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Abstract

This study aims to determine, analyze and desd¢dib¢he condition of relationship marketing, maikgtmix

and MICE tourist attraction in Bandung City, (2etleffect of relationship marketing to the MICE tstr
attraction in Bandung City, (3) the effect of thanketing mix MICE tourist attraction in Bandung %i{4) the
effect of relationship marketing and the marketmigx simultaneously on MICE tourism attraction inriiaing

City. The research methods been used was explanstiovey, as it will explain the relationship bebmethe
studied variables. While the type of relationshgivieen the variables used in this study was theatiy of

independent variable / independent variables affextdependent variable. The source of data olstam®ugh
guestionnaires and documentation. While the datdysis used is multiple linear regression. Basedtten
survey results revealed that the relationship margeand marketing mix properly implemented, while

tourism appeal is quite high. The verificationégs that the relationship marketing variables aackating mix
positive and significant effect either partiallysimultaneously to the MICE tourism attraction iarlung.

Keywords: Relationship Marketing, Marketing Mix, MICE Tourisattractions

1. Introduction
1.1 Baground

At the moment tourism became the mainstay of theness and become the motor of the economy in many
countries and regions. Tourism is a major industrat is expected to help increase revenues and loca
communities through increased revenue, increasamia, increased employment and business oppogsinis
well as an increase in government revenue. In additourism is also capable of enhancing the imaiga
region or country in the international communitydgrarticipates on conserving the environment ifedeped
optimally.

The tourism industry has an important role in teeedopment efforts and the development of an dean in
some areas indicate that the tourism industry vades to boost the area of underdevelopment and ritadsa
main source of income. To support the culture andism in Indonesia, the government issued Presalen
Decree No. 16 Year 2005 on Culture and Tourism @g@rent Policy which discusses the integrationufure

and tourism development by improving the qualitypoblic services in the form of services or coneeces
necessary for tourists both domestic and abroad.

In developing the tourism industry in the regidme government through the Ministry of Tourism areaive
Economy has encouraged the development of the Mh@&stry. The growth of the tourism industry shoavs
very significant improvement, especially in theynzial capital. The government set a MICE destoratities

in Indonesia, namely Bali, Jakarta, Yogyakarta, aBaya, Balikpapan, Medan, Batam, Bintan, Padang-
Bukittinggi, Makassar, Manado, Palembang, MatarathBandung.

Bandung City has a variety of attractions that.I0mee city is transformed into a tourist destinatibat is taken
into account not only at national level but alsardgrnational level. Various tourist attractions affer in this
city, such as: nature tourism, cultural tourismjirary tourism, recreation, and special interesirsofor
prospective tourist destinations MICE (Meetingselntives, Conventions and Exhibitions).

Potential Bandung City has a chance to "marketedte wider professional procedures and directeslitih the
application of relationship marketing and the ménrg mix. This strategy is particularly relevantpdipd in
Indonesia, especially Bandung City, especially wassociated with the decentralization policy iratieh to the
increase of tourist attraction.

Bandung city which is one of the major tourist desion in West Java, has a distinctive attractdéssnand
variety of tourism products especially touristedti(urban tourism) such as education, historyuseiltshopping
and dining. Recognizing the importance of the tmwrisector for the development and welfare of the
community, positioning Bandung City tourism seasra driving force to improve the economic welfaf¢he
community. This was stated in the vision of the &ownent of Bandung “Bandung City as the city Redilon
Services DIGNIFIED (Clean, Prosperous, Obedientknehdly)”.
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For 4 (four) years of MICE activities in Bandungshmcreased and the activity generally organized an

facilitated by government agencies and corporatidhese large meetings packed into a trip in whinghte are

trips to tourist destinations. From these needadivand growing MICE tourism tourist types, althbudis is

less popular in the community. Meanwhile, MICE witiés can be profitable three times greater th@nrhass

tourism. This is caused by several factors, namely:

1. bigger budgeted expenditure for meeting participargually bring additional personnel such as alfami
member, secretary or relatives

2. MICE activities to maximize all existing infrastituce elements. The main priority was conventiorebting
hall and supporting facilities are available at #mcommodation. In addition, meeting participarto a
visited tourist destination after finalizing meefiarganized activities into an integrated package.

3. Minimum duration of MICE activities (length of sfawas three days so that it can automatically plea
positive contribution to all stakeholders and bee@major market star hotel in the city.

Table 1 Data Development MICE Bandung City

Years Number of Events
2010 131
2011 453
2012 521
2013 617

Source: Department of Tourism, 2013

From the above data, show that the developmentl&EMn Bandung City is increasing from
year to year. This suggests that Bandung City leas®rbe a MICE destination city but still
within the national stage. While for activity / @mhational event, Bandung City still requires
strategy and efforts to improve the facilities agpporting infrastructure such as venue,
Professional Event Organizer and internationallglifjed human resources.

Data on tourism Bandung City from various souraestill very global, it is shown that the
procedure relationship marketing and marketing imas not been applied. While MICE
activities is itself a tourist industry that is yepromising because it has a huge multiplier
effect (Ministry of Tourism and Creative Economyeiblic of Indonesia, 2012).

MICE infrastructure development in the City of Lamdshould be encouraged given its
potential is quite large Bandung City and Bandutrig'ad of culinary tourism and shopping
tourism is the main attraction for organizing MICittivities. Development of MICE
activities will not only increase hotel occupantlye existence of MICE facilities will drive
the other tourism business chain so that the imgiteation of MICE activities will provide a
multiplier effect and trickle down to the wider comanity and government Bandung City.

Tourism policy as described above is still a magvbereas micro policies, especially with
regard to relationship marketing and marketing niimarketing mix) have not been
considered. If relationship marketing has not deneyet known whether the relationship
marketing can be done has been targeting the mghitet segments.

1.2 Problem Formulation

Based on the problems identified in the backgroahthe problem outlined above, then the problem lsan
formulated in this study as follows:

1. How is relationship marketing, marketing mix andQ®# tourist attraction in Bandung?

2. How does the influence of relationship marketingIi€E tourism attraction in Bandung?

3. How does the marketing mix of the MICE tourist attion in Bandung?

4. How does the influence of relationship marketing #me marketing mix simultaneously on MICE tourism
attraction in Bandung?

136



European Journal of Business and Management www.iiste.org

ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) mag
Vol.6, No.26, 2014 IIS E
2. Literature

2.1 Relationship Marketing

According to Chan (2003) relationship marketingaismarketing system that is increasingly in demapd b
marketers, for marketers began to realize that eteagx communications are carried out in one dioectind
addressed to all people is no longer adequate bedaafuthe increasingly high expectations of conssri®m
time to time.

Relationship marketing according to Berry (2005jral as attractive, maintain, and enhance relakiggs with
customers. In this definition, the most importanta attract new customers (customer or suppkesgen as an
“intermediate step” in the marketing process. Whtlengthening the relationship is a process thhtss bound
to change consumers become loyal customers ane asran important consideration for clients withrkating.
One thing that is very important for the agencytasfoster good relationships with customers, empésy
suppliers, distributors because of the relationshilp determine the future value of the institutioBffective
relationship marketing will result in a positivetoame in the form of percentage of satisfied custarand
higher due to the presence of effective commurioadind greater consumer loyalty (Berry, 2005).

Gronroos (2004: 9) gives a broad definition of tietaship marketing is: “Identify and establish, mtain and
Enhance and, when Necessary, terminate relatiopstiip customers and other stakeholders, at atmofthat
the objectives of all parties are met INVOLVED; athdls is done by a mutual exchange and fulfillmeht
promises “. This means that Relationship Marke#imgs to identify and establish, maintain and enbaad,
where necessary terminate a relationship with coste and other stakeholders, at a profit levelhsd the
objectives of all parties involved can be achievadd it is done by a mutual exchange and fulfillmeh
promises. Meanwhile, according to Jagdish (2009¢rmApts to involve; relationship marketing and imétg
customers, suppliers and other infrastructural ngast into a firm's developmental and marketingvas.

Relationship marketing is an effort to involve aimtiegrate customers, suppliers and other infragiracin

developing and marketing activities of the instdnt Relationship marketing refers to all marketegjivities
directed toward establishing, developing and maiimg successful relationship. “That is relatioqshiarketing
leads to any marketing activity that is directe@stablish, develop and maintain successful relahips with.

Relationship marketing aims to build mutually diisg relationship in the long term with key groypsamely

customers, suppliers, and distributors (Gronro€€§)42 Therefore, relationship marketing covers ¢mtire

activity, ranging from suppliers to the deliverymducts and services to customers. The wholeegsoneeds
to be managed as well as possible to bring prdfiitato the institution on the products and seesooffered.
The purpose of relationship marketing to increaseyiterm profitability through a change of markgtimased
on the transaction, with the emphasis on the seafrclew customers, be customer retention throufgcede

customer relationship management.

2.2 Marketing Mix

One of the elements in an integrated marketindesiyawas marketing mix (marketing mix), which isteategy
that institution, which relates to the determinatidlow institutions present product offerings opaaticular
market segment, which is the target market. Manketnix is a combination of variables or activitteat are at
the core of marketing sisterm, where variablestmcontrolled by the agency to influence consurasponses
in the target market. Variable or activities shohtlcombined and coordinated by institutions ascéiffely as
possible, in its marketing activities. Thus thetitnsion not only has the best combination of atiég, but also
can mengkhordinasikan various marketing mix vagapto implement effective marketing programs.

In principle, everything that exists in an orgatiza is a commodity that can be offered to stakeéérd, and to
the success of an institution in the long run, ttienagency must create services that satisfyehdsand wants
of its customers. In order to create a satisfacteryice is the agency creating or marketing mixkeizng mix.
Kotler (2002) stated marketing mix as a set of wilable, tactical marketing tools that the firmebdts to
produce the result it wants in the target market.

2.3 Tourism Attractions

Tourism Destinations is the area or geographicoregn a different or more administrative regionswhich
there are elements: a tourist attraction, tourianilifies, accessibility, public as well as towsistre interrelated
and complementary to the realization of tourismvés. The attraction is not or has not dikembemigan a
potential resource and can not be called a toatisiction, to the existence of a particular typeevelopment.
Objects and tourist attraction is the basis forigmn. Without the interest in a particular areglace of tourism
is difficult to develop.
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Travel Attractions true is another word for a tsurattraction, but according to Indonesian govemme
regulation in 2009 said tourism is no longer retéva mention a regional tourist destination iuged the word
“Tourist Attractions” then to know what is the m@agand significance of the tourist attraction gldw are a
few definitions / understanding regarding Traver#&dttions according to some experts:

1. Based on the Law of the Republic of Indonesia NbIrl2009, Travel Attractions described as evenghi
that has uniqueness, convenience, and value ifothe of rich natural diversity, culture, and thesuét of
man-made or visits the target tourists.

2. A. Yoeti in his book “Introduction to Tourism” 198&ates that a tourist attraction or a “touristaattion”,
the term is more often been used, ie everythingishan attraction for people to visit a particulaea.

3. Nyoman S. Pendit in his book “Tourism Science” 18@fines a tourist attraction as everything isriggéng
and worth to be visited and viewed.

From some of the above it can be concluded thatttheist attraction is anything that has the
attractiveness, uniqueness and high value, whiahasirist destination to come to a certain area.

2.4 Thought framework

Based on the literature review that formed fromttieories that have been proposed in the abové, char
it can be described framework or paradigm of redeas follows:

Relationship
Marketing || : .
(X4) Mlc_e Travel Attra_ctlons
in Bandung City
(Y)
Marketing Mix 7y
(X2) i

Figure 1. Framework
3. Research M ethods
3.1 Methods Used

This study uses explanatory survey, as it will akplthe relationship between the studied variabléisile the
type of relationship between the variables usedhis study was the causality of independent vagiabl
independent variables affect dependent variabééddent variable (Sugiyono, 2006: 39). Explanatesgarch
refers to the hypothesis that will be tested agains phenomena that occur. This study is basedross-
sectional nature time coverage that reflects argg®mm of a situation and phenomena that occur given time
(Sekaran, 2003: 73). Referring to the purpose efrésearch to be done is to determine and examare m
deeply the research variables that will be examiisethis study is descriptive and verification. DPrstive
research was research that aims to get a pictudesuription of the studied variables. While theifieation
study was to determine the relationship betweerabkas through a hypothesis testing based on tteidahe
field.

3.2 Data collection techniques
To obtain the data required primary or secondaata dollection techniques the author is:
a. Questionnaire / Questionnaire

Author distributing questionnaires, distributedtt® respondents made in the form of the questibas dre
closed and each subject was asked to choose otlee ddilternative answers were determined. Before the
questionnaires were distributed done some testifigréhand, ie testing the validity and reliabitiégting.

b. Documentation

This method been used to obtain secondary datadansnof studying the archives or records, booksidiimg
the geography, demographics, and form of writingt thas to do with this research. This data beed tse
supplement the data obtained through interviewsifirews).
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3.3 Population and Sample

The population was a whole group of people, eventsther things to be observed. The populatichésentire
object (units/individuals) whose characteristios going through. The population was the completiection of

all elements (scores, people, size, etc.) wereiestuGekaran, 2003: 214). The population in thiglgtwas
MICE tourists visiting Bandung City. The sample wpaart of a collection of elements drawn from the
population. Element is a single member of the papuh (Sekaran, 2003: 216). Therefore, it can le theat a
sample is a subset of the population. The sampisisi@d of a few selected members of the populafibis
study used a simple random sampling technique; kagnpechnique was done randomly without regard to
existing strata in the population (Sugiyono, 20D4). Simple Random Sampling techniques includingpgiang
techniques Sampling Probability sampling is a té&pimn that provides equal opportunity for every membf
the population to be elected as members of the Isaf8pgiyono, 2004: 74).

In simple random sampling technique all subjects w&luded in the population has the opportunitjoéoa
member of a sample. Each subject was given a samaber by the alphabetical order of the name anber of
the original. With a roll of paper containing thembers of subjects, conducted a lottery like thg the lottery
is already generally known (Arikunto, 2005: 96)eTdample in this study amounted to 78 people. Ti@uat is
Considered to have fulfilled the general rule (rafethumb) proposed Roscoe in Sekaran (2003: 228yhw
states:

a. In general, the study was sufficient to qualify whesing a sample of more than 30 and less than 500.

b. If samples will be further divided into sub-samplé® minimum amount for each category was 30.

¢. In studies using multivariate analyzes includingltiple regression analysis, the number of sampldsast
10 times the variables used in the study.

3.4 Data analysis

Analysis of the data used in the study is the nubtbbregression analysis. In a regression analydlisbe
developed Estimating equation (regression equata) mathematical formula that is looking for tredue of
the dependent variable independent of known vaReggression analysis been used primarily for fotaugs
which in this model there is a dependent varialnlé mdependent variables. In practice, regressitalyaes
often distinguish between simple regression andiptelregressions. Called simple regression ifahisronly
one independent variable, while the so-called mlgltiegression, if there is more than one indepetnaiable.

In this study, there was 1 (one) dependent varjatalmely the MICE tourist attraction, and the twddpendent
variables, namely the relationship marketing andketang mix. Under these conditions, the methodudlysis
used is multiple regressions; the equation carxpeessed as follows:

Y=a+p1l+2X2B1X
Specification:

Y = MICE Travel Attractions

X1 = Relationship Marketing

X2 = Marketing MIX

a = constant regression

B 1,B 2 = regression coefficient

4, Resultsand Discussion
4.1 Overview MICE Bandung City

As one of the major cities in Indonesia, Bandung bpen opportunities in developing MICE tourismtlie
region Gedebage. Only, the open opportunities neanmanything for the tourism industry in Londomdt
balanced with a number of strategic measures aagitergreat potential MICE tourism industry todiayfact, if
there is a major interstate conference in Indondbk&re are only two cities are often the host, elgndakarta
and Denpasar, Bali. Bandung barely glimpsed atAala result, Bandung has not been a major play¢he
MICE industry. In fact, the city of Bandung hasiatidictive history and culture to offer and becoasetrong
attraction for MICE tourism industry.

Development of MICE facilities in Bandung should tseck driven. Because, Bandung has huge potefiial i
has such facilities. Not only would increase hoietupancy, the existence of MICE facilities willcenrage an
increase in other aspects, such as the hotel wifuly, a small community that became the suppiiethe hotel
will be helped. Then the MICE visitors will be teded. In other words, the wheels will MICE tourisimd other
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economic. Bandung has several advantages incladiogation close to the capital and has a promigotigntial
for tourism. Bandung City is actually a conventigty. Starting from the KAA 1955, but defeated bpgya
Bandung, Surabaya, Bali, Makassar, Medan and Zakarich already has a convention center. In fdw, t
function of which multi effect MICE can be a verffextive means to open diplomatic channels, related
economic interests, political, social, culturalvee¢n countries, especially in the eastern Bandea a

In order structuring and development of Bandungy,Cihe development of the eastern part of the regio
Gedebage Bandung became one of the strategic pregrhiurban development. The existence of the emeer
region Gedebage area will be developed very roamydlding MICE facilities; roadway is very wide 8s to
facilitate the course of transportation with anerest in organizing the convention activities. tdidion, the
region will also be facilitated Gedebage againdeessibility that Bandung City Government has plansuild a
toll.

Transportation is provided to support the MICE ianBung include taxis, public transport, travel guodblic
transport. Transportation is very supportive farists to visit the city of Bandung.

Bandung City until now have 52 five-star hotels6 Hudget hotels, 121 restaurants, 472 RestauranBan14
in London as well as a variety of factory outlebggping centers such as the growing, with an averagenme of
Rp.78 billion / year (Mayor of London : 2010).

Developed tourism activities were shopping, enteni@nt and MICE.

Table 2. Activity Holidays in Bandung

Main Activities Support Activities
a. Sightseeing in the form of city sight a. Entertainment
b. Special tourist attraction: the architectur P-  Nightlife and cinema
of the building / buildings and c. shopping
monuments
C. MICE

Objects that can be enjoyed generally in the fofnecuture (98%). Very little natural attractiong. i very
reasonable considering the urban-based tourismaimd@ng. Cultural objects, among other culturakations
(3.2%), museums (5.3%), parks (8.6%), sports (1D.8Uilding for meetings and exhibitions (14%), shing
(17.2%), and historic buildings (19.3%). Londonaasenter of government and service centers, oftehea
center of the meeting. In London there is a rediantivity centers such as Telkom, Post and Giesumka, PT
Inti, Seskoad, Seskopol, and so on. In London tle@es many universities were at the center of academ
development such as ITB, Padjadjaran University), UPENAS, Unpar, Unpas, IAIN, STBA and so on.
London hosted the 1955 Asian-African Conferencaamg\frican Student Conference 1956, and the Istami
Conference in 1964, and the World Telecommunicati@®s.

4.2 Results of Descriptive Analysis

Descriptive analysis in the study is intended tectibe the phenomenon of the variables used inréisisarch.
The results of the descriptive analysis were devid:

4.2.1 Results of Descriptive Analysis of Relatigmamarketing variables (X

Frequency of respondents' answers and their sobithe questions on the questionnaire relationsapketing
can be right on the plot-line intervals, showedftiilowing results:
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2789
Strongly Disagree Netral Agree Strongly Agree
Disagree
780 1,404 2,028 2,652 3,276 3,900

Based on the results of the above intervals proeidgeneral description that the questionnaire icglship
marketing is in the category “Agree” with a totaleoall score of 2789. means that the majority spomdents
agree with the ten questions asked in the questiommelationship marketing. This indicates thatpendents
perceive relationship marketing as essential, fodwar pullback where a tourist depends on marketing
Relationship marketing is a way of marketing eBayh customers that improve the company's long-tgowth
and maximum customer satisfaction. Good customan iasset in which they are handled and servicegleply
will provide income and long-term growth for a ness entity.

Relationship marketing emphasizes on value creatieplving customer interaction as a source of rinfation
through the evaluation of the needs and expecwtibgustomers on an ongoing basis. Involves intena with
customers as part of creating value to the custoslationship marketing might say that basicallptains the
meaning of customer to customer activity meansstocoer-oriented company.

4.2.2 Results of Descriptive Analysis Marketing waiKables (%)

Frequency of respondents’ answers and their sobrié® questions on the questionnaire of the margeahix
can be right on the plot-line intervals, showedftiilowing results:

2881
Strongly Disagree Netral Agree Strongly Agree
Disagree
780 1,404 2,028 2,652 3,276 3,900

Based on the results of the above intervals proaigeneral description of the marketing mix thasiionnaires
are in the category of “Agree” with a total overstlore of 2881. Means that the majority of respatslagree
with the ten questions asked in the questionnaagketing mix. The concept of the marketing mix e @f the
modern marketing concepts at the present time. 8/iee concept is one of the marketing activitiegt th
determine the success of the company in the purfuitaximum profit. Mix Marketing is a marketingategy
that emphasizes how to sell products as effectigslpossible. Based on the data obtained and tlleeither
through the computerized and the data collectesubgcription, so that the selling process runs snfyo

To produce a good marketing strategy all the elesnehthe marketing mix must be considered and ldpeel

in a balanced manner. The concepts and theorieshvdan take the form of general statements (gépera
accepted assumption) or postulate, which is coethin the foreign text book or thinking of expefitem
outside Indonesia with regard to the concepts hadries of management needs to be tailored to Hr&ating
mix assumptions applicable in Indonesia. This adjest can be done by using situational or contingen
approach, for example, consider among other ththgsfollowing: 1) The market situation, such asfaim
competition (monopoly); 2) business practices, sashthe Unfair business practices (the mimic, lyorg
exaggerating the promotional effort) that can leadjaps (gap) between the expected value (expec}adind
perceived value (actual achievement) of produsésvices offered; and 3) Communication Channelsvigr.

4.2.3 Variable Descriptive Analysis of MICE touriattractions (Y)

Frequency of respondents' answers and their sobttbe questions on the questionnaire MICE towisaction
can be right on the plot-line intervals, showedftiwing results:
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2823
Strongly Disagree Netral Agree Strongly Agree
Disagree
780 1,404 2,028 2,652 3,276 3,900

Based on the results of the above intervals progidgneral description that the questionnaire Mt@Hist

attraction are within the category of “Agree” withtotal overall score of 2881. Means that the nigjaf

respondents agree with the ten questions askdteiguestionnaire MICE tourist attraction. Travetra¢tions
true is another word for a tourist attraction, latording to Indonesian government regulation iA926aid
tourism is no longer relevant to mention a regidoatist destination. The attraction is not or has developed
a potential resource and cannot be called a toaftistction, to the existence of a particular tgpeevelopment.
Objects and tourist attraction is the base forismor Without the attraction in a region or a specflace is
Difficult to develop tourism.

4.3 Classical Assumption Test Results
4.3.1 Multicollinearity test

Multicollinearity is a condition in which one or more independentialdes can be expressed as a linear
combination of other independent variables. The naeased to detect whether there is to do regression
Multicollinearity between explanatory variables. If there is a $igamt meansMulticollinearity. To test
Multicollinearity vacillates supplied with SPSS is to see VIF valfieach variable. If the VIF value is lower
than 10, it can be concluded that there is no seNtulticollinearity between the independent variables in the
model. By looking at the value of the VIF in thgression model can be seen that each variablerd&sntain

any symptoms because it hiilticollinearity VIF values lower than 10 this shows the regressimdel
Multicollinearity pass the test.

Table 2 Summary of Results of Testidglticollinearity Using Variance Inflation Factor (VIF)

Models Collinearity Statistics
Tolerance VIF
1 (Constant)
Relationship marketing .342 2.924
Marketing mix 227 4.409

a Dependent Variable: MICE tourist attraction

Table 2 shows that the results of calculation efitalue of tolerance showed no independent vasahkt have
a tolerance value of less than 0.10, which meam®tis no correlation between the independent bigriwhose
value is more than 95%. The results of the calmnaof Variance Inflation Factor (VIF) also showstsame
thing, no one independent variable which has aevafuVIF over 10 Thus it can be concluded thateherno
Multicollinearity between independent variables in the regressiatemo

4.3.2 Test of Autocorrelation

Autocorrelation test used in this study is the DuiWatson test (DW Test). Durbin Watson test isyarded for
a single-level autocorrelation (first order autoetation) and requires the intercept (constantharegression
model, and there is no longer a variable amongrttiependent variables. Furthermore, the Durbin-¥ratsst
of autocorrelation (DW Test) is done with the hefpSPSS version 15 for windows, though the resoiltthe

Table 3 the data looks like the following:
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Table 3. Test Results autocorrelation with the DutlYatson (DW Test)

Adjusted R Std. Error of
Square the Estimate

1 .943(a) .890 .885 1.98573 2.049

Models R R Square Durbin-Watson

a Predictors: (Constant), relationship marketingrkating mix
b Dependent Variable: MICE tourism attraction

Table 3 shows that the value of the DW at 2,049s Vhlue will be compared with the value of a tabééng a
significance value of 5%, with a total sample of (" and the number of independent variables 2 & as
follows:

Table 4. Test decision table autocorrelation

Conclusion Decision If the
there autocorrelation Reject Less than 1.08
without conclusion No desicision 1.08s/d1.66
There is no autocorrelation Tdk Reject 1.66s/d2.34
without conclusion No desicision 2.34s/d292
there is a correlation rejected More than 2.92

Source: Ghozali (2006: 96)

DW value of 2.049 is greater than the upper limit)(is 1.66 and less than 2.34 (4-du), it can belcoled that
there is no positive or negative autocorrelatidmgwe can conclude there is no autocorrelation.

4.3.3 Test Heterocedastity

Heterocedastityest aimed at testing whether the regression mafditle residual variance occurs inequality an
observation to other observations of others. Ifvtigance of the residuals of the observationsbgeovations of
others remain, and if it is called differémbmoskedastisitasalled HeterocedastityFurther tests usinGlejser
Heterocedastityperformed using SPSS version 15 assistance pregfamwindows, if the results of the data
look like the following table 5:

Table 5 Test Results heterocedastity with Glejser

Models Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta B Std. Error
1 (Constant) -5.135 1.599 -3.212 .002
Relationship marketing -.017 .050 -.062 -.334 .740
Marketing mix -.065 .079 -.189 -.828 411

a Dependent Variable: Res_2

Table 5 shows that none of the independent vasabbre statistically significant affect the departdeariable
Y or the absolute value | Y |. This can be seemftibe above significance probability of 0.05 or &b®%
confidence level, so we can conclude the regresamufel does not contain ahgterocedastity

4.3.4 Normality test

Normality test aims to test whether the regressimuel, variables, residual confounding or have amab
distribution. To test for normality in this studgsearchers used a statistical test with Kolmogr&mirnov
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parametric test (KS) with the help of SPSS versiénfor windows, if the results of the data looKeelithe
following Table 6:

Table 6 Results of the Kolmogorov-Smirnov normatégt (KS)

One-Sample Kolmogorov-Smirnov Test

Unstandardiz

ed Residual
N 78
Normal Parametersab  Mean .0000000
Std. Deviation 1.94665876
Most Extreme Absolute .106
Differences Positive .096
Negative -.106
Kolmogorov-Smirnov Z .938
Asymp. Sig. (2-tailed) .343

a. Test distribution is Normal.
b. Calculated from data.

The value of Kolmogorov-Smirnov is 0938 and showsignificant state with the highest degree of ificgmce
probability or p value> 0.05 or 5%. This means tHatis accepted, which means that the data resicaral
normally distributed or can be said to have pasisedest of normality.

4.4 Regression Results

The results of multiple linear regression analygith SPSS version 15 for windows intended to aralire
influence of variables on relationship marketingl ahe marketing mix the MICE tourist attractiontissee a
large coefficient of determination (R Square). histstudy there is one dependent variable, nanmelyMICE
tourist attraction, and the two independent vagaphamely relationship marketing and marketing. rdimder
these conditions, the method of analysis used iftiptau regressions. From the regression analysisewe
performed using SPSS version 15 assistance progfamaindows, though the results of the data can be
described as follows: The results of multiple lineagression analysis with SPSS version 15 for owvel
intended to analyze the influence of variables elationship marketing and marketing mix to powerQgl
tourism attraction is to see a large coefficientiefermination (R Square). In this study therene dependent
variable, namely the MICE tourist attraction, ahd two independent variables, namely relationshaépketing
and marketing mix. Under these conditions, the wetbf analysis used is multiple regression. From th
regression analysis were performed using SPSSovelsi assistance programs for windows, thoughehelts
of the data can be described as follows:

Table 7. Regression Analysis

Models Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
1 (Constant) 3.256 1.700 1.915 .059
Relationship marekting .538 .054 .663 10.055 .000
Marketing mix .165 .085 .158 1.951 .035

a Dependent Variable: MICE attractiveness wizard

Based on the above table, the regression equatitheican are as follows:

Y = 3,256 + + 0,165X2 0,538X1
Specification:
Y = MICE tourist attraction
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X1 = Relationship markating
X2 = Marketing mix

Based on the regression model constants obtain8286. This means that without the variable retathip
marketing, marketing mix, there will be changesthe attractiveness of 3,256. Furthermore, the exjpa
coefficient of 0.538 and relationship marketing pesitive; this means that every one percent change
relationship marketing assuming other variablesaiarthe MICE tourist attraction changes will be aaed by
53.8% in the same direction. Regression coeffictérl.165 and the marketing mix is positive; thisans that
any change in the marketing mix one percent, assyiother variables are constant, and the chantfeimICE
tourist attraction will experience a change of %6.i5 the same direction.

In addition, the results of a mathematical modelttaf above equation show that the effect of ratatiip
marketing is more dominant than the marketing nfixh@ MICE tourist attraction. It was shown frometh
regression coefficient of relationship marketingttts .538 larger than the regression coefficidrt.®65 for the
marketing mix.

4.5 Testing of Hypotheses
Hypothesis testing of based on the results of tiadyais that has been done; it can be describéullaws:
a. Relationship marketing influence the attractiversd8lICE tourism

Based on Table 7 shows that the significance piibtyabalue or p value is 0.000 or her less tha®30or 5%
and its regression coefficient is positive 0.53tnt that based on the analysis of t-test valuesiraat 10,055
less than 1,917 t-table means that hypothesis 2hndtates that “Relationship marketing affect tH€ Kl tourist
attraction” can be proven. Based on this we carloode that the relationship marketing positive argphificant
impact on the MICE tourist attraction.

b. Marketing mix influence the attractiveness of MI€irism

Based on Table 7 shows that the significance piityabalue or p value is 0.035 or her less tha®S0or 5%
and its regression coefficient is positive 0.16@&ntthat based on the analysis of t-test valuesiradat in 1951 is
smaller than the t-table 1.917 means that hypath@sihich states that “the marketing mix affecis MICE

tourist attraction” can be proven. Based on thiscase conclude that the marketing mix positive aigdicant

impact on the MICE tourist attraction.

c. Effect of Relationship Marketing and Marketing niisgether the MICE tourist attraction

A result of simultaneous significance test (F-tesing SPSS version 15 for windows is as follows:

Table 8. Results of Simultaneous Test (Test-F)

Models Sum of df Mean Square F Sig.
Squares
1 Regression 2356.325 3 785.442 199.194 .000(a)
Residual 291.790 74 3.943
Total 2648.115 77

a Predictors: (Constant), relationship marketingrkating mix
b Dependent Variable: MICE tourist attraction

Based on Table 8 it can be seen that the signdeanobability value or p-value is 0.000, which me¢hat it is
smaller than 0.05 or 5%, in addition to the analyssults obtained based on the value of the ftcofub99.194
is greater than 2.126 f-table thus collectivelatieinship marketing as a marketing mix positive aigghificant
impact on the MICE tourist attraction. Under thesmditions, the hypothesis 4 which states “Relatigm
marketing, marketing mix together Affect the MIGRutist attraction” can be proved.

4.6 The coefficient of determinatior’(R

To measure how far the ability of independent \@es in explaining the dependent variable usedtiedficient
of determination, R2 price. The fundamental flavingsthe coefficient of determination is biased aghithe
number of independent variables included in the ehotherefore, many researchers recommend usin&2he
value when evaluating the best regression mod&SSHata processing results are shown in the fatigwable:

145



European Journal of Business and Management www.iiste.org
ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) may
Vol.6, No.26, 2014 IIS E

Table 9. Coefficient of Determination

R R Square Adjusted R Std. Error of the Durbin-
Model Square Estimate Watson
1 .943(a) .890 .885 1.98573 2.049

a Predictors: (Constant), Relationship marketingtkating mix
b Dependent Variable: MICE tourist attraction

Based on the model of the SPSS output display suynoratable 9 above, the magnitude of R2 is 0.8896 t
means that 89% of the dependent variable MICE dbuattraction can be explained or influenced by the
independent variables of relationship marketing #redmarketing mix, while the remaining 11% (100%9%)

is explained by other causes outside the model.

5. Closing
5.1 Conclusion

Based on the formulation of the problem as welih&sresults of research and discussion, we canummthe
following:

a.

The results Showed that in general the majorityespondents the agreed with the question askedein t
guestionnaire relationship marketing. This meaas tiverall the majority of respondents agree wiih ten
questions asked in the questionnaire relationshigrketing. This indicates that respondents perceive
relationship marketing as essential, forward orlgmek where a tourist depends on marketing. In the
marketing mix variables in general are in a catggAgree. This means that overall the majority of
respondents agree with the ten questions asketeimuiestionnaire marketing mix. The concept of the
marketing mix is one of the modern marketing coteep the present time. Where the concept is ornlbeof
marketing activities that determine the successhefcompany in the pursuit of maximum profit. While
tourism attraction in both criteria. This meanstthaerall the majority of respondents agree with tan
guestions asked in the questionnaire MICE toutisaetion. The attraction is not or has not devetb@
potential resource and cannot be called a toutishction, to the existence of a particular type of
development. Objects and tourist attraction ishthge for tourism. Without the interest in a pattcarea or
place of tourism is Difficult to develop.

. Relationship marketing is positive and significampact on the MICE tourist attraction in the cit§ o

Bandung. This means that with the implementatiorredditionship marketing is good then it can have a
positive impact for the improvement of tourist attiion.

Marketing mix positive and significant impact oretMICE tourist attraction in the city of Bandunghi§
means that if the components of the marketing raix@also be considered carefully as well as cortegto
improving the attractiveness of MICE tourism in Bang.

. Relationship marketing and the marketing mix togethffect the MICE tourist attraction in the city o

Bandung. This means that if two variables are qomoportionately by considering aspects of its sascéhe
MICE tourism attraction can be enhanced in an ggtim

5.2 Suggestion
Based on the above conclusions, the suggestionsahae given by the results of this study artobews:

a.

To increase the number of MICE tourists visitingnBang's very vital role of tourism promotion.
Government of Bandung along with other tourism sketders to be more extreme and massive in progotin
the city of Bandung as a MICE destination. Focusukh be given to the promotion of Internet media,
presenting features and excellent tour packagedBan

. In promotion have to explore the uniqueness of isourproducts offered while maintaining quality,

improving quality of care and comfort of touristsall sectors of services as well as quality asmeand
competitive price, means of transport for touréstd the ease of access to tourism services online.

. Future studies are expected to examine more iflimded to the variables that have been studied,the

need for the addition of other variables and angeeted to use the object of more extensive reseémch
addition, further research is expected to develagtiag analytical models to get more in-depth hessu
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