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Abstract: This paper investigates tourist perceptions of Indonesia as a tourist destination
and examines the impact of the ‘Visit Indonesia 2008’ marketing campaign on their purchase
intentions. A quantitative survey was developed and 400 questionnaires were distributed to
foreign passengers who were departing Indonesia from the three major international airports:
Soekarno-Hatta International Airport, Jakarta, Juanda International Airport, Surabaya, and
Ngurah Rai International Airport, Bali. Based on the findings of  this study, the level of
awareness of  the current tourism campaign was low, with only 13.7% of  the respondents
claiming to have seen the campaign and of these very few claimed it had a significant impact
on their decision to actually visit Indonesia.
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This paper investigates tourist perceptions of Indonesia as a tourist destination and
examines the impact of the ‘Visit Indonesia 2008’ marketing campaign on their purchase
intentions. Tourism has become an important revenue generator for many countries
that creates a positive balance of trade; moreover tourism is an important foreign
income source in Indonesia. However, many countries (especially neighbouring
countries such as Malaysia and Thailand) can be seen to offer tourists similar experiences.
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For this reason Indonesia faces intense competition to attract international tourists.
Therefore, Indonesia is trying to brand itself as a unique destination offering an
enormous amount of  diversity, highlighted by a variety of  destinations and attractions.

Indonesia is very rich in terms of  natural, cultural and historical resources that can
support the growth of  the  tourism industry. For Indonesia, tourism is an important
component of  the national economy, as well as a significant source of  foreign exchange
revenue. Since the year 2000, Indonesia has attracted approximately 5 million foreign
tourists each year, who spend an average of  USD100 per day. With an average visit
duration of approximately 9 days, Indonesia gained USD7.3 billion of foreign exchange
income in 2008 (Table 1). This makes tourism Indonesia’s third most important non-
oil/gas source of  foreign revenue after timber and textile products (Tourism ROI,
2008).

Tourism ROI (2008) reports that more than three-quarters of  Indonesia’s visitors
come from the Asia Pacific region. The biggest markets are Singapore, Malaysia,
Australia, Japan and South Korea. When looking at the top tourist markets from
Europe, countries such as the United Kingdom, France, Germany and the Netherlands
are the largest source of  visitors.

Many neighbouring countries have, in recent times, started to develop branding
strategies aimed at building in image in the minds of travellers that will differentiate
them from competing countries. Examples of  this type of  branding include ‘Uniquely
Singapore’, ‘Malaysia Truly Asia’ and ‘Thailand: Land of  a Thousand Smiles’. To
counter this, the Indonesian government in 2007 launched a new campaign entitled
‘Visit Indonesia 2008: Celebrating 100 years of national awakening’ to bolster its

Year   Visitor           Average Average    Tourism
  arrivals       expenditure length (Million USD)

    per person (US$) of stay

Per visit Per day

2001 5,153,620 1,053.36 100.42    9.49     5,396.26
2002 5,033,400    893.26   91.9    9.79     4,305.56
2003 4,467,021    903.74   93.7    9.69     4,037.02
2004 5,321,165    901.66   95.7    9.47     4,797.88
2005 5,002,101    904.00   99.6    9.05     4,521.89
2006 4,871,351    913.09 100.48    9.09     4,447.98
2007 5,505,759    970.98 107.70    9.02     5,345.98
2008 6,429,027 1,178.54 137.38    8.58     7,377.39

Visitor Arivals in Indonesia 2001-2008

Source: Ministry of  Culture and Tourism: Republic of  Indonesia (2010)

Table 1
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existing branding ‘Indonesia: The Ultimate in Diversity’. This paper will attempt to
ascertain the success of this latest campaign.

The roots of  today’s brands lie in the Greek and Roman times. Riezebos (2002)
mentioned that in those times, there were signs or pictures to describe the ‘shop’
carved out in stone or silver. During this time, those pictures were the only way
possible to communicate with the customers. These pictures become a method of
identification but did not have a sale-stimulatory function. In the Middle Ages, products
began to be equipped with guild marks. The guild signified the work of  the craftsman
in a certain business and thereby guaranteed the customer a certain level of  quality.
During the Industrial Revolution (1830-1870), many brands were developed. The
factors that contributed to this were the increasing population density and urbanisation
that led to an increase in demand for pre-packaged goods which in turn lead to mass
production. Companies soon adopted slogans, mascots, and jingles which began to
appear on radio and later on television. By the 1940s, manufacturers realised that
customers were developing attachments to their brand in a social or psychological
sense. Manufacturers then started to attach and convey certain values such as quality
or value for money with their products. This began the practice we now know as
branding, where it is felt that consumers buy the brand instead of the product itself.

Hulberg (2006) claims that the goal of modern branding is to create preferences
and differentiation. Therefore, companies attempting to brand their products aim to
attach expectations that differentiate the product from its competitors and create an
image in the mind of  the consumer. Having a well designed brand will help an
organization stand out from its competitors (Blain, Levy & Ritchie, 2005; Ford &
Heaton, 2000). Keller & Richey (2006) stated that as markets continue to mature and
competition between destinations grows fiercer, countries will not succeed purely on
the basis of  what products or services they offer. Therefore the success of  destinations
will be defined by ‘who they are’ rather then ‘what they offer’. Gregory (2004) stated
that branding of destinations is extremely important as unlike products, customers
cannot touch and try the services being offered. Riezebos (2002) highlighted a number
of  benefits achieved by building a strong brand including better financial performance
resulting from higher margins as the destination can demand premium prices;
destinations gain a competitive advantage by making the area distinctive from
competitors; it is easier to recruit and retain talent; and a strong brand will create
customer loyalty.

Hsu, Wolfe & Kang (2004) claim that countries and destinations are investing far
more time and resources into ensuring they enhance their image amongst travellers.
One of the major issues facing tourism marketers is that unlike a company where

Literature Review
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staff are aware of the brand and promote the brand; destinations rely on the residents
to promote the brand image. In many cases the local residents may be unaware of
the country’s brand and therefore may not portray the characteristics promoted. To
overcome this, it is necessary to convey the brand image to residents to ensure that
they have an understanding of  the image being portrayed. Morgan, Pritchard & Piggot
(2002) stated that today people are choosing destinations that they feel they have an
emotional connection with. Therefore the critical factor in creating a successful brand
is to build an emotional link between the destination and the visitors. Morgan et al.
(2002) also claim that today’s tourists are not asking ‘what can we do on holiday?’ but
‘who can we be on holiday?’ Tourists are increasingly looking less for escape and
more for discovery and status. As a style and status indicator, destinations can offer
the same benefits as other branded items whereby souvenirs, photos and videos
from the trip would become tools to communicate a message about themselves to
others.

Kotler, Haider & Rein (1993) defined a place image as the sum of beliefs, ideas
and  impressions that people have of  a place.  Hunt (1975) suggested that the perception
held by potential visitors about an area may have significant influences upon the
viability of that area as a tourist region. What these potential customers think about
the natural environment, climate and people of a region may shape perception or
images that will detract from, or contribute to, successful development. Baloglu &
McCleary (1999) stated that variety, amount and type of  information sources used to
describe the destination and the tourist’s socio-demographic characteristics influence
the perceptions and cognitions of  destination attributes. Somewhere in the process,
these perceptions, together with traveller’s socio-psychological motivation, form
feelings towards the destination.

Image is an integral part of a brand. At all stages in the selection process, touristic
images help verify which destinations remain for further evaluation and which are
eliminated from further consideration. Gartner (1994) argued that destination
promoters without an image formation strategy will find it increasingly difficult to
maintain, increase or develop their unique share of the tourism market. From his
study, Gartner (1994) found that advertising has a high market penetration and involves
a high cost but has low credibility. He claims that undertaking promotions such as
media familiarisations, travel writers tours and visiting journalist programs may be
more cost effective and gain higher credibility. According to Gartner (1994) autonomous
image change agents such as news, documentaries, reports, movies and television
programs have high credibility and high market penetration and many times the cost
is minimal. The catch is that you do not always control the content or message of
such activities.
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Today, more and more tourism organisations and destinations are utilising the
power of  the Internet in creating a brand. In today’s competitive tourism market,
many countries are creating online marketing systems to help brand the destination as
well as distribute theirs products and services. These technological advances have
transformed the way in which business is conducted. Wang & Russo (2007) stated
that Internet marketing is becoming an inseparable, often a determining part, of  a
destination’s overall marketing endeavour. As information is the life-blood of  the
travel industry, effective use of  an e-destination marketing system is pivotal for not
only marketing and promoting but also creating a competitive advantage for the
destination.

Indonesia, in recent times, has struggled to find its brand, creating confusion in
the mind of  potential tourists. In the last decade alone, Indonesia has used four
different branding slogans. In 2001, the Indonesian Ministry of  Culture and Tourism
launched ‘Indonesia, Just a Smile Away’. In 2003, President Megawati announced a
new sub-brand of ‘Indonesia, Endless Beauty of Diversity’. The brand was then
changed to ‘Indonesia, the Colour of Life’ in late 2003. The following year the
government decided that this brand was not suitable, so in 2004 they came out with
‘Indonesia: The Ultimate in Diversity’. The latest campaign to support this branding
was ‘Visit Indonesia 2008’ using the tagline ‘Celebrating 100 years of national
awakening’. The tagline refered to the 100th anniversary of  Boedi Oetomo, a nationalist
hero, on 20 May 2008. This campaign was launched officially on 26 December, 2007
by  the Minister for Culture and Tourism, Jero Wacik. This campaign aimed to attract
7 million tourist arrivals in 2008, offering at least 100 events throughout the archipelago
during the year (Ministry of  Culture and Tourism: Republic of  Indonesia, 2010). As
stated above, 6.4 million international tourists visited Indonesia in 2008 indicating that
the campaign was not as successful as intended.

Methods
The research questions in this study are concerned with visitors’ perception about
Indonesia as a tourist destination. This research was proposed to gain an understanding
of the interpretation of the international public towards current branding strategies
used to promote tourism, identify the motivation factors to visit Indonesia and
determine satisfaction level of  the visitors towards Indonesia’s tourism products.
Therefore, the purpose of  this study can be concluded as to analyse Indonesia’s
destination branding. A research framework for this study was developed by
undertaking a comprehensive review of the literature relating to this issue. This study
has been designed to not only understand the success of the campaign but also to
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more effectively understand the perceptions of  tourists. This study will benefit
Indonesia and can also be used as the benchmark for other destinations.

The questions used in the study were developed from a study of the literature
related to destination branding. The first section of  the questionnaire was used to
capture the demographics of the respondents comprising the main purpose of visit
to Indonesia, nationality, monthly income, etc. Second, respondents were asked about
their awareness of  the ‘Visit Indonesia Year 2008’ campaign. The last section discussed
the different sources in which the respondents came to know about Indonesia, and
the reasons why they choose Indonesia etc. In this section respondents were also
asked to rate the statements about the different features of the tourism products such
as friendliness, safety, value for money, etc. These questions utilised a 5-point Likert-
scale to determine respondent’s views.

Convenience sampling was chosen as the preferred method to collect the required
data. Hsu, Wolfe & Kang (2008) claimed that convenience sampling is often conducted
in locations where intended respondents can be easily found and at a time when
potential respondents are willing to participate. The location of data collection was in
the waiting areas at the international airports. The waiting areas were chosen as based
on earlier observations, it was found to be a place where the passengers were relaxed
and more accommodating. When the flight was announced and passengers were
allowed to enter the waiting room, questionnaires were distributed to all foreigner
travellers in that room. The authors of  this paper intended to interview respondents
at four airports, seen as major entry points into Indonesia for international travellers.
However, one airport was dropped from the list as there were difficulties in the
authorisation process to conduct the survey.

Prior to the data collection at the airports, a pilot test of  the survey document
was undertaken. This pilot study had two phases, firstly a focus group involving both
Indonesian and non-Indonesian respondents was held to discuss the elements of the
survey. A number of  questions that were seen to be confusing were modified and
questions that were seen as unnecessary were removed. Some questions that were
seen to be important were also added. The second step was to pilot test the refined
instrument utilising students at Taylor’s University Malaysia. A further refinement of
the instrument was undertaken upon conclusion of this test.

A total of 400 questionnaires were distributed to foreign passengers who were
departing Indonesia with 342 completed useable surveys returned, providing a response
rate of 85.5%. The breakdown of questionnaires distributed at the three major
international airports was : Soekarno-Hatta International Airport, Jakarta on 16 April
2009 (100 questionnaires), Juanda International Airport, Surabaya 21-23 April 2009
(100 questionnaires) and Ngurah Rai International Airport, Bali on 29 June 2009 (200
questionnaires). The questionnaires were only distributed to foreign travellers because
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the intention of this research is to understand their level of awareness of the latest
tourism campaign, their motivation to visit and their satisfaction level towards tourism
products offered by Indonesia. The data collection from Jakarta and Bali was
successfully completed in one day, but the data collection from Surabaya needed 3
days to complete because the flow of  foreign visitors was quite slow. Data collection
from Ngurah Rai International Airport was delayed because of some major
renovations taking place in the airport as well as a slow authorisation process.

The data collected was analysed using SPSS and  relevant statistical tests. As stated
above, from the 400 questionnaires distributed, 342 completed, useable, questionnaires
were returned (100 from Jakarta, 71 from Surabaya and 171 from Bali). The analysis
that follows  is a combined analysis of  the questionnaires from these three cities.

Findings
Demographics
From Table 2, we can see that the sample of  visitors from the three international
airports were made up of 58.5% males and 41.5% females with 36.6% of them aged
between 20-30 years old.  Tourists from Europe contributed 33% of  total sample
with Americans comprising 11.7% and Australian and New Zealanders  18.7%.  Tourists
from ASEAN countries (Malaysia, Thailand, Singapore, Philippines, Vietnam and
Cambodia) comprised 17%, whilst the rest of Asia contributed 18.1% of the sample.
The majority (86.2%) of  visitors held some form of  higher degree. This would
indicate that foreigners who came to Indonesia were well educated and thus may also
hold higher expectations of  destinations. The majority of  visitors were employed on
a full time basis (63.9%), and earned more then USD2,000 per month (65.8%). These
statistics would indicate that most of the visitors coming to Indonesia have strong
purchasing power.

As can be seen in Table 3, 58.5% of  the visitors were return visitors to Indonesia,
with the majority (77.2%) visiting Indonesia for pleasure/personal purposes. The
majority of visitors (68.7%) spent more then USD500 on their visit to Indonesia,
excluding airfares. A large number of  the visitors to Indonesia were travelling alone
(32.7%) or with friends (35.1%) with most vacationing (58.4%) or visiting friends and
relatives (11.7%). With regard to making arrangements and plans for the trip, 54.4%
of visitors did it on their own with 30.4% using a travel agent. When assessing
accommodation options, the majority of tourists stayed in four- or five-star hotel
accommodation (42.7%) or two- or three-star accommodation (34.8%) during their
visit. The most popular types of  activities people undertook whilst visiting Indonesia
were visiting natural landscapes (22.9%), and historical sites (16.7%), followed by
gastronomy (14.5%) and shopping (13.5%).
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Frequency Percent

Gender
Male       200    58.5
Female       142    41.5

Age Group
< 20 years old         39     11.4
20-30 years old       125    36.6
30-40 years old         86    25.1
40-50 years old         50    14.6
50-60 years old         30      8.8
> 60 years old         12      3.5

Origin
Africa           3      0.9
America         39     11.4
ASEAN         58    17.0
Asia (others)         62    18.1
Australian & NZ         64    18.7
Europe       113    33.0
Middle East           3      0.9

Education level
High School & below         47    13.8
Diploma         62    18.2
Bachelor Degree       174       51
Master Degree & above         58       17

Current Work Status
Full time       218    63.9
Part time         17         5
Student         62    18.2
Retired         22      6.5
Unemployed/looking for job           8      2.3
Others         14      4.1

Monthly Income
< USD 1,000         41    13.2
USD 1,000 – 2,000         65       21
USD 2,000 – 3,000       115    37.1
> USD 3,000         89    28.7

Table 2
Demographic Profile of Respondents

Note: N = 342
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Frequency Percent

First time visit to Indonesia
Yes        142    41.5
No        200    58.5

Main purpose of visit
Business          78    22.8
Pleasure/Personal        264    77.2

Expenses per person (excluding air tickets)
< USD 200          26      7.9
USD 200-500          77    23.4
USD 500 – 1,000        126    38.3
> USD 1,000        100    30.4

Who are you travelling with?
Travelling alone        112    32.7
Travelling with friend(s)        120    35.1
Travelling with tour group          12      3.5
Travelling with spouse          63    18.4
Travelling with family          12      3.5
Travelling with extended family          23      6.7

Exact nature of trip to Indonesia
Vacation        200    58.4
Visiting friends/relatives          40    11.7
Internal company business          39    11.5
External company business          22      6.4
Others          16      4.8
 Study/doing research            9      2.8
Attend industry meeting            6      1.8
Official Government/military business            3      0.8
Accompany family member on business trip            3      0.8
Incentive travel            2      0.5
Personal emergency            2      0.5

Travel Planner
Travel agent        104    30.4
Company          52    15.2
Myself        186    54.4

Table 3
Trip Details

Continued next page
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‘Visit Indonesia Year 2008’ Campaign
As can be seen in Table 4, only 13.7% of  the respondents claimed to have seen
Indonesia’s tourism campaign. Out of  47 respondents, some of  whom had seen the
campaign in multiple forms, 32.9% claimed to have seen the campaign on an Internet
site with a further 20% seeing it in a newspaper or magazine. Of the respondents
who had seen the campaign, 63.8% claimed that the campaign had little or no impact
on their decision to visit Indonesia. When asked how they felt the advertisement
portrayed Indonesia, 36.2% claimed that the campaign portrayed the image of
Indonesia as beautiful, with 21.3% claiming that the campaign portrayed Indonesia as
unique and a further 21.3% claimed it showcased Indonesia as modern.

Choosing Indonesia as a Destination
The top source of  information and knowledge about Indonesia was information
from friends/relatives, with 66.9% of  respondents claiming they received information
from this source. Other sources that were popular for accumulating knowledge were
that they already knew of Bali Island (22.8%) and that  they used websites (19%). The
reputation of Bali is the main reason for many respondents to choose Indonesia as
their preferred destination (52.9%) with recommendations from friends/family also
playing a considerable role in their choice (30.4%). A large number of respondents

Activities that would attract them to be a tourist
Visiting natural landscape          78    22.9
Visiting historical sites          57    16.7
Gastronomy          50    14.5
Shopping          46    13.5
Enjoying city scenery          41    12
Seeing cultural attractions          35    10.1
Visiting (Water) theme park          22      6.5
Participating in special events          13      3.8

Types of  Accommodation
Relative’s residence          28      8.2
1* Hotel & below          20      5.8
2 or 3* Hotel        119    34.8
4 or 5* Hotel        146    42.7
Others          29      8.5

Table 3
Continued from previous page

Note: N = 342



APJIHT  Vol. 1  No. 1  March 2012

Tourists’ Perceptions of  Indonesia and Effectiveness of  ‘Visit Indonesia 2008’ Campaign 113

(23.68%) state that affordability was also an important factor in choosing Indonesia
as their destination. Visiting natural landscapes (53.5%), historical sites (35.7%) and
shopping (29.8%) are the top three activities that influenced the decision to visit
Indonesia. Gastronomy (25.4%) also played a significant role in influencing one to
visit Indonesia.

Only 2.3% of the respondents stated they would not re-visit Indonesia in the
future and among those 8 respondents, unpleasant experiences were rated as the
most important factor, while others cited no value for money and that they had
already visited Indonesia too often. Also, only a small percentage of  respondents
(2.6%) stated that they would not recommend their friends or family to visit Indonesia
and the majority of these were also in the category who stated they would not visit
Indonesia again in the future (Table 5).

As can be seen in Table 6, most tourists’ perceptions of  Indonesia after their trip
were generally positive. The factors that respondents had the most positive perceptions

Frequency Percent

Have you seen the campaign before?
Yes         47    13.7
No       295    86.3

Where did you see it?
Website         23    32.9
Magazine/newspaper         14       20
Airplane         13    18.6
Television broadcast           8    11.4
Travel Fair           7       10
Others           5      7.1

What influence did the campaign have on your intention to visit Indonesia?
No impact         18    38.3
Small impact         12    25.5
Moderate impact         11    23.4
Large impact           6    12.8

Image of Indonesia portrayed from the campaign
Beautiful         17    36.2
Traditional           6    12.8
Unique         10    21.3
Exotic           4      8.5
Modern         10    21.3

Table 4
Visit Indonesia Year 2008 Campaign

Note: N = 342
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Frequency Percent

How did you know about Indonesia?
Friends/relatives        229   66.96
Bali Island          78   22.81
Website          65   19.01
Others          49   14.33
Travel Agent          37   10.82
Magazine/newspaper advertisement          31     9.06
VIY 2008 Campaign          17     4.97
Television broadcast          16     4.68
Travel fairs          13     3.80
Blog sites            9     2.63
Indonesia Tourism Rep Office            4     1.17

Total        548

Why did you choose Indonesia as your preferred destinations?
Reputation of Bali        181   52.92
Recommendation from friends/family        104   30.41
Affordability          81   23.68
The hospitality of Indonesians          64   18.71
Others          58   16.96
Reputation of Indonesia          53   15.50
Accessibility          52   15.20
Facilities Offered          14     4.09

Total        607

Which activities influenced your decision to visit Indonesia?
Visiting natural landscape        183   53.51
Visiting historical sites        122   35.67
Shopping        102   29.82
Gastronomy          87   25.44
Enjoying city scenery          78   22.81
Seeing cultural attractions          76   22.22
Work          51   14.91
Visiting (Water) Theme Park          49   14.33
Others          44   12.87
Participating in leisure events          21     6.14
Participating in business events          12     3.51

Total        825

Table 5
Indonesia as a Tourist Destination

Continued next page
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were: Indonesia is beautiful, Indonesian people are friendly and helpful; and travel in
Indonesia provides value for money. The three factors that caused respondents to
have  the dimmest view of Indonesia are that public facilities in Indonesia are not
clean enough; transportation is not convenient; and there are not enough places available
to access the Internet.

If given a chance, would you re-visit Indonesia in the future?
Yes        334   97.7
No            8     2.3

Total        342

Would you recommend your friends/family to visit Indonesia?
Yes        333   97.4
No            9     2.6

Total        342

Table 5
Continued from previous page

Note: N = 342

Mean

Indonesia is beautiful   4.18
The local people are friendly and helpful   3.94
My trip is value for money   3.87
I enjoyed Indonesian food   3.8
The level of accommodation is sufficient   3.76
Staff in airport assisted me with my needs   3.7
I feel safe in Indonesia   3.65
Standard of English among local people is acceptable   3.6
The tourism sites are managed professionally   3.48
There is sufficient information about Indonesia in my home country   3.44
There is enough Internet outlets   3.32
Transportation is convenient   3.13
Public facilities are quite clean   2.75

Table 6
Perceptions of Indonesia

Note: N = 342
         1* = Strongly Disagree - 5* Strongly Agree
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Discussion
This study has concluded that even though destination branding is very important and
is used to sell the destination to the global market, the planning and execution of such
branding will determine  market response. The success of  such marketing campaigns
needs to be analysed, not only using the number of arrivals and revenue collected, but
also from the point of  view of  the audiences. The response from the audiences will
verify the success of the campaign.

The strategy used to build the destination brand for Indonesia was the ‘Visit
Indonesia Year 2008’ campaign. This campaign was extended to year 2009 because
the minister was positive about the benefits that this campaign brought  Indonesia in
2008. The campaign included many things such as the creation of the brand and the
tagline, the painting of  national airlines with the logo, the publication of  a special
tourism guidebook, big scale travel fairs and also building of infrastructure in some
critical points in Indonesia. The Indonesian government has tried to upgrade the
service level in the newer destinations but it has proven problematic as Indonesia is a
very big country. The government has tried to promote many places in this campaign
and this research has found that one of the main recommendations would be for the
government to choose a few destinations to promote rather than trying to promote
too many destinations at one time. This will help position Indonesia more effectively
in the eyes of  tourists.

This campaign also tried to minimise the promotion of Bali, instead focussing on
other areas. This may not be the best strategy as more than 50% of  respondents
mentioned that they came to Indonesia because of the reputation of Bali. Based on
the findings, Bali is still one of the top reasons why people come to Indonesia,
therefore Bali Island should not be separated from any promotional activities. For
instance the guidebook should showcase Bali and then introduce the readers/tourists
to the many other wonderful attractions that can be found in Indonesia. Bali should
be maintained as the catalyst for introducing people to Indonesia.

Based on the findings of  this study, it was found that the level of  awareness of
the current tourism campaign was low, with only 13.7% of  the respondents claiming
to have seen the campaign, and of these very few claimed it had a significant impact
on their decision to actually visit Indonesia. One of the key findings for the Ministry
of  Culture and Tourism is that most of  the respondents who claimed to have seen
the campaign viewed the campaign on the Internet, whilst the minister stated that they
prefer to do advertising in television and fund international tourism forums to promote
the campaign. This would suggest that the ministry needs to re-evaluate its marketing
strategies as using television and forums seems to be an ineffective way of promoting
Indonesia. The results also show that 54.4% of visitors did their own planning and
arrangements for their trip. This would indicate that most are using the Internet to
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complete their bookings, adding to the importance of  the Internet. Tourism destinations
and government tourism organisations must provide up-to-date information for
potential visitors as well as provide online booking services.

Many respondents agreed that they enjoyed Indonesian food, however when
assessing shopping, many visitors complained that products sold in Indonesia (ranging
from stalls in the market to the shopping mall) were expensive. As Indonesia is perceived
to be a cheap holiday destination, having high prices can create disappointment for
guests and will impact their spending and also their willingness to return. Therefore,
an event such as an annual shopping festival could be a good promotion to attract
visitors and reinforce the perception that prices in Indonesia are affordable.

Visitors were generally very satisfied with the level of accommodation in Indonesia;
however, respondents were dissatisfied with the cleanliness of public facilities and the
public transportation offered, especially in Jakarta. Standards of cleanliness for public
areas need to be enhanced, besides hiring more public area attendants and  assistance
from the residents is very important  for further success of the campaign. Therefore
it is recommended that society needs to be educated about the need to keep public
areas clean, especially in tourist areas.

For the brand itself, Morgan et al. (2002) suggested that the essence of  the brand
should not be changed too often, while the tagline can be changed. The brand should
have the unique personality that captures the spirit of the people in the nation. Therefore,
the ministry should try to keep the feel of any future promotional campaigns similar
to the current campaign to reinforce the image it portrays in the minds of potential
tourists. Also as most of  the respondents saw the campaign online, a more attractive
and interactive website should be introduced by the ministry. This will allow the
ministry to have more control of the content and ensure that the website becomes a
good first contact with potential visitors and most importantly is aligned with its
marketing campaigns.

Implications for Future Research
Because the sampling method used was non-probability (convenient sampling), the
data gathered and analysed could be  most useful for exploratory or pilot studies only
(Hsu, Wolfe & Kang 2008). Therefore, a future study with a more comprehensive
sampling technique and a larger sample size could be carried out to get a precise idea
on creating more effective tourism campaigns and branding strategy. Further studies
could also be conducted using market segmentation to identify the needs and
perceptions of  certain market segments. These studies could increase the understanding
of the different market segments allowing strategies to be developed to specifically
target each segment.
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