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ATTRACTIVE INBOUND
MARKETING ON TOURIST
LOYALTY AT TOURISM
DESTINATION IN INDONESIA

Abstract

Tourist loyalty is the commitment of tourists to a destination, which is reflected in their
desire to make repeat visits, give positive recommendations to others, and maintain a
preference for the destination despite similar choices. This research investigates the
impact of omni-channel marketing on tourist loyalty by analyzing the roles of inbound
marketing, memorable tourist experiences, and destination images. This study’s popu-
lation consists of domestic tourists who visit several tourist attractions on Lake Toba,
especially in Balige Regency, Simalungun Regency, and Samosir Regency. However,
the sample is determined as part of the total population chosen to represent the en-
tire population. Using a quantitative research design, data were collected from 356
participants via questionnaires. Structural Equation Modeling-Partial Least Squares
(SEM-PLS) was employed, followed by Multi-Group Analysis (MGA). Results indicate
that omni-channel marketing contributes significantly to creating memorable tourist
experiences, though it does not directly influence loyalty. Furthermore, omni-chan-
nel marketing positively affects attractive inbound marketing, enhancing memorable
tourist experiences. However, despite these enhancements in experience, more than
memorable tourist experiences are required to drive loyalty substantially. Likewise, at-
tractive inbound marketing does not significantly affect loyalty through memorable
tourist experiences. However, destination attributes directly influence tourist loyalty,
underscoring the importance of well-maintained and appealing attractions for foster-
ing repeat visits.

Keywords multi-group analysis, attractive inbound marketing,
traveler loyalty, omni-channel marketing, memorable
tourism experience

JEL Classification M31, 733

INTRODUCTION

Asone of the tourist sites that received government attention to become
a “New Bali,” Lake Toba certainly has a natural beauty already known
to the world. The tourist area formed from this mountain eruption is
the world’s largest volcanic lake. Mountains and green hills surround
it and offer natural beauty through hill views, lakes, waterfalls, water
tours, etc. In addition to offering natural beauty, the Lake Toba tour-
ist area also provides unique cultural and historical tours of the Batak
tribe as a local community. Some cultural and historical tours include
traditional Batak houses, traditional Batak funeral procedures, Batak
royal sites, museums, etc. Unique culinary delights from the Batak
community, such as Naniura and Arsik, are also an attraction for cu-
linary tourism at this location. Visiting tourists are also offered a va-
riety of tourist activities such as swimming, boating, exploring Batak
villages, hiking, and race performances held every season. Currently,
the Lake Toba tourist area has also been equipped with various in-
frastructure and facilities that can support tourism activities such as
lodging, restaurants, road access, and transportation to facilitate tour-
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ist activities for travel. The determination of the Lake Toba area as one of the super-priority tourist
destinations by the government may also be based on the vastness of the lake and the eight regencies
surrounding it. The vast area causes many tourist spots along with the types of attractions owned to
attract tourists. The main factor to increase tourist visits is known to be tourist loyalty to a tourist loca-
tion. Tourists loyal to a tourist location are known to visit many times. This is because of their loyalty.
Every time they want to do tourism activities, the tourist location will be in the first order to be visited.
In contrast to tourists who are not loyal, visits tend to be due to curiosity about a tourist location that he
has never visited (Loyalty to multiple visits). Loyal tourists will also tend to promote the tourist location

they like to the people around them or even use their social media.

1. LITERATURE REVIEW

AND HYPOTHESES

In today’s consumer culture, experiences hold
crucial value (Caru & Cova, 2013) and are even
identified as a major trend (Mehmetoglu & Engen,
2011). Numerous interpretations exist for “expe-
rience” (Volo, 2009). Some researchers view ex-
periences as part of daily interactions (Carl &
Cova, 2013), while others study them as scientific
concepts (Zhang & Xu, 2019). According to Pine
and Gilmore (1998), experiences signify the high-
est level of economic evolution, moving beyond
goods and services. The focus has thus shifted
from products and services toward experiences as
a primary driver for achieving a competitive edge.
Within tourism, experiences are foundational el-
ements (Williams, 2006; Tussyadiah, 2014; Kim
& So, 2022), often described as enjoyable, memo-
rable, and engaging (Oh et al., 2007) yet transient
(Volo, 2009). When exploring new places, travel-
ers seek out authentic, enriching, multi-layered,
and transformative experiences (Kirillova et al.,
2017; Spielmann et al., 2018; Buzova et al., 2020;
Chirakranont & Sakdiyakorn, 2022).

The attractiveness of a destination is shaped by
various elements that pull in visitors (Lew, 1987).
This appeal matters for a few reasons. First, travel-
ers weigh destination’s features when deciding on
a place to visit, often choosing spots that promise
personal rewards. Specific characteristics guide
these choices (Turner & Reisinger, 1999). Past
studies have pinpointed critical factors in tour-
ism that enhance the appeal and effectiveness of
a site (Assaf & Josiassen, 1999). Additionally, the
traits of a destination contribute to how people
perceive it. Crompton (1979) describes this per-
ception as “the sum of one’s beliefs, thoughts, and
feelings toward a location.” This image plays a ma-
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jor role in influencing visitor actions (Bigne et al.,
2020; Lee et al., 2005). Much research has exam-
ined how destination qualities build this image,
identifying attributes that establish a destination’s
identity. For instance, studies by Kim et al. (2012)
and Beerli and Martin (2004) suggest that a visi-
tor’s experience within a place shapes their overall
perception, making it a strong indicator of future
travel decisions.

The term “Omnis” originates from Latin, mean-
ing “all” or “universal,” capturing the essence
of “unifying all channels” (Juaneda-Ayensa et al.,
2016). As such, omni-channel marketing adopts a
customer-focused model that delivers an integrat-
ed and enjoyable shopping experience across any
channel customers use (Gupta et al., 2004; Shah et
al., 2006). In this approach, the brand becomes the
central connection rather than any single chan-
nel (Piotrowicz & Cuthbertson, 2014). Verhoef et
al. (2015) explain that omni-channel management
enhances the consumer experience and outcomes
by strategically handling each customer interac-
tion point. Definitions of omni-channel market-
ing often highlight two main aspects: how con-
sumers access information and how purchases
are completed (Bell et al., 2014). Strategies such as
multi-channel and integrated marketing commu-
nications (IMC) align with omni-channel market-
ing in their goal to provide consistent messaging
across touchpoints. Notably, multi-channel mar-
keting aims to improve each channel’s perfor-
mance, whereas omni-channel marketing empha-
sizes overall customer value across all channels
(Verhoef et al., 2015).

Inbound marketing, on the other hand, is designed
to reach potential customers by offering relevant
resources and valuable experiences (Holden et al.,
2021). Defined by Patrutiu-Baltes (2016), inbound
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marketing entails carefully targeting audiences
and using personalized, high-quality content to
engage them. Venisse (2016) describes inbound
marketing as a unique medium that naturally en-
courages audiences to become customers. Instead
of directly reaching out to customers, as Bezovski
(2015) notes, inbound marketing aims to attract
them by creating appealing content that matches
their readiness to purchase and commitment lev-
els. This method is often called acquisition market-
ing (Vavilovs, 2023) and involves four main steps:
attraction, engagement, conversion, and retention.
Inbound marketing draws prospects by develop-
ing meaningful content, enabling them to find the
brand rather than the brand finding them (Miller,
2015). As Halligan (2022) describes, this strategy
enhances the buying journey by providing cus-
tomers with informative content that aids their
decision-making. Through blogs, search engines,
and social media, inbound marketing drives traf-
fic to websites in a way that avoids aggressive out-
reach (Halligan, 2022). Inbound marketing gen-
erates quality leads, builds trust, and fosters loy-
alty by producing content that aligns with target
customers’ goals and needs. Dabi-Schwebel (2017)
highlights how inbound marketing establishes a
consistent brand channel, transforming potential
leads into loyal customers while reducing market-
ing inefficiencies.

Customer loyalty has been defined in various
ways in the marketing literature (Jacoby, 1971).
One approach considers loyalty as a psycho-
logical concept, where consumers’ perceptions
of value affect their attitudes toward a product
or service and influence their desire for future
purchases (Hawkins et al., 1989; Fournier et
al., 1994). Another view defines loyalty through
consistent purchasing and positive word-of-
mouth (S6nmez & Graefe, 1998; Hughes, 1991).
In tourism, loyalty reflects an extension of gen-
eral customer loyalty, where tourists who per-
ceive a destination positively may be more likely
to revisit or recommend it to others (Backman
& Crompton, 1991; Yoon & Uysal, 2005; Baloglu
& Mangaloglu, 2001). Tourist loyalty is often
divided into two main categories: relative at-
titude, which comprises cognitive, emotional,
and conative elements, and behavior, which is
focused on actions like repeat visits. Zhang et al.
(2014) also categorize tourist loyalty as behav-
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ioral, attitudinal, or a mix of both. Behavioral
loyalty includes observable actions, such as re-
visits, while attitudinal loyalty refers to inten-
tions to recommend a place. A combined loy-
alty approach merges attitudes and behaviors,
implying that travelers who frequently return to
a destination may also maintain a positive per-
ception after successful experiences.

This research investigates the impact of omni-
channel marketing on tourist loyalty by analyz-
ing the roles of inbound marketing, memorable
tourist experiences, and destination images. The
study’s hypotheses are structured as follows:

HI:  Omni-channel marketing has a positive and
significant influence on tourist loyalty.

H2:  Omni-channel marketing positively and sig-
nificantly influences memorable tourism
experiences.

H3: Omni-channel marketing positively and
significantly influences attractive inbound
marketing.

H4:  Attractive inbound marketing positively
and significantly influences memorable tour-
ism experiences.

H5:  Memorable tourism experience positively
and significantly influences tourist loyalty.
H6: Destination attribute has a positive and sig-
nificant influence on tourist loyalty.

H7:  Memorable tourism experience positively
and significantly influences tourist loyalty
through destination attribute.

HS8: Attractive inbound marketing positively
and significantly influences tourist loyalty
through a memorable tourism experience.
H9:  Omni-channel marketing positively and sig-
nificantly influences tourist loyalty through
memorable tourism experiences.

The conceptual framework of this research is pre-

sented in Figure 1, as indicated by the literature
review.
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] HI

Omni-Channel
Marketing

H3

Attractive Inbound
Marketing

Memorable Tourist
Experience

Figure 1. Research model

2. METHODOLOGY

This research uses descriptive and explanatory
methods. This research was conducted at Lake
Toba tourist destinations in Balige Regency,
Simalungun Regency, and Samosir Regency -
Indonesia. The selection of this location was car-
ried out purposively. This study’s population con-
sists of domestic tourists who visit several tour-
ist attractions on Lake Toba, especially in Balige
Regency, Simalungun Regency, and Samosir
Regency. However, the sample is determined as
part of the total population chosen to represent
the entire population. The basic idea of sampling
means that conclusions about the total population
are possible by selecting some elements of the pop-
ulation (Cooper, 2005).

This investigation employs convenience sampling,
which is a non-probability sampling method. This
sampling method was selected to simplify the re-
search implementation, as the respondents were
recruited from tourist destinations with the maxi-
mum number of visitors. According to Hair et al.
(2011), the minimum number of samples in re-
search is ten times the largest number of indica-
tors of one of the variables. This research refers
to the third rule, so the researcher sets five times
the number of research indicators. This is done
so that the sample size is more representative of
the existing population. The sample size is n = 5
x the number of indicators: n = 5 x 72 = 360 re-
spondents. Thus, the number of participants in
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this study was 360. An overview of the respondent
profile is shown in Table 1.

Table 1. Respondent characteristics

: Number of
No..  Category respondents | Percentage (%)
: (persons)
Gender
1 i Male 164 46
e T
Education
1 :Elementaryschool ; 1 ; .
L2, dunorschool G 6 AT
3 i High school 138 .
4D|p|0ma S
L5 Bachelor o ATS
6 : Master/Doctor 15
Jobs
L. Self-employed  f 61 T2
2 i Employees 118 33.3
L3 Student L2290
5 i Housewife 36 10.1
L6 Professional L3
7 :More 18 5.1
Age
LA Y7esyears 07301
2. 2430years L s
3 i31-37years 73 20.6
LA 3sddyears 032 B,
5 i45-51years 5 14
. >51years S e

The data in this study were obtained directly from
distributing questionnaires to the subject or unit
of observation, namely archipelago tourists travel-
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ing on Lake Toba. The distribution of this research
questionnaire cooperates with tours and travel
on Lake Toba and is assisted by hotels around
Lake Toba. Researchers will also participate di-
rectly in distributing questionnaires to tourists.
This research used the SEM (Structural Equation
Modeling) analytical approach, a statistical meth-
od adept at examining the interrelationships of
latent constructs, their markers, and direct mea-
surement errors. SEM is a predictive alternative
covariance based on components or variance and
employs Partial Least Squares (PLS). The theory
can be verified, and the relationship between la-
tent variables can be elucidated through Partial
Least Squares (PLS). Partial Least Squares (PLS) is
more suitable for data analysis in prediction-based
research.

3. RESULTS

Validity testing is an important process in develop-
ing research instruments, such as questionnaires,
to ensure that the instrument accurately measures
what is intended. In this study, two validity test
criteria were used, namely convergent validity and
discriminant validity. Convergent validity refers
to the extent to which a measurement instrument
correlates with variables that should be similar or
related to it. In other words, the instrument is con-
sidered valid if the variables that should be related
have a significant correlation with each other in
the measurement. One method for measuring con-
vergent validity is to look at the Average Variance
Extracted (AVE) value. AVE is the average of the
variance explained by the indicators measured in
a construct. The instrument is considered conver-
gently valid if its AVE value is > 0.50, indicating
that the measured construct explains more than
half of the variance in the indicators.

Table 2. Loading factor

. Variables L.
No.: Indicator ” q T T Description
AIM: DA MTE:OM : TL
1 AIMI0 078 i L
2 PAIM2 0.78 Valid
L3 AM3 080 LValid
LA AN 076 Lvalid
5 PAIM7 0.71 Valid
LB A8 075 LValid
7 iDA10 0.79 Valid
'8 DA3 073 Cvalid

Innovative Marketing, Volume 21, Issue 2, 2025

. Variables Lo

No.: Indicator T T T T Description
AIM: DA :MTE: OM : TL

.2 bad 075 : : Lyald
10 i DAS 0.8 Valid
11 DA7 0.79 valid
12 Dns 0.84 valid
13 i DA9 0.77
.14 MTES 0.6 Lvalid
15 MTES 0388 L Valid
16 | MTE6 0.86 Valid
17 om3 073 ...Vald
.18 i0M4 076 L valid
19 {OM5 0.84 Valid
.20_OM6 080 . Valid
21 i OM7 0.81 Valid
2T 075 . Valid
23 T3 076  valid
24 iTLS 0.78 Valid
25 TG 077 Valid

The results of the third model calculation, as
shown in Table 2, show that all indicators in the
model have a loading factor value> from the cross-
loading of 0.70 (Hair et al., 2011). This means that
all indicators are categorized as “valid” in this
third model.

After the validity test is carried out and all indi-
cators in the model are “valid”, the outer model
testing is continued by testing their reliability.
Reliability testing is an important stage in the de-
velopment of research questionnaires. The main
objective is to measure a questionnaire’s reliabil-
ity or consistency so that the respondents’ answers
to each question can be considered consistent
or stable over time. In this context, Ghozali and
Latan (2014) suggest two main criteria for assess-
ing the reliability of a questionnaire, namely using
the Cronbach’s Alpha and Composite Reliability
values. The Cronbach’s Alpha and Composite
Reliability values of each construct are expected
to be > 0.70.

Table 3. Composite Reliability, Cronbach’s Alpha,
and Average Variance Extracted

Variables CA rho A CR | AVE
Attractive Inbound Marketing
VYTV N st Bt R
Destination Attributes (DA) . 0.895 | 0901 ' 0.917
Memorable Tourist :
Experience (wre) o M%7 O83R 090
Omni-channel Marketing
OM) o e T
Tourist Loyalty (TL) ©0.770 i 0.780 :0.850 :

http://dx.doi.org/10.21511/im.21(2).2025.08
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In Table 3, one can see that each construct value
is 2 0.7 for the Cronbach’s Alpha (CA) value, as
well as the Composite Reliability value is also >
0.7, and the Average Variance Extracted (AVE)
value is > 0.5. These values exceed the standards
required for an indicator or questionnaire instru-
ment to be declared “reliable.” The results of the
outer model calculation presented in Table 2 in-
dicate that the questionnaire and its indicators
are valid and trustworthy. The subsequent stage
involves assessing the validity of the outer model
through the discriminant validity test.

The discriminant validity test is one of the stages
in evaluating the outer model of PLS-SEM. This
test aims to ensure that indicators or measure-
ment variables can distinguish between differ-
ent constructs in the model. Discriminant valid-
ity can be seen based on the Fornell-Larcker AVE
criteria. A valid outer model must have an AVE
Fornell-Larcker value > 0.5. Besides, the Fornell-
Larcker AVE calculation process is carried out
by comparing the AVE root of each construct to
the AVE value of other constructs (Ghozali, 2013).
Discriminate validity is declared good if each con-
struct has an AVE root value greater than others.

Table 4. Discriminant validity test results
are based on the Fornell-Larcker AVE value

Variables: AIM | DA MTE oM : TL
AIM {0764 ;
DA 0685 0783 .
MTE 0.618 0.941 0.868

OM 043 0385 0435 0787
TL i 0.608 0.557 0.504 0.258 0.766

Table 4, which contains the discriminant validity
assessment results with the Fornell-Larcker AVE
calculation method, shows that all variables have
a value > 0.50. Likewise, each construct’s Fornell-
Larcker root AVE value is higher than the value
of other constructs except between MTE and DA.
In conclusion, these results confirm that the pro-
posed model has indicators that effectively distin-
guish constructs among existing variables. This
indicates good discriminant validity, strengthen-
ing the model’s reliability in the PLS-SEM analysis.

R-squared is a parameter used to measure the

proportion of variability of the dependent vari-
able that the independent variables in the model
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can explain. R-squared is commonly used in lin-
ear regression but is also applied in PLS-SEM. The
R-squared value ranges between 0 and 1, where a
value > 0.67 indicates a model in the “strong” cat-
egory, 0.33 is interpreted as “moderate,” and 0.19
is considered “weak” (Haryono, 2017; Savitri et al.,
2021). High R-squared indicates that the model
has a good ability to explain data variability.

Table 5. Inner model test results based
on R-squared parameters

Variables ‘ R-squared | R-squared adjusted
MTE f0417 0.413
! 0321 0313
AlM 0.186 0.184

The explanation of the R-squared test results from
Table 5 is as follows: R-squared value of the memo-
rable tourist experience variable (X)) is 0.417. This
means that the ability of variance that can be ex-
plained by omni-channel marketing (OM) and
attractive inbound marketing (AIM) variables is
around 41.7% of the memorable tourist experience
(MTE) variable. This shows that in this model, a
relationship is categorized as “strong.” R-squared
value of the Tourist Loyalty (Y) variable is 0.321,
which indicates that the ability of the variance of
the memorable tourist experience variable (X)),
omnichannel marketing (X,), attractive inbound
marketing (X, ), and destination attribute (X,) to
explain the Tourist Loyalty (Y) variable is around
32.1%. The value of 0.321 indicates a “moderate”
influence of the four independent variables on the
dependent variable. R-squared value of memo-
rable tourist experience (X ), omni-channel mar-
keting (X,), attractive inbound marketing (X,),
and destination attribute (X,) of 0.478 on tourist
loyalty (Y) indicates that about 47.8% of the vari-
ability of the variable “Tourist Loyalty” can be ex-
plained by the combination of the four variables.
This indicates that the proposed model is consid-
ered “moderate.” There is a significance parameter
for hypothesis testing in testing the inner model.
Hypothesis testing is carried out to evaluate how
strong the relationship between variables in the
model is. Previously, several hypotheses were set
in this study related to the influence of four in-
dependent variables (X, to X,) on the dependent
variable (Y). The results of this hypothesis test will
determine whether the initial hypothesis (null)
can be accepted. The hypothesis testing will be

http://dx.doi.org[10.21511/im.21(2).2025.08
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Table 6. Hypothesis testing of direct effect between variables

Hypothesis Path coefficient t-statistics >1.96 p-values Conclusion
HL L OMTL 1298 0135 Rejected
H2 oM - I}‘/]‘TE 4.384
H3 OM > AIM. 8772
H4 ~ {AIM > MTE S 11411 )
Ho L MIERTL L L1z 0.26C
H6 ‘DA>TL 5.720 0.000 Accepted
Table 7. Hypothesis testing of indirect effects between variables
. . . t-statistics >1 .
Hypothesis i Path coefficient : 9% p-values Conclusion
M7 MTESDASTL -0.028 1036 . 0301 - Rejected
HE L AMoMIESTL . -0.071 13 0266  :...[Rejected .
H9 :OM - MTE- TL -0.033 1.198 0.232 Rejected

assessed using the path coefficient value, the sig-
nificance level of the path coeflicient, and the t-
statistical value. The path coefficient value deter-
mines the direction of the influence of exogenous
variables on endogenous variables. In the interim,
the t-statistics establishes the relationship between
the independent variable (X) and the dependent
variable (Y) by necessitating a minimum value of
> 1.96 for 5% significance or > 2.58 for 1% signifi-
cance (Hamid et al., 2019; Savitri et al., 2021).

4. DISCUSSION

The results showed that Omni-channel Marketing
has a positive but insignificant effect on Tourist
Loyalty (t = 1.298, p > 0.0.05). Thus, Omni-channel
Marketing does not significantly affect Tourist
Loyalty. This means that marketing efforts made
through various channels (online and offline) need
to be stronger to increase tourist loyalty significant-
ly. Previous research also provides a similar view.
For example, a study by Verhoef et al. (2015) high-
lighted the importance of consistency and integra-
tion between various marketing channels to cre-
ate a cohesive traveler experience. The study found
that omni-channel strategy’s success relies heavily
on managers’ ability to deliver consistent messages
and provide a seamless experience across channels.
Although Omni-channel Marketing has great po-
tential in shaping traveler loyalty, suboptimal ex-
ecution can reduce its effectiveness.

The results showed that Omni-channel Marketing

positively and significantly affects the Memorable
Tourist Experience (t = 4.384, p < 0.05). Thus,

http://dx.doi.org/10.21511/im.21(2).2025.08

Omni-channel Marketing (OM) significantly af-
fects the Memorable Tourist Experience. This
means that marketing efforts made through vari-
ous channels (online and offline) have succeeded
in increasing the memorable tourist experience for
tourists. This research aligns with previous stud-
ies that indicate the importance of Omni-channel
Marketing strategies in creating memorable tour-
ism experiences. For example, a study by Buhalis
and Sinarta (2019) highlighted how various mar-
keting channels can increase tourists’ interaction
with tourist destinations, thus creating a more im-
mersive and memorable experience. Digital tech-
nology connected with traditional media can pro-
vide richer and more interactive information, al-
lowing travelers to plan and enjoy their trips better.

The results of this study indicate that Omni-
channel Marketing has a positive and signifi-
cant effect on Attractive Inbound Marketing (t =
8.772, p < 0.05). Thus, the hypothesis that Omni-
channel Marketing significantly affects Attractive
Inbound Marketing is accepted, suggesting that
an effective Omni-channel Marketing strategy
can increase inbound marketing appeal. For tour-
ism, this result means that destination managers
who implement Omni-channel Marketing strate-
gies effectively can make their inbound marketing
campaigns more attractive. This is in line with re-
search by Neslin (2022), who found that using var-
ious integrated marketing channels could increase
the attractiveness of inbound marketing more effi-
ciently and attractively for tourists. Attractive in-
bound marketing is important to attract tourists
and increase their interest in tourist destinations.
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The results showed that Attractive Inbound
Marketing positively and significantly affects the
Memorable Tourist Experience (t = 11.411, p <
0.05). Thus, Attractive Inbound Marketing and
Memorable Tourist Experiences have a signifi-
cant direct effect. Previous research also supports
these findings. For example, Willems et al. (2019)
found that engaging and interactive marketing
content could significantly improve the traveler
experience. When presented with engaging con-
tent before and during their trip, travelers tend to
feel more engaged and have a more immersive and
memorable experience. Effective inbound market-
ing creates positive narratives and expectations
that can increase satisfaction and positive memo-
ries of the destination.

The study revealed that Tourist Loyalty is negative-
ly but not significantly influenced by Memorable
Tourist Experience (t = 1.128, p > 0.05). Thus,
memorable tourism experiences and tourist loy-
alty have no significant direct effect. This result
aligns with several previous studies, showing that
memorable tourism experiences are important,
but their effect on tourist loyalty is only sometimes
significant. For example, Kim and Ritchie (2014)
found that other factors, such as service quality,
price, and convenience, were more dominant in
influencing traveler loyalty than memorable tour-
ism experiences. This suggests that while travelers
may have a pleasant and memorable experience,
more is needed to ensure they will return or rec-
ommend the destination.

The results of this study indicate that Destination
Attributes have a positive and significant effect on
Tourist Loyalty (t = 5.720, p < 0.05). Thus, destina-
tion attributes directly and significantly increase
traveler loyalty. Destination attributes include
various factors such as facilities, natural beauty,
accessibility, and convenience that can influence
the tourist experience. The research by Akroush et
al. (2016) shows that the quality and attractiveness
of a destination directly affects tourist satisfaction,
which in turn increases their loyalty. Travelers re-
turn and recommend destinations that provide a
positive experience regarding facilities and attrac-
tions. The research by Moore et al. (2015) shows
that listening and responding to the needs and de-
sires of tourists is the key to creating a satisfying
experience and increasing loyalty. By understand-
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ing what travelers value and trying to meet their
expectations, managers can create an environ-
ment conducive to long-term loyalty.

The results of this study indicate that Memorable
Tourist Experience through Destination Attributes
has a negative but insignificant effect on Tourist
Loyalty (t = 1.036, p > 0.05). Thus, the Destination
Attributes variable does not significantly influ-
ence the memorable tourist experience and tourist
loyalty. Although important, a memorable tourist
experience only sometimes increases tourist loy-
alty when viewed through destination attributes.
This research aligns with several previous studies
that state that although the Memorable Tourist
Experience plays an important role in shaping
tourists’ impressions of a destination, the destina-
tion attributes may need to be stronger to guar-
antee increased loyalty. For example, Dedeoglu
(2019) stated that other factors, such as service
quality, destination uniqueness, and social inter-
action, often influence traveler loyalty. Therefore,
even if tourists have a memorable experience,
more destination attributes may help the forma-
tion of strong loyalty.

The results showed that Attractive Inbound
Marketing through Memorable Tourist Experience
has a negative but insignificant effect on Tourist
Loyalty (t = 1.113, p > 0.05). Thus, Attractive
Inbound Marketing does not significantly influ-
ence Tourist Loyalty through the Memorable
Tourist Experience variable. This research is consis-
tent with several previous studies emphasizing that
engaging inbound marketing can enhance memo-
rable travel experiences but does not necessarily in-
crease traveler loyalty. For example, a study by Kim
and Ritchie (2014) shows that although memorable
tourist experiences can increase satisfaction, other
factors such as perceived value and service quality
are also very important in shaping tourist loyalty.
This means that although AIM plays a role in cre-
ating memorable experiences, this effect does not
necessarily directly influence loyalty without sup-
port from other relevant elements.

This study also examines the effect of Omni-
channel Marketing on Tourist Loyalty through
the intermediary variable Memorable Tourist
Experience. The analysis results show that Omni-
channel Marketing has a negative and insignifi-
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cant effect on tourist loyalty through Memorable
Tourist Experience (t = 1.198, p > 0.05). Thus,
Omni-channel Marketing does not significantly
influence Tourist Loyalty through Memorable
Tourist Experience. This finding shows that al-
though tourist destination managers try to use
various marketing channels to create memorable
tourist experiences, more than these efforts are
needed to increase tourist loyalty significantly.
This aligns with research by Kim and Fesenmaier
(2017), which emphasizes that memorable tour-
ism experiences require more than just informa-
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tion and promotions delivered through various
channels. Memorable experiences often involve
personal interactions and emotional elements
that may not be achieved through multi-channel
marketing alone. A study by Bolton et al. (2018)
shows consistency and integration between differ-
ent marketing channels are critical to creating a
cohesive and satisfying customer experience. As
such, managers should ensure that messages and
promotions delivered through online and offline
channels are aligned and support the creation of
memorable tourism experiences.

CONCLUSION

This research investigates the impact of omni-channel marketing on tourist loyalty by analyzing the
roles of inbound marketing, memorable tourist experiences, and destination images. The study’s find-
ings lead to several important conclusions. Firstly, omni-channel marketing does not strongly influence
tourist loyalty. However, omni-channel marketing significantly enhances memorable tourist experi-
ences and plays a role in attractive inbound marketing. Attractive inbound marketing, in turn, has a
notable positive impact on memorable tourist experiences; though memorable tourist experiences itself
does not substantially drive tourist loyalty. Additionally, memorable tourist experiences do not influ-
ence tourist loyalty when mediated by destination attributes, nor does Attractive Inbound Marketing
affect tourist loyalty through memorable tourist experiences, and omni-channel marketing shows no
effect on tourist loyalty via memorable tourist experiences. On the other hand, destination attributes
directly and significantly enhance tourist loyalty. These insights enrich the field of tourism marketing
by exploring the nuanced relationships between omni-channel marketing and tourist loyalty. The ob-
servation that omni-channel marketing has a positive but limited influence on tourist loyalty highlights
the complexity of multi-channel approaches to customer loyalty in tourism.

This study adds to understanding memorable tourist experiences as a possible mediator between mar-
keting and tourist loyalty. While memorable tourist experiences are often seen as valuable, their influ-
ence on loyalty appears limited, implying that service quality and price could have a stronger impact on
loyalty formation.

There are a few limitations in this study. A quantitative survey method was used, which allows for effi-
cient data collection from a large group of respondents but may only partially capture individual per-
spectives and experiences. Qualitative methods, like interviews or focus groups, might reveal the rea-
sons behind respondent’s choices more deeply. Additionally, data were gathered specifically from tour-
ists at Lake Toba, which may restrict the broader application of these findings to other destinations with
different characteristics. Future research should examine whether these results hold across different
tourist contexts. Lastly, this study relied on self-reported questionnaire data subject to individual biases.
Additional measurement techniques or triangulation could improve the reliability of these findings.
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