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ABSTRACT

THE EFFECT OF PERSONALIZED MARKETING COMMUNICATION ON POST-VISIT
BEHAVIORAL INTENTION AT TREASURE BAY BINTAN IN THE POST-PANDEMIC
ERA

By
Pardianawati

Dr. Nila Krisnawati Hidayat, S.E., M.M., Advisor

SWISS GERMAN UNIVERSITY

The recovery of the tourism industry following the COVID-19 pandemic has been accompanied
by significant changes in traveler behavior and expectations. Despite the recovery of global and
national tourism, Treasure Bay Bintan has experienced slower visitor growth compared to its
pre-pandemic performance, indicating a potential gap between existing marketing practices and
evolving traveler preferences. This study aims to examine the effect of Personalized Marketing
Communication on Post-Visit Behavioral Intention at Treasure Bay Bintan. A quantitative
research approach was employed using purposive sampling, involving 200 respondents who
had visited Treasure Bay Bintan after the pandemic and had been exposed to its marketing
communication. Data were analyzed using descriptive statistics, validity and reliability tests,
and simple linear regression through SPSS. The findings indicate that Personalized Marketing
Communication has a positive and significant effect on Post-Visit Behavioral Intention (B =
0.787,p <0.001), with an R? value of 0.655. The study concludes that personalized and relevant
marketing communication plays a crucial role in strengthening visitors’ behavioral intentions.
Therefore, Treasure Bay Bintan is recommended to enhance data-driven segmentation, offer
customization, and personalized digital engagement to improve visitor retention and destination

performance.

Keywords: Personalized Marketing Communication, Post-Visit Behavioral Intention,

Customer Engagement, Consumer Behavior, Tourism Destination

Pardianawati



THE EFFECT OF PERSONALIZED MARKETING COMMUNICATION Page 4 of 64
ON POST-VISIT BEHAVIORAL INTENTION AT TREASURE BAY BINTAN IN THE POST-PANDEMIC ERA

© Copyright 2026
by
Pardianawati

All rights reserved

Pardianawati



THE EFFECT OF PERSONALIZED MARKETING COMMUNICATION Page 5 of 64
ON POST-VISIT BEHAVIORAL INTENTION AT TREASURE BAY BINTAN IN THE POST-PANDEMIC ERA

DEDICATION

I dedicate this thesis to the future development of Treasure Bay Bintan and the advancement

of tourism destinations in Indonesia.

Pardianawati



THE EFFECT OF PERSONALIZED MARKETING COMMUNICATION Page 6 of 64
ON POST-VISIT BEHAVIORAL INTENTION AT TREASURE BAY BINTAN IN THE POST-PANDEMIC ERA

ACKNOWLEDGEMENTS

First and foremost, I would like to express my sincere gratitude to Dr. Nila Krisnawati Hidayat,
S.E., M.M., for her guidance, valuable insights, encouragement, and continuous support
throughout the completion of this thesis. Her dedication and expertise have greatly contributed

to the successful completion of this research.

I would also like to extend my appreciation to the lecturers of the Hotel & Tourism Management
Program at Swiss German University for the knowledge, guidance, and learning experiences

provided throughout my academic journey.

My sincere thanks are extended to Treasure Bay Bintan for providing valuable information and
serving as the research setting for this study. I am also grateful to all respondents who

participated in this research and contributed their time and perspectives.

Finally, I would like to express my deepest gratitude to my family for their unwavering
encouragement, understanding, and support throughout my studies. Their belief in me has been

a constant source of motivation during this journey.

Pardianawati



THE EFFECT OF PERSONALIZED MARKETING COMMUNICATION Page 7 of 64
ON POST-VISIT BEHAVIORAL INTENTION AT TREASURE BAY BINTAN IN THE POST-PANDEMIC ERA

TABLE OF CONTENTS

Page

STATEMENT BY THE AUTHOR ....cuuoniininreriinsninsensesssissansesssnsssssssssssssssssssasssasssesss 2

ABSTRACT ...uovvevvuencnncensucssanens 3

COPYRIGHT PAGE ....uuuiuiieicnicnennicsnnsesssecssissesssessssssssssessssssssssssssssssssssssssssssssssssssssess 4

DEDICATION ..ccuuiiiisinruicsnisecssicssicsesssessssssssssesssssssssssssssssssssssssessssssssssssssssssssssssssssassssssss 5

ACKNOWLEDGEMENTS 6

TABLE OF CONTENTS i
LIST OF FIGURES ....cuuiiiiiiitininsinsnicssisesssissssssssssnsssissssssssssssssssssssssssssssssssssssssssssssssass 10
LIST OF TABLES .....uoouiiiiiitininsinsnicseisesssissssssssssesssissssssssssssssssssssssssssssssssssssssssssssssass 11
CHAPTER 1 — INTRODUCTION ...cccovissensaissuissnssssssasssssssnssassssssssssasssssssssssssssssasssasssssss 12
1.1 BaCKEIOUNA ...ttt ettt et e et eanee e 12
1.2 Problem IdentifiCation.........coceeiierieniieieiieieeese ettt 15
1.3 RESEAICH ODJECTIVES ....viiueiieiiieeiieeiieeiieeiee it eteesaeeteeeveeteeeeteeseeeensaesseeesseensaeenseenseeenns 15
1.4 ResSearch QUESTIONS ......c.uvviiieiiiieeeeiiiee e et ettt e e e et e e e eeat e e e eetaeeeeeeaaeeeeentaeeeeenreeeas 16
1.5 Significance of the Study ..o 16
1.6 Scope and LAMITAtION ......cccuvieeriiieeiieeeiieeeitieeeiteeeeieeesteeesteeesareeesnneeennseeenseesnnseesnsneeens 16
CHAPTER 2 — LITERATURE REVIEW .....cuiiinininrinsinsenssnssnsssssisssssssssssasssssassnss 17
2.1 Theoretical Framework ..........ccccooiiiiiiiiiiiieeee e 17
2.1.1 Conceptual Definition of Variables...........cocevirviiriiniiiiniiniiiieneccceceece 17
2.1.2 Theory Underlying the RelationsShip ..........ccceeeviieeiiieniiiicieceeeeee e 18
2.1.3 Conceptual ArgUMENTAtION .......cc.eeevvieeiiieeiiieeiieeerteeeieeeeieeeeneeeereeeeereeeenreeenee 19
2.2 PIeVIOUS STUAIES ...euviiiiiiiiieiieeteete ettt sttt sttt st ettt sbeeae e 20
2.3 Research Gap and NOVEILY .....c.c.ooiiiiiiiiieiieeee e 22
2.4 Research MOdEl........oouiiiiiiiiiiiic e 23
2.5 Hypothesis DeVEIOPMENt .........c.coiviiiiiiiieiie ettt eeaeeeaaee e 23
CHAPTER 3 — RESEARCH METHOD ......ccuconinunnuinurininrissinsessassasssnsnsssssssssesssssssssssassnss 25
3.1 ReSCAICH DIESIZN ..cuiiiiiiiiiieiieie ettt ettt ettt e e e eeenes 25
3.2 Population and Sample..........cccuieiiiiiiiiiiiiiieie e 25

Pardianawati



THE EFFECT OF PERSONALIZED MARKETING COMMUNICATION Page 8 of 64
ON POST-VISIT BEHAVIORAL INTENTION AT TREASURE BAY BINTAN IN THE POST-PANDEMIC ERA

3.2.1 POPUIALION. .. .eiiiciiece et e e e e e 25
3.2.2 Sampling TEChNIQUE........eeeiiiiieiiieciie e e e e 26
3.2.3 SAMPLE SIZE ..ottt ettt et eaes 26
3.3 Data Analysis TEChNIQUE ......cccueeiiiiiiiiiiecii et 26
3.3.1 DESCIIPHIVE STALISTICS ..eeeuvvreeiireeiieeeiteeeieeeeteeeereeesreeesreeesereeeseseesssseeensseeensseeennes 27

R IV 1§ U LU <] PSP 27
3.3.3 REHADIIIEY T@ST...ueeiuiieiiieiiieiieciie ettt ettt ettt e ensee e 27
3.3.4 Classical AsSUMPLION TSt .....ccvieriiiiiieiieiiieiieee ettt 27
3.3.4.1 NOTMAILY TEST...eeeiiiieeiiieeiie ettt e e eeeaeeeraeeesseeenns 27
3.3.4.2 Multicollin@arity TeSt.......cceeriiriiieiiieiieiie et 28

3.3.5 Simple Linear Regression ANAlLySis ........ccccvevieriieniienieeniienieeieeeie e 28
3.3.6 Coefficient of Determination (R?)........cccceevvieiieiiiinieiiieiecieeeece e 29
3.3.7 F-test (ANOVA Table)......ooouiiiiiiiiiiiiiiiiiiiieiieee ettt e 29
3.3.8 Hypothesis TeSting (£t@St) «...eeruueeruieriieriieiiieiieeie ettt 29
3.4 Operational Variable Table ........ccccociieiiiiiiiiiciieceesteee e 30
CHAPTER 4 - RESULTS AND DISCUSSIONS 35
4.1 Respondent Profile ANalySis ......ccceeiuieiiiiiiiiiiiiiieie et 35
4.1.1 Respondent Profile Based on Age Category ........ccocuevueevierieneeniinieneeieneenieenens 35
4.1.2 Respondent Profile Based on Nationality .........cccceevevveeriiieeniiieeniieeniee e 36
4.1.3 Respondent Profile Based on Visit Frequency..........ccccoeevievciieiniieenieeciee e 36
4.2 DeSCIIPtIVE ANALYSIS ...eeviiuiiiiiiitiiieeitesieete ettt ettt ettt et et sbe e 37
4.2.1 Descriptive Analysis of Personalized Marketing Communication (X)................ 38
4.2.2 Descriptive Analysis of Post-Visit Behavioral Intention (Y).....c.cccoeoeeeieenennenns 39
4.3 Validity and Reliability Test ........cccuiiiiiiiiiiiieeiieeieece et 39
4.3.1 ValIdity TeSt...coueiiiiiieiieieeieneet ettt ettt ettt 40
4.3.2 ReHADIIIEY TSt ...oveiuiieiiiiieieeiteteeeee ettt 41
4.4 Classical ASSUMPLION TSt .....eivieiiiiiiieiieiiieeie ettt 43
4,41 NOTMAIEY TEST...eeitiieiiieeeieeesiee ettt e et e e et e e etee e e aeeeesbeeesnaeeessseeesseesnseeens 43
4.4.2 MUltiCOINEAITEY T@ST...eeeiviieiiieeiiieeiieeeriee et e e eeeeetreeeaeeesbeeeeaeeesareeesseesnneeens 46
4.5 Regression Analysis and Hypothesis Testing Result............cccoccviviieiiiiiiiniiiniene, 47
4.5.1 Simple Linear Regression ANalYSis .......cccueerieriienieniieenieeieesiie e seee e 48

Pardianawati



THE EFFECT OF PERSONALIZED MARKETING COMMUNICATION Page 9 of 64
ON POST-VISIT BEHAVIORAL INTENTION AT TREASURE BAY BINTAN IN THE POST-PANDEMIC ERA

4.5.2 Coefficient of Determination (R?).........cccceeviiriienieniiierieeieesee e 49
4.5.3 F-Test (ANOVA Table) ....cceeeeiieiieieiee ettt 50
A58 E-TESt ettt ettt ettt et e et e nte et e e ntenteente st enaeennens 50
4.5.5 Hypothesis Testing ReSULL.........cccceoiieiiiiiiieiieeiieie e 51
4.0 DISCUSSION ...ttt ettt ettt sttt et eb ettt set e st e e st eat e bt eatesetesbeenbeenbesbeenaeeneenee 51
4.7 Managerial Implication and Business Improvement.............ccccueevevieerieeeecieeeeiee e 53
4.7.1 Personalized Digital Communication Enhancement.............c.cccccceeveieeeiieeennennn. 54
4.7.2 Post-Visit Visitor ENgagement...........cccuevireriiriiienieeieeniie et esieeevee e 54
4.7.3 Promotional Offer CuStomizZation ..........cccceceereeiierieneenieniesieeeeeeeseceee e 55
4.7.4 Visitor-Oriented Communication Strate€@y ..........cccceevvveriieriieriieeirienieeieesieenens 55
CHAPTER 5 - CONCLUSION AND RECOMMENDATION .57
5.1 CONCIUSION......eoutieiiiieiie ettt et ettt et e et e et e et e esateenb e e seeebeeeaeeenneeneeas 57
5.2 ReCOMMENAALION ....eutitieniieiieiieie ettt ettt sttt et et e e st esaeenbeeseesbeenbesneesneennens 58
5.2.1 Recommendation for Treasure Bay Bintan.............cccocceeviieiiienieniiiinienieeiene. 58
5.2.2 Recommendation for Future Research.............coccooiiiiiiiiiniiiceee, 59
REFERENCES ... .ottt ettt ettt sttt et st e st e tessaesseeseesaesseeseensesseenseenseeneenns 60
CURRICULUM VITAE ...ttt et sttt st tesaeeees 62

Pardianawati



THE EFFECT OF PERSONALIZED MARKETING COMMUNICATION Page 10 of 64
ON POST-VISIT BEHAVIORAL INTENTION AT TREASURE BAY BINTAN IN THE POST-PANDEMIC ERA

LIST OF FIGURES
Figures Page
Figure 1.1 Treasure Bay Bintan Visitors (Year to Date).........cccoceevervinieninienienieieneene, 13
Figure 2.1 Research Model ..........cooouiiiiiiiiiiiicieeee e e 23
Figure 4.1 Result of Normality Test (Normal Q-Q Plot of Variable X) ........c.cccccvvvennnnnee. 45
Figure 4.2 Result of Normality Test (Normal Q-Q Plot of Variable Y) .......ccccceevveennennnee. 46

Pardianawati



THE EFFECT OF PERSONALIZED MARKETING COMMUNICATION Page 11 of 64
ON POST-VISIT BEHAVIORAL INTENTION AT TREASURE BAY BINTAN IN THE POST-PANDEMIC ERA

LIST OF TABLES
Tables Page
Table 3.1 Operationalization of Variables ...........cccceeviiieiiiiiiiiecceceeee e 30
Table 4.1 Respondent Profile Based on AZe........c.coccuvviiiiiieiieniieiiecieeieeeeeee e 35
Table 4.2 Respondent Profile Based on Nationality ...........ccccceeviieiieniieriienieeiieieeeeee, 36
Table 4.3 Respondent Profile Based on Visit Frequency..........cccccceeveiiercieeicieecieeeieee, 36
Table 4.4 Personalized Marketing Communication Indicator .........cc.ccoceevervieneinienicnnene. 38
Table 4.5 Post-Visit Behavioral Intention Indicator .............cccoviiiiiiiiiiiiiniiieeeeee, 39
Table 4.6 Result of Validity Test of Personalized Marketing Communication.................. 40
Table 4.7 Result of Validity Test of Post-Visit Behavioral Intention.........c..ccccceeeeienneenee. 41
Table 4.8 Result of Reliability Test of Personalized Marketing Communication .............. 42
Table 4.9 Result of Reliability Test of Post-Visit Behavioral Intention .............cccceeueeeeee. 42
Table 4.10 Result of Normality Test (Kolmogorov-Smirnov)...........cccceeeveerveenveenieenneennen. 44
Table 4.11 Result of Multicollinearity TeSt ........ccccevvueeiieriieiiieiiieiieeie et 47
Table 4.12 Result of Simple Linear Regression Analysis.........cocceceeeerieneniieneeneeieneene. 48
Table 4.13 Result of Coefficient of Determination (R?) ...........ccooveeeiiiiniiiiniiieeeee, 49
Table 4.14 Result of F-test and ANOVA Table.........ccoocoiiiieeeee, 50
Table 4.15 Result Of =TSt ....eiiiiiiiiiiiieee e 50

Pardianawati



