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1 Introduction 



Destination brand gestalt and its effects on brand attachment and brand loyalty 

of brand gestalt enables one to capture the brand’s complexity and the dynamic synergy among its 
“Wonderful Indonesia” is an example of a destination brand that encompasses a diverse 

natural beauty, vibrant culture, fascinating experience, and exhilarating adventures. Likewise, “It’s 
more fun in the Philippines” is a destination brand that promises something beyond travel experience, 

In today’s highly competitive tourism environment, brand loyalty has emerged as a critical driving 

branding issue in today’s competitive tourist market (Veasna, Wu, & Huang, 2013, p. 511). A 

Despite the significance of brand gestalt, to the best of the authors’ knowledge, no empirical work 

brand as perceived in the visitors’ minds. 

Figure 1. Total Number of Tourist Visiting North Sulawesi, 2016-2019 
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2 Literature Review 

2.1 Brand Gestalt 

term branding success because of its ability to capture a brand’s 

–

– –

–

–

2.2 Brand Attachment 

r’s knowledge and experiences that determines one’s future intention or 

2013; Kim, Sung, & Kang, 2014; Tuškej, Golob, & Podnar, 2013).

key predictor of tourists’ satisfaction (Prayag & Ryan, 2011; Veasna et al., 2013) and loyalty behavior 



Destination brand gestalt and its effects on brand attachment and brand loyalty 

 

2.3 Brand Loyalty 

between the consumers’ attitudes towards a brand and their repurchase intention for tha
& Basu, 1994). Brand loyalty is defined as “a deeply held commitment to rebuy or patronize a preferred 

ng having the potential to cause switching behavior” (Oliver, 

involves “a degree of dispositional commitment in terms of some unique value associated with the 
brand” (Chaudhuri & Holbrook, 2001 p. 82). Brand loyalty can b

satisfaction (Fullerton, 2005; Kasiri, Cheng, Sambasivan, & Sidin, 2017; Sivadas & Baker‐Prewitt, 

Existing literature in the field of tourism recognizes the significance of brand loyalty in today’s 

3 Hypotheses Development and Research Model 

3.1 The Relationship Between Brand Gestalt and Brand Attachment 

’

H1

–



Deske W. Mandagi,  Dave DG. Centeno & Indrajit

 

fictional, such as the brand’s heritage, founder, highlights, crises, and core values.
’

’

H1a

attachment theory’s prediction, a 

H1b

’

H1c
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attachment. These destinations’ stakeholders consist of various groups, which include local

H1d
a higher degree of tourists’ perceived similarity between themselves and the other

3.2 The Relationship Between Brand Gestalt and Brand Loyalty 

consumer’s judgment of the brand’s performance is a critical
’

H2 ect on brand loyalty, such that the higher the tourist’s perception 

’

H2a

efined as the “subjective, internal consumer responses 

are part of a brand’s design and identity, packaging, communications, and environments” (Brakus, 

H2b

role of the physical environment on consumers’

H2c
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stakeholders’ involvement in destination brand creation can influence visitors’ loyalty to the 

H2d

3.3 The Relationship Between Brand Attachment and Brand Loyalty 

to develop an attachment to a destination because they assess the destination’s ability to fulfill their 

destination attachment on tourist’s loyalty behavior is well explored in the 

H3

while model 2 displays the effect of brand gestalt’s dimension on brand attachment and brand loyalty.

Figure 2. Proposed Conceptual Model 1: The Influence of the Aggregate Brand Gestalt 
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Figure 3. Proposed Conceptual Model 2: On the Influence of the Dimensions of Brand Gestalt 

4 Method 
 
4.1 Data Collection and Sample 

’

4.2 Measurement 
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4.3 Pilot Study 

4.4 Data Analysis 

5 Results 
 
5.1 Demographic  

Table 1. Demographic Profile of the Respondents

Characteristic Category Sample 
N Percentage 

–
–
–

5.2 Analysis of Variance 

MANOVA test was performed. The analysis was conducted by comparing the destinations’ mean score 
Table 2, each dimension’s brand gestalt 

sites’ mean scores were within a small range (4.20 to 4.28). The Tomohon Extreme Market had the 
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Table 2. One-factor MANOVA Test of Visitors' Perception of Brand Gestalt in the Three Data Collection Sites

Variables Group* 
Descriptive Statistic MANOVA Test 
Mean St. Dev F Statistic p 

5.3 Reliability and Validity  
variable’s reliability, Cronbach's alpha (CA) and composite reliability (CR) were estimated, 

Table 3. Reliability and Validity Results
 Variables/Constructs CA CR AVE 
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Table 4. Measurement Items Factor Loading
Scale items Factor loading 

Story   

Sensescape  

Servicescape  

Stakeholder

Brand attachment   

Brand loyalty   
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Table 5. Correlation Matrix with Square Root of AVE in the Diagonal
  Attachment Loyalty Brand Gestalt Story Sensescape  Servicescape  Stakeholder  

0.79  

0.88  

0.86  

0.83  

0.88  
0.93  

0.89 

5.4 CFA Brand Gestalt Construct 

ng brand gestalt’s 

Figure 4. Confirmatory Factor Analysis Brand Gestalt Construct 
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Table 6. Correlation Matrix Brand Gestalt's Dimension
Story Sensescape Servicescape Stakeholder 

5.5 Measurement Model 

square (χ2), 

et al., 2009; Hu & Bentler, 1999;). Table 7 showed the results; and the measurement model’s results 

Table 7. Goodness-of-fit Model

Indicator Measurement model Structural model 
Model 1 Model 2 Model 1 Model 2 

square (χ

5.6 Structural Model 

’
confirmed the positive and significant effect of brand gestalt on brand attachment (β=0.84, p<0.01) 
and brand loyalty (β=0.29, p<0.01). A significant and positive impact 
of brand attachment on brand loyalty (β=0.43, p<0.01). These results confirmed all the hypotheses 

Figure 5. Structural Model with Aggregate Brand Gestalt Coefficients 
 

*p<0.05, **p<0.01, ***p<0.001 
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Table 8. Result of SEM (1)
Path relationship Estimate S.E. p-value 







story had a positive and significant effect on both brand attachment (β=0.81, p<0.01) and brand loyalty 
(β=0.32,
on brand attachment (β=0.06, p<0.05) and brand loyalty (β=0.07, p<0.05). Brand environment, on the 

ttachment (β=0.06, p<0.05) and brand 
loyalty (β=0.1, p<0.05). Results also validated the positive and significant effect of brand attachment 
on brand loyalty (β = 0.36, p < 0.01).

Figure 6. Structural Model with Dimensional Coefficients 

ns= not significant, *p<0.05, **p<0.01, ***p<0.001 

Table 9. Result of SEM (2) 
Path relationship Estimate S.E. P 
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6 Discussion  

–
structed in consumers’ perceptions (Mandagi et al., 

– destination attachment. In this sense, consumers’ positive 
perception of the brand’s components’ synergy is the antecedent of consumer

Furthermore, the study’s findings provide empirical evidence on brand sensescape on brand 

and brand loyalty. Although the literature in marketing and branding documents stakeholders’ role in 

holders’ effect is due to the aggregating effect of stakeholders that confound the results. 
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7 Managerial Implication 

and regular evaluation of a destination’s brand gestalt is critical. The evaluation of 
gestalt can provide a comprehensive and holistic understanding of the tourists’ overall perception of 

destination’s prominence in the tourists’ minds, and the salience of each dimension (i.e., story, 

current or potential tourists’ minds.

ourism destination’s brand gestalt. DMOs need to focus their efforts on creating 

gestalt’s elements, namely story, sensescape, and servicescape, to add value to tourists’ experiences. 

communicating a compelling brand story that reflects tourists’ memorable experiences when visiting 

themes for the story can include, for example, “diving in crystal
breathtaking underwater natural wonders,” “snorkeling in most diverse tropical water ecosystems,” 
and “close encounter with exotic marine species.” 

related stimuli, such as the destination’s local culture, 

8 Limitation and Future Research 

is related to this study’s conceptual model, which focuses only on brand gestalt, brand attachment, and 
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gestalt’s evolution over time.

analyzes each tourist site’s total brand gestalt is also valuable in further explaining the interplay of 

perceptive evaluation (e.g., “has authentic stories”), importance judgment 
(e.g., “story is an essential part of the destination”), personal experience (e.g., “makes me feel connected 
with it”), and others are potential important aspects of measuring brand
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Appendix 

Figure 7. Bunaken National Park’s Underwater View (Chinn, 2020) 

is a scenic volcanic lake located in Tomohon City, North Sulawesi, which is about an hour’s 
drive from Manado, the north Sulawesi province’s capital city. This hidden paradise is easily accessible 

 
  



Destination brand gestalt and its effects on brand attachment and brand loyalty 

Figure 8. Linow Lake’s Scenic View (Aliya, 2019) 

 
Figure 9. Wild Animal Meat Sold in Tomohon Extreme Market (McComb, 2018) 


