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Agrotourism attraction of Ceking Rice Field Terrace Village is a natural
panorama of rice fields terrace has been recognized as heritage that
should be preserved. The purpose of this study is to find out the
influence of destination brands on the interest of foreign tourists in
Ceking Rice Field Terrace Agrotourism and the obstacles faced in
building destination brands in Ceking Rice Field Terrace tourist
destinations. The independent variables of this research are part of the
brand destination, namely brand awareness, brand image and brand
association. The dependent variables are customer satisfaction and
revisit intention. Research was design based on structural equation
model. Data was analyzed by using Smart-PLS version 3.0. Brand
awareness, brand image and brand association had a significant and
positive influence on the satisfaction of foreign tourists and their revisit
intention. The results also showed that the constraints faced by
Agrotourism Rice Field Terrace in building a destination brand area, the
name of Agrotourism Ceking Rice Field Terrace has not been known as
a name of attractive tourist destination and the lack of handicrafts that
have the characteristics of the Agrotourism.

Keywords: agrotourism, brand destination, and revisit intention

INTRODUCTION

Background

The role of agriculture as the

which is the agricultural sector, apart from
supporting food security; the agricultural
sector can also be used as a tourist

attraction. The tourism industry also has an

leading sector in boosting food security is a
benchmark for a country, especially a
developing country like Indonesia, which is

highly dependent on several sectors, one of

http://ojs.unud.ac.id/index.php/eot
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important role in the growth and
development of an area, even in some
tourism areas, for example Bali. Bali
tourism is one of the leading sectors besides
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the agricultural sector. The natural beauty,
culture, hospitality of the Balinese people,
and their customs make Bali a world
favorite destination.

The tourism trend with the back to
nature concept encourages the development
of alternative tourism models or special
interest tourism that prioritizes natural
conservation values and interacts with local
communities that are beneficial to tourists
and provide opportunities for local
communities and farmers to enjoy the
benefits of developing agriculture-based
tourism. The trend back to nature can
provide benefit for local communities from
nature-based tourism activities known as
nature-based tourism.

The alternative forms of tourism
developed in Bali include agro-tourism
activities, spiritual tourism, village tours,
and ecotourism. Agro-tourism is a tourism
activity that pays great attention to the
agricultural and plantation sectors, such as
in Ceking Village. One of the attractions of
Agro tourism in Ceking Village Rice Field
Terrace is the natural panorama of terraced
rice fields, which are more commonly
known as rice terraces which are included
as a heritage that needs to be preserved.

The number of tourist arrivals to
Ceking Rice Field Terrace Agrotourism
after the eruption of Mount Agung
decreased drastically so it is necessary to
destination (brand

create a image
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destination). This is the background of the
“The of

Destination Brands on the Satisfaction and

research entitled Influence
Reuvisit Intention of Foreign Tourists at the
Agro-tourism of Ceking Rice Field Terrace

in Bali ".

Research Questions

The research  questions are
structured as follows:
1. How does the destination brand

influence the satisfaction of foreign
tourists at Ceking Rice Field Terrace
Agro Tourism?

2. How does the influence of foreign
tourists' satisfaction on the revisit
intention to the Ceking Rice Field
Terrace Agro-tourism?

3. What are the obstacles faced in building
a destination brand at Ceking Rice Field

Terrace Agro tourism?

Research objectives
The objectives of this study are as

follows.

1. The influence of destination brands on
the satisfaction of foreign tourists at
Ceking Rice Field Terrace Agro
TourismPengaruh kepuasan wisatawan
mancanegara terhadap niat berkunjung
kembali pada Agrowisata Ceking Rice

Field Terrace.
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2. Constraints  faced in  building
destination brands at Ceking Rice Field

Terrace Agro Tourism.

METHODOLOGY

Research Site and Time

This research was conducted in
Ceking Village, Tegalalang Sub-District,
Gianyar Regency, which was determined
purposively for 3 months from April to
2018  with  the
considerations:
1. Ceking Village,

District, Gianyar Regency is a village

June following

Tegalalang  Sub-

that has the potential in developing

agro-tourism  where its  strategic
position is close to the tourist area of
Ubud.

2. There is no similar research on the
influence of destination brands on the
revisit intention to Ceking Rice Field

Terrace Agro Tourism.

Types and Sources of Data
research data is
data.

The type of

qualitative ~ and  quantitative
Qualitative data is used because the results
of this study are descriptive by emphasizing
brand of destination, satisfaction and revisit
by

questionnaires to respondents in the field

intention  decisions distributing
directly. Quantitative data is used as
complement and as material to support the
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explanations related to the substance of the
research, such as data on tourist visits to
Bali the Bali
Provincial Statistics Agency, documents

from Dbooks, literature,
from related agencies or institutions, online
articles and books that are able to support
during the research process and the writing
of the undergraduate thesis.

Method of collecting data

Data collection in this study was
carried out in several ways, including
reading and collecting data from existing
literature and references from various
books and used as a theoretical basis which
supported the writing of this study and field
studies aimed to cover many people so that
the survey results could be seen as
representative of the population or is a
generalization. The form of the survey
carried out is an individual survey, where
the researcher carried out the survey by
meeting respondents face to face. The
questionnaire was designed with the aim of
asking respondents to indicate their level of
agreement or disagreement with a series of

statements about an object.

Data Analysis
The analysis used in this research is
quantitative analysis. Quantitative analysis
using the SEM method with the help of
Smart-PLS 3.0 software and Microsoft
Excel 2016 for data tabulation.
e-ISSN: 2407-392X. p-ISSN: 2541-0857
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RESULTS AND DISCUSSION

Respondent Characteristics

The majority of respondents who
visited Ceking Rice Field Terrace Agro-
tourism were male. Most respondents came
from the UK and the least came from lItaly.
The highest age range of respondents was
21-30 years and the lowest was less than 20
years. The occupations of visitor
respondents were varied, from entrepreneur
to police / army officer. The majority of
respondents knew information about
Ceking Rice Field Terrace from the internet
and rarely received information from radio
or television advertisements. Respondents
visited more with friends than with groups.
On average, respondents have visited the
Ceking Rice Field Terrace Agro tourism

more than 3 times.

Confirmatory Analysis

Confirmatory analysis in this study
is shown to draw inferences about the
influence of brand awareness, brand image,
brand association on satisfaction, and
revisit intention of foreign tourists at
Ceking Rice Field Terrace Agro Tourism.
The influence of brand awareness, brand
image and brand association on the
satisfaction and revisit intention of foreign
tourists at Ceking Rice Field Terrace Agro-
tourism is modeled through a structural
equation model (SEM) by involving five
http://ojs.unud.ac.id/index.php/eot

latent variables as previously explained.
The SEM model developed in this study is
variance-based SEM with a model structure

as shown in Figure 1 below.

x1.1
S
a2

33
'\22‘5¢

16405 11 12 13
13 v y. . 14
R S J
153271
o 1)/
“ 12339 11384 19839 19405
3919 y21
X
21 | g
— Y
2672, ~ 8646
22 10— ———26:8—M —6.158—) —rm—y s
=
12 7366
P soi6 " j24
el n ~a
31 25%9 125
LIS s g B 047
o - 1995 18414 11670 B
a6y
81 413308
o
L
B4 15303 ¥15 y1.6 yi7 yl8 y19
v be]

Figure 1. Structural Equation Model

Outer/measurement Model

The analysis on the outer
measurement model focuses on examining
the relationship between latent variables
and their indicators. The indicator can be
seen from the outer-loading. Testing for
discriminant validity is by looking at the
Average Variance Extraxted (AVE) value
in the PLS model. The model requirement
has good validity if each latent variable has
(AVE) above 0.5. In this study, the AVE
value is presented in Table 1 below.
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Table 1. Score of Average Variance Extraxted (AVE)

Variable Average Variance Extracted (AVE)
Brand awareness 0,729
Brand image 0,725
Brand association 0,682
Satisfaction 0,605
Revisit intention 0,604

Source: 2018 Processed Primary Data

Based on the analysis shown in
Table 1, the AVE value of each latent
variable has a value above 0.5 and the PLS
model in this study meets the requirements

for discriminant validity.

This research uses cross loading
values to measure discriminant validity and
each latent variable must have a value of

more than 0.7.

Table 2. Discriminant Validity

AVE cross loading

brand brand Brand Tourist Revisit

variable AVE awareness image association satisfaction intention
(X1) (X2)  (X3) (Y1) (Y2)

brand

awareness 0,729 0,853 0,854

(X1)

brand

image (X2) 0,725 0,851 0,167 0,852

Brand

association 0,682 0,825 0,400 0,389 0,826

(X3)

Tourist

satisfaction 0,605 0,777 0,592 0,543 0,630 0,778

(Y1)

Revisit

intention 0,604 0,777 0,184 0,459 0,304 0,605 0,777

(Y2)

Source: 2018 Processed Primary Data

Based on table 2, the analysis
results show that each indicator has a cross
loading of more than 0.7 compared to other
variables. Indicators on brand awareness,
brand image, brand association, consumer

satisfaction and revisit intention have a

http://ojs.unud.ac.id/index.php/eot
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greater correlation on the latent itself than
the correlation to other latents, so that the
meets the for

model requirements

discriminant validity.
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Model Reliability Testing that all constructs have good, accurate and

Reliability test is measuring consistent reliability appear to meet the
composite reliability and cronbach'alpha on requirements with the composite reliability
the four latent variables and the model is and Cronbach's alpha values for each latent
said to be reliable if it has a value of more construct of more than 0.7 as can be seen in
than 0.7. The results of the analysis show Table 3 below.

Table 3. Reliability

Latent Variable Cronbach's Alpha Composite Reliability
Brand awarenss 0,876 0,915
Brand image 0,811 0,888
Brand association 0,884 0,915
Satisfaction 0,918 0,932
Revisit intention 0,838 0,884

Source: 2018 Processed Primary Data

Structural Model Analysis (Inner Model) satisfaction and revisit intention of foreign

The structural model or inner model tourists. This study contains 4 hypotheses,
is a model that describes the significance of the results of testing the path coefficient
the relationship and influence between between exogenous and endogenous latent
latent variables, namely brand awareness, variables and hypothesis testing as shown
brand image, brand association on the in Table 4.

Table 4. Test of Structural Models and Constructed Hypotheses

Hypothesis  Exogenous Endogenous Original Standard T P
Variables Variables sample error  statistics values
H: Brand = Tourists’ 0,400 0,105 3,816 0,000
awareness Satisfaction
H: Brand image = Tourists’ 0,346 0,127 2,725 0,007
Satisfaction
Ha Brand = Tourists’ 0,336 0,133 2,533 0,012
association Satisfaction
Hs Tourists’ = Revisit Intention 0,605 0,099 6,130 0,000

satisfaction

Source: 2018 Processed Primary Data
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Taking into account the T statistical
values in Table 4, it is clear that the four
developed hypotheses are supported
significantly by the results of the structural
model analysis carried out. The satisfaction
of foreign tourists is significantly
influenced by brand awareness with a path
coefficient of 0.400 which is significant (p-
value 0.0001), brand image with a path
coefficient of 0.346 is significant (p-value

0.0007), brand association with a path

coefficient of 0.336 is significant ( p-value
0.0001) and tourist satisfaction has the
greatest influence with a path coefficient of
0.605 which is already significant (p-value
0.0001) prior to interpretation of the results
of the structural equation model analysis of
this study. Table 5 shows the measures
commonly used to assess the feasibility of
structural equation models analyzed by the
SmartPLS method.

Table 5. Test of Structural Models and Constructed Hypotheses

) Typesof  Number of Average Variance
Latent Variables R?
variables indicator Extracted (AVE)
Brand awareness Exogenous 4 0,729 NA"
Brand image Exogenous 3 0,725 NA"
Brand association Exogenous 5 0,682 NA"
Satisfaction Exogenous 9 0,605 0,636
Reuvisit intention Exogenous 5 0,604 0,366
Average 0,907
Notes:

“ . Value not available because latent is exogenous

“: The weighted average by weight is the number of indicators

Source: 2018 Processed Primary Data

Based on Table 5, it can be seen that
the coefficient of determination (R?) for
endogenous latent. According to Chin et al.
(1998) in Ghozali 2014, endogenous latent
variables with R? value in the value range
0.19 to 0.33 are categorized as latent which
is weakly explained; is in the range 0.33 to
0.67 categorized as latent which s
moderately explained and above the value

http://ojs.unud.ac.id/index.php/eot
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of 0.67 is categorized as substantially
explained. In this study, the variable of
satisfaction ~of foreign tourists s
endogenous latent which
0.636 by

corresponding exogenous latent, meaning

is explained
moderately, which is the
that the ability of the exogenous variables
of brand awareness, brand image and brand
association in explaining the diversity of
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foreign tourist satisfaction is 63.6%, then
Revisit intention, which is endogenous
latent, is weakly explained, which is 0.366,
which means that the ability of the
endogenous variable of foreign tourist
satisfaction in explaining the level of revisit
intention of foreign tourists is 36.6%.

Assessing the feasibility of the
structural equation model as a whole, then
the Goodness of Fit (GoF) value of the
above equation of AVE is a weighted
average value with the weight obtained
from the number of indicators for each
latent variable. For this formula, the GoF of
the model is calculated as 0.5858, a
measure that exceeds the threshold value of
0.50 to indicate the model can be accepted
and interpreted.

Table 6. Fit Model Table

Saturated Estimated
Model Model
SRMR 0,089 0,097
NFI 0,575 0,570

Source: 2018 Processed Primary Data

the SRMR
(Standardized Root Mean Residual) value
of 0.089 indicates that the model is said to
be feasible. The NFI (Normal Fit Index)

value of 0.575 indicates a good model,

Based on table 6,

because the NFI value has a range of more
than 0.5 which is said to be feasible. From
the results of the SRMR and NFI values, it

http://ojs.unud.ac.id/index.php/eot
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can be said that the model in this study is
feasible and fit for making predictions.
Based on the results of research on
brand awareness, brand image and brand
association have a positive influence on the
satisfaction of foreign tourists and revisit
intention at Ceking Rice Field Terrace,
implications can be made which hopefully
can be used as input for local governments
to increase destination brands on Ceking
Rice Field Terrace Agro tourism as the
main choice when visiting Bali. The
discussion is as follows:
a. Brand association variable
Brand awareness has a significant
positive effect on the satisfaction of foreign
tourists, this is based on the parameter
coefficient value of 0.400 which means that
it reflects a latent variable on foreign tourist
satisfaction by 40%, meaning that the
increasing brand awareness in Ceking Rice
Field Terrace will be followed by more
increasing satisfaction of tourists visiting
Ceking Rice Field Terrace. Ceking Rice
Field Terrace's brand awareness is already
good so that it affects the satisfaction of
foreign tourists.
b. Brand image variable
Brand image has a significant positive
effect on the satisfaction of foreign tourists.
This is based on the value of the parameter
coefficient of 0.346, which means that it
reflects a latent variable on the satisfaction
of foreign consumers of 34.6%, which
e-ISSN: 2407-392X. p-ISSN: 2541-0857
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means that the increasing brand image of
Ceking Rice Field Terrace will be followed
by an increase in the satisfaction of foreign
tourists. This proves that the brand image,
especially the beauty of the rice fields, is
already good so that it affects the
satisfaction of foreign tourists and their
future revisit intention.
c. Brand association variable

Brand association has a significant
positive effect on the satisfaction of foreign
tourists. This is based on the value of the
parameter coefficient of 0.336 which means
that it reflects a latent variable on the
satisfaction of foreign tourists by 33.6%,
which means that the increasing of the
Field brand

association will be followed by an increase

Ceking Rice Terrace
in the satisfaction of foreign tourists. This
proves that the brand association is good so
that it affects the satisfaction of foreign
tourists.
d. Variable of satisfaction of foreign

tourists

The satisfaction of foreign tourists has a
positive influence on revisit intention. This
is based on the parameter coefficient value
of 0.605 which means that it reflects a latent
variable on revisit intention of 60.5%,
which means that the more satisfied tourists
are with Ceking Rice Field Terrace Agro-
tourism, the higher the revisit intention rate

will be. The satisfaction of foreign tourists

http://ojs.unud.ac.id/index.php/eot
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has proven that it has an influence on revisit
intention.

The obstacles faced in building a
destination brand on Ceking Rice Field
Terrace Agro-tourism are the fact that the
Ceking area has not been widely known as
a tourist destination. Foreign tourists are
more familiar with Ceking by the name
Tegalalang, so a more intense promotion is
needed in introducing the name Ceking as a
tourist destination in Gianyar. In other
words, it is lack of promotion of the name
Ceking Rice Field Terrace by the local
community to visiting foreign tourists.
Another obstacle is the unavailability of
handicrafts that have the characteristics of

Ceking Rice Field Terrace Agro-tourism.

CONCLUSIONS

Conclusions

1. Destination brands consisting of brand
awareness, brand image and brand
association have a significant effect on
the satisfaction of foreign tourists in
visiting Ceking Rice Field Terrace
Agro Tourism.

2. The satisfaction of foreign tourists has a
significant effect on revisit intention to
visit Ceking Rice Field Terrace Agro-
tourism. Overall, it can be said that the
destination brand significantly affects

satisfaction and revisit intention.
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3. The obstacles faced in building a
destination brand on Ceking Rice Field
Terrace Agro-tourism are the fact that
the Ceking area has not been widely
known as a tourist destination. Foreign
tourists are more familiar with Ceking
by the name Tegalalang, so a more
intense  promotion is needed in
introducing the name Ceking as a
tourist destination in Gianyar. In other
words, it is lack of promotion of the
name Ceking Rice Field Terrace by the
local community to visiting foreign
tourists. Another obstacle is the
unavailability of handicrafts that have
the characteristics of Ceking Rice Field

Terrace Agro-tourism.

Suggestions
Based on the research results, the
following suggestions can be proposed.

1. To increase the number of tourist visits,
it is necessary to promote through
information on social media regarding
knowledge and history about Ceking
Rice Field Terrace Agro-tourism, so
that in the future visiting tourists will
know more about Ceking Rice Field
Terrace Agro-tourism to be visited.

2. This study is only limited to measuring
the effect of brand awareness, brand
image and brand association on the
revisit intention of foreign tourists. It is
hoped that in future studies it can add

http://ojs.unud.ac.id/index.php/eot

several variables and use the latest
analysis methods and tools, so as to

provide more perfect research results.
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