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ABSTRACT---- This research is based on surveys result on conditions of Poso Regency Tourism which show that
when compared with the government's work plans and programs to develop tourism in Poso Regency and to make it
become a mainstay sector in increasing regional income, tourism marketing performance in Poso Regency has not
progressed significantly. Based on this, to increase the development of the tourism sector, tourism development efforts
in Poso District prioritize increasing tourism marketing and tourist satisfaction programs. These programs can be
implemented if supported by cooperation between the public sector, the tourism industry and the community. Thus,
the tourism sector in Poso Regency can have a high level of quality development. Because the biggest weakness that
affects the tourism image of Poso Regency lies in tourist satisfaction. Which means, the weak performance of the
satisfaction program in Poso Regency has resulted in the image of tourism being unable to increase visits and
convince tourists to return again. Based on the survey results, this research raises how to improve tourism marketing
in implementing a combination strategy of marketing, tourist satisfaction programs and tourism image. The location of
this research was conducted in Poso Regency because the survey results show that in tourism marketing, the
government in Poso Regency has not shown satisfactory results and attractive imaging in marketing its tourism
products.

Keywords - Merging Marketing, Satisfaction and Image

1. INTRODUCTION

One of the business sectors that is experiencing significant progress following the development of globalization and
free trade is the service business. This can be seen from the movement of the income contribution of countries which
initially relied on the agricultural sector, then moved to the manufacturing industry sector, and then developed the
service sector. This movement, in turn, places the service sector as the highest stage in the process of economic
development (Lovelock, 2002: 7). One of the service sub-sectors that is a mainstay for development is tourism in order to
improve the economy for many countries. The contribution of tourism to the improvement of the country's economy is
very significant because tourism development can create business opportunities, employment and generate income,
which in turn will lead to improving the welfare of the people in the country.

According to the United Nation World Tourism Organization (2017) in Lenggogeni (2017), tourism is a leading sector
and makes an important contribution to the development of a region in a country, and to improve people's welfare. The
direction of making the tourism sector bigger is aimed at improving the quality of destination competitiveness through
tourism investment. It is believed that this will contribute to export revenues, create jobs, develop business and
infrastructure.

In Indonesia the tourism sector is one of the leading sectors. This sector is currently used as a national priority. In the
2014-2019 RPJM, the tourism sector is the leading sector in the concept of NAWACITA development. In 2016, the
tourism sector was ranked 4th in the contributor to Indonesia's foreign exchange with a value of Rp. 172.8 trillion after
the contribution of oil, natural gas, coal and palm oil. This sector experienced positive growth, while the three leading
sectors above experienced a decline. In the future, it is believed that the tourism sector will grow to become the largest
contributor to added value to goods and services in Indonesia (Lenggogeni 2017).
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The survey was conducted to see how the condition of tourism in Poso Regency. The Poso Regency Government has
set a target to become the main tourism icon in Central Sulawesi Province as stated in the Poso Regency Tourism
Development Master Plan for 2019-2025. The head of the Poso Regency Tourism Office said that a number of
improvements would be carried out by the Poso tourism office, starting from listing all tourist objects in the area,
improving facilities and infrastructure, and integrating all these objects into a tour package that can besold through local
government policies.

Following the research of Liang Tang et al (2010) on the importance of icons in building tourism marketing and image,
Poso Regency through the tourism office launched the tourism icon of Poso Regency as the Thousand Megaliths
Tourism and supported by other icons, namely the lake and eel fish endemic to Lake Poso with the theme of tourism
three dimensions (natural tourism, marine and cultural heritage).

2. LITERATURE REVIEW
a. Tourism

Tourism is an activity that aims to provide tourism services, provide or manage tourist objects and attractions, tourism
facilities business and other businesses related in that field. Mill and Morrison in Lumsdon (1996: 4) provide a definition
of tourism as a tourist activity in traveling. These activities include planning a trip, traveling to a destination, staying at a
destination, returning to the place of origin, and trying to recall trips that have been made. In addition, the activities carried
out may also include activities carried out during trips, shopping, and interactions with local communities.

b. Tourism Marketing Strategies Tourism Marketing Merging

Strategy is an effort made by an organization or institution to utilize its resources in order to obtain the optimum
proxy. According to Kotler and Keller (2016: 47), four variables in marketing merging activities have several
components, namely:
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Source: Kolter and Keller (2016)

c.  Tourist Satisfaction

Tourist satisfaction is important because it affects consumption during visiting and future loyalty of tourists (Hah et
al., 2006; Kozak & Rimington, 2000). More specifically, tourists who are satisfied with their previous travel experience
tend to be more willing to recount destinations and recommend destinations to friends or relatives (J. Lee & Beeler, 2009;
AK Kim & Brown, 2012). The study of tourist satisfaction was originally based on the larger concept of customer
satisfaction found in a general marketing context. Satisfaction is defined as "the degree to which a person believes that
experiences evoke positive feelings” (Rust & Zaitun,1994). Also, satisfaction is considered as “an individual's collective
evaluation of experiences” (J. Lee, Kyle, & Scoot, 2012). In addition, Akama and Kieti (2003) found that tourism
satisfaction contributes to the formation of tourist loyalty, which in turn helps economic growth, through increasing the
number of tourists and increasing the income of the tourism sector (Luc Vérain, 2015).

According to Day, quoted by Tjiptono (2006) states that: "Customer satisfaction or dissatisfaction is a customer
response to the evaluation of the discrepancy or disconfirmation that is felt between previous expectations (or other
performance norms) and the actual performance of the product that is felt after its use". Meanwhile, according to Ryan
"Satisfaction is seen as the suitability of needs and performance”. Furthermore, Akama and Kieti said that tourist
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satisfaction is "the extent to which tourism expectations are met" (Luc Vérain, 2015).

d. Tourism Image

The image of a tourist destination determines a fundamental role in the success of a tourist destination. This is
because the image of a tourist destination has a multidimensional effect for both local people and tourists. Perceptions of
the image of a tourist destination affect satisfaction and the intention to visit related locations in the future, which of
course depends on the ability of the tourist destination to provide unforgettable positive experiences during the tour
(Beerli and Martin, 2004).

Court and Lupton (2007) in their study of tourism found clear evidence that image positively affects the intention to
visit again in the future which can be equated with loyalty to tourist destinations. The results of the research by Bigne et
al., (2010) also pay attention to tourists' perceptions of the relationship between the image of a destination and its
behavior. Kavaratzis and Ashworth (2009) stated that the image of a destination influences tourists' decision making in
terms of where they will spend their vacation and their money. The importance of the destination image to consumers
allows us to think about goals from the perspective of consumers in terms of how they feel, understand, use and experience
the perceived destination.

3. METHODOLOGY

This study has three main variables, namely: the variable merging tourism marketing with the symbol (X1), the
tourist satisfaction program variable with the symbol (X2) and the tourism image variable with the symbol (Y). This
research is directed at the State Civil Servants at the Poso Regional Tourism Office as compilers, implementers, people in
charge of policies towards the development of the tourism sector in Poso Regency. The unit of analysis and observation
unit in this study were 98 employees and staff of the Poso Regency Tourism Office.

This study aims to prove the relationship and influence between variables in improving tourism marketing
performance in Poso Regency. In this study, the exogenous variables are the marketing merging and tourist satisfaction.
Meanwhile, the endogenous variable is the tourism image in Poso Regency. Based on this, to verify the relationship and
influence between variables is determined and then the data is processed using the Path Analysis method.

4. FINDING AND DISCUSSION
Table 1. The Influence of (X1) Tourism Marketing Strategy and (X2) Tourist Satisfaction Program on (Y) Partial
Tourism Image Policy

Coefficients®

Model Unstandardized Standardized T Sig.
Coefficients Coefficients
B Std. Beta
Error
(Constant) -,459 ,672 - ,497
,682
X1 Tourism
Marketing Strategy ,768 ,057 ,831 13,4 | ,000
1 52
X2 Tourist
Satisfaction Program ,035 ,054 ,039 498 | .000
9

Dependent Variable: Y Tourism Image Policy

From the table above, it can be seen the influence of the number of standardized coefficients. The amount of influence
(X1) of the Tourism Marketing Strategy on (Y) the Tourism Image Policy is 0.831 or 83.1%, for (X2) the Tourist
Satisfaction Program on (Y) the Tourism Image Policy is 0.039 or 3.9%.

The magnitude of influence (X1) Tourism Marketing Strategy and (X2) Tourist Satisfaction Program on (Y)
Simultaneous Tourism Image Policy can be seen in the following table:
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Table 2. Effect of (X1) Tourism Marketing Strategy and (X2) Tourist Satisfaction Program on (YY) Tourism Image Policy
Simultaneously
Model Summary

Mode R R Square Adjusted R Std. Error of
| Square the Estimate
1 ,8518 724 ,718 1,2766

Predictors: (Constant), X2 Tourist Satisfaction Program, X1 Tourism Marketing Strategy

The table above can be seen that the R Square value is 0.724 or 72.4%. This figure shows the influence of (X1)
Tourism Marketing Strategy and (X2) Tourist Satisfaction Program on (Y) Tourism Image Policy Simultaneously, while
the remaining 27.6% is influenced by other factors. In other words, variable (YY) Tourism Image Policy can be explained
using variables (X1) Tourism Marketing Strategy and (X2) Tourist Satisfaction Program of 71.9%, while the influence of
27.1% is caused by other variables outside the variable. (X1) Tourism Marketing Strategy and (X2) Tourist Satisfaction
Program.

In determining whether the regression model is correct, it is necessary to test a hypothesis by performing the F test as
the test results are illustrated in the following table:

Table 3. Hypothesis Testing by Performing the F test

ANOVA2
Model Sum of Df Mean F Sig.
Squares Square
Regression 405,960 2 202,980 12,4559 ,000°
1 Residual 154,810 95 1,630
Total 560,770 97

a. Dependent Variable: Y Tourism Image Policy
b. Predictors: (Constant), X2 Tourist Satisfaction Program, X1 Tourism Marketing Strategy

The hypothesis in this study is as follows:

HO = There is no influence (X1) Tourism Marketing Strategy and (X2) Tourist Satisfaction Program on (YY) Tourism
Image Policy

Ha = There is influence (X1) Tourism Marketing Strategy and (X2) Tourist Satisfaction Program on (Y) Tourism
Image Policy

To determine the hypothesis testing criteria as follows:

If F count> F table, then HO is rejected and Ha is accepted. If F count <F table, then HO is accepted and Ha is
rejected.

To determine the magnitude of the F table with a significance level of 0.05 and the degree of freedom (dk) with the
terms of the denumerator: (number of variables - 1 - k) = (98-1-3) = 94 (Pardede and Manurung 2014). With this
provision, the F table number is 2.70.

From the calculation results, it is obtained that the F count is 12.46> 2.70 F table so that HO is rejected and Ha is
accepted. This means that there is an influence (X1) Tourism Marketing Strategy and (X2) Tourist Satisfaction Program on
(YY) Tourism Image Policy.

Influence of (X1) Tourism Marketing Strategy on (Y) Tourism Image Policy.
To find out whether there is an effect of (X1) Tourism Marketing Strategy on

(Y) Tourism Image Policy as in the following hypothesis statement:
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HO = There is no influence (X1) Tourism Marketing Strategy on (Y) Tourism Image Policy
Ha = There is influence (X1) Tourism Marketing Strategy on (Y) Tourism Image Policy

With the provisions of the hypothesis testing criteria as follows: If t count> t table, then HO is rejected and Ha is
accepted.

If t <t table, then HO is accepted and Ha is rejected.

While to determine the amount of t table with a significance level of 0.05 and degrees of freedom (dk) with the
following provisions: dk = (n-1-k) or (98-1-

3) = 94. With these provisions, the t table number is obtained 1.66123.

To find out the amount of the t count from the processed SPSS as shown in the following table:

Table 4. Processed T Test Results
Coefficients?

[Model Unstandardized Standardized T Sig.
Coefficients Coefficients
I Std. Beta
Error
-,682
(Constant) -,459 ,672 497

X1 Tourism Marketing]

1 Strategy ,768 ,057 831 13,452 1,000
X2 Tourist]
Satisfaction ,035 ,054 ,039 4.989 [.000
Program

Dependent Variable: Y Tourism Image Policy

Based on the results of the calculation, the t count is 13.452> 1.66 t table, therefore HO is rejected and Ha is accepted.
This means that there is the influence of (X1) Tourism Marketing Strategy on (YY) Tourism Image Policy. So if the local
government through the tourism office goes up / down the Tourism Marketing Strategy by 1, then the Tourism Image
Policy goes up / down by 13.45.

The Influence of (X2) Tourist Satisfaction Program on (Y)Tourism Image Policy

To find out whether there is an effect of (X2) the Tourist Satisfaction Program on () the Tourism Image Policy as
stated in the following hypothesis statement:

HO = There is no effect (X2) of the Tourist Satisfaction Program on () the Tourism Image Policy
Ha = There is an influence (X2) of the Tourist Satisfaction Program on (Y) the Tourism Image Policy

With the provisions of the hypothesis testing criteria as follows: If t count> t table, then HO is rejected and Ha is
accepted.

If t <t table, then HO is accepted and Ha is rejected.

While to determine the amount of t table with a significance level of 0.05 and degrees of freedom (dk) with the
following conditions: dk = (n-1-k) or (98-1-

3) = 94. With these provisions, the t table number is obtained 1.66.

To find out the amount of the t count from the processed SPSS as shown in the following table:
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Table 5. Processed T-Test Results
Coefficients?

[Model Unstandardized Standardi zed|T Sig.
Coefficients Coefficie
nts
IB Std. Error |Beta
(Constant) -,459 672 -,682 497
X1 Tourismj
Marketing Strategy],768 ,057 ,831 13,452  [,000
1
X2 Tourist
Satisfaction ,035 ,054 ,039 4.989 .000
Program

a. Dependent Variable: Y Tourism Image Policy

Based on the calculation results, the t count is 4.989> 1.66 t table, therefore HOdi is rejected and HOdi is accepted. This
means that (X2) the Tourist Satisfaction Program affects () the Tourism Image Policy.

1) Regression Equation, Influence (X1) Tourism Marketing Strategy to (X2) Tourist Satisfaction Program
The amount of influence (X1) of the Tourism Marketing Strategy on (X2) the Tourist Satisfaction Program can be seen
in the following table:

Table 6. The Effect of (X1) Tourism Marketing Strategy on (X2) the Tourist Satisfaction Program
Coefficients?

[Model Unstandardized Standardi zed|t Sig.
Coefficients Coefficie nts
IB Std. Beta
Error
(Constant) 4,270 (1,193 3,580 [,001
1 X1 Tourism Marketingl516 094  [488 5,480 [,000
Strategy

Dependent Variable: X2 Tourist Satisfaction Program

The table above can be seen the influence of the number of standardized coefficients. The amount of influence (X1)
of the Tourism Marketing Strategy on (X2) the Tourist Satisfaction Program is 0.488 or 48.8%.

Meanwhile, the amount of influence (X1) of the Tourism Marketing Strategy on (X2) the overall Tourist Satisfaction
Program can be seen in the following table:

Table 7. The influence of (X1) Tourism Marketing Strategy on (X2) the Tourist Satisfaction Program
Model Summary

Model R R Square Adjusted R Std. Error of the
Square Estimate
1 ,4882 ,238 ,230 2,4109093

Predictors: (Constant), X1 Tourism Marketing Strategy

From the table above, it can be seen that the value of R Square is 0.238 or 23.8%. This figure shows the amount of
influence (X1) of the Tourism Marketing Strategy on (X2) the overall Tourist Satisfaction Program, while the remaining
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76.2% is influenced by other factors. In other words, the variable (X2) Tourist Satisfaction Program can be explained by
using the Tourism Marketing Strategy variable (X1) at 23.8%, while the 76.2% influence is caused by other variables
outside the Tourism Marketing Strategy variable (X1).

2) Correlation Analysis, Correlation (X1) Tourism Marketing Strategy and (X2) Tourist Satisfaction Program

The correlation of the processed data with SPSS between the variables (X1) Tourism Marketing Strategy and (X2) the
Tourist Satisfaction Program can be seen in the following table:

Table 8. Correlation (X1) Tourism Marketing Strategy and (X2) Tourist Satisfaction Program
Correlations

X1 Tourism X2 Tourist
Marketing Satisfaction
Strategy Program
X1 Tourism Pearson Correlation 1 488"
Marketing
Strategy Sig. (2-tailed) 000
N 98 98
X2 Tourist Pearson 488" 1
Satisfaction Correlation
p . .
rogram Sig. (2-tailed) 000
N 98 98

**_ Correlation is significant at the 0.01 level (2-tailed).

Based on the results of the data processing, the correlation between the variables (X1) of the Tourism Marketing
Strategy and (X2) of the Tourist Satisfaction Program was obtained by 0.488. To interpret the number "r" the following
criteria are used:

r=(0, - 0.199): very weak relationship r = (0.2 - 0.399): weak relationship
r = (0.4 - 0.599): the relationship is strong enough r = (0.6 - 0.799): strong relationship
r = (> 0.8): the relationship is quite strong Source: Pardede and Manurung 2014

The value of "r" of 0.488 means that the relationship between thevariables (X1) of the Tourism Marketing Strategy and
(X2) the Satisfaction Program is quite strong and unidirectional (because the results are positive). The correlation of the two
variables is significant because the significance value (sig) is 0.00 <0.05. If the significance value (sig) <0.05, the
relationship between the two variables is significant.

a) Mediation Test with Sobel Test

In order to find out whether the relationship through a mediating variable is significantly able to mediate in this
relationship, this study will examine the effect of Tourism Marketing Strategy (X1) on Tourism Image () through the
Tourist Satisfaction Program (X2). In this case the Tourist Satisfaction Program (X2) is a mediator of the relationship
from the Tourism Marketing Strategy (X1) to the Tourism Image ().

To test how much the role of the Tourist Satisfaction Program variable (X2) mediates the influence of Tourism
Marketing Strategy (X1) on Tourism Image (Y), the Sobel test is used where the Sobel test uses the z test with the
following formula:

ab
Z:

V(b2SE?) + (a2SE?)
a b
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tourist satisfaction
policy (X2)

Tourism tourism image
Marketing policy (Y)
Strategies (X1)

v

Figure 2. Sobel Test Mediation

The model above is a model formed from the results of the first and second regressions to form a path analysis model
with the satisfaction variable as the mediator.

The z value of the sobel test cannot be generated directly with the regression results but by calculating manually with
the sobel test formula as follows:

ab
Z =
V(b2SE?) + (a’SE?)
a b
0,516 x 0,350
VA =
V(0,350%¢0,0942 ) + (0,5162x0,0542)
0,1806
zZ =
0,04309
z= 4,19

From the results of the calculation of the Sobel test above, the value of z =

4.191 is obtained, because the z value obtained is 4.191> 1.66 with a significance level of 5%, it proves that the
satisfaction program variable as an intermediate variable is able to mediate the relationship of the influence of tourism
marketing strategies on tourism image policy.

1. Path diagram
The results of this study are inputted into the path diagram of the structural equation for this research as follows:
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rx2x1= 0,488

E1=0,13

(X1)Tourism
Marketing
Strategies

RX2X1 = 0,238

RYX2X1=

(Y) Tourism
Image Policy

(X2) Tourism
satisfaction
Programs

Figure 3. Path Diagram of the Structural Equation Result

The structural equation for the path diagram is as follows: Y1 =0.831 X1 + 0.039 X2 + e
Y2=0724+¢
Y3=0.238 +0.039 + e

5. CONCLUSION AND SUGGESTION
1) Conclusion

From the results of the analysis and review of the above research discussion, it can be concluded that:

(1). The main objective of tourism is to influence tourists' decision making regarding travel and tourist destinations,
so in this case marketing activities play an important role in creating strategies to influence tourist decisions. Even though it
is impossible to influence all aspects, in the scope of tourism marketing try to build, strengthen and find the right strategy
in increasing tourism marketing in Poso Regency and giving influence to the formation of a better tourism image.

(2). To increase customer satisfaction, the application of an effective and targeted marketing mix is needed to
provide the required information about the products being marketed. The marketing merging is one of the key elements
in shaping customer satisfaction.

(3). Customer satisfaction is a practice in which customers perceive their needs and expectations throughout the
entire life cycle of developing a good product. Customer satisfaction is an important aspect of creating businessvalue and
managing customer expectations and so on can give a strong impression of the product and that strong impression can
form. a positive product image in the minds of consumers. The local government of Poso Regency in collaboration with
all tourism sector business actors has the responsibility to create development programs in order to satisfy tourists by
ensuring that the products and services provided are in line with the demands and expectations of tourists and have a
positive effect on shaping the image of tourism in the Poso Regency.

2) Suggestions
From the results of the analysis and study of the above research discussion, the researchers suggest:

(1). There are several weaknesses in the marketing strategy through the marketing mix carried out by the local
government, including:

a) Tourism products, the researcher suggests, the tourism segmentation of Poso Regency emphasizes more on
natural tourism, where the local government through the Tourism Office is more focused on developing and adding value
to natural tourism products starting from completing the additional infrastructure needed for natural tourism objects.
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b) The place strategy, one of the main weaknesses of tourism in Poso Regency, is the lack of options for using the
available modes of transportation that are used to tourist attractions, so a network of cooperation with travel agents is
needed or to increase the number of car or bicycle rental services motor tobe used by tourists.

C) Price, from the results of empirical research facts and in-depth interviews with tourists, the costs incurred while
traveling in Poso Regency are still relatively affordable and even cheaper compared to other regions, so local governments
need to take advantage of this by increasing tourism promotion.

d) Promotion, a special government policy is needed to disseminate promotional media and collaborate with the
Bali and Toraja Regional Governments by building and providing information service centers on tourism in the Poso
Regency area.

(2). Tourist satisfaction program. Based on empirical research facts, it is found that the biggest weaknesses of the
Poso Regency regional government in formulating programs that support increased tourist satisfaction. Thus in this
analysis the researchers suggest:

a) The government needs to carry out a complete data collection program relating to hotels / inns and conduct
surveys to ensure the quality and standard of hotel / lodging services.

b) The government needs to carry out training programs for the professional development of the tourism workforce
(quide, hotel / lodging service, chef, etc.) as a front liner.

C) The government needs to carry out adequate programs in the framework of preservation, training and
development to encourage the development of regional culinary specialties for these business actors and to conduct
surveys of food quality and price suitability.

d) The government needs to carry out adequate programs in developing accessibility, such as cooperation with
transportation business actors (travel agents), availability of tourist destination directions, availability of responsive
tourist centre services, map of destination locations, etc. inproviding ease of travel for tourists in the Regional Poso.

(3). Tourism image. In general, the regional tourism image of Poso Regency is quite good. Researchers suggest that
the government continues to organize cultural events and attractions and development of destination environments in
order to create memorable positive experiences for tourists because perceptions of the regional image of Poso Regency
affect satisfaction and intention to visit related locations in the future, which of course it depends on the ability of the
tourist destination to provide positive, unforgettable experiences that are obtained during the tour in Poso Regency.
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