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Abstract

Tourism is one of the sources of national income. Komodo Island is one of Indonesia's
priority destinations. Moreover, Komodo Island is one of the products in which the
Indonesian people are highly involved. In the pandemic era, tourism activities including
Komodo Island have decreased. The purpose of this research was to determine an
effective marketing communication model for Komodo Island in carrying out post-
pandemic activities in increasing interest in returning to Komodo Island. This research
used Partial Least Square (PLS) analysis, involving 100 Indonesian travelers as samples,
used the Elaboration Likelihood Model (ELT) theory and message composition theory for
basic analysis. This research result are the marketing communication model for Komodo
Island is the way the central route operates in the ELT. The effectiveness of marketing
communication included the elements of communication tools, types of arguments, and
message quality. Repetition in this model was not an important aspect, while prior
knowledge and strategies for message acquisition were important. The internal
motivation was a variable that became important for achieving tourists’ satisfaction and
interest in repeated visits.
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Abstrak

Pariwisata merupakan salah satu sumber pendapatan negara. Saat ini di era pandemic ter-
jadi penurunan kegiatan pariwisata termasuk di Pulau Komodo. Pulau Komodo adalah
salah satu destinasi prioritas Indonesia. Terlebih pulau Komodo merupakan salah satu
product high involvement untuk masyarakat Indonesia. Untuk itu penelitian ini dilakukan
guna mengetahui model marketing komunikasi efektif destinasi Pulau Komodo sehingga
setelah pandemic dapat dilakukan serangkaian kegiatan guna meningkatkan kembali min-
at kunjung ulang ke Pulau Komodo. Penelitian ini menggunakan analisis PLS melibatkan
100 sample dengan teori Elaboration Likelihood Model (ELT) dan teori penyusunan pe-
san. Penelitian ini menunjukkan bahwa model marketing komunikasi destinasi Pulau
Komodo merupakan cara kerja central rute dalam ELT. Efektivitas marketing komunikasi
terdiri dari elemen tools komunikasi, tipe argument dan kualitas pesan. Pengulangan da-
lam model ini bukan merupakan bagian yang penting namun pengetahuan utama dan
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strategi pemenuhan perolehan pesan merupakan elemen konstruksi yang penting. Motiva-
si internal merupakan variable yang menjadi penting untuk mencapai kepuasan

wisatawan dan minat kunjung ulang.

Kata kunci: ELT; Marketing Komunikasi; Model; Pesan ; Pulau Komodo

1. Introduction

Traveling activities have become one
of the lifestyles of modern days. The
increasing public need for tourism is
supported by many external and in-
ternal factors. The value of tourism
investment in Indonesia has also in-
creased since 2017. Foreign Invest-
ment noted that from January to De-
cember 2018, the investment in In-
donesian tourism in the star hotel
sector was US$525.18 million. The
investment in the tourism destina-
tions was 20% in the Riau Islands,
30% in the capital city of Jakarta,
and the largest was 40% on the is-
land of Bali.

The amount of investment is
predicted to steadily increase linearly
with the increasing number of for-
eign tourist visits to Indonesia. Based
on data in 2013, there were about 8.8
million foreign tourists, and at the
end of 2018, the number increased
by almost 50% to 15.8 million tour-
ists. The tourists were from the Asian
region (BPKM, 2019). This trend is
not much different from the BPS
record in that the number of foreign
tourist visits from January to April
2019 reached 5.12 million visits.
This number increased by 3.22%
compared to foreign tourist visits in
the same period in 2018 which was
496 million visits (Kumparan,
2019). This is a positive signal for
the trend in Indonesian tourism.
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Tourism has become a lifestyle
supported by the development of the
economy and technology. Based on
the economic development, the in-
creasing prosperity of the community
results in more opportunities to trav-
el. The presence of technology, such
as social media, allows people to be
narcissistic and share their travel des-
tinations and experience. This phe-
nomenon turns into digital word of
mouth (WOM) which makes fellow
social media users interact with each
other to find interesting travel desti-
nations. Pitana (2005) claimed that
the typology of tourists and lifestyle
has a relationship in which this ty-
pology was based on the real needs
of tourists so that the development of
tourist objects was carried out fol-
lowing tourist segmentation. It is as-
sumed that the typology of tourists is
a description of their lifestyle that
has an impact on their behavior in
the destinations they visit (Utama et
al., 2016).

Indonesia has developed vari-
ous tourism potentials which became
known as the 'New Bali'. With this
breakthrough, it was expected that
these tourist areas would have the
same tourist visits as Bali because
Bali is the main tourist attraction in
Indonesia. Creating a New Bali was
the government's hope that the de-
velopment of the tourism sector will
not only be centered in Bali. The ten
new destinations are the 10 New Ba-
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li, namely Mandalika (West Nusa
Tenggara), Labuan Bajo (East Nusa
Tenggara), Wakatobi (Southeast Su-
lawesi), Morotai (North Maluku),
Lake Toba (North Sumatra), Tanjung
Kelayang (Bangka Belitung), Tan-
jung Lesung (Banten), the Thousand
Islands and the Jakarta Old Town
(DKI Jakarta), Borobudur (Central
Java), and Bromo Tengger Semeru
(East Java). From the 10 destina-
tions, four of them are super-priority
destinations, namely Lake Toba,
Borobudur, Mandalika, and Labuan
Bajo (Hari Widowati, 2019). Various
efforts have been done to increase
visits, including infrastructure im-
provements.

As a leading tourist destination
in the Labuan Bajo area, various
forms of communication were car-
ried out as promotions for Komodo
Island. As a super-priority area, the
government carried out a series of
promotions to increase visitors. Since
2016, based on the data from the In-
donesian Ministry of Communication
and Informatics, there have been
several promotional activities con-
ducted by the Ministry of Tourism,
including exhibitions, sales missions,
family trips inviting journalists, ce-
lebrities, bloggers, electronic media
publications, print, and online media
publications.

Tourism in Komodo Island has
been supported in various ways,
from events, infrastructures, and
promotions. However, the Covid-19
pandemic has caused the tourism
sector to decline. Therefore, it is
necessary to create a marketing
communication model to achieve
maximum effectiveness. The effec-
tiveness of the message can be seen
from whether the target is persuaded

by a message or not. In addition to
persuasive promotions, motivation
can be awakened by tourists'
knowledge related to an event or a
famous tourism brand. Motivation
itself is divided into two types, in-
trinsic motivation, and extrinsic mo-
tivation. Extrinsic motivation con-
sists of motives that are active and
functioning because of external
stimuli  (Prihartanta, 2015). The
event and the reputation of a place
can motivate tourists to visit. Intrin-
sic motivations include the six tourist
motivations, namely contemplation,
exploration-social, restorative, culi-
nary, opportunity, and novelty as
well as the four tourism activities,
namely physical, cognitive, affective,
and adventurous activities. The cor-
relation of motivation and tourism
activities forms a pattern that shows
three types of tourists, namely ex-
plorers, pleasure seekers, and adven-
turers (Wiyono et al., 2019).
Previous research argued that
the current technology enables inno-
vative, usable, and credible visuali-
zation of tourism data, and then max-
imizing the opportunity to apply
principles of the Elaboration Likeli-
hood Model (ELM) and ultimately
transfer of knowledge to an array of
tourism stakeholders from different
backgrounds (Anne Hardy, Oskaras
Vorobjovas, 2018). Another research
explained the individual decision-
making processes by using the Theo-
ry Planned Behavior (TPB) frame-
work with the integration of mean-
ingful constructs rooted in ELM.
Therefore, the results helped the
tourist application developers to ap-
ply better marketing and service
strategies through effective manage-
ment of tourists' central routes, pe-
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ripheral routes, normative and non-
volitional processes of tourism Loca-
tion Based Service (LSB) decision-
making (Bo Meng, 2019). This study
examined which thinking routes
were used by tourists when they re-
ceived information about Komodo
Island tourism. This study contribut-
ed as a reference of a model for post-
pandemic persuasion to increase
tourist return visits.

2. Theoretical Framework
Marketing communication has a fun-
damental function to promote a
product or a brand, including tour-
ism. (1) Marketing communication
becomes a means to enhance the val-
ue of a brand. (2) Marketing com-
munication serves to shape consumer
behavior. It informs, persuades,
strengthens, and boosts the image of
a brand. With the existence of com-
munication tools and media, market-
ing communication messages can
reach the cognitive and emotional
aspects of an organization's audience
(Fill, 2009).

In communication, the most
important thing is the arrangement of
messages. Marwell and Schmitt
(1967) suggested sixteen strategies
commonly used to create a message.
The theory assumed that the ex-
change theory method was the basis
for the fulfillment model in the mes-
sage (B.Stiff, 2003). One will obey
in exchange for something provided
by the other. If one does what the
other party wants, then that party will
give something in return — price, ap-
proval, money, freedom from obliga-
tion, and good feeling.

ELT is a theory that can be
used to analyze persuasion. ELT
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provides a model that shows whether
a person is persuaded by a central
route or a peripheral route (Stephen
W. Littlejohn, 2011). The central
route is identified as a stage in which
a person thinks critically when
he/she receives a form of persuasion.
When someone processes infor-
mation with the central route, he/she
is actively thinking and considering a
lot of information that is already
known, so that he/she will respond to
the argument carefully. When a
change occurs, this theory indicates a
relatively permanent change that will
affect subsequent behavior. Mean-
while, the peripheral route occurs
when someone does not use critical
thinking when receiving persuasion.
Therefore, it is likely that the effect
is only temporary.

Factors that influence this theo-
ry are related to motivation. The mo-
tivation depends on at least three el-
ements. The first element is personal
involvement or relevance to the top-
ic. The more important the topic is to
the audience, the more likely they
will think critically about the issues
at hand. The second element is a dif-
ferent opinion. The audience tends to
consider opinions from various
sources. When the audience receives
various information, it will be more
difficult for them to assess so that
they utilize the central route. The
third element is the personal tenden-
cy to think critically. If someone
considers opinions about something
more often, it is more likely that
he/she will use the central route.

Motivation in traveling is one
of the important factors. Motivation
can be related to the desire to move,
the enthusiasm to work together, the
effectiveness of work, and the inte-
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grated efforts to achieve satisfaction.
These motivations can be grouped
into four major groups. The first
group is a motivation that is physical
or physiological, including relaxa-
tion, health, and comfort (Mcintosh
1977, Murphy 1985 & Sharpley
1994). Examples are participating in
sports activities and enjoying relax-
ing activities. The second group is
cultural motivation. This includes the
desire to know the culture, customs,
traditions, and arts of other regions,
as well as the interest in various ob-
jects of cultural heritage (historical
monuments). The third group is so-
cial motivation or interpersonal mo-
tivation. This motivation relates to
the social nature of a person, such as
visiting friends and family, meeting
work partners, doing activities with
prestige value, making pilgrimages,
and escaping from boring situations.
The fourth group is fantasy motiva-
tion. This motivation may also be

known as imagination (Harsono,
2013). With this motivation, a person
will be able to escape from boring
daily routines and ego-enhancements
that provide psychological satisfac-
tion. This motivation provides satis-
faction that does not exist in real life
and only exists in the mind or
thoughts. The motivation to visit is
also divided into two, namely self-
centered motivation and community-
related motivation.

In addition, there is also extrin-
sic motivation. Extrinsic motivation
is a motive that is active and func-
tioning because of external stimuli.
Extrinsic motivation consists of re-
wards, competition, prizes, praise,
punishment, and environmental as-
pects. In this study, the motivation
discussed was limited to external
motivation related to environmental
aspects.

Table 1: Variable and indicator

Variable Dimension Indicator Question Code
Marketing Com- Communica- Exhibitions Exbition MP1
munications Expo- | tions tools (Fill, | Advertisements Outdoor media Mp2
sure 2009) TV and Radio MP3
Advertisements
Public Relations Youtube MP4
Website and MP5
Social media
Media activity Advertorial MP6
and media pub-
lications
Personal Selling Traveler Blog MP7
Miss Indonesia MP8
Content messages New Bali P1
Wonderful In- P2
donesia
The Beauty of P3
Komodo Island
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More than Bali P4
Underwater P5
views
Relics of world P6
civilization
Repetitions The intensity of IM1
viewing promo-
tional media
The intensity of M2
reading promo-
tional media
The intensity of IM3
hearing the
promotional
media
Types of argu- Inviting to visit | AR1
ments
Convincing AR?2
Showing photos | AR3
and videos
Visit Motivation Event Feelings about the | Visit because of El
(Hernandez- event are well the event
Mogoll6n et al., known both na-
2018) tionally and inter-
nationally
A unique event Authentic and E2
that offers an in- unigue events
teresting experi- Community E3
ence cultural activi-
ties
Pride and event | Visit because it E4
recognition increases pride
Activities in Engage every E5
events stage of the
event
Follow the ex- Events provide E6
citement of the experience
event
Event Brand Become a top of mind event EB1
Destinations provide a quality expe- EB2
rience
The event has a good name and EB3
reputation
The event turns out to be better than EB4
I thought
Place Brand Have good infra- | Infrastructure PB1
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structure Lodging PB2
Business expan- Souvenirs PB3
sion
Local peopleare | Well educated Pb4
well educated Cooperative Ph6
Ambient Crowd of Des- Pb7
tination
Attractive interior Pb8
innovative place Pb9
Tourist Satisfaction Customer Opinion K1
Performance Perception K2
(Martin-Santana et Conformity of More than ex- K3
al., 2017) Expectations pectation
Beauty as ex- K4
pected
Interested to Come Pragmatic Frequency of recommending desti- MK1
Back nations
Desire to visit again MK2
First choice of destination MK3
Testimonials regarding destinations MK4

3. Research Method

This research used 100 samples in-
volving Indonesian people who have
traveled to Komodo Island. The
youngest participants were 17 years
old. Researchers used geotags on
Instagram to be able to find samples
and then communicate privately
through private messages. The pri-
mary data were questionnaires that
were distributed by researchers. The
data analysis was carried out using
smart Partial Least Square 3.0 (PLS).
PLS is a variant-based structural
equation analysis (SEM) that can
simultaneously test the measurement
model and the structural model. The
measurement model was used to test
the validity and reliability, while the
structural model was used to test the
causality (testing hypotheses with
predictive  models). Researchers
chose to use PLS because this meth-
od can answer the formulation of the
problem posed by the researcher. In

addition, PLS allows the algorithm to
use a series ordinary least square
(OLS) analysis so that the efficiency
of the calculation of the algorithms is
obtained (Ghozali, 2006). In the PLS
approach, it is assumed that all
measures of variance can be used in
the explanation. Following the for-
mulated hypothesis, in this study, the
analysis of inferential statistical data
was measured using the SmartPLS
software for the measurement model
(outer model), model structure (inner
model), and hypothesis testing.

4. Results and Discussion

4.1 Fit Marketing Communication
Model for Komodo Island Destina-
tions

4.1.1 Validity test
From the model that has been created

by the researcher and processed with
PLS, a model with supporting ele-
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ments was formed to fit the market-
ing communication on Komodo Is-
land. Data  processing  using
SmartPLS 3.0 validity test were pre-
sented in 3 versions, namely conver-

gent validity, average variance ex-
tracted (AVE), and discriminant va-
lidity. The data are presented in the
following tables:
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Figure 2. Crombach Alpha

Table 2. AVE and Discriminant Validity
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Variable AVE | Discriminant
Validity
Marketing 0,586 0,940
Communication
Exposure
External Moti- 0,749 0,947
vation
Tourist satis- 0,865 0,950
faction
Interest to 0,742 0,920
Come Back
E4 ES E6 EB1 EB3 EB4
\\ . %882 0.34]4‘ 0.910/0;9/'

kunjuhgan

MK1

0896~ —
0.687 0.822—¥
oo Y MK3
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oy 0759 Kueif;n e MK
x / o918 0938 0934
P3
< l
Ps
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Figure 3: Model Fit
Marketing
Communication
- Communication - Internal - Satisfaction
tools - > Motivation - RetumTo
- Typeof - Prior \':sn
Arguments Knowledge - WOM
- High Quality
Messages

Figure 4: Marketing Communication Model of Komodo Island

cators as a measure of variables that
can be seen from the outer loading of

Convergent Validity is a va-
lidity measurement of reflexive indi-
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each variable indicator. An indicator
is said to have good reliability if the
outer loading value is above 0.70
(Sarwono, 2014). While the value of
outer loading can still be tolerated up
to 0.50, the value below 0.50 can be
eliminated from the analysis (Ghoza-
li, 2015). In the existing indicators, it
can be seen that several indicators
are less than 0.50 so they must be
eliminated. Some indicators above
0.70 are included so that the fit mod-
el is obtained.

Meanwhile, to measure dis-
criminant validity, reflective indica-
tors can be seen in the cross-loading
between the indicators and their con-
structs. The second criterion for dis-
criminant validity is to compare the
roots of the Average Variance Ex-
tracted (AVE roots) for each con-
struct with the correlation between
the constructs and other constructs in
the model. The model has sufficient
discriminant validity if the AVE root
for each construct is greater than the
correlation between the other con-
structs. The average variance ex-
tracted (AVE) value has met the
specified requirements, which is 0.5

as well as the discriminant validity
value, supported by what was also
suggested by Akbar, Pilcher, Perrin,
Pilcher, & Perrin (2012), Christin et
al. (2014), and Zali (2016). Figures
on the Average Variance Extracted
(AVE) used to determine whether the
average variance on the indicators in
each variable is homogeneous or not
from each research variable shows
above 0.5. Although the marketing
communication exposure variable is
at this threshold, it can be said to
have fulfilled it. Thus, the data col-
lected has met the requirements to be
homogeneous. Based on the table
above, the discriminant validity
number is above 0.6, so all variables
are declared valid.

4.1.2 Research Variable Construct
Reliability Test

A Reliability test is used to deter-
mine whether the indicators of all
research variables used are good
constructs or not in forming a latent
variable. The results of the construct
reliability test of each variable can be
seen in the following table:

Table 3 Cronbach Alpha and Composite Reliability

Variable Cronbach's | Composit
Alpha Reliability

Marketing Com- 0,931 0,940
munication Expo-
sure
External Motiva- 0,933 0,947
tion
Tourist satisfaction 0,922 0,950
Interested to Come 0,883 0,920
Back

Based on the table, the value of
Cronbach's alpha and composite reli-
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ability that all research variables
have is more than 0.7. These results
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indicate that all variables used in this

study are reliable.
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Figure 5. Composite Reliability

4.2 Communication Tools and Ef-
fectiveness of Komodo Island
Marketing Communication Model
In the Komodo Island marketing
communication model, effective per-
suasion was carried out with several
communication tools. The communi-
cation tools were TV and radio ad-
vertisement, YouTube videos, web-
sites, social media, advertorial con-
tents, and the latest print media cov-
erage was traveler blogs. The most
effective communication tools in this
model were advertisement, public
relations, digital marketing, and con-
ventional media.

Persuasion using this commu-
nication tool was considered effec-
tive. The largest outer-loading con-
struct was the traveler's blog. The
personal experience of a traveler's
blog is the current popular medium
used as a reference for other prospec-
tive travelers. The traveler’s blog is

more personal, makes the reader
feels closer to the writer, consists of
complete reviews, and uses a com-
ment feature that allows other poten-
tial travelers to communicate and ask
questions related to destinations.
Currently, travel bloggers also use
social media so that their digital
communication is more effective.
From this fit model, it can be seen
that old media still have a considera-
ble influence as part of the marketing
communication element. Advertise-
ment is the main weapon of persua-
sion in the old media.

On the effectiveness of com-
munication tools, to increase audi-
ence awareness, this model uses ad-
vertisements and public relations.
Meanwhile, to increase sales, per-
sonal selling is used. Therefore, the
marketing communication model for
the Komodo Island destination can
be made into a matrix as follows:
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Pic 5: Effectiveness of Communication Tools

4.3 Message and Call to Action
(CAT) Marketing Communication
Model for Komodo Island
In message processing in this Komo-
do Island marketing communication
model, the audience has several im-
portant elements. The first is the
types of arguments. In this model,
there are at least three types of argu-
ments that are carried out, namely
containing an invitation to visit, con-
vincing persuasion, and showing
photos or videos about Komodo Is-
land. In ELT, it is stated that mes-
sage repetition is part of the central
route process. The message made at
least contains a call to action and
convincing persuasion with interest-
ing photos or videos. In this con-
struct, the greatest value is the type
of argument that convinces potential
travelers to visit.

The message that fits in this
model consists of 3 messages,

namely wonderful Indonesia, the
beauty of Komodo Island, and the
underwater scenery. These three
messages were those that are top of
mind from travelers who have visited
there. Wonderful Indonesia itself was
a slogan created by the government
to increase visits to Indonesia which
have been launched on January 1,
2011. The age of the slogan is long
enough to provide evidence that this
slogan has indeed hit travelers. Even
though during COVID-19 the gov-
ernment changed and added a new
slogan, namely, 'Thoughtful Indone-
sia’, the slogan of Wonderful Indone-
sia is still known better by the public.
Persuasion with the message of the
beauty of Komodo Island became a
message that hit many audiences.
Komodo Island as the only one in the
world is indeed the main attraction.
The message about its beauty was
one of the most effective messages in
this model. The last message of per-
suasion in this model was the beauty
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of the underwater scenery. Komodo
Island has been recognized by the
world to have beautiful underwater
scenery with coral reefs, marine life,
and clear water. Activities such as
snorkeling and diving on Komodo
Island are essential to the experience.
Thus, an effective message formula
from this model was the presence of
a slogan and the keywords that were
the advantages of a destination, in-
cluding the name of the destination.

In addition, this research used
messages in marketing communica-
tions using a strategy of obtaining
fulfillment in several ways, namely:
promising, such as promising the un-
derwater beauty of Komodo island;
showing expertise about the positive
outcome by showing photos and vid-
eos related to the beauty of Komodo
Island; attributing positive feelings,
many tourists had positive feelings
after visiting Komodo Island proved
by their recommendation to friends
and colleagues; and positive altercat-
ing, visiting Komodo Island made
them feel proud and better than oth-
ers as internal motivation.

4.4 Central Route as Information
Processing

In the marketing communication
model for the Komodo Island desti-
nation, the audience used a central
route in processing information.
When the audience received a form
of persuasion, they processed it with
existing external motivations and
then processed it with the central
route. The audience actively thought
critically about the information they
absorbed so that they finally made a
trip to Komodo Island. At least, the
motivation that arouse was a person-

al relevance to tourism. Tourists who
visited Komodo Island must love to
travel.

There are various types of
motivation, one of which comes from
external or environmental aspects.
This marketing communication fit
model made at least two elements,
namely, events and brand events. In
the event element, it was formulated
the event could increase the pride of
being present at the event. The moti-
vation to visit included self-centered
motivation or intrinsic motivation,
namely the personal expectations of
tourists  (personal  expectations)
which led to a broader self-centered
motivation.

The presence of social media
today has created a desire to show
more travel experiences that can in-
crease followers and likes. The pride
of having visited a tour that is cur-
rently popular gives a sense of satis-
faction both personally and in a so-
cial network of friends. Apart from
that, the existing model shows that
they participated in every stage of the
event. This motivation also shows
the next construct, namely the event
provides a variety of experiences. In
addition, there are three other extrin-
sic motivations from this model. The
first one is the brand from the event
that has been carried out. If one ac-
tivity is mentioned, it will automati-
cally become the most remembered
event. The second extrinsic motiva-
tion is that the event has a good repu-
tation. When the reputation of an
event is good, visitors will have a
good reputation as well. The third
motivation, with this reputation,
guarantees the audience to get the
same experience as they have been
known. The existence of motivation
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that comes from inside and outside
the audience makes someone more
motivated to make decisions and
more permanent to change. Even the
factor of place and reputation of the
place is not a construct in this model.
As long as the place has fun events
and there is strong motivation from
within the visitors, the actual place is
not important to them. Especially for
travelers who want a wealth of expe-
rience and self-satisfaction is not just
based on comfort.

4.5 There is no repetition of mes-
sages but there is prior knowledge
ELT proposed by Petty has several
elements that are related to message
repetition and prior knowledge. In
contrast, in the Komodo island mar-
keting communication model, repeti-
tion is not an effective construct. The
quality of the message is more im-
portant than the repetition of the
message. The content and the types
of arguments are the factors of mes-
sage effectiveness in the Komodo
island marketing communication
model. Apart from these factors, pri-
or knowledge remains an important
element in this model. Prior
knowledge relates to the level of ed-
ucation, the level of knowledge about
Komodo Island, and the destination
to be visited. Prior knowledge is one
aspect of the central route. The target
audience will process information
armed with the information they al-
ready have (prior knowledge). After
that, they will evaluate the process
that will occur through the central
route or peripheral route. Thus, in
this case, the target audience knows
Komodo Island well and has good
considerations especially since this
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action is included in high involve-
ment.

4.5 Tourist Satisfaction and Inter-
est in Revisit Stimulus from Visit
Motivation and Information Mar-
keting Communication

The results of this marketing com-
munication model indicated that with
the existing factors, satisfaction and
interest in revisiting were obtained
significantly. Tourists were very sat-
isfied with the beauty of Komodo
Island which is by the promotions
carried out or the expectations they
formed before traveling. Thus, pro-
motions with marketing communica-
tion tools carried out according to the
fit of this model have been effective.
Messages and marketing communi-
cation tools provided a stimulus for
expectations and imagination which
were then executed when they ar-
rived at their destination. If the high
exposure to existing communication
tools is not as expected, the tourist
will not be satisfied. They will file
complaints that may deteriorate the
reputation of the tourist area. In addi-
tion, as satisfaction arises, the tour-
ists have more desire to come back.
Their return visits not only affect
them individually but also trigger
them to promote the place. This
promotion can then become a new
tool called word of mouth through
offline or online media.

5. Conclusion

The marketing communication mod-
el for the Komodo Island destination
which influences the interest in revis-
itation in this ELT study concludes
several important factors. First, the
elements of marketing communica-
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tion consist of communication tools,
messages, and types of arguments.
Second, effective communication
tools are personal selling, public rela-
tions, and advertising. Third, mes-
sage quality is a very important ele-
ment with the messages. In addition,
this study concludes three messages
that become top of mind, namely
Wonderful Indonesia, the Beauty of
Komodo Island, and the Underwater
Scenery.

The types of arguments invite a
visit and provide evidence of the
beauty of the destination. In this
study, unlike ELT with the element
of message repetition, the marketing
communication model in this study
focuses on message quality and types
of arguments. In addition, there is a
strategy to fulfill the acquisition that
is to achieve the effectiveness of the
model.

This research also concludes
that this communication marketing
model uses a central route with prior
knowledge as the important aspect.
The motivation that comes from
within the individual is more influen-
tial compared to external motivation.
The fit of this marketing communica-
tion model for Komodo Island shows
the satisfaction of visits and interest
in revisitation. The effect of this sat-
isfaction and interest in returning is
the emergence of electronic and tra-
ditional word of mouth (WOM).
Recommendation becomes one of the
most important aspects in the selling
stage as it results in greater trust.
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