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Abstract— The tourism sector provides an important
role in growing the cconomy ol a region. This condition
is in line with the development of inercasingly rapid

information technology so that it requires the actors of

this  sector to develop access to  their  customers.
especially in attracting customers or foreign tourists.
Indonesia which has a cultural heritage site that is also
world heritage has its own charm.

This arch will be conducted o examine the
fuctors of destination image, destination satistaction and
marketing communication that affect destination loyalty.
This study was conducted on customers  (tourists)
visiting Yogyakarta especinily Borobudur temple. This

re

study used o qualitative approach, with the object of

research  customers  (fourists)  visiting  Yogvakarta
especially Borobudur temple.
Keywords— Destination Image, Destinativn Satisfaction,

Murketing Comniunication, Affect Destination loyaliy

| IS iRk o

Lhe toursm sector provides an amiportant tole

growing the economy of o region. This condiion s Line
with the development of mereasingly rapsl mformation
technology so that it requires the actors of this sector 1o
develop aceess 1o their customers. especially i attracting
customers or fureign tourists, Indonest which has @ culiural
heritage stte that is also a world heritage has its own charm
Indonesta has w find way o promote the tourist destiation
te be revisited by the tourist or even become the moest
favonite  destmation. Ino the  21st century. Tovaliy s
considered an activity which companies carry out o protect
the murket shares. Customer  loyalty
significant gain in competitive markets. Obviously. loyalty
is no longer the exclusive to the product/brand marketing.
Similarly. destinations can be considered as products. and
tourists may revisit or reconunend  destinations o othe
potential tounsts such as fnends and relatyves. Destinaton

1s  considered o

foyalty as the level of tourists™ perception of u destinulio
a good place. one that they would reconimen thers
This research will be conductied w0 exanune the

factors of destunanon image. destimation satistachion angd
marketing commncation that affect destmation foyalts
This study was conducted vn customers (lourists) visiting
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Yogvakarta especially Borobudor temple. This stady used o
qualitative approsich. with the object of research cust

(tourists) yvistting Y ogyvakirta especially Borabudur terple
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The research method used i this researeh was case
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study method. The selection of case study method  was
because the researcher anned to conduet the study mnoa
systeniitie way through observaton. data collecnon, data

Ll reparii

analysis i
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of destination mage. destination satisfaction and ks
communieation that affect destinaton losalty
was conducted on customers (tounsts) visiting Y ogvakaria
especially Borobudur temple.
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depends on two evaluations: pereeptualcognitive and marketing communication mix and the basie frumework
affective, The former refers w beliels or knowledpe ol general  commumcation  (advertising., sales
about the attributes ol a destination, while the lana promotion, events and experience. pubbic relations and
refers to feelings/attachment to the same!™ Echiner and publicity. direct marketing & active marketing, word of
Ritchiet" % sugpested that DI was composed ol theee mouth., and  personal sales 3wl shape vonsunier
dimensions:  auributes/holistic functional psychological understanding ol brand awareness, brand mage. brand
and common/unique DI into four dimensions: natural response  and  brand  relatons [13]0 Marketing
resources. service quality. entertainment and affective communication aims to nulmwo lhu three stages of
imagel’l. change shown 1o consumers st step e be

2 Desunation Satisfaction (DS) the stage of knowledge change. i this ol

Satislacton 15 perceived 10 be a key to the success consuimer knows the existence of a product. the second
of many organizations . Academie literature postulates stage 15 the atutude change in the consumer behavio
that customer  satistaction s & function of  the this atintude change s determined by three clement:
diserepaney between a consumer’s prior expectations referred o by Seilfman and Kanuk \hu\\::w that stages
and  hisher  perception  regarding  the  purchase ol change i attiinde are determuned  and  conation
PO When sansliction s discassed i plave thehaviory, of these  three  components andicate a
marketing it is reterred 10 as place satistaction, and coan tendency towards a change teognitive. afltective. and
be defined as o multfaceted judgmental sumnary of the QUIHIGRY

CAPUTICTICE i persun hw- ol the physical amd socii
dimensions of a place! ™4 In the context of tourism. DS IV RESEARUH METTHOD
as the lourist's L.mnllmml state alter experiencing the wip
BLODS can also be used as a measure w evaluate the
products  and  services  olfered  at the  destnation
POl Undoubtedly, DS is o multi-dimensional
construet™", A case of Nattonal park, Lee and Chen”!
categorized DS imo four parts: facihty and service,
convenience and dining environment. chimate and space
and landseape  and environment. Measures  tourist
satisfaction  with multiple destination atributes and
subsequent intention to repeat visitation and recommend
10 othersi,

This research s g descriptive qualiative sty by

describing and analyzing existing data basad on the theory
of Destination Im.-.l_m. Destination  Sutstacuon, and
Marketing Communication. The techuigue of collecting data

uses primary data namely interviews and FGDs 1o refated

informants who are selected purposively i order o meel
rescarch needs, while secondary dat s using literature
study  technigues  ad - docwmentaiion oo contirm and
strengthen the data for analvais. Quabitatn e data analvss
requires researchers (o carry out activities simultancoush
with data collection. data interpretation and swriting rese !ih].-
reports =1 This data analysis 1s not done sepurately with

3. Marketing Communication ) , )
= data collection, but as an activity carried oul wgether

Marketing communication is a means by which During date collection. rescarchers move interactively in 3
companies vy to iforme persuade, and remind components of wialyvsise namely data reduchion, data
consumers directly or indirecthy. abour products and presentution and Gnal conclusions verthication
brands  sold.  The  contobution of marketing

communication i Kh.lplm.. brand vty through e
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Vo RESULT AND DISELSSI0N

Due o the  development ol nereasinghy  rapid
information technology. 1t requires the actors ol this sector
o develop aceess Lo their customers. especially in attracting
customers or forergn tourists. The tourisim sector provides
an important role in growing the econvmy ol o regron. In
Heritage Indonesia there’s Borobudur that have image and
satisfaction 1 tourism attend and visit this wemple.

The tourists visiting Borobudur Temple do have a
variety of factors or reasons why they chose Borobudur
Temple as a tourist destination in Indonesia. Factors that
influence people conung 1o Borobudur include:

[ Destination Image

Tourist knows about Borobudur Temple Torm temple
because ever one of seven a miracle i the world and they
know this is a temple from Buddhist culture, the place
Buddhist pray. That was a Richo (30t Australian) wld about
BorobudurTounst know about Borobudur  Temple form
temple because ever one of seven a miracle in the world and
they know this 1s o temple from Buddbise culore the place
Buddlist pray. That was a Richo (30th Austrabing wold abow
Borobudur. Not only that, the beauy ot Barobudur 1s o lure
for the increasing awareness ol tourists W revisit Borobudur

“f choose to go here fiflv minutes ago. but thiy s very

spectacular and beautiful, Ve 're very impression. the

Jold temple realize me this temple s beauniful and very

amazing. Amd we got wonderfil experience. (Sany. 347

Americar ™.

Mr. Pertamin (315t -Medan) admitted that he had visied
Borobudur five times. Every tme to Yogyakarta, he always
takes time to visit Borobudur

" have been heve five times. every tine D ogo o Jogga

when s the same fime as my fundy or there s a tnp

with friends, I will make a visit here. but obviousty the
temple s clean and of conrse here (Mr. Perlamin 317 -

Medan) ™.

Although it wis built 1in BC. this building stiids st
and. majestic
whe feel that there

10
Flus as o feehing ol astonishment o vision

s oo sophisticated techiology o buid

this magnilicent wemple

Pt s wedigpicndt feeling ro expross Decause tis el
sobeautiful and farge and Teant to explam with g owords
And definitely come (o here s 56 worth iof and 1 always think
how the building so large infrastructure wihy is not have
el and  rechnology ar the  pase (Svat, A3,
Bangladesi ™

Based vn the vesults of the interviea abouve, the image of
Borobudwr temple as osie of the 7 wonders in the beantitnd
and magnificent workd has become o positive mage of
Burubuwdur temple and an important jactor for tourisis o
choose Borobudur temple as a towrst destination
Indvnesiu.

2 Destinatton Satisfaction
A sense of visitor satistaction that influences the desire
to come back s also supported by the service toursm
hosprality, amd se
i’ '.,‘ILJ.I". ]

I overy (ke this [h"n'i‘t'. ard far e e vt dhas A

y that exiast in this Borobudir Te

vl e tengpali

; ]

aronment s funve a feeling, Sooimpress, quiel oo

several  people s very dmpressive. (Eorg, 57,
fFrenchy
Fhe drver o lus own sense of satsficton s the role of
security officers swho n addinon 1o providing o sense of
seeunty because of the increasimg number, security officers
also kindly help visitors o find o good spot to capiuge the
moment at Borobudur.
“Several times herve, and come hvve with frivids v
photo photos. And now tlrere s a real clange. for
example, like the sectrity guard i acwer and more
helpfitd fur uy to photograpl. keep telling ws about
the goud spols where the angle o ke that (v,
22l Bundung:
i additton 1o the

dCSTOHTON SUrNFACTEON 15 QSO 2nt ignant faq for

anage  of  the Boreludue temple
M ..'f\lf.-'?".:'
comfort amd sufeiy when visaung, The comfport in gieestion iy
the friendliness of the officers i providing services and
assifanee o Hie jourists. Besides that, the sajen
visiing Borobdur Temple o also an importaat factor when

nwhaen

they will chaose Borobidur temple a8 atourist destination

S Muaekerng Commpnications

The existence of markeling commuueation that aumns 1o
nforin. ]!Cl',\lliilll‘. amd remind toursts divectiy or midirectiv,
about Borobudur Temple through advertising medi., sales
promotions, events and experiences, public relanons and
publicity. direct marketing & active marketing. word ot
mouth, and  personal
understanding  of brand  awareness. brand maee. brand
response and brand relatons
marketng communication s abile w0 provide kipowledge
(hnowledger., i us change consumers know the existence

sales  wall shape  consamer

Fhe existenve ol elfechve

of a product. the second stipe s attinude change i the

constmer belinvior changes i stade are o s
three clements referred 10 by Sailfman and Kanuk shows
that coixition. i thése three compuients show o tendency
towirds a change (cognitive, allective, and conative. Thus
the prosence of marketung communmeation 1s vers helplul in
consumers béconung foval consumers of the products or

servces eliered

in Borobudin
results of mlerviews b wrms ol tat woursts do gol know
much  about Temple
management. Although as a legaey of miracles as well as
the mternatonal  standard

Femple tounsm products based on e

Buorebudug thirough lsorebudu

tounst  attractions.  the
management of Borobudur Temple s stll Licking. Visitors
koow more ubout what they Lind when searcinng tor travel
recommendations by bl 't
visiing  Borobudur know more dbutt Borobudur

Lourists

s and  vio

thirough bloggers and vioggers, not through ady
with - print. erauted  hy
Borobudur management. Travelers also know more about
Borobudur due 1w the many  cultural  events held  at
Borobudur Temple, This 1s sery untortunate
management  of  Borobudur  should he  able w0
advertisements inovarious media about Borobudur temple

clectronie ind onhine medin

because the

makve

wihneh s the Tt world woussin sersvice i Indonesia
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easy to have o oanterger or Younibe. Ydoeo, S st

Netherlandl ”

For local visttors, they admitted that they had recenved
intormation about Borobudur, but it was more about dance.
music. or 1000 Tanterns, bul never o publish Borobudur
Temple.

“Yex, of course from the lesson, ar feast of there v a

Vesak program, the copcert wall be fice that Just 1o see

Hiat ihere wre music eveits, ar dance evenrs, the ads are

more there, not jor Borebudur. The  place s in

Borobudur bur sells other messages. (Mulicgmmad Arif.

27th. Magelang) "

Thus based on the results of research that factors that
influence the destination  lovalty of tourists  choosing
Borobudur Temple as a tourist choice m Indonesia are based
on destination image. destination satisfaction and marketng
conununeation,

VI CONCLUSIONS

The destination image of’ Borobudur besides mcluding
the Seven Wonders of the World 15 also described as a
beauntul, majeste destination. and is a relic of Buddhist
culture. This image 18 supported by the service. tnendliness
and sceurtty felt by visnors which encournges a sense of
sutislaction W visit Borobudur Temple
Bave i interest i returning to visit Borobudur temple bused
on what they deseribe and feel. Although in this case the
tourists get a lot of information about Borobudur temple not
through direct promaotions from Borebudur management.
They know more from bloggers and vioggers. Thus, massive
marketing  communication s still needed, for example
through advertising. sales promotion. public relations and
publicity. direct marketing & active marketing. word of
mouth, and personal sales so that Borobudur wmple as an
international  tourist destination i bdonesia can be
inereased in terms ol its number of visttors and becomes
loyal destination.

Therefore vistlurs
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