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Abstract:
The purpose of this research is to demonstrate the connection between destination brand awareness, brand image, brand
quality, and brand value in terms of improving visitor satisfaction in Lombok Istand as the world's best halal tourism
destination. The researcher presents a new model and discusses the idea of a new brand value destination indicator. From
the results of model testing, 250 respondents were selected using the convenience sampling technique and the WarpPLS
program. The findings indicated that the study model was accepted, with an R? of 86.6 percent. The presented model
mmmmmwua-mmmm-amdwmmmumnm
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Introduction o
According to Indonesian Tourism Law No. 10/2009, tourism encompasses a variety of tourism activities that Deleted: tourist
are supported by a variety of and g facilities and services. The national tourism
hduﬂrymsphyodammmmym m.mmnmwmn
foreign currency profits, regional revenue, regional as well as and
development. In 2018, mmmwmusomzsummmammmmwuo
percent to GDP. Halal tourism is a new product in the tourist industry. The phrase halal tourism became popular

in 2015 when the Workd Halal Tourism Summit (WHTS) was held in Abu - Unied Arab P -

tourism was referred to only as a Muslim tour. WHTS hopes to demonstrate via this event that halal tourism has a
significant market share and must be continually promoted. The growing population and Muslim visitors provide
excellent possibilities for halal tourism

is an island that has been promoted as a halal tourism B g is one of the
techniques used to position an area in the region and internationally. &muum‘sw Mhelp_s

market all of the region's activities, particularly its tourist and cultural potential. Islamic branding in three distinct

ways: via compliance (Islamic brands by religion or halal brands), through the origin, and consumers (Alserhan
2010).

Many branding terms are used as the designation of certain regions in Indonesia, such as “Paris van Java"
for Bandung, "The Sunrise of Java" for Banyuwangi, “Istand of the Gods® for Bali Island, and “Island of a
Thousand Mosques" for Pulau Lombok, among others. An area is fundamentally different from a nation, in that it

thqmnMamummmwmumwuwm The community is

still unsure if this is a g initiative designed to make the region renowned, or whether it is
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developed hexagon branding to assess the efficacy of city branding on six dimensions: presence, potential,
, people, pulse, and requirement.

Typically, branding is centered on phrases that encapsulate an area's distinct personality. The island's
branding could potentially be extended to all aspects of government and design. For instance, if an area has a
reputation for halal tourism, regional laws such as Perda Provinsi NTB in the year 2016 on Halal Tourism may be
enacted to promote halal tourism.

Local administrations on the island of Lombok use branding to promote tourism on the island and its

§

tactics,
mmn:mmwnmawmnmmm
development.

According to (Valentina et al. 2015), visitor satisfaction may influence a variety of behaviors,
customer retention and word of mouth. Global tourist satisfaction is stated to be evaluated empirically using a
partial satisfaction index. As a result of this research, it is clear that tourist pleasure is contingent on a
complicated process in which each player plays a critical role and must work in concert with the others.

According to (Hussein 2013), mmmmm the idea of value has been critical and relevant
to contemporary "] and has often been cited as a “top research topic.” Today's

additional *‘hn-nuummwwm in general, is a notion
that has practical consequences for marketing management, as it relates to attracting new customers and
maintaining a customer satisfaction base. Meanwhile, (Shafaei and Mohamed 2015) said that at least five Islamic
mmmmuummnm-m Mmmmmmm
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1. Literature Review

The phrase halal tourism began to gain popularity in recent years. Halal tourism is not limited to religious
sites, but also to public spaces that preserve adab as a Muslim area and offer amenities and services to Musiim
visitors. (Shakiry 2006) asserts that the term “halal tourism” does not refer only to religious tourism but
encompasses all elements of tourism that adhere to Islamic religious principles. (Halbase 2015) describes halal

tourism as: "Offering tour tailored especially to Muslim visitors' requirements.” (Jafari and

smzou)aesamosmmasuwammmmmmmw:
standards and sufficiency. (Carboni and Idrissi Janati 2016) describe halal tourism as “tourism that adheres to
Islamic principles and involves other Muslims who want to travel according to their religious practices.” Thus,
halal tourism's fundamental components include halal food, halal transportation, halal hotels, halal logistics,

Destination marketing attempts to enhance destination recognition via the development of a distinctive brand
(David A. Aaker 1996; Milman and Pizam 1995). Brand awareness is a measure of a brand’s power in the minds

MAC
mention your purpose of this research in the last paragraph
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brand and a crtical of brand equity. The term “brand" refers to the degree 1o which an
individual is aware of the objective of a certain travel scenario and is often assessed without help or awareness or
as Aided brand recall (David A. Aaker 1996; Keller 2008; Li, Petrick, and Zhou 2007).

Brand awareness is inextricably linked to brand power, with the brand's existence and footprint in the minds
of consumers resulting in their ability to recognize and identify brands in a variety of market circumstances
(O'Guinn, Allen, and Semenik 2009).

The brand image literature is very scarce conceming customer self-concept. Not just in terms of connecting

self-concept theory to brand image, but also in terms of identifying concepts that have not stayed constant over
ammmammmmmmmmnmmm»
have lost its worth and richness as a result of misuse and overuse (Tasci, Gartner, and Cavusgil 2007; Hosany,
Ekinci, and Uysal 2006).

The term “brand image" refers to “the consumer’s impression of a brand as reflected in the brand association
stored in the consumer's memory” (Kevin Lane Keller 1993). When utiized effectively, a brand may stay
emotionally and intellectually imprinted on a consumer (David A. Aaker 1996). This is because a brand provides
customers with critical information about a product or service, acting as a “cognitive shortcut” to a quality
viewpoint. As a result, it is seen as an asset for the company and, when utilized correctly, may provide a
competitive advantage (O'Neill and Mattila 2004).

Developing a clear and solid definition of the idea is critical because it dictates the nature of the research
question, technique, and approach to the interpretation of the results in connection to the research process.
According to the remarks above, the brand image has been developed in a variety of ways by many specialists.

Brand quality is a critical brand attribute that may be quantified as a component of brand equity (D.A Aaker
and Biel 1992; K.L Keller 2008). A perceived quality position is an unbeatable competitive advantage. (D.A Aaker

and Biel 1992) defines perceived quality as a customer's impression of a product's or service's overall quality or

excellence conceming its intended purposes. (K.L Keller 2008) cites perceived quality as the most critical factor in
determining a brand's worth for consumers, owing to its intrinsic nature in many approaches to brand equity. (D.A
Aaker and Biel 1992; Abbasi and Roosta 2014) highlighted the importance of perceived quality, affiliation, and
well-known names in motivating consumers to purchase goods or services, affecting their degree of use
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advantages. Destination brand satisfaction is based on four (Kotier and Keller 2016) factors, namely satisfaction
with a tourist with with service, and satisfaction with security.

3. Results and Discussion|
3.1 Descriptive Data Analysis

MAC
the authors only mentioned the result without any research
implication practically or theoretically. moreover, please adc
your research contribution. This section also gged an
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..................................... wmw

) percent of respondents were male, while "1 sAC

36.8 percent were female. If they are classified by age, there are 14.4 percent of respondents aged 17-30 years is this enough?
and 50.4 percent of respondents aged 41-60 years. If they are categorized according to education level, there are

Volume XI, Issue 3(43) Summer 2020

on the destination brand value, with a set value of 0.069 and a p-value of 0.061. This demonstrates that MAC
hypothesis 2 is invalid. Brand quality has a 0.348 impact on the destination brand value, with a SE of 0.066 and a |
p-value of 0.000. Destination brand value has a 0.930 impact on destination satisfaction, with a SE of 0.059anda
p-value of 0.000. This demonstrates that hypotheses 3 and 4 are true. The coefficient of determination (R?) was I
found to be 86.6 percent (See Figure 2).

Conclusion
Satisfaction with the destination brand refers to visitors' feelings about the tourist attraction they visited.

Destination brand satisfaction refers to the sensation of being pleased or disappointed by someone as a
consequence of comparing a tourist attraction's perceived performance to its expectations.

This study can introduce and develop the notion of destination brand value as a useful intervening

variable. It demonstrates the theoretical conclusion that the destion brand value is the primary predictor of visitor
pleasure when they visit tourist attractions. A tourist attraction's destination brand image has no bearing on its

MAC
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destination brand value. This research also explains the function of destination brand value as a mediator in the
connection between destination brand awareness, brand quality, and destination brand satisfaction. In regard MAC
tRegardingation brand value, it reinforces the accomplishment of visitor pleasure. This implies that when visitors Deleted: 0 the destin
decide to visit tourist attractions, they will also evaluate the destination brand value of each of these attractions,
as by four cost-effectiveness, enjoyment, and obtaining advantages.

These results have practical consequences for tourism managers, indicating that they should pay attention
to and enhance their destination's brand image, which has not yet had a significant effect on destination brand
value. This may be accomplished through increasing brand recognition and establishing competitive advantages mlllcl-m
that can be utilized to persuade visitors to visit toutourisitractions on the isiand of Lombok. g
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destination. The researcher presents a new model and discusses the idea of a new brand value destination indicator. From
the results of model testing, 250 respondents were selected using the convenience sampling technique and the WarpPLS
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partial satisfaction index. As & result of Tus research, I s Clear Pt Turst pleasure is contingent on 3
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cusine for Musims. the presence of mdgencus Musim populations. state stabildy and securty. and riemet

However, research i e area of consumer and trand vale § often dsorted and dnven by economic.

safisfacion, el
brand values. were explored and evaluated wih shudents n Saud Aaba According 1 research results and

Abdel (2013) bolsters e noton of customer-dased brand equly and demonsiaies I8 use In fourst
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Desunatcn manvetng semts
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Swareness. which places the brand foremost i B Cusiomers mind for cnaded recal
Promotional materals are utized 10 estabish renfrce. Or after e destnation’s mage Ths knd of

acton. Konecnik and Gartrer n terms of e nofion has been

brand swareness and & criical component of beand eguly. The ferm “brand” relers 10 e degree 1 which an
ooy etorposdhionr
5 Aded brand recal (Dawd A Askes 1956; Keller 2008: L Petick, and Zhou 2007)

Brang awareness & inexvicatly irked 1o brand powsr, Wi e brand’s existence and ot In e

abley vanety
(0'Guinn, Allen, and Semeni 2005).

stayed constant over decades (Do and Zekhan 1990). Researchers conduct foundation analysis in order ©
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snce they consder the word brand mage msuse and overuse
(Tasc, Gartner, and Cavusgh 2007 Hosany. Exinc, and Uysal 2006).
The term “drand image’ refers 1o e consume’s of 2 brand 25 refleced i e band
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and well-inown names m molvating consumens b puchase goods or services. aflecing her degree of use
$305%acton and fosterng brand koyaty

or squy. compeny’s conpeliive
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1988, Sweeney and Wyder 2002. Petick,
Priviched, and Smith 2002). Experts have started 1o consider he mportance of 2 mulidmensional value
viewpont and s ConNection 1o other POSL-CoNSUTPon Categones Such as satsfacton and betavioral mlention
(Murphy, Pritchard. and Sméth 2000. Petrick, Pritvitched. and Smith 2002). Similarty, Kwun and On 2004 Botesl
and Cromplon (1996) claimed hat percerved value aflects prepurchase behawvior and post-purchase
recommendatons and repurchases.
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Customer s30sfacton wiih 3 brand refers 10 The Gegree 1D which 3 Consumer § satisted o 3 pardcuar
brand. Kotier and Keller (20%6) define saisfaction as the emotional response B somecne’s happiness or

Figure 1. Research Framewon
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dsagpportment a3 3 consequence of COMPANNg e products performance 1o s expectations. According ©
Kagterer (2008). the premary Gfference experience
and expectations, and beand postioning affects customer expectations. Thus, destination brand satisfacton

o dsapporiment i somecne a5 & unce of cong
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consequence of companng 3 fourist afracton's performance o its
expectations (Midleton 2001, Blain, Levy. and Richie 2005, Kim of ol 2009).
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I they are categonzed acconding 1o education level, Bare are 336 percent who have completed high

‘school, 20.8 percent have a junior igh school diploma, 248 percent have 2 bachelor's degree. and 9.6 percent

have ¥vatrs ke

316 percent of respondents. prvae workers make W 348 percent. government employees make up 2404
percent. and students make & 9 2 percant.
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Tatle 5. Rulatity Test Resuty.

Nete:
Des_be * Destination Brand Awarenass: Dos i = Brand image. Des b = Brand Qualty: Des_be * Destination Brand
Vilun: Dos_be + Destiation Srand Satufacton

Accordeg 1 e output fdngs in Table S, al shady variables have & campost relabity value higher han
o7 fan 06, accastatie

36 Evaiuation of the Goodness of Fit Model

The APC value is 0.430, Do ARS valoe 5 0778, e of0.001,
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e Average block VIF (AVIF) and.

e Average 1 colinearty VIF (AFVIF) are employed. ““—.~-‘l‘ldiﬂ
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2 SE of 0.063 and a pvalue of 0000 This demonstrates fat hypofesis 15 tue. Brand image has 2 0.108
l—!ﬁn~ﬂ~“l-“°~~lml.m| Thes demonstrates that
hypothess 2 is inalid wih 2 SE o 0.086 and &

formation and promotion trough advertsng. & & Crica 1o constanty offer excebent senice 1o VNS VisEng
tounst stes, ensurng at Tutsts feel safe and secure whike enpoying the scenery and beauty of toursm In
Lombok

Numerous studes have shown Bt brand mage has 3 favoradle mpact on destnaton brand vale. bt
o

Shdy g Gflerert. The mepe

‘brand. Thes
ot the pamary element evaliated Thus, & may be concluded Pt when wstons decde 10 on 3 YD, Pey wil
destration’s trand mage
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Image among customens. This may be accomplished by engagng in 2 vanety of actviles on 8 consisient and

For instance, et

supporting

The empirical fndngs indicate hat e ousst drand's quallty has an Impact on e destnation's brand
ﬂhnmdu‘“e—-nm“a‘nndnm
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obects As Ia—.b
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Reratre, Por has
fn, and indicators of cbtaning benelts a5 indicators of destination brand vakue vadables. Ths research
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brand value on destination brand safisiacion, s explans why founsSs have responded posiively fo e
desSnation brand value of ourist objects on e isiand of Lombok. Such hat when sl choose touist
atractions, destination band value is one of e fBctrs Pey consider. Thus, it & appropriate for Lombok's
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wih each vsit

s
wel 23 detween brand Quaity and saisiacton. Trough destnaton brand value This nticates that the vanabie
Gestnation brand value makes a0 excelent riermedary vanabie CoTRUING 10 Te relatonshp between

Conclusion
Satisfaction wih e destnation brand relers 1 visiory' feslings about the fourist attacion they visted
Destnation band safistaction refers © the sensaion of being pleased or disappointed by somecne 35 3

This study is able © nroduce and develop e nolion of Gestnation brand value 23 3 useld intervening
variable. R demonsirates the Mecrefical conchusion hat e destination brand value & e primary predictor of
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in Universitas Istam Neged (UIN) Mataram, pariculary 1o all
lecturers of e Faculty of isiamic Economics and Business. We hope ths aricie would motiate all lecturers in
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