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THE SOUTH EAST ASIAN JOURNAL

"MANAGEMENT

The Influence of Promotion in Censtructing
Country’s Perception, Autobiographical Memory,
Emotional Bonding, and Visiting Intention

Jony Oktavian Haryanto”

This paper aims to propose the influence of promotion toward the establishment of
country 5 perception, autobiographical memory (AM), emotional bonding (EB), and visiting
intention. The writer would like to propose the direct influence of promotion toward intention
to visit. This paper is aimed to see prospects’ perception toward its promotion. Next, the
writer would like to explove the influence of countrys perception, AM and EB towavrd the
intention to visit. It is interesting to understand that they function as crucial factors which
are considered deeply by prospects before they decide where to go. Hence, it is important to
analyze their influence toward intention to visit and including which one is more dominant.

This paper proposes 7 hypotheses to analyze the relationship above. Data is analyzed
using Structural Equation Modelling (SEM) with Lisrel 8.80. The data shows that promotion
influences countrys perception, AM and EB significantly. On the other hand, emotional
bonding influences intention to visit significantly. This research has implications that
promotions which are held by countries for tourism should be targeted correctly. Media
of promotion or time of promotion have to be analyzed promptly in order to gain effective
campaign for prospects. On the other hand, the promotion which is able to create EB or AM
has to be developed continuously by tourism industry. Furthermore, marketers need to think
appropriate marketing strategies to create a strong emotional bonding between prospects
and country.

Keywords: promotion, country s perception, emotional bonding, autobiographical memory,
intention to visit,

Introduction overcome the problem, a comprehensive
promotion strategy is needed. The pro-

The global financial crisis in the United motion strategy should be able to create
States and Europe has influenced Asian’s Autobiographical Memory (AM), amemory
tourism industry, where most of the tourists stored for a long-term as a result of an
come from United States and Europe. To experience (Rubin, 2006). Research done

*Jony oktavian haryanto (jonyharyanto@yahoo.com) is an associate professor in marketing at Faculty of Economics
Satya Wacana Christian University (52-60 Diponegoro at Salatiga-Central Java Indonesia 50742).
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by Haryaato (2008) has proven that there
are specific promotions stored in consumer’s
mind resulted in an intention to purchase.

To overcome the impact of tourist decli-
nation, caused by the global financial crisis
or travel warning to some countries, a com-
prehensive promotion strategy is needed. If
the promotion done is able to be stored in
autobiographical memory, then it will create
higher intention to visit the specific country.
For example, a promotion which is able to
describe and display the beauty of a coun-
try pleasingly will be stored in prospects
autobiographical memory. If that prospect
has a chance to go on vacation, then they
will recall their memory and will travel to
the location where they have experienced
a positive autobiographical memory. This
is a long-term benefit for a country because
the successful promotion strategy. More-
over, the kind of promotion which is able
to increase the emotional bonding should
be observed. This is important because if
the promotion succeed to create emotional
bonding, it is easy to stimulate the bound to
be a visiting intention.

What kind of promotion is able to
increase a positive autobiographical me-
mory to the prospects is an interesting
question to be observed more. Besides that,
it is also interesting to know the influence
of promotion towards perception of the
country and how the promotion done for
tourism sector can create an emotional
bonding between prospects and the
promoted location, so that the influence of
the promotion towards the visiting intention
can be viewed directly or indirectly.

The thesis that perception of the country
might influence the purchasing intention
has been observed by previous researchers
(Solomon, 2007; Bearden and Teel, 1983;
Oliver, 1996). However, the hypothesis that
the perception of a country will influence
the visiting intention in tourism sector
needs to be observed more. It is a fact that
nowadays, the perception of a country
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holds an important role in tourism industry.
For example, Thailand, which is known
for the exotic beaches and deep-rooted
Asian atmospheres, and Singapore, which
is known as Asian’s shopping paradise.
Secing a strong perception influence, this
research is aimed to search the influence of
a country’s perception towards AM, and the
association with the visiting intention.

Literature Review
Promotion

Promotion is an action done by the
advertiser aimed to give information or
persuade costumers to purchase (Kotler
and Keller, 2006; Evanschitzky, Iyer,
Plassmann, Niessing, and Meffert, 2006).
Seen from the purpose, there are 3 purposes
of promotion: to remind, inform, and
persuade the prospects. Similarly to the
tourism industry, the promotion done is
aimed to give information about the beauty
and plus point of a country. Promotion is
also aimed to persuade prospects to visit a
specific area.

Promotion for tourism industry often
consists of event marketing, and advertising.
Advertisers often use event marketing in
tourism world to attract prospects. Some
examples are: cultural events, shopping
day, discounts, or international sport
competition. This event marketing is often
used as one of the effective ways to attract
prospects’ interest to visit.

Furthermore, advertisers greatly adver-
tise the beauty of the country or their
special events, in strategic locations, such
as airports or high-class magazines. The
repetition of advertisements is expected
to make the prospects record the label or
brand in their autobiographical memory.
When prospects obtain the intention to
travel, they will recall their positive AM
and then decide to travel to the country with
positive AM.




Perception of the Country

Solomon (2007) defines perception
as a process of choosing, organizing, and
interpreting the stimulus accepted by
receptor. The process of perception itself
can be describe as : stimulus in form of
smell, sound, texture, shape, etc. It can be
recognized by receptor in form of sight,
hearing, smell, feel, taste, and are exposed
in consumers’ recognition. Consumer’s
attention towards this exposure will be
interpreted. Some of the exposures were
not analyzed due to the amount of stimulus
and limitation of consumers’ cognitive
ability. Therefore, not all information
received by consumers (tourist prospects)
can be recorded well. As a result, a bias
appears that prospects only record some
information and generalize the perception
of the country based on the small amount
of the information. This bias influences
prospects’ perception towards the condition
of the visited country. For example, the
terrorism issue in Indonesia and the political
demonstration in Thailand resulted in travel
warning claimed by some countries. In
fact, the demonstration in Thailand did not
distract the tourism activity. The advertiser
(country) needs to have an effective
promotion strategy to establish a strong
insight. Security, comfort, and politeness
factors need to be communicated through
the promotion strategy so the positive
perception can be created in prospects’
mind.

Autobiographical Memory

Autobiographical memory is defined
as a memory from previous experience
that will be stored as a long term memory
(Braun, Ellis, and Loftus, 2002). Previous
experience is a keyword that differentiate
autobiographical memory with long term
memory. Rubin (2006) explained that
autobiographical memory exists when a
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specific eventisrecalled with specific image,
e.g. when a tourist has a specific experience
when he was visiting a country, then he
would make a recall on his experience in
associations with cheerfulness, cleanness,
ete.

Consumer’s memory about branding or
branding’s experience when he/she visits
a country will have a huge consequences
into the next decision due to the emotional
attachment which was established before.
In this matter, autobiographical memory is
perceived as a trustable record with strong
visualization that would create an original
experience. This explain why tourists will
tend to visit same countries several times
due to this condition. Sutjan, Bettman and
Baumgartner (1993) showed that a po-
sitive autobiographical memory will lead
to a positive attitude toward advertising
and enhance the brand evaluation. When
an autobiographical memory has been
developed, then it will influence prospects’
next choices or preferences (Bertsen and
Rubin, 2002).

In relation to the country visiting, the
positive or negative experience will be
memorized strongly in the autobiographical
memory. Positive experience when visiting
a country will stimulate prospects to
conduct other visits, vice versa. Tourists
with experience in visiting countries
and still eager to visit again due to their
satisfaction will memorize those things
in their autobiographical memories. This
experience will be memorized continuously
and will drive to the intention to visit
again. When a tourist wants a specific visit
continuously then it will be memorized
and become an autobiographical memory.
This memory become a nostalgia which is
continuously constant in the long run.

Emotional Bonding

Macinnis and Park (2005) defined
emotional bonding as a “relationship-based
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construct that reflects the emotional bond
connectingan individual with aconsumption
entity”, and found that it is comprised of
three components: affection (warm feelings
for the brand), passion (intense positive
feelings for the brand), and connection
(“feeling of being joined with the brand’).
Moreover, Sadock and Sadock (2007)
explained that emotional bonding is caused
by motivation and is the highest stage of an
emotional and psychological relationship
among individuals with specific objects,
such as friends, favorite pets, or products.

According to Eberl (2004), thisemotional
bonding happens because there is trust
from both exchanging sides. For example
side A and B. the emotional bonding will
occur when A feels the benefit in having
a relationship with B, and no possibility
that B will go against A. Identification that
one of the sides is reliable is a must have
condition before an emotional bonding
occurs. Popper and Ward (1987) stated that
a new relationship will generate emotional
bonding if the relationship continues over
and over again. Furthermore, Bansal and
Taytor (2005) proposed that emotional
bonding is one variable considered as
mooring factor, i.e. variable that create
barrier for costumers to switch to other
service providers.

Eberl shows that emotional bonding
occurs because of there is an observation of
one side to the other side. Related with the
tourism industry, before emotional bonding
occurs, prospects will observe the country
which will be visited. The observation
consists of the nature’s beauty, characters
of the country, perception of the character,
etc. These observations make prospects
conclude to have emotional bonding with
the country.

Related to above explanation, which
states that repetitive usage will create an
emotional bonding in the user, Lindstorm
(2007) stated that it needs a strong attitude
foundation before someone becomes
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loyal to a country. We can see this from
some tourists who settle down in a certain
country for years, or even decide to move to
the country as a result of strong emotional
bonding. This relationship can be illustrated
as a pyramid, where someone who is on the
highest point of the pyramid has a strong
attitude relationship with the brand, and
there’s a possibility to purchase it and being
loyal to in a long time. At the lowest stage
is presence, which means prospects are
acquinted with something promising about
the country and its more than awareness,
so they can accept it or decline it. To offer
accepted choices, a country should avoid
negative things. People should think that the
country will fulfill their basic needs, such
as security, comfort, transportation, and
other infrastructures, will be adequate with
the values possessed. If the country fails to
fulfill any of these individual criteria, the
country will stay in the presence-stage and
cannot advance to the relevant stage.

To advance to the next step, a country
need to experience consumption, this is
the visit itself. People will move to this
step when they have confirmed themselves
that the country is giving the basic
promises. Next, a country should be able
to find a dimension which will give some
advantages than the competitors, rationally
and emotionally. Building advantages by
managing emotional necessities will create
a stronger emotional bonding (Leivin and
Paige 2003; Lutjhe, 2004). The highest
stage is the bondage, where prospects reach
the degree of country bondage, so they
excluded other countries from their mind.

Intention to Visit

Intention is defined as the subjective
possibility of a person to conduct certain
action (Gunter and Furnham, 1998). This
will be developed when a person creates a
plan about his/her future behavior. Rook
(1987) stated that intention is a basic unit



in the network plan when a person conducts
a cognitive action which is future oriented.
Intention is based on the future action.
Furthermore, they explained that there are
three constructs regarding to intention, they
are: (1) Intention as a hope (2) intention as
a plan (3) iniention as a want. These three
constructs are usually used to measure
intention.

Construct intention as an expectation
is the most commonly used and popular
(Rook, 1987). This refers to the individual
assessment regarding to  subjective
possibilities that will create future behavior.
Basically, measurement of intention to
consume involved attitude and subjective
norm based on behavioral intention theory
(Rook and Fisher, 1995). Behavioral
intention usually is predicted based on
multiatribute model (Rook and Fisher,
1995). Darley and Lim (1986) conducted
a research using Technology Acceptance
Model (TAM) as multiatribut model to
predict intention to consume on technology
based on its utility. Rook and Fisher (1995)
defined attitude to consume as a positive or
negative feeling to the néxt target behavior.
Hence, Rook and Fisher stated that intention
to consume depends on the strength of
conducting a specific action. In this article,
I do not differentiate between intention to
visit and intention to revisit. The reason
is that there is no significant difference
between those two in term of tourism
industry (Bansal and Taylor, 2005).

Methodology

Research Questions

To overcome the suppression of tourism
industry, a comprehensive promotion stra-
tegy which is able to increase prospects’
visiting intention is needed. It is important
to know the direct or indirect influence of
promotion towards the visiting intention.

Haryanto

The questions raised in this research

are:

1. How is the influence of promotion
towards perception of a country?

2. How is the influence of promotion
towards autobiographical memory?

3. How is the influence of promotion
towards emotional bonding?

4. How is the influence of promotion
towards visiting intention?

5.How is the influence of country’s
perception towards visiting intention?

6. How is the influence of autobiographical
memory towards visiting intention?

7. How is the influence of emotional
bonding towards visiting intention?

Conceptual Model

Several things that influence prospects’
intention to visit a country has been stated
before. Therefore, this research is aimed to
see some determiners of visiting intention.
Consequently, this research emphasizes
more in promotion factor in building
perception of the country, emotional bon-
ding, autobiographical memory and at the
end, all will lead to the creation of visiting
intention. Figure 1 explains the conceptual
mode which will be established in this
research.

Hypotheses

From the literature review, it could be
analyzed that promotion has a significant
influence towards intention construction
to visit a counfry as a tourism object. For
tourism industry, promotion which is done
properly will not just increase the visit of
the tourists each year, but also to elevate
the country’s perception so it will greatly
impact other sectors.

This research is basically aimed to see
the factors which influence intention to
visit a country. It is important to identify
what significant factors needed to stimulate

87



THE SOUTH EAST ASIAN JOURNAL OF MANAGEMENT © October 2009 * VOL.IIl ® NO.2

Figure 1. Conceptual Model

toward

Perception

Country

Promotion Autobiographical Intention to Visit
Memory

Emotional

Bonding

prospects to visit a certain country. It is
easier for the advertisers to concept the
promotion strategy to communicate the
uniqueness of their country, if they identify
the factors.

The Relationship between Promotion
and Perception

In the previous research, it has been
proven that promotion has a significant
influence towards a brand’s or a product’s

perception (Kotler and Keller, 2006;
" Haryanto, Raharjo, Timotius, Kusumo,
Purwanti, 2005; Haryanto, 2008). Similar
thesis should be suitable to revive a positive
perception of a country. Nevertheless,
researches that observe directly the
influence of promotion to create a country’s
perception are rarely to be found, compared
to those which observe the influence of
promotion towards the form of product’s
of label’s perception. It is proven that an
adequate and consecutive promotion will
increase prospects’ perception towards
the product (Solomon, 2007). Even a
consistent promotion is able to change
prospects’ perception towards a country. As
an example, a vast promotion by China has
change the perception of dirty, corrupt, and
restricted country to one of the most popular
country for tourism in Asia (Bhram, 2001).

An untargeted promotion not only spend
lots amount of money, but also able to
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create negative perceptions of the country.
For example, promotion done by Indonesia
in VISIT INDONESIAN YEAR 2008,
which targeted seven million tourists, was
not supported by sufficient infrastructure
(Flood in the airport at the beginning of
year and rotating electricity shut down in
almost all parts of Indonesia as a result
of energy crisis). This was not a goal for
tourism in Indonesia and it would create
negative word of mouth for tourists who
visited Indonesia. Based on the explanations
above, a hypoteses is proposed as follows:
H1: The better the promotion is, the better
perception will be made for the country.

The Relationship between Promotion
and Autobiographical Memory

Promotion done effectively and in-
tensively will be recorded in prospects’
memory. This will be a longterm memory
and finally becomes an autobiographical
memory. Even though prospect does
not travel as soon as he/she sees the
advertisement, but he/she will recall the
positive autobiographical memory about
a country when he/she wants to travel.
(Sutjan et al.1993).

The thesis about promotion influences
autobiographical memory has been proven
by Haryanto (2008) in context of child’s
option towards a product. A research is
needed to understand the role of promotion



for the forming of autobiographical
memory in adults in context of tourism. If
the prospect has a positive autobiographical
memory of a country, and it’s stimulated
intensively by promotion, it will be easy
to attract the prospect to visit a country.
This also means that promotion is not a
stimulus to travel, but also a potential future
market that should be seriously managed by
advertisers.

In more formal language, a hypotheses
is proposed as follows:
H2: The better the promotion is, the stronger
the autobiographical memory formed in
prospect towards the visited country.

The Relationship between Promotion
and Emotional Bonding

The thesis about promotion influences
significantly towards emotional bonding
has been proven by Macinnis and Park
(2005) for product context. In tourism
context, It is needed to search deeper about
the correlation of promotion in creating
prospect’s emotional bonding towards the
promoted country. If the promotion done
presents an impressive memory, and is
recorded in prospect’s autobiographical
memory that makes a desire in them, then
a strong emotional bonding is created in
prospect, although he/she has never been
there. For example, an intensive promotion
about the beauty of Venice, added with the
romantic gondola trip through the rivers of
Venice, makes so many youngsters dream
about having their honeymoon in Venice.
The dream which has not been accomplished
will create a strong emotional bonding
between prospects and Venice. Whenever
prospects have purchase power and chance,
they will put Venice on the top of the country
they want to visit in their list,

An effective and intensive promotion
will create an aspiration. This aspiration
will encourage the creation of emotional
bonding within prospects and the country
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they want to visit.

Based on the explanation above,
hypotheses three is proposed as follows:
H3: The better the promotion is, the stronger
the emotional bonding between the prospect
and the country they want to visit.

The Relationship between Promotion
and Intention to Visit

Previous research has showed that
promotion influences purchasing intention
(Minnini, 2005b; Haryanto, 2008;Santrock,
2001). Basically, prospects always have
the intention to travel abroad. If advertisers
stimulate and communicate this intention
intensively, it will be a need and might
create intention to visit the country. On
the other hand, without promotion, the
intention will not be stimulated well and
will be a subconscious need without any
manifestation (Santrock, 2001). That is why
advertisers need to promote intensively to
create the intention to visit in prospects.

This is applied by Singapore, which
intensively communicate their events or
special occasions, like “Singapore Great
Sale” or ‘Christmas in Singapore”. These
kinds of promotions have proven to
increase the number of visitor in Singapore
significantly (Haryanto et al. 2005).

In a more formal language, a hypotheses
is proposed as follows:

H4: The better the promotion is, the higher
the intention to visit a country.

The Relationship Between Perception
and Intention to Visit

Prasetijo and Thalaw (2003) stated
that a good and positive perception of an
object will create a positive consumer’s
evaluation. The same thing applied to
negative perception. That’s why it is
important for the advertisers to pay attention
to the process of perception creation in
consumer’s mind. Ries and trout (1986)
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stated that consumer’s perception mind is a
battle field of advertisers through marketing
communication aimed to achieve positive
perception in consumer’s mind. Research
done by Sari (2008) for green product has
proven that perception about the product’s
advantage influences significantly towards
the intention of purchasing green product.

In tourism industry context, a positive
perception towards a country, such as the
beauty, culture, scenery, etc. will encourage
prospects to visit the country.

Based on the descriptions above, a
hypotheses is proposed as follows:
H5: The better prospect’s perception of a
country is the higher prospect’s intention to
visit the country.

The Relationship between
Autobiographical Memory and
Intention to visit

Research done by Haryanto (2008)
showed that autobiographical memory
influences  significantly towards the
intention to visit. Positive autobiographical
memory will always be recorded as a
positive memory in prospects’ mind. If the
necessity or intention emerges, prospects
will subconsciously recall the label. The
label in tourism context is the country which
has a positive autobiographical memory
according to the prospects (Rubin,2006).

Consumer’s memory about branding or
branding’s experience when the consumer
visits a country will have huge consequences
into the next decision due to the emotional
attachment which was established before.
In this matter, autobiographical memory is
perceived as a reliable record with strong
visualization that would create an original
experience.

Sutjan et al. (1993) showed that a
positive autobiographical memory will lead
to a positive attitude towards advertising
and enhance the brand evaluation. When
an autobiographical memory has been
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developed, then it will influence prospects’s
choices or preferences (Bertsen and Rubin,
2002).

In relation to the product consuming,
the positive or negative experience will be
memorized strongly in the autobiographical
memory. Positive experience when con-
suming products will stimulate prospects
to consume the product again. Prospects
with experience in consuming products
and still want to consume again due to their
satisfaction will memorize those things
in their autobiographical memories. This
experience will be memorized continuously
and will drive to the intention to consume
again.

Based on the descriptions above, a
hypotheses is proposed as follows:

H6: The better the autobiographical
memory created, the higher the intention to
visit appears.

The Relationship between Emotional
Bonding and Intention to Visit

The thesis that states a strong emotional
bonding to a product, label, or country
is a valuable asset for the advertiser, has
been done by Solomon (2007) and Kotler
and Keller (2006). A research done by
Lindstorm and Seybold (2007) has proven
that teenagers who are strongly bond with a
product have a high tendency to use the same
product constantly. This bappens because
each individual has a high resistance to
try new products, so directly or indirectly,
he/she tends to use the product that has an
emotional bonding before (Micinnis and
Park, 2005).

In tourism context, prospects also
have high tendencies to visit the country
where they have emotional bonding
previously. This kind of bondage can be
created through marketing communication,
visiting experience, or from word-of-
mouth. Therefore, it is important for the
advertisers to establish an emotional



bonding to prospects before hand, so when
the intention to travel appears, prospects
will visit the country with an emotional
bonding experience. In a formal language,
a hypotheses is proposed as follows:

H7: The stronger the emotional bonding,
the stronger the intention to visit is.

Survey’s Method

The data were collected via consumer
surveys from two cities in Central Java.
Because of the number of constructs in the
model and the complex relationships among
them, it is best to test it in two or more parts
before testing the entire model. Before
the empirical test, we have conducted an
extensive qualitative research (focus group
discussion and depth interviews) with 12
prospects in Jakarta as a first step to validate
the questionnaires and to propose the model
above.

This research would not only help to
generate a list of constructs with which
prospects are likely to identify but to
develop new or refine existing measures
of the model’s key construct. We have
also done some subject-matters with
experts (2 tourism experts and ! expert in
marketing for tourism). This was done to
use understandable language and questions
for prospects. Prior to this empirical
examination, however, pretests were
conducted to validate our adaptations of
existing scales.

Pretest Study

Pretest study was conducted with 30
prospects in Salatiga, Central Java and
30 prospecs in Semarang, Central Java.
Measures were captured relative to intention
to visit for tourism purposes. The aim of
this pretest was to examine the scales that
would be used to test the model.

The construct measurement used
primarily existing scales, adapted for to
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be examined prospects. To make prospects
easier in answering the questions for the
empirical testing, the measures using 6
points likert scale.

Results from the pretest showed that
the reliability of all scales was adequate
according to the Nunnally’s (1978) standard.
Some questions appeared to be problematic
for the pretest respondents’. Their comments
were reworded for the main study.

Main Study

A database of prospects selected from
Salatiga and Semarang. A final sample
of 200 completed surveys was obtained.
This research implemented convenience
sampling in getting the respondents. In
this research the researcher would like to
identify the relationship between promotion
and emotional bonding as well as the
relationship between emotional bonding and
intention to visit. Therefore, in this research
the characteristics of the sample are as
follows: (1) Their minimum expenditure is
5 million rupiah (approximately USD 450)
per month (2) They have visited at least 3
overseas countries for tourism purpose (3)
They paid their travel by themselves.

From the data, it could be seen that
approximately 60 % of respondents were
males, and the average of their expenditures
were 5-10 million rupiah (approximately
USD 450-950) per month, It appeared that
a majority of the respondents go to abroad
with their family and they spent 2-7 days
there.

Result and Discussion

Exploratory and confirmatory analyses
were also conducted. First, exploratory
principal component analysis (varimax
rotation) and reliability analyses were
performed to refine the scales. For all
constructs, a one-dimensional structure was
found.
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Table 1. Scale Items and Measurements

Construct

Measurements

I I would like to go abroad, I will choose to visit: (SD .. SA)

(1) A country which held special events

(2) A country with interesting tourism cormmercial

Promotion

(3) A country recommended by fitends

(4) A comtry with often appears in TV commercial

(5) A country recoramended by travel agents

If I would like to go abroad, 1 will choose to visit: (8D .. SA)

{6) A country with strict security

{7) A clean country

Perception of Country

(8) A couniry with an organized infrastructure

(9) A country with adequate transportations

(10) A country with beautiful view

If T would like to go abroad, I will choose to visit: (SD .. SA)

(11} A country that I have dreamed of visiting to

(12) A country that my family often talks about

Autobiographical Memory

{13) A couniry that my friends often talks about

(14) A country that I've ever visited

(15) A country that has a memory

If I would like to go abroad, I will choose to visit: (SD .. SA)

Emotional Bonding

{16) A country which suits my character

A confirmatory factor analysis (CFA),
using LISREL 8.73 with maximum-
likelihood (ML) estimation (Joreskog and
Sorbom, 1993), was then performed on
the scales. To assess the structural model,
multiple fit indexes are reported. For
assessment, commonly used, fit indexes
are reported: Goodness-of-Fit Index,
root mean square error of approximation
(RMSEA), Normed Fit Index (NFI), and
Comparative Fit Index (CFI). Standardized
data were used for all subsequent analyses.
The process of standardization eliminates
the bias introduced by the difference in the
scales of the several attributes or variables
used in the analysis (Hair, Anderson,
Tatham, and Black, 1995). Overall model fit
indexes indicated that the CFA model was
consistent with the data, with all fit indexes
equal to, or better than, recommended
values (GFI=.88, RMSEA=.061, NFI=.94,
CF1=.97, P value= .00, Standardized RMR
= .067).

From the analysis above, some ante-
cedents of infention to visit abroad are
identified. The data shows that promotion
influences country’s perception significantly
(H1 supported by data). This finding
strengthen my hypothesis that promotion
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which is done appropriately will enhance
intention to visit for prospects. The methods
of promotion itself could be advertising on
television or print media, good web sites
or internet marketing, and event marketing
such as local or international event. If
countries want to enhance the number of
tourist, they have to create and develop a
comprehensive promotion strategy (Darley
and Lim, 1986; Braun et al. 2002).

Promotion influences autobiographical
memory significantly (H2 supported by
the data). A good promotion will be stored
in prospects’ memory, and whenever
prospects have the intention to go abroad,
they will make a recall toward their
memory and select a country which they
have good autobiographical memory before
(Bernsten and Rubin, 2002). This means
that effective promotion sometime does
not give benefit directly, i.e. increased
number of prospects significantly after
the promotion was launched. On the other
hand, promotion could create positive
autobiographical memory and it functions
as awareness (Rubin, 2006). If prospects
have the intention to go abroad, they will go
the country whereever they have awareness
before.




Figure 2. Path Diagram
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Promotion influences emotional bon-
ding significantly (H3 supported by the
data). Promotion which is done for target
prospects will create a strong emotional
bonding for prospects toward those
countries. If the promotion done gives
an impressive memory, and is recorded
in prospect’s autobiographical memory
that makes a desire in them, then a strong
emotional bonding is created in prospect,
although he/she has never been there
(Macinnis and Park, 2005). For example,
an intensive promotion about the beauty of
Venice, added with the romantic gondola
trip through the rivers of Venice, makes so
many youngsters dream about having their
honeymoon in Venice. The dream which has
not been accomplished will create a strong
emotional bonding between prospects and
Venice. Whenever prospects have purchase
power and chance, they will put Venice on
the top of the country they want to visit
in their list. An effective and intensive
promotion will create an aspiration. This
aspiration will encourage the creation of
emotional bonding within prospects and the

country they want to visit.

Promotion does not influence intention
to visit significantly (H4 not supported by
the data). This finding shows that promotion
does not directly influence intention to visit.
This could happen due to high involvement
of prospecis on selecting countries to go.
Prospects usually search for information
regarding target countries. They also
absorb all the informations and promotions
done by countries then store it first in their
memory. This could explain why promotion
does not significantly influence intention to
visit. Furthermore, some of the respondents
are under 21 years old (36%) which means
that they do not have their own purchasing
power so they are depended on family’s
choice about selecting the countries. This
will make them answer that promotion
does not significantly influence intention to
visit.

Perception about country does not
significantly influence intention to visit (HS
not supported by the data). Prospects visit
the countries because of recommendations
from tour agent or friends. Most of the
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prospects do not visit same countries more
than once. It means that their perception
is developed by others and not by their
own experiences. This will make them not
too rely on their own perceptions. They
will still visit a specific country if there
are recommendations from their friends
regardless poor country’s infrastructure.

Autobiographical memory does not
significantly influence intention to visit
(H6 not supported by the data). Item of
questions in autobiographical memory
reflect intention to revisit. This could
explain why autobiographical memory does
not influence intention to revisit because
usually people tend to visit a certain country
only for one time. They will prefer countries
that they never visit before. Thus, memory
is used to push the intention to visit at the
first time but could not push for the second
visit. However, this memory will be storage
for giving recommendations toward their
families or friends.

Emotional  bonding  significantly
influences intention to visit (H7 supported
by the data). This means that prospects
visit to a specific country is based on
their emotional bonding (Sadock and
Sadock, 2007; Luthje, 2004). A country
which has special characters will make
strong emotional bonding with prospects
(Macinnis and Park, 2005). It is necessary
for a country to develop specific characters
which will make prospects falling in love
with that country. Collaborations with
movie producers such Hollywood (USA)
or Bollywood (India) could lead prospects
to have a strong emotional bonding with
a country. Marketers could use product
placement strategy in promoting their
country through movie.

Conclusion

Advertisers often pay no serious attention
to manage unique and potential tourism
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market. They only depend on word-of-
mouth promotion without ever carrying out
the proper promotion strategy. They often
apply marketing approach for the company,
whereas the approach has quite different
basis with the tourism approach. This
rescarch is expected to give a contribution
about the factors that influence prospect’s
intention to visit.

This research is looking forward to know
the factors that mediate the relationship of
promotion and visiting intention. Therefore,
promotion is not only able to enhance
purchasing intention these days, but also
to aim at the auntobiographical memory
(long term memory based on previous
experience) for the foundation of a potential
future market. Eventhough autobiographical
memory is not significantly influence
intention to visit but if marketers are able to
develop positive autobiographical memory
than it will be stored as customer satisfaction
which finally bring to patronage or positive
word of mouth (Kumar, 2002; Lam,
Shankar, Erramilli, and Murthy, 2004).

The data shows that emotional bonding
play a vital role in stimulating intention to
visit toward a specific country. Marketers
have to develop serious marketing
communication strategy in order to
create and develop emotional bonding for
prospects. This emotional bonding could be
reached through collaboration with movie
producers or push the promotion strategy
continuously.

From the analysis above, it could be seen
that promotion will significantly influence
country’s perception, autobiographical
memory and emotional bonding. It is
important for marketers to promote their
country periodically in order to create
awareness toward the promoted country.
Marketers could use promotional mix, such
as advertising (it has been conducted by
Malaysia which advertises in most ASEAN
countries), internet marketing, direct
marketing (via exhibition), and public



relation. This kind of promotion strategies
have to be managed carefully in order create
a holistic promotion strategy. Indonesia
which has many tourism destinations should
show seriousness in developing tourism and
it has to be announced via promotion,

Limitations and Further Reseach

The sample which is taken for this
reseach only come from two cities in Central
Java, Indonesia. Next research could gain
sample from more various cities around
Indonesia or even in other countries. Some
of the samples are teenagers who do not
have their own purchasing power so their
decision is basically determined by their
families. However, in this reseach ] assume
that they have already had their decision
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