Branding, H3: Social Media
Promotion has no significant effect to City Branding, H4: Natural Attraction has no significant effect to Visit
Intention, H5: Cultural Attraction has no significant effect to Visit Intention, H6: Social Media Promotion has
significant effect to Visit Intention, H7: City Branding has significant effect on Visit Intention.

Keywords natural attraction, cultural attraction, social media promotion, city branding, visit intention.

1. Introduction

Tourism is one of the important industrial sectors of a country to improve the country’s
economy. Tourism can also be a means in the development of socio-cultural and promote the
nation’s image abroad (Gertner & Kotler, 2004). Sekadau Regency cultural and tourism
department is the implementing elements of the culture and tourism has carried out the internal
affairs of the field of tourism. The department of culture and tourism is an effort to tourist
attractions that are expected to increase the number of tourist visits, so that the cultural and
tourism office can contribute to the regional indigenous income (PAD) under the targets set by
the local government because it takes real steps in building mutual understanding and trust with
various parties in introducing the potential of tourism and attracting tourists to visit. Therefore,
in this study, the authors will focus on variables that play an important role in the influence of
natural attraction, cultural attraction, and social media promotion as a factor of city branding to
intention of visit (The UKEssays, 2018). If we look into the background that has been said is
the low number of tourist visits to Sekadau tourism destination especially Lawang Kuari even
though the city identity of the Sekadau is the Lawang Kuari and is it true that the three variables
from cultural, natural, and social media promotion from the Sekadau Regency affected the visit
intention of tourist to the destination. Tourism development is a dynamic and sustainable
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process towards higher value distribution by making adjustments and corrections based on
observations, implementation and evaluation, and previous plans’ feedback (Cater et al., 2015).
Law No. 10/2009 of article 11 of the Indonesia Government, together with institutions related
to tourism, conducts research, and develops tourism to support tourism development. Tourism
development is closely related to preserving personality values and the development of the
nation’s culture, using all the potential of beauty and natural wealth.

The potential of natural tourism can be divided into four areas: 1) Flora and fauna; 2)
Uniqueness and peculiarities of ecosystems, such as coastal ecosystems and mangrove
ecosystems; 3) Natural symptoms, such as craters, hot springs, waterfalls, caves, and lakes; and
4) Cultivation of natural resources, e.g., rice fields, plantations, farms, fishing businesses
(Chang & Huang, 2005).

While cultural attraction meant what is the socio-cultural attraction that can be used and
developed as a tourist attraction and attraction, including museums, historical relics, traditional
ceremonies, performing arts and crafts? Natural and cultural attractiveness influences tourist
visits to Sekadau Regency.

According to Cahyani & Yulianti (2015), several cities in Indonesia use the city branding
strategy to introduce the potential of tourism and compete with other regions to introduce
destinations in the city and advance tourism and increase their regional income. City branding
as a new concept in regional development for strengthening competitiveness in the face of
global and local competition and increasing revenues a city (Pilinkiene et al., 2013). City
branding does not have to be in such areas as cities, districts, and provinces are economically
advanced (Yananda & Salamah, 2014). The economic base does not impede these areas from
utilizing branding in regional development. Because of the development that uses branding,
reffering on the identity or character of the region. Lawang Kuari tourism in Sekadau is an
image or city icon of the Sekadau Regency, both from natural attraction and cultural attraction
in that tourism place.

Tourism marketing is a promotion of attractions that have different capabilities than other
attractions in other cities to create an image for the object or the city on the traveler’s mind
(Ramadania et al., 2021). Furthermore, Lawang Kuari has the advantage of natural and cultural
appeal that makes different from other tourist attractions in Sekadau Regency. It also has a story
and is also an identity to people in Sekadau. Sekadau Regency cultural and tourism department
is the implementing elements of the local government in culture and tourism and have carried
out the internal affairs of the local government in tourism. The task of the department of culture
and tourism is an effort to tourist attractions that are expected to increase the number of tourist
visits, so that the cultural and tourism office can contribute to the PAD under the targets set by
the local government because it takes real steps in building mutual understanding and trust with
various parties in introducing the potential of tourism and attracting tourists to visit.
Promotional activities that play an important role in increasing the number of visitors, the
tourism and culture department of Sekadau should innovate. Prospective tourists have their
charm. Promotional activities can be done using advertisers in various media, events, giving
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discounts, direct sales, and selling in person or face-to-face to potential visitors (Kotler &
Keller, 2008; Kotler & Amstrong, 2016; Heng et al., 2020). With this promotional activity, the
resulting tourist attractions can be introduced and offered to the wider community, both through
media and directly to consumers. This promotion is done to attract the public’s attention towards
the Lawang Kuari tourist attraction, so that in the end, the community has the desire to return
to the tourist attraction.

2. Literature Review

Attractions are anything that has a uniqueness, beauty, and value as natural diversity, cultural
and human-made outcome target or destination tourist visits (Govers et al., 2007). Suchaina
(2014) presents three classifications of tourist attraction. First, the tourist attraction of nature
(Valentine, 1992). Second, cultural attractions. Third, tourist attraction artificial or target man
(man-made attractions). Fourth, elements of natural attraction are the sea, beaches, mountains,
lakes, rivers, flora, fauna, landscapes, and others cultural attractions are the tradition of customs,
clothes of customs, ceremonies, cultural heritage, buildings and historical heritage, festivals,
and cultural performances, handicrafts, and others, and human-made attraction results are
facilities for sports, entertainment games, recreation parks, national parks, shopping, and
souvenirs.

Tourist destinations’ attraction is the intrinsic motivation for visitors to make tourist visits
(Basiya & Rozak, 2012). The tourist destinations are grouped into four attractions as follows:
(1) Natural attractions include natural land scenery, ocean views, beaches, climate, or weather.
(2) Tourist attraction in building attraction includes buildings and historical architecture,
buildings and modern architecture, and archaeology. (3) Managed visitor attractions include
relics. (4) Cultural attractions include theatres, museums, places of worship, customs, religious
venues, special events such as festivals and pageants, and heritage. (5) Social attractions such
as the lifestyle of residents in tourist destinations.

Lang et al. (1997) expressed that nature-based tourists are more curious about nature, travel
more frequently at longer distances, and remain longer at a destination. They are also well
taught, with elevated levels of both person and household pay, and will spend more. Damanik
(2013) defines cultural tourism as visits of people from outside destinations that are driven by
an interest in historical objects or relics, art, science, and lifestyles owned by groups,
communities, regions, or institutions. Cultural tourism may be an uncommon and elective shape
of tourism, which takes place both in the countryside and within the urban zone (Soteriou &
Coccossis, 2010; Stefanos & Nedelea, 2009). The people who select it are basically interested
in the arts, traditional items, culture, customs, architecture, and social heritage, history, various
places of culture, sports, gastronomy, religion, and others (Collier, 2017). Social courses are the
means for developing a country’s social tourism (Kantzoura & Mitoula, 2016; Drosos &
Skordoulis, 2018).

The advancements in innovation, particularly with the starting of Web Version Two that happens
in this advanced time, took part in the development of social media, which makes it very
important in things of marketing or promoting a tourism destination or city branding (Jojic,
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2018; Malhotra, 2019). City branding is a city image management through strategic innovation
and coordination of economic, social, commercial, cultural, and government regulations
(Anholt, 2007). The influence of city branding on visit intention of a city is defined as a name,
symbol and brand attached to a tourist attraction, which is useful as a characteristic (La Rocca
& Fistola, 2017; Johnson et al., 2017; Kummitha & Crutzen, 2017). City branding is also
important to understand and implement properly by tourism managers, because it is an added
value that a tourist attraction has (Seisdedos & Vaggione, 2005). A tourist attraction with a
powerful brand certainly attracts tourists to visit. It is said so, because most tourists visit tourist
objects because of their existing advantages.

Figure 1. Conceptual Framework

From Fig. 1, the planned hypothesis. As we can see, there are 7 hypothesis, with city branding
as mediating variable. Scholars believed that natural attractiveness is one of the consideration
factors affecting city branding by Kavaratzis (2004), Kavaratzis & Ashworth (2005), and
Kasapi & Cela (2017). Therefore, the hypothesis is formulated:

Hypothesis 1 (H1): Natural attraction — city branding. Agreeing to Malik et al. (2016) that city
branding is the personality of a region that gives a certain impression and message to a shopper
(traveler). Panjaitan (2020) states that city branding may be a vital way with the picture of
giving them to a city that capacities as an implies to maintain an inner attraction of a frequency
of information (Vasiliu, 2007). The description of the effectiveness of the city branding hexagon
put forward by Yananda & Salamah (2014) and Anjomrouz et al. (2021), it can be concluded
that the appeal (pulse) is one benchmark in city branding activities, both from natural and
cultural attractiveness.

Hypothesis 2 (H2): Cultural attraction — city branding. Three types of cultural components are
basic for city branding (Lucarelli & Berg, 2011; Zinaida et al., 2020). They are: history and
legacy (counting stories, stories, legends, and anniversaries), artifacts and spatial arranging
(such as engineering, historical centers, and plan), and events and activities (like celebrations,
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sports, and another occasions). These elements will be given a solid significance in this report,
as well as the unmistakable nearby social resources of the examined city, Boulogne-sur-Mer,
since, as Bianchini & Ghilardi (2007) argue, a successful on branding requires the previous
information and awareness of its culture.

Hypothesis 3 (H3): Social media promotion — city branding. In a world where brand domination
is unavoidable at each angle of our lives, cities are inevitable permeate or use branding activities
(Oguztimur & Akturan, 2015). It characterized city branding as the utilize of different
promoting practices to advance the engaging quality of a place to businesses, visitors, residents,
and students (Andersson & Ekman, 2009). As noted by Lim et al. (2012), the main reason for
failure in establishing city branding using the factors of social media promotion is the absence
or inadequacy of related government programs to involve and energize local communities,
businesses and community groups informing, articulate and convey the brand.

Hypothesis 4 (H4): Natural attraction — visit intention. Anggraeni (2020), Handayani & Rashid
(2021), Lewis et al. (2022), Seetanah et al. (2020), Szubert et al. (2021), and Goeldner & Ritcie
(2012) highlight that the tourism products that are widely considered consumers when they
have intention to visit (buy tourism products). One of them is the decision to choose a
destination is the attractiveness of the place tourist destination to be visited.

Hypothesis 5 (HS5): Cultural attraction — visit intention. The attractiveness of a tourist
destination is the main motivation for the intention of visiting tourists, cultural attraction which
includes theater, museums, historical places, customs, religious places, special events such as
festivals and historical dramas (pageants), and heritage such as cultural heritage (Maharani &
Setyowardhani, 2019; Ng et al., 2007; Liu et al., 2020; Stanov¢i¢ et al., 2021).

Hypothesis 6 (H6): Social media promotion — visit intention. Social media plays an important
role as a source of information that relevant to activities related to tourism along with the
increasingly high adoption and use of communication technology (Jacobsen & Munar, 2012).
It made social media as the primary choice in a search did by a tourist and the search engines
(Xiang & Gretzel, 2010). Using social media takes part in determining a tourist’s decision to
visit a tourist destination (Kavaratzis & Ashworth, 2007).

Hypothesis 7 (H7): City branding — visit intention. The influence of city branding on visit
intention city branding is defined as a name, symbol and brand attached to a tourist attraction,
which is useful as a characteristic (Won et al., 2020; Abruruman et al., 2020; Purwanto & Soliha,
2017; Jusak et al., 2018). Therefore, city branding has an influence on visit intention. This
statement is under the results of research conducted by Kusumawati et al. (2022) and Hussein
(2022) that city branding has a significant and positive effect on visit intention.

3. Research Method

In this study to be conducted is included in the type of survey research with a quantitative
approach. This study has 100 samples. The raw data had subsequently proceeded using
SmartPLS v. 3.2.7 for Windows to determine the frequency of responses from the respondents.
The sample selection in the purposive sampling technique uses the characteristics determined
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by the researcher to get a sample that is suitable for research activities, providing more
information, time, and cost limitations. Purposive sampling, which is also referred to as an
assessment or expert sample, is a type of non-probability sample (e.g. Sudiarta & Suardana,
2016; Tongco, 2007). The main purpose of purposive sampling is to produce a sample that can
logically be considered represent (Subawa et al., 2021).

Table 1. Measurements of Content

1985; Bazneshin et al.,
2015)

Constructs & | Indicators Used Items

Literature Sources

Natural Attraction Biodiversity and I like to visit natural destination in Sekadau regency
(Deng, 2002; Lucas, | maintain ecology because the biodiversity and maintain ecology in the

environtment of the destination tourism.

Involve travel in natural
landscape

I like to visit natural destination in Sekadau because its
involve the natural landscape while travel to the
destination.

Unique tourism resource

I like to visit natural tourist destinations because they
have unique tourist resources as example lawang kuari.

Cultural Attraction (Zali
et al., 2014; Marzuki et
al., 2017)

Tradition

I like to visit tourism destination in Sekadau because it
has a unique tradition.

Handicraft and arts

I like to visit tourism destination in Sekadau because
the handicrafts and arts in Sekadau is interesting and
unique

2011; Middleton, 1989)

cultural heritage | I like to visit tourism destination in Sekadau because it

construction has a uniqueness and interesting folklore in his cultural
heritage construction

Social Media Promotion | Exposure I want to visit tourism destination on Sekadau because
(Chatterjee & Dsilva, i saw related content promotion on social media
2021; Kotler & Keller, | Engagement After I saw related content about tourism destination
2012; Sweeney & Craig, on Sekadau, it motives me to interact and discuss
2011) through comments or share the information.

Influence After I saw related content about tourism destination
on Sekadau, im motivated to search for some reliable
reviews.

City Branding | Culture The culture in the Sekadau Regency is very interesting
(Laaksonen et al., 2006; and provides a selling point for the branding of the
Buncle, 2003; Indriani & Sekadau Regency.
Magnadi, 2011; | Nature The nature in the Sekadau regency is very interesting
Moilanen & Rainisto, and provides a selling point for the branding of
2009) Sekadau regency.

Atmosphere The atmosphere in the district of Sekadau both culture

and nature has an attractiveness in city branding
Visit Intention (Sekaran | Number of visit to | Visiting Sekadau regency website positively effect my
& Bougie, 2014; Gilbert, | website intention to visit

Number of information
searched

Various of information that i have found about
Sekadau destination tourism is informative and
positively affect my intention to visit

Satisfaction to website

Im satisfied with content which presented Sekadau
destination tourism on website.

FMI

Publishedby: — — — —— ——

FOBRUM MANAJEMEN

INDONESIA

657



Seminar Nasional EMI
FMI 2024 Manado . —

e-ISSN: 3026-4499

OdO
Prosiding Vol.2
5-7 November 2024
Advertising recall Some various type of media that has to be chosen to
Number of  media | advertise and promote tourism of Sekadau positively
resources recalled affect my intention to visit.

An interval scale used in this study is bipolar adjective, which is a refinement of the semantic
scale, hoping the response to the resulting data can be an interval scale (Ferdinand & Zuhroh,
2022). The scale used in the range 1-10 (even scale), where to avoid respondent’s answer,
chooses the answer in the middle because it will produce a response that converges in the middle
or grey area (Ramadania et al., 2021). PLS began with testing the measurement model to test
the validity of constructs and reliability of instruments. It implemented the assumption test in
PLS through convergent validity test, discriminant validity test, and Average Variance Extracted
(AVE) test. The reliability test was used to measure the consistency of items in measuring the
variables. It can also measure respondents’ consistency in answering instruments (Hair et al.,
2019; Sarstedt et al., 2020; Sarstedt et al., 2022). Overall, the response rate for online surveys
was higher than the paper surveys in this research. Table 1 summarizes the component variables,
indicators, and items.

4. Finding and Discussion

Analyzing the descriptive statistics result is useful for describing the basic features of data. It
allows researchers to explain and describe the characteristics of respondents involved in the
research. It can also illustrate the distribution of answers of respondents from each dimension
of the research. We collected the primary data started from 3 August to 14 August 2021. The
questionnaires were distributed to 100 respondents comprise Sekadau with the age within the
range of 17 until 50 years old who are tourists or prospective tourists who have or want to visit
tourist attractions in the Sekadau Regency, and the questionnaires are distributed to civil
servants who work in the Sekadau Regency tourism office and to the people who live around
tourism objects, especially Lawang Kuari which is an icon of the Sekadau Regency, and they
also should have been traveling or they have an intention to travel in the future. The total
number of female respondents and a male respondent is almost balanced, the male is 49% and
the female is 51%. All respondents (100 informants) are interested in traveling activities (see
Table 2). Respondent origin will affect the attitudes and the way of looking at and understanding
any particular social phenomena. The response of an individual is likely to be determined by
their origin and, therefore, it becomes imperative to know the respondent’s origin. In the Table
3, shows that most of the respondent’s origin are from Sekadau Regency which contributes 35%
from the total respondents, followed by Pontianak (21%), Sintang (17%), Kapuas Hulu (11%),
Sanggau (9%), and Mempawah (7%) of the total respondents.

Table 2. Demographic Background (Source: Interview, 2021).

Category Item F %
Gender Male 49 49
Female 51 51
Ages 17-24 53 53
25-40 35 35
40 - 60 12 12
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Islam 63 63
Religion Christian 11 11
Catholic 23 23
Hindu 2 2
Buddha 1 1
<Rp. 1,000,000 43 43
Rp. 1,000,000 — Rp. 3,000,000 31 31
Income level Rp. 3,000,000 — Rp. 5,000,000 16 16
> Rp. 5,000,000 10 10
Student college 31 31
Entrepreneur 8 8
Occupation Private employee 23 23
Civil servant 28 28
Other profession 20 20
Table 3. Area of Participants (Source: Interview, 2021).
Origin F %
Sekadau 35 35
Pontianak 21 21
Sintang 17 17
Sanggau 9 9
Kapuas hulu 11 11
Mempawah 7 7

Referring on the interview by the key informant on Friday 13 August 2021 at 14.00 WIB, which
was conducted by the researcher on the Head of the Sekadau Regency Culture and Tourism
Office, in this case Mr. Paulus Misi, the researcher concluded he said that of the three basic
variables in the study, all of them had an influence. On the formation of branding and the
intention to visit the district of Sekadau. He also said that city identity and city branding play
an important role in promoting or introducing a city. This is under the results of the analysis of
the hypothesis above, stating that of the seven hypotheses in the research, natural attraction
affects city branding, cultural attraction affects city branding, and social media promotion
affects city branding. two of the results of the hypothesis affect the formation of city branding
in the Sekadau Regency. Which of the two hypotheses is a natural attraction to city branding
and cultural attraction to city branding, meanwhile social media promotion affects city branding
to get negative results which the authors conclude from the results of interviews and the results
of the questionnaire calculations, promotion through social media is practically not effective.
These results can also be a reference for the Sekadau Regency diaspora to improve. The
equation of this research is in line with the statement from Rahmawati et al. (2022) and Musa
& Dimmock (2012), regarding the factors that support the creation of city branding, where the
two variables mentioned are natural and cultural attraction.

Furthermore, the data interpretation in this study included the outer model, inner model,
mediating effect, and t-statistics test result. The outer model in PLS specified validity and
reliability of the relationships between latent variables and indicators. First, convergent validity
occurred when the construct measurements were correlated with one another. As a general rule
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of thumb, outer loadings should get the value of 0.70 or higher, but still can be tolerated to 0.50.
If it is below the value of 0.50, then it can be dropped from the analysis; while the 0.5 AVE
score was satisfactory (Benitez et al., 2020). Items with outer loadings of 0.6 might be
considered acceptable, while items with outer loadings less than 0.5 should be eliminated from
analysis (Memon & Rahman, 2014). It presented the results of the validity test in Table 4,
including outer loadings and the AVE score.

Table 4. Convergent Validity (Source: Calculating by SmartPLS v. 3.2.7).

Construct Items Loading AVE
Natural Attraction NAI1 0.966 0.907
NA2 0.944
NA3 0.946
Cultural Attraction CUl1 0.954 0.907
CcuU2 0.951
CU3 0.952
Social Media Promotion SMP1 0.937 0.894
SMP2 0.947
SMP3 0.954
City Branding CB1 0.950 0.908
CB2 0.963
CB3 0.946
Visit Intention VI1 0.920 0.848
VI2 0.935
VI3 0.955
Vi4 0.872

Invalid measurement could mystify the research objectives and data interpretations; hence, it
should be removed to clearly investigate the correct measurement items and get desired results.
Moreover, discriminant validity was an assessment to ensure that a reflective construct has the
strongest relationship with its own indicators in the PLS path model (Sarstedt et al., 2017). The
outer loadings and constructs were adequate yet valid, as illustrated in Table 5.

Table 5. Discriminant Validity (Source: Calculating by SmartPLS v. 3.2.7).

@ ) 3) “) (&) ©)
NA1 0.966 0.862 0.696 0.804 0.687
NA2 0.944 0.818 0.742 0.845 0.743
NA3 0.946 0.846 0.746 0.755 0.711
CU1 0.874 0.954 0.698 0.790 0.709
CuU2 0.809 0.951 0.666 0.826 0.699
CU3 0.844 0.952 0.666 0.805 0.707
SMP1 0.669 0.659 0.937 0.657 0.687
SMP2 0.739 0.687 0.947 0.732 0.732
SMP3 0.759 0.667 0.954 0.675 0.698
CB1 0.767 0.813 0.691 0.950 0.772
CB2 0.812 0.788 0.729 0.963 0.776
CB3 0.832 0.822 0.664 0.946 0.768
VI1 0.743 0.680 0.748 0.810 0.920
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VI2 0.626 0.660 0.620 0.693 0.935
VI3 0.783 0.728 0.767 0.811 0.955
VIi4 0.585 0.654 0.592 0.646 0.872

Notes: (1) Natural attraction, (2) Cultural attraction, (3) social media promotion, (4) City branding, and
(5) Visit intention.

Finally, reliability testing is done by looking at the value of the block of composite reliability
indicator that measure the construct (Khoi & Van Tuan, 2018). Reliability test of the construct
measured by two criteria, Cronchbach’s Alpha (CA) and Composite Reliability (CR). These
values reflect the reliability of all indicates in the model. The expected value for composite
reliability is > 0.7, where ideally > 0.8 — 0.9 and CA is expected the value > 0.6. The result of
CR and CA has shown in the 7able 6.

The value of composite reliability for all constructs is above 0.7, which all construct has high
reliability. The CA can also strengthen test reliability, the recommended value is above 0.6 (e.g.
Tavakol & Dennick, 2011; Trizano-Hermosilla & Alvarado, 2016; Boateng et al., 2018). The
table above shows that the values of CA for all construct is above 0.6, so all constructs have
high reliability. R-Squared function is to clarify the ability of independent variable in explain
in the dependent variables (see Fig. 2).

Table 6. Reliability Test (Source: Calculating by SmartPLS v. 3.2.7).

Variables 1) ?2) 3) “@

Natural Attraction 0.949 0.967 >().70 Reliable
Cultural Attraction 0.949 0.967 >().70 Reliable
Social Media Promotion 0.941 0.962 >().70 Reliable
City Branding 0.950 0.968 >0.70 Reliable
Visit Intention 0.940 0.957 >().70 Reliable

Information: (1) CA, (2) CR, (3) Scale, and (4) Description.
Fig. 2. R-Square (Source: Calculating by SmartPLS v. 3.2.7).
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The higher the R-Square value, the greater the ability of the independent variable can explain
the dependent variables (Chicco et al., 2021). A rule of thumb proposed for acceptable R? with
0.75, 0.50, and 0.25 are described as substantial, moderate and weak respectively (Henseler et
al., 2009). Hussain et al. (2018) explain the R? value of 0.67 shows that it the model accepted.
While, R-square (R?) value of 0.33 indicates that the model is categorized as moderate and R?
of less than 0.33 shows the model is categorized as weak. Thus, R-square is ranged between
zero (0) and one (1). The lower of R?> means that the ability on independent variable in
explaining dependent’s variation is very limited. If the value is closer to one (1), it means the
independent variable has a substantial contribution in providing most of the needed information
to the pre-dict dependent variable (Singh, 2013). As the result, the value of city branding with
0.770 can be categorized as good. Meanwhile, Intention of visit with 0.710 can be categorized
as well.

Table 7. Hyphothesis Testing (Source: Calculating by SmartPLS v. 3.2.7).

Hyphote | Relationships Coef. SM SD T P
sis
Hl Natural Attraction | 0.326 0.323 0.118 2.751 0.006
(X1)

- City Branding (Y1)
H2 Cultural Attraction | 0.441 0.438 0.126 3.495 0.001
(X2) = City Branding
(YD)

H3 Social Media | 0.166 0.167 0.095 1.747 0.081
Promotion (X3)

- City Branding (Y1)
H4 Natural Attraction | 0.031 0.033 0.170 0.185 0.853
(X1) = Visit Intention
(Y2)

HS5 Cultural Attraction | 0.071 0.080 0.132 0.541 0.589
(X2) >

Visit Intention (Y2)
H6 Social Media | 0.310 0.324 0.119 2.611 0.009
Promotion (X3)

—> Visit Intention (Y2)
H7 City Branding (Y1) = | 0.497 0.473 0.171 2.908 0.004
Visit Intention (Y2)

Info: SM (Sample Mean), SD (Standart Deviasion), T (T-value), and P (Probability).

According to Schmidt & Osebold (2017), the value of T-statistics must be greater than T-table,
which is 1.96 (significance level = 5%) or p-value must be smaller than 0.05 to be significant.
In Table 7, mediation effect analysis is conducted to identify, explain and gain insight of the
mechanism or process that underlies an observed relationship between an in-dependent variable
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and a dependent variable via including a third hypothetical variable, known as a mediator
variable. There are two types of mediation involved in the analysis which are full mediation
and partial mediation. Full mediation occurs when the independent variable is no longer
significant when mediation is controlled. Partial mediation occurs when the mediator only
mediates part of the effect of the intervention on the outcome.

Table 8. Summary of Direct and Mediation Effect (Source: Calculating by SmartPLS v. 3.2.7).

Indirect Direct

Path Coef. P-values | Result Path Coef. P-values | Result

NA > CB > VI 0.162 0.035 Supported | NA 2 VI 0.031 0.853 Not Supported
CA>CB~> VI 0.219 0.016 Supported | CA > VI 0.071 0.589 Not Supported
SMP > CB > VI | 0.082 0.129 NS SMP > VI 0.310 0.009 Supported

Table 8 shows the value of the indirect effect on the mediating variables. The significance value,
also denoted as alpha or a, is the probability, while Hy is rejected if significance < 0.05. Based
on the table above, it shows that the significance level of the indirect effect on natural attraction
(X1) to visit intention (Y2) via city branding (Y1) is > 0.05 is accepted which means there is
no significant effect between one independent variable on the dependent variable, not
significant. Cultural attraction (X2) to visit intention (Y2) via city branding (Y1) is < 0.05
rejected, which means there is a significant effect between one independent variable on the
dependent variable. Social media promotion (X3) to visit intention (Y?2) via city branding (Y1)
is > 0.05 accepted, so there is no significant effect between one independent variable on the
dependent variable, not significant. Thus, it can be concluded that the relationship between
natural attraction and visit intention with city branding as the mediating variable is significant
with the probability of 0.035 (< 0.05). The relationship between cultural attraction and visit
intention with city branding as the mediating variable is significant with the probability of 0.016
(< 0.05) and the relationship between social media promotion and visit intention with city
branding as the mediating variable is significant with the probability of 0.129 (< 0.05). As the
result, city branding as a mediating variable is mediating between natural attraction and visit
intention, also city branding is mediating social media promotion and visit intention, city
branding only mediating cultural attraction and visit intention.

5. Conclusion

From the three independent variable which is natural attraction, cultural attraction, and social
media promotion, as the result of social media promotion that were not giving positive affect to
city branding, although city branding can give positive impact to the visit intention. Therefore,
the Sekadau Department of Cultural and Tourism must pay they truly attention toward social
media promotion development in order to provide development balance in the tourism industry
and create city branding of Sekadau. There are also recommendations on the results of the
variables related to the following, Natural and cultural attraction, on natural and cultural
attraction it is hoped that the government, especially the tourism and sports department of the
Sekadau Regency, can use and optimize well the factors of natural attraction because these
factors have a strong influence on the creation of city branding which can increase tourist visits.
City branding, on city branding. Ideally, the government will develop a brand for the city of the
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Sekadau Regency, which here is Lawang Kuari as the face of the Sekadau Regency, because
Lawang Kuari has advantages in terms of natural, cultural, and atmosphere, which makes it
different from other districts. Visit intention, it is hoped that the government will develop a
promotional system for tourist destination, this is done to increase tourist visits, especially
promotions through social media that can reach further potential tourists.

During the process of analysis of this research, the author found some limitations of this
research that will be mentioned, The sample of this study was collected with only 100
respondents, which could not be very accurate for explaining the real conditions because of
several reasons and circumstances. And, if the survey is greater than 100 respondents, running
SmartPLS will also be better. Few theoretical supports provide some limited space for exploring
this topic. More than that, this research has lacks resources and we hope for future studies can
add more variables and implement this topic in different places. A comparison between two or
more different destinations is strongly recommended. Lifestyle is one of the most significant
variables in this research. Hence, future studies can compare different lifestyles of each
generation. Further study can add more variables to determine the influence of natural
attraction, cultural attraction, and social media promotion as city branding factors toward visit
intention in case of Lawang Kuari as city branding/icon of Sekadau Regency.

References

Abruruman, A., Kumail, T., Sadiq, F., & Abbas, S. M. (2020). Influence of brand equity on
intentions to visit tourist destinations: The Case of United Arab Emirates outbound travellers.
International Journal of Innovation, Creativity and Change, 14(9), 624-644. Retrieved from
https://www.ijicc.net/images/Vol 14/Iss 9/14935 Aburumman_ 2020 E R1.pdf

Andersson, M., & Ekman, P. (2009). Ambassador networks and plac branding. Journal of Place
Management and Development, 2(1), 41-51. https://doi1.org/10.1108/17538330910942799

Anggraeni, R. (2020). Enhancing the revisit intention of nature-based tourism in Indonesia: The
role of memorable tourism experience and satisfaction. Management and Business Research
Quarterly, 11, 9-19. https://doi.org/10.32038/mbrq.2019.11.02

Anholt, S. (2007). Competitive identity: The new brand management for nations, cities and
regions. London: Palgrave Macmillan.

Anjomrouz, E., Dehyadegari, S., Hosseini, K., & Anjomrouz, H. (2021). The role of urban branding to
attract foreign tourists. Independent Journal of Management & Production, 12(1), 310-328.
https://doi.org/10.14807/ijmp.v12i1.1285

Basiya, R., & Rozak, H. A. (2012). Kualitas daya tarik wisata, kepuasan dan niat kunjungan kembali
wisatawan mancanegara di Jawa Tengah. Jurnal [llmiah Dinamika Kepariwisataan, 11(2), 1-12.
https://unisbank.ac.id/ojs/index.php/pdk1/article/view/1715

Bazneshin, S. D., Hosseini, S. B., & Azeri, A. R. K. (2015). The physical variables of tourist areas to
increase the tourists’ satisfaction regarding the sustainable tourism criteria: Case study of Rudsar
Villages, Sefidab in Rahim Abad. Procedia - Social and Behavioral Sciences, 201, 128-135.
https://doi.org/10.1016/j.sbspro.2015.08.141

FM I ¥y

Trmining
FORUM MANAJEMEN  EXgaS-F=10a ]
INDONESIA et torte -
KTRAMDA LML ©LIdTs

Published by:



Seminar Nasional EMI
FMI 2024 Manado . —

e-ISSN: 3026-4499

Prosiding Vol.2

5-7 November 2024

Bianchini, F., & Ghilardi, L. (2007). Thinking culturally about place. Place Branding and Public
Diplomacy, 3(4), 280-286. https://doi.org/10.1057/palgrave.pb.6000077

Benitez, J., Henseler, J., Castillo, A., & Schuberth, F. (2020). How to perform and report an impactful
analysis using partial least squares: Guidelines for confirmatory and explanatory IS research.
Information & Management, 57(2), 103168. https://doi.org/10.1016/j.im.2019.05.003

Boateng, G. O., Neilands, T. B., Frongillo, E. A., Melgar-Quifionez, H. R., & Young, S. L. (2018). Best
practices for developing and validating scales for health, social, and behavioral research: A primer.
Frontiers in Public Health, 6, 149. https://doi.org/10.3389/fpubh.2018.00149

Buncle, T. (2003). Destination branding — Caribbean tourism organization. Edinburgh: Yellow Railroad
United Kingdom.

Cahyani, N. A., & Yulianti, I. (2015). Pengaruh city branding terhadap keputusan kunjungan kembali ke
tempat tujuan wisata. Jurnal limiah Mahasiswa Fakultas Ekonomi dan Bisnis, 3(2), 1-12. Retrieved
from https://jimfeb.ub.ac.id/index.php/jimfeb/article/view/2291

Cater, C. L., Garrod, B., & Low, T. (2015). The encyclopedia of sustainable tourism. Oxfordshire: CABL

Chang, T. C., & Huang, S. (2005). Recreating place, replacing memory: Creative destruction at the
Singapore river. Asia Pacific Viewpoint, 46(3), 267-280. https://doi.org/10.1111/j.1467-
8373.2005.00285.x

Chatterjee, J., & Dsilva, N. R. (2021). A study on the role of social media in promoting sustainable
tourism in the states of Assam and Odisha. Tourism Critiques, 2(1), 74-90. https://doi.org/10.1108/TRC-
09-2020-0017

Chicco, D., Warrens, M. J., & Jurman, G. (2021). The coefficient of determination R-squared is more
informative than SMAPE, MAE, MAPE, MSE and RMSE in regression analysis evaluation. Peer.J.
Computer Science, 7, €623. https://doi.org/10.7717/peerj-cs.623

Collier, P. (2017). Culture, politics, and economic development. Annual Review of Political Science,
20(1), 111-125. https://doi.org/10.1146/annurev-polisci-051215-024720

Damanik, P. J. (2013). Pariwisata Indonesia: Antara peluang dan tantangan. Yogyakarta: Pustaka
Pelajar.

Deng, J., King, B., & Bauer, T. (2002). Evaluating natural attractions for tourism. Annals of Tourism
Research, 29(2), 422-438. https://doi.org/10.1016/S0160-7383(01)00068-8

Drosos, D., & Skordoulis, M. (2018). The role of environmental responsibility in tourism. Journal for
International Business and Entrepreneurship Development, 11(1), 30-39.
https://doi.org/10.1504/JIBED.2018.090019

Ferdinand, A. T., & Zuhroh, S. (2022). A study on socio-aesthetic value accentuation and marketing
performance: An SDL perspective. International Journal of Innovation Science, 14(2), 213-229.
https://doi.org/10.1108/1J1S-11-2020-0255

Gertner, D., & Kotler, P. (2004). How can a place correct a negative image?. Place Branding and Public
Diplomacy, 1(1), 50-57. https://doi.org/10.1057/palgrave.pb.5990004

Gilbert, D. (2011). Buried by bad decisions. Nature, 474(7351), 275-277.
https://doi.org/10.1038/474275a

FM I ¥y

Published by: Trmining
FORUM MANAJEMEN ity
INDONFESIA Ayt torte

.
KTRAMDA LML ©LIdTs



Seminar Nasional EMI
FMI 2024 Manado . —

e-ISSN: 3026-4499

Prosiding Vol.2

5-7 November 2024

Goeldner, C. R. & Ritcie, J. B. (2012). Tourism principles, practices, philosophies, 12" Ed. New Jersey:
John Wiley & Sons Inc.

Govers, R., Go, F. M., & Kumar, K. (2007). Promoting tourism destination image. Journal of Travel
Research, 46(1), 15-23. https://doi.org/10.1177/0047287507302374

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report the results
of PLS-SEM. European Business Review, 31(1), 2-24. https://doi.org/10.1108/EBR-11-2018-0203

Handayani, B., & Rashid, B. (2021). Examination of transport performance and authenticity on
behavioural intention. ASEAN Marketing Journal, 7(2), 109-118.
https://doi/org/10.21002/am;j.v7i2.5265

Heng, L., Ferdinand, A. T., Afifah, N., & Ramadania, R. (2020). Service innovation capability for
enhancing marketing performance: An SDL perspectives. Business: Theory and Practice, 21(2), 623-
632. https://doi.org/10.3846/btp.2020.12163

Henseler, J., Ringle, C. M., & Sinkovics, R. R. (2009). The use of partial least squares path modeling in
international marketing. In Sinkovics, R.R. and Ghauri, PN. (Ed.) New Challenges to International
Marketing (Advances in International Marketing, Vol. 20), Emerald Group Publishing Limited, Bingley,
pp. 277-319. https://doi.org/10.1108/S1474-7979(2009)0000020014

Hussain, S., Fangwei, Z., Siddiqi, A., Ali, Z., & Shabbir, M. (2018). structural equation model for
evaluating factors affecting quality of social infrastructure projects. Sustainability, 10(5), 1415.
https://doi.org/10.3390/sul0051415

Hussein, A. S. (2020). City branding and urban tourist revisit intention: The mediation role of city image
and visitor satisfaction. [International Journal of Tourism Policy, 10(3), 262-279.
https://doi.org/10.1504/1JTP.2020.111291

Indriani, F., & Magnadi, R. H. (2011). Peran perguruan tinggi dalam membangun city branding Kota
Semarang: Sebuah wacana untuk mendorong perekonomian daerah. Proceedings of the National
Seminar on Building City Branding for the City of Semarang, pp. 169-181. Universitas Diponegoro,
Indonesia. Retrieved from http://eprints.undip.ac.id/35616/

Jacobsen, J. Kr. S., & Munar, A. M. (2012) Tourist information search and destination choice in a digital
age. Tourism Management Perspectives, 1, 39-47. http://dx.doi.org/10.1016/j.tmp.2011.12.005

Johnson, P., Nicholls, S., Student, J., Amelung, B., Baggio, R., Balbi, S., Boavida-Portugal, 1., de Jong,
E., Hofstede, G. J., Lamers, M., Pons, M., & Steiger, R. (2017). Easing the adoption of agent-based
modelling (ABM) in tourism research. Current Issues in Tourism, 20(8), 801-808.
https://doi.org/10.1080/13683500.2016.1209165

Jojic, S. (2018). City branding and the tourist gaze: City branding for tourism development. European
Journal of Social Science Education and Research, 5(3), 150-160. Retrieved from
https://revistia.com/index.php/ejser/article/view/6686

Jusak, U., Umar, N., Suharyono, S., & Andriani, K. (2018). Measuring the revisit intention using city
branding concept. Russian Journal of Agricultural and Socio-Economic Sciences, 77(5), 219-228.
https://doi.org/10.18551/rjoas.2018-05.27

Kantzoura, E., & Mitoula, R. (2016). Cultural tourism and cultural routes. As a case study: the city of
Trikala. Sustainable  Development, Culture, Traditions  Journal, 1(A), 80-94.

FM I ¥y

Published by: Trmining
FORUM MANAJEMEN ity
INDONFESIA Ayt torte

.
KTRAMDA LML ©LIdTs



Seminar Nasional EMI
FMI 2024 Manado . —

e-ISSN: 3026-4499

Prosiding Vol.2

5-7 November 2024

https://doi.org/10.26341/issn.2241-4002-2016-1a-7

Kasapi, 1., & Cela, A. (2017). Destination branding: A review of the city branding literature.
Mediterranean Journal of Social Sciences, 8(4), 129-142. . https://doi.org/10.1515/mjss-2017-0012

Kavaratzis, M. (2004). From city marketing to city branding: Towards a theoretical framework for
developing city brands. Place Branding and  Public  Diplomacy, 1(1), 58-73.
https://doi.org/10.1057/palgrave.pb.5990005

Kavaratzis, M., & Ashworth, G. J. (2005). City branding: An effective assertion of identity of a transitory
marketing trick. Tijdschrift voor Economische en Sociale Geografie, 96(5), 506-514.
https://doi.org/10.1057/palgrave.pb.5990056

Kavaratzis, M., & Ashworth, G. J. (2007). Marketing the city of Amsterdam. Cities, 24(1), 16-25.
https://doi.org/10.1016/j.cities.2006.08.007

Khoi, B.H., Van Tuan, N. (2018). Using SmartPLS 3.0 to analyse internet service quality in Vietnam.
In: Anh, L., Dong, L., Kreinovich, V., Thach, N. (eds) Econometrics for Financial Applications.
ECONVN 2018. Studies in Computational Intelligence, vol 760. Springer, Cham.
https://doi.org/10.1007/978-3-319-73150-6_34

Kotler, P., & Keller, K. L. (2008). Marketing management, 1 2™ Edition. Jakarta: Index.

Kotler, P., & Kevin, K. L. (2012). Marketing management, 13" Edition. New Jersey: Prentice Hall
Perason.

Kotler, P., & Amstrong, G. M. (2016). Principles of marketing. Boston: Pearson Education Limited.

Kummitha, R. K. R., & Crutzen, N. (2017). How do we understand smart cities? An evolutionary
perspective. Cities, 67, 43-52. https://doi.org/10.1016/j.cities.2017.04.010

Kusumawati, A., Rahayu, K. S., & Putra, E. W. (2022). Antecedents customer decision to visit
Yogyakarta as special regions in Indonesia. Cogent Business & Management, 9(1), 2050062.
https://doi.org/10.1080/23311975.2022.2050062

La Rocca, R. A., & Fistola, R. (2017). Driving functions for urban sustainability: The double-edged
nature of urban tourism. International Journal of Sustainable Development and Planning, 12(3), 425-
434. https://doi.org/10.2495/SDP-V12-N3-425-434

Laaksonen, P., Laaksonen, M., Borisov, P., & Halkoaho, J. (2006). Measuring image of a city: A
qualitative approach with case example. Place Branding and Public Diplomacy, 2(3), 210-219.
https://doi.org/10.1057/palgrave.pb.5990058

Lang, C-T., O'Leary, J. T., & Morrison, A.M. (1997). Distinguishing the destination choices of pleasure
travelers from Taiwan. Journal of Travel & Tourism Marketing, 6(1), 21-40.
https://doi.org/10.1300/J073v06n01_03

Lewis, H., Schrier, T., & Xu, S. (2022). Dark tourism: motivations and visit intentions of tourists.
International Hospitality Review, 36(1), 107-123. https://doi.org/10.1108/IHR-01-2021-0004

Lim, Y., Chung, Y., & Weaver, P. A. (2012). The impact of social media on destination branding:
Consumer-generated videos versus destination marketer-generated videos. Journal of Vacation
Marketing, 18(3), 197-206. https://doi.org/10.1177/1356766712449366

FMI may

Published by: Trmining
FORUM MANAJEMEN ity
INDONFESIA Sk forte

.
KTRAMDA LML ©LIdTs



Seminar Nasional EMI
FMI 2024 Manado . —

e-ISSN: 3026-4499

Prosiding Vol.2

5-7 November 2024

Liu, A., Fan, D. X. F., & Qiu, R. T. R. (2021). does culture affect tourism demand? A global perspective.
Journal of Hospitality & Tourism Research, 45(1), 192-214.
https://doi.org/10.1177/1096348020934849

Lucarelli, A., & Berg, P. O. (2011). City branding: a state-of-the-art review of the research domain.
Journal of Place Management and Development, 4(1), 9-27.
https://doi.org/10.1108/17538331111117133

Lucas, P. H. C. (1985). How protected areas can help meet society's evolving needs. In National parks,
conservation, and development. The role of parks protected areas in sustaining society. Proceedings of
the World Congress on National Parks, Bali, Indonesia, 11-12 October 1982 (pp. 72-77). Smithsonian
Institution Press.

Maharani, H. M., & Setyowardhani, H. (2019. Contribution of cultural event to the visitor’s intention to
revisit and recommend tourist destination case study: Dieng culture festival, Central Java, Indonesia.
Journal of Southeast Asian Research, 2019, 543772. https://doi.org/10.5171/2019.543772

Malhotra, N. K. (2019). Marketing research: An applied orientation, 7" Edition. New Jersey: Pearson
Education.

Malik, M. 1., Wilopo, W., & Mawardi, M. K. (2016). Pengaruh city branding “The Soul of Madura” dan
motivasi wisatawan terhadap keputusan berkunjung Ke Kabupaten Sumenep. Jurnal Administasi Bisnis,
37(1), 73-79. Retrieved from https://media.neliti.com/media/publications/87148-ID-pengaruh-city-
branding-the-soul-of-madur.pdf

Marzuki, A., Khoskam, M., Mohamad, D., & Kadir, I. A. (2017). Linking nature based attraction-
satisfaction. Anatolia, 28(1), 96-99. https://doi.org/10.1080/13032917.2016.1277432

Memon, A. H., & Rahman, . A. (2014). SEM-PLS analysis of inhibiting factors of cost performance for
large construction projects in Malaysia: Perspective of clients and consultants. The Scientific World
Journal, 2014(1), 165158. https://doi.org/10.1155/2014/165158

Middleton, V. (1989). Tourist product. In F. S. Witt & L. Moutinho (Eds.), Tourism marketing and
management handbook, pp.572-576. London: Prentice Hall.

Moilanen, T., & Rainisto, S. (2009). How to brand nations, cities, and destinations: A planning book for
place branding. New York: Palgrave Macmillan.

Musa, G., & Dimmock, K. (2012). Scuba diving tourism introduction to special issue. Tourism in Marine
Environments, 8(1-2), 1-5. https://doi.org/10.3727/154427312X13262430523947

Ng, S. 1, Lee, J. A., & Soutar, G. N. (2007). Tourists’ intention to visit a country: The impact of cultural
distance. Tourism Management, 28(6), 1497-1506. https://doi.org/10.1016/j.tourman.2006.11.005

Oguztimur, S., & Akturan, U. (2015). Synthesis of city branding literature (1988-2014) as a research
domain. International Journal of Tourism Research, 18(4), 357-372. https://doi.org/10.1002/jtr.2054

Panjaitan, H. (2020). City branding strategy, in order to show the City of Batu as a tourist destination in
Indonesia.  Journal of Environmental Management and  Tourism, 4(44), 863-873.
https://doi.org/10.14505/jemt.v11.4(44

Pilinkiene, V., Kurschus, R-J., & Auskalnyte, G. (2013). E-business as a source of competitive
advantage. Economics and Management, 18(1), 77-85. https://doi.org/10.5755/j01.em.18.1.3669

FM I ¥y

Published by: Trmining
FORUM MANAJEMEN ity
INDONFESIA Ayt torte

.
KTRAMDA LML ©LIdTs



Seminar Nasional EMI
FMI 2024 Manado . —

e-ISSN: 3026-4499

Prosiding Vol.2

5-7 November 2024

Purwanto, U., & Soliha, E. (2017). Infuence of city branding, brand identity, and brand image on visiting
decision to  Pekalongan City. Jurnal Bisnis dan  Manajemen,  18(02), 34-45.
https://doi.org/10.24198/jbm.v18i1.40

Rahmawati, R., Ratnasari, S. L., Hidayati, T., Ramadania, R., & Tjahjono, H. K. (2022). What makes
Gen Y and Z feel stressed, anxious and interested in doing social tourism when pandemic?. Cogent
Business & Management, 9(1), 2084973. https://doi.org/10.1080/23311975.2022.2084973

Ramadania, R., Fatih, Y.A., Darma D.C., & Fauziah, F. (2021). Millennials and traveling to domestic
destination. GeoJournal of Tourism and Geosites, 35(2), 398—405. https://doi.org/10.30892/gtg.35218-
664

Ramadania, R., Rosnani, T., Fauzan, R., & Darma, D. C. (2021). The study of perceived risk and e-
service convenience towards satisfaction and trust of online academic users in Indonesia. International
Journal of Media and Information Literacy, 6(2), 387-395. https://doi.org/10.13187/ijmil.2021.2.387

Sarstedt, M., Ringle, C.M., Hair, J.F. (2017). Partial least squares structural equation modeling. In:
Homburg, C., Klarmann, M., Vomberg, A. (eds) Handbook of Market Research. Springer, Cham.
https://doi.org/10.1007/978-3-319-05542-8 15-1

Sarstedt, M., Ringle, C. M., Cheah, J.-H., Ting, H., Moisescu, O. 1., & Radomir, L. (2020). Structural
model  robustness checks in  PLS-SEM.  Tourism  Economics, 26(4), 531-554.
https://doi.org/10.1177/1354816618823921

Sarstedt, M., Radomir, L., Moisescu, O. I., & Ringle, C. M. (2022). Latent class analysis in PLS-SEM:
A review and recommendations for future applications. Journal of Business Research, 138, 398-407.
https://doi.org/10.1016/j.jbusres.2021.08.051

Schmidt, J.-S., & Osebold, R. (2017). Environmental management systems as a driver for sustainability:
State of implementation, benefits and barriers in German construction companies. Journal of Civil
Engineering and Management, 23(1), 150-162. https://doi.org/10.3846/13923730.2014.946441

Seetanah, B., Teeroovengadum, V., & Nunkoo, R. (2020). Destination satisfaction and revisit intention
of tourists: Does the quality of airport services matter?. Journal of Hospitality & Tourism Research,
44(1), 134-148. https://doi.org/10.1177/1096348018798446

Seisdedos, G., & Vaggione, P. (2005). The city branding processes: The case of Madrid. The 41"
IsoCaRP Congress 2005, pp. 1-10, Madrid, Spain. Retrieved from
https://www.isocarp.net/Data/case_studies/658.pdf

Sekaran, U., & Bougie, R. (2014). Research methods for business: A skill-building approach, 6™ Ed.
Haddington: John Wiley & Sons.

Singh, P. (2013). P value, statistical significance and clinical significance. Journal of Clinical and
Preventive Cardiology, 2(4), 202-204. Retrieved from https://www.jcpcarchives.org/full/p-value-
statistical-significance-and-clinical-significance-121.php

Soteriou, E. C., & Coccossis, H. (2010). Integrating sustainability into the strategic planning of national
tourism organizations. Journal of Travel Research, 49(2), 191-205.
https://doi.org/10.1177/0047287509336472

Stanov¢i¢, T., Manojlovi¢, M., & Perovic, D. (2021). The relationship between cultural tourist
experience and recommendation intention: empirical evidence from montenegr. Sustainability, 13(23),

FM I ¥y

Published by: Trmining
FORUM MANAJEMEN ity
INDONFESIA Ayt torte

.
KTRAMDA LML ©LIdTs



Seminar Nasional EMI
FMI 2024 Manado . —

e-ISSN: 3026-4499

Prosiding Vol.2

5-7 November 2024

13144. https://doi.org/10.3390/sul132313144

Stefanos, K., & Nedelea, A. (2009). Economic factors affecting tourism marketing in Greece.
International  Journal of  Leisure and Tourism Marketing, 1(1), 87-100.
https://doi.org/10.1504/1JLTM.2009.021993

Subawa, N. S., Widhiasthini, N. W., Astawa, 1. P., Dwiatmadja, C., & Permatasari, N. P. 1., (2021). The
practices of virtual reality marketingin the tourism sector, a case study of Bali, Indonesia. Current Issues
in Tourism, 24(4), 1-12. https://doi.org/10.1080/13683500.2020.1870940

Suchaina, S. (2014). Pengaruh kualitas fasilitas sarana dan prasarana terhadap peningkatan jumlah
pengunjung wisata Danau Ranu Grati. Jurnal Psikologi: Jurnal limiah Fakultas Psikologi Universitas
Yudharta Pasuruan, 2(2), 89-109. Retrieved from https://jurnal.yudharta.ac.id/v2/index.php/ILMU-
PSIKOLOG//article/view/1072

Sudiarta, I. N., & Suardana, W. (2016). Tourism destination planning strategy: Analysis and
implementation of marketing city tour in Bali. Procedia - Social and Behavioral Sciences, 227, 664-
670. https://doi.org/10.1016/j.sbspro.2016.06.130

Sweeney, S., & Craig, R. (2011). Social media for business — 101 ways to grow your business. Florida:
Maximum Press.

Szubert, M., Warcholik, W., & Zemta, M. (2021). Destination familiarity and perceived attractiveness
of four polish tourism cities. Sustainability, 14(1), 128. https://doi.org/10.3390/su14010128

Tavakol, M., & Dennick, R. (2011). Making sense of Cronbach's alpha. International Journal of Medical
Education, 2, 53-55. https://doi.org/10.5116/ijme.4dfb.8dfd

The UKEssays. (2018). The nature based attraction. Retrieved from
https://www.ukessays.com/essays/tourism/the-nature-based-attraction-tourism-essay.php?vref=1

Tongco, M. D. C. (2007). Purposive sampling as a tool for informant selection. Ethnobotany Research
and Applications, 5, 147-158. Retrieved from
https://ethnobotanyjournal.org/index.php/era/article/view/126

Trizano-Hermosilla, 1., & Alvarado, J. M. (2016). Best alternatives to Cronbach's alpha reliability in
realistic conditions: Congeneric and asymmetrical measurements. Frontiers in Psychology, 7, 769.
https://doi.org/10.3389/fpsyg.2016.00769

Valentine, P. S. (1992). Review: Nature-based tourism. In B. Weiler, & C.M. Hall (Eds.), Special interest
tourism (pp. 105-127). London: Belhaven.

Vasiliu, C. (2007). Good practices in information transparency field Metro Group A.G. Case. The
Amfiteatru Economic Journal, 9(22), 206-208. Retrieved from
http://www.biblioteca.ase.ro/downres.php?raf=1038

Won, J., Lee, J. Y., & Jun, J. W. (2020). Influences of SNS (social network service) uses and musical
consumption on city branding: A focus on broadway, New York and the West End, London.
Sustainability, 12(9), 3856. https://doi.org/10.3390/su12093856

Xiang, Z., & Gretzel, U. (2010). Role of social media in online travel information search. Tourism
Management, 31(2), 179-188. http://dx.doi.org/10.1016/j.tourman.2009.02.016

Yananda, M. R. & Salamah, U. (2014). Branding tempat: Membangun kota, kabupaten, dan provinsi

FM I ¥y

Published by: Trmining
FORUM MANAJEMEN ity
INDONFESIA Ayt torte

.
KTRAMDA LML ©LIdTs



Seminar Nasional EMI
FMI 2024 Manado ——

e-ISSN: 3026-4499

Prosiding Vol.2

5-7 November 2024

berbasis identitas. Jakarta: Makna Informasi.

Zali, N., Zamani-Poor, M., & Arghash, A. (2014). Analyzing the identity aspect of cultural heritage of
Isfahan City from the viewpoint of visitors with the aim of city branding. Anuario do Instituto de
Geociéncias, 37(2), 206-215. https://doi.org/10.11137/2014 2 206 215

Zinaida, R. S., Sunarto, S., & Sunuantari, M. (2020). City branding of Palembang:
Understanding cultural identification through logo and tagline. International Journal of
Communication and Society, 2(1), 30-40. https://doi.org/10.31763/ijcs.v2i1.106

Copyrights

Copyright for this article is retained by the author(s), with first publication rights granted to the
journal.

This is an open-access article distributed under the terms and conditions of the Creative
Commons Attribution license (http://creativecommons.org/licenses/by/4.0/)

671

FMI

FOBRUM MANAJEMEN
INDONESIA

Published by:




