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ABSTRACT

This study aims to investigate the brand equity of Banyuwangi city as a natural tourism
branding. The questionnaire data is obtained from 160 local tourists who have traveled to
Banyuwangi. Hypothesis testing is done by using a structural equation model. The results
show that of the eleven hypotheses, nine hypotheses are supported, and two hypotheses are
not. The supported hypotheses are the influence of destination brand awareness on destination
brand image and overall destination brand equity; the effects of destination brand image on
destination perceived quality, destination brand loyalty, and overall destination brand equity;
and the influence of destination perceived quality on destination brand loyalty. Meanwhile,
the two unsupported hypotheses are the effects of destination brand awareness on destination
perceived quality and the effects of destination perceived quality on overall destination brand

equity.
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1 INTRODUCTION

Prior to the Covid-19 pandemic, the service
sector was growing exponentially around the
world. In Asia, significant growth trends
were seen considering traveler visits to nu-
merous destination brands. However, these
brands face challenges that require careful
consideration from academics and experts.
Branding is essential for the development of
a destination brand. Over the years, branding
has been used to differentiate one company's
products and services from its competitor.
However, the concept of destination brand-
ing arose as a discipline for marketing
scholars in the late 1990s. Branding re-
searchers are starting to highlight a variety
of destination branding issues. Many studies
support the idea that branding principles can
be replicated for studying destination brands
(Kashif et al. 2015).

Research on destination branding begins
with brand equity. The four main dimen-
sions of brand equity, namely brand aware-

ness, brand association, perceived quality,
and brand loyalty, have attracted academics
and marketing practitioners. This shows that
substantial brand equity signifies that cus-
tomers have high brand awareness, preserve
a preferred brand image, and believe that the
brand has top quality and trustworthiness.
Nevertheless, the involvement of individual
dimension to inclusive brand equity may
vary. It is also determined by the condition
of the business, target market, brand, and
circumstances.

Certain brands may have different values
in varied nations because the market envi-
ronment might vary from nation to nation.
Tran et al. (2019) use the Aaker model to de-
termine the contribution to the overall brand
equity under specific circumstances. Brand
equity has been considered for tourism pur-
poses, which conjoin multiple products (ser-
vices) from different providers. This is af-
fected by many factors, such as food and
beverages, attractions, accommodation, and
tourism policies.
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Konecnik & Gartner (2007) conduct the
early research of brand equity destinations.
Research on destination brand equity is in-
creasing and, to a large extent, applies
Aaker's (1991) brand equity model. Howev-
er, only a few findings have concurrently
observed the causal relationship between
these components and their effects on termi-
nus' brand equity as a whole (Tran et al.
2019).

Branding in the tourism industry has be-
come an essential element; therefore, tourist
destination owners must pay attention to the
brands of their tourist destinations to in-
crease brand equity (Kashif et al. 2015).
Nevertheless, in what way each size impacts
the destination's usual brand equity relies
upon the destination emblem and visitor
types.

Maulana (2021) states that brand aware-
ness is critical to improving the image of
tourism for foreign tourists. In fact, there are
still many tourist destinations in Indonesia
that have not been fully introduced (Andy
2020).

Tourism destination branding is one of
the trends of city branding by making a city
or area of a tourist destination for domestic
and foreign tourists (Kavaratzis 2008). A
city can manage its tourism potential as a
unique identity and characteristics. This
competitive brand is expected to make it an
attractive tourist destination for tourists. A
strong and unique brand will have a positive
effect on the sustainability of tourist destina-
tions.

This analysis observes the connection be-
tween dimensions and their effects on desti-
nation brand equity as a whole (Tran et al.
2019). Specifically, a study of domestic
tourists traveling to a destination with the
city branding "Majestic Banyuwangi". This
city branding is part of the Ministry of Tour-
ism and Creative Economic efforts to bring
tourists to Indonesia.

Banyuwangi is one of 'The 10 Destina-
tions Branding'. Majestic Banyuwangi was
introduced internationally as part of the
Wonderful Indonesia brand. The Banyu-
wangi Regency Government noted that the
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number of tourist visits in 2019 reached 5.4
million compared to 4.9 million in 2018. Fa-
vorite places in Banyuwangi are Mount ljen,
Merah Island, Grand New Watu Dodol,
Djawatan, Bangsring Underwater, and
Cacalan Beach. Banyuwangi's economic
growth is 5.6% and higher than the national
one, which is only 0.53%. Tourism has also
changed the open unemployment rate, which
fell by 50% in the range of 3.07% (Fanani
2020).

The results of this study are expected to
help Banyuwangi get evidence about the re-
lationship between the components of the
destination and its consequence on destina-
tion brand equity. Hopefully, through good
city branding management, the tourism sec-
tor can improve.

2 RESEARCH METHODS

This research is causal, namely a research
type aiming to examine the causal relation-
ship between variables (Zikmund et al.
2013). Causal research describes a causal re-
lationship from one or more variables
(Sekaran 2000). The type of data used in this
research is quantitative data (Kuncoro 2003).
The information source used in this inquiry
is the primary data: the data obtained direct-
ly from the respondents through the distribu-
tion of questionnaires. The data processing
uses IBM SPSS Statistics 22.0 for Windows,
besides the Structural Equation Modeling
package together with AMOS 22.0.

3 RESULTS AND DISCUSSIONS

3.1 Respondent identity

Respondents in this study were 160 people.
Based on gender, male respondents were
46.2%, and female respondents were 53.8%.
Most respondents aged 17-25 years were
87.6%, and 26-60 years old were 12.4%. Re-
spondents with high school educations were
32.5%, and undergraduates were 36.9%.
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3.2 Measurement model

The measurement of this research uses the
Amos 22.0 software. The CFA method is
carried out on all variables and indicators. If
this measurement model has a Goodness-of-
fit index value, which includes the indexes:
CMIN/DF, RMSEA, GFI, and CFl, then the
model can be processed.

Based on the results of information pro-
cessing, it can be seen that each indicator
has a standardized loadings value of more
than 0.5. This exhibits that the constituent
indicators of each research variable show
good measurements. The resulting AVE val-
ues have values between 0.4 - 0.5. Verhoef
et al. (2002) state that the value of AVE> 0.4
or AVE <0.5 is still acceptable as long as the
value of construct reliability is> 0.7.

Table 1. Measurement Model’s Goodness of Fit.

Goodness Criteria Model Description
of fit Result
CMIN/DF 2<CMIN/DF<3 2.088 Good fit
RMSEA RMSEA<0,08 .083 Good fit
GFlI 0,9<GFI<0,95 .869 Good fit
CFI CFI1>0,9 .947 Good fit

Data processing results show that the
resulting Construct Reliability value is
above 0.7, which shows that these indicators
have good reliability. Based on the meas-
urement results, it is concluded that the crite-
ria for the validity and reliability of the
measurement model are good.

Table 1 indicates that all indicators are
declared a good fit. The CMIN/DF value is
2.088, which is between 2 and 3, so it can be
said to be a good fit. The RMSEA value is
0.083, which is classified as a good fit be-
cause it is above 0.08. GFI has a value of
0.869 (below 0.9), so it is classified as a
good fit. CFI has 0.947 (below 0.09), so it is
also declared a good fit.

3.3 Structural model

The structural model fit test results show
that the CMIN/DF value is 2.250 and is de-
clared a good fit (more than 2 and less than
3). The RMSEA value is 0.089 (more than
0.08), so it is declared a good fit. GFI has a
value of 0.859, so it is declared a good fit
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(less than 0.9 - 0.95). CFl is declared a good
fit because it is more than 0.9, which is
0.939.

Table 2. Structural Model’s Goodness of Fit.

Goodness Criteria Model Description
of fit Result
CMIN/DF 2<CMIN/DF<3 2.250 Good fit
RMSEA RMSEA<0,08 .089 Good fit
GFI 0,9<GFI<0,95 .859 Good fit
CFI CFI>0,9 .939 Good fit

Table 2 shows that the structural model can
explain the direction of the relationship and
the direction of the influence appropriately
and does not cause prediction bias

3.4 Hypothesis Testing

Table 3 shows that of the 9 hypotheses in
this study, 7 are supported and 2 are not. The
hypothesis is supported if the significance
value (p-value) is <5%, and the CR value>
1.96. The seven supported hypotheses show
that: (1) destination brand awareness affects
the destination brand image, (2) destination
brand image affects destination perceived
quality, (3) destination brand image affects
destination brand loyalty, (4) destination
perceived quality affects destination brand
loyalty (5) destination brand awareness takes
a consequence on overall destination brand
equity, (6) destination brand image has an
effect on overall destination brand equity,
and (7) destination brand trustworthiness
(loyalty) has an effect on overall destination
brand equity.

Two unsupported hypotheses indicate
that: (1) destination brand awareness has no
effect on destination perceived quality, and
(2) destination perceived quality has no ef-
fect on overall destination brand equity. The
seven supported hypotheses are in accord-
ance with the references of this study.
Meanwhile, the two unsupported hypotheses
are not in accordance with the references of
this study (Tran et al. 2019).

Consumer brand awareness leads to the
brand association and recognized quality,
which will affect brand faithfulness attitudes
(Konecnik & Gartner 2007). Facts have
proved that brand awareness is an essential
prerequisite for customer value and is re-
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garded as an indicator of the basic concept
of traveler deeds in tourism and hospitality
texts (Oh 2000, Kwun & Oh 2004).

The correlation between destination brand
awareness and destination brand image in
previous studies was positive (Pike et al.
2010, Myagmar-suren & Chen 2011, Tran et
al. 2019).

Table 3. Measurement Model’s Goodness of Fit.

Est. CR P Description

DBA - DBI 0.848 7.844 Fkk Supported

DBA - DPQ 0.031 0.161 .872  Unsupport-
ed

DBl > DPQ 0.770 3.355 Fkk Supported

DBl > DBL 0.610 5.766 Hxx Supported

DPQ-> DBL 0.366 4.190 Fxx Supported

DBA - ODBE 0.364 2.672 .008 Supported

DBI > ODBE -0.466 -1.992 .046 Supported

DPQ > ODBE  -0.090 -.735 462  Unsupport-
ed

DBL > ODBE 1.188 4.748 il Supported

Note: DBA: Destinantion Brand Awareness; DBI:
Destination Brand Image; DPQ: Destination Per-
ceived Quality; DBL: Destination Brand Loyalty;
ODBE: Overall Destination Brand Equity.

Destination brand awareness has no sig-
nificant effect. This is not in line with previ-
ous researchers who state that brand aware-
ness is the key element for constructing
brand equity (Keller 2001). Corresponding
to Aaker (1991), consumers must be aware
that the brand has a set of brand associa-
tions. Brand awareness distresses the con-
struction and forte of brand connotations and
alleged superiority (Keller & Lehmann
2003, Aaker 1991, Keller 1993).

Destination brand image has a positive
and significant effect on destination per-
ceived quality. Brand image refers to the
perception of the brand in the minds of cus-
tomers. According to Keller (1993), custom-
er associations direct their perceptions of
brand quality. In the context of tourism, a
positive connection between terminus’ brand
image and terminus’ perceived quality has
been found (Myagmarsuren & Chen 2011,
Tran et al. 2017).

Destination brand image has a positive
and significant consequence on destination
brand loyalty. The consequences of this
study specify that destination brand image is
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recognized as a major element of destination
brand trustworthiness (Hosany et al. 2006);
and positive destination brand image deliv-
ers profits such as high destination brand
loyalty to brand destination (Cai 2002).

The perceived quality of destinations has
an important impact on destination brand
loyalty. For manufacturers and service serv-
ers, brand perceived quality is an important
part of brand equity (Aaker 1991, Keller
2003). According to the research of Keller &
Lehmann (2003), the perceived quality of
destination brands is a step towards brand
loyalty. In the hotel and tourism industry,
Konecnik & Gartner (2007) point out that
the perceived quality of destination brands to
tourist destinations is an effective and pow-
erful measurement of brand equity. Previous
studies in this field (Boo et al. 2009, Pike et
al. 2010, Tran et al. 2017) reveal that the
perceived quality of destination brands has a
positive impact on destination brand trust-
worthiness.

Destination brand awareness has a posi-
tive and significant impact on the overall
destination brand equity. The results of this
study are consistent with Yoo et al. (2000).
Destination brand awareness shows quality
and commitment, which can help customers
recognize the brand and consider it when
buying (Aaker 1991).

The destination brand image has a signif-
icant impact on the overall destination brand
equity. This study shows that from the per-
spective of marketers, a positive destination
brand image can bring advantages to desti-
nation brands (Cai 2002). This is similar to
the research of Kashif et al. (2015). In addi-
tion, the higher perceived quality will en-
courage customers to choose brands over
other competitors. In numerous studies,
there has been evidence that destination
brand image is an essential aspect of overall
destination brand equity (Tran et al. 2017,
Cai 2002, Bianchi & Pike 2011, Pike et al.
2010, Boo et al. 2009).

The influence of the perceived quality of
the destination on the overall destination
brand equity is not supported. The results of
this study are inconsistent with the results of
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previous studies. Previous studies show that
the higher the perceived quality of the desti-
nation, the higher the overall assets of the
destination brand. There is a positive corre-
lation between the two perceptions of desti-
nation perceived quality (Tran 2017, Buil et
al. 2013, Yoo et al. 2000).

The effect of destination brand loyalty on
the complete destination brand equity is sig-
nificant. This study shows that the value of
brand equity is mainly generated by brand
loyalty (Yasin et al. 2007). Buil et al. (2013)
stipulate that loyal consumers respond better
to brands; therefore, brand trustworthiness
will enhance brand equity. Former findings
on destination show that brand trustworthi-
ness goals have a positive impact on overall
destination brand equity brands (Kashif et al.
2015, Srihadi et al. 2015).

4. CONCLUSION

The outcomes of this research show 7 sup-
ported and 2 unsupported hypotheses. This
shows that 7 hypotheses are congruent with
the former study (Tran et al. 2019), and 2
hypotheses are not in line with Tran et al.
(2019). The results of this study can be dif-
ferent when it is carried out in different des-
tinations, different countries, and different
tourist characteristics.
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