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ABSTRAK

Penelitian ini bertujuan untuk mengetahui pengaruh mengetahui pengaruh
Branding sustainable tourism vyaitu brand image, brand value, dan brand
awareness terhadap keputusan wisatawan mengikuti kegatan beach voluntrip.
Metode yang digunakan dalam penelitian ini ialah metode deskriptif dengan
pendekatan kuantitatif. Populasi dalam penelitian ini adalah wisatawan yang
mengikuti kegaitan beach voluntrip. Sampel dipilih menggunakan metode
purposive sampling sebanyak 100 responden. Teknik analisis pengumpulan data
melalui kuesioner dan dokumentasi. Analisis data diolah menggunakan program
SPSS versi 25 dengan teknik analisis regresi linier berganda. Hasil penelitian
menunjukkan bahwa brand image, brand value, dan brand awareness berpengaruh
secara signifikan dan positif terhadap keputusan wisatawan. Maka dapat
disimpulkan dengan produk trip yang bermuatan sustainable tourism yaitu beach
voluntrip, dapat menambabh citra baik bagi PT. Gemilang Media Wisatama.

Kata Kunci: Brand Image, Brand Value, Brand Awareness ,Keputusan Wisatawan



ABSTRACK

This study aims to determine the effect of Branding sustainable tourism that is brand
image, brand value, dan brand awareness both individually and as a whole on the
decision to made by tourist ot take part in Beach Voluntrip activities.. The method
used in this study is a descriptive method with a quantitative approach. The
population in this study were tourists who following beach voluntrip activity. The
sample was selected using purposive sampling method as many as 100 respondents.
Data collection analysis techniques are through questionnaires, and documentation.
Data analysis was processed using SPSS version 25 program with multiple linear
regression analysis techniques. The results showed that brand image, brand value,
dan brand awareness had a significant and positive effect on the tourists decision.
The conclusion is that with trip products that contain sustainable tourism, namely
beach volunteer trips, it can add to the good image of PT. Gemilang Media
Wisatama.

Keywords: Brand Image, Brand Value, Brand Awareness, Tourist Decision
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