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Abstract

Destination branding is a critical component of urban tourism marketing, yet
scholarly consensus on the dominant brand identity of multifaceted destinations
remains limited. Bandung City, Indonesia, presents a compelling case: the city
is simultaneously perceived by tourists as a culinary tourism destination, a
shopping tourism destination, and a heritage tourism destination, yet no study
has systematically prioritized these competing identities using a consumer-based
framework. This study addresses that gap by applying Customer-Based Brand
Equity (CBBE) theory (Konecnik & Gartner, 2007) integrated with the Analytic
Hierarchy Process (AHP) to determine which destination branding
alternative—culinary, shopping, or heritage tourism—best reflects tourist
perceptions of Bandung City. Data were collected via a structured questionnaire
administered to 100 purposively sampled tourists who had visited Bandung City
within the preceding two years. CBBE was operationalized through four
dimensions: destination awareness, destination image, destination quality, and
destination loyalty. AHP pairwise comparisons were processed using Expert
Choice 11 sofiware, with all consistency ratios confirmed at <(0.1. Results reveal
that culinary tourism emerged as the highest-ranked branding alternative,
scoring highest on destination image, quality, and loyalty, while shopping
tourism led on destination awareness. Heritage tourism demonstrated the most
consistent performance across all CBBE dimensions. These findings offer
evidence-based recommendations for destination management organizations
and city governments seeking to develop targeted, equity-driven tourism
marketing strategies.

Keywords: Customer-Based Brand Equity; Destination Branding; Analytic
Hierarchy Process, Culinary Tourism,; Bandung City
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INTRODUCTION

Destination branding has attracted substantial
scholarly attention over the past two decades, with
researchers examining its relationship to tourist
visiting intentions (Chi et al., 2020; Kim et al., 2009;
Kumail et al., 2022), destination choice behavior (Dey
et al.,, 2020; Toan et al., 2019), post-visit conduct
(Choi, 2016; Papadimitriou et al., 2015), and tourist
experience satisfaction (Jiménez-Barreto et al., 2020;
Roostika, 2012; Singh et al., 2018). Branding is central
to tourism marketing because it encapsulates a
destination's identity, communicates its unique value
proposition, and shapes the cognitive and affective
associations tourists form with a place (Lee et al.,
2011; Ray et al., 2018). The strength of a destination
brand, as reflected through tourist engagement and
perception, ultimately determines a destination's
comparative advantage in an increasingly competitive
global tourism market (Ferns & Walls, 2012).

Despite this extensive body of literature, a critical
practical challenge persists for destinations with plural
tourism identities: how should city governments and
destination management organisations (DMOs)
prioritize their branding strategy when tourists hold
divergent but equally valid perceptions of the same
city? This challenge is particularly acute for Bandung
City, the capital of West Java Province, Indonesia, and
one of the country's most visited domestic tourist
destinations. Existing research has documented
Bandung's reputation as a culinary tourism city
(Bustomi & Avianto, 2022; Gaffar et al., 2019;
Kusumawardani & Putri, 2020; Stevanie &
Waulandari, 2021), as a heritage and cultural tourism
city (Aji, 2023; Danudara, 2017; Gusnadi, 2019;
Purike et al., 2023), and as a premier shopping and
creative industry destination (Astuti, 2017b;
Department of Culture and Tourism of Bandung City,
2023; Priyanto & Suryana, 2019)—each label
supported by distinct bodies of evidence. However, no
prior study has systematically evaluated which of
these competing identities constitutes the strongest
consumer-based brand equity (CBBE) in the eyes of
tourists.

This gap is further complicated by the fact that
Bandung City's tourism image overlaps with that of
surrounding areas, including Bandung Regency and
West Bandung Regency, leading to tourist confusion
about which tourism products are authentically urban

rather than regional (Department of Culture and
Tourism of Bandung City, 2023; Februadi et al.,
2019). Auliana et al., (2023) explicitly recommended
a redesign of Bandung City's destination branding to
create a clearer and more compelling identity. The
present study responds directly to this
recommendation.

The novelty of this study lies in three areas. First,
it is, to the authors' knowledge, the first study to apply
an integrated CBBE-AHP framework to compare
competing destination branding alternatives for a
single urban destination. While CBBE has been
applied to tourism destinations (Cmar & Weiss, 2020;
Pike, 2008; Ruiz-Real et al., 2020; Wang & Pizam,
2017) and AHP has been used for tourism decision-
making (Bozi¢ et al., 2018; Jinghuan & Zhen, 2020;
Susano et al., 2019), their combination for destination
brand prioritization represents a methodological
contribution. Second, the study operationalizes
Konecnik and Gartner (2007) four-dimensional
CBBE model—comprising destination awareness,
image, quality, and loyalty—as evaluation criteria
within a multi-criteria decision-making framework.
Third, this study addresses a specific applied need
identified in the Bandung City Regional Tourism
Development Master Plan (2012-2025), providing
empirical grounds for strategic branding decisions.

The Konecnik and Gartner (2007) CBBE
framework is particularly appropriate for this study.
Rooted m Keller's (2013) consumer-based
conceptualization of brand equity, it positions
tourists—rather than destination managers—as the
primary judges of brand strength. Kotler (2016)
defines CBBE as the differential effect that brand
knowledge has on consumer response to marketing
activities, making it a theoretically rigorous lens
through which destination positioning can be
assessed. Destination awareness refers to the degree to
which tourists can recognize and recall a destination;
destination image encompasses the set of beliefs,
impressions, and perceptions tourists hold; destination
quality reflects tourists' evaluative judgments about
service and infrastructure; and destination loyalty
captures the behavioral and attitudinal intentions to
return and recommend (Konecnik & Gartner, 2007).
These four dimensions have been validated across
diverse tourism contexts (Crespo et al., 2017; Martin
et al, 2019; Yuwo et al, 2019) and provide a
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comprehensive evaluative structure for comparing the
three branding alternatives.

To complement the CBBE framework, this
study employs the Analytic Hierarchy Process (AHP),
a structured multicriteria  decision-making
methodology developed by. AHP decomposes
complex decisions into hierarchical components—
goals, criteria, sub-criteria, and alternatives—and
quantifies their relative priorities through pairwise
comparisons (Saaty (1980) in Karczmarek et al.,
2021)). AHP has been widely validated in tourism
research as a tool for destination evaluation and
strategic planning (Bozi¢ et al., 2018; Welthagen et al.,
2022; Zhang, 2023), and its integration with CBBE
enables a systematic, data-driven resolution to
Bandung City's branding dilemma.

The study thus aims to: (1) assess tourist
perceptions of Bandung City across three destination
branding alternatives—culinary tourism, shopping
tourism, and heritage tourism—using the four CBBE
dimensions; (2) determine the relative priority weights
of CBBE criteria through AHP pairwise comparison;
and (3) identify the highest-ranked destination
branding alternative for Bandung City. The findings
are intended to inform stakeholders in the Bandung
City tourism sector, including the local government
and DMOs, and to contribute to the broader scholarly
discourse on consumer-based destination branding
methodology.

LITERATURE REVIEW
Customer-Based Brand Equity in Tourism
Destinations

Brand equity, defined as the added value a brand
confers on a product or service, was initially
conceptualized in a consumer goods context by Keller
(2013) and (Aaker, 1991). Keller's (2013) CBBE
model positions the consumer's knowledge, attitudes,
and associations with a brand as the source of its
equity, emphasizing that strong brands reside in the
minds of consumers rather than in managerial intent.
‘When applied to tourism destinations, CBBE captures
the perceptual and evaluative dimensions tourists use
to differentiate between competing destinations (Pike,
2008; Wang & Pizam, 2017).

Konecnik and Gartner (2007) were among the
first to operationalize CBBE specifically for tourism
destinations, proposing a four-dimensional model
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comprising awareness, image, quality, and loyalty.
This framework has been widely adopted and
validated in subsequent studies (Crespo et al., 2017;
Martin et al., 2019; Yuwo et al., 2019) and has been
applied in Indonesian contexts, including Bandung
City (Yuwo et al, 2019). In the present study,
destination awareness is operationalized as tourist
recognition of and familiarity with Bandung City as a
specific type of tourism destination; destination image
as the totality of impressions about the city's
attractiveness, comfort, and competitiveness;
destination quality as tourist evaluations of service
quality, cleanliness, safety, and accessibility; and
destination loyalty as intentions to revisit, recommend,
and prefer the city as a first-choice destination.

Several empirical studies have confirmed the
positive relationships among these dimensions.
Martin et al. (2019) demonstrated that all four
dimensions jointly determine destination brand equity,
while tourist satisfaction and loyalty are directly
shaped by awareness and image. Chi et al. (2020)
found that destination brand equity positively
influences travel intention through the mediating role
of destination familiarity, underscoring the strategic
importance of awareness. Crespo et al. (2017) showed
that tourists can form loyalty through perceived
quality even without prior destination familiarity,
suggesting that quality perceptions may serve as a
direct route to brand equity in some contexts. Dam
(2017) found that brand image and loyalty are the
strongest predictors of revisit decisions, while brand
quality had no direct significant effect in his
Vietnamese context—a finding partially replicated in
the present study's ranking of quality as the lowest-
priority CBBE criterion for Bandung City.

The Analytic Hierarchy Process in Tourism
Decision-Making

AHP, developed by Saaty (1980) in Karczmarek
etal. (2021) and Saaty et al. (2021), is a multi-criteria
decision-making methodology that structures
complex problems into a hierarchy of goals, criteria,
sub-criteria, and alternatives, then derives priority
weights through pairwise comparisons using a nine-
point ratio scale. The method has been extensively
applied in tourism contexts, including evaluating
beach attractiveness (Susano et al., 2019), assessing
cultural heritage site appeal (Bozi¢ et al., 2018),
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designing public tourist facilities (Jinghuan & Zhen,
2020), and measuring conference tourism
competitiveness (Welthagen et al., 2022). A key
advantage of AHP is its capacity to bridge qualitative
expert judgment with quantitative analysis, producing
transparent and reproducible priority rankings with
measurable consistency (Saaty et al., 2021).

In the present study, AHP is not applied in
1solation but is embedded within a CBBE framework,
whereby the four CBBE dimensions serve as criteria
and the three branding alternatives—culinary,
shopping, and heritage tourism—serve as decision
options. This integration allows the study to move
beyond merely describing tourist perceptions toward
prescriptively recommending a prioritized branding
strategy. The consistency ratio (CR) is used to validate
all pairwise comparisons, with CR < 0.1 considered
acceptable (Saaty et al., 2021).

Bandung City as a Multifaceted Tourism
Destination

Bandung City is a major domestic tourism
destination in Indonesia, particularly popular among
tourists from the Jabodetabek metropolitan area. The
city offers a diverse tourism portfolio spanning
historical tourism, educational tourism, culinary
tourism, shopping, sports, and MICE (Meetings,
Incentives, Conferences, and Exhibitions). This
diversity, while an asset, creates a branding challenge:
tourists and stakeholders hold multiple competing
perceptions of the city's primary tourism identity
(Februadi et al., 2019).

Research consistently identifies culinary tourism
as a dominant lens through which Bandung is
perceived (Bustomi & Avianto, 2022; Gaffar et al.,
2019; Komaladewi, 2017; Turgarini, 2020). Turgarini
(2020) conceptualized Bandung as a Sundanese
gastronomy foodscape, encompassing street food,
traditional markets, restaurants, culinary festivals, and
educational culinary institutions. The city's favorable
climate and diverse food offerings have shaped a
distinctive culinary experience (Gaffar et al., 2019),
supported by digital platforms and mobile applications
that enhance information access for food tourists
(Setiawan & Wulandari, 2020; Turgarini et al., 2021).

Simultaneously, Bandung has a well-established
identity as a shopping destination. Historically known
as Parijs van Java—a reference to its colonial-era

reputation as the most fashionable city in the Dutch
East Indies—Bandung has been branded as Shopping
Paradise (Rahmiati & Amin, 2019) and is recognized
as a center for fashion, factory outlets, and creative
industries across Java (Astuti, 2017b). The city's
Regional Tourism Development Master Plan (2012—
2025) explicitly designates creative shopping and
culinary tourism as strategic development priorities
(Department of Culture and Tourism of Bandung
City, 2023).

Heritage tourism represents a third identity,
rooted in Bandung's rich colonial and Sundanese
cultural legacies. The city contains numerous
historical buildings and landmarks dating from the
Dutch colonial period (Abdillah et al., 2022; Bustomi
& Avianto, 2022), as well as traditional Sundanese
arts and cultural sites (Gusnadi, 2019). Nugroho et al.
(2023) demonstrated that heritage tourism resources in
Bandung City generate unique and highly competitive
tourism products, while Rahman et al. (2021)
confirmed that CBBE for heritage destinations is
positively shaped by brand experience, cultural
intelligence, and destination loyalty. Despite these
assets, heritage tourism has received comparatively
less attention in Bandung's official branding
communications.

METHODS
Research Design

This study employs an exploratory-descriptive
research design, consistent with identifying and
comparing perceptual patterns across tourist groups
rather than testing causal hypotheses (Bougie &
Sekaran, 2021; Malhotra & Dash, 2016). The
integration of CBBE theory and AHP methodology
aligns with the mixed-priority  approach
recommended for multi-criteria tourism decision
research (Bozi¢€ et al., 2018; Welthagen et al., 2022).
The quantitative AHP analysis is used to derive
priority weights that aggregate and rank individual
tourist perceptions, enabling systematic comparison of
the three branding alternatives.

Sampling and Data Collection

Data were collected in June 2024 via a structured
online questionnaire distributed through social media
platforms (Instagram, X, and Facebook). Purposive
random sampling was employed, with the eligibility
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criterion that respondents had visited Bandung City at
least once within the preceding two years. The sample
comprised 100 respondents, a size consistent with
exploratory-descriptive tourism studies and adequate
for AHP-based analysis, where the method's validity
depends on the consistency of pairwise judgments
rather than statistical power alone (Saaty, 1980 in
Karczmarek et al., 2021 and Saaty et al. (2021)). The
questionnaire achieved a 100% response rate within
the distribution period.

The questionnaire was organized into three
sections corresponding to the three branding
alternatives: Bandung City as a Culinary Tourism
City, as a Heritage Tourism City, and as a Shopping
Tourism City. Each section contained 14 items
measuring the four CBBE dimensions—destination
awareness (3 items), destination image (3 items),
destination quality (4 items), and destination loyalty (4
items)—tesulting in 42 items in total. Item content
was developed based on Konecnik and Gartner (2007)
original scale items, adapted to the urban tourism
context of Bandung City and validated through a
review of prior Bandung-specific tourism literature
(Februadi et al., 2019; Yuwo et al., 2019). Items were
measured on a fivepoint Likert scale. The
questionnaire instrument is available upon request
from the corresponding author.

A limitation of the purposive online sampling
approach is the potential for self-selection bias, as
respondents who are active on social media and
willing to complete online surveys may differ
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systematically from the broader tourist population.
Additionally, the restriction to tourists who had visited
Bandung City in the prior two years may under-
represent first-time visitors or tourists with longer
intervals between visits. Future research should
consider more representative sampling strategies,
including intercept surveys at key tourist sites.

Analytic Hierarchy Process Procedure

AHP was implemented in four stages. First, the
decision hierarchy was constructed, comprising: (1)
the overall goal of determining the optimal destination
branding for Bandung City; (2) four criteria derived
from the CBBE model—Destination Awareness
(AWR), Destination Image (IMG), Destination
Quality (QLT), and Destination Loyalty (LOY); (3)
fourteen sub-criteria operationalizing each dimension;
and (4) three alternatives—Culinary Tourism (CUL),
Shopping Tourism (SHP), and Heritage Tourism
(HRT) (see Figure 1). Second, pairwise comparisons
were conducted at the criteria level and at the sub-
criteria level within each criterion, with comparison
matrices populated using aggregated questionnaire
response weights. Third, priority synthesis was
performed using Expert Choice 11 software to derive
local and global priority weights for all elements in the
hierarchy. Fourth, consistency was verified for all
comparison matrices, with all Consistency Ratios
(CR) confirmed to be < 0.1, indicating acceptable
Judgment consistency (Saaty, 1980).

Bandung City CBBE

QLT

AWRI AWR3 IMG3

Figure 1. Analytical Hierarchy Process Structure
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RESULTS AND DISCUSSION
Priority Weights of CBBE Criteria

Table 1 presents the priority weights and
inconsistency indices for all CBBE criteria and
sub-criteria. ~ Destination =~ Awareness  and
Destination Image each received equal weighting

of 0.289, establishing them as co-equal primary
criteria. Destination Loyalty received a weight of
0.246, followed by Destination Quality at 0.175,
the lowest-ranked criterion.

Table 1. AHP Priority Weights and Inconsistency Indices for CBBE Criteria and Sub-Criteria

Matrix Weight Inconsistency Remarks
Destination Branding 0.02 Valid
Destination Awareness 0.289 0.05 Valid
The level of ease of getting to know the city as a tourist destination 0413 0.00 Valid
The level of ease in recognizing the characteristics of the city as a tourist destination 0.260 0.05 Valid
The level of uniqueness of the city as a tourist destination 0.327 0.00 Valid
Destination Image 0.289 0.05 Valid
The level of attractiveness of tourist attractions in the city 0413 0.00 Valid
Comfort level while in the city 0.260 0.00 Valid
The level of the city's competitive ability as a tourist destination 0327 0.00 Valid
Destination Quality 0.175 0.05 Valid
The level of service quality of tourist attractions in the city 0.343 0.05 Valid
The level of cleanliness of the city as a tourist destination 0.243 0.00 Valid
The level of security of the city as a tourist destination 0.172 0.00 Valid
The level of ease of getting to tourist attractions in the city 0.243 0.00 Valid
Destination Loyalty 0.246 0.02 Valid
The level of desire to visit the city as a tourist destination 0.395 0.05 Valid
The level of desire to recommend the city as a tourist destination 0278 0.05 Valid
The level of belief that the city as a tourist destination can provide more services 0.163 0.00 Valid
The level of desire to make the city the first choice tourist destination 0.163 0.00 Valid

The co-equal primacy of Destination
Awareness and Destination Image is consistent with
foundational CBBE theory. Konecnik and Gartner)
2007) positioned image as an essential determinant
of destination choice, while Chi et al. (2020)
demonstrated that awareness—mediated by
destination familiarity—positively and significantly
shapes travel intentions. Vila et al. (2021) further
confirmed that media exposure, including film and
television, substantially enhances destination
awareness and motivates visitation. The relatively
lower weight assigned to Destination Quality is
broadly consistent with Dam's (2017) finding that
quality had no direct significant effect on revisit
decisions in a comparable developing-country
tourism context, suggesting that for Bandung City,
brand visibility and image are more powerful
differentiators than service quality.

Within the Awareness sub-criteria, the highest
weight was assigned to ease of recognition (AWRI,

weight = 0413), followed by destination
uniqueness (AWR3, weight = 0.327) and
6

characteristic recognizability (AWR2, weight =
0.260). Within the Loyalty sub-criteria, revisit
intention (LOY1) received the highest weight
(0.395), consistent with the principle that loyalty
mediates the relationship between tourist trust and
destination brand equity (Hadianfar, 2021; Kegoro
& Justus, 2020).

Comparison of Branding Alternatives

Across the three destination branding
alternatives, culinary tourism emerged as the
highest-ranked option overall, scoring highest on
destination 1image, destination quality, and
destination loyalty. Shopping tourism scored
highest on destination awareness, reflecting the
deeply embedded national recognition of Bandung
as a shopping destination. Heritage tourism showed
the most balanced performance across all four
CBBE dimensions. Figure 2 presents the
performance sensitivity chart from Expert Choice
11, illustrating the relative positioning of all three
alternatives across the four criteria.
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Figure 2. Performance Sensitivity of Destination Branding Alternatives across CBBE Criteria

These findings are consistent with and extend a
substantial body of Bandung-specific research. The
superiority of culinary tourism on image, quality, and
loyalty aligns with Turgarini's (2020) characterization
of Bandung as a Sundanese gastronomy foodscape
and with Gaffar et al.'s (2019) finding that Bandung's
climate and culinary diversity create a distinctively
appetizing experience. Pratminingsih and Puspitasari
(2015) demonstrated that food image significantly
influences tourist satisfaction, which in tumn directly
shapes loyalty—a causal pathway consistent with
culinary tourism's highest loyalty score in the present
study. Auliana et al. (2023), Bustomi and Avianto
(2022), and Februadi et al. (2019) all identified
culinary tourism as a central pillar of Bandung's tourist
appeal.

Shopping tourism's highest performance on
destination awareness is attributable to Bandung's
enduring historical reputation as Parijs van Java and
Shopping Paradise (Astuti, 2017b; Rahmiati & Amin,
2019). Rahmiati and Amin's (2019) CBBE study of
Bandung tourists similarly found shopping facilities to
be the highest-rated attribute, reinforcing the strong
association between Bandung's awareness and its
shopping identity.

Heritage tourism's consistent but second-ranked
performance across all four CBBE dimensions
suggests an underutilized asset in Bandung's branding
portfolio. Nugroho et al. (2023) demonstrated that
heritage tourism resources in Bandung generate
unique and competitive products, while Rahman et al.

(2021) showed that heritage destination CBBE is
positively shaped by brand experience and cultural
intelligence. Saeedi and Heidarzadeh Hanzaee (2018)
argued that developing heritage tourism branding
requires focused investment in brand recognition and
quality perceptional strategic opportunity for Bandung
City going forward.

The role of social media as a mediating variable
across all three alternatives merits specific attention.
Dedeoglu et al. (2020) demonstrated that social media
sharing enhances both destination brand awareness
and quality perceptions, while Raji etal. (2019) argued
that social media automates brand perception
formation. The Bandung City Government has
actively leveraged social media to promote culinary
events (Setiawan & Wulandari, 2020), which may
partly explain culinary tourism's stronger image and
quality ratings relative to heritage tourism, where
social media promotion remains comparatively
underdeveloped.

CONCLUSION

This study applied an integrated CBBE-AHP
framework to determine the optimal destination
branding alternative for Bandung City, Indonesia,
from a tourist perception perspective. Drawing on data
from 100 purposively sampled tourists, AHP pairwise
comparisons assigned equal priority to Destination
Awareness and Destination Image (each 0.289) as the
leading CBBE criteria, followed by Destination
Loyalty (0.246) and Destination Quality (0.175).
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Across three branding alternatives, culinary tourism
emerged as the overall highest-ranked destination
branding, scoring highest on image, quality, and
loyalty, while shopping tourism led on awareness.
Heritage tourism exhibited consistent but moderate
performance across all dimensions.

The findings carry several practical implications
for destination management. First, the Bandung City
Government and DMOs should formally adopt
culinary tourism as the primary destination branding
axis, aligning official marketing communications,
event programming, and physical destination
development around this identity. Second, shopping
tourism's strong awareness advantage should be
leveraged as a complementary brand story,
positioning both identities as mutually reinforcing.
Third, heritage tourism represents an underexploited
differentiating asset; targeted investment in heritage
interpretation, visitor experience quality, and social
media promotion could elevate its CBBE.

This study has several limitations. The 100-
respondent sample limits generalizability across
diverse tourist demographics. Online survey
distribution introduces potential self-selection bias.
Future research should employ larger and more
representative  samples, involve tourism industry
experts in AHP pairwise comparisons, and conduct
longitudinal studies tracking changes in CBBE
dimensions over time. The causal mechanisms linking
culinary tourism experiences to destination loyalty
also warrant deeper qualitative investigation.
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