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Bali brand love: A perspective from domestic
tourists

I Putu Gde Sukaatmadja®*, NI Nyoman Kerti Yasa® and Putu Laksmita Dewi Rahmayanti?

Abstract: This research aimed to examine and explain the effect of brand image,
tourist experience, and destination quality on brand love, Word of Mouth (WOM),
recommendation, and revisit intention. The research samples included 284 domes-
tic tourists visiting Bali at least twice in the last 5 years. The research data were
then analyzed using a path analysis with SEM-PLS. The research analysis results
showed that all relationships had positive and significant effects, except tourist
experience on WOM which had positive, but insignificant effect. It meant that
tourist experience when traveling to Bali could not produce positive WOM. Brand
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demic, Bali depended on its economic growth from
the agricultural sector, the industrial and MSME sec-
tors, and the tourism sector. Among these sectors
which have hit the negative impact of the COVID-19
pandemic is the tourism sector. The tourism sector in
Bali has experienced a very drastic decline. The name
Bali has been firmly embedded in the minds of tour-
ists worldwide (international tourists) and domestic
tourists. When people are asked about the name of
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image, experience, and destination quality are maintained to build high brand love
for Bali. These also could generate positive WOM, higher recommendation level, and
increase revisit intention of domestic tourists.

Subjects: Advertising; Marketing Research; Brand Management

Keywords: brand image; experience; destination quality; brand love; WOM;
recommendation; and revisit intention

JEL classification: M30; M31; M37

1. Introduction

COVID-19 pandemic hit the whole world, including Indonesia. The impact of COVID-19 pandemic is
greatly significant on various business sectors, including tourism. Before the pandemic, Bali depended on
its economic growth from three sectors: agriculture, industry and MSME, as well as tourism. COVID-19
pandemic negatively impacted tourism sector at the most. Tourism sector in Bali experienced a dramatic
decline. All businesses in this sector, such as hotels, travels, and tourist destinations experienced
suspended animation (Aristana et al., 2022; Rustiarini et al.,, 2023). Previously, tourist destinations in
Bali were greatly dependance on its popular brand throughout the world, including in Indonesia.

“Bali” has been firmly attached to both foreign and domestic tourists’ minds. When asked about Bali,
people effortlessly remember. It means that Bali’s brand equity is very high. The information also shows
that tourists come to Bali because they love Bali. Bali Brand love is crucial to revive Bali tourism sector
after COVID-19 pandemic. Several studies on brand love were conducted by previous researchers (Amaro
et al,, 2020; Aro et al,, 2018; Coelho et al,, 2019; Ghorbanzadeh & Rahehagh, 2021; Moussa, 2021;
Pontinha & Coelho Do Vale, 2020; Wallace et al., 2022; Wardana et al., 2019). Many variables influenced
a destination’s brand love. Some stated that brand love was influenced by a destination’s brand image
(Amaro et al., 2019; Islam & Rahman, 2016; Manyiwa et al., 2018). The better a destination’s brand image,
the more a destination’s brand love increases. However, some other stated that a destination’s brand
image could not make tourists automatically loved a destination’s brand love.

The experience felt by tourists could also affect a destination’s brand love toward a destination’s
brand image. Tourists could have unforgettable experiences, different feelings, something new,
pleasure, and comfort making tourists fall in love with the destination (Amaro et al.,, 2019; Garg
et al., 2015; Huang, 2017; Junaid et al., 2019). A customer’s experience generally affects his or her
love for a product or brand (Choi & Burnham, 2021; Khan et al., 2021; Tran et al., 2021). Tourist
experiences also encourage tourists to revisit a destination (Zhang et al., 2018).

Furthermore, destination quality also determines brand love. Good destination quality makes
tourists love a brand (Andriotis et al., 2021; Kim & Lee, 2020; Swanson, 2017; Tosun et al.,, 2015).
Brand love is essential because business people in tourism sectors will obtain benefits from the
established brand love. Brand love impacts: WOM, recommendation, and revisit intention. High
brand love encourages tourists to tell positive stories of a destination (Amaro et al., 2020; Aro
et al., 2018; Bairrada et al., 2019; Coelho et al., 2019). Coelho et al. (2019) also stated that brand
love created positive WOM (Karjaluoto et al., 2016; Loureiro et al,, 2017; Wallace et al., 2014).

High brand love also makes tourists recommend a destination to other parties, such as friends,
relatives, and communities (Anton et al., 2017; Bairrada et al., 2018; Coelho et al., 2019; Eusébio &
Vieira, 2013; Wu, 2016). Amaro et al. (2020) further supported that brand love could make higher
recommendation to other parties. Brand love also encourages visitors to revisit to a destination
with a positive impacts on WOM and recommendation to others (Amaro et al.,, 2020). Other
researchers (Aro et al, 2018; Junaid et al, 2020; Kang, 2018; Strandberg & Styvén, 2020;
Swanson, 2017) mentioned that brand love encouraged tourists to revisit a destination.
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Figure 1. Conceptual
framework.

Based on the above backgrounds related to the existing problems, this research aimed to
develop a comprehensive model of variables determining “Bali” brand love and its impacts on
positive WOM and revisit intention, and recommendation to Bali destinations.

2. Literature review

2.1. Conceptual Model

Brand image is a customer’s perception on a brand and a destination’s brand image related to
a comprehensive evaluation of a destination possibly giving positive feelings or emotions experi-
enced by tourists (Josiassen et al., 2015; Kock et al., 2016). A destination brand has an image as
a safe, comfortable, attractive destination certainly affecting the tourists’ feelings and hearts
causing them satisfied or fall in love with a destination. Besides, tourists can also love
a destination due to its perceived good quality and pleasant experiences (Gumparthi & Patra,
2020). Brand image, experience, destination quality, and brand love can produce positive impacts,
such as telling positive things about a destination (Aro et al., 2018; Bilro et al., 2019; Junaid et al,,
2020; Loureiro et al., 2017), always recommending to visit the destination for families, friends, and
others (Aro et al., 2018; Bairrada et al., 2018, 2019; Foroudi et al., 2018; Swanson, 2017; Wu, 2016),
and revisit intention (Aro et al,, 2018; Swanson, 2017). Based on the existing theoretical studies,
the conceptual model is shown in Figure 1.

2.2. Research Hypothesis

H1: Brand image has a positive and significant effect on brand love.

H2: Brand image has a positive and significant effect on WOM.

H3: Brand image has a positive and significant effect on recommendations.

H4: Brand image has a positive and significant effect on revisit intention.

Brand love
M)

Destination

Quality (X3)

Recommendatio
n(Y2)

Tourist
Experience
(X2)

Revisit
intention (Y3)

Brand image
(X1)
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H5: Tourist experience has a positive and significant effect on brand love.

H6: Tourist experience has a positive and significant effect on WOM.

H7: Tourist experience has a positive and significant effect on recommendations.
H8: Tourist experience has a positive and significant effect on revisit intention.

H9: Destination quality has a positive and significant effect on brand love.

H10: Destination quality has a positive and significant effect on WOM.

H11: Destination quality has a positive and significant effect on recommendations.

H12: Destination quality has a positive and significant effect on revisit intention. H13: Brand love
has a positive and significant effect on WOM.

H14: Brand love has a positive and significant effect on recommendations.
H15: Brand love has a positive and significant effect on revisit intention.

3. Research methods

This research used quantitative primary data. The samples were collected using both purposive
and non-probability sampling techniques. Questionnaires were prepared in a Google form format
and disrtibuted to many WhatsApp groups; 284 respondents were collected exceeding the tar-
geted sample size of 250 respondents (10 X number of indicators).

This research was classified into a causality study aiming to examine the causal relationship
between variables of brand image, tourist experience, destination quality with brand love,
WOM, recommendation, and revisit intention. The measurements were conducted using a five-
level Likert scale, ranging from strongly disagree (1), disagree (2), somehow agree (3), agree
(4), and strongly agree (5). The brand image variable measurement was adopted fromAro et al.
(2018) and Amaro et al. (2020); experience variable from (Amaro et al,, 2019, 2020; Junaid
et al,, 2019); destination quality variable from (Swanson, 2017; Tosun et al., 2015); brand love
variable from Amaro et al. (2020); WOM variable from Aro et al. (2018) and Junaid et al. (2019);
recommendation variable from Swanson (2017) and Aro et al. (2018); and revisit intention
variable from Aro et al. (2018) and Amaro’s et al. (2020) modified to meet Bali destination
conditions. This research was conducted on Indonesian people traveling to the island of Bali at
least twice in the last 5 years. Questionnaires were distributed to many WhatApp groups using
google forms, and some directly met the respondents during their visit to Bali. The collected
data of 30 respondents were tested for validity and reliability, and the results are presented in
Table 1 showing that all variables were valid with the correlation value of above 0.30 and
reliable with the Cronbach’s Alpha value of above 0.6.

All research hypotheses were tested using SEM-PLS analysis with Smart PLS. PLS is a component-
or variant-based Structural Equation Modeling (SEM). This study uses Structural Equation Modeling
(SEM) with a variance- or component-based approach with Partial Least Square (PLS) to test the
hypothesis and produce a feasible model.

4, Research results and discussion
4.1. Respondents’ characteristics
The profiles of 284 respondents were generally presented in several characteristics, such as

gender, age, education level, occupation, and monthly income. The respondents’
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Table 1. Instrument validity and Reliability test results

Variable Item R Correlation Cronbach’s Alpha a
Brand Image (X1) X1 0.921
X1.1 0.930
X1.2 0.942
X1.3 0.920
Tourist Experience (X2) X2 0.966
X2.1 0.945
X2.1 0.953
X2.3 0.958
X2.4 0.955
Destination Quality (X3) X3 0.953
X3.1 0.869
X3.2 0.950
X3.3 0.954
X3.4 0.863
X3.5 0.962
Brand love (M) M 0.937
M1 0.932
M2 0.923
M3 0.936
Y1.4 0.846
Y1.5 0.831
WOM (Y1) Y1 0.938
Y1.1 0.975
Y1.2 0.922
Y1.3 0.940
Recommendation (Y2) Y2 0.950
Y2.1 0.934
Y2.2 0.976
Y23 0.951
Revisit Intention (Y3) Y3 0.908
Y3.1 0.882
Y3.2 0.941
Y3.3 0.869
Y3.4 0.858

Source: Processed data, 2022

characteristics in this research were described as follows. There were more female than
male respondents (139 female and 106 male respondents). The 18-28 age group respon-
dents (166 respondents) dominated the questionnaires. Respondents graduated from high/
vocational schools or equivalent education level (146 respondents) dominated the ques-
tionnaires. The average respondents had other professions (160 respondents), such as
retirees, students, and employees of State-Owned Enterprises (SOEs). Based on the monthly
income, 173 respondents earned 2-5 million rupiahs. The respondents’ characteristics are
presented in Table 2.
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4.2. PLS-SEM analysis results
This research used a two-stage approach to measure the model before hypothesis testing to verify
the validity and reliability of a research model, first by analyzing convergent validity, and then by
analyzing discriminant validity.

4.3. Outer model test

4.3.1. Convergent validity

Outer model test was conducted to ensure that research indicators were appropriately used to
measure the research variables whether or not a model is valid as the research basis in meeting
three criteria: (1) all loading indicators must be more than 0.65 (2) Composite Reliability (CR) must
be more than 0.8, and (3) Average Variance Extracted (AVE) for each construct must be more
than 0.5.

Table 3 shows that all outer loading indicators had the values of above 0.65 ranging from 0.695
to 0.949 (within recommendation limit). The Composite Reliability (CR) values ranged from 0.877 to

Table 2. Respondents’ characteristics

No Variable Classification Total Percentage
(%)
1 Gender Male 106 433
Female 139 56.7
Total 284 100
2 Age 18-28 years old 166 67.7
29-39 years old 17 6.9
40-50 years old 19 7.8
51-60 years old 32 131
61-70 years old 11 4.5
Total 284 100
3 Education SMA/SMK or 146 59.6
equivalent level
Associate degree 6 2.4
Bachelor degree 48 19.6
Post-graduate 45 18.4
degree
Total 284 100
4 Occupation Civil servants 9 3.7
Private employees 56 22.9
Businessmen 9 3.7
Professionals 11 4.5
Others 160 65.3
Total 284 100
5 Monthly Income IDR 2-5 million 173 70.6
IDR 5-10 million 19 7.8
IDR 10-15 million 9 3.7
IDR 15-20 million 7 2.9
IDR 20-25 million 9 3.7
> IDR 25 million 27 11.0
Total 284 100

Source: Processed primary data, 2022
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Table 3. Model size results

Construct Indicator Outer Loading Composite Average
Reliability Variance
Extracted (AVE)

Brand image (X1) As a beautiful 0.890 0.898 0.746

destination (X1.1)

As a safe 0.876

destination (X1.2)

As a convenient 0.824

destination (X1.3)
Tourist Experience having a new 0.736 0.890 0.671
(X2) experience (X2.1)

having 0.888

a meaningful

experience (X2.2)

having a pleasant 0.852

experience (X2.3)

having adding more 0.793

knowledge (X2.4)
Destination Quality | clean hotel (X3.1) 0.896 0.955 0.808
x3) various tourist 0.920

attractions (X3.2)

Community 0.949

friendliness (X3.3)

complete facilities 0.864

(X3.4)

clean restaurant 0.864

(X3.5)
Brand love (M) I feel very close to 0.855 0.905 0.657

Bali (M1)

I have positive 0.746

emotions on Bali

(M2)

I always remember 0.817

Bali (M3)

I miss Bali (M4) 0.850

I love Bali (M5) 0.779
WOM (Y1) Telling positive 0.937 0.949 0.861

things about Bali

(Y1.1)

Telling about the 0.931

beauty of Bali (Y1.2)

Talking about Bali’s 0.915

strengths (Y1.3)
Recommendation Inviting a family to 0.938 0.955 0.877
(Y2) have vacation in

Bali (Y2.1)

Inviting friends or 0.929

other people to visit

Bali (Y2.2)

Inviting others to 0.943

stay longer in Bali

(Y2.3)

(Continued)
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Table 3. (Continued)

Construct Indicator Outer Loading Composite Average
Reliability Variance
Extracted (AVE)

Revisit Intention In the future, 0.695 0.877 0.643
(Y3) I want to revisit Bali

(¥3.1)

Making the first 0.828

vacation

destination choice
in the future (Y3.2)

Wanting to have 0.892
vacations multiple
times to Bali (Y3.3)

Wanting to have 0.779
multiple vacations
to Bali (Y3.4)

Source: Processed data, 2022

0.955 (above 0.8), meaning that all formed constructs have a good consistency as a research
model. The Average Variance Extracted (AVE) values, valued ranged from 0.643 to 0.877 (above
0.5). Thus, it was concluded that this research model had good validity.

4.4. Discriminant validity
To evaluate discriminant validity, a research model was suggested to ensure that the root value of
a latent variable’s Average Variance Extracted (VAVE) must be more significant.

Discriminant validity is considered good if AVE root value (VAVE) in Table 5 is more significant
than 0.5. The research model proposed in this study was considered good with the smallest AVE
value of 0.802. Table 4 also shows the correlation between variables in this study.

4.5. Inner model test

Structural models focused on the hypothesized relationships or paths between latent variables.
The results of inner model test can be seen in Figure 2. The structural model was evaluated using
R-square for the dependent construct and t-test as well as the significance of coefficients of
structural path parameters.

4.6. Coefficient of Determination (R2)

In this study, bootstrap was conducted to produce two measurements of structural model:
t (t-test) and R2 values generally interpreted the same as multiple regression analysis. The
predictive power of a research model can be seen by looking at the R2 values generated through
bootstrapping processes as shown in Table 6. The R2 value for each exogenous variable contained
in the model were presented.

Based on Table 6, the highest R2 value (0.479) was found in recommendation variable, meaning
that 47.90% of recommendation variable was explained by constructs contained in the model:
brand image, tourist experience, destination quality, and brand love. In contrast, revisit intention
variable had 0.373, meaning that 37.30 % of revisit intention variable was explained by the
constructs influencing those variables (brand image, tourist experience, destination quality, and
brand love). From the examination of R2 value, the predictive ability of this research model was
considered sufficient or moderate.
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Figure 2. Structural model.

Table 5. Square root of Average Variance Extracted (AVE)

Construct Average Variance Extracted Square Root of Average
(AVE) Variance Extracted (AVE)
Brand image 0.746 0.864
Tourist experience 0.671 0.819
Destination quality 0.808 0.899
Brand Love 0.657 0.811
WOM 0.861 0.928
Recommendation 0.877 0.936
Revisit Intention 0.643 0.802
Source: Processed Data, 2022
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Table 6. Coefficient of determination
Construct R2
Brand love 0.402
WOM 0.449
Recommendation 0.479
Intention to revisit 0.373

Note: only endogenous (dependent) variable has R2

value

Source: Processed data, 2022
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4.7. Hypothesis testing

The significance of the estimated parameters provided beneficial information related to the
relationship between research variables. The values contained in the output path coefficients
were presented in Table 7.

Hypothesis testing was conducted by using t-statistics and p-value. If the p-value is <0.05, the
hypothesis is accepted. Table 7 showed that brand image of brand love had the t-statistic value of
5.941 with the p-value of 0.000<0.05, so that the hypothesis was accepted. It means that the
better the brand image, the higher the brand love in Bali. The brand image of WOM had the
t-statistic value of 3.744 with the p-value of 0.000 < 0.05, so that the hypothesis was accepted. The
better the brand image, the higher the positive WOM. The brand image test results had the
t-statistic value of 4.714 with the p-value of 0.000<0.05. Thus, the hypothesis was accepted.
The better the brand image, the higher the recommendation. Furthermore, the brand image also
affected revisit intention with the t-statistic value of 2.714 with the p-value of 0.007 <0.05.
Therefore, the hypothesis was accepted. Thus, the brand image increased revisit intention.
Furthermore, experience affected brand love with the t-statistic value of 5780 with the p-value
of 0.000<0.05. Thus, the hypothesis was accepted. The better the tourist experience, the higher
the brand love for Bali. Experience with WOM had the t-statistic value of 1.741 and the p-value of
0.082>0.05. Thus, the hypothesis was rejected. It means that experience cannot positively
increase WOM. The results of experience with recommendation had the t-statistic value of 3.386
and p-value of 0.001<0.05. Thus, the hypothesis was accepted, meaning that experience could
increase tourist recommendation. Experience affected revisit intention with the t-statistic value of
3.009 and p-value of 0.003 < 0.05, meaning that experience had a positive and significant effect on
revisit intention. Destination quality affected brand love with the t-statistic value of 1.972 and
p-value of 0.049 < 0.05, meaning that destination quality positively and significantly affected brand
love. Destination quality affected WOM with the t-statistic value of 5.756 and p-value of 0.000 <
0.05. Thus, destination quality had a positive and significant effect on WOM. Destination quality
affected recommendation with the t-statistic value of 5.725 and p-value of 0.000<0.05. Thus,
destination quality had a positive and significant effect on recommendation. destination quality
affected revisit intention with the t-statistic value of 2.154 and p-value of 0.032 < 0.05. Destination

Table 7. Path coefficient

Correlation between Variables Path t-statistics p-values Information
Coefficient
Brand image = Brand love 0.309 5.941 0.000 Accepted
Brand image =» WOM 0.235 3.744 0.000 Accepted
Brand image = Recommendation 0.277 4714 0.000 Accepted
Brand image = Revisit intention 0.194 2.714 0.007 Accepted
Tourist experience = Brand love 0.355 5.780 0.000 Accepted
Tourist experience » WOM v 0.108 1.741 0.082 Rejected
Tourist experience = Recommendation 0.187 3.386 0.001 Accepted
Tourist experience = Revisit intention 0.227 3.009 0.003 Accepted
Destination quality = Brand love » 0.114 1.972 0.049 Accepted
Destination quality = WOM 0.341 5.756 0.000 Accepted
Destination quality & Recommendation 0.318 5.725 0.000 Accepted
Destination quality = Revisit intention 0.139 2.154 0.032 Accepted
Brand love = WOM 0.194 3.091 0.002 Accepted
Brand love = Recommendation 0.126 2.011 0.045 Accepted
Brand love = Revisit intention 0.227 3.108 0.002 Accepted

Source: Processed data, 2022
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quality had a positive and significant effect on revisit intention. Likewise, brand love affected WOM
with the t-statistic value of 3.091 and p-value of 0.002 < 0.05. Thus, brand love had a positive and
significant effect on WOM. Brand love affected recommendation with the t-statistic value of 2.011
and p-value of 0.045. Thus, brand love had a positive and significant effect on recommendation.
Brand love affected revisit intention with the t-statistic value of 3.108 and p-value of 0.002 < 0.05.
Thus, brand love had a positive and significant effect on revisit intention.

5. Discussion

5.1. The effect of brand image on brand love

Based on the analysis on the effect of brand image on brand love, the beta coefficient value was
0.309 with the significance level of 0.000<0.05, meaning that H1 was accepted. These results
showed that brand image positively and significantly affected brand love. Thus, the better the
brand image, such as beautiful, safe, and comfortable destination, the better the brand love for
Bali. The research results also strengthened the previous research conducted by (Islam & Rahman,
2016; Widyani et al., 2022), stating that brand image had an important role to increase brand love.
Similar results were also previously shown by (Manyiwa et al., 2018), explaining that a good brand
image could build brand love. The research results also strengthened those of research conducted
by Amaro et al. (2020), finding that brand image positively and significantly affected brand love.
Thus, It was concluded that brand image positively and significantly affected brand love. The
better the brand image, the better the brand love for Bali.

5.2. The effect of brand image on WOM

Based on the analysis on the effect of brand image on WOM, the beta coefficient value was 0.235 with the
significance level of 0.000 < 0.05, meaning that H2 was accepted. These results showed that brand image
positively and significantly affected WOM. The better the Bali brand image, such as beautiful, safe, and
comfortable destination, could positively increase WOM. The results strengthened the previous studies
conducted by (Amaro et al.,, 2020; Aro et al., 2018; Bairrada et al., 2018, 2019) mentioning that brand
image had an essential role to positively increase Bali’'s WOM. Similar results were also previously
obtained by Junaid et al. (2019) stating that a good brand image encouraged people to tell positive
things about a product. The results also strengthened that brand image positively and significantly
affected WOM. Brand image had a positive and significant effect on WOM. Therefore, the better the
Bali brand image, the more positive Bali’s WOM.

5.3. The effect of brand image on recommendation

Based on the analysis on the effect of brand image on recommendation, the beta coefficient value
was 0.277 with a significance level of 0.000< 0.05, meaning that H3 was accepted. These results
showed that brand image positively and significantly affected recommendation. The better the
brand image, such as beautiful, safe, and comfortable destination, the better the tourists give
recommendation to others to visit Bali. The research results also supported those of previous
research conducted by (Wu, 2016), stating that brand image dramatically determined recommen-
dation level on a product. Similar results were also previously obtained by (Antén et al, 2017),
mentioning that a good brand image encouraged people to give recommendation to others to buy
a product. This research also strengthened the results of research conducted by Aro et al. (2018)
stating that brand image positively and significantly affected recommendation. brand image had
a positive and significant effect on recommendation. The better the brand image, the higher the
recommendation level to revisit Bali.

5.4. The effect of brand image on revisit intention

Based on the analysis on the effect of brand image on revisit intention, the beta coefficient value
was 0.194 with the significance level of 0.007 < 0.05, meaning that H4 was accepted. These results
showed that brand image positively and significantly affected revisit intention. The better the
brand image, such as beautiful, safe, and comfortable destination, the better the intention to
revisit Bali. The research results strengthened the previous results mentioning that brand image
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had an essential role to increase revisit intention. Brand image positively and significantly influ-
enced revisit intention (Aro et al., 2018; Hasan et al.,, 2018, 2020; Ragab et al., 2020). Thus, it was
concluded that brand image positively and significantly affected revisit intention. The better the
brand image, the better the intention to revisit Bali.

5.5. The effect of tourist experience on brand love

Based on the analysis on the effect of tourist experience on brand love, the beta coefficient value
was 0.355 with the significance level of 0.000 < 0.05, meaning that H5 was accepted. These results
showed the tourist experience positively and significantly affected brand love. The more positive
tourist experience, indicated by gaining new, meaningful, and fun experiences as well as valuable
knowledge, the better the brand love for Bali (Aristana et al., 2022). The research results strength-
ened those of previous research conducted by Huang (2017) stating that tourist experience
affected brand love. the other previous researchers examined that experience increased brand
love (Ali et al., 2014) and experience had a positive and significant effect on brand love (Zhang
et al,, 2018). These results also proved that experience positively and significantly affected brand
love (Amaro et al., 2020).

5.6. The effect of tourist experience on WOM

Based on the analysis on the effect of experience on WOM, the beta coefficient value was
0.108 with the significance level of 0.082 >0.05, meaning that H6 was rejected. These results
showed that experience had a positive and insignificant effect on WOM. The more positive the
tourist experience, indicated by new, enjoyable, meaningful, and pleasant experiences, as well
as increasing knowledge (Arsawan et al., 2022), the more the WOM cannot positively increase.
This result contradicted that of research conducted by (Amaro et al,, 2019), mentioning that
experience had a positive and significant effect on WOM. experience could not positively
increase WOM because tourists with a good vacation experience in Bali were those did not
openly communicate to the market. Thus, positive WOM could not be widely and only heard by
the surroundings.

5.7. The effect of tourist experience on recommendation

Based on the analysis on the effect of experience on recommendation, the beta coefficient
value was 0.187 with the significance level of 0.001<0.05, meaning that H7 was accepted.
These results showed that experience positively and significantly affected recommendation.
The more positive the tourist experience, shown by obtaining new, meaningful, and fun
experiences, as well as valuable knowledge. Thus, tourist recommendation to others increased
Bali as a place to travel. The research results proved that customer experience could increase
recommendation (Foroudi et al., 2018). Previously, Swanson (2017) examined that positive or
good experience could increase recommendation to a product and positively affect recommen-
dation (Barrainkua & Espinosa-Pike, 2018). These results also strengthened the results of
research conducted by (Amaro et al, 2020), finding that experience had a positive and
significant effect on recommendation.

5.8. The effect of tourist experience on revisit intention

Based on the analysis on the effect of tourist experience on revisit intention, the beta coefficient
value was 0.227 with a significance level of 0.003 <0.05, meaning that H8 was accepted. These
results showed that tourist experience positively and significantly affected revisit intention. The
more positive the tourist experience, such as obtaining new, meaningful, and fun experience as
well as valuable knowledge to increase tourists’ revisit intention. The results strengthen the
previous research conducted by Swanson (2017) related to the effect of experience which
increased revisit intention. The other researchers previously examined experience which could
increase revisit intention and found that experience had a positive effect on repurchase (Aro et al,,
2018) and revisit intention (Amaro et al., 2020).
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5.9. The effect of destination quality on brand love

Based on the analysis on the effect of destination quality on brand love, the beta coefficient value
was 0.114 with the significance level of 0.049 < 0.05, meaning that H9 was accepted. These results
showed that destination quality had a positive and significant effect on brand love. The better the
destination quality in Bali, such as clean hotels, various tourist attractions, people friendliness,
complete facilities, and clean restaurants, the better the brand love for Bali. The research results
strengthened previous research conducted by (Celik & Dedeoglu, 2019) regarding the effect of
destination quality to increase brand love. Other studies stated that the perception of destination
quality could increase brand love on a product (Corte et al,, 2015). Destination quality, such as
good infrastructure, had a positive and significant effect on brand love (Huang et al., 2015). These
results were also strengthened by those of research conducted by (Anjos et al., 2017), finding that
product quality had a positive and significant effect on brand love.

5.10. The effect of destination quality on WOM

Based on the analysis on the effect of destination quality on WOM, the beta coefficient value was
0.341 with the significance level of 0.000 < 0.05, meaning that H10 was accepted. These results
showed that destination quality had a positive and significant effect on WOM. The better the
destination quality in Bali, such as clean hotels, various tourist attractions, people friendliness,
complete facilities, and clean restaurants, the better Bali’s positive WOM. The research results
strengthened those of previous research conducted by (Wang et al., 2017) regarding the effect of
product quality to increase positive WOM. Previously, the other researchers examined product
quality which made WOM more positive (Brady et al., 2005) and found that product quality had
a positive effect on WOM (Sun et al., 2013). These results were also reinforced by the research
mentioning that product quality had a positive and significant effect on WOM (Battour et al.,
2020).

5.11. The effect of destination quality on recommendation

Based on the analysis on the effect of destination quality on recommendation, the beta coefficient
value was 0.318 with the significance level of 0.000 < 0.05, meaning that H11 was accepted. These
results showed that destination quality had a positive and significant effect on recommendation.
The better the destination quality in Bali, such as clean hotels, various tourist attractions, people
friendliness, complete facilities, and clean restaurants, the higher people’s recommendation to
visit Bali. The research results strengthened those of research regarding the effect of product
quality to improve recommendation (Hakimian et al., 2016). Other researchers examined the
quality of destinations which could increase the level of recommendation (Bairrada et al., 2018,
2019; Coelho et al., 2019). Other studies found that destination quality positively and significantly
affected recommendation (Amaro et al., 2020; Antén et al.,, 2017).

5.12. The effect of destination quality on revisit intention

Based on the analysis on the effect of destination quality on revisit intention, the beta coefficient
value was 0.139 with the significance level of 0.032 <0.05, meaning that H12 was accepted. These
results showed that destination quality had a positive and significant effect on revisit intention.
The better the destination quality in Bali, such as clean hotels, various tourist attractions, people
friendliness, complete facilities, and clean restaurants, the greater the revisit intention to Bali. The
research results strengthened those of previous research conducted by (Allameh et al., 2015; Le
Chi, 2016; Tosun et al., 2015) regarding the effect of destination quality to increase revisit inten-
tion. Other researchers (Bonn et al., 2016; Mohaidin et al., 2017; Sangpikul, 2017) examined
product attributes which could increase repurchase intention, including product quality (Bonn
et al,, 2016; Mohaidin et al., 2017; Sangpikul, 2017). Shahijan et al. (2018) found that product
quality positively and significantly affected behavioral intention. These results also strengthened
the previous research mentioning that product quality positively and significantly affected beha-
vioral intentions (Amaro et al., 2020).
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5.13. The effect of brand love on WOM

Based on the analysis on the effect of brand love on WOM, the beta coefficient value was 0.194
with the significance level of 0.002 < 0.05, meaning that H13 was accepted. These results showed
that brand love had a positive and significant effect on WOM. The higher the brand love for Bali,
such as feeling very close to Bali, always remembering Bali, always missing Bali, and falling in love
with Bali, the better the positive WOM. The results supported the previous research conducted by
(Aro et al., 2018; Strandberg & Styvén, 2020) that brand love positively and significantly affected
WOM. Thus, brand love had a positive and significant influence on WOM, meaning that the higher
the brand love, the higher the brand love increased positive WOM.

5.14. The effect of brand love on recommendation

Based on the analysis on the effect of brand love on recommendation, the beta coefficient value
was 0.126 with the significance level of 0.045<0.05, meaning that H14 was accepted. These
results showed that Bali brand love positively and significantly affected recommendation. Thus,
tourists recommended people to revisit Bali. The higher Bali brand love, indicated by feeling very
close to Bali, always remembering Bali, always missing Bali, and falling in love with Bali, could
increase the recommendation to revisit Bali. The research results at the same time strengthened
the previous results (Amaro et al,, 2019, 2020; Bairrada et al., 2018, 2019; Coelho et al., 2019)
regarding the role of brand love to increase recommendation.

5.15. The effect of brand love on revisit intention

Based on the analysis on the effect of brand love on revisit intention, the beta coefficient value was
0.227 with the significance level of 0.002 <0.05, meaning that H15 was accepted. These results
showed that brand love positively and significantly affected revisit intention. The higher the brand
love, indicated by feeling very close to Bali, always remembering Bali, always missing Bali, and
falling in love with Bali, could increase intention to revisit Bali. The research results were in
accordance with the previous research conducted by (Swanson, 2017) on brand love to increase
behavioral intention. Furthermore, the research conducted by Aro et al. (2018), on the effect of
brand love on behavioral intention, also found the same results in which brand love had a positive
and significant effect on behavioral intentions. In addition, several researchers still showed con-
sistent results (Batra et al., 2012; Junaid et al., 2020; Wardana et al., 2020). Therefore, brand love
had a positive and significant influence on behavioral intention, meaning that the higher the brand
love, the better the revisit intention.

6. Conclusions, implications, and limitations

The research results concluded that brand love in Bali increased destination brand by building
a good brand image and positive tourist experience as well as improving destination quality in Bali.
Likewise, better brand image, experience, and destination quality positively increased WOM, higher
recommendation level, and revisit intention to Bali. In addition, Bali brand love had an important
role in building outcomes, such as WOM, recommendations, and increased revisit intention. This
research possibly integrated more variables in building a a destination’s brand love model.
Likewise, government and business managers in tourism sectors in Bali should pay more attention
to brand image, experience, and destination quality in building brand love, WOM, recommendation,
and high revisit intention, so that Bali tourism sector can grow and develop well after this COVID-
19 pandemic.

This research was only conducted on domestic tourists, which turned out dominated by millen-
nial generations. Therefore, the research results could not be generalized to other generations. In
addition, the data were cross-sectionally taken, so that environmental changes occurred and
required future longitudinal research. Likewise, the exogenous variable only considered three
variables. Thus, other variables, such as tourist satisfaction, tourist involvement, tourist knowledge,
and relevant perceived value as antecedents of brand love can be further added in the future.
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This research could integrate more variables in building a destination’s brand love model. In facts,
this research was only conducted on domestic tourists, which turned out dominated by millennial
generations, so that the results of this research could not be generalized to other generations. In
addition, the data were taken as using a cross-sectional sampling technique, so that environmental
changes occurred all the time. Thus, longitudinal research is required in future research.

The implication of these research results can be used as a reference for government and those
involved in tourism to determine policies. The research results also can be used to determine
effective strategies to promote tourism in Bali. The research results can further be used to increase
understanding on the importance of brand image, quality, and others to support tourism, so that
visitors can increase in number and improve the welfare of the society. The research limitations
were related to the use of only some variables and in specific periods. Further research can more

relevantly add other variables and lengthen the periods.
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