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The tourism industry is a key pillar in driving global economic growth, facilitating rich cultural 

exchanges, and driving community development. This study aims to measure the impact of 

marketing communication on visit intentions to Morotai Island, a tourist destination that 

captivates with its World War II historical heritage and cultural richness. This study used a 

quantitative method with a sample size of 210 respondents. Primary data was obtained from 

the research questionnaire and analyzed using LISREL-based Structural Equation Modeling 

(SEM). The findings show that there is a varying influence between marketing communication 

or promotion mix on the intention to visit tourist attractions. Advertising and sales promotion 

have no significant impact, while sponsorship and public relations significantly influence visit 

intention. The practical implications of this research underscore the wise allocation of 

marketing resources. Given the lack of effectiveness of advertising and sales promotion, the 

focus of investment needs to be emphasized on sponsorship and public relations strategies. 
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1. INTRODUCTION

Tourism has been a significant driver of economic growth, 

cultural exchange, and community development for many 

regions around the world. In recent years, the travel and 

tourism industry has shown substantial growth and 

transformation, not only that, the tourism sector is the largest 

and strongest industry in financing the global economy [1-4]. 

The tourism industry is proving immune from the global crisis. 

In Indonesia, for example, when the global economy is 

slumped, Indonesia's tourism growth continued to grow, even 

exceeding the national economic growth rate. The growth of 

the tourism industry in Indonesia in 2019 reached 4.8 percent 

higher than the previous year [5].  

Figure 1. Tourism contribution to GDP, 2010-2019 
Source: [5] 

It should be acknowledged that this is the result of factors 

such as globalization, technological advances, and changes in 

consumer preferences; besides that, the increase in tourism 

contribution to GDP as shown in Figure 1, is also driven by 

the increasing number of foreign tourists, domestic tourists, 

and investment [5]. Amidst this dynamic landscape, effective 

marketing communications play an important role in shaping 

travelers' intentions and influencing their choice of destination 

[6]. One of the potential tourist destinations in Indonesia today 

is the charming island of Morotai which is a unique tourist 

destination for travelers. 

The appeal of Morotai Island as a tourist destination has 

grown steadily in recent times, attracting the attention of 

domestic and international tourists. Located in the eastern part 

of Indonesia, Morotai Island has pristine beaches, diverse 

marine life, historical values such as World War II relics, and 

a rich cultural heritage [7, 8]. However, although the island has 

inherent natural and cultural assets, its tourism potential is still 

relatively untapped. Harnessing the power of marketing 

communications can unlock the latent potential of Morotai 

Island, attract more tourists and thus drive economic growth 

for the local community. Effective marketing communications 

have the potential to shape perceptions, evoke emotions, and 

guide the decision-making process among potential travelers 

[9-12]. Messages conveyed through various marketing 

channels, such as advertising, social media, travel blogs, and 

word of mouth, can significantly influence travelers' 

perceptions of a destination [13, 14]. By strategically creating 

and spreading compelling narratives about Morotai Island, 

International Journal of Sustainable Development and 
Planning 

Vol. 19, No. 5, May, 2024, pp. 1845-1854 

Journal homepage: http://iieta.org/journals/ijsdp 

1845

mailto:mailto:wisnujatinugrahini@uwks.ac.id
https://orcid.org/0000-0003-2198-0004
https://orcid.org/0000-0001-9272-5401
https://orcid.org/0000-0003-1091-9187
https://crossmark.crossref.org/dialog/?doi=https://doi.org/10.18280/ijsdp.190522&domain=pdf


marketers can influence tourists' intent to visit the island and 

experience its uniqueness firsthand. 

In this context, it is important to consider the role of 

marketing communications in shaping traveler intentions 

towards Morotai Island. Understanding how marketing 

strategies and various communication channels can influence 

traveler perceptions and decisions has significant value for 

destination marketers, policymakers, and local stakeholders 

[9, 15]. In addition, effective integration of marketing 

communications can increase return visit intentions, creating a 

positive impact on the economy and image [16]. In other 

words, marketing communication has a great influence on the 

intention to visit a destination [16-19]. However, Bob et al. 

[20] research states that advertising and sales promotion, as

part of the promotion mix in marketing communications, do

not significantly influence the intention to visit. This shows

that there is a research gap between previous findings [16-19]

and the results of Bob et al. [20] research on the effect of

marketing communication on visit intention. Therefore, this

study aims to fill this gap and make a valuable contribution by

explaining the relationship between marketing

communications and traveler intentions in the specific context

of Morotai Island. The findings from this study can also help

in resource allocation, budget decision-making, and

collaboration among stakeholders to jointly explore the

tourism potential of Morotai Island.

2. LITERATURE REVIEW

2.1 Marketing communications 

Marketing communication in the current era is increasingly 

customer-focused, serving as a crucial process in generating 

and delivering messages to promote products or services to 

target audiences [21]. This concept theoretically aligns with 

Integrated Marketing Communication (IMC), which emerged 

in the 1990s by Schultz [22]. According to Schultz [22], IMC 

is a concept of marketing communication planning that 

introduces the added value of a comprehensive plan and 

evaluates the strategic roles of various communication 

disciplines such as advertising, direct selling, sales promotion, 

and public relations [22]. Consequently, the natural evolution 

in marketing communication is reflected in the promotional 

mix, a concept arising from drastic changes in three main 

aspects: markets, media and communication, and consumer 

behavior. Therefore, this study focuses on the concept of the 

promotional mix as a representation of marketing 

communication. In this regard, the promotional mix involves 

marketing communication aimed at informing, reminding, and 

persuading individuals or companies to accept, repurchase, 

recommend, or use products, services, or ideas [23, 24]. Thus, 

companies can leverage various promotional tools to convey 

value to consumers and build strong customer relationships 

[25]. Promotion here encompasses activities that function to 

educate and alter consumer perceptions of core products while 

maintaining substantial relationships with company activities 

[26]. Consequently, the essence of this process is effectively 

transferring information to consumers [27]. As the basis of 

marketing communication integration, the promotional mix 

summarizes four fundamental elements: advertising, 

sponsorship, sales promotion, and public relations [28]. These 

four elements can be utilized by organizations to communicate 

customer value and build customer relationships persuasively. 

Thus, this study adopts the promotional mix from Kotler and 

Armstrong [28] as the foundational concept of research 

variables due to its conceptual clarity, operational 

succinctness, and contextual relevance. 

2.2 Advertising 

Advertising is a form of non-personal presentation and 

promotion of ideas, goods, or services paid for by an identified 

sponsor, as stated Kotler and Armstrong [28]. As an integral 

component in the promotional mix, advertising has the ability 

to capture customer attention and evoke an emotional 

response. That said, keep in mind that advertising can be a 

significant cost as well as annoying for audiences [29, 30]. 

Further, advertising serves as a means often used by many 

marketers to generate awareness of the products and services 

they offer, with the ultimate goal of persuading consumers to 

make purchasing decisions [31, 32]. It is important to 

recognize that advertising has a substantial influence in 

increasing consumer desire to buy a particular product or 

service. However, its effectiveness is heavily influenced by a 

number of factors, including the size of the budget allocated 

and the type of message delivered to the audience. 

2.3 Sponsor 

Sponsorship refers to a form of investment, either in cash or 

in kind, in a specific activity. This is done in exchange for 

gaining access to the commercial potential associated with the 

activity [33, 34]. Sponsorship-related marketing is the process 

of planning and implementing various marketing activities 

aimed at building and conveying associations with sponsors to 

audiences [35]. Sponsorship is an activity that is intertwined 

within the framework of trade, able to optimize value for both 

parties involved in sponsorship [34]. It involves a conceptual 

exchange between the sponsor and the sponsored, where the 

sponsor makes a financial contribution, and in return, the 

sponsor gains the right to associate themselves with the 

sponsor's activity [36, 37]. When compared to other 

promotional elements, sponsorship generally requires 

substantial investment.  

2.4 Sales promotion 

Sales promotion refers to a variety of incentive suites, 

mostly short-term in nature, designed to stimulate larger and 

faster purchases among target customers [28]. These elements 

in the promotional mix are generally activated when the 

marketing organization intends to immediately grab the 

customer's attention and trigger impulse purchases [38, 39]. As 

a promotional tool, sales promotion has the goal of motivating 

consumers to take action, diverting them from prospect status 

to actual customers [40, 41]. Therefore, sales promotion 

becomes a crucial component in the promotion mix that 

significantly influences consumer decisions. Nevertheless, the 

effects of sales promotion are very diverse. For example, the 

effect of a sales promotion can differ between monetary (such 

as price discounts, coupons) and non-monetary (such as gifts, 

free samples) incentives on purchasing decisions. In addition, 

the impact on the intention to return to shopping also depends 

on factors such as the level of customer loyalty and the type of 

sales promotion used, for example, promotions related to 

building consumer franchises (CFB) and non-CFB promotions 

[39, 42]. 
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2.5 Public relations 

 

Public relations refers to the management function that 

identifies, establishes, and maintains mutually beneficial 

relationships between an organization and the public that 

determine its success or failure [43, 44]. In an effort to build 

positive relationships with various public segments of a 

marketing organization, this aspect includes efforts to gain 

favorable exposure, build a positive corporate image, and 

manage and dampen negative issues such as rumors, 

narratives, and events that may be detrimental [28]. Public 

Relations (PR) can therefore be viewed from two perspectives: 

the conventional view as a form of communication and the 

modern view as a form of relationship management [39, 45]. 

In many cases, public relations is considered an important 

element of a highly effective promotional mix. It can be 

activated and leveraged to build mutually beneficial 

relationships between the organization, its target customers, 

and, more broadly, its entire public. This concept speaks to the 

nature of exchange, interaction, and stakeholders in marketing 

theory [46]. 

 

2.6 Intention to visit 

 

Intention refers to the likelihood that the individual will 

engage in a particular behavior and his motivation to utilize 

the effort to perform that behavior [47, 48]. In the context of 

tourism, the concept of intention to visit refers to a person's 

intention or desire to visit a tourist destination. This is the first 

stage in a traveler's decision-making process to travel. 

Intention to visit is basically influenced by several factors, 

such as internal factors of visitors, as well as external factors 

such as culture, advertising, and promotion [49, 50]. This 

concept is important in tourism planning because it can help 

related parties identify the preferences and interests of 

potential tourists and design effective marketing strategies to 

attract and influence them to actually visit the desired 

destination [51]. In measuring the intention to visit tourist 

attractions, it can be seen from various factors, including the 

authenticity of the destination, awareness, image, quality, and 

natural and cultural attractions that exist in tourist attractions 

[52-54]. 

 
2.7 Relationship between marketing communication and 

intention to visit 

 
The relationship between marketing communication and the 

intention to visit a tourist attraction has a significant impact on 

the decision of tourists to visit. Related studies have revealed 

relevant findings in this regard; for example, research 

conducted at the Way Lalaan Waterfall Tourism Object in 

Tanggamus Regency, Lampung Province, indicates that the 

integrated marketing communication mix has a positive effect 

on tourists' intention to visit [55]. Likewise, another study 

exploring the role of tourism marketing communication 

through e-tourism marketing showed that marketing 

communication strategies were able to increase tourists' 

intention to visit [56]. A study conducted in Sidoarjo Regency 

also noted that marketing communication efforts related to 

Kusuma Tirta Minapolitan tourism had a positive impact on 

increasing marine tourism visits in the region [57]. Based on a 

series of findings aligned with Integrated Marketing 

Communication (IMC) as the theoretical foundation in this 

research, it can be concluded that marketing communication 

plays a significant role in shaping the intention to visit tourist 

destinations. Building upon this foundation, the following 

hypotheses are proposed. 

 

H1 : Advertising as an element of the promotion mix or 

marketing communication affects the intention to 

visit. 

H2 : Sponsorship as an element of the promotion mix or 

marketing communication affects the intention to 

visit. 

H3 : Sales promotion as an element of the promotion mix 

or marketing communication has an effect on the 

intention to visit. 

H4 : Public relations as an element of the promotional mix 

or marketing communication has an effect on the 

intention to visit. 

 
The proposed set of hypotheses explains the inherent 

relationship between the elements of the promotional mix and 

the intention to visit, which is further illustrated in Figure 2 of 

the following research design. 

 

 
 

Figure 2. Conceptual framework  

 
The framework shows the causal relationship between 

marketing communication or elements of the promotional mix, 

namely advertising, sponsorship, sales promotion, and public 

relations, as antecedents of intention to visit in tourism. 

 

 
3. METHOD 

 
This research uses quantitative methods based on the 

Structural Equation Model (SEM) as a research approach. 

Quantitative methods are research approaches rooted in the 

philosophy of positivism, which is very useful for studying 

certain populations or samples. Related samples, Hair et al. 

[58] suggested that in analyzing using the Structural Equation 

Model (SEM), the number of samples is calculated by the 

formula ten times the number of indicators. Given that there 

are twenty-one indicators in this study, the minimum sample 

for SEM analysis is 21 × 10 = 210 respondents. Therefore, in 

this study, a minimum sample size of 210 respondents was 

utilized, outlined as follows. 
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Table 1. Respondent profile details 

 
Demographic Category Respondent Percentage 

Gender Male 81 38.6 

 Female 129 61.4 

Total 210 100 

Age Below 20 11 5.2 

 20-29 72 34.3 

 30-39 94 44.8 

 40-49 20 9.5 

 
50 and 

above 
13 6.2 

Total 210 100 

Marital status Single 123.3 58.7 

 Married 86.7 41.3 

Total 210 100 

Religion Islam 150 71.5 

 Buddhism 11 5.3 

 Hinduism 17 8.2 

 Christianity 25 12 

 Others 6 3 

Total 210 100 

Level of 

Education 

Senior High 

School 
18 8.5 

 
Certificate/ 

Diploma 
53 25.2 

 
Bachelor's 

degree 
100 47.8 

 
Master's 

degree 
22 10.5 

 PhD 1 0.6 

 Others 16 7.4 

Total 210 100 

 

The sample data mentioned in Table 1 above comprises 

respondents who answered the questionnaire for this study. 

Sangadji [59] defined a questionnaire as a written data 

collection method involving respondents in answering a series 

of questions or statements. Data collection was conducted 

through a survey using a questionnaire consisting of twenty-

one items describing the research variables, including: 

Advertising, which encompasses tourists' awareness of 

tourism advertisements, the effectiveness of tourism 

advertisements in attracting potential tourists, the alignment of 

advertisements with the image and uniqueness of tourist 

destinations, and tourists' engagement with these tourism 

advertisements; Sponsorship, which covers visitors' 

perceptions of brands or companies sponsoring events or 

tourism activities, interest in visiting tourist destinations based 

on event or activity sponsorship, tourists' exposure to event or 

activity sponsors, and tourists' attitudes toward sponsors in the 

development and promotion of tourism in Morotai Island; 

Sales Promotion, which includes tourists' satisfaction with the 

sales promotions offered, perceptions of the value of sales 

promotions offered, tourists' awareness of ongoing sales 

promotions, and tourists' participation in sales promotions 

related to tourism in Morotai Island; Public Relations, which 

encompasses tourists' trust in information conveyed through 

PR activities, tourists' perceptions of the image and reputation 

of Morotai Island built through PR activities, tourists' attitudes 

toward communication programs aimed at promoting Morotai 

Island, tourists' exposure to PR activities related to tourism in 

Morotai Island; and endogenous variables namely Intention to 

Visit, which includes tourists' interest in visiting Morotai 

Island within a specified time frame, the uniqueness of the 

destination as a reason for tourists' intention to visit Morotai 

Island, tourists' perceptions of the value of the tourism 

experience that can be obtained in Morotai Island, tourists' 

readiness to plan and execute trips to Morotai Island, and 

tourists' certainty in realizing the intention to visit Morotai 

Island within a specified time frame. The Likert scale was 

employed as the measurement tool in this instrument. The 

Likert scale is a series of systematic statements that measure 

respondents' attitudes toward an object or phenomenon [60]. 

This scale ranges from five (5) to one (1) and reflects 

respondents' attitudes, opinions, and perceptions of the 

variables under investigation [61-63]. 

For data analysis, this research employs the Structural 

Equation Model (SEM), as advocated by Joreskog and Sorbom 

[64]. The Structural Equation Model serves as a statistical tool 

facilitating concurrent solutions for multilevel models that are 

not readily solvable through linear regression equations. While 

previous studies favored PLS-based SEM due to its perceived 

simplicity, this study opts for Lisrel (Linear Structural 

RELations) version 8.80. This choice is grounded in the belief 

that Lisrel-based SEM analysis surpasses PLS-based SEM in 

terms of data distribution capabilities, model estimation 

accuracy, and handling model complexity [65]. In constructing 

the research model, four elements of the promotion mix—

namely advertising, sponsorship, sales promotion, and public 

relations—are treated as exogenous variables, collectively 

representing marketing communications. Contrary to previous 

approaches focusing on public relations, publicity, and word-

of-mouth, this research model adopts a different approach to 

marketing communications development. Thus, the 

divergence between this study and earlier research lies in the 

approach to marketing communication utilized. 

 

 

4. RESULT 

 

4.1 Validity test  

 

The validity test in this study was carried out through 

confirmatory factor analysis (CFA) using a structural equation 

model (SEM) using the LISREL device. This approach 

involves a series of meticulous steps to evaluate the extent to 

which the measuring instrument, including the question or 

variable used in the study, truly reflects the concept intended. 

Validity in this context refers to the ability of a measuring 

instrument to accurately reflect an observed concept. Through 

the application of CFA, researchers can investigate construct 

(factorial) and predictive validity. The results of the validity 

test in this study are as follows. 

According to Hair et al. [66], validity test criteria through 

confirmatory factor analysis can be assessed from two main 

things, namely the magnitude of the factor loading value and 

the sample size used. If the sample size is in the range of 200 

to 249, then the loading value is expected to exceed 0.40 to 

meet the validity standard. In other words, if the loading factor 

value of an item is lower than 0.40, then the instrument item 

used is considered invalid. The results of the confirmatory 

factor analysis in Figure 3 show that items C20 and C21 in the 

variable intention to visit are considered invalid because the 

loading factor values are only 0.06 and 0.04, both of which are 

lower than the threshold of 0.40. However, on the contrary, 

other items are considered valid because the loading factor 

value exceeds 0.40. Because two items in the latent variable 

Intention to Visit are declared invalid, they are not used in 

subsequent tests and measurements.   
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Figure 3. Confirmatory factor analysis output 

 

4.2 Reliability test  

 

According to Joreskog and Sorbom [64], in Structural 

Equation Modeling (SEM) analysis using LISREL software, 

reliability testing involves using Cronbach's alpha (α) or 

Construct Reliability (CR) values to measure the internal 

consistency of the measured construct. This approach helps 

assess the extent to which latent variables or constructs in the 

model have good reliability. In addition, LISREL can also 

enable reliability measurement through a factor parameter in 

the SEM model called factor loading. Factor loading shows 

how well the observation variable (in factor analysis) or 

indicator (in SEM) measures the latent variable in truth. A high 

loading factor value indicates that the indicator or observation 

variable has a strong relationship with the latent variable. 

Thus, in the context of SEM analysis with LISREL, reliability 

testing involves using Cronbach's alpha or Construct 

Reliability values to measure internal consistency, as well as 

factor loading evaluation to measure the extent to which 

indicators or observational variables measure latent variables 

well. 

Based on the reliability calculations shown in Table 2, the 

Construct Reliability (CR) for each latent variable is 0.893, 

0.901, 0.863, 0.916, and 0.914, while the Variance Extracted 

(VE) for each variable was 0.683, 0.698, 0.614, 0.733, and 

0.780. These results indicate that the scale used for latent 

variables has a strong degree of reliability. According to the 

view of Hair et al. [66], an instrument is considered to have 

good reliability when Construct Reliability (CR) ≥ 0.70 and 

Variance Extracted (VE) ≥ 0.40. 

 

4.3 Model conformity test 

 

Model fit testing in Structural Equation Modeling (SEM) 

analysis using software such as LISREL is the process of 

evaluating the extent to which a model that has been proposed 

conforms to existing data. The purpose of a model fit test is to 

measure the extent to which the proposed model conforms to 

the empirical data that has been collected. The results of the 

model fit test in this study are as follows. 

Based on the model fit test results in Table 3, it was found 

that the minimum fit function chi-square (χ2) value was lower 

than 0.05, the RMSEA value of 0.048 was less than 0.08, the 

Root Mean Square Residual (RMR) of 0.12 exceeded the 

threshold of 0.10, as well as the Standardized RMR which 

reached 0.12, beyond the value of 0.10. In addition, GFI, 

which was 0.71, was below 0.90, while AGFI, which reached 

0.82, although exceeding 0.80, was still below 0.90. However, 

the values of NFI, NNFI, CFI, IFI, and RFI were 0.93, 0.93, 

0.94, 0.94, and 0.91, respectively, all exceeding the 0.90 

threshold. Only PNFI reached 0.77, exceeding the threshold of 

0. Thus, it can be concluded that as many as eight fit indices 

meet the fit criteria, while only four indices do not meet. This 

shows that the theoretical model as a whole corresponds to 

empirical data (Fit). 

 

Table 2. Results of construct reliability and variance extracted analysis 

 
Laten Variables Manifest Variables Loading Factor Construct Reliability Remark 

Advertising 

C11 

C21 

C31 

C41 

0.86 

0.93 

0.92 

0.54 

𝐶𝑅 =
(3.25)2

(3.25)2 + 1.27
= 0.893 

𝑉𝐸 =
2.743

2.743 + 1.27
= 0.683 

Reliable 

Sponsorship 

C52 

C62 

C72 

C82 

0.70 

0.71 

0.94 

0.96 

𝐶𝑅 =
(3.31)2

(3.31)2 + 1.21
= 0.901 

𝑉𝐸 =
2.799

2.799 + 1.21
= 0.698 

Reliable 

Sales Promotion 

C93 

C103 

C113 

C123 

0.67 

0.78 

0.76 

0.90 

𝐶𝑅 =
(3.11)2

(3.11)2 + 1.54
= 0.863 

𝑉𝐸 =
2.445

2.445 + 1.54
= 0.614 

Reliable 

Public Relations 

C134 

C144 

C154 

C164 

0.86 

0.88 

0.92 

0.76 

𝐶𝑅 =
(3.42)2

(3.42)2 + 1.07
= 0.916 

𝑉𝐸 =
2.938

2.938 + 1.07
= 0.733 

Reliable 

Intention to Visit 

C17 

C18 

C19 

0.83 

0.93 

0.89 

𝐶𝑅 =
(2.65)2

(2.65)2 + 0.66
= 0.914 

𝑉𝐸 =
2.346

2.346 + 0.66
= 0.780 

Reliable 
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Table 3. The goodness of fit statistics 

 
Index Fit Value Standard Value Remark  

Minimum fit function chi-square 

(χ2) 

791.77 

(P = 0.0) 
p > 0.05 Not fit 

RMSEA 0.048 < 0.08 Good Fit  

Root Mean Square Residual (RMR) 0.12 ≤ 0.10 Not fit  

Standardized RMR 0.12 ≤ 0.10 Not fit  

GFI 0.71 ≥ 0.90 Not fit  

AGFI 0.82 0.80≤ AGFI < 0.9 Marginal Fit  

NFI 0.93 ≥ 0.90 Good Fit 

NNFI 0.93 ≥ 0.90 Good Fit 

CFI 0.94 ≥ 0.90 Good Fit 

IFI 0.94 ≥ 0.90 Good Fit 

RFI 0.91 ≥ 0.90 Good Fit 

PNFI 0.77 0: no fit, the larger the fit Good Fit 
Note: standard cut-off sourced from Daire et al. [67] and Schermelleh-Engel et al. [68] 

 

4.4 Structural model measurement 

 

Structural equations in SEM analysis are mathematical 

representations of relationships between variables in 

conceptual models. Thus, the measurement of structural 

equations aims to describe how these variables affect each 

other. The results of measuring structural equations in this 

study are as follows. 

 

 
 

Figure 4. Structural diagram standardized solution 

 

The research results illustrated in Figure 4 yield the 

structural equation:  = 0.13*1 + 0.27*2 + 0.05*3 + 

0.48*4, R2 = 0.58. This equation shows that the value R2 is 

58%; this means that the variation of intention to visit () can 

be explained by advertising (1), sponsorship (2), sales 

promotion (3), and public relation (4) by 58 percent. The 

coefficient of determination (R2) of a structural equation 

indicates the number of variances in an endogenous latent 

variable that can be described simultaneously by independent 

latent variables. The higher the R2 value, the greater the 

independent variables can explain endogenous variables, so 

the better the structural equation. 

The results of the structural analysis in the diagram above 

indicate several important things regarding the influence of 

elements of the promotional mix or marketing 

communications on the intention to visit tourist attractions. In 

this context, the advertising variable (X1) has a t-value of 1.40 

(see Figure 5), which is smaller than the critical threshold of 

1.96. This indicates that advertising variables do not have a 

significant influence on the intention of visiting tourist 

attractions. On the other hand, the sponsorship variable (X2) 

has a t-value of 2.94 (see Figure 5), greater than 1.96. 

Therefore, it can be concluded that sponsorship variables have 

a significant influence on the intention of visits to tourist 

attractions. Meanwhile, the sales promotion variable (X3) has 

a t-value of 0.46 (see Figure 5), or less than 1.96, indicating 

that sales promotion does not have a significant influence on 

visit intent. Conversely, the public relations variable (X4) has 

a t-value of 3.27 (see Figure 5), greater than 1.96, indicating 

that public relations has a significant influence on the intention 

of visiting tourist attractions. Overall, the elements of the 

promotion mix or marketing communication that have a 

significant influence on the intention to visit tourist attractions 

are sponsorship and public relations. 

 

 
 

Figure 5. Diagram structural t-value 

 

4.5 Discussion 

 

In the context of marketing and promoting tourist 

destinations, the promotional mix constitutes a collection of 

various tools or elements utilized to communicate value and 

attract potential visitors [69, 70]. The elements within the 

promotional mix include advertising, sales promotion, 

sponsorship, and public relations. While each element plays a 

crucial role in influencing the intention to visit a tourist 

attraction, their impact can vary based on various factors, 

including target audience, conveyed message, and 

promotional context. Consistent with the research conducted 

by Ginaldho et al. [55], Haryono and Albetris [56], and 

Ningrum [57], the findings of this study indicate that 

marketing communication influences the intention to visit 

tourist destinations, although two elements of the promotional 
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mix, namely advertising and sales promotion, are known to 

have insignificant effects on the intention to visit tourist 

destinations. Nevertheless, this study remains consistent with 

the IMC Theory, serving as the theoretical foundation, which 

asserts that effectively utilizing crucial aspects of IMC 

including advertising, sales promotion, sponsorship, and 

public relations can enhance awareness, build a positive 

image, convey information, instill trust, and create a positive 

experience for tourists. 

Advertising is an element that is often used in the promotion 

of tourist attractions through advertisements aired in mass 

media such as television, radio, print, and digital media. 

However, the effects of advertising can be limited due to 

shifting consumer trends in avoiding overly dominant or 

excessive advertising. In addition, many people tend to be 

skeptical of advertising and choose to seek information from 

more independent sources. Sales promotions, such as discount 

offers or special pricing plans, can provide a brief boost to 

visiting decisions. While it can create temporary interest, the 

impact is often short-term and limited. People may feel that 

this kind of promotion does not reflect the true value of the 

tourist attractions and question the quality of the experience 

they will get. 

On the other hand, sponsorship and public relations have a 

more significant influence on the intention to visit tourist 

attractions. Sponsorship involves the involvement of a tourist 

attraction in a relevant event or activity, which can provide 

positive associations with the brand of the tourist attraction. 

This creates a stronger and more authentic image in the minds 

of consumers as they connect tourist attractions with real 

experiences and diverse situations. Public relations also have 

a strong impact on influencing the intention to visit tourist 

attractions. Through public relations efforts, tourist attractions 

can build deeper relationships with the media, society, and 

other stakeholders. This helps create a positive image and high 

trust, as information is conveyed through more reliable sources 

than paid advertising. Success in creating strong relationships 

through public relations can produce long-term effects, where 

tourist attractions become better known and desired by many 

people. 

Furthermore, public relations tends to have a greater 

influence than other elements because of its focus on 

interaction with various parties. In the context of tourist 

attractions, good relationships with the media, travel bloggers, 

local communities, and potential customers can create a broad 

viral effect. Positive information and recommendations that 

come from independent sources such as media or communities 

can have a greater impact on visiting intent than paid 

advertising. 

Thus, elements of sponsorship and public relations have a 

greater impact on the intention to visit tourist attractions 

compared to elements of advertising and sales promotion. This 

is because they both create stronger positive associations and 

create a deeper and more authentic connection with the 

audience. While advertising and sales promotion still has a 

role to play in influencing visiting decisions, it's important to 

recognize shifts in consumer behavior and the importance of 

approaching them through more trusted and in-depth means 

such as sponsorship and public relations. 
 

 

5. CONCLUSIONS  
 

Based on the results of this study, it can be concluded that 

the influence of marketing communications or elements of the 

promotion mix on the intention to visit tourist attractions 

varies. While advertising and sales promotion show no 

significant impact on visiting intentions, sponsorship and 

public relations emerge as influential factors. This suggests a 

shift in consumer behavior, indicating that factors beyond 

traditional advertising play a pivotal role in decision-making 

processes related to tourist attraction visits. Consequently, 

efforts to cultivate strong community relations and provide 

sponsorship support can substantially influence potential 

tourists' perceptions and interest in visiting these attractions. 

Therefore, destination marketers should prioritize sponsorship 

and public relations strategies to enhance tourist interest and 

visits. The practical implication of this research underscores 

the importance of resource allocation, with a focus on 

strategies that yield higher returns, such as sponsorship and 

public relations initiatives. Additionally, building strong 

partnerships and fostering positive community interactions are 

crucial for enhancing the destination's image and 

attractiveness to tourists. 

The findings of this study extend beyond individual 

destinations, offering valuable insights into broader marketing 

implications within the tourism industry. Given the limited 

effectiveness of advertising and sales promotion in influencing 

visitation intentions, marketers must reassess their strategies 

and redirect efforts towards sponsorship and public relations 

endeavors, which have proven to be more impactful. This 

highlights the necessity for adapting marketing approaches to 

align with evolving consumer behaviors and preferences, 

ultimately optimizing outcomes in the competitive tourism 

landscape. 

 

 

6. LIMITATIONS AND FUTURE RESEARCH 

SUGGESTIONS  

 

This research has several limitations that need to be 

considered. Firstly, this study only conducted an analysis of 

the direct effects of marketing communication factors such as 

advertising, sponsorship, sales promotion, and public relations 

on the intention to visit a place or destination. Therefore, it is 

expected that future research can include variables that 

mediate the relationship between these variables, especially 

the mediation between advertising and sales promotion 

variables and intention to visit because both of these variables 

did not significantly influence the endogenous variable. 

Secondly, in a constantly changing context with the 

development of technology and evolving consumer behavior, 

this study did not adequately consider the impact of the 

increasingly dominant digital marketing strategies. Hence, 

future research can delve deeper into considering the 

combined influence of marketing communication factors and 

exploring the effects of digital marketing on the intention to 

visit destinations. Furthermore, the research can take into 

account moderator variables such as perceived value or 

customer loyalty to better understand the relationship between 

marketing communication and the intention to visit 

destinations, which could open up new opportunities for 

understanding consumer behavior dynamics in the 

continuously evolving tourism context. 
 

 

REFERENCES  
 

[1] Sharma, G.D., Thomas, A., Paul, J. (2021). Reviving 

tourism industry post-COVID-19: A resilience-based 

1851



 

framework. Tourism Management Perspectives, 37: 

100786. https://doi.org/10.1016/j.tmp.2020.100786 

[2] Bhatia, A., Roy, B., Kumar, A. (2022). A review of 

tourism sustainability in the era of COVID-19. Journal of 

Statistical and Management Systems, 25(8): 1871-1888. 

https://doi.org/10.1080/09720510.2021.1995196 

[3] Ngoc, N.M., Tien, N.H., Hieu, V.M., Trang, T.T.T. 

(2023). Sustainable integration in Vietnam’s tourism 

industry. World Review of Entrepreneurship, 

Management and Sustainable Development. 

[4] Niewiadomski, P. (2020). COVID-19: From temporary 

de-globalisation to a re-discovery of tourism? Tourism 

Geographies, 22(3): 651-656. 

https://doi.org/10.1080/14616688.2020.1757749 

[5] Lokadata. (2019). Kontribusi pariwisata terhadap PDB, 

2010-2019. https://lokadata.beritagar.id. 

[6] El Maich, A., Zniber, M. (2023). Impact of media 

experience on intention to visit Agadir region: Mediating 

role of online destination image in post COVID-19 crisis. 

Journal of Tourism and Heritage Research, 6(3): 1-27. 

[7] Haji, S., Surachman, S., Ratnawati, K., Rahayu, M.M. 

(2021). The effect of experience quality, perceived value, 

happiness and tourist satisfaction on behavioral 

intention. Management Science Letters, 11(3): 1023-

1032. https://doi.org/10.5267/j.msl.2020.9.040 

[8] Yono, S., Sudarmanto, B.A., Murdowo, D.A. (2023). 

Cultural attractions development based on Putri Boki 

Dehegila legend at the tourist attractions area of Morotai 

Island District. In Proceedings of the International 

Conference on Academia-Based Tourism Revival 2022 

(ABTR 2022), pp. 120-130. https://doi.org/10.2991/978-

2-38476-028-2_11 

[9] He, Y., Li, X., Zhong, K. (2023). Small changes make a 

big difference: The impact of visual symbol color 

lightness on destination image. Journal of Travel 

Research, 63(2): 00472875231170218. 

https://doi.org/10.1177/00472875231170218 

[10] Qiu, H., Wang, X., Wei, W., Morrison, A.M., Wu, M.Y. 

(2022). Breaking bad: How anticipated emotions and 

perceived severity shape tourist civility? Journal of 

Sustainable Tourism, 31(3): 1-21. 

https://doi.org/10.1080/09669582.2022.2108039 

[11] Huang, X., Li, X.R., Lu, L. (2023). Travel shaming? Re-

thinking travel decision making amid a global pandemic. 

Tourism Management, 94: 104658. 

https://doi.org/10.1016/j.tourman.2022.104658 

[12] Simabur, L.A., Sangadji, S.S., Rahman, A., Koja, N.A.A. 

(2023). Exploring the research landscape of marketing 

communication in tourism: A bibliometric analysis. 

Studies in Media and Communication, 11(7): 283. 

https://doi.org/10.11114/smc.v11i7.6294 

[13] Utami, N.R., Yuniati, N., Soeroso, A. (2022). Dampak 

pandemi COVID-19 dan strategi pengembangan 

terhadap desa wisata telaga biru cigaru kabupaten 

tangerang. SCIENTIA: Journal of Multi Disciplinary 

Science, 1(2): 99-118. 

https://doi.org/10.62394/scientia.v1i2.14  

[14] Kadir, I.A., Wulandari, L.W., Hendratono, T. (2022). 

Pengembangan batu angus sebagai kawasan geowisata 

melalui konsep pariwisata berbasis masyarakat di ternate 

maluku utara. SCIENTIA: Journal of Multidisciplinary 

Science, 1(2): 86-98. 

[15] Flavián, C., Ibáñez-Sánchez, S., Orús, C. (2021). Impacts 

of technological embodiment through virtual reality on 

potential guests’ emotions and engagement. Journal of 

Hospitality Marketing & Management, 30(1): 1-20. 

http://doi.org/10.1080/19368623.2020.1770146 

[16] Luo, S.J. (2015). Integrated marketing communication of 

sport event on the influence of destination revisit 

intention. 

https://api.semanticscholar.org/CorpusID:167446686. 

[17] Taqiyya, R., Ambayoen, M.A., Riyanto, S. (2021). 

Pengaruh komunikasi pemasaran terhadap keputusan 

mengunjungi agrowisata bukit waruwangi pada masa 

pandemi COVID-19. Universitas Brawijaya. 

[18] Alfandi, A.M.T. (2011). The effects of marketing 

communications on Malaysia’s consumer based brand 

equity and intention to visit among potential tourists 

from Gulf countries: The case of Jeddah and Dubai. 

Doctoral dissertation, Universiti Utara Malaysia.  

[19] Lukáč, M., Stachová, K., Stacho, Z., Bartáková, G.P., 

Gubíniová, K. (2021). Potential of marketing 

communication as a sustainability tool in the context of 

castle museums. Sustainability, 13(15): 8191. 

https://doi.org/10.3390/su13158191 

[20] Bob, F., Jumadil, S., Marlena, G. (2020). 

Communication strategy planning in influencing the 

intention to visit: An implication to marketing 

management. Polish Journal of Management Studies, 

22(1): 117-133. 

https://doi.org/10.17512/pjms.2020.22.1.08 

[21] Madan, A., Rosca, M.I. (2022). Current trends in digital 

marketing communication. Journal of Marketing 

Research and Case Studies, 2022: 1-13. 

https://doi.org/10.5171/2022.981169 

[22] Schultz, D.E. (1992). Integrated marketing 

communications. Journal of Promotion Management, 

1(1): 99-104. https://doi.org/10.1300/J057v01n01_07 

[23] Masa’deh, R., Alananzeh, O., Tarhini, A., Algudah, O. 

(2018). The effect of promotional mix on hotel 

performance during the political crisis in the Middle 

East. Journal of Hospitality and Tourism Technology, 

9(1): 33-49. https://doi.org/10.1108/JHTT-02-2017-

0010 

[24] Sangadji, S.S. (2023). Sales management analysis and 

decision making. Procedural Journal of Management and 

Business, 2(1): 39-42. 

https://doi.org/10.62394/projmb.v2i1.57 

[25] Lang, L.D., Behl, A., Guzmán, F., Pereira, V., Del 

Giudice, M. (2023). The role of advertising, distribution 

intensity and store image in achieving global brand 

loyalty in an emerging market. International Marketing 

Review, 40(1): 127-154. https://doi.org/10.1108/IMR-

06-2021-0200 

[26] Rosita, L., Hariyati, F., Akbari, D.A., Agustini, V.D. 

(2023). Implementation of integrated marketing 

communication for ERIGO brand through Instagram. 

Technical and Social Science Journal, 42: 63. 

https://doi.org/10.47577/tssj.v42i1.8604 

[27] Nguyen, D.T., Vu, H.T. (2022). Measuring attitudes 

toward sponsor and purchase intention. Cogent Business 

& Management, 9(1): 2049961. 

https://doi.org/10.1080/23311975.2022.2049961 

[28] Kotler, P., Armstrong, G. (2021). Principles of 

Marketing [High School Edition]. New Jersey: Pearson. 

[29] Saleem, M.F., Asim, M., Chandio, J.A. (2022). Effect of 

augmented reality advertising on purchase intention. 

Journal of Marketing Strategy, 4(1): 157-172. 

1852

https://doi.org/10.62394/scientia.v1i2.14


https://doi.org/10.52633/jms.v4i1.164 

[30] Karimah, R.H.N., Fadillah, F. (2023). Buzz marketing as

a new practice of digital advertising: A study case on

Scarlett Whitening brand. In IMOVICCON:

International Moving Image Cultures Conference, 2(1):

102-110. https://doi.org/10.37312/imoviccon.v2i1.46

[31] Qader, K.S., A.hamza, P., Othman, R.N., Anwer, S.A.,

Anwer, H., Gardi, B., Khasrow, H. (2022). Analyzing

different types of advertising and its influence on

customer choice. International Journal of Humanities

Education and Development, 4(6): 8-21.

https://doi.org/10.22161/jhed.4.6.2

[32] Dhivya, R., Shinde, G., Bandgar, B.M., Velu, C.M.,

Sade, A., Sucharitha, Y. (2022). An analysis of consumer

electronics products to determine the impact of digital

marketing on customer purchasing behaviour. Journal of

Positive School Psychology, 6986-6995.

[33] Lin, H.-C., Bruning, P.F. (2021). Sponsorship in focus: a

typology of sponsorship contexts and research agenda.

Marketing Intelligence and Planning, 39(2): 213-233.

https://doi.org/10.1108/MIP-04-2020-0169

[34] Chadwick, S., Widdop, P., Burton, N. (2022). Soft power

sports sponsorship–A social network analysis of a new

sponsorship form. Journal of Political Marketing, 21(2):

196-217.

https://doi.org/10.1080/15377857.2020.1723781

[35] Kang, T.A., Matsuoka, H. (2021). The effect of

sponsorship purpose articulation on fit: Moderating role

of mission overlap. International Journal of Sports

Marketing and Sponsorship, 22(3): 550-565.

https://doi.org/10.1108/IJSMS-07-2020-0120

[36] Cornwell, T.B., Kwon, Y. (2020). Sponsorship-linked

marketing: Research surpluses and shortages. Journal of

the Academy of Marketing Science, 48: 607-629.

https://doi.org/10.1007/s11747-019-00654-w

[37] Dolores, L., Macchiaroli, M., De Mare, G. (2021).

Sponsorship’s financial sustainability for cultural

conservation and enhancement strategies: an innovative

model for sponsees and sponsors. Sustainability, 13(16):

9070. https://doi.org/10.3390/su13169070

[38] Hussain, A., Khan, R.S., Tahir, N.A. (2023). Exploring

the factors affecting the online and offline impulse

buying behaviour of the millennium generation. Journal

of Management Practice and Humanities in Social

Sciences, 7(2): 9-22. https://doi.org/10.33152/jmphss-

7.2.2

[39] Lim, W.M., Guzmán, F. (2022). How does promotion

mix affect brand equity? Insights from a mixed-methods

study of low involvement products. Journal of Business

Research, 141: 175-190.

https://doi.org/10.1016/j.jbusres.2021.12.028

[40] Sohn, J.W., Kim, J.K. (2020). Factors that influence

purchase intentions in social commerce. Technology in

Society, 63: 101365.

https://doi.org/10.1016/j.techsoc.2020.101365

[41] Sinha, S.K., Verma, P. (2020). Impact of sales

promotion's benefits on perceived value: Does product

category moderate the results? Journal of Retailing and

Consumer Services, 52: 101887.

https://doi.org/10.1016/j.jretconser.2019.101887

[42] Joseph, J., Sivakumaran, B., Mathew, S. (2020). Does

loyalty matter? Impact of brand loyalty and sales

promotion on brand equity. Journal of Promotion

Management, 26(4): 524-543.

https://doi.org/10.1080/10496491.2020.1719953 

[43] Anoke, B. (2023). Curbing the prevalence of inter-

communal conflicts in Nigeria: The public relations

perspective. Blueslide Journal of Arts and Social

Sciences, 1(1): 1-1.

[44] Igben, H.G.O. (2022). Public relations tools for

sustainable mutual understanding between higher

educational institutions and their publics in Nigeria.

British Journal of Marketing Studies, 10(4): 1-16.

https://doi.org/10.37745/bjms.2013/vol10n4116

[45] Dong, C., Morehouse, J. (2022). Toward a caring

government: Advancing ethical government public

relations with a care-based relationship cultivation

model. Journal of Public Relations Research, 34(5): 179-

207. https://doi.org/10.1080/1062726X.2022.2119978

[46] Anani-Bossman, A.A., Mudzanani, T.E., Pratt, C.B.,

Blankson, I.A. (2023). Public Relations Management in

Africa Volume 2: The Practical, the Conceptual and the

Empirical. Springer Nature. Palgrave Macmillan Cham.

https://doi.org/10.1007/978-3-031-32751-3

[47] Sheraz, N., Saleem, S. (2021). The consumer’s pro

environmental attitude and its impact on green purchase

behavior. Journal of Contemporary Issues in Business

and Government, 27(5): 1-1.

https://doi.org/10.47750/cibg.2021.27.05.015

[48] Nimri, R., Patiar, A., Jin, X. (2020). The determinants of

consumers’ intention of purchasing green hotel

accommodation: Extending the theory of planned

behaviour. Journal of Hospitality and Tourism

Management, 45: 535-543.

https://doi.org/10.1016/j.jhtm.2020.10.013

[49] Soldatenko, D., Zentveld, E., Morgan, D. (2023). An

examination of tourists’ pre-trip motivational model

using push–pull theory: Melbourne as a case study.

International Journal of Tourism Cities, 9(2).

http://doi.org/10.1108/IJTC-03-2023-0036

[50] Osei, B.A. (2022). Travel to emerging tourist

destinations: Motivations and decision-making

processes. In Marketing and Tourism in Emerging

Economies. Palgrave Macmillan- Springer.

http://doi.org/10.1007/978-3-030-83711-2_5

[51] Aldao, C., Blasco, D., Poch Espallargas, M. (2022).

Lessons from COVID-19 for the future: destination crisis

management, tourist behaviour and tourism industry

trends. Journal of Tourism Futures, 9: 9-29.

http://doi.org/10.1108/JTF-02-2022-0059

[52] Mohamad, N., Chandran, N.S., Marasol, N.K., Syed

Ismail, S.I. (2021). Exploring tourists' intention to visit a

heritage destination. Journal of Management Science,

19(2): 12. https://doi.org/10.57002/jms.v19i2.231

[53] Keni, K., Winata, R. (2023). Factors affecting intention

to visit Riau Islands. Journal of Management, 27(2): 211-

232. https://doi.org/10.24912/jm.v27i2.1250

[54] Paes, T.A.A., Ladeira, R., Larocca, M.T.G., Matias,

E.M. (2023). The influence of time pressure on the

intention to visit the destinations of Aracaju/SE and

Salvador/BA. Applied Tourism, 7(4): 26-36.

https://doi.org/10.14210/at.v7i4.18878

[55] Ginaldho, H., Sari, A., Aripin, A. (2021). Pengaruh

bauran komunikasi pemasaran terpadu terhadap niat

berkunjung wisatawan di objek wisata air terjun way

lalaan kota agung kabupaten tanggamus provinsi

Lampung. Journal of Competitive Marketing, 4(2): 269-

281. https://doi.org/10.32493/jpkpk.v4i2.9814

1853



[56] Haryono, G., Albetris, A. (2022). Peranan komunikasi

pemasaran pariwisata melalui pemanfaatan e-tourism

marketing untuk meningkatkan niat berkunjung

wisatawan. Journal of Economics and Business, 6(1):

136-143. https://doi.org/10.33087/ekonomis.v6i1.509

[57] Ningrum, D.A.S. (2016). Pengaruh komunikasi

pemasaran wisata kusuma tirta minapolitan terhadap

peningkatan kunjungan wisata bahari di kabupaten

Sidoarjo. KANAL Journal of Communication Science,

4(1): 81. https://doi.org/10.21070/kanal.v4i1.316

[58] Hair, J.F., Hult, G.T.M., Ringle, C.M., Sarstedt, M.,

Danks, N.P., Ray, S. (2021). An Introduction to

Structural Equation Modeling. Springer.

https://doi.org/10.1007/978-3-030-80519-7_1

[59] Sangadji, S.S. (2023). Management research methods.

PROCURATIO: Jurnal Manajemen & Bisnis, 2(1): 43-

44. https://doi.org/10.62394/projmb.v2i1.58

[60] Sangadji, S.S., Supriatin, F., Marliana, I., Afkar, Paerah,

A., Dharta, F. (2022). Metodologi Penelitian. Makassar:

Cendikia Publisher.

https://doi.org/10.31219/osf.io/ywemh

[61] Jebb, A.T., Ng, V., Tay, L. (2021). A review of key

Likert scale development advances: 1995–2019.

Frontiers in Psychology, 12: 637547.

http://doi.org/10.3389/fpsyg.2021.637547

[62] South, L., Saffo, D., Vitek, O., Dunne, C., Borkin, M.A.

(2022). Effective use of Likert scales in visualization

evaluations: A systematic review. Computer Graphics

Forum, 41(3): 43-55. http://doi.org/10.1111/cgf.14521

[63] Yamashita, T. (2022). Analyzing Likert scale surveys

with Rasch models. Research Methods in Applied

Linguistics, 1(3): 100022. 

http://doi.org/10.1016/j.rmal.2022.100022 

[64] Joreskog, K.G.,Sorbom, D. (1989). LISREL 7: User’s

Reference Guide. Chicago, IL: Scientific Software.

[65] El-Sheikh, A.A., Abonazel, M.R., Gamil, N. (2017). A

review of software packages for structural equation

modeling: A comparative study. Applied Mathematics &

Physics, 5(3): 85-94. https://doi.org/10.12691/amp-5-3-

2

[66] Hair, J.F., Anderson, R.E., Babin, B.J., Black, W.C.

(2010). Multivariate Data Analysis: A Global

Perspective. New Jersey: Pearson Education.

[67] Hooper, D., Coughlan, J., Mullen, M.R. (2008).

Structural equation modelling: Guidelines for

determining model fit. Electronic Journal of Business

Research Methods, 6(1): 53-60.

[68] Schermelleh-Engel, K., Moosbrugger, H., Müller, H.

(2003). Evaluating the fit of structural equation models:

Tests of significance and descriptive goodness-of-fit

measures. Methods of Psychological Research, 8(2): 23-

74.

[69] Rafa'al, M., Sangadji, S.S. (2023). Digital transformation

of the hotel industry: Theories, practices, and global

challenges. Journal of Hospitality and Tourism

Management, 56: 469-470.

https://doi.org/10.1016/j.jhtm.2023.08.002

[70] Sangadi, S.S., Handriana, T. (2023). The role of pleasure

to improve tourism education. In Pleasure and

improvement in Tourism Education. Elsevier.

https://doi.org/10.1007/978-3-031-21580-3

1854




